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A Study on the Consumer Perception and Factor Analysis of Food Tourism

Eun Hae Kim, Min A Lee’
Korea Food Research Institute, Gyeonggi, Korea

Abstract

The purpose of this study is to investigate consumer perception and importance of food tourism properties and
performance of the properties in Sangju province of Gyeongsangbuk-do. The study has found that persons who have
food tourism experiences (75 persons, 50.7%) had slightly more than not experience persons (72 persons, 48.6%).
Additionally, most of the respondents were usually satisfied with the local foods. Also, it was found that food tourism
had been taken 1-2 times per 6 months (48 persons, 64.0%) on average, and 135 persons (91.2%) had intention of
experiencing food tourism. According to the result of Importance-Performance Analysis (IPA) on consumers' food
tourism properties, high importance was on ‘There are attractive landscapes.” (4.52 £ 0.56), ‘Accommodations with
reasonable price.” (4.18 £0.80), and ‘The food of the area is famous.” (4.15 £0.73); and the properties such as ‘There
are local specialty shops or markets selling local produce.” (3.03 + 0.83), “The climate is temperate.” (3.03 + 0.87), and
‘There are attractive landscapes.” (3.02 £0.98) showed average performance. A factor analysis about consumers’
importances to the food tourism properties shows that the factors were divided into four kinds and each of the factors
were named as ‘convenience-stable propensity’, ‘valued-oriented propensity’, ‘adventurous-aggressive propensity’ and
‘traditional-active propensity’. Variance ratios of each factor were 22.319%, 10.286%, 8.723% and 6.239%,
respectively. According to the result of a reliability analysis, Cronbach's alpha value was 0.8621, implying that
reliability of each item was very high. Therefore, it is considered that development of food tourism products and
promotion strategies therefore should be designed based on the importance of food tourism properties hereafter.
(Korean J Community Nutrition 15(1): 83~93, 2010)
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tasting tourism (Boniface 2003)#} food tourism (Hall
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1998; Hall & Mitchell 2001; Lee 2006; Min 2009)
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Table 1. Demographic characteristics of the respondents

Category Frequency Percent (%)
Male 71 48.0
Gender Female 76 51.4
No response 1 0.7
<20 24 16.2
21-30 61 41.2
Age (years) 31-40 31 20.9
41 > 31 20.9
No response 1 0.7
Single 100 67.6
) Married 46 31.1
Marital status
Others 1 0.7
No response 1 0.7
Students 60 40.5
Office workers 38 25.7
Housewives 11 7.4
) Own business 5 3.4
Occupation
School personnels 5 3.4
Professionals 23 15.5
Others 4 2.7
No response 2 1.4
< 100 57 38.5
100 - 200 27 18.2
Monthly income 201 -300 23 15.5
(10,000 won) 301 - 400 17 11.5
401 > 22 14.9
No response 2 1.4
N =148
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Table 2. Consumer experience of food tourism

Apo) W (70, 93.4%) BT}, SABHE HA 0.

