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The Effects of Korean Traditional Culture in Food and Beverage
Packaging on Consumer Satisfaction and Repurchase Intention

-Focusing on domestic and foreign consumers-
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Abstract

Traditional culture is now used across many products and forms of content. Food and beverage
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The Effects of Korean Traditional Culture in Food and Beverage Packaging on Consumer Satisfaction and Repurchase Intention

packaging that applies its visual elements has drawn attention as a medium for a new kind of cultural
consumption experience. This study compares the perceptions of Korean and Chinese consumers to examine
how the design characteristics of such packaging affect consumer satisfaction and repurchase intention.
Packaging design characteristics were derived from prior studies, and a survey was conducted with Korean
and Chinese consumers who had purchased traditional-culture food and beverage products sold in Korea.
Consumers in both groups preferred the image-type design, but Chinese consumers rated the characteristics
of the character-type design higher than those of the image-type design. Evaluations of packaging design
characteristics did not differ significantly by consumer type, although mean satisfaction and repurchase
intention scores were somewhat higher among Chinese consumers. Of the three characteristics, originality
and cultural identity were more closely associated with satisfaction and repurchase intention than aesthetic
appeal. These results suggest that packaging design should take into account each country's consumer
preferences and evaluations, and should treat cultural identity and originality, not aesthetic appeal alone, as
the main features of traditional culture. By comparing consumer types across countries, this study identifies
empirical differences between them and is expected to serve as a theoretical foundation for future
packaging design that applies traditional culture.
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[Fig. 1] Trends in the Increasing Launch of Food and Beverage Packaging Incorporating Traditional Culture in

Collaboration with Government and Public Institutions
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[Fig. 2] Research Model
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[Table 2] Demographic Analysis
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[Table 4] Descriptive Statistics of Main Variables by Consumer Type

R st a3
- W@ | BEEA| 22 | Al | BE | BEOUA| 22 | A
Ao | 419 0.61 1.75 5.00 418 0.71 1.00 5.00
OlOXId | =&M | 406 0.56 2.25 475 412 047 275 475
23k | 419 0.43 2.50 475 4.11 0.61 2.50 5.00
Aol | 406 0.48 3.50 475 435 0.32 375 4.75
HEEHY  SEY | 382 0.63 3.00 5.00 426 0.40 325 475
23hd | 3.94 0.44 3.25 4.50 433 0.35 3.50 4.50
HEE 4.00 0.60 2.67 5.00 417 0.48 2.00 5.00
ool = 4.03 0.67 1.67 5.00 4.15 0.61 2.00 5.00
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[Table 5] Frequency Analysis of Preferred Elements in Image-Type Packaging Design by Consumer Type
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[# 6] 2HA R HHY D7 |X[CIXR Mz 24 HIEEA
[Table 6] Frequency Analysis of Preferences for Character-Type Packaging Design by Consumer Type

by e 53
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[Table 7] t-test on Preferred Packaging Design Type
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HE W7|X[CIXY SSH2Z 275 = SEYS AIMeILh 1 Zite [# sjt ZLt

(& 8] A= TF[KICIRQ Tt Dh7|KIC|XR S99 BAO|M 28X Rl =Eamt
[Table 8] Moderating effect of Consumer Type on the Relationship between Preferred Packaging Design Type and
Packaging Design Characteristics

&8s Ha B SE t p LLCI ULCI
Mz Ol fY -.028 150 -.186 853 -325 269

AH|XF o4 _
oA Xl /8 055 123 445 657 189 299

(n=101) N 640 -302 .301 -1.002 319 -.899 .296

R>=013, AR*=.010, F=.430, p=.732

Mz Ol fY 044 107 406 686 -.169 256
AH[KF o _
a1 Xt /E 183 1100 1.836 1069 015 381
B MS C|RIOl 8 *
(n=109) _+_H|IX|-I- %%C’ -379 215 -1.764 081 -.805 047
R2=.057, AR?=028, F=2.127, p=.101

Mz Ol 9Y 081 120 675 502 -158 320
551 2HRH 7S 030 106 284 777 -181 241
EES NS R0l 93
(n=88) | = ¢u||xr+ %%C’ -480 244 -1.973 052 -965 004

R>=.048, AR*=.044, F=1.415, p=.244
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Z0f| CHSHME A0 (B=518, p<.001), SEE(B=666, p<.001), E2}(B=706, p<.001) 2F Kot

OIMCL OloF 22 ZAites Oy, =84, 23d0| 22t tEr 8 Moo= ot

= W7|X[CIXI0A A2 OfECHEt o) AtEstel &

7| X|CIALRl £-90] 2Rt XOfol0f O/Xl= Febs d3d| ol 4 S8 HUHs
Z

s T1 O

SN HEds 2YS LIEHHLE Of
St HEE2te HdS L 2ads AARLE O Z2its [# 912 2Lt

[& 9] THZIXICIRIQ 80| UHE Bl Y702l =0f D|X|= Sk
[Table 9] Effects of Packaging Design Characteristics on Satisfaction and Repurchase Intention

58 Ha B SE B t P R
Ao 443 070 539 6.365 <001 290

=L =84 747 071 11 10.458 <001 .505
22hd 807 .085 715 9.490 <001 512
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[Table 10] Frequency Analysis of Satisfaction by Consumer Type (among Respondents with Positive Responses)

ot a3
58 Ha B8 Qx| 23 Qx|
n % n % n % n %
Aol 40 533 35 46.7 59 74.7 20 253
=L =8d 36 46.2 42 53.8 50 575 37 425
22td 46 575 34 4.5 53 59.6 36 40.4
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[Table 11] Frequency Analysis of Repurchase Intention by Consumer Type (among Respondents with Positive Responses)

ot 3
58 Hay B8 ds 23 ds
n % n % n % n %
Aol 49 65.3 26 34.7 5 65 28 35
ool = =8d 47 58.8 33 413 4 51.9 39 48.1
22td 55 68.8 25 313 51 62.2 31 37.8
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