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ABSTRACT

This study analyzed the effect of the regional image and local patriotism of adults on the evaluation of Jeonju Bibimbap
and its purchase intention. Three hundred eighty-eight questionnaires were distributed from June to July 2024 to adults in
the Jeonbuk area. The data were analyzed using factor analysis, regression analysis, two-way analysis of variance, and inde-
pendent #-tests with SPSS v. 27.0. The regional image of the subjects was categorized into four factors: citizenship, economic
feasibility, dynamism, and conservatism. Citizenship, economic feasibility, and dynamism associated with the regional image
significantly influenced the evaluation of Jeonju Bibimbap (p<0.01, p<0.001), while citizenship, dynamism, and conservatism
influenced its purchase intention (p<0.05, p<0.001). The local patriotism of the subjects significantly influenced the Jeonju
Bibimbap evaluation and its purchase intention (p<0.001). There was no significant difference between Jeonju residents and
non-residents in the evaluation and purchase intention of Jeonju Bibimbap. However, Jeonju residents rated Jeonju Bibimbap
significantly higher as a health food compared to non-residents (p<0.01). In the Jeonju Bibimbap evaluation, a significant
interaction was found between the regional image and local patriotism (p<0.01). The results of this study offer the basis for
suggesting Jeonju Bibimbap promotion and local marketing policies, considering the regional image and local patriotism of
the residents.

Key words: regional image, local patriotism, Jeonju Bibimbap, purchase

N B omo] JEFe FE Ae® HuHATHKim HR & Lee HT
2011; Park MR & Kim YI 2014; Na YG & Joo JC 2018;
Park IN & Lim HC 2022). X 9o & LH| AN A 2]
o] ApEA EAS WA oy A WS FEaAY A
o AFe s AFshe Fa3 800] =R thLee WI &
Kim NJ 2005). 24| df|9] @23 o]& o] & 9=l

APAXGA S A GA ] SA3E 98] BA-AE
7R A1 FEa o] Sahek A A9 ARF Toll B2 =
Hg 7lgola slon, A2 Be A JFAldEel Ba

T3 tHLee MS 5 2013; Na YG & Joo JC 2018; Kim YH

S 2020; Park JN & Lim HC 2022; Baek DI 2024; Lim SH
2024). ATl e A o] FESAH S WAL
Aol ZAd Fodstua}l & W= ST} Mu|xe] A E
7J(Chae WR 5 2013; Lee MS 5 2013; Kim HC 2014; Eom
YS & Kim JO 2015) 3 A9 €] o]n| 2|7} 4wk} 27

' Corresponding author : Jeong Ok Rho, Tel: +82-63-270-4135, Fax:
+82-63-270-3854, E-mail: jorho@jbnu.ac.kr

/4 A7HLim HM & Kim YS 2015)9l4] g=of] ti gk =7}
olux|7} F& mAL AT U3 VEEs} =on A
= AESEAY ARJIEAA FH8taAt st 33 A< 3
Z ouE Hole Aog AMETE Wk 2 Al
A =7telulA gk am|ate] ofsado] 54 S7kel AlEw 7t
ok 7ol el 9 vAlE AT o] 54 A9
oAl e} f P 1 X AFolt FEA I ME] A


https://crossmark.crossref.org/dialog/?doi=10.17495/easdl.2024.12.34.6.494&domain=https://easdl.org/&uri_scheme=http:&cm_version=v1.5

