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CHAPTER |
INTRODUCTION

1. Research Background

In the present, we can see cultural floating Whsccrossing the border
in globalization. Especially, the markets<of Easd aSoutheast Asia asked high
simultaneously after the.middle of 1990-and.theeythccepted culture of Japan,
Taiwan, and Korea and_se-on more than ever befdter 1990, the preference of
loving Korean popular.etlture which is Korean watarted in Asian area especially
in China. Korean wave' started with drama mainhd &orean wave could found its
own place in many sides through the e'Skport of caltproducts such as drama series,
films, songs, games and sQ (JlDamrong“Thandee, 2010: online)

In Thailand, The trend of the Korean pop cultasea major cultural
input can be traced from 2001; present_!y this phesmon is quite visible on TV
drama. The new millennitm saw again a rise of Thi@rest in South Korea when
television stations broadcast series of _KO[ean TWies. Especially starting from
early 2001, Thai viewers have been exposed to Koneadern life-styles from such
movies, along with-the TV documentary films showmidg the World Cup and the
Asian Games. Young generations wholeheartedly ezelfarean culture.

TV Koreansdrama is one of exclusively featureckasean Wave and
also the wide-ranging activities' and products ofrdeéoand Koreans, i.e., music,
games, Taekwondo, commercial products, culturalistuand language. To elaborate,
‘My Sassy Girl,? ared i May 2002, was considetkd first suecessful movies on the
Thai TV screen while ‘Autumn in My heart’ the mastccessful one, Song Hae-Gyo
and her image made a long lasting impression off tizé people. The same was true
for the actor, Song Seung-Hyun, as his poster becaeny popular among Thai
youth. Later, Winter Sonata’ also gained high paptyl.

For the Korean music entertainment, the first d&@or singer group
invited to the Kingdom was Baby V.O.X. and madeuacgss by selling more than
200,000 CDs. The Seven and Rain, top singers,galseed popular in 2003 and then



became Seven’s fan club. In the same time, onlineneg has been winning
recognition. The first Korean game to enter Thalinen market was “Ragnarok”.

Later, “Mu” and “Laghaim” entered the market. Thenges became over popular to
the teenagers.

Moreover, on the language and cultural side,ett@@e many Korean
language institutions teaching for Thai students aorkers. Three state universities
of Thailand provide BA degree in Korean/Languag@evbver six higher institutions
offer the language as Electives. The ‘Courses, kmmgle, Korean Society and
Culture, Korean History,-and Korea-Politics-areulegy taught in most universities.
In term of Korean products-are flooded in Thal near&s well included; cell phones
and equipments, cars, electric -household appliancedurable goods. The export of
Korean movies is worth ever one million dollars pear(lbid) whereas a number of
Thai tourists annuallyvisited Souih Kbrea in 19927,505. It has increasingly gone
up to 54,027 and 105,742 in 2002 and“ 2007 resmdgtr a 96 and 284 percent
higher than the year of 199@atha Kietbaramee, 2008: 1-2)

With the rapid spread of Kbrean wave or Southdéqgoop in Thailand,
including not only South Korea drama“, fii’fn, musamsmetics, dance, the online
games, clothing, -electronic™ products but also fadany Korean foods and
restaurants have alse-sprung-up-in-fthailand. Kefgad has become increasingly
known in Thai society especially in recent years ¢ its exposure through media,
specifically “Jewel in the Palace” or the story“@fae-jang-geum”. It was periodic
series, and created [Daejanggeum: Theme Park becdotepfatourist attraction. In
addition to the,main scenes in the series as tSs®t, Korean food was extremely
promoted. The main. story.was about Korean food. icmpkWhen, this series was
shown in any country, Koréan food~became more asterg. Drama fans were also
interested in Korean foodontira Tada-amnuaychai, 2006:1-2)

In Thailand, the impaction of Korean food culturas continually
increased observing from Korean restaurant weneased in Thailand. Thai people
were stimulated to be known in Korean food by mamgdia. For example, Thai
Channel 3 created activity durindpée-jang-geum” was airing by cooperating with
Kong Ju restaurant in Pathumwan Princess Hotelimnting stars and audiences to

cook Korean food together. Channel 3 also made &ofeod teaching program by



Han Sang Kung (Dae Jung Geum'’s cooking teacherpaed at noon on Monday to
Friday in 2005 to create the stream of Dae JungrGewer stronger(lbid)

Currently, it can be seen that Korean wave i$ lsighly succeed in
Thailand. The result is that the Thai consumerssatisfied in culture and need more
Korean Cultural products as mentioned all. Theselyets invade the everyday lives
of consumers and consumers have to accept the iKopeaduct consumption
unavoidably. This phenomenon caused the numeromsngoof Korean foods and
restaurants in Thailand, there are grodp~of.Thaisumers who like and always
consume Korean food-and-related producis.-li-caiolned amount of Thai teenagers
along with working ages whe have interested innggllorean food.

Among Kaorean-diet, the best known dishes andrtbst widely served
on the table of Korean is#Kim-Chi". It has bee thasic elements in a Korean meal.
Kim-Chi has been served daily wiih évery meal tigimmut Korean generations for
more thousands years. Nowadays it ”isﬂ-one of Korgaist well-known food and
because of the result of designation as an offfoiad in the significant events such as
1998 World cugLee Chung Ja; 1998:125‘,--§h0usands of foreigners wroduced to
perceive Kim-Chi as Korean national food "Iéind waseuphout famous from then on.
Kim-Chi can be regarded as a symbofl ‘of Korean .celtand a mark of cultural
transmission(Chu Young Ha; 1995:18)

Kim-Chi is the most well-known of Korean food dligh Thai people.
In the present, Kim-Chi is product sold and disitdd in over supermarket and
department storeiin Bangkak: EitherJapanese restitor-kKorean restaurants bring
up a lot of mepu in Kim-Chi. Furthermore, a few guots such as snack and instant-
noodle.have, used Kim-Chi.to_be, ingredient. ‘It istymie. or explicit example to show
Kim-Chi as fashionable food, inithe 'same time, wbensidering in-Kim-Chi in Thai
society, it is one of Korean cultural products;ttisato say, it was changed in form of
product and also the meaning or value itself #fégct Thai consumers by several

factors.



2. Research problem

The reason why writing this research, that isabeeof the trend of
Korean wave effecting Thai people in many aspetitideikorean food is the question
for studying the consumption behavior by bringing Kim-chi which is the most
Korean well-known food and symbol of Koreans. Tiasearch strongly intends to
study consumption behavior toward Kim-Chi in Thaiciety. The questions are
included behaviors, causes, factors, relationshipd consumer perception among
behaviors in consuming Kim-Chi of the sample grdapthe same time, this study is
conducted by the phenemena of Korean wave; it ésduestion to examine Thai
consumer behaviors influgnced by Korean wave. RBssitb exemplify Kim-Chi in

term of cultural product orfashionable food th#é€et (0 the sample group.

3. Research objective

3.1 To study consumptioh'behavior of Koreanumalt product “Kim-
Chi in Bangkok Metropolis

3.2 To study the related'fac“:“tors and consumecepdon affecting

Kim-Chi's consumer behavior.

4. Hypothesis

4,10 Influencen of pKarean: Wave | hasca«significantpact on the
consumption of Kim Chi of Thai people in nowadays.

4.2 The consumption of Kim.Chi of . Thai peoplestamn effect on the

consumption of sign of the cultural products.

5. Scope and limitation

5.1 Scope of content: this research focuses adyisty Kim-Chi
consumption behavior includes causes, behaviors fastors affecting consumption
decision and so on. Kim-Chi in this study mean®ifym food or a Korean cultural

product affecting consumers’ perception in contekt Thai society. It will be



representation as the symbol of Korean food or Koreulture affecting Thai
behavior among influence or phenomena of Korearewav

5.2 Scope of population: the research is to stadgroup of Thai
samples who have ever consumed Kim-Chi in varidasegpand restaurants. (It is not
limited to only one restaurant).

5.3 Scope of region: this study is conducted tos¢hwho live in
Bangkok only. This aims to show the causes andfadthat reflect how people and
culture in urban society receive and . adapt to sogliure which arouse many

guestions in the research.

6. Research significance

6.1 Tasshows consumption behavior of Korean @alt product of
Thais in Bangkok Metropalis. -

6.2 To identify the‘factors influence behavior tos&im-Chi.

6.3 To understand the influence of factors oraber of Thai
consumers and change in Kim-¢hi in term 6f cultpralduct in Thai society.

6.4 To provide the research result which Koréaod industry or
Korean restaurant can-opt-for guideline in-makiagiess decision to be in line with
consumer behavior.

6.5 To be used in further study.

7. Definition of Terms
7.10 Kim-Chi: ©Im ithis~research; Kim=Chi refers.'foesh pickling
vegetable, which can be in form of any food or maid using Kim-Chi as

ingredients, including food and sweets, found iildnd.

7.2 Korean Cultural Product: In this researehtural product refers to
any products or services that imply Korean cultumaglssages and express its hidden
messages to the customers or buyers in which Ustdomers can use the products or
services as a way to learn Korean culture. Thedade many kinds of products and



services such as movies, music, TV series, boo#®)ias, magazines, websites,
online games, and et cetera. Thus, this researshclaasified Kim-Chi, the well

known Korean food among Thai people, as one oKthrean cultural products.

7.3 Consumer Behavior: In this research, consumsbavior refers to
consumer behavior toward Kim-Chi, which include$degors, causes, factors, and

relationships among behaviors in consuming Kim-@the sample group.

7.4 Consuimer Perception: ln-this-research, coesyerception refers
to perceiving, thinking and.feeling process, inahgdattitudes toward Kim-Chi that

affect decision making, purchasing and consumpgiemavior of the sample group.

8. Composition of Thesis
In order to present this'vreSearch, ththa expects to convey the
context by dividing into fivé sections, .

Chapter 1. Intreduction is tﬁlhse lesson that indisatke source of
background of the problem, research “problem, .. olbct hypothesis, scope,
definition, the bengfiis-to-be-expected-and metimgoct research for understand the
basic history before pursuing to the next lessons.

Chapter 2: Recites on the concepts, theoriesatures that are related
to this research.

Chapter 3: Research methodology.

Chapter 4. Summary of data from questicesadata analysis from
guantitative research; hypothesis tésting and dsoo.

Chapter 5: Conclusion and suggestion of rese@suit.



CHAPTER Il
THEORICAL FRAMEWORK AND LITERATURE REVIEWS

The study “Consumption Behavior of Korean Cudtysroduct “Kim-
Chi” in Bangkok” was conducted to develop conceptd ideas by reviewing various
literatures on the subject. There are three parfsllw to present in this chapter.

1. Concepts and theories related

2. Relevantresearch

1. Concepts and Theories Related
The related theory.and concept that are used asdalge to analyze
information and data‘gatihering from various soueresas followed:
1.1 Cultural Product _
1.14 Korean Cultural Product
1.2Cultural Diffusion "
1.3Cultural Hybridization
1.4 Censumerism |
1.4.1 Consumerism of Sign
1.4.2 Consumerism through mass media channel
1.4.3 Consumerism of Teenager

1.5Consumer‘Behavior

1.1 Cultural Product Concept

Consumer Product is any items associated withu@ul It can be
clothes, cuisines, interior-exterior decoration,rscamobile phones, etc. These
products are the medium to express cultural meariihg cultural meaning can be
clearly seen or hidden. However, the consumers albyroan perceive the meaning of
cultural products. Conversely, these products calty fcontrol and direct the

consumer behavior. It is said that consumer prouitte cultural product. Generally,



we can understand the tender culture by obsenaoglp’s activities which serve as a
cultural blueprint. Building a tangible culturebsiilding culture through the product.
Product is somewhat cultural tangible items thatehtheir own identity. People

regularly create products’ categories by putting tmeaning of gender, age,
occupation into the products. Then, the produastelves will reflect those out. We

can conclude that product helps culture to build tapgible identitySiriporn

Sombunburana, 2538: 9-13).

Product is any item which-makes culture tangdohel helps express
human being’s culture."Product is Clarified intecl2aracteristics. These are general
product and cultural productwhich is media prodddie main feature of cultural
product is its value that.does not depend onlyteffiunction but also hidden cultural
benefit. Most products gnd/in‘themselves but caltproduct can be linked to other
types of products (Narin*Namchareon 2548). When gammng media product with
other types of producis such as soap, detergengemtor, etc, we found that there
are differences and similarities among' them. In twse of production and
production’s objective, media products"havﬂe differeharacteristic from other types
of products. To be more specific, to watéh a famergovie will create different
consequences from driving an importéd'éar becanere tare lifestyle, value and

ideology in the movigKanjana Kaewteap, 284203

Suwit  Maysintree (2550) concludes that cultugaloducts are
composed of “3C” concepts, which are Create, Cdatand Culture. These are to
create creative idea, relevant contents, and allsuistance in which include many
other minor factors such as music, art performaspeyt, etc. However, the most
important-canceptiistcreativity because a cultpralduct needs to lbe able to attract
consumers and create consumers’ interesting irr ¢odee sold. The critic point is to

creatively use art media such as movie, seriege giky, etc, for selling a product.

1.1.1 Korean Cultural Product
Nowadays, everything is connected with consuompti Even

abstraction can be sold. New consumption concepteraated by using many kinds



of sign value, leading people to be drawn intodjxde of endless consumption. Here,
culture is the most clearly and in trend examplectvhs the process or marketing

strategy of using culture as the selling point (@l Marketing through Asian

culture’s trend. Cultural products are presentepgeople in many countries. It can be
said that globalization gives people more choi€agdtural products such as music,
series, movies, which are the production of cultdiffusion, are greatly created. This
is a new kind of change that occurs at many cenaxket places.

Korea has expanded its culttrethrough diffetgmes of media forms.
Cultural products such as movies, TV series, amgisare the main media which can
broadly reach wide range-ofwiewers. When examirhr@se media, we found that
Korea has put its Korean pop culture into hit meyigeries, songs, and TV shows.
The success of series, moyies, and song are tieedsas the product’'s showrooms
which lead to the progresses of ‘many types of lessirsuch as tourism, cuisines,
health products, movies, jactors, fashions, cossjelanguages, novels, animations
and online games laterfon. Underneath the hit Sevie found that those romantic
shooting locations are in Korea, the ébbqting saHyundai, the shooting mobile
phone is Samsung, and even the TV series"l soutkdBadso Korean language. All of
them are not coineidental but they are Korean guvent’'s intention to use the
culture, especially the modern culture which idethlas “Pop Culture” in order to
gain an additional income to the country.

When bringing the concept of “how effective tlode of Korean wave
and importinggKorean cultural product into Thailaisd to analyze. There are two
main issuesite-be-considered..Theseare cultdtakiin-and,Cultural Hybridization.

1.2 Cultural Diffusion Concept

Cultural Diffusion is a main culture in cultursdcieties that has spread
and expanded to cover board area and become a oéwtédture or cultural diffusion.
There are various cultural centers. Thus, whenurllt centers expand their

influences, it can lead to exchanges and accepaoiceultures. However, if both
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cultures cannot adjust or accept each others,uheral conflict may cause collision
or war such as race conflicts or religious condliahd so on.

Regarding Korean cultural diffusion, it is neable that Korean
government has a “cultural expansion to other awesit policy by transferring its
culture into products as a strategy. This governimestrategy is to set up an
organization to improve Korea traditional and crdtucontext by putting Korean
culture into the entertainment media and then syateally export them to other
countries. Korea creates a marketing Sirategy byguss culture as a selling point.
This is to put its culture-into the entertainmenedia, build a value for cultural
products, and then use the ereated value to eXpandusiness benefits such as
developing travel programs to iollow the places aoeneries which have been shown
in the Korean series, cuisinés, musie, actors,idash cosmetics, languages, novels,
short stories, animations, oOr online‘ games. Anoitlearly example is Korean
Tourism Organization in Thailandin whiéh its rageto develop activities to promote
Korean tourism and Korean: fever. Besides, there Komeean Trade-Investment

Promotion Agency (KOTRAIn many coU'htrjes, iIncluding Thailand, in which ible

is to encourage Korean trading and investh{ent. dbeganizations are responsible to
look for opportunities to use Korean fever to irseincome for the South Korea.
From the above information, we can see that &omultural diffusion
is set up intentionally and systematically foretsonomic basis and national income.
The cultural diffusion in this globalization erarie longer the unintentionally cultural
diffusion butian“intentionally cultural “diffusioraiming to-gain business benefits.
Korean wave ‘or Korean fever in many countries atiodsia, including Thailand
shows-thatsueh asstrategy-is quitersuecessful:

1.3. Cultural Hybridization Concept

Cultural Hybridization refers to a cultural preseresulting from other
cultural components from culture sources such asrixture of the world culture and
local culture. Here, we will refer to the hybridizan of Korean culture and Thai
culture, resulting from Korean fever in Thailandof initial observation, Korean

culture has taken a part in Thai society, espgciallterm of cultural products that
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target at teenagers. These may result from Koreawvewwhich is popular among
teens, has become mainstream culture. In additiothé increasing amount of
importing Korean products, we also found many potsllnave been combined with
Korean cultural value in order to fit with Thaiscbuas Kim-Chi flavored fish snack,
Kim-Chi flavored by Tasto brand, Kim-Chi flavoreéaveed by TaoKaeNoi brand,
Bul-Go-Gi grill pork flavored by Lay brand, Bul-G@t grilled chicken with rice etc.
It is also clearly seen that many advertising aneadays developed on Korean theme
basis. These indicate that nowadays Koreanisieisegpresentative of being in trend.
The adapiation of products-is-ie-mix and matckuib Thai people in
order to meet consumers’.need bhased on the thdoaglapting products to make
consumers to feel “Close torhome” ‘and adapting getsd by mixing globalization
culture and local cuitture (Glolocalization). Obvaby when culture has been diffused
globally and differenifCulitires have ihteractedjohHead to the process of cultural
hybridization, finding atway t0 adapt to tﬁe orirculture is a must. Based on actual
cultural phenomenon, the experts mentioned thatiall globalization is a side of
globalization’s impact which speeds up"’cultural fyization. Cultural hybridization
may result from cultural globaiization’s bro‘(ﬂiess.tihe case of Korean fever, Korean
cultural products are pushed into the ‘world markarean cultural products are
adjusted to fit with different societies-and-cotgsrsuch as Korean food in Thailand,
Korean song featuring in Thai language, and marg phoducts which apply Thai

language with Korean language.

