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Abstract

Purpose - Since the local liquor industry uses the agricultural products produced in the region as the main raw material,
cultivation of the industry can be a way to expand the demand for domestic agricultural products and can contribute to the
income increase of the farmers. In addition, the local liquor industry can be developed into a region-specific industry
differentiated from other regions by linking with the region's tourism resources. Therefore, in order to achieve various
derivative effects through promotion of the local liquor industry, it is necessary to precisely understand the factors related to
the purchase and consumption of local liquor which then will lead to an increase in consumption. This study analyzes the
current status and problems of local liquor industries and examines the determinants of consumers' purchasing decisions of
regional specialties through questionnaires. We will then propose a strategy to promote consumption of locally produced
alcoholic beverages.

Research design, data, and methodology - An online Domestic Consumer Survey was conducted to identify the actual
purchases and uses of local liquors for 500 consumers nationwide. Based on the questionnaire results, the analysis uses
an ordered probit model.

Results - As a result of analyzing the effect of consumer characteristics on the purchase of local liquors, it was found that
the average cost of drinking, income, local specialty, brewery experience, and health concerns have a significant effect on
gender, drinking frequency. All the variables except the participation in the training of the special provincial manufacturing
method were found to be statistically significant. The statistical significance was at a 1% significance level for the remaining
factors excluding the bottle design. This shows that the higher taste, quality, price, and harmony with food, the higher the
probability of purchasing local liquors.

Conclusions - In the analysis of factors influencing the purchase intention of local liquors, it was found that factors such as
taste, quality, price, and harmony with food had a significant effect. Given the diversity of purchasing factors, the
importance of diversification strategies is emphasized again. In particular, it will be important to secure wide publicity for
local liquors through various PR strategies.
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Table 1: Definition of Korean Food Standards Codex of each alcoholic beverage
Item Descriptions

Liquor tax act, as defined in Liquor such as brewing and distilled liquor manufactured by processing fermentation,
etc., based on raw materials such as grain, paper, fruit and starch raw materials

Alcoholic beverages

Raw rice wine A fermented syrup containing fermented starch raw material and main raw material of the country

Rice wine Seaweeds fermented with starch raw materials and wheat flour as the main ingredient and filtered

A fermented syrup which is fermented with starch raw materials and wheat flour as its main raw material is

Refined rice wine filtered and added with alcohol or the like in the fermentation process

Beer Fermented with malt or malt, starch raw materials, hops, etc., and filtered
Fruit wine Fruit or juice as the main raw material and fermented by filtration, or by adding fruit, sugar or liquor to the
fermentation process
Soiu Starch raw materials, which are fermented by distillation with feedstock or diluted with water or added with liquor
) or grain alcohol
. Germinated cereals or cereals which have been fermented by distillation and distilled and stored in a wooden
Whisky . .
container or added with liquor etc.
Brandy Whey or fruit wine (including fruit wine) fermented with fruit (including fruit juice) or carbohydrate is distilled and

stored in a wooden barrel or added with liquor

Fermented, distilled, or mixed with distilled liquor, with starch or sugar as the main raw material. Alcohol, alcohol,

spirituous liquor whiskey, whiskey, brand other than Liquor tax act

Ginseng, fruit (except fruits that can be fermented) such as ginseng, fruit (except grapes which can be fermented)
Liqueur such as ginseng, fruits (such as grapes) in fermentation distillation process, or the fermentation, distillation and
distillation of spirits, soju, and ordinary distilled liquors to which the Liquor tax act is added

Others Liquor tax act, which does not have standards and specifications,

Source: Ministry of food and drug safety(2018).

Table 2: Criteria for designation and classification of traditional alcoholic beverages
Classification Concept and Grounded Law

The term refers to liquor (such as Sunwoonsan Bokbunja ju, Gamaksan Korean wild grapes ju,
HonggyeongCheon Bullo ju, Jindo Hong ju, etc.) that produces agricultural products produced by farmers
and producers themselves as main ingredients.

Under the provisions of Article 9-2 of the Enforcement Decree of the liquor tax act, a liquor that was
recommended by the minister of Agriculture, Food and Rural Affairs and reviewed by the ‘Liquor Council’.

Traditional local alcoholic
beverages

In order to transfer and preserve the traditional culture, under the Cultural Properties Protection Act, a
Cultural Heritage | liquor that was recommended by the head of Cultural Heritage Administration or the city/ provincial

Administration | governor(limited to cultural properties designated by city and province) and reviewed by the ‘Liquor
Council’. (eg. Munbae ju, Andong Soju, Leegang ju, Guaha ju, etc.)