34(6): 494~506 (2024) AolulA|sh efapalel AFR Boksh o) o wo] v G 495

Hrlo] G3FS nAE Ao HuEArkKim H 2013; Park  BA4S %1 JE Ad tisle] $212 Holx Ut}
JN & Lim HC 2022). Kim H(2015)¢] &3] wh2d 2o A 227 2] AZuEEE B s njuldke] ek A}
FAES HAFAEY Hlwste] AF A oA At A 2 Ao}l 2153} A7l(Yang MG 2013; Lee SH & 2023;
Foll tigk B7h7} o o)A olm, 2| AlFol| ek ol < Mun EG - 2023), AFH N SA] A 2~F4d 51 A0
Z=7F o =i 3kt Bae BO & Jung SA(2020)2] A7l S (Park HN 2016; Kim YH & 2020), 10|95 AF-de
ME AFRY A Holn|z| 9} ofgFple] FHALTE AHS AYEy 3 aAnEE zﬁtﬂ «L_(Park KH % 2011;
WHESE WAl F& 1:4149} SIS Helo gy WA Chae WR & 2013; Song HE 2017), AF8]Hl5te] 7123} &
o] Wkl gAA o AHg-grta it APATe] 2 Aol 2 =L (Eom YS & Yang BW 2013; Eom YS &
4= 5 uf Ao 248 el A #FA F9S = Kim JO 2015), AFu]9vte] AelgdF(Lee SH 2010)2 A5
8H7] e A F2Ae] 523 Au| o] FARA SHEubg R el SR ARate T E 9 SAA
Rk ol gt g ARl Aol F5I AFRIES] of E % (Jeon HJ 2013; Na HR 5 2017; Kim YS 2019) 5 &
FAE =Y F e AARAGEA Y o] Fgs3lrt 2 S e R s oj gt ek, X[ Jo|nx] #H
AFAE S dES F e A9ez FriHa gle  Aqe Ade|nx| e} AAdLA] FrE AFAE FYel
w, 20120 AAINA vl HAZ ful =371 X3 g <52 & nzx]E &¥KKim HR & Lee HT 2011), ¢H53FES-213 9]
o] AP R A o]of] AFAl= AFdsuteS T4 A HFolu| A7} F7 AHE o] Zefl WX < gPark IN &
o7 HFHingy, FuEa, A5 e Bk F A Lim HC 2022), FEL2H & o] A do|n|x] e} x| jak
o] i FE 52 é"éi}g‘r BH=3) she § okt o] Mx]&= 43k AP (Na YG & Joo JC 2018)7} 9IS ¥ 2]

m‘i
mlo
A o
2
Oﬁt
J

3 3E] A HR o] o} ofgFilo] HAFuHIRtel] et Frtet | o=
2017; Park JI 5 2017; Kim YS 2019). 53], A/ 47A] & PRl Gl diRk A= RStk 28 Y Kim H2015)
3} A Ao °‘§P°i “gk=ole] gluto] 7 L& EA]Y o T FUEY A Holux]e} ofFFile] FFE ] A|FL]
Aloh HIRIRPS FAIR 20077 vipd AR EAE 0 Gkl S viAE Fa3 Wt 2 vk Sl
WZ 3k TkPark HN 2016; Na YG & Joo JC 2018; Kim  wha] ¥ AFolaE AEAY FHS giaos =] 1
YH % 2020; Mun EG % 2023). AF8¥He A g 9 =) Ao} o gFalo] HFnpivte] tigh kel uj) oo n]X|
A FAPR FEE ARl Zd?ﬂrE FEH R BN = G AFup Gl slo] A geln] A9} ofgk4] F
© 2bdskE WA o 294 B4l vidd 5o ey S A9E Bt dvh & A A
o7 ¥ Elo] gtl(Yang MG 2013; Mun EG 5 2023). A5 ol thak 2| oA 9] Q4] 533 *“jﬁ}ﬁ A= Al
ke Al gk Wb dFAde] gy & vve], sk, 3
- X1k XV“ZIOU A, Al e E‘r/\lu} HH Sl 2 &
FAo 72 H7FE 3 It Mun EG 5 2023). AFH] Rl 3
ZtEE BE xﬂ& TG FAE Fi A onlo of ekt
o3t Ble] 2345 o] FaL glom, YL o' uig g