1.4 Consumerism.Concept

Nowadays, cansumerism has' played a-significdatiropeople’s daily
life in which everything is connected with consurpt

The Harper Collins Dictionary of Sociology (19981) defines
Consumer culture as the mainstream culture. Indastalist society, the in-trend of
marketing target, product consumption and servimesemption, the differences in
position and market, the various culture in thisnsmeam society, and individuals’
preference does not only represent a consumer’'sgaegeler, occupation, nationality
but social value and personal lifestyle.
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Thailand economics is rapidly progressive in &t 30 years. The
expansion of city and the development of the cquitm agriculture to industry
create changes in social and cultural structurel as from extended family to single
family, from sufficient production to trading prochion, and the arising of trade
competition which create consumerism and change3hai social and cultural
structures. (Yui Nakamura, 1996) Consumerism hagamded to every levels,
genders, and ages of people which complicate Thngls lifestyle.

This evolution creates new.eonscious in peomded “Consumption
Conscious” which has-never existed before-in-tistohy. It emphasizes on people’s
satisfaction in consumption-in-which human beingisasure is only determined by
the satisfaction of consuming products. Even thowaflance in consumption among
human being is unequally 1 the society and thpaese to the consumption maybe
insufficient. Howevely consumption bécomes a parwnan being’s life which is
influenced by the combination of mass fmedia ancedbements in order to create
endless need for consumption: '

Moreover, Surichal Wan'kaew (2540: 1-3) mentiotleat consumer
culture is mainstream culture i-this moder‘lﬂ*i sgciehich emphasizes on marketing,
product and service consumption. Therefore, consiompecomes a characteristic of
modernity in all societies-around-the-world:

Consumption often refers to using specific prasistich as smoking
foreign cigarettes, drinking foreign alcohol bewgra etc. However, in the late
modern society, tneeds rand rattempts«<in thuman-hetwssumption are similar to
“want to be wupper class”. ThisS means needs forstyfe, needs for possessing
everything, .needs.for being.in-trend like. a lifésty status they want to be. This type
of consumption is called “The ‘consumption of Lifget.

The issues above show that the consumerist euilitucurrent society
is consumption for mental response rather thaniphlysesponse because it enables
an individual or personal group to feel differerdarh others. Therefore, consuming is
not just for functional benefits but for product dges in order to express the
difference and the distinction. Moreover, consumptifor a product image can

happen to human being of all ages and genders.
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1.4.1 Consumerism of Sign

Kasean Dechapera (2540: 21-23) said that conssmmeis a
consumption for consumerism of sign. For instabcgjng a car is not because it is a
car but its brand such as Benz or Volvo, etc. Meeeoconsumerism can exist even
people in a society have unequal consumption peweh as in American society has
both extremely wealthy people and extremely poappe The unequal consumption
power is clearer in Thai society as well. Peopl®whn consume more and less can
be noticeable in Thai society because airunegsaiblition of wealth. This condition
creates a huge gap between people and imakes peapke that poorer people who
cannot afford the same ameunt of consumption @s prit they still have to face with
the same stimulation from mass media in this comsisinsociety that creates the
need of consumption.

Jean Baudiillard (1994:‘22-24) was a well knowanEh sociologist.
He presents that valug of'an object in tJHe consisingociety is set upon organized
system or structure. On the other word; in'additmits functional benefit and price,
an object is set as a part 10 create a typ'é'ofewystem among various types of value
system in this modern society. He descfibeﬂd fopeets of values in connection with
consumption in today society. s

1. Utility value —ebject is seen-as tool that respartbe needs in term of utility,
for examples, hus moves the passengers from one f@another place.

2. Exchange value — object is seen as a product imtr&etplace. The value of
the objectis designated by societyin respecixohange and comparison, for
examples, a car values equivalent to amount of01020 Baht.

3. Symbolic value — object iS seen as.a symbol thatesents the social status,
Identification, way ofdiving, honar ‘or power ofperson, for.examples, driving
an expensive care represents the social statee afriver as a rich man.

4. Symbolic value in exchange - objects is positioasda gift representing the
relationships, and it's not an object accordindate. It's s unable to separate
itself from relationship or exchange of relationgshietween two persons. In
this way, the object is not independent and it hasvalue of utility and
exchange, but its meaning comes from relationstopparison between

symbolic objects.
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For example, consuming a McDonald hamburger is oy to
respond to an individual hunger but to consumeatssumerism of sign which is the
western civilization. This is because in the curr@ontext of Thai culture,
MacDonald hamburger is set as a type of value systat represents the western
civilization. Moreover, Russia youths are willingpay high price for Levi's Jeans. It
is not because the functional benefit of long tewssor the value of exchange in
which supply is less than demand. However, it isalbge Levi's Jeans are successful
in creating its differentiation which makes_ihemtitiguishable from other brands and
becomes a sign of modernization and wesiernization.

Suluk Sivaruk(2538; 131) said that consumerisrthe ability to use
advertisement to create an image that induces paojbelieve in the necessity of an
object. Especially, the mere/mass media Is developencrease the ability to induce
people to believe mere in the neceséity of an @opfpe more companies increase
their budgets for advertisements to indtlce peaplbelieve that consumption of an
object will lead to happiness. '

Symbolic consumption in* j:his study reflected theodernity in
consumption where the meaning of cénShmption han beore focused that the
actual utility. In this way, it would be analyzedomg. with decision-making on
selecting the consumption-in-the-sampie consunpardicularly, the meaning that is

latent in consumption behaviors.

1.4.2 Consumerism through mass media channel

The_ current role of media. is.very important, maifarly the television
advertisement 'or ‘television ‘cartoons which: haveeat$f ‘'on” children. It makes
children’s need arising from whatever they expogedVass media has a significant
role in arousing consumers to create need. Thasalle of mass media has effects to
consumer behavior, including children. Therefore, e@annot deny that mass media
has become a part of people’s life and incessasiiigulated people’s consuming
need. This study is aimed to understand how masdianfactor affects Kim-Chi

consumption.
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Television becomes a basic element for every lfami present. It
presents news, stories, or even cartoons. Morethetgelevisions can also respond to
the needs of different groups of viewers. (Projettpromoting mass media for
children, 2536)

George Grebner & Lary Gross are the psychologghers at the
University of Pennsylvania. They studied the infloe of television on home viewer.
They found that television can change the viewdrshavior. Even though the
behavior changes are not immediately seen but sheyly occurs. For instance,
children slowly learn what they have been-exposeth ftelevision which will arise
their needs. Therefore, the television has gretiance on children behavior. It
arouses children’s need and.consumerist behavabmiil remain to the age of adult.

Lumpai Gadevadee, (2536) mentioned that the inflaeof mass media
nowadays plays an impaortant role-io bhildren praslu€elevision can directly reach
the target children because it is easier fér cerdio comprehend messages conveyed
in the television than other types of media. Cutyercartoons on television are used
to draw children’s attention to-make 'ﬁ‘U(chases.sTﬂsécomes the most effective
strategy. =

Mass. media causes peoplse"to' live_under the wingposumerism. It
has determined anether vaiue inaddition to paremd school. The role of
advertisement in nowadays IS to present productmis@merism also deceives
consumers to believe that if they buy or use ayedt will bring happiness (Surak
Sivarat, 2538)=The] advertising inowadays: conveys the<image afinsodity rather
than the product itself:

Consumerismithrough*mass media can.be used taiexpe Kim-Chi
consumption pattern of Thais at the present. Coessiare stimulated to consume by
Korean cultural media industry which has exportatiucal products such as songs,
music, movies, language, etc, including Kim-Chmnaéional product to Thais.



16

1.4.3 Consumerism of Teenager

Teenager group plays a major role in creatingsgorerist culture. It is
noticeable that the majority of customers in departt stores and trade centers are
teenagers. Thus, creating new markets for teens pleaged a critical role in
marketing. There are two processes of teen culamasumption phenomenon which
are imitation process and distinction process (Makamura, 1989, cited in Viparat
Panritdam, 2001).

1.4.3.1 Imitation Process. Fhai.teenagers alwatshcup the latest
foreign trends, especially-from the' Uniied -State Asherica, Europe and Japan.
Teenager culture thus focuses-on modernity. Thefepto purchase popular products
such as USA “Levi Jeans” or Japanese stationanNSI® products”. Even though
the price is more expensive than products from amturers’ countries, but they are
still willing to purchase those WeII-khown productsurthermore, new sources of
fashion information like the Internet, telévisionagazines, singers, actors, displays
in department stores or trade center, and frierag ipnportant role in influencing
teenager’s fashion and lifestyle: =

1.4.3.2. Distinction Process: ‘H'T'his process can @appithin the teen
peers group. The teenagers usually emphasizesrowhsg within group, they always
follow what peers' do:-Members-in-group are awamE \sant to be superior to other
groups. There are many ways for teenagers to sheiv distinction. This is not just
to be different based on friends’ relationship tsghool relationship, economic
condition and‘family saciety:

Currently, advertisers and marketers like to dangenagers because
teenagers, are.free from.sacial. rules or.norms: Eneyeasily influenced by friends,

very sensitive to new'fashions, and quickly cataipi

Consumerism can be applied to explain Kim-Chi stonption
research, which is a type of Korean food. In additto consuming Kim-Chi for
fulfilling hunger, it implies other context such esnsuming Kim-Chi as a symbol of
new generation or fashion consumption. These teflee consumerism of sign and

consumerism through mass media channel, espededig-cultural consumption
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relevant to environmental condition, friend, sogieimitation and distinction to

express their own status.

1.5 Consumer BehavioiConcept

Consumer Behavior is behaviors in which individusearches,
purchases, consumes, evaluates and spends fodacpoy service and expects that it
will satisfy the need. (Schiffman and Kanuk, 196i4ed in Siriwan Sarirat, 2538)

Consumer-Behavior is'a process-of making detiaizd behaviors in
which individual evaluates,~searches, consumessaedds for a product or service.
(Engel, Blackewell and Minard, 1993, cited in SeiwSarirat, 2538)

From ~the sdefinitions .of Consumer  Behavior memgid above,
Thongchai Santiwong (2533) also deﬁned the comeeaning of Consumer Behavior
does not refer to censumption but burchasing, whashphasizes on buyers.
Purchasing is just a part of decision ‘making preceBherefore, investigating
consumer behavior is to study decisiohi‘making mec&his means to study on the
process of consumer purchasing decislionﬁl":or fadgtdhsencing consumer decision

making

Consumer decision making process is the causepusthasing
behavior. Consumers can be influenced by varioasofa such as internal and
external factors. When: both factors are emergedtieg, it may lead to purchasing
decision. Thus, “understanding- factors; influenciranstimer decision making is
needed (Seri Wongmonta, 2542). Factors influencioigsumer decision making is

dividedtintozinternal and-external factors:

1.5.1 Internal Factors

Internal Factors come from within a person imfoof thinking and
expression that are based on circumstance or emwent. Internal Factors consist of
many elements such as needs, wants, desires, motpersonality, attitude,

perception and learning.



18

1.5.1.1 Needs, Desired, Wants have similar mearing can be
substituted. However, want is most frequently uded express the meaning.
Individual’'s need always arouses the need for comsgy product and service. When
a need or want arises mentally or physically, ahvidual will find a way to satisfy

that need or want.

1.5.1.2 Motive: When an individual faces mentaphbysical problems
and those problems are not sufficiently intense, itidividual might let it go, not
consider about it or net.make any decisions.-Howebvdhose problems enlarge or
become more intense, the.moiive in attempting teestihat problem will occur. For
instance, a consumer wants te use a cell phondéwur she does not think it is a
necessary, thus he-or she decides to postponeutobasing decision. However, the
beautiful appearance; the image of mbbile user,thadecessary of a cell phone for
that consumer whalrives at night are the motives for using a celbmpdy which
arouse dissatisfaction and tension and 'try'to sthieaarising problems by purchasing
a cell phone. =

1.5.1.3 Personality is an overall-individual's teat of traits that is
formed by thinking;-beliefs—and-characters and Otlomg-term motives. Every
individual's personality reflects different kind eh individual reaction. This reaction
is usually the same In every environmental stimuk@r instance, leadership trait
person will exhibit onrespond iconfidently and darexpress own opinions. They are
self-assurance,, However, unconfident persons doda# to express the opinions;
they are also easily influenced.by others, Theyepi® follow others,

1.5.1.4 Attitude is an individual evaluation ofef@g and opinion
toward objects. Attitudes affect changed in an vitilial behavior. Therefore, to
change a person’s behavior, changing attitudedsfitat step to take. However, the
attitudes are difficult to change because it ismied inside. Thus, adapting to
consumer behavior is much easier than changinguoosisattitude that requires deep

comprehension, efforts, and long time.
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1.5.1.5 Perception is a person’s process of aicgepthers’ opinions
and behaviors. Creating product’s perception mastidne prior to stimulate or build
consumer’s need by building the valuable brand enégward the consumer’s
perspective. Successful product's Acceptance anuwmmgumers lead to return on

sales.

1.5.1.6 Learning IS changes in personal behavesulting from

personal observation and experience. This'is.aivithaal long-term changing. Then,
if a person acknowledges but dees noi-change thweavim, learning is not
accomplished. For example; students acknowleddefttzey do not do homework,
they will be punished. Howeyver, they still do netldbomework. Furthermore, an adult
who knows that wat€hing murcer movie have negadifects on children behavior,
but they still allow children 0 wateh. Moreoveleqple who know that smoking can
harm their health and nearby people’é'-health bey tktill do not quit smoking.
Beside, the fast driving people’ who seea car actidisually drive slower for a
while, then turn to drive fast again. The'sé"exampte not called “learning”.

1.5.2 External Factois:

External factors are environmental factors surdbog an individual
which have great influences on consumer opinion lztthvior. External factors are
divided into 4factors:

1.5.2.1 Economy: It determines a consumer’s pwidgapower. It can

be in form of money or other relevant factors:

1.5.2.2 Family: Rising from different family baakgind makes people
diverse. For instances, an individual response pooduct’s need can be influenced
by family. Thus, family is more effective in inflaeing consumer behavior than other
institutions because a childhood life of an induadl which is the age of learning and

absorbent, can set an individual unique habitHerentire life.
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1.5.2.3 Social: Social groups surrounding an irtilial have effects on
consumer behavior’'s changing to get along in th@etpp Human beings want to be
accepted as a part of society. This is called d@wation”. Socialization includes
lifestyles, social values and beliefs. Furthermmeciety can be categorized into
urban society or rural society. This demands markeio study the characteristics of
societies in order to understand the social factespecially social norms that

influence an individual.

1.5.2.4 Culiure: it Is the way-oi-liie created byeaciety and handed
down or accepted from gen€ration to generationrderoto make a better society.
People in the same society.must follow the culinrerder to be a part of society.
Culture is a part of basicwvalues, perception, reawtibehavior that can be learned by
being a social member i family, corhmunity and ebci Therefore, it is a lifestyle
that majority in a saClety accepts. éulture Inelsidexpression value, product

consumption value and the way they think:

Both.internal and external factors. of conceptCainsumer Behavior
are relevant to the Kim=Chi-consumer behavior nesedn this research, have chosen
some of all factors related to Kim-chi consumerdaweor in the figure 1, which are
included needs and wants, motive, attitude, legrfriom internal factors and external
factors are ecomomy, | socialnand cultures ;Theseofactan be used to study and
explain to understand " clearly about "consumer " behavactors, especially
understanding.the decision.making process, theecafisonsumption, other sources
of influences '‘and ‘the 'relationship "between | surrugndenvironments of the
consumers such as economic, society and cultutehtnze an effect on Kim-Chi

consumer behavior in this research.
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Factors Influencing Kim-chi Consumption Behavior

Internal Factors External Factors
e Needs and Wants e Economy
e Motive e Social
e Attitude e Culture
e Learning

Figure 1: Factors influeneingKim-chi.consumpticahavior

2. Related Study

In the study of “Kim-Chi Con‘sumption behavior Dihais in Bangkok
Metropolis” have investigated ‘many documents, iditlg books, journals and
researches that are relevant. This will be a gthdé leads to the understanding and
further analysis. This study is divided into 3 @pas. follows:

2.1 Kim=Chiits-origin-and reievant cuituyre

2.2 Kim=Cht'in Thailand

2.3 Thais’ consumer behavior toward exotic fooghmducts

2.1 Kim-Chi

There are a number-of studies“that relate’ to '‘€mn-Many sources
such as books, journals, tourist handbooks, arefrat, etc. have showed history,
culture and related information of Kim-Chi. In thissearch, will mention overall
image of Kim-Chi by presenting information in teraf culture from books and
related documents.

