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INTRODUCTION
 

-Background of the Study:i.
 

Under the joint sponsorship by the Agency for Interna­

tional Development (USAID) and the United States Department
 

of Agriculture (USDA), Korean Foods Industry Association
 

(KFIA) undertook the project for developing low-cost nutri­

tious foods. In 1975, KFIA undertook a set of programs to
 

encourage-major Korean food manufacturing companies to develop
 

and market low-cost high protein foods in Korean. Under these
 

programs, Sam Lip Foods Company Ltd. was assigned to develop,
 

and introduce low-cost high nutritious (soy-fortified).bread
 

to Korean food market.
 

In addition, USAID commissioned a separate research prog­

ram for developing an effective marketing program and for.:
 

evaluating the performance of marketing the soy-fortified
 

bread. The study was under-taken by a group .of researchers
 

headed by Professor Il-Chung Whang, Research Institute for -


Economics and Business, Sogang University in Seoulf Korea
 

Developing Soy-fortified Bread by
 
Sam Lip Foods Coo, Ltd.
 

Under an USAID financial sponsorship, Sam Lip FoodsCo.,
 

Ltd. began developing soy-fortified bread in early 1975.-The...
 

development of soy-fortified bread together with,-the tes.t of
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its manufacturing process was nearly completed 
by March, 1975.
 

A series of product-taste tests w-re 
conducted in order to'
 

gather consumer responses to ths taste 
of the new product.
 

On the basis of the consumer responses 
obtainod from the
 

tests, efforts were made to improve 
the product. Except for
 

minor complaints about the texture and flavor 
of the soy­

fortified bread, the consumer responses 
were largely favor­

able.
 

In February, 1975, the Korewl government 
prohibited the
 

import of. strong flour (dark northern 
spring wheat-DNS) which
 

has higher protein content in an effort 
to save foreign
 

The DNS wheat is indispensable in producing
exchanges. 1 ) 


The company, there­
the right kind of soy-fortified bread. 


fore,. decided to postpone the marketing 
of the soy-fortified
 

bread with a hope that the import prohibition 
of DNS wheat
 

would be lifted in near future.
 

The company, nevertheless, undertooc 
to improve, manufac­

turing process for the new bread and carried,.out 
a series of
 

experiments to produce new bread with other wheat 
than DNS
 

The technical problems involved in these 
experiments


wheat. 


further delayed in manufacturing the soy-fortified 
bread for
 

market introduction.
 

The foreign exchange reserve position of 
the Republic of
 

Korea was at its lowest position in Spring, 1975.
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During the latter half'of 1975 the company conducted
 

another set of trial runs on the production of the soy-forti­

fied bread by mixing weak flour with S.S.L. and gluten in
 

addition to soy flour. The company succeeded in producing
 

the new bread that had somewhat less unplesant soy flavor.
 

The company felt that it was not ready to introduce the
 

improved bread to market testing. No further action was
 

taken by the company until Spring, 1976.
 

In Spring, 1976, it was known that strong fldur.would',
 

be available sometime in May. The government finally'reaized
 

that strong flour was indispensible in producing good-quality
 

bread and pastries and that the saving from the import prohi­

bition of strong flour was nearly offset by the costs of
 

importing additives, such as gluten, and by the poor nutri­

tional value of weak flour.
 

Such new government decesion to allow import of DNS wheat
 

enabled the Sam Lip Foods Co. to resume the manufacturing and
 

test marketing of the soy-fortified bread from June, 1976.
 

It was only then possible for our research team to initiate
 

a series of market studies.
 

Objectives of the'Study
 

Our study is focused on the analysis and evaluation of
 

findings from consumer attitudes and marketing surveys for
 

soy-fortified bread in -the Korean test market. In the past
 



no comprehensive marketing studies 
have been made about bread
 

consumption. Moreover, these studies are largely limited 
to
 

finding consumer attitudes toward a specific 
brand of bread,
 

The
 
or towords bakery products, particularly on 

pastries. 


findings from such studies had limited values 
for our purpose.
 

The following are the objective of our research 
project.
 

To'analyze bread consumption pattern and 
its existing


1. 


marketing conditions in Korea,
 

To provide useful market data on consumer 
responses


2. 


toward bread of ordinary kind,
 

3. To analyze and evaluate the actual 
marketing performance
 

of the soy-fortified bread both in test markets 
and
 

market-wide distribution channels, and,
 

To evaluate the feasibility of marketing 
the soy-forti­

4. 


fied bread in Korean markets.
 

.'Sources of.Data
 

.n.our
The following three-kinds of data were employed 


study
 

Secondary sources from.food balancesheets (time-series)
1. 


and household surveys were'utilized to provide background,
 

information on pattern and future need of foods 
in
 

:general and processed foods in particular.
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2. In order to collectfirsthand nforat 

.... in o m t on . on.: thei.. 
consumer attitudes towards both-ordiha' breadanth 

soy-fortified bread, field surveys have been conducted
 

,at both retail stores and consumer's residence. Mail
 

surveys were also made to supplement findings from
 

field surveys.
 

3. Because of insufficient and unreliable data available
 

for the bread sales in Seoul and countryside, only the
 

data provided by Sam Lip Foods Co., 
Ltd. and the sales 

data provided by the selected sample dealersof the 

company were utilized in our study. J_ 

Organization of the Report 

Chapter I provides. the past pattern and future need of, 

consumption of foods in general and processed foods in parti­

cular to provide background information in evaluating the
 

market potentials for the soy-fortified bread. Chapter II
 

presents the summary of the finding from bread market surveys
 

conducted at both retail stores and consumer's residence.
 

Also, for the better understanding of Korean urban bread
 

market the chapter includes the summary of the bread user
 

survey, which was conducted by ASI Market Researoh Ince 
(Korea).
 

Chapter III deals with the evaluation of intP6dueory market­

ing programs and market position of the soy-fortified bread
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during the first seven months of the market-wide intro­

duction (December 1976 to June 1977). The chapter is also 

concerned with some qualitative comments on the promotion 

of soy-fortified bread that was conducted by Sam Lip Foods 

Co., Ltd. during the introductory stage of the market-wide 

distribution. The summary and the conclusions of our study 

is presented in the end (Chapter IV). 



CHAPTER I 

PATTERN OF FOOD CONSUMPTION 

Introduction
 

The purpose of this chapter is (1) to characterize
 

trends in consumption of food including grains, potatoes,
 

fruits, vegetables, meats, dairy products, and processed foods
 

from the review of relevant statistical data and previous
 

studies 	of food demand relationships in Korea, (2) to present
 

income and price elasticities of demand for basic food items
 

available from the previous cross-sections and time-series
 

studies 	of food demand relationships, and (3) to present the
 

long-term projection of per-capita demand for food grains and
 

other major food items on the basis of the best estimates,
 

available.
 

1. Trends in Food Consumption
 

1-1. 	 Trend'in Consumption of Food-grains Meats and'
 
Others from Time-series Food Balance Data
 

For this study consumption is defined as that qantity
 

of a food grouping which is made available for domestic
 

consumption from production, net imports and stocks. 
The.,
 

figures 	of per capita consumption;of-the.-various food group-.
 

ing for 	the period from 1962 to 1975 is presented in Table I-1.
 



Total consumption figures from food balance data were then
 

divided in each year by the carresponding population. Table
 

1-2 presents the aggregate domestic consumption of major food
 

groupings for the period from 1970 to 1975.
 

Consumption of Food-grains t Foodgrains consumed in Korea
 

are grouped into rice, wheat flour, barley, and other grains.
 

From Table I-1, the per capita consumption of all foodgrains
 

for the period from 1962 to 1975 shows an increasing trend
 

up to 1968 and then maintained a somewhat constant level of
 

522-550 grams with the exception of the peak level of 582.2
 

The annual per capita consumption,
grams (per person) in 1971. 


however, fluctuated widely over the period for 1962 to 1975.
 

This was mainly caused by wide fluctuations in the consumption
 

of rice which accounted for about 70 per cent in 1962 and 62
 

per cent in 1975 of the consumption of all foodgrains. The
 

per capita consumption of wheat flour rapidly increased from
 

34 grams in 1962 to the peak of 100.1 grams in 1973 and then
 

The per capita consumption
declined to 82.4 grams in 1975. 


of barley and other grains shows a relatively constant trend
 

over the period, with somewhat mild annual fluctuations.
 

Pulses, Vegetables and Fruits a The per capita consump­

tion of pulses shows a steady increase from 16.3 grams in
 

1962 to 17.2 grams in 1971 and to 22.6 grams in 1975. The
 

per capita consumption of vegetables and fruits shows a
 

steadily increasing trend over the entire period.
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Table:Il,,1 Trend in per Capita Food Consumption "
 

-perDium (1962-1975)
 

.................. ... (Unit:g )
..............
 

i er-, 1962- :- 1965 1968 1971 1973 1975 

Grains 477,6'.504.3 5261.5' 	 551.1
582.2 	 528.6
 

Riche 331-.4 354.1*5 3227. 382.2 330.5 328.3
 
Wheat flour"' 34.0" 36.9 76.1 87;6 100.1 82.4
 

Barley 104..3 105'.1 117.1 106.1 112.3 
 108.6
 

Others' 7.9 7;9 
 '6.10.7.3 8.2 9.2
 

Potatoes ....98.~1 "200.5 147.6 136.5 
 107.5 115.2
 

Sujgar"' 4.7 	 12.0
3.5 19.0 15.9 ' 14.3 

Pulses 6.0,3 140'5 17.6 17'.2 19.3' 22.6
 

Nuts %0.2' 0.2 
 0 2 0.2 0.2 

Oil seeds,- 0 220 0.8' 6.2 0.1 0 ' '5
 

Veg(tbles 99.0- 146.3
115.1 184'99 161.0 1713.3.
 

Fruits 15.1' 22.3 
 24.4 27.1 34\2 ' 3'2 

Meats 12.9 ?' 150'9 22.2. 21.6 ' 25.3 5 

Eggs 	 4.4 51 
 6 8.8, 9.1 10.9
 

Milk 0.4 5.6, 3.8 6.0 8.9 8.8
 

ShelI-Fish 	 44.8 38.11..40.6- 64.11 67.
':-.36.:9.-:-


Seaee 3.3 	 7.23.9 '75 14.,6 14.4
 

Oils .8 3.4 5.6
1.0 	 6.1 
 7.3
 

Source: 	Ministry of Agriculture, For :-y and Fisheryand FAO 
Korea Association, Food Bala.; J 1.:..7.i.heet, 	 ­
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Dtion .'bfFoods
Table',.1-2 Anniiual 	ARrezate Consump 


(unit:1 ,OOOM/T) 

. 70 ....19711i 	 1972 "973 1974 1975 

Grains 	 6,302. 7,008 6,777. 6,870 6,894 6,808 

1,810 1,641 1,469 1,340 1,034 1,256Potatoes 


Sugars 201 228 203. 199 200 184
 

221 	 240
Pulses 	 239 205 241 291
 

7Nuts 2 .2 3. 3 . 4 

Oil Seeds 3 2 8 10 12.45 

Vegetables 1,938 2,224 2,090- 2,007 2,263 '2,206
 

325 380 426 451 492
Fruits 	 325 

268 260 309 317 319 326Meatz 

Eggs .103 106 117 114 134 139 

Milk (56) (73). (84), (109,) (128) (113) 

Shell fish.. 474- 489 629 801 690 856. 

90 181 273 185Seaweed 85 84 

Oils 47 73 67 70, 77 94 

Alcoholic 'beverages 

1,485 1,.631 1,875 2,004 2,092 2t"049 

Source: Ministry of Agriculture, Forestry and Fishery, and
 

PAO Korea Association, Food .Balance Sheet, 1975
 



Animal Protein Food , The per capita consumption of
 

animal.protein foodstuffs increased rapidly over the entire,
 

peribd:, The per capita consumption of',meats including-beef9
 

pork'and chicken steadily increased from 12.9 grams in 1962.
 

to 25.4 grams in 1975. The per capita consumption of eggs
 

shows a sharp increase from 4.4 grams in 1962 to 10.9 grams
 

in 1975. The per capita consumption of milk increased from"
 

0.4 grams in 1962 .to 8.8 grams in 1975, showing.a twenty-two-.
 

hold increase over the fourteen-year period. The per capita-_
 

consumption of fish and shell fish inoreased from 36'.9 !grams.
 

in 1962 'to 67.6 grams in 1975.
 

1-2. Trend in Consumption of Processed Foods from
 
Cross-section (Household survey) Data
 

Data on household expenditures on "processed foods .are"
 

collected mainly from annual reports on the family income ad.
 

expenditure survey in urban areas whichwere available'from
 

1962 to 1974. The detailed coverage of "processed fo6ds" is
'!
 

shown in the first cblumn of Table 1-5. The-items listed i
 

'
 this table are grouped into prepared food, confectloneries,
 

and soft drinks.
 

Engel Coefficient i Table 1-3 shows trends in monthly
 

food expenditure and its share in monthly total expenditures
 

in urban households for,.the period 'from 1963 to 1974. .sper.
 

capita real income grew (see Table A. I-1 in Appendix), the
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i
dit-rftodaily budget(
.....
.... 


share of food expenditure in total aiy ge­

in.1964
coefficient) decreased steadily from 59.5 per cent 

to 407 per cent in '1972. It increased to *3'3-per cen 

1974, refl acting a'sharp rise in the relative price. ffoods. 

i As presented Table Relative Share of Processed Foods 


-
(consisting of prepared
1-4, 'the-share of the processed foods 


foods, confectioneries and soft drinks) in total food 
expen­

ditures for urbati households rapidly increasod from 2.9 per
 

cent in 1965 to 8.2 per cent in 1975. Whereas real total
 

household expenditure per month increased 
1.8 times and food
 

expenditure 1.2 times, respectively, over 
the period between
 

1965 and 1975, expenditure on processed foods 
increased 4.4
 

This shows that the-demand for
 time over the same period. 


processed foods grew faster than the growth 
of both family
 

income and food expenditures.
 

Expenditure on plain bread occupied a 
very negligible 

portion of 0.2 per cent in food expenditure 
through the period 

from 1971 to. 1975.,; The share of sweetened 
bread in food 

In 
expenditure remained 0.7 per cent over the 

same period. 


other words, the growth of demand for both plain 
and sweetened
 

bread which together occupied 0.9 per cent 
in food expenditure
 

kept in line with the growth of food expenditure. 
Expenditures
 

over the period from
 on individual items of processed foods 


1968 to 1974 are presented in Table I-5.
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Table 1-3 The share of Food Expenditure in Total Housenbld 

Budget -(All Cities, Monthly Average) 

(Unit : In won) 

Year Total Expenditure Food Expenditure Engel Coefficient 
"_... .- (A) (B) (B/A) 

1963 .7,080 3,840 54.2 

1964 8,620 5,130 59.5 

1965, 9,780 5.550 56.7 

1966 13,560. 6,580 48.2 

1967 20,620 99180 44.5 

1968 23,190 9,840 42.4 

1969 26,070 :10,670 - 40.9 

29,950 12,120 40.5 

1971 34,970 14,340 41.0 

1972 38,560 15,710 40.7, 

1.973 41,490 17,130 41.3 

1974.. 50,100 21,680 .... 43.;3 

Source: Economic Planning Board, Annual Roorts on the Family
 

Income and Exoenditure Survey
 



Table 1-4. Urban Household Expenditure on Food Items
 

At 1970 constant prices
 

1971 	 1973 1975
Unit 1965 	 1968 


12,061 12,1408 12,249

A. 	Food & Biverages 10,150 13,948 


4,825 (44.7) 4,642:(46.3)

B. 	Cereals (B/A) (M) 5,650 (59.6) 5,996 (44.7) 4,970 (43.1) 


4,194 (38.9) 4,188 (4,1.8)

(1) Rice (1/B) (%) 4,721 (51.1) 5,179 (38.6) 4,428 (38.4) 

372 ( 3.2) 386 ( 3.6) 22? ( 2.21)
(2) Barley (2/B) (M) 736 ( 7.8) -494 ( 3.7) 


(3) Wheat (3/B) (%) 2 ( 0.0) 1 ( 0.0) 4 ( 0.0) 11 (0.1) 8 (0.1) 

51 (0.5) 45(0.5)(4) Soybeans (4/B) %) 27 ('0.3) 47 ( 0.4) 36 ( 0.3) 

(5) hestflour (5/B) (%) 34 (0.4) 66 ( 0.5) 84 ( 0.7) 140 ( 1.3) 134 ( 1.3) 

C. Processed Food (C/A) 4%) 253 (2.9) 590 ( 4.8) 1,007 ( 7.6) 	 1,061 ( 7.7) 1,109 ( 8.2) 

D. 	Bread (D/A) (%) . 25 (0.2) 27 (0.2) 25 (0.2) 

92 (0.7) 91 (0.7) 94 (0.7)E. Sweetened Bread (E/A) (%) 

Notes: Figures (%)in piraniheses were derived form the ratio of values incurent prices, not that of
 

values in constant prices,
 

Sources: Economic Planni.n Board, Annual Reports on Family Income and Expenditure Survey. 1965-75.
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Table:1-5. Urban Household Expenditure on Processed Foods
 

(Unit : in won)
 

ear 

Item 
rJrepared food 
Drived vermic.elli 
Instant noodles 
Chinese noodles 
Canned fish 
Canned meat 
Canned fruits 
Bean curd 
Pickled radishes 

U,
11968 

.! 4 

I 
16 
10 
1 
3 

128 
12 

1969 

(U 

17 
12 
5 
5 

.138 
;11 

1970 

4 U 
67 
77 
19 
8 
2 
6 

163
•11 

1971 

J8-
82 

103 
22 
8 
4 
7 

169
12 

1972 

569 
115 
110 
21 
8 
3 

11 
15212 

1973 

6[4 
147 
121 
18 
11 
4 

10 
16716 

1974 

(9 
140 
145 
33 
8 
2 
14 

20122 
SauSage 
Others !75 82 

15 
82 

19 
112 

27 
110 

34 
146 

37 
193. 

Confectioneries & 
soft drinks. 228 -:340 380 545 573 643 936 

'Bread 
Sweetened bread 

"Fresh cakes 
Biscuits 
Crackers 
Other cakes 

"17 
8 

ii 
2 

.128 

145 

24 
4 

1 43 

27, 
69 99 

8 7 
22 24. 

2 4 
126 -220 

28 
119 

9 
18 

2 
228 

34 
113. 

11 
i9 

9 
139. 

,45 
158 

16 
25 
10 

289 

Ric.e cakes 
Korean cakes 

-59 
19: 

50 
28 

Chocolate. 
Taffy 
£Dhewing gum
Other sugar cakes 
Cola 
Foavcured soda water 
Fruit juicj4 
Coffee -
Black tea 
Cocoa 
.Ice cream 
Oce cube 
Other soft drink 

-3. 
4 

17 
3, 
7 

16 
2 

1 
1 , 

11 

6 
7. 

20' 
"1 
8 

l2 
27 
5 

6 
1 

2.1 

7 
4 
6' 

-241 
_17 
Ill 
, 
24 
4 
3 
3 
4 
23 

. 

'5 
8 

:34 
14 

. 
- ..0 

.4 
4 

1.8 
7 

14 

5.'7 
6 

~& 

29 
12 

.. 5 
40 

4 
.4 

24 
8 
14 

,7 
7 

44 
29 
14 
1 5 
45 

3 
3 

28 
:14 
24 

6 
11 
11 
62 
29 
14 
19 
42 

3 
3 

62, 
9 

43 

Source : Economic Planning Board, Annual Reports 
on the Family

Income and Expenditure Survey. 1968-1974 
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We have a somewhat conflicting 
picture about the rela­

tionship between the expenditure 
on processed food and income
 

Whereas the proportion of expenditures 
on processed
 

classes. 


foods to total food expenditure 
in urban families in 1965 was
 

larger, the higher the family 
income level, the same propor­

tion remained unchanged between 
income classes in 1974, as
 

shown in Table 1-6.
 

Data from rural household savings 
for the period-from
 

1964 to 1974 show that expenditure 
on processed foods conti­

nued to occupy a very small 
proportion (4.6% to 7.5%) of food
 

In particular, the share of 
expenditures on
 

expenditures, 


confectioneries in food expenditure 
remains 0.5-0.7% over
 

the same period as shown in Table 
1-7.
 

of Major Food Items
 
Income and Price Elastict1 es
2. 


A number of studies of the food 
demand relationships
 

in Korea are available which 
have used both cross-section
 

Some studies have focused on 
income
 

and time-series data. 


elasticities alone, and other 
studies have attempted to
 

obtain both income and price factors. 
The magnitudes of
 

these estimates of elasticities 
of the same food items are
 

quite different from one study to 
another, depending on the
 

types of data used (e.g. time-series 
or cross-section), the
 

functional forms of demand relationships 
chosen (e.g. log--­

n,
 
log, semi-log, etc.), the particular 

period concerned, urba
.




Table 1-6(a). Expenditure on Processed Food By Income Classes- (in 19651 ­

(in von) 

I c cas 2,000 21000- 41000- 6,000- 8p000- 10,000- 129)00- 14,00 

C7assificatio Average or less 41000 6,000 8,000 10,000 129000 14,)00 or more: 

A. 	Food 5,550 1,110 2,240 3,340 4,450 5,460 6,550 7,180 10,050
 

B.. Prepared food 110 10 30 50 70 110 120 163 250 
B/A(%) (2.0) (O49) (1.3) (1.5) (1.6) (2.Q) (1.8) (2.2) (2.5) 

C. 	Confectioneries &
 
soft drinks 60 10 20 30 60 60 90 190 

O/A (%) (1.1) (0.5) (0.6) (0.7) (1.1) (0.9) (1.3) (1.9) 

D. 	 Total 1.70 10 40 70 100 170 180 250 440 
D/A (%) (3.1)' (0.9) (1.8) (2.1) (2.3) (3.1) (2.8) (3.5) (4.4), 

Source : Annual .ReDorts on the Family Income and Expenditure Survey. Economic Planning Board
 



Classes (in 1974)
 
Table 1-6(b). Expendiuve. u Processed Food By Income 


(in Von)
 

60,000- 68,000- 76,O00­
36,000- 44,000- 52,000-


ome class Average 19t999 20,000- 28t00-

- _ or more
 

51t999 59,999 67,999 75,999 

or less 27,777 35,999 43,999 


Classification 


36,690
26,850 28,573

19,150 21,280 23,690


9,Z60 12,090 15,490
20,800
L. Food 
950 1,050 1 180
 

710 800 890 

750 360 460 550 

(3.8) (3.5) (3.7) ( 1.2)

*B. Prepared food (3.6) (3.7) (3.8)


(3.6) (3.9) (3.8)

B/A1%) " 


1,810
1,090 1,310

C. Confectioneries 810 920 1,020


430 640 

& soft drinks 900 320 (4.3) (4.1) (4.6) (4.9)
 

(4.1) (4.2) (4.3)

(3.5) (3.6)
C/A(%) (4.3) 


2,360 2,990

D. Tota l 1,910 2 040


1,52C 1,720
890 1,190 (8.3) (8.2)

L/A M 1,650 680 

(7.9) (8.1) (8.1) (7.6) 
(7.9) (7.3) (7.4) (7.7) 


Income and Expenditure Survey.
 
-


: E cnc cllanning Board, Annual 
Report on the Family 


9ource 




Table r-?.' Expenditure on Processed Food in Rural Householi 
(1964 - 1974) 

'Unit S In won-

Jarsification, 1964 1965 1966 1967 1968 1969 1970 1971 1972 1973 11974 

A. Food 59,925 53.373 
 55.138 62,623 67.817 79,537 95,445 115,851 149,255 159,590 210,933
 

. Prerared food 3.650 3.219 3,238 4,464 3,600 4,748 6,421 4,839 6,801 8,38E 
 8,206

OA) (6i) (6.0) (5-9) (7.1) (5-3) (6.0) (6.7) (4.2) (4.6) (5-3) (3-9)
 

C. Confectioneries 281 314 362 419 548 576 721 837 819 
 1,262 1#514
(C/A) (0.5) (0.6) (0.7) (0.7) (0.8) (0.7) (0.8) (0.7) (0.5) (0.8) (0.7) ,O
 
D. Total (3+C) 3,931 3,533 3,600 ,883 4,148 5,324 7.142 5,676 7,620 9,650 
 9,720 


D.A( ) '6.6 6.6 6.5 7.8 6.1 6.7 
 7.5 4.9 5.1 6.1 4.6 

Source 	t yinistry of Agriculture, Forestry and Fishery, Annual Surveys on Income and
 
ExDenditures of farm Families, 1964 - 1974
 

I 
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Of several major
and rural differences, and other factors@ 


existing studies of food demand relationships in Korea, the
 

most recent and most comprehensive one is a special report
 

(No. 12) of Korean Agricultural Sector Simulation Project
 

(KASS), a joint research project by National Agricultural
 

Economics Research Institute (Seoul, Korea) and Michigan
 

State University, Department of Agricultural Economics Team.
 

Income and price elasticities of food items presented in this
 

chapter were based on the results of this study. The study
 

includes all food items grouped in accordance with the KASS
 

twenty-commodity grouping (see commodity grouping in Table
 

This KASS study has estimated a number of alternative
1-8). 


sets of income and price elasticities for the commodity group­

ings on the basis of the available data of various types
 

(time-series data, cross-section data, annual, quarterly
 

data etc.) and the functional forms of demand relationships*
 

The first problem was: which set of estimated elasticities
 

will be chosen out of so many different sets and on what
 

ground? Using some sort of averaging and consistency test
 

scheme and on the basis of the most recent cross-section
 

data available and time-series data for the 1965-74 period,
 

the KASS report has presented a set of the best apparent
 

estimates of income and price elasticities for food items
 

which were used as parameters in the KASS model. This set
 

of the estimated parameters of income and price elasticities
 

for the twenty-commodity groups are presented in Table 1-8.
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Income elasticity for rice" is..10 for farm population
and~~~~~~~....20or... ' faor ""o p..ulatio........n.. 


and -20-for non-farm population. Income elasticity for wheat
 
was 
.90 for farm population and .50 for non-farm population.
 

Income elas.ticities for bar'ley, other grains, and potatoes
 

have negative signs, prove showing that these items 
are in­

ferior goods. Income elasticity for fruits is .75 for farm
 

areas and 1.30 for non-farm areas. 
 Income elasticity for
 

beef is .94 for farm areas and 1.40 for non-farm areas, while
 

that for chicken is .80 for farm areas and 1.00 for non-farm ­

areas. Income elasticity for milk is 3.00 for farm areas and
 

3.20 for non-farm areas. Income elasticity for eggs is. .40
 

for both farm and non-farm areas. 
 Income elasticity for fisi
 

is 2.00 kor farm households and 4.00 for non-farm households
 

It is interesting to note that income elastleities for
 
all items except wheat and pork are higher for non-farm areas
 

than farm areas.
 

Price elasticities worked out through time-series data
 

for the 1965-74 period suggest that-they are of the order of
 

(-) .20 and (-) .60 in the case of rice, barley, and other'
 

grains. .Price elasticity for wheat is 
(-) .40 for farm areas
 
and (-) ,70 for non-farm areas. 
Price elasticity for vege­

tables is quite low (-)".10 for both farm and non-farm popula-,
 

tions. Price elasticity for beef is, (-) I,80 for farm popule.:
 

tion and (-) 1.40 for non-farm population, whereas that for
 

milk is (-) 1.50 for both farm and non-farm populations,
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Income and Own Price Elasticities of Food Items
Table I-8. 


Own Price
Income
KASS 


Commodity (F) (NF) 	 (F) (NF)
 

Farm Nonfarm
Grouping 	 Farm Nonfarm 


1. Rice 	 .10 .20 -.40 -.30
 

2. Barley 	 -.19 -.25 -.20 -.20
 

3. dheat 	 .90 .50 -.40 -.70
 

4. Misc. Grains -.10 -.30 -.60 -.60
 

1.30 	 .'85
5. Fruit 075 	 -.35 


6. Pulses .30 .45 -.40 -.75
 

.40 -.10 -.10
 7. Vegetables .30 


-.70 -.40
8. Potatoes 	 -.50 -.60 


9. Tobacco 1.20 1.20 -.20 -.50
 

.30 .80 -.50 -1.10
10. Industrial 


11. Beef 	 .94 1.40 -1.80 -1.40
 

12. Milk 	 3.00 3.20 -1.50 -1.50
 

1). 	Pork .59 .55 -.50 -1.00
 

.80 1.00 -. 80 -1.20
14 Chicken 


15. Eggs 	 .40 .40 -.40 -.30
 

16. 	Fish 2.00 4.00 -.30 -.20
 

-.40
.69 1.03
17. Non-food 


Source: NA~tI & Department of Economics, 	Michigan University
 

-Demand Relationships for 	Food in Korea, 1965 1974
 

Special Report No. 12, Korean Agricultural Sector Simulation
 

Project (KASS), Jan. 1977
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Price elasticities for pork and chicken are- 50 an J 

.80, respectively, for farm,popula,,ion 'while the same are 

(-) .00oand (1)1.20, for non-farm populations. 

It is also true that the price elasticities tend to be
 

generally larger for non-farm population than for farm popula­

tion. Price elasticities for fifteen out of the nineteen
 

commodity groups are larger in the case of non-farm population
 

than in the case of farm population. This finding may be
 

partially accounted for by the fact that the estimates of
 

elasticities for farm households are computed using total
 

expenditure data (composed of cash purchases and self-produced:
 

consumption).
 

Table 1-9 presents the set of price and expenditure
 

elasticities for food of urban household members computed
 

from urban household surveys for the pe.od from 1965 to 1974. 

Food items with high expenditure elasticities are milk (3.30),
 

chicken (2.62), confectionery (2.26), and propepsed food (1.37)
 

in that order. Price elasticities flQp4ate widely between
 

food items and many estimates of price, elasticities are not
 

statistically significant.
 

3. Aggregate Demand Projection 

Per iCaiita Demand , In the 1975 food balance sheet pre­

pared by Ministry of Agriculture, Forestry and Fishery and 

FAO-Korea Association, the per capita demand for foodgrains, 
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Table 1-9. Price and Expenditure Elasticities of Expenditure for Food
 
of Urban Household Members, Annual Oata 1965-74
 

Code,& lastTcvt of &xpend ture for Food Grou p
 
Food Group Expen- Own- Cross-Price (with Respect to Food Group 2
 
(Expend. Ont) diture Price Code Elas. Code Elas. Code Ease. Code las." R
 

RI -.03" .61 689 
Rice .07* .57 WH .15 .95 

.24* 1.14 WH .23 VE .22 Po -.41' PK -.92 .99 

B 73 .74* .79
 
Barley 1.24 Ma -. 6 .95
 

-.44 1.45 	 MG -63 VE -1.59 02 -2.8v PK 1.61* .99
 

WH 1.50' 1.33 .41
 
,heat flour .86. 1.08. VE -1,9 .74
 

-.110 1.78 	 FR 5.92 VE -2: 1 PO -i14*' MK 1.60' .98
 
.41
 

Other grains -.94' -2.00 VE, -2.35 .73
 
-1.36' 1.65 PU -3.31 VE -.33" MK 4.93 PS 1.760 .99
 

Ma 	 .43" 1.84* 


FR 1.07 1.040 .78
 
Fruits ,24* 1.10* BE 3.16 .93
 

.32* -I.O9' RI -.4 BA -1.03 BE 3.34 TN -4.78 1.00
 

PU .32" -.26* *.32"
 

Pulses -.25' -.20' CH .99 PS 1.35' .77'
 
-1.37* .12" WH -1.50' :PO .65 CH 3,22' PS 1.63 .95
 

VE .59* .52* 40*
 
Vegetables 1.o1 .83 PO .71 :,.TN 3.77 .95
 

•75 .73 PO 1.76 PK 2.,7 CH -.81 TN 7.48 1.00
 

PO 	 £30' .28" .13
 
Potatoes 1.23 -1.91 	 MK -3.87 .G 1.83' 87
 

1.15 -2.32 	 VE -.82*' MK. -3.10' 4G 2.67 TN -3.57" .96
 

1'T .84 -.27* .94
 
Tobacco .84 -.27 .94
 

.90 -1.21 MG -1.17, PU -.56 HE -.70 M1 -.18 1.00
 

BE 	 .59 .5C* .82 
Beef 	 .25 .o70* MG -.36 FS 1.21 .97
 

.12" 1.90 MG -.95 PU .34* Po .81' PS 1.23 ,99
 

NK 3.30 -3.10' 	 .77
 
Milk 3.30 -3.10* 	 .77
 

1.98 7.19-	 BA -1.50. Vii 435' PR 4o53 T14 -18.O82 1.00 

PK ,90 ,53* - .9-
Pork .75 .95 BA -o62 .96 

,39" .49' R1 .22* BA '-.56* VE o,260 FS .890 1.00 

CH 2,62 -1,26' .85 
Chiokon .390 -1,53* BE; 4.25 MS 2.95' .96 

2,02 .19' 	 NO -1.57' BE 3.24 MK -3.18 FS 1.04' .99
 

EO .98 -.29* .86
 
Rggs .45* .7,9 BA -1.44 PK ._74* o98
 

.64 -.81" RI .,89* BA -1,18 IK -.6' PK1#I .001 .99
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Table r-9. (continued) 

Code Elastcitv of xpenditure fcr Food Group
Food Group Expen- Own- Cross-Price (with Respect to Food Group)
(Expend. oni) diture Price ode Elas. Code Elas. Code Else. Co3 has. R2 

TS 
Fish & seaweed 

.86 

.86 

.54 

-.19 
-.19 
-.08 BA -.25 PU .74 PO -.74 BE .75 

,85 
,85 

1.00 

SP ,54 .02* .62 
Condiments 
(spices) 

.99 

.46 
-.18* 
-.54 

BE 
BE 

-1.79 
-3.18 PS .60- CO ,22 E0 1.72 

084 
1.00 

PF 1.37 .49* .80 
Processed 
food 

1.06 
1.46 

.16* 
-2.28 PR -.80 PU 1.07 ZG .34 

TH 
TN 

:-297 
.5.30 

.97 
1.00 

Co 1.62 -1.08' .94. 
Confectionery 2.26 .68* TN -3b78 .96 

t,,94 .36* BA -1.06 MK ?.6* PK: .76* TN -2.33' 1.00 

LW-
Liquor & 
,*in* 

1.41 
1.25 
,63 

-.83* 
1.81 
-,05* BA -1.00 MK -. 49* . O 1.,5 

TN 
TN 

-. 78 
-L.o3 

.85 

.99 
1.00 

EO •59" 1.57* .78 
Eating out .61* 

-.27* 
1.74' 
2.42 BA -82 PS 1.50 SP -.25' 

PP 
PP 

1.89 
2.46 

.91

.99 
TN 1,26 .17 -99* 
Total 
nonfood 

1.26 
1.18 

.17 
1.28 BA -. 15 WH .18 MK -.60 PS .15 

* 99+ 
1.00 + 

TF
.Total --

.53 

.70 
-'91 
-.33* LP :51 

071
79 

all food 1.00 -3-56 OR 4t, L p .67 PR -.25 iN -4.63 .88 

TT 
Total --
tobaoe 

,93
.90 
.87 

-1.14 
-1.26 
-1.51 

OR 
OR 

-:31! 
-.72 

.97 

P :'-. 75 CO .450 LW -.62 
.97 
.C8 

TN 
Total --

1.2 
1.04 

.4 
1.32 LP 

-. 
-.45 

*97 
.98 

nonfood 1.14 .12* OR -o57 'NB -. 35' LP -.47 E0 o28* .99 

* Not etatistically significant at the 5 per cent level of significance.
 