9 THJeon HJ 2013; Na

= o?.: o e

i

¢

d

El

sS40 2 HriE 2 JtHEom YS & Kim JO 2015). A5x4 1. ZACHAE 2 7(2E

o ey o] FESA ] et QIR E9} 7| S % At B AT 2024 62 5E 797HA] 7 204 o]de] A
A AFHRINE 53] V] 4437 08 w2 QAR Vs B AF Aol e AT AFAI Y] HEAA A
= HtHYang HS & Rho JO 2005). Park JY(2000)2] Oﬂ? 1S o ) tlidAle AFA], QARA], A, A
o] W= Hlt”%'d sl Al Q17 o g g A, gt T AFA G 1470 A - 7ol AFste s
T8 WS =L AR HSEE Hlva oP o] ¥ H-3Z (convenience sampling) S ©]-&-3ako] A4 613
om, Chae WR 5(2013)2 AFuHIRbEs Mdlsl= o7t th AEAE F 37055 w3t 352471 3]559om,
AzAelgbe /14o] 7V A A-&-gtta syl ey o] T BT SHS HEAIE AL 3385(91.4%)F
AFnRigio] AMule] tlFAQl S2ldA ugst dEsE A A o] &8t & °HL~ Oﬂ?ﬂﬂ ad4d gty A
WA g S22 HAEHASS Yang MG(2013)9] 4 a4l 9 ds]e] HQls Wekom (SIS JIBNU 2024-

FollA AAERem, HZoll= 2HE EFStete] &Y 06-0006-001) ZARH A7 «1?2;_ 7 ARz el
ol st olygl S| AEF =3 Park JY 2000; Jeonju gt
City 2015; Joh YS 2016)5 Al&=3star lo] HFnslvte]



496 g g e -

2. ZALEE &

B Age] Aqeln]A], ofgFido] MFHN Fhek Tl
oo wAlE dF 2ARE A &A= AT (Lee SH
2010; Chae WR 5 2013; Jeon HJ 2013; Kim H 2015; Song
HE 2017; Lee JS 2018; Bae BO & Jung SA 2020)& Zt=3}
04 gkt dRlzAle a9 SAAF ol F

FA] Al 20 S thAto R A%
D]x] gE =90 A5t ZAHE S A AR
AR, @Al AFshe A9 o|nlA], ofekA, Ay
o Bohsk o) o= PG ZARR AL L
g g, A%, g, 99 BF7, 156, 49
& A% AT oRE 2ARg o, A% AFAT} ohd
= ANE AR 137 A - (A, 24 AA, E,
AF

_ o
3, 94, 3, 75 A

=l
B
il

o]- x]— )oﬂ x]xJ

Kim H(2015)= A He|n|A] & A wFolx
FH71E] Fole A4 & A
= A - A, A8l EAET 2ol O
JE 84S g AWbE oL} ¢
o} A EeE-S 43 AHKim H 2015; Bae B
=g 3h o] B Hoth, ‘A]?l-‘é
1Ho=2 wde LOlD} AREL P28
FAAA oz PPH FHoltk T & 170 FEeE T4
o Likert 54 HE(GA: ¢ 2Z~14: Ag a28x
BThHE ARSI

o kAl e R FHEo]| 7127l

)
ol
ol
-
oM.
Y

Aol gk ofj2to = o
sl om(Kim H 2015), A9 ojzo 2 Ee]7|%= ¢THBae
BO & Jung SA 2020). Bae BO & Jung SA(2020)2 A< ©ff
A|GAEE] WA AGFRE TRl e e g 27
= A dAgizte 2 Aolsiaitt. A3 Kim H(2015)
o] AFE Fzxsl] AFshe AGe Wt AFS HES
Tk, AA) AT A dA] AL Ao vk, 9 Ak
EoA AF AJoR o|FE ARy, A AFo| i
© A T Zgo] Frbe] 4l FEo R 50
Likert 55 #%=(55: wi-¢- 23 vh~175: W8 137 “%ﬂr)i
ZAVBISIT

AFu et H7F 22 Lee SH(2010), Song HE(2017),
Lee JS(2018), Moon HJ & Cha YS(2023), Mun EG 5(2023)
o] AFE Fxdte] AFHRNS F3AA 77 e
w2olth, AT o=l Al A7 4= 9lE K-food
ojty, “HFHHIYE TEENA AT WES2loltk &

28

T e =
% o/l P PARITL ZARE Likert S8 AE(GH: o
G ARG~ 13 A3 %A frhE o8-Sl
o) ot ool g Avlae) o)Az gelsge

HoFA oF BAEREAERS

(Kang JH & Kang JH 2014), 71 oAl 33 o=, ) 7uj
ol% So| ZZETKPark JI 5 2017). A58 Ko gk -
] o= -E"ﬂ] < 93 A EE-2 Kang JH & Kang JH(2014)
9} Park JI 5(2017)9] A& Fxshe] Aty oz A H]|
Wabe]] WHESIATP, g Al & Aoltp, ‘O E AlSRE
ANA AFHNHE FHE Aolrp o 33Eo g FASI S
o, Likert 5% A= )9 280~ 148: A8 284 &
thz 24k

