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Consumption of Alcoholic Beverages and Perception of Korean Cheongju
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Agriculure Development Division, Yangjusi Agiculture Technology Center, Yangju 11421, Korea

ABSTRACT

The purpose of this study was to investigate consumer behavior and perception of Korean cheongju (rice-wine). An online
survey, conducted from July 24, 2015 to July 31 2015, targeted 500 males and females adults in Seoul, Busan, Daejeon,
Gwangju, Daegu, Incheon and Ulsan. Male respondents were more likely to drink more often than female respondents. Male
respondents preferred ‘beer’, ‘soju’, and ‘cheongju/yakju’ in that order while female respondents preferred ‘beer’, ‘cheongju/
yakjw’, and ‘soju’ in that order. The reasons for drinking cheongju were ‘taste’ and ‘flavor’ for both males and females. The
most important characteristic of Korean cheongju product included ‘use of domestic ingredients’, followed by ‘tradition of
brewing’. Both males and females responded that an important element of taste/flavor were ‘simple/pure taste’ when brewing
Korean cheongju. In the survey of image recognition of Korean cheongju, ‘tradition’ and ‘trust’ were the most important.
Therefore, it is necessary to develop various marketing strategies by understanding consumer preferences and perception of

Korean cheongju.
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Table 1. General characteristics of the subjects (n=500)

Men ‘Women XZ

Attribute Category Froquency (%) value
Gender 251 249
Total 500(100.0)
20~29 60(23.9) 55(22.1)
Age 30~39 46(18.3)  79(31.7) 1235
(year)  40~49 77(30.7)  61(24.5)
50~59 68(27.1) 54(21.7)
Marital  Unmarried 150(59.8) 153(61.4) NS
status  Married 101(40.2)  96(38.6)
Below high school 39(15.5) 43(17.3)
University student 26(10.4)  29(11.6)

Education  ypiversity graduate  161(64.1) 150(60.2) NS
Above graduate
school 25(10.0)  27(10.5)
Business owners 16( 6.4) 15( 6.0)
Seller/service 15( 6.0) 13( 5.2)
Labor/technician 15( 6.0)  4( 1.6)
Office workers 128(51.0)  84(33.7)
. Management/ .
Occupation administrator 24( 9.6) 16( 6.4) 61.1
Professional workers  11( 4.4) 18( 7.2)
Student 25(10.0) 28(11.2)
House wife 7( 2.8) 60(24.1)
Others 10( 4.0) 11( 4.4)
Seoul 110(43.8) 111(44.6)
Busan 41(16.3)  34(13.7)
Dacejeon 18( 7.2) 15( 6.0)
Residential - . oi 16( 64) 13(52) NS
region wangiu ’ ’
Daegu 29(11.6)  24( 9.6)
Incheon 24( 9.6) 40(16.1)
Ulsan 13(5.2)  12( 4.8)
Under 200 30(12.0) 45(18.1)
Average
salary per 201~400 71(28.3) 61(24.5) NS
month 401 ~600 110(43.8)  94(37.8)
(10,000won)
Over 601 40(15.9)  49(19.7)

D NS not significantly different, ~ p>.05, ™ p<.01, ™ p<0.001.
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Table 2. Consumer behaviors of drinking related to alco-
holic beverages

Men ‘Women Xz

Attribute Category Froquency (%) value
5 times a week 42(16.7) 18( 7.2)
Frequency 3~4 times a week 101(40.2) 98(39.4)
of Once or twice a week 54(21.5) 59(23.7) 15.82""
drinking )3 imes a month  45(17.9) 52(20.9)
Once a month 9( 3.6) 22( 8.8)
Restaurant 75(29.9) 62(24.9)
Miajor Hop/bar 78(31.1)  88(35.3)
drinking  Home 71(28.3)  43(17.3) 20.29™
places 1 ditional bar 25(10.0)  55(22.1)
Others 2(08) 1(04)
Soju 7027.9)  43(17.3)
Beer 90(35.9) 75(30.1)
Major Cheongju & Yakju 30(12.0) 60(24.1)
drinking ~ Takju 20( 8.0) 28(11.2) 25.57™
fiquor \yicky 14 5.6)  6( 2.4)
Wine 25(10.0)  30(12.0)
Others 2(08)  7(28)
Soju 66(26.3) 35(14.1)
Beer 103(41.0)  95(38.2)
Cheongju & Yakju 15( 6.0) 44(17.7)
Fﬁ;ﬁg‘;e Takju 20( 80) 31(12.4) 38.16™
Whisky 15( 6.0)  4( 1.6)
Wine 30(12.0)  30(12.0)
Others 2( 0.8) 10( 4.0)
" p<0.001.
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Table 3. General consumer perception related to cheongju