+ Rtattstical einificance not shown. 

Souroee NAERI & Michigan State University Department of Economic, Demand Relatiopghips
for Food in Korea, 1965-1974#, Special Report No. 12, Korean Agriculture (Seotoi
Uu~on)-oeat KASI -Jan., 19717. 
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meats, and other food groups over the period from 1976 
to 1981
 

was projected on the basis of the estimates of increase 
in
 

per capita income and the projected income elasticities of
 

demand. Table 1-10 presents projected per capita demand for
 

The per capita demand for foodgrains
foods through 1981. 


except wheat is expected to decrease by 3 per cent and that
 

for potatoes to fall by 15 per cent over the period between
 

1976 and 1981. The per capita demand for all other items is
 

Those
expected to grow at varying rates over the same period. 


items with high-growth rate are seaweeds (130 per cent), milk
 

(91 per cent), edible oils (82 per cent), nuts and seeds (58
 

per cent), fishery (53 per cent), fruits (34 per cent), chic­

ken (35 per cent), pulses (29 per cent), and beef (26 per cent)
 

in that order.
 

Agregate Demand Projections i Much optimistic demsand
 

projections at the aggregate level through 1981 were made by
 

the KASS group. These are presented in Table I-11., This
 

table also indicates the degree of self-sufficiency in each
 

food grouping. The items which are expected to have low
 

percentage figures of self-sufficiency by 1985 are wheat
 

(47.4 per cent), other grains (54.1 per cent), pulses (86.3
 

per cent), rice (96.1 per cent), vegetables (97.7 per cent).
 

The self-sufficiency are expected to be attained in the case
 

of all other items by 1985, according to this optimis'ic
 

projection.
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Table I-10.1 Food Demand Projection (1976-1981)
 

(Unit: 
one year per man;Kg)

1976 1977 1 97.8 1 979 190 1981
 

Grains 20008 199.3 196.9 
196.0 195.1 194.2

Rice 
 128.9 127.5 
 126.2 124.9 123.7 
122.4
 
Wheat 
 29.0 29.4 
 30.1 30.9 
 31.7 32.4
 
Barley 
 39.11 37.3 
 35.9 35.1 
 34.1 33 3
 
Other grains 3.8 5.1 
 4.7 '5.1 5.6 6.1
 

Potatoes 
 31.7 30.7 
 29.6 33.8 
 27.8 26.7
 
Sugars 
 8.2 9.3 
 10.5 11.9 
 13.5 15.4
 
Pulses 
 8;9 9.5 
 9.9 10,4 10 9 
 11.5•
 

Bead 
 8.0 
 8.6 9.'0 905 
 8.3 9.3
 
Nuts and Seeds 1.7-
 1.8 2.0 2. 
 2.4 2.7
 
Vegetables 
 66.6 68.0 
 69.0 69.8 70.8 
 71 ,.7

Fruits 
 14.4 15.4 16.3 
 17.2 18,2 19.3
 
Meats (A) 
 11.5 11.9 12.1 : 12.3 
 12,6 12.8
 
Meats (B) 
 7.0 7.2 
 7.3 7.5 7.6 7..8
 

Beef 
 1.9 2.0 
 2.1 2.2 2.3 2.4
 
Pork 
 3.4 3.4 3.3 
 3.3 
 3'. .3.1
 
Chicken 
 ,17 1.8 
 1.9 2.0 
 2.1 2.3
 

Eggs 
 3.9 4.0 
 4.1- 4.2 '4 
 4.4
Milk 
 3.4 4,.0 4.5 ..
1 o8 6';5

Fishes 	 28.8 31.6 37.5
34.5 40;7 44.2
 
Seaweeds 
 .2 	 4.i8 5.8 
 6;9 8.2 
 9.8
 
Oils 	 3.2 3j6 4.0
2.8 
 4.5 	 5.1'
 

Source: 	Minsitry of Agriculture, Forestry and Fishery & FAG Korea
 
Association, Food Balance Sheet,1975
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Foo ' dit , roupS d
Table 1-11. 	Supply an Disappearancp of 14 

Ilndustrial Crop .,rouit in Korrea (1975 _ " 85*) 

u 0~01-~V LL~i, ,rance 

Commo- 'r'ta1 Self ConsumVt on Unaccounted4 Unaccounted 

dity 
Alter-
native Year 

Produc-
tion 

Import Food Suffic­
(Surplus) Supply* jency hural Urban for 

for/ 

rotal*o 

million Yr.... percentage ...... million Mr ...... percentage 

Rice 1975 
1980 
1985 

4.623 
5.! 
5.614 

.467 

.321 

.226 

5.090 
5:.476 
5 F40 

90.8 
94.1 
96.1 

1.806 
1.614 
1.241 

2.213 
2.60? 
3.269 

1.071 
1.2U5 
1.330 

21.0 
22.0 
2.e 

qarleyd 1975 
1990 
1985 

2.3)< 
2.12. 
2.05t 

(.196) 
(.277) 
(.543) 

2.199 
2.047 
1.51" 

108.9 
113.5 
1)5.9 

1.2b5 
1.016 
.515 

.602 

.721 

.712 

.312 

.310 

.286 

14.2 
15.1 
18.9 

Whe3l.4 1975 
1980 
1995 

. 3Q9 

.668 
1.012 

.794 
1.00 
1.124 

1.19) 
1.673 
2.136 

33.5 
39.9 
4 ,4 

.327 

.295 

.279 

.824 
1.290 
1.714 

.042 

.088 

.146 

3.5 
5.3 
6.b 

Other 
grains 

1975 
19i0 
1985 

.145 

.130 

.079 

.006 

.022 

.0c, 

."53 

.152 

.1i6 

94.8 
85.5 
54.1 

.090 

.080 

.056 

.04? 

.057 

.071 

.017 

.015 

.UOY 

11.i 
9.9 
6.2 

Fruit 1975 
1980 
1985 

.69E 

.991 
1.31t 

.014 
(.015) 
(.02-) 

.712 

.97u 
1.i0b 

9E.0 
101.5 
102.1 

.12F 

.I'.9 

.15? 

.385 

.5.0 

.715 

,197 
.287 
.196 

27.7 
29.4 
30.J 

Pul '9 1975
1990 

.329

.457 
.055
.O . 

.345 
. 23 

95.4 
87. 

.i8 

.75 
.211 
.312 

.025

.36 
7.3 
6.9 

1985 .562 .089 .951 86.3 .!0 .42,D .046 7.1 

'/ese-
tabies 

1975 
1980 
19F5 

3.351 
3.023 
4.290 

(.S72) 
.C5A 
.0;9 

3.3:29 
3.Set 
4..9 

100.7 
9P.c 
97.7 

.96L 
1.022 
.2 

1-483 
1.t40 
2.256 

e?9 
1.019 
1.183 

26.3 
26.3 
26.9 

Potatoes 1975 
1980 
19p5 

1.12r 
1. 5 
1.166 

.04, 
(.0-) 
(.047) 

1.171 
1.51-
I.P19 

96.3 
102.9 
102.6 

.2L( 

.210 
.107 

.71i 
1.030 
1.3)8 

.1F 

.275 

.34' 

l6b.1 

18.9 

Beef 197c 
1900
1985 

.053 

.090

.143 

(. -')) 
(.003)
(.CO) 

.c5 

.087

.143 

1t 9 
103.
100.0 

. :o;.. .043 

.i0t .075

.C? .126 

.003 

.010 

5 
.7.0 

Yilk 1975 
1990 
19;5 

.090 

.234 

.490 

(.001) 
(.00C 
(.003) 

.089 

.211 

.487 

101.1 
102.2 
100.6 

.,.L 
2( 

.033 

.05e 

.16+ 

.370 

.015 

.042 

.089 
l4. 
1e.3 

Fork 1975 
19.0 
19P5 

.110 

.130 

.155 
(.2C3 
(.003) 

.110 

.127 

.15? 

100.0 
102.4 
102.0 

.C2 

.2 

.?7 

.07e 

., 
.11 

.005 

.00o 

.007 

4. 
4.7 
4. 

Chicken 1975 
19F0 
1985 

.095 

.150 

.225 (.005) 

.095 

..10),I"6 

.220 

100.0 
102.7 
102.5 

.01-< 

.017 

.01F 

.079 

.127 

.!98 

.002 

.001 

.004 

2.1 
2.1 
1.6 

E. B 1975 
1980 
1995 

.210 

.360 
,570 

..... 
(.C02) 
(.007) 

.210 

. 35e 

.563 

100.0 
100.t6 
101.2 

.0'. 
.7i 

.o2? 

.12) 

.224 

.379 

. 32 

.'J58 

.097 

15,2 
lb." 
17,2 

?ish 1975 
1980 
1985 

.805 
1.290 
1.7?40 

(.016) 
.009 

(.002) 

.?79 
1.299 
1.738 

iO.P 
99.3 
100.1 

.I3 

.170 

.154 

.tlS 

.960 
1.346 

.111 

.168 

.238 

12.L 
12.9 
0.? 

total food supply and rural and grban
difference between the 


includes marketing and production losses rnd "production deflator;'."
 * "Unaccounted for" is the 

consumption. it 


"total food 	supply" %hich IS un..ccunted

iz the proportion of trie
"Unaccounted for/Total" 
 v.iriouB
 

for. Unusually low or high percentages may indicate inconsiotencien among the 


demand components of the :imulati'n model (e.,.. J.Ida.
 
data Inputs to the supply and 


consumer survey dati, l'rlce and 
income o-r,
hectarawes, quantities imported. 

ties).
 

from year to yoar

table ignore carry-ins and carry-outs
* rhe results presentel in this 

supply is defined as production plus imports (or production minus surplus).
 

i ;urplus iarley is utilized for livestock fee.l.
 
V1"Whent import- are under !ir.Lited by about .fl0,' 


* 'otal food 


.
 

%lchifan State University Department of Lcoonomic, r.oreaM Adriultural
 
ourcesa KAERI I 

lector Analysis and Recommended Development 5trateKies, 
1971-19B35, {97), P.
 

12212.
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NutritionalRequirements 
, Another way,of looking at
 
he future demand is to compare actualaverage daily calorie
 

intake of grains and animal products with targets. Table
 

1-12 presents the comparison between average-daily intake of
 

grains and animal products by farm and non-farm residents for
 

1965-74 and targets. Actual calorie intake/from grains in
 

1974 are far above targets for both farm and non-farm residents,
 

Actual intake from animal and marine products are far below
 

target. In-the case of farm residents, 47 calories were
 

taken per person per day in 1974, as compared with the target
 

of.169 from animal and marine products. In the case of non­

farm residents, 178 calories were taken from .animal and marine
 

products in 1974, as compared with the target of 386 calories.
 

Naturally, the demand for high-protein foods through the.
 

shift of intake from grains to animal and marine products is
 

expected to rise much rapidly over the period through 1985.
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Table.I-12. Averae Daily Calorie Intake of Grains 

and Animal Products by Farm and Nonfarm
 

Residents, 1965-74 and Target
 

Animal & Marine Products . c 
Grains 


Total

RI-BA-.RI-BA- BE-PK-CH BE-PK- BE-PK-CH 

Year 
RI-BA-"VH ivi-PO WH-,G-PO CH-FS FS-MK-EG 

(calories per person per day) 

Farm Residents 
26 27 .22832146 15
1965 	 1848 2098 


.38 2251
25 37
1.966 	 1759 2039 2083 

33 34 2457
2279 20
1967 	 1973 2233 


32 2339

.1968 	 1970 2107 2146 17 31 


32 34 24472218 19
1969 	 1985 2162 

36 2459
20 34
2195 	 2248 


2393 20 35 37 2601
1970 	 1974 

1971 	 2112 2342 


40 2503
 
1972 	 2031 2248 2292 t20 38 


20 42 43 2471
1973 	 2024 2206 2256 

47 2449
20 45
2144 	 2215
1974 	 1978 


169 	 2584
86 139
Target 	 1854 1984 2018 


Non farm Residents
 

1965 
1966 
1967 
1968 
1969 
.1970 

1757 
1632 
1842 
1865 
1942 
1934 

1890 
1781 
1980 
1981 
2037 
2012 

1926 
1813 
2014 
2010 
2078 
2043 

52 
77 
62 
56 
60 
65 

-
, 86 

11 4 
101 
100 
101 
107 

107 
138 
121 
131 
141 
.143 

2186 
2130 
2338 
2366 
2488 
2501 

1971 
1972 
1973 
1974 

2174 
2086 
2027 
1996 

2255 
2162 
2087 
2047 

2279 
2189 
2114 
2095 

62 
64 
65 
66 

108 
119 
130 
142 

142 
159 
164 
178 

2738 
2644 
2582 
2612 

-----------------------­
--------------

Target 1652 1704 1721 1.79 271 386 2694 

Barley(BA), Wheat(WH), Potatoes(PO),
Note: (1) Grains--Rice(RI, 


Miscellaneous Grains(MG)
 

Chicken
(2) Animal & marine products--Beef(BE), Pork(PK), 


(CH), Fish(FS) (& Seaweed), Milk(MK), Eggs(EG).
 

Source: 	Alan R. Thodey, "Food and Nutrition in Korea, 
1965-74,"
 

KASS Special Report 11, 1976, Tables 6.3 and 6.4
 



CHAPTER II
 

SUMMARY OF FINDINGS FROM. BREAD MARKET SURVEYS
 

1. Bread Consumer Behavior.in-Seoul ­

1-1. ASI Consumer Survey
 

One of the most recent and comprehensive bread consumer
 

survey in the city of Seoul was conducted by ASI Market
 

Research Inc* during the middle of 1976.1) 
 Even though the
 

survey data is limited to Seoul, it may certainly provide the
 

basis of comparison with the survey,data which have been
 

gathgred in the process of the test marketing for the soy-­

fortified bread.
 
The objective of ASI survey is to povide general picture
 

of Korean bread consumer behavior/in Seoul areak,a hopefully
 

to provide relevantand useful informations on urban bread
 

consumers, which a~e needed .in relation to compare the result
 

of the test sales of the soy-fortified bread by Sam Lip Foods
 

Co., Ltd.,
 

The survey was conducted with a total sample of 750
 

households, which were selected at random and it was chosen
 

to represent the entire 1.4 million households in Seoul.
 

Among 750 samples 600 effective interviews were complet d.
 

ASI Market Research Inc., Survey of Bread Consumption
 
Pattern in Seoul, 196
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In the following the data were compiled and analyzed with',
 

these 600 interviews that completed., The general character­

istics of bread c6nsumers in Seoul are described in the
 

following°
 

1-2. Summary of the Findings.:
 

Bread User and Habit i As Table II-1 shows still smaller
 

portion of households (one-fourth of the total respondents)
 

eat bread as .a staple food in any meal. It shows that only
 

about one out of ten households eats bread as a staple food
 

at least several times a week, and another one out of seven
 

households eats bredd about once a week, In the report the
 

former is classified as the heavy user and the latter as the
 

light user. Moreover, most of bread is eaten by some members
 

of a family irregularly either at breakfast or some other
 

times as a snack.
 

Because of such nature of bread consumption in Seoul,
 

the data shows that still a limited number (10 per cent) of
 

the households have been eating bread by all family members
 

at a meal (see Table 11-2). And in one-sevenths of the total
 

households bread is eaten by only some of family members
 
The main bread users are the age group of five to nine­

teen years old, and a few of forty years old or more are
 

found as the consumers of bread in a family. In other words
 

bread seems less popular as a staple food among aged groups,
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Table I141-Characteristics of Bread Usexs
 

Heavy Light
 
Housewife Age 
 user* user* a
 

20 - 29 (N=15) 3% 10% B7% 100% 
30 - 39 (N=230) 15 15 70 10040 + (N=255) 11 15 74 100
 

Education
 

None & primary N=253) 5 8 
 87 ,100

Middle & high (N=286) 14 18 
 68 100

Colle~e & over (N= 61) 23 15 
 62 100.
 

* SES 
Upper (N= 78) 31 52 07 

M~iddle (N=152) 14 22 64 100
 
Lower (N=370) 6 9 851 
 100
 
ritchen Structure
 

N N N' 
Ilestern style 38 
 56.7 26 32.1 115 25.4 179 29.8

Traditional style' 
 29 43.3 55 67.9 337 74.6 421 70.2 

rotal 67 100.0 81 100.0 452 100.0 600 100.0: 
(11.2) (13.5) (75.3)
 

Occupation of
 
Household head
 

Prof. & M'ngr. 4 ,6.0 3 3.7 1.6 3.5 23 
 3.8
 
Self-employed 
 5 7 5 4 4.9 24 5.3 33 3.5
Cler. & skilled 
 36 53.7 30 37.0 167 36.9 233 38.9

Sales worhers 
 15 22.4 32 39.5 117 25.9 164 27.3

Uns':.illed workers 2 3.0 4 4.9 82 18.1 88 14.7

Unemployed 5 
 7.5 8 9.9 46 10.2 59 9.8
 

Total 67 100.0 55 100.0 337 100.0 421 
100,0
 

ieavy user 

Light user : Once a week or less often.
 
H : At least several times week
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and little hope might be given to explore a new bread market 

for older age group.
 

The figures in Table 11-3 indicates that the majority
 

of bread users have started eating bread relatively in recent
 

years. Among those who buy bread:regularly, about forty per
 

cent of the housewives have been buying bread for four years
 

,'or less. It implies that bread eating habit is slowly but
 

steadily spreading among middle income younger households in
 

Also, it implies that an average Korean household
Seoul. 


still prefer rice much more than bread as a staple food.
 

Main Bread Users in the-Family
Table 11-2. 


N
Persons 


62 42
All family 

Some members 86
 

148* 	 100%
Total 


35 	 8
Under 5 years old 

98 25
5 9Yrs. old 


10 - yrs. old 63
 
1215 - 19 yrs. old 53 

20 - 29 yrs. old 68 16 . 

30 - 39 yrs. old 66 15 
" 
40 - 49 yrs. old 27 6
 

50 yrs. old & over 28 6
 

Total-	 438** 1Q0%
 

* 	 Number of total households who use bread at any frequency. 

Number of those who were indicated as the main bread users** 
when only "some members within the family" are eating bread.
 



- 35 -

Table 11-3. Length of Time Bread Eaten
 

Length Heavy user Light user Total
 
(N=67) (N=81) (N=148)
 

•About 10 or more yrs. 16% 6% 11%
 
About 5 - 9 yrs., 25 20 22 
About 2 - 4 yrs..3 42 39 
About 1 year ' 15 16 

12
About 6 months 9 17 


100% 100%
Total .. 100% 


Therefore, it is assumed that it will take many more
 

years to place bread for rice at any meal time, even though
 

bread is readily available at fairly inexpensive cost in near
 

future. In other words, the bread users are more likely to
 

be college educated, and unper middle income class families
 

with western style kitchen at their home. This fact suggests
 

that bread is still considered as a special food for middle
 

income class or above with higher education in,Korea.
 

Even consumpers who have been classified as heavy upers :
 

consume around four bags a week and the light users consume
 

around two to three bags (see Table 11-4). The figures indi,
 

cate that even among heavy users the amount of bread consumed
 

in a week .is not large in terms of the western standard
 

Moreover, the consumption of
.(averaging four pounds a week). 


bread in each household may pluctuate considerably overthe
 

year, so that it is difficult to judge the amount of bread
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used through single interview.
 

It shows that
Such fact is indicated in Table II-5o 


over one-half of the bread users have expressed 
their seasonal
 

Interesting fact to observe is
 preferencr: in eating bread. 


that during early summer, when the harvest season 
for straw­

berry comes, it is often processed for jam at each household,
 

that more breaa is eaten by the both heavy and light 
users
 

so 


The table also implies that during winter,
during that time. 


when the prices of fresh fruits become more expensive, more
 

Such peculiar consumption prac­bread is bought for a snack. 


tices are widely known in Korea ever since bread 
and straw­

berry became easily accessible at reasonally costs.
 

Consumer Responses on Bread : Besides taking bread 
at
 

home Korean consufmers, especially, younger age group eats
 

Table II-6 indi­much of pastries at outside of their home. 


cates that over one half of the bread users said that 
they
 

had been eaten pastries. This means pastries are more widely
 

by below average Korean consumers.
eaten than brea 


Table II-7 concerned with the reasons for not eating
 

"Expensive price" is
bread among those who do not eat it. 


listed as the major reason (53%) and "not accustomed to 
eat"
 

as the second (35%). Therefore, it is evident that bread is
 

still considered as one of expensive foods to an average Korean
 

urban family.
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Table4II-4 Weekly Bread Consumption'Volume
 

Consumption 	 .TaUsal
Vo um .	 . .... I To t al -

Less than 1 bag* 2% 9% 5%
 
1 bag 	 3 18 11 
2 bags 	 18 34 27.,
3 babs 	 15 9 12 
4 bags 	 21 21
 
5 bags 	 3 3 	 3' 
6 bags 	 22 
7 bags 	 22 1 2' 
More than 7 baps 	 13 '4 .8 

Total 	 100 190%
00% 

Average 	 4.39 2.67 3.45 

* Note : 1 bag=15 slices 	or 450 grams 

Tsble II-5 Seasonality in Eatini Bread
 

• " 	 Usage _
 
Seasons 	 Heayv Lipht Tota. :
 -- (N8) (I=148)'
N=6-7) 


Sprin(thiarch-i-ay) 6% 3% 4%
 
Summer(June-Au'ust) 15 17 
 16
 
Fall (Sept.-Nov.) 2 3 2 
Vinter(Dec. -Feb.) 6 24 15 " 
Spring and Summer 5 1 	 3- -

Spring a:d Fall 	 2 7 5 
Summer and 2all 2 3 2 
gummer and Ointer . 1 , 1 , 
Irrespective of season: ,, . 41: 52 

Total 	 100% 100% 100% 
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Table II-6. 	Eating Pastries at Least.
 
Several Times a ',Ieek-


Eatinp Pastries 	 N Zo 

Yes 	 107 51
 

No 	 '293 49
 

Tots' 	 600 1000%A
 

4ho
 
---Under 5 years old •93 13 

5 - 9 yrs. old 216 30 
13 - 14 yrs. old 142 '20 

15- 19 yrs. old 98 14 
20- 29 yrs. old 98 14 
30 - 39 yrs. old 28 4
 
40 - 49 yrs. old 14 2­
.50ye.rs old -nd over 21 3
 

Total 	 71 O* 100% 

Total number 	of those fa,.ily menbers who eat pastries.
..


Table I,-7. 	 Reasons For Not Zating Bread
 

N*
Reasons 


53
Bs-ensive 239 

Nlo particular reasons; 156 ' 35 
not accu.istonmed 

hot filling stowm.ch 76 17 
Do not like taste -. 46 ­
Di~est poorly . 64­
Elder's disliking 12 
Others 	 50 
 11
 

• Multiple Answers, "-:,;se is 452 households who do not
 
eat bread
 

http:stowm.ch
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Also, Table ll-8.shows that still more than one third
 

of families who were classified as non-breadusers feel all
 

their family members dislike bread irrespective of their
 

socioeconomic class. Obviously it is a shocking statement
 

to those who are trying to develop bread market in Korea.
 

Also, almost another one-third of the "disliking" of bread is
 

mentioned by housewives. It is particularly important, because
 

they are the ones who used to purchase bread at a retail store.2 )
 

1-3. Comments on ASI Survey
 

Based on the data presented above the following comments
 

may be made concerning ASI Survey,
 

1. 	At present only a small proportionof urban households
 

eat and purchase bread, and still a smQ1 !er number of
 

households are classified as heavy users, who might be
 

classified as very light users by United States standard.
 

2. 	For the majority of urban households in Korea bread is
 

taken by only some member of a family. It is obvious
 

that bread is not considered as a staple food by most
 

Korean household.
 

3. 	 Even though most Korean.households still prefer rice 

much more than bread, there is some indication of spread­

ing bread use among younger families. Yetfitlmay take
 

many yearsforthe majority of fam-lies to reach even
 

2)
 
2)see Table 2-11 of ASI report,p., 32
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to the level of the light users that classified in
 

.the survey.
 

4. 	At present bread is considered as an expensive food
 

by most Korean households, so that unless further
 

reduction of relative price of bread rapid increase of
 

the 	demand is assumed as impossible.
 

5. 	Seasonal fluctuation of bread demand is observed in
 

Korea. Moreover, at present more pastries than bread
 

is taken by younger generation, because as a separate
 

piece it is easily available at reasonable price.
 

6. 	At present bread is taken not as a main dish but normally
 

as a substitution for a meal or a snack, so that as
 

long as consumers feel that it is rather expensive
 

substitution for rice, bread consumption would not be
 

able to replace rice in the foreseeable future.
 

Table 11-8. Persons Disliking Bread
 

Age SES
 
Persons 2 30-39 40+ U Middle Lower Total
 

(N=99) (N=159) (N=194) (N41i) (N=98) (=313)(N=52)
 

Parents 7% 3% 4% 16% 2% 3% 4% 
Husband 30 24 9 9 11 23 19 
Housewife 28 31 37 28 35 33 33 
Children 1 4 5 9 8 2 4 
All family 30 34, 41 35 38 35 36 
members 
Others 4 4 4 3 6 4 4 

Total 100% 100% ''.100% 100% i100% 100% '100%
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2. 	 The'D6esigziof t.he BreadConsumer Surveys' 
in the Test Markets 

As a part of test marketing-procedures of the soy-forti­

fied'bread a series of bread consumer surveys were planned
 

independently by the research group of Sogang University.
 

The methods and the processes adopted for the surveys were
 

largely based on the agreement made betweon Dr. John Nickols,
 

professor of agricultural economics at Texas A. & Me Univer­

sity, .and Dr. Il-Chung Whang, the research leader of the pro­

ject, in early 1976 and again in August 1976. For this research
 

the former has been serving as the consultant to USDA. Speci­

fically the following research plans were designed.
 

2-1. Specific 	Objectives of the Surveys 

To achieve the following objectives five separate but, 

interrelated surveys were conducted between June 1976 to 

February 1977. These are: 

(1) To find the relative sales of the existing bread and
 

the new soy-fortified brea6dwhen the latter was marketed
 

through test stores.
 

(2) To find the nature of the changes of consumer attitude
 

--toward the newly sold soy-'fortified bread by the Sam"Lip
 

Foods Co. when 	it is marketed.,
 

(3) To find the relationships of.-the price and the ediles',
 

differences in different test markets.
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(4),To find various consumer•;responses upon the soy-fortified
 

bread by the both buyers and non-buyers of the bread.
 

(5) To find the effectiveness: ofthe various promotional
 

measures taken byi.Sam Lip Foods Co. during the test
 

period.
 

The Test Market Selected''
2-2. 


Income class was the major criterion of selecting test
 

markets for the new bread in Seoul. In order to have reason­

ably good size of samples, yet, controllable size of the test
 

markets, eight areas were chosen from sixty areas in different
 

parts of the city. Also, for control purpose each of eight
 

sales territories of the Sam Lip has become automatically-a
 

test market area. The specific dealers and areas chosen for
 

the surveys is presented below.
 

Also, three groupings were made to conduct price experi­

ments in the test markets, i.e., two high price markets, two
 

medium price markets and four low price markets. The assign­

ment of different prices in respective area is also presented
 

in Table 11-9.
 

For a test purpose such abnormal price,spread was not
 

initially approved by both.Dr. Nickols and the resident
 

research team, however, such-strange pricing has beenadopted
 

with the consent.of Dr. Fred Barrett-who visited Seoul-when
 

the price of,the bread had to be set before it was sold at
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the test markets.. Due to-substantial expected loss of the .
-


Sam Lip, if thenew bread is sold at the prevailing government
 

regulated price of the regular bread, and due to the difficulty
 

involved in obtaining government approval of the bread price
 

at an appropriate level, such wide range of pricing with
 

multiple price level experiments had to be undertaken.
 

Table 11-9. The Dealers Selected and the Price Assigned
 

Dealer Income Class 
AssignedPrice 1I ) 

Sungdong Low class W140 (028)2) 

Wangshipri The same as above 95 (A9) 

Suyuri Lower and lower 95 (%19) 
middle class 

Jangwidong The same as above 140 (028) 

Banpo Middle and some 180 (S36) 
upper class apartment 
housing area 

Youido The same as above 95 (Ai9) 

Dongkyodong Middle and upper class 95 (19) 
unit housing area 

Moraenae and The same as above 180, (36) 
Yunhidong 

1) 540 grams per loaf. Initially ,Kor'ean governmentpermited 
450 grams, for a loaf, but for test purpose the company 
made a loaf of 540 grams. -

2)
 
The figure in the parentheses are converted to U.'S. 
cents,
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2-3. The Sample Stores Selected
 

Average ten stores were chosen in each test market area
 

include about ten stores. The sample stores were carefully
 

chosen on the basis of the daily sales of the Sam Lip products
 

including other than bread. Also, one or two so called "super­

markets" - larger and self-service type retail stores - were
 

included unless such store was not found in the area to be
 

surveyed. The sample test stores were chosen in the follow­

ing manner (see Table II-10).
 

Table II-10. Sample Store Characteristics
 

Store Class Sample Stores Actual Numbers 
to be selected of Stores 
in each Area Selected 

Class "A" (Salesl)of W4,0o per day) 3 to 4 34 

-Class "B' (Sales of W3,000 per day) 2 to 3 26 

Class "C" (Sales of W2,000 per day) 1 to , 14 

Supermarket I to 2 10 

Total 84
 

-JI' 

Indicate total sales of Sam Lip products. 
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2-4. Nature of the Surveys Conducted,,
 

According to the objectives of the study a series of
 

surveys were conducted in 1976 and in early 1977. The kinds
 

of surveys conducted were presented as below°
 

(1) A pre-sales survey of bread buyers at the sample stores
 

(Survey I).
 

(2) A survey of the soy-fortified bread buyers when it is
 

actually bought at the sample stores (Survey II).
 

(3) The follow-up interviews of the soy-fortified bread
 

users at consumer's residence (Survey III).
 

(4) The follow-up interviews of the none-users of the soy­

fortified bread at consumer's residence (Survey IV).
 

(5), The follow-up mail survey against the respondents of 

the previous survey III and IV (Survey V).
 

These surveys mentioned above were supposed to undertake
 

in late February and to complete them in June 1976. . However,
 

due to unexpected delay of the production of the soy-fortifie'd
 

bread, the first two of the surveys have been.,qompleted in
 

June and July. The other two surveys (III and IV) were con­

ducted between August to September 1976. To find the consumer
 

responses upon the soy-fortified bread by both buyers and the
 

non-buyers of it, the final survey (V) was conducted during
 

February 1977 by mail, after three months of market-wide intro­

duction of the bread.
 

The number of completed interviews for five surveys are,
 

shown in the following (see Table II-11).
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TableJi-11. Number of Samples Interviewed
 

Actual No. of
 

Interviews
 
Completed
 

Survey (I) (Pre-sales interview) 381
 

Survey (II) (Soy-fortified bread buyer) 455
 

Survey (III) (Soy-fortified bread buyers) .247
 

Survey (IV) (Non-buyer of soy-fortified bread) 195
 

Survey (V) (Follow-up mail survey) 87
 

1,361
Total 


3. Survey Findings of Bread Consumer Behavior
 

3-1. Demographic Characteristics of Bread Users
 

As it is described in Section 2-4 five separate surveys
 

were conducted in this study. However, Survey III (the soy­

fortified bread user survey at the user's residence). Survey
 

IV (non-user survey of the soy-fortified bread at consumer's
 

residence), and survey V (the follow-up mail survey for the
 

respondents of the previous surveys III and IV) are basically
 

repeated interviews for the respondents of Survey I (pre-sales
 

survey of bread buyers at the sample stores in test market
 

area) and survey II (the survey of the soy-fortified bread
 

buyers at the sample stores), who agreed to cooperate further
 

interview at their residences.
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Sample Size in Each Survey : The number ,of respondents
 
in each survey by the test price, which was set for the soy­
fortified bread, and by the test market area are shown in Table
 
11-12. 
 Due to some difficulty involved in obtaining active
 
cooperation from the dealers and the stores assigned for the
 
test, the sample in each area is not uniformly distributed,
 
yet, in each price level of the test markets reasonable propor-:
 
tion of the sample size is maintained throughout the surveys,
 

The average interviews completed for Survey I and II are 47
 
and 57 respectively, and for Survey III and IV the averages
 
are 30 and 25 respectively. Unfortunately, only 87 responses
 
by mail were obtained for Survey V, which is about thirty-five
 
per cent of the total mail sent for the respondents of Survey
 
III. 
 However, it may be regarded rather high rate of return
 
in comparison with other mail survey conducted for similar
 
purpose. 
It is assumed that a amall gift (a diary note-book)
 

mailed out with the questionnaire, and the telephone call by
 
the research assistants to the prospective respondents, seem
 
to contribute to the higher return of the questionnaire.
 
Some useful information has been obtained from the survey,
 
particularly, concerning the post purchase behavior of the
 
soy-fortified bread consumers.
 

