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Factors Influencing Indonesian Consumers’ Intention to Purchase Korean Food

Jinyi Jeong, Young Min Choi*
Korea Food Research Institute, SME Solution Center

Abstract

Indonesia has the largest economy in Southeast Asia and is one of the fastest growing economies of the world. This study
was conducted to understand Indonesian food consumers, and to provide the marketing implications for food exporting
companies in Korea. An online survey was conducted on 795 local consumers in Indonesia and the study analyzed their
preference for Korean food and Korean culture. Then this study identified the relationship of these variables and consumers’
intention to purchase Korean food. The results of this study were as follows. First, Indonesian consumers had a strong
preference for Ramyeon, noodles, snacks and kimchi among Korean foods. Second, the preference for Korean culture was
high in a descending order of Korean dramas, cosmetics, songs and news. Third, both Korean food and Korean culture
preferences showed significant differences depending on gender, age and the frequency of eating out. Lastly, analysis of the
relationships among the variables showed that there is a positive relationship between Korean food preferences and Korean
food purchase intentions. Further, the consumers’ Korean culture preference had a mediating effect within this relationship.
The results of this study imply that marketers in Korea food companies need to consider the consumers’ preference for
Korean food and Korean culture when they build proper strategies for exporting Korean foods to Indonesia.

Key words: Indonesia consumer, Korean foods, Korean culture, purchase intention
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<Table 1> Demographic characteristics of respondents

Items Frequency %
Male 367 46.2

Gender
Female 428 53.8
20-29 292 36.7
30-39 282 355

Age

40-49 148 18.6
50-59 73 92
. Muslim 578 72.7

Religion
Others 217 273
Under 3 times in a month 233 29.3
Frequency of 1 times in a week 202 254
eating out 2 or 3 times in a week 268 33.7
Above 5 times in a week 92 11.6
Total 795 100.0
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<Table 2> Analysis of preference for Korean foods N=795 M+SD
Beverages
Items Confectionery  Noodles Ramyeon (fruits and Sauce Gochujang Kimchi
vegetables)

Total 390+0.75  3.93+0.81  4.00+0.86  3.67+0.82  3.70+0.92  3.70+0.92  3.74+0.92

Gender Male 3.85£0.79  3.90£0.79  3.90+0.87  3.61£0.82  3.54£0.92  343£090  3.60£0.95
Female 394£0.72  3.95+0.82  4.10£0.85  3.72+0.81  3.84£0.89  3.60£0.93  3.86+0.93

t-value -1.746 -0.895 -3.220%* -1.877 4.6T2¥F D684%F 3811wk

20-29 3.97£0.78  4.00£0.79  4.16£0.79°  3.75:0.88  3.86£0.92°  3.60£0.93*  3.84+£0.95
Age 30-39 3.88£0.72  3.92+0.79  4.03£0.80°  3.63£0.78  3.65£0.90°  3.56£0.90"  3.78+0.88*
40-49 3.860.73  3.80+0.87  3.73+1.00°  3.62+0.78  3.57+0.93"  3.36+0.95°  3.58+1.08°
50-59 3774080  3.92+0.80  3.84£0.94°  3.63+0.79  3.55:0.87°  3.40+0.85"  3.51+0.90

F-value 1.784 2.034 9.307*** 1.420 4.876** 2.882% 4.006**

Religion Muslim 3904075  3.924094  3.96+0.89  3.69+0.80  3.70+0.92  3.512092  3.71+0.97
Others 3.89£0.77  3.96+4.11  4.11£0.78  3.62+0.86  3.724092  3.56x093  3.81£0.96

t-value 200 -324 2.071% 1.147 -360 -754 -1.344

Under 3 times in a month  3.78+0.75"  3.78+0.82°  3.85£0.94°  3.55+0.81"  3.57+0.89"  3.40+093°  3.61+0.97

Frequency of 1 times in a week 3.89+0.72*  3.93+0.79°  3.98+0.83® 3.68+0.79°  3.65+0.94°  3.42+093°  3.60+0.98"
eating out  2-3 times in a week 3.94+0.74*  4.03x0.77°  4.09+0.82°  3.68+0.81°  3.77+0.89"  3.62+0.88®  3.80+0.92°
Above 5 times in a week  4.10+0.83*  4.01+0.86°  4.20+0.82*  3.95+0.86°  3.98£0.94° 377092  4.16£0.77°

