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Abstract

While the concept of involvement has long intrigued marketing researchers, its application to the case
of wine purchase behavior has been limited in Korea. In particular, little research has attempted to
assess the outcome of the consumer's choice of wine based on the types of consumers(outsider, beginner,
lover, specialist) relevant to the involvement. Therefore, the aim of this study was to investigate how
they use different cues to make a wine purchase decision according to the types of wine consumers and
in relation to the consumer’s involvement levels. A questionnaire was organized and distributed widely
to 380 of various wine consumers. 370 surveys were completed and 350 usable data(male: 49.1%, female:
50.9%) were obtained and analyzed with the SPSS package(13.0) program. We found that specialist of
wine, lover of wine, and the high level involvement group have significant difference in selecting wine.
It is suggested that a wine class program should be offered at a wine bar for newcomers in order to
make them more interested in wine and promote various wine marketing events(for example, a music
concert at the wine bar) particularly for high involvement level consumers to help increase wine
consumption.

Key words : wine consumer, involvement, selection attribute.
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<Table 1> Questionnaire

No. of
Variables Contents and Factors .
Question
Characteristics
of Populational Gender, Married or not, Age, Education, Job, Income Level 6
Statistics
Types of Wine . - . . . . .
w ! Wine specialist / Wine lover / Wine beginner / Wine outsider 1
Consumers
Currently drinking wine is very important for you.
You are giving a big meaning to the wine which is currently drinking.
You have interest in the wine which is currently drinking.
You are much concerned about the wine which is currently drinking.
You feel very pleased when you drink wine.
It is pleasant for you to drink the current wine.
You like drinking the current wine.
Involvement . L ) 14
You think that currently drinking wine expresses you.
Currently drinking wine well express your economic and social status.
You can know the lifestyle and levels of other people according to the wine he/she is drinking.
When you choose your wine, you are not sure of whether your choice is the best or not.
It was not easy to decide on the wine you are currently drinking.
You feel displeased if you choose wrong wine.
It is a financial and time loss if you choose wrong wine.
Taste, Smell, Price, Name, Brand, Color, Age, Harvest Year, label, Shape of a decanter, Quality
Selection Grading, Productive Region, Object, Kind, Advice from a Specialist, Recommendation from a Seller,
attribute Information from an expert magazine, Purchasing Experience, Harmony with Food, Information from
mass communication, newspapers, magazines, Internet, advertisement, Bent of a person
Hauck(1991), Hall & Lockshin(1999), Keeghan & 2) o=
HaII(1999) Hall et al.(2001)°lA FZ3lo] 2H4d o= Ao g 7HH], TS EYE Q14
d AEAe] FAAQ] WE2 (Table D3 2t gk A o|tH(Zaichkowsky 1985).
3. Bi£0| XXM XO| 3) MEH =M
Sl aviel gl el A8 S8 v A A EE AR AR G we
© YA 1 2HAE FACR)E st FAHE oM aHAkEY 3T F, AFE AE,
7] 98 919l MRS 9l AEAYL ol AR o) B, AEe] MR So APA
A ARl BolFow TASAT A S viAE SY3 nAA Rahe $d50l
2AHE B3l 2 £E AR A 2R H ek ol9) ol As B9)sh Pl &4 Aol
A= AASHITh 7P Bk A% dde P sle &4
& AAA godoltn B, 2% $4 A &
1) 01 AHIA A ZE onE ARE-sFIThH(Lewis 1981).

SRR 2mlAke el thsto] WAlE 73 3
714, F8714 02 ol wiAl= Algte]tiMoulton
& Lapsley 2001).
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<Fig, 1> Research model.
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1) Research Model(Fig. 1)
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{Table 2> General characteristics of the respondents (n=350)
Name of Variable Frequency Ratio(%) Name of Variable Frequency Ratio(%)
Gender Marriage
Male 172 49.1 Single 87 24.9
Female 178 50.9 Married 263 75.1
Age Education
20~30 years 7 22 High school diploma 46 131
31~40 years 96 27.4 College degree 29 8.3
41~50 years 117 334 University degree 165 47.1
Over 51 years 60 17.1 Graduate school< 110 31.4
Occupation Monthly Income(W)
Professional 81 231
Teacher 104 29.7 1,000,000~2000,000 79 22.6
Salaried man 52 14.9 2,000,000~3,000,000 112 32.0
Service 20 5.7 3,000,000~-4000,000 72 20.6
Self-employed 19 54 4,000,000~5,000,000 51 14.6
Housewife 39 11.1 5,000,000< 36 10.3
Others 35 10.0
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{Table 3> Factor analysis on the reasons of selection attribute

. %) of  Eigen Cronbach'
Factors Variables Factor ( 0_) 9
variance  value @
Age 0.804
Harvest year, vintage 0.784
Quality grading 0.741
Brand of wine  Productive region 0.709
g 38.67 7.736 0.890
& cepage Cepage 0.691
label, Shape of a decanter 0.672
Color 0.589
Name, brand 0.522
Recommendation 0.846
R dati Repurchase 0.842
ecommendation
Explain the characteristics of wine and recommend to 10.25 2.050 0.884
& repurchase . 0.818
purchase it
Say good things about the wine to be purchased 0.794
Recommendation from a Seller 0.790
Advice of a Information from an expert magazine 0.760
Specialist & Mass Advice from a Specialist 0.728 7.71 1.544 0.760
communication  nformation from mass communication, newspapers, magazines, 0.604
Internet, advertisement '
Taste 0.775
Characterlstl_cs of Price 0775
Wine & Price of 6.744  1.349 0.797
. Smell 0.654
Wine
Color 0.519

