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The objective of the present study was to examine consumer preference and consumption behaviour with
respect to the health benefits of wine for two contextually and culturally diverse consumer groups,
namely Koreans and Australians. Participants were required to be wine consumers over the age of 18.
Responses were collected by means of an online questionnaire. The results indicated that perceived
health benefits of red wine were higher in the Australian sample than the Korean sample. Similarly, Aus-
tralian consumers had more health related wine knowledge than Korean consumers. Red wine was the
preferred wine style for both Korean and Australian consumers; however, the proportion of preference
for red wine was significantly higher in the Korean sample. With respect to the expenditure on wine
products, AUD$11–$19 was the preferred price range for both groups. The results also indicated that
health-oriented wine is more attractive to Korean consumers than Australian consumers. In relation to
gender, Korean women preferred red wine as much as men, but Australian women consumed signifi-
cantly more white wine than men. Such findings inform winemakers and wine marketers on the appro-
priateness of weighting wine production and marketing to health aspects in order to maximize consumer
interest, especially in developing new wine markets.

� 2013 Elsevier Ltd. All rights reserved.
1. Introduction

The present study was undertaken to examine consumer prefer-
ence and consumption behaviour with respect to the health bene-
fits of wine for two contextually and culturally diverse consumer
groups, namely Koreans and Australians. Whilst the present paper
will predominantly focus on the effect of the perceived healthiness
of wine on consumption patterns, other consumption characteris-
tics will also be explored.

Consumers increasingly have become interested in the health
benefits of food and beverage products (American Dietetic Associ-
ation, 2004). Functional or health-enhanced foods include ‘‘those
in which the concentrations of one or more ingredients have been
manipulated or modified to enhance their contribution to a healthy
diet’’ (American Dietetic Association, 2004). The functional interest
in wine, particularly red wine, can be traced to the publication of
the term ‘‘the French paradox’’. The French paradox refers to the
observation that French people consume a high saturated fat diet,
but their mortality rate from coronary heart disease is low because
of their high wine consumption (Renaud & de Lorgeril, 1992). Since
then, there have been many studies (including in vitro, in vivo and
human intervention) that have demonstrated the potential health
benefits of wine (Das, Mukherjee, & Ray, 2010; Yang, Martinson,
ll rights reserved.
& Liu, 2009) causing some consumers to start perceiving wine as
a healthy product.

Consumers from geographically and socially different areas
have specific preferences and expectations of wine products. Asian
and western cultures, for example, are particularly differentiated in
many areas including food preferences. In relation to wine, the
Asian market is different from the European market in their rela-
tive preferences and cultural values (Lee, Zhao, & Ko, 2005). Studies
show that Chinese consumers prefer sweet wine, but tend to drink
more red wine due to its potential health benefits (Somogyi, Li,
Johnson, Bruwer, & Bastian, 2007), whereas Australian consumers
are less likely to rate wine as a healthy product. Indeed, Saliba
and Moran (2010) found that only about 25% of Australians believe
wine to be healthy. It is fair to assert that food preference is influ-
enced by the culture one is socialized in; preference for a food item
can differ depending on the consumer context (Hall, Shaw, & Doole,
1993). Given this, identifying contrasts and convergences in con-
sumer preference amongst diverse groups is critical to deliver
the product that is suited to a specific consumer group.

With the growing interest in the health benefits of wine, con-
sumer preference studies containing questions on health attributes
have been conducted around the world. For example; wine
preference by dining occasions (Hall, Lockshin, & O’Mahony,
2001); consumer perception by attributes (Tzimitra-Kalogianni,
Papadaki, Alexaki, & Tsakiridou, 1999); wine attributes and
consumer preference (Lee et al., 2005); and willingness to pay for
health enhanced wine (Barreiro-Hurle, Colombo, & Cantos-Villar,
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Table 1
Demographic characteristics of Korea and Australia samples.

Demographic information Korea Australia

n Percent (%) n Percent (%)

Gender
Male 185 54.09 162 49.54
Female 157 45.91 165 50.46
Total 342 100 327 100

Age
18–29 years old 101 29.53 75 22.94
30–39 years old 95 27.78 66 20.18
40–49 years old 86 25.15 70 21.41
50–59 years old 42 12.28 60 18.35
60–69 years old 16 4.68 41 12.54
70+ years old 2 0.58 15 4.59
Total 342 100 327 100

Income
<$30,000 180 52.63 52 15.90
$30,001–$50,000 100 29.24 64 19.57
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2008). However, these consumer preference studies have tended to
be conducted in relation to one consumer population and, except-
ing the study of Barreiro-Hurle et al., 2008, wine and health was
not their core theme. The present study is unique in that it aims
to draw comparisons, and establish points of contrast, amongst
more than one consumer group regarding wine and health aspects.
The great advantage of comparing two different groups in one
study is that participants from both groups answer the same ques-
tions, so data from the same questions can be compared directly.