Traditional Agri'\gllJr;tlz:Z ?:foo d The Minister of Agriculture and Fisheries recommended by the Minister of Agriculture and Fisheries and
Iocal. and Rural Affairs the liquor heir to the liquor council
alcoholic - - - - - - -
beverages A liquor that has been approved by the Jeju Governor in consultation with the National Tax Service
Jeju Island Director under the Special Act on Jeju Island Development before February 5, 1999. (eg. Jeju omegi
liquor, etc.)
Ministry of For the promotion of tourism, 'tourism local alcoholic beverage', which was recommended by the Minister

Construction & | of Construction and Transportation before June 30, 1991 and reviewed by the 'Liquor Council'. (eg.
Transportation | Hamyang chrysanthemum liquor, Mungyeong hosanchoon liquor, etc.)

Source: National law information center in ministry of government legislation (2018).

Liquor tax act M|3x= FFE F™I LIS & 1= 04 FEZ EE3  QICKNational Law Information Center,
o EE2 Hogit FRO| FRe= Y M4x0 st =Y, 2019).
wum=oizal oF H% UF B4%), SREREEA HMEZFO| Z2, 20084 12 92 JHHE Liquor tax act H|
2F, BIMALZF, °|A3| '='EHEI, LPEFRF, 2|70, 7|Et 2% H3go| et ME 22| M U BMo| EQsiCia
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Figure 1: The size of the domestic liquor market and the percentage trend by type of alcoholic beverages
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Table 3: Consumer survey response status and characteristics

i ) The number of
Classification

people(%)
Total 500(100.0)

Male 248(49.6)

Gender

Female 252(50.4)

Under middle school graduation 11(2.2)

Final High school graduation 107(21.4)
academic College/University graduation 331(66.2)
record Graduate school or above 51(10.2)

43

Metropolitan area 247(49.4)
Gyeongsang Provinces 130(26.0)

Regions Jeolla Provinces 50(10.0)
Chungcheong Provinces 52(10.4)

Gangwon Province/ Jeju 21(4.2)

20s 82(16.4)

30s 93(18.6)
Age 40s 105(21.0)
50s 101(20.2)
Over 60 119(23.8)

Under 990,000 won 28(5.6)

1 million won to 990,000 won 77(15.4)

2 million won to 2.99 million won 106(21.2)

/:‘T:’:r:f‘rﬁj 3 million won to 3.99 million won 92(18.4)
income | 4 million won to 4.99 million won 62(12.4)
5 million won to 5.99 million won 58(11.6)

6 million won to 6.99 million won 36(7.2)

Over 7 million won 41(8.2)

Marital Single 146(29.2)
status Married 354(70.8)
child Without child(ren) 34(9.6)
status With child(ren) 320(90.4)
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Table 4: Variables used in regression analysis

Variables Level
1) 20~29

2) 30~39

Age 3) 40~49

4) 50~59

5) over 60

Male=1

Female=0

1) Do not drink at all.

2) 2-3 times a quarter of year
3) 2-3 times a month

4) 2-3 times a week

5) Everyday

Sex

Frequency

1) Below middle school level
2) Below high school level

3) Below university level

4) More than graduate school

Education

1) Monthly income less than 2 million won
2) 200m ~ 399m
3) 400m ~ 599m 4) Over 600m

1) Do not know at all
2) Do not know a little
Prior_knowledge | 3) Average

4) Know a little

5) Know very well

Income

Education_ - _
participation Dummy (participate=1)
Experience_ . _
participation Dummy (participate=1)

1) No interest at all

2) No interest a little
3) Average

4) Interested a little

5) Very interested

Health_concern

1) Does not matter at all
2) Does not matter a little
Taste 3) Average

4) Somewhat important

5) Very important

1) Does not matter at all
2) Does not matter a little
3) Average

4) Somewhat important

5) Very important

Quality

1) Does not matter at all
2) Does not matter a little
Price 3) Average

4) Somewhat important

5) Very important

1) Does not matter at all
2) Does not matter a little
3) Average

4) Somewhat important

5) Very important

Bottle_design

1) Does not matter at all
2) Does not matter a little
3) Average

4) Somewhat important

5) Very important

Harmony_with
_food
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Table 5: Term for alcoholic beverages recognition

Have heard of it, | Know
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Figure 3: Consumer awareness by local alcoholic beverages
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Unit: score

Oivarsity I .2
Haulll . 3.7
Aflgnosls I 34
Dgsign I 3,24
Accasziblity I .20
Dignity I 3.3g
Raw materials I 3,75
Prica I 2.46
Qualty I 206
Tasts I e

Dizsatiafactlon

9
Y o

Batlstaction

Note: The scores were divided into five-point scales. If Soju has a high satisfaction level compared to local alcoholic beverages, it is set
to 1. If Soju has a higher satisfaction level than local alcoholic beverages, 2. If Soju and local alcoholic beverages have the same
satisfaction level, 3. If local alcoholic beverages are satisfied more than Soju, 4. 5 if the satisfaction level of local alcoholic
beverages is very high compared to Soju. Calculated by item and averaged.

