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Abstract

Purpose: The purpose of this study is to estimate the purchasing behavior of wine consumers using the count data model.

Design/methodology/approach: To this end, the Truncated Poisson(TPOIS) Model and Truncated Negative Binomial(TNB)
Model were used because the dependent variable of this study was zero-truncated count data . In order to understand the
characteristics of wine purchasing behavior, the constructs of the Theory of Planned Behavior(IPB), prior knowledge and
motivation were also included as independent variables in the model. Furthermore, the time periods of the dependent
variable(frequency of purchasing wine) were specified with two categories(past 6 months and one year) because previous studies
using the count data model only measured the dependent variable in a single period.

Results/findings: The result of this study indicate that the TNB Model having the dependent variable with ‘the frequency of
purchasing wine in the past six months” was preferred over other models. The results also reveal that single, profession, attitude,
perceived behavioral control, prior knowledge and motivation of pleasure had significantly positive effects on the purchasing
behavior of wine.

Research implications/limitations: The findings of this study reflect the increased awareness and interest in the
decision-making of consumer behavior for wine in Korea. This study may be one of the forerunner studies that describe the
decision-making of consumer behavior for wine by applying the count data model.

Future work/research: Comparing each segment with different wine consumers by various market characteristics is likely to
strengthen the current model(TPOIS & TNB).

Originality/value: This research framework of the TPOIS & TNB models provides practical insights into the wine industry as

well as theoretical implications for academics.
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<Table 1> Measurement

Variables ltems
DEPM Frequency of purchasing low-midde priced
Purchasing Wines(past 6 month)
behavior DEPY Frequency of purchasing low-midde priced
Wines(past one year)
GEN Gender | 1=Male, O=Female
AGE Age 1=Over 35, 0ess than 35
Demagraphic MAR | Marital status | 1=Married, 0=Single o
characteristics | EDU | Education level| 1=More than Universiy, (=less than Universiy
PRF Position | 1=profession & Businessman , 0=Others
INC inxr%rgqlgvel 1=Over 4 million Won, 0=Less than 4 milion Won
| think purchasing wine is a positive behavior
) | think purchasing wine is a valuable behavior
AT Altue | think purchasing wine is a beneficial behavior
| think purchasing wine is a necessary behavior
Most people who are important to me think desirable
that | purchase wine
Socidl Most people who are important to me understand
Psychdogy = Su&eﬂve that | purchase wine ‘ ‘
characteristics Most people who are important to me agree with
that | purchase wine
Most peaple who are important to me recommend
that | purchase wine
| 'am confident that if | want, | can purchase wine
- geeﬁg%erg | am capable of purchasing wine ‘
Control |1 have enough resources (money) to purchase wine
| have lots of opportunities to purchase wine.
| 'am an expert in wine
| have knowledge to explain other people wine
| have enough knowledge to purchase good wine
Purchasing KN Prior | have a genera knowledge about wine
characteristics Knowledge | know how to o to purchase good vine.
| am familiar with manners to enjoy wine.
I'know that the type and vintage of grape is
important to purchase good wine
For self-indulgence
i Enjoyment | liked to drink wine itself
To meke feel better
| liked wine taste
To commemorate anniversary
F2 Celebration To fiave 2 pary
Motivation To have a romantic time.
For gifts
To be together with people who enjoy wine
To have some cultural background
F3 Kggggggghig For investment matters

To gain knowledge about wine
To be with people who enjoy wine.
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