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Abstract

This research has been conducted to discover the consumer's behavior in the purchase and consumption
of korean alcoholic beverages. The intent of these works are to contribute to the growth of the traditional
alcoholic beverages markets by giving necessary data for the marketing strategies and the development of
favorite beverage to meet the consumer’s tastes. The surveys have been conducted against a group of people
ranging from their 20’s to 60’s randomly picked from seoul. The duration of the surveys was from August
1st to September 30th, 2010. We also examined the relationship between the selection attributes of traditional
liquor and purchase satisfaction by consumer’s life-styles. SPSS 18.0 statistical package was used to process
data. Frequency analysis, factor analysis, a reliability test, K-means cluster analysis, one-way ANOVA and
multiple regression were executed. As a result, through factor analysis and cluster analysis, authors identified
6 factors in the selection attributes of traditional liquor(characteristics, taste & fragrance, popularity, design,
harmony, interest), 4 consumer groups(expert, fan, beginner, indifference), 4 consuming lifestyles(social
oriented consuming style, maniac consuming style, pursuit of knowledge consuming style, outsider consuming
style). Among the selection attributes of traditional liquor, taste & fragrance and popularity had effects on
purchase satisfaction.

Key words: traditional liquor, lifestyle, selection attributes, target market

3000 & oA 20121 1% ol o]2& AT

Ao g gt a, Aoz wrde] oF

2009 8Y ARE Z/AAH LIS £} Ak 2o 540 ool o]2A =Yk st
A

.M 2 a
!
x=
of G AAS B ATo Sel & A A 4 AdelNE Bael BAL 2GR NLIEFS
=
&l
g

0,

F
:

1

A

N

Y s BtE TRFeRA A5 AAs S AESkaL At YR o] 2012). # 2
A 91 g AL vk tHKim YG - Kim Sl g ot ol2A #4439 Sk F
SH 2010). °]§ = A&F2] ATFEE 2008 = el G e FAT FOEAE 7

9 557t 010-4270-4270 song9570@jangan.ackr 37| % HJA B el AL 924k



goloplele] We AEF Aeyel B A7 91

H] st 17 el tigh &5 Ath(Lee HS
% 2010; Lee HS & 2009a; Lee HS ‘& 2009b).
HEZF)o) Uk A7 ZH A o] AH|AH
o TS BRI oI TR okt 3]
A= FEol FA43] goi7kar 7] et
(Moon OS - Jeon HM 2011; Kim YT - Rhu JH
2010). ©]2fgk vjate] AEF T E An
Ake] A FA Q) nlgeiot WS ddo] 9l
, ﬁ 3 BEaE FRA ) TR Al oA

1ok 58] 20004 o] F b9l go]
8 e Aol HEAY KA, E%Lﬂ

Rl

o r2 il %ﬂ
e Jh',
i
A
ol
R
-U
ro
o,
E[>“

o
ok
II.
1,
032
i
3
WL
t‘
to

13 Qo asshe Be)
ZtHOpie L & Lecour S 2007; Peregrine T 2005;
Mukamal K et al. 2003).

welt QJeetael el A 2R
ﬂ /\}Dla‘rg] D]—Bﬂ?ﬂjr,]_ 12—7(1, /\EI:Q] H]E}E’_L A==
71kt ] Aol g e So Fska 9l
of A7eA 7AI7F = W ofye} Al
Al el Al el A theke] FRsh fakt
o] Aollar, AAHCRE T o & Zloliy]
o] &°|thLee HS 2009a; Lee HS 2009b). ©]+=
2 4471540l S WAL gl Fakt
7153 Z2K(Ghosh S et al. 2004; Sheil B et
2007; Verdu EF 2009), ©4dz] +E&2] 89
et A3s} &FHLee HS 5 2009a; LeeHS
2009b), Az FEE9] Az vX = I
(Shin MO 2008) 5ol eI A7l =43
27} 8] & go)| Ak A7t 823k 21Zo] & 4
ATHE 7HsA S FE3] BolFa JtkLee HS
& 2010).

A2 AFFE AU BAste] 2

el ofell A kit FH

=3

s
il

d
ol

y
:

