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Abstract

This study is intended to investigate the wine consumers’ reason of drinking and purchasing behavior according to their
product involvement. Questionnaires were obtained from wine consumers at wine retailer stores. Trained researchers for this
particular study conducted survey and finally 230 questionnaires were analyzed using SPSS package program(v.12.0). The
subjects were categorized three different groupsthigh, medium, and low) based on their wine involvement. The further analysis
showed that differences in reasons of wine drinking and purchasing behavior according to their involvement levels, and the
characteristics of three segments were summarized at the end of the results. Consumers in high involvement drink wine mainly
because they wanted to enjoy various wine experiences and have abundant knowledge for wine. Consumers in medium and low
involvement would like to drink due to enjoyment of wine drinking. Expenses of purchasing, quantity and frequency of wine
purchasing, country of origin, and sources for wine information showed differences among three consumer groups, but
differences were not presented in type of wines and purchasing place by consumers’ wine involvement.
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ofelo] o] EAHOoR =old 22 19749 SHElY
20| LB}l 1976 FHTe upgelo] AAMEHA
HEoltHKim 1997). 1980 diole H43F AAAAES
Hlgto 2 ofAloh Al Y T HAA PAE A=
A ol vt F& L, 1990t o= 1980d ) ol
o] ol 2FoIA|AFe] Ao R el f=¢etelo] WS o
ek, QBlor|E ZomA FEPAT, 2 A4 dE
A ZAAE A0 oRIIrt 1ES] S, €]l
o A3} Ao v RUAmo] zhZojof dF W79l
A2 A EHUHBng & Cho 2001). 2000 ddel=
FTA AZAR= ol A4k lo] W 7o =9 =HA
okelo) tiF a7} o] Foix|7] A|F et 53t & Hrhe A
AT Hof gt M7t wobA|a, 717 A FFHQ An|R}
o] ojelA s Bo] dFFod ol art A&H 08 Fuy]
T itk ol o] FER AUl S-autEke] elaH]= of
A BARQ tF3lr) o] Fojz)7] ojHdol e W 4R}
=9] 7o) 25T tH(Kim 20086).

o]2gt AnjzE2] efelel tigh It FHA, AIAA

of that MEE FAZ FI e Ff AFolA= o
Aoz 4772 okol Av2LE EReta Ut eRIHE
7}, 9elofj a7t eplzHEA} FEoldt o2 LRI E S
I(Bang & Jeon 2005), Ev AHETL, 2Rleiw 7}

ofele-grt 9olxHA o2 UR7E FHKo &
Jeong 2006). ¥HH 9]=o] A4AEL RIAIAS 92l
A E7Hconnoisseurs), o E 7t (aspirational
drinkers), 2+¢1&-8&7Hbeverage wine consumers), 2
o122 A (new wine drinkers) 522 EFIAY
(McKinna 1986), ol&lgt 4 7} F@ oA 287t
(beverage wine consumers)t4l &% LrfA}(cask
or bag-in—the box wine drinkers)& ¥7|% %ttt
(Spawton 1991), 18y} o] t)-&8F Fujt= Fujete]zt
Holuf Fo|ife] xfo|2 A o] g FE AT Hol=
Arol oy g 2o Ql Eolgh= 2| A o] ¢t (Thomas
& Pickering 2003).

Hall & Winchester(1999)+ Spawton(1991)¢] 47}%]
o A3 slo] 9l¢l xR A (new wine drinkers) Al
Fet=t Zth(enjoyment—oriented segment)E& Y
o}, o]&2 oIS MEA detHA E7]= d-2olE0lH.
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gtol ZAet T} AAste] Bruwer 5(2002)2 5 7HA]
Foz ERstct. FHEEF AFAH dALH A
(enjoyment—oriented social wine drinkers), #j41/°]
o)) &=F 9FQlAH]RHfashion—image—oriented wine
drinkers), @4&F 2loiyol(ritual-oriented
conspicuous wine enthusiasts), EUA| ¥ 0]
o e}elaH| A (purposeful inconspicuous premium
wine drinkers), ®Ql%® A} (basic wine drinkers) &
o] ZZolch, eflau|z}e Lo F-S FAsto] Fufsks
71202 A% T (light purchaser), S7FEoizt
(medium purchaser), ¥ A (heavy purchaser)
9] 3712 FE L2 AAE AlE3tel7| = gtH(Thomas &
Pickering 2003).

