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Appendix A

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

Size of Sample Size (n) for Precision (e) of:
Population 3% 5% £7% | 10%
500 | a ' 975 145 83
600 | a o/ T ) 86
700 | a 255 158 88
800 a 267 163 89
900 a 277 166 90
1,000 a 286 169 91
2,000 714 % 185 95
3,000 811 353 191 97
4,000 870 364 | 194 | 98
5,000 909 370 19 98
6,000 938 gt THE W 197 98
7,000 959 378 . 198 99
8,000 976 381 199 99
9,000 | 989 383 200 99
10,000 | 000 | 385 ) T200 | 99
15,000 Y7 S B T A T T 99
20,000 1,03 | 392 | 204 | 100
25,000 1,064 394 204 100
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 (Yamane, 1967). The entire populationé

should be sampled.

Source: Yamane, Taro. Statistics, An Introductory Analysis, 2nd Ed., New York: Harper and Row,
1967.




95

Appendix B: The Questionnaire in English

Questionnaire: Consumption Behavior of Korean Cultural Product
“Kim-Chi” in Bangkok
This questionnaire is to collect information for composing a thesis,
submitted in the requirements for the degree of Master of Arts in Korean Study
Department of Chulalongkorn University. Any information obtained from
respondents will be confidential and used for presenting and analyzing only.
Respondents are required to be those who have eaten Kim-Chi and
those who live in Bangkok area. Please kindly fill out every detail in the
questionnaire. Many thanks for your cooperation which help the researcher to be able

to collect necessary information for academic purpose.

Part I General Information

1. Gender
O Male
O Female
2. Age
O years old

3. Highest Education Level
O Uneducated
O Elementary School (Grade 1-3) or Equivalence Certificate
O Elementary School (Grade 4-6) or Equivalence Certificate
O Secondary School or Equivalence Certificate
O High School/ Vocational Certificate or Equivalence Certificate
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O

High-Level Vocational School or Equivalence Certificate

O

Vocational Certificate in University/ College/Royal Military Academy
/Royal Police Academy / Other Related Institution

a

Bachelor Degree
O Master Degree

O

Doctor’s Degree

4. Current Occupation Status
e Working (Please select occupation)

O Government Officer

O State Enterprises Officer/Government

O Private Corporate Officer

O Business Owner/ Self Business

O Employee

L] Othen(plcase speaifiy). TN i of ... %

e Non-working (Please select)

Studying

Looking for a job/unemployment

Housewife

Retirement

Illness

Disability/ Incapability

Other (please specify).......ccoeueieieieininiiieninenannn.. *

O000o0Oo0oa0n

5. Monthly Salary (Full time job)
O No salary
O Lower than 10,000 baht
0O 10,001-20,000 baht
O 20,001-30,000 baht
O 30,001-40,000 baht
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0O 40,001-50,000 baht
O Upper than 50,001 baht

Part 2 Perceptions that affect Thais’ consumer behavior toward Kim-Chi
6. In your opinion, which country does Kim-Chi belong to?
O Korea
O Japan
O China
O Thailand
O Not sure

7. When talking about Kim-Chi, what kind of food do you think of? / Base on
your perceptions which of the following choices are Kim-Chi? (Multiple

answers are allowed)

O Pickling cabbages

O Pickling vegetable such as pickling cucumber, radish, pickled chilli,
pickled ginger Pickling seafood such as pickling shrimp, pickling
octopus, pickling crab, pickling oyster

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

O Products in Thailand that use Kim-Chi as a raw material or ingredient
such as Kim-Chi flavored fish snack, Kim-Chi ﬂ_avored biscuits, Kim-
Chi flavored instant noodle, Kim-Chi flavored fried-baked seaweed ,
Kim-Chi flavored Pizza ‘

O Other (please Specify)..........oceuuvuniiuiiinniinnaennn.n.