1:1

_%

SL' o w2 &

_1

~
R

L
T,
o 30 i

_{3 [
u
o o
N R
xR
>
e
o _?L i—.ga
38
v o,
N
e )
r oy
Y _g{ »
ﬁ 9
fir e
2 o2
ol
gy ol
o Ao 5
x L ot~
o frox o

g
Fl‘j
m m
[>
o
ne,
o
ofn
ko
ot
k1
-
fuoox
o 1l
oA

$FeH(Ko JY - Chung MR, 2006; Shin HC - Kim
EY, 2003; Johnson TE 2002). ©|2]3} F-Foj A A
T 2P ol B 93 ol wE
AT APdAEstelr dgk A= v 9ort
US Aow Er}
wpeba] Oq?L«l EAE AEF 2 A
A &3t AEFE o
o® 1E9 3}014*15}01 = BF
Eldel mE 2Hap) AEFE ddsts &4
ghol qirdetedl Uk H2 g ot
Ao ol gk 7ot A dEE A
T AERbe] dAle] Fietal e 7k,
ARl A e Anlzte] anlE g Ttetete
AL T A et Ad7bsAd, 2Rl &
TE T3e T83 A5z & + e
(Chong YK - Jung WH 2006), H&FE A1ket=
7193 AEFE FAFta e daERe] 4Y
2k, 28] al AT Jujatel Al vAE A Y
o dx% Aoz syt

I. OIEA Hi&

Al 2 J .
7 u%e] ABFELS Uehvict 54 9l % B
2 3w o] 1 0% a2t %

= Tk dTke l‘%l 2004). ELo] M A
W= §12~7], 2o o9l B HE
7}, Se] uho]FE, AR o] A, Fute] |, wA|
9] "lZe} Fol old &grhe]F7] 2004).
gitths AIAHTE FHo Z1Eok FFE
ol gate] =& Hth FRFZE o9A && U3
A & FE Loy FFo] AREY] AR
TFH7} 2ng Agste] o] TR ALY, 34
= HolA For FAA YUAAY, F42
o @3kch A& B9 a3E oA Gt Hel

i

=



92 S ze)8k3]A] A 188 A 335(2012)

dgATE S AS Ho|thKim YJ - Han

YS 2006).

gro] BT g5, O &
of Foll AlxHe R = g5V 7
ARE 7HAIAL A3, gl G = A
k7t Hlomn o]E SR &5t
ot agla A7t e, WnE vhE
A gFe} vluste] B2 olkal A Bzl
ol golth AF9] b= AR wHEelz]
o] 2, di aAP|(H R = WAL Q1
H(CHF) o] ARG D2 o= et =&
RO mF(CEE)E Bl 28 Z’SEE 24
3 gt of7)elA deke vlge A5 A
ol =olal oEd dE S ;H;_s].l: AHAIZE &
Ao g FAgth o] HeFe FHelAl @rt
= 3het & Tt 71kl 9

X
fr
rﬁr-nr'—‘l_o]::':
K
l‘leﬂﬁér
fu oo oae 8

4N 2

A A
A e AP e AGARE B
7 Y= whH 3} olm] gt 2
2 Sl sel W sk 9ol stk
AR Seltele AEF
% UAF2 a3 4
9l zmmrh AR

E !
=
1B
WN
e = -
n
)
>

Hﬂ o
r-{u
£
o
ry
ol
e

hro > = hu

S5 Hlo] ¥HE &o

TEETh 1A, 19881 o]

A FEESAE A AT, F HAE 7

LollA —‘%’%%ﬂxﬂi ﬂ%ﬂf& %, Al A=

A& 1995
[e]

=(l>1=‘
OO
T
=2
>
T
o
ol
e
o
i
Iy
:i
=
o T

d o] F B —“%OHH M?ﬂ 52
% Zolt} 20099 89 Ay
A o

o S21zg ojeuA gt

L

e
r dr N Jo

2 Mo

30
2
ot
ol
g
I
N
m‘
ol

1o
av
2
I
o
2L et
offt oo
i)
e K
¥0
o
A
&
&
1o
=
ok
=
22 o

R,
BN
ox
il
o
fo
2
olft
2

So] Z7198A Mt WRstel 2P S

d=
A | g2 AR cRE AMedR,
H, =9 =24 et 44, &HFA Fol o
HAZHE AR 2] A7 GALE B3] 44

=]
=
Hx] s & solth WEFE A Tl
WA A AARL °ﬂ7ﬂ Wes +d &
= FAe HACIA RIZRIE TellM & &
Z HYS 7R AdES A
37k Wl S3T
2004). FEF= 54 Aol Xl%" oA x**ﬂ
oL 2% 3 AFelN F= Aits e Stk
= &9 YRR AR solnt o] & ad A4
o] 7159} TEl w2t &2 40| 53k, o
o wet F2 1 A FRIEe] 7|2l s 2
| zoleiar & & vk wiel] 54 A o]l
ool e AE7] oeE 21& 7 3l
A o= g A SAtFR BdE solth
FAR mE el Fos 2 A A
Siste] A, HE Zasitia < &=
SR e SEA, IR, =AAE 5

