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Abstract 

This study aims to investigate relations among causes, experiences and consequences of 

consuming Korean food at Korean restaurants in Sweden. With a specific focus on Korean food 

in Stockholm, where most of Korean restaurants in Sweden are located in, this study identifies 

significant push and pull factors regarding ethnic food experience at ethnic restaurants and 

consequences affected by actual customer experience. Based on knowledge and insights from 

related studies in the mobility, hospitality and tourism literature, food consumption and 

sociological research, 21 push and pull factors are identified and the levels of expectation and 

satisfaction are measured. Relations between customer satisfaction and consequences of 

Korean food experience at Korean restaurants are also examined. A survey designed for those 

who have been to Korean restaurants in Stockholm was distributed via online communities. 

The findings identify perceptions, satisfaction and future behavior intention of consumers at 

Korean restaurants in Stockholm. Also, the findings present significant relationships among 

causes, experiences and consequences of consuming Korean food. It suggests that food and 

service are important factors to attract customers to Korean restaurants and that Korean 

restaurants need to improve food and service attributes for better customer satisfaction, which 

can result in positive future behavioral intention of customers. Also, the relationship between 

Korean food experience and intention to travel to Korea, in general terms, food-induced 

tourism, need to be further studies, as it can be useful for Korean tourism organizations and 

destination marketers to make strategies in order to attract more tourists from Sweden. 

Keywords: ethnic food, ethnic restaurant, push and pull, customer satisfaction, consumer 

behavior, food-induced tourism 
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1. Introduction 

1.1 Background 

Food is at the core of cultural content which is developed based on its certain social, cultural, 

religious environment and geographical context such as climate, wind, landscape, the amount 

of soil. Thus, it helps not only provide tourists opportunities to experience diverse cultures at a 

specific destination but also form a national brand based on its distinctiveness. In this regard, 

food tourism has become an important topic for many destinations. Food is considered as an 

effective means of differentiating destinations and attracting tourists with its unique and distinct 

cuisines. Also, food plays an important role for destinations in generating added value from 

tourism through local agricultural systems and supply chains and the local food system (Hall 

& Gössling, 2016). As the development of technologies in transportation has been increasing 

mobility the world is getting globalized. In this regard, not only travel has become more 

accessible but also immigration has become a big part of mobility. 

As people from different regions are eager to introduce their own ethnic food to people from 

around the world. Accordingly, consumption of ethnic food has been increasing and highlighted 

during recent decades (Usunier, Lee & Lee, 2005). Especially, people who live in developed 

countries tend to consume food for pleasure rather than survival (Kwon, 2015). Thus, food has 

become more than energy sources. Among a variety of ethnic food, Asian food such as from 

China or Thailand has become mainstream in Western countries and Asian food or restaurant 

markets have become more diverse both culturally and ethnically (Choi, Lee & Cho, 2011; 

Jang & Ha, 2015). In the United States, which is one of the biggest markets for food, many 

consumers demand more variety in consuming food due to the influence of ethnic diversity, 

globally sourced food, cultural experiences, and media exposure (Verbeke & López, 2005). Not 

only in the U.S but also in several other countries such as Canada, Australia and European 

countries, where immigration has extensively taken place, the increased interests towards 

ethnic food has created diverse ethnic subcultures (Jamal, 2003 cited in Verbeke & Poquiviqui, 

2009). To this respect, Sweden is not an exception, due to 30% of its population having foreign 

backgrounds (either the person or at least one parent is foreign-born) as of the year 2017 and it 

is projected that Sweden will have 2.7 million foreign-born people by the turn of the century 

(Statistics Sweden, 2018a, b). It can be reflected by the case of the United States which has 

seen an increasing trend and prosperity of the ethnic food market due to multiculture and 

multiethnicity (Liu & Jang, 2009). In this regard, according to Chamber Trade Sweden’s 

Market Report Food (2016), Sweden has seen a great increase of ethnic food market in recent 

years and ethnic food products and restaurants have become an increasing part of the total food 

consumption in Sweden. In particular, it is estimated that ethnic food market will become 

bigger in Sweden. 

As ethnic food has become popular in food markets around the world, there have been many 

studies which have conducted research regarding what stimulates individuals to consume 

ethnic food and what the consequences are of experiencing ethnic food. However, Korean food 

has not been in the center of attention. Frequently discussed cases of ethnic food are cuisines 

from France, Italy, China and Thailand, which are countries successful in globalizing their food 

and becoming popular tourist attractions (Chun & Kim, 2009). Even though there has been 

gradual growth of ethnic food trends in the world, Korean food is still considered as a novel 
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cuisine (Jang & Kim, 2015; Seo et al., 2017). The Korean government has tried to increase the 

awareness of Korean cuisine since 2008 with the initiation of campaigns, however, it has not 

yet become a fixture of American or European culture (Korean Cuisine to the World, 2009). In 

case of Korean food consumption in Sweden, Korean food had the least awareness among 

Swedish consumers compared to other popular Asian food such as Chinese, Thai and 

Japanese cuisine, which are already one of world’s top class ethnic foods (Lee, Lee, & Cho, 

2008). 

However, interestingly, interests in Korean food has been gradually increasing in Sweden 

during recent years. According to KOTRA in Stockholm, which is the public-private Korea 

Trade-Investment Promotion Agency, the Asian food market in Sweden has been steadily 

growing during recent years and which has influence on the increase of Korean food sales 

recently (personal inquiry with KOTRA in 2018). According to KOTRA (2016), this may be 

related to the increase of Swedish consumers’ interest in Korean culture and products such as 

music, films, dramas or cosmetics. However, there is a lack of research about how Korean food 

is perceived by Swedish consumers and why interest has been growing during recent years. 

Thus, this research aims to fill part of this gap in literature by analyzing expectations for and 

experiences and consequences of Korean food consumption in Sweden. The study is focused 

on Korean food experience at Korean restaurant(s) in Stockholm due to the fact that domestic 

consumers tend to go to restaurants to taste ethnic food such as Mexican, Asian and Arabic 

(Camarena & Sanjuán, 2008) and 90% of Korean restaurants are located in Stockholm 

(KOTRA, 2018) This accommodates mostly local Swedish customers by offering fairly 

authentic Korean food and atmosphere. Thus, they are relevant for this study when taking into 

account abovementioned arguments. 

 
 

1.2. Aim and Research Questions 

As ethnic food market has been growing there have been some studies regarding ethnic food 

experiences outside of its origin. In particular, research regarding Korean food is under- 

researched because Korean food has not been focused on as a novel cuisine. Among a few 

studies about Korean food consumption outside of its origin, most focus on American 

consumers in the United States. However, Korean food has recently been considered a trendy 

cuisine in the Swedish food market and there has appeared the need of research regarding 

consuming Korean food in Sweden. It is unclear what has increased the interests and purchase 

of Korean food in Sweden, to what extent Swedish consumers are satisfied and what 

consequences are led after experiencing Korean food. As a result, the focus of this paper is to 

find out causes, experiences and consequences of Korean food consumption in Sweden, 

building on the benchmark of Korean food case in the U.S. 

The thesis intends to answer the following questions: 

1) What causes consumers in Sweden to consume Korean food at Korean restaurant(s)? 

2) What is actual experience of consumers in Sweden at Korean restaurant(s)? 

3) What are consequences of consuming Korean food at Korean restaurant(s) in Sweden? 
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1.4 Justification of research 

Ethnic food can be defined as both a narrow and a broad concept, which refers to ethnic 

minority’s food, such as Maori’s food in New Zealand, or a foreign country’s food in a host 

country (Kwon, 2015). This study will take the broader concept of ethnic food by focusing on 

Korean food in Sweden. In order to achieve the aim of this thesis; to examine causes, 

experiences, and consequences of ethnic food consumption, quantitative analysis was 

conducted with a questionnaire sent to customers who have experience(s) at Korean restaurants 

in Stockholm. This study also hypothesizes that ethnic food experience may be associated with 

individuals’ travel decision, however, in both the ethnic restaurant and tourism contexts, ethnic 

food involvement-based markets remain relatively unexplored (Kim et al., 2010). 

The researcher is interested in push and pull factors of Swedish consumers consuming Korean 

food and what impacts this leaves after their experiences. Specifically, this study aims to see 

relations between consuming ethnic food and travel experiences. According to Kim and Kim 

(2017), there has been neither comprehensive understanding on the effects of ethnic food 

involvement on the multi-dimensional aspects of ethnic food-related attributes provided nor 

research examining its relationship to consumption preferences for specific ethnic food travel 

activities. Thus, this research will help narrow this research gap. Also, the population of foreign 

background in Sweden has been growing and it is projected that this trend will be sustained 

throughout the century. As a result, it is interesting to investigate on-going changes in the food 

market during changes in population structure in Sweden. Even though part of the population 

in a host country is not willing to consume ethnic food, knowledge and tasting of ethnic food 

gradually extends over a large number of consumers (Camarena and Sanjuán, 2008). Such 

trends set the stage for reaching implications on ethnic food consumption and its consequences 

for the origin country. 