The present study is the first of its kind to compare consumer
preferences regarding the healthiness of wine between consumers
in two culturally distinct consumer groups. In Korea wine is rela-
tively new but the market is growing rapidly. In Australia, wine
consumption is not growing as rapidly as that in Asian societies
(Abbott, 2010; Chang & Bettington, 2001) but alcohol consumption
is prevalent. The objectives of the present study are to characterise
each of the samples in terms of wine choice factors, perceptions
wine and health, and purchase decisions.
$50,001–$75,000 40 11.70 63 19.27
$75,001–$100,000 16 4.68 73 22.32
$100,001–$200,000 5 1.46 68 20.80
>$200,000 1 0.29 7 2.14
Total 342 100 327 100

Education
High school 89 26.02 106 32.42
TAFE certificate/diploma 67 19.59 105 32.11
Bachelor’s degree 143 41.81 80 24.46
Master’s degree 23 6.73 28 8.56
Doctoral 8 2.34 4 1.22
Others 12 3.51 4 1.22
Total 342 100 327 100
2. Method

2.1. Participants

Participants were recruited in Korea and Australia by an inter-
net research company with registered panels in both countries.
The requirements for participation in the present study were that
participants be at least 18 years of age and consume wine. Table 1
contains demographic information of both samples.
Marital status
Single 146 42.69 73 22.32
Married without children 17 4.97 60 18.35
Married with children 164 47.95 154 47.09
Separated 1 0.29 9 2.75
Divorced 8 2.34 23 7.03
Widowed 6 1.75 8 2.45
Total 342 100 327 100

Geographic information
Korea (Province)

Seoul(Capital City of Korea) 95 27.78
Gyunggido 78 22.81
Gyungsanbuk-do 40 11.70
Busan (the second largest city) 30 8.77
Choongcheongnam-do 21 6.14
Gyungsangnam-do 20 5.85
Jeollanam-do 20 5.85
Gangwondo 13 3.80
Choongcheongbuk-do 12 3.51
Jeollabuk-do 9 2.63
Jeju 4 1.17
Total 342 100

Australia (State)
New South Wales 107 32.72
Victoria 81 24.77
Queensland 63 19.27
Western Australia 35 10.70
South Australia 30 9.17
Tasmania 7 2.14
ACT(Australian Capital City) 2 0.61
Northern Territory 2 0.61
Total 327 100
2.2. Materials and procedure

A quantitative questionnaire was used to collect data from Kor-
ea and Australia regarding the perceived healthiness of wine as
well as consumer consumption and purchasing behaviours. The
questionnaire was adapted from a method published by Saliba
and Moran (2010). The questionnaire was originally developed in
English and was then translated into Korean. The translated ques-
tionnaire was reviewed by a Korean NAATI (National Accreditation
Authority for Translators and Interpreters in Australia) Accredited
Translator (NAATI No: 15209) to ensure that the questionnaire
had been translated accurately. The Korean version of the ques-
tionnaire was then tested via a focus group of potential partici-
pants to ensure that the Korean sample would fully understand
the translated items. Five focus group participants were selected
from the Korean Essay Literature Association in Sydney to com-
plete the questionnaire. Items that were identified as unclear after
the focus group trials were then revised.

Both the Korean and English questionnaires were sent to an
Internet survey company who programmed the questionnaires
for online recruitment. The program was designed to invite an even
percentage of participants from various age, gender and demo-
graphic distributions. After a quality check, the Internet survey
company launched the program and responses were produced in
SPSS (Statistical Package for the Social Sciences) format. The online
version of the program was designed to prevent duplicate re-
sponses by the same participant by assigning a unique ID, which
is allocated in the order in which participants enter the survey.
This program only allows people to answer questions once, as they
are unable to navigate backwards through items. If participants
temporarily left the survey and came back to it later they returned
to where they left off. The questionnaires were comprised of three
sections: demographic information, buying behaviours, and atti-
tudes towards the perceived healthiness of wine. Various scales
and response ranges were used throughout the questionnaire. As
such, it is more meaningful to describe them briefly within the
results section, as opposed to in this section, so as to avoid confu-
sion and increase the accessibility of each of the Tables presented.
Participants were rewarded with certain points depending on the
length of the survey and were able to redeem a voucher when cer-
tain points were reached. This study was approved by the Charles
Sturt University Ethics in Human Research Committee and con-
forms to the provisions of the Declaration of Helsinki; the protocol
number is 2009/129.
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2.3. Statistical analysis