Lockshin $(1997)2 A& -“—_1'01 , BT Jiuj
T o A 712 & X0 E o] '5P°4 oFel Al
57 A2 AE3etct, &, gutEl ndte] fLuixtg
=& 7H7k8E Rt (choosy buyer), B Edj= 24
Aol &3E A :r"UHX}(brand conscious, but
hate to shop), T2 7}Z 0] e 9loj& AT Lujdl=
F3o] FuiAH(uninvolved shopper) A B A oLt
AutAQl ol g o] gt v A rtAo] B2 o}l
TFjsts 7 A= 28E EoFs ZulE 7bd ol
X}(interested shopper), &lof tigt A EHA == of$-

o}, Hli=el Fofof tisfils ok TS Holx
}“: Adoz Ao Fuzt(azy involved shopper)9
oAl 7R & FESE T Bz g AiQlel ofH A
v thdell el ago] Bad, 7hx], wAle 7]zl 7t
AL Q= AZE BAAYE T (Zaichkowsky 1985).
Tl = ufstEe A, BHE Jjn Fuise] o Z}

A7b opd=t aAE gis) Au|A; AQle] Rojse F
dojut AL Jrolt}, & EA AZolA] zhFof HF
o] Az+el Nl %9—“0]"} WY g gttt B
A7t =& ©f AHRE AFY AMES 53 e 2
stota AAE S48 w8 7Hx| 1 YFet, kA
J_jv,]-o:]/\al;(].l— SEHow ARE = —]._,—1 Enpeii
(Lim 5 2006). ¥AEE &%sl= A2 AEZPor,
Hiego e Fuj#eze 37127t AgHtHLockshin
S 1997). ‘jEH‘:J*OqE" A& T HollA EHEE A
gt d 23S e Zolng AERdre: tdarg, ¢
ol es APl zol §ALSEI(Bergadaa 5 1995),
AlFdo|zof vje] Aoyt Fgo] o] WA Yt}
Ao ol ArAA Aol diF duit F83% ou|E
Folgta, ol Fx FRFE ik st= Zlo|o}, EEE
Lockshin 5(2001)2 ZifAet 59 2o -S 77
ofFujz}, Aol fufA R AlESErcE, T Fu R
HAe, Lol gt Al ghEof PAE 7hA|E Bk,
Aol o b= 7HEA T} A2 st vl

HMBZO=0l 28 AR/JUAE MESH 615

Quester & Smart(1996)= QIFEAT A H4el 9f9l
Ael&Ad 59 Bleg AHESHe] ol mrt 48| ol
mjofl ol JekS Hostqict ghd Holx9f f&Eof ot
2} 4u|Ap7t olAlEhs ool FAE Apo]7} glFo] B
547;”4 neiAutE A2 FEE AE AR A
S opQle] AW TLo| AMESIT) o]&2 £¢le) FAES 7
BHo g Jfdsste Aol o, ol F4E 7H4
o= %7}0}7] Hote AuArs 23H4 w7 e uket H7t
3= AL Holth HToliu|Rs AT} AR ZA
< %7 PEF"’ 7HE3 4 FYUART. S LRt
N AH| e} AP LBRLe] BEAS A9 Bol=H],
Frojan| et 22 HFA A ML glon ATois
v zpel Zoj A &9 glﬂ% Ak ofele] F4E Bt
3he o 7HES vlnA 24 4] %=t Charters &
Pettigrew 2006).

