Journal of the Korea Academia-Industrial https://doi.org/10.5762/KAIS.2024.25.2.138

cooperation Society ISSN 1975-4701 / eISSN 2288-4688
Vol. 25, No. 2 pp. 138-147, 2024

FRA AN A9 40 B FAT-VEE B

Importance-Satisfaction analysis on selection attributes of kimchi
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Abstract In this study, we conduct a taste evaluation of kimchi from central Korean regions that has a
high market share to identify consumer preferences, and we conducted an importance-performance
analysis (IPA) to determine the importance of, and satisfaction with, selection attributes that might
increase product sales. The IPA matrix revealed four quadrants. Factors in the first quadrant, such as
hygiene/safety/certification, taste, smell, and texture, were highly important and satisfying to consumers,
and should be consistently managed. Factors in the second quadrant, such as price, were considered
highly important but had a lower satisfaction level, indicating an area for improvement. Factors in the
third quadrant, including manufacturer name/brand, showed low importance but high satisfaction,
suggesting they may be de-prioritized. Factors in the fourth quadrant (e.g., packaging units and
packaging/design) were given low importance and earned low satisfaction, indicating areas that need
improvement. Absolute satisfaction after consuming central-region kimchi compared with satisfaction
from previous kimchi purchases showed that manufacturer name/brand and packaging/design received
higher absolute satisfaction ratings. On the other hand, price, packaging units, hygiene/safety/certification,
taste, smell, and texture received higher relative satisfaction ratings, indicating that the central region

kimchi intended for taste testing possesses a competitive advantage over previously purchased kimchi.
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Table 1. Kimchi Production and Sales Status
(Unit : Ton, 1 Million Won)

Sort ‘17 ‘18 ‘19 20 21
Production | 45 030 | 466,837 | 471,698 | 464,165 | 474,439
Volume
Value of 10 450110223001, 160,666(1,199,121[1,244,061
Production

Sales _

416,518 | 426,343 | 538.519 | 421,084 | 530,466
Volume
Value of 1 218,3201,237.955(1.255.593(1319.145(1 376,572

Source : Food and other production performance, MFDS, 2021
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Table 2. Kimchi Production and Sales Status by
Region

(Unit : Ton, 1 Million Won)
Production Status Sales Status

sort Production | Valve of Sales | Value of
Volume | Production | Volume Sales
Seoul 7,137 22,144 7,089 29,400
Busan 6,426 14,081 6,119 18,977
Deagu 2,644 8,524 2,705 10,112
Incheon 18,292 37.497 17,766 | 43,398
Gwangju 6,585 20,982 6,411 28,211
Daejeon 3,116 6,126 2,755 10,382
Ulsan 2,859 2,513 2,859 4,290
Sejong 570 1,731 566 2,052
Gyeonggi 113,584 281,085 110,901 | 322,323
Gangwon 61,906 152,304 159,257 | 212,351
Chungbuk 91,273 253,755 83,434 | 261,566
Chungnam 33,096 77,239 31,601 106,554
Jeonbuk 20,440 59,471 23,110 63,628
Jeonnam 22,469 73,154 18,471 85,791
Kyeongbuk 32,552 87,113 28,911 84,214
Kyeongnam 48,734 138,561 25,774 84,386
Jeju 2,755 7,781 2,736 8,937

Source : Food and other production performance, MFDS, 2021
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Table 3. Current Status of Kimchi Manufacturers 3. ZAKIE U o3 diH

Year Kimchi Manufacturing Company(ea)
‘17 958
‘18 922
‘19 943
20 616
21 636

Source : A study on strengthening competitiveness of the Kimchi
Industry, KREI, 2020 / Kimchi industry status survey analysis
report, MAFRA, 2022
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Table 4. Kimchi Intake Per Person(1Day)

average
annual
increase

Year ‘16 18 | 19 | 20

Amount of

Intake(g) 624

68.0 | 63.0 | 59.9 | 57.1 A2.2%

Source : National Nutrition Statistics, KHIDI, 2022
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Table 5. Kimchi Intake Per Gender, Age
(Unit : g, %)
gender Age
Sort
| Male [Femalel 1~18 |19~20|30~49 | 50~64| <"
‘16 774 | 473 | 349 | 53.1 | 73.7 | 745 | 58.5
20 72.9 | 41.2 32.7 51.3 | 63.5 | 68.1 | 54.3
Average
annual ALS5 | N34 ALG | AD.9 | A3.7 | A25 | AL
increase

Source : National Nutrition Statistics, KHIDI, 2022
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Table 6. Demographic Characteristics of Consumers

(Unit : Person, %)
Division Respondents Ratio
Male 85 56.3
Gender
Female 66 43.7
Less 30 31 20.5
30~39 27 17.9
40~49 32 21.2
Age
50~59 31 20.5
60~69 19 12.6
Over 70 11 7.3
Less 2 29 19.2
3 26 17.2
Actual nu@ber 4 37 245
of family
5 49 325
Over 6 10 6.6
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Division Respondents Ratio
Undersflllzrslentary 3 53

Education Middle school 1 0.7
High school 57 33.7

Above University 85 60.3

Less W1,000 5 33

W1,000 ~ 1,990 7 4.6

2,000 ~ 2,990 44 29.1

mﬁoé‘ltehlger W3,000 ~ 3,990 30 199
person W4,000 ~ 4,990 16 10.6

(1 Thousand 745 000 ~ 5,990 18 11.9

won)

W6,000 ~ 6,990 6 4.0

W7,000 ~ 7,990 5 3.3

Over 8,000 20 13.2
Total 151 100.0
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Fig. 1. Current Status of Kimchi Purchase Distribution
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Fig. 2. Kimchi Preferred Packaging Unit
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Fig. 6. IPA Matrix Result for Central Regions Kimchi
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Texture 4.28 4.03
Average 4.01 3.78 Table 8. Average of Absolute and relative Satisfaction
Mean D Average SE | t-value | df | p-value After a Taste Evaluation of Central Regions
230137 | 266435 | 094199 2443 | 7 | 045 Kimchi
Item Number 2 Cronbach Q¢ 725 Sort Absolute Relative
Manufacturer name/Brand 3.46 3.40
Price 3.65 3.75
The2 IPA matrixg 7/oto] 4% Aol Uehd 2 Packaging unit 377 377
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Average 3.78 3.95
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Satisfaction After Taste Evaluation of Central
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