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ARTICLE INFO ABSTRACT
Keywords: Most Korean (South Korean) cultural products, such as drama films, songs, fashion,
Indonesians, Korean Food, and food, are rising worldwide. The Korean Wave or Hallyu phenomenon shows how

Naive Bayes, Sentiment Analysis Korean culture is accepted by people all over the world. Social media has piqued the
interest of Indonesians, particularly young people, in Korean culture. The phenomenon
creates new business, especially for Korean food. Many Indonesians are curious to
try the food after watching Korean Dramas or Korean artists on social media. The
purpose of this study is to explore Indonesians’ perspective on Korean food through
social media platforms such as Twitter and YouTube. This research measures sentiment
analysis from an Indonesian perspective. The method uses the Naive Bayes algorithm
for data classification. The results show that Korean food has generated positive and
negative interest in Indonesia. It means the opportunity to start a Korean food business
in Indonesia is widely open. As a result, developing a culinary business based on the
thriving Korean culture may be a good opportunity.

INFO ARTIKEL ABSTRAK

Kata kunci: Sebagian besar produk budaya Korea (Korea Selatan) meningkat di seluruh dunia,
Orang Indonesia, Makanan seperti film drama, lagu, fashion, dan makanan. Budaya Korea diterima secara luas
Korean, Naive Bayes, Analisis oleh masyarakat dunia dan memunculkan fenomena Korean Wave atau Hallyu. Di
Sentimen Indonesia khususnya anak muda tertarik dengan budaya Korea, yaitu dari media sosial.

Fenomena tersebut menciptakan bisnis baru khususnya untuk makanan Korea. Banyak
orang Indonesia yang penasaran untuk mencoba makanan tersebut setelah menonton
Drama Korea atau artis Korea melakukan viog melalui media sosial mereka. Tujuan
penelitian ini adalah untuk mengetahui perspektif orang Indonesia terhadap makanan
Korea dari media sosial seperti Twitter dan YouTube. Penelitian ini mengukur analisis
sentimen dari perspektif Indonesia. Metode yang digunakan adalah algoritma Naive
Bayes untuk klasifikasi data. Hasil penelitian menunjukkan masyarakat Indonesia
memiliki minat positif dan negatif terhadap makanan Korea. Hal ini berarti peluang
untuk memulai bisnis makanan Korea di Indonesia terbuka lebar. Oleh karena itu, Hal
ini dapat menjadi peluang baik untuk mengembangkan bisnis kuliner berbasis budaya
Korea yang sedang booming.
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Introduction

Indonesia’s economic growth is experiencing rapid growth due to the large number of human resources
owned by Indonesia. GDP per capita increased from USD 700 in 2000 to USD 4,000 in 2020 (Kemenkeu,
2021). Indonesia is the largest market in ASEAN (Jeong & Choi, 2019). It has the most people, the most
land, and the most natural resources, so its economy is growing at a rate of 5% per year.

Indonesians’ higher incomes have led to more spending, which has led many foreign companies,
including South Korea, to enter the Indonesian market (Bappenas RI, 2021). The Indonesian people’s
enthusiasm for Korean products stems from the Korean wave, also known as Hallyu, which has influenced
people all over the world, beginning in Asia and spreading to America, Europe, and Africa (Pratiwi &
Wijayanto, 2014). Online media and social media like YouTube, Facebook, and Twitter are also making
Korean culture very popular in Indonesia (Simbar, 2016).

Many people worldwide come to learn about, know about, and love South Korean culture, ranging
from music, movies, and dramas to their unique drinks and food (Tjoe & Kim, 2016). Hallyu has become
more popular around the world, and people are becoming more interested in and fond of Korean culture.
This has led Indonesians to buy more Korean products, including Korean specialties (Jeong & Choi,
2019).