o
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by gender
Men Women 7
Attribute Category
Frequency (%) value
Cheongha 258 51.6
Baekhwasubok 168 335
Gyeongju beopju 105 21.0
Baesangmyun juga 20 16.0
Brand  charyesool
NSV
awareness' Baeksaeju 10 2.0
of cheongju
Hwarang 48 9.5
Seolhwa 25 5.0
Yedam 33 6.5
Gookhyang 6 1.2
Cheongha 363 72.6
Baekhwasubok 211 42.1
Gyeongju beopju 107 21.4
Yedam 100 20.0
Drinking Seolhwa 74 14.7
cheongju  Gookhyang 47 9.5 NS
within
6 month  Gyeongju beopju w  oa
charyeju ’
Baesangmyun Juga 8 3.7
charyesool
Hwarang 39 7.9
Others 65 13.1
Restaurant 81(32.4) 82(32.9)
Major place pome 96(38.4) 104(41.8)
of drinking NS
cheongju Traditional bar 73(29.2) 62(24.9)
Others 0( 0.0) 1(04
For personal 145(57.8) 123(49.4)
relationship ’ ’
Ancestral rites 40(15.9) 52(20.9)
Purpose for yjke to drink
drinking cheongju 30(12.0)  39(15.7) 13.01*
cheongju
Congregate dining 18( 7.2) 29(11.6)
Business 16( 6.4)  5( 2.0)
Others 2(0.8) 1(04)

219
Table 3. Continued
_ Men Women XZ
Attribute Category

Frequency (%) value

Cheongha 136(54.2) 163(65.5)

Baekhwasubok 47(18.7)  27(10.8)

Yedam 8( 3.2) 14( 5.6)

Favorite Gyeongju beopju 30(12.0) 10( 4.0)
cheongju  Seolhwa 7( 2.8)  5( 2.0) 20.89"

brand — rang 6( 24)  7( 2.8)

Gookhyang 3(12) 4 1.6)

Baeksaeju 3(12)  5(2.0)

Others 11( 44) 14( 5.6)

Taste 65(25.9) 68(27.3)

Flavor 38(15.1) 33(13.3)

Awareness raising 17( 7.0) 24( 9.8)

Alcohol content 12( 4.8) 28(11.2)

Purchase availability ~ 35(13.9) 20( 8.0)

Price 16( 6.5) 11( 4.4)
szisn‘;gn;or Recommendation 16(6.5)  9(34) 5

cheongju  Food accompaniment  12( 4.8) 10( 3.9)

Brand/product image  14( 5.6) 27(10.8)

Hang over 8( 32 624

Health 13( 52)  8(3.2)

I’;iﬁiiifnmem/ 3(12)  2(08)

Others 1( 0.5)  4( 1.5
D NS not significantly different, * p>.05, ™ p<.01, "™ p<0.001.
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Table 4. Perception of Korean cheongju by gender
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Table 5. New product concept of Koeran cheongju by
gender

Men Women X2

Attribute Category
Frequency (%)  Value
Use of domestic 09043 4y 92(36.9)
ingredients
Tradition of brewing 51(20.3) 53(21.3)
Characteristic .
of Korea Domestic nuruk 33(13.1) 54(21.7) NSV
cheongju  Traditional brewing 32(12.8) 23( 92)
tool
Home-grown
. 26(10.4) 27(10.8)
cheongju
Simple/pure taste 80(31.9) 87(34.9)
Heavy & rich taste  40(15.9) 25(10.0)
Soft taste 34(13.5) 43(17.3)
Korea Low bitter taste 15( 6.0) 16( 6.4)
cheongju  Sweet taste 7( 2.8) 22( 8.8) 21.05"
taste/flavor it flavor 34(13.5) 20( 8.0)
Heavy flavor 13( 5.2)  9( 3.6)
Floral flavor 10( 4.0) 17( 6.8)
Grain flavor 18( 7.2) 10( 4.0)
Tradition 65(25.9) 83(33.3)
Trust 40(16.0) 51(20.5)
Familiar/comfortable 56(22.3) 40(16.0)
ealthy/wellbein . X
Image of  p Ithy/wellbeing 25( 9.8) 15( 6.0)
Korea NS
cheongju Fresh/new 20( 8.0) 15( 6.2)
Luxury/sophisticated  36(14.3) 28(11.2)
Natural 3(1.2)  9(3.6)
Trend-led 6(24) 8(32

Men Women X2
Attribute Category
Frequency (%) value
Equate cheongju Yes 129(514) 136(54.6) NSV
to sake No 122(48.6) 113(45.4)
Equate cheongju Yes 7931.5) 79(31.7) NS

to yakju No 172(68.5) 170(68.3)

U NS not significantly different, ~ p>.05.

D NS not significantly different, * p>.05, ™ p<.01, ™ p<0.001.
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