J. Soc. Korea Ind. Syst. Eng Vol. 42, No. 3 : 167-175, September 2019 ISSN : 2005-0461(print)
https://doi.org/10.11627/jkise.2019.42.3.167 ISSN : 2287-7975(online)

Beer Selection Properties of Consumers : Focusing on
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The purpose of this study is to analyze the factors influencing consumers purchasing of domestic, imported and craft beer
through AHP analysis and to provide implications for marketing for each beer market. In this study, theories and calculations
related to AHP analysis were thoroughly examined and selection attributes were determined by referring to existing theories.
A total of 164 consumers who have purchased beer were the target of the survey. The results were analyzed by AHP analysis and
the differences were analyzed. It was confirmed that the domestic, imported, and craft beer had the highest weight in the taste
in the first layer. At this time, we can confirm that imported, and craft beer has a relatively high weight on taste and domestic
beer has a relatively high weight on brand image. We also found that design and advertising images do not have a significant
impact on beer selection. Even though it is study on beer, we can find people have different preference between their orgin.
In this study, it is possible to show what type of factors does the beer manufacturing and distribution company should concentrate
on by analyzing factors that consumers consider, unlike other studies focusing on consumption status of existing beer.

Keywords : Analytic Hierarchy Process(AHP), Purchase Choice, Beer
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SHA - dABA ¥E AAE) <Table 1> Summary of Research Related to Beer Purchase
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Ratio)S ©]-83l] AAE l=dl o] g2 d3d A HE(CI - manufacturing company, brand ect
Consistency Index)& 2% A% (R.I : Random Index)= Leef12] taste, price, design, brand image, ect
e gHo & A Saaty: ©] Fto] 018t A8 ) dAS Cho et al.[4] | brand, country of origin, etc

Yoo et al[19] | manufacturing company, price, ect

AAL 5 rkar A 8.

Baik[2] taste, brand, advertising image, price ect
C.R— Cc. Lee and Lee[13] | container design, price, productive country ect
ORI Aquilani et al.[1] | price, brand, Packaging, ect
C [: (/\max - )
’ (n - 1) | Beer selection factor ‘
3. &1?9_@ al tg‘ﬂ taste price Brand Image adv[ejret?.s?:ga\";?age
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<Table 2> Operational Definition of Factor of Beer Selection by Hierarchy

Hierarchy 1 Hierarchy 2 Hierarchy 3 explanation
Appearance Is the beer satisfactory in its appearance?
taste scent Is the smell of beer satisfactory?
taste Does the taste of beer taste satisfactory?
Price against capacity Is it cheaper than capacity?
price discount Do you sell at a discount?
Beer selection promotion Are you carrying out promotional events such as free gifts?
factor manufacturing company Which company produced beer?
Brand productive country Which country is the beer produced in?
Image —
brand recognition Is the beer brand known to many people?
) container design Is the design of beer bottles (bottles, cans) curious?
Design apd Logo and Character Does the beer's logo or character stimulate curiosity
advertising image —— - — - —
Advertising image Does the image of beer advertising excite curiosity?
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{Table 4> Consumer Priority : Total

. Design and
Selection . Brand L
o taste price advertising total
criteria Image image
Weight 0.4839 | 0.2671 0.1450 0.1040 1.00

{Table 5> Consumer Priority : Domestic beer

) Design and
Selection . Brand L
o taste price advertising total
criteria Image image
Weight 0.3869 | 0.2660 0.2015 0.1456 1.00

<Table 6> Consumer Priority : Imported beer

o2& A 397(23.8%), WA 16H(9.8%) o= & Selection Brang | Desion and
A5}, criteria taste price Image adyemsmg total
image
. . Weight 0.5093 | 0.2694 0.1323 0.0890 1.00
<Table 3> Demographic Characteristics cigh
Person % <Table 7> Consumer Priority : Craft Beer
Male 98 59.8
Gender Femal 66 40.2 Desi d
emale . . esign an
Selection . Brand -
20~29 56 34.1 criteria taste | price Image ad;/rﬁ;tmemg total
30-39 80 4838 g
Age 4049 20 12.2 Weight 0.4486 | 0.2679 0.1498 0.1337 1.00
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<Table 10> The Sub-Factor Weights of the Brand Image :

Total
Selection | manufacturing | productive brand total
criteria company country |recognition
Weigh 0.3603 0.2972 0.3425 1.0000

Selection
criteria taste Scent Appearance total
Weight 0.5673 0.2711 0.1616 1.00

<Table 9> The Sub-Factor Weights of the Price : Total

Selection | Price against | .. .
criteria capacity discount | Promotion total
Weigh 0.3635 0.3288 0.3077 1.00
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<Table 11> The Sub-Factor Weights of the Design and Adver-
tising Image : Total

Selection | container | Logo and |Advertising total
criteria design Character image
Weigh 0.4449 0.2608 0.2945 1.00
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=3k} oo #3 A3 ths- <Figure 3>, <Table 12> 30% w Discount
o} 2t} 20% - Price
=3 = < = Taste
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goele & JFE s As 1T + Ak <Figure 3> Comparison of Weight of Domestic, Imported and
F WEo] g uho] 030442 7HF A YERES Handmade Beer Sub components
{Table 12> Comparison of Weight of Domestic, Imported and Handmade Beer Sub Components
Domestic beer Imported beer Craft Beer
factor The sub-factor |weight | rank | factor The sub-factor | weight | rank | factor The sub-factor | weight | rank
appearance appearance appearance
0.2486 0.0962 | 4 0.1495 0.0761 | 6 0.1344 0.0603 | 7
taste scent taste scent taste scent
0.3869 0.2860 0.1106 |3 0.5093 0.2528 01288 | 2 0.4486 0.3103 013921 2
taste taste taste
0.4654 0.1801 1 0.5977 03044 | 1 0.5553 0.2491 1
price against capacity price against capacity price against capacity
0.4297 0.1143 | 2 0.3037 0.0818 | 5 0.4291 0.1150 | 3
price . price discount price discount
0.2660 discount 0.2563 0.0682 | 8 0.2694 0.3578 0.0964 | 3 0.2679 03010 0.0806 | 4
promotion promotion promotion
03139 0.0835| 5 0.3384 0.0912 | 4 0.2699 0.0723 | 5
manufacturing company manufacturing company manufacturing company
0.3997 0.0805 | 6 0.3159 0.0418 | 9 0.3456 0.0518 | 9
brand ductive count brand roductive count brand roductive coun
image | P “%‘;’889 Yol 00421 | 11 | image | P 03549 Y 100470 | 7 | image | P 602 1Y 10,0395 | 11
0.2015 ’ 0.1323 ’ 0.1498 ’
brand recognition brand recognition brand recognition
03914 0.0789 | 7 0.3291 0.0435 | 8 0.3903 0.0585 | 8
container design container design container design
Design 0.4475 0.0652 | 9 Design 04213 0.0375 | 10 Design 0.4573 0.0611 6
and and and
advertising | “°E° a(;‘glg‘mmr 00311 | 12 |advertising| “°%° ag‘géé‘arwer 00235 | 12 |advertising| ~O%° agl‘zigggmmr 00399 | 10
image : image - image -
0.1456 Advertising image 0.0890 Advertising image 0.1337 Advertising image
0.3388 0.0493 | 10 03150 0.0280 | 11 0.2446 0.0327 | 12
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