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A Study on the Convergence Determinants of Premium Bottled
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This study aims to identify and analyze the main factors that determine the properties and
buying behavior in the premium bottled select and analyze the degree of impact on the relevant variables
are premium water demand. When applied to the truncated negative binomial model to derive the study
results: The results of estimating the variables that affect the demand for premium mineral water are as
follows. Premium bottled water demand of this group my purchases with a choice between buying behavior
variables are significantly higher than the relative population. To also do a good ingredient water, it
appeared to be on a statistically significant positive effect on the demand for the more groups you purchase
a premium bottled water for the purpose of receiving special feeling, just buy purpose is called to drinking
water does not significantly affect to be analyzed. Among demographic characteristics it showed that
demand for premium bottled water purchases are significantly higher in women than in men, professional
/ clerical job, such as the military, college graduates were more consumer research as significant in
comparison to the relative population. Taste and package design factors of premium bottled mineral water
among the select attribute factors are having a significant positive impact on the purchasing demand, local
conditions and cost factors have been estimated to be insignificant.

e Key Words : Premium Bottled Water, Demand, Influencing Factors, Selection Attributes, Truncated
Negative Binomial Poisson
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(Table 1) Validity and reliability analysis of selected properties for a premium bottled water

A1%8Th BE 1 ES wol 1 gglth HEo] 58%, AE
A/NA0] 36%, thE oo

45%, ERE7HA L5

Factors Name
(Cronbach's «)

Variable

Load Factor

Distributed
Explanatory
Power
(Eigen Value)

Premium bottled water refreshing 87
Factorl. The softness of premium bottled water 30 09
Bottled Water Taste Lightness of premium bottled water 7 3 213)
(=18 Premium bottled water taste 55 ’
Premium mineral matter content 52
Fountainhead of premium bottled water (domestic / foreign) 90
Factor2. Production of premium bottled water company 87 1607
Regional Characteristics  Institute of premium bottled water (ambansu volcano, .
. 2 (1.91)
(=73 mineral water, etc.)
Country of premium bottled water 9
Factor3. Prern}urn bottled water containers (glass bottles, plastic 9
. (PET)) 12.60
Package Design . . -
(a= 79 Premium bottled water package design 88 (1.51)
) Premium bottled water brand logotype 64
Factor4. Price premium bottled water 81
Price 1091
Value for money in the premium bottled water 72 (1.21)

(= 68)
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(Table 2) Demand Model and Descriptive Statistics Variable Description

Variable Summary Variable Name

Variable Definitions

The Mean (SD)

The dependent variable times The average number of purchases last month (times) 5.82(5.85)
decis Purchase decision makers (I = 1 / other = 0) 66(.48)

expen Spending per cost (¥ 1,000 or more = 1 / other = 0) 53(.50)

objel Simply in order to drink the water (Likert 5-point scale) 2.95(1.18)

Buying Behavior obje2 52311:) ingredients for a good drinking water (Likert 5-point 402(1.02)
obie3 qi};l s)rder to receive a special feeling becomes (5-point Likert 256(1.20)

satis Satisfaction (Likert 5-point scale) 2.73(1.02)

gen Gender (male =1/ F =0) A41(.49)

marri Single = 1, Married = 0 58(.45)

Demographics inc Average monthly household income (millions) 547.24(225.26)

white Job(professional / white-collar = 1, other = 0) .36(.46)

edu Level of education (college graduates = 1 / other = 0) 45( 57)

) 1 The taste of bottled water (Likert 5-point scale) 77(81)
gz?e?m}?ro}z%eei 2 Regional characteristics (Likert 5-point scale) (69)
(Factor Analysis) 3 PaACkageAdeSign (Likert 5-point scale) ?70(

4 Price (Likert 5-point scale) 357(. 79)
AT 35%6 = ZAME AT TrjojAbAA A= el & <E2>9F Atk
o] 66%, |82 7lIF 10009 o] o] B3%oln, =z
v A oAk dnkAel v 7h 2Rk 0 3.3 o £ ekl FH ZAn;
& UEhTh g, Zon g A dgE fes 8 Aty golg Rae] FAHANE= <F 3> 2} v
[e) 3] =5 bz [
lEAe Tl mEd 7 8919 Hatgptow a2 A +4E38(Log Likelihood Function)= -1086.01,
o W (Hit= 377), aRl2e A93 54(H = 369), Restricted log likelihood+= -1323.33% WEhta, 239
013%. 5| 7] 2] t]x}ol(H = oY= 71 A(H = [ w
ARA3E A7 HARICEE= 3T0), LAE TACETES - aqgre e el Model 12 504642 9l
350& omjsitt. 1 vhe] Wl disk AT 71&E )

(Table 3) Cut Negative Binomial Model Estimation Results

variable coefficient t value (p value)
decis 02 A3(.676)
expen .00 .13(.869)
objel 18 1.42(.155)
obje2 03 7.64(.000)#+
obje3 14 6.52(.000)#
satis A7 56(.531)
gen -28 ~4.67(.000)#x*
marri -24 -1.33(.165)
inc 12 45(.653)
white 15 2.000.044)*
edu 46 7.99(.000)
1 .09 247(013)*
2 09 1.27(0.090)
f3 03 2.65(.007)x
f4 -.08 -2.04(.144)
(4=r) 07 31(.756)
« A7 7.48(.000)x
Log Likelihood Function —-1086.01
Restricted log likelihood —-1323.33
Model X2 594.64(.000)
No. of Observation 400
Fiow, ez 27E 5%, 19 SRl frelwg thehdl,
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