Indonesiais the fourth country that uses the most South Korean products. This includes transportation,
drugs, drinks, and food. Indonesia’s total production percentage is 53%, which i1s lower than Brazil’s
(54.4%). The percentage can be seen in Figure 1 (Lidwina, 2021). Because of this, the popularity index
for Korean culture in Indonesia is higher than in Japan, India, China, or Thailand. According to an
infographic from the Korea Herald, Indonesia is the Southeast Asian country with the most new Korean
restaurants opening (Shertina, 2021). It is also the fourth fastest growing country in the world. Indonesian
people’s strong interest in Korean food is inspired by the Korean artists they watch in dramas, films,
and soap operas. Furthermore, some of these phenomena are also influenced by the influencers who
taste Korean food (Patricia, 2021). Furthermore, the popularity of Korean contents, especially food, has
reached 52.5%, after Korean fashion and Korean music (Figure 2) (Adawiyah, 2019).
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Figure 1 Percentage the interested customer for Korean Products based on countries
(Source: Lidwina (2021))
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Figure 2 Popularity Korean content in Indonesia
(Source: Adawiyah (2019))

At this time, the food business will increase following the increasing purchasing power of the
people and the activity and mobility of a person, which cause the habit of eating outside the home
to increase. Non-traditional snacks are commonly seen in this modern era. Non-traditional snacks are
foods that are processed with modern tools. Therefore, the fast-paced, practical, and current development
of people’s lifestyles makes businesspeople interested in opening a culinary business to improve the
economy (Prasatya et al., 2018).

Gojek, as a start-up company, has shown many new businesses related to food and beverages.
Around 40% of culinary businesses are managed by young people, such as millennials and Z generations
(Genady & Michellita, 2021). According to the Association of Indonesian Food Service Companies
(APJI), the Indonesian culinary industry grew by 12.7% in 2018 and is expected to continue to grow
annually (Trihendrawan, 2019). The growth was influenced by culinary creativity and some innovations.
Changes in taste and food safety, as well as changes in digital technology, will be led by education and
training. This situation makes the culinary sector pay more attention to the government (Untari, 2019).
The rapid growth of social media, such as Twitter and YouTube, has raised public perceptions of
the emergence of South Korean specialties in Indonesia (Kamhar & Lestari, 2019). One of the typical
South Korean foods is tteok, or rice cakes, in the shape of a long, dense cylinder made of rice flour. Tteok
is made by steaming rice flour and adding other additives. Fusion food is food that combines spices, in-
gredients, and techniques to combine foods from one region with another to create new flavors and char-
acteristics in terms of taste, color, aroma, and texture. The type of fusion food used is regional fusion, a
combination of cuisines from various countries that are still on one continent (Juliana et al., 2021). Based
on comments or responses from the public, the fast flow of information, especially on social media, can
be used as a way to measure market trends (Rahmi, 2021). Therefore, sentiment analysis is used to mea-
sure this phenomenon.
Sentiment analysis is a process for classifying and determining the polarity of a text in
a document or sentence so that it makes it easier for someone to determine its category as positive,
negative, or neutral (Ardhiansyah et al., 2019). Sentiment analysis is often used to see and determine the
perceptions made by the public on various social networks such as Google, YouTube, Twitter, Instagram,
and Facebook (Franklin, 2019). Sentiment analysis can be equated with opinion mining because its
task is to focus on comparing positive or negative opinions (Saputra et al., 2019). In sentiment analysis,
data collection is done by analyzing, processing, and extracting textual data about an entity, such as
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services, products, people, phenomena, or topics, from certain trends (Liu, 2012). Likewise, Tokopedia
uses sentiment analysis to improve the value of information by turning customers’ views and opinions
into criticism, suggestions, and recommendations (Pajri et al., 2020). This makes the services they offer
more satisfying to their customers. Furthermore, sentiment analysis is used to help companies know
public perceptions and opinions when assessing a product that they make and sell through social media
(Indrayuni, 2017).

Therefore, a study was needed to capture the enthusiasm and interest of the Indonesian people
toward Korean food by analyzing public sentiment. This study analyzes sentiment by classifying opinions,
perceptions, and reviews as positive or negative. The reviews will help new food entrepreneurs analyze
the market, especially South Korean food trends, which can be used as new business opportunities
(Indrayuni, 2017). Considering that Indonesia is a Muslim-majority country, people tend to intend to buy
food based on religion and concern for halal food labels, especially the millennial generation (Astuti &
Asih, 2021).