Family Size of the.Households : The family size of the
 
buyers of either ordinary bread and/or the soy-fortified
 
bread through Survey I to IV is showni 
Table' 11-13
 



Table'II-12umber of Respondents by Price Level
 
Price and Survey I Survey II urve III Survey IV Survey V Total 

Area. N N _ N _ N ___ : % 

V.95 
1lm.ngshipri
Suyuri 
Youido 
Dong;yodong 
rub-total 

57 28.8 76 
52 26.3 03 
49 24.7 64 
40 23.2 18 
198 130.0 218 

34.9 
27.5 
29.4 
17.4 

100.0 

37 
48 
30 
19 

134 

27.6 
35.8 
22.4 
14.2 

133.0 

20 24..1 
13 21.7 
27 32.5 
18 21.7 
R3 100.0 

8 
17 
7 
9 

41 

19.5 
41.5 
17.1 
2,.0 

100.0 

198 
195 
177 
134 
674 

9.4 
20.9 
26.3 
15.4 

100.0 
(52.0)T (47.9) ­ (54.3) - (42.6) - (47.1) - (49.4) 

:140 
kunedcng 
Langwidong 

41 
59 

41.0 
59.0 

34 
55 

3P.2 
61.8 

12 
32 

27.3 
72.7 

18 
33 

32.1 
67.9 

10 
11 

47.6 
52.4 

115 
195 

37.1 
62.9 

ub-,otal 1001)0.0 89 100.0 44 130.0 56 100.3 21 100.0 310 100.0 
(26.2) (19.6) - (17.8) - (2,.7) (24.1) - (22.7) 

4180 

Ianno 
joraenae 

42 
41 

59.6 
49.4 

63 
85 

42.6. 
57.4 

26 
43 

37.7 
62.3 

28 
28 

5.0 
53.0 

13 
12 

52.0 
48.0 

172 
209 

45.1 
54.9 

tub-total 00 0
12,,8) 32.-) 

00 
127:9) 12:7) 2 00

(2S.7) 1 279)03 

"-o~l 331100.0 455 100.0 247 100.0 195 100.0 87 100.01 ,365 100.0 



.-TbleII-13.... Fmi Size of the Respondents ­ .am -.Tsble~~~ Ia -'1-13 

Survey I Survey II Survey III Survey IV Total 

ByPsily Size 141 . %_N N __%_ N-- _ 

2 to 3 Dersens 52 13.7 62 13.6 18 7.3 18 9.2 150 11:.7 

4 to 5. persons : 178 46.7 206 :15.3, 112 45.3 71 30..4 56.7 44.4­

6 tD 7 persons 113 29,7. 143 :31. 4 82 3.3.-2 -.9.0 46.2 428 33.5 

8 persons or more. 35 9.2 44 9.7 35 14.,2 '16 :8.2 130 10.2 

No response 3 . ........ ..... 0 0 :O. L 0E 3 0.2 

.rotal 381 -100.0 -455 100.0 247 100.0 195 1 1,78 100.0 
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Throughout the surveys more than two out of five families
 

And more than three out
 have a family size of four to five. 


There­
of four families have a family size of four to seven. 


fore, it implies that around five to six is the typical family
 

size in Seoul.
 

Occupations of the Householders : Concerning the occupa­

tion of the householder fairly balanced distribution is found
 

among the respondents of Survey I and II, except much smaller
 

it is expected (see Table
proportion of unskilled labourer as 


Because of their low income, unskilled labourers are
11-14). 


the consumers of
not expected to purchase bread as much as 


the other occupations classified in the table.
 

In Survey III and IV the respondents with the occupations
 

of higher income category increased a little in comparison
 

with Survey I and II. Particularly, the categories of middle
 

management and small proprietor increased remarkably in pro­

portion, on the other hand, the proportion of salesworkers
 

and technicians decreased substantially. This may mean that
 

the social class of the respondents in Survey III and IV are
 

a little higher in comparison with the respondents in Survey
 

I and II? It may also imply that the respondents of higher
 

social class groups and upper middle income class tend to be
 

.
more open with interviewers when one of them visit thpip4 


residences.
 



, - '
 Uccupation--of th eRes-pondents
Table I- .14. 


Survey.. Survey II Survey III SurveyiV otal
Occupation N 
 " N N1 N N 
hanagerial & 62 16.3 73' .16.0 39 15.8 31 i5,9 205 16.0
 

professional
 

Middle hanagement- 52 13.7 
 48 106 42 17.0 -32 16.4, 174 ;13.,6
 

Small-pro25r7iet56---14.-7 
 25.7 95-38.5 60 30.8 328 25.6
 

Clerical workers. 84 22.0 .116 25.5 40 16.2 -37 
 19.0 277 21.7
 

Sales worker & 68 17.8 51 
 11.2 3 5.2 10 -5.1 142 11.1. ' 

technician 

Unskilled workers 16 4.2 8 1.-8 1 -0.4- 1 :0.5 26 2.0 

Others 37 9.7 42 9.2 17 69, 20 .10.3 116 9.1, 
No r.esponse 6.1.6 '0 0. " 4 2.1 10: 0.8­

"otal 381 100.0 455 .130.0 247 100.0 195 100.0 1,278 100.0
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Some difference in the proportion of occupational class
 

is found in different test area. However, it does not serve
 

to explain the difference of characteristics in each test area
 

(see Table A. II-1, in Appendix).
 

Monthly Income of the Householders and the Size of
 

, As indicated in Table II-15# an half of respondents
Residence 


have monthly income of W150000 or more, and three-fourths
 

(76.7%) have a monthly income of W100,000 or more, These facts
 

imply that the income level of the respondents is generally
 

higher than the average score of the nation. It is reported
 

that in 1976 more than three-fourths of Korean wage earners
 

have earned less than W1OO,000 per monthol) The occupations
 

of respondents do have a close correlation with monthly income
 

of the respondents. As it is shown in Table II-16 higher
 

social class groups are related with the higher income group
 

(see Table A. II-i in Appendix).
 

In terms of the size of residence Table 11-17 shows that
 

two-fifths of the respondents live-in more than thirty-one
 

phyongs2 ) (..btut 1,100 square feet).- This is much higher
 

per centage than the score found in ASI surveys3 ) (only 12o7%).
 

When the gruup of -y21 to 30" phyong is added the proportion
 

would become 70.8 per cent of the total. In Korea a household
 

which has more than twenty phyong of residence is generally
 

1) Souroe : Tax Administration, the Republi. of Korea
 

2) One phyong is equivalent to 36 square feet or 3.24 m2. *
 

3) See ASI Report, p. 44.
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Table 11-15. ionthly :Inceme of ,Iouseijolder ('aon)
 

More than 4 400,001 

4253,001 40000 


4150,001 -- 250j000 

4100,001 . 15-,0)0 

W.70,001 - 03,000 


Less than $ 73,000 


"No response 


Tota. 


Survey III 


NNN
 

13 5.3 

37 15.0 

70 28.3 

70 28,3 

38 15.4 

19 7,7 

0 0.0 


247 1,00.0 


Survey IV Total,
 

6 3.1 19 4.3 

.32 16.4 69 15.6 

63 32.3 '133 30.1 

48 24.6 118 26.7 

26 13..3 64 14.5 

10 ~ 9 6'6
 

10 5.1 10 23 

195 1000., 442 100.0 



Table 11-16. Occupation and Monthly Income of 9cuseholder
 

3SMll Clerical Sales Uns'illed Others No Total
Occupation Magerial & Middle 

professional kn gement prcprie- wcr'ers worker & worker respon3e
 

technician
jobs tors 

N 'N N N
IIncome N N 


19 4.3
More than 10 14.3 1 1.4 4 2.6 1 1.3 1 4.3 3 3.0 2 5.4 3 3.) 

W403,003 

69 15.6
W250,301- 23 32.9 11 14.9 18 11.6 11 i4.3 3 13.0 0 0.0 3 8.1 0 0. 

403,30
 

4150,031- 17 24.3 '27 36.5 53 -34.2 24 31.2 3 13.00 0.3 9 24.3 :0 . '.133 33.1
 

250,00
 

21,6 .2 D500118 -2o.7
4100,001- 11 15.7 21 2S.4 47 33.3 23 29.9 6 2o.1 0 0.0 8 

1l8 2.' %

15%0,0,0' 


-70,001 5- 7.1 12 lo.2 24 15.15 15' 19-5. 3 13.0.:1 50.0 4 13.d8 0 3.0 64 14.5
 

133,330
 

Less than 0. 0.0 . 1 1.4 9 5.8 3 .3.9 6 26.1 1. 50.0- 9 24.3 0 3,. 29 6.6 
4 73,003 

2 5.4 2 50.) 10 2.3
No response 4 5.7 1 1.4 -0 3.0 '0 03 1 4.3 0 0.3 


Total 70 100.3 74 100.0 155 100.0 77 100.0 23 100.0 2 100.0 37 103.3 4 100.) 442 133.3
 



Table 11-17. Size of Residence'by Monthly Income of Householder
 

Income 	 More than W250,001- W150,001- W100,001- 'W 70,001- Less than No Total
 
U400,000 400,000 250,000 150,000 100,000 V 70,000 response
 

Size
 
(Phyong) N~
 

More than 45 "1i 57.9 19 27.5 32 24.1 12 10.2 3 4.7 0 0.0 3 30.0 80 18.1 
31 - 45 5 26.3 28 40.6 38 28.6 25 21.2 3 4.7 0 0.0 1 10.0 100 22.6

-2. 282-8.01 	 0.2. 

21 -. 30 3 10.5 17 24.6 45 33.8 42 36.4 19 29.7 3 10.3 4 40.0 133 30.1 

15 -20 0 0.0 3 4.3 13 9.8 31 26.3 20 31. 3 11 37.9 1 10.0 79 17.9 

-Less than 15 -.--.-- 2.9 -5 3.!8 8. 5.9 16 25.0 15 51.7 0 0.0 46 10.4 

No 	 response 00 0.0 0 0.0 0 0.0 3 4. 0 0.0 .1 10.0 4 

Total 19 100.0 69 100.0 133 100.0 118 100.0 64 100.0 29 100.0 10 100.0 442 100.0-.

(4.3) (15.6) (30.1) (26.7) (14.5) (6.6) (2.3) 

http:282-8.01


regarded as lower middle class (see Table r. II-1 & 2 in 

Appendix).
 

Therefore, in terms of monthly income and the size of
 

the residence, the majority of samples in this surveys are
 

That means, as it is
classified as middle class or above. 


assumed before, in terms of income and occupation the distri­

bution of survey samples in this surveys do not represent
 

true distribution of the universe, but it may certainly repre-


In this respect the
sent the distribution of bread users. 


surveys may be identified as to represent the behavior of
 

bread users who are also identified as middle income class
 

or above.
 

3-2. Bread Consumption Habit
 

Amount of Bread Purchased : Fairly wide rangeof weekly
 

The table indicates
bread consumption is found in Table 11-18. 


that the amount of weekly bread consumption is somewhat diff­

erent in each survey, and the last two surveys (III and IV)
 

show the amount of weekly consumption is slightly lower than
 

the level found in the previous two surveys (I and II). On
 

the whole only about two-fifths of the respondents purchases
 

more than two loaves of bread per week. Another onqrthird of
 

There­the respondents buy more than one to two loaves a week. 

fore, it might be said that an average Korean family does not 

eat much of bread, even though their income and social class 

are aboye average. . 



Table 11-18. Weekly Bread Consumption(In loafl)
 

Survey I Survey II Survey III 
 Survey IV 
 Total
 

Loa~t 
 N 96 L NN.. 


0.5 or less than 0.i,5 42 11.0 29-
 6.4 29 
-,11.7 
 24 12.3 124-- 9.7
More than 0.5 to -1 85 22.3 41 9.0 43 1 7.4 45 23.1 14 6.More than 1 to .5 56 14.7 89 19.6 51 23.6 44.22.6"240 18.8 

,More than 1._5 to 2 51 13.4 68 14.9 35 14.2 22 11.3 176 13.8 
More than 2 to 3 57 15.0 87- 19.1 37 15.3 33 16.9 -214 16.7
 

~orehanto42
3-to-4 90ore-than23.6:290 59 13.0 26 10.5 16 8.2 191 '__.9 
ore tan 4 0 82 18.0 2. 1 . 

Total 
 381 103.0 455 100.0 247 
 100.0 195:100.0 
 278 100.0
 

-1 Averaging 600 grams per 
 oaf
 

- 2 ih;ore than'4 is included 
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It is interesting to note that the respondents of Survey
 

II and III consume more than those of Survey I and IV. Namely,
 

50.1 	and 36.0 per cent vs 38.6 and 30.7 per cent respectively
 

for those who consume more than two loaves -eek. This may
 

mean that the consumers who bought the soy-fortified bread
 

are generally con:2 e:ed as heavier bread users than those
 

who do not.
 

However, weekly bread consumption has a little correla­

tion with the level of householder's monthly income. Accord-

Lng to the table (Table 11-18), 72 per cent of the family 

vith the monthly income of W70PO00 buy one or less than a 

Loaf of bread, while 52.7 per cent of the family with monthly 

Lncome of W400,000 buy more than two loaves (see Table A. I-4 

5 in 	Appendix).
 

Concerning weekly bread consumption by family size a
 

Little positive relationship is found between family size and
 

)read consumption. For an example in Table Ii-19, 72 per cenit
 

)f the family with two or three membersm and 39 per cent of
 

;he famil. with eight member,, or more in Survey III and IV
 

:onsume less than 1.5 loaves of bread, while 55 per cent of
 

;he family with eign-c members or over consume two loaves or
 

)ver, but only 17 per cent of the family with two or three
 

iembers 	consume that much.
 

This result tells that the larger the family size is,
 

;he more bread is consumed, and vice versa. The relationship
 



Table .II-19. - Weekly Bread Consumption by-Fami-ly Size (In loaf)-.
 

(Survey I
 
Family 
 2-3 4-5 " 6-7 8 or more No response" To" l -TSize--

Loaf 
 N NN 
 N.
 
0.5 or 
less than 0.5 11 21.,1 16 9
kore than 0.5 to 

S 9 8.0 5 1-4.3 .1 :33.3 42 1.001 12. 23.1 39 21.9 28 24.8 6 ;17.1i-ore than 1 to 1.5 0 , 0.0- 85 22.37 13.5 32 18.0 13 11.5 3l.ore than 1.5 to 2 6 11.5 25 14.0 17 15.0 3 
:8 .b 1 33.3 56' 14.:7. 

.Morethan 2 to 3 8..6 -0. D.0 51 13.,43 5.8 27 15.2 17 15.0 9 25,7Iviore than 3 -1 33.*3 57 14.913 :25.3 39 21.9 
29 25.7 9 25.7- 0-0- 90-- 23.6.
 
Total 
 -52 100.0 178 100.0 113 100.0 35 103.,0 - 3 , 100.0 381 103.0
(13.6) (46.7) (29.7) (9.2) (0 .8) 

(Survey III-IV),
0.5 or less than 0.5- 8 22.2 24 13.1 19 11.0

than 0.5 to 1 
2 53.--. 12.01iore 537 19.4 37 20.2 34 19.8 10 196P.ore tnan 1 88 19.:9to 1.5 11 39.6 42 22.9 34 19.8 8 15.7ei'ore than 1.5 to 2 95 21 .5'4 11.1 29 15.8 21 12.2 3 5.9I":ore t -an 2 to .57 1293 2 5.6 28 
 15.3 28 16.312 23.5i'ore than 3 to 4 70 15.-83 8.3 
 14 7.7 19 11.0 6 11.8-l'iore thin 4 42 9 51 2.8 9 4.9 17 
 9.9 10 19.6 
 37 84Total 36 109.0 183 100.0 172 100.0 51 100.0 442 100.0 

(8.1) (41.4) (38.9) 
 (11.5) -



between weekly bread consumption and family size in the Survey 

III and IV is found closer than that in Survey I and II. 

Bread Taking Habit t As Table 11-20 shows on the average
 

one-fourths of respondents take bread more than once a day.
 

Because all respondents are bread buyers, they are expected
 

to take bread at a meal. This figure is much higher than the
 

one was found in ASI report (see ASI report p. 19). However,
 

almost thirty per cent of the respondents replied that they
 

eat bread rarely or do not eat at a meal. Therefore, those
 

light users take little bread.
 

Concerning a habit of taking bread as a snack, which is
 

shown in the lower half of Table 11-20, the larger proportion
 

of households seems to consider bread as an appropriate food
 

for snack. Adding the replies up to more than once a week
 

three-fourths of consumers are taking bread for a snack.
 

Also, no positive correlation is found between bread
 

eating habit and family size T As Table 11-21 shows no signi­

fidant difference is found between the size of a family and
 

the use habit of bread, except some heavler read consumption
 

by larger families in Survey III and IV,
 

On the other hand some positive relationship is found
 

between use habit of bread as a meal and as a snack, As
 

Table 11-22 shows the more the consumer eat bread as a meal, 

the more they eat it as a snack too, and vice versa. For an 

example 46.7 per cent of those who eat bread A's, a meal more 



Table-
 -ii20,. Frequency of Ta'-inp Bread as a Meal snd r-s 
a.Snack
 

"!- -Survey 
 I Survey II Survey III Survey IV Totl

As a heal . N .Not v 

More than once a day 
 91 23..9 
 133 29.2 
 60 24.3
3 times a week 83 21.8 117 25,7 64 25.9 

31 15.9 315 24.6
 
Once a week 42 21.5 306 23.9
68 17.8 70 15.4 42 
 17.3 37
harely eat bread 19.0 217 17.0
59 15.5 111 24.4 71
Do not eat at all 28.7 75 38.5 316 24.7
20 5.2 19 
 4.2 10
No response 4.0 7 3.6 56 4.4
60 15.8 
 5 1.1 0 0.3 3 1.5 68 5.3 

Total 381 100.0 
455 10010 247 100.0 195 100.0 1,278 100.0 

As a SnAck
 

More than once a day 69 18.1 143 31.4 
 61 24.7
3 times a week 34 17.4 307 24.0
98 25.7 149 .32.7 87 
 35.2 72 36.9
Once a week 406 311.8
62 16.3 87 19.1
Rarely eat bread 58 23.5 56 28.7 263 20.6
39 13.2

Do not e,t at 

68 15.0 38 15.4 27 13.8all 172 11.940 10.5 8 1.8 3 1.2 6-ffo resnonse 73 3.1 57 4.519.2 0 010 0 0.0 _3 0.0 73 5.7 
Total 381 100.0 455 100.0 247 100.0 195 100.0 1,278 100.0 



ieal) by Familv Size'
 
Table 11-21. Bread Consumption Habit (as a 


(Survey!I-II) 

Family
Size 

2-3 4-5 6-7 8 or,more No resonse Total 

Taking.bread N N N _ N N N 

samealN 
1~ore than once a day 31 27.2 109 28.4 64 25.0 19- 24.1 1 33.3 2"24 268 

3 times week 2b 22.8 99 25.8 55 21.5 20 25.3 0 0.0 200 23.9 
Once a week 21 18.4 54 14.1 51 19.9 11 13.9 1 33.3 138 16. 

Rarely eat bre-,d 
Do not eat at all 
No response 

24 
7 
5 

21.1 
o.1 
4.4 

78 
14 
30 

20.3 
3.7 
7.8 

50 
10 
26 

19.5 
3.9 

10.2 

17 
8 
4 

21.5 
10.1 

5...1 

1 
9 
C 

33.3 
0.0 
00.O. 

170 203' 
39 4.7 
65..-7.B 

Total 114 100.0 384 100.0 256 100.0 79 100.0 3 1000o 836 100..D. 

(Survey II-IV)
 
91 20-6
20.3 18 35.3
8 22.2 30 16.4 35
iore than once a day 
 106 24.0
32 !8.6 11 21.6
13 36.1 50 27.3
3 times a week 
 79 17.9
9.8
5 13.9 35- 19.1 34 19.8 5


Once a week 146 33.0
15 29.4
9 25.0 .57 31.1 65 37.8
Rarely eat bread 17 3.8
2.9 2 3.9

Do not eat at all 1 2.8 9 4.9 5 

0 0.0 -3 0.7
0 . 2 1.1 1 0.6
No response 


183 100.0 172 100.0 51 100.0 442 100.0
36 100.0
Total 




Table 11-22. Relationships of Bread Eating Habits as h~eal 
and as a Snack
 

Meal More than 3 times. Cnce a Rarely 
 Do not No. Total 
once a day a week week eat bread eat at response . 

all 
Sn~ck 14 ~ N NA4_ 

More than 147. 46.7 73 23.9 -15. 
 6.9 52 16.5 9 16.1 11 16.2 . 307224q)
 
once - day 

3 times a 58 18.4 130 42.,5 81 37.3 90-*28.5"19 33.9 28 41.2 406 31.8 . 
week 

Once a week 19 6.0 45" 14.7 73 33.6 87 .27.5 16 28.6 23 33.8 263 20.6 

Rarely eat 38 12.1 18. 5.9 24 11.1 78 24.7 9 16. 5 7.4 -172 11.9.
 
bread
 

Do not eat 20 6.3 19 6.2 13 6.0 1 0.3 3 54 1 1.5 57 '4.5
 
at all
 

No response 33 10.5 21" 6.9 11 5. 2.5 0 .00 
 0 0.0-

:Total. 315 10. 0I 
 306 100.0 217 100.-0 316 103.0 56100.0 68100.0 1,278 100"°
 

5 
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than once a day, also, eat as a snack more than once a day.
 

On the other hand, only 16.5 per cent of those who rarely
 

eat bread as a meal eat it more than once a day as-a snack.
 

Some correlation is found between the occupation and the
 

use habit of bread consumers. As Table 11-23 shows that a
 

family holds managerial and professional job consume relatively
 

,'bead compared with other job holders. However, it can
 more 


not be ignored that substantial proportion of households in
 

all job classifications still identified as "rarely eat bread."
 

3-3, Bread Buying Habit 

Buyer of Bread in a Family : 4s Table 11-24 shows house­

wives are the major bread buyers at retail store, In both 

surveys over fifty per cent of breAd purchase is done by the 

However, other family members also extensively
housewives. 

Particularlyl a substantialparticipate in bread purchase. 


proportion of bread is purchased by secondaty Sbhool children,
 

It is assumed that these children may play as a errand for
 

their mothers when they asks their children to buy a pa ticular
 

This may mean that for an average consumer
brand of bread. 


bread is considered as a convenience food for which a parti­

cular brand to be purchased is normally predetermined and
 

easily available at a nearby Store,
 

..

Reasons for Buying a Certain.Brand of Bread : Among 

several reasons for buying a certain brand of bread "taste"
 

is considered as the most important factor for the consumers.
 



Table II-23. Bread Eating Habit (as a Heal) by Occupation 9f the Householders
 

(Survey I-HI)
 

Occupa- Mnagerial Middle 
 Small Clerical Sales Unskilled Outler4 No Total

tion & profess- manage- proprie- workers 
 worker & workers response


Eating ional ment tors 
 technician
 
habit N N N "a N N N 

More than 50 37.0 29 29.0 41 23.7 55 27.5 
 20 16.8 3 12.5 22 27.8 4 66.7 224 26.8
 
once a day

3 times a 32 23.7 28 28.0 35 20.2 53 26.5 28 23.5 5 20.8 18 22.8 1 16.7 200 23-9 
week 
Once a week 22 16.3 12 12.0 34 19.7 30 16.0 25 21.0 5 20.8 9 11.4 1 16.7 138 16-5Rarely eat 13 9.6 19 19.0 43 24.9 42 21.0 31 26.1 7 29.2 15 19.0 0 0,0 170 20,3
 
bread
 

0.0 5 6.3 0 0.0 39 4.7
Do not eat 7 5.2 5 5.0 15 8.7 5 2.5 2 1.7 0 
at all 

No response 11 8.1 7 7.0 5 2.9 15 7.5 13 10.9 4 16.7 10 12.2 ,2 0.0 65 . -8 
Total 135 100.0 100 100.0 173 100.0 200 100.0 119 100.0 24 100.0 79 100.0 6 100.0 836 100.0 

(Survey III-IV)
 

More than 21 30.0 18 24.3 23 14.8 16 20.8 5 21.7 0 0.0 7 13.9 1 25.0 91 20.6 
once a day
3 times a 21 30.0 9 12.2 49 31.6 19 24.7 4 17..4 0 0.0 4 10.8 0 0.0 106 24.0 
week 

Once a 
Rarely 

week 
eat 

11 
16 

15.7 
22.9 

16 
28 

21.6 
37.8 

27 
49 

17.4 
31.6 

14 
25 

18.2 
32.5 

2 
10 

8.7 
43.5 

0 
2 

0.0 
00.0 

7 
15 

18.9 
40.5 

2 
1 

53.0 
25.0 

79 
146 

17.9 
33.0 

bread
Do not eat 1 1.4 3 4.1 6 3-9 3 4.0 1 4.3 U J. o 8.1 0 0.0 1" 3.8 
at all 

No response 0 0.0 0 0.0 1 0.6 0 0.0 2 4-3 0 0.0 1 2.7 0 0.0 3 .T 

Total 70 100.0 74 100.0 155 100.0 77 100.0 23 100.0 2 100.0 37 100.0 4 100.0 442 100.0 
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Table 11-24. ivi.-jor Purch.ser of Bread in the Family 

Survey III Survey IV Total
 

Father 12 4.9 7 3.6 19 43
 

hother 13 55.5 1100 51.3 ,237 53.16
 

Other adult member 15 6.1 1.4 7, 29 6,6
 

SL-ccndary school 26 10.5 37 19.9 63 14.3
 
studervS "."
 

Primary school,.-.- 9 3t6 8 4.1 17 3.8 
children 

Pre-school children 20 8.1 12 6 32 7.2 

Others 27 10.9 14 7.2 41 9.3 

No response 1 _0-4 3 1.5 4 .9 

To a 247 100.0 195 100.0 442 100 
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As Table 11-25 shows over fifty per cent of the respondents
 
places "taste" as 
the top priority for buying a particular
 
brand of bread. 
The ratio would become higher, if a related
 
portion of multiple reasons stated by the respondents is added.
 
The table shows rather disappointing fact, because only a
 
small per centage of the respondents have shown an interest
 
on nutrition and economy when they choose a brand of bread.
 

Such finding is justified by Table 11-26, which shows
 
priority factor mentioned in buying bread. 
 In the table still
 
"taste" is placed over fifty per cent of the total. 
Although
 
"nutrition" is placed as 
the second place it is evident that
 
"nutrition" is considered as secondary concern of bread con­
sumers. Moreover, only in five cases 
out of 24 7.price factor
 
is mentioned, so that it is reasonabe to assume that an average
 
consumer does not concern much about price of bread, particu­
larly, to middle income group or above.
 

3-4. 
Consumer Responses upon the Soy-fortified Bread
 

Mixed feeling of bread consumers has been found upon the
 
soy-fortified bread in Survey II and III which are designed
 
to deal solely the response of the new bread users. 
 The res­
pondents generally feel that the bread is nutritious and
 
inexpensive, but not high quality bread in terms of taste and
 
flavor. Therefore, the bread has failed to obtain favorable
 
reaction at the initial stage of test sales from ordinary
 
)read consumers. Specific responses of the buyers are presented
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Table.Il-25. :h6Psons for 3uying'E_ Certain Brand of :iread 

Survey III Survey IV Total
 

NI 

Taste , 120 48.6 103 52.8 223.: 50.5
 

Nutrition 15 6.1 14 7.2 29 6.6
 

Convenience. 30 12.1 21 10.8" 51 A11.5 

Economy 9 3.6 2 1.0 11' 2.5 

hultiple reasons 63 25.5 35 17.9 98 22.2 

Others 10 4.0 20 10.3 30 6.8 

Total, 247 100.0 195 100.0 442 100.0 
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Table 11-26. Priority in Purch.sing Bread by Price Level
 

Price level .4 95 4140 W183 Total 

Priority N 'N ' 

Flavor 72 53.7 20 45.5 37 53.6 129 52.2 

Freshness 11 8.2 3 6.8 '4 5.8 18 7.3 

rexture 6 4.5 2 4.5 2 2.9 10 4.0 

Nitrition 26 19.4 14 31.8 16 23.2 56 22,7 

Eeasonable price 2 1.5 2 4.5 1 1-4 5 2.0 

E.sily available 8 6.0 0 0.0 4 5.8 12 4.9 

Uthers 8 6.0, 3 6.8' 5 7.2 16 6.5 

No response 1 0.7. 0 0.0 0 0. 1 0.4 

Total 134 10)., 44 100.0 69 10010 247 100.0 



in the following.
 

Response upon Multiple Pricing : As to the price, of the
 

soy-fortified bread only a few cases have been reported it as
 

expensive bread. Majority of consumers responded it as cheap
 

bread. As shown in Table 
11-27 the test markets, where 95 won
 

was charged for a loaf of bread (450 grams per loaf), the
 

reaction was overwhelmingly "very inexpensive," 
 And eyen
 

where higher prices were charged the reaction was either
 

"inexpensive" or "reasonable," so that the higher price level
 

was not considered as a major concern of the bread buyers.
 

Only few serious case of rejection was reported in both Survey
 

II and III in the higher priced markets.
 

A favorable reaction toward the price of the soy-fortified
 

bread was somewhat reduced in the latter survey (Survey III),
 

yet, such high price was not considered as unreasonable to
 

most of the consumers.
 

Response upon the Quality of the Bread s.Despite the fact
 

that such multiple and wide range of pricing test was adopted
 

initial consumer reaction upon the bread was rather favorable.
 

In all three markets where different test pricing were adopted
 

consumers seems to believe the soy-fortified bread as nutri­

tious bread. Table 11-28 shows that many respondents regard
 

the bread as well-nourished (50.6%) and inexpensive (25.9%)
 

regardless of its quantity of bread consumed as a meal or as
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Table .H-27. Cpinion on the Price of the Soy-Fortified 
bread by Price Level
 

(a) Survey II
 

4 95 4140 180 Total

Price 
 N _N N
 

Very expe.'sive 
 0 0.00 0.0 
 2, 1.4 2 0.4
 

1-7irly expensive 
 3 1.4 5 5.6 
 11 7.4. 19 4.2
 

Reascnable 
 16 7.3 24 27.0 119 80.3 159 
35.0
 

Fairly in*xxerisive 57 
 26'. 2 52 58.4 
 14 
 9.5 123 .27.0
 

Very inexpensive 
 142 65.1 7 7.9 1 0.7 150, 33.0
 

No response 
 0 0.0 1 1.1 1 . 2 0.4
 

Tota.l 
 218 100.0 89 100.0 148 100.0 455 100.0
 

(b) Survey III (In reference to regular and milk bread)'
 

69 100.0 247 100;0
 

Very expensive 2 1.,5 3 ,6.8 1 1.4.6 2.4 

Fairly exounsive 12 9.0 2 4.5 6 8.7 20 8.1 

Reasonable 22 18.4 13 29.5 43 62.3 78 31.6 

Fairly inexpensive 42 31.3 16 36.4 15 21.7 73 29;6 

Very inexpensive 56 41.8 10 22.7 4 5.8 70 28.3 

Total 134 100.0 44 100.0 
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Trouble 11-28. Gpinion of the Lespondents on the Fe.ture
 

of the Soy-Fortified Bre.td by Price Level 

Price level. N 4 95 1i140 j.10 Total 

Opinion 

As 'a 62 46.3 23, 52.3 40 58.0 125 50.6 

nutritious bread
 

35.1 0 22.7 7 10.1 .64 25.9As 'an 47 
inexpensive bread", 

As a delicious 6 4.5 3 6.8 3 4.3 12 4.9 

bre d 

1 2.3 7 10.1' 19 7.7As another.. 11 8.2' 
brand of bread, 

5 4 7 10.1 8 7.3As another 5.2 9.1 
kind of brenad-

As an 0 0.0' 1 2.3 0 0.0 1 0,4 
expensive bread 

7 . 7.,2 8-As a bad-quality 1 . 
bread 

,";:al1,34' 100.0 44 100.0 (2..69 .1,0... 247 100.01' i?!:<( 4 3 ; :(17.8), 
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a snack. Moreover, interesting fact is observed, that is,
 

where the higher price was charged to the bread, the higher'
 

per centage of such positive feeling upon the bread is
 

reported. On the other hand, where the lower price was
 

charged consumers tends to emphasize it's inexpensive feature,
 

For more conr-'.te and detail consumer responses on the
 

quality of the bread the following Table II-29 may serve to
 

provide an useful information. In general the quality of
 

soy-fortified bread is considered as fair, yet, the bread
 

user's opinion is divided into good and poor too. This im­

plies that the quality of the bread should be improved.
 

Moreover, the respondents had definitely negative opinion for
 

it's flavor, odor, texture, colour, and the like. Moreover,
 

it is found that the consumers who used to buy so called
 

"milk bread" had more unfavorable reaction to it's features
 

(see Table A.- II-7, in Appendix).
 

However, due to repeated trial of Sam Lip Foods Co., to
 

make better bread such unfavorable reactions seem to be some­

what reduced after the bread was introduced for market-wide
 

distribution in late November. As Table 11-30 shows the
 

buyer's opinion on the soy-fortified bread was somewhat
 

improved, particularly, on the quality feature of the bread. 

That is, negative opinion on the flavor, odor, texture, and: 

colour of the bread has been reduced a little. However, such 

improvement was not strong enough to change preconceived un­

favorable opinion of the bread.
 

http:conr-'.te


ITabl ~ Opinion on the Features of the Sby-Fortified 3readV I 

.(In Refererice:,to Regular and Milk Bread) 
"(For Survey II1) 

?avor 0Features'Texture Colour Stickiness Thickness Package, TotalOdor Shape 
-- .~ , - of a piece design - .

:Opinion N 2- ,.. % • N.-'. % . 

Excellent 10 4.0. 4 .6j. 8' 3.2 !'6 2.4 2. 4 .6 3 - 1 4.84 5.7 '51 2.66.2 

lln Z'-_~ 6 . 8 .2 ,0 86'.. 

Go'52 aI..i 31~ m6 *48 19.A.74~ 91 6 10. 627602.3 28. 466 23.6 
- ... _'.',? - - ;= -.(C. 7- 9 7 6 4 2 7 6 -2r . -. 1 1 2 ' 

Fair 6'; .9 -'4 46.2 ' e 0 ,32.4 100 40.5 . 69 27.9 163 66.0 149 603139 56.3 878 44.4 ~ 

Poor 116. 17.0 95 -38"5 i05 2 66, 26.7 93 37-.7 23, 9-3 35 14.2 20 8. . 553 28.0 

Very poor 7-. 2.0 W26 . - 2.8 0.4 0-O. O," 3 8.' 1.2' 

Totl b ~247 190.0 47 100.0 247100.0 1,976100.0­.~Total 247- i00.0 247 bo0. 247 1o6.0 247 00.0 1247 00.'O 2 " " 



Tpble11-30.Attitude on the .uility of the Soy-Fortified Bread
 
(In Compwirison with Repular and Nilk 3resd) -+
 

(For Survey V)
 

Flavor Oder Texture Colour 	 Packa.ge Size of Thickness Stickiness­
design the bre d of a piece-­

:xcellent4-6 1.. .1.7 10.3 3' 5.2 b 10.3 3 5.2 5 8.6 4 6.9 

Rood 19 32.8 25 43. 1 26 44.8,25''43. 28 48.3,- 25 n43i20 -34.5 22 .3.9 

Fszr:. - 21 -3.2 42.8 10 17.2'18- 31.3 18. 31.0:.. 25 43.1: 27 46.6' :21 36.2 •,9_ 


Poor, 12 2-0.7 li" 19.9 . 15 25.9 12+ 20.7 5. 8.6.. 5 8.6 ,'6 10.3_ 9 15.5- .1 . 3 + + 9 ++ .1 5.
 

gery poor 2 -~. 3.4 1, 1 .7. 0. 0.0~ 1 1.7, 3 0.0 - .O - -2 3.4 

fot 581+ 1390 58" 1 58 100 0 5810 0 58 10. " 508 100.0 58 '0.0"58 58 130 

OP.+0+ -5' -• + .0.+0 58" .0 	 "0 


http:Packa.ge
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As Table 1-31 shows, because most of the bread consumers
 

are interested in good quality bread, and not in low price or
 

poor quality bread, the unfavorable opinion established among
 

the bread users seems to remain for a while. To them good
 

quality means good flavor, odor, and so on, therefore, at this
 

stage the bread with poor quality would have little chance to
 

succeed in market-wide distribution.
 