The study’s findings are expected to help the government, the restaurant sector (e.g. Korean 

restaurants in Sweden) and tourism marketers (e.g. Korean destination marketing organizations) 

for policy making and improving their positioning strategies for both local consumers and 

potential international tourists who are interested in food-induced travel activities in Korea. 

 
 

1.5. Structure of Thesis 

The following part will begin with a literature review of related studies in order to develop the 

theoretical framework needed to answer the research questions and analyze the data with 

appropriate methodology. The literature review section will begin with introducing a definition 

of ethnic food. Then, it will explain what causes individuals to consume ethnic food at ethnic 

restaurants by categorizing them into push and pull factors. To discuss push and pull factor 

theory, how those factors are identified in migration and tourism will be discussed. Afterwards, 

the following sections introduce previous studies regarding satisfaction and consequences of 

ethnic food consumption, which will also focus on relation between satisfaction and future 

consumer behavior as a result of satisfaction. Further, the relevant research method will be 

chosen reflected by the theoretical framework. In this part, data collection and analysis will be 

demonstrated. Lastly, findings of this research will describe causes, actual experiences and 

consequences of Korean food consumption in Sweden and try to demonstrate significant 
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relations among them. Based on the results, links between the represented theoretical 

framework and acquired results will be suggested. Concluding, limitations and directions for 

future studies will be discussed. 

 

 

2. Literature Review 

This section provides theoretical background that will help answering the research questions. 

The section will begin with the definition of ethnic food by covering its definition in both 

narrow and wide aspects. The following part will cover the causes of ethnic food consumption 

at ethnic restaurants and discuss push and pull factors regarding ethnic food consumption in a 

home setting. Before reflecting on push and pull factors of ethnic food consumption, this paper 

will firstly cover those factors in the field of geography focusing on migration and tourism 

aspects. Push and pull factors in relation to tourism are discussed giving specific attention to 

gastronomy tourism. The following part is concerned with the previous discussion in a variety 

of literature regarding push and pull factors in consuming ethnic food out of its origin. This 

will help to understand the first research question concerning push and pull factors’ mechanism 

in terms of ethnic food consumption. The next parts handle customer satisfaction and 

consequences of ethnic food experience at ethnic food restaurants. 

 

 

2.1 Definition of Ethnic Food 

According to Kwon (2015) ethnic food can be defined as: 

In a narrow sense, ethnic foods are defined as foods originating from a heritage and culture of 

an ethnic group who use their knowledge of local ingredients of plants and/or animal sources. 

To illustrate, Hindu food from India, Maori food from New Zealand, and Masai food from Kenya 

are all considered ethnic foods. However, the term ethnic food is ambiguous. Thus, in a broader 

sense, ethnic food can be defined as an ethnic group’s or a country’s cuisine that is culturally 

and socially accepted by consumers outside of the respective ethnic group. For example, Greek 

food, Indian food, Italian food, Thai food, and Korean food are all considered ethnic food 

outside of their own countries. Furthermore, foods eaten by people of different religions are 

also considered ethnic food. For example, traditional Buddhist cuisine, Christian cuisine, and 

Muslim cuisine are also included in the category of ethnic food. 

On the other hand, Verbeke and Lopez (2005) state the definition of ethnic food in a more 

concise and narrow sense by emphasizing cultural and national aspects. They insist that food 

products which reflect a national origin, cultural tradition, heritage or particular racial, national, 

cultural groups favor can be regarded as ethnic food. Camarena and Sanjuan (2008) had a 

similar definition toward ethnic food by characterizing it not only as the gastronomic culture 

of a nation such as a particular way of cooking, seasoning, preparing or consuming but also 

individual ingredients which come beyond original cultural or geographical boundaries. 

Barrena and Sánchez (2015) identified common characteristics of ethnic food rather than giving 

a definition due to the fact that it is ambiguous to define ethnic food, which are such as; food 

products which are perceived new or unusual by consumers, consumed beyond its origin or 

linked to a specific ethnic group or particular product. Even though it is challenging providing 

an exact definition of ethnic food depending on studies, it is clear that many studies 
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understand ethnic food in a broader sense by emphasizing its cultural or national aspects. In 

this regard, this study will follow the broader definition of ethnic food in that this study is 

focused on Korean food consumed in Sweden which is beyond its original geographical area 

and has a different cultural background than Swedish traditional food. 

 

 

2.2. Causes of Ethnic Food Consumption at Ethnic Food Restaurants 

2.2.1. Push and Pull Factors of Mobility 

Mobility is a precondition for ethnic food consumption outside the origin. Domestic consumers 

outside ethnic food’s origin tend to go to restaurants to taste ethnic food such as Mexican, Asian 

and Arabic (Camarena and Sanjuán, 2008). In fact, mobility lies in the center of discussion in 

contemporary geography. It is discussed by its many different forms such as migration and 

tourism (Williams & Hall, 2000). Boyle, Halfacree and Robinson (1998) defined migration as 

movement across the boundary of an area unit which will bring some permanence to a move. 

Lee (1966) defined migration in a broader context as “a permanent or semi-permanent change 

of residence”. However, here duration of permanence is not defined. In this regard, the 

temporary movement of people who move to travel during summer or continual movements of 

nomads or migratory workers who have no long-term residence in a region are not included 

(Lee 1966; Boyle et al. 1998). However, some of the early academic tourism literature included 

tourism to migration (Wolfe 1967, 1982 cited in Williams & Hall, 2000). As migration is a 

central phenomenon in geography a vast number of studies have examined causes which push 

and pull individuals to migrate. Factors related to the area of origin or destination, intervening 

obstacles and personal issues can cause migration. Specifically, economic motives can be a 

cause, such as looking for a job or education or escaping from persecution or family unification 

(Lee, 1996; Mayda, 2010; Hagen‐Zanker, 2008). Over the last decades, Western developed 

countries have been attractive for migrants from countries which were not yet developed or 

developing such as East Asian or Latin American countries due to Europe’s liberal political 

economy, generous asylum recognition rates and labor market (European Commission, 2001). 

2.2.2. Push and Pull Factors of Tourism 

Tourism is also one of the central phenomena in contemporary geography, which evokes 

continual movement across a region or the globe. Tourism cannot be separated from mobility, 

but it is different from migration in that tourism occurs within a shorter period than migration. 

According to the World Tourism Organization (1991, 1996), tourism refers to “An activity 

which involves a stay of at least one night but of no more than a ‘few months’”, which includes 

the purposes for other than taking up permanent residence or employment remunerated from 

within the places. However, it is challenging to clearly define what tourism is due to the 

ambiguity of the time limit and permanence of the migrant tourist workers (Williams & Hall, 

2000). Along with the discussion about the definition of tourism, researchers have discussed 

what causes individuals to travel by referring push or pull factors of travel. Dann (1977) 

suggested a push-pull framework which provides an intuitive and simple approach to explain 

tourists’ motivations. According to this framework, push factors refer to “the specific forces in 

our lives that lead to the decision to take a vacation (e.g, to travel outside of our normal daily 

environment)”. On the other hand, pull factors refer to “those that lead an individual to select 
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one destination over another once the decision to travel has been made”. Motivations such as 

desire for escape, rest and relaxation, adventure, prestige, health and fitness, and social 

interaction are examples of push factors, which is originated from travelers’ wants and needs. 

Pull factors, on the other hand, have been characterized as the features, attractions, or attributes 

of the destination itself, such as sunshine, beaches, sports facilities, and cheap airfares. Two 

factors sometimes can work simultaneously or independently (Cha, McCleary, and Uysal 1995). 

Among a variety of influential factors regarding tourism, the importance and interest about 

culinary culture in the tourism sector has risen as food is not only a basic human requirement 

but also part of every tourist’s daily practices on-site (Gross & Brown, 2008). Also, rising of 

the value of eating socially and different eating style in societies have contributed to its growth. 

Accordingly, ‘Gastronomy tourism’, which is defined as “An experiential trip to a gastronomic 

region, for recreational or entertainment purposes” has boomed (Sormaz, Akmese, Gunes, & 

Aras, 2016). It includes visits to primary and secondary producers of food, gastronomic 

festivals, food fairs, events, farmers’ markets, cooking shows and demonstrations, tastings of 

quality food products or any tourism activity related to food (Hall et al., 2003). Furthermore, 

as ethnic food has become a rapidly growing component of the attractiveness of tourism 

destinations, it has become important for creating destination loyalty (Chen & Tsai, 2007; 

Prayag, 2009; Wang & Hsu, 2010). Yet, ethnic food involvement-based markets remain 

relatively unexplored in both the ethnic restaurant and tourism contexts (Kim et al., 2010), there 

are few studies which examined the relationship between ethnic food and travel. 

