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Effects of Television Programs on Viewers’ Perception of Vinegar
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Abstract

This study explores the effects of a television program on viewers’ perception of vinegar. The 97 viewers were
recruited from both students majoring in Food (13.3%) and those in non-Food subjects (86.7%). In this study the
participants (31.1% males and 68.9% females) were exposed to a 30 minute television program on vinegar. The
students were surveyed to quantitatively test the effects of the television program on a viewer's perception. The
results suggest that there is a correlation between viewing this television program and changes in perceptions of
vinegar. The pre-test shows that 80.0% of the participants had a minimum knowledge about vinegar and 16.7%
of the participants had no knowledge about vinegar. Only 3.3% of the participants had a sufficient knowledge
about vinegar before viewing the television program. After viewing the television program on vinegar, 80.0% of
the participants responded that the program “highly influenced change” in their perception of vinegar and 20.0%
of the participants responded that the program gave them “moderate effects on the perception change” while 0.0%
of the participants answered that there was “no change” in their perception of vinegar. While there was no significant
difference found among students’ prior knowledge about vinegar in terms of gender and academic major, the study
found the television program viewing experience made a great impact on their perception of vinegar. This research
suggests that this television program about vinegar does not only influence the viewers’ perception of vinegar but
also creates an overall change in perception of purchase intention, practical uses of vinegar, and vinegar-drinking.
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Table 1. Frequencies and percentages of respondents’ gender and
academic major

Variables Frequency  Percentage(%) per]igfg;?%) pecrlclgti?eiz%)
Male 28 311 311 311
Sexuality Female 62 689 689 1000
Totat 90 1000 1000
Food 12 133 133 133
Major  Non-food 78 86.7 86.7 100.0
Total 90 100.0 100.0
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Table 2. The perception of practical uses of vinegar

. N(%)
Sexuality Major
Factor Total
Male Female Food Non-food
000  3¢8)" 67 1(13)
Very well 00) (3_3)» 22 (1) 3(33)
) 007L4) - 52839)  9(750)  63(80.8)
Alide Ty Tis7y) (0o oy (A800)
, 8(286)  7(11.3) 183)  14(179)
Don’t know 89) 18) (1) (15.6) 15(16.7)
X ovale  5.184(p=0.075) 8.005(p=0.118) 90(100.0)

:)Respondent rate(%) of female(62).
Respondent rate(%) of totality(90).
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Table 3. Pre-knowledge about the methods of vinegar ingestion

FAZAR-FEE A A13H A1E (2006)

Table 4. Information sources for vinegar perception

N%)
Sexuality Major
Factor Total
Male Female Food Non-food
18(64.3)°  30484) 183)  47(603)
Parents 0P T (333) ) (22 8633
. 7050) 2655 6500)  23(295)

TVimemet — “qe 044 67 (@56 202
Bhaion 3107 1Y) SAL) 56 0
flecture (33) (19 656 (56 :

. 000)  348) 000) 338
Friends "9 (33) 00 (33 333)
W valie  2933(p=0402) 18711(p=0000)  90(100.0)
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0] 800%, ‘HE’°] 200%, ‘A& G g0l 00%Fth

N(%) P, Aol IE F A Alole gle A2 YEle
Sexuality Major W EA o] A 29 QIR E Wl v 2 TS U
P T e Rl Rl Noofod Joich 42 2 Az B2 X valuek 0.052(p=0.820),
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Dl Soop Cory S PRR e 2t QIR B0l & HRolA W I QA %I} YT
wrolr TR AQ] Wl A & BT QJAMsle] J3ke
L A1) 348) 2A67) 338 o Z Aoz Az :
Drinking "3} (33 ) 33 5(5.6) I = A =R
. 18(43) 36(58.1) 8667  46(59) : . R
Cooking 200) @00) 39) 51.0) 54(60.0) Table 5. The perception change in vinegar -
. 000) 000 000)  0(00) Sexuality Major
No intake (0.0) 0.0) 00 (0_0). 0(0.0) Factor ek — Food  Nonfood Total
2
x> value  0.716(p=0.699) 4.450(p=0.108) 90(100.0) 2(786)"  50806)  1IOLT)  61(782)
Very great o447 (555) 122 (618) 2800
. 5 A 6214)  12(194) 183  17018)
Alxofl &3t x4 &5 HiF Commomness “(67) (133) an  (gy 1800
TVEZ O3 A A 23l A% A F5 wE S 24}
3 A7} Table 49F 2t} 2] %o B3 A2 $5 w79 No effect 05883 0588 0288; 0%88; 000.0)
471 B FoN B o] 533%, W i QEY] ' : : :
X2 -value 1.178(p=0278)
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Vebgth A 2 dFel] WE - valuels 2.933(p=0.402),
18.711(p=0.000) Zz}z} yelydt}.