B Aol M ekl gt AnAte] 4lo] 53k
Ue A TAEE =2 g AFARSY] BRa/do]
ASS AABIL XY AESHE Almstgint, & AT
oA AHEE HFoje= MY AT (Zaichkowsky 1985;
Quester & Smart 1996; Lockshin & 1997, 2001;
Charters & Pettigrew 2006; Lim % 2006)01]*1 A
w2 oojg {39 T FoA efle] gt HFHoiR
Jata, dolx fEHE SRF7I AUy s Afol7t
UE=AE E43gith oldst Ay dat= MY AR ol
sl A1 s AW ARAAA A &l npAEEo] &

v zto] gk o3& EiE oiAlY HEE Sste ¥ =
o] 2 AL & 7yttt

=

I3

i:l

INCEREE

aAske ek, E g,
VAR 5 =, 9kl Aulrt A4 FEstel g 7
7Pg QubEel dohd Fefe] ool mof Ahdo] X
Foshs 245 AYOE Sk 2AE 9
& e ZAAE] 20064 89 29%E 84 10
gt

bé

_I?’.‘
rlo
PN

Rste] HEEAE

2. ZTAILHE L e

2 A7 dEAs 47K RESE At A+
AT E4& SAs7IH 683, ol A4S
A T, TlEE EFE AT T2, o9 & 57
A4S AT 308 5 F 50822 A, Ty
Z9ol £H4& YAl Zaichkowsky(1985)¢] PII
(Personal Involvement Inventory) HLZoJA <2ju|7}
FEE= FEES Aty B Ao HEgst
T7HA] FEoR At AEA = 24288 ¢33
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of F8512] &2 1275 A Qe 23055 Ao,
#%JFJ ARE HEA4317] Y= SPSS 12.0 H7IAE
-8kt

>

A& AHgssct, el A48 912l
& ez PR w9 AR A4
qow, 7+ 2909 FEE gho] WHYBAS Fobr7]
£l
7,

_>L
Q

ronbach a & ©|-&3Fct,
T 8E 5ol thsto] Tojof uf
dotE 7] $sjA= ANOVA £4
Duncan®| AtS-H5S OIQ“OP":“E}
A7, AEAH 9 eRRIFR
squarettAlZ o|8-sto] ZNE Hli’-

mlrUOkﬂ:lEPJL:%uEz

A77L Y 2%

1. EAMHARES] UHHE Atgt

(Table 1o Weht Slol, & A7-e] XA &
g3t 23089 QA4 A 542 A4R(52.6%)7F EA
(47.4%)ET} o7k o werod nlEAH61.3%)7F 71ER
(38.7%)°l w3l o Wttt A== 2097} 51.3%2A]

30tH(30.4%), 40th(11.3%)7F 1
ETE HoFE1 %0111 1‘44*01“0] 59. G%E ok

Jo] z}z} 36.5%%F 392.2% H%oﬂﬁ %% Hl%%
Hol1 9lolx, ¥%F ﬁ:EE 1oo~300U+°J(46 5%) 3},
300~5009H4(31.7%)oll A 70%014 0] B3 913l

3:2 Ji to Az
OJ

3:

o} 14| & EH?‘f Frolof wa} epQlan]xte] tulgYE
ofi7] 9fs WA 2Rl anvAE B
’3}0”4' Aged-tosl= BAe s
TAH HFHE FE5k A3}
AW (Lockshin & 1997), Z¥o], AW F Ato 2
FHE 7= 5 o ( Quester 1996, Lockshin &
2001), 1o, F@o], Ao A Jdorm fLESIY] &
/\“3]-7]5 A H(Charters & Pettigrew 20086),

2 Ao AR 7t WEeE A4t A2t
2L w4 &A 2As gl K-AFHS Agstol,
Charters & Pettigrew(2006)7} W& ZAAH 1L@elh
8] ZH(n=56), F3o]ab|2Hn=130), AEo]iH|ZHn=44)
o2 FESYY SR B AL AAZe
XVIFOV\H]X}E EFEojof & AanjatEo] A4 o] £