Method

This study used the Naive Bayes algorithm for data classification. The data used were generated from
Twitter and YouTube from 2020 to 2021, including 700 comments, opinions, and reviews from Twitter
and YouTube using Rapid Miner software. Naive Bayes is a method used to classify data in sentiment
analysis using text mining. This method has the potential to improve classification accuracy and data
computation. Naive Bayes 1s a method for classifying data that is often used when mining data, especially
on Twitter and YouTube (Samsir et al., 2021). The Naive Bayes method can predict the probability of
membership in a data class; each attribute in a data set is separate or independent (Rahmi, 2021). In
addition, processing and classifying data that can be adjusted to their nature and needs makes it very easy
for business actors to analyze market demands and determine customer satisfaction levels (Gunawan et
al., 2018). There were many stages to classify the data, including data retrieval, preprocessing, feature
extraction, classification using Naive Bayes, and concluding. The stages of this study can be seen in
Figure 1 (Iskandar & Nataliani, 2021).

Naive Bayes

Feature Extraction Classification

Data retrieval

h 4

h 4

h 4

Preprocessing Decision-making

Figure 3 The Process of Stages in Research
(Source: processed data)

Figure 3 depicts the stages of this study. Data collection is a technique to gain data from Twitter
and YouTube (Salsabila & Trianasari, 2021). The following step was preprocessing, which means that
the data was cleaned of irrelevant information. The preprocessing stage included data cleaning, filtering,
case folding, tokenizing, and stemming. As part of the feature extraction stage, the cleaned data were
assigned a value for each word or vector using the term frequency-inverse document frequency (TF-IDF)
calculation.

Moreover, the Naive Bayes algorithm was used at the classification stage to test and evaluate
the data to gain sentiment results. The final step was to draw the conclusion after checking the level of
accuracy obtained. The data classification stage using the Naive Bayes algorithm can be seen in Figure 4.
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Figure 4 Classification Model using Naive Bayes Algorithm
(Source: processed data)

Results and Discussion
Results

The results of the sentiment classification can be seen in Table I. Table I displays the number of data points
with positive categories that were identified as true positives: 278. The amount of data with negative types
detected as true positives was 147. Also, 55 positive category data points were seen as true negatives, and
216 negative category data points were seen as true positives. All the information came from Twitter and
YouTube comments, reviews, opinions, and perceptions.

This study’s accuracy value is 70.97%, which means the model is entirely accurate. The precision
value is 83.48%, which means the model level is exact in predicting positive or negative words or
sentences. Furthermore, the recall number is 65.41%. It indicates that the sensitivity level of the model’s
prediction is entirely accurate.

Table I Confusion Matrix Model for Naive Bayes Algorithm

Variable True Positive True Negative
Positive Prediction 278 55
Negative Prediction 147 216
Accuracy 70.97%
Precision 83.48%
Recall 65.41%

(Source: processed data)

Table II Sentiment Classification Result

Text Sentiment

Better go to Thailand and Korea want to try the street food Negative
Snacks Korean pentol, tofu, and cuttlefish if street food is the best Positive
I want to eat korean food Positive
I want to add more but my stomach is not enough I feel like all you can eat at your place Negative
you can take as much as you want wkwk

There’s a Korean food festival, so I want to eat it with my friend, it’s okay Positive
I want to eat Korean food, but I don’t have money Negative

(Source: processed data)

Table II shows that the Naive Bayes algorithm used to classify sentiments gave two results:
positive and negative. Positive means there is a good response from Indonesians toward Korean food,
and negative means vice versa. Positive shows statements like “I want to eat Korean food,” and negative
shows statements like “I want to eat Korean food, but I don’t have money.”
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Table III Positive Result Modeling Topic

Positive Texts

There is Get Over Here
Younger brother Content
Good Korea
Jajangmyeon K-poppers
Honest Culinary
Miss Customer
Curry Eat
Love Public
Out of Stock Pick up
There Try

(Source: processed data)

Table III shows that Indonesians (netizens) have a positive reaction towards Korean food on
Twitter and YouTube. The comments are younger brother, good, jajangmyeon, honest, miss, culinary,
customer, eat, public, pick up, and try.

there G try
out of stock . pick up ——
love I public I
curry I eat I
miss I customer I
honest IEE——— culinary | IEE—
jajangmyeon EEE— [@=fe) kpopers E—)
Good I korea I
Younger brother I content I
There is I t over here I
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() (b)

Figure S Positive Result Modeling Topic
(Source: processed data)