A %ﬁ% A, 5 %s&o] FF P AT

N

437} &

5 Y3k 1991Lﬂ 6

gl FHst RS Mol E AX F/RE
o
=

= shaL vk gl drkHl Bl 4
oF 2oy} weatarhe Al Sdndl o v
o] FH FRE UEFH sl AlFe
AT SERe 2 BFEST, T
FA AETE T st o] Al=He=
TAHRA Aol AAH R L7t Hol A
g A% o] ATHKIm MJ 2010). 20101 8ol
Td AeFAFHN = A5 712 A
T, NEF, FET To Md= & d w7 4
ofsta itk Iy Aol A, = B =
M, =t Az ARSI ]iak Ase] 3,
==

oX,

I F4o 54, A Sl F 1

2
15



goloplele] We AEF Aeyel B A7 93

gt AgTe] Hastel adelrt ved 2

27} AUTHKim MJ 2010; Min MS 5 2010).
20091 8¢Y 269 =H7MEAH A3 = Tt

AgelRd AesF5 FoAIoZ §A 31

AARDANA AR 224 F55 GAETES

AE ol A= 2010956 20129 714] 3,000
A FAst] Seuvete] dEFok AA 2
o] =5 FAZ & A, B3}, u, = F
= 243t =9 A Z A stast
TROR FHvl gA3vE 24 AY £
o JEfolth 24l E, 2009. 11.3). 77
20081 F-E HEF &3} AS FH8k

ol
o o S o

¥ M1 v

. A7) =Ed7 e delA] 2 ek A
np HEE] S A &It F2 AHE AT
3 Yo (EEAGAIE, 2009.10.12). FHFAH]

ok AR Az 9 grt S AlxEHE AHE
aHel wid 109 nEA RodS vl o
22 2 sta Al YA AAlskar ok
2011, 109 LAF Aol = AI83] tighl= 9}
Azl A7 RHEHAeH, FAFdER T
Ae 2011 Wil = $2ls AP 7F A =R
ot TAH AR w2 Ads) sl FRA
oA = 12%U ] HAr&s 2AAdS =
2 2 IRl HEFEAY S =33 AlA
Aol A Akl eRlzt "] AAshs <ol
=] 3ot

Aol &ty A5 AeF9 JAt

Tl tigt AT =, 2006; ©1F7] 2004;
o| B4, 2004), AFTo Az}t LFEA | Hgt
A (Song JH 5 2011; Song JC - Park HJ 2003;
Kim IH 5 1996), 2552 543 7|5l et
A 94Seo DS 5, 2008; Kim YS - Park YS, 2007;
Kim CS 5 2004; Kim JH 5 2003), A5 o]&
Aefo] gk A94(Kim YJ - Han YS 2006) 5]
ANem, HIde= MEF] 7k d9+(Han H

C - Seo JM 2009), #374EF3} A7HKo JY &
2011; Kim IS 5 2009), A&F2| Frjo= A+
(Min MS % 2010), $71x] ¢} 2= Tzl /44
el ¢134(Chang ES 2011; Min SH - An SL
2010), A& Aoz} Aeid/d A5 (Moon O
S - Jeon HM 2011; Kim MJ 2010) 52| Hofz
T999 g Fojrta Yot AT AEF9
ZH| el w2 AGA RSk B3 A= o4
v &3tk

2. MEF AHIAC! 2lOIZAEY

2o ZER o] 7k Abgdo] =3 A3HS o8
ZHBR=7HEE), A9 3 YlellA 7ol
i IS TR =), ARLle] T 8l
ojul gk A7+ zkm A=K ALY
21(AIOs: Activities, Interests, Opinions) 2.2 7% ]
%A (Blackwell RD et al. 2001), ZxH]A}7} Ato}
7PAA ALEA FE AR Bkl FAE Q)
o] WAA 540 R AiRle] B71, AR
g, ABEIAIE, JIFEAA 54 52 /83 7t
& Rigsles Ao 2 Aoyl Whalo g Hojd
THRokeach M 1973).

o|9} & glo] ZAERd & At #AlF A
Sl mhet tha Aol AR T2 ohE Al
T2 = LS 7 AABHNam SK 2006),
HRle) AEe A5 & e d(Adler A,
1969), AF3] A AT S4AQ ALojrjew

E w3 Je ) s sl 4 (Wells
D 1975), ERR1Z == 7iQ1e] gk T4
T, NQ1e] A, Bu|, oA Foll oJs) At
Hojx & ek (Assael H 1983), 522 %2
w0} gt} 3 Engel JF 5(1995)S 2o Z A€}
A Abe] g A =8 Al fE e
2 2HA el IS FE T IAA
540z JRIEs AR AE, 1Y, 7 5
o] P& ol F5T /RIS THH|* g

slith, SelA e B 2 944k HoloA



94 =z2] g8 x| A 1878 Al 33(2012)