=4 SHe o] e AR S5 & &

<Table 1> General characteristics of the subjects (n=230)
ategory Variables Frequency(%0) Category Variables Frequency(%6)
Gender Male 109(47.9) Marriage Married 89(38.7)
Female 121(52.6) Single 141(61.3)
20~29 years 118(51.3) High school diploma 209(12.6)
30~39 years 70(30.4) Student 39(17.0)
Age 40~49 years 26(11.3) Education College degree 41(17.8)
50~59 years 13(5.7) University degree 101(43.9)
Over 60 years 3(1.3) Graduate School < 20(8.7)
Student 39(17.0) <1,000,000 17G7.4)
Salaried man 84(36.5) Monthly 1,000,000~<3,000,000 107(46.5)
Occupation Professional 74(32.2) IncomeC#) 3,000,000~<5,000,000 73(31.7)
Private Business 1774 5,000,000 < 33(14.3)
Housewife 16(7.0)
<Table 2> Classification of subjects by wine involvement
Variables High(n=56) (mean +SD) Medium(n=130) (mean+SD) Low(n=44) (mean £ SD)
I have a strong interest in wine, 432+0.51 3.32+£0.60 2.45+0.76
Wine is very important to me, 4.14%+0.05 3.15+0.47 2.27+0.69
Wine is meaningful to me. 4.184+0.61 2.99+0.49 2.05+0.61
Wine is of great appeal to me. 4461055 3.58+0.60 239+0.75
Wine is valuable to me. 4.3410.55 3.251+0.53 207055
Wine is useful to me. 4.27+40.49 3.42:+0.57 2.45+0.73
Wine is necessary for me. 4.231+0.57 3.24+0.55 2.23+0.68
Total 4.28+0.56 3.2810.54 2.27+0.68
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<Table 3> Demographic distribution of subjects by wine involvement

Factor Category High(n=56) Medium(n=130) Low(n=44) x2 df p-value
Male 26(46.4%6) 61(46.9%) 22(50.0%)
Gender Female 30(53.6%) 69(53.19%) 22(50.0%) 0.152 2 927
20~29 years 22(39.3%) 87(51.5%) 29(65.9%)
Age 30~39 years 20(35.7%) 40(30.8%) 10(22.7%) 7.346 4 119
40 years< 14(25.09%) 23(17.7%) 5(11.4%)
Salaried man 18(32.1%) 48(36.9%) 18(40.9%)
Occupation Professional 27(48.2%) 48(36.9%) 15(34.1%) 2851 4 .583
Others 11(19.6%) 34(26.2%) 11(25.0%)
. Married 25(44.6%) 53(40.8%) 11(25.0%)
Marriage Single 31(55.4%) 77(59.29%) BIsoy 2 103
. <4-year University 23(41.1%) 64(49.2%) 22(50.09%) -
Education 4-year University < 33(58.990) 66(50.8%) 22(50.0%) 1184 § !
Monthly <3,000,000 43(76.8%) 115(88.5%) 39(88.6%) 4736 5 094
income 3,000,000< 13(23.29%) 15(11.5%) 5(11.4%) ' )
o MBZAA STA Hole 2415} Ayl ol ALE - WHABA - EAL - HESE B9
BEdFgS vz ol s (Table 2= & Ao 71 - Eicindy o2 YuEsith 7 a9l Wk Al
Holg Sl TnjEe) Slolso] B2 B ATE 4] % 1 UehhE Cronbach atte ZF 0.6 0402 ]
AL glek, 2 4 Qo] B RO et
ojef Zro] HgH i F - A 3749 A= 2 & oo @2 S8§5719 AolE dop ARl
ArsAL 225 %‘OPH A= (Table ol AAIE v & - AR A - 275 9 37) 2olH e $AHLR
o P ATl AT HolXSol A AT p(0,059 & Felet Mol Y= AL Uepton), tuix A7/
T A gfltol o] whebx] A AY, A, A, S5 THRE BN e my of disids F
a9, 4So] miste] BAHCR Rejst Aok uen  AMQl Aol wolw A erok), nelul 2o o}
o

oot IEu AR 45 &8 FojA o= Hd 7t

o Utehub= thazbel po| 2 el B mTho] Ftho|
M 20~30U7} 75.0%2 4 thpE AAsHal 9
o oA 20~30H7} 82.3%5 2HA|EtL
o] kol A= 20907} 65.9%5 2FA|EFL Q) =
AU olEs Adbe A oM SRIAE Bz ER
o5t Zpo|7} Lfep oL} AHoA s ofF Y Ao]E ¥
g 4 Y Quester & Smart(1996)2] A LA}
Tha Atol & Hol|i Qi)

