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Consumer Expenditures
for Alcohaol in 2000

alcoholic beverages was 24.9 gal-

lons, mostly intheform of beer (21.7
galons).! That sameyear, according to
the Consumer Expenditure (CE) Survey,
the average consumer unit? reported
expenditures of $372 for alcoholic bev-
erages, that is, about $1 was spent on
alcohol for every $8 spent on food at
home.® Other recent studieshave cited
similar figures, as well as health and
social concerns, as reasons for study-
ing the consumption of alcoholic bev-
erages* These studies examine either
the consumption of aspecific beverage
by aspecific group or the consumption
of alcohol in countries other than the
United States. By contrast, this article
focuseson U.S. domestic consumer ex-
penditures on alcohol in 2000—specifi-
caly, thedemographicpatternsinvolved,
the mean weekly expenditure on alco-
hol, the probability of purchase of alco-

I n 2000, per capita consumption of

! Satistical Abstract of the United States,
2002 (U.S. Census Bureau, 2002), p. 130,
table 197, “Per Capita Consumption of Se-
lected Beverages by Type: 1980 to 2000.”

2 See the glossary at the end of this an-
thology for the definition of aconsumer unit.

3Consumer Expenditure Survey, 1999—
2001, Report 966 (Bureau of Labor Statis-
tics, April 2003), table A, “Average annual
expenditures of all consumer units and per-
cent changes,” p. 3.

4J. R. Blaylock and W. N. Blisard, “Wine
Consumption by U.S. Men,” Applied Econom-
ics, May 1993, pp. 645-51; and Mohamed
Abdel-Ghany and J. Lew Silver, “Economic
and Demographic Determinants of Canadian
Households' Use of and Spending on Alco-
hol,” Family and Consumer Research Jour-
nal, September 1998, pp. 62-90.

hol either at home or away from home
(such asadrink at arestaurant or bar),
and the type of alcohol purchased
(beer, wine, or other alcohol, such as
whiskey).

The Data

Datafor the CE Survey arederivedfrom
two sources: The Interview survey,
which is arotating-panel quarterly re-
call survey, and the Diary survey, in
which respondents record all their ex-
penditures during the 2-week survey
period. Data from the two sources are
integrated into tables for analysis and
subsequent publication. The data for
thisarticlearetaken fromtheDiary com-
ponent of the 2000 CE Survey. In the
published CE Survey, one item—alco-
holic beverages purchased on trips—
istakenfromthelnterview component.
However, thisitem (which is collected
solely in the Interview survey) ac-
countsfor only about $34, or lessthan
10 percent of averagetotal expenditures
for alcohol in 2000, o it is safe to ex-
cludeit from the current analysis. Us-
ing only Diary dataalso allowsthe re-
gression results (described later) to be
compared with the expenditure data
examined herein.

Caution should be exercised in at-
tempting to interpret some of the data
shown. Expenditures for alcohol are
subject to a great deal of “allocation”
during the publication process. That
is, when arespondent records“ expen-
dituresfor alcohol” or “meal at restau-
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rant, including alcohol,” but provides
no details on the type or amount of al-
cohol purchased, theexpenditureises-
timated on the basis of thetotal expen-
diture reported by the respondent for
alcohol or the meal at the restaurant,
together with an allocation factor that
is in turn based on responses from
thosewho record specifically what was
purchased. At theaggregatelevel, this
technique presumably haslittleimpact
ontotal expendituresfor acohoal, but it
could cause alarger share of those ex-
penditures to be accounted for by ei-
ther beer, wine, or other alcoholic bev-
erages than is actually the case; in
addition, at theindividual-recordlevel,
a consumer unit might show expendi-
turesfor beer, wine, and other acohol,
even though that consumer unit pur-
chased only one of those items. For
example, suppose a respondent pur-
chases beer for $10 and records a $10
expenditurefor alcohol. Then, because
thefact that all $10 went for beer isnot
recorded, the consumer unit might
show expendituresof $7 for beer, $2 for
wine, and $1 for other acohol, assum-
ing allocation factors of 70 percent for
beer, 20 percent for wine, and 10 per-
cent for other alcohol. The actual num-
ber of records created through alloca-
tion as opposed to reporting varies by
thetype of alcohol purchased. (For ex-
ample, 43 percent of beer-at-home re-
ports® aretheresult of allocation, com-
pared with 76 percent of wine-at-home
reports and 92 percent of other-alco-
hol-at-homereports.) Overall, about 46
percent of expenditures reported for
specifictypesof alcohol are created by
alocation from general reports of alco-
hol either at home or away from home.

