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A Study on Wine Selection Attributes by Wine Use Behavior
— Focused on Wine Retail Shop Customers —
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Dept. of Food Service Management, Graduate School of Sejong University])
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Abstract

The pattemm of liquor consumers started to change as the well-being trend and great interest in health
have risen for the last few years. In particular, consumption of wine is gradually increasing with the
findings revealing that drinking proper amount of wine is good for preventing various adult diseases
such as sclerosis of the arteries, heart disease and aging. Accordingly, this study aims at understanding
the importance of wine buyers’ choice attributes when buying and drinking wine in order to contribute
to satisfying customers, popularizing wine and expanding its base. From December 1 to 31 in 2008, it
made a survey on natives and weekly settled population living in Seoul area who had bought wine at
a wine retail shop with literature and positive researches. It made an application of SPSS 12.0 to
analyze the importance of wine buyers’ choice attribution based on the demographical characteristics
and use behavior with such analysis methods as the frequency analysis, the factor analysis, the
reliability test, ANOVA and multiple regression. The results are summarized as follows. First, it showed
that there are significant differences between buying and drinking wine by producing countries, buying
places, prices, companions except for the number of drinking times, drinking places, and information
sources. Second, it showed that wine buyers’ choice attributes such as brand characteristics and effects
on health have a positive effect on customer satisfaction.
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(Table 1> Results of the frequency analysis on {Table 2> Results of the frequency analysis on
the demographic characteristics use behavior
Classification Item Frequency Percentage Classification Item Frequency Percentage
o Male 137 539 France o 390
Female 117 46.1 .
Chile 49 19.3
20~29 89 35.0
Italy 42 16.5
30~39 108 42.5
Age 40~49 44 17.3 Producing ~ Spain 2 8.3
50~59 12 47 country Germany 17 6.7
60< 1 04 USA 12 47
Marital Single 138 54.3 Australia 9 35
status Married 116 45.7 Others 5 2
High school 28 11.0 <1 58 22.8
Education College degree 58 228 Monthly — 1~2 99 39.0
level University degree 122 48.0 frequency 4 50 19.7
Graduate school < 46 18.1 of drinking
raduate school < . (unit: times) 56 2% 94
Student 32 12.6 7< 7 91
Salaried person 76 299 Discount store 63 24.8
Goverment employee 25 9.8 ’
. Wine store 75 295
o ~ Profession 44 17.3
ccupation . i
P People in wine industry 35 13.8 Buying Liquor store 47 185
Housewife 17 6.7 place Department store 31 12.2
Self-business 16 6.3 Convenience store 12 4.7
Others 9 35 Others 26 10.2
<20,000,000 77 30.3 <1 9 35
20,000,000~24,900,000 40 157 Buying 1= <3 109 499
Arlmual 25,000,000-29,900,000 46 18.1 price 3< <5 01 398
salary _ (unit: - ’
(won) 30,000,000 ~34,900,000 42 16.5 w10000) 5< <10 30 118
35,000,000~39,900,000 23 9.1
10< 5 2
40,000,000< 26 10.2
Home 103 40.6
Wine bar 62 24.4
olo ol Bl E.AL8 AlXSF Aylo A
Zohr7] fi3) NE 24 AA Aelth A Drinking ~ Hotel restaurant 8 3.1
A= Tk A7) &z m = ™ 0, =]
A= ZReTE A 2547 F 9978(39.0%), 2 place Fine dine restaurant 45 17.7
2l 497(19.3%), olgelo} 4278(16.5%), =<1 21 Family restaurant 28 110
H(8.3%) O & Tk o}olo)] thFk o] & Wix Others g 31
7F 7P =& AoE UEiEth € 58 3ge Friends/Lover 107 421
1~23]7} 9975(39.0%) 0.2 71 ©9kom, 13 n Family 8 335
il 28%‘(22-8%), 3~43] 50%‘(19.7%) To= u Drinking Coworkers 31 122
Elth o= 9F9) AR o) 75]33(195%), iy companion By oneself 16 6.3
Auiat 637H(23.8%), =7 HEH 4778(28.5%) Buisiness partners 9 35

(=)}

£o 7 Yyehgtor Juf vlgLe 1~39k mgtk Wine club members 24
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{Table 2> Continued

Classification Item Frequency Percentage

Family, friend, coworkers 89 35.0

TV, newspaper, magazine 52 20.5

People in wine industry 39 25.4
Information .

