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Abstract

As most companies in the world are much interested in the overseas market as well as in the domestic
market, many Korean food service enterprises came to focus on extending their branches to the overseas
market. However, lack of business strategies including market research, marketing strategies, localization, etc.
has made them continue to fail in market entry. The purpose of this study is to develop entry mode of
determinants of Korean food service enterprises, considering their characteristic factors and environment
factors in the overseas market. To do this, companies which have a head quarter in Korea and over 2 year
business experience in the overseas market were chosen and used for a self-administered questionnaire survey.
Statistical processing, including descriptive statistics, logistic regressing analysis, and multi regression analysis
using an SPSS/PC 12.0 statistical package were conducted. The result is as follows. First, explanation
suitability was 85% of the entty mode in the overseas market. Second, as business size was smaller, product
differentiation was higher, and CEO's will for success in the overseas market was higher, independent entry
mode in the overseas market was likely to be chosen. Lastly, as the uncertainty of demand and trade bamier
were lower, and a sociocultural gap was smaller, independent entry mode in the overseas market was likely
to be chosen.
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{Table 1> Results of the frequency analysis on the demogmphic characteristics

WwOSs w Total
Classification Item
Frequency(%)

Foundation of Before 1990 8( 25.0) 2 25.0) 10( 25.0)
a food service 1991~1999 17( 53.1) 3( 37.5) 20{ 50.0)
enterprise After 2000 7( 21.9) 3( 37.5) 10( 25.0)
Less 50 7 21.9) 3( 37.5) 10( 25.0)
Less 51~200 U 21.9) 3 37.5) 10( 25.0)

Number of stores
Less 201~1,000 9( 28.1) 2 25.0) 11( 27.5)
Over 1,000 9( 28.1) o 0.0) 9( 22.5)
Less 50 6( 18.8) 4 50.0) 10( 25.0)
Number of staff 51~100 10( 31.3) 2( 25.0) 12( 30.0)
Over 101 16( 50.0) 2( 25.0) 18( 45.0)
Under 5% 9( 28.1) o 0.0) 9( 22.5)
Sales revenue of 5~10% 12( 37.5) 3( 37.5) 15( 37.5)
the overseas market Over 11% 5( 15.6) 5 62.5) 10( 25.0)
No answer 6( 18.8) o 0.0) 6( 15.0)
Total 32(100.0) 8(100.0) 40(100.0)
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{Table 2> Countries

{Table 3> Year of entering the overseas market

WwOS v Total
Item
Frequency(%)
USA 2( 625) 1( 12.5) 3( 7.5)
Japan 1I( 3.1) o 0.0) 1( 2.5)
China 24( 75.0) 4( 50.0) 28( 70.0)
Philippines o( 0.0) 1( 12.5) 1( 2.5)
Vietnam o¢ 0.0) 1( 12.5) 1( 2.5)
Spain 1( 3.1) 0 0.0) 1( 25)
UK o( 0.0) 1( 12.5) 1( 2.5)
HK 4( 12.5) o 0.0) 4( 10.0)

Total 32(100.0)  8(100.0)  40(100.0)

(Table 4> Entry mode in the overseas market

Item Frequency(%)
Wholly owned subsidiaries 9( 22.5)
Joint venture 31( 77.5)

Total 40(100.0)

{Table 5> Type of business in the overseas market

Hem WOS v Total
Frequency(%)

Koran food 12( 37.5) 3( 37.5) 15( 37.5)
Japanese food  0( 0.0) 2( 25.5) 2( 5.0)
Bakery 4( 12.5) o( 0.0 4( 10.0)
Snack 4( 12.5) o 0.0 4( 10.0)
Fast food o 0.0) 1( 12.5) 1( 25)
Pizza 1( 3.1 1( 12.5) 2( 5.0
Chicken 7( 21.9) o 0.0 7( 17.5)
Beverage 2( 625) 1( 12.5) 3( 7.5)
Bar 2( 625) 0( 0.0) 2( 5.0