5 The CE Survey usestheterminology “ at
home” and “away from home” to describe
places at which goods are purchased, rather
than where they are ultimately consumed.
For example, when an expenditureisreported
for “food at home,” it means that the food
was purchased at a grocery store or similar
vendor, rather than at a restaurant, cafete-
ria, or bar. The food purchased may have
been consumed elsewhere—for example, a
person buys fruit and takes some to the of-
fice for lunch or packs a sandwich for the
child’ slunch at school. Even though the food
was not eaten in the home, the food was
purchased at agrocery store and is therefore

Methodology

This article investigates expenditures
in several ways. First, expenditureval-
ues and the percent of consumer units
that report purchasing alcohol (that is,
the percent reporting) are examined for
three demographic categories. Income
quintile, age of reference person, and
sex of reference person for single con-
sumers only.® Theanalysisisextended
through the use of logistic regression,
or “logit,” atechniquethat enablesone
to predict the probability that an event
(in this case, the purchase of alcohol)
will occur, giventhat certain conditions
(inthiscase, demographic characteris-
tics) are held constant. By means of
regression analysis, it is possible to
isolate relationships between these
characteristics and the probability of
purchase of some kind of alcohol. For
example, the probability of purchasing
winerisessteadily withincomeandin-
creases with age until the reference
person is 45 to 54, after which it de-
creases with age. Given that income
also increases with age until the refer-
ence person is 45 to 54 and starts to
decrease with age thereafter, it is diffi-
cult, intheabsence of regression analy-
sis, to say which characteristic—age

designated as“food at home.” Similarly, when
a person has a pizza delivered from a local
restaurant, the amount paidisclassified asan
expenditure for “food away from home,”
despite the fact that the pizza was eaten in
front of theliving roomtelevision. Therea-
son isthat the vendor was arestaurant. With
alcoholic beverages, the samerulesapply. An
expenditure for beer, wine, or other alcohol
that is purchased from a grocery, liquor, or
convenience store is considered an expendi-
ture for “alcohol at home,” even though the
purchaser may have taken the bottle of wine
to adinner party or taken the beer to alocal
park to drink at a picnic or while watching a
softball game. In the case of alcohol, how-
ever, itisnot likely that alcohol classified as
“away from home” would have been con-
sumed inside the home, because restaurants
and barsusually restrict alcohol purchased to
be consumed on the premises. For consis-
tency with the classifications used in the CE
Survey, theterms*“at home” and “away from
home” will be used in this article to describe
expendituresfor alcohoal, regardless of where
the alcohol was actually consumed.

See“Glossary” in Appendix A at theend
of thisanthology for the definitions of refer-
ence person and income quintile.
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or income—ismorestrongly related to
the purchase of alcohol. Logit is used
to estimate the probability of purchas-
ingalcohol ingeneral, aswell asthat of
purchasing alcohol at home, away from
home, or both. Logit also is used to
predict the probability of purchasing
beer, wine, or someother alcoholic bev-
erage. (The appendix to thisarticle de-
scribes the use of logit in more detail .)

Except for thedatainthelogit analy-
ses, the data used in this article are
weighted to reflect the population. (The
reasons why the dataemployed in the
logit analyses are not weighted will be
presented shortly.) The data used in
the article also arelimited to consumer
unitswhosereference personisat least
21 years old—that is, the legal age to
purchase alcohal in the United States.
(Thoseunder thelegal age may bemore
likely than those who are at least 21
yearsoldtoomit expendituresfor alco-
hol from their diaries.) Specific income
data(suchasmeanvaluesand quintile
assignments) are derived from com-
pleteincomereportersonly, unlessoth-
evsegaa fi eFor best results, fami-
lies that reported income losses (for
example, through self-employed busi-
ness loss or rental property loss) also
are excluded from the sample.®

"See“Glossary” in Appendix A at theend
of this anthology for the definition of com-
pleteincome reporter.

8The income used in the CE Survey re-
sults is found by summing the value of all
sources of income reported. When |losses
occur, the negative income is added to the
total (or the lossis subtracted, depending on
how one looks at it), which has the result of
artificially lowering total income. Sometimes,
the losses are large enough to cause total in-
come to be negative. L osses make compari-
son across consumer units difficult. For ex-
ample, a family in which one member re-
ceives $50,000 in salary appearsto have the
sameincome as another family in which one
member receives $75,000 in income, but in
which another member incurs a loss of
$25,000. Both consumer units have $50,000
in income, according to the survey results,
but each may have different spending pat-
terns; the losses may be temporary and an-
ticipated, for example, causing the consumer
unit incurring the losses to spend differently
than the unit that regularly receives $50,000
in income. Including the loss could substan-
tially increase the variance for the income
data and could also bias parameter estimates
in the regression section. For these reasons,
consumer units reporting losses are omitted
from the sample.