Past experience 26 10.2
source

Web site related to wine 24 9.4

Wine expos 15 5.9

Others 9 35

o] 109%(42.9%), 3~5%+ m]7ro] 10178(39.8%)
°F s AAYh 8 e 1037
(40.6%), 21} 6278(24.4%), 115 HEEH 45
B(17.7%) 22 YEpton, 58 A WA=
2T/ A10] 1077 (42.1%), 71 85H(33.5%), 2
5 31%(12.2%), A 1678(6.3%) 2.2 LE}
wh ol AR 9-e 7E JE, AR 587}

89%8(35.0%), TV - At & Wz wiA| 527(20.5%),
SRIAA TAEAL 397(25.4%), A2 BF 267
(10.2%) =02 Yl

3 BYY=e| Mot Elty AS

oo

1) ool Med £ Bl Al2iE HE

(Table 3)& B dA7to] AFEHE =3 WS=o] g}
jus

7 A AZE e a8

3 LRI

S AAEE Aot A 9l el &4 9]
% 2370 37 5ol st AFE F45 2
Cronbach's a7} 0.8972.2 =& WHAdHAAHS

{Table 3> Results of the factor analysis and the reliability analysis on wine selection attributes

Fact Vari
Factor Attributes ac. or . arlance Cronbach's @
loadings (Eigen value)
Winery 0.778
Grape varieties 0.742
Factor 1 Wine classification 0.699 30994
Brand Producing country 0.640 a i29) 0.846
characteristics  Loyalty to wine 0.636 ’
Vintage 0.574
Design of bottle 0.495
Recommendation by shop employees 0.725
Recommendation by sommeliers 0.697
Factor 2 . .
Wi Display in shop 0.632 8.877 0.788
ine .
. . Wine magazine ratings 0.627 (2.042)
information .
International award 0.588
Past experience 0.537
Alcohol volume 0.776
Factor 3 .
Types of wine 0.727 7.031
Effect on 0.757
Effect on health 0.627 (1.617)
health .
Color of wine 0.615
Factor 4 Taste of wine 0.765 5831
Product Price 0.631 a 341) 0.653
characteristics ~ Aroma of wine 0.612 ’
Factor 5 Taste of people accompanied 0.682 5368
Outside Wine&Food matching 0.675 . 0.596
. . (1.235)
environment Information source 0.443
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{Table 4> Results of the factor analysis and the reliability analysis on guest satisfaction

. Factor Variance
Factor Attributes . . Cronbach's @
loadings (Eigen value)
Guest Willingness t(? reVi.sit . 0.878 71,460
fisfacti Degree of satisfaction in general 0.854 (2.144) 0.798
satisfaction .
Willingness to recommend to others 0.802
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{Table 5> Differences in wine selection attributes by preferred wine producing countries

Preferred wine producing country

Factor France Italy Spain  Germany USA Australia Chile Others F
(N=99)  (N=2) (N=2) (N=I7) (NED) (NS9)  (NH49)  (NSS)

Factor 1
BaCt‘;r 375H0.643 34740650 3530736 3.1080.548 3.52£0.654 34440667 3.56:0.601 3540810 )
rand .

@ (ab) (ab) (b) (ab) (ab) (ab) (ab)

characteristics

Factor 2
a'c or' . 3.2940.761 3.38+0.657 3.30+0.635 3.214+0.558 3.18+0.668 3.14+0.474 3.3140.584 2.83+1.00 0.591
Wine information

Factor 3
actor 3.5340.827 3.5540.616 3.55+0.821 3.50+0.586 3.10+0.888 2.9440.747 3.45+0.735 3.30+1.09 1.250
Effect on health

Factor 4
Product 4.20+0.548 4.20+0.633 4.06+0.711 3.96+0.725 4.11+0.591 3.81+0.765 4.00+0.515 4.13+0.802 1.217

characteristics

Factor 5
Outside 3.70+0.575 3.5440.750 3.424+0.633 3.49+0.842 3.36+0.688 3.48+0.529 3.69+0.572 3.40+0.924 1.186

environment

Note: Mean+SD, * p<0.05, a>b: Duncan Multiple Post Hoc Test.

{Table 6> Differences in wine selection attributes by monthly frequency of drinking

Monthly frequency of drinking
Factor <1 1~2 3~4 5~6 7< F
(N=58) (N=99) (N=50) (N=24) (N=23)

Factor 1
acior . 3.534+0.694 3.57+0.651 3.50+0.575 3.60+0.764 3.90+0.607 1.674
Brand characteristics

Factor 2

. . 3.17+0.756 3.33+0.623 3.33+0.524 3.2840.831 3.35+0.839 0.570
Wine information

Factor 3
Effect on health

Factor 4
Product characteristics

3.49+0.782 3.58+0.725 3.39+0.777 3.17+0.805 3.45+0.852 1.594

4.13£0.558 4.10+0.568 4.084+0.620 4.09+0.738 4.26+0.673 0.397

Factor 5
Outside environment

Note: Mean+SD.