3t goloz AGA|A QLV%(Kim YK - Kim JY
2009; Ko JY - Chung MR 2006; Park KY & 2002;
Shin HC - Kim EY 2001).
AeF e A APGAIES =
2 AnRe) golZaEde] w

Vg

ols
=

?i:rLL F
Aol AT 1 S el FRF A
o] FofelA] 2 4 QUth 2000 = o] 4
A A = FFRAPEANA 7T A7 %

o2= oRIF B golZagds 1Y F
UTHKo JY 2007). &}Q17} = Av}e] glo]
= 2B} McKinna D(1986)°] 284 A12H=] 2
o e RIEH|AE AiE7E ofsrt, d2F vt
Yol duks-8r} zRAZ LEIT ¢f<lnt
A AE7}) Spawton AW(1991)S A7}, of
7h +87F 2EAS M) aFo R 276k
stk Bl=tAl el A= Moulton K 5(2001)°]
2|2} P AR T AETHEF 5%),
NS T7HLF 45%), ZHAK2F 35%), 18]aL 53]
o7 e FHFEAE EFRoIiTh nl= ¢
ANEE 2Aoz AEsRE A2 Thach EC &
Olsen JE(2004)°|t}. 252 o] Z2Eldo] wh
= RIS 7EREE lifestyle
theme), 2JAHE$ 718 (dining ambience lifestyle),
A v] &3 (fun and entertainment lifestyle), A}&]
A &F8(social aspiration), <13] 3 (travel lifestyle)
°F dFs W 7 §3d e vAR d
= AABIAE T3] oS AlEsish
5.(2002)= AH|[AFY] o] T AERU S
2H|Ap} Fete 79 AR ek 3
ol Yehte oINS 3 2
oA Adstd = 543520 WRL(wine
related lifecycle system)< 7|28} ch A A3}
S}Q1 ZB|Rfe] gho] ZAERU 2 t}xﬂxﬂ jﬂ”l‘”
AR}, T A g
2 2eH|AL, Sl 3t ol ] A g am|Af 9491 2
HAR 58 TRt el elQlan] At
e ATEE Jun JH 5(2006) A&7}, o) 571,
287}, B3 43502 Ui, Lee BYZ

19
o

>

YoM o> e X (o

R
T

fol

A
a}o

5 (relaxed

Bruwer J

Woo KS(2006)-&
A, #4401

A% Froke Ama 2o
NFG AR 204, Luky
Q 2l A, AR 2, e BRI L)
A 5 625 E YTt Ko JY®+ Chung

MR(2006)2‘ == :F-UH D]—L] o].‘d:] x] A z?_zq =

9, AEIAFA vhiold, ARG A4
279, 570 BoRgoR Uitk A7
o Aol AEF 209} Bl A4S
BRete] A gARee] Ao AT o

AR/ @ Aoz 7yt

u7b g

3. FMEZ MEtaN() St 917
oI Aol e} Lol Slgied 7
@ %37} ARl
=4 hsd FHlR vk o o
el 7K 79 3% el 54 o

=

52 33, Em A o ?UH &4

]
Aol go] AFAE, AAAY FHLE, Y=
o WRolehs AYAY IS v o

A= Fafeirt 274 7 ERsHA B
o] gtiLewis RC 1981). &H| A= A Fol}t
MBS Fjskr] S8 54 A EE 96t
et AY Tl ef FAIgle] WSt AES &
g5t o 21 e BEE Bk o3l A
AR D Eel sl Al S FXl5] flsliA=
njzt5 olQd = M|z} g Fol ek et
A JHE o= ot $49 T8Ee AT
3k oJu] 7} 7EA] 2 Qlth(Lee BY - Woo KS 2006).
el 2leo] eRlell Bk £42 LM AH
PP EA] Gt oRle] FA 7hsskal 2kl
g ol s = T Rl ALl A
A3S shfa s th(Thomas A. & Pickering G
2003). 2flef] that MelsAgo g o eke] &
del m}t ko] 7} $ItiKo JY - Chung MR, 2006).
Hauck R (1991)2 5 1] vlAR S|4
gk, 1] 7, 57, AHEEA, AL 571 Sl