F-value 4.319%* 4.492%% 5.200%* 5431%% 5.335%* 5.552%* 9,502+

**¥p<(0.001, **p<0.01, *p<0.05. “*Duncan’s multiple comparison
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<Table 3> Analysis of preference for Korean culture N=795 M+SD
Items K-Drama K-pops K-Cosmetic K-News
Total 3.92+1.03 3.49+1.06 3.64+1.00 3.39+0.86
Gender Male 3.56+1.05 3.27+1.06 3.20+0.97 3.25+0.87
Female 4.22+0.90 3.69+1.03 4.01+0.87 3.51+0.83
t-value -9.504%*** -5.617%** -12.162%** -4.327***
20-29 4.03+0.98° 3.63£1.11° 3.74+1.05 3.36+0.92
Age 30-39 3.97£1.00% 3.50£1.02% 3.60+0.96 3.44+0.82
40-49 3.74£1.10% 3.29+1.02° 3.51+0.96 3.34+0.81
50-59 3.62+0.12° 3.29+1.08" 3.60+1.05 3.45+0.85
F-value 5.115%* 4.038%* 1.915 0.701
Religion Muslim 3.90+1.03 3.50+1.07 3.60+0.99 3.40+0.99
Others 3.96+1.03 3.49+1.05 3.73£1.02 3.40+0.84
t-value -0.72 0.17 -1.74 0.319
Under 3 times in a month 3.85+1.08° 3.31¢1.07° 3.55+0.96 3.26+0.84°
Frequency of | times in a week 3.82+1.03* 3.47£1.03% 3.59+1.05 3.43+0.84°
eating out 2-3 times in a week 3.99+£0.98% 3.59£1.07* 3.72+0.96 3.41+0.83°
Above 5 times in a week 4.07+0.98* 3.76+1.04* 3.74+1.10 3.61+£0.95*
F-value 1.953 5.069%* 1.69 3.951%*

**¥p<0.001, **p<0.01, *p<0.05. **Duncan’s multiple comparison
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<Table 4> Results of exploratory factor analysis and reliability measurements

Items Factor Loading Eigen value  Variance (%) Cronbach’s o
Confectionery .844 392
Noodles 816 .606
Ramyeon 788 .622
?Zfiﬁ“?iof Beverages (fiuits and vegetables) 780 505 58.737 882
Sauce 778 713
Gochujang 710 667
Kimchi 626 .608
K-Drama 813 661
Preference of ~ K-pops 870 758
Korean culture  K-Cosmetic 798 637 66185 829
K-News 770 592
Intention to I intend to purchase Korean food in the next shopping 909 .826
purchase Korean [ will try to purchase Korean food in the next shopping 916 .840 .83.928 903
food I plan to purchase Korean food in the next shopping 923 .852

<Table 5> Analysis of preference for Korean foods and culture influence on purchase intention

Variables Unstandardized coefficient
Independant Dependant B SE ‘ P
| Preference of Korean food Preference of Korean culture 636 034 557 18.955*** .000
R?= 310, adj R>= 310, F=359.311 (p=.000), Durbin-Watson=2.006
5 Preference of Korean food Intention to purchase Korean food 569 .030 558 19.018%%** .000

R’= 312, adj R>= 311, F=361.675 (p= .000), Durbin-Watson=2.057

Preference of Korean food

381 .034 374 11.213%%* .000

Intention to purchase Korean food

3 Preference of Korean culture

294 .030 330 9.886*** .000

R’= 387, adj R= .386, F=251.630 (p= .000), Durbin-Watson=2.022

#44p<(,001

p<0.00D)= FAHOR Folgle] we} d=4F s e} 3
8} s F(+)0] IS vRs AR Yeytt 7}
A 29 7% A AewrE el wAe dael
gk ¥F3}F AlSE 0.557 (=19.018, p<0.001)Z HA] F-2]
Al et sh2lE Aemrt ezl (el dFS
HAE Zo® EAEA

71 39] visf g ate] AL Baron & Kenny(1986)] 3
TAIE AA FHETh WA= Wi d=tes) s
=

A o ferel HEwe Gyl AN fom By
AR 2 % itk SRR A3, 7 wolel FARA 2
P} BE fol@ HHe] FBL UEARA SEANA B

SAF AEE7F S=2F el vRe FaFo] o}
e, ol &3 NI} IF2E AT Fuf
o] #AA FEu JEE she ZoE B Ut S,
SAE ME e S=ES Ao o) mirfEe] d=F
AE FioEE Fole Ao® B 4 9o 7P 3 Edh
A= At

B ATlA S ATt Sk AE ) =] <
g5 mAY, d=tEst dEert il ads ke 2 VE
o] 9] 2RAES o R = AEL] Fuf o] T
3 AV AFET GAKS AoZ B 4 T} Sun et al.
(2015)9] Aol = T B ES] SHRZEl s o
T =g Foomel FAAA JFS vH= o=
e o™, Kim(2018)2] AellMe T= &H|Rle] 3+ &
7w, o 8l As ot g AlE ) kel 3l
FeS mFl Aoz Yepitt o|AY = F3} T I
£ 8= AE e 1E AAE 2k oz g gl
= v} =], Lee & Park(2017)= 3ho] 5742 =71
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