3.52+0.579 3.62+0.631 3.54+0.718 3.69+0.597 3.81£0.723 1.063

S7F B A 5ol wet oIS HAud o) o 7] Q(EAE 54, o] AR, 1 9% Al
Al she &40 GEfAA] e Ao AN F 54 94%‘— 7A) FoA HAE EX(F=2.785,
p<0.05), 991 AM(F=3.472, p<0.05), A7 Gk
3) 2ol Foixof M= 2ol MEH KM XJ0|  (F=4.949, p<0.05), AF 5A3(F=2.287, p<0.05)°
e ES A BAIHSE frofgh Afo|7} AT 2, ¢
(Table 7)& <}l FuiAlell wieh &4Ql A= Q1 Fufjxjo] we} ofgle] Bale 54, &9l 4
EAo] SR EAS LR BAEA(one-way B, A7 Q3 AFE EAolgtE £4S A8
ANOVA)S. 2 ¥43t Axjolt), AYE HHY, 5 & A7 g Aoz ENFUnk
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{Table 7> Differences in wine selection attributes by buying places
Buying place for wine
Factor Department ~ Discount Liquor Wine Convenience Others F
store store store store store
(N=31) (N=63) (N=47) (N=75) (N=12) (N=26)
Factor 1 3.93+0.802  3.45£0.550 3.5240.610 3.64+0.630 3.35+0.946  3.534+0.609 2785+
Brand characteristics (a) (b) (b) (ab) (b) (b)
Factor 2 3.64+0.600  3.08+£0.600 3.26+0.641 3.36+0.734 3.44+0.841  3.15+0.607 3 4774
Wine information (a) (b) (b) (ab) (ab) (b)
Factor 3 4.02+0.613  3.4240.634 3.41+£0.771  3.4840.765 3.39+0.950  3.08+0.897 4.049%%k
Effect on health (a) (b) (b) (b) (b) (b)
Factor 4 427+0.615  3.96+0.594 4.21+£0.623  4.17+0.598  4.22+0.538  3.924+0.510 5087+
Product characteristics (a) (ab) (ab) (ab) (ab) (b)
Factor 5
Outside environment 3.75£0.632  3.55£0.613  3.46£0.600 3.76+0.640 3.44+0.769  3.44+0.679 2.253
Note: Mean+SD.
*p<0.05, **p<0.01, ***p<0.001.
a>b: Duncan Multiple Post Hoc Test.
4) 710f H|Sof| [E 2fel MEH 4 X0[AE 0.05)04 SAFCE {23 2fo]7} WA=k
(Table 8)2 <}Q1 o HI-G-of] wje} o}l e 2 9Jr°1 T Hl*‘lol %%—’F% B 54, 9

gA10] DA =R S A Au) X EAHE X (one-way
ANOVA)S 2 123t Axjolt), AYE HH, 57}
2] 89l BT EX(F=1.726, p<0.05), &} AR

(F=4.915, p<0.05), 717 JBHF=3.432, p<0.05), A 5) elol 22 Aiao| w2 ol MEH =AM R}
F 5A(F=3.184, p<0.05), 95§ 73 (F=3.228, p< 0O|HS
(Table 8> Differences in wine selection attributes by wine prices
Wine buying prices
Factor ex.<1 1<ex.<3 3<ex.<5 5<ex.<10 10<ex. F
(N=9) (N=109) (N=101) (N=30) (N=5)
Factor 1 2.68+0.734 3.48+0.561 3.68+0.650 3.8140.722 4.02+0.649 7 T
Brand characteristics (o) (b) (ab) (ab) (a)
Factor 2 2.75+0.629 3.14+0.633 3.43+0.618 3.45+0.852 3.66+0.754 4.9]5%*
Wine information (b) (ab) (a) (a) (a)
Factor 3 2.77+1.155 3.37+0.711 3.60+0.760 3.56+0.803 3.75+0.500 34305
Effect on health (b) (a) (a) (@) (@
Factor 4
Product characteristics 3.924+0.464 4.00+0.563 4.17+0.652 4.38+0.472 4.26+0.683 3.184*
Factor 5 3.11+0.897 3.524+0.605 3.69+0.637 3.66+0.666 4.13+0.182 3.008%
Outside environment (©) (bc) (ab) (ab) (a)

