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ABSTRACT: This study was conducted to evaluate the market potential of 'Hwanggeumsantari', a new oyster mushroom variety
developed in Gyeonggi Province in 2019, and to derive effective market entry strategies. To objectively assess the marketability
of 'Hwanggeumsantari’ from various perspectives, a panel of 50 consumers was formed, and surveys and interviews were
conducted. Additionally, two Focus Group Interviews were held with distributors in the agri-food sector. The results showed that
potential consumers were positive about the color and texture of ‘Hwanggeumsantari', but expressed relatively less satisfaction
with its shelf life and aroma. Distributors, through tow Focus Group Interviews, evaluated that the product had sufficient market
competitiveness, but called for efforts to improve cultivation techniques and enhance price competitiveness. Based on the results
of market evaluations by consumers and distributors, a SWOT analysis was conducted. The main strengths identified were its
outstanding color and texture, while the main weakness was its freshness issue. Meanwhile, the growing demand for healthy
foods and various online sales channels could provide market entry opportunities for ‘Hwanggeumsantari', but high sensitivity
to price in the case of premium pricing could pose a threat. Consequently, a market entry strategy for ‘Hwanggeumsantari’ was
proposed using a 4P mix approach based on the SWOT analysis results. The product strategy emphasized premium positioning,
small packaging, and the development of packaging technology to maintain freshness. The price strategy proposed premium
pricing and the operation of incentive programs. The distribution strategy suggested channel diversification, direct stores, or
direct sales, while the promotion strategy emphasized storytelling and collaboration with influencers.
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Table 1. Consumer ratings on key characteristics of oyster mushroom ‘Hwanggeumsantari’

Age range Size Shape Color Hardness Texture Flavor Taste Mean
20s 4.0 4.0 3.0 4.0 3.0 4.0 3.7
30s 3.940.9 4.5%0.5 4.6+0.5 3.840.8 4.2+1.0 4.0+0.8 4.3+0.6 4.2
40s 4.4+0.8 4.4+0.6 4.4+1.0 4.1+0.9 4.4+0.8 4.0+0.9 4.2+0.7 4.3
50s 4.3+0.9 4.6+0.5 4.7+0.5 4.3+0.9 4.4+0.5 4.0£0.9 4.60.5 44

Over 60s 4.7+0.5 4.6+0.5 4.7+0.5 4.0+0.9 4.1+0.9 3.7+1.0 4.3+0.5 4.3
Mean 4.2 4.4 4.3 4.2 3.7 4.3 4.2

% Table 1 presents the mean scores for each attribute across age groups. ANOVA results (F-statistics and p-values) are provided for each variable to
assess whether there are statistically significant differences among age groups. No significant differences were observed (all p-values > 0.05).
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Fig. 1. Advantages and disadvantages of ‘Hwanggeumsantari’ as evaluated by cunsumers.

Table 2. Frequency Analysis of Suitable Cooking Methods ‘Hwanggeumsantari '

Types of Dishes Stews, Soups Stir-Fried Pancakes, Grilled Fried Others
Frequency 22 17 6 1 4
Percentage 44% 34% 12% 2% 8%
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Fig. 2. Key points from the first(left) and second(right) FGI on the ‘Hwanggeumsantari.
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Table 3. SWOT Analysis of ' Hwanggeumsantari '
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Category

Details

- Distinctive color and texture, providing unique appeal in premium culinary markets
Strengths - High satisfaction among middle-aged and older consumers, indicating a strong foundation in a key demographic
- Positive evaluation from distribution channels, indicating established market competitiveness

- Limited appeal among younger consumers, particularly in their 30s, indicating a need for targeted marketing
Weaknesses - Poor shelf life, potentially reducing consumer trust and limiting repeat purchases due to freshness concerns
- Lower consumer satisfaction with aroma, potentially limiting its use in aroma-sensitive culinary applications

- Potential for premium positioning, especially among health-conscious consumers and as a meat substitute

Opportunities

household markets

- Expansion of online and contactless sales channels, offering increased brand awareness opportunities
- Development of small packaging and customized recipes, enhancing convenience and appeal in urban and small

- Higher price point compared to existing oyster mushrooms, potentially limiting price competitiveness
Threats - Rapidly changing consumer preferences, risking loss of relevance if younger demographics are not effectively engaged
- As online and contactless distribution channels grow, maintaining freshness and shelf life is becoming increasingly critical

4 Product
* Premium Product Positioning
+ Small Packaging and Enhanced User Convenience

» Improved Shelf Life and Freshness Maintenance

4P

Place
+ Expanding Distribution Channels

« Focus on Local Markets

N + Strengthening the Fresh Distribution System

\

Price
*  Premium Pricing

» Price Incentives and First Purchase Discounts

MIX

Promotion
+ Storytelling-Centric Marketing

« Collaboration with Influencers and Chefs

+ Tasting Events and Local Promotions

Fig. 3. 4P Mix Strategy for ‘Hwanggeumsantari.
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