Reasons for the Discontinued Purchase of the Bread
 

Unfortunately, almost one half of the respondents who had
 

purchased the soy-fortified bread did not have another chance,
 

to have it, and another one-fourth of the buyers did have
 

repeated buying it only once or twice more. As inTable II-*2.-.
 

the price had some effect on the repeated sales, but not to
 

te degree that the researchers expected. The act of discon­

.tinuation of the bread purchase must be explained in different
 

angle. (See Table A. 11-8 in Appendix)
 

According to the respondents of Survey III primary reason
 

for the discontinuation of buying the bread can be explained
 

as poor quality, including taste, colour and texture of the
 

bread (see Table II-331. Almost one half of the respondents
 

expressed their unpleasant experience of having poor quality
 

of the soy-fortified bread. This may mean that the consumers
 

who had negative feeling on the bread did not pay any more
 

attention to it when they purchase bread again. It is unfor­

tunate to-have someone who had been unable to buy .the'bread
 



Table 11-31 Gpinjin on the 
l'urtier Purchsing Intenticn
 
of the So.-Portified 3re-.d by !ticeLevel
 

Price level 
 95 
 Tota -1-

Opin-ion "-" 95 414J


N To.oal -


Good qiillGod quality 

'dill always buy 64 
ocCsionally buy 64. 

-47,8-23 

47.8 21 
52.3 35 50.7 122 
477 24 34.809-7 2-. .- 4 8: 0. . 

49.4 
44.144 1-,. 

but exgensive Rvill rarely buy '6 4.4 - .0 8 11.6 14 :5.7 
.ill not buy at all 0. 0o0 3. - 2 2.9 2 

Total 134 100.0 44 103.0 69 133. 247 103.0 

/ill always buy 
 2 1.5. 
 1: 
 . 
Inexpensive.bu t Will occasionlly b uy 9 : 3 6 8 
Pco r q u a -ity " •- "l y b -9 . 7 .8 8 11.6 2 3 82i
 

4ilrrely buy 
 35 2o.1 22 53.0 13 13.8. .70 28.3

>vdill 
not buy at all'- 88.. 
 439 47 68.1154., 64
 

Total 
 134,100.0 44 
 .369-100.0 247: 1-3.
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Table 11-32. Buying rxperience of the.Soy-Fcrtified Bre-d
 
by Price Level
 

Price level 4 95 4140 4180 Total
 
- N N i.
Lxperience Z 

Once" 63. 47.0.22- 50. 27. 39.1 112 45'3. 

•o to three .41 33.6 15.9 21 36.4 69 27.9 

Four., to. six 12 9.0 4 9.1 4 5.8 20 8.1 

Nore.h.hn once. 15 11 .2'-I7 A'15.9 9 13.0 31 12.6 
in es4.chweek. 

Don't remember- 3 2.2 4 9.1-, 8 11.6. 15 6.1 

Total 134: *t3 44 100.03-:69 100.0.247 1ZQ,0:• 

http:Nore.h.hn
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Table 1-1-33. 	Reasons for Discontinuation of Buying
 
the Soy-Fortified Braad by Price Level
 

Price level W 95 4140 T183Total 
heason N % N' N 

Poor taste 52 38.8 12, 27.3 ' 29 42.3 93 -37.7 
Poor colour 3 2.2 1 2.3 :0 3. 4 1.6 

Harsh texture 13, 70'.5 2.3 2 2.9 13 5.3 

Uneconomical 1 3.7 0 3. 2 2.9 3 1.2 

Not available 8 6.3 6 13.6 4 5.8 18 7.3 

Not interested 12 9.03 4 9.1 7 10.1 23 9.3 

Poor keeping 5 3.7 1. 2.3 1 1.4 7 2'728 
quality 

Unspecified 3' 22.4' 13 29.5 19 27i5 62 25.1, 

No response 13 .7 6 13 ,6 24 9.7 
Total 134 1)0.0 44 100.0 69130.0 247 100.0 
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at the test stores (7.3%). It is certain that the level of
 

price had only minor effect upon the bread purchase.
 

On the other hand, the data from Survey V,. which was
 

conducted after three months of the product introduction
 

(see Table II-34), indicate that unlike the previous responses
 

shown in Survey III the buyers as well as retail stores paid
 

little attention about the soy-fortified bread. The fact,
 

that out of 87 samples thirteen consumers were unable to
 

find the bread at retail stores, may imply the lack of interest
 

in the bread itself by consumers, retailers, and, to some
 

extent, the dealers of the product.
 

It may also suggests that the bread distribution system
 

was not effectively functioning during the initial period of
 

market-wide distribution. Such reasoning may be justified by
 

the fact that exactly one-third of the respondents did not
 

purchased after a trial purchase during the test marketing
 

period. It may be explained as unavailability of the bread
 

at nearly retail stores (see Table A. 11-9 in Appendix).
 

3-5. Source of Information on the Soy-fortified Bread
 

Source of Information Obtained : In spite of active
 

promotional measures had been taken by Sam Lip Foods Co., by
 

means of sample distribution with promotional leaflet, distri­

bution of indoor posters-for retailers, and d~ptpibution of,
 

leaflet which Was inserted in all soy-fortified bread, a word
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Table-II-34. Resons for Discontinuatioy of Repurchasing
 
Soy-Fortified Bread
 

Poor taste 	 8' 


Poor cclour 	 1 


Harsh texture 1 


'Uneconomical 
 3' 

Not avail.bie . 13 


Not interested 5 


Poor keeping quality t 


No specific resson 17 


Multiple arswers 16 


No 	response 22 


Total 87 


Total
 

9.2
 

.1
 

1.1
 

3.4 

14.9
 

.7
 

1.1
 

19.5 

18.4
 

25 .3. 

100,0
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had ,been the major source of spreading.of mouth communication 
the information to consumers on the soy-fortified bread.
 

Table 11-35 presents how the consumers did 
obtain needed
 

information of the bread. It shows almost an half of the
 

consumers had been aware of the bxead either through "others" 

or "by chance." Surprisingly only one-fourth of consumers 

were informed directly through the promotional 
means taken 

7by the company.
 

Also, the table shows that depending 
on the area the
 

It may be an 
of information varies substantially
source 

indication to measure the effectiveness 
of the test retail
 

stores and the dealers chosen for the 
promotion of the bread.
 

Effectiveness of Promotion: : Some difference 
in -the
 

source Qf information is found in Table 
11-36, which is derived
 

Since the company introduced 
radio advertising
 

from Survey V. 


.when the bread was introduced, the effect of the advertising
 

However, because of insufficient
is shown on the table. 


volume of radio advertising the awareness of radio advertising
 

message for the soy-fortified bread 
seems to be relatively
 

is.also considered as in­
low, andlthe effectiveness of it. 

. significant. 

At any rate Sam Lip Foods Co. had bpen given 
little bene­

fit: from +he store poster and the :leaf
leb,which was:distributed
 

The surveys have found that,
through the Sample retail stores. 


:withoutactive support of:the retail stores, 
'it is difficult
 



Table 11-35* -Source of Information about the Soy-Fortified -read by Dealer Area
 

Suyuri Jangwidong Youido Banpo Dcr.gkyodong Moraenae TotalDealer _Sungdong Wangshipri 

. N N4 N AN -Source< l 05 -9 20.9 cg5921' ­
8. t37~-4/3-3 6.,21... ­

12 25.0 13 40.63 6 23.1 2 105.Taste -of 1- 88.33 3 8.1 
smaple ­

4 15.4 2 10-5 -1 3 22- .9
Poster-in 0 0., " ,.C 6 12.5 4 12.5 2 6.7 
.a store 

0 0.0
 
A lefIet 0 0.0 0 0.0 0 .0.0 ,O 0.0 0 0.0 0 0.0 0 0.0 0 0.0 


Frmote' 83 2 5.4 2 4.2 3 9.4 7 23.3 2 .7 0 . 4 9.3 21 8.5 
f.amily member 

8 30.8 1 5.3 7 16.3 54 21.9
20.8 3 9.4 3. 10.0
From others 5 41.7 17 45.9 10 


36,. 11 25.6 60 24.3.
3 10.0 5 19.2 7

3y chanc 3 25.0 9 24.3. 16 33.3 16 i8.8 


2 6.7 1 3.8 5 26,3 11 25.6 29 ii.7
 
Others 2 16.7 3 8.1 2 4.2 3 9.-


0.0 2 10 0 0.0 2
 
No response 0 0.0 0 0.0 0 0.0 0 0.0 0 0.0 0 


'3 100.0 247 100.0..
19 100.0
48 100.0 32-100.0 '30 100.0 26 100.0 
Total 12 100.0 37 100.0 (7.7) (17.4)


(19.4) (13.0) (12.*1) (10.5)

(4.9)*. (15.0) 




rable ii-36. SOurce of Infcrmation about the Soy-fortified Bread by Area
 

Suyuri ws.ngshipri:. Youi'do Dongkyodong Sungdong Jangwidong koraenae Banpo Total 

Posters in 2 11.8 1 12.5 1 14.3 0 0.0 1 10.0 1 9.1 0 0.0 0 0.0 6. 6.9 
• store 

A l.eaflet 2 11.8 0 0.0 1 .14.3 0 0.0 0 0.0 1 9.1 2 16.7 1 7.7 8.0 

Prom oter 2 11 .8 1 12.5 0 0.0 1 11.1 0 o3 0 0.0 0 0.0 0 0.0 4 4.6 
fsgily members 

P.-um others 1 5,.9 0 0.0 1 14.3 1 11.1 1 10,0 0 0.0 1 .1.3 2 23.1 8 Q_..2 

2 11,08 2 25.0 2 28.6 1 11.1 3 3-3.0 2 18.2 0 0.0 2 15.4 14 16.1, 
a-dvertising 

By cq2ance 6 35.3 2 25.3 1 14.3 3 33.3 4 40.0 5 45.5 7 5R.3 5 38.5 33 37.9 

Others 0 0.0 1 12.5 3 0.0 2 22.2 0 3.0 3 0.0 2 16.7 0 0.0 5 5.7 

No response 2 11.8 1 12.5 1 14.3 1 11.1 1 13.0 2 18.2 0 0.0 2 15,A 10 11-5 

Total 17 130.0 8 100.0 7 100.0 9 130.0 10 100.0 11 100.0 12 100.0 13 100.0 87 133.3 
(19.5) (9.2) (8.0) (13.3) (11.5) (12.6) (13.8) (14.9) 
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to promote the.bread successfully,
 

3-0. Comments on the 'Survey Findings
 

A few comments on the surveys conductid fior f,,bread
 

consumers are made as follows.
 

Bread Consumption and Habit
 

1. 	Throughout the surveys above average consumer,,in terms
 

of income as well as social class, had been'contactcd.
 

and interviewed. Therefore, it cannot be denied that
 

the figures shown in the tables will be somewhat higher
 

than an average household consumption in urban area.
 

Moreover, because the surveys were made for the consumers
 

in Seoul, the figures would represent the level of bread
 

consumption and habit of the residents in Seoul.
 

2. 	Throughout the surveys it is found that, because of
 

economic consideration in addition to long lasting diet
 

habit, lower class consumers are generally not interested
 

in bread consumption. It implies that bread is exten­

sively eaten either by middle or above income class
 

consumers, or and by younger generation, as a snack.
 

3. 	Concerning a eating habit of bread the consumers who
 

eat more bread as a meal generally takes more bread as
 

a snack. 
This may mean that such neavy users a±reaav
 

developed a bread use habit.
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It 	Concerhing the consumption of the soy-fortified bread
 

some differences were found between the heavy-users
 

and the light users of bread. Namely, it may be stated
 

that to some extent heavy-users paid more attention to
 

the soy-fortified bread than the light usersi
 

5. 	Majority of Lread consumers prefers to have good taste
 

of bread than price cut. This means that bread is
 

usually eaten as a substitute for a meal rather than
 

as a meal itself. Therefore, much of bread is also
 

consumed by youngstars at other than home.
 

Consumer Responses upon the Soy-fortified Bread
 

1. 	Many respondents regarded the bread as inexpensive
 

bread, especially at 95 won markets where the lowest
 

price was charged. Surprisingly only small proportion
 

of consumers regarded as expensive one in 180 won markets.
 

In this respect Korean consumers seem to have rather
 

indifferent attitude upon the price of bread up to
 

certain price level.
 

2. 	Concerning the quality of the to bread many still
 

assess the bread as an inferior product. Especially
 

the opinion of those who compares it with milk bread
 

shows more unfavorable responses upon it.
 

3. 	Repeated bread sales was found among a small proportioz
 

of tne bread-consumers. As it was pointed out it is
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assumed that unfavorable response of the'usar uponthe
 

quality of the bread made them to terminate'the repur­

chase of the bread. The uniqueness of the bread,is
 

easily be offsetted by the "poor taste" of the bread.
 

4. 	Most respondents show their interest of the soy-forti­

fied without adherence to price. Rather they intend to
 

purchase it as long as that keep good tasty bread.
 

Source of Information
 

1. 	Among the s.ources of information "words of mouth" adver­

tising influenced most to disseminate the information
 

on the bread.
 

2. 	It may means other promotional means were not effectively
 

employed during the test marketing period as well as
 

during the initial market-wide introduction of the bread.
 



CHAPTER III
 

SALES ANALYSIS OF BREAD AND THE SOY-FORTIFIED BREAD
 

1. 	The Soy-fortified Bread Sales during the Test
 

Market Period (JuLy and August 1976)
 

1-1. Decisions Conccrning Test Marketing
 

This part of the report presents an statistical analy­

sis of the test sales records mf bread as a whole including
 

the sales of the soy-fortified bread which was made by Sam
 

Lip Foods Co., Ltd. during July and August 1976. The latter
 

was marketed for test purpose through eighty-four preselected
 

sample retail foods stores in eight territories among over
 

sixty sales territories of the Sam Lip Co. around Seoul.
 

Basically the same sample retail stores, which had becn
 

selected for initial bread user surveys during June and July
 

1976, were chosen for the sal~s test of the soy-f~rtified
 

bread. The number of sample fods retail steres assigned
 

to each test area are shown in the following Table MI-I.
 

Thb related marketing decisions for the test market­

ing is presented in the following.
 

Pricing of the Soy-fortified Bread an1 the other Breads
 

As it is shown in the previous table on the basis of experi­

mental pricing levels of the soy-fortified bread three group­

ings of the test sales areas were arbitrarily made to conduct
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price experimentso Based on the go"oernment permit, which
 

was obtained just vefore the test sales begun in July
 

1976, the Sam Lip has been able to charge any retail price
 

up to 180 won for a loaf (450 grams) of the soy-fortified
 

bread.1 Therefore, for a test purpose such abnormally
 

wide spread 	of the bread prices were adopted.
 

Table M]I-1. 	 Number of Selected Stores for the Test Sales
 
of the Soy-fortified Bread by Territory
 

Number of Store
 
Regular Retail Supermarket Total 

Group I 
(W 95 territories) 

Suyuri 8 2 10 
Wangshipri 10 0 10 
Youido 10 0 10 
Dongkyodong 8 2 10 

Group II 
(W140 territories) 

Sungdong 10 2 12 
Jangwidong 8 2 10 

Group I 
(WI80 territories) 

Moraenae 10 0 10 
Banpo 10 2 12 

Total 74 10 84 

1 Because of the strict price control of the government,
 
and because bread is classified as one of daily necessi­
ty, the factory as well as the retail price of any new
 
bread must be examined and approved by the Bureau,of
 
Price Control, Economic Planning Board.
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Table I-2 presents the price list and its marketing spreads
 

of bread which sold by the Sam Lip at the time of the tost
 

sales was conducted. As the table shows, in cheapest priced
 

areas of Group I the soy-fortified bread was charged at
 

even cheaper, in terms of its weight, than so called "re­

gular" bread of the Sam Lip. The price of bread is nor­

mally controlled by the government and priced as cheapest.
 

As a result the quality of bread was rather poor. On the
 

other hand, in the area of Group M1I the bread was charged
 

almost as high as so called "milk" bread of the Sam Lip.
 

Therefore, when the test sales was conducted it was natu­

rally assumed that such wide spread of the bread price
 

would immediately be reflected to the sales amount of the
 

soy-fortified bread in different areas.
 

Regarding to the marketing spreads of bread includ­

ing the soy-fortified bread, Table MI-2 also shows that
 

the milk bread has a little higher rate of margin than
 

the other bread. It is obvious that it provided little
 

incentive to the Sam Lip dealers as well as to the retail­

ers in promoting the soy-fortified bread with special care
 

and Interest.
 

Product Features of the Soy-fortified Bread : Again
 

based on the conditions of the government permit, which
 

specified the lower limit of the weight of the bread as
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Table MEr-2. Bread Prices and Marketing Spread.
 
(Effective during the Test Period)
 

(Unit:Won)
 

FaQ~pry Dealer Salesman Retail
 
price price price nine
 

Regular Bread 143.50 152.00 165.00 190,00
 
(800 gr.) (75'5%) (80.0%) (86.8%) (10060%) 

Regular Bread 69.50 ?3.50 80.00 95.00 
(400 gr.) (73.2) (77.4) (84.2) (100.0)
 

Milk Bread 139.00 147.00 160.00 200.00
 
(450 gr.) (69.5) (73,5) (80,0) (100.0)
 

Milk Bread 69.50 73.50 80.00 i000C
 
(200 gr.) (69.5) (73.5) (80.0) (10040)
 

Soy-fortified
 
Bread (450 gr.)
 

Group I 69:50 73,50 80.00 95.00
 
(73.2) (77.4) (84.2) (100.0)
(W 95) 


Group II 102:50 108,00 ll8.uU 140.00
 
(w140) (73,2) (774) (84.2) (100.0) 

Group M 131.>0 140.0 152.00 180.00
 
(W180) (73,2) (77.4) (84.2) (100.'0)
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450 grams along with the price, the company set the weight
 

of the bread to 530 grams for a loaf. Such extra weight
 

was given to induce favorable reaction from bread consumers
 

during the introductory test period. Also it was the
 

maximum allowable weight that could be accepted to the
 

company to assure some profit from the sales of the soy­

fortified bread. However, on the pack;use of the bread
 

the weight was labeled as 450 grams, because the company
 

hoped to avc5.d any legal complication when the weight
 

reduction was needed.
 

As it is shown in Figure ]11-1 the package was dcsi­

gned with brown color. It was rather unique and resembles
 

to the color of the bread packed, so that it was reason­

ably well received by the company personnels and consumers
 

as well.
 

In order to show the bread size bigger the round top
 

form was chosen for the soy-fortified bread. Therefore,
 

it was almost identical in size and shape s the milk
 

bread which has been the most popular and profitable bread
 

of the Sam Lip. Only the difference in appearance between
 

the soy-fortified bread and the milk bread was its color,
 

The latter had much cleaner image i.e., snow-white with
 

milk flavor. On the other hand the soy-fortified bread
 

had brownish color with some soy bean flavort
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Figure 1[-1. Package Design of the Soy-fortified Bread
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Because of technical difficulty involved in removing 

such unpleasant odor, the soy-fortified bread had some 

handicap from the beginning to promote it successfully. 

Also, the soy-fortified bread had somewhat harsh texture, 

particularly, in compared to milk bread, so that it was 

recommended to serve as toast. 

In order to measure more meaningful reactions upon 

the sales of the soy.-fortified bread and upon the regular 

bread, specially packed half-weight of regular bread (450 

grams), which also had rcund top form as the soy-fortified 

bread, was made and distributed at 95 won only to those 

four test areas where the soy-fortified bread was sold at 

95 won. Ordinarily, the regular bread has flat top, and 

the half-weight size has poor appearance, so that such 

modification of half-weight regular bread was assumed to 

have much better promotional values. In other words, 

the test was intended to measure the sales reaction bet­

ween the soy-fortified bread and the newly marketed half­

weight regular bread with identical appearance. 

Based on the data provided through a series of' con­

sumer taste tests of the soy-fortified broad which were 

conducted by the Sam Lip, and based on the improvements 

made by the company, the company executives had reason-. 

ably good confidence upon the quality of the oread as 
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acceptable to most bread users. 2
 

Promotional Plans i Because of the costs and the
 

effectiveness of promoting the soy-fortified bread in
 

limited test stores, no mass media advertising was used
 

during the test marketing of the bread. However, as it
 

is presented in Figure M-2, through M-5 the point of 

purchase materials were proviede by the company and dis­

tributed to the retailers concerned.
 

The material in Figure I1-2 is a kind of poster which
 

was distributed and posted at each store to promote the
 

sales of the soy-fortified bread. Depending on the size
 

and the condition of each retail store either smaller
 

poster (7 1/2" x 10 1/12") or larger one (15" x 22") was
 

distributed. In most cases both larger and smaller post­

ers were distributed to get extra attention from bread
 

users.
 

The smaller poster was usually posted on the store
 

display w'indow or on the glass of a store doorq As shown
 

in Figure IE-3 informative as well as promotional messages
 

about the soy-fortified bread is described in detail.
 

The main contents of the messages may be summarized in
 

the following Table M1-3­

2 See the Cam Lip Co., report on the technical aspects of
 
the quality of soy-fortified bread.
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Figure MIE-2 continued 

Translation of Figure IM-2 

Sam Lip Bread 

Plenty of Nutrition in the Samo Size
 

P I 	C T U R E
 

1. 	Bread is not all Alike. Value of Bread is Deter­
minfd by Taste and Nutri­2. 	High Quality Brcad with good tion
 

Taste and High Nutrition.
 

3. 	 Vitally Needed for Growing Sam Lip High Protein Brpad 
Child. 
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Figure I1I-3, Description of the Poster 
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Table M[-3. Summary of the Poster Messages
 

(1) The soy-fortified bread is the distinctive and newly
 

developed nutritious bread. It is developed by the
 

Sam Lip with technical assistance of U.S.D.A. experts,
 

and will serve to improve the physical condition of
 

many Korean.
 

(2) Bread has not always same quality. It looks all
 

alike, but the soy-fortified bread has many more and
 

additional valuable nutrition than other breadb
 

(3) Eiecially the soy-fortified bread is vitally needed
 

to a Zroin child. The bread is enriched with good
 

quality of protein and vitamins which are largely
 

insufficient to Korean children.
 

(4) The comparison of nutrition between the soy-fortified
 

bread and ordinary bread is presented in a table.
 

Such promotional messages itself is well written, but
 

because of the nature of the poster and the way it is
 

utilized in the retail stores, the effectiveness of the
 

messages as a means of promotion seems to be reduced
 

significantly.
 

In addition to the posters the small descriptive
 

handout material was provided by the Sam Lip to 
the
 

retailers for further information to bread buyers. 
 It
 

is shown in Figure -4. The handout material was often
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Figure !r,'r0tiOL, Loaf-4.lLeaflet 
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given to bread buyers with a free sample packet of four
 

slices of the soy-fortified bread. The message of the
 

handout is very much the same 
as that included on the
 

back side of the smaller poster mentioned above.
 

The distributfion of free samples was planned, and it
 

was distributed to all 
the retail stores which were ex­

pected to carry the soy-fortified bread. Averaging more
 

than one hundred sample packets were given-to each store
 

during the first week of the test sales period. And an­

other one hundred or more 
of the samples depending on
 

the request of an individual store were distributed
 

through the salesmen of the Sam Lip dealers.
 

Also, a small descriptive leaflet was inserted in
 

each package of the soy-fortified bread. It is shown in
 

Figure 11I-5. 
 It is expected to reenforce the nutritional
 

valVe of the bread by the buyers. As in the case of the
 

handout the leaflet consists of a description of the bread
 

values in terms of nutrition, and the comparison of the
 

soy-fortified breed with the ordinary bread sold in market.
 

In particularly the leaflet recommends to 
serve the bread
 

as toast, because it would certainly reduce the poor odor
 

of the bread.
 

With the completion of required preparation for the
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Figure I11-5. Prorotinni._ Insort in tho Poead Prmcknge 

- ."> t. "=) 

]-­

, .'.," .'.It..',". 

LJ 

W 1:11-6110, 

.f Af 

tfft~lIA 
'"" ;-'n 

EUF2 8., 

*'.,,..-v'.-'.. - '----I 

..... . .~A 

qr 

rlij 

1 U. 

mrg 

..... 

., , 

10.5 

268 
1 200 
0.16 
U.35 

L . 

2j 'l'. 

, 

8.3 
12.4 

0. Is 
0.05 

...., 

-3961-.7-' 

1^.-

, . . .. , .. M a 



- 103 ­

test marketing process of the soy-fortified bread, the
 

Sam Lip finally launched a test sales on July 8th and it
 

lasted to the end of August 1976. Actual sales made dur­

ing the test marketing period is presented in the follow­

ing.
 

1-2. Bread Sales during the Test Period
 

An analysis of the test bread sales by area is made
 

through the data available in the daily sales reports
 

which were initially provided by the individual bread
 

salesmen and compiled at each designated dealer in the
 

test areas. The analysis by period is also made by divid­

ing the test period into two, i.e., during July (24 days)
 

and August (27 days), which seems to have experienced
 

many different problems in the process of the test sales.
 

Bread Sales by Area t During the first few weeks of
 

the test sales period substantial confusion was found
 

throughout the channels of distribution. Due to unfami­

liar attempt of the test marketing of the soy-fortified
 

bread, to a certain extent if applis to all interest
 

groups, including the staffs of the Sam Lip, the dealers,
 

the salesmen of the dealers as well as 
of the company,
 

the latter usually sold bread directly to larger retail­

ers, and the store keepers who were supposed to handle
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this new bread, had experienced confusion of 
one kind or
 

another during the first couple weeks.
 

Moreover, such discriminatory distribution of the
 

soy-fortified bread to a limited number of stores had
 

resulted in some considerable confusion and problems among
 

the bread salesmen and between the salesmen and the store
 

keepers. For example, 
one store was prearranged to sell
 

the soy-fortified bread, but the next one did not, so 
the
 

latter naturally protested it to 
the salesman. However,
 

such confusions and protests 
were eventually quieted down
 

people as realized the purpose of the test sales.
 

Wide difference and fluctuation of the sales of the
 

soy-fortified bread was observed in different test areas.
 

Naturally, as it was 
expected, considerable difference in
 

the sales was observed by the different pricing of the
 

bread.
 

After a few weeks of the sales of the test bread,
 

namely, during August, still wide difference of the sales
 

of the bread by area was observed9 It was expected to
 

maintain the sales a certain level in each area depend­to 


ing on the price level and the promotional efforts of the
 

dealers and the salesmen who had direct contact with the
 

retailers. However, the result was 
rather disappointing
 

one, especially, in those highly priced areas of 180 wee.
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and 140 won the sales of the soy-fortified bread dropped
 

drastically to almost zero in this period.
 

As it is shown in Table 11-4 and 111-5 the sales of
 

the soy-fortified bread amounted to 4,617 loaves for the
 

period from July 8 to July 31, averaging 192 loaves per
 

day and 2.4 loaves per store day. However, the figures.
 

dropped substantially to 3,159 during the second period
 

of August 1 to August 27, averaging 117 loaves per day
 

and 1.4 loaves per store day. Such decline of sales could
 

be explained by the drastic drop of sales in the areas
 

where relatively higher prices of 140 or 180 won for a
 

loaf were charged.
 

In the table ,N.R." and "S.M." stand for neighborhood
 

foods store and self-service supermarket respectively.
 

In order to make the tables more orderly ones such abbre­

viationis are used whenever needed in the subsequent tables
 

of the sales data.
 

At any rate during the test period the soy-fortified
 

bread was not sold more than 20 per cent of total bread
 

supplied by the Sam Lip and sold through the test stores,
 

Only 18 per cent of sales was made during the July, and
 

it happened to be the largest proportion of sales made
 

with the soy-fortified bread throughout the study period
 

covered in this report. 
However, when individual test
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Table M-49 	Analysis of Bread Sales by Seleted
 
Test Area (During July 8-31)
 

(Unit : loaf)
 

Soy-forti- Regular Aegula f Milk
 
fied bread bread bread' bread2 Total
 
(450 gr.) (800 gr.)(400 gr.(450 gr.)
 

Group I
 

Unit price 6 95 W190 W 95 $200
 

Suyur
 
N Ru 10675(58 258(9) 25 ( 0) 935(33) 2,873(11)4 


S.m5 135J 8 33520 255(1 987(58) 1,712(7)
 
Wangshipri 729(21 814(23) 5 0 2,006(56 3,554(4
 
Youido 31701 427(14) 127( 4) 2,135(71) 3,006(12)

Dongkyodong
N.R 92(11) 330(37) 14( 2) 415(51) 821( 3) 

S.M 190(25) 255(34) 0( 0) 316(42) 761( 3) 

Sub-total 3 138(25) 2 389(19) 406( 3) 6 794(53) 12,727(49) 

168) 158) (26) t43) 

Group II
 

Unit price W140 W190 W 95 W200
 

.Sungdong
 
N.R 183( 9) 328(16) 11'2( 5) 1,45O(70) 2t070( 8)
 
S.M 160 1 189(19 31( 3) 4(62) 994( 4)
 

Jangwidong
 
N.R 363(17) 236(11) 98( 5) 1,444(67) 2,141( 8)
 
S.M 134(14) 241(24) ,10( 1) 608(61) 993( 4) 

Sub-total 837(14) 994(16) 251( 4) 4 116(66) 6,198(24) 
(18) (24) (16) 126)
 

Group III
 

Unit price W180 W190 W 95 4200
 

Moraenae 355( 8) 344( 8) 415(10) 3,215(74) 4,329(17)
 
Banpo
 
N.R 217(12) 174(9) 266(14) 1,193(65) 1,853 7)
 
S.M 70(9) __18823) 221t28) 325(40) 804 3)
 

Sub-total 642( 9) 736(10) 902(13) 4 733(68) 6,983(27
 
(14) (17) (58) 130) 

Total 4,617(18) 4,089(16) 1,559( 6) 15,643(60) 25,908(100)
 

The actual sales volume are divided by two to come up
 
equivalent size of regular bread
 

2 Includes the sales of one half size of milk bread dividing
 

the volume by two
 

3 In the areas where the soy-fortified bread was priced at
 
95 won specially packaged "regular" bread (450 grams) was
 
marketed and classified under 400 gpams of regular bread,
 

4 N*R. stands for heighborhood foods retail store
 
5 SM, stands for self-service supermarket 
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TableI-5, Analysi's of Bread Sales by Selected Test Area
 
(During August 1-27)
 

(Unit : loaf)
 

Soy-forti- Regular Regular hilk 
fied bread bread bred bread Total 

(453 gr.) (833 gr.)(400 gr.)(43 gr.) 

Group I
 

Unit price W 95 k190 4J 95 W203 

Suyuri
 
N.R 973(29) 348(11) 144( 4) 19833(56) 3,295(13)
 
S.h 178(13) 412(31) 56 4 737(52) 1,353(5) 

Wangshipri 1,316(3)) 637(18) 122( 4) 1,679(49) 3,424(14) 
Youido 388(1J) 453(12) 3( 0) 3,33(78) 3,841(15) 
Dongkyodong 
N.R 292(15) 261(13) 196(13) 1,216(62) 1,965( 8) 
S.M 16624 24435) 3*p 292(42 '702 ) 

Sub-tctal 3,313 21 2 322 16 518 ) 8,730(60 14,583(581 
(95) (54) (36) (53)
 

Group II
 

Unit price V143 4193 W 95 W233
 

Sungdong
 
N.R 93( 7) 135(1')) 126( 9) 11328(75) 1,379( 5) 
S.M 0( 3) 312( 3) 120(10) 726(63) 1,158( 5) 

Jangwidong 
N.R 53( 4) 127( 9) 2( 0) 1,183(87) 1,362 5) 
S.M XL) 335(331 45(j5 7(2 927. 4
 

Sub-total 14() 879 1) 2-93( -6) 3,514(62) 4,826i19 
(4) (21) (23) (21)
 

Group III
 

Unit price W183 W193 4 95 ,230 

Mcraenae 9(3) 591(16) 392(11) 2,759(74) 3,751(15) 
Banpd 

263(19) 29( 2) 1,388(79) 1,383( 6)N.RS.M 3( 3)3) 218(28). 339(44)
31 _219(128)" 776} 3)
 

Sub-total 9(3) 1,373(18) 639(11) 4,186(71) 5,937(23)
 
(3) (25) (44) (26)
 

Total 3,159(13) 4,274(17)1,453( 6) 16,433(65) 25,313(133)
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area was examined there are several dealers who sold more
 

than 20 per cent in one or both periods covered in this
 

section.
 

In the areas where the lowest price was charged (95
 

won for a loaf) the proportion of the soy-fortified bread
 

sales to the sales of the other bread exceeds more than
 

20 per cent. Particularly, in Suyuri and Wangshipri the
 

proportions of the soy-fortified bread sales to other
 

bread sales were much higher than any other areas includ­

ing other areas where the same price were charged.
 

Depending on the location some variance of bread
 

market share of the Sam Lip could be found. However,
 

those areas that assigned to conduct the test marketing
 

possessed a more effective marketing ability among compe­

titors. Since each sample store was selected on the basis
 

of the past bread sales, they were expected to sell a
 

certain amount of bread daily regardless nf the location
 

and the size of a store.
 

However, the bread sales data presented in Table M1-4 

and M1I-5 leads some plausible conclusion. That is, the 

sales of the soy-fortified bread seems to depended heavily 

on the effort of the Sam Lip dealers who control their 

salesmen. Also there is strong indication that the bread 

sales normally depends on the ability of salesmen who 
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actually deliver and sell the bread to his customers.
 

