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Abstract To diversify the agro-food exports of Korea, this study selected Russia, which is located
closet to CIS countries, as a sampling area and sought ways to promote the export of Korean hang
over drinks to Russia. This study analyzed the contributing factors to the export, such as Russian
consumers purchasing intentions, as well as the willingness to pay of korean hang over drinks in
Russia, using the paper review and on-off line survey data correction method. Major results are as
follows. First, Russian consumers’ intention of purchasing Korean hang over drinks is higher than
Europe and the other products. Therefore, it is necessary to understand the demographic
characteristics of Russian consumers and then actively use niche marketing strategies. Second, the
purchase intention of Russian consumers towards increased when buying behavior occurred in
supermarket, hypermarket- and convenience stores. Third, it seems prefer to pricing of Korean hang
over drinks in Russian export market similar to the domestic price level.
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(Unit: liter / per capita, per year)
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Fig. 1. Top Countries Drinking Consumption in 2017
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Table 1. Hangover Relief Food in Eastern European

Countries
country name description
salt water, pickled cucumbers
or cabbage. excellent hangover
Rassolinik relief function by preventing
dehydration and  normalizing
Russia salt balance in the body.
armenian soup. a rich soup
Khash made with oysters, similar to
Korean wootang or
seolleongtang.
. Ciorba de soup with beef and pork
Romania
burta organs.
traditional fermented milk from
Belarus Kefir the Caucas!an province, mainly
consumed in Russia and
Eastern European countries.
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Table 2. HS code classification by country for
hangover drink

country HS Code description
waters, including mineral waters
and aerated waters, containing
2202 added sugar or flavoured, and
other non-alcoholic beverages, not
Korea including fruit or vegetable juices
of heading 2009
2202.99 other
2202.99.9000 other
. 2202 other
China
2202.99.0099 other
waters, including mineral waters
and aerated waters, containing
2202 added sugar or flavoured, and
other non-alcoholic beverages, not
USA including fruit or vegetable juices
of heading 2009
2202.99 other
2202.99.9000 other
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Table 3. Hangover Drink Sold in China

H i
image |
CJ company
Condition —production of product called national
hangover drink
-recently launched premium hangover
concept )
drink
—handling of health functional products
including hangover relievers
image
Grammy
Dawn808
—Korea's first generation hangover
concept beverage maker
~worlds first patented hangover drink
= =
) ol Lo 1|
image 7
Handok b ¥
pharmaceutica —
Is Ready-Q —currently, the most sold product in
local Chinese online marketing channels
concept o )
Hately joins a  pharmaceutical
manufacturer
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Table 4. Hangover Drink Sold in Russia
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Table 5. Variable Selection & Measurement Items

variables items questions
Have you heard about hangover
independent drinks? 9
variables

Have you bought hangover
drinks?

If you sell for five dollars, are
you willing to buy?

dependent If you are not willing to buy,
) 3
variables why?
If you think it's expensive, how
much is it?
Where did you hear about
hangover drinks?
control Have you ever had a hangover
) . 3
variables drink?

If you have drunk, have you
experienced hangover relief?
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Table 6. Demographic Characteristics of Respondents

(Unit: Persons, Percentages)

characteristics item frequency ratio
Russia 39 70.9
Ukraine 2 3.6
Germany 3 55
country China 3 5.5
France 2 3.6
USA 5 9.1
Italia 1 1.8
total 55 100.0
male 26 47.3
gender female 29 52.7
total 55 100.0
20's 43 78.2
30's 6 10.9
age 40's 2 3.6
50 or more 4 7.3
total 55 100.0
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Table 7. Respondents’ Drinking Status

(Unit: Persons, Percentages)

contents item frequency ratio

Do not drink 3 5.5

drinki . 1-4 times 36 65.5

rinking times 5-9 times 16| 291
per month -

more 10 times - -

total 55 100.0

take rest 29 52.7

h food, beverage etc. 11 20.0

angover

relief method No hanggver (N 20.0

Do nothing 4 7.3

total 55 100.0
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Table 8. Consumer Perception of Hangover Drinks

(Unit: Persons, Percentages)

contents item frequency ratio
Do you Yes 29 52.7
recognize No 26 473
hangovers? total 55 | 100.0
Yes 19 34.6
Have you ever
drunk? No 36 64.5
total 55 100.0
friends 33 60.0
Information convenience store 11 20.0
acquisition tv advertisement 6 10.9
path internet 5 9.1
total 55 100.0
Yes 12 21.8
Have you ever
purchased? No 43 782
total 55 100.0
Yes 14 73.7
Did hangover
drink effect? No 5 %63
total 19 100.0
Yes 24 43.6
Will you buy it
for $57 No 31 56.4
total 55 100.0
expensive 5 16.1
Why not buy rejectiog of the 5 807
at the $5? product
other 1 32
total 31 100.0
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Table 9. Willingness to Pay for Respondents Who

Perceive it to be Expensive
(Unit: Persons, Percentages)

contents item frequency ratio
Less than $2 1 20.0
WP $2-4 4 80.0
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Table 10. Sales Price of Competitive Products in the
Russian Market

(Unit: m0, ruble)
products volume price price per 10md
morning care 100 228.80 22.88
vik's wonder 30 257.50 85.83
security feel better 30 182.80 60.93
turmeric power 100 246.50 24.65

Dr. hangover 500 40.00 8.00
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