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Abstract The aim of this study is to find changes of the attributes that influence the purchase of cut roses
during recent five years(2007~2011) and suggest some implications on ways to promote cut roses marketing.
For this purpose, a survey was conducted through the Internet among 1,100 randomly chosen people living in
Seoul, Inchon and Gyeonggi Province in 2011. A total of 1,023 valid replies were received for the analysis of
the survey which was carried out by the subsidiary consulting firm. The survey panels and estimation models to
analyze changes of consumers' preference attributes during recent five years are same to them of Kim, et
al.(2007). That is, empirical analysis tools such as ordered probit model, multinomial logit model, and conjoint
analysis were used according to Kim, et al.(2007). This paper suggests several policy implications to set up the
target market of cut roses and marketing mix strategy to specify the best 4P(product, price, place and
promotion).
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