O, = =] -
St A—— n_Pocen® = 4ol 1~28] o8- (48', 64.0%)3k= AV
Total expenses in tourism place” _ _ o _
(one night two days per one person) 161.18 £ 115.69 worar, sk o] §allE SR 129 (16.0%), 3 el 1
(1,000 won) . = == 3] o] 499, 12.0%), 3 Zoil 33] ©]%- (3%, 4.0%)5h=
es .
2= 0 ) oro o] EAN o8 Wy o &
Food fourism No 72 48.6 ToT ‘/]‘E]'M"% NOE X] —1-4 SN T = "17] HOH =]
experience No response 1 0.7 A4S 3 o A) 9l SER= 1359 (91.2%) 0% o)
L 148109 ot Qs 20 UER @5 219 e el o
Stronglly scttisfied 18 240 o o B o o o
Safisfied 41 54.7 L dgst 7oz g, A A TFe] A| 2 A
Normal 11 14.7 T oz]= =] = (gm) 7}t (Q1) =X ™
Satisfaction with Dissafisfied 4 5.3 E]'-J— ‘jT( 6 o ) , Z-”T—J— (9 o ) y 7O "d—l— (8 o ) y TL_;d (5 <) ) s
local food ' B} (4 x]odo] ke A o A L= vl 713]
Strongly dissafisfied 0 00 T*L (479) #|qo] B2 Zl o7 ek, U:‘It% o] 73
No response 1 1.3 SHEESA o2 = Hete A5 vy, sy W)
Totdl 5 100 ARl g, SHK), oA, 48, s, et
No experience 0 0.0 -
o 2 e % Eolgith gemi vues) abee), BEe, #4e
Once or twice per 6 48 4.0 S|, where, FAke] W) 8] So] QAUTH(Table 3)
nmonths '
. Once per a month 9 12.0 o
I =
fequency Twice per a month 0 0.0 2. 8MNHY 32k - 73k EY
of food tourism )
Teefimesperarmorth 3 40 AR AR Sl diE F e} A% AT
Once per a week 0 0.0 - N -
o] o XN yla)l 7)1 A=A T E BA] O ANy
Over twice per a week 0 0.0 ,] U—I‘ﬂ'o *]' =1 ooﬂ EHQ’TO»LE T’:—ﬁﬂ' QIL]—, Dﬁ“d’
No response 3 40 ol QoA F QA AER= Ao 7= ajE el Fd
lotd 5100 o) 9ok (4.52 £ 0.56), KT 7H2e) Srapaladel ik
Yes 135 91.2
Plontodofood 11 7.4 (4.18 £ 0.80), ‘1 A9 S22 FH3b (4.15 £
fourism -
forlocaifoo N 1EsPoNSe 2 1A 078), Al A @ <o) o] itk (14 ¢
N ' 0.81), “SAo= 77} W2 Aot} (4.09 + 0.62),
1) Mean % SD A A= HEA A sl (4.08 + 0.85)2 =2
Table 3. Place and local food of food tourism"
Place Local food n
Jeonju Bibimbap, hanjeongsik (Korean tabole dthote), ddukgalbi 16
) Hairtail, black-pork, jeonbok-juk (rice porridge with abalone), variously colored abalone,
Jejudo ) ) 9
sliced raw fish noodle, hallabong
Gangwondo Buckwheat, potato dishes, makguksu 8
Chuncheon Dakgalbi, makguksu 5
Busan Milmyeon, sliced raw fish 4
Gangneung Sundubu (soft fofu), hwangtae, sliced raw fish, fofu 3
Sokcho Sliced raw fish, squid, ongsimi 3
Anmyondo Fleshy prawn, swimming crab-tang 3
Yangyang Song-i mushroom (pine mushroom), eom-tree baeksuk 3
Heongseong Hanwoo (Korean beef) 3
Geumsan Ginseng dishes 2
Namdang Jeotgal (salted seafood), fleshy prawn 2
Damyang Bamboo tube-bap, ddukgalbi 2
Bongpyeong Buckwheat 2
Sunchang Korean hot pepper paste jangaijji, bibimbap 2
Andong Salted mackerel 2
Cheonan Bbageumjang 2
Paju Eel, Jangdan soybean 2
Haenam Hanjeongsik (Korean fable d'hote), ddukgalbi 2
Others Swimming crab, fleshy prawn, grilled shellfish etc. 30
N=75

1) multiple response
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Fig. 1. Importance-Performance Analysis (IPA) of consumer food
tourism.

1: Tourism area is close to home, 2: The area is popular for food,
3: The food of the area is famous, 4: The area has many
restaurants to visit, 5 Food tourism products linked local
restaurants have been developed, 6: | have several friendly
restaurants in the areq, 7: | can be infroduced local restaurants
of the areq, 8: The area is easy to obtain information, 9: My
friends or relatives have ever visited the area, 10: Local tourism
products are developed, 11: There are systematic signposts of
local restaurants, 12: Accommodations with reasonable price,
13: There are affractive landscapes, 14: The climate is
temperate, 15: There are a variety of recreational opportunities
in the suburbs, 16: Traditional vilage is created, 17: There are
accommodations with local characteristics, 18: There are top
grade restaurants or tasty restaurants, 19: Local crafts are sold,
20: Children are be able to do various experiences, 21: There
are excellent sports facilities, 22: The area has food-related
festivals, 23: There are local specialty shops or markets selling
local produce, 24: There are many things o do and view in the
areq, 25: Restaurant employees have much knowledge about
food, 26: Restaurants are friendly to tfourists, 27: There are
cooking classes, 28: There are restaurants where can eat local
food.
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Table 4. Importance-Performance Analysis(IPA) of consumer food tourism
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Category Importance”  Performance” tvalue?
1 Tourism area is close to home. 3.18 £ 1.16 1.97 £ 0.86 6.373%**
2 The area is popular for food. 4,09 + 0.62 245 + 0.84 12.252%**
3 The food of the area is famous. 4,15 + 0.73 2.64 + 0.97 10.103***
4 The area has many restaurants o visit, 3.35 £ 0.95 2.39 £ 0.70 7.137 %%
5 Food tourism products linked local restaurants have been developed. 3.88 £ 0.80 2.64 £ 0.85 8.572%**
6 | have several friendly restaurants in the area. 2.86 £ 0.99 1.79 + 0.85 7.095%**
7 | can be infroduced local restaurants of the area. 3.50 = 0.83 232 £ 0.93 7.455%**
8 The area is easy to obtain information. 3.89 £ 0.79 2.61 £ 0.82 Q127
9 My friends or relatives have ever visited the area. 3.52 £ 1.04 225+ 0.98 7.481%**
10 Local tourism products are developed. 3.88 £ 0.79 2.73 £ 0.84 8.323***
11 There are systematic signposts of local restaurants. 3.74 £ 0.88 255 + 0.79 8.432%**
12 Accommodations with reasonable price. 4,18 £ 0.80 2.76 £ 0.70 10.985%**
13 There are atractive landscapes. 4,52 £ 0.56 3.02 £ 0.98 10.328%**
14 The climate is temperate. 3.51 £ 1.09 3.03 £ 0.87 3.134%x
15 There are a variety of recreational opportunities in the suburbs. 3.09 £ 0.89 2.58 £ 0.86 3.547**
16 Traditional village is created. 3.35 £ 1.06 2.85 £ 0.88 2.867**
17 There are accommodations with local characteristics. 3.70 £ 0.96 2.59 + 0.80 6.899%**
18 There are top grade restaurants or tasty restaurants. 3.36 £ 1.16 247 + 0.83 5.253 %k
19 Local crafts are sold. 2,73 £ 0.99 2,70+ 0.76 0.188
20 Children are e able to do various experiences. 314+ 1.16 2.67 £ 0.87 2.758%**
21 There are excellent sports facilities. 2.89 £ 1.07 2.35 £ 0.92 3.678%**
22 The area has food-related festivals. 3.74 £ 0.87 2,86 = 0.80 6.170%**
23 There are local specialty shops or markets selling local produce. 3.78 £ 0.71 3.03 £ 0.83 5.742%%%
24 There are many things to do and view in the area. 414 £ 0.81 2,74 + 0.85 Q.235%**
25 Restaurant employees have much knowledge about food. 3.35 £ 0.87 2.60 £ 0.68 5,982
26 Restaurants are friendly to tourists. 4,08 = 0.85 2.88 £ 0.80 8.154%**
27 There are cooking classes. 258 = 1.03 231+ 0.73 2.182*
28 There are restaurants where can eat local food. 3.76 £ 0.82 2.89 + 0.83 6.471 444
N=75
1) Mean + SD, 1: strongly disagree, 3: nomal, 5: strongly agree
2) *:p < 0.05, **: p < 0.01, *** p < 0.001
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Table 5. Factor analysis of importance

