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Abstract

This research was focused on observing the effect of Makgeolli's selection attributes on cnstomer satisfaction, recommen-
dation intention, and repurchase intention. The purpose of this study was to examine to present a marketing-related suggestion
by finding the components that needs to be discussed in order to satisfy the customer and lead to positive word of mouth
and repurchasing in the perspective of a corporation. The evidence to achieve the research purpose can be summarized as
below. To begin with, the causes of Makgeolli's selection attributes were classified into 9 types, which are design and ad image,
expertise and tradition, drinking experience and in harmony with food, taste and freshness, materials and origin, brand image,
flavor and color, alcoholic and nutrition, and finally price and recommendation. And it showed up that the average importance
of the taste and freshness is the highest. Moreover, the study on the Makgeolli's state of being petable showed up that the
drinking number was no more than once a month, and one drink was almeost all less than a bottle. The drinking place was
wsually tavern, and word of mouth was the most often used information medium that contacted Makgeolli. The potential of
the Makgeolli's globalization is 80.6% which added positive and very positive, that enables us to infer that the Makgeolli's
global dependency is very high. Third, from the 9 types of classification mentioned before, taste and freshness, and price and

recommendation were proved to be influential in satisfaction, and recommendation is affecting the repurchase intention and
the recommendation intention.

Key words : Makgeolli, customer satisfaction, repurchase intention, recommendation intention.
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Table 2. Exploratory factor analysis & reliability analysis of selection attributes for makgeolli
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Scale ite Factor Eigen %) Cumulative Cronbach's Mean
s loading  value ) description(%) alpha (rank)
Bottle color 0.845
Bottle design 0.821
Desi 487
esign and ad Brand design 0.799 9725 26604 28.604 0.869
image ®
Ad image 0.739
Label description 0.662
Status 0.764
Expert advice 0.685
Media information 0.683
Expertise and 4.55
. . . 37.862 0.834
tradition Store 0.622 3.148 9.257 ©)
Awards 0.565
Traditional image 0.556
Awards 0.527
In harmony with food 0.791
Drinking
; ; Drinking experience 0.647
experience and in b 2805 8515 46377 0.781 5‘357
harmony with Partner preference 0.627 &)
food
Drink sensation 0.523
Quality of water 0.713
6.15
Taste and freshness  Freshness 0.653 2.166 6.372 52.749 0.768 )
Taste 0.610
Materials 0.762
; Ingredient 0.742 18
Materials and place 1700 5.001 57.749 0.749 >
of origin Place of origin 0.566 @
Type 0.477
Quality label 0.700
Brand 0.594 5.16
Brand image 1.341 3.944 61.693 0.775
Image of manufacturer 0.508 0
Ad and public relations 0.438
Flavor 0.699 5.69
Flavor and color 1.148 3377 65.070 0.766
Color 0.688 @
Alcoh Alcohol by volume 0.759 4.96
cohol by volume 1034 3.040 68.110 0.697
and nutrition Nutrition 0.732 ©)
Capacity 0.671
Pri d 4.89
nee anc Price 0515 1000 2942 71.053 0.584
recommendation )]
Salesman's recommendation  0.491

" Measured by a 7-point scale.
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Table 4. The influence of selection attributes
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m
rx

on the customer satisfaction

Roprlol RAETFSET

Variable B SE 8 t VIF R F
(Constant) 2.387 0.377 6.331
Design and ad image —0.041 0.047 —0.051 —0.866 1.425
Expertise and tradition -0.014 0.059 -0.016  —0.241 1.761
Drinking experience and in harmony with food 0.081 0.068 0.084 1.186 2.101
Taste and freshness 0.120 0.072 0.111 1.662° 1.855 e
0.183 8.465
Materials and place of origin —0.056 0.054 —0.067 —1.054 1.683
Brand image 0.098 0.065 0.114 1.508 2.365
Flavor and color 0.095 0.059 0.107 1.608 1.858
Alcohol by volume and nutrition 0.072 0.052 0.088 1.404 1.654
Price and recommendation 0.158  0.062 0.167 257127 1750
fp<0, T p<0.05, " p<0.01.
Table 5. The influence of satisfaction on recommendation ARE AAEE 2 A7 &80 Jth
intention A7 B9 g4 S 99 FED AFARA H2 6719
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™ p<0.01.
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Table 6. The influence of satisfaction on repurchase in-
tention

Variable B SE 8 ! '4 F
(constant) 0.956 0.256

3.730
0461 297.059

Satisfaction 0.833 0.048 0.679 17.235™

* p<0.01.
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