L5NAE - F - A 37MY Tole Huoi] mE
300%HY mlgk 150 AR ez BlFo] A UEEY, 1
oy Yoo A 300 ol4dol 23.2%% thE Ztho

BB o =A UEHT SEME SAYoR o
Sk Zpol & Hola QlA] gFgren Al HuollA vl nE
TEE BoFT 99l
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o
o
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Dlo 20

<]

3. oo m2
1) 212457
olan|}E Frodrof mhel AR gste] o4l S8-57)

£ mpobaty] sl & oA o]-&H ofel S

559 digte] WA AR E A o =

(Table 4yl AAE o] otk a2 4e] Aat FAdYE

< 64.6%019eH 7719 a9, = A : ]

ol TojHS

AA I} ‘A A A o] o2 QA& o] Wktt, o]
£ IHALHREL o] dist st AFE Yst
AR AAg Fold= &7} 7hsty eFelate] Ab3) 3
A Alof €1 ukAl= Zo] H3siria ’%‘7-}3}1 ES
oFQle] &-§-o] z}p7] olu]Ajoff gh=rir fdsh= Fhola}
I AT = 9, FHojan)At £ 9SS O]
‘EAL T RIAY o £0=2 YetHT o] Jut
A& = EASE 43 AHH0R el gt
I RS Aozt e £37F ole 222 sj4E =
ot Ao anzr #& EAE A H A 9 adl
w02 vehged], eRRlE e EASE =73, A3
A A E Q1S 580k Yol & 4=

oz =3I 771K 491457 89 Z_Poﬂ Zol 7t
A=AE Lol 7] Yl @=0.059] §-94=Z A Duncan
test& AAIsH Axb= (Table 5yl AA o] et 99l
AR o = - F - A 374 Bm £F 7o A
2 Aozt e Ao vega ALE Y TA o=
Troieb Ao] b AToiet 23] Ttof= Zpol7t QLA
o, Aaoiet Zho] (o= xfol7t 0“: AL & eyt
EAZ aRloe myoiel Ao 7 ool Fike]
Zolle zpol7h ARG, Aoiet F3of Tholl= Afol7} 1t
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<Table 4> Factor analysis on reasons of wine drinking

Factors Variables Factor Figen Yalue O/(,’ of  Cronbach
loading  variance a
To learn about wine 0.803
To improve wine knowledge and specialty 0.753
To experience of wine culture 0.697
Experience of wine  To experience of new alcoholic beverage 0.667 8.99 29.9 0.85
To experience of new wine product 0.625
To experience of high level of wine 0.615
Wine is more elegant than other alcoholic beverage 0.510
Wine is healthful beverage rather than alcoholic beverage 0.707
To feel exotic mood 0.660
To help to enjoy sound life for drinking 0.616
Health/Well drinking Due to the usefulness for health 0.573 2.60 386 0.82
To learn manners for drinking wine 0.567
Due to good information of wine from mass media 0.546
Wine is appropriate for moderate drinking 0.514
Wine is suitable for business hospitality 0.880
. , Wine is helpful for harmonious human relation 0.777
Social refation Wine is suitI;ble for drinking with friends or colleagues 0.698 215 58 080
Wine drinking is suitable for my image 0.468
Drinking wine chosen for myself is enjoyable 0.720
Enjoyment To overcome fatigue 0.591 2.14 529 0.77
Wine drinking is more exciting than drinking other alcoholic beverage  0.543
Wine is suitable for food during meal time 0.819
Home drinking Due to wine drinking, it's enjoyable during meal time 0.756 1.30 57.3 0.78
Wine is suitable to drink with family members 0.609
To enjoy drinking wine itself 0.744
Mood To enjoy mood of drinking wine 0.742 1.15 61.1 0.62
Wine drinking provides great satisfaction 0.453
o Due to recommendations by the acquaintances 0.854
Imitation Due to increasing wine drinking by the acquaintances 0.797 105 646 082
<Table 5> Reason of drinking by wine involvement
Factors of wine drinking ~ High(n=56) (mean+SD) Medium(n=130) (mean+SD) Low(n=44) (mean=+SD) F value p-value
Experience of wine 3.421+1.082 3.09+0.91b 2.75+£0.92¢ 24.266 .000**
Health/Well drinking 3.551£0.98 3.42+0.81 3.07£087 0.831 437
Social relation 3.48+0.982 3.15+0.88¢ 2.69+0.92¢ 5.426 005*
Enjoyment 3.57+1.03¢ 3.05+0912 256£0.932 16.477 .000%**
Home drinking 3.55+1.04 3.25+0.88 2.851£0.98 0.302 740
Mood 3.9910.88 3.64+074 3.25+£0.75 0.419 658
Imitation 2.90+0.97 3.13+0.78 2.85+0.86 0.179 836
“ p<0.01, ** p<0.001
a, b, ¢: Results of Post Hoc using Duncan Multiple Range Test
2) oIl E)E 7b Rgas 139 Fuju]go] ¥al HhE dokTvh &
oRlaulzte] FofjeiFol et Toj= AojE Ao A #5139 Fujd]go] =A debgoh 139 FriH&