Kim-Chi is an indispensable element in every Kaoreneal. It is spicy
souse, served with the main course. It is a side dihich must be provided in every

meal, everyday throughout the year. Without KimsGhimeans that the meal loses
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the Korean'’s identity. It has been known that KimiGecomes the symbol of Korean
food. Based on the facts, Koreans like to havehfresgetable as Thais and people
living in other countries around the world. Thare ducky because the country is
located in tropical area where plants grow all ggaund. Thus, it is unnecessary for
Thais to store the vegetable for scarce period. é¥ew in Korean’s cold winter, the

land will be covered by snow for months. As a resibreans cannot grow any plants
for three or four months in each year. Then, theyehto find the way to preserve the
vegetable by fermentation or preservation fer camiag during the long winter

period according to the-procedures developed bye#orin ancient time. At the

present, Kim-Chi is also_a-necessary element f@ryewmeal throughout the year.
Therefore, Kim-Chi becames the important culiuracliican be seen in every family
or every restaurantinside and outside the coudinpther reason, in the history, rice
is the main food butsit is usually-inadequate foe tountry’s demand. If whatever
meals, rice is inadequate for all family rﬁembelne,ytwill eat Kim-Chi, substituting

for rice.(Damrong Thandee, 2010: onlihe)"

2.1.1 The origin of Kim-Chi

Many-~historical evidences have shownthat peaptaind the world
like to eat souses for.over 4,000 yealisid) Chinese cabbages, Cauliflowers, Carrots
are mostly used as the main ingredients:for feratemt. For Asian people, it said that
people living in the North.of India are the firsbe who grew the cabbage. Then, the
cabbage was introduced to the South of China ar@®dd®d B.C.,Later, the Chinese
cabbages were planted across Asia and broughtiwefd and, stere for consuming
throughout the year in China, Mongolia, and KoreaiRsula. Furthermore, there is a
memorandum written that in the last 2,000 yeams vibrkers who had built the Great
Wall of China, had eaten salt pickling cabbages acel whisky. This made them
work energetically and vigorously. Afterward, 1at000 years, the souses were
brought and spread into Europe by Genghis Khans,Tthe souses have appeared on

European menu since then.
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At the earliest period of Korean, people usualed various kinds of
vegetable, pickling in salt with varied spicy sedag and soy sauce. After that,
Chinese cabbages were introduced in United Shidaogd. Koreans have also
modified pickling procedure for a better taste.sTappeared on the essay written by
Ye Kobo (1168-1241 A.D.) in Koryo dynasty (918-1392D.). The essay also
described the process of pickling local cabbagesrd&n’s small local cabbages)
which is slicing the cabbage into small pieces|edalTongchi'imi”, and used for
consuming.

The populai-red spicy-Kim-Chi-in-newadays wastfappeared around
the 17" century by Portuguese merchant who Worked at Ndgds Japan. He
brought red chili from Latin America and spreadnthacross Korea. Later, Koreans
added red chili into*Kim<Chi ingredients. This ws@ted in a cookbook written in
1765 A.D. showing that was the first ‘time red cwis used in Kim-Chi. Red chili
not only made Kim-Chi taste better butfit helpedsgarving Kim-Chi to always be
fresh and crispy. Red Chili also led Kim-Chi becamaealth food which contains
many types of vitamins and prevents m'any kindsiséakes. Later, at the beginning
of 1800 A.D., Kim-Chi’s compaesition was v\}fitten iwo cookbooks, both mentioned
that red chili is the.most important ingredient feaking.Kim-Chi. This composition
is widely used at the present. The compositionioiChi has developed to increase
its nutrition by adding other ingredients such asrp, apples, soy, onions, spring
onions, seaweeds, fish, squids, shells, etc. DutBd9" century, many documents

showed that Kim=Chizcan be categorized by, its:nagnedients, regions or seasons.

2.1.2 The word!of Kim-Chi

The word Kim-Chi has two possible origins. Soneegle believe that
it evolved from the native Korean words ji or jirhae (meaning vegetables soaked in
salted water), then later changed its pronunciatiomim-chae or Dim-chae, then to
Jim-chi, and finally Kim-Chi. Another possible aings as a Korean pronunciation of
the Chinese character Ham-tse or Kam¢teeaning processed with salted water or
pickle vegetables The earliest recorded account of Kim-chi is foumdhe Book of
Si-Kyong. (A collection of Chinese poetry that was writtenvibetn 2,600 and 3,000
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years agp It contains a stanza which says, "A cucumberdrasin on the bank of

the field, and pickle it for worshiping ancestofHis worship was wishing longevity
and happiness. Many Koreans at the time of Si-Kybwgd in the Manchurian

region, and it is believed that they made Kim-cbifdreserve the vitamins and
minerals in vegetables for the long, cold winterdlanchuria(Chu Young Ha, 1995:

18)

2.1.3 Types of Kim-Chi

From nutritionists” studies, they found that Koii has more than 300
types which are produced and consumed in tribeKarea peninsula. Kim-Chi can
be categorized broadly into 4 kind3amrong Thandee, 2010: online):

a Omchangchae: liis | souse, pickling in salt and oduli for
consuming in winter tipe. .

b) Chachag: itis souse, pi'ckli'ng in salt and rice.

©) Chechae: it is-small sliffe ‘v‘egetable, picklinghwsguid (similar to
shrimp Paste), ginger, garlic and vinegaf.r

d) Chochae: itis vegetablé “pickling with squid, ginggarlic and
vinegar. It gives theccombining-taste-of-saity;rsang-spicy.

Omchangchae is a type of Kim-Chi-which must pé&s producing
procedure of pickling vegetable in water or squigtev before fermentation, it also
consumes longer time for fermentation: thanothpesyof:Kim-Chi. On the other
hand, Chachae, Chechae, Chochae can be €aten iatehedifter short period of
fermentation.

Moreover, another.group of nutritionists' hasegatized Kim-Chi into
2 kinds:

i) Seasonal Kim-Chi: Koreans will use different typafsvegetable
found in each season to pickling Kim-Chi for consugn Therefore, different kinds
of vegetable used vary from season to season gihr® region. This is because all

kinds of vegetables can be used to make Kim-Chi.
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i) Winter Kim-Chi: Koreans will use cabbagesdaturnips to make
Winter Kim-Chi. They usually take longer time farientation according to Winter

Kim-Chi’'s composition.

Kim-chi in Four Seasons

Baech'u Kimchi, Chonggak Kimchi, Jang kimchi, Baenkhi, Ggaktugi.

Winter
Bossam Kimchi
) Nabak Kimchi,—Min;ri Kimchi,—Sar;aongch'u Kimchi, &zh'u Minari
Spring ) .
Kimchi
Oi Sobagi Kifchi,/ Yeolmu Kimehi, Beach'u Kimchi, SaKimchi,
Summel ¢ s &
Kongnip Kimghi
Fall Kongnip Kimehi, Goldulbaggi Kimehi _

Figure 2: Examples of Kim-chi's names in four sees(Cultural Spotlight, 2010:

online)

From -above, we learn that Kim=Chiis-categoribeoladly by types of
vegetables used, periods of fermentation. Additignateps for making Kim-chi are
taken from the traditional stepg®amrong Thandee, 2010: online) However, the
process of making| Kim<Chi‘or the ‘use-of some ingned can be slightly different
which varies from family to family, city to city,na region to region, including
different preference of taste.of-peaple.in, eachoreg-or. example, the weather in the
North of Peninsula (The North“of ‘North Korea) ‘isldcoKim-Chi' there is white
(Bossom Kim-Chi), using cabbages to ferment witbhfiand various vegetable.
However, tongch’imi Kim-Chi with red chili is notopularly used here.

While Koreans in the Southwest usually make sgiicy-Chi, Koreans
in the Southeast prefer to eat salted Kim-Chi. Mueg, there are some differences in
Kim-Chi’s ingredients. Koreans in the North and Miglland usually use shrimps and
shells as the main ingredients, while Koreans & $louth widely use Kei shrimp (a

type of shrimps) as the main ingredient. In additiewhile Kim-Chi in the North of
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North Korea is well known for its sour flavor, Ki@hi in Pyeong-yang and Kaesong
Industrial Region which was very popular for Chimes Ming and Han dynasty is
well known for its delicious flavor. For exampléet southern provinces (North and
South Cholla Provinces and North and South Kyongi$znovinces) tend to use more
salt and seafood so the taste is stronger and ewdet the north, Kim-chi tastes less
salty and is very mild.

It can conclude that there are many types of Kim-which can be
categorized by the differences. There are-more ghanndred known kinds of Kim-
Chi that exist. Types ofKim-chi differ from-regido region, depending on harvest
and weather conditions. Each family also has it$) oecipe handed down from
generation to generations” The number of specificid€hi types cannot be easily
counted. However, the Korean Food Academy has eaegl over hundred different
types in the process/of making seasbning, the tisegeedients and vegetable, the

preference of taste of local people‘in each regigiamily members.

2.1.4 Kim-Chi’s culture and way-of life

Kim-Chi is the most relished food in Korea. Inrgan food culture, no
other food has the impertance-Kim=-Chi-has. Foeransé, a meal without Kim-Chi is
unthinkable, and even if such existed, the meabis‘complete”; it is considered to
be lacking in style and grace. Rice and Kim-Chigtnte the basic elements in a
Korean meal:-As Kereans thave ibeenceating:fermevtgétables since prehistoric
times, it is not only an integral part of diet aitsymbol of philosophy of life and
cultural_legacy. Through, Kim-Chi, Koreans feel. angection_with the life of their
descendants. Kim-Chi is thustasymbol of all aspetKorean life.and has become a
part of modern life that every family daily conswsné&here is Kim-Jang which is a
traditional Korean event in which Kim-Chi is prepdrfor the coldest months of
winter. (Korean Cultural Highlights, 2010: online)

Making Kim-Chi is also a way to build the rapparhong neighbors.
In every October, the housewives usually greet edlolr by asking “Have you done
Kim-Chi?” The culture of making Kim-Chi is also tad “Kim Jang”. This culture

helps Koreans, especially housewives to enhanceetagonship among themselves
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during the time when many families join togethemtake Kim-Chi. Making Kim-
Chi as a group helps new marriage couples learmighé procedure of making Kim
Chi. This can also strengthen the relationship ajrfamily members and neighbors.
However, in current era, most Koreans live in thg &nd reside in the apartments in
which the environment is different from the coustdge. This causes an
inconvenience in preparing and making Kim-Chi. Gapgently, hundred companies
in South Korea started to produce and sell canried®hi in the price range between
15,000-20,000 won per 20 kilograms of Kim-Chi. Tgreducts are placed and sold at
many places like the markeis; supermarkeis-ancditiepat stores.

Nowadays, Kim-ehi is one of Korea’s most well-kmo foods. After
the Summer Olympic Game. in 1988, Producing Kim-@Qiiustry has widely
expanded and operated due to an announcementtedlitet Kim-Chi is the symbol
of Korean food. Maay foreigners Wefe introducedKkion-Chi as Korean national
food. Kim-Chi is selling well in Japan Jénd many @trcountries. The worldwide
demand for Kim-chi as/a health food as well as kcaley has increased. Doosan
Group’s Chonggajib Kim-Chi is‘the big"prqducer ayains the Korea Standard from
the government. The company focuses“ohﬂ"-controtﬁmagproduct’s quality, research
and development. . These increase the company’s @atyulThe company currently
produces 17 types of Kim-Chi-such-as cabbage Kimi#&adish Kim-Chi, Cucumber
Kim-Chi, etc. In 1995, the company exported Kim Ghiforeign countries which
reached a total trade value of $53 million, and %086 exported to Japan. Moreover,
over 10 international markets suchyas:the |UnitexteSof<America, Europe, India,
North Ireland;, Ghana, Senegal,” and etc "have imgom®oson’s Kim-Chi.
Subsequently,. the rate. of._export. significantly .@aged .about 20-30% per year.

(Damrong'Thandee, 2010: online)

From January to July in 1999, Koreans exportedh-Kihi to 40
countries. The total value of exporting Kim-Chi ecbad $220 millions, 11.8 million
exporting to Japan, 61.4 million exporting to theitdd State of America and 61.4
million exporting to Europe. In 2001, the AgricukuOrganization of the United

Nations announced that Korea’s Kim-Chi is the bematk. This news made Koreans
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feels proud and happy because Kim-Chi was origthbieKoreans, and has become

the international foodlbid)

2.2 Kim-Chi in Thailand

There is no evidence indicated when Kim-Chi hampeared in
Thailand The beginning of Korean culiure in Thailand offigjastarted when
Thailand sent soldiers to assist the Republic afeldan the Korean War in 1949. It
became very close and.the two countries were-pgeod. Thai militaries came back
to Thailand with the memory of country and iis peofsome even composed songs
about the country and the love story between a Sbhder and a Korean woman
known as “Aridang”(or #Seng  from. Korea). Then, the Korean culture rapidly
flowed into the Thaisfculitre especiallly after th@7@’s. The relationship between
these two countries turns to concentraté on ecanoetationship. The Republic of
Korea exported many types of merchandises sucheasie appliances, televisions,
car, and computer and so.0n to Thaila(ﬁixrangsri Tonseingsom, 2007: 358-413)

In the same time, The Koféaﬁ culture heavily #dwnto Thai society
in 1980’s due to the economit sticcess of the RepubKorea. There are Thai songs
that have Korean| melodies with-That lyries: There also many Korean tourists
visiting Thailand. There are a large number of koranovies in Thailand both in
theatres and on television, such “Shi(l'999, “My sassy girl” (2002, “ll mare”
(2003. Thererare:very jpopular because:ofi theistory andtif@asceneries. They are
enthusiastically,promoted by embassy of the RepudflKorea, The Korean National
Tourism Organization and.. Korean, companies, .such ass8ng, and Hyuandai.
Moreover, Academictand cultural @xchangestbetwdsaildnd and the Republic of
Korea explicitly also appeared. There are Koreardiss and classes on Korean
language rapidly expanding in Thailand nowadaysnyEBhais are more interested in
Korean culture than ever beforéoid)

Therefore, Korean culture especially, Korean Whaead about Kim-
Chi in Thailand begins to be well known in Thai iebg. With the rapid spread of
Korean wave, Kim-Chi as Korean well-known food h@some increasingly famous
toward Thais. In recent years due to its exposureugh media, Korean culture has
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been pushed through in many TV series and mo@ies.of them is the story of “Dae-
jang-geum”(aired in 2005y Channel 3 This story created the stream of Korean
food trendMany Korean foods and restaurants in Thailand tese sprung up and
became trendy in Thailand from that time @viontira Tada-amnuaychai, 2006:1-2)

In 2007, with the continuous Korean trend, thedém food festival in
the concept of “Korean Food Lovers” was firstly dhalt the Siam Paragon department
store. Then Siam Paragon and Empérj}yn departneret lsold again in the concept
of “Taste of Korea” in order to promote. ncfj,mpﬁurean food especially, Kim-Chi

i

to sell for Thai customeis. Since-then many depamtrstores annually arrange
Korean Food Festival'UntiLaou !

Figure 3: Poster showing-Korean food féstival im@keok in 2007.
(Source: httpi//jkdramas.com/news/pr/2007/1207 _Ad@#Larea.htm

As aresult, thisibecomes the question-for dsedrcher to study about
Thai's consumption behavior and perception on Kim-€rom the investigating and
surveying, it shows that Korean and Japanese resiizuin Thailand generally
provide Kim-chi on their menu; they usually adam taste and menu to suit Thai’'s
lifestyle. In the present, Kim-Chi in these restais is represented as healthy food
and be popular for customers. For example, somangse restaurant in Thailand,

Kim-Chi will be served quite small on every menti 3éne price of Kim-Chi per dish
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is about 50 baht. In the same time, in Korean veatd, Kim-chi can be served freely
as side dishes.

Nowadays, Kim-chi can be purchased at any depattratores and
supermarkets. It comes in different forms of pagksuch as bag packaging, bottle
packaging, and partial selling. Some are importedyct from the Republic of Korea
and some are manufactured in Thailand. Furtherntbeze are many products that

use Kim-Chi as an ingredient su M ; Chi flaebrinstant noodld<im-Chi

flavored biscuits, Kim-Chi avored fist elthese product are stimulated for

customers especially, gm-u_p-’eﬁeenégers—‘b‘yﬂmelﬂvertlsmg famous singer and
star film. Therefore, f’ m-chi p_rod]@ﬂand are found in general in

2 _Vy

Figure 4: Kim-chi éi___lfing in department st?‘ Kok
L) : {)

Figure 5: Examples of “Kim-Chi” products in Thaithn
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2.3 Consumer Behavior toward exotic food and produs.

There are many consumer behavior's researcheswhich the
researcher has studied and gathered the informatiated to Consumer behavior
toward exotic food and products. These researdinas the popularity of purchasing
the exotic food and products among Thais which iesplhat Japanese food, western
food and other exotic products have already enteredThai society, and Thais are
very interested in them. The researcher has alstest on the consumer behavior and
factors affecting consumption. These indicate thpdrtance of cultural products that
emerged in to Thai society-which lead to-this-resde@an Kim-Chi, a kind of Korean
food emerging in Thai society.that have the same&s@merism pattern as researches

mentioned below.

Panita Sankunakorn (2004) “Sushi Tempura Wasspanese food
and consumer behaviors’ situdied the sfudent’s anpsan behavior, attitude and
factors affecting consuming decision of'Japanesd.fStudents are the representative
of new generation that is S0 significant to.Thatisty. This information can be used
to analyze the changing of teernagers’ cdnsﬁmptﬁhah’or. She had interviewed and
observed a group.of 30 students who prefer eatapanese food. She found that
Japanese food’s culture-in—Thai society has deegelapgether with the emerging
relationship between Japan and Thailand. Japaoeseif Thai in term of food and
restaurant pattern i1s adapted to suit Thai conssim®tudents’ consumption on
Japanese food is nette respond de; enly: physicat dait=imply a significance of
mental and physical consumption. The advent ofaleation, the media thus has big
influence . on.. students. The students. obtain. Japarfesel’s, culture from
environmental 'factor and“society’'s trend. Thesenwite  the. students’ need.

Especially, colleges are the strongest influencette students.