A 23 ke A dide 3491]"3}3’— ”i]‘zg As
g A3}, A geln)A], oy, HFRRIR
Z}Z}o| Cronbach’s alpha A&

JEh} A48 SRes,

o N
E
=
)
_}L

wa
—Ll
:‘F:
L
b1

.824, 0.660, 0.898, 0.924=

3. SAEA

B ool g BAL SpSS EAZEZI(IBM SPSS
Statistics for Windows, Version 27.0; IBM Corp., Armonk,
NY, USA)E ©]-&3t3ith A dAte] dnbd 542 He
of MiEES AEsidlon, JaddS Bd 2+
EASEATE AN GRS A FolmlR], o34, HFH]
B 2 Ful oxe] f3e detstr] flsted 8l
(factor analysis)Z} A2 %= EX(reliability analysis)<
B 1 AL A2e9n QolBAe =R B
2 w3z ‘?j(vanmax rotation) S o]-&-3fe] T3k
(eigenvalue)©] 1 ©]7F, 2155}k (factor loading) 0.4 ©]/d=
7IEo® 9o, AN E %S ¢J3ke] Cronbach’s agk
= :r";}Oﬂ‘:} Al qo|m A7} A FH IR kel Tl o] o
BFH I} o gFalo] MFunt Hrkel 7l oo
kg e 7+zt 53] A & (multiple regression) T}
v‘i— q(s1mple regression) = AA]E o, A4
2 Adjusted R*E HA=3t) AF AF o1
%L Brrek Tl o=, ofgFA el wE
L %E-’& 737 (independent
A qolm| =] g} off g4l o] A

(two way ANOVA)= 4]
R, Adjusted R°Z 733}

Ulr%:
o 1 o Mz o %

e
o & 1 =

Hy 2
o rfr r{r
&£

[

aﬁ—m

i
He

of, ja
ro
I

(L
4
1o

S

l

N2 o 2 H2 g
(8
MU of
JE
r

12
s
=)
R
1:0 um

r_l

ol
il
32
° rﬁ
)

T
g
a
N
o
i1
= 12

r [o

[o op
r
flo jz Hﬂ

5 o
i}

ﬂl_u HE

2 9
o %
_IE{

24 jl_l.

2 | &

1. ZAICHAEXL S|
ZAMEALe] Lt X3t A3l Table 13 2
o AR ARE F 3380, A o34 60.7%, B’
39.3%°| Atk AR, B AE -2 42.724 011, 200
£ 24.0%, 30T E 20.7%, ‘40T’ & 17.4%, 50T & 20.7%,

HIA E
— 1

(2
M0z

S|

2 e

=
B4

H oo
v

l

o flo r""



34(6): 494 ~506 (2024) Ao

Table 1. General characteristics of the subjects

REEERSEEES N

Variables N %
Female 205 60.7
Sex
Male 133 393
20~29 81 24.0
30~39 70 20.7
40~49 59 17.4
Age group
50~59 70 20.7
>60 58 17.2
Mean+S.D. 42.72+14.96"
High school 27 8.0
In university 122 36.1
Education 1 oe 23 6.8
level
University 109 322
>QGraduate school 57 16.9
Student 81 24.0
Housewife 24 7.1
Self-employed 36 10.6
Occupation  Industrial/office work 64 18.9
Professional 84 24.9
Sale/service 28 8.3
Others 21 6.2
Single 97 28.7
Couple 53 15.7
Type of Couple+children 171 50.6
families Couple-+children+ 9 27
grand parents ’
Others 8 2.3
<100 42 12.4
>100 and <200 22 6.5
Monthly
income >200 and <300 76 225
(10,000 >300 and <400 55 163
won)
>400 and <500 42 12.4
>500 101 29.9
Living in Yes 213 63.0
Jeonju No 125 37.0
Total 338 100.0

Y Mean+S.D.
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Table 2. Results of factor analysis of regional image of subjects