2.2.3. Push and Pull Factors of Ethnic Food Consumption 

As the role of food has transformed in the contemporary society, there has been a variety of 

reasons regarding it. In a foreign country, consumers are attracted to ethnic food by wishing to 

travel to a destination or memory from missing travel experiences. It is explained that ethnic 

food can transport scent and flavor to consumers of a place that they wish that they could be, 

or recall their good memories from travel (Jamal, 1996; Sloan, 2001). This feeling of longing 

for distant places is called “Fernweh” in German. In other words, longing or missing for travel 

influences ethnic food consumption. For example, Jamal (1996) found out that British people 

who travel abroad may actively look for those foods they had during travel in their own country 

through various commercial outlets such as ethnic restaurants and/or supermarkets. Moreover, 

they may also try to cook those dishes in their own kitchens using ethnic recipe books. In the 

context of Australia, Kim and Kim (2017) indicate that consumers in modern societies are more 

familiar with different types of ethnic foods and their perceptions are continuously changing 

due to their travel experiences. However, contrary to these finding, travel experience did not 

have a significant impact on Belgians’ interest in other cultures through food preferences 

(Verbeke & Poquiviqu, 2005). 

Furthermore, the increase of consuming ethnic food can be explained by the fact that food is 

consumed not only for acquiring the energy and satisfying hunger and physiological needs 

(Lowenberg, Todhunter, Wilson, Savage & Lubawski, 1979 cited in Verbeke & Poquiviqui, 

2005), but also other factors related to personal preferences for price and convenience, and 

beliefs, such as cultural familiarity, health benefits, and food safety (Mak et al., 2012). In 

particular, demand for ethnic food has been growing recently as consequence of globalization, 

migration and tourism. Consumers go to ethnic restaurants to experience new flavors and 
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cultures (Sukalakamala & Boyce, 2007) and modern consumers who are relatively wealthy 

especially in developed countries seek for convenient life style. As a result, more people tend 

to eat in restaurants or buy prepared food, which increase consumer’s comfort level with new 

food while frequently exposed with new food (Verbeke & Poquiviqui 2005). In the U.S, which 

is one of the biggest food market in the world, the ethnic food market has occupied around 65% 

in the whole food market and generated US$75 billion in annual sales. Interestingly, it was not 

only because of the growing number of immigrants but also non-ethnic customers in domestic 

market sales. 75% of customers are non-ethnic customers (US ethnic food market, 2005). 

According to the National Restaurant Association (2004), US$2,116 is what the average 

American household spends on food away from home, with each individual spending around 

US$846. This implies that people are frequently dining out and are willing to spend money for 

entertainment and unique experiences. 

With the increased interest about ethnic food, studies regarding causes of ethnic food 

consumption and consumers’ attitude, and behavioral intention for it have been conducted. 

Some studies have found out that people are willing to try ethnic food not only due to its unique, 

distinctive and good flavor (pull factors) but also cultural experiences and health concerns (push 

factors). Also, as mentioned beforehand, increasing travel opportunities and experiences of 

people contribute to being eager for ethnic food. Although there are a variety of factors which 

push and pull individuals to try ethnic food, it is considered that the most influential factor is 

the flavor of ethnic food. Individuals’ food choice is affected by a variety of factors such as 

sensory factors, availability, price and food acceptance. Among these, sensory elements such as 

smell, flavor, texture and appearance play an important role in consumers’ food determination 

in the absence of economic and availability constraints (Rozin, 1990; Amerine, Pangborn & 

Roessler, 2013). It is hard to distinct various sensory elements because they are interrelated. 

According to Kramer (1968), those sensory elements have no exact border by suggesting a finite 

circle with the primary food sensory attributes of appearance, texture and flavor, which interacts 

without having an exact border (Fig. 1). It was supported by a study of George (2001), who 

found out that American consumers used to be fascinated with Chinese food with its known 

good taste and good value for price. Around 90% of the American population has tried Chinese 

food and 63% of Americans eat Chinese food each month (National Restaurant Association, 

1995). Thai cuisine, which is another popular ethnic cuisine in the world, is consumed mainly 

due to its hot and spicy flavor with the image of a nutritious and unique healthy food cooked 

with fresh herbs and vegetables (Sukalakamala & Boyce, 200). In case of Korean food, the 

importance of flavor was raised by a study of Kim and Kim (2017) who stated that Australian 

consumers spending money on Korean food are moderately influenced by taste-related 

attributes such as a wide variety of rich flavors, a tangy, salty, and spicy taste, and the exotic and 

interesting taste, regardless of their past Korean food experiences. 
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Figure 1. Thematic presentation of sensory quality of foods as a finite continuum (Kramer, 1968) 

 

 
In addition to sensory satisfaction, increasing emphasis on health and nutrition is another reason 

that contributes to the growing ethnic food market. Consumers are willing to taste certain 

features of ethnic food and other unfamiliar food which can help them to meet their health and 

nutrition concerns and adopt their eating habits to improve their diet and health or respond to 

food safety issues (Verbeke & Poquiviqui, 2005). Especially in European countries, the number 

of consumers who care for food-related concerns such as diet, health, food safety and the 

environment has been rising (Verbeke & Viaene 2000). This is supported by a study of Saba 

(2001) which found out that consumers are willing to intake or adopt non-native or unfamiliar 

diets that deal with their concerns. However, other studies have found that sensory features or 

health benefit of ethnic foods may not have a positive impact in intaking ethnic food. Food-

neophobia, which refers to people’s fear or reluctance to eat novel or unfamiliar foods, may 

influence the food choice of individuals (Rozin & Vollmecke, 1986). In this sense, positive 

sensory features of ethnic food or health benefits may not work for consumers who have high 

food-neophobia. However, Tuorila, Lähteenmäki, Pohjalainen and Lotti (2001) state that there 

is little evidence that food-neophobia affects the attitude towards ethnic foods. Kivela and 

Crotts (2006) also discovered that the more people engage in ethnic foods which they do not 

intake in everyday life, the more they become familiar with a certain type of ethnic food. 

 

 
Another reason of consuming ethnic food is to experience new culture. Ethnic foods can be a 

platform which offers opportunities to experience new culture by playing an important role to 

overcome cultural barriers as a bridge among countries (Cook, 1997). In this regard, Thailand’s 
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government has launched the Global Thai plan which is designed to not only introduce and 

expand Thai cuisine and culture worldwide but also deepen relations with other countries 

(Roseman, 2008). Similarly, the Korean government initiated the Globalizing Hansik campaign 

in 2008 to promote Korean food and give opportunities to experience Korean culture through 

food. These initiatives are based on the idea that food brings culture by attracting people to try 

country’s culture through it. Yet, the extent of cultural involvement may depend on the 

involvement of the ethnic food. For example, foodies (e.g. highly involved individuals) tend to 

more actively experience diverse ethnic foods through multiple situational settings compared 

to low-involved individuals in a specific ethnic cuisine by not only dining at ethnic restaurants 

but also watching food culture-related media or participating in ethnic food festivals (Kivela 

&Crotts, 2006). Kim and Kim (2017) showed that Australian consumers who have higher 

involvement in Korean food had higher involvement in the culture of food, country and travel. 

On the other hand, the relationship between food and cultural interests can work in another way. 

It can be cultural interests about a country that attract individuals to try ethnic food. Pop culture 

such as music, dramas, movies can pull individuals to try ethnic food. Individuals who are 

already interested in other countries’ popular media are willing to try food from those countries 

as pop culture helps individuals learn safety about food, which is considered as an entity image 

of a country’s culture (Camarena, Sanjuán, & Philippidis, 2011). Also, popular media can 

influence on the acceptance of unfamiliar cuisines by increasing the level of familiarity with a 

country. For example, Korean popular culture including its lifestyle, movies and music 

encouraged US consumers to try Korean food (Jang & Kim, 2015). This implies that familiarity 

with the culture of a country can lower reluctance for trying ethnic food and transform novel 

ethnic food into familiar food (Birch, McPhee, Shoba, Pirok & Steinberg, 1987; Kim, Kim, 

Agrusa & Lee, 2012). 

In addition to discussed push and pull factors associated with the ethnic food consumption, it 

is important to look into the other factors in terms of restaurant choice, in which most of ethnic 

food consumption happens (Camarena & Sanjuán, 2008). When customers decided to dine out 

at an ethnic restaurant, price and convenience were one of the main factors in terms of 

restaurant decision. Other important factors were fast and friendly service, the atmosphere of 

the facility, hygiene of employees, and the cleanliness of the restaurant (Castelo Branco & Salay, 

2001). On the other hand, some other studies have found out that speed of service, operating 

hours, reputation of the restaurant and food or eye appeal influence on the customers with 

authentic flavor is the most important factor among various factors in decision of where to dine 

out (Sukalakamala & Boyce, 2007). However, the standard for choosing a restaurant may 

depend on the frequency of ethnic food consumption or the extent of involvement in an ethnic 

food. Liu and Jang (2009), found out that American customers dining at Chinese restaurants 

became more sophisticated longing for overall dining experience with good services in good 

ambience as ethnic food became familiar to customers and higher competition in the market. 