A one-way ANOVA test was used to analyze the factors involved
in choosing wine, the perceived healthiness of wine, preferred
alcohol type, preferred wine type, place of wine purchase in the
Korean and Australian samples, and to analyze gender differences
in wine consumption patterns. Descriptive statistics of demo-
graphics were used in addition to the one-way ANOVA. All analyses
were conducted on PASW (formally SPSS) version 17. An alpha le-
vel of 0.05 was adopted to interpret the significance for all statisti-
cal tests performed.
3. Results

3.1. Participants

Table 1 shows the demographic information of Korean and Aus-
tralian participants. Three hundred and forty-two (54% male, 46%
female) Korean participants and 327 (50% male, 50% female) Aus-
tralian participants were recruited. In relation to age, participants
in both samples ranged from 18 to 70+ years, with an average
age of 38 for the Korean sample and 43 for the Australian sample.
The proportion of participants within various age groups differed
markedly between the two samples. The majority of respondents
for the Korean sample were in their 20 s (29.53%), and the respon-
dent rate proportionally decreased with increasing age. Similarly,
the majority of participants in the Australian sample were also in
their 20 s (22.94%) but, the ages of Australian participants were rel-
atively well distributed from 20 s through to the 60 s.

Regarding income based on Australian dollars, the majority of
participants within the Korean sample had an income below
AUD$30,000, and the proportion of the Korean participants
decreased as income increased. By contrast, the majority of partic-
ipants in the Australian sample fell within the AUD$75,001–
$100,000 income categories, and there was a relatively even spread
of participants across all income categories from the AUD$30,000
category to the AUD$100,001–$200,000 category. In relation to
the Korean sample, 81.87% of participants had an income of less
than AUD$50,000. Comparatively, only 35.47% of Australian
participants fell into this category. This may be related to the
different average wages of the two nations: the Korean GDP (Gross
Domestic Product) – per capita in 2010 was USD$30,000 whilst the
Australian GDP – per capita in 2010 was USD$41,000 (Central
Intelligence Agency, 2010).

In relation to education, the highest proportion of Korean par-
ticipants was holders of a bachelor’s degree, whereas the highest
proportion of Australian participants had high school qualification.
The total number of participants from the tertiary education level
for the Korean sample was 50.88%, compared to 34.24% for the
Australian sample. However, approximately 10% of participants
from both samples indicated that they had completed Doctoral
or Masters training. Finally, in relation to geographical locations,
the Korean participants were predominantly recruited from the
city of Seoul, and the province of Gyunggido. The Australian partic-
ipants were mainly recruited from the states of New South Wales,
Victoria, and Queensland.
3.2. Attitudes towards wine

A 7-point Likert scale was used for factors involved in choosing
wine and the perceived healthiness of wine in order to gauge
participants’ level of agreement with the attitudinal items (see
Table 2). Responses were scored as follows: 1 = strongly disagree,
2 = disagree, 3 = somewhat disagree, 4 = undecided, 5 = somewhat
agree, 6 = agree, and 7 = strongly agree. With respect to the factors
involved in choosing wine, the top three for both samples were
taste/flavor, value for money, and price. Taste/flavor was more
important for the Australian sample than the Korean sample in
choosing wine (F (1, 667) = 31.84, p < 0.001). Health enhancement
was a more important factor for the Korean sample in choosing
wine (F (1, 667) = 73.79, p < 0.001). Although a significant differ-
ence relating to price was found (F (1, 667) = 6.29, p < 0.012), the
actual mean difference (0.3) is small and mean values for both
samples come under ‘Strongly Agree’. Significance here most likely
reflects the large number of participant responses incorporated
into the statistical analysis, as opposed to any actual attitudinal
differences. Bottle shape was the least important factor for both
samples, but the Korean sample rated the importance of bottle
shape higher (F (1, 667) = 68.26, p < 0.001).