Such test areas as Suyuri and.Banpo were able to sell
 
the bread much more than the other areas where the same
 

price was charged. Particularly, Banpo had been chosen
 
to charge highest price for the bread, but the dealer was
 
able to sell 12 per cent of the total bread sold in the
 

area during the month of July, but none in August.
 

As it is shown in the Table M1I-4 and I-5 even in the
 
areas where the same price for a loaf of the soy-fortified
 
bread was charged, the proportion of the soy-fortified
 

bread sales to the sales of other bread also fluctuate
 

widely. During July in the areas where 95 won, the cheap­
est price, was charged the per centage of bread sales
 
range from 11 per cent in both Youido and Dongkyodong to
 
58 per cent in Suyuri. 
During the month of August the
 
difference is somewhat narrowed, but still wide difference
 

is observed.
 

In those areas where higher prices were charged, it
 
is natural to assume 
that the dealers of the Sam Lip and
 
their salesmen lost their interest to sell the soy-forti­

fied bread immediately after its introduction to 
tne mar­
ket. Such interpretation can be justified by the close
 
examination of the sales data in Table 
M-4 and M-5.*
 

Also interesting fact is found in Zle M-4 and 
MT5.
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As it was mentioned in previous section, the 
areas where
 
the soy-fortified bread was priced at 95 won specially
 
packaged "regular" bread of 450 grams was proviald in
 
addition, but curiously the resulting sales is found as
 
insignificant in the tables.
 

Moreover, in proportion to the total bread sales
 
the sales of the soy-fortified bread is found as 
lowest
 
in Group 
I (180 won) areas. 
 There is no plausible ex­
planation for that, except the salesmen and the retailers
 
did not actively promote such special bonus bread to their
 
customers. 
 In some cases it is assumed that often such
 
special bread was not delivered to the test retail stores,
 
because some salesmen did not pay much attention to the
 
bread and the margin for a loaf of that special bread was
 

so small anyway.
 

The tables 11-6 through 
I-9 are presented to show
 
any difference in the sales of the soy-fortified bread
 
between the selected neighborhood retail stores 
(N.R.)
 
and the sample supermarkets (S.MI), 
 No marked difference
 
is shown on the sales of the soy-fortified bread for Group
 
II and I: during the test period, but for Group I'the trend
 
of the sales shows somewhat opposite. 
 In other words# for
 
the neighborhood retail stores the sales seems declineing
 
in August, but for the supermarkets the sales seems
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Table m-6. 	 Analysis of Bread Sales by Area at Selected
 
Neigzhborhood Retail Store (During July 8-31)
 

(Unit : loaf)
 

Soy-forti- Regular Regular kilk
 
fied bread bread breadl bread2 Total
 
(450 .r.) (800 gr.)(430 gr.)(453 gr.)
 

Group I
 

Unit price 
 4 95 4190 ; 95 W200
 

Suyuri 1,675(58) 
 258( 9) 	 5( 0) 935(33) 2,873(14)

Wangshipri 729(21) 	 5( 0)
814(23 	 2,006(56) 3,554(17)

Youido 317(11) 
 427(14) 127( 4) 2,135(71) 3,006(15)

Dongkyodong 92(11) 300(37) 14( 2) 415(51) 821( 4) 
Sub-total 
 2 813(28) 1,799(18) 151( 2) 5 491(54) 10,254(50)


(72) (62) (15) (43) 

Group II 

Unit price 4140 W190 4 95 W200 

Sungdong 180( 9) 328(16) 112( 5) 1,450(70) 2,070(10)

Jangvidong 
 -. 363(17) 236(11) 98( 5) .1,444(67) 2,141(10) 
Sub-total 54.3(13) 564(13) 210(50) 2,894(69) 4,211(20)


(14) (20) (20) (23)
 

Group III 

Unit price W180 4190 W 95 W200 

Moraenae 355! 8) 344( 8) 415(10) 3,215(74) 4,329(21)

Banpo 
 217(12) 174( fl . 266(14) 1,193(65) 1,850(_21 
Sub-total 572(11) 518( 8) 681(11) 4,408(71) 6,179(30)


(14) (18) (65) (34)
 

Total 
 3,928(19) 2,881(14) 1,342( 5) 12,793(62) 20,644(100)
 

1 The actual sales volume are divided by two to come up
 
equivalent size of regular bread
 

2 Includes the sales of 
one half size of milk bread dividing
 
the volume by two
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Tablela-7. 	Analysis of Bread Sales by Area at Selected
NeiLghborhood aetail Store (During August 1-27)
 

(Unit : loaf)
 

Soy-forti- Regul.r 
 hegular kilk
flied bread 
 bread breadl bread 2 
 Total
 
(453 gr.) (833 gr.) (433 gr.) 
(45T0gr.)
 

Group I
 

Unit price W223
4 95 W193 4 95 


Suyuri 973(29) 
 348(11) 144( 4) 1,833(56) 3,295(16)
Wangshipri 	1,316(3.3) 637(18) 
 122( 4) 1,679(49) 3,424(17)
Youido 388(1)) 453(12) 3(9) 
3,333(78) 3,84.1(19)
Don&kyodong 29215 
 261(13 196 13 1,216(6 1 9 13)
Sub-,total 	 2,666T217 1 , 6(_J 462(7 -7,731(621 12,525(614

(95) (6D) 
 (46) (56)
 

Group II
 
Unit price 4143 
 W193 
 W 95 423J
 

Sungdong 9)( 7) 
 135(1)) 126( 9) 1,328(75) 1,379( 7)Jangvidong _,53( 4) 
 127(9) _ 	 2( 3) 1;183(87) 1.362( 7.
Sub-total 140( 5 
 262 (1Y 128(54 
2211(81) 2,741(14.4

(5) (9) (13) (16)
 

Greup-III
 

Unit price 4183 
 W193 4 95 
 4233
 

Noraenae 
 9( 3) 
 591(16) 392(11) 2,759(74) 3,751(18)
Banpo 
 0( 0) 263(19) 29( 2 1 (
088 -79) 1383( )
Sub-total 
 9( 3 854 7' 421( 3;847 (75) 5,131 (25)

(3) (31) (41) (28)
 

Total 
 2,815(14) 2,782(14) 1,311( 5) 13,789(68) 20,397(193)
 

1 The actual sales volume are divided by two to 
come up
equivalent size of regular bread
 
2 Includes the sales of one half size of milk bread dividing.


the volume by two
 



.D - 113 -

Table M1-8. Analysis of Bread Sales by Area at Selected
 
Supermarket (During July 8-31)
 

(Unit : loaf)
 

Soy-forti- Regul'Lr Regular hilk
 
flied bread bread breadl bread 2 Total
 
(450 gr.) (800 gr.)(400 gr.)(450 gr.).
 

Group I
 

Unit price 95 4190 ' 95 W200
 

Suyuri 135( 8) 335(20) 255(15) 987(58) 1,712(33)
 
Dongkyodong 190(25) 255(34) 0CL ) 316(42) 761(15)
 

Sub-total 325(13) 599(24) 255(10) 1,303(53) 2,473(47)
 
(47) (49) (49) (46)
 

Group II
 

Unit price W140 W190 W4 95 4200
 

Sungdong 160(16) 189(19) 31( 3) 614(62) 994 19)
 
Jangwidong 134(14) 241(24) 10( 1) 608(61) 993 19 ) 
Sub-total 294(15) 430(22) 41( 2) 1 222(62) 1,987(38) 

(43) (35) (8) (43)
 

Group III 

Unit price W180 '190 W4 95 W200 

Banpo 70( 9) 188(23) 221(28) -325(40) 804(15) 

(10) (16) (43) (11) 

Total 689(13) 1,208(23) 517(13) 2,850(54) 5,264(100) 

1 The actual sles volume are divided by two to come up
 

equivalent size of regular bre.d"
 

2 Includes the sales of one h-.lf size of milk bread-dividing
 

the volume by two
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TableI-9. Analysis 
of Bread Sales by Area at Selected
 
Superm:rket (During August 1-27)
 

Poy-forti- Regular 
: ed breadt453 gr.) bread(8)) gr.) 

Unit price 495 W193 

Suyuri 
Dongkyodong 

178(13) 
166(24) 

412(31) 
244(35) 

Sub-total 344(17) 656(32) 
(I) (44) 

Unit price W14) W19) 

Sungdong 
Jangwidong 

3( 3)
)( 3) 

312( 3) 
335(33) 

Sub-total D(3) 617(33) 
(0) (41) 

Unit price 4183 419) 

Banpo N 
P) 

A 219(28)
(15)-

Total 344( 7) 1,492(3)) 

(Unit : loaf)
 

Legular iAilk 

(4))bre..dl bbread2 Total&r.) (45- gr.) 

Group I 

4 95 

56( 4) 
(() 

56( 3) 
(13) 


Group II
 

W 95 


123(1)) 

45( 5) 


4203 

7)7(52) 
292(42) 

999(49) 
(38) 

1,353(2.' 
;V2_._. 

2,)55(I-b 

W23) 

726(63) 
577(62) 

1,158(24) 
927(19) 

165( 8) 1,3)3(63) 
(37) (49) 

2,)8;(43) 

Group III 

4 95 

,213(28
( 53)T 

423) 

339(44)
(13)­

776(106) 

439( 9) 2,641(54) 4,916(1))) 

The actual sales volume 
are divided by two to come 

equivalent size of regular bread 

up
 

Includes the sales of one half size of milk bread dividing
the volume by two
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increasing. In other words, at lower price level the sales
 

of the soy-fortified bread at supermarkets could be main­

tained to some extent as 
the product characteristics was
 

known gradually to the bread buyers.
 

In these tables also such wide difference in sales
 

is found by area and, in turn, by the individual store,
 

which implies the role of the dealers and the salesmen
 

to promote the soy-fortified bread.
 

Analysis of Sales by Stores : 
As Table M-10 and
 

MJI-11 
show the daily sales of the soy-fortified bread in
 

each store indicates very small. Excluding bread sales
 

at supermarkets daily sales figures of bread at regular
 

retail store has wide range depending on the area it be­

longs. However, on the average a store was expected to
 

sell more than ten loaves of bread a day. It implies
 

that without serious effort was paid to sell the soy-for.
 

tified bread, it is obvious that the interest of buying
 

and selling the bread was 
easily lost by the consumers as
 

well as by the storekeepers. Particula4ry, in larger
 

stores usuall 
other brand of bread was handled along
 

with the Sam Lip bread, so that it was fortunate to sur­

vive the soy-fortified bread at retail stores under such
 

intense competition without placing vigorous promotional
 

efforts of the producers to the dealers, to the salesmen,
 



- 116 ­

TableMl-10. Bread Sales per Store-Day by Area 
(,uring July 8-31)
 

(Unit : loaf)
 

Number 
 Sales per Store-Day
 
of
 

store Soy Regular Regular i%.ilk
 
dCys bread bread bre .d brend 
 Total
 

(450 gr.)(800 gr.)(400 gr.) (450 gr.)
 

Group I
 

Unit price 4 95 W190 
 W 95 W233
 

Suyuri

N.R 184 9.1 1.4 0.0 5.1 15..6
S.Yi 42 
 3.2 8.0 
 6.1 23.5 ,40..8
Wungshipri 260 2.8 3.1 0.0 
 7.7 13.7


Youido 230 
 1.4 1.9 o.6 9.3 13.1
 
Dongkyodong

N.R 184 0.5 1.6 
 0.1 2.6 4.5
 
s.M 48 4.3 5.3 
 0.0 6.6 154_9


Sub-average 3.3 2.5 0.4 7,2 13,4 

Group II
 

Unit price 14140 190 W 95 W200 

Sungdong

N.R 230 0..9 1,6 0.6 7,3 13.4

S.M 35 4.6 5,4 0.9 17.5 28.4

Jangwidong
 
N.R 184 2.0 1.3 0,5 7.8 11.6

S.M 46 2.9 . 3.2 21.6

Sub-average 
 1,8 2,1 0 !3,3 3.-9 

Grmup III 

Unit price W189 w190 4 95 W200
 

Moraenae 240 
 1.5 1.4 1,4 13 t 4 18.0 
Banpo

N.R 240 0.9 0.7 1,1 5.0 7.7
S.M 
 46 1.5 41. 47. 17.5 

Sub-*ver ge 1.2 1.71.3 9..0 13.3
 

Average 2;4 
 2..1 0.8 8.1 13,4 
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Table r-11. Bread Sales -er StoreDy by Area
 
(During August 1-27)
 

(Unit : loaf)
 

Number Sales per Store-Day 
of 

store Soy Regul?.r Regular Milk 
days bread bre-Ld bre-id bre.d Total 

(450 gr.)(890 gr.)(430 gr.) (450 gr.) 

Group I
 

Unit price 'W 95 W190 4 95 4200
 

Suyuri
 
N.R 216 4.5 1.6 0.7 8.5 15.3
 
S.M 54 3.3 7.6 1.0 13.1 25.1
 

Wangshipri 27D 3.8 2.2 0.5 6.2 12.7
 
Youido 270 1.4 1.7 0.3 11.1 14.2
 
Dongkyodong
 
N.R 216 1.4 1.2 0.9 5.6 9.1
 
S.M 54 3.1 4.5 0.0 5.4 13.0
 

Sub-average 2.8 2.2 3.5 8.1 13.5
 

Group II
 

Unit price W140 4193 4 95 W200 

Sungdong
 
N.R 270 0.3 0.5 3.5 3.8 5.1
 
S.I 54 0.0 5.8 2.2 13.4 21.4 

Jangwidong 
N.R 216 0.2 0.6 3.0 5.5 6.3
 
S.M 54 3.0 5.6 0.8 10.7 17.2 

Sub-average 0.2 1.5 0.5 5.9 8.1 

Group III
 

Unit price W180 W190 W 95 W200 

Moraenae 273 3.3 2.2 1.5 13.2 13.9
 
Banpo
 
N.R 273 3.3 1"3 0.1 4.0 5.1
 
S.M 54 0.3 4.1 4,0 6.3 14.4 

Sub-average 3.3 1.8 1.1 7.0 9.9 

Avetage 1.4 139 7.2 11.2 
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to the storekeepers, and so 
on.
 

In some areas average daily sales of a retail store
 
are below one loaf throughout the test periods covered.
 

And even at supermarkets the daily sales of the bread are
 
all below five loaves. This indicates that the sales of
 
the bread was never reached to the satisfactory level of
 
market penetration. 
Particularly, the soy-fortified bread
 
was unable to replace the milk bread at retail stores dur­
ing the test period. 
 Instead, the soy-fortified bread
 
can be placed as a good substitute for the regular bread,
 
but not certainly be able to 
acquire popularity of the
 

milk bread nor as 
a good substitute for the milk bread.
 

The table also indicates that the proportion of the
 
sales of the milk bread isn't changed much over the period
 
covered here. 
 On the average each neighborhood retail
 

store sells about five'or six loaves of the Sam Lip milk
 
bread a day, and each supermarket sells about ten loaves
 
of the milk bread a day. However, there is 
no ciear indi­
cation of the marked difference in the level of bread sales
 
by area, so that each area seems 
to have reasonably balanced
 

proportion of bread users.
 

Sales Ratios of the Bread by Area 
; As Table M-12 
and IE-13 shows the sales ratios of the soy-fortifie-d bread
 
against either "milk" or 
"regular" bread will serve to
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Taible M1-12. Bread Sales Ratios by Area
 

(During July 8-31)
 

(Unit : per cent)
 

Soy/regular Soy/regular Soy/regular Soy as sharE
 
(80 r.) (400 ,r.) (450 mr.) of total 

Group I
 

Suyuri
 
X.R 649.2 33,530.0 179.1 58.3
S.M 43.3 52.9 13.7 
 7.9


Wangshipri 89.6 14,580.0 36.3 
 23.5

Youido 74.2 
 249.6 14.8 
 10.5
 
Dongkyodong

N.1 33.7 657.1 22.2 11.2

S.M 74.5 ­ 63.1 25.0
 

Sub-average 131.4 772.9 
 46.2 24.7
 

Group II
 

Sungdong

N.R 54.9 163.7 12.4 8.7

S.M 84.7 516.1 26.1 16.1
 

Jangwidong
 
N.R 153.8 370.4 25.1 
 17.0
 
S.M 55.6 1,340.0 22.0 i2.5
 

Sub-average 84.2 
 333.5 20.3 
 13,5
 

Group III
 

Moraenae 103.2 
 85.5 1113 8.2
 
Banpo 
 I 
N.R 124.7 81.6 
 18.2 11.7
 
S.M 37.2 31.7 25
 

Sub-average 92.9 71.2 
 13,6 9.2 

Average 112.9 
 296.2 29,5 
 17.8
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Table I-13. Breac Sales Ratios by Area
 
(During August 1-27)
 

(Unit : per cent)
 

Soy/regular Soy/regular Soy/milk Soy as share 

(8)3 gr.) (4)3 pr.) (450 gr.) of total 

Group I
 

Suyuri
 
N.R 278.7 673.6 52.9 29.4
 
S. M 43.2 317.9 25.2 13.2
 

Wangshipri 167.4 832.8 63.5 29.7
 
Youido 86.2 - 12.9 13.1
 
Dongkyodong
 
N.R 111.9 149.3 24.) 14.9
 
S.M 68.) - 56.8 23.6 

Sub-average 129.6 581.1 34.5 23.6
 

Group ]
 

Sungdong
 
N.- 66.7 71.4 8,8 6.5
 
S.M 3.3 3.) .) 3,0 

Jangwidong 
N.R 39.4 2,5303 4,2 3,7
 
S.M **.3 33 3.0
 

Sub-average 15.9 47,8 490 2.9
 

Group III
 

Moraenae 1.5 2,3 3,3 at2
 
Banpo
 

N.R 0) 3.)3,3 ',.3 
S.M 3.. 3.__. 

Sub-average 3.8 1.4 3.23. 2 

Avetage 73.9 217.9 19.2 12,5 
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conform the poor sales of the former during the test period.
 

Other 	ta'n a few areas most of the cases shows the soy­

fortified bread sold less than the regular bread of the
 

Sam Lip Company. Again the tables seem to imply that
 

huge difference in sales ratios among the test areas is
 

a good indication of the difference in the degree of pro­

motional efforts put by the dealers, the salesmen, and
 

the storekeepers.
 

1-3. 	Comments on the Test Marketing of the So -fortiflea
 

Bread
 

In short, the sales records and it's analysis Qoncern­

ing the soy-fortified bread may lead a conclusion that the
 

sales performance is rather disappointing one. Such die­

appointment might be explained in many ways, but it may
 

be summarized as followss
 

(1) The lack of positive and enduring consumer accep­

tance upon the soy-fortified bread,
 

(2) The lack of sufficient promotional materials to
 

the consumers as well as to the retailers,
 

(3) The lack of a special monetary incentive, which
 

could be employed during the test sales period, to
 

the dealers, to the salesmen of the Sam Lip products,
 

and to the retailers,
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(4) Quality of the bread was also effected unfavorably
 

upon the bread sales. 
 Even though many consumers
 

expressed their opinion as reasonably good one, 
the
 

soy-fortified bread had some inherent defects, and
 

the Sam Lip had been unable to improve it to accep­

table level,
 

(5) Strong preference upon the "milk" bread has been
 

found among bread users. They usually take the bread
 

on the basis of quality, not of price alone.
 

(6) Because of the government permit on the price of
 

bread? 
a fixed and regulated price was inevitably
 

adopted, particularly, on "regular" bread, so that
 

the company had little flexibility to manipulat. in
 

promoting the soy-fortified bread.
 

In particular, concerning the price reaction of the
 

bread buyers the following comments will be made.
 

(1) The price of the soy-fortified bread is found defi­

nitely too high, particularly; when it is priced at
 

180 won for a loaf of even 530 grams.
 

(P.)If the price of the soy-fortified bread was set at
 

140 won for a loaf, the success of the biead market.
 

ing may well depend on many other factors, such .as
 

promotional efforts, advertising, cooperation of the
 

retailers, and so on.
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(3) The price of 95 won for a loaf is considered as
 

reasonable or even too low to promote the bread
 

without placing much promotional efforts.
 

2. The Soy-fortified Bread Sales during Market-wide
 
Distribution (November, 1976 to June, 1977)
 

2-1. 	 Marketing Decisions Concerning Market-wide
 
Distribution
 

This part of thu report covers an statistical analy­

sis of bread sales including the soy-fortified bread of
 

Sam Lip Foods Co., Ltd. after November 1976, when the
 

company finally decided to introduce the soy-fortified
 

bread 	for market-wide distribution. With the data and
 

the experience of the test marketing the company developed
 

a new marketing program for the introduction of the bread
 

and launched its sales through the company dealers.
 

In order to have meaningful data of the bread sales
 

the analysis will be made by dividing the data into two
 

parts, namely, the sales data which was gathered by the
 

test stores that employed during the test marketing of
 

the soy-fortified bread, and the sales data of all bread
 

that distributed by the company. The latter covers comp­

lete seven months of the market-wide sales of the soy­

fortified bread, yet, the former data will only covers
 



- 124 ­

three months beginning December to February 1977, during
 

the period the sales of the soy-fvrtified bread was fairly
 

active.
 

The related marketing decisions for thG market-wide
 

distribution of the soy-fortified bread is presented in
 

the following.
 

Pricing of the Soy-fortified Bread and Relqted Infor­

mation : After many discussions among the company execu­

tives and the discussions with the market researcher of
 

this project, the company finally set the retail price
 

as 160 won for a loaf (530 grams). Dren though the com­

pany could charge 180 won, based on the government permit
 

given in June 1976, the final decision on the price of
 

the soy-fortified bread was not easily made in the Sam
 

Lip Company and had withheld until the last moment of
 

the sales began.
 

Such decision was considered neither as ideal nor
 

reasonable in view of the relative prices of other kinds
 

of bread which were marketed by the company. Apparently
 

the company executive did not wanted to charge as high
 

as 180 won, because both previous research findings and
 

test result clearly indicated that the soy-fortified bread
 

could not compete effectively with the milk bread, if
 

the same Dric- waR nha. 
Under such circumstance the
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?cision was made to cover the costs and.-some contribution
 

the company. In fact, the company decision was largely
 

ifluenced by inflation and strict government price cont­

1I. It normally last more than a year when the price
 

ice set, and normally the government do not accept con­

derable raise of bread price, 
even in case of the revi­

.on of the price controlled.
 

The company executives were well aware of the impli­

tion of the price decision, but because the company
 

re already losing money by selling the regular bread
 

r some time, the company did not wanted to bear addi­

onal burden through the introduction of the soy-forti­

ed bread to the market.
 

The company requested very hard and was expecting
 

new permit from the government to raise the price of
 

gular bread in near future, The company hoped thato
 

the company got a new government permit on bread'price,
 

entually the price of the soy-fortified ".read would
 

oome comparable to the price of the regular bread,
 

such hope was partially realized in January 1977.
 

Table MI-14 shows only 10 per cent of price raise was
 

Lowed by the government just only for the regular brea6­

)refore, the price spread between the soy-fortified
 

,ad and the regular bread had been reduced to 55 from
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65 won, which means the reduction of only 15 per cent of
 

the price spread already existed.
 

Table IH-14 ralso shows marketing spreads of bread
 

that marketed by the Sam Lip. The spreads range from 23.8
 

per cent to 30.5 per cent of retail prices. The regular
 

bread has the least margin and the milk bread has the
 

largest margin. The margin of the soy-fortified bread
 

is almost as high as for the milk bread, however, absolute
 

amount of the difference per loaf is so small that the
 

difference never become an effective incentive for the
 

dealers as well as for the salesmen.
 

Table IE-14. 	 Bread Prices and Marketing Spreads
 
(Effective after Jan. 17, 1977)
 

(Unit : won)
 

Factory Dealer Salesman Retail
 
price price price price
 

Regular Bread 160.00 	 185.00
171.00 210.00
 
(800 gr.) (76.2) (81.4) (88.1) (100.0)
 

Regular Bread 78.50 	 90.00
83.50 105.00
 
(400 gr.) (74.8) (79.5) (85.7) (100.0)
 

Milk Bread 139.00 147.00 160.00 200.r00
 
(450 gr.) (69.5) (73.5) (80.0) (IOG..O)
 

Milk Bread 69.50 	 80.00
73.50 100.00
 
(200 gr.) (69.5) (73.5) (80.0) (100.0)
 

Soy-fortified 112.80 	 130.00
120.00 	 160.00
 
Bread(450 gr.) (70.5) (75.0) (81.3) (100.0)
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Product Decisions i Except minor technical improve­

ment no marked improvement upon the qualityqf the soy­

fortified bread was made until the final decision of mar­

keting introduction was made. However, the company execu­

tives had a very difficult time to finalize the weight of
 

the soy-fortified bread. As it is explained in previous
 

section of the pricing, the company was well aware of
 

the disadvantage by setting the price of 160 won for a
 

loaf. Since the company did not want to charge any lower
 

price, other product features, such as shape, color, ordor
 

of the bread, were basically the same as before which had
 

been produced for the test marketing.
 

No specially packed half-weight regular bread was
 

produced at this stage, so that only the milk bread was
 

sold to the market with similar shape, package and weight.
 

Unlike the time of introduction of the test sales
 

of the soy-fortified bread it was evident that, the com­

pany executives had somewhat unsecure feeling about the
 

future sales of the new bread. The other alternative was
 

to increase the weight. To some extent the increase i.e.,
 

up to 700 grams for a loaf was considered as acceptable
 

to the company. However, critical deterant factor, namely,
 

the unavpilability of su-ch odd size of cooking pans forced
 

the company to go ahead with 530 grams. Again 450 grams
 

was printed on the label.
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Promotional Decisions : The same promotional materi­

als, i.e., the posters, leaflet, and insert which had been
 

employed for the test sales, were also used when the soy­

fortified bread was introduced for market-wide distribu­

tion in November 1976. This time the company spent most
 

of its available promotional expenses to radio advertise­

ment. The contents of its message may be translated'as
 

Table IM-15.
 

Table M1-15. Radio Advertise Message
 

(Male) Be healthy! Be strong!
 

(Female) Of course Of course
 

(Male) Do you know the high protein bread?
 

(Female) Of course
 

(Male) Now white bread
 

(Male and Female) High protein High nutrition High protein
 

white bread from the Sam Lip.
 

In addition to the radio advertisingthe company had
 

planned to advertise the bread in several movie theatres
 

and on monthly ladies' megazines. However. because of
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the limitation ofthe costs involved, only the radio adver­

tising was employed during the introductory period. In
 

fact, the company had spent a large proportion of advorti­

sing budget for advertising the soy-fortified bread on
 

television. Yet, it had been advertised during winter 1975,
 

many months before the bread was introduced to the national
 

market. Therefore, such untimely advertising on television
 

had certainly little carry-over effect upon the sales of
 

soy-fortified bread when it was actually sold at the market.
 

Radio advertising schedule and its costs are presented
 

in the following Table M1-16. The table shows that radio
 

advertising expenses is awefully expensive, so, if ten per
 

cent of the soy-fortified bread sales is allocated to radio
 

advertising, the company should sell more than 10,000
 

loaves a day which is equivalent to three times of the
 

highest sales made in December 1976. As it is shown in
 

Table 11-36 in Chapter II (p. 84), the Bread Survey V shows
 

that the proportion of the radio advertising as a sourco
 

of information and an awareness on the soyrfortified bread
 

is only 16 per cent of all responses gathered in the table.
 

It is a little higher than other items, such as promotional
 

materials or a word of mouth advertising* yet, the figure
 

is not impressive in view of the expenses paid for the
 

advertising.
 



TableI-16i 
 Radio Advertisement for the Soy-fortified Bread
 

Stations 
 Programs Broadcast- Number Advertising 

ing Hours of Days Cost(Monthly) 


(Unit:Won) 

TBC-AM Driving Around Street 
08:35-09:30 
 7 w 660,000 


Korean Popular Song 14:30-15:00 
 7 256,000 


DBS-AM Health Guide 
 five times ? 
 1,805,000 

a day 


CBS-AM 
 Music Letters 
 09:35-10:00 
 7 14o,ooo

in Morning
 

Tj'4C-AM Spot 20" six times 7 
 1,797,000 

TBC-FM 
 a day 


1 The figure in parenthes indicates the cost of commercial message-for
 
twenty secondsi
 

Copt
 
peo Day
 
(Unit:Won)
 

W22.2
 

9,000
 

60,000
 

(12,000)1
 

5;000
 

60,000 


(10, 000)1 

1 
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2-2. Bread Sales during the Market-wide Distribution
 

Bread Sales of the Sam Lip i As it is mentioned in
 

preceding section the soy-fortified bread was finally
 

introduced to the market on November 22, 1976 through all
 

the Sam Lip dealers of all cities including Seoul. Table
 

M1-17 presents monthly bread sales of the company, and
 

the figures for November include only nine days of the
 

sales. The data is provided by the company by the kind
 

of bread that produced by the company. The table covers
 

only eight months period between November 1976 to June
 

1977 during which the soy-fortified bread had been sold
 

to all Sam Lip customers.
 

Table IM-17 also includes the sales of the regular
 

and milk bread other than the soy-fortified bread@ The
 

sales of the soy-fortified bread seems to decline steadi-!
 

ly after the introduction of the bread. Not only the
 

absolute sales amount of the bread declines in the first
 

half of 1977, but the proportion of the sales to the
 

other bread also declines. During the period, howeverm
 

the total bread sales of the Sam Lip did increase steadi­

ly except January, so that the sales decline of the soy­

fortified bread in the later period may be an indication
 

af t~e weakened position of the soy-fortified bread in
 

the market.
 



Table I-17. honthly Bread Sales of Sam Lip
 

(In 1,939 loaves)
 
_ojr lroad Regular breadMonth __ gr3j.. N"ilk bread833 pr. 4930 pr. 450 r. 209 r. TotalSales Sales a Sales Sales Sales a SalesT 

76Nov.* 43.3 14.2 
 71.6 23.6 
 17.9 5.9 
 74.4 24.5 
 96.7 31.8 
 333.9 3.8
Dec. 1C7.5 11.3 214.6 22.3 56.9 5.8 262.7 26.9 335.,3 34.3 977.9 12.2
 

77Jan. E8.6 
 11.9 81.1 
 14.1 17.4 
 3.3 196.3 
 34.1 212.1
Feb. E5.4 9.0 145.4 15.3 25.9 2.7 
36.9 575.5 7.2
330.1 34.8 
 363.3 
 38.2 959.1
1,:r. E9.1 5.5 198.6 15.9 11.8
27.6 2.2 452.1 36.2 501.8
Apr. 46.3 3.7 49.2 1,249.2 15.6
196.1 15.6 
 25.3 2.3 451.5 35.9 538.4
hay 15.1 1.2 235.7 16.3 42.8 1,257.6 15.7
22.7 1.8 475.4 37.0 565.3
Jun. 2.9 9.1 207.9 44.9 1,284.2 16.3
14.7 24.1 
 1.7 542.5 38.2 642.7 45.3 1 419.2 17.7
 

Total 437.3 5.5 1,321.9 16.5 217.8 
 2.7 2,785.0 34.7 3,255.6 49.6 8,916.7 
199.0
 

* It covers only nine days (22nd through 30th)
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Unfortunately, the table presents that the proportion
 

of the sales of the soy-fortified bread never exceeds over
 

15 per cent of the total sales. Even the starting period
 

of November 1976 the bread was sold only 14 per cent of
 

the total braad sales made by the Sam Lip. Moreover, a
 

serious and obvious fact is that the speed of the sales.
 

decline is shown as rather high.
 

Table MI-18 presents the sales ratio of the soy-for­

tified bread to other bread produced by the Sam Lip.
 

Except the half-size of the regular bread the sales ratio
 

of the soy-fortified bread does not exceed more than 100
 

per cent, which means the sales of the soy-fortified bread
 

never exceeds the sales of the regular or milk bread in
 

quantity. Even in the first few months of the introduc­

tion of the bread, the data implies that the bread was
 

unable to compete effectively with the popular bread of
 

the Sam Lip, i.e., the regular cr milk bread. The table
 

also indicates that until February 1977 the relative sales
 

positien ,,f the joy-!$orjified bread is reasonably well
 

maintained, around 50 per cent of the regular brqad and
 

about 25 per cent mf the milk bread. However, after
 

March 1977 the propolrtimn of the sales drops contjz~ously
 

and almost to a.nil in June.
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Table11E-18, 1Jonthly Bread Sales Ratios of Sam Lip 

Month Soy/regular Soy/regular Soy/milk Soy/milk Soy as share 
(809 gr.) (400 gr.) (450 ar.) (203 Rr.) of total 

76 

Nov. 60.5 241.9 58.2 44.8 14.2 

Dec. 50.1 188.9 49.9 32.1 11.0 

77 

Jan. 84.6 394.3 34.9 32.3 11.9 

Feb. 58.7 329.7 25.9 23.5 9.0 

Mar. 34.8 259.3 15.3 13.8 5.5 

Apr. 23.6 183.0 13.3 8.6 3.7 

I/lay 7.3 66.5 3.2 2.7 1.2 

Jun. 1.0 8.3 0.4 0.3 0.1 

Average 33.1 230.8 15.7 13.4 5.5 
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Analysis of the Sales Made by the Sample Stores: 
 In
 

the following more detail sales analysis by selected area
 

will be made. For a comparative analysis with the pre­

vious test sales data and for the convenience of gather­

ing sales data, the same 
test areas and the sample retail
 

foods stores including supeinarkets were chosen, which
 

had been used for the test marketing of the soy-fortified
 

bread. 
And daily sales data for three months beginning
 

December 1976 to February 1977-were collected through
 

the Sam Lip sales organtzation.
 

Table 11-19 to 21 present the monthly bread sales
 

records of the 72 neighborhood retail foods stores begin­

ning December 1976 to February 1977.3 As shown in these
 

tables only a couple hundreds loaves of the soy-fortified
 

bread were sold in some areas during the first month of
 

the introduction, but in some other area more than 500
 

loaves were sold. On the average 300 loaves were sold
 

in each area, so that only one loaf of the soy-fortified
 

bread was sold a day in each store.' In February the sales
 

figures qf the soy-fortified bread per store-day dropped
 

substantially almost to two-thirds' of a 
1oaf?
 

Because the dealers discontinued the supply of the
 
Sam Lip products. Two retail. stores are eliminated
 
from the list which were included previously in the
 
test marketing of the soy-fortified bread.
 