Fuju]g Fof3lgr FuEeAe BAHLE F% A
o] "o} TojAa(x2=11,016, df=6)°] tHajA= &
ojo] HJIFS whx] oIttt (Table 6)+= RAMCAIALY
otolTto mof wh 13] epQltofu]g T 370 Sk &
g, 13] ofQltufst, Fuj il Yot AolE
A5t A3tE Ve Qi

Foju] g2 oo met fogh x|zt lrh, o=

—

~30He] AL ABALHI A= 43.2%, FELH|R=
33.8%, LW AB|AHE 12, 5%2 UERGIL, 139 FLujH]
£ 79H oAk A9 AT L= 2.3%, FHO A
Z}2] 12.3%, 1P AU R} FoA| A= 37 5%2 UEFSETE
okl FujSleE Hojof wah {83k Aozt ol
urebstth, #2370 Bt &l FuisleE A% ¥
EojA 33 vlgte] 9 Ao An A= 95,5%, FHL

adn



<Table 6> Wine purchasing behavior

HBSLO=0l 248t AAAZ MEEE 619

Category High(n=56) Medium(n=130)  Low(n=44) x2 df p-value
10,000~ < 30,000 7(12.5%) 44(33.8%) 19(43.2%)
Expenses(¥)/1 time 30,000~ < 70,000 28(50.0%) 70(53.8%) 24(54.5%) 30.618 4 .000™*
270,000 21(37.5%) 16(12.3%) 1(2.3%)
. <3 times/3months 20(35.790) 98(75.4%) 42(95.5%) -
Purchasing frequency 5 3imes/3months 3664300 32024.6%) 2wisw Oz O
# of bottles per wine 1~-2 bottle/purchasing  30(53.6%) 109(83.8%) 42(95.5%) 30,512 ) 000°*
purchasing >3 bottle/purchasing  26(46.4%) 21(16.2%) 2(4.5%) ' '
Department store 11(19.6%) 24(18.5%) 14(31.8%)
Places for wine Discount Store 16(28.6%) 57(43.8%) 13(29.5%) 11.016 6 088
purchasing Wine specialty shop 26(46.4%) 40(30.8%) 12(27.3%) ' ’
Supermarket 3(5.4%) 9(6.9%) 5(11.4%)
 5<0.001
<Table 7> Preference on country of origin/source of information/type of wine
Country High(n=56) Medium(n=130)  Low(n=44) xZ df p-value
France 8(14.3%) 39(30.0%) 20(45.5%)
Italia 5(8.9%) 12(9.2%) 4(9.1%)
Germany 2(3.6%) 4(3.1%) 12.3%)
. USA. 23.6%) 10(7.7%) 204.5%) )
Country of origin Chile 16(28.6%) 32024.6%) nesee 046 W03
Australia 9(16.1%) 15(11.5%) 2(4.5%)
Korea 0(0.0%) 7(5.4%) 1(2.3%)
Others 14(25.0%) 11(8.5%) 3(6.8%)
Mass media 2(3.6%) 7(5.4%) 5(11.4%)
Internet 12(21.4%) 43(33.1%) 13(29.5%)
Wine company 4(7.19%) 3(2.3%) 0(0.0%)
Source of information Retail store 3(5.4%) 25(19.2%) 7(15.9%) 27.151 12 007**
Wine magazine 9(16.1%) 12(9.2%) 1(2.3%)
Neighbor 25(44.6%) 37(28.5%) 14(31.8%)
Others 1(1.8%) 3(2.3%) 4(9.1%)
Red 45(80.4%) 94(72.3%) 30(68.29%)
. White 9(16.1%) 18(13.8%) 3(18.2%)
T
ype of wine Rose 101.8%) 8(6.29) 2(4.5%) >:207 6 18
Sparkling 1(1.8%) 10(7.79%) 4(9.1%)
* p<0.05, *p<0.01
WA 75.4%, TRolAu|AbE 35.79%F ekl v 33 Bolaulx 2o] A9 WY, nuoiLvA 2o A9
o1gel He ABelzuAL 4.5%, FRALUAL  JAWEH ol WEst AR O R A Lkt