Figure 4: The evaluation of the satisfaction of local alcoholic beverages in comparison with Soju
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Table 6: Degree of local alcoholic beverages preference

Do not like | Do not . Like very
at all ke |Average | Like | "iien | Tol
28(5.6) 58(11.6) |273(54.6)|123(24.6)| 8(3.6) |500(100.0)

unit: person(%)
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Figure 5: Local alcoholic beverages preference according to
recognition level
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Figure 6: Easy to get information on local alcoholic beverages
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Figure 7: Path to get main information about local alcoholic
beverages

Table 7: The main reason not to drink local alcoholic beverages

Classification Ratio
Do not have enough places to buy it 63(38.4)
Insufficient information about the product 30(18.3)
Do not know the local alcoholic beverages’ brand 25(15.2)
Burden price 16(9.8)
Heavy hangover 14(8.5)
Tasteless 9(5.5)
Low quality 4(2.4)
Total 164(100.0)

unit: person(%)
RASMFEE 283 0|90| i) ZARH Zat 7o

S 21 ZOPN7} 26.2%, A3t Bo| ZOPA 24.1%, ‘92| TS
of ZEY °'01*1 20.8%, ‘=it sitE2E 8ot S0

Table 8: The main reason to drink local alcoholic beverages

Classification Ratio
Good for the health 88(26.2)
With a good taste and aroma 81(24.1)
With Korean tradition 80(20.8)
Use domestic agricultural products 37(11.0)
Differentiate from other products 14(4.2)
With the nostalgia of the hometown 12(3.6)
Others 34(10.1)
Total 336(100.0)

unit: person(%)

NENEE 283 T2 Cfot 20| 557%2| H|S
of Jry(Eyolatn SEMon, YAMY U T 5) 324%,
23R~ EE Ofl0lH DAL Z(ROlY, BY T8) 8.9%
£02 LtEsCY.

Publie & Quitdaar
places (Including

convenlence storg—
and park), 8.9%

Figure 8: Where to drink local alcoholic beverages
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XGEMTE 7S HARE FE ESQITME2.9%)2
0|83l o2 ZAE|QUTD S/=/48 OIET} 12.8%, X|AE
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Ch 2t oIyl a"EoM FDCHD SES HE2
3.6%0 1K= Ao = O|F0] 2of, X2 FH2 MCHS2| AH|
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Table 9: Where to buy local alcoholic beverages

Large National Large
discount | agricultural | Manufacturer| Market su "rga rket
stores cooperation pe
144 43 38 32 26
(42.9) (12.8) (11.3) (9.5) (7.7)
Convenience Internet
store shopping mall Lz iz
14 12 27 336
4.2) (3.6) 8.1 (100.0)
unit: person(%)
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Figure 9: Local alcoholic beverages satisfaction
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Figure 10: The important consideration when buying local alcoholic
beverages
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Table 10: Whether to participate the training/tour program related
local alcoholic beverages

No participation| Participation Total
experience experience
Training in
manufacturing methods 442(88.4) 58(11.6) | 500(100.0)
Experience in brewery 402(80.4) 98(19.6) 500(100.0)

unit: person(%)
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Table 11: The ftraining/tour program evaluation related local
alcoholic beverages

N(:uat r::ly A (EEe s\;/:o% Total 5;;:2&
The
SUMIONCY | 4(4.3) |24(25.8)|50(53.8) 14(15.1) 1(1.1) 93(100.0) 2.83
program
The

adequacy
of program 3(3.2) [17(18.3)|50(53.8)|20(21.5)| 3(3.2) [93(100.0) 3.03

contents

unit: person(%)
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Table 12: Analysis of purchasing factors of local drinks by
consumer characteristics
Variables Coefficient Standard Error
Age .6128038*** 0.1812
Sex .0245791 0.1298
Frequency -.0583908 0.0533
Education -.1047603 0.1117
Income .0364656* 0.1318
Prior_knowledge 447661** 0.1028
Education_participation .288878 0.3017
Experience_participation .4695982** 0.2205
Health_concern .233381*** 0.0892
Taste 0.5403072*** 0.1398
Quality 0.3550252*** 0.1413
Price 0.2060202*** 0.0869215
Bottle_design -0.1248864 0.0972797
Harmony_with_food 0.4221256*** 0.1339847
Constant -1.973813*** 0.5172
note: *** p<0.01 ** p<0.05 * p<0.1
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