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A Study on the Cases of Merchéndising and Suggestions for Improving
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ABSTRACT

This study intends to offer suggestions for improving the security and competitive
power of traditional liquors by investing in the status of intellectual property rights.
Merchandising and the marketing strategies of traditional liquor are also addressed. The
data was collected through a questionnaire survey given to 101 CEOs of traditional liquor
manufacturers. The major results of this study were as follows: The management types of
traditional liquor manufacturers were classified as the company 57 (56.4%), the
corporation or the union 29 (28.7%), domestic industry 10 (9.9%), and marketing
community or technology center 5 (5.0%). The competitive power degree of traditional,
liquor products was classified as strength 30 (31.6%), usual 30 (31.6%), weakness 35
(36.8%). The elements of strong competitive power were taste, functional (wellbeing)
character, and attractiveness of the brand name. On the other side, reasons for weakness
in competitive power were the marketing system, price competitiveness,- and
advertisement. The trademark registration of the traditional liquor appeared with 53%. The
reasons not to pursue a trademark registration included the complicated and unnecessary
process of registration acquisition, high registration expenses, etc. The perceptions of
CEOs about the consumer’s brand awareness for their product were low with an average
2.97. Explanations included insufficient advertisement and public relations, unrefined
trademark design, and the meaninglessness of brand names. The marketing strategy of
traditional liquor manufacturers according to annual sales were as follows: Manufacturers
with high sales emphasized marketing strategies that focused . on functional character,
traditional image, high quality in image and package materials and design, high price
strategies based on quality, and various sale promotions.
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Table 1. General status of tradition liquor manufacturer

HERE AES Al Y ZWH NI Yot 6T 5

3ol FagdAz gotEY A &7 W
Zde BAE A3, 1099 ol4to] 33.33%, 19
134 9k~59 28.57%, 6999~1099¢Y 19.05% T&
2 Jehgon, Azt HF g 199~594
29.0%, 6499~10219 17.4%, 104 o] AL 37.8%
2 Yt vjEd R girie 39537
B3 Agdst 7] W&ol £87] g 4270
(41.58%), Az & 6970(68.3%) A Tto] &%
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Classification Size N %
Company 57 56.4%
Domestic industry 29 28.7%
Management form Union or Corporation 10 9.9%
Marketing community or Technology center 5 5.0%
Total 101 100%
One - Five ' 51 42.20%
Six - Ten 31.33%
Total service staff Eleven - Fifteen 9.64%
Sixteen - Twenty 6.02%
Above Twenty 10.84%
Total 83 100%
Below 5 Thousand 14.29%
6 Thousand - 1 Hundred million 2 4.76%
Annual 1 Hundred million Thousand - 5 Hundred million T 12 28.57%
breakeven sales 6 Hundred million - 10 Hundred million 8 19.05%
' Above 10 Hundred million 14 33.33%
Total 42 100%
Below 1 Hundred million 11 15.90%
1 Hundred million - 5 Hundred million 20 29.00%
Ann-ual mean sales 6 Hundred million - 10 Hundred million 12 © 17.40%
10 Hundred million - 20 Hundred million 12 17.40%
Above 20 Hundred million 14 20.30%
Total 69 100%
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Table 2. .Production technical provision type and certification of main product

Classification’ Type "N %
o In person or Famnly initiator " 54 54.00%
Pr;duction " Nation certlficatlon/DeSIgnator 38 38.00%
technical Native placef/Area expert 5 5.00%
provision type ©  Eitc.. ‘ 2 2.00%
" (1=100) * University 1 1.00%
' ' Total 100 100.0%
Liquor manufacture
License recommendation of Korean traditional liquor - 12 - 35.30%
. Expert(the Ministry of Agriculture and Forestry) :
Important intangible cultural assets or Skill possessor o
Nation certification/ _ certification(Cultural Property Administration) ? 26'-50%
. Designator Traditional food expert
ceniﬁcajiqn type designation(the Ministry of Agriculture and Fdrestry) 7 20.60%
039 Traditional food quality v 5 14.70%
designation(the Ministry of Agriculture and Forestry)
_ Etc.. S 1 © 2.90%
Total 34 - 100.0%
7 Bsen, 71 °1 ZFARAR] BS-= 38% Table 3. Type of main product
£ AP F7 AZRAAAA BS 3 QS Classifieation  Type N p
e ARAoz YuNw UEF B FFA — R
EN LS 4(3%)01_3_;% F48 YRS o Two 36 35607
Ve BAA ASEIHAD) 265%, ATHE 2 Three 5 14.90%
2 ]7§ E FAAS(FIHE 353%2 LR Product type Four 8 7.90%
A 2ARREA F 3470 QAB6B T AT Five - Nine  §  8.00%
S Be g Jehyy] Wi A4 AFFH & Above ten 3 3.00%
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Table 4. Competitive power of main product