24.6%, L{ALH A= 64, 3%S Eo|I ot webA T
HAErt WO FufSlprt U Pt How uf3l
P72 A2 HwokE 4 Qi

TFujgo] oM E ToAE fFef uwEt {3t 2jol =
Holx Qith 13] ufsy 1~299 H9 APo4nAe
95.5%%A tHHEES At YA T FToanjAs
83.8%, AU 53.6%S Eoli gtk wiHol 3
B oolE Fullshe A ATIanzt FolAE 4.5%,
FSHA LM} FoHE 16.2%F Eo|Xgt nate] Au)z}
ToAlME 46.4%5 Holi gt} o]y Tojmr wow 1
3 Fofskol Ha, Hmrl oW 13y Fulo] W
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<Table 8> Characteristics of the segmentation by wine involvement

Variables High(n=56) Medium(n=130) Low(n=44)
* Majority of this group are 20~30 » Majority of this group are 20~30 » Majority of this group are 20
years(75.0%), average age is 34. years(82.3%), average age is 32. years(65.9%)
* 58.9% have over 4-year university * 50.8% have over 4-year university * 50.0% have over 4-year university
Demographic degree degree degree
« Monthly income is higher than the  « Monthly income is relatively lower » Monthly income is relatively lower

characteristics
other groups, 57.1% have over 3

million won
« Jobs of the majority(48.2%) are
professionalist

than the high group, 56.2% have
under 3 million won

« professionalist(36.9%) and salaried
men(36.9%) are equally included

than the others, 61.4% have under
3 million won

« Jobs of the majority(40.9%)
are salaried man

« To experience various wine and
obtain professional knowledge of

wine » This group of people enjoy wine

« This group drinks wine for

Reason of » Due to wine drinking is helpful for drinking, and they feel like to . . . .
. . . . L . . i . enjoyment and social relation with
drinking harmonious social relationship with experience various wine and obtain
. others.
others knowledge of wine.
» Due to wine drinking is suitable
for their self image
« Average expenditure for wine
purchasing at a time is 60,000won . . . .
. * Average expenditure for wine « Average expenditure for wine
* Average 2 bottles at a time . o . L
. . purchasing at a time is 50,000won purchasing at a time is 30,000won
* Average 4.4 times of wine : T .
. . = Average 1.7 bottles at a time * Average 1.5 bottles at a time
purchasing within last 3 months . . . . \
. . . + Average 2.7 times of wine purchasing ¢ Average 1.4 times of wine
. * The Chilean wine has the highest " . .
Purchasing reference within last 3 months purchasing within last 3 months
behavior P ¢ The French wine has the highest « The French wine has the highest

* Wine related informations are
gathered from the acquaintance,
internet, wine company, and wine
magazine. Activities for information
gathering are more aggressive than
the others

preference

* Wine related informations are
gathered from the acquaintance, and
wine retailor shop

preference

- Wine related informations are
gathered from the acquaintance,
wine retailor shop, and mass media
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