Demographic analysis

By any measure shownintable 1, beer
is the most popular form of alcohol
purchased by the average consumer
unit. Whether onelooks at percent re-
porting or mean weekly expenditure,
beer is at the top of the list, both at
home and away from home. However,
this ranking changes when one looks
at the mean weekly expenditure of only
those consumer units reporting pur-
chases of alcohol, afigure that can be
calculated by dividing mean weekly
expenditure by percent reporting. In
this case, the largest average expendi-
ture for all consumer unitsis for wine
at home($23.29). Other alcohal at home
issecond ($19.36), with beer at homea
distant third ($16.39). In contrast, the
largest expenditure for alcohol away
fromhomeisfor other alcohol ($12.08).
The smallest expenditure obtained by
using thismeasureisthat for wineaway
from home ($9.73).

Income. Asonemight expect, expendi-
turesfor alcohol increase with income.
(Seetable2.) Thisstatement holdstrue
regardless of the type of alcohol pur-
chased and regardless of whether itis
alcohol at home or away from home.
What is moreinteresting is the rate of
increase with income. For example,
while the fifth income quintile spends
about 3.5 times as much for alcohol as
doesthefirstincomequintile, it spends
only 2.7 times as much for alcohol at
home, compared with more than 7.1
times as much for alcohol away from
home. When the types of alcohol pur-
chases are analyzed, the ratios of the
fifth to the first income quintile range
from 1.6 (for beer at home) to 9.2 (for
other alcohol away from home).
Thepercent reporting followsasimi-
lar pattern. For alcohol at home, the
percent reporting for the fifth quintile
(29.1 percent) is more than double the
percent reporting for the first quintile
(11.9 percent). For alcohol away from
home, the differences across quintiles
are even more dramatic, ranging from
6.9 percent for quintile 1 to 25.6 per-
cent for quintile 5. The smallest range
is for other types of alcohol at home,
which only doublesfrom thelowest to

the highest quintile (2.3 percent to 5.1
percent). Thelargest rangein absolute
termsis for beer away from home (6.1
percent to 22.6 percent). However, the
percent reporting other alcohol away
from home is still more than 6 times
higher for the fifth quintile (11.8 per-
cent) thanitisfor thefirst (1.8 percent).

Age. Inall cases, expendituresfor alco-
hol away from homerisewith ageupto
apoint and then decline. (Seetable 2.)
Thepivotal agegroupisthe onewhose
reference persons are 35 to 44 years
old. For alcohal a home, wine follows
the pattern, except that expenditures
peak for those aged 45 to 54. However,
expenditures for beer and other (that
is, nonwine) alcohol at home actually
decline with age. For beer at home, ex-
penditures range from a high of $5.48
for the under-25 group to alow of $0.65
for the 75-and-older group, a decrease
of 88 percent over that entire agerange.
Stated another way, the youngest
group spends 8.4 timesasmuch for beer
at home as doesthe oldest group. The
percent of those reporting expenditures
for beer at home follows a similar pat-
tern: nearly 1in4 consumer unitsinthe
youngest group report such expendi-
tures, compared with fewer than 1in 20
consumer units in the oldest group.
Most other expenditures for alcoholic
beverages follow the same pattern for
percent reporting, peaking either for the
under-25 group or the 25- to 34-year-
old group. The lone exception iswine:
the percent reporting expenditures for
wine peaks with the 45- to 54 year-old
group (13 percent), and the group with
the lowest percent reporting is again
the 75-and-ol der group (6 percent). The
percent reporting wineaway fromhome
isonly about 4 to 5 percent for those
under 65, but decreasesfor those aged
65 and older (of whom lessthan 2 per-
cent report such expenditures).

Singles. Singleindividualsspendtheir
money differently than do nonsingles.
(See table 3.) Interestingly, though,
when the dataare classified by the sex
of the reference person, it becomes
clear that single men spend more, on
average, than do nonsingles (of both

sexes) for al acoholic beverages, ex-
cept wine at home, while singlewomen
spend less than non-singles on all al-
coholic beverages (including wine at
home). The same pattern holdsfor the
percent of consumer units reporting
expendituresonalcohol. That is, except
inthe case of wineat home, singlemen
havethelargest percent reporting, fol-
lowed by nonsingles and then single
women. Thedifferencealso affectsthe
total percent reporting expendituresfor
winegenerally, but heresinglemenrun
aclose second (10.3 percent reporting)
to nonsingles (10.7 percent reporting),
with fewer singlewomen reporting pur-
chases (6.2 percent).

Predicted probabilities
Giventhesimilarity in trendsfor expen-
dituresfor alcoholic beveragesat home
and for those away from home (for ex-
ample, percent reporting increases
steadily with income for both types of
purchase), logit is used only to ana-
lyzetotal purchases of beer, wine, and
other alcohol once the probability of
purchase for acohol in general is ex-
amined by type of purchase. Accord-
ingly, thefirst set of analysestofollow
examinesthe probability of purchasing
alcohol ingeneral. Therest of theanaly-
ses examine probabilities of purchas-
ing specific beverages. In other words,
what is the probability of purchasing
alcohol at homeasopposed to the prob-
ability of purchasing alcohol away from
home? What is the probability that a
consumer will purchase both alcohol
at home and alcohol away from home,
rather than one or the other? What is
the probability of purchasing beer,
wine, or other alcohol? The results of
thelogits, used to answer these ques-
tions, should be interpreted with cau-
tion. Those who did not purchase al-
cohol may have chosen not to do so
for any number of reasons, including
thefact that they had enough liquor in
the cabinet to last for the week during
which they filled out the diary or that
they may be persons who choose not
to consume alcohol on any occasion
at all. Becauseit isnot possibleto dis-
tinguish “potential” purchasers from
“nondemanders’ in the Diary survey,
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the answers can be interpreted to pre-
dict only the probability of actual pur-
chaseduring the previousweek, rather
than the probability of actual use (or
nonuse) of alcohol by the consumer
unit over longer periods.