Classification Type N %
Very strong 30 31.60%
~ Competitive power Usual 30 31.60%
degree of main product Very weak 35 36.80%
Total 95 100%
Liquor taste 29 96.70%
Functional character of product 10 33.30%
Attraction of brand name 8 26.70%
Competitive power: Designed product for special customer 4 13.30%
strength Distribute system 3 10.00%
(n=30, multi response) Bottle and packing design 3 10.00%
Price competitive power 1 3.30%
Advertisement effect 0 0.00%
Total 58 193.30%
Distribute system 24 70.60%
Price competitive power 17 50.00%
Advertisement effect 14 41.20%
Competitive power: Bottle and packing design 5 14.70%
weakness Designed product for special customer 3 8.80%
(n=34, multi response) Attraction of brand name 2 5.90%
Liquor taste 0 0.00%
Functional character of product 0 0.00%
Total 65 191.20%
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Table 5. Trademark registration/Application

CIREERIES I ]
itk AA AEFO| U@ =

3e Evjz 8
9 "eye ¥ %

Classification Type N %
Yes or No of Trademark Yes 59 58.40%
registration No 42 41.60%
(N=101) Total 96 100.0%
Complication of registration 14 42.40%
The reason Unnecessary . 21.20%
which does not do a Registration expense 18.20%
trademark registration Etc.. 12.10%
(N=33) No awareness of trademark registration 6.10%
Total 33 100.0%
Company 18 42.90%
Management form of no Corporation or union 16 38.10%
registration Manufacturing Domestic industry 14.20%
- (N=42) Marketing community or Technology center 4.80%
Total 42 100.0%
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Table 6. Brand awareness degree and Reason of brand awareness

Classification Type N %
Very Low 7 7.20%
Brand awareness Low 37 38.20%
degree Usual 27 27.80%
(N=97) High 20 20.60%
Mean(2.97) " Very High 6 6.20%
Total 97 100.0%
Insufficiency of advertisement and public relation 45 107.10%
Brand’ logo design is not refined 15 35.70%
Low 1_‘“”“ Meaningless of brand name 9 21.40%
multi(b:e:l)zonse) Function character(wellbeing) of brand name is noting 9.50%
Pronouncing a trademark is difficult 3 7.10%
Total 64 152.40%
Special meaning of brand name 13 - 61.9%
: ) Function character(wellbeing) of brand name 7 33.3%
High Reason Refinement of advertisement and public relation . 6 28.6%
multi(Nr;2plonse) Refinement of brand’ logo design 5 2:3.8%
Pronouncing a trademark is easy 3 . 95%
Total

33 157.1%

Etc.. (Od
literature)
Manufactu 5
rers
material of
traditional
liquor
27
Distinction
14

Figure 1. Brand name origin of traditional liquor
product(n=51)

E29 AX Z7P} ¥l "o wabx olgw
2H)zte] ¥WBlE wstel AEF ) sl B4
2 e A% )54 AEFYL Bres

Eo =9lo] ARR o2 Au|xidA Ty

5

Ay o

Table 7. Product sale importance of the brand

Classification Type N %
. Not very important 13  12.90%
Importance of Not important 3 3.00%
brand in Usual 8 7.90%

product

sale(n=101) Important 36 35.60%
Mean(3.88)  Very important 41 40.60%
Total 101 100.0%

oo fr

4§ x| AENE FLE

AZFo AEIt AF ulEdd doiM A=A}
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Table 8. Faultlmprovement) of traditional liquor

brand
(N=98, multi response)
Reason Type N. %
The trademark is long too much 4 4.10%