93 99107 AA|E+S AL, Gil, Sanchez(1998)

e

z29



eo] ZoElle] we 2

FO

25|Q1e] ofRlof| thste] HaH 1“3 olm
7], dlolE, 9k, Bt 744, ?UH— BASR

T 5o& ARSIt 2ga sl o
ol MelEAdol] 9loJA] Quester PG & Smart J
(1996) £RIAPA Y, T=FF, IRl ~Eld S
A AR TE 7] 2 ¢Rlof| A= Kalogiann 1T &
(19992 5535 ot TR, A4k, ot=wle), o
ol&, 7H4 Fo& AAlStth o] Aol A
% Lee BYZ Woo KS(2006)< 9}01—"— Aensl
71, 7, &8 & AASFA, Chung YH
(2008)= <F1e] 34, <4<l U}ﬂlﬂ olo] 4l
n]Ad, eele] 714 Fo] £Ado] viEwe] JH
Aol o= 2AFFITE 18] a Ko JY# Chung
MR(2006)2 <}<1<] %/‘*(%EL&E—’F IEEE
HEA], W AR, ofRle] Al Aak=rh), 9fle)
gl gi-2le] z3), 9le] Bt TRk, o
9] &), FH L HR(aER A 4, dFulA

—_
—_

F_R

7@1 T 2 Z;':d N A3 x%y_) Hde 2 =
AdeaEds, FASH), 28 7 3 T
(H, FHE £ AASH 18]a Kim
TY (2008)& okQ1e] 548= WAA SAv) <%
A 5dem skt

oldel AdRYATE AER A, £ Al
T AT AESAA S Q1o AgEddl 7ukE
FaAEF7PIA AL Sl AR S5 A2
Al ek F7hE oA £4& AeT S

Qo] A Wl 249 3
Y@ AL R 712,

1) 2i0IZAE

Fo| ZElU e 18 A7Ae] WA A2
| W} zfo] 7} glo] ghrh B Ao A Y
Q1 oA Assael H(1983)°] A g ElQlT}

el

¥
R

95

l‘hl

TEH = 7HQ1e] A3k ARl A, 9
ol oaff FAstE] 2] = PggFA o2 Ao
a1, XA EAA axH|Ake] A, ARt
ZHlgte TP B2A &H|A dFd 93
ok =2 %) 2] 3k Engel JF 5(1995)<]
S TS 7o R sta k. ol= FulellA
= #3(Shin HC - Kim EY 2001), €24+ Hof
(Park KY 5 2002), 2F1%FJ(Kim YK - Kim JY
2009; Ko JY - Chung MR 2006; Lee BY - Woo
KS ,2006; Bang JS - Jun JH, 2005)°4] a74e] A
g 5S Hsk] Qg FEo 2 AEAI AT
53] oI #iE go|Zaptde] 22
oo 4] Moulton K 5(2001)2} Spawton AW
(19917} A&7} Nar), 871 1A 5 470
OdFCo R EFste] anate] Jd 3 Aol & At

438k, el A= Bang JSZ} Jun JH(2005)7F

&,

_OL

o FHT

AE7) 27}, AL 293 S 40502 ¥
Frote] 1 543 7ol AfelE tHsksitt oldl &
Ao AT avjAke] glo|Z2Ekdel] A7t =
BERE A AlRESE fal S 6kd
APATFE FH o= sta EFe] 54& 57_34
sto] 19719 &2 78It 714 HE
o] EAdolek s, 1 M7t W7 i) iﬂ]l}
7 Al 8ol 7Fed RIEFH oV R

2, B0l slole] AL 5
2 H(Kalogiann IT et al. 1999; Sanchez M & Gil
IM 1998; Quester PG & Smart J 1996; Hauck R
1991). =l A1 = Han EJ(2009), Lee BY®} Woo



96 gz 33)R] Al 18¢ Al 335(2012)

KS(2006), Ko JY? Chung MR(2006)°] }o] =2~  WEAQIWE: 3§ 37k g0 sl on, A
Bide] w2 okl AEEAe] et AolEMs Hd

Axr ofel deFe] S4¢M sloids mE

FREET, EFF, NEA, W U, el

A, P¥Ert B S, 45T Ut g 2. GTDEI I
ot gae] Za), BT W FUAAL A WFe 244 gelo] g8l FYE SR
579 & 5% nelsgon, 20 L Yuo) 9l HYATE HHoR offsh Lol 4 2P

W oguAg AN,

I
2, dax FH, BiE g FA5H Slo] B WAL el Zaud {33 A 7
A, FASH 55 22l 7K 2 TR0 ol = Aelrt e Aotk
Me 7H, T/ 62 T8 S48 Ha 4N 7Wd2. gelz B {33 e s
TS AETe 50 Al 4 BS a1 Trelle Aol s Aelth
t}. o]of] B Ao xE 22742 B FE319) 7Hd3. 2HAaEI AT A Jtelle
o, glo| ZAEtA I ABAt O WE HE A7t e Zlolth
Fol dei&Aoe o7t & AR £t V4. AET UGS Fuisel] k=
n]3 Zlo|th