Tablc IE-19. Annlysis cf Brea.d Sh.1es 
and Sales per Store-day by Area at Selected
Neiphb rhacd Retail Stres(During DGc. 1-31, 1976)
 

(Unit : leaf)

Number Sy-fcrti- Re&ular 
 Fcegulv_,r 
 kilk
of 
 fied breb bred 
 bre :d 
 br uad
store- Total
Per 1" er 
 'Per

.3days Sles Sailes dav 

Per er
 
Sales 
 d Sles day Sales a
 

Unit :,rice 
 W163 W19) 
 W 95 W23)
 
Sunadcx g 248 
 183 3.7 228 3.9 3 
 3.) 1,7 4.7 
 1 581 6.4
(12) (14)
W-nshipri 313 479 (3) (74) I 8)
1.5 554 1.8 
 37 3.1 1,533 4.9 2,633 8.4
(18) (21) 
 ()(59) 
 (13)
 
Suyuri 248 237 (13)
4.8 136 3.5
(13) 3 3.3 1,811
JanEwiiong ( 6) ( ) (84) 7.3 2,154 8.7248 158 J.6 (11)
35 3.1 43 )..2 661 2.7 
 897 3.6
( ) (4) ( 5) (74) ( 5)
Bano 
 313 171 3.6 
 212 3.7 113 
 3.4 828 2.7 1,324 4.3
(13) (16)
Youi20 313 28' 3.9 1,28) 4.1 

( 9L) (63) ( 7)53 3.2 3,997 12.9 5,61.3 18.1
( 5) (23)Dongky(deng 248 139 ).4 137 
(1) (71) (28)
3.6 5 
 3.. ,744 7.) 1,995 8.)
( 5) (7)cra-enie 313 735 3.4 93 
( 3) (87) (13)3.3 2 '..J 2,9D4 9.4 3,734'12.3
 

(2)) La)-7 

_9).i±2

Total 2,232 2,322 
 1.122,675
(12) 1.22 256 3.12 14,645
(13) M1 6.62 19,898 8.92
(74) (1 )
 

1 Per (e.yindicttes sales per store-day.
 
2 The figurts indicate avetage sales per store-day in loaf.
 



TablE M1r-20. Analysis of Bread Sales and Sales per Stcre-day by Area at Selected
 
Neiphbcrhocd Retail Stcres(During Jan. 1-31, 
1977)
 

(Unit - loaf)
 
Number Soy-forti- Regular Regular 
 hilk
,of fied bread bread 
 bread 
 bread 
 Total
store-
 Per7 
 Per 
 Per 
 Per
ays Sales day Sales day Sales d Sas da 

Per
 
Sales d
 

Unit piice 
 W16) W19) 
 W 95 423)
 
Sungdoig 248 194 3.8 46 ).2 3 3.) 
 889 3.6 
 1 129 4.6
(17) (4)
-arshipri 31) 448 1.4 (D) (79) ( 6)403 1.3 
 15 ),0 1,354 4.4 2t223 7.2
(23) (18) (1) 
 (61) (12)
 
Suyuri 248 314 1.3 
 94 ).4 3 3.3
(5Y ( 4) 1,733 6.9 2,18 8,.5
( )(81) 
 (11)
Jan&wii ong 
 248 308 1.2 129 3.5 
 9 3.) 1,145 4.6 1,591 6.4
(19) (8) 
 (1) (72) (8)

Banno 31) 167 
 ).5 188 ).6 
 85 ).3 473 1.5 913 
 2.9
(18) (21) (9)
Youido 31) 355 (52) (5)
1.1 1,31) 4.2 
 3 3. 3,223 1).4 49891 15.8
( 7) (27) (3)Dongkycdong 248 119 3.5 (66) (26)
203 3.1 
 3 . 1,616 6.5 1,755 7.1
( 7) (1) (3)Moraeni e 31J 679 2.2 (92) ( 9)115 3.4 
 27 3.1 3,43) 11.3 4,221 13.6
(16) -_) 


(81) -_.
Total 2,232 2,584 1.2 2,335 
 1.) 139 3.1 
_ 

13,8.;) 6.2 18,828 8.4 
(14) (12) (1) 
 (73) (1.3)
 

Per (ay indicites sales 1er stcre-day.

The figures indicate average sales per store-day in loaf.
 



TableM-21. Analysis cf Bread Sales and Sales per Store-day by Area at Selected

Neighborhood Retail Stores(During Feb. 1-28, 1977)
 

(Unit : loaf)
 

Nunber Soy-f rti-
 ..eular ejgu17r i lkof flied bread 
 bread brc d c 
 br 
 Tctil
 
store- Perl 'ner 
 Per Per
days Sales day Sales Per
day S' les Sales d Sales
 

Unit -;)rice #163 W19) 
 4 95 o23 

Sungcr.g 224 128 3.6 39 3.2 
 3 - 747 3.3 914 4.1
(14) (4)
'WanEsh-ipri 28) 345 1.2 345 1.2 

( 3) (82) (-7)16 :.1 1,237 4.4 1,943 6.9
(18) (18) (1) 
 (64) (14) 1,

%.j
 

Suyuri 224 193 3.8 47 3.2 ) 
 - 1,52) 6.8 1,757 7.8 1
(i) (3)

Jandwieong 224 137 3.8 93 ).4 1 

(13)
 
- 1,337 C.) 1o618 7.2


(12) (6) 
 ()) (82) (12)
 
Banno 28) 234 3.7 
 2)9 3.7 8 ­ 689 2.5 1011) 4.)
(18) (19) 
 (1) (62) ( 8)Youi-o 283 55 3.2 473 
 1.7 8 - 1,583 5.7 2,116 7.6( 3) (22) (3)DofnAkyLdong 224 (75) (15)
44 ).2 31 3.1 
 3 - 1,586 7.1 1,661 7.4(3) (2) ()(95)
Morcen e 283 154 3.6 61 2)
3.2 5 - 2423 8.7 2,643 9.4 

_ 6) - L-2) (92)9)
 
Total 2,016Tcta113372,36 ).621,295 38 2
1,37 3.62 -­ 1,122 552 13 - 2
5.5 72 6 8
 

1
 
2 Per Cay indicates sales per store-day.

The fi~ures indicate avetar-e sales per store-day in loaf.
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During the three months period covered in these tables
 

the proportion of the soy-fortified bread sales to the
 

total bread sales in different areas are shown wide dis­

parities ranging from 2 per cent to 20 per cent in some
 

others. Such wide disparities are also found in the pro­

portion of the regular bread (800 grams only) for which
 

wider disparities are shown from one per cent to 27 per
 

cent of the total bread sales.
 

Such wide ranges of disparities on the proportion of
 

bread sales in different areas, and on the sales of the
 

different kinds of the Sam Lip bread, can be explained
 

partly by the income level of bread users in respective
 

areas. Also, it might be explained by the level of pro­

motional efforts that provided by the individual dealers
 

concerned. For an example, because Moraenae area is known
 

as one of the higher income area, it is reasonably assumed
 

that the proportion of the soy-fortified bread sales should
 

be lower than other lower income 4reas, such as Sungdong
 

and Wangshipri, where more sales would be expected, if the
 

bread is identified as nutritious, but lower quality and
 

lower priced bread. However, as the table shows as during
 

the early introductory period of the soy-fortified bread
 

the proportion of the sales at Moraenae area can be classi­

fied as rather high, but the proportion drops substantially
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in the later months. This implies that the dealer did not
 

put enough promotional efforts to sell the soy-fortified
 

bread after a couple months of its introduction.
 

In any case during the first three months of the
 

introduction the proportion of the soy-fortified bread
 

sales to the total bread sales does not exceed more than
 

twelve per cent, and, on the average, the sales made at
 

individual store do not exceed much more than one loaf
 

per store-day. In some areas the soy-fortified bread
 

are sold a little more than one loaf a day, but in some
 

other areas only one-half loaf per store-day is sold.
 

On the other hand, the table presents that the milk
 

bread is sold on the average six loaves per store-day.
 

In some areas even more than ten loaves of the milk
 

bread are sold per store-day. Therefore, unless addi­

tional promotional efforts had been provided by the
 

dealers, an attempt of selling the soy-fortified bread
 

as much as sclling the milk bread would have resulted
 

in vain.
 

Table M-22 shows that the proportion of the soy­

fortified bread sales to the total bread sales of the
 

Sam Lip in the period of market-wide distribution and
 

in the period of the test market of the soy-fortified
 

bread. The ratios shown in the left side, which repre­

sents the sales proportion in the test salps norind.
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Table M]I-22. 	 The Proportion of the Soy-fortified Bread
 
Sales to the Total Bread Sales by Area at
 
Selected Neighborhood Retail StoresL
 

Period of the 

Test Sales 


July Aug. 


Group I (W 95) 


Suyuri 

Wangshipri 

Youido 

Dongkyodong 


1976 19? 


58 29 

21 30 

11 10 

11 15 


Group II (WI40) 

Sungdong 
Jangwidong 

9 
17 

7 
4 

Group JI (W180) 

Moraenae 
Banpo 

8 
12 

0 
0 

(Unit i per cent) 

Period of Market-wide 
Distribution 

Dec. Jan. Feb. 
1976 _ 1227 	 122 

(W160)
 

20 15 11 
18 20 18 
5 7 3 
5 7 3 

(W16o)
 

12 17 14
 
18 19 12
 

(W160)
 

20 16 6
 
13 18 18
 

1 The figures 	are compiled with the data in Table TE-4,5,
 
19, 20, and 21 and indicate the proportion of soy-forti­
fied bread sales-to the total bread sales of the SamLip_

during the respective month.
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show much faster decline of the sales between two different
 

test sales periods presented in the table. Also, much
 

winder disparities among the different areas are shown in
 

that test period than the period of market-wide distribu­

tion.
 

On the other hand, the ratios shown in the right side,
 

which represents the sales proportion 6f the soy-fortified
 

bread in the initial period of the market-wide distribu­

tion, shows somewhat smoother decline of the sales 
as time
 

goes. Also, the degree of disparities among different
 

areas is shown as smaller in the right side than the one
 

shown in the left side. During this period uniform price
 

of 160 won was charged for a loaf of the soy-fwrtified
 

bread, so that the trend of sales shown in the table may
 

be, to some extent, an indication of indifferent attitude
 

of bread buyers upon bread price. Otherwise, it may mean
 

the presence of consumer awareness upon the bread as
 

nutritious one. Furthermore, it may mean that the role
 

of the dealers is critical to promote the bread, particu­

larly, during a few months of introduction period.
 

Table 11I-23 presents the sales data for per store-day
 

in selected areas. During the test sales period the table
 

presents wide disparity even among the area where the same
 

lower price was charged. However, during three months
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Table M-23. The Soy-fortified Bread Sales per Storer

day by Area at Selected Neighborhood
 
Retail Storesi
 

Group I (W 95) 


Suyuri 

Wangshipri 

Youido 

Dongkyodong 


(Unit i in loaf)
 

Period of the 
 Period of Market-wide
 
Test Sales 
 Distribution
 

July Aug. 
 Dec. Jan. 
 Feb.
 

(W160)
 

9.1 4.5 
 0.8 1M3 0.8

2.8 3.8 
 1.5 19 1.2

1.4 1.4 
 0.9 1.1 0.2

0.5 1.4 
 0.4 0.5 0.2
 

Group II (wi40) ~W6
 
Sungdong 0.9 0.7 0 6
 0.3 M8 

Jangwidong 2.0 0.2 
 0. 112 0M8
 

Grouj. (WM180) 
 (W160)
 

Moraenae 
 1.5 0.0 
 0.4 2.2 0.6Banpo 0.9 0.0 
 0M6 0;5 0.7
 

1 The figures are compiled with the data in Table 
MJI-0o,
 
11, 19, 20t and 21.
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period of initial market-wide distribution the disparity
 

among areas is substantially reduced, 
Also concerning
 

the trend of sales between the period of test sales and
 

the period of market-wide distribution, the former has
 

more difference than the latter.
 

The table implies that the sales made in the period
 

of market-wide distribution did not effectively get into
 
bread buyer's hand, and also implies that the sales pro­

motion was not effectively employed to be aware of the
 

value of the soy-fortified bread,
 

A similar analysis is made for the sales of bread in
 
supermarkets which were originally selected for the 
test
 

sales of the soy-fcrtified bread. 
Since only ten super­

markets were chosen from five areas where such self­

service stores are in operation, the figures prPseited in
 

Table 111-24 through 
MI-26 may not be a good representation
 

of bread sales in the areas concerned, Yet, the tables
 

presents a few interesting facts concerning bread sales
 

including the sales of soy-fortified bread,
 

First of all, among five areas two show that the
 

sales of the soy-fortified breaa are in increasing trend,
 

two show up and down of the sales, and only one area shows
 
drastic decline of the sales during three months period.
 

These facts may imply that the soy-fortified bread had
 



Tsbc-I--24. Analysis of Eread Sales and 
Sales per Store-c2ay by Arei at Selected
 
Supermarkets(During Dec. 
1-31, 1976)
 

(Unit -: lou,
Number Soy-forti-
 iegul r Regular
of fied brea,' breaz brea 	

Lilk 
..store-	 bread Thtd
Perl 
 Per 
 PerLIy_- Sales dly Sales a 

Per 	 Per
Sales U Sales Sales !a
 
Unit price 	 416 ) W19D 4 95 W23)
 
Sun7oi0g 
 62 254 4.1 482 7.8 29. ).5 71.7 11.6 1,482 23.9(17) 	 (33) 
 (2) (48) (23)

Suyuri 
 62 261 4.2 341 5.5 3 
 ..1 754 12.2 1,35.9 2%.9(19) 
 (25)
JangwiCcng 	 (3) (55)62 1)1 1.6 379 6.1 	 (22)5 2.1 471 7.6 956 15.4(1)) 	 (4)) (1) (49) 	 (15)
Banpo 62 
 349 5.6 
 345 5.6 1))2 1.6 496 
 8.) 1,293 2D.8(27) 	 (27)Dongkytdong 62 	 (8) (38)
218 3.5 	 (22)
45 	 7.3 3 3.1 553 8.9 1,(37)- - 88 19.7 

Total 310 1,183 3.82 19914 	 52 2,991 9.62 6 11 214 J.5 291 .6 6311 2,).42(19) 	 (32) 
 (2) 	 (A71 0 

Per eay indicates sales per stcre-day.

2 The figures indicate average sales per store-day in loaf.
 



Ta-ble I-25. 
Analysis of Bread Sales and Sales pcr Store-day by Area at Selected
SuPerrmDrkets(During Jun. 1-31, 1977) 

(Unit : loaf)
 
Number Scy-fcrti-
 Regula.r Regular 
 I'ilk
if
fed bred bread brad 
 breaa
store- Total
Per1 
 Per
days Sales£ 

Pcr Per Per
dy S-les day Sales Cy Sales 
 S= Sales day

Unit 7rice 
 16 19 4 95 42)
 
Sungdong 
 62 165 2.7 39) 
 8 9.1 

(11) (27) 
6.3 

(1) 
876 14.1 1,439 23.2 
(61) (21)


Suyuri 
 62 40) 6.5 428 6.9 1) 
 .2 843 13.6 1,631 27.1(24) 
 (25)
Jan6:wiC-ong (1) (5))62 125 2.3 13) 1.6 (24)
13 D.2 335 5.4 
 573 9.2
(22) 
 (17) 
 (2) (58) (8)
Banpo 
 62 37-) 6.) 2)1 3.2 51 3.8 636 9. t 1,228 19.8(3)
Donzkyodong (16) (4)62 321 5.2 74) (49) (10)11.9 
 9 3.1 1 912 16.3 2,382 33.6 

-(36)

Tctzl 

(L5) .U 
- (49) -(3)))310 1,381 4.42 1,859 6.)2 
 91 ).32 3,672 11.82 7.--3 22.62
 

(27)
(2) (1) (52) (13) 

Per eay indicates sales per store-day.2 The figures indicate avera-e sales _er store-day in loaf.
 



TsblcM-26. Analysis of Bread Sales a.nd Sales per Store-day by Area at Selected
 

Supermo.rkets(Euring Feb. 1-28, 1977)
 

(Unit : loaf)
 

Number Soy-fcr-i- Regul-r Regular M1ilk
 
of fied bresd bread bread bre.d total
 
store- Per' Per Per Per 
 Pe3
 
d-ays Sales d Sales . Sales day Sales day Sales C_ 

Unit ]3ice 3416) 419) W 95 W23 

Sung'oig 56 35 ).6 77 1.4 1 - 163 2.9 276 4.9 
(13) (23) ( (59) (6) 

Suyuri 56 4)3 7.2 2)9 3.7 3 - 198 3.5 811 14.5 
(5) (26) ( (24) (17)

J Vniccong 56 19) 3.4 183 3.3 3 - 235 3.7 578 1).3
(33) (32) ( ) (35) (12) 

Banpo 56 22) 3.9 29) 5.2 
 5 .1 658 11.8 1,173 2).9
 
(19) (25) (..) (56) (25)

Dongkycdong 56 1)8 1.9 863 15.4 
 5 D.1 96) 17.1 1,936 34.6
 
-6L) ­ (45) 3L) j49) _(4.)) 

Tct-l 283 956 3.42 1,622 5.82 11 22,184 7.82 4,773 17.)2 
(29) (34) (J) (.46) (1.3)) 

1 Per Lay indicates sales per store-day.
 
2 The ligures indicate averaue sales per store-day in loaf.,
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longer product life at supermarket than the life at neigh­

borhood retail stores. Secondly, the tables seem to imply
 

that the soy-fortified bread was more readily accepted by
 

the customers of supermarkets, than the cus~tmers of neigh­

borhood retail fuacs stores,
 

In some case 50 per cent of total bread sales is made
 

with the soy-fortified bread, and in several places of
 

these tables the soy-fortified bread is found to sell over
 

30 per cent of the total sales. Even though the propor­

tions of the sales of the soy-fortified bread to the total
 

bread sales in different areas show wide disparities, they
 

are not as wide as the case of the retail store data pre­

sented before,
 

Thirdly, the tables show that the proportion of the
 

regular bread sales to the total bread sales are also much
 

higher than it is found for the neighborhood retail stores
 

studied, It may mean that the customers of a supermarket
 

are more value conscious than the customers of ordinary
 

retail stores, and the former seems to care economic bene­

fit, safety and/or nutrition particularly in case of foods.
 

Table 12-24 to 111-26 also indicates that much larger
 

amount of the soy-fortified bread were sold per store-day
 

at the supermarkets than the retail stores sampled. How­

ever, the sales are not high enough in view of the total
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bread normally sold at supermarkets. Even if the Sam Lip
 

has sold larger share of bread in a store, usually a super­

market sells two or three brands of bread, so that the
 

share of the soy-fortified bread presented in the tables
 

should be reduced to some extent.
4
 

Although the figures presented in the tables vary
 

from one month to another and from one area to another,
 

the disparities shown here are much smaller than it is
 

shown previously for the retail stores. It is interesting
 

to note that in two areas the sales per store-day of the
 

soy-fortified bread shows steady increase, even though
 

total bread sales decreased in February, but in another
 

area it shows steady increase. This may imply that the
 

sales of the soy-fortified bread is, to some extent, in­

fluenced by the effectiveness of the promotional activities
 

of the company salesmen.5 In another words, in supermarket
 

the physical display of the bread on the shelf is a very
 

important and effective means of sales promotion.
 

4 Unlike as supermarket most of neighborhood retail foods
 

stores sells only one brand of bread, Because daily sales
 

of bread in each store is so small, and because poor
 
replacing services of the producers which may often deve­

lop to a unpleasant consequence, neighborhood retail foods
 

stores usually limit the number of brand to one.
 

5 The Sam Lip Company sells bread directly to all supermar­

kets around Seoul through the company salesmen who drive
 
a pick-up truck and deliver the company products. Often
 
these salesmen sells directly to some larger foods retail,
 

stores. In this case an arrangement is made in advance
 

between the company and the dealer who is iiioharge of
 

the area.
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Sales Analysis upon Individual Store in Selected 

Areas : Table ]I-27 presents a comparison of sales at two 

retail stores in two different areas. From each area two 

stores are chosen, i.e., one sold the larg _ volume of 

the soy-fortified bread in the area, and the other sold 

the least. These stores are chosen from the sales records 

of the sample stores, and an analysis is provided to make
 

a comparison of the differences.
 

As the table shows during two mcnths of December 1976
 

and January 1977 a store in Wangshipri area, which sold
 

the largest volume of the soy-fortified bread$ sold on the
 

average three loaves a day and maintained about 27 per cen
 

of the total sales. But at the other store, which made tiin
 

least sales in the area, sold only 16 per cent of the totat
 

The difference of the sales per day in e ch store is three
 

to one ratio in two stores studied in the area. Even at
 

the store that sold the least the proportion of the sales
 

is maintained as high as the average of all retail stores
 

sampled (72 stores).
 

As to a store in Moraenae area, which made the larg­

est sales volume of the soy-fortified bread, sold about
 

six loaves a day and maintained about 27 per cent of the
 

total in two months period. But at the other store, which
 

made the least sales of the soy-fortified bread in the area.
 



Ta-bleIII-27. Proportion of Soy-fortified Bread Sales to Total Bread Sales'
 
at Selected Neighborhood Retail Stores in Selected Areal
 

Wangshipri Area 
 Moraenae Area
The Store Sold The Store Sold 
 The Store Sold 
 The Store Sold
Lar-est Volume of 
 Least Volume of 
 Larpest Volume of Least-Volume of
Soy--fortified Soy-fortified 
 Soy-fortified Soy-fortified
Bre!d 
 Bread 
 Bread 
 Bread
(a) (b) (a) (b) (a) (b) (a) 
 (b)
Total Soy (b/a) 
 Total Soy (b/a) Total Soy (b/a Total Soy (b/a)
 

During lec. 1976
 

1-10 153 50 32.7 76 17 22.4 199 53 
 26.6 127 13 10.2
11-20 101 28 27.7 52 8 15.4 217 70 32.3 144 30 20.821-31 
 119 25 21.3 72 6 8.3 225 60 26.7 -1 32 5 3.8 

Total 
 373 103 28.7 209 31 15.5 641 183 28.5 403 48 11.9 

During Jan. 1977 

1-j 106 24 22.6 55 7 12.7 191 40 23.9 121 3 3.011-20 84 14 16.7 71 15 21.1 
 264 50 18.9 173 1521-31 146 53 34.2 74 11, 14.9 281 95 
8.7 

33..8 246 5 2.9 
Total 336 88 26.2 203 33 16.5 736 185 25.T 540 20 3.7
 

1 
The data includes only the stores sold soy-fortified bread most extensively and
the stores sold soy-fortified bread least in the selected areas.
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sold only a little over one loaf a day and made only less
 

than eight per cent of the total, The difference of the
 

sales per day is six to one ratio in two stores studied
 

in the area.
 

Depending on the location, the size of a store, and
 

the ability to promote bread sales, a store is expected
 

to have such wide disparity of the soy-fortified bread
 

sales volume between two stores. Yet, the reasons for
 

the disparity of the sales ratio of the soy-fortified
 

bread to the total in the two different i.e., the largest
 

and least selling, stores must be explained in some other
 

way. In this case, plausible explanations would be; (1)
 

the difference of promotional input of the salesmen who
 

has regular contacts with the store concerned, and (2)
 

varying degree of interest of the shopkeepers upon the
 

soy-fortified bread.
 

During two months the stores, which sold the largest
 

volume of the soy-fortified bread in each area, sold only
 

less than one third of total bread sales ma-, in the stores
 

concerned. This suggests that the soy-fortified bread has
 

a certain limit to expand its market and to compete effec­

tively with other bread. On the other hand, the table
 

also suggests that, if the bread was promoted with more
 

effective measures by the Sam Lip dealers as well as by
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the company, the more sales would have resulted in the
 

least selling stores than it is shown in the table.
 

Bread Sales by Selected Areas as a Whole : In order
 

to examine the bread sales data gathered from various
 

sources, and to have some ideas to evaluate the sales of
 

the soy-fortified bread the following tables (Table IE-29
 

to I-34) are prepared. The sales data for the same eight
 

areas, which are used for the test marketing, are gathered
 

through the sales records of the Sam Lip.
 

In the following Table I-28 the number and the type
 

of retail foods stores in respective areas are presented.
 

6
In seven areas a total of 3,630 neighborhood retail foods
 

stores are recorded as the Sam Lip customers. All Sam Lip
 

products are distributed to these stores throug4 the sales­

men of the Sam Lip dealers. Other than these stores about
 

150 retailers should be added in the areas7 to be studied,
 

These stores are taken cared directly by the company sales­

men who visit to such special stores regularly with all
 

Sam Lip products. They are assigned to visit only the stores
 

6 One of the area called "Youido' is covered only by the
 
company salesmen, because the area is considered as
 
important market for the company.
 

7 One of the area called "Moraenae' is covered only by the
 
dealer of the area, because the company hasn't been able
 
to open an account with the supermarkets in the area.
 



- 154 -


Table MlI-28. The Number of Sam Lip Customers

(Retailers) in the'Selected Areas
 

Number of Retailers
 

S. M. 2 

Retail Super-

N. R.1 store market Total
 

Sungdong 750 43 4 797
 

Wangshipri 521 - - 521
 

Suyuri 472 14 7 493
 

Jangwidong 401 13 5 419
 

Banpo 585 16 5 606
 

Youido - 14 5 19
 

Dongkyodong 483 10 9 502
 

Moraenae 418 - 418
 

Total 3,630 110 35 3,775
 

1 N.R. stands for neighborhood foods retail storesT
 
2 S.M, stands for sales made by company travelling
 

salesman who normally visits all supermarkets and
 
a few larger foods retail stores.
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which are classified as supermarket or the stores which
 

have strategic importance in a area, Sometilqeq a company
 

salesman takes over a dealer's account, because for some
 

reason a dealer is unable to maintain a account in his
 

area. Therefore, in the following table "S.M" includes
 

not only supermarket, but also the accounts opened and
 

maintained by the company salesmen.
 

In compared with the other data shown previously Table
 

]]I-29 alone shows the lowest share of the soy-fortified
 

bread to the total bread sales in the same period. For
 

three months period of December 1976 to February 1977 the
 

Table 111-17 and IIE-19 to M]I-22 present the share of the
 

soy-fortified bread to the total are maintained more than
 

ten per cent, except the share in February 1977 in Table
 

M-17. Even in this case nine per cent of the total is 

maintained. However, Table IM-29 shows that the share of
 

the soy-fortified bread is only eight per cent of the total
 

bread sales.
 

Although the share of tho soy-fortified bread is quite
 

different from one area to another# the figures shown in
 

Table MI-29 are much lower than the figures shown in Table
 

111-17 and MI[-19 to 21, probably except Jangwidong area,
 

Such disparities of the share of the soy-fortified bread
 

in the areas covered in this table might be explained as
 

follows%
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Table MI-29. Analysis of Bread Sales by Selccted Area
 

(During Doc. 1, 1976-Feb. 28, 1977)
 

(Unit : 1)) loaves)
 

Soy-forti- Legular Regular Milk 
flied bread bread bread L.ad Total 
(453 gr.) (833 gr.)(4T5 gr.) (45J gr.) 

Unit price 416) 4193 W95 W23D 

Sungdong

N.R1 
 18.4( 3) 73.1(13) 1.1( 3) 464.2(84) 556.8(16)
S.M2 8,7( 5) 47,9(27) 0.4( 3) 123.7(68) 177.7( 5)

Wangshipri 31.3( 9) 74.1(23) 3.3( 1) 251.6(70) 36D.3(11) 

Suyuri
 
N.R 32.3( 9) 19,3( 5) 3.3( 3) 323.6(86) 372.5(11)

S.N 13.)(12) 25.3(22) 3.2( 3) 74.8(66) 113.0( 3) 

Jangwidong
N.R 54.3(17) 23.8( 7) 3.3( 1) 243.5(75) 324.6(13)
S.M 3.5( 5) 11.3(16) 3.1(3) 55.6(79) 73.2( 2) 

Banpo
 
N.R 33.9(11) 24.1( 8) 2.3( 1) 248.9(83) 338.9( 9)
S.M 11.7(1)) 28.5(25) 3.5( 3) 68.9(62) 112.6( 3)

Youido 5.5( 4) 24.8(19) 3.3( 3) 1.33.6(77) 133.9( .4)
 
Dongkyodong
 

N.R 11.7( 4) 17.6( 6) 3.8(3) 276.6(93) 336.7( 9)
S.M 7.6( 5) 49.9(36) 3.3( 3) 81.1(59) 138.6( 4) 

noraenae 52.3(12) 13.7( 3) 2.3( 1) 349.2(84) 417.2(13) 

Total 283.3( 8) 432.8(13) 17, ( 1) 2,659.3(78) 3,392.7(13
 

1 	N.R stands for neighborhood foods retail store
 

2 	 S.M stands for sales maduby company travelling salesman 
who normally visits all suiermarkets and a few larger foods 
retail stores. 
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Table1M-30. Analysis of Bread Sales by Selected Area
 

(During kar. 1, 1977 - May 31, 1977) 

(Unit : 130 loaves)
 

Soy-forti- Regular Regular ilk
 
flied bread bread bread bread Total
 
(45) gr.) (833 gr.) (433 gr.)(45Tgr.)
 

Unit price W160 W193 W9
W233
 

Sungdong'
 
N.R1 

S.M2 

1.8( 3) 1X). 3(16) 3.8( 3) 531.3(84) 634.2(15)
3.5 ( 3) 63.4(26) :.2( 3) 18).7(74) 244.8( 6)1w1angshipri 9.0( 3) 82.4(23 3. 3 265.4(74) 356.8( 9)
 

Suyuri

N.R 17.2( 4) 18.5( 4) 3. 1 3) 43912(92) 474.9(11)
S.M 8.7( 7) 29.7(23) 3.3 3) 93.1(73) 131.5( 3)

Janewidong 
N.R 23.2( 5) 47.1(12) 4.1( 1) 32114(82) 392.8( 9)
S.M 1.7( 2) 18.9(19) 0.1( 3) 7617(79) 97.4( 2) 

Banpo

N.R 2).8( 4) 41.4( 9) 3.3(3) 414.9(87) 477.1(11)

S.M 4.5( 4) 31.4(27) 3.3( 3) 79.3(59) 114.9( 3)

Yciido 3.3(2) 18.3(16) 3j.( 96.8(84) 115.1( 3)
Dongkyodong 
N.R 3.6( 1) 26.1( 6) 1.5(2) 432.1(93) 463.3(11)
S.M 0.3( 3) 53.5(35) 3.0( 3) 97.5(65') 151.3( 4)


Noraenae 4.9( 1) 25.4(5) 2.2( ) 71.4(94) 53.9(12) 

Total 92.9( 2) 556.4(14) 8.9( 3) 3,499,5(84) 4,157,7(1)))
 

1 N.R stands for neighborhood foods retail store
 
2 S.M stands for sales m.de y company travelling salesman
 
who normally visits all supermarkets ana a few larger foods
 
retail stores.
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Tl-bleTI[-31. Analysis of Br~af Sales by Selected.Area
 
(Duriag Jun. 1-3J, 1977) 

(Unit : 13) loavu,;; 

Soy-f3rti- ilegulIr Reulnr Pnilk 
fied bread bread br.adbrc be c)ta
7453r.Y (83) 'r.)( ).4 gr,) (453 gr.) 

Unit price 4163 v.19) 4 95 J23
 

Sung dong 
N.R1 J( )32.7(13) .1 ) 221.7(S7) 254. i(I-,
S. 3.() 23,9(3;) 2. 3) 45.7(69) 66.6(


iWangshipri 3.)(3) 2;.7(5) D 3( 3) 17).5(85) 233.5(1;i
 

Suyuri
 
N.R M.( ) 5.2( D.4(3) 188.2(97) 193.5(0V

NJ3( 12.9(31) 
Jangwi dong 
S.J 1) .,( 2) 28.6(68) 41.8( 2 

N.R 3.2(3) 23.4(11) 3.4( 2) 169.2(87) 193.2(11% 
S. , 12, 5(A-) 3) 31.1(,3( 3) P..( 18.6(63) ;. 

Banpo
 
N.R D.3( ) 11.2( 6) .( 3) 186.5(94) 197.7(,: 
S.M 3.3( ) 11.3(29) 3.4() 27.3(71) 38.(( 

Touido 3.3(3) 1 .3. '(22) 3.2(3) 34.9(78) 45. 1( 
Dongkyodong 
N.R 3.)( 3) 8.6( 4) D.3( ) 194.2(96) 233. (I,
S.M 3.)( ) 21.2(341) ).) ( 3) 41.2(66) 62. ( ;
 

,,oravnae 3.)(3) 23.2(1" 3.(1) 232.6(89) 228.8(jj.
 

Total 3.6( ) 219.8(13) 7.2( 3) 1,529.2(87) 1,75C,,',( 

N.R'stan's for neighbo::hood fcco's retail store.
 

S.M stands for sales made by company travelling sr.lesrw:n
 
who ncrrnally visits, 11i superm;-PIets ind a few ]arner lood.
 
retail stores.
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First of all, the share computed in Table MI-29 in­

cludes all retail sales made through all stores, big or
 

small. Due to high turnover of the milk bread that al­

ready established in the market, many of stores, especia­

lly, smaller ones prefer to handle the milk bread, but
 

not the soy-fortified bread. Therefore, in order to show
 

the true share of the soy-fortified bread in the market
 

the figures computed in Table M1I-19 to M1-21 should be
 

readjusted to some extent.
 

Secondly, other than the retailers which had some
 

experience in the 
sales of the soy-fortified bread, most
 

retailers had little knowledge and incentive to promote
 

the bread to their customers. Such promotional activi­

ties of distribution of the posters, the handout, the
 

inserts in the package, etc., may haven't been utilized
 

effectively by the retailers concerned as well as by the
 

company sales personnels.
 

Thirdly, the areas selected here do not necessarily
 

represent the best choice of the able dealers for the
 

bread sales, So that it is natural to assume that unless
 

the soy-fortified bread has unique features and sufficient
 

incentive to the store keepers it is hardly expected to
 

promote the product.
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In Table M1-32 to 11-34 data on the sales of bread
 

per store-day in eight areas are presented. Since the
 

large number of retail stores, big or small are in exis­

tence, and since each sells small quantity of bread, an
 

average loaf of bread sold in each store-day is inevi­

tably turned out very small in number.
 

Furthermore, because the sales of bread is so small
 

in each retail stores concerned, and its rapid decline
 

is observed in later periods (Table 1[-33 and II-34),
 

the sales per store-day for the soy-fortified bread is
 

virtually meaningless. Such insignificant sales per
 

store-day of the soy-fortified bread may effect to acce­

lerate the decline of the sales in an area as a whole.
 