Z}3) A o] g~ W (varimax rotation) = A&
silom, 8R1FEgdl loiAE alfrak(eigen-
value)o] 1HTh 2 gQlo = Yyttt A8 &4
°ﬂ 3t 20719 EE-2 8%l AT Ax) 4719
glo® Vet 1 A3 A9 &4 afle] &
AHS 6339%= AwWsla gt EdH Bolxo
#1719 B A% 4
UEbstaL #ofe 8]19] 4k 7357%= dH
sta ATk

4. 210l 2B
1) 71 19 2B
#3

HL. 9}el 2]z}
o|7} A<= 7A4°1D}

H1-1. oF1 &H|AE F3o] whet o1 B
2 FFE A7t =& Aol
H1-2. 9kl M)A} f3of what 40 2 A
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135S 943 One-Way ANOVA #4312 2A) &t
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{Table 4> Factor analysis on the reasons of involvement

gz ze)es|x] A 158 A 15(2000)

%) of  Ei h'
Factors Variables Factor ( o_) ° igen - Cronbac
variance  value @
You have interest in the wine which is currently drinking. 0.862
It is pleasant for you to drink the current wine. 0.849
You are much concerned about the wine which is currently drinking.  0.847
Importance . .
/plsasure You feel very pleased when you drink wine. 0.833 52.63 7.369  0.9495
You are giving a big meaning to the wine which is currently drinking. ~ 0.791
You like drinking the current wine. 0.790
Currently drinking wine is very important for you. 0.773
Currently drinking wine well express your economic and social status.  0.811
E i Y ki the lifestyle and levels of oth I di
xpression  You can_ now the |_ esty_e z_an evels of other people according 0,608 12,68 1776 08731
of myself to the wine he/she is drinking.
You think that currently drinking wine expresses you. 0.671
It was not easy to decide on the wine you are currently drinking.  0.826
When you choose your wine, you are not sure of whether your
Possibility .- 4 4 Your- o7g7
 risk choice is the best or not. 8.25 1.155  0.7345
of ris
You feel displeased if you choose wrong wine. 0.607
It is a financial and time loss if you choose wrong wine. 0.566
{Table 5> Difference analysis of selection attribute based on the types of wine consumers
Wine Consumers
- — - - - - - F-value
Wine specialist Wine lover Wine beginner Wine outsider (p-value)
Selection attribute (n=63) (n=87) (n=118) (n=82)
Brand of wine & cepage 5.62 5.56 5.04 4.63 9.816
Tukey HSD Wine lover*>Wine beginner*, Wine lover*>Wine outsider* (0.000)*
Recommendation &
' 5.75 5.60 461 3.99 22.100
Repurchase
- - - - - - (0.000)*
Tukey HSD Wine lover*>Wine beginner*, Wine lover*>Wine outsider*
Advice of a Specialist &
vice of a _pec!a 'S 412 5.12 4.88 4.65 2.479
Mass communication
(0.061)
Tukey HSD -
Characteristics of Wine /
5.75 5.83 5.34 5.05
Price of Wine 7:326
- - - - - - (0.000)*
Tukey HSD Wine lover*>Wine beginner*, Wine lover*>Wine outsider*
Y % p<0.05.
D AN BE shel dhartel kel Bl M el Aw)At 3o ulet BolE Aozt
&, 219l o E7he} glol ZH Ao & AolE 1 < Floltt,
A H2-1. &Rl Zva} f3ol wet EAR/F 84
< Apol7t & Aelth
2) Jtd 20| 43 H2-2. okQl &H|zL Fel wat A7) FdE
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zto] 7k 9l Aot o] 4 g 7HA] Apelrt A& Zlolth
H2-3. 9}l Am]a} {3l what Y872 To] o wt oRlS 835k o84S
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499 AHol7k 9 Aol _

o] A 03 0] Tol T o High Low Foval
H3-L Skl &81AF g ef o smel] wat ol involvement  involvement vale
BAll= gl FF 2Fel7t & otk involvement (n=202) (n=148) (p-value)
H3-2. &}l &M F-3 o] Hofwo) met 37 Importance/ 450 - 496.440
2 2 Ful o xof xfolr} 1S Ho|th pleasurg (0.000)*
H3-3. 9}ol AH|A} S8 o] Tl e} AR Expression 439 201 526.222
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7h = e 29 2 A= possibility 84,908

4.62 4
Zlojt}, of risk 6 343 (0.000)*
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{Table 6> Difference analysis of involvement based on the types of wine consumers

Wine Consumers

F-value
Wine specialist Wine lover Wine beginner Wine outsider (p-value)
Involvement (n=63) (n=87) (n=118) (n=82)

Importance/pleasure 6.50 5.31 3.99 2.33 96.220
- — - - - - - (0.000)*

Tukey HSD Wine specialist*>Wine lover*>Wine beginner*>Wine outsider*
Expression of oneself 5.66 425 3.65 247 27277

Wine specialist*>Wine outsider*, Wine lover*>Wine outsider* '

Tukey HSD ’ ’ 0.000)*
uxey Wine beginner*>Wine outsider* ( )
Possibility of risk 4.37 4.45 4.42 3.47 15.523
Tukey HSD Wine lover*>Wine outsider*,Wine beginner*>Wine outsider* (0.000)*

Y * p<0,05.
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{Table 8> Difference analysis based on the
degree of involvement

Average of group

High Low  F-value
involvement involvement (p-value)
Selection attribute (n=202) (n=148)
Brand of wine 278.398
.54 4,14
& Cepage 55 (0.000)*
Recommendation 205.463
5.13 3.63
& repurchase (0.000)*
Advice of iali .
dvice of a Spe_cna_lst 538 405 197.516
& Mass communication (0.000)*
Characten?tlcs of . 573 470 135.280
Wine / Price of Wine (0.000)*
Y * p<0,05.
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