3) F0HEHE

TR AnAke] SH A e Q1A A 3. ZAHHAH & D12t
B el A LAY s A om ATl et F915 ATl A BATE avxke] A
Z(Oliver RL 1999; Dick AS & Basu K 1997)°.2 w2 AS5F LH|Pe|E 2Asl] 9lsle] 2%

st

N R & ol

7] ¢
sokw|o] FullgkEo| Uit Friakdel] 28 gt JAXYAE 2ksel] ofd A& A9e] st A
F He Mder 2350 YtiZeithaml VA & YA T FHE 4O g on, o] XL H]
Bitner MJ 2003). o]oll & AFoME AEFe] A HdFF &7} A o] FolA]
AejgAgo] e Aoy, FAFHE, A AP 2009 8¢ 1Y FE 9€¥ 304714 ¢

o
el

Lifestyle

H2

H1

Selection
Attributes

Consumer
Group

<Fig. 1> Research Model



eo] ZoElle] we 2

27H 7t LIEP 23z

i
’9
>

Y, AR, AR

_’g—o]-;q /5&] H) {;HT—H) ;Hzﬂ—

-u j=2)
2 3%(%%%%‘%, A7t 349), 4
X 2REF/IAT, B A el fix|g
g8 FAFsta e UETH2 Ao A
e ol gstar sl w194 oo W=l o
For folmEFE el sl A7 e
= Sk o oM F= AFsa /e A
TEEE 54 A9 s 23 UEFE
fjaha 9, o] R v o F 3502 A
TAE W sk, % 33078 g steltt
Sl BAR ARA 1652 A9t F 314
5 SAAR st B4 o] gtk

4. 7Y

& A7l 524E @dsp] flste dEAle
T8 FEE ol ST 2ol 2 B n
B AARE S A APATERE 229
on, deAl= 3A o] FEoR AET Ad
&4 22w, Bl 2B 18w, PR 3%
&, ATEANE 54 6wFoz 7SI &
A SPons Ao AdEE dd s
o} ol Zaut, FulvS FaE 53 SAE

<Table 1> Characteristics of the Respondents

F AegAdo] B3 AP 97
2 Z(Likert Scale: 5="]-%- 5-8.3}, 1=33] F93}
A e AHESIATE 2 AT 545 gAst
7] el golZ ekl RlF e HdY &
821 =3dla B EE A5 }71 Ak el
A(Factor Analysis)S A3 a1, =74 3=-0] Al
FH=E AS37] Y5kl Cronbach'ai-A < 313
th g ABF o] 849 o] Bt aclS
FAAQI Ao g Fol FI= 5%5}7] 913
THEX(Cluster AIlaIYSlS)E /‘}’9-*} A%
T 2H[Rbe] glo| 2Bt {ol e e
3 Zonw zolE BA 0}71 H8l EAHEA
(ANOVA)= AT gk A e AusA

of gt Fuljt<re] JFUAE LA staA} 3]

1=} O =]
4F 3

1. ZAICHAIRIC| BN ALE

Aol Aol S 3142 A<l
%] Jof
333 o479 Hl?oﬂﬁb A 158%‘(50 %),
oA 156%(49.7%) 2.2 YEh} T AE Zlele
2 Aol7} gl Ao Yehton, F¢ ol

e

¢

e 7

(N=314)
Respon(%er%t Ttems Frequencies Respond.en't Ttems Frequencies
Characteristics (Percentages) Characteristics (Percentages)
Gend Male 158(50.3) Marriage Single 118(37.6)
ender
Female 156(49.7) Status Married 196(62.4)
Administrative position 72(22.9)
2029 91(29.0) Individual proprietor 36(11.5)
Student 93(29.6)
30-39 41(13.1) Current .
Age . Housewife 41(13.1)
40-49 89(28.3) Occupation L.
50 93(29.6) Service industry 54(17.2)
or more .
Specialized job 15(4.8)
Others 3(1.0)
Less than 2M 63(28.3
High School 72(22.9) esst 231 ) 99(1\v20n) 68E30 5;
Education College Graduate 101(32.2) Household M 3’ 9OM 3101 3' 9
level Unl\i/;/ertsity Graduate 1(3)58245‘; Average Income AM ~ 4:99M 30(13:5)
aster or more .
SM more 31(13.9)
Total 314(100) Total 314(100)
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o] kAol 9378(29.6%), TEIAHF-21(22.9%), vl
B 22 o] 5478(17.2%), FH7T 417(13.1%), A
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{Table 2> Validity and Reliability Analysis of the Traditional Liquor-related Life-style