Total 32(100.0) 8(100.0) 40(100.0)

e wOs v Total
Frequency(%)
1990 1( 3.1) o( 0.0) 1( 25)
1998 o( 0.0) 1( 12.5) 1( 25)
2000 1( 3.1 0( 0.0 1( 25)
2002 1( 3.1 2( 25.0) 3( 75)
2003 7( 21.9) 1( 12.5) 8( 20.0)
2004 6( 18.8) 1( 12.5) 7( 11.5)
2005 5( 15.6) 1( 12.5) 6( 15.0)
2006 11( 34.4) 2( 25.0) 13( 32.5)
Total  32(100.0) 8(100.0) 40(100.0)
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{Table 6> Results of the factor analysis and the reliability analysis on the characteristic factors of food service

enterprises
Ei h'
Factor Atiributes Fac'tor igen Cronbach's
loadings value @
Uniqueness 0.846
Factor 1 Competiti 0.797 2334 0.728
Product differentiation ompetitive power ’ ’ ’
R&D intensity 0.700
Intention will for a local market 0.937
Factor 2 Interest in a local mark 0.845 1.908 0.766
CEO's will nterest in a local market . . 5
Level of action for global management 0.517
F High-~grade 0.853
actor 3 ghgre 1.636 0.667
Brand power Successful products & services 0.835
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(Table 7> Results of the factor analysis and the reliability analysis on the environment factors of a local market

. Factor Eigen Cronbach's
Factor Attributes .
loadings value a
Geographical distance 0.853
Factor 1 Socio-psychological 0.840 3.009 0.655
Sociocultural gap "peychological gap ’ ’ ’
Communication 0.839
. ) Demand of change of a local market 0.912
actor
Demand of i ili ki 0.838 2177 0.810
Uncertainty of demand mand of instability of a local market
Potential competitor 0.739
Danger of confiscation 0.809
Factor3
i i iati . 1.391 0.599
Trade barrier Policy differentiation 0.720
Government ‘control 0.561
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{Table 8> Results of the correlation analysis
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3] F2 A71del Y Aol B o8B
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EHRTEd 719 TR, SA 99 A9, AF A
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Al 52 daez I8 39 27U dF5F
AREAZE SIEXE vhebdt 23, Hoj 0.588
o] ZadA7t vdevd EA7} gle AR Als
"ot

ez SHU S5

N

Ishel e 3t

Factor Business  Business Product Brand CEO' Uncertainty of Trade Sociocultural ~ Entry
size-1  experience-2 differentiation-3 power-4  will-5 demand-6  barrier-7 gap-8 mode-9
1 1
2 0.387* 1
3 0.024 -0.060 1
4 0.076 0.247 0.007 1
5 0.157 -0.087 0518+  -0183 1
6 0.127 -0.069 -0.134 0.120 -0.084 1
7 0.202 0.172 0.062 0.019 -0.108 0.571** 1
8 0.336* 0.191 0.010 -0.071 -0.141 0.422%* 0.667** 1
9 -0.121 0.020 -0.248 0.111 -0.146 -0252 -0.215 ~-0.339* 1
*p<0.05, **p<0.01, ***p<0.001.
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{Table 9> Results of the binary logistics regression analysis on entry modes in the overseas market for food

service enterprises

95.0% confidence

Factor Ttem B SE. Wald df P Exp(B) interval for EXP(B)
Under Over

Business size ~0020 0007 8802 I 0003* 0980 097 0993
Business experience ~ -0837 0310 7300 1 0007%* 0433 0236 0795

Fa‘;mr Product differentiation ~ 19.169  6.690 8211 1 0004t 21311 4323 104800
Brand power ~1201 0943 1622 1 0203 0301 0047 1911
CEO' will 4275 1398 9354 1 0002 7899 4644  1LI62
Uncertainty of demand  -4.807 1467 10734 1 0001** 1349 1008  2.034

Fa;mr Trade barrier ~2912 0970 9016 1 0.003** 0054 0008 0364
Sociocultural gap ~16815 5609 8987 1 0003 2180 1475  9.124
Constant ~127.696 41814 9326 1 0031 0000

*p<0.05, **p<0.01, ***<0.001.
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