Also, unlike the data in the previ-
ous section, the logit results here are
not weighted to reflect the popul ation.
Previous experience has shown that
weighting logistic regressions for that
purpose yields parameter estimates
similar to the unweighted results, but
withmuch smaller standard errors. This
has the effect of making every param-
eter estimate appear to be statistically
significant. Therefore, to be conserva-
tive in the estimates, unweighted re-
gressions are used to estimate prob-
abilities of purchasein thisarticle.

Inusingregressionanalysis, a“con-
trol group” is standardly identified to
serveasareference point for theanaly-
sis. Inthis article, parameter estimates
that have negative coefficientsarepre-
dicted to have lower probabilities of
purchasethan the control group, while
thosewith positive coefficientshavea
higher predicted probability of pur-
chasethan the control group. Here, the
control group consists of consumer
units whose reference person (1) is 35
to 44 years old; (2) reportsincome in
themiddlequintile; (3) isasingle, white,
non-Hispanic maleemployed asaman-
ager or professional receiving a wage
or salary; (4) owns hishome, but pays
amortgage; and (5) isliving in the ur-
ban South. Comparisonswith the con-
trol group are made by changing one
characteristic at atime; for example, in
attemptingtofindtherelationship of re-
gion of residence to purchases of alco-
hol, one assumesthat all characteristics
of themembersof thegroup to betested
areidentical to those of the members of
the control group (that is,every member
of each group is a single, white, non-
Hispanic male, aged 35 to 44 years old,
with an income in the middle quintile,
and so forth), except that the members
of thegroupto betested liveinthe North-
east instead of the South. Such compari-
sonsareknown as* ceterisparibus’ com-
parisonsin economi cs—comparisonsin
which “all elseisheld equal.”

General purchases of alcohol. The
probability of purchasing alcohol for
the general adult population appears
tofollow thetrends already described,
at | east with respect to age, income, and
sex of thereferenceperson. That is, the
predicted probability of purchase,
which is about 38 percent for the con-
trol group, ishighest for the youngest
group (46 percent) and lowest for the
oldest group (22 percent). Similarly, the
probability of purchase is lowest for
the first income quintile (29 percent)
and highest for the fifth (50 percent).
Single women are less likely to pur-
chase (23 percent) than are single men
(38 percent).

The logit regressions also allow
comparisons across a variety of other
characteristics. For example, ethnicity
appearsto havelittlerelationship tothe
probability of purchasing alcohol in
general: theparameter estimatefor “His-
panic” issmall in magnitude (—0.0628)
andisnot statistically significant. Race,
by contrast, appears to play arolein
probability of purchase: black and
Asian consumers have much lower
probabilitiesof purchasethan dowhite
consumers, and those of other races
appear to be similar to Asiansin their
purchasing behavior. (The coefficient
associated with “other race” is nearly
equal to that of Asians, whileit is not
statistically significant.) Occupation
hasalessstrong relationship: although
persons in technical, sales, or service
positions and those in agricultural
fields(forestry and farming) have posi-
tive, statistically significant coeffi-
cients, no other working group is pre-
dicted to be statistically significantly
different from salaried (or wage-earn-
ing) managersand professionalsintheir
purchases of alcohol in general. Of
thosewho do not work, retireeshavea
fairly small coefficient that is not sta-
tistically significant. Thelong-term un-
employed® havealarge, but not statis-

° The survey question on occupation asks
at what profession the person earned the
most money in the previousyear. If the ref-
erence person received unemployment in-
surance and then did not work or worked only
sporadically, the person could be reported to
have “earned” the most through unemploy-
ment.
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tically significant, negative coefficient,
indicating that they arealot lesslikely
to purchase than are managers and
professionals. The samplesizefor this
group is small, so it is difficult to say
whether the negative relationship is
indicative of the general populationin
the group. However, those who are not
working for reasons other than that
they areamember of thelong-term un-
employed (for example, they may be
attending school, working without pay,
tooill towork, or doing something else)
also have a large negative coefficient
that, thistime, isstatistically significant.
The predicted probability of purchase
for thisgroup is 31 percent, compared
with 38 percent for managers and pro-
fessionals. Finally, the South appears
to be the region with the lowest prob-
ability of purchasing alcohol (38 per-
cent); persons in other regions have
predicted probabilitiesranging from 44
percent to 46 percent. Rural men are
about 9 percent less likely than their
urban counterparts to purchase alco-
hol. (That is, their predicted probabil-
ity of doing so is 29 percent, about 9
percentage points lower than that of
urban single men.)