When asked whether they believe wine can reduce the risk of
certain diseases, both samples were undecided. Whilst the mean
difference was small (0.4), it is worthwhile noting that the Aus-
tralian sample was more likely to accept this statement than
the Korean sample (F (1, 667) = 20.18, p < 0.001). Similarly, de-
spite a small mean difference and both mean values located in
the middle range of the scale, Australians were significantly more
likely to agree with the notion that wine has better health prop-
erties than other alcoholic beverages (F (1, 667) = 8.00, p = 0.005).
The Australian sample demonstrated agreement with the notion
that red wine has more health enhancing properties than white,
whilst the Korean sample was undecided. The difference in means
was found to be a significant (F (1, 667) = 73.46, p < 0.001). Both
samples indicated some level of disagreement with the notion
that wine could cure certain diseases, however, the Korean mean
score for this item was significantly greater than the Australian (F
(1, 667) = 16.81, p < 0.001). Both samples were undecided regard-
ing whether or not they would be willing to drink more wine if it
were healthy, again the Korean mean score for this item was sig-
nificantly greater than the Australian (F (1, 667) = 11.93,
p < 0.001).

3.2.1. Alcohol consumption-related patterns
Table 3 shows the alcohol consumption-related patterns,

namely consumption by alcohol type, consumption by wine type,
and consumption frequency of Korean and Australian samples. Par-
ticipants were asked to indicate what percentage of their overall
alcohol consumption was made up of various alcohol types (see Ta-
ble 3). In relation to alcohol type, the Australian sample drank sig-
nificantly more wine (F (1, 667) = 166.44, p < 0.001) and spirits (F
(1, 667) = 37.69, p < 0.001) than the Korean sample. The Korean
sample drank beer significantly more than the Australian sample
(F (1, 667) = 21.64, p < 0.001). No differences were found for ready
to drink (F (1, 667) = 0.004, p = 0.949).

Participants were also asked to indicate what percentage of
their overall wine consumption was made up of various varieties
(see Table 3). With respect to wine type, red wine was highest
followed by white, sparkling, rose and fortified wines for both
samples but the Korean sample drank significantly more red wine
than the Australian sample (F (1, 667) = 32.83, p < 0.001), whilst
the Australian sample drank significantly more white wine than
the Korean sample (F (1, 667) = 43.64, p < 0.001). Differences in
consumption between the Korean and Australian samples were
not significant for rose, sparkling and fortified wine.

Participants were required to select one of seven possible fre-
quency of wine consumption responses ranging from everyday
consumption to consuming wine two or three times a year (see Ta-
ble 3). The majority of the Korean sample nominated once a month
wine consumption frequency, whereas a few times a week was the
most common for the Australian sample. Fifty-four percent of the
Korean sample drank wine at least once a fortnight, compared to
82% for the Australian sample. Quite a big proportion of the Korean



Table 2
Attitudes towards wine.

Perceived healthiness of wine Korea Australia Sig.

Mean score Std. error Mean score Std. error

Factors involved in choosing wine
Taste/flavor 5.8 0.06 6.3 0.06 p < 0.000
Health enhancement 5.0 0.07 4.1 0.08 p < 0.000
Price 5.3 0.06 5.6 0.07 p = 0.012
Value for money 5.6 0.06 5.7 0.07 p = 0.354
Variety 5.0 0.07 5.0 0.08 p = 0.968
Country of origin 4.8 0.07 4.8 0.09 p = 0.736
Brand image 4.7 0.07 4.2 0.09 p < 0.000
Region it came from 4.9 0.07 4.8 0.09 p = 0.111
Expert recommendation 4.6 0.07 4.4 0.08 p = 0.014
Bottle shape 3.9 0.07 3.0 0.09 p < 0.000
Label (front & back) 4.1 0.07 4.1 0.08 p = 0.886