Uthairat Yisunted(2003 “Behaviors and factors affecting Japanese
food consumption among consumers in Bangkok Metr&pdhis Thesis attempts to
analyze the consumption behaviors and identifyféotors, personal and marketing,
affecting Japanese food consumption among consurhbes primary data obtained
from 400 samples that used to have meal at Japaestirant within 1 year. The
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research finding indicated that the most of the mas had meal at Japanese
restaurant less than one a month and spend ar@ir@80D baht per person each time.
The most popular Japanese restaurant mentionedFwgas The most frequently

mentioned reason for choosing to eat Japanese Vemsl a change of eating
atmosphere. The most frequently-mix factor on Japanfood consumption was
product. Place was the second important factoceRactor was the third and last was
promotion. The result showed that the group sampth relatively high monthly

income, higher education and older samples.gronfedeto consume Japanese food

more frequently.

Sunthorn Onnkedpho¢2005 “Fast-food consumption behavior: a case
study of Chulalongkern university students” Theea®eh was conducted to find out
the behavior, factors affecting their behavior autial attitude of Chulalongkorn
university students aheut fast-food conéumptiore Vhriables used in this research
were following: personal characteristics'ie., ganchge, incomes, knowledge about
nutrition and fast food, the attitude toward. sos@lue and fast food and form of life
style of consumer and assess to relavted““informaﬁtﬂfsearch result showed the
numbers of female sample were close to male sanigiey had low level of
knowledge of nutrition-and-fast food: Seme had aitp@ attitude toward fast food,
social value and others had a negative one. Thosehad a positive attitude stated
that they enjoyed fast food because they receivea gervices, and could order by
phone. Besides, fastifoodiisidelicious, convenggcteasy to-buy and eat. They learnt

about fast food from different types of mass meutid only tried to taste it.

Suttiphat! Ausawawichiroj. (2005) “Buying™ behavicand factor
affecting buying decision of ready to drink greeatstudied the consumer’s buying
behavior and factor affecting buying decision cdd to drink tea. He investigated
the consumers’ characteristics, the relationshipragrconsumers affecting the buying
decision. The marketing and economic theories hHad heen applied into this
research. The researcher applied survey methodobgiucting questionnaires. The
result showed that the majority of consumers ametgraduate students. They also
have high level of green tea knowledge and undaigtg. On the other hand, elder
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consumers are interested in health, thus they deresi more on taste and sugar level
in drinks as the main criteria for making purchdeebuying decision part, found that
Oishi is the brand that most consumers can reeatiise they feel real taste Japanese
tea taste from its brand image. Moreover, the coress tend to repeat purchasing the
same brand. Besides, the characteristics of conmsusueh as genders, the income
level of students and workers are relevant to the er the quantity of purchased
drinks. Additionally, the marketing communicatioactors such as product, price,
place (distribution), and prometion have sironduahces on consumers’ attitude and

buying decision.

Yui Nakamtra (1996) “The dynamics of consumeltura and
lifestyles of the Thai metropolitan yeouths: a casedy of Junior and senior high
school students in metropolitan Bangkok”. This aeek aimed to study the creation
of brand’s symbolization, marketing evedhts of tmednct and the effects of product
to Thai young consumers as well as the studentswoption trend and lifestyle
pattern. These factors will be“ahalyzed thetheth whe socioeconomic condition.
Here, he studied on the purchasing of “Ja‘f)"anese EABIRroducts, which are the
representative of Japanesé culture and have géveegopularity from teenagers in
Bangkok Metropolitan-area:- A group-of sampies fos Btudy is schoolgirls in Grade
9 from 3 schools in Bangkok Metropolitan area. Tdumnclusion under the study
reviewed that the consumption pattern of produdts wartoon design is the new
main cultural/trend: They feelhaspart ofiteenagentity.<The:samples tried to imitate
as well as be different by using products with@ant design to show that they have
the same, wealth, and_luxurious lifestyle. as" othersewen_wealthier and more
luxurious than lothers. Productstwith cartoontdesign.very popular among friend
group, or same age group, SANRIO products are wisoved as symbol of the
consumer’'s socioeconomic status because they armaae in Japan and quite

expensive.

A-Jaree Nopchindé&2008 “Consumer buying behavior and perception
of marketing criteria for Korean Cosmetics in Baokik The Thesis studies)l1

consumers’ behavior related to Korean cosmeticschiased P the difference
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between marketing criteria that effect consumercgtions regarding Korean
cosmetics buying decisions classified by age, dthrcéevel, occupation, income and
marital status. The data was collected from womamsgmers that had experience
from using Korean cosmetics in Bangkok via meanquastionnaire. The study that
make up was the most popular product category sé&o cosmetics and department
store counters were mostly preferred as the bughmnnel. The main reason why
they decided to buy Korean cosmetics was to giwetrly and major influences were
from their personal consideration and.magazine rideenents. Each item bought
between 500-1,000 bahi-and was purchase-once mamitiney use daily. Resulted
derived showed that price wasthe most imporiankatimg factor that influenced the
Korean cosmetics buying‘decision; followed by prddpromotion and place which

were at the moderately imporiant level.

Pichai Niramansakhum (1996) “Factors Affectingdhasing Behavior
Upon Foreign Brand Name Fashion' Products” found adtofs affecting the
consumer’s purchasing and censumption behavio8atjoeconomic factors such as
variations by gender, age, oceupation Sigﬁificaalﬂfyect purchasing behavior upon
foreign brand name products; however, the variationfamily structure, educational
background, level Gf-menthiy-income; houseor tamers do not affect such
purchasing behavior: 2) Information exposure betraguch as exposure to mass
media or specialization media among consumersrangly related to purchasing
behavior, however; the ;personali media is) espechallye «effective in encouraging
purchasing behavior~than other medias. 3) "Attitudeard foreign brand name
product, is.significant relevant to Consumer’s pasihg behavior:

Nithat Jaisug2008 “Behaviors and marketing factors influence for
consume the imported whisky of consumers in Bangkstkdies the consumer
behavior, marketing factor influence for consume tmported whisky and relation
between personal factor and consumer factor. Thdystvas conducted through
survey method by using questionnaire. The resllthis study concluded that most
of samples were male, single status, age betwe&b 3@ars old, bachelor degree or
equal, officer or government officer and averageoine less than 10,000 baht per
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month. They prefer taste, color and odor of the artgdl whisky. They bought

imported whisky from the entertainment place sustpab. Normally they consume
the imported whisky 1 bottle per time, less thatinie per week and their friends
were influence with the consuming to drink the imtpd whisky. The factors in

product, price and place were high important leaetl factor in promotion was

moderate level for them. The results of test shioat sex and occupation relate to
frequency and consumption the imported whisky dmel gersonal factor influence
with the important level of the marketing factors.

Chawalit Kittikuselathan{2007) “Consumer behavior and factors in
marketing that affect thesteeision to buy I-berfeemium ice cream in Bangkok”
studies consumption behavior and marketing fadtat affect personal factors for
deciding to buy I-Begry brand, The résult of stushpws that the most samples are
female, aged from 15-25 years old. Theidr- educatter at Bachelor degree, and most
of them were office workers with had monthly incomere than 30,001 baht. The
result of the behavioral study shows that“moshefﬁample flavor unique ice cream
flavors that cannot be found-in other'-bri’ainds, amel main reason to decide to
purchase I|-berry’s.ice cream is the enjoyment ef thste. Most samples buy and
consume in the shop-for-an-estimated time of L5MButes when meeting with
friends, and decision to buy is done by them wibhcorporative concern. The time
and day of purchase is unplanned and they willfbmy a branch depending on their

social meeting paint.

Sirintharn_Jareonkajor¢200)) “Coffee.house: meanings in the cultural
sphere "of Thai ‘econsumerisrithe thesis attempts to' understand the relationship
between a man and commodities in the context of s@mmunication and identity
formation in Thai Consumerism Culture. Because tef wide varieties of social
meaning and value provided through advertisingrbttzks Coffee House is chosen
and considered as an example of identity commoditys thesis shows that coffee
drinking had been a part of elite culture beforegpag to the middle class people and
spread all over the population finally. Recentlyere are many “Premium” coffee
houses rapidly grown up in Thai society. The cdifaese, Starbucks which is one of
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them, furnished themselves with varieties of somelaning and value. They did its
mission through the most advanced and complicatlwertising and public relation
processes. Starbucks owns its identities in thig jwst like all other commodities in
Consumerism culture. Most of Starbucks customeesnaiddle class well-educated
people. The use of English in advertising and tregpéon of American “standard” for
its goods and services thus fit with the tasteétustomers. The middle class people
consume the sign value from the Starbucks, to esiphdoth their personal and their

social identities.

Those researehes mentioned above are relateccantsumer behavior
toward exotic food and productslhey provide perspective and guideline for the
research of “Kim-Chl Consumption :Behavior of Thais Bangkok Metropolis”,
which have never been'siudied before. Those rdsesmrare the foundation for
understanding consumer behavior, coﬁsuming exatod fand products, factors
creating consumption need, especially the mass anadiform of surreptitious
advertising, marketing influence, TV series, frimroup and social trend which have

strong influence to stimulate the consumer behavior



Table 1: Conclusion researches of consumer behavior toward exotic food al}d products.

’ F
Topic The main point of Meihodology - Result
(Object of research {(Data collection & Aﬂﬂ]ﬁ;ﬁ}
studies) ’

Japanese Study the student’s Intm‘ie*ﬁj:c?d’ obEgtyed ﬁ Sidents obtain Japanese food's culture from
food consumption behavior, group of30 et 'a']‘:m L 4 environmental factor and society”s trend. It stimulated
(Panita, attitude and factors affecting | prefer eating T :mese ff;u'cd:f the students’ need; especially colleges are the strongest
20047 consuwming decision of (Qualitative fes .' ghy ‘ B O | influsncer for the students.

Japanese food. /é( v i “’: _
Japanese Analyze the consumption Survey method b‘. usmg A0Me i “Fnj1” is the most popular Tapaness restaurant. Thev
food behaviors and identify the questiunnajres.d;rqlﬁ ._:s.z_l;npfes .I:';}E:'@Dnmnne change of eating atmosphere. The group
(Uthairat, | factors, personal and who used to have mfﬁ: at = '_sqinples are relatively high monthly income, higher
2003 marketing, affecting Japaness restaurant area Data’ g ‘é::ihcaﬁcrn I,smd older samples group.

Japanese food consumption anal}fﬁi;'ﬁnmﬁﬁcfﬁd—by-t%hj-——f— ";

Y v
AMONg CONSIMErs. square ard F-test. '
(Quantitative research) -

Fast-food | Find out the behavior, Suwrvey only Chulalonglkom The numbers of female sample were closs to male
(Sunthorn, | factors affecting their univarsity students by using samiple. They had low level of knowledge of nutrition
2005 behavior and social attitude | 317 questionnaires. Data and fast food. Some had a positive attitude toward fast

of Chulalongkorn univefsity

students.

ahalvals gvasecoliected in
percentage and chi-square.

(Quantitative research)

fdod,social palndand'others had a negative one.
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Topic The main point of Methodology FL Result
(Object of research (Data collection & Analyzis) - -
studies) J
Greentea | Study the consumer’s Survey methed DyeEme 400 “(Mshi® 4= the brand that most consumers can recall
(Suttiphat, | buving behavior and factor questionmaites. ' becausesthey feel real taste Japanese tea taste from 1ts
2005 affecting buying decision. Data analgis @as mﬂfc’t-:é b | brand ¥mage. The four marketing communication
marketin;Accmnﬁ{i_t : factors have strong influences on consumers’ attitude
theories. / fF I+ ‘) % |'and buying decision.
(Quantit 1?,-;&::31'11‘11"1 J:J :
Japanese | Study the creation of Interviewed and Dbsde_::;'ed a " 4 Japanese SANRIO’s products are the representative of
SANRIO® | brand’s symbolization, group of saml:f!es,;‘fgm‘.thia study | Japanese culture and have gained the popularity from
sproducts | marketing events of the 15 schoolgirls ir& ﬁf.ad; o frmﬁ:'.tgfnagers_ Thev are also viewed as symbol of the
(Yu1,1996; | product and the effects of 3 schpﬁ:is in Ba.ug;dk. b qmnsumer}"s socioeconomic status because they are all
product to Thai young l-IEUéE:ﬁlitan area. made in J:épélﬂ and quite expensive. They feel a part of
CONSLUMETS. (Qlﬂit:%éﬁ'e research) teenager j._dentit}-'.
Korean Study the consumer buying | Survey method by using 400 The main reason why they decided to buy Korean
Cosmetics | behavior and perception of | iquestionmnaires only Wormen i, | cosietics was to give it a try and major mfluences
(A-Jaree, | marketing criteria for Bangkok area. Data analvsis were from their personal consideration and magazine
2008 Korean Cosmetics in was eollected baT-test, F-testy |advertiscmants,

Bangkol.

and £5D

(Quantitative research)
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Topic The main point of Methodolooy 4 Result
(Object of research (Data collection & Anahsisy 4 |
studies) "
Foreign Studw factors Affecting Survey method Be~msing 800 Three factors affecting the consumer”s purchasing and
Brand Purchasing Behawvior Upon guestionnaisess: censumption behavior which are Socioeconomic,
MName Foreign Brand Name Diata a.ua_h SLERRT oS wliac‘t'ed b Information exposure behavior and Attitude toward
Products Fashion Products. market!ng sgodomic \1 foresign brand name product.
Pichai, theories
1996 T
Imported Study the consumer Survew m u:-d {o) llb-]n’:" —l v Markesting factors are influenced on consumer
whiskoy behavior, marketing factor questio] VM hane . behaviar (product. price, place and promotion)
{MNithat, influence and relation drunk Ba’#gkﬂ]:z ” :‘_‘ﬂ .
2008 between personal consumer Metropolifan area. Dara F. |
factors. analvsis w az.fccrll._-cmd T Ch:.‘l.-.‘_f— 'j
= M4
square, T-test, Frest st and LSD‘ -
{(Quantitative r..aean:h | “‘;.f:_\_'_ .
I-berrv’'s Study consumption behavior | Surss e} method b‘i. us:ng 4040 The mail}(rﬂasun to decide to purchase is the

Premium

and marketing factor that

quenzwm__mt of the taste and social meeting point. MMost

Datzt"aﬁa“.- sis was collected

of therm .‘.h'ére office workers with had high monthilv

ice cream affect personal factors for
(Chawalit, | deciding to buv I-Berry through descriptive and income.
2007 brand inferential statistics. -

(uantitatisedresearch)
Starbucks | Study the relationship In-depth iIntedview coffeels Starbucks Coffes House is chosen and considered as
Coffes berween a man and consumers in Starbucks Coffee | an example of identity commodity and Consumerism.
House commodities in the context Houses in Bangkol. Most of Starbucks customers are middle class well-

(Sirinthommn

L2001

of sign communicationfand
identity formation in Thai

Consumerism Culture.

(Qualitative research)

educated peoplel, They consume the sign value and

express their personal and their social identities.
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CHAPTER 1l
RESEARCH METHODOLOGY

This chapter is provided to describe the detareskarch methodology
of the study “Consumption Behavior of Korean Cudtuproduct “Kim-Chi” in

Bangkok”. This study will be carried out through;

Study design and concepival framework
Population.and sample Size

Researeh nstrument

Questionnaire testing

Data collection

o gk 0w N PE

Data apalysis

1. Study Designand Conceptual Framevr\v/b‘rlgl_

The best approach of this r_éé_earch is “Desggp8tudies” by using
guestionnaire as surveyudy method which collects data within the spedifperiod
and summarizes slatically. The research method léllconducted to study the
perception and attitude toward Korean cultural comgtion among Thai people. In
study, Kim-chi was used.representing the Koreaturaill product and to investigate
the dominant“factars- that have- influenced' Thai fEspconsumption of Kim-chi.
Therefore, this research includes behaviors, causiesconsumption, factors
influenCing '¢onsumption and perception of Kim-ctiéating cofisuimption.

The conceptual framework of this study is focas Kim-Chi
consumption behavior. This framework will consistooncept of cultural product,
main cause of consumptiofio examine Thai consumer behavior influenced by
Korean cultural product or trend of Korean wgvieading to illustrate significant
relationship of consumer behavior and perceptioKiof-Chi in Thai samples group.
In addition, the concept of consumerism and factoflsiencing consumer behavior

could be the model for more understanding in coresumehaviors and could be used



4 Cultural Product
4 Cultural Diffusion
4 Cultural Hybridization

“Kim-Chi”
Korean cultural product

Figure 6. Conceptual Framework

< Consumerism

# Consumer Behavig

Factors Influencing

Consumption

Behavior of Korean
Cultural Product
“Kim-Chi” in
Banglkok

"9 ainbiy ay1 ul welbeip Aq paure|dxa

aney | ‘Ajue|d 01 Japlo U] ‘Ajreul ul sioineysq Jo )nsal ay) azAjeue A|asIiouod 03

41

1%



42

2. Population and Sample Size

This study focuses on a group of Thai sample kdnge ever consumed
Kim-Chi in various place and restauranthis research is not limited period and
place in eating<im-Chi. In order to study consumption behavior adamine the
research hypothesis which Thai consumer behavidhsenced by Korean wave or
not, the sample could be both who have been fa/étocean wave and those who
have never interested of it. In the same time ntlagority of the sample group is Thai

consumers who live in Bangkok Metropoliian area.