In the past, priority was low price and good taste for customers to dine out at Chinese 

restaurants, however, they are no longer willing to give up poor service or dining atmosphere 

for good taste and low price when they expect an exotic experience in ethnic restaurants. 
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2.3. Experience of Ethnic Food Consumption at Ethnic Food Restaurants 

Oliver (1980) suggested the most widely accepted conceptualization of the satisfaction concept 

is called expectancy disconfirmation theory. According to Oliver (1980), the satisfaction level 

of product or service users is equal to the difference “between expected and perceived product 

performance”. According to this theory, satisfaction (positive disconfirmation) arises when 

product or service is better than user’s expectation. Expectation is defined as “belief about the 

level of performance that a product or service will provide” in the study. On the other hand, 

dissatisfaction (negative disconfirmation) arises when a performance of product or service is 

worse than user’s expectation. 

Satisfaction has significant influences on consequence of consuming a product or service. In 

particular, customers’ satisfaction is important in restaurant business to draw positive 

consequences for customer loyalty, profits of an organization, willingness to recommend, word 

-of-mouth (WOM) communication and complaint behavior (Heung & Gu, 2012 citing Dube et 

al., 1994; Ladhrari et al., 2008; Soriano, 2002). In another study, Oliver (1997) defined 

satisfaction as “A judgment that a product or service feature, or the product or service itself, 

provides a pleasurable level of consumption related fulfillment. In other words, it is the overall 

level of contentment with a service/product experience.” This approach suggests that 

satisfaction is influenced by the impact of the product’s or service’s performance on the 

customer’s emotional state (Rosenberg, 1960). Ha and Jang (2010) suggested that it is crucial 

to understand the perceived value of service in that it is one of the most important concepts for 

understanding customers in the service industry. To measure perceived values, it is essential to 

understand a variety of dimensions of value, such as social, emotional, functional, epistemic 

and conditional dimensions (Sheth et al., 1991), hedonic (affective and emotional aspects 

related to consumption) and utilitarian values (economical and effective aspects). In order to 

explain customer satisfaction and positive behavioral intentions in the ethnic restaurant 

segment, hedonic and utilitarian values are the most commonly used (Ha & Jang, 2010). 

Regarding this, Park (2004) observed that restaurant customers have several motivations for 

dining out, which are social interaction, fun, taste, efficiency, and economical reasons. Ha and 

Jang (2009) discovered that utilitarian values such as cost, taste or menu options are more 

influential on American customers’ satisfaction than hedonic values such as interior design, 

layout and traditional atmosphere in Korean restaurants in U.S. However, it does not show 

which value is more significant compared to the other. Although hedonic value is less 

significant than utilitarian values, traditional Korean cultural aspects to enhance hedonic values 

would be helpful for restaurants to appeal to American customers. 

The Mehrabian–Russell(M-R) model suggested by Mehrabian and Russell (1974), can help 

understand hedonic values’ impact on ethnic food restaurant experience. This model measures 

how the environment of a restaurant stimulates consumers’ experience and how the emotional 

responses are to that stimulus. According to this model, the physical environment creates 

positive or negative emotions in a customer, which influences on creating impression about an 

organization. In other words, physical environment or social aspects lead an individual to a 

certain emotional state (Mehrabian & Russell, 1974). Some following studies extended the M– 
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R model in order to suggest more practical implications for restaurant businesses (e.g., Jang & 

Namkung, 2009; Liu & Jang, 2009). The extended M–R model includes more factors such as 

service quality, food quality, and dining environments and examines how they impact on 

customers’ behaviors through their emotional and cognitive responses in a restaurant setting. 

Namkung and Jang (2008) suggested three key components of restaurant experience for 

evaluating restaurant service quality experience; food, physical environment and employee 

service. Traditionally, consumers at an ethnic restaurant were used to be satisfied with low price 

and good flavor, however, consumers have become more sophisticated as they became more 

familiar with ethnic food. They expect a great overall dining experience with great food, 

atmosphere and service and satisfying them depends on these factors (Liu and Jang, 2009). 

 

 
2.4. Consequences of Ethnic Food Consumption at Ethnic Food Restaurants 

Consequences of ethnic food consumption at ethnic food restaurants can be observed in two 

different categories; restaurant business and customers’ behavior changes. These consequences 

are significantly affected by customers’ satisfaction and those consequences are customer 

loyalty, organizational profits, return patronage, complaint behavior, word-of-mouth (WOM) 

communications and intention to repurchase (Getty and Thompson,1994, Dube et al., 1994; 

Ladhrari et al., 2008; Soriano, 2002). Customers’ loyalty, which is created when a customer is 

satisfied, is important as it leads to positive outcomes for restaurants such as repeating purchase, 

WOM and recommendation behavior. Loyalty is defined as “repeating purchase behavior and 

is characterized in terms of repurchase intentions, word-of-mouth-communication, and 

recommendations” (Lee et al., 2006). As customers’ loyalty is not independent but dependent 

on satisfaction which is affected by expectation, Oliver and Burke (1999) suggested the 

relationship among expectation, satisfaction, loyalty and future behavioral intention. They 

figured out that creating loyalty depends on whether a product or service achieves customer 

satisfaction, which is influenced by customer’s expectations before consumption. In other words, 

if a product or service exceeds a customer’s expectation, it results in satisfaction, which can result 

in a positive behavioral intention in the future. It implies that expectation, satisfaction and future 

behavioral intention have a significant correlation. This correlation applies to the case of ethnic 

food consumption although it would vary depending on individual’s food involvement (e.g., 

Kivela & Crotts, 2006; Kim, Suh & Eves, 2010, Kim & Kim, 2017). According to these studies, 

when customers are satisfied they are willing to try the ethnic food again by revisiting a place 

where they can try the food, which can be, for example, a food festival or a restaurant. They are 

also willing to recommend it to friends or family. Highly involved customers tend to deepen 

their knowledge about the ethnic food and its culture. For example, as mentioned, customers 

dine out at an ethnic restaurant to experience ethnic culture, thus, ethnic food experience can 

lead customers to experiencing its culture (Cohen & Avieli, 2004), consuming more products 

from its country, visiting local food events and traveling to the origin of food and so on (e.g., 

Antonioli, 1995; Bell & Marshall, 2003; Kivela & Crotts, 2006). These behaviors can be 

regarded similar to an act of tourism with amusement and entertainment, as this is also a cultural 

act with a cognitive and participatory moment related to the environmental context concerned 

(Hjalager & Corigliano, 2000). This indicates, on the contrary, customers who are not willing to 

try the food or not satisfied with it can have negative 
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future behavioral intentions regarding ethnic food consumption. Several related studies 

regarding ethnic food consumption and future behavioral intention of customers critically 

implicate that not all satisfied customers would lead to similar consequences of ethnic food 

experiences. Depending on the extent of customer’s involvement or past exposure to an ethnic 

food, types of consequences would vary (Kivela & Crotts, 2006). The study of Kim and Kim 

(2017) support this premise by presenting the case of Korean food consumers in Australia. 

According to the study, highly involved consumers, so called “Korean food lovers”, tend to be 

more willing to experience a wider range of Korean food attributes compared to less involved 

consumers into Korean food. Those can mean from tasting attributes to family-oriented food 

culture, the cultural meanings of Korean food, and cooking Korean food. In a previous study, 

Kwun and Oh (2006) figure out that customers’ previous experience with Korean food plays an 

important role in processing and deepening their knowledge and experiencing Korean food 

culture. Desire to travel for the sake of food also differs based on the extent of food involvement. 

In general, food enthusiasts are more inclined to travel for the sake of food compared to less 

involved segment who do not have the same interest in food. Also, food enthusiasts are more 

adventurous for new experience of novel food while traveling. Thus, they are willing to try 

unusual or new food, especially when food is part of the broader cultural experience (Andersson, 

& Mossberg, 2017). 

Findings of related studies indicate that that the level of past exposure to various food- 

consumption situations and acquired knowledge about ethnic food affects vastly ranging from 

consumers’ food consumption preferences and frequency of food choice (Glanz &Mullis, 1988) 

to travel patterns and motivation (Quang and Wang, 2004). This emphasizes increased exposure 

to ethnic food in a home setting and previous travel experience can lead individuals to a better 

understanding of ethnic food attributes, frequent intake, which results in the tendency to seek 

more comprehensive and deeper food tourism experiences (e.g. cultural learning, and 

traditional food tours) (Kim et al., 2010; Kim and Kim, 2017). However, without any previous 

experience of an ethnic food, through an increased interest and knowledge in a specific 

country’s food can enhance the country’s image which, in turn, can be linked to the intention 

to travel to that country where tourists can taste the food in the home country of origin (Phillips, 

Asperin & Wolfe, 2013; ). It was empirically found out that when an individual has a more 

positive image of Korea, know more about the cuisine and have a positive attitude toward the 

cuisine, their intentions to try Korean food and visit Korea will likely increase (Phillips, 

Asperin, & Wolfe, 2013). These imply that positive consequences come from positive 

correlation among positive food experience, satisfaction and loyalty of customers, which can 

increase the involvement into the ethnic food and intention to travel. Ethnic food experience at 

an ethnic food restaurant can have an influence over a wide range, from restaurant businesses 

to travel geography. 
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2.5. Case of Korean restaurants in Sweden 

There are five Korean restaurants in Stockholm and all of them are owned by Korean owners. 