Figure 5 depicts two positive topics of impressions or comments that Twitter and YouTube users
often use. The first impression shows that Indonesians like it. They want to eat it again, most of them
are curious to try it, and they are afraid if the products run out (Figure 5(a)). Furthermore, the second
impression shows that Indonesians are starting to love and learn about Korean food due to K-pop, Korean
dramas, and other Korean cultures (Figure 5(b)).
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Table IV Negative Result Modeling Topic

Negative Texts
Do not Want Alcohol
Acidity Drunk
Saltiness mushy
Most Strange
Spiciness Not Good
Choking Pork
Hungry Bored
Sour no
Salty Fail
Expensive Regret it

(Source: processed data)

Table IV shows the classification results of negative words in Indonesian. There are, Don’t Want,
Acidity, Saltiness, Most, Spiciness, Choking, Hungry, Sour, Salty, Expensive, Alcohol, Drunk, mushy,
Strange, Not Good, Pork, Bored, no, Fail, and Regret it.

expensive I Fegretit
salty I fail  —————
sour I no I
hungry bored I
choking | — pig =
spiciness I carcass N
most I strange |
saltiness EE—————— mushy  EE——
s o drunk
aCidlty EP=—i———i
alcohol  n—
donot want I
0 0,02 0,04 0,06 0,08
0 0,02 0,04 0,06 0,08 0,1
(a) (b)

Figure 6 Negative Result Modeling Topic
(Source: processed data)

Figure 6 depicts there are two negative topics of conversation. First, most Indonesians dislike the
food because of the flavors and price (Figure 6(a)). The second is about food content issues such as pork
and alcohol and the texture (Figure 6(b)).

Word Cloud

Word cloud is a visualization of data with different sizes. The bigger and bolder the word, the more
frequent the data is mentioned and necessary (Krum, 2013). The word cloud is depicted in Figure 5.

343



Jurnal Sosioteknologi | Volume 21, No. 3, Desember 2022

customer ] )
honest 0 § spiciness
jajangmyeon g Q
h = 0
= . g - MuUshy ¢ 2
R g E : 1€ 4
e £ 0 0 E & ' :
F=n T4 e 0 4
3 0 L -
2 content ! g @
3 < choking = 0
‘
(a) (b)

Figure 7 Word Cloud Positive (a) and Negative (b)
(Source: processed data)

Figure 7(a) represents the positive word associated with feelings of love, pleasure, and happiness
towards entering Korean Indonesia. Because there are so many Korean foods in Indonesia, Figure 7(b)
shows that negative comments are often linked to disappointment, sadness, and anger.

Moreover, these words can help people who will open Korean food stalls compose copywriting for
their media promotions and advertisements. It shows that the Korean Wave presents a significant cultural
experience for young Indonesians and creative industries in the country (Ri’aeni, 2019).

The Korean food business opportunity in Indonesia looks quite promising. Most MSMEs in
Indonesia currently promote Korean street food such as Tteokbokki, Hweori Gamja or Kentang Tornado,
Hottang, Corndog, and Korean-style seafood meatballs. It is due to Korean culture spreading in Indonesia
through K-drama and K-pop. People who often watch K-drama or follow K-pop idol variety shows are
concerned and want to try Korean food. Therefore, similar to the Korean wave phenomenon around the
world, the opportunity for the Korean food business will grow in Indonesia.

Also, because most people in Indonesia are Muslims, Korean food must meet the halal requirements.
Some people in the culinary industry modify Korean food ingredients, such as alcohol, with other
ingredients to keep halal standards (Astuti & Asih, 2021). In Indonesia, finding halal food is not difficult.
The majority of Indonesian people focus on high-quality hygiene products. Therefore, to maintain the
culinary industry’s existence, it must be adapted to the tastes mostly in demand by the Indonesian people
(Susilawati et al., 2019).

Conclusion

This study aims to determine the opinions and responses of the Indonesian people to Korean food and
whether the reactions are positive or negative. Positively, this study demonstrates excellent public
responses to and impressions of Korean food. Furthermore, some Indonesian foods have a negative
reputation due to taste or the halal standard. The recommendation of this research is to engage new
entrepreneurs to open Korean restaurants. It also gives them new perspectives to improve and create
innovations toward positive and negative impressions of Korean food.

Future research can be done by expanding non-Indonesian food to gain a new perspective on and
comparison with Indonesian food. The comparison will strengthen Indonesia’s bargain food position
toward the others.
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