Probabilitiesfor specific purchases of
alcohol. Theremaining sets of regres-
sion results are for specific types of
alcohol purchase—at home, away, or
both; and for beer, wine, or other alco-
hol. Once again, several demographic
characteristics appear to be related to
the probability of purchase. For ex-
ample, the probability of purchasing
alcohol at home is negatively related
to age, asisthe purchase of alcohol in
general. The youngest age group has
a 30-percent predicted probability of
purchase at home compared with a 12-
percent probability for the oldest
group. The coefficients for each of
thesegroupsarestatistically significant
at the 99-percent confidence level, as
are all of the age coefficients, with the
exception of the 25- to 34-year-old age
group (significant at the 95-percent
level) and the 45- to 54-year-old age
group (not statistically significant). In-
come, by contrast, ispositively related
to the purchase of alcohol at home,



ranging from 18 percent for the lowest
quintile to 29 percent for the highest.
Interestingly, the presence of children
or a single adult woman in the home
appearsto lower the probability of pur-

chasing acohol at home. Single men
(the control group) have a predicted

probability of purchase of 24 percent,
while single women have only an 11
percent probability. Single mothers

have an even lower predicted probabil-

ity: 9 percent. Husband-and-wife fami-

lies with children have a lower prob-
ability of purchasing acohol at home
(20 percent) than the 24-percent prob-
ability of single men. Families with a
husband and wife only, however, with
a23-percent probability of purchasing
alcohol at home and a coefficient that
isnot statistically significant, are simi-

lar to single men in that type of pur-

chase. Like husband-and-wife-only

families, other-husband-and-wifefami-

liesinwhich children are present have
a predicted probability of purchase of
alcohol at home of 23 percent, with a
coefficient that is not statistically sig-
nificant.) Here, too, ethnicity appears
toplay noroleintheprobability of pur-

chase, but race does: both black and
Asian families have alower predicted
probability of purchase (18 percent)
thanthat of the control group, and both
coefficientsare statistically significant
at the99-percent confidencelevel. Fami-
lies of other nonwhite races appear to
have a similarly lower probability (17
percent), but their coefficient isnot sta-
tistically significant. Occupation also
appearsto play arole: technical, sales,
and service workers (29 percent), as
well asblue-collar workers (28 percent),

have slightly higher probabilities of
purchasing alcohol at home than do
managers and professionals (24 per-

cent); however, agricultural workers(40
percent) and armed-serviceworkers (41
percent) have substantially higher
probabilities of purchase. Work status,
by contrast, plays less of arole: the
self-employed, with a probability of
purchase of 24 percent, are not statisti-

cally significantly different from wage
or salaried families, and, although retir-
eesare predicted to haveahigher prob-
ability of purchase (29 percent) than

wageor salaried families, thosewho are
unemployed or who are not working
for another reason are not statistically
different fromwageor salaried families.
Region playsarole (the Northeast has
the highest predicted probability of
purchasing alcohol at home, 28 per-
cent), as does degree of urbanization
(with rural “control” families 7 percent
lesslikely than similar urban familiesto
purchase). Finally, the purchase of al-
cohol away from homeisal so positively
related to the purchase of alcohol at
home. The coefficient is positive and
significant at the 99-percent level.
However, it is so small (0.0173), that it
iseconomically not significantinitsre-
lationship to the probability of pur-
chase.

For purchases of alcohol away from
home, the findings are similar, but not
identical. First, the probability of pur-
chaseislower (21 percent) for the con-
trol group in thiscasethanitisfor the
probability of purchase of acohol at
home (24 percent). Second, the prob-
ability of purchase of acohol away from
home is higher for 25- to 34-year-olds
than for those under 25, but it peaks
for the former (at 27 percent) and de-
clineswith agethereafter. Itisalsoposi-
tively related to income, but the range
of predicted probabilitiesiswider (from
14 percent to 33 percent) than it isfor
alcohol purchased at home. Although
husband-and-wife-only familiesare not
statistically significantly different from
singlemen in respect of purchasing al-
cohol away from home, all other types
of family are. Single women have a 16-
percent predicted probability of pur-
chase, compared with 21 percent for
single men. The presence of children
also appearsto berelated to the prob-
ability of purchase, with singlefathers,
single mothers, and husband-and-wife
familieswith their own children only all
having alower probability of purchas-
ing alcohol away from home (12 per-
cent) than single menwithout children.
Other husband-and-wife families with
children have a higher probability of
purchase (16 percent), but it is still
lower than that for single men. Perhaps
this is because the other members of
the consumer unit also are likely to be

