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Abstract

The purpose of this study is to establish a marketing strategy for the muakgeolli manufactwring industry.
We fractionized consumer types depending on motives for purchase of customers who had bought makeolli
or drupk it for the last six months. We also examined the relationship between makgeolli selection attributes
and customer satisfaction by the consumer types. SPSS 15.0 statistical package was used to process data.
Frequency analysis, factor analysis, a reliabilify test, K-means cluster analysis, one-way ANOVA, and multiple
regression were executed. As a result, the motives to purchase and drink were divided into four factors -
matketing, effect on health, self-desires, outside environment; consumers into three types - dependent type,
loving type, indifferent type; makgeolli selection attributes into five factors - health characteristics, visual
elements, brand characteristics, drinking characteristics, purchase characteristics. It was shown that the
makgeolli loving type considered all the makgeolli selection attributes as most important; the dependent type
considered the health characteristics and visual elements as less important than the loving type did. The
indifferent type considered all the muakgeolli selection attributes as less important compared with the other

types. Among the makgeolli selection attributes, drinking characteristics and the purchase characteristics had
effects on customer satisfaction.

Key words: makgeolli, purchase and drinking motive, selection attributes, segmentation, types of
consumers, customer satisfaction,
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<Table 1> ZAIHAALY] QAT2EA T B4
£ Golr] ff8) Wk £4& 4Al§ Aijolr)
88 A 2457 F ddo] 119%5(48.6%), <14
o] 126W(51.4%) 2.2 o] t] FL& H|EE B
o3 itk A#H-2 20th 557(22.4%), 30t] 1033
(42%), 40T 6178(24.9%), 50th 257(10.2%), 60
ol 1H(04%) 2.2 Jelon, 4E i
U E 116%(47.3%), 71E& 1298(52.7%) -2 et
Bl 2§ FES 1E 36%H(14.7%), AEW 2
Y 5378(21.6%), & £ 9278(37.6%), thet¢dl
9 649(21.6%) 22 YElton | el Y
287(11.4%), AHEE 799 (32.2%), F79 229

(9%), AEA 27H(11%), 713 12%H(4.9%), A
H] 2] 177(6.9%), A4S Y 26%8(10.6%), 5 24
H(9.8%), 7€} 108(4.1%) 2.2 JElgth &5
FEL ¥ 1007+ vyk 28%8(11.4%), 100~200
k) ) vk 6874(28.2%), 200~300%+9) ©] gt 66
(26.9%), 300~4005+ H|7F 367(14.7%), 400%F
2 ol A 467(18.8%) 28 FAIEIT

2. 0|12 &Ei 8o

<Table 2> ZAIUIALS] o] &3f8] A4S &
olR 7] 93] NI=EANS HA|g Aoty 9 H
T S8 BAFE 1~23] 102%9(41.6%), 13 v
78"8(31.8%), 53] °]¢ 368(14.7%), 3~43] 299
(11.8%) €22 Vepgrt 1909 +849182 33
A ol 4478(18%), 3H~5HY v 503

{Table 1> Results of the frequency analysis on the demographic chamacteristics

Classification Item Frequency Percentage
Sex Male 119 48.6
Female 126 51.4
21~30 55 224
31~40 103 42.0
Age 41~50 61 249
51~60 25 10.2
61< 1 04
Student 28 114
Office worker 79 322
Government employee 22 9.0
Professional 27 11.0
Occupation Technical worker 12 49
Services 17 6.9
Self-employed 26 10.6
Housewife 24 9.8
Others 10 4.1
Marital Single 116 473
status Married 129 52.7
High schoeol 36 14.7
Education College degree 53 21.6
level University degree 92 37.6
Graduate school < 64 26.1
<1,000,000 28 114
Monthly 1,000,000~1,990,000 69 282
salary 2,000,000~2,990,000 66 269
(Unit: won) 3,000,000~3,990,000 36 14.7
4,000,000 < 46 18.8
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A Rt 479(19.2%) 2.8 JElgon &8RkAa
< EESFE 110944.9%), a2 =tde] 33
637(25.7%), A 35%(14.3%) == JEb
o} H 2 =] AR Ao A A
4wl ARFHAM Y] SEPE 7t F2E |
sttt & Al 9 290 ¥Ho] Wy d 661
(26.9%), AEH8- w7 4778(19.2%), AQ AF
46%3(18.8%), 71} 347(13.9%) o2 VFER T,
8 Al A ARl 1457(59.2%), A%
R 4078(163%), 7HE 379H(15.1%) £2.2 Vet
ok 2ol gk AR 9He ST 111
H(45.3%), TV/AIR/ZA] 429(17.1%), TA<] 7
& 409(16.3%), AU 218(8.6%), A E5 14
B(5.7%) £2.2 Uehded o7k e e
BERE 7P A& BlAM de Aoz et
542104 A <} AE S BT A% &
S AR £3E st d2S & F Ik