0.052(p=0.820) 90(100.0)
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Table 6. The perception change in vinegar purchase

N%)
Sexuality Major
Factor Total
Male Female Food  Non-food
UET) @S 1OLY) 6608
Very great - o672 " (556) 122 (e 1482

3107) 12094 183) 14179
Commotness (33 (133) (LD (15.6) 15(16.7)

136) 000 0(0.0) 1(1.3) (L)
(1.1) ©0) ©.0) (L) )

3.139(p=0.208) 90(100.0)

No effect

X2 -value 0.881(p=0.644)
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Table 7. The perception change in the choice of vinegar for
purchase

N(%)
Sexuality Major
Factor Total
Male  Female Food  Non-food
Brown rice  20(71. 4)” 41(66.1) 9(75) - 52(66.7) 61(67.8)
vinegar @27 @56  (100)  (578) :
. A1) 465 000) 617
Apple vinegar o0 uxy 00 67 86D

N 0(0.0) 0(0.0) 000) 000
Artificial vinegar 0.0) 00) 0.0) ©0) 00.0)

Pesimmon  6QL4) 17Q7.4) 325  20056)

vinegar 6) 8y (33 (@3 BB

X! -value 0.365(p=0.833) 1.031(p=0.597) 90(100.0)
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Table 8. The perception change in vinegar drink purchase
N(%)

Sexuality Major
Factor Total
Male  Female Food  Non-food

19(679) 43(694)  110L7) 51(65.4)

Vey geat o117 wisy (22) 67y OX689)
IR 19606  183)  210346)
Commomness —“foo" o1 ) 300 2 BCLD
000  000) 000 000
No effect 0.0 0.0) 0.0) 0.0) 0.0)
o valie 0.020(p=0.887) 3352p=006T)  90(100)
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Table 9. The perception change in vinegar ingestion efficacy
(%)

Sexuality Major
Factor Total
Male . Female Food Non-food

Constipation 000) 58.1 183) 4(5.1) 56.6)
improvement 0.0 (5.6) n 4.4 ’

Intestinal regulation Zgzg)) 1(11(;72)7) 2862)7) 1(61(3%)5) 1820.0)

20, 9(14.9) 00.0) 11(14.1)

it Q2 (100 00 (22 1122

. 19679) 3107 975 47(603)
Ratigerecovery "1 1y" "1ty 00 (22 DOMD

X" -value 4.378(p=0.357) 2.552(p=0.635) 90(100.0)
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Table 10. The perception change in the practical uses of vinegar

N%)
Sexuality Major
Factor Total
Male Female Food  Non-food
. 136 000)  000) 1(13)
Cooking @y 00 ©0 (LD 1A.1)
o u@EST) 46142 975 61(182)
Healthy drinks "¢ “51.1) 100 @78 079
. 166 7013 000)  8(103)
Aesthetics [y 7g) 0y g9y 69

Choran(Vinegar ~ 2(7.1) 9(14.5) 325  8(10.3) 1(L1)
egg) 22 (10.0) (33 89

X -value 4.694(p=0.196) 3248(p=0355)  90(100.0)
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747loﬂ I:Htﬂ— BAo] AA molx 3 9= AL & &= 9tk
X~ value:s 4.694(p=0.196), 3.248(p=0.355)Z z}z} 1}E}
pig=2

A3 A1Z (2006)

Table 11. The perception change in vinegar ingestion intent

N%)
Sexuality Major
Factor Total
Male Female Food  Non-food
26029) 51823)  1IOLT) 66(846)
Very great - "9 Tse7 (22 (13 86
00 006D 163 0D ey

Commomess "2y (i) (1) (122)

000) 116 000  1(13)
No effect (2).0)) ((1.1) (Em)) (LD) 1y

. 4.694(p=0.196)