Note: Mean+SD.
*p<0.05, **p<0.01, ***p<0.001.
a>b>c: Duncan Multiple Post Hoc Test.
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{Table 9> Differences in wine selection attributes by places for drinking wine

Place for drinking wine

Hotel Fine dine Family Wine bar Home Others
Factor F
restaurant restaurant restaurant
(N=8) (N=45) (N=28) (N=62) (N=103) (N=8)
Factor 1
. 3.66+0.880  3.63+£0.618  3.48+0.684 3.71+0.614  3.50+0.683  3.52+0.511 1.024
Brand characteristics
Factor 2
L. . 3.35+0.613  3.39+£0.609  3.37+0.571  3.36+0.762  3.18+0.691  3.16+0.590  0.965
Wine information
Factor 3
3.46+0.890 3.39+0.784  3.61+0.629  3.51+0.805 3.49+0.774  2.90+0.667 1.211
Effect on health
Factor 4
. 3.8320.942  4.13£0.543  4.04+0.613  4.16+0.590  3.75£0.571 4.1240.868  1.219
Product characteristics
Factor 5
3.7940.501  3.66+£0.572  3.60+0.581  3.67+0.580  3.55+0.697  3.25+1.035  0.936

Outside environment

Note: Mean+SD.

{Table 10> Differences in wine

selection attributes by wine drinking companions

Wine drinking companion

By oneself Family Friends Coworkers Buisiness Wine club
Factor F
/Lover partner member
(N=16) (N=85) (N=107) (N=31) (N=9) (N=06)
Factor 1
. 3.29+0.820  3.62+0.705  3.63£0.548  3.41+£0.776  3.73£0.694  3.52+0.346 1.342
Brand characteristics
Factor 2 2.76+0.574  3.31+0.683  3.27+0.660  3.56+0.704  3.3840.623  3.2740.512

3.157*

Wine information (b) (a) (a) (a) (a) (a)
Factor 3
323+1.014  3.62+0.752  3.45+0.680 3.49+0.835 3.22+0.955 2.87+0.996  1.889
Effect on health
Factor 4
4.00£0.632  4.19+0.582  4.09+0.594  4.09+0.684  4.14+0.555 4.0540.646  0.447

Product characteristics

Factor 5

3.54+0.182
Outside environment

3.63£0.074  3.61£0.059  3.59+0.113  3.62+0.187  3.22+0.253  0.513

Note: Mean+SD.
*p<0.01.

a>b>c: Duncan Multiple Post Hoc Test.
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{Table 11> Differences of wine selection attributes by information sources on wine

o
=
RS 02182 Uehga, &

Information source on wine

Family, etc.

TV, etc.

Past

Web site  People in

Wine

Others

Factor ) O F
experienc wine industry  Expos
(N=89) (N=52) (N=26) (N=24) (N=39) (N=15) (N=9)
Factor 1
actor 3540615 3490730 339£0.722 3.86:0.621 3.6140.580 386£0.592 37120731 1.892
Brand characteristics
Factor 2
.. . 3.2440.658 3.2140.607 3.3740.797 3.4440.626 3.2940.731 3.53£0.614 3.14£0.929 0.812
Wine information
Factor 3
3.58+0.764 3.49+0.647 3.53+0.942 3.47H0.607 3.23+0.815 3.38+0.784 3.38+1.104 1.035
Effect on health
Factor 4
.. 4.03+0.590 4.2640.657 4.2340.623 4.1940.636  4.00+0.532 4.13+0.588 4.11+0.408 1.235
Product characteristics
Factor 5
3.6240.589 3.64+0.745 3.43+0.697 3.75+0.549 3.59+0.636 3.53+0.764 3.48+0.474 0.640

Outside environment

Note: Mean+SD.

{Table 12> Results of the regression analysis on wine selection attributes for customer satisfaction

Dependent variable

Independent variable

8 t-value p-value Tolerance VIF

Brand characteristics 0.266 3.588 0.000 0.573 1.746

Wine information 0.013 0.188 0.851 0.649 1.541

Effect on health 0.195 2.801 0.005 0.652 1.533

Product characteristics 0.024 0.368 0.713 0.712 1.405

Outside environment 0.079 1.151 0.251 0.674 1.483
R=0.218 Adjusted R=0.202 F=13.805 p=0.000
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