(20.4%), 5% ~79 1Tk 4878(19.6%), 73 ~ 1%t

d dgey Fax 65
3. SHE=9| A= EIgM AS

1) i & S SV12| Elgdil bIE 25

<Table 3> & Ao AMEE 7o 2 &8

714 g 3 5] BEAdES At ¥

TS ol Wr=E #83t] 93 F 1371
2o 3t 8ARAE AAG Aot} 7+ 8

Qo] HA Fitoll tiall 48 E + e A=E
ERY & 15R(Bigen Value)= 1 °]32 7|&
o2 393, AL 040 V|FEeRE
stod A7k S dlEd s SHE ARSSto]
T=&sgot 2 A3 AA 23] A S v
3= KMO (Kaiser-Meyer-Oklin) &8 gko] 0.777
2 Yelhgton, Battlete] 73 HASS A% 2
AF xPgke] 8262972 FEE p7t 0.000 FE0l
A Foe 230 AdE JeRdith HA 2
o] Auyg Yeplle 7449 F Bk g2
62.664%. 62.6%2] A BYth Q18N 4

(Table 2> Results of the frequency analysis on usage behavior

Classification Item Frequency Percentage | Classification Item Frequency Percentage
Average <1 78 318 . <3 44 18.0
p 1~2 102 41.6 Expenditure 3<ex.<5 50 20.4
Tequency

3~4 29 11.8 per person 5<ex.<7 48 19.6
of monthly .
use 5~6 16 6.5 (unit: 1,000 7<ex<10 47 19.2
L 7< 20 8.2 won) 10<ex.<15 38 15.5
(Unit: time) 15<ex. 18 73
M d on th
Korean restaurant 35 14.3 enu board on the 66 269
wall
Japanese restaurant 1 0.4 Table menu 47 19.2
Drinkin Chinese restaurant 1 0.4 Influential Special menu 16 6.5
placeg Traditional bar 110 449 factor when Sample for display 11 4.5
Mod ki j i i
odem makgeolli 63 557 ordering  Recommendation by 46 188
bar employees
Home 15 6.1 Promotion materials 25 10.2
Others 20 8.2 Others 34 13.9
Alone 4 1.6 Family, Friends 111 453
Family 37 15.1 Past experience 40 16.3
Boy/girl friend 145 59.2 TV, Newspaper 42 171
Companion Coworkers 40 16.3 Inf . Website 21 8.6
panio Business partners 14 5.7 niormation Coworkers 14 5.7
Mak . .
fakgeolli club 3 12 Makeolli club 7 29
members member
Others 2 0.8 Others 10 4.0
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{Table 3> Results of the factor analysis and the reliability analysis on purchase and drinking motive

Factor Variance Cronbach's
Factor Measurement Items o adings (cigen value) a
Display in a store 0.764 28316 ’
Marketing Effect of public relations 0.762 (3.681) 0.719
Recommendation by employees 0.736
For the good of my heath 0.820
To get enough sleep 0.706 15.414
Effect on health | ' lcohol volume 0.607 (2.004) 0.6%
To relieve stress 0.552
Preference for makgeolli 0.775
. Traditional liquor 0.680 10.787
Selfdesires (e q 063 (1.402) 0.676
To have diverse experience in drinking 0.544
Outside Ambience 0.792 8.149 0.555
environment Recommendation of people accompanied 0.723 (1.059)

KMO=0.777, x> =826.297, p=0.000, F=62.664

7 F h9] alo] &, Zzlo] 8914E 100139 e NFEeE A AL o) F
831 12 vAE, 821 28 A% &%, 89 32 sl on, 8QAA o] 040140 FEERE 7
A7) &7, 89l 4¢ 9 B0 2 st Aok 1 27 AA 239 F S dds}
£ KMOZ%3o] 0.814%2 YEon Battleto

2) o] MEHSMO| EIZMI MRIT AT 73 S-S A% A eEke] 1447.60522 &
<Table 4> 22z 944 34 2o 8 28E prl 0.0005F0A Rl =3l AP
& AT A%t & 1670 G5 dig & & vehidck AA) 239 A9y JehlE
AEAE AAG Aot 8ARNE olojzigh AP F B4 g2 664012 66.4%2) A4S

{Table 4> Results of the factor analysis and the reliability analysis on makgeolli selection attributes

Factor Measurement Items Factor Variance Cronbach's
loadings (eigen value) a
Materials for good health 0.655
Health Partner preference 0.645 32.503
characteristic Freshness 0.595 (5201) 0.724
Ingredient . 0.581
Quality of water 0.504
Design of a bottle 0.750
. Design of a label 0.719 11.092
Visual element .0 1 matching with food 0.705 (1.775) 0.765
Display 0.444
Brand Producing place 0.817 8.530 0747
characteristic  Manufacturer's awareness 0.758 (1.365)
Drinkin: Past experience 0.787 7,669
charactrisic T 0733 (1.227) o701
Aroma 0.701
Purchase Alcohol volume 0.805 6.608 0.699
characteristic  Price 0.801 (1.057) ’