Regional image Factor 1 Factor 2 Factor 3 Factor 4
Citizens obey the laws and regulations well. 0.790"
Citizens are kind. 0.784
Citizens are honest. 0.741
It is a place of high cultural standards. 0.623
It is an economically developed place. 0.748
It is a place where the current level of research and technology is high. 0.736
It is an economically stable place. 0.711
This city is a good place to live. 0.687
Citizens are diligent. 0.674
It is a place where there is a high potential for development in the future. 0.655
The overall standard of living in the city is high. 0.572
This is where changes are currently taking place. 0.571
Citizens are politically conservative. 0.887
Citizens are generally conservative. 0.883
Citizens are exclusive. 0.430
Eigen value 5.145 1.850 1.439 1.049
Variance explain (%) 34.301 12.335 9.596 6.996
Cumulative variance 34.301 46.636 56.232 63.228
Kaiser-Meyer-Olkin 0.837
Bartlett test 1,924.641"
Cronbach’s a 0.788 0.809 0.780 0.642

Factor 1: citizenship, factor 2: economic feasibility, factor 3: dynamism, factor 4: conservatism.

D Factor loading >0.4.
™ p<0.001.
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Table 3. Result of factor analysis of Jenju Bibimbap evaluation, purchase intention, local patriotism of subjects

Regional image Factor 1 Factor 2 Factor 3
Jenju Bibimbap is a culturally valuable food. 0.830"
Jenju Bibimbap is a K-food that can be introduced to foreigners. 0.816
Jenju Bibimbap is a traditional food that will be passed down to future generations. 0.784
Jenju Bibimbap is a healthy food in terms of ingredients. 0.739
Jenju Bibimbap is a native dish using local ingredients. 0.735
Jenju Bibimbap is the representative food of Korean food globalization. 0.722
I will repurchase it in the future. 0.886
Overall, 1 was satisfied with Jeonju Bibimbap. 0.860
I will recommend Jeonju Bibimbap to others. 0.827
I want to continue living in my current residential area. 0.807
I encourage people around me to move to my current residential area. 0748
I purchase our local products as much as possible. 0.686
The purchase of locally produced products is conducive to the development of the region. 0.432
Eigen value 5.063 1.636 1.595
Variance explain (%) 38.942 12.585 12.272
Cumulative variance 38.942 51.528 63.799
Kaiser-Meyer-Olkin 0.869
Bartlett test 1,886.094™
Cronbach’s a 0.886 0.865 0.660
Factor 1: Jeonju Bibimbap evaluation, factor 2: Jeonju Bibimbap purchase intention, factor 3: local patriotism.
D Factor loading >0.4.
" p<0.001.
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Table 4. Relationship between regional image and Jeonju Bibimbap evaluation and purchase intention

Dependent variable Independent variable B t VIF
(Constant) 12,957
Citizenship 0.180 2.996" 1.478
Jeonju Bibimbap evaluation ~ Economic feasibility —0.178 —2.738" 1.735
Dynamism 0411 6.252"" 1.770
Conservatism 0.042 0.847 1.013
R*=0.189, Adjusted R*=0.179, F=19.338""
Dependent variable Independent variable B t VIF
(Constant) 5.260™
Citizenship 0.133 2.168" 1.478
Purchase intention Economic feasibility 0.050 0.750 1.735
Dynamism 0.243 3.610™ 1.770
Conservatism 0.116 2.273" 1.013

R*=0.149, Adjusted R’=0.138, F=14.533""

* p<0.05, 7 p<0.01, ™" p<0.001.
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Table 5. Relationship between local patriotism and Jeonju Bibimbap evaluation, and purchase intention

Dependent variable Independent variable B t VIF
(Constant) 19.853""
Jeonju Bibimbap evaluation "
Local patriotism 0.357 7.010 1.000

R’=0.128, Adjusted R’=0.125, F=49.143""

Dependent variable Independent variable B t VIF
(Constant) 11.164™
Purchase intention s
Local patriotism 0.262 4.969 1.000

R*=0.068, Adjusted R’=0.066, F=24.692""

™ p<0.001.