A Korean restaurant owner who has been running the business for over 20 years claimed that 

every Korean restaurant in Stockholm has been profitable. Another Korean restaurant owner 

agreed that his Korean restaurant has increasing profits year by year since its start, which is 8 

years ago. He recalled that the peak was in 2012 when a Korean song called ‘Gangnam Style’ 

hit the world with the record number of 27 million views on YouTube in the 2 months since it 

was uploaded. As Korean pop, so called K-pop, got more popularity recently worldwide, 

Sweden was not an exception. Most of customers to Korean restaurants are not only Korean 

residents/adoptees in Sweden but also local Swedish people. Especially Swedish people who 

have been to Korea, who are interested in Korean culture such as Korean drama and music or 

study Korean language in Stockholm become frequent patrons. Interestingly, a Korean 

restaurant which was featured four times on Swedish local newspapers claimed that they have 

a high rate of return visits and effects of word-of-mouth even though they do not perform any 

marketing activities. Since most businesses are small and owned by Korean families with little 

resources they are not able to get professional management regarding interior, menu design or 

marketing. Even though Korean restaurants in Stockholm lack professional help, it seems that 

their business has been growing. However, it has not been confirmed if their customers are as 

satisfied as the owners anticipate and the relations among causes, satisfaction and consequences 

of Korean food experience at Korean restaurants are not disclosed. 

 

 

3. Methodology 

In order to reveal the causes, experiences and consequences of ethnic food consumption at 

Korean restaurants in Stockholm, a survey was designed into three sections based on a thorough 

literature review to answer the following three research questions: 

1. What causes Swedish consumers to consume Korean food at Korean restaurants in 

Stockholm? 

2. How much are Swedish consumers satisfied after they consume Korean food at Korean 

restaurants in Stockholm? 

3. What are future behavioral intention of Swedish consumers eating Korean food at Korean 

restaurants in Stockholm? 

The survey was conducted in English, taking into account foreign residents in Sweden and that 

Sweden ranked second in terms of English literacy out of 80 countries according to EF(2017). 

The first section was composed of 42 statements of 21 factors to rate the importance of push 

and pull factors and satisfaction of consuming Korean food at Korean restaurants in Stockholm, 

using a 7-point Likert type scale, ranging from 1 = strongly disagree to 7 = strongly agree. 

Regarding 7-point Likert scales, Symonds (1924) was the first to suggest that reliability is 

optimized with seven response categories, and other early investigations tended to agree 

(Colman et. al., 1997). Lewis (1993) found that 7-point scales resulted in stronger correlations 

with t-test results. 
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In the first section of the survey, each factor has two statements to measure its importance for 

causing and satisfying Korean food experience at Korean restaurants in Stockholm. Satisfaction 

was measured using a statement from Oliver’s (1997) study: ‘‘I am satisfied with this 

restaurant’’. 21 factors included 6 push factors (cultural familiarity, socialization, previous 

travel experiences, contents from mass media and social media, convenience seeking) and 15 

pull factors (flavor, presentation, appearance, variety, healthiness, texture, courtesy, 

responsiveness, knowledge of employees, design, cleanliness, light, music, value for money, 

convenience). Based on the literature review, food-related attributes included six items; 

appearance, flavor, texture, variety, healthiness, and presentation (Namkung &Jang, 2007; 

Sulek and Hensley, 2004). Service-related attributes consisted of three items: (1) 

responsiveness of employees; (2) knowledgeable employees; (3) courtesy of employees 

(Kivela et al., 1999; Andaleeb & Conway, 2006). Atmosphere-related attributes, based on Ryu 

and Jang (2007, 2008), included internal design and lighting, music, and cleanliness. The 

restaurant’s location was asked in terms of convenience and value for money was measured in 

terms of the perceived fairness of price (George, 2001). Other personal attributes regarding 

previous experience and cultural familiarity about Korean food through social media and travel 

were estimated in order to see its influence on novel ethnic food consumption in that Korean 

food is new to Swedish consumers. The second section asked respondents’ behavior intention 

after consuming Korean food at Korean restaurants in Stockholm. This section was organized 

with five items to estimate behavior intention for travel to Korea, revisit to Korean restaurants, 

shopping and cooking Korean food ingredients, recommending Korean food to family or 

friends and increase of curiosity about Korean culture. Measurement statements were 

composed with the reference of Zeithaml et al. (1996): ‘‘I would like to come back to this 

restaurant in the future,’’ ‘‘I would recommend this restaurant to my friends or others,’’ and ‘‘I 

would say positive things about this restaurant to others.”. All statements were also measured 

based on 7-point Likert type scale, where 1= strongly disagree and 7= strongly agree in order 

to have consistency of this survey. In the last section, respondents were asked about their 

relevant socioeconomic information, such as where they come from, gender, age, and 

individual annual income. Comments were optional. 

In order to analyze the data which aimed to respond to three research questions, the software 

SPSS was used for all computations for such as means of importance or satisfaction. Then, 

Principal Component Analysis(PCA), which is a technique for identifying a smaller number of 

uncorrelated variables from a larger data set. This technique aims to figure out strong patterns 

in a data set (Kuhn & Johnson, 2013). Due to the limitation of time and resources PCA was 

used to diminish the number of variables of causes and satisfaction, which ended up being used 

for a regression analysis. Then, a regression analysis is used since it helps to determine the 

relationship between independent and dependent variables. Below is the framework of this 

thesis. 



19 

 

3.1 Framework 
 

 

 

 

 
 

 

 

3.2 Data Collection and Sampling 

The surveys were conducted through online communities on Facebook, which is the biggest 

social networking service in the world. Four communities were selected based on a 

convenience sampling method in order to increase possibility of finding respondents who have 

actual experiences at Korean restaurants in Stockholm. 3 out of 4 selected communities were 

group of Swedish people who have been to or are live in Korea, Swedish Korean pop fans and 
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Korean adoptees in Sweden. Only one group was not associated with Korea or its culture, which 

was a community of Swedish users to answer for random questions. The survey was conducted 

from 30th of March till 8th of May (Fig. 2) and respondents were told this survey would be kept 

credential and anonymous. This survey was posted by researcher of this study in each Facebook 

group twice to acquire enough number of responses. Respondents voluntarily filled out this 

survey and 110 responses in total were collected almost in a month except the last response (8th 

of May). In terms of the data collection period, there was a gap in its time stamp of responses 

as of 17th April. This is because the researcher shared the survey in each group once again on 

17th April as there were not enough responses. The first survey was shared on 30th March and 56 

out of 110 were collected till 12th of April, which took around two weeks. Then, 50 were 

collected in almost two weeks after redistribution on 17th April. 6 responses were eliminated as 

the respondents answered they have never been to any Korean restaurant in Stockholm, thus, 

104 were used for analysis. Such sample size yielded a confidence interval, 

i.e. error margin, of around 10% based on a population size of more than 10,000 subjects and 

a confidence level of 95% (https://www.surveysystem.com/sscalc.htm). 
 

 
 

 

 

4. Results 

Fig. 2 Timestamp of Responses 

4.1. Socioeconomic Descriptive 

Table 1 shows the respondents’ demographic information. 30.8% of the respondents were male 

and 68.4% were female, 1% was other. 71% of respondents were between 16 – 29 years old. 

The largest number of respondents were Swedish residents with Swedish background (64.4%). 

In terms of annual income (SEK), the largest category of annual income is between 310,000 – 

https://www.surveysystem.com/sscalc.htm
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500,000 (SEK), however, it is hard to figure out the exact annual income as 41.4% respondents 
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did not answer this question. Although 8 answers are missing for education characteristics, half 

of respondents have high education with undergraduate and graduate degree or more . 

 

 
Table 1. Demographic information 

 

Characteristics  Frequency Percentage 

Gender Male 32 30.8 

Female 71 68.4 

Other 1 1 
 

Age 16-29 71 71 

30-39 13 12 

40-49 10 9 

50-59 4 3 

Above 60 2 2 

Missing 4  

Background Sweden (Foreign background) 19 18.3 

Sweden (Korean background) 18 17.3 

Sweden (Swedish background) 67 64.4 

Annual 

Income SEK 

0 – 40000 13 12.5 

 50000- 150000 12 11.5 

160000 – 300000 9 8.7 

310000 – 500000 20 19.2 

500000 above 7 6.7 

Missing 40 41.4 

Education Graduate degree and above 40 38 

Undergraduate degree 28 27 

Up to high school 28 27 

Up to high school, Undergraduate degree 8 8 

 
4.2. Push and Pull Factors of Consuming Korean Food at Korean 

Restaurants in Stockholm 

Respondents were asked to indicate their level of agreement with the importance of push (6 

items) and pull factors (15 items) for eating at Korean restaurants in Stockholm. In terms of 

push factors (Table 2), cultural familiarity with Korean food was the most effective 

(mean=5.087), which means when customers have interests or experiences of Korean culture, 

they are willing to go to Korean restaurants to have Korean food. Following important causes 

for dining at Korean restaurants were the purpose for socializing (4.327) and previous travel 

experiences (4.183) in Korea. However, this research did not distinguish who has been to Korea 

or who has not, thus, it is not able to understand how the previous visit to Korea affected the 

other push and pull factors based on travel experiences. By contrast, contents from social media 

such as YouTube (mean=3.363) and mass media such as television or magazines (mean=2.750) 

had little effects for causing consumers to eat Korean food at Korean restaurants. Convenience 

for time and proximity had the least influence, which means consumers do not come to Korean 
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restaurants just because they do not have time. 