Perceived healthiness of wine
Wine can reduce the risk of certain disease 4.4 0.07 4.8 0.07 p < 0.000
Wine can cure certain diseases 3.8 0.08 3.3 0.09 p < 0.000
I would pay more for wine if it was health-enhanced 4.3 0.07 4.0 0.09 p = 0.002
I have a good idea of why wine is healthy or unhealthy 4.3 0.07 5.0 0.07 p < 0.000
I think wine is a healthy alcoholic beverage 4.6 0.07 4.6 0.08 p = 0.456
Wine has better health properties than other alcoholic beverages 4.8 0.07 5.1 0.07 p = 0.005
It is important to limit the amount of alcohol you consume 4.3 0.08 6.0 0.06 p < 0.000
I understand how much alcohol is considered healthy 4.7 0.07 5.5 0.07 p < 0.000
I read a wine label when i buy wine 4.9 0.07 5.2 0.08 p = 0.002
I can guess the wine quality from a wine label 3.8 0.08 3.8 0.08 p = 0.633
I know what moderate drinking is 4.8 0.07 6.0 0.05 p < 0.000
Red wine has more health enhancing property 4.3 0.07 5.2 0.07 p < 0.000
I would drink more wine if i thought it was healthy for me 4.6 0.08 4.1 0.09 p < 0.001
I would drink more wine if the price is going down 4.9 0.07 4.0 0.10 p < 0.000
I understand how many standard drink is healthy 4.3 0.07 6.6 0.06 p < 0.000

Note: Significant level at p < 0.05. Data were analyzed by one-way ANOVA.

Table 3
Alcohol consumption – related patterns.

Consumer behaviour Korea Australia Sig.

Mean (%) Std. error (%) Mean (%) Std. error (%)

Type of alcohol
Wine 24.4 1.10 50.5 1.73 p < 0.000
Beer 30.9 1.10 22.7 1.41 p < 0.000
Spirit 8.3 0.52 15.4 1.05 p < 0.000
Ready to drink 8.8 0.77 8.9 0.85 p = 0.949

Wine type
Red 51.5 1.5 38.4 1.7 p < 0.000
White 25.2 1.0 37.5 1.6 p < 0.000
Rose 5.7 0.5 5.6 0.57 p = 0.830
Sparkling 13.3 1.0 13.9 1.06 p = 0.673
Fortified 4.3 0.5 4.7 0.66 p = 0.633

Wine consumption frequency n Percent (%) n Percent (%)
Everyday 5 1.50 46 14.10
Few times a week 54 15.80 135 41.30
Once a week 63 18.40 56 17.10
Once a fortnight 63 18.40 31 9.50
Once a month 92 26.90 33 10.10
Once every two months 24 7.00 17 5.20
2–3 times per year 41 12.00 9 2.80
Total 342 100 327 100

Note: Significant level at p < 0.05. Data were analyzed by one-way ANOVA. Mean (%): mean percentage of overall consumption.
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sample (12%) drank wine 2–3 times per year while only 3% of
Australian sample drank at that frequency. Considerably more of
the Australian sample drank wine everyday than the Korean sample.

3.3. Wine purchase-related patterns

Table 4 shows the wine purchase – related patterns, namely
price preference, wine purchase as a gift, and place of wine pur-
chase. With respect to price preference, the most preferred price
range for the Korean sample was AUD$11–$19 followed by
AUD$20–$29 and AUD$30–$39, respectively. The Australian sam-
ple also preferred the price range of AUD$11–$19 followed by
AUD$6–$10 and AUD$20–$29, respectively. Although the most
preferred price range for the Korean and Australian samples was
the same, twice as many of the Australian sample preferred this
price category compared to the Korean sample. Comparatively,
about 60% of the Korean sample preferred wines priced over
AUD$20 while only about 20% of the Australian sample preferred



Table 4
Wine purchase – related patterns.

Consumer behaviour Korea Australia Sig.

n Percent (%) n Percent (%)

Price preference
Under $5 7 2.10 3 0.90
$6–$10 33 9.70 71 21.70
$11–$19 98 28.70 188 57.50
$20–$29 87 25.40 50 15.30
$30–$39 63 18.40 13 4.00
$40–$49 27 7.90 1 0.30
$50 and over 27 7.90 1 0.30
Total 342 100 327 100

Wine purchase as a gift (per year)
0 bottle 60 17.50 51 15.60
1–3 bottles 193 56.40 131 40.10
4–6 bottles 61 17.80 84 25.70
7–10 bottles 16 4.70 35 10.70
Over 10 12 3.50 26 8.00
Total 342 100 327 100

Mean score Std. error Mean score Std. error
Place of wine purchase
Winery cellar door 2.3 0.38 8.3 0.96 p < 0.000
Bottle shop 31.0 1.50 52.9 1.92 p < 0.000
Internet 8.7 0.79 4.12 0.76 p < 0.000
Restaurants 4.7 0.50 6.4 0.49 p = 0.017
Mail order/wine club 3.9 0.48 6.6 1.00 p = 0.016
Hotels/bars 3.8 0.48 4.9 0.47 p = 0.094
Supermarket 42.5 1.72 15.7 1.48 p < 0.000

Note: significant level at p < 0.05. Data were analyzed by one-way ANOVA. Mean score: mean preference score open number scale
to100% was used for the place of wine purchase.
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this price range. The proportion of the preferred price range
AUD$40 to over $50 for the Korean sample was about 16%, com-
pared to only 0.6% for the Australian sample.