2-3. Comments on the Market Introduction of the Soy­

fortified bread
 

In short, the sales records and its analysis of the
 

soy-fortified bread may lead a conclusion that the poor
 

sales of th%bread is doomed to failure. .. ,h disappoint­

ment upon its fate is suggested and commented in the pre­

vious section 1-3. In this section major reason of fail­

ure will be discussed as follows.
 

The Position of the Soy-fortified Bread in tho
 

Company
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Tablel-32, Bread Sales per Store-cd!y by Area
 
(During Doc. 1, 1976-Feb. 28, 1977)
 

(Unit : loaf)
 

Number of Sales per Store-dayl
 
store in Soy-forti- 7Egul.r heguhr -7i7k
 
the area fitd bread bread brcod bread Total
 

(453 gr.T (833 gr.)(403 rr.)(453 gr.)
 

Unit price 4163 W193 W 95 42.3
 

Sungdcng
 
N.R 753 0.33 3.11 3.3 3.69 3.82
 
S. 47 3.21 1.13 3.31 2.85 4.23 

Wangshipri 521 3.97 3.16 ).31 3.54 3.77
 

Suyuri
 
N.R 472 3.38 3.35 3,3 3.75 J.88
 
S.11 21 3.69 1.32 3031 3.96 5.98
 

Jangwidong
 
N.R 431 0.15 3.37 3.31 3.67 3.9)

S.M 18 J.22 3.68 3.31 3.43 4.33
 

Banpo
 
N.R 585 3.36 3.35 3.3 3.47 0.59
 
S.M 21 D.62 1.51 ).19 3.65 5.96
 

Ycuido 19 3.32 1.45 ).3 6.36 7.83
 
Dongkyodong
 
N.R 483 3.33 3.34 3.3 3.64 3.71
 
S.M 19 3.44 2.92 3.3 4.74 8.11
 

Noraenae 418 3.14 3.34 3. )1 3.93 1.11
 

Average 3.38 3.13 331 3,78 1.3
 

1 Sales per store-day ire computed with the aptwl saues divided
 
by number of stores in its area times 93 days,
 



- 162 ­

TableTIT-33. Bread Snles per Store-day by Area 
(During inr. 1, 1977-May 31, 1977)
 

(Unit z loaf)
 

Number of Sales per Stcre-dy I
 
store in Soy-fcrti- Regular fieeular Milk
 
the area fied br~ad brc d br "d bread Tota2 

(453 (833 gr.) (r.)(), -.)(45) gr.)
 

Unit price J16; 1193 4 95 W2)) 

Sungdong

N.R 753 .) 3.31 3.3 3.77 3.92 
S.M 47 3.31 1.47 3.3 4.18 5.66 

Wan&shipri 521 ).92 J. 17 3.55 3.74 

Suyuri
 
N.R 472 ).)4 3.D4 .3 1.31 1.39 
S.M 21 J.45 1.54 3.3 4.82 6.81 

Jangwi dong 
N.R 4)1 J. 5 3.13 3.)1 3.87 1..)6
S.M 18 3.1) 1.14 ).J1 4.63 5.88 

Banpo

N.R 585 ).34 3.)8 3.3 ),77 3.89 
S.M 21 3.23 1.63 3.3 4,39 5,95

Youido 19 
 3.3 1.95 3.3 5.54 6.58 
Dongkyodnng
 

N.R 483 3,31 ).36 3,3 3.97 1,34
S.M 19 3.) 3.36 3 5,58 8.63 

iviraenae 418 _I1
).31 1.23 1.31
 

Average ).33 3,16 3,) 1,31 1.2.3 

1 Sales per store-dy are computed with the actual sales dividre
 
by number cf stores in its area times 92 days.
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Table M- 3 4. Bread Sales per Store-day by Area 
(During Jun. 1-3), 1977)
 

(Unit : loaf)
 

Number Lf Sales per Store-dayl
 
store in Soy-fcrti- Regular Regular Xilk
 
the area fied bresd. bread ,,-rad bread Tctal
(453 gr.) (8.) ) g----gr..)(4..,-jr7)(4-5 .)
 

Unit price 416) 4193 W 95 W23 

Sungdong
 
N.R 75) 3.3 3,15 3. 0.99 1.13 
S.M 47 3.) 1,45 3.3 3.17 4.63 

JIangshipri 521 ).3 3,19 3.) 1.)9 1.28 

Suyuri
 
N.R 472 3.34 1.33 1.37).3 3. 

S.M 21 3.35 2-05 3.0 4.54 6.63 

Jangwidong 
N.R 4)1 3.3 3.17 3.)3 1.41 1.61 
S.M 18 3.) 1.95 03 2.91 4.86 

Banpo
 
N.R 585 3.)6 1.06 1.13).3 3.3 
S.M 21 3.) 1.79 3.3 433 6.13 

Ycuido 19 9.) 1175 3.94 6.12 7.91 
Dongkyodong 

N.R 483 3.) 3.06 9.3 1.34 1.4)
S.M 19 3.3 3q72 It3 7.23 10.95 

i'oraenae 418 3.) ) 3..) I.62 1.82 

Average ).) " i.. 35 1.553.19 31 

1 Sales per store-day are computed with the actual 'ales divided
 

by number of stores in its area times 33 days.
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1) The sales of soy-fortified bread accounted only two 

per cent of the total monthly sales of the company, 

so that the introduction of the bread was not fully 

supported by the company. 

2) Since bread had been considered as a losing item, 

the company did not put any extra promotional efforts 

or expenses to stimulate the sales. 

3) The company seemed to have an expectation, i.e., 

the soy-fortified bread itself might create its 

customers when it was marketed. 

The Impact of Pricing Decision
 

1) The price of 160 won for a loaf of the soy-fortified
 

bread was inappropriate to promote the bread effective.
 

ly. It was too Migh to compete with the pheaper
 

(regular) bread, and too little difference between
 

the price of the milk bread and the soy-fortified
 

bread.
 

) The company had too optimistic view on the govern­

ment price control. It was too late when the com­

pany found that the soy-fortified bread might be
 

difficult to survive in the market, unless high
 

price raise for the regular bread was allowed, and
 

unless the government permit tacitly to stop or
 

reduce selling cheap bread.
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(3) The company did not want to lose money by selling
 

the soy-fortified bread, The pricing decision was
 

not based on the consumer reaction to it, but largely
 

based on the cost factors to be covered. Especially,
 

after the government permitted a small raise upon
 

the price of regular bread, the company intended not
 

to lose any further by selling bread. Such decision
 

effected to hold the soy-fortified bread price to
 

the predetermined level of 160 won. Such inflexibi­

lity, in turn, effected to the sales adversely.
 

Consumer Responses on the Product
 

(1) No particular and serious negative consumer reac­

tions were found during the market introduction.
 

However, it does not necessarily be an ind4o~tion
 

of consumer preference upon it. The quality of the
 

bread wasn't enough to induce the attention of the
 

bread consumers.
 

(2) After a few times of initial trial period of the
 

bread, consumers tended to forget the value of the
 

bread as nutritious and high protein bread.
 

(3) As it is pointed out in the previous section (sec­

tion 2-3) rather poor quality of the bread was still
 

remained even after the bread was introduced.
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(4) Strong preference upon the milk bread is also found
 

among bread users. It is also found that, when the
 

company reduced the shipment of cheap bread, substi­

tution effect is found upon the milk bread not upon
 

the soy-fortified bread. This implies that strong
 

consumer preference upon the quality of bread is found.
 

(5) Consumers are given alternatives to buy bread among
 

different quality level of bread, and tend to choose
 

better quality bread, rather than cheap product.
 

Therefore, the soy-fortified bread is found difficult
 

to penetrate into the heavy users, who usually buy
 

milk bread.
 

Comments on Distribution
 

(1) As other bread dual channels of distribution were
 

employed to deliver the soy-fortified breads i.e.,
 

through the dealers assigned by area, and through
 

the company salesmen. Since the bread is bulky and
 

cheap in comparison with other products of the company,
 

the bread was treated as o,,e of bread produced by
 

the company without any extra care.
 

(2) During the initial introductory period no special
 

incentive or bonus was provided for the dealers,
 

retailers, and the salesmen of the company as 
well
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as the dealer's. Therefore, unless the bread itself
 

has a unique attraction or selling power, it would
 

have a little chance to survive in the market.
 

Comments on Sales Promotion
 

(1) Such pronv(4-onal materials as posters, leaflet and
 

package insert had not been effectively utilized,
 

and, to a large extent, these materials were mostly
 

wasted at the retailers who were supposed to handle
 

them effectively. It is obvious that the sales per­

sonnels of the Sam Lip did not paid enough attention
 

for the follow-up control of these promotional mater­

ials as well as the sales control of the bread.
 

(2) No serious negative reaction was found in consumer
 

response upon the radio advertising of the soy-for­

tified bread, yet, it is doubtful whether the radio
 

advertising drew sufficient and effective response
 

from bread users for the sales increase. The adver­

tising messages seemed to have limite; impact upon
 

the sales of the bread.
 

_.4et was largely inadequate to have
(3) Adverti-iag 


enough exposure of it to its consumersi. Moreover,
 

the discontinuation of the advertising after one
 

month certainly exerted to shorten the market life
 

of the bread.
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(4) The most serious difficulty of the company was that
 

the company had little available human as well as
 

physical resources to spare for the promotion of the
 

soy-fortified bread.
 

Comments on -he Amount of the Sales
 

(1) The absolute sales amount of the soy-fortified bread
 

in each retail store was too small, so that it does
 

not justify to maintain an interest of the retailers%
 

Even at supermarkets the share of the sales is not
 

adequate to pay some extra attention to the soy-for­

tified bread by the storekeepers.
 

(2) A limited number of retail stores sold most of the
 

soy-fortified bread in the market. This implies
 

that the small portion of the salesmen tried to sell
 

the bread actively.
 



Chapter IV
 

SUMMARY AND CONCLUSIONS
 

Summary of the Study
 

This study is an attempt to provide useful market
 

information on foods and bread consumption in Korea either
 

through macro and micro data currently available or through
 

a series of consumer field surveys conducted by the research
 

team. Also, the study is designed to provide the informa­

tion on the feasibility of marketing the soy-fortified
 

bread in Korea through a series of field surveys, the test
 

marketing and the trial market-wide distribution of the
 

bread produced by the Sam Lip Foods Company, Ltd.
 

In relation to macro demand analysis of Chapter I
 

our interest lies in long-term projection of aggregate
 

and per capita demand for foods rather than statistical
 

trends in the past consumption of foodstuffs. The quanti­

tative estimates of demand for foodstuffs in general and
 

that for soy-fortified bread in particular are extremely
 

difficult to be made on the basis of available, but often
 

conflicting, data. What follows is a brief summary of
 

best estimates available from these inadequate sources.
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According to the KASS group's optimistic projections
 

for aggregate demand for and supply of major food items,
 

all other food categories except the following items are
 

expected to attain self-sufficiency by 1985. The items
 

which are likely to be less than self-sufficient are wheat
 

(47.4 per cent self-sufficient), other grains (54.1 per
 

cent), pulses (86.3 per cent), rice (96.1 per cent), and
 

vegetables (97.7 per cent).
 

The projections of per capita demand for foodstuffs
 

through 1981 on the basis of the 1976 food balance sheet
 

are summarized below. The per capita demand for food­

grains except wheat is expected to decrease by 3 per cent
 

and that for potatoes to fall by 15 per cent over the
 

period from 1976 to 1981. The per capita demand for all
 

other items than these two is expected to grow at varying
 

rate over the same period. The items with high rate bf
 

demand growth are seaweeds (130 per cent), milk (91 per
 

cent), edible oils (82 per cent), nuts and seeds (58 per
 

cent), fish (53 per cent), chicken (35 per cent), pulses
 

(29 per cent), and beef (26 per cent) in that order.
 

From these one can note a pronounced trend in rapidly
 

increasing demand for high-protein food items.
 

A more direct way of looking at the future demand is
 

to compare the actual average daily calorie intakes of
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grains and animal products With target values. Actual
 

calorie intakes from grains in 1974 were far above targets
 

and those from animal and marine products are far below
 

targets for both farm and non-farm residents. In thecase
 

of farm residents, 47 calories were taken from animal and
 

marine products per person per day in 1974, as compared
 

with the target of 169 calories. In the case of non-farm
 

residents, 178 calories were 
taken from the same sources
 

in 1974 as compared with the target of 386 calories. Judg­

ing from such wide gaps existing between actual and tar­

gets, the demand for high-protein foods through the shift
 

of intakes from grains to animal and marine products is
 

expect to rise sharply over the period through. 1985. To
 

what extent this gap will be filled by the prosiective
 

soy-fortified bread through 1981 
or 1985 would largely
 

depand on its relative price, the level and r19tribution
 

of household income, taste changes, and, above all, effec­

tive marketing efforts.
 

Based on the study made by ASI smaller per centage
 

(25%) of Korean urban households eat and purchase bread,
 

and still smaller number (11.2%) of the'households are
 

classified as heavy users,# who eat bread several times
 

a week. Therefore, it may take many more years for many
 

non-users to become the new users 
of bread.
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Many reasons for not eating bread are stated by non­

users of bread who consist of three fourths of total urban
 

households. Among them most frequently mentioned two rea­

sons are; (1) the notion of bread as an expensive food,
 

and (2) bread as an unaccustomed food for a meal to ordi­

nary consumers.
 

The amount of bread consumption of the users is widely
 

spread over from less than one loaf to over seven loaves
 

a week. However, one half of the users consume between
 

two to four loaves a week.
 

So far bread is normally eaten as a substitution for
 

a meal or snack. Rice consumption would not be replaced
 

by bread in the foreseeable future.
 

Such findings arc partially proved by the surveys
 

conducted for the bread users in Seoul. Throughout the
 

surveys bread users, who are average or above in terms
 

of income and social class, had been contacted, and various
 

data were gathered concerning the consumer attitude and
 

bread consumption habits,
 

Based on th, z ....classification used in , I study 

the surveys made here shows that about one half of bread 

asers are classified as the heavy users, and such propor­

tion.is found in both occasions of bread used for a meal 

and for a snack. 
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Weekly consumption has a little correlation with the
 

level of householder's monthly income. However, some rela­

tionship is found between the family size and bread consump­

tion, i.e., the larger the family size is, Vhe more bread
 

is consumcd, aid vice versa.
 

It is evident that the larger proportion of house­

holds seems to consider bread as an appropriate food for
 

snack. Also, some positive relationship is found between
 

use habit of bread as a meal and as a snack, Generally,
 

consumers prefer good quality bread rather than cheap bread.
 

Particularly, younger family members who are the most
 

favored users prefer better taste of bread%
 

As to the soy-fortified bread buyers' assessment on
 

the quality is as inferior product, especially, compared
 

with the milk bread.
 

Only small proportion of consumers bought the bread
 

repeatedly. The unique feature of nutrition and high pro­

tein are easily offset by the poor quality of the bread.
 

Most consumers express their interest of the soy-fortified
 

bread without adherence to price.
 

The promotional means planned were not effectively
 

employed during the both period of test market and market­

wide distribution of the bread. Such fact is revealed in
 

the surveys as the low level of consumer awareness upon
 



the promotional materials, which were provided by the
 

Sam Lip, was indicated. "Word of mouth" communication
 

about the soy-fortified bread among consumers, and betweei
 

the salesmen and customers, seems to influence most to
 

disseminate the information on the bread, rather than any
 

other sources.
 

Bread consumers 
seem to have less sensitive on the
 

price of the bread, than on the quality of it. Primary
 

purp .qe of the surveys was to evaluate the responses of
 

the different prices charged to the soy-fortified bread
 

in the test marketing. Yet, such purpose turn to be a
 

failure, because the surveys did not present any signifi­

cant difference in the response by the different bread
 

price. Rather such consumer response upon the bread price
 

is verified by the result of sales made in the areas where
 

different prices were charged.
 

Based on the project planned test sales of the soy­

fortified bread was carried out for eight weeks in the
 

preselected retail stores in eight areas. 
 Three price
 

levels (95, 140 and 180 won) were set for the test sales
 

of the soy-fortified bread. Practically, the same ratio
 

of margins given to other bread, were allocated to the
 

respective distributors concerned.
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Because of technical difficulty, and of material
 
costs, the bread had some handicap of poor quality from
 

the beginning of its sale. 
Unpleasant odor and harsh
 
texture might effect to reduce the repeated sales of the
 

bread.
 

Promotional materials, such as posters, leaflet, and
 
package insert and a good deal of sample packs were dis­

tributed to the test stores. 
 These were hoped to serve
 

to promote the bread at the stores. 
However, its effec­

tiveness was 
largely lessoned by the misuse of them at
 

stores as 
well as by the distributors as a whole.
 

Also, a great deal of difference in sales are found
 
by the price difference. Toward the end of the test sales
 

period the sales in the areas 
where higher prices were
 

charged dropped rapidly almost to zero. 
 The same trend
 

is found for the sales in supermarkets.
 

Concerning the pricing decision of the soy-fortified
 
bread 180 won for a loaf was found definitely as too #igh.
 

The price of 140 won for a loaf was also found as too
 

high in the test sales. 
 Even at 95 won the share of the
 
bread remains below 30 per cent of the total bread sales.
 

Therefore, the sales records implies that the bread itself
 

may not be successful at any price above 95 won.
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However, in view of the marketing activities con­

ducted by the company during the test period, such disa­

ppointment r.ay net entirely be responsible for the higher
 

price alone. Rather unsuccessful result of the sales
 

might be explained in some other way, too, such as; (1)
 

poor quality of the bread with unpleasant odor, (2) the
 

presence of strong preference upon the milk bread which
 

has been known,as better bread, (3) the lack of sufficient
 

and effective use of the promotional materials, (4) the
 

lack of a special monetary incentive to the distributors
 

as a whole, (5) the lack of integral marketing program
 

for the promotion of the soy-fortified bread.
 

With such unsuccessful marketing experience of the
 

soy-fortified bread the company finally began to sell the
 

bread for market-wide distribution in late November 1976.
 

The price was set to 160 won for a loaf. It was considered
 

reasonable in view of costs of the bread and of the govern­

ment permit upon the bread. But such decision was certainly
 

not based on market>, facts, especially, which were unco­

vered during the ri.i,: of test sales.
 

The same leve of distribution margins were allocated
 

to the distributorsconceried, which is almost same as the
 

margins of other brekd. No additional incentive or pro­

motional materials were introduced except radio advertising.
 

It lasted for a month.
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During the market-wide distribution the highest share
 

of the soy-fortified bread sales reached a little more than
 

14 per cent of the total in the first month. However, it
 

declined steadily in 1977 and the sales was discontinued
 

finally in June 1977. Even though during the period the
 

company may be intentionally, reduced the production of
 

the regular bread, and hoped to increase the sales of the
 

soy-fortified bread, but such hope turned into vain.
 

The data for the sample store sales shows wide dis­

parity of the share of the sales to 
the total among the
 

areas to which the study was made. Since same retail
 

price was charged by the company such disparity of the
 

sales in different areas must be explained in some other
 

ways.
 

The following factors may be considered as critical
 

to make the bread sales successful. These are; (1) Insu­

fficient product improvement, (2) the lack of sufficient
 

promotional means including advertising, (3) the lack of
 

incentive to those who are engaged in the bread distribu­

tion, (4) rigid government price control upon bread, and
 

(5) the lack of proper marketing plans and qtrategy to
 

promote the soy-fortified bread.
 

In short, the market-wide introduction .of thesoy­

fortified bread is doomed to failure. 
 Its..position in'
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the company product line, the value of the bread in the
 

company, and the complicated problems mentioned above,
 

compelled the bread defenseless in the markot.
 

Conclusions
 

Based on the analysis made in this report the speci­

fic conclusions and recommendations will be presented in
 

a summary fashion below.
 

1. Increasing Need for High Protein Soy Foods
 

In order to meet a pronounced trend in rapidly incre­

asing demand for high-protein food in Korea4 the most
 

popular suggestion will be to develop protein food by
 

using soy. Because of the costs and limitation of supply­

ing animal protein food, it is certain that pressure of
 

filling the gap with soy-protein food will be augmented
 

in the near future. The necessity of developing such
 

soy-protein food have already resulted to induce a modern
 

Noy-processing plant in Korea4
 

However, the prospective of developing such protein
 

food w'uld largely depend on; (1) its technical competence
 

in the imitation of animal protein ifd6od with soybean, (2)
 

its relativo price to animal proems:-- and (3) developing
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effective marketing efforts by the manufacturer of soy
 

food.
 

2. 	Maicr Causes of the Failure of the SrLR
 

to Market the Soy-fortified Bread
 

Even though at this stage of the development and
 

marketing the soy-fortified bread has failed, effort for
 

further improvement of the soy-fortified bread must be
 

pursued along this trend in developing low costs high
 

protein food in Korea.
 

With a growing importance of the high protein food
 

in Korea the Sam Lip had tried and spent a large sum of
 

money to develop and market the soy-fortifie6 bread, in
 

the last two year. However, its life in the market had
 

been lasted only seven months. The following limita­

tions and problems are assumed to effect to the failure
 

of the bread.
 

(1) The price of 160 won for a loaf of the soy-forti­

fied bread was set too high to compete with cheaper
 

bread.
 

(2) 	 The Sam Lip s Mhe price based on the costs not on 

the basis of consumer reaction to it. Too many con­

straints had been imposed in reducing the high price.
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(3) Unfortunately, no positive and enduring consumer
 

acceptance upon the soy-fortified bread was shown
 

in the retail stores.
 

(4) The quality of bread wasn't intolerable to most
 

consumers, Yet, to those who used to eat the milk
 

bread, the soy-fortified bread merely provided
 

unfavorable image. Moreover, the fundamental attri­

butes of nutrition and hi6n protein were largely
 

ignored, because most consumers did not care for
 

such attributes of braad.
 

(5) All initial sales figures of the soy-fortified bread 

show considerable achievement of market penetration 

in short period. This provides two critical factors 

to increasc or retain the sales, namely the sales 

of the soy-fortified bread may well depend on; (1) 

the efforts of the entire sales forces engaged in 

the channels of bread i-stribution, and (2 consumer 

acceptance on the bread. However, both conditions 

were largely unfilled in the marketing of the soy­

fortified bread. 

(6) As a result of insufficient advertising expenses
 

and inadequate management of promotional materials,
 

the sales of the soy-fortified bread declined rather
 

fast. Unfortunately, the company had little avail­

able resources to add to increase or retain the sales.
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3. Uncontrollable Causes of the Failure 

Concerning the responsibility of the failure the above
 

mentioned causes of failure that primarily directed toward
 

the Sam Lip may easily give misleading impression to the
 

readers. Certainly, the primary responsibility of the
 

failure of marketing the soy-fortified bread should be
 

borne by the Sam Lip. However, it should be remembered
 

that there has been some uncontrollable factors and pre­

vailing environment which, after all, led the bread to
 

failure. These are presented as follows.
 

(1) As it is shown in the analysis of the market surveys
 

presented in previous Chapter III only small portion
 

of households eat bread regularly. In other words,
 

the soy-fortified bread was introduced too early
 

in Korea, without having sufficient demand for bread
 

from the lower income group, They need such nutri­

tious bread at lower price, but such foods as noodle
 

and "ramyun,' are still available at cheaper price.
 

(2) The sales of bread is carried through thousands of
 

small retailers, so that each retailer sells only
 

several loaves a day. Such existing low level of
 

demand inevitably creates inefficient distribution
 

and promotion of bread at each retail store as well
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as by the manufacturers. Therefore, it was diffi­

cult to provide any additional inceftive for in­

creasing the sales.
 

(3) Unavailability of good quality soy-flour at reason­

able price definitely effected to hurt the sales.
 

In this respect the company was not entirely respon­

sible for the higher price and poor quality of the
 

bread.
 

(4) As it is mentioned before, the soy-fortified bread
 

accounts only two per cent of the total monthly sales
 

of the company, so that itwas difficult to allocate
 

additional company resources 
for the promotion of
 

bread.
 

(5) Because of a complicated problem involved in dealing
 

with the government price control, the company had
 

a limit to exercise appropriate marketing strategy,
 

particularly, in pricing of the bread.
 

4. Suggested Future Actions to be Taken by the Sam Lip 

Even though the first attempt of marketing the soyw
 

fortified bread has failed, it is worthwhile to consider
 

and examine carefully about the following points. That
 

isp
 

(1) It is strongly recommended to continue to develop
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the soy-fortified bread. Since the Sam Lip owns two
 

of the three large bread manufacturing concerns in
 

Seoul, and it is capable of controlling bread market,
 

the company is in an ideal position to explore the
 

feasibility of the soy-food, including the soy­

fortified bread.
 

(2) In order to provide high-protein food to the lower
 

income group at reasonable price, the company should
 

consider to develop new products which contain soy-.
 

flour, and eaten by the lower income group. Other
 

than soy-fortified bread, the company may be able
 

to develop such soy product as soy contained pastries,
 

soy steam bread. These are assumed to have larger
 

market than the soy-bread. Such an endeavour may be
 

an important step of the company to serve to the public.
 

(3) If the price of soy-flour can be reduced to some
 

extent, and the company may produce the soy-fortified
 

bread at cheaper costs, the company should consider
 

seriously to replace the regular bread with the soy­

bread. Of cause, a required provision of the company
 

is to improve the quality of the bread especially,
 

eliminating bad odor. In such case, the price of the
 

soy-fortified bread must be much lower than the price
 

of milk bread.
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(4) 	 It is recommenci-d to distribute the soy-fortified 

bread t'hrouch supermarkets only during thc initial 

promotion perif, if the company plans to resume mar­

keting thc brF-,:! in near futures Because of low sales 

volume of bread In neighborhood food stores, it is not 

recommendea to sel1 tie soy-fortified bread through all 

retailcrs, *sp-cialLY, 'to smaller retailers. Moreover, 

the bread [IioulK be distribuced only in large cities 

where minimum level of sales can be made. The primary 

reason for such limitin: 
the channel of distribution
 

is to concentrate availa le,marketing resources into
 

a limited outlets, and to secure a reasonable portion
 

of bread sales. If such an attempt is planned again,
 

and past experiences are effectively utilized, the
 

bread may well have a chance to survive in Korea,
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Table A. I-I. Average Annual Per Capita Income of the Farm,
 

Nonfarm and Total Populations, 1965-74
 

Total
Farm 	 Nnnfarm 

Residents 	 Pcpulation
Residents 


Real Income
Year Current Real Current Real Current 

Income Income Income Income Income 1 2 3
 

(Won per person per year)
 

58,300
1970 42,100 69,600 	 72,700 


(index of income--1970=100)
 

1964 44.7 90.3 24.1 48.8 30.6 48.9 61.9 67.9
 
73.1 	 27.9 49.8 34.3 50.4 61.7 71.0
1965 40.6 

1966 47.5 76.9 41.8 66.9 43.0 57.9 69.2 73.9 
1967 56.1 77.2 68.7 99.4 52.0 65.4 73.3 789 

85.2 96.7 	 74.8 81.7 85.2
1968 68.4 74.1 64.1 


1969 83.4- 95.2 86.6 100.5 81.9 89.5 94.2 92.3
 
100.0 	 100.0
1970 100.0 100.0 100.0 100.0 100.0 100.0
 

1971 142.5 126.9 123o0 108.4 119.7 110.2 106.0 108.2
 

1972 175.8 140.3 140i 116.8 144.3 116.5 114.5 113.7
 
136.8 	 121.3
1973 194.8 146.1 150.6 115.1 181.1 	 137.1 


1974 277.0 146.0 177.7 110.0 245.0 130.1 139.5 125.7
 

farm income is based on the disposable income
Notes : 	1. Current 

Farm Household 2urvey (Bureau of Agricultural
rnported 

Statistics).
 
Real farm income is the current farm income deflated
2. 
by *he index .f prices paid by farmers fcr all house­
hold goods (NACf). 

is base:, cn -the disposable income3. Current nonfarm incorne 
(including rent but excluding nonconzuption expendi­
ture) of wage- and salary-earner households reported
 
in the Urban Mousehold Survey (EYB).
 

4. Real nonfarm income is the current nonfarm income
 
deflated by -re index of prices paid by consumers for 
all commodities in all cities (LPB), 

5. Current income of the total population is based on
 
estimates of per capita gross national product (GNP)
 
(Bank of Korea).
 

6. 	 (1) Real income of the total population is the current 
total income (NGP) deflated by the wholesale price 
index (Bank of Korea).
 

(2) Real income of the total population is the current
 

total income (GNP) deflated by the average of the
 

indices of prices paid by farmers for all house­
hold -oods (NACF and EPB).
 

(3) Real income of the tozal population is the average
 
per oapita private consumption expenditure expressed
 
in constant market price (Bank of Korea).
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Table A. 1-2. Average Annual Farm and Nonfarm Prices
 
by Crop, 1965, 197), 1974 

Frm Prices Nonfarm Prices
 
Seoul
 

Price Index (1979=1)30) Price Index (1970=100)
 
1970 1965 1970 1974 /1970 1965 1970 1974
 

W/Kg W/Kg
 

Rice 76.3 53.5 1)3.) 242.8 79.) 55.6 1)3.) 237.) 
Barley 4.3.4 61.6 1)3.). 232.9 46.4 68.3 133.3 173.7 
Whea- flour 35.6 94.6 1)).) 25D.1 35.1 98.2 1)).) 252.1 
Misc.grain 3).9 64.4 1)3.D 249.) 63.3 52.9 IY).) 258.) 
Pulses 91.6 54.6 193.) 193.6 135.9 49.9 1)3.) 167.3 
Total groin 73.4 54.5 1D3.3 237.9 78.2 59.2 133.) 2)1.2 

Fruit 6).7 46.2 193.i 293.3 163.6 53.8 1).3.3 172.3 
Vegetables 66.7 43.3 13).) 131.9 62.4 58.9 13'.) 139.3 
Potatoes 15.2 62.) 13). ) 324.3 41.9 55.8 1)9.3 189.6 
Ind. crops 196.8 65.8 1).) 22). ) 39-).7 48.4 133.) 176.4 
Total other 66.3 45.1 1)9.) 173.1 139.1 57.2 1)3.3 148.2 

Beef 641.7 35.6 I9.3 196.1 788.3 53.7 139 17.2 
Milk 135.1 56.8 1 ). 9 161.7 1 )5.1 56.3 133.3 161.7 
Pork 351.7 51.7 1.) 193.5 396.7 53.4 1 179.8 
Poultry 341.7 62.5 11.) 174.) 263.3 59.7 19)) 2)1.5 
Eggs 216.4 73.1 19).) 173.1 286.) 7).6 1)).D 151.) 
Fish & 188.8 44.1 1 ' 159.3 257.1 43.3 133.3 164.2 
seaweed 
Total animal 268.1 44.1 11.3 169.9 4)8.7 4 199.3 168.)1'3 

Food & 94.7 53.3 11.9 185.6 199.3 5-.3 1)).3 176.3 
beverages 

Tobacco 1,201.3 63.3 139.) 83.3 74.7 1)3.3 88_J 
Nonfood 55.7 133.3 191.1 57i2 1 3.3 153.9 
All items 55,1 199.) 139.7 56,3 1333 161.6 

Source KAERI & Michigan Statu University Department of
 
Economics, Demand Rela tionships for Food in Korea,
 
1965-1974. Special Report No. 12, KASS Project,
 
January 1977.
 



Table A. 1T-1. Occupation and Monthly Income of Hoiuseholder (Survey JV)
 

Occupa- Danagerial & Middle Small Clerical Sales Unskilled Others No Total
 
tion professional management proprie- workers worker & worker response
 
Income jobs tors technician
 

N N N -- L4 a q-

More than 3 9.7 0 0.0 2 3.3 0 0.0 0 0.0 0 0.0 1 5.0 0 0.0 6 3.1
 
W400, 000
 

W250,o01- 9 29.0 5 15.6 - i0 16.7 5 13-5 0 0.0 0 0.0 3 15.0 0 0.0 32 16.4 S400,0000 

W150,o01- 10 32.3 16 50.0 18 30.0 9 24.3 2 20.0 0 0.0 8 40.0 0 0.0 63 32.3 
250,000 

WI00,001- 4 12.9 5 15.6 19 31-7 12 32.4 2 20.0 0 0.0 4 20.0 2 50.0 48 24.6
 
150,000 

W1 70,001- 1 3.2 5 15.6 10 16.7 9 24-3 1 10.0 C 0.0 0 0.0 0 0.0 26 13.3 
100, 0000 0. 2613 

Less thF-n 0 0.0 0 0.0 1 1.7 2 5.4 4 40.0 1 100.0 2 10.0 0 0.0 10 

W 70,000 " 5-1 

No response 4 12.9 1 3.1 0 0.0 0 0.0 - 1 0 .0 2 I0.0 2 0 10 

Total 31 100.0 32 100.0 60 100.0 37 100.0 10 100.0 1 100.0 20 100.0 4 100.0 195 100.0
 



Table A. 11-2 
(a). Size of Residence ty Monthly Income of Householder
 

Income 
 Mcre than W250,001- W150,001-
Size W400,ooo 400,000 
W100,00i- W 70,001- Less than No250,000 Total
(Phyong) N 150,000 100,000
2 N 2 N 9 W 70,000 responseE aN N 
 N
 

More than 45 11 57,9 19 27.5 32 24.1 12 10.2 3 4.7 0 0.0 3 30.0 80 18.1 
31 - 45 
 5 26.3 28 40.6 38 
 28.6 25 21.2 3 4..? 0 0.0 1 10.0 100 
22.6
 
21 - 30 
 3 10.5 
 17 24.6 
 45 33.8 42 36.4 19 29.7 
 3 10.3 
 4 40.0 
 133 30.1
 

15 - 20 0 0.0 3 4.3 13 9.8 31 26.3 20 31.3 11 37-9 1 10.0 79 17.9 
Less than 15 
 0 0.0 2 2.9 5 3.8 8 5.9 16 25.0 15 51.7 0 0.0 46 10.4
 

No response 0 0.0 0 0.0 O 0. 0 0.0 3 4.7 0 .0 1 10.0 4 0.9rotal 
 19 100.0 
 69 100.0 
133 100.0 
 118 100.0 
 64 100.0 
 29 100.0 
 10 100.0 
442 100.0
 
(4-3) '15.6) (30.1) (26.7) (14.5) 
 (6.6) (2.3) 



Table A. ll-2(b). Size of Residence by Monthly Income of Householder (Survev III)
 

Income More than W250,001- W150,001- W100,001- W 70,001- Less than 
 Total

Size W400,oo 400,000 250,000 150,000 
 100,000 W 70,000
(Phyong) N _N Y N 9 N N N % N
 

More than 45 8 61.5 8 21..6 19 27.1 7 10.0 
 2 5.3 0 0.0 44 17.8 

31 - 45 3 23.1 16 43.2 15 21.4 13 18.6 1 2.6 0 0.0 48 19.4 

21 - 30 2 15.4 8 21.6 26 37.1 24 34.3 13 34.2 0 0.0 73 29.6
 

15 - 20 0 0.0 3 8.1 9 12.9 19 27.1 15 39.5 9 47.4 55 22.3 

Less than 15 0 0.0 2 _ 1 1.4 _ 10.0 _2 18.4 10 5 27 10.9 

Total 13 100.0 37 100.0 70 100.0 70 100.0 38 100.0 19 100.0 247 100.0 

(5.3) (15.0) (28.3) (28.3) (15.4) (7-7)
 



Table A. IU-3° Size of Residence by Monthly Incowe of Householder .SurvevIV) 

Income 
Size 
(Phyong) 

More than 
W400,000 
N 

W250,001-
400,000 
AN 

w-)u,uul-
250,000 
N 

W100,001-
150,000 

W 70,001-
100,000 
N A 

Less than 
W 70,000 
N A 

No 
response 
A 

Total 

N 

More than 45 3 50.0 11 34.4 13 20.6 5 10.4 1 3.8 0 0.0 3 30.0 36 18.5 

:)I - 45 2 33.3 12 37-5 23 36.5 12 25.0 2 7.7 0 0.0 1 10.0 52 26.7 

21-30 1 16.7 9 28.1 19 30.2 18 37-5 6 23.1 3 30.0 4- 4o.o 60 30.8 

15 - 20 0 0.0 0 0.0 4. 6.3 12 25.0 5 19.2 2 20.0 1 10.0 24 12.3 

Less than 15 

No response 

0 

0 

0.0 

0.0 

0 

0 

0.0 

0.0 

4 

0 

6.3 

0.0 

1 

0 

2.1 

0.0 

.9 

_1 

34.6 5 

0 

50.0 

0.0 

0 

_1 

0.0 

0 

19 

j . 