Table 2. Importance of push factors 

Push variables N Mean 

Cultural familiarity (K-pop, drama, movie) 104 5.087 

Socializing with others 104 4.327 

Previous travel experiences 104 4.183 

Relevant contents from social media 102 3.363 

Relevant contents from mass media 104 2.750 

Convenience (e.g. time, proximity) 104 2.596 

 

In terms of pull factors (Table 3), a majority of respondents were attracted to Korean restaurants 

by internal characteristics of Korean food (e.g. flavor, presentation, appearance, variety, texture 

– all of their means are over 5). Especially, the flavor (mean=6) and presentation of food 

(mean=5.755) was the most attractive factors for customers. Other factors related to restaurants’ 

service (e.g., mean of “courtesy of employees” =4.587, “responsiveness of service” =4.558, 

“knowledge of employee about Korean food” = 4.423), location (mean=4.635), price 

(mean=4.250), atmosphere (mean of “cleanliness”=4.904, “design”=4.163, “light”=3.845, 

“music”=3.728) were moderately influential to attract customers to Korean restaurants. 

Especially, light and music had almost neutral influence on customers’ intention to eat Korean 

food at Korean restaurants. 

Table 3. Importance of pull factors 

Pull variables N Mean 

Flavor of food 104 6.000 

Presentation of food 102 5.755 

Appearance of food 104 5.538 

The variety of food 103 5.252 

Healthiness of food 103 5.252 

Texture of food 104 5.106 

Cleanliness of restaurants 104 4.904 

Location of restaurants 104 4.635 

Courtesy of employees 104 4.587 

Responsiveness of service 104 4.558 

Knowledgeable employees about Korean food 104 4.423 

Value for money 104 4.250 

Design of restaurants 104 4.163 

Lighting of restaurants 103 3.845 

Music of restaurants 103 3.728 

 

A principal components analysis, based on a varimax rotation, helped categorizing the push 

and pull factors and save categorical scores for future use as inputs to further regression 

analyses. Table 4 presents the rotated component matrix for grouping push and pull factors. 
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The highest value for each factor in its group explains the magnitude and the direction (based 

on its sign) of its relative contribution to the group. Based on these grouping, some 

generalizations are reached as below. 

Table 4. Rotated Component Analysis 
 

I went to Korean restaurants 

because of 
Components 

Restaura 

nt 

Food 

attributes 

Media Benefit 

seeking 

Convenience Sociocultur 

al 

Design of restaurants .852 .167 .135 -.015 .122 -.030 

Lighting of restaurants .851 .149 .027 -.022 .148 .076 

Music of restaurants .843 .246 .099 -.089 .020 .137 

Cleanliness of restaurants .704 .217 .200 .144 .221 -.021 

Courtesy of employees .648 .422 .341 .296 -.181 .006 

Responsiveness of service .577 .513 .349 .335 -.101 -.007 

Knowledgeable employees 

about Korean food 

.507 .401 .447 .343 -.143 .080 

Appearance of food .267 .792 .076 -.190 .050 .038 

Presentation of food .329 .747 .029 .183 .045 .086 

Texture of food .199 .716 .157 -.096 .109 -.031 

Flavor of food -.129 .705 .064 .155 -.116 .296 

Variety of food .290 .663 .228 .141 .134 -.085 

Healthiness of food .395 .615 -.048 -.138 .332 -.234 

Social media .125 .222 .846 -.100 .081 .088 

Mass media .175 .060 .814 -.096 .178 -.001 

Cultural familiarity .120 .150 .269 -.747 .023 .199 

Value for money .274 .324 .167 .546 .340 .153 

Convenience .135 .065 .277 .024 .752 .004 

Location of restaurants .237 .105 -.064 .482 .551 .233 

Socializing with others .185 .041 .134 -.032 .036 .837 

Previous travel experience -.235 .034 -.281 -.076 .326 .393 

Extraction Method: Principal Component Analysis. 

Rotation Method: Varimax with Kaiser Normalization 

a. Rotation converged in 11 iterations. 

 

Factor 1 includes pull variables of restaurants’ interior and service of employees. Although 

variable of “Responsiveness of employees” are not easy to allocate to a single factor in that it 

shows meaningful loading in factor 1 and 2, it is more appropriate for it to be included into 

factor 1. Its loading is higher in factor 1 and more related to the factor group. According to 

factor 1, it seems that customers tend not to consider separately the “service of employee” and 

“restaurant interior”, which is logical to group them into restaurant-related factors. 

Factor 2 includes all pull variables which refer to food attributes; appearance, presentation, 

flavor, texture, variety, healthiness. It is not a surprise to see that those variables are understood 
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as whole food attributes. 

Factor 3 includes two push variables regarding relevant contents about Korean food from social 

or mass media. Even though the type of media is different, two variables are clearly associated 

with each other into the same factor group. This factor group shows the relation between ethnic 

food consumption relevant contents. 

Factor 4 includes two variables of “Cultural familiarity” and “Value for money”. There is a 

negative correlation here as the consumers pulled by value for money tend to be reversely 

pushed by cultural familiarity. 

Factor 5 generically includes two variables of “Convenience (e.g. time and proximity)” and 

“Location of Korean restaurant”, which can represent the convenience aspect. 

Factor 6 includes two push variables of “Socializing with others” and “Previous travel 

experience”. Although the variable of “Previous travel experience” is lower than the 

meaningful loading of 0.5 (Hair et al., 1995), both variables point out the sociocultural 

interaction dimensions. 

 

 

4.3. Satisfaction from Experiencing Korean Food at Korean Restaurants in 

Stockholm 

Respondents were also asked to indicate how satisfied they are with their experiences at Korean 

restaurants in Stockholm. This was intended to measure their pull factor specific satisfaction, 

as well as perceived quality, which is the difference between satisfaction level and expectation 

for the pull factor in question. Table 5 shows the mean of satisfaction with 15 pull factors. 

Customers show high satisfaction with all pull factors, especially with factors related to food 

including flavor, appearance, healthiness, texture, presentation and variety (each mean is over 

than 5). Other factors related to restaurants’ location and service such as cleanliness, courtesy 

and responsiveness of employees also highly satisfy customers, but it they less important than 

food factors. On the other hand, consumers are moderately satisfied with factors related to 

restaurant interior design and atmosphere (lighting, music) compared to food and restaurant 

employees service. Interestingly, customers are not as satisfied with price of food as other food 

factors. It can imply that price is relatively high compared to its quality. Although each pull 

factors have different level of customer satisfaction, overall, consumers are satisfied with 

Korean food experiences at Korean restaurants in Stockholm (mean=5.0855). Overall customer 

satisfaction can be estimated by evaluating experiences with specific aspects of service or 

product quality, and price (PZB, 1994). 
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Table 5. Satisfaction mean order 

I was satisfied with N Mean 

Flavor of food 104 5.769 

Appearance of food 104 5.663 

Cleanliness of restaurants 104 5.538 

Healthiness of food 104 5.519 

Texture of food 103 5.437 

Presentation of food 104 5.356 

Variety of food 104 5.154 

Location of restaurants 104 5.058 

Courtesy of employees 103 5.029 

Responsiveness of service 102 4.961 

Design of restaurants 103 4.699 

Knowledgeable employees about Korean 

food 

104 4.635 

Lighting of restaurants 104 4.558 

Value for money (Price) 104 4.529 

Music of restaurants 103 4.320 

Valid N(listwise) 100  

 

Although overall satisfaction is high, it is essential for service organizations to understand 

customers’ perceived quality (perceived service / satisfaction) - expected service) in order to 

increase their competitiveness and effectiveness (Leal and Pereira, 2003). In addition, it is 

important for ethnic restaurants not only for ethnic restaurants’ business but also as contact 

point of meeting culture and people of food of origin, which can result in increase of cultural 

curiosity and travel intention to the country. Pull factors were used to measure perceived quality 

in that it triggers expectation of customers. As customer expectations and perceptions 

(satisfaction levels) were separately collected, perceived quality could be compared by 

deducting expectations on pull factors from satisfaction scores. In short, a “satisfaction-minus- 

expectation” framework was used. 