adults (such asthe parent or sibling of
one of the spouses), and, therefore, the
additional adults contribute to the to-
tal probability of purchasing alcohol
away from home. Unlike its weak rela-
tionship to alcohol purchased at home,
ethnicity now isstrongly related to the
probability of purchase. Hispanics (15
percent) have a much lower probabil-
ity of purchasethan do non-Hispanics
(21 percent); thesameistruefor Asians
(16 percent) and, especially, blacks (11
percent). Region makes a difference,
but now the Midwest istheregionwith
the highest predicted probability of
purchase (26 percent). Rural familiesare
till lesslikely to purchase (18 percent),
and the purchase of alcohol at home
also makes a statistically, but not eco-
nomically, significant differencein the
probability of purchasing alcohol away
from home.

The probability of purchasing both
alcohol at homeand al cohol away from
home is only about 12 percent. The
probability of purchasing both appears
to be negatively related to age: the
youngest group (those under 25) has
thelargest coefficient, butitisnot quite
significant at the 95-percent confidence
level. Taken at “face value,” though
(thatis, without regardto statistical sig-
nificance), the predicted probability for
theyoungest group is 16 percent, com-
pared with 5 percent for the oldest
group (75and older). Thepositiverela-
tionship to income still holds, with the
predicted probability of purchaserang-
ingfrom 7 percent to 20 percent. Again,
the presence of children or a single
woman appears to lower the probabil-
ity of purchasing alcohol for both pur-
poses. Singlewomen have apredicted
probability of purchase of 5 percent,
while single mothers have an even
lower 3-percent probability. The low-
est probability of all, however, is that
for single fathers: 2 percent. Married
coupleswhosechildrenarebiologically
related to both parents or have been
jointly adopted by them have a 6-per-
cent probability of purchasing both al-
cohol at home and alcohol away from
home. This probability, althoughlarger
than that for single parents, isstill only
about half the predicted probability for
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singlemen (12 percent). Hispanicsal so
have a lower predicted probability of
purchase (9 percent) than do non-His-
panics (12 percent), but racelowersthe
predicted probability even more: both
blacks and Asians are about half as
likely (6 percent) aswhitesto purchase
both alcohol at home and al cohol away
from home. Finally, neither occupation
nor region playsamajor roleinthe pre-
dicted probability of purchase. Rural
consumers (9 percent) appear to beless
likely than urban consumers (12 per-
cent) to purchase al cohol for both pur-
poses, but the coefficient issignificant
only at the 10-percent confidencelevel.

Itisalsointeresting to examine pre-
dicted probabilitiesfor purchasing spe-
cific types of alcohol. Although, in
these regressions, the same variables
are retained as predictors of probabil-
ity, three new independent variablesare
added to each equation. Thefirst two
are binary variables and indicate that
the purchaser purchased some other
type of alcohol than the type under
study. For example, in predicting the
probability of purchasing beer, thefirst
binary variable describes whether the
consumer unit did or did not purchase
wine, and the second variable de-
scribes whether the consumer unit did
or did not purchase other alcohol. In
predicting the probability of purchas-
ing wine, the first binary variable de-
scribes whether the consumer unit did
or did not purchase beer, and the sec-
ond describes whether the consumer
unit did or did not purchase other alco-
hol. And in predicting the probability
of purchasing other alcohol, the first
binary variable describes whether the
consumer unit did or did not purchase
beer, and the second describeswhether
the consumer unit did or did not pur-
chasewine. Thethirdtermisan “inter-
action term” indicating that the con-
sumer unit purchased both remaining
types of acohoal, given the particular
dependent-variable alcohol. (For ex-
ample, if the probability of purchasing
beer isbeing predicted, theinteraction
term will be equal to unity if the con-
sumer unit purchased both wine and
other alcohal, but will be equal to zero
if the consumer unit bought only wine

or other alcohol or boughtneither wine
nor other alcohol.) Thesevariablesare
added to the analysis to see whether
different types of alcohol are “substi-
tutes” or “complements,” at least in
terms of their probability of purchase.
Once again, the total sample includes
all consumers who purchased at |east
some type of alcohol during the week
they filled in the diary.