The sample size was calculated based on Yama(iE9&/) 1‘ormulal
with £5% precision level,.95% confidence level ahd population size of 5,702,595
which is a number of Fhais'living in Bangkok Metadipan in 2005. The estimated

sample size is from formula as below:

n = N
Formula
1+N(e)?
When n = Number of.samgli
N = Number of population
E = g.x..Error of samplin§% or 0.05
Therefore n = 5,88

1+5]702,596.05)2

n = 399.97

! The formula table is presented in appendix A.
2 Department of Local Administration. Statistics 009 Bangkok Metropolitan

Population [online]. Bangkok Metropolitan Administration DateCenter. Available from:
http://203.155.220.230/stat_search/stat_06/statDétdl [May 9, 2010]
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So the sample size in this research is 399.9@Gplpe but for
convenience and correctly information, the researetill collect the sample size as

amount of 400 people.

3. Research Instrument

Questionnaires development with quota sampliethiod is instrument
for surveystudy method. In this research, guestionnaire &l s an instrument to
gather the primary data from the respondents.. TimeaPy data is gathered by directly
distributing 400 questionnaires to a-group-oi-Isa@inples who have ever consumed
Kim-Chi and lived in" Bangkok Metropolis. The congiting questionnaire is
performed by designing guestions to cover all @pacs such as problems, objectives,
theoretical framework, and o on. It can be clasiin to four main parts to meet
objective of the research. These parts‘can be mdzed as follows.

Part 1: /.Characteristics of sample gro(guge, gender, education,
occupation and monthlyincorme '

Part 2: Pefception and "attitude affecting Kinn-atonsumption
behavior =

Part 3: Factors and causes affecting Kim-chi acontion

Part 4;-Censumerism—of sign toward Kim-chi asrdééam cultural
product

In order to achieve the objective of this stualyseries of closed-fixed
response questians including multiple choices anétordering were used with a few
open-end questions to oObtain"the opinions of trepardents. The soft file of
questionnaires. is.distributed. via e-mail as.welvsinternet website on community
web board posting ' such? rasi+pantip.cem, | facebook.cgehan.com and
popcornfor2.com and so on. This study employedrietesurvey because it allows
the researcher to reach a large number of resptsdermonitor real-time data and it
can specify in group of respondents who are in rfavoKorean culture for this
research. This questionnaire, which took aroundnemutes to complete and was
translated into Thai so as to provide a better tstdeding to respondents.

The source of research questionnaire was oatine

http://www.quicktionnaire.com/ShowQuestion.aspx23td 99&lang=th
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4. Questionnaire Testing

The process of pre-test of questionnaires isdmtording to below
detail:

4.1 Content Validity: To ensure that all quessiacover the problems
and objectives that researchers would like to kibgvhaving the content validity, the
researchers brought the questionnaire to get tmsutting from the advisor to
investigate and make the collection untilall qicest were validated to be effective
for use in real survey. This process is i0.cheekappropriateness and clearness of
language and scale measurement used in-each-gusstibat they can be analyzed to
answer the problems most.accuraiely.

4.2 Reliability: .Cronbach’s Alpha is used to mae the reliability of
the questionnaire with few exceptions the reliépiieach 0.70 or higher. It means
that most of measurgs show adequaté measuremeitieguaVichian Kaesing] 988:

93) as follows by;
b 4
O "M 1-F Vi
k1 L Vi

When k is the number above:
Vi is the variance of each score.

Vtis the variance of scores and all questions.

The result shows; when run_separately into twartsp ) the
relationship analysis, between influence of Koreavevand consumption “Kim Chi”
of Thai‘people nowadays: Alpha = 0.71&84d 2 the relationship analysis between
consumption of sign of the cultural products andstonption “Kim Chi” of Thai
people nowadays: Alpha = 0.7348 that means it cancbncluded that the
guestionnaire is a reliable and proper sampleunstnt to be used for conducting a
survey. The sample group of 30 respondents wasldekeomplete the questionnaires

and the reliability analysis.
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5. Data Collection

The data gathering that contributed with thiseeech comes from 2
kinds of resources are following:

5.1 The primary data that is gathered by dirededributing 400
guestionnaires included those Bangkok people whibdver consumed the Kim-chi
food. After each respondent in_the questionnairess re-checked for ensuring
completeness before collecting and analyzing ddie. period of data collection was
in one month time; that was July 13, 201040 AudiB;t2010.

5.2 Secondaiy data that the researcher studoed fibrary research,
related theories from_researches, journal, relameclments, textbooks and internet

sites.

6. Data Analysis

6.1 Editing: Edit procedure were conducted to entide data ready for
coding and transferring to data storage. Each munesdire was examined the error
data before coding. An auditwas carried out ondbsistency and completeness of
the answer.

6.2 Coding: All parts are pre-coded in numeridalm before
transferring data to computer program and verified.

6.33Datar Proeessing: All=cellected-data of congulequestionnaires
were entered into ‘a‘data“file ‘and analyzed by ustagstical computer program to
determine descriptive statistic, Frequency_coumscentage distribution, and means
were calculated and analyzed: Whereas, Inferegtatistics isiused to do hypothesis
in this research testing by Pearson’s product momerrelation. In this study the
0.05 significant level$95% probability of making a correct statemaatchosen for
testing. Finally, the result of research will bepkned by descriptive information
following completely data collecting, answer thepbthesis and analyzed by
theoretical framework.

6.4 Measurement of Rating Variables: The rese&uah established

measurement to rating variables are as follow:
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6.4.1 To assess the exposure attitude of Kimetmsumer toward
Korean cultural product by using Likert scale meththe score is divided into five

levels as follows:

Significant level of preference

Very much 5 points
Much 4 points
Average 3 points
Least 2 points
Very leasi "\ point

Significant level of attitude

Strongly agree 5 points
Agree 4 points
Fair 3 points
Disagree 2 points
Strongly disagree 1 point

Then, meariX ) and standard deviation'(S.D.) were used to emplai

and interpret the level of attitude by dividingarftve levels for significant as follows:

Scores between 4.21 - 5.00 means strongly pestitude
Scores between 3.41 - 4.20 means positive adtitud
Scores between 2.61 - 3.40 means moderate attitud
Scores between 1.81 - 2.60 means negative atitud
Scores between 1.00 - 1.80 means strongly negatiitudes
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6.4.2 To assess thevel of correlation (correlation coefficient

considering into five levels (Joseph F. Hair: 20868) as follows:

Correlation coefficient between 0.00-0.20 meany \@w relationship.
Correlation coefficient between 0.21-0.40 mdamsrelationship.

Correlation coefficient between 0.41-0.70 meansdemate relationship.

Correlation coefficien setween 0,710, melaigh relationship.
-~ | ) -
Correlation coe ; en 0.90-1.00 meaary high relationship.

AULINENINYINT
RN IUNRINYIAY



CHAPTER IV
KIM-CHI CONSUMPTION BEHAVIOR ANALYSIS

This chapter is provided to describe the dethitdata analysis. The
study “Consumption Behavior of Korean Cultural protd“Kim-Chi” in Bangkok”
was conducted by the quantitative research obtaoed the survey questionnaires.
The sample size as amount of 400 people includesetiBangkok people who had
ever consumed the Kim-chi food, The deseriptivetigtiaal data analysis is
determined by frequency.~ecounts, percentage distoilbu means and Standard
Deviation. For the datas@analysis the researches@iathe symbol used in the analysis
below;

N is number of sample

X is mean

S.D.is Standard Deviatio};

ris Pearson’s Product Moment Correlation Coeffitie
p is Significant Value

* is significant statistically ab.05

1. Characteristics‘of sample‘groups

Characteristics of sample groups contgnder, age, education,
occupation and monthly income. The frequency distions and percentage are

summarized as follows.



52

Table2: Frequency and percentage of background chaistatsrof the respondents

Personal information of sample groups Frequency Percentage
Gender
Male 130 32.5
Female 270 67.5
Total 400 100.0
Age
15-20 years old 93 23.3
21-25 years old 115 28.7
26-30years old 121 30.3
31-35 yearsold 51 12.3
36-40 years old 10 2.5
40-45 years old 7 1.7
46-50 years old 5 1.3
Total 400 100.0
Education
Secondary-School or Equivalence‘ J 12 3.0
Certificate
High School/ Vocational Certificate or 82 20.5
Equivalence Certificate
High4Level Vocational Schaool or 78 19.5
Equivalence Certificate
Bachelor,Degree 143 35.7
Master Degree 76 19.0
Doctor’'s Degree 9 1.3
Total 400 100.0
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Working (Occupation

Government Officer 10 2.5
State Enterprises Officer/Government 38 9.5
Private Corporate Officer 98 24.5
Business Owner/ Self Business 101 25.3
Employee 43 10.7
Non-working
Studying 89 22.3
Housewife 16 4.0
Looking for a job/Unemployment 5 1.3
Total . 400 100.0
Monthly salary/per menth (Full time job)
Lower thai0,000 bait ' 75 18.7
10,001-20,000 baht Ly & 178 44.5
20,001-30,000 baht 83 20.7
30,001-40,000 baht LL 44 11.0
40,001-50,000 baht o 15 3.7
Upper thaBo,001 baht 5 1.3
Total 400 100.0

From, table=2 . it, shows that. from,total-400. sarep&70 samples or
67.5% of total consumers-surveyed are‘femalewitd@samples or 32.5% are male.

Majority of consumer surveyed. are in 26-30 yeald which is
considered as 30:3%.0f the-total: 28.7% of conssmanveyed-are in 21-25 years old.
23.3% are in 15-20 years old. 12.3% are in 31-35y/eld. 2.5% are in 36-40 years
old. 1.7% is in 40-45 years old, and the last grbug8%6 is in 46-50 years old. There is
no sample that younger than 14 and older than adsyad.

Education levels of samples are 35.7% bachelgrede 20.5% are
high School or vocational -certificate or equivalenc€ertificate, 19.5% are

high-Level vocational certificate or equivalencert@ieate, and 19% are master
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degree, 3% are secondary school or equivalenceifiCag, and 1.3% is
doctoral degree.

For working status, there is many occupation32& of consumers
surveyed are business owner or self business. 2&/®%private corporate officer,
10.7% are employee, 9.5% are state enterpriseseoffir government and 2.5% are
government officer. For non-working, 22.3% of com&us surveyed are studying, 4%
are looking for a job or unemployment, and 1.3%adssewife.

In term of salary per monih, 44.5% of consumexsiveyed gain
10,001-20,000 baht, 20.7% has 20,001-30,000 bah?% have less thatD,000
baht, 11% have 30,001-40,000 baht, 3.7% have 460000 baht, and 1.3% gain
more tharb0,001 baht.

2. Perception and attitude affecting Kim-chi consumtion behavior

Table3: Frequency and percentage*‘bf“the sample group téne behavior

consumption toward Kim-chi-elassified “by;":originacbtmtry of “Kim-Chi” in their

perception
Kim-Chi belongs to Frequency Percentage
Korea 352 88.0
Japan 48 12.0
Total 400 100.0

From table'3,“it"'shows that the ‘majority of i@sgents answered that
Kim-Chi belongs to Korea are 88% and answered Japel2%.
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Table4: Frequency and percentage of the sample group héne behavior

consumption toward Kim-chi classified by kinds afrikchi in their perception

Kim-chi Frequency| Percentage
1.Pickling cabbages 268 67.0
2.Pickling vegetable such as pickling cucumberistad 174 43.5

pickled chili, pickled ginger
3.Pickling seafood such as pickling shrimp,pickling 13 3.3
octopus, pickling crab, pickling oyster
4.Different kinds of food.whieh has Kim-Chi as 23 5.7
ingredient such as Kim<Chifried rice, Kim-Chi sQup
pork fried with Kim-Chi T

5.Products in Thailand that' use Kim-Chi as a rawenme 11 2.7
or ingredient such as'Kim-Chi fIavored_ fish snachkn-
Chi flavored biscuits, Kim-Cht flavored in'né;'tant re,
Kim-Chi flavored fried-baked seaweedijim-Chi flagd

Pizza

** Multiple answers are alloweth=400

From table 4, it shows their respondents’ perceptichen talking
about Kim-Chi. The majority of respondents thinkitiKim-chi is pickling cabbages
represented @s 67%. Follow by 48.5% ‘wha- think" afkliig vegetable such as
pickling cucumber, radish, pickled chili, and pie#tlginger, 5.7% think of Different
kinds .of, foed which_hasKim-Chi as ingredient siashKim=Ch, fried rice, Kim-Chi
soup, pork fried”with Kim-Chi, "3.3% Pickling seatbsuch ‘as™pickling shrimp,
pickling octopus, pickling crab, pickling oysterca2.7% are Products in Thailand
that use Kim-Chi as a raw material or ingredierhsas Kim-Chi flavored fish snack,
Kim-Chi flavored biscuits, Kim-Chi flavored instanbodle, Kim-Chi flavored fried-

baked seaweed, Kim-Chi flavored Pizza respectively.
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Table5: Frequency and percentage of the sample group héne behavior

consumption toward Kim-chi classified by kinds ohsumption

Consumption “Kim-chi” Frequency| Percentage
1.Pickling cabbages 305 76.3
2.Pickling vegetable such as pickling cucumberistad 65 16.3

pickled chili, pickled ginger
3.Pickling seafood such as pickling shrimp, pickling 3 0.7
octopus, pickling crab;-piekling oyster
4.Different kinds of food which has Kim-Chi as 25 6.3
ingredient such as Kim-€hifried rice, Kim-Chi seup
pork fried with Kim=Chi r

5.Products in Thailand thatuse Kim-€hi as a raw 40 10
material or ingredientSuch as Kim-Chi flavoremfis
snack, Kim-Chi flavored biscuits, Kim-Chi'flavored
instant noodle, Kim-Chi flavored fried-b;':lkgd seawee

Kim-Chi flavored Pizza

** Multiple answers.are alloweh=400

From table 5, it shows that the majority of respamd consume Kim-
Chi in kind of pickling cabbages represented a8%6.Follow by 16.3% eat pickling
vegetable such as| pickling ‘cucumber;~radish;' piCldeili, pickled ginger, 10% eat
Different kinds; of food which has Kim-Chi as ingredt such as Kim-Chi fried rice,
Kim-Chi soups-pork fried, with Kim-Chi, 6.3%.-eat, Befent-kinds .of food which has
Kim-Chi as'ingredient 'such as “Kim-Chi fried" riceim«Chi soup; pork fried with
Kim-Chi and Pickling seafood such as pickling shjnpickling octopus, pickling
crab, pickling oysteand 0.7% is Pickling seafood such as pickling spripickling

octopus, pickling crab, pickling oysteespectively.
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Table6: Frequency and percentage of the sample group héne behavior

consumption toward Kim-chi classified by the fipkice consuming Kim-chi

The first place of Consumption “Kim-chi” Frequency Percentage

at Korea 35 8.7
at Japan 27 6.7
at Korean restaurant in Thailand 85 21.3
at Japanese restaurant in. Thailand 227 56.7
Bought Kim Chi from depariment store/ 11 2.7
supermarket.

Other 15 3.7

Total 4 400 100.0

From table 6, it shows thét the majority of @sgents ate Kim-Chi
Japanese restaurant in/Thaildad the fifs’t"’time represented as 56.7%. Follow by
21.3% at Korean restaurant in“Thailand, 8.7% ateoaka, 6.7% ate at Japan. There
are 2.7% bought Kim Chi from departrﬁehﬂ{ store/ smpeket and others are 3.7%
respectively. R

Table7: Frequency and percentage of the sample group héne behavior

consumption toward Kim-chi classified by the years

Yearsiof Consumption “Kim-chi” Frequency Percentage
Before,1990,A.D- 28 7.0
1990 -1994°'A.D. 21 5.3
1995-1999 A.D. 39 9.7
2001-2004 A.D. 103 25.7
2005-2009 A.D. 193 48.3
2010 A.D. 16 4.0
Total 400 100.0
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From table 7, it shows that the majority of resgents ate Kim-Chi at
first time in the period 02005-2009 A.D. represented as 48.3%. Follow by 25.7% ate
the period 0f2001-2004 A.D. 9.7% arel995-1999 A.D, 7% are before 1990 A.D.
There are 5.3% eating 990 -1994 A.D. and 4.0 are 2010 A.D. respectively.

Table8: Frequency and percentage /of the sample group héwe behavior

consumption toward Kim-chi in the preseni

Consumption “Kim-ehi’in the present Frequency Ratage
Yes 241 60.3
No 159 39.8
Total 400 100.0

From table 8, it shows thajt t"he majority of @spents have still eaten
Kim-Chi in the present represenied as 60.3% ang8%re consumers who have not

eaten in the present.

Table9: Frequency and percentage of the sample group hédne behavior

consumption toward Kim-chi classified by the plaime eat or buy Kim-Chi in

Thailand

The, place to€at orbuy-Kim-Chi in“Thailand Frequeny | Percentage
Korean restaurant 138 34.5
Japanese restaurant 243 60.7
Department store/supermarket 1.5
Korean product zone e.g. Korean Town 1.3
Others 2.0

** Multiple answers are alloweth=400
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From table 9, it shows the place that consumarerebuy Kim-Chi in
Thailand. The majority of respondents eat at Jag@anestaurant represented as
60.7%. Follow by 34.5% are at Korean restaurarteoplace is 2%, while buy at
department store/supermarket is 15% and 1.3% buoatan product zone e.g.

Korean Town respectively.

Table10: Frequency and percentage Ci“ the sample group hdwve behavior

consumption toward Kim-chi-classified by frequescie

Frequencies of Consumption “Kim-chi” Frequency Retage
3-4 times per week K 19 4.7
1-2 times per week 56 14.0
Once per month _ 103 25.7
Once per 3-6 month - 24 6.0
Once per year =0 31 7.7
Occasionally 167 41.7
Total e 400 100.0

From table 10, it shows frequencies of consumé&he majority of
respondents have eaten Kim-chi occasionally reptedeas 41.7%. Follow by 25.7%
have eaten ance per-month, 14% are 1-2 times pek,We7% eaten once per year,
while 6% is once per 3-6 month and 3-4 times pezkngt 4.7% respectively.