Table 6 shows the mean of perceived quality of pull factors. Interestingly, food flavor and 

presentation, which are one of the most satisfying factors, had high negative mean (“flavor” = 

-.2308, “presentation” = -.4020) respectively. The variety of food also shows a negative mean 

(“variety” = -.0874) but it is not as negative as that of flavor and presentation. This indicates 

that customers at Korean restaurants in Stockholm are satisfied with flavor, presentation and 

variety of food (Table 3), however, they had higher expectations on those three factors. This 

implies that Korean restaurants in Stockholm need to improve their foods’ flavor, presentation 

and variety to correspond customers. By contrast, restaurants’ interior (lighting, music, design) 

indicates high perceived quality, of which mean is over 0.5. Employees’ service (courtesy, 

responsiveness and knowledge about Korean food) shows moderate perceived quality, all of 

which means are over 0.4. Interestingly, factors related to restaurants’ interior (light, cleanliness, 
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music and design) have the highest level of perceived quality although customers consider them 

least attractive as pull factors when they dine at Korean restaurants. This means that customers 

do not have high expectation on restaurants’ interior, but restaurants’ interior exceed their 

expectation. Overall, the priority for Korean restaurants in Stockholm should be on improving 

food quality with better presentation, flavor and variety while maintaining restaurants’ interior 

or service in order to achieve customers’ satisfaction, which may lead to positive behavioral 

intention including further cultural experiences and travel to the food of origin. 

 
Table 6. Perceived Quality negative/positive mean 

As discussed in the literature review, 

product/service users’ satisfaction (restaurant 

customers in this research) occurs when 

product or service is better than their 

expectation. In the previous section, the 

satisfaction means of individual push and pull 

factors were measured, however, it is also 

important to see how factored push and pull 

factors are associated with overall 

satisfaction. This helps comprehensive 

understanding of relationships between 

dependent and independent variables, which 

are significant to identify the areas where 

great efforts should be allocated for 

customers overall satisfaction. To achieve 

this objective, a linear regression model was 

developed. Linear regression is used for 

modelling the relationship between 

dependent and independent variables. 

Table 7 shows ANOVA results for the model, 

indicating an overall significance of the linear relationship between overall satisfaction as 

dependent variable and factored push and pull factors as independent variables. The 

explanatory power is also high with an adjusted R squared value of 64%. Table 8 shows the 

coefficients of factored groups of push and pull variables. Factored groups are named after 

Table 4. Except the two factored groups of convenience and sociocultural purposes (p > 0.05), 

the other 4 factors have a positive relationship to overall satisfaction. Restaurant and food 

attributes and media have the significance level of 0 (p < 0.05) and benefit seeking has the 

significance level of 0.011 (p < 0.05). Among the 4 factored groups, food attributes have the 

highest value of coefficient, which implies that Korean restaurants in Stockholm will be able 

to increase customers’ satisfaction the most by increasing food attributes such as flavor, 

presentation, texture, variety and healthiness. Following influential factors are restaurant 

attributes and influence of media, thus, restaurants are able to try to improve their interior 

atmosphere by changing lighting or music so on. Also, the overall satisfaction will moderately 

increase when there will be more relevant contents about Korean food appears on media 

channels in Sweden. By contrast, there is no significant influence of convenience (e.g., time, 

location) and sociocultural purposes (e.g., socializing or bringing travel experiences) on overall 

Pull Variables N Mean 

Restaurant_Light 103 .6893 

Restaurant_Cleanliness 104 .6346 

Restaurant_Music 103 .5922 

Restaurant_Design 103 .5631 

Employees_courtesy 103 .4660 

Responsive Service 102 .4314 

Restaurant Location 104 .4231 

Texture 103 .3301 

Value for money 104 .2788 

Healthiness 103 .2524 

Knowledgeable_Staff 104 .2115 

Appearance of food 104 .1250 

Variety of food 103 -.0874 

Flavor of food 104 -.2308 

Presentation of food 102 -.4020 

Valid N(listwise) 98  
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satisfaction in that their significance level is greater than > 0.05), thus there should be further 

studies. In this regard, overall satisfaction can be formulated as below: 

 

Overall satisfaction = 0.482 * Restaurant attributes+ 0.706 * Food attributes + 0.375 

*Media+(0.198* Benefit seeking + 0.016*Conveniene+0.1175*Sociocultural*0.045+5.045) 

(*Benefic Seeking, Convenience and Sociocultural P<0.05) 

 

 

Table 7. ANOVAa
 

Model Mean Square F Sig. 

 
1 

Regression 14.943 26.757 .000b
 

Residual .558 

a. Dependent variable: Overall_Satisfaction 

b. Predictors: (Constant), Restaurant attributes 

REGR factor score 4 for analysis 2, 

REGR factor score 3 for analysis 2, 

REGR factor score 2 for analysis 2, 

REGR factor score 1 for analysis 2 

Table 8. Coefficienta
 

Model Unstandardized Coefficients Sig. 

B  

 (Constant) 5.045 .000 

 Restaurant attributes .482 .000 

 Food attributes .706 .000 

1 Media .375 .000 

 Benefit seeking .198 .011 

 Convenience .016 .838 

 Sociocultural .117 .127 

a. Dependent variable: Overall_Satisfaction 
 

Last, a factor analysis for satisfaction variables is done in order to find latent relationship 

among them. According to table 9, there are two factored group of satisfaction; the first factor 

group includes food and service attributes and the other group includes restaurant’s physical 

aspects. This indicates customers do not consider food and employees’ service separately when 

they evaluate their satisfaction. This is logical in that food and service is one of the most 

important factors for customers’ experience in restaurant business. On the other hand, the 

second factor group includes detail components for restaurant interior and location. It is easy 

to relate lighting, design, cleanliness and music in the same group in that it represents 

restaurant’s atmosphere and interior, however, it is not easy to relate location to them, whilst 

the locational setting (e.g. ethnic neighborhood) could contribute to the ambiance. 
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Table 9. Rotated component matrixa
 

 Component 

1 2 

Flavor of food .846 .134 

Presentation of food .826 .249 

Texture of food .775 .215 

Variety of food .774 .291 

Responsive employees .719 .433 

Knowledgeable employees about Korean food .659 .450 

Value for money .648 .381 

Courtesy of employees .638 .571 

Appearance of food .633 .400 

Healthiness of food .535 .329 

Lighting of restaurants .254 .867 

Design of restaurants .383 .781 

Cleanliness of restaurants .308 .778 

Music of restaurants .293 .736 

Location of restaurants .166 .591 

Extraction Method: Principal Component Analysis. 

Rotation Method: Varimax with Kaiser Normalization 

  

a. Rotation converged in 3 iterations.   

 

 

4.4 Consequence and actual experience of consuming Korean food at Korean 

restaurants in Stockholm 

In the final run, respondents were asked to indicate their behavioral intention after consuming 

Korean food at Korean restaurants in Stockholm. Based on the literature review, varieties were 

established covering from becoming a patron, further food or cultural experiences to visiting 

Korea (Table 10). In general, consumers at Korean restaurants in Stockholm have positive 

behavior intention to all proposed consequences of which all mean is over 5. In particular, 

visiting Korea has the highest mean (6.689), which is nearly close to point-7. This means food 

experience at an ethnic restaurant in foreign country can induce intention to visit the food of 

origin. Following possible behavior intention is cooking and shopping Korean food (mean = 

6.423), which is also high but little lower than the intention to visit Korea. This is distinctive 

in that they explain experiencing Korean food can result in increase of tourism and cultural or 

food experiences, which occurs beyond the field of restaurant business area. In terms of 

restaurant business management, consumers at Korean restaurant in Stockholm also show 

positive behavioral intention such as recommending those restaurants to friends or family or 

becoming a repeat customer. It is also found that Korean food experience at Korean restaurants 

in Stockholm can lead to increasing general curiosity about Korea (mean = 5.577). 
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Table 10. The mean of consequence variables 

Consequences N Mean 

I would visit Korea if my time and budget 

permit 

103 6.689 

I would cook or shop Korean food 104 6.423 

I would recommend the Korean restaurants to 

my friends or family 

104 5.923 

My curiosity about Korea has increased 104 5.577 

I would/have become a repeat customer to the 

Korean restaurants 

104 5.510 

Valid N(listwise) 103  

 
In order to find how satisfaction affects consequences after consumers experience Korean food 

at Korean restaurants in Stockholm, further linear regression analyses were applied. Two 

factored satisfaction group of food/service attributes and physical attributes set up as 

independent variables and each of 5 consequence variables from Table 10 work as dependent 

variables. Interestingly, three consequence variables (becoming a repeat customer, increase of 

curiosity, recommending to friends or family) show a significant relation to factored 

satisfaction (food/service attributes, physical restaurant attributes), however, the other two 

consequence variables (visiting Korea and cooking and shopping Korean food) do not have a 

significant relation to factored satisfaction. First, in case of becoming a repeat customer, which 

refers to customer loyalty, it has significant relationship with satisfaction of food or service 

attributes with the effect of 1.125 (p<0.05 ). On the other hand, physical attributes of restaurants 

such as interior or location do not indicate significant relationship to customer loyalty (p>0.1). 