In relation to wine purchase as a gift, the majority of both Kor-
ean and Australian samples purchased 1–3 bottles of wine as a gift
per year, followed by 4–6 bottles of wine, but approximately 15% of
respondents in both samples purchased no wine at all as a gift. 19%
of the Australian sample purchased more than 7 bottles of wine as
a gift but only 8% of Korean sample purchased that amount of wine.

With respect to wine purchasing places, the Korean sample pre-
ferred purchasing wine from supermarkets significantly more than
the Australian sample (F (1, 667) = 139.19, p < 0.001). On the other
hand, the Australian sample significantly preferred bottle shops
compared with the Korean sample (F (1, 667) = 81.40, p < 0.001).
Also, the Australian sample had significantly higher preferences
for winery cellar door (F (1, 667) = 34.94, p < 0.001); mail order/
wine club (F (1, 667) = 5.87, p = 0.016); and restaurant (F (1,
667) = 5.68, p = 0.017) than the Korean sample. Although this trend
is interesting, it is worthwhile noting that the actual difference in
percentage for the last three listed purchase locations were small
(6.0%, 2.7%, and 1.7%, respectively).

3.4. Gender differences in wine consumption

Table 5 highlights the gender differences between the Korean
and Australian participants for five wine consumption factors. Par-
ticipants were asked how many standard drinks of wine they con-
sume weekly. Korean men drank significantly more wine than
women per week (F (1, 340) = 4.51, p = 0.034), however, the actual
difference was approximately half a standard drink. Participants
were asked how many years they have been a consumer of wine.
Similarly, although Korean men have been drinking wine signifi-
cantly longer than women (F (1, 340) = 4.77, p = 0.03) the actual
difference was only approximately 2 years. Participants were also
asked to indicate their preferred price point for wine from seven
potential responses (under $5, under $10, $11–$19, $20–$29,
$30–39, $40–$49, $50+). Finally, as described in Section 3.3, partic-
ipants were asked to indicate what percentage of their overall wine
consumption was made up of white and red wine varieties (see Ta-
ble 3). There are no differences between red and white wine con-
sumption between Korean genders. On the other hand, there was
no significant difference between Australian men and women in
consumption quantity, consumption period and price preference,
but Australian men drank significantly more red wine than women
(F (1.340) = 18.51, p < 0.001), whereas Australian women drank
significantly more white wine than men (F (1, 340) = 6.75,
p = 0.01).

4. Discussion

The current study aimed to identify consumer preference based
on a functional food perspective by investigating Korean consum-
ers (representing the Asian culture) and Australian consumers
(representing the Western culture). The attitudes towards wine
on wine selecting factors and the perceived healthiness of wine
were different between Korean and Australian samples. Regarding
taste, the results of the present study are consistent with the find-
ings of other studies such as an Australian study by Hall, Lockshin,
and O’ Mahony (2001), a Korean study by Lee et al. (2005) and a
Greek study by Tzimitra-Kalogianni et al. (1999). In Hong Kong,
the number one reason to avoid wine is unfavorable taste (Dewald,
2003). Hence, despite the differences that may be associated with
samples sourced from different countries taste/flavor is consis-
tently found to be a highly significant attribute.

The results of the present study fail to support the trend identi-
fied by Barreiro-Hurle et al. (2008) in which Spanish consumers
were willing to pay more for resveratrol enriched wine due to
the association between resveratrol and health benefits. Both sam-
ples indicated some level of disagreement with the notion that
wine could cure certain diseases, despite the report that health
concern was the major factor that increased red wine consumption
in Korea (Lee et al., 2005). The Australian sample self-reported



Table 5
Gender differences in wine consumption pattern.

Korea Male Female Sig.