60

Tablell: Frequency and percentage of the sample group hdwve behavior

consumption toward Kim-chi classified by forms comsng Kim-chi in restaurants

Forms of Consumption “Kim-chi” in restaurants Rueqcy Percentage
1.Eat Kim-Chi because it comes with a set meal 351 87.7
2.Intentionally order a dish of Kim-Chi 136 34.0
3.Intentionally order many dishes of Kim-Chi 32 8.0
4.Eat food that use Kim-Chi as an ingredicnt 45 11.3

** Multiple answers are alloweth=400

From table 11; it shows that the majority of regpems eat Kim-chi
because it comes with a set meal represented @08 There are 34% intentionally
order a dish of Kim-Chi while many dishes are 8%t #od that uses Kim-Chi as an
ingredient is 11.3% respectively. “

Table1l2: Frequency and percentage; J(_)f-the sample group kdwe behavior

consumption toward Kim-chi in the future

Consumption_“Kim-chi” in the future Frequency Parame
Yes 323 80.7
No 27 6.7
Not sure 50 12.5
Total 400 100.0

From table 12, it shows that the majority ofp@sdents keep eating
Kim-chi in the future represented as 80.7%, whiterabt eat 6.7% and not sure at
12.5%.
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3. Factors and causes affecting Kim-chi consumption

Tablel3: Frequency and percentage of consumers in tmglsagroup who prefer

Korean culture and entertainment media

Korean culture and entertainment media Frequency rceRtage

Yes

very much 64 16.0

much 98 24.5

average 109 27.3

least 9 2.3

very least K 5 1.3

TotalYes) 4 285 71.3
Not at all 4 115 2.87
Total - 400 100.0

From table 13, it shows that the’_rﬁajority of @spents who are Kim-chi
consumers prefer Korean culture and éhtéﬁainmmﬁamepresented as 71.3%. The
level of preference is; average Is at 27.3%, mscati24.5%, very much is at 16%,
least is at 2.3% and very least is at 1.3% resgeyti There are 2.87% for all of
respondents who are not preferred at all.



62

Tablel14: Frequency and percentage of consumers in tin@lsagroup who got the
influence of Korean entertainment media or Koreavevthat affect their decision on

try Kim-Chi or Korean food

Influence of Korean entertainment media or]  Frequency Percentage
Korean wave
Yes
Eat only Kim-Chi 90 22.5
Eat both Kim-Chi-and Korean food 310 77.5
very much 65 16.3
much 81 20.3
average - 93 23.3
least _ 17 4.3
very least 13 3.3
TotalYes) 54 269 67.3
No 131 32.7
Total = 400 100.0

From table 14 it shows thatajority of respondentgroup who got the
influence of Korean entertainment media or Koreavevand eat both Kim-Chi and
Korean food Eat at 77.5% while eat only Kim-Gti22.5%. The level of both factors
that affect on’coAsumption is;laverageis at 28.:3ghis at 20.3%, very much is at
16.3%, least is at 4.3% and very least is at 3.88pectively. There are 32.7% for all
of respondents ,who, eat-Kim-chi but, do.-notget, thdue€nce from Korean

entertainment media or Korean 'wave.
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Tablel15: Frequency and percentage of consumers in tin@lsagroup who got the
influence of Korean entertainment media or Koreavevclassified by each factors

that could persuade to try Kim-Chi

Factors of Korean 1" 2" 3¢ None™
entertainment media| N % N % N % N %
or Korean wave (400) (400) (400) (400)

1. Korean 155 | 38.8| /621 155| 53 | 13.3| 130 | 324

Movie/Korean Series
2. Korean Actors and{* 79 19.8 | 184 | 46101 57 143 | 80 |19.9
Singers
3. Korean computes 78 19.51 .50 125} 50 125 222 | 555
game/ Korean onling
games

4. Korean TV 64 16.0 |57 14.3 90 225| 189 | 47.2
channel/ Korean

Cable channel

5. Korean Songs 68 7.0 65141128 | 21 525| 261 | 64.9
6.Korean Tourism — - - ——— 10,8 155 | 38.8| 145 | 36.1
Advertising

7.Korean TV game 94 | 235 49 | 1231 64 | 16.0| 193 |48.2

shows

™ The answer is'not-chosen by-the most three-impofaators.

From table 15, it shews factors of Karean;eatarhent media or
Korean wave by choosing the most three importactofa in their opinion that could
persuade to try Kim-Chi. Most of consumers in tample group choose the factor of
Korean movie and Korean series as the first impoda total 155 consumers
represented as 38.8%. The second factor is Koretmmsaand Korean singers; total
184 consumers represented as 46%. The third fectiiorean tourism advertising;
total 155 consumers represented as 38.8%.
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Tablel16: Frequency and percentage of consumers in telsagroup classified by
the factor of “Dae-jung-guem” Korean seriggred on TV 3 in Thailand 2548 B.E.)

that have an effect on their try decision or indérgy toward Kim-Chi

Dae Jang-geum Series Frequency Percentage
Yes
very much 53 13.3
much 104 26.0
average 84 21.0
least 10 2.5
very least 4 1.0
Total (Yes) 255 63.8
No 145 36.3
Total 400 100.0

From table 16, it shows tﬁ‘éDae-jung—guem” Korean series have an

effect on respondents to try decision or interestioward Kim-Chi represented as

63.8%. The level of importance is; much is at 28%erage is at 21%, very much is at
13.3%, least is at 2:5% and very leastis at 1%rélare 36.3% for all of respondents

who eat Kim-chi but do not get the influence frobe€-jung-guem” Korean series.
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Tablel7: Frequency and percentage of consumers in thelsagroup classified by

other factors which are not related in Korean wave

Other factors 2 3 None***
N % N % N % N %
(400) (400) (400) (400)
1.Yourself 150 | 375 | 92 | 230 66 |165| 92 | 23.0
2.Friend’s suggestion 86 | 21.5( 145+ 36.3| 75 | 188| 94 | 235
3.Family/ Relative’s 441 11.04 501 125| 106 | 26.5| 200 | 50.0
suggestion
4.Packaging/ Produet 57 14.3| 93 | 23.3| 140 | 35.0| 110 | 275
(label/ Korean
language/ Beauty)
5.Distribution
Channel (Japanese- | /68 17.0| .54 | 135| 87 21.8| 191 | 47.7
Korean restaurant/
Department store)

™ The answer is not chosen-by the most three impiofaators.

From table 17, it shows other factors-which arenetdted in Korean

wave or besides the entertainment media by chodbmgnost important factors or

the most influeneeon their trialsor.consuming,desi teward Kim-Chi and Korean

food. Most of consumers-in ‘the-sample’group-chalosdactor of eat by yourself as

the first importance; total 150 consumers represkas 37.5%%"The second factor is

Friend’s suggestion;stotal 145 consumers repredea$e36.3%. The third factor is

packaging or product (label/ Korean language/ hgautotal 140 consumers

represented as 35%
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Table18: The interpretation of attitudes and behavionstomption in term of

consumerism of sign toward Korean cultural produttthe sample group by

consideration from mean value

Level of Attitude

Consumerism Strongly . _ Strongly
Agree Fair Disagree _

of Sign agree disagree| X | SD | Interpret
1. “Kim Chij” 141 193 52 8 6 4.14| 0.83| Positive
is a symbol | (35.3%)(48.3%)| (13.0%)| (2.0%) | (1.5%) attitude
or
representative
of Korea. 4
2.Consuming| 124 204 27 28 20 | 3.95| 1.05| Positive
“Kim Chi”is | (30.3%) | (51.0%) (6.j8%) (7.0%) | (5.0%) attitude
to sense =% .
Korean 41
culture. —
3.°Kim Chi” | 189 90 102" e 7 |[4.11[0.99] Positive
is the popular| (47:3%) | (22:5%)| (25.5%)| (3:0%) | (1.8%) attitude
and modern
food in the
current.
4. “Kim Chi” 72 103 142 77 6 3.38| 1.10 | Moderate
is tasty. and ., (3:8.0%)+, (25.4%) | (33:5%) (L9:3%); (L.5%) attitude
delicious:.
5. “Kim Chi” 62 93 150 80 15 3.32| 1.27 | Moderate
is healthy and (15.5%) | (23.3%)| (37.5%)| (20.0%) | (3.8%) attitude
nutrient-rich
foods
6. “Kim Chi” 161 151 58 21 9 4.09| 0.98| Positive
generally (40.3%) | (37.8%)| (14.5%)| (5.3%) | (2.3%) attitude
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sold in
Thailand are
expensive or
quite

expensive.

7. Most
“Kim-Chi” in
Thailand is
adapted to
Thais’ taste
which is
different
from Kim-

Chi in Korea.

117
(29.3%)

184
(46.0%)

64
(16.0%)

28
(7.0%)

7
(1.8%)

3.94

0.94

Positive
attitude

8. Whenever
you eat
Korean food,
you always
eat “Kim
Chi".

74
(18.5%)

171~
(42.8%)

(24.3%)

52

Y’ (13.0%)

6
(1.5%)

3.64

0.98

Positive
attitude

9. The
atmosphere
in Korea
restaurant-can
influence'you
to eat “Kim
Chi".

128
(32.0%)

188
(47/0%)

57
(14:3%6)

23
(5.8%)

(£,0%)

4.03

0.89

Positive
attitude

Total of attitude

3.84

0.32

Positive
attitude
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From table 18, it shows the interpretation dftiades and behavior
consumption in term of consumerism of sign towaatdan cultural product. It found
that there are attitudes of positive and modersaifeliow;

Consumers in the sample group who have attiaidgositive toward
messageganked in order of mean value from max to yfiKim Chi” is a symbol or
representative of Korea with the mean value of 4'Kdm Chi” is the popular and
modern food in the current with the mean value .@fl4“Kim Chi” generally sold in
Thailand are expensive or quite expensive the nraare of 4.09,The atmosphere in
Korea restaurant can influence you 0 eat “Kim-Ghith the mean value of 4.03,
Consuming “Kim Chi™'is to.sense Korean culture wille mean value of 3.95, Most
“Kim-Chi” in Thailand is adapted to Thais' taste isi is different from Kim-Chi in
Korea with the mean valdie 01'3.94, and WhenevereatuKorean food, you always
eat “Kim Chi” with the'meanwvalue-of 3:64 respeet

Meanwhile, .consumers |n the sample group whoe hattitude of
moderate toward messageanked:in order‘-‘of mean value from max to nitkim
Chi” is tasty and delicious the-mean V%fge of 3.88d “Kim Chi” is healthy and
nutrient-rich foodshe mean vaiue of 3.32'Iﬂfeﬁs""pectively.

The -gverall attitude of Céﬁ?fumers in.the samgieup who have
attitudes and behavier-consumption-in-term-of car=iem of sign toward Korean

cultural product is pasitive with the mean value3@4.
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5. Hypothesis testing analysis
Hypothesis 1 Influence of Korean Wave has a significant impaict

the consumption “Kim Chi” of Thai people in nowaday

Table19: The correlation between influence of Korean avand consumption “Kim

Chi” of Thai people nowadays

Influence of Correlation‘Ce€fiicient Significant Value
Korean Wave (r) (p)
1. Korean culture and 0.301* 0.041

entertainment media

2. Factors of Korean 0.529* 0.028
entertainment media.or
Korean wave

3. Dae Jang-geum Korezin

. 0.991% 0.010
Series

Total 0-763* 0.018

*  Significant statistically at the-8.05 fevel

From table 19; it shows the testing of the correfabetween influence
of Korean wave and consumption “Kim Chi” of Thaiopée nowadays. The result of
correlation coefficient is based on significantistacally at the 0.05 level as follow:

1. Thelrelation of Korean-cuiture' and Korean eatement media and
consumption “Kim Chi” of Thai people nowadays shothe significant value at
0.041 ,and correlation ceefficient; at 0,301« It-medmat Kerean culture and Korean
entertainment media has'the correlation‘'with bedraioward Kim-ehi at the level of
significance 0.05 with the low relationship. Thén¢can be concluded that the more
Korean culture and Korean entertainment media ties,more consumption “Kim
Chi” of Thai people nowadays is also increased.

2. The relation of factors of Korean entertainmmedia or Korean
wave and consumption “Kim Chi” of Thai people noags shows the significant
value at 0.028 and correlation coefficient at 0.5929neans that a factor of Korean

entertainment media or Korean wave has the coigalatith behaviors toward Kim-
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chi at the level of significance 0.05 with a modereelationship. Then, it can be
concluded that the more factors of Korean entamaim media or Korean wave has,
the more consumption “Kim Chi” of Thai people nowagsd is also increased.

3. The relation of watching Dae Jang-geum Korésries and
consumption “Kim Chi” of Thai people nowadays shothe significant value at
0.010 and correlation coefficient at 0.991. It neednat watching Dae Jang-geum
Korean Series has the correlation with:behaviorgatd Kim-chi at the level of
significance 0.05 with very high relationstiup. Fhé@rcan be concluded that the more
watching Dae Jang-geuin-Korean Series-has;-the nwreumption “Kim Chi” of

Thai people nowadays is also.increased.

Therefore the‘relation of influence of Koreaaws and consumption
“Kim Chi” of Thai peeple/nowadays tétally shows tBignificant value at 0.018 and
correlation coefficientat 0.763. it mé_ahs thatiuahce of Korean wave has the
correlation with behaviars foward Kim-chi at thevée of significance 0.05 with a
high relationship. Then, it.can-be conc’ﬂjdgd that more influence of Korean wave
has, the more consumption “Kim-Chi” of;Thjféti peoptavadays is also increased. It is
accepted hypothesisthat influence of Korean wave has a significant actpon the

consumption “Kim;Chi*ei-Fhai-peopie-in-nowadays:
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Hypothesis 2 the consumption “Kim Chi” of Thai people has arfeef on the

consumption of sign of the cultural products

Table20: Relationship analysis between consumptiongf sif the cultural products

and consumption “Kim Chi” of Thai people nowadays

Consumption “Kim-chi” in

_ _ the present
the consumption of sign-of the cultural products

Correlation | Significant
Coefficient Value

r (r ()

1. “Kim Chi” is a symbol.or representatiy_e of Korea 0.032* 0.025
2. Consuming “Kim-Chi’is o sense Kdrean culture  0.006* 0.003
3. “Kim-Chi” is the popularand todern food in the 0.023* 0.040
current. &

4. “Kim-Chi” is tasty and delicious - 0.095* 0.009
5. “Kim-Chi” is healthy and nutrient—riéﬁ foods 0.014* 0.007
6. “Kim-Chi” generaily sold-in Thailand is expensiv 0.030* 0.029

or quite expensive
7. Most “Kim-Chi” in Thailand is adapted to Thais’ 0.022* 0.006
taste which is different from Kim-Chi in-Korea.

8. Wheneveryou eat Korean food, you always eat 0.030* 0.005
“Kim-Chp”,
9. The atmosphere in Korea restaurant can influence’ 0.005* 0.024

you to eat “Kim-Chi”.

Total 0.014* 0.037

*  Significant statistically at the 0.05 level

From table 20, it shows the testing of the datien between attitude

of consumption of sign toward cultural products anadsumption “Kim Chi” of Thai
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people nowadays. The result of correlation coeffitiis based on significant
statistically at the 0.05 level as follow:

1. The relation of “Kim Chi” is a symbol or mgsentative of Korea
and consumption “Kim Chi” of Thai people nowada®ws the significant value at
0.025 and correlation coefficient at 0.032. It nedmat “Kim Chi” is a symbol or
representative of Korea has the correlation withaveors toward Kim-chi at the level
of significance 0.05 with the low relationship. Thé& can be concluded that the more
attitude of “Kim Chi” is.a symbol or representatid Korea has, the more
consumption of sign that-Kim-chi is eultural proékies also increased.

2. The relation giconsuming “Kim-Chi” is to senKorean culture and
consumption “Kim Chi”_ef Fhai peaple nowadays shothe significant value at
0.003 and correlation coefficient at 0.006. It me#mat consuming “Kim-Chi” is to
sense Korean culturgthas the correlatibn with benawward Kim-chi at the level of
significance 0.05 with the low relationsﬁip. Théncan be concluded that the more
attitude of consuming . “Kim-Chi” “is 1o sense. Koreamlture has, the more
consumption of sign that Kim-chtis cult’u’rall protiics also increased.

3. The relatior of “Kim-Chi" |s the popular amdodern food in the
current and consumption “Kim Chi”.of Thai peoplewsmlays shows the significant
value at 0.040 and-gerrelation-coefiicient-at 0:.083neans that “Kim-Chi” is the
popular and modern food in the current has theetation with behaviors toward
Kim-chi at the level of significance 0.05 with thaw relationship. Then, it can be
concluded that the jmore-attitude of: ‘Kim-Chi’dsetpopular;and modern food in the
current has, the more consumption of sign that Kimis cultural products is also
increased.

4. The relation of“Kim-Chi” is tasty and delizisiland consumption
“Kim Chi” of Thai people nowadays shows the sigrait value at 0.009 and
correlation coefficient at 0.095. It means thatfKChi” is tasty and delicious has the
correlation with behaviors toward Kim-chi at therdé of significance 0.05 with the
low relationship. Then, it can be concluded tha thore attitude of “Kim-Chi” is
tasty and delicious has, the more consumption gh ghat Kim-chi is cultural

products is also increased.
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5. The relation of “Kim-Chi” is healthy and nignt-rich foods
and consumption “Kim Chi” of Thai people nowaday®ws the significant value at
0.007 and correlation coefficient at 0.014. It nmednat “Kim-Chi” is healthy and
nutrient-rich foods have the correlation with bebavtoward Kim-chi at the level of
significance 0.05 with the low relationship. Thén¢can be concluded that the more
attitude of “Kim-Chi” is healthy and nutrient-ridbods has, the more consumption of
sign that Kim-chi is cultural products is also ieased.