This means that when customers are satisfied with food and service at a Korean restaurant, they 

are willing to become a loyal customer to the restaurant. In case of increase of curiosity, it has 

a significant relation to both factored satisfaction. Satisfaction of food/service (p<0.01) has 

0.843 effect and physical restaurant attributes (p<0.05) has 0.437 effect to increase curiosity 

about Korea. Recommending Korean restaurants to family or friends also has a significant 

relation to factored satisfaction variables. 

By contrast, there were no significant relationship between both factored satisfaction and 

visiting Korea (p>0.05 ) and factored satisfaction and cooking and shopping Korean food 

(p>0.1). Although these two independent variables show the highest mean of consequence in 

the previous table, it is not easy to find a significant relationship between factored satisfaction 

and consequences. This may mean that respondents did not fully understand the questions 

asking evaluating their behavioural intention based on their satisfaction with experiences at 

Korean restaurant and answer each statement independently or that deeper investigation of the 

experiences is needed. 
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Table 11. Regression Analysis Results for Satisfaction and Consequence Variables 
 

Dependent Variable Model Summary ANOVA 

R Squared Sig 

I would/have become a repeat customer to the 

Korean restaurants 

.428 .000b
 

I would visit Korea if my time and budget 
permit 

.038 .154b
 

My curiosity about Korea has increased .301 .000b
 

I would recommend the Korean restaurants .510 .000b
 

I would cook and shop Korean food .029 .236b
 

a. Predictors: (Constant), Food/service attributes, Physical attributes 

 

Table 12. Coefficient Results for Satisfaction and Consequence Variables 
 

Coefficienta
 

 Unstandardized Coefficients / B (Sig) 

Dependent variable Food/service 

attributes 

Physical 

attributes 

Constant 

I would/have become a repeat 
customer to the Korean restaurants 

1.125 (.000) .225 (.000) 5.530 (.098) 

I would visit Korea if my time and 

budget permit 

6.697(.000) .156(.103) .100(.297) 

My curiosity about Korea has 

increased 

5.530(.000) .843(.000) .437(.004) 

I would recommend the Korean 

restaurants 

5.900(.000) 1.091(.000) .287(.012) 

I would cook and shop Korean food 6.450(.000) .176(.115) .070(.529) 

 

Conclusions 

This study has tried to identify push and pull factors affecting consumers in Sweden to dine at 

Korean restaurants, their actual satisfaction and future behavioral intention. This study 

separately examine push and pull factors of consuming Korean food and find that consumers 

consider restaurants’ food and employees’ service are the most significant pull variables in 

dining at Korean restaurants. Restaurants’ interior or location do not show the significant level 

as high as that of food and service at restaurants. This supports that food and service is essential 

part in restaurant business. This supports the theory that food is the most influential part in 

terms of food choice (Rozin, 1990; Amerine, Pangborn & Roessler, 2013). On the other hand, 

cultural familiarity (Korean drama, movie and pops) was the most significant push variables 

for causing consumers to go dine at Korean restaurants. This supports the finding of previous 

study that cultural familiarity can enhance novel ethnic food experiences (Mak et al., 2012; 

Jang & Kim, 2015). In this regard, Korean restaurants may be able to attract more customers 

when there will be great efforts to introduce Korean culture in Sweden which help individuals 

to get familiar with Korean culture. In short, improving food flavor, variety and presentation is 

priority for Korean restaurants in Stockholm, then they can attempt to create relevant contents 
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about Korean food via media such as YouTube or television, magazines in Sweden, which also 

has a positive significant relationship to achieve better satisfaction level. To achieve this, it 

does not need to be only Korean restaurants but also Korean government or Korean residents 

in Sweden can help create relevant contents. 

On the other hand, this study also proposes that customers are overall satisfied with Korean 

food experience at Korean restaurants in Stockholm. However, there should be improvement 

in food factors, particularly, regarding food flavor, presentation and variety. This is because 

those are not enough to meet customers’ expectation although variables related to food (e.g., 

flavor, texture, presentation), restaurant (e.g., service and atmosphere), relevant contents on 

media have positive significant relationship with customers’ overall satisfaction. This study 

also shows how ethnic food experiences in a foreign country influence customers’ future 

behavioral intention. It is interesting to see the relationship between satisfaction and 

consequences not only in the aspect of restaurant business management but also of tourism and 

cultural acts. Respondents who have dined at Korean restaurants in Stockholm are willing to 

go to Korea to travel and cook or purchase Korean food. In short, food triggers intention to 

travel, which can be a great way to increase tourists to Korea. 

In conclusion, the findings of this study provide empirical insights to help to clarify relations 

among causes, satisfaction and consequences of consuming Korean food in Sweden. When 

consumers’ perception of a product or service exceeds their expectation, it results in satisfaction, 

which, in turn, result in positive consequences for restaurant business. Basically, customers’ 

satisfaction brings profits to restaurants with word-of-mouth effect and customer loyalty, on the 

top of that, ethnic food restaurants provide customers with opportunities to experience ethnic 

culture and develop their knowledge or curiosity, which lead them to act various cultural 

activities such as cooking ethnic food at home and travel to the origin. These findings confirm 

the theoretical premise that satisfaction with food and service at an ethnic restaurant can bring 

positive consequences such as customer loyalty, word-of-mouth for business development and 

cultural act and travel in terms of tourism. Then, when customer become loyal or satisfied with 

cultural act or travel it leads them to consume Korean food at Korean restaurants due to increase 

of cultural familiarity or memory from travel, pointing out a mutual relationship among causes 

and effects. 

 

 
Discussions and Limitations 

Interests in ethnic food in food business have been dramatically increasing. Sweden is not an 

exception in this trend and it is assumed that ethnic food market would keep increasing. 

Demand for Korean food which is one of novel ethnic food in Sweden has been increasing. 

However, there is lack of research regarding what causes people to consume Korean food, 

especially at Korean restaurants. Furthermore, consumers’ satisfaction and consequences of 

Korean food experience need to be examined not only for business management of Korean 

restaurants in Stockholm but also future implication for tourism and other cultural activities in 

that ethnic restaurants play an important role as contact point of a country’s culture. 

There is an interesting implication that Korean food experience influences customers’ intention 

to visit Korea, which can be comparable to film-induced tourism, which refers that a destination 
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of movie shot attracts many tourists. In this regard, this research suggests a term of “food- 

induced tourism”, which means that a destination of ethnic food attract tourists to its origin 

(Kivela &Crotts, 2006; Hall& Sharples, 2003). This is slightly different from gastronomy 

tourism, of which main motivation or pull factor to travel is food at the destination, which means 

food attract people to a destination to experience that country’s food. On the other hand, food-

induced tourism has in common with gastronomy tourism as food works as a push factor that 

makes tourists to visit a destination. However, main motivation of food-induced tourism is not 

always trying ethnic food. It can be others such as learning history, customs or leisure other than 

food experience but intention to travel occurs due to ethnic food experience. In other words, ethnic 

food restaurants in a foreign country play an important role as a gate way for experiencing its 

culture and traveling to the food’s origin (Kivela & Crotts, 2006; Hall & Sharples, 2003). This 

implicates that Korean government or tourism organization need to collaborate with Korean 

restaurants in Stockholm to increase tourists from Sweden or support individuals to run Korean 

food business. In addition, it seems that Korean food experience at Korean restaurants leads 

customers to cooking or shopping Korean food, which can explain why demand for Korean 

food products in Sweden has increased. Furthermore, it is essential to satisfy customers’ 

expectation on food and service of employees since they have a significant relation to bring 

positive effects for restaurant business and increasing curiosity about Korea in general. 

Some limitations of this study should be acknowledged. In terms of sampling strategy, this 

research survey was mostly distributed via online communities of Swedish users who already 

have some connections to Korea. Only one community has no relation to Korea out of four 

communities. Thus, respondents may be biased. One way to extend this study is sampling a 

larger size of consumers at different Korean restaurants in Stockholm. There are some 

limitations of research design and result. First, this research did not ask respondents if they 

have been to Korea or not, which made hard to distinguish how previous travel experiences 

affect to different groups with and without travel experience. In terms of results, some of 

insignificant relation such as one between customer satisfaction and consequences (“I would 

visit Korea”, “I would cook or shop Korean food”) should be studied. Although customers were 

asked to evaluate the level of agreement regarding consequences based on their satisfaction, 

regression model to examine relation between factored satisfaction and each consequence show 

insignificant relation. 

Studies have suggested that ethnic food restaurants not only offer food experience but also play 

as a cultural spot, which also can induce tourism. Although this study finds that Korean 

restaurants in Stockholm support the theory, however, future research can extend to Korean 

restaurants in other foreign countries or other ethnic food in a foreign home setting. Lastly, 

relations between satisfaction and intention to travel to Korean and buy Korean food products 

should be examined. This is because respondents showed high level intention of traveling to 

Korea and buying Korean products but there was no significant between its satisfaction and 

intentions. There could be unresearched reasons. 
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