. Factor Eigen- | Variance | Cronbach's
Factors Variables .
loading value (%) a

Make my personal relationship better 0.809

Make a better atmosphere 0.742

Social oriented  Good for health 0.738
octa? orienied - Hood ot Aed 5598 | 37320 | 0833

consuming style  Improve my image 0.733

Talk about traditional liquor I have tried 0.687

Depend on information from others when purchasing 0.420

Particular place in my own way when buying .0.750

Maniac consuming Particular procedure in my own way 0.739
. 1.462 9.749 0.788

style Rest from fatigue of day 0.688

Not save expenses when buying 0.686

Pursuit of Wish to learn about traditional liquor 0.837
knowledge Wish to try traditional liquor hearing particular one 0.833 1.264 8.429 0.819

consuming style A lot of interests in information 0.708

Outsider consuming Prefer to other types of liquor 0.798
. . . 1.172 7.815 0.621

style Consider labels and prices rather than quality 0.656

a. KMO= .875 , Bartlett's Test of Sphericity = 1816.952(p=.000)

63.313%
c. Total alpha coefficient : 0.860

b. Total cumulative :
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{Table 3> Validity and Reliability Analysis of the Traditional Liquor Selection Attributes
. Factor Eigen- | Variance | Cronbach's
Factors Variables .
loading value (%) a
Productive age of traditional liquor 0.810
Pl f producti f traditional li 0.769
Characteristics ace of procuction of fraditional quor 4495 | 24974 0.761
Awareness of a manufacturer 0.732
Types of traditional liquor 0.530
Fragrance of traditional liquor 0.795
Taste of traditional li 0.747
Taste & fragrance o o, . oorondl Aduor 2453 | 13.626 0.668
Alcoholicity of traditional liquor 0.634
Experience of drinking before 0.560
To have social life and friendship and feel easy 0.814
Popularity To celebrate a special day 0.710 1.708 9.492 0.754
Popular 0.610
Design Brand des%gn of trad%t?onal l%quor 0.845 1320 7335 0.868
Bottle design of traditional liquor 0.843
Taste of someone who drinks with 0.844
Harmony . 1.143 6.351 0.616
Harmony with food 0.771
Interest in traditional liquor 0.854
Interest Due to our own traditional liquor 0.625 1.074 5.968 0.665
Advertisement and public relations 0.505
a. KMO= .749 , Bartlett's Test of Sphericity = 1964.754(p=.000)
b. Total cumulative : 67.745%
c. Total alpha coefficient : 0.815
el 633%% A3E AH2~E}d(Social ori-  BEA|EOZ FujvkEoe| tigle] thal QQlEA L
ented consuming style), "lHo}d M| AEFY 17| & 317X (eigen value)7| 4.435, BAHdH o]

(Maniac consuming style), A|2]373 AH|AE}

2 (Pursuit of knowledge consuming style), +<] 3k

&7 54(Characteristics), &2 Bt & &oto] AEF LB|Ake] AR EHE A4
(Taste & fragrance), &2 %/ (Popularity),
d&52] YA (Design), 82| Z3KHarmony),

AEF9] P4 (Interest) ©| 2k 2Hzt W sl th

-
A8k

A 2AENE S

[th gol ZAeldell ©&

81.167%= EITE

el 215S BN WA A2 P8

A LIS

{Table 4> Validity and Reliability Analysis of the Traditional Liquor Purchase Satisfaction

1) SlOIZAEI AMHIAIDE 21| RI0I2A

A~H] ~E}(Outsider consuming style)°]2kaL Z} 4. A AS

zt sttt AT AYEAHAE TS A

dsh= W@ FEHE A T F 679 89l

50| FEHAoH, FAke] AWEL 67.7%= A 2 A= AT MRt glo] 2B S o]

i

10 go R

],

[¢]

. Factor Eigen- Variance Cronbach's
Factors Variables .
loading value (%) a

Recommendations around people 0.906

Purchase . .
. i Repurchase intentions 0912 2.435 81.167 0.883
Satisfaction . .
Total satisfaction 0.885

a. KMO= .741 , Bartlett's Test of Sphericity = 555.653(p=.000)




100 S ze)8k3]A] A 188 A 335(2012)

ato] L& AT F K-means S E3t

=
o
Jo
l:pp
Hd
N
)
it
fot
o
_O|L
8
=
Mo
ik
f
N
>

1
= 3 Sttt web dEoh
'l 21 o3 o] wE AB|AIES Bang JST Jun JH
e 27 wHskth a2la glo]Z Bl (2004)7F oRIaHARE BRI A9 2ol A2t
ut = s
9

