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Abstract

This study was conducted to investigate consumer behavior and perception related to alcoholic beverages and Korean
rice wines (yakju). Self-administered questionnaires were collected from 254 male and female adults in the Gyunggi-area
of Korea. Male respondents were significantly more likely to drink more often, consume greater amounts and spend more
on alcoholic beverages. Male respondents preferred, in order, soju, beer and wine. Female respondents preferred, in order,
beer, wine and soju. Most of the respondents (69.2%) showed conservative consumption behaviors, and indicated they
would drink a new product when it became popular. Flavor/taste was the most important attribute when selecting alcoholic
beverages. The reasons for drinking yakju were "high quality" and "considering health”. The most answered reason for
low market share of yakju was lack of publicity and marketing.
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Table 1. General characteristics of the subjects (#=254)

Category Frequency(%)

Gender Male 156(61.42)
Female 98(38.58)
20~29 94(37.01)
Agelyrs) 30~39 73(28.74)
40~49 51(20.08)
50~59 36(14.17)
Below high school 17( 6.69)
University student 52(20.47)

Education
University 75(29.53)
Above graduate school 110(43.31)
Student 24( 9.45)
Office worker 98(38.58)
Occupation Professional 112(44.09)
Not work 1( 0.39)
Other 19( 7.48)
Under 100 56(22.05)
Average salary 101~200 89(35.04)
per month 201~300 20( 7.87)
(unit 301~400 26(10.24)
W 10,000 401~500 40(15.75)
Over 501 22( 8.66)
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Table 2. Frequency and expenditure of drinking alcoholic beverages by gender

Men ‘Women )
Attribute Category x~ value
Frequency(%)
Average 10 month 25(16.0) 2( 2.0)
Average 7~9 month 24(15.4) 5(5.1)
Drinking frequency Average 4~6 month 49(31.4) 15(15.3) 4514
Average 1~3 month 48(30.8) 52(53.1)
Other 10( 6.4) 24(24.5)
Over soju 2 bottle 23(14.7) 2( 2.1)
Soju 1 bottle 80(51.3) 16(16.5)
Amount of drinki .
ount of drinking / Soju half bottle 35(22.4) 39(40.2) 58.70
an occasion
Soju 1~2 glass 10( 6.4) 26(26.8)
Under soju 1 glass 8( 5.1) 14(14.4)
Under 10,000 13( 8.3) " 35(36.1)
~ . 45(46.4
Expense (won) for 10,000~50,000 36(23.1) (46.4)
alcoholic beverages per a 50,001 ~100,000 65(41.7) 139(13.4) 67.09
th
o 100,001 ~500,000 40(25.6) 4 4.1)
Over 500,001 29( 1.3) -

%

" p<0.001.
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Table 3. Consumer behaviors of drinking related to alcoholic beverages

Men Women

Attribute Category x* value
Frequency(%)
Home 18(12.9) 11(12.9)
Restaurant 94(67.6) 36(39.1)
Major drinking sit Hop shop 22(15.8) 44(47.8) 060"
Snack stalls 1( 0.7) 1( 1.1)
Traditional bar 1 0.7) -
Other 3(22) -
Soju 88(68.8) 21(24.7)
e Beer 31(24.2) 53(62.4)
Major drinking liquor 40.86
Wine 4( 3.1) 7( 8.2)
Traditional yakju 5( 3.9 4( 4.7)
Soju 65(50.0) 15(16.7)
Beer 34(26.2) 42(46.7)
o Wine 16(12.3) 21(23.3) .
Favorite liquor 29.61
Takju 2( 1.5) -
Traditional yakju 11( 8.5) 8( 8.9)
Distilled liquor 2( 1.5) 4( 4.4)
Like to drink liquor 23(16.3) 3(33)
For personal relationship 90(63.8) 67(72.8)
o Fatigue recovery 321 2( 2.2)
Rﬁ:ﬁ; for drinking For pleasure joyfulless/sadless 4 2.8) 5( 5.4) 1271
Stress solution 13( 9.2) 10(10.9)
Business 32D -
Other 5( 3.5) 5( 3.5)
Drinking usually same liquor 83(53.5) 39(40.2)
Change as on occasion 60(38.7) 51(52.6)
) o Select new liquor 5( 3.2) 4 4.1
A]tit;:’(i: when drinking o1 ting which catch a eyes 1 0.6) 1 1.0) 11.92°
Counselling with salesperson 2( 1.3) -
Based on price and quality 1( 0.6) 19( 1.0)
Other 3( 1.9 1( 1.0)
" p<0.05, 7 p<0.01, " p<0.001.
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Table 4. Consumer behaviors of purchasing related to alcohelic beverages