6. The relation of Kim-Chi* generally sold in ditand is expensive or
quite expensive and censumption “Kim-Chi*-of Thaople nowadays shows the
significant value at 0.029 and eorrelation coeéittiat 0.030. It means that Kim-Chi”
generally sold in Thailand Is‘expensive or guitpensive have the correlation with
behaviors toward Kim-chi at'the level of significan0.05 with the low relationship.
Then, it can be conc€luded that the‘more attitudeKioh-Chi” generally sold in
Thailand is expensive or quite expensiveﬁ has, tbeemonsumption of sign that Kim-
chi is cultural products is also increased: “

7. The relation of ‘most “Kim-Chi” In Thailand edapted to Thais’
taste which is different from Kim-Chi in “Ko‘Fea aodnsumption “Kim Chi” of Thai
people nowadays shows the significant value at@®d correlation coefficient at
0.022. It means that mest-‘Kim=Chi’"in- Thallandadapted to Thais’ taste which is
different from Kim-Chi in Korea have the correlationth behaviors toward Kim-chi
at the level of significance 0.05 with the low t&aship. Then, it can be concluded
that the more-attitude ofrmast;“Kim:Chi’;im Thailhis adapted to Thais’ taste which
is different from Kim-Chi in Korea has, the morensamption of sign that Kim-chi is
cultural products is also.increased.

8. Therelation “of whenever you'eat-Korean fopols always eat
“Kim-Chi” and consumption “Kim Chi” of Thai peoplenowadays shows the
significant value at 0.005 and correlation coeffitiat 0.030. It means that whenever
you eat Korean food, you always eat “Kim-Chi” hate correlation with behaviors
toward Kim-chi at the level of significance 0.05thvithe low relationship. Then, it
can be concluded that the more attitude of whengwereat Korean food, you always
eat “Kim-Chi” has, the more consumption of signttkam-chi is cultural products is

also increased.
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9. The relation of the atmosphere in Korea testat can influence you
to eat “Kim-Chi” and consumption “Kim Chi” of Thageople nowadays shows the
significant value at 0.005 and correlation coeéfiti at 0.030. It means that the
atmosphere in Korea restaurant can influence youedb “Kim-Chi” have the
correlation with behaviors toward Kim-chi at theréé of significance 0.05 with the
low relationship. Then, it can be concluded thatriore attitude of the atmosphere in
Korea restaurant can influence you to eat “Kim-Cés, the more consumption of

sign that Kim-chi is cultural products is‘alse ieased.

Therefore, therelation of consumption of sigrine cultural products
and consumption “Kim Chi”.0f Thai people nowadagsatly shows the significant
value at 0.037 and correlation coefficient at 0.0L4neans that consumption of sign
of the cultural produgts has the correlétion wigihéviors toward Kim-chi at the level
of significance 0.05 with low relationshib. Then,can be concluded that the more

consumption of sign ofithe cultural prb'dUcts fasm nine messages abgyehe

more consumption “Kim Chi* of Tha'i'vl:p‘,eﬂople nowadaigs also increased. It is
accepted hypothesig that the consumptionﬁ“Kim Chi” of Thai people has effect

on the consumption,of sign of the cultural p’rbducts

6. Finding and, discussion

This study examined the factors influencing Kim-clonsumption, a
traditional fermenteds Korean.dishprepresentingsaeén cuisinegthat has currently
becoming famous‘among Thai consumers, and invéstigahether and how such
factors as Korean drama, film, superstars haveenfted the Kim-chi consumption in
Thai consumers, and examined symbolic consumptleat has reflected the
consumption of Korean cultures among Thai peoplé.thhese questions would be

discussed below.
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Kim-chi as Korean Cultural Product

In chapter 2, the researcher described theriisfoKim-chi, a Korean
food rooted in cultures for centuries. Kim-chi i«arean traditional food which has
been famous and accepted at international levelil thday, Kim-chi is not only
Korean food, but also a cultural product which basn famous and known to more
countries. Kim-chi is considered a cultural prodtltat has infiltrated in Thailand
distinctively. Consistent with Kanchana Kaewthep(@)'s cultural product concept,
stating that “cultural product is a mass piodueThe feature of cultural product is
that value of the produet-is-not depended-upeiityytibut cultural benefit latently.
While other productare seli=ended, the cultural product is linked toeo kinds of
products. In short, Koregan culturall product makess aulture become a product
(objectively and abstractly) and be propagated @ighintent through state policy that
focuses on propagaiting the culture through mediarsion, especially different
kinds of Korean entertainment media-which the RglesKorean culture was
infiltrated into the films, musi¢; and hot teleisi programs (e.g. Korean Wave) as a
showroom, leading to the business growth. Regardmd<im-chi, it found that
Korean cultural industry has-catses the “Kim-chiohm: well-known worldwide,

including Thailand country.

Kim-chi in Korean Entertainment Industry

In camidst—of the | globalization | and«technologyvattement in
borderless communication era, the information fliewubiquitous. The potential of
entertainment.industry .in Korean has, emerged, skf®1. Until_now, the Korean
entertainment mediathas reachedto Thailand exXprass 'plays.important role to
Thai consumers. South Korea has focused on progube cultural products as core
product for export. It's the collaboration betwegmvernment and private sector that
has induced a phenomenal of Korean fever fashiamceSKorean government is
seeking for propagating Korean culture to outsidéms cultural-infiltrating strategies;
either be film, drama, music, and other aspectmeflia, have been implemented,

including cultural communication that has beeninfed through mass media.
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Mass media is a key element. It's not only seérae medium to bring
about the social interaction, but also become &ttaasmitting language, tradition,
attitude, belief, values, and culture from courtmycountry at both individual and
cross culture level. As media industry does notdpoe the general consuming
products, but it produce the cultural product addoiogical messages that have
influenced people’s thought (Wipa Uttamachan, 2544.44). In addition, media
industry described the nature of the production rews, art, cultural and
entertainment that it's a product primarily.targetio satisfy the market demand and
customer’s need to expand-the markets io-the-eiiahit can be known widely with
highest profit. Its’ iS a process. at internatiorlavel where capital and plan
management are required to lead to the media altgraluimperialism. Obviously,
the “Hollywood” is under.thefull-service U.S indns

In case of /SSauth Koreén produetion of culturabduct for export
purpose, it's well-kngwn/ that Korean J-has become vikmoto Asian countries,
including Thailand, through cultural pro'du*ct Caynimage-promoting policy which
covers art and culture, virtue, way of I|V|ng, aoemity, value and tourist attractions
have been implemented through mass medla and antednt, for examples, online
game, Korean cartoon, film, music, and drama. Nuy d\sia countries, but also
some western counttries-have been-influenced byafcralture. Thailand is an Asian
country where Korean culture has been fluxed ineafgdeal. Korean cultural thriving
has been resulted from the influence on mass n@dipeople of all ages and sex.
This probably:is @ simplyichannel of the influx tbeyKorean culture into Thailand;
namely, massgmedia‘is a medium transmitting the penple think and behave, and
traditional.and.cultural pattern..Given that th&@mment is a backup in transmitting
the concepts andinformaticn to‘people in theaguitts.assumed.-that the regulation
and surveillance will be done by government easdifonwide.

Therefore, mass media is a reflection that c&dlesocial behavior to
general public. On one hand, if mass media trassthié positive information to
people, the desired behavior pattern is followed.cOntrary, if mass media transmits
the negative information and scandal to people, uhdesired behavior pattern is
followed. As realizing of the great influence of $samedia on people’s way of living,
South Korean tries to seek for industrial expansiorchannels other than advance
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technology, meaning that its effort to make othmurdries assimilate Korean cultures
until it has been admired and so extremely entltisidhat leads Korean to gain
trading naturally. Kim-chi is a long-time traditiaihcultural product and has been
positioned into the entertainment industry. Todagn{€hi is welcomed ubiquitously
in Asian countries and some western countries, nJapailippines, and Thailand,
including other Korean cultural products, for exdesp music, film, superstar, and
singer. South Korean promotes the production diucal products. Korean TV series
have been transmitted to. Asian countries. At theeséime, it devotes capital for
human resource development in the couniry-and flogusn producing the qualified
personnel to produce the.eulidral media that dfrdee interest of the people to
admire the TV-broadcasted Korean culture and attthe foreign visitors to
experience the unique JCulture;, this /meant the wmfaf enormous income and
economic growth. |

Kim-chi in term of cultural J|-oroduct, according studies, it found that
Korean entertainment media, especiaily;"dram afd, fhave influenced to Thai
people’s preference on Korean unique*style. Cditpracess in relation to product
generates the formation of superstar,ﬂ aﬂftist, aimgies protocol, including the
assimilation of recognition of drama and films imssage receivers, which these alll
have been emerging in-Fhai society inevitably asited from the influence of media
that brings forth the preferences on cultures, eslaradition, way of Korean living,
or even products. In particular, Thai youth anchéggers have been influenced by the
drama film entitled; “Dae~Jang Geum’sreflecting-thdtural promotion for Korean
food, and attracting more Thai Consumers to try Koeean foods. It's evident that

Thai people.open.to receive the Karean entertaihmen

Kim-chi: A reflection of perception on entertainni@nedia in Thai society

As earlier discussed in Chapter 4, the causalitifantors influencing
Thai's Kim-chi consumption, the participants showekference in pop Korean
culture expressly. K-pop has become populated iaildind, especially in form of

drama and films, surmounting the cultural productsmetics, electric appliances and
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food. In present study, Kim-chi represented a caltproduct that has been obvious
widely in Thailand.

Most participants (70.3%) preferred Korean aaltu Korean
entertainment or Korean wave has influenced detisiaking by 57.3% for people to
try Korean food and Kim-chi. Three powerful faganfluencing decision-making on
Korean food consumption included drama and filnpesstar, and tourism public
relationship media, respectively.

Television drama promoted-and created the cgsnimage through
the cultural product. di-stimulated the viewers be interested in Kim-chi
consumption. The study reilecied that up 48.3% @péants were interested in eating
Kim-chi during 2005-2009" Meanwhile, the film “Ddang Geum” (which was on air
through TV3 Thai ehanmel jin® 2005). considerably ueficed the consumers to try
Korean food and Kim#chiby,63.8% or‘accounted 2®B0% of overall respondents.

“Dae Jang Geum” a'story 6f South Korean foodvmtion, ignited the
popularity in Korean entertainment cohsumptioncr&ated image that attracted the
consumers to Korean product and enc'o'U'raged moriecbhaumers to try on Korean
foods. Korean culture was reflected throrugﬁ théohysin the film presentation while
Korean culture; especial consumption culture. andues were assimilated to
audiences. As the-filmtransmittedKorean eatifidiuce, the teenagers were
interested to try the taste of Korean food. Thecess of strategy implementation was
viewed through Kim-chi as cultural capital. It nonly generated income to the
country throughacultural™ prodects: such cas cdramacfimol, it also reflects the

propagation of,Korean culture successfully in T8aiety.

Kim-chi: Effect of Cultural Diffusion and Culturddybridization

Today Kim-chi has been renowned among Thai gedpbviously, it
represents the Korean nation. The results indicttatl Kim-chi has been known
among the Thai participants as Korean food by 88%s, reflected the success of
cultural diffusion to the consumers. The consunperseived Kim-chi as a fermented
cabbages by 67.0%, and other fermented vegetatessxamples, cucumber,
parsnip, chili, ginger, and various type of foodsthwKim-chi ingredients, for
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examples, Kim-chi fried rice, fried rice with podnd Kim-chi, and seafood with
fermented Kim-chi ingredients, for examples, praauttlefish, crab, and oysters, and
so on. In addition, it found that Thai food producbntain ingredient like Kim-chi,
for examples, Kim-chi - flavored fish, Kim-chi -rei@d potato chip, Kim-chi French
Fried semi-finished noodle, and Kim-chi -toppedzpizetc. These were consistent
with the cultural hybridization that Korean culturas been applied consistently with
Thais’ trait and represented the Korean fashion.

It's noted that Kim-chi has‘beenknown amongieople as Korean
food. However, it found.that in respect of consumpbehavior, most participants ate
Kim-chi for the first time.at.dapanese restaurdioisated in Thailand (56.7%),
followed by Korean food stores in Thailand (21.3%hereas they ate or bought
Kim-chi at Japanese restaurants mestly (60.7%)eddbhat despites Kim-chi has
been known among' Thal consumefs as cultural product Thai people paid
attention to Japanese restaurants becaﬂse theymeee acquainted with Japanese
food than Korean food, so they were more likehgsd into Japanese restaurant than
Korean restaurant. Regarding to freq"ue.ncy of compsiom, the results showed
accessional eating mostly (41.7%), follo{lvea by cacaonth (25.7%), reflecting that
Kim-chi has not been-a menu the consumers eat drety) but occasionally.
Different from Korean-seciety-where Kim=chi-is-alygaserved each meal. All these
reflected the consumption behavior and symbolic saamption which will be

discussed in next section.

Kim-chi-Eating Behavior.and Symbolic. Consumption

“Symbalic ‘Consumption” 'a concept ‘proposed by J8audrillard
states that traditional economics fails to desctli®e consumption much sufficiently
because Today society has become a society of wgnigun where the role of utility
has been eliminated completely and replaced by difierences and symbolic
consumption. In modern society, the objects areerdehed as element of
atmospheric creation in values system. For exampl@®RCHE car is more expensive
than others because it provides the driver a sehddference; it also represents the

modernity and richness of the owners. Thereforglagation on consumption in
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context of traditional economics is not enough fieodern society. It's said that
current consumption is a social dimension while Isghc culture represents the
socio-economic family status and style which camdflected in the products (Ramon
Chompreda, 2004: 19)

“Symbol” according to Baudrillard, is meant thabnsumption
represents not only objective, but symbolic contsixhultaneously. In addition to
utility, the objects are designed as element ofoapheric creation in values system
that has been existed a great deal In medern.goéiating fast food in modern style
outlet is not meant only.te-iniake of-bread, meat vegetables, but it represents the
modernity that come with-western civilization. kadi American society, such
meaning occurs in the cencepiual cantext of Thappeonly. On the other hand, in
American’s viewpoint, fast feod is a menu for theseo are hurried or relative worse
financial status. A transformation nto ‘symbolimsumption has caused the resultant
effects. Human consumes endlessly as J'-[hey arempthangry for objects, but they
also need for borderless symbolic fulfillment. lddéion, the symbolic context
determines the consumption Batterns as symbol framhes cultural scope in
consumption (class, values, ‘and consumerﬂ‘*'s quafdpyiously, the obsolete objects
are thrown away because 0fits ‘end of symboliceslFor examples, changing new
dresses is not because of wear and- tear, but lEedsiout of fashion. Similarly,
other products are replaced by the newly comingsodpecause of the effect of
symbols. (Kanchana Kaewthep, 2544: 159-162)

Baudrillard~described nfeur caspects; of, ¥alues connection with
consumption in;today society/agee Reungpornvisut, 2010: online)

1. Utility, value —object is seen_as tool.that respernde needs in term of utility,
for examples, bus 'movesthepassengers from.one f@another place.

2. Exchange value — object is seen as a product imtr&etplace. The value of
the object is designated by society in respectxohange and comparison, for
examples, a car values equivalent to amount of01020 Baht.

3. Symbolic value — object is seen as a symbol thatesents the social status,
identification, way of living, honor or power ofperson, for examples, driving

an expensive care represents the social state afrtver as a rich man.
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4. Symbolic value in exchange - objects is positioasda gift representing the
relationships, and it's not an object accordingdaiws. It's s unable to separate
itself from relationship or exchange of relationshietween two persons. In
this way, the object is not independent and it hasvalue of utility and
exchange, but its meaning comes from relationstopparison between

symbolic objects.

Kim-chi in term of cultutal’ product was unveiletthat Korean
entertainment, especially;-drama and film, wasagrtul influence in stimulating the
preferences of Korean style“in“Thal consumers. Neieng a cultural product has
derived from superstar, artisi, and singer exemjptaiuding the values in the drama
and film presented i0 the‘audiences which they haem prevailing over Thai society
undeniably. Korean fashion is not only a succesSafth Korean, but it also attracts
income into the country through channelfof cultumaiducts, drama, film, tourism. In
addition, it's considered a success of Korean givbgpagation smoothly through the
implementation of strategies that generates meaandgvalue in the products, leading
to symbolic consumption and the expreési&n of coresg’ behavior in term of value
and feeling of recognition. :

The coneept ‘symboiic consumption™if this studflected the current
consumption that focused more on interpretatiom taetual utility of the product.
Namely, consumers eat Kim-chi because they thodlght Kim-chi is a Korean
representativeor symbol;, but) theyadon’t quite) geipesthesvalues and tastes of the
food. The results showed that the respondentstegbaroderate level of their attitude
toward.taste and.nutrition value .of Kim-chi. ‘Comesig. with Baudrillard’s symbolic
consumption theory, saying-that‘current consumpsamot simply for utility purpose,
but also symbolic consumption simultaneously. Ispeet of exchange value,
symbolic value, and symbolic exchange value, thdifig show that symbolic value
was rated positive mostly by the respondents in ghestion items, “Kim-chi is
Korean symbolic or reprehensive.” (Mean = 1.14)pfeed by “Kim-chi is a famous
and modern menu.” (Mean = 1.11) Such 2 questiomstevere consistent for

respondent’s positive attitude as below;
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Utility value e “Kim-Chi” is tasty and delicious
e “Kim-Chi” is healthy and nutrient-rich foods.

Exchange value e Most “Kim-Chi” in Thailand is adapted to Thais’
taste which is different from Kim-Chi in Korea.
Symbolic value e “Kim Chi” is a symbol or representative of Korea

e Consuming ‘Kim-Chi” is to sense Korean culture,
e “Kim-Chi’/is"the popular and modern food in the
current.

e “Kim-Chi” generally sold in Thailand is expensive
ol-quite expensive.