The mountain and the river, with
distinction the brand which is similar 48  49.00%
is many too much

Pronouncing a trademark is

B!

difficult 3 3.10%

Th i bol cha -

‘ 'e r‘neanmg or symbol character 4 65.30%

istic is weak

Logo design is not refined 61  6220%
' Total 180 183.70%
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Table 9. The types of distribution
(N=72, multi responses)

Type N %
Direct transactions to consumer 36 - 50.00%
General retail store 20 27.80%
Sale agency store 23 31.90%
Internet/Telemarketing 5 6.90%

Total 84  116.70%

5. o1 DiEoHol| W opAIE A2l Ko
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Table 10. The marketing strategy difference by Annual sales

Annual sales unedr 1 1-5 6-10 over 11
hundred hundred hundred hundred total
i1 L - . F-value
million million million million (n=69)
Strategy (n=11) (n=20) (n=12) (n=26)
Emphasis on functional 2.18 31 35 3.88 in 6.66™
character BY B B A ’
Emphasis on traditional 3 395 3.42 4.04 3.52 308"
image B A AB A '
Product
Ermphasi I . 2.64 34 375 4.27 3.49 6.39™
asis on luxury image .
P w & C B AB A
Discrimination product bottle 2.64 3.25 3.58 442 344 863
and package design C BC B A ’
High quality and 2 3.15 392 3.88 32 739"
. high price strategy B A A A ’
Price h qual d 1
Hi it
B quaily and Tow 2.82 25 2.75 2.69 26 0153
price strategy
Advertisement and 1.64 2.35 2.83 335 2.51 844
public relation C BC AB A '
Promotion
Various sale 1.55 24 2.58 3.27 2.47 290™
promotion activity C B AB A ’

*p <.1, ***p<,001
S-point Likert Scale(S:consider very much, 1: consider little)
1) Means with different superscripts within a column are significantly different

St APAIHPDGF 2004; PE3E) 1998)8 11
2 ), &uirte) 717 diF 1A HEL Pe

B0k ranaacton 2 g0 3 vg 9gY nEolee A4
S CHEOl O MATIRE 3o BUES AR
FEHY Aoz RE grolghe A
under 100 1007500 600 1000 over 1100 ARLa AZE 71 = YEE ot ¥ A
' o otk
Figure 2. Distribution types by yearly sales A0 GHMFAGAS] A Ant g8l
n= it:milli y
(n=50) unit:million won =z Ao H=H o}# el X_,E}:“’]'t =5

A4d FAHAM T Dol g 3he £FHA ohAE
Aoz Jdusta glo] AAZ=H glojN 42
3] GojA3 gich whebA AT oig A
HE 7S 5 de VAR =} 3

22 Fe AvAES ) YA As
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A %(TSOC: Traditional Sake’s Origin Control)©
oj&] Fart o] FAA I Qo). olo) £ HEF
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6. WSF Aol M et
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et 53], ALY MubHog 4 Ed=r) &
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Table 11, Suggestions for improving the consumer’s
awareness of traditional liquor
(N=100, multi response)

Suggestion plan types N %

Good taste 85 85.00%
Low price 16 16.00%
Refined li bottl d th

e 11.1e iquor e and the 9 39.00%
packing
Attraction of brand name 4 4.00%
Emphasi functi ;

mp 1s.(?n a function ‘ - 37.00%
characteristic feature(wellbeing)
Execution of favor advertisement 14 14.00%

Total 195 195.00%

7 Bl £ WNFE RE ARl EoIL

A% AHA &9 Aol A%

Table 12. Necessary condition for development of
traditional liquor industry
(N=101, multi response)

Type N %

Funds support 65  64.40%
inistrati i d
Administra lOIT sup.po (Patent an 16 15.80%
trademark registration etc.)
Manufacture technical support 12 11.90%
Distribution base creation 60  59.40%
Sal rti t strat
ale advertisement strategy 4 42.60%

development

Total 196  194.10%

2) AEFF Ay wdE sl "ask A8

AEZ 409 AL 98 B Aol o
8l 243 A3(Table 12), AFAY, FE76 =
A, BolEan A e oz vehid. o
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Adez HEsFEE I ¥ AW DA
A AdEE BRRE 831 glou HA gRF
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