KMO=0.814, x° =1447.605, p=0.000, F=66.401
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{Table 5> Results of the factor analysis and the reliability analysis on customer satisfaction

Factor Variance Cronbach's
Factor Measurement Items . .
loadings (eigen value) a
Satisfied after drink 0.880
Cust 80.528
Sat‘i‘:f:c":,er Satisfied with the decision to drink 0.837 " 0.878
fon Total satisfaction 0.638 (2:416)

KMO=0.688, x° =443.730, p=0.000, F=80.528

Bch a8 A7 F 2719 agle] &5
om, Ztztel S gole A7 BA, a9

EAZA 24 2932 HAE B4, 894E &

3) JA0EE BN MRS A

<Table 5>& ANE F4 @59 gddE
AE37] At F 30 ol digt QA8 S
Al Ajo|th 8lEA L ololAlgh 1.0 o]
o] & 71EoE A AL o} &3l &I
om, gRlAEA Zo] 040132 FEEZ 743}
ok 2 2 AX 23 o dFAEE Aete
KMO &% 3t°] 0.688% e} o™, Battlet®] T
B3 HEE AT 2A PGl 44373002 Fro)
FE p7}F0.000 FEAA Frel BY o) AP S
VERAIEE A BEe] duEE Jehlle 7
AP F BAghL 80528 80.5%2] AEHE B
[tk 8RNEA A 53 FY¥LS ©d 8jle =
FHREA

4. 708 & S8 S0 OE &=
£ AFoae e 7 2 28 5719 13
£ 2ARAMT F e 2AE 73
2 Agstaty] A8 vl ASH 238 el

A|(K-means cluster analysis)S A

~
o,
=t
A4
N,
ML

A BH T

<Table 6> THEN AFAR AL 349 4
o thaf zt ZFol) whe whdy 7o) ¥ 38 F
719} zte]E U LUuiR| £ HEA (one-way ANOVA)
o BMF Avlolt], AE By, 7k 91
e 22 FHolA FARLRE folg Aolrt
HAL A Zh 2R 29 g v|EeR o
B3& Fog dge o 2tk 23 12 o
8, A7 &, A& 5 AR 1 @
2o} g o 34 a9l N 2L Ao e
9|2y Ao WY, R 28
npAlE 89S A9g RE gQlo] Aytgor
7 T B4 e §3) A &9 o
2 g9ut AR A Jehd ol3d &

T

{Table 6> Cluster analysis based on motives of purchase and drinking

Cluster 1 Cluster 2 Cluster 3
Factor Dependant type Favorite type Indifferent type F
N=97 N=87 N=61
. : . X 1. 538
Marketing 2.12+0.640 2.89+0.721 68+0.5 67.948%
M) (D]
Effect on health 2.18+0.634 3.08+0.629 2.08+0.545 67672
@ (L)
.8340. . .S 2.46+0.747
Self-desires 2.83+0.630 3.60+0.535 60, 64.438*
(M) ©)
. . . . .24+0.692
Qutside environment 39120498 3.06+0.647 22406 145.850*
) L)
Note: MeantS D
*p<0.01

H>M>L : Duncan Multiple Post Hoc Test
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{Table 7> Differences in importance of makgeolli selection attributes by each group

Cluster 1 Cluster 2 Cluster 3
Factor Dependant type Favorite type Indifferent type F
N=97 N=87 N=61
Health 3.2940.641 3.53+0.580 2.9440.853 13.427%
characteristic (M) H) (L) )
Visual element 2.96+0.699 3.20+0.686 2.68+0.905 8.665*
™ () L
3.20+£0.948 3.37+0.918 2.80+1.162
Brand characteristic 6.012*
(H (H @ ~
Drinking ¢ teristic 4.07+0.655 4.08+0.571 3.72+0.911 6.038*
() H L
Purchase characteristic 3.28+0.825 3.37+0.831 3.2940.891 0.332
Note: Mean+S-D
*p<0.01

H>M>L : Duncan Multiple Post Hoc Test
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<Table 8> Results of the
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regression analysis on the effects of makgeolli selection attributes on customer

satisfaction
Independent variable B t-value Depen;f:\lflz:h:}eariable Tolerance VIF
Health characteristic 0.028 0.340 0.735 0.551 1.814
Visual element -0.031 -0.394 0.694 0.599 1.669
Brand characteristic 0.078 1.119 0.264 0.767 1.304
Drinking characteristic 0.319 4.544 0.000** 0.756 1.324
Purchase characteristic -0.158 -2.298 0.022* 0.785 1.274
R=0.107 Adjusted R°=0.089 F=5753 £=0.000
*p<0.05, **p<0.01
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