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

Different kinds of food which has Kim-Chi as ingredient such as Kim-
Chi fried rice, Kim-Chi soup, pork fried with Kim-Chi

Products in Thailand that use Kim-Chi as a raw material or ingredient
such as Kim-Chi flavored fish snack, Kim-Chi flavored biscuits, Kim-
Chi flavored instant noodle, Kim-Chi flavored fried-baked seaweed ,
Kim-Chi flavored Pizza

OHOTHPCase speCIB)L LSRN NN . ... %, . oo §

Note: From Question number 9 in this questionnaire, the researcher views
“Pickling Cabbage Kim-Chi” as “Kim-Chi”.
9. Where did you eat Kim-Chi for the first time?

a

O O O O

at Korea

at Japan

at Korean restaurant in Thailand

at Japanese restaurant in Thailand

Bought Kim Chi from department store/ supermarket.
Other (please specify)......ccceveiiviiniiiiniiiiinennnn.

10. When was the first time you ate Kim-Chi?

O
O
O
O
O
O

Before 2533 B.E. (1990 A.D.)
2533 -2537 B.E. (1990 -1994 A.D.)
2538 -2542 B.E. (1995-1999 A.D.)
2543 -2547 B.E. (2001-2004 A.D.)
2548 -2552 B.E. (2005-2009 A.D.)
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-Chi in Thailand? (Multiple
answers are allowed)
O Korean restaurant
Japanese restaurant
department store/supermarket
Korean product zone e.g. Korean Town
Internet

Self-cooking

E=E RN [ Tl ]

Other (please specify)........ccoevivieiiiininiiiininann.n.

13. How often do you eat Kim-Chi?

O

Everyday

O 3-4 times per week
1-2 times per week
Once per month
Once per 3-6 month
Once per year

O 0 0 @a

Occasionally

14. When you have an opportunity to eat Kim-Chi, which forms of Kim-chi do
you prefer to have? (Multiple answers are allowed)
O Eat Kim-Chi because it comes with a set meal
O Intentionally order a dish of Kim-Chi
O Intentionally order many dishes of Kim-Chi
0O 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 III Cause roots/Influences/ Factors that affect Thai’s consumption toward
Kim-Chi

16. Do you prefer Korean culture and entertainment media?

O Yes (Please select the level of preference)

_verymuch  much _average _least _very least
O Not at all

17. Does the influence of Korean entertainment media or Korean wave affect your

decision on try Kim-Chi or Korean food?

O Yes
__ Eat only Kim-Chi
__ Eat both Kim-Chi and Korean food
(Please select the level of both factors that affect on your consumption)

_verymuch  much _average _least _very least

O No (Skip to Question 20)

18. Which of the following Korean Media or Korean wave have an affect on your
Kim Chi’s consumption? Please select only the most three important factors in

your opinion from 1 to 3 respectively (Note: 1 is the priority factor)

_ Korean Movie/Korean Series

___Korean Actors and Singers

____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 3 in Thailand 2548 B.E.)

have an effect on your try decision or interesting toward Kim-Chi and Korean
food?

O Yes (Please select the level of importance)

_verymuch  much _average _least _very least
O No

20. Besides the entertainment media or Korean wave, which factor has the most

influence on your trial or consuming decision toward Kim-Chi and Korean
food?

_ Yourself

_ Friend’s suggestion

_ Family/ Relative’s suggestion

__Packaging/ Product (label/ Korean language/ Beauty)

Distribution Channel (Japanese-Korean restaurant/ Department store)

Part IV Kim-Chi: Thais’ Consumerism of Sign toward Korean cultural product
21. Please select the appropriate choice on your perception basis (Note: Strongly

agree, Agree, Not sure, Disagree, Strongly disagree)

Strongly | Agree | Not | Disagree | Strongly

agree sure disagree

21.1 “Kim Chi” is a 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 to Thais’
taste which is different from
Kim-Chi in Korea.

21.8 Whenever you eat Korean
food, you always eat “Kim
Chi”.

21.9 The atmosphere in Korea
restaurant can influence you to

eat “Kim Chi”.

Ending questionnaire

Thank you for your cooperation
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Appendix C: The Questionnaire in Thai
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BIOGRAPHY
Name 3 Miss Pantipa Prasertsrisiri
Date of birth : July 27, 1985
Birth Place : Bangkok, Thailand
Education : Silpakorn University

Bachelor of Arts in Anthropology

(May 27, 2004 - March 9, 2008)