S
2 2 2nApre] 54970 Aol 71 (Expert), °HS7HFans), 22X AH(Beginner), ¥4
Asl 7+ FF] ol gt Hte] xpo]HZ(ANOVA)  (Indifference) &2 H-FHATE HFH lo] ZAE}
< AAlsith d FEI ER7E 2HIADF el <Table 5>
AT, 7 o] AelfF o2 e =EE ¢ Zo] zelrt e Zo® EAMEAL
F&A %ol P=0.0002.% F9] A<l zto] & Hole
215 tisl] =&E 3 9 BHd 5 9l 2) clO|ZAEI I MES MEHSRM 2t0)
AL, TF 12 ARHET ARl Aol A o2
5 Fotote niHold aHAtR AT A& B AFoM e AE5F LBt o] T e
FTHAME e TR FEE S Had o wE AT AuEA o] Ao|E Yot
F e EAS /A ALk ol 1S HAE 918 ANOVA 4] 2 A% S{(Duncan Multiple
T AE7t a5 Wollrh T4 2 vhol4]  Range)s AASkith 2423 <Table 6> 2
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e Aoy the FRdle Hadilel gla, & A Ael7h Hlad vk Afo7t Sl Zlew viekkk
A& T84 sk Aol A Adtolrh ol 2 th ARRY glo] 2Bt vl A Z3K(Harmony)
THE laFer Hadth 7 3& 27 B F8A A7IAE AEF gARl 8l e
ot v =@ 2 2B A QAT e Hla A sk B Hola glom, whyo} go
FRE vl Ao, gAY e 5 IR TR, Bt g 231 29 TS T8
A AEFE 7L Atk olell 3E e AE Al A7IARE B8Rl e AriF e R B

{Table 5> Cluster analysis based on traditional liquor-related lifestyle

Consumer Group

Divisi F P
rviston Expert Fans Beginner Indifference
Social oriented
oclal Onete 4.13(a) 3.54(c) 3.57(b) 3.319(d) 40972 0.000
consuming style
Mani
antac 4.00(a) 3.97(b) 3.43(c) 2.80(d) 87378 0.000
consuming style
Pursuit of knowled:
sult of Krowledge 433(a) 3.35(c) 3.41(b) 2.86(d) 76231 0.000
consuming style
Outsid
seer 4.07(a) 2.64(c) 3.52(b) 2.63(d) 148209 0,000
consuming style
Number of unit 57 67 129 60 - -

""p< 0.001
Duncan’s multiple range test: a>b>c>d
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{Table 6> Difference Analysis of the Traditional Liquor Selection Attributes by life-style
Consuming Lifestyle
ivisi Pursuit of
Division Social oriented Maniac ursutt 0 Outsider F P
knowledge
Characteristic 3.154(b) 3.067(d) 3.863(a) 3.144(c) 28622  0.000"
Taste & fragrance 3.770(b) 3.929(a) 3.699(c) 3.649(d) 4041 0.008"
Popularity 3.171(b) 3.074(d) 3.717(a) 3.089(c) 16.807  0.000
Design 2.928(d) 3.954(a) 3.139(c) 3.163(b) 31263 0.000°
Harmony 4.232(a) 3.838(c) 3.873(b) 3.796(d) 8408  0.000
Interest 3.017(d) 3.090(c) 3.314(a) 3.260(b) 22530  0.000
"p< 001,  p< 0.001

Duncan’s multiple range test: a>b>c>d
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ER - D ESXC LS

oA Wl 7 vepgeh web 2
o) EY §8 e AEFO) Aoz e A

o7t e Aoz YEhyith

3) 2AHIAIDEDN MSF MEI=SM 21|
AO|24
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{Table 7> Difference Analysis of the Traditional Liquor Selection Attributes by Life-style

Consumer Group

Division Expert Fan Beginner Indifference F P
Characteristic 4.109(a) 3.149(c) 3.259(b) 2.750(d) 56.855 0.000""
Taste & fragrance 4.162(a) 3.944(b) 3.705(c) 3.404(d) 25.939 0.000
Popularity 3.754(a) 2.915(c) 3.356(b) 2.827(d) 25.534 0.000
Design 3.886(b) 3.932(a) 3.240(c) 2.400(d) 66.037 0.000
Harmony 4.438(a) 3.888(b) 3.845(c) 3.733(d) 16.111 0.000
Interest 4.070(a) 2.641(c) 3.515(b) 2.633(d) 148.209 0.000"

™"p< 0.001

Duncan’s multiple range test: a>b>c>d



102

S ze)ets] A A 187 A 33(2012)

{Table 8> Results of the Regression Analysis of the Traditional Liquor Selection Attributes on Purchase

Satisfaction
Dependent variable
Independent B t-value p-value Tolerance VIF
Characteristic -0.088 -1.029 0.304 0.686 1.457
Taste & fragrance 0.530 5.139 0.000 0.795 1.258
Popularity 0.423 5.164 0.000 0.706 1.416
Design -0.091 -1.444 0.150 0.847 1.181
Harmony -0.014 -0.161 0.873 0.850 1.176
Interest 0.097 1.179 0.240 0.746 1.340
R’= 0.206 Adjusted R= 0.190  F= 13.229 =0.000
"'p< 0.001
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