Factor
Category Impoﬁoncﬁe Convenience- Vglued AdvenTurpus Trodifipnor Aphaifitem  Cronbach's
M+ SD stable oriented aggressive active deleted Alpha
propensity propensity propensity propensity

1 Tourism area is close to home. 299 £ 1.16 0.299 0.8159
2 The area is popular for food. 3.78 £ 0.82 0.638 0.7609
3 The food of the area is famous. 3.90 =+ 0.82 0.637 0.7656
4 The area has many restaurants 1o visit. 3.27 £ 0.90 0.566 0.7812
5 Food tourism products linked local restaurants have been developed. 3.62 + 0.84 0.686 0.7696
6 | have several friendly restaurants in the area. 2.85 + 0.97 0.576 0.7836
7 | can be infroduced local restaurants of the area. 3.40 £ 0.84 0.700 0.7746
9 My friends or relatives have ever visited the area. 3.87 £ 0.77 0.462 0.7881
10 Local tourism products are developed. 3.38 £ 1.04 0.611 0.7783

11 There are systematic signposts of local restaurants. 3.76 £ 0.85 0.542 0.7783 0.8115
8 The area is easy to obtain information. 3.58 £ 0.93 0.511 0.7683
12 Accommodations with reasonable price. 4,04 £ 0.86 0.742 0.7339
13 There are attractive landscapes. 4,40 = 0.71 0.741 0.7530
14 The climate is temperate. 3.66 = 0.97 0.516 0.7691
15 There are a variety of recreational opportunities in the suburbos. 3.22 £ 0.89 0.577 0.7579
17 There are accommodations with local characteristics. 3.33 £ 0.99 0.504 0.7506
18 There are top grade restaurants or fasty restaurants. 3.53 £ 0.99 0.350 0.7836
24 There are many things o do and view in the area. 3.26 + 1.08 0.625 0.7521

26 Restaurants are friendly to tourists. 2.81 £ 0.91 0.516 0.7525 0.7869
22 The area has food-related festivals. 3.30 £ 1.13 0.688 0.7642
23 There are local specialty shops or markets selling local produce. 297 £ 1.05 0.727 0.7437
25 Restaurant employees have much knowledge about food. 3.55 £ 0.90 0.591 0.7373
27  There are cooking classes. 3.63 = 0.80 0.650 0.7706

28 There are restaurants where can eat local food. 4,04 = 0.83 0.689 0.7411 0.7951
16  Traditional vilage is created. 3.22 + 0.93 0.654 0.5501
19 Local crafts are sold. 3.96 £ 0.91 0.664 0.5087
20 Children are be able to do various experiences. 2,70+ 1.03 0.531 0.4743

21 There are excellent sports facilities. 3.64 = 0.90 0.501 0.6208 0.6141

% of variance 22.319 10.286 8.723 6.239
Total 0.8621
N = 148

1) 1: strongly disagree, 3: nommal, 5: strongly agree



Table 6. Factor analysis of food tourism

o
Convenience-stable propensity 3.48 £ 0.54
Valued-oriented propensity 3.77 £ 0.54
Adventurous-aggressive propensity 3.36 £ 0.68
Traditional - active propensity 3.11 £ 0.70

N =148
1) 1: strongly disagree, 3: normal, 5: strongly agree
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