3 T o] =E W A Table 69 AAEGTE HAF
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Table 6. Jeonju Bibimbap evaluation and its purchase intention according to the residential area

Living in Jenju

Total

Variables Yes No (n=338) t-value
(n=213) (n=125)
Jenju Bibimbap is a culturally valuable food. 4.24+0.65” 4.23+0.73 4.2440.68 0.158
Jenju Bibimbap is a K-food that can be introduced to 43040.68 4.9940.69 43140.69 0465
foreigners. ’ ’ ’ ’ ' ' ’
Jeonju Jenju Bibimbap is a traditional food that will be passed 4.1940.68 4204074 4204070 0,095
Bibimbap down to future generations. ’ ’ ’ ’ ’ ' ’
evaluation” Jenju Bibimbap is a healthy food in terms of ingredients. ~ 4.50+0.56 4.3240.66 4.43+0.60 2.726"
Jenju Bibimbap is a native dish using local ingredients.  4.17+0.75 4.1940.61 4.184+0.70 —0.245
Jenju Bibimbap is the representative food of Korean food
4.15+0.72 4.20+0. 4.17+0. —0.
alobalization. 5+0.7 0+0.68 7+0.70 0.687
Total 4.26+0.52 4.24+0.57 4.25+0.59 0.409
I will repurchase it in the future. 3.48+0.88 3.49+0.80 3.48+0.85 —0.095
Purchase Overall, T was satisfied with Jeonju Bibimbap. 3706076 3.63£0.77  3.67£0.76 0.785
intention”
I will recommend Jeonju Bibimbap to others. 3.62+0.91 3.58+0.83 3.61+0.88 0.409
Total 3.60+0.75 3.56+0.74 3.59+0.74 0.396
D Likert scale: 5 (strongly agree)~1 (strongly disagree).
2 MeanzS.D.
™ p<0.01.
& Lim HC(2022)& SHe FESA R tfad Ao A 7. ZAHCHARLS] o2k =ZFof| mE X|Ho|a|X| 22l
MRS AY 2% S & v FHE wi EFAolH F31 7hH|m
Bt o S8% 4Es doja Hadgit 5, Fsl NGz A <olu]A] 291 3k BAE B3] 9lked o
AFrRinkel] vhSela ARl Hrke & v vhE Aol Ao 2 HHEH(3.5840.63)S 7FO R o] aES B
A e BEASEY ohyEt ARA Qe g A5 galdtiTable 7). BFEE o)) FAMNAAE ofgRol
ot ASHoR 2% € loR AYridn B O, Bk U0 A AR ojgle] Re A%

Table 7. Regional image according to the level of local patriotism

Level of local patriotism

Variables” High group Low group (r;l:);‘i;) t-value
(n=152) (n=186)
Citizenship 3.76+£0.56” 3.43+0.60 3.58+0.60 —5266""
Economic feasibility 2.99+0.80 2.660.71 2.81%0.77 —4.048"™
Dynamism 3.62+0.55 3.05+0.58 3.31+0.63 -9.138"™
Conservatism 3.03+0.78 3.1240.65 3.08+0.71 1.025
Total 3.41+0.46 3.0920.41 3.2340.46 —6.894™

1) Likert scale: 5 (strongly agree)~1 (strongly disagree).
? Mean£S.D.
™ p<0.001.
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Table 8. Regional image according to the level of favor

Regional image N %
Unfavorable regional image group 173 51.2
Favorable regional image group 165 48.8
Total 338 100.0

SFAAE AP S A2 oA § B
AFulEle] 0ig Bk Bk e Aelu] A7) v

S| AFH el Ud Boh sl vehack
Aolul A7} ¥ S5 Aol 3 fapale] e ) AT el
W@ Hoh ekek ool Ane 2w AFAE A97
A BYEE fiete] AT Fusk FA) AH Bl 4
AulAE A2 Syl L7 z1°u 4 el A
olulx|e] AT} o4& £
o shAlch. 5403 AskE Aou

=

Table 9. Effect of interaction of regional image and local patriotism

Source Sum of square df Mean square F Partial eta squared
Intercept 205,819.812 1 205,819.812 23,677.546 0.986
Regional image 186.993 1 186.993 21,5127 0.061
Local patriotism 201.281 1 201.281 23.155™ 0.065
?R;Z?gn;ftfﬁ;giocal patiotism) 100.995 1 100.995 11618 0.034
Error 2,903.334 334 8.693
Total 223,812.000 338

R*=0.186, Adjusted R*=0.179

ok

p<0.01, ™ p<0.001.
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Fig. 1. Profile plots of interaction of regional image and local patriotism.
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