947 

Total 6 1nO.O 32 100.0 63 100.0 48 200.0 26 100.0 10 100.0 10 100.0 195 100.0 
(3.1) (6.4) (32.3) (24.6) (13.3) (5.1) (5.l) 



Table A. 11-4. Amount of Bread Purchased and Eating Habit (as a Meal)
 

Eating' More than 3 times Once a Rarely Do not No Total 
Habit once a day a week week eat bread eat at all reeponse 

Loaf N _N R L E ZN N ZN N 

0.5 	or less 9 2.9 6 2.-0 16 7.4 73 23.1 15 26.8 5 7.4 124 9.7 
than 0.5 " 

More than 16 5.1 26 8.5 63 29.0 78 24.7 9 16.1 22 32.4 214 16.7 
0.5 to 1' 

More than 33 10.5 53 17.3 61 28.1 64 20.3 13 23.2 16 23.5 240 18.8 
1 to 1.5 

More than 32 10.2 59 19.3 36 16.6 32 10.1 8 14.3 9 13.2 176 13.8 
1.5 to 2 
more than 55 17.5 84 27.5 25 11.5 36 11.4 5 8.9 9 13.2 214 16.7 

2 to 3
 

More than 87 27.6 56 18.3 12 5.5 23 7-3 6 10.7 7 10.3 191 14.9 

3 to 4
 

More than 4 82 26.3 22 L.2 4 1.8 10 3.2 0 0.0 0 0.0 	 ± 
Total 315 100.0 306 100.0 217 100.0 '316100.0 56 100.0 68 100.0 1,278 100.0 



Table A. 11-5. 
Amount of Bread Purchased and Eating Habit (as a Snack)
 

Eating More than 
 3 times Once a 
 Rarely Do not No
Habit once a day a week week Total
 
Loaf N No 

eat bread eat at all response
N N N N N
 

0.5 or less 8 2.6 12 3.0 
27. 10.3 59 34.3 10 17.5 
 8. 11.0 124 9.7
than 0.5
 

More than 
 17 5.5 52 12.8 83 31.6 
 40 23.3 7 -12.3 15 20.6
0.5 to 1 2i4 16.7
 

More than 38 12.4 95 23.4 
72 27.4 20 11.6 8 14.0 
 7 9.6 !40 18.8
1 to 1.5
 

More than 
 37 12.1 71 17.5 
37 14.1 14 8.1 5 .
 12 16.4 176 13.8
1.5 to 2
 

More than 
 55 17.9 95 23.4 
28 10.6 16 
 9,3 10 17.5 10 13.7 214 16.7
2 to 3 I7
 

More than 70 22.8 62 15.3 11 4.2 
 14 8.1 13 22.8 21 28.8 
 191 14.9
3 to 4

More than 4 82 26.7 12 4.7 -1.9 _ _5. 4 . 7.0 _0 0.0 1 

Total 
 307 100.0 
406 100.0 263 100.0 
172 100.0 57 100.0 
 73 100.0 1.278 i0on
 



Table A. 11-6. Amount of Bre-ad P,-r--hase ,,, Eat.%J. n (a-, a Snt-kck)., 

(a) 	 Survey I & IT 

Eating More than n(Imes Ono E Ra rey -,DC) rio , 	 Total
Habi	 +t once a day a we e I- we- : e at Z.)read eat a t all responseLoaf 	 N Di f 	 , " H, Ti % N % 

0.5 or less 
than 0.5 

More than 
0.5 to 

3 

8 

1.42 

3.77 

7 

20 

2.8) 

11 74" 

T" 

44 

8.105 

.2,9. 

34 31,,8 

-15 

7_4 

l.5 

-

5 

o9 

05 

1 

2 

64 

50 

More than 
I to 1.5 

22 !0.38 54 21.80' 2 69 6 l 7....8 7 --

More than 
1-5 to 2 

25 11 -79 14-.S 8.22 23 I 
" 

1 < , --,. :-' 
. .. 

1 ,4-
'" 

,. 14k.. 4 23 

More than 

2 to3 
41 19. 4 5' 22,6, l- 6? IiJ, 7l0 16'441722 

More than 
3 to 4..

More than 4 

58 27.36 

9 

4? 17.oO 

4_564 

7 4.0 

. 

r 

__6 

9-35 

656 _ 

11 

_. 

22..q2 

__... 

21 20,7 

0.0 

-4' 

82 

17 2 
. 0 
_ _,61, 

Total 212 100. O 247 1O. 400. O O7100. 000,0 4i 73 1-00 0 836 I100,0 

(b) Survey III & IV 

n.5 or less 
than 0. 5" 

5 5-3 5 3-1 15 13.2 25 38.5 3 33-3 " 

More than 
0.5 toI 

9 9-5 23 14.5 39 34-2 17 26.2 0 0.1) 86 19-9 
More th)an 16 16.8 41 25.8 e-9 25,4 8 12. 3 1 11.1 95 21.5 
I to 1.5 

More than 

1.5 to 2 
12 12.6 26 16.4 14 12. 3 .5 7-7 .) 0.0 57 12.9 

More than 
2 to3 

14 14.7 39 24.5 11 9.6 4 6.1 2 22.2 70 15.8 

Moreothan 12 12.6 20 12.6 4 3-5 4 6.1 2 22.2 42 Mo 

More than 4 gZ 28.4 5 3.1 _2 _1_.8 2 .2.1 1! 11*1_ Z P-.4 

Total 95 100.0 159 100.0 114 100.0 65 100.0 
 9 100.0 	 442 i00,0
 



Features 


Opinion 


Excellent 


Good 


Fair 


Poor 


Very poor 


Total 


Table A. II-7. 
Opinion on the Features of the Soy-fortified Bread
 
(In on Survey II)
 

Flavor 
 Odor Texture Colour Stickine&ss Shape 	 Thickness Package Total
 
of a piece design


N 1.9 R N A 

7 4.8 4 2.7 5 3.4 2 1.4 1 0.7 2 1.4 1 0.7 10 6.8 : 2.? 

29 19.7 18 12.2 19 12.9 40 27.2 36 24.5 35 23.8 38 25.9 41 Z7.9 256 21.8 
34 23.1 62 42.2 49 33-3 58 39-5 38 25.9 95 6-4.6 91 61.9 80 54.4 507 43.1 0i 

73 49.7 61 41.5 69 6.9 44 29.9 68 46.3 14 9.5 17 11.6 14 95 360 30.6
 

4 2Z 2 1.4 _ 	 2.0 4 i. .* 0 0.0 2 1.4 2_ . 8 

147 100.0 147 100.0 147 100.0 147 100.0 147 100,0 
147 100.0 147 100.0 147 100.0 1.176 100.0
 



Table A. II-3 Buying Exp(:rience of the Soy-fortified 

Bread by Area after the Introductior 

of the Bread to Nation-wide Distribution 

Area Yes No Total 

Suyuri 13 76.5 4 23.5 17 00O.O 

Washipri 5 62.5 3 37.5 8 100.0 

Youido 3 42.9 4 57.1 7 100.0 

Dongkyodong 6 6b.7 3 33.3 9 100.0 

Sungdong 7 70.0 3 30.0 10 100.0 

Jangwidong 8 72.7 3 27.3 11 100.0 

Banpo 7 53.8 6 46.2 13 100.0 

moraenae 9 75.0 3 25.0 12 i00.0 

Total 58 G6.7 29 33.3 87 100.0 



- 12 -


Table A. 11-9. AttitIP-on the Price of the Soy-fortified Bread 1) 

In comparison 
In comparison Incomparison

with regular 
 with milk with regular

bread (A bread (B) & milk bread(A+B) 

N 1 ZN N 

Very expensive 0 0.0 1 2..9 1 1.7 

Fairly expensive 3 13.0 5 14.3 8 13._8 

Reasonable 10 43.5 12 34..3 22 37.9 

Fairly inexpensive 8 34..8 10 28.6 18 31.0 

Inexpensive 2 _,7 7 20.0 9 15.5 

Total 
 23 100.0 35 100.0 58 100.0 

1) Based on those who purchased tho-bread after t'ie market-wide
 
introduction of it.
 



----

Questionnaire Form (I)
 

(For pre-sales Survey)
 

2. 	 Store No. _1. 	Dealer No. : 

Respondent's Niame _ 

(Name of the head of household 	: )
 

(2) 	M

3. 	Sex : (1) F 


What is your status in the household?
4. 


(2) 	Housewife
(1) Housemaid 


(4) 	Scn
 
(3) Daughter 


(If any, please specify it)
(5) 	Others 


5. 	 Age : (1) 19 or less (2) 20 - 24 

(4) 	30 - 39
(3) 	25 - 29 


(5) 40 or more
 

What is the size of your family? (Including housemaid)
6. 


(2) 	4 to 5 persons
(1) 	2 to 3 persons 


(4) 	8 -personsor more
 (3) 6 to 7 persons 


What is the occupation of the householder (chief 
wages earn.")


7. 


in the family?
 

(2) 	Middle management
(1) 	Managerial and professional _--


(4) 	Clerical ­
(3) 	Small entrepreneur 


(5) 	Sales worker and technician (6) Worker_­

(7) 	Others (If any, please specify it) _-­

8. 	To what extent does your family take bread as a meal? 

- (2) 3 times a week ­(1) More than once a day 


(4) 	Rarely eat bread
(3) 	Once a week ­

(5) Do not eat at all
 

- 13 ­
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9. To what extent does your family take bread as 
snacks?
 

(1) More than once a day 
 (2) About 3 times a week
 

(3) More than once a week (4) Rarely eat bread
 

(5) Do not eat at all
 

10. How many loaves uf bread does your family buy in a week?
 

(Unit : In loaf)
 

(1) 0.5 or less than 0.5 - (2) More than 0.5 to 1 

(3) More than 1 to 1.5 - (4) More than 1.5 to 2 

(5) More than 2 to 3
 

11. Where do yc- usually buy bread?
 

(1) At neighborhood food store
 

(2) Nearby supermarket (3) At neighborhood bakery_
 

(4) At famous bakery 
 (5) Home delivery by milk man
 

(6) At market place 
 (7) Irregular
 

12. Which brand of bread have you bought now?
 

(1) Sam Lip regular bread - (2) Sam Lip milk bread 

(3) Conti regular bread (4) Conti milk bread
 

(5) Seoul regular bread (6) Seoul milk bread
 

(7) Others (If any, please specify it)
 

13, What brand of bread does your family enjQy? (You can check more
 

than one)
 

(1) Sam Lip regular bread 
 (2) Sam Lip milk bread
 

(3) Conti regular bread (4) Conti milk bread
 

(5) Seoul regular bread (6) Seoul milk bread
 

(7) Neighborhood bakery bread
 

(8) Famous bakery bread 
 (9) Irregular
 

(10) Others (If any, please specify it).
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14. 	 What is the reason of buying a specific brand of bread?
 

(You can check more than one)
 

(1) Texture 
 (2) Economy
 

(3) Taste 
 (4) Nutrition
 

(5) Freshness 
 (6) Convenience
 

(7) Availability at patronage store
 

(8) Others (If any, please specify it)
 

15. 	 Does your family purchase milk regularly?
 

(1) Yes 	 (2) No
 

16. 	 If you answered "Yes", on the average how much milk do you
 

purchase. (In pint)
 

(1) One 
 (2) Two or three
 

(3) More than four (4) 	irregular
 

(5) Take dry milk (excludes dry milk for baby)
 

17. 	 Does your family have a chance to eat noodle 
or "Ramyon" at
 

home?
 

(1) Yes 
 (2) 	 No
 

18. 	 If you answered "Yes", how many times do you eat in a week?
 

(1) Once 	 (2) Twice
 

(3) Three times 	 (4) Occasionally
 

(5) Irregular
 

19. 	 Would you allow us to visit your home for the further similar
 

survey?
 

(1) Yes, you can 	 (2) No
 

If you answered "Yes", would you tell me your address and
 

telephone number, if you have.
 

Address 
 _ 

Tel. 	No. 




Questionnaire Form (II)
 

(For test sales survey part I)
 

1, Dealer No. 
 2. Store No.v s 

Respondent's Name : 

(Name of the head of household _ 

3. Sex , (1) F (2) M 

4. What is your status in the household?
 

(1) Housemaid (2) Housewife
 

(3) Daughter (4) Son
 

(5) Others (If any, please specify it)
 

5. To what extent does your family take bread as a meal? 

(i) More than once a day__ (2) 3 times a week
 

(3) Once a week (4) Rarely eat bread
 

(5) Do not eat at all
 

6. To what extent does your family take bread as snacks?
 

(1) More than once a day__ (2) About 3 times a week
 

(3) More than once a week (4) Rarely eat bread
 

(5) Do not eat at all
 

7. How many loaves of bread does your family buy in a week?
 

(Unit : In loaf)
 

(1) 0.5 or less than 0.5 - (2) More than 0.5 to 1 

(3) More than I to 145 - (4) More than 1.5 to 2 

(5) More than 2 to 3 (6) More than 3 to 4 

(7) More than 4
 

8. Does your family purchase milk regularly? 

(1) Yes 42) No 

- 16 ­
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9. 	If you answered "Yes", on the average how much milk do you
 

purchase? (In pint)
 

(M)6 	 (2) 4- 5 

(3) 2-3 	 (4) 1
 

(5) 	Irregular
 

(6) 	Take dry milk (Excludes dry milk for baby)
 

10. 	 Does your family have a chance to eat noodle or "Ramyon"
 

at home?
 

(1) Yes 	 (2) No
 

11. 	 If you answered "Yes", how many times do you eat in a week?
 

(1) 	Three times (2) Twice
 

(3) 	Once (4) Occasionally ­

(5) 	Irregular ­

12. 	 How did you get information about the high protein bread?
 

(1) 	Taste of samples (2) Posters in a store
 

(3) 	A leaflet From other family member
_4) 


(5) From others 	 (6) By chance
 

(7) 	Others (If any, please specify it)
 

13. 	 What did you know about the high protein bread?
 

(1) As an inexpensive bread (2) As an nutritious bread
 

(3) As another kind of bread (4) As another brand of bread
 

(5) As an expensive bread
 

14. 	How would you think about the price of the high protein bread?
 

(1) 	Inexpensive (2) Fairly inexpensive ­

(3) Reasonable 	 (4) Fairly expensive
 

(5) Very expensive
 



- 18 ­

15. 
 What is your intention to buy the high protein bread in futurA?
 

(1) Do not buy if priced cheaper
 

(2) Will buy even if priced higher
 

(3) Will continue to buy if priced same
 

(4) Will not buy if priced higher
 

(5) Do not know (undecided)
 

16. Age 
: (1) 19 yr less 
 (2) 20-24
 

(3) 25-29 (4) 30-39 
(5) 40 oi more 

17. 
What is the size of your family? (Including housemaid)
 

(1) 2 to 3 persons (2) 4 to 5 persons 
(3) 6 to 7 persons 
 (4) 8 persons or more
 

18. 
 What is the occupation of the householder (chief wages eainer)
 

in the family?
 

(1) Managerial and professional
 

(2) Middle Management
 

(3) Small entrepreneur 

(4) Clerical
 

(5) Sales worker and Technician
 

(6) Worker
 

(7) Others (If any, please specify it)
 
19. Would you allow us 
to visit your home for the further similar
 

survey?
 

(1) Yes, you can 
 (2) No
 

If you answered s" 
would you tell me your address and
 
telephone number, if you have.
 

Address 

_ 

Tel. No. t
 



Questionnaire Form (III)
 

(For test sales survey part II)
 

- 3. ID No.Store No. t 

_.1. 	Dealer No. : 

Respondent's 

Name _ 

4. Sexs: (1) F 

5. Age : (1) 19 or less -

(4) 30-39 -

Address _ 

(2)M_­

(2) 20-24.___ 

(5) 40 or more 

(3) 

-

25-29___ 

What 	is your status in the household?
6. 

-	 (2) Housewife ­(1) Housemaid 


(4) 	Son ­(3) Daughter ­

(5) Others (If any, please specify it) ­

a meal?7. 	To what extent does your family take bread as 


(2) 	3 times a week
(1) More than once a day ­

(4) Rarely eat bread
(3) Once a week 


(5) Do not eat at all
 

a snack?
8. 	To what extent does your family take bread as 


(2) About 3 times a week
(1) More than once a day 


(3) More than once a week (4) Rarely eat bread.­

(5) Do not eat at all
 

9. 	 How many loaves of bread does your family buy in a week? 

(Unit : In loaf) 

_(1) 0.5 or less than 0.5 (2) More than 0.5 to 1
 

(3) More than 1 to 1.5.___ (4) More than 1,5 to 2
 

(6) More than 3 to 4
(5) More than 2 to 3 


(7) More than 4 ­

- 19 	­
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10. What day of the week normally do you purchase the bread most?
 

(1) Any day
 

(2) Weekend and the day before flour eating day (Tu.and/br Fr.)__
 

(3) Weekend
 

(4) The day before flour eating day.­

(5) The first day of the week (Mon)
 

(6) Irregular ­

11. Where do you usually buy bread?
 

(1) At neighborhood food store
 

(2) Nearby supermarket --- (3) At neighborhood bakery ­

(4) At famous bakery (5) Home delivery by milk man
 

(6) At a store in marketplace _(7) Irregular
 

12. What brand of bread does your family enjoy? (You can check more
 

than one)
 

(1) Sam Lip high protein bread _ 


(3) Conti regular bread 


(5) Sam Lip milk bread 


(7) Seoul milk bread 


(2) Sam Lip regular bread
 

(4) Seoul regular bread
 

(6) Conti milk bread
 

(8) Bakery bread
 

(9) Irregular and others (If any, please specify it) 

Z3, What is the reason of buying a specific bread? 

(You can check more than one)
 

(1) Texture ­

(3) Freshness ­

(5) Economy ­

(7) Good keeping quality_­

(2) Flavor
 

(4) Nutrition
 

(6) Convenience
 

(8) Availability a* the patronage store
 

(9) Others (If any, please specify it)
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Who normally make a decision to purchase a particular 
brand of
 

4. 


bread in the family
 

(2) Mother_­(i) Father_-


(4) 	Secondary school students
 (3) 	Other adult member ­

(5) 	Primary school children (6) Pre-school children_­

(7) Others (If any, please specify it) -


Where do you normally keep the bread at home?
15. 


(2) 	On dining table ­
-(1) Refregeratcr 


(4) 	Other place ­
(3) Kitchen closet 


How many days do you keep a loaf of bread at home?
 16, 


(1) Only the day purchased _-- (2) 2 or 3 days ­

(4) More than a week
 (3) 4 - 6 days ­

(5) IrreguIar
 

*How would you react to the price and the quality 
of bread?
 

(Please answer bn each question)
 

18. 	Inexpens­17. 	Expensive but 

good quality but poor
quality
bread 


-

(1) Will always buy 	
­

(2) 	Will occasionally buy
 

(3) Will rarely buy
 

(4) 	Will not buy at all
 

19. Concerning the high protein bread, how many times 
did you buy i
 

(2) 	Two to three ­(1) Just once 


(4) 	More than once in each week
 -(3) Four to six 


(was) it served to your family? (You can check more than
 20. How is 


(1) As plain bread -	 (2) As toast ­

-(3) Bread with butter and/or jam 

_- (5) As sandwich
(4) 	As toast with butter and/6r jam 


(7) 	Irregular
(6) 	Steamed --



- 22 -

How have your family reacted to the bread?
 

21. About price
 

(1) 	Very expensive ­ (2) 	Fairly expensive
 

(3) 	 Reasonable (4) 	Fairly inexpensive
 

(5) Inexpensive
 

*About quality
 

In compared to (a) regular bread, or 
(b) 	milk breads

Excellent 
 Good Fair Poor 
 Very
 

22. Flavor
 

23. Odor
 

24. 
 Textur­

25. 	 Colour
 

*About other things
 

26. Package design
 

27. Shape

(Physical design)
 

28. 	 Thickness of
 
a piece
 

29. Stickiness 

*If you rated very poor, please give us specific reason for it?
 

30. Which bread does your family like?
 

(1) 	High protein bread 
 (2) Regular bread
 
(3) Milk bread 
 (4) 	Bakery's bread
 

(5) 	Likes most of them 
 (6) 	No definite preference
 

(7) 	 Don't know 
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*Which member of the family like (or dislike) the bread most?
 

31v Like 32. Dislike
 

(1) Father
 

(2) ?,Iother 

(3) Other adult member
 

(4) Secondary school children
 

(5) Primary school children
 

(6) Pre-school children
 

(7) Others
 

33. How did you get information about the high protein bread?
 

(1) Taste of samples (2) Posters in a store
 

(3) A leaflet (4) From other family members
 

(5) From others (6) By chance
 

(7) Others (If any, please specify it)
 

34. If you saw the poster at a store how was the impression?
 

(1) Very impressive (2) Fairly impressive
 

(3) Fair (4) Poor
 

(5) Very poor
 

35. If you saw the leiflet how was the impression? 

(1) Very impressive - (2) Fairly impressive ­

(3) Fair (4) Poor (5) Very poor___
 

36. Have you read the material written in the leaflet? 

(1) Yes (2) No
 

37. If you answered "yes", how thoroughly read it? 

(1) read all (2) read a part
 

(3) read only headlines (4) I'm not sure
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38. 	 How do you feel about the high protein bread? 

(1) As an inexpensive,bread 
- (2) As a nutritious bread 

(3) As another kind of bread - (4) As another brand of bread 

(5) As an expensive bread 
 (6) Quality (Poor)
 

(7) Good taste
 

39. 	 What factor(s) may lead you to continue to buy the high protein 

bread? 

(1) Taste 
 (2) Freshness
 

(3) Texture.-
 (4) Nutrition
 

(5) Reasonable price 
 (6) Easily available
 

(7) Others (If any, please specify it) 

40. 	 If you discontinued to buy the high protein bread, piease,
 

state the reasons.
 

(1) Poor taste 


(3) Harsh texture 


(5) Not available 


(7) Poor keeping quality 

(2) Poor colour
 

(4) Uneconomical
 

(6) Not interested
 

(8) No specific reason
 

41. 	 Any further comments on the high protein bread?
 

42. 	 Does your family purchase milk regularly?
 

(1)Yes 
 (2). No 
43. 	 If you answered "yes", on the average how much milk do you 

purehase? (In half pint)
 

(1) One 
 (2) Two or three
 

(3) More than four (4) Irregular
 

(5) Take dry milk (excludes dry milk for baby)
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44. Does your family have a chance to eat noodle or "Ramyon" at home?
 

(1) Yes (2) No
 

45. If you answered "yes", how many times do you eat in a week? 

(1) Once (2) Twice ­

(3) Three times (4) Occasionally ­

(5) Irregular
 

46. What is the size of your family? (Including housemaid)
 

(1) 2 to 3 persons (2) 4 to 5 persons
 

(3) 6 to 7 persons (4) 8 persons or more
 

47. How much schooling have you (your housewife) finished?
 

(1) Primary school (2) Middle school
 

(3) High school (4) Junior college
 

-(5) College (6) Others (If any, please specify it)
 

48. What is the size of your residence? (Unit: Phyong)
 

(1) Less than 15 (2) 15-20
 

(3) 21-30 - (4) 31-45 ­

(5) More than 45
 

49. What is the occupation of the master (chief wages earner)
 

in the family?
 

(1) Managerial and professional
 

(2) Middle management 


(4) Clerical 


(6) Worker 


(3) Small entrepreneur
 

(5) Sales worker and Technician
 

(7) Others(If any, please specify 

it) ­

50. What kind of arrangement has been made for the residence?
 

(1) We own - (2) Leased (with key money onlyl_­

(3) Leased (monthly rental)
 

(4) Others (If any, please specify it)
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51, 	 What is the average monthly income of the master (chief wages
 

earner) in the family?
 

(1) W 	70,000 or less (2) N 70,001-Wl00,000 

(3) W100,001-W150,000 - (4) W150,001-W250,0ooo 

(5) W250,OOI-W400,O00 - (6) W400,O01 or more 



Questionnaire Form (IV)
 

(For non-users survey)
 

1. Dealer No. : 2, Store No, i_.. .. 

Respondent's Name 3. ID No* _ 

4. 	Sex : (i) M (2) F 

5. 	 Age : (1) 19 or less - (2) 20-24_- (3) 25-29 

(4) 30-39 - (5) 40 or more 

6, What is your status in the household? 

(1) Housemaid 	 (2) Housewife.­

(3) 	 Daughter (4) Son 

(5) 	 Others (If any, please specify it) 

7. 	 To what extent does your family take bread as a meal? 

(1) More than once a day - (2) 3 times a week 

(3) 	Once a week (4) Rarely eat bread
 

(5) Do not eat at all
 

8. 	To what extent does your family take bread as snacks?
 

(I) More than once a day (2) About 3 times a week
 

(3) 	 More than once a week..__ (4) Rarely eat bread 

(5) 	 Do not eat at all 

9. 	How many loaves of bread does your family buy in a week?.
 

(Unit: In loaf)
 

(1) 0.5 or less than 0.5 (2) More than 0.5 to 1 

(3) 	More than 1 to 1.5_- (4) More than 1.5 to 2
 

(5) 	 More than 2 to 3 (6) More than 3 to 4 

(7) More than 4­
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10. Where do you usually buy bread?
 

(1) At neighborhood food store
 

(2) Nearby supermarket-__. 


(4) At famous bal:cry .. 

(6) At a store in marketplace 


(3) At neighborhood bakery
 

(5) Home delivery by milk man
 

-

(7) Irregular 	 (8) Others
 

11. 	 Where do you normally keep the bread at home?
 

(1) Refregerator 	 (2) On dining table
 

(3) Kitchen closet (4) Other place ­

12a How many days do you keep a loaf of bread at home? 

(1) Only the day purchased (2) 4-6 days ­

(3) 2 or 3 days 	 (4) More than a week
 

(5) Irregular
 

13. 	 What brand of bread does your family enjoy?
 

(Ynu can check more than one)
 

(1) Sam Lip high protein bread
 

(2) Sam Li'n regular bread __ 

(4) Seoul regular bread 


(6) Conti miltL bread_-


(8) Bakery bread 


(3) Conti regular bread
 

(5) Sam Lip milk bread
 

(7) Seoul milk bread_­

(9) Irregular qnd others
 

14. 	Who normally make a decision to purchase a particular brand
 

of bread in the family?
 

(1) Father 	 (2) Mother
 

(3) Other adult member 	 (4) Secondary school students
 

(5) Primary school children (6) Pre-school children
 

(7) Others (If any, please specify it) 



--
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5. How the bread is served at your home? 
(You can check more than one) 

(1) As plain bread - (2) As toast ­

(3) Bread with butter and/or jam
 

(4) As toas.t with butter and/or jam_­

(6) Steamed ­

(5) As sandwich ­

(7) Irregulzr
 

the reason of buying a specific bread?
L6. What is 


(You can check more than one)
 

(2) Flavor ­(i) Texture ­

(4) Nutrition_­-(3) Freshness 


(6) Convenience
(5) Economy -
_­

-
(7) Availability at a patronage store 


(If any, please specify it)
(8) Others 


Does your family purchase milk 
regularly?


17. 


(2) No ­(1) Yes ­

18. If you answered "yes", on the average how 
much milk do you
 

purchase? (In pint)
 

(2) Two or three
(1) One ­

(3) More than four 
­(4) Irregular
-

(5) Take dry milk (excludes dry milk 
for baby) 


Does your family :ave a chance to eat noodle or "Ramy.n" a1 home?

19, 


(2) NO _­(1) Yes _ ­

20. If you answered "yes", how many times do you 
eat in a week?
 

(2) Twice ­(1) Once ­

(4) occasionally ­

(3) Three times 


(5) Irregular
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21. 	 Did you know the high protein bread?
 

(1) Yes 	 (2) No 
22. 	 If you answered "yes", how did you get the information about
 

the bread? 
 (You 	can check more than one place.)
 

(1)Posters in a store 


(3) Taste of a sample 

(5) From others 


(7) From TV 

(9) Others 

(2) A 	leaflet
 

(4) From other family members
 

(6) From radio
 

(8) From newspaper
 

23. 	 If you answered "yes", what did you know about the high protein
 

bread?
 

(I) As another kind of bread
 

(2) As another brand of bread
 

(3) As a nutritious bread 
 (4) As an expensive bread
 

(5) As an inexpensive bread
 

24. 	If you didn't buy the high protein bread at all, what was the reason?
 

(1) Because I didn't know it at all
 

(2) Because of the poor quality of the sample_­

(3) Not interested ­ (4) Pleased with other bread
 

(5) Distrust of manufacturer's Ad.
 

(6) Due to purchasing at bakery
 

(7) Because of it's low price
 

(8) Or expensive price 	 (9) Others
 

25. 
 If you tasted the sample, (based on the item #3 of the question
 

#22) 	what factor(s) led you to decide not to purchase the high
 

protein bread?
 

(1) Flavor 
 (2) Odor.
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(4) Colour ­

(3) Texture ­

(6) Package
(5) Price -
­

- (8) Availability
(7) Distrust of the Ad. ­

improved, would 
If the q,:-lity and/or price of the 

bread wecx 

26. 


,you try it?
 

(2) May be ­(I) Yes ­

-_ 
(4) No ­

(3) Not sure 


27. What is the size of your family? (Including housemaid)
 

(2) 4 to 5 persons ­

(1) 2 to 3 persons ­

(4) 8 persons or more 

(3) 6 to 7 persons -

-


How much schooling have you (your housewife) 
finished?
 

28. 


(2) Middle school ­
-(1)Primary sch'ol 


(4) Junior college ­

(3) High school ­

(If any, please specify it)(6) Others
(5) College -

What is the occupation of the master (chief 
wages earner) in 

29. 


the family?
 

-(1) Managerial and professional 


(3) Small entrepreneur
-(2) Middle management 


(5) Sales ,.:rker and Technician
 (4) Clex,.cal 

(If any, please specify it) ­(7) Others
(6) Worker -


What is the size of your residence? 
(Unit in Phyong)
 

30. 


(1) Less than 15 - (2) 15-20 ­

(4) 31-45 ­

(3) 21-30 ­

(5) More than 45
 

What kind of arrangement has been 
made for the residence?
 

31. 

(2) Leased (with key money only)____
(1) We own --

(4) Others (If any, please specify
 _(3) Leased (monthly rental) ---- it) -_ _
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 What is the monthly income of tne master (chief wages earner)
 

in the family?
 

(1) W 70,000 or less 
 (2) W 70,OOI-W10000
 

(3) W100,001-W150,000 
 (4) W15o,0o-w25o,ooo
 

(5)W250,001-W400,O0o 
 (6)W400,001 or more
 



Questionnaire Form (V)
 

(For the follow-up mail survey)
 

1. 	 Respondent's status in the household
 

2) Housewife
1) Housemaid -_ 
­

4) Son ­
-3) Dauguter 


(If any, please specify it)
5) Others 
-

Have you ever purchased the soy-fortified 
bread in 

2. 


two months (After Nov. 20th)?
the last one or 


2) No ­1) Yes ­

'No', do you know the soy-fortified
3- If you answered 


bread being sold?
 

2) No
1) Yes 


If you have ever purchased the 	aoy-fortified 
bread
 

* 

what do you think about it in compared 
-to other bread? 

(Please check the bread to be compared 
with) 

2) Milk bread ­
-1) Regular bread 


4. 	About price
 

2) Fairly expensive ­

1) Very expensive ­

4) Fairly inexpensive-3) Reasonable 	
­

-5) Inexpensive 
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* About quality 

(1)Excellent (2)Good (3)Fair (4)Poor (5)Ver 
Door
 
5, Flavor
 

6% 	Odor
 

7. 	 Texture 

8. 	Colour
 

* About other thingso
 

(1)Excellent (2)Good (3)Fair (4)Poor (5)Very Poor
 

9. 	Package
 
design
 

10. 	 Shape
 
(Physical
 
design)
 

11. 	 Thickness
 
of a piece
 

12. 	 Stickiness
 

13. 
 How did you get information about the soy-fortified
 

bread?
 

1) Posters in 
a store 
 2) A leaflet
 

3) From other family members
 

4) From others 
 5) Radio
 

6) By chance
 

7) Others 
(If 	any, please specify it)
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14. 	 What factor(s) may lead you to continue to buy
 

the soy-fortified?
 

i) Taste 2) Freshness
 

4) Nutrition
3) Texture 


6) Easily available
5) Reasonable price 


7) Others (If any, please specity it) ­

15. 	 If you discontinued to buy the soy-fortified bread,
 

please, state the reasons.
 

1) Poor taste 


3) Harsh texture 


5) Inconvenient 


7) Poor keeping quality
 

8) Not available 


2) Poor colour 

4) Uneconomical ­

6) Not interested 

9) No 	specific reason
 

16. If you have some opinions about the soy-fortified
 

bread to point out, please specity it,
 