. Men Women )
Attribute Category x” value
Frequency(%)
Drinking 102(66.7) 41(44.1)
. Guest reception 27(17.6) 34(36.6) s
Purchasing reason 17.33
Gift 20(13.1) 18(19.4)
Other 4( 2.6) -
Soju 2( 1.5) 1( 1.1)
Beer 3( 2.2) 8( 8.7)
Wine 37(27.4) 42(45.7)
Favorite liquor for ~ Chungju - 1( 1.1) 1361
gift Takju (makguli) 1( 0.7) - '
Korean traditional liquor (yakju, etc) 32(23.7) 17(18.5)
Distilled liquor (whiskey, brandy, etc) 56(41.5) 21(22.8)
Other 4 3.0) 2(22)
Relatives and friends 66(44.6) 52(54.2)
Sources for Sales persons 9( 6.1) 14(14.6)
information related Media (news) 24(16.2) 14(14.6) 15.70
to liquors Advertisements 36(24.3) 16(16.7)
Other 13( 8.8) -
Flavor/taste 127(87.6) 85(91.4)
Brand 3(2.1) (LD
Consumer mte.rest Design 3(2.1) 3( 3.2)
when launching . NS
new product Price 4 28) -
Advertisement 5( 3.4) 3(32)
Other 3(2.1) i( 1.
Drinking behavior Drinking first than others 43(27.6) 17(17.5)
when new product  Drinking after popularized 102(65.4) 74(76.3) NS
launched Other 11( 7.1) 6( 6.2)

NS p>0.05, ~ p<0.05, 7 p<0.01, " p<0.00l.
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Table 5. Mean ratings, standard deviation, and rank
order of importance of attributes rated for importance to
the purchase of alcoholic beverages on a scale from 1(least

important) to 6(most important) by consumers (n=254)
Attributes” Mean  Standard deviation  Rank
Flavor/Taste® 5.46 0.76 1
Price” 4.79 1.02 2
Alcohol content® 428 1.27 3
Bottle (color, size)® 426 1.10 4
Purchases facility* 4.19 1.20 5
Brand’ 4.02 1.15 6
Recommendation® 3.67 1.25 7
Advertisement® 331 1.25 8
I
Store display” 3.03 1.23 10

LSD(5%)—0.284

" Attributes with the same superscript have mean importance
ratings that do not differ at p<0.05.
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Table 6. General consumer behavior related to drinking
of yakju by gender

Men Women %2
Attribute Category I
Frequency(%) Vvalue
No drinking 4026) 3(3D
1~2 times 16(10.3)  12(12.2)

Experience 3.5 times 23(147)  19(19.4)
drinking ] NS
yakju 5~10 times 37(23.7)  33(33.7)

> 10 times 75(48.1)  31(31.6)
Other 1( 0.6) -
Home 27(19.1)  15(16.0)

Major Restaurant 93(66.0)  53(56.4)
drinking raoke 07 - 11.62"
site of
vakju Traditional bar 15(10.6)  25(26.6)

Other 5035 1( LD
General food store  30(20.7) 27(27.8)
Convenience store 12( 83)  6( 6.2)

Buying  yjquor shop 10( 69) 4 4.1)
site of NS
yakju Department store 11( 7.6) 11(11.3)

Mart 55(37.9) 43(44.3)
Other 27(18.6)  6( 6.2)
NS p>0.05, ~ p<0.05.
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Table 7. General consumer perception related to yakju by gender

17

Frequency(%)

Attribute Category x* value
Men Women
High quality 57(39.3) 30(31.9)
Expensive image 4( 2.8) 3( 3.2)
Considering health 31(21.4) 20(21.3)
I\i?;; reason drinking Packaging / design 10 0.7) 4( 43) NS
As a Korea traditional liquors 31(21.4) 19(20.2)
Proper price 1( 0.7) 1I( 1.1)
Other 20(13.8) 17(18.1)
Business reception 9( 6.1) 3( 3.1
Office dinners 55(37.4) 41(42.3)
Purpose when selecting Gift 140 9.5) 16(16.5) NS
yakju Enjoy with family and relatives 61(41.5) 34(35.1)
Decoration of home - 2( 2.1)
Other 8( 5.4) 1( 1.0
Low quality 3( 5.0 4(12.1)
Bad brand image 1( 1.7) 1( 3.0)
Reason for High price 20(33.3) 1( 3.0)
not drinking yakju Hangover after drinking 15(25.0) 9(217.3) 14.75°
frequenly” Limited information 9(15.0) 9(273)
Not proper with drinking atmosphere 9(15.0) 4(12.1)
Other 3( 5.0 5(15.2)
Low quality (flavor/taste) 28(21.5) 20(22.2)
Lack of publicity/marketing 71(54.6) 61(67.8)
Reason for low market High price 17(13.1) 4( 4.4) NS
share of yakju Insufficient product development 8( 6.2) 5( 5.6)
Problem of manufacturing technique 5( 3.8) -
Other 1( 0.8) =
Y Answer Wher: applicable.
NS p>0.05, p<0.05.
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Table 8. Favorite yakju brands and reasons for drinking
by gender

Men Women Xz
Attribute Category
Frequency(%) value
Baeksaeju 64(41.1)  34(34.5)
Favorite Sansachun 28(17.9) 39(39.7)
yakju Cheonguk 8( 5.4) 5(52) 1482
brand Gunju 1( 0.9) -
Other 55(34.9)  21(20.7)
Price 4 2.6) 7( 7.1)
Aroma/taste  107(68.6)  56(57.1)
Reason for
selecting  Health 19(12.2) 9( 9.2)
favorite  packaging 1( 0.6) 771 NS
yakju "
brand Purchase
availability 20(12.8)  13(13.3)
Other 5( 3.2) 6( 6.1)
NS p>.05, " p<.05.
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