Symbolic value in o Whenever you eat Korean food, you always |eat
exchange ‘Kim-Chi™

o/ The atmosphere in Korea restaurant can influence
you fo eat “Kim-Chi”.

Obviously, a cufrent coﬁsuﬂfnption of Korean cuwatuproduction
represented various symbols. More consumers. nekaraiuproducts not only for
utility solely, but alse-symbelic-consumption (oveeit for symbolic consumption
purpose only). As symbol becomes crucial to represaman being’s self and social
recognition, the competition multiplies. The buss@perators make every effort to
make their praduct distinctiveiand different, Luows and elegant decoration attracts
the teenagerssAs we've seen that many Thai predwaste been inserted with Korean
style as much.as.possible during the few years.-¢intbecomes an ingredient food,
for examples, “Super:Crisp™ Kim=chi flavored qyseaweed; Tao Kae Noi brand, ”
Kim-chi - flavored potato chip, ” Kim-chi - flavoceTaro fish, etc. At the same time,
the superstars and singers have been taken aswjereddoreover, the Korean and
Japanese restaurant atmosphere have influencedotitimer participants. Some
promote wider types of Kim-chi arrangement and aogkdemonstration. Today
Kim-chi becomes a cultural product representinggbeple’s identification, not only
to satisfy the physical hungry. Other symbolic eonption, for examples, luxury and

modernity, have been populated today. The resefmghd that Thai consumers,
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especially in teenagers, prefer the products ineKorpackage and label which it's
assumed that it represented the elegance and mobesis the simple way how
meaning has been created and values added to theatuyroduct as symbolic
consumption.

In addition to Korean wave and entertainment mediich have been
reported the utmost influence on consumers’ tryjifayean menu like Kim-chi, it
found that the most leading factor 'influencing aonsrs’ trying Kim-chi is an
individual, followed by peer's recommendation, gratkaging (label, language, and
elegance in Korean style), respeectively..ln-presemdy, overall consumption
behavior was consistent with-two, logics under thatemalism. Firstly, logics for
difference, consumption.thai' makes: the individisdase of their better self-image,
more modern, and moreJdistinctive than othersgi@mples, higher socio-economic
position. Secondly, legics for imitatioh, as we'sf#en seen that consumers imitate
themselves from superstar and singef‘er-esentedl\mTtEement and follow peers so
that they can share idea among friends'who studiygarsame grade with personality
of modern-looking and styles to restoré the sostatus. Such idea leads people to
determine others by outward appearan'éeg; suchessidg, ornament, belongings,
and values of living, and even consurh}ptibh. Thesoamers pay more attention to
what they eat bDeCause-what they eat represents $yenbolic consumption,
characteristics, and values that makes them diffeland superior. Symbolic
consumption influences people who are in the saatassadmire each other on Kim-

chi-eating behavion with hidden gmeaning, that'demil'symbolic consumption”



CHAPTER V
CONCLUSION AND SUGGESTION

1. Conclusionresult of the research

1.1 Demographic variables of consumers surveyed

Majority of consumer surveyed or 67.5% are womehile men are
32.5%. Most of sample at 30.3% are between 26-adsyeld. Majority of education
levels of samples group are bachelor degree aPa5-br working status, Most of
sample at 25.3% are husiness owner or self busimes non-working are studying
at 22.3%. In term of salary'per month, 44.5% ofstoners’ surveyed gain 10,001-
20,000 baht. "

1.2 Perception and attitude affecting K_i_fp_jbhi aomption behavior

The part is designed to find out the perceptind all behavior toward
the Kim-Chi. The majority of respondentfs_ answeteat Kim-Chi belongs to Korea
are 88% and answered Japan at 12%. When talkingt &m-Chi. The majority of
respondents think-that Kim-chi is pickling cabbagesresented as 67%, in the same
time; they also consume Kim-Chi'in Kind of pickliogbbages represented as 76.3%.
The majority of respondents ate Kim-Chi:Japanestueant in Thailanébr the first
time represented as 56.7% and ate in-the' peria)@¥-2009 A.D. represented as
48.3%.

Thesmajority of respondents have 'still eaten ¥ in the present
represented as 60.3%. They eat or buy Kim-Chi padese restaurant in Thailand at
60.7%. However, they have eaten Kim-chi occasignadpresented as 41.7% and
they eat Kim-chi because it comes with a set mgadesented as 87.7%. Finally, the

majority of respondents keep eating Kim-chi in tilneire represented as 80.7%.
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1.3 Factors and causes affecting Kim-chi consumptio

This part is to study the factors influencingrkchi consumption and
strongly intends to find research hypothesis. Tgast could be examined Korean
wave affecting Kim-Chi consumption behavior of Tlai Bangkok. This research
shows that the majority of respondents who are Kineonsumers prefer Korean
culture and entertainment medepresented as 71.3%.They got the influence of
Korean entertainment media or Korean wave thattffeeir decision on try Kim-Chi
or Korean food at 77.5% while eat only Kim-Giti22.5%. Most of consumers in the
sample group choose the facior of Korean-imovie ottan series as the first
importance; represented as 38.8%. The second fectdorean actors and Korean
singers at 46%. The third'factor is Korean toursmvertising at 38.8%. Meanwhile,
the factor of “Dae-jung-guem’ Karean seriggred on" TV 3 in Thailand 2005 A.p.
has an effect on respondenis for trying decisiomtaresting toward Kim-Chi. After
watching this series, they iry eating Kim-ﬂt-:hi atdea.

Besides the entertainment media or Korean wanether factor that
has the most influence on your trial 'd%--ponsumirug:ision toward Kim-Chi and
Korean food is oneself repreSented as 375% Teémngefactor is Friend’s suggestion
at 36.3%. The third factor is packaging'sdr"prooKllmbeI/ Korean language/ beauty)

represented as 35%:

1.4 Consumerism ofsigntoward Kim:chi as Korealtucal product

This part is to examine symbolic consumptiont thas reflected the
consumption .of Korean cultures. among “Thai. people shydying attitude of
respondents wha'eat Kim-chi.» Theloverall attitufleansumers in.the sample group
who have attitudes and behavior consumption in t&frgonsumerism of sign toward
Korean cultural product is positive with the meamue of 3.84. It related to the
concept “symbolic consumption” with questions undencept of consumerism of

sign.
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2. General Suggestions

1. The results reflected the success of Koradtural products in
Thailand territory. Kim-chi was sleeted as a catgdys It found that Kim-chi
becomes known and acceptable to more Thai consuiaalso unveiled the state
policy or strategies to export the cultural proguct be known across culture through
mass media such as television program, advertisemet public relation. Thai foods
have been rooted in tradition and culture as lanélarean Kim-chi. However, Thai
foods have been found on media slightly while gowent strategies do not work as

effectively as Korean siate policy.

2. The results reilected the accomplishment ooreln cultural
propagation and culturalspreduct, that has becometlyr populated in Thai society.
Thai consumers exposed o the foréign entertainnneadia. Regarding to Thai
consumers’ behavior, it found that despifes Korn€an-chi has become well-known
in Thailand, the Japangse restaurants ‘have beengpaater attention that Korean
restaurants by Thai consumers. Pos'si'bly this waswlse Thai people are more
acquainted with Japanese foed than Korﬂ‘éan foodghdnresearcher’s viewpoint,
number of Korean restaurants is small currentlgythisually were found in the
territory where Koreans-are residents while thestomers entering into Korean
restaurant often were not Thai nationals. On thereoy, the Japanese restaurants can
be found more frequently in the department stord #rere are more options,
reflecting that:Japanese foods jareimore populdihmland:than Korean foods. It's
suggested that,Korean restaurants should be prdniatecasingly to be known in
Thai society.

3. Future Work Suggestion

1. This paper examined Kim-chi specifically dsrepresented the
Korean cultural product in Thailand. There was fation as other Korean menus
were not included. For further investigation, otlattural products other than Kim-

chi should be examined for comparison and to seg dhe popular like Kim-chi.
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2. This research was examined during the populerency of Korean
culture. The Korean entertainment media has inftadnKim-chi consumption in
term of cultural product presentation. For futurerky this should be further
investigated to see if Korean wave has been cosdimo Thai society and to see if it
has influence on consumption of other Korean caltproducts in Thai consumers.
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Appendix A

Formula for Sample Size Calculation
Sample size for +3%, +5%, 7% and +10% Precisionele Where
Confidence Level is 95% and P=.5.

Size of Sample Size (n) for Precision (e) of:
Population : +10%
500 83
600 86
700 88
800 89
900 90
1,000 91
2,000 95
3,000 97
4,000 98
5,000 98
6,000 98
7,000 99
8,000 99
9,000 : 99
10’000:-{ Q1 nfﬁ’ggon 10N £ QALO 1L/ £ o 9
15,0007 17130871 T 300 171 T 20 99
20,000 i 1,053 . 392 . 204 y 100
L3 AR NI F eANEl o
50,000 1,087 397 204 100
100,000 1,099 398 204 100
>100,000 1,111 400 204 100
a = Assumption of normal population is poor (Yamat@67). The entire populatit
should be sampled.

Source Yamane, TaroStatistics, An Introductory Analysi2nd Ed., New York: Harper and Row,
1967.
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Appendix B: The Questionnaire in English

Questionnaire: Consumption Behavior of Korean Cultual Product
“Kim-Chi” in‘Bangkok
This questioennaire is_}o colleciminformation foomposing a thesis,
submitted in the requirements for the degree. of thtasf Arts in Korean Study
Department of Chulalongkoern Upiversity. Any inforiod obtained from
respondents will be confidential and used for pneag and analyzing only.
Respondents are réquitLé'd to be these who haenm ¢am-Chi and
those who live in Bangkok -area. ";,Prease kindly fillt every detail in the
questionnaire. Many thanks for your ci_)fgpgrationohrhelp the researcher to be able

to collect necessary information for academic psepo

Part | General Informition
1. Gender
O Male

O Female

2. Age
0 years old

3. Highest Education Level

O Uneducated
Elementary School (Grade 1-3) or Equivalence Geati¢
Elementary School (Grade 4-6) or Equivalence Geatié

Secondary School or Equivalence Certificate

O 000

High School/ Vocational Certificate or Equivalerertificate



[

|

O
O
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High-Level Vocational School or Equivalence Cectie

Vocational Certificate in University/ College/Royslilitary Academy
/Royal PoliceAcademy / Other Related Institution

Bachelor Degree

Master Degree

Doctor’s Degree

4. Current Occupation Status

e Working (Please select occupation)

O

O00o0oa0og

Government Oificer

State Entegprises Officer/Government
Private.Corporate Officef

Business'Owner/ Self BU‘siHess

Employee '

Other (please specify).... B A

e Non-working (Please select)

OO0 O000a0

Studying

Looking for a job/unemployment

Housewife

Retirement

Ilihess

Disability/ Incapability

Other (pleasetspecify)x. L.l L B L Lkt L0

5. Monthly Salary (Full time job)

O

O 000

No salary

Lower than10,000 baht
10,001-20,000 baht
20,001-30,000 baht
30,001-40,000 baht
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O 40,001-50,000 baht
O Upper tharb0,001 baht

Part 2 Perceptions that affect Thais’ consumer behaor toward Kim-Chi
6. In your opinion, which country does Kim-Chi belotoy
O Korea
O Japan
O China
O Thailand

O Not sure

7. When talking about Kim-Cht, What kind of food dowthink of? / Base on
your perceptions which of the following choices dten-Chi? (Multiple

answers are allowed)

O Pickling cabbages

O Pickling vegetable such as:__gi_ckling cucumber, tadmckled chilli,
pickled gingePickling seafood such ‘as pickling shrimp, pickling
octopus, pickling crab, pickling oyster

O Different kinds of food which has Kim-Chi as ingret such as Kim-
Chi fried riee, Kim-Chi soupy pork fried with Kim{@

O 'Products in Thailand that use 'Kim-Chilas a raw nlter ingredient
such as Kim-Chi flavored fish snack, Kim-Chi flaedrbiscuits, Kim-
Chi~{lavoredinstant noodle, Kim-Chi flavoreea  fribthked seaweed
Kim-Chi flavored Pizza

O Other (please SPeCify)......cocvviiiiiiiiiiiiiiiiiean,

8. What kind of Kim-Chi do you eat?
O Pickling cabbages
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O Pickling vegetable such as pickling cucumber, tadmckled chilli,
pickled gingerPickling seafood such as pickling shrimp, pickling
octopus, pickling crab, pickling oyster

O Different kinds of food which has Kim-Chi as ingrexdt such as Kim-
Chi fried rice, Kim-Chi soup, pork fried with Kim+@

O Products in Thailand that use Kim-Chi as a raw nter ingredient
such as Kim-Chi flavared fish snack, Kim-Chi flaedrbiscuits, Kim-
Chi flavored.instant noodie,Kim-Chi flavored fribdked seaweed
Kim-Chi flavored Pizza

O Other (PlEaseSPECHY) .. .ime e i can eeneeeieianenannn,

Note: From Question n@mber 9 -in.this guestionnaire,the researcher views
“Pickling Cabbage Kim-Chi”as “Kim-Chi”.
9. Where did you gat Kim-Chifor the first time?

O at Korea .
at Japan i
at Korean restaurant in Thailand

O

O

O at Japanese restaurant in Thailand

O Bought Kim Chi from department store/.supermarket.
O

Other (please specCity)... ...,

10.When was the first.time you ate Kim-Chi?
O Before 2533 B.E. (1990 A.D.)
[ 25332537 B'E. (199041994 AD)
0O 2538 -2542 B.E.(1995-1999 A.D.)
0O 2543 -2547 B.E.(2001-2004 A.D.)
O 2548 -2552 B.E.(2005-2009 A.D.)
O 2553 B.E.(2010 A.D.)

11.Do you still eat Kim-Chi?
O Yes
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O No (Skip to Question 15)

12.At the present, where do you eat or buy Kim-ChiTimailand? (Multiple
answers are allowed)
O Korean restaurant
Japanese restaurant
department store/supermarket
Korean product zone e.g. Korean Town
Internet

Self-cooking

O0000a0a

Other (pPleas€ sPeCify). & . i i i e e veeenens

13.How often do you eat Kim-Chi?i
O Everyday

3-4 times per week

1-2 times per week

Once per month

Once,per.3<6 month

Once peryear

O0O00o0oa0o

Occasionally

14.Whenyou: have an oppertunity<to teat Kim=Chi, wwhfobms of Kim-chi do
you prefer to have? (Multiple answers are allowed)
O, Eat Kim-Chi because.it.comes with.a set meal
[0 Intentionally order-a dish 'of Kim<Chi
O Intentionally order many dishes of Kim-Chi

O Eat food that use Kim-Chi as an ingredient

15.In the future, are you keeping eating Kim-Chi?

O Yes
O No
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O Not sure

Part 1ll Cause roots/Influences/ Factors that affet Thai’'s consumption toward
Kim-Chi

16.Do you prefer Korean culture and entertainment af2di

O Yes (Please select the level of preference)
_very much _ much ~average _least _very least
O Not at all

17.Does the influenee gikorean entertainment medidarean wave affect your

decision on try Kim-Chi ot Kerean food?

O Yes
___Eat only Kim-Chi
___Eat both Kim-Chi and Korean food
(Please select the'level of~'both factors that affacyour consumption
_very much “much < ﬂi’average _least _very least
O No (Skip to-Question 20) =

18.Which of the following Korean Media or Korean wavave an affect on your
Kim Chi’'s consumption? Please select only the ntogte important factors in

your opihion from-L to 3 respectively(Note:1 g tpriority factor)

______ Korean Movie/Korean Series

.. " Korean:Actors-and Singers

_4  Korean computer game/ Korean online games
_____Korean TV channel/ Korean Cable channel
_____ Korean Songs

_____Korean Tourism Advertising

Korean TV game shows
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19.Does Dae Jang-geum Series (It was aired on TV Bhailand 2548 B.E.)
have an effect on your try decision or interestimgard Kim-Chi and Korean
food?

O Yes (Please select the level of importgnce
_verymuch _much _average _least _very least
O No

20.Besides the entertainment media or Korean wavechwfictor has the most
influence on your tiial or consuming-decision tosva€im-Chi and Korean

food?

____Yourseli u

_____Friend’s stiggesiion -

____ Family/ Relative’s suggesti'or;

_____Packaging/ Product (label/ Korean languageli§ea

____ Distribution Channel (Japanése;Korean restéubepartment store)

Ad

Part IV Kim-Chi: Thais>€ensumerism-of Sign-toward Korean cultural product
21. Please selectthe appropriate choice on your peocebasis (Note: Strongly

agree, Agree, Not sure, Disagree, Strongly disagree

Strongly | Agree || Not | Disagree| Strongly

agree sure disagree

21.%2.*Kim Chi’sa symbol or
representative of Korea.

21.2 Consuming “Kim Chi” is
to sense Korean culture.

21.3"Kim Chi” is the popular

and modern food in the current.
21.4“Kim Chi” is tasty and
delicious.
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21.5 “Kim Chi” is healthy and

nutrient-rich foods

21.6 “Kim Chi” generally sold
in Thailand are expensive or

quite expensive.

21.7 Most “Kim-Chi” in

|
Thailand is adapted toT \k\ Vy/
C "I'-i;" '

taste which is differen
Kim-Chi in Korea.

21.8 Whenever you gat'Korear

21.9 The atmosphere

food, you always ealKin
Chi. ﬁ
Ores

restaurant can influence
eat “Kim Chi”.

Ending questionnaire

"E-y you for your cooperation

A
AUEINENTNYINS
AN TUNM NN Y
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Appendix C: The Questionnaire in Thai
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