Mean score Std. error Mean score Std. error

Consumption pattern
Quantity (standard drinks per week) 2.92 0.36 2.31 0.39 p = 0.035
Years of consumption 8.55 0.77 6.75 0.83 p = 0.030
Preferred price range ($) 20–29 20–29
Red wine consumption (%) 51.95 2.14 50.92 2.32 p = 0.72
White wine consumption (%) 25.14 1.76 25.31 1.90 p = 0.93

Australia
Quantity (standard drinks per week) 6.54 0.39 5.61 0.38 p = 0.20
Years of consumption 19.84 0.82 17.97 0.81 p = 0.19
Preferred price range ($) 11–19 11–19
Red wine consumption (%) 45.89 2.29 31.01 2.27 p < 0.001
White wine consumption (%) 33.33 1.88 41.57 1.86 p = 0.01

Note: Significant level at p < 0.05. Data were analyzed by one-way ANOVA.
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significantly greater understanding of the reasons why wine might
be considered as healthy or as unhealthy; that wine has better
health properties than other alcoholic beverages and that red wine
has more health enhancing property. The subtle variation in results
regarding the perceived healthiness of wine between two samples
may be due to cultural differences. Oriental herbal medicine is well
established in Korea, and has been for thousands of years. With a
long history and knowledge of herbal medicine, Koreans have po-
sitive attitudes towards the health benefits of natural products
including wine. For example, one of the most popular fruit wines
in Korea is raspberry wine. The popularity of this wine is driven
by the belief that raspberry wine is beneficial for sexual disinclina-
tion (Jung et al., 2009). More generally, the perceived healthiness of
wine is well accepted in Asia. For example, traditionally Asian
countries including Vietnam, China, Korea and Japan believed that
wine is a healthy drink (Do, Patris, & Valentin, 2009). This is in con-
trast to the Australian sample, which rated the perceived healthi-
ness of wine to a lesser extent. This may be influenced by the
mainstream of the Western medicine that has tended to ignore Or-
iental medicine as efficacious (Lazar, 2004).

The Korean sample may drink more beer than wine because wine
price is high in the Korean market due to its high tax rate, 65% in
2007 (Clark, 2009). However, the drinking culture is changing in Kor-
ea, shifting from high alcoholic beverages to lower alcoholic bever-
ages such as wine because of its perceived health benefits (Clark,
2009). This phenomenon is also occurring in other Asian countries.
The consumption of spirits in China has declined in favor of wine
and beer (Newman, 2001). This trend is reflected in the Asian wine
market, which grew by double digits each year from 1994 to 2000
(Lee et al., 2005). Higher red wine consumption in the Korean sample
may be due to ‘‘South Korean consumers becoming increasingly
aware of the health benefits of wine’’ (Clark, 2009).

Australian consumers prefer white wine and this result reflects
the Australian domestic wine sales, which show that white wine
sold over 30% more than red wine from 2005 to 2009 (Wine Aus-
tralia, 2010b). High frequency of white wine consumption in Aus-
tralian sample may be related to the longer history of wine
consumption in Australia compared to Korea (only about 40 years),
or cultural factors such as heavy drinking inherent in its national
identity (Blake, 2010) that has led to heavier alcohol consumption
in general in Australia (Heath, 1995).

There are many possible reasons why Koreans drink wine less
frequently than Australians. It may be that the image of wine is a
luxury alcoholic beverage not for every day consumption. This
phenomenon is not only found in Korea but also in other Asian
countries such as China and Vietnam. Wine is perceived in China
and Vietnam as a symbol of success and one’s social status; so
therefore, major wine buyers are young Chinese people with high
incomes or wealthy Vietnamese (Do et al., 2009; Somogyi et al.,
2007). Another factor in the low consumption of wine by Koreans
may be that the classification of wine, e.g. by the European
appellation control system, presents difficulties for Koreans. The
language barrier and the complicated labeling system have been
suggested as contributing to European wine being less competitive
New Zealand Trade and Enterprise (2008). Food and wine matching
would be another factor, specifically spicy and salty Korean food
may not go well with wine. However, Stephens (2003) argues that
Korean meat and vegetable dishes go well with full-bodied red
wine. As mentioned above, price may also contribute to Koreans
not drinking wine every day. Whatever the reasons for the lower
frequency of wine consumption, the results of the present study
reflect the reported wine consumption of Koreans and Australians
in 2009 of 0.53 and 23.2 l per capita, respectively (Wine Institute,
2010).