Beer. As mentioned earlier, beer isthe
most popular alcoholic beverage. The
parameter estimate associated withthe
intercept is—1.1944, indicating that the
control group’s predicted probability
of purchasing beer is 23 percent. The
probability of purchaseis strongly re-
lated to age, declining from 29 percent
for the youngest group (under 25) to
10 percent for the oldest group (75 and
older). The probability of purchase
alsoisrelated toincome, although only
the lowest and highest quintiles have
statistically significant coefficients.
The probability for the lowest quintile
is 17 percent, compared with 27 per-
cent for the highest quintile. Single men
are again the most likely to purchase
beer (23 percent), singlewomen (12 per-
cent) and single mothers (9 percent)
the least likely. Married couples with-
out children are not different from
singlemento astatistically significant
degree, but when children are added
to the family, the probability of pur-
chase drops slightly, to 17 percent.
When ethnicity and race are consid-
ered, only blacks (16 percent) are sig-
nificantly different from the control
group. Among salaried workers, occu-
pation makesadifference, with techni-
cal, sales, and serviceworkers (28 per-
cent), blue-collar workers (30 percent),
agricultural workers (35 percent), and
members of the armed services (38 per-
cent) all having higher predicted prob-
abilities of purchasing beer than do
managers or professionals (23 per-
cent). Neither the self-employed nor
nonworkers are significantly different
from wage and salaried workers, al-
though retirees appear to have ahigher
probability of purchasing beer (28 per-
cent) than do wage and sal aried work-
ers. (The coefficient is positive, but
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statistically significant only at the 90-
percent level.) The Midwest has the
highest probability of purchase (29
percent), and the purchase of wine (57
percent) or of some other alcohol (65
percent) strongly increases the prob-
ability of the purchase of beer. How-
ever, the purchase of both wine and
another alcohol does not significantly
increase the probability beyond what
is predicted when the coefficient for
purchasing wine alone and that for
purchasing another alcohol alone are
incorporated into the equation. (That
is, without including the interaction
effect, a member of the control group
who purchases both wine and another
alcohol has a predicted probability of
purchasing beer of 89 percent. When
theinteractiontermisincorporated, the
probability risesto 91 percent. This 2-
percent difference is not statistically
significant, because the coefficient for
the interaction term is not statistically
significant.)

Wine. The probability of purchasing
wine is much lower than the probabil -
ity of purchasing beer: only 1in 20 con-
sumer units (5 percent) in the control
group is predicted to buy wine during
the week its respondent fills out the
diary. Age does not appear to be
strongly related to the purchase of
wine, although 45- to 54-year-oldshave
theonly statistically significant coeffi-
cient and thus the highest predicted
probability of purchase of any age
group. However, at 6 percent, this dif-
ferenceisnot economically significant.
The probability of purchasing winein-
creaseswithincome, although only the
highest quintile has astatistically sig-
nificant coefficient associated with it.
Once again, without regard to statisti-
cal significance, thelowest quintile has
a predicted probability of purchase of
4 percent, compared with a predicted
probability of purchase of 7 percent for
the highest quintile. Family typeisnot
related to the purchase of wineto asta-
tistically significant degree, while
ethnicity isperhapsweakly related: the
predicted probability for Hispanics (4
percent) is different from the probabil-
ity for non-Hispanics (5 percent) only



at the 10-percent confidence level.
However, blacks(4 percent) and Asians
(3 percent) do have statistically signifi-
cant coefficientsat the 95-percent con-
fidence level. (The coefficient for
Asiansactually issignificant at the 99-
percent confidence level.) Occupation
plays little role; although blue-collar
workers have the lowest predicted
probability of purchasing wine (3 per-
cent) of al working consumers. Simi-
larly, thosewho are not working for rea-
sons other than retirement or
unemployment have alower probabil-
ity than other groups (3 percent). Re-
gion plays little role in predicting the
probability of purchasing wine, but ru-
ral consumers also are less likely (3
percent) than urban consumers (5 per-
cent) to purchase. However, both the
purchase of beer (18-percent probabil-
ity) and the purchase of other alcohol
(17-percent probability) substantially
increase the probability of purchasing
wine. Nevertheless, purchasing both
beer and some other alcohol addslittle
tothe probability of purchasing above
what purchasing beer or another alco-
hol alone adds.

Other alcohol. Aswith wine, the pre-
dicted probability of purchasing other
alcohol islow—only 4 percent for the
control group. However, demograph-
ics play alarger role in predicting the
probability of purchasing some other
alcohol than wine, in that more coeffi-
cients are statistically significant.
Although age does not have a sta-
tistically significant relationshiptothe
probability of purchasing some alco-
hol other than wine or beer, both the
fourthandfifthincomequintiles(6 per-
cent) are more likely to purchase than
isthe control group. Family typeplays
aroleaswell, with female-headed con-
sumer units having lower predicted
probabilities (3 percent for single
women and 2 percent for single moth-
ers) than do single-male households.
Inaddition, husband-and-wifecouples
with their own children only have a
lower predicted probability of purchas-
ing some other alcohol (2 percent) than
havesinglemen. Hispanicsand Asians
both havelower predicted probabilities

(2 percent) than do white non-Hispan-
ics (4 percent). In respect of occupa-
tion, only blue-collar workers have a
statistically significant coefficient, with

a predicted probability of purchase of
3 percent. By region, only the Midwest
has a statistically significant coeffi-

cient, raising itsprobability of purchas-
ing some other alcohol to 5 percent.