X’ -value 3248(p=0.355) 90(100.0)
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Table 12, The perception change in the expected effects of
vinegar ingestion
N(%)

Sexuality Major
Factor Total
Male  Female Food  Non-food

Hypotensive effect ~ 16(57.1) 37(59.7) 9(75) 44(56.4) 53

Constipation
improvement/ 1035.7) 29(46.8)  5(41.7) 34(43.6) 39
Intestinal regulation
Diet 4(143)  18(29.0) ‘1(8.3) 21(269) 2

Hypoglycemic effect 12(42.9) 16(25.8) 325 25(32.1) 28

Common cold
prevention 3107 N(11.3) 0(0.0) 10(12.8) 10

Food poisoning
prevention 271 0(0.0) 000 2026 2

Fatigue-recovery  19(679) 52839)  110L7) 60(769) T
Flexibility improvement 4(143)  348)  0(00)  7090) 7
Osteoporosis prevention  14(50) 24(387)  7(583) 31307 38

270




o (o]
hrd =

£

TViHo] 229 AR x| vl FFE AR
ZAFE 3R 31.1%, AR 689% om 2w
AstAo] 13.3%, v)AF A8t 86.7%%Th TVE
AZA Az Bate] A& La 0] 33%, ‘2F &
9]e0] 80.0%, ‘A& R='o| 16.7%4t} 2 AR
Aol g 4 Asrt el Fo) 80.0%, ‘HE
20.0%, ‘A3 FF gl2’0] 00%ATE A, AP w2
A Apole e Aoz Ustkoy BEalgo] A%
o] QA= Wste] v 2 S YERAUT 03T} 2ol
TVEZOHE 2 Zo) g AAE # o} Fufel=],

A288 Bo) LT So AvkAQ W ol T
J wyoz 47w

d
2

o

O o R oo &

¥
ro

Ik

1. http://kin.naver.comyopen100/db_detail php?dlid=11&dir_id
=1113&eid=rpxpxct9v9 5/3IcDs+EaPTIB3-
GinyLJh&l_url= (fZwlA ] 7Hd)

2. Lee, J.W. and Lee, B.K. (1998) Examination about the
television’s role of nutrition education through content
analysis of nutrition-related programs. Korean J.
Community nutrition, 3, 642-654

3. o]=kA, Alw] ). (1999) =82 w4 o] S e = o]
ZAF AT FFAEFEIELRA, p39

4§15 (1999) &0l R BaS A dsaiA:
AR7sE AR 4G ARGUNI 1998 27 %t
3] 223, p17-21

5. Greenberg, B.S. (1974) Gratifications of television
viewing and their correlates for british children. In J.

Az vAe FEF

10.

11.
12.

13.

107

G. Blumler & E. Katz (Eds.), The uses of mass
communication: current perspectives on gratifications
research, p.71-92

Park, Y.S., Myung, C.O., Lee, K.W. and Nam, HW.
(2005) A study on the well-being related awareness and
dietary life pattern in urban housewives. Korean J. Food
Culture, 20, 574-583

. Lee, M.S. (2004) Looking at ‘well-being’ in the term

of lifestyle: healthy or trendy. Korean Living Science
Association, 13, 477-484

. Ha, Y.D. and Kim, K.S. (2000) Civilzation history of

vinegar. Food industry and nutrition, 5, 1-6

. Jeong, Y.J., Seo, J.H., Jung, S.H., Shin, S.R. and Kim,

K.S. (1998) The quality comparison of uncleaned rice
vinegar by two stages fermentation with commercial
uncleaned rice vinegar. Korean J. Postharvest Sci.
Technol., 5, 374-379

Moon, S.Y., Chung, H.C. and Yoon, H.N. (1997)
Comparative analysis of commercial vinegars in
physicochemical properties, minor components and
organoleptic tastes. Korean J. Food Sci. Technol., 29,
663-670

TR (1998) A Az Ay L EB/AL p35
http://www kbs.co.kr/1tv/sisa/health/index.html (A 25
Ao} w7

Sung, HI. and Chang, K.J. (2005) A survey on
self-reported health and eating habit of elite female
adolescent athletes in Incheon by sport type. J. Korean
Soc. Food Sci. Nutr., 34, 366-373

(BS 20053 119 234, A9 20061 1€ 27Y)