The most preferable price category for the Korean sample in this
study was slightly lower than the price ranges previously reported
for Korean consumers by Lee et al. (2005) who found that the most
preferable price range was USD$25–$41.99. The preference for low-
er price ranges in the current study may be explained by the intro-
duction of the Free Trade Agreement with Chile in 2004, which has
resulted in more competitively priced Chilean wines entering the
Korean market in recent years. Price-sensitive Korean consumers
moved from purchasing expensive European wines to reasonably
priced Chilean wines (Lee, 2009). Although their income level is low-
er than the Australian sample, the Korean sample preferred more
expensive wine than the Australian sample. This may be because
of cultural differences in purchasing behavior. The Korean market
is a brand driven one and consumers tend to choose well-known
products (Wine Australia, 2010a). A good example is that French
wine dominates the Korean wine market (39% in 2008) (Lee,
2009), and Korean consumers perceive French wine as quality wine.
This phenomenon is not isolated to Korea but also occurs in other
Asian countries. Collins, Fiu, and Murphy (2009) found that price
was a key indicator of wine quality for the Chinese.

Korean companies such as banks, insurance companies, and
auto sales companies buy gifts for their VIP customers at Lunar
New Year, Chuseok and Christmas and wine is gaining popularity
as a gift item for these occasions due to its affluent image and its
perceived health benefits (The Chosunilbo, 2006). Therefore it
was somewhat surprising when Australian participants were more
likely than Korean to buy wine as a gift. This may be because par-
ticipants did not consider corporate wine purchasing when
answering their survey questions. Supermarkets were the most
common place that the Korean sample purchased wine,
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presumably because the wine price is cheaper at this kind of outlet
than anywhere else, though it may also be related to the conve-
nience of buying wine there. The results of the present study are
congruent with another study that reported the highest wine sell-
ing outlets in Korea were supermarkets (68.5%) (Clark, 2009). This
supermarket phenomenon is also evident in other countries, such
as Greece (Tzimitra-Kalogianni, Papadaki-Klavdianou, Alexaki, &
Tsakiridou, 1999), Hong Kong (51.4%) (Dewald, 2003) and UK
(roughly 70%) (Wood, 2011) and is consistent with the global mar-
ket trend of wine sales, 60–80% of global wine is sold this way
(Gettler, 2003).

Higher wine consumption in Korean men than women may be
due to the unique Korean alcohol consumption culture. Drinking is
used as a social tool in Korea to build close friendships or to improve
business relationships. Traditionally, women in Korea were limited
in social activities as their main roles were domestic (Paik, 1998).
This may also account for their lower alcohol consumption and
greater likelihood to abstain from wine consumption, as compared
to men. However, this consumption pattern not only occurs in Korea
but also other countries. Ahlstrom, Bloomfield, and Knibbe (2001)
found that monthly wine consumption was higher in men than wo-
men in the Czech Republic, Finland, France, Italy, Sweden and Swit-
zerland. The Korean women’s high preference of red wine may be
due to perceived health benefits of wine. This phenomenon is not
limited to Korea but also occurs in other Asian countries. A survey
showed that approximately 66% of Asian women preferred red wine,
especially, Chinese women (84%) and women from Hong Kong (62%)
(Ng, 2010). On the other hand, Australian women’s high preference
of white wine is typical for Western women. Women in the UK and
the United States consume much more white wine than red, and
their prime reason for purchasing wine is enjoyment and social rea-
sons rather than the perceived healthiness of wine (Lawrence, 2010).

5. Conclusions

Wine is a traditional alcoholic beverage in Western culture
whereas it is relatively new in Asian culture. However, both the rea-
sons for drinking wine and consumer preferences differ between
these two cultures. Korean consumers are more likely to choose
wine products on the basis of health enhancement. Despite this,
both samples indicated some level of disagreement when asked if
wine can cure certain diseases, and were undecided in terms of the
capacity of wine to reduce the risk of certain diseases. Similarly, both
samples were undecided as to whether they would pay more for
health-enhanced wine. The results of this study should be helpful
for wine producers who are considering producing health-enhanced
wine and are seeking a new market for their value added wine prod-
ucts. Currently, Korea prohibits the use of health claims on alcoholic
beverages but food grade additives are widely accepted. Similarly, in
Australia health claims cannot be made in respect of alcoholic bev-
erages, under Food Standards Code 1.1A.2. Australian producers
would therefore need to consider export markets for health-en-
hanced wine1. Further research is needed on the purchasing patterns
of health-enhanced wine to further define the price range that con-
sumers are willing to pay in the various markets.
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