Once again, the predicted probability

of purchase rises sharply when either
beer (21 percent) or wine (16 percent)
ispurchased, but purchasing both beer
and wine has no additional effect on

the probability of purchasing some

other alcohol than isaccounted for by

including the coefficientsfor purchas-
ing beer and wine separately. (That is,
the expenditures on alcohol of those
who purchase beer, but not wine, or
wine, but not beer, are not statistically

significantly different from those who
purchase both beer and wine.)

Summary
Thisarticle has examined expenditures
for alcohol from several perspectives,
including mean weekly expenditures,
percent reporting expenditures, and
predicted probability of purchase for
consumerswith different demographic
characteristics. Expenditures for alco-
hol are analyzed both by place of pur-
chase (at home or away) and by type
of alcohol purchased (beer, wine, and
other alcohol, such as whiskey). Con-
sistent with national salesfigures, beer
appearsto be the most popular form of
alcohol purchased, both at home and
away from home. Beer has the largest
averageweekly expenditurefor al con-
sumer units and the largest percent of
all consumer units reporting the pur-
chase of alcohol. However, when the
average expenditurefor those who ac-
tually purchase alcohol is examined,
wine has the largest average expendi-
ture, followed by other alcohols.
Expendituresfor acohol at homerise
substantially withincomeand decrease
withage. Theexceptionisexpenditures
for wine at home, which peak for con-
sumers aged 45 to 54. Expendituresfor
alcohol away from home also rise with
income, but, like expendituresfor wine
at home, rise with age to a point and

then decline. Regardless, single men
spend more on alcohol than do single
women, with nonsinglesin the middle
for expendituresonall alcoholicbever-
ages except wine at home, for which
nonsingles spend the most, on aver-
age, followed by single men.

When characteristics are held con-
stant by means of regression analysis,
thetrendsin the predicted probability
of reporting appear generally to match
those described for the observed per-
cent reporting. Other characteristics
also appear to be related to the pur-
chase of alcohal, including race and
ethnicity, occupation, and region of
residence. However, the parameter es-
timatesassociated with thesevariables
arenot always statistically significant,
especially for specific categories of
characteristics. (For example, with re-
gard to the purchase of specific types
of alcohol, Asians are predicted to be
less likely than whites to purchase
wine, but the Asian coefficient for the
predicted purchase of beer is not sta-
tistically significant.) Also, the prob-
ability of purchasing onetype of alco-
hol isstrongly related to the purchase
of another typeof alcohol. For instance,
consumerswho purchasewineor some
other alcohol are more likely to pur-
chase beer as well, but the coefficient
for the purchase of both wine and an-
other alcohol isnot statistically signifi-
cant, indicating that there is no “addi-
tional effect” on the probability of
purchasing beer when both wine and
another alcohol are purchased than is
captured by including the effects of
wine and other purchases of alcohol

separately.

APPENDIX:

The Use of Logistic Re-
gression (LOGIT) as a
Probability Predictor
Logisticregression, or “logit,” isoften
used to predict the probability that an
event will occur, based on a series of
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observed variables. In this approach,
the probability of incurring expendi-
tures for alcoholic beverages away
from home, given a series of demo-
graphic characteristics, is examined.

One of the advantages of logit is
that the coefficients are easily con-
verted into probabilities without hav-
ing to resort to special tables or other
means of calculation. The formulafor
such aprobability is

Pj=exp@+bX;+...+b X )[1+
exp@+b, X +... +b X )],

n’'nj

whereb,,...,b, are parameter estimates
and X;;,..., X arecharacteristicsfor the
jth unit.

Inthesimplest exampleinthisstudy,
suppose one wants to calculate the
probability of purchasing alcohol away
from home for the control group de-
scribedinthetext of thisarticle (thatis,
singlemeninthemiddle-incomegroup,
and so forth). Becauseall theindepen-
dent variables in this case are binary,
the only coefficient of concern isthat
for theintercept. In other words, using
the results for the purchase of alcohol
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in general yields

P = exp(-0.4741)/[ 1 + exp(-0.4741)]
=0.384.

However, suppose one wanted to
know the predicted probability for
single women instead of single men.
That probability is

P = exp(-0.4741—0.7493)/
[1+ exp(-0.4741 —0.7493)] = 0.227.

The coefficient for single women
(—0.7493) issimply added into the equa-
tion as appropriate.



Table 1. Purchases of alcohol by income quintile and selected demographic characteristics, 2000

IAll consumer|

(2Land | Quintie 1| Quintie2 | Quintle3 | Quintle 4 | Quinties hedisen
older)
Number of consumer units .............cc....... 80,020,767 |13,215,599| 14,720,627|14,628,126 |14,613,513 | 14,653,034 8,189,868
Sample SIze ....ccooveviiiiie 11,276 1,727 2,010 2,063 2,138 2,202 1,136
Income before taxes
(complete reporters only, except
where designated otherwise) ................ $48,248 $8,914 $20,191| $34,647 $55,141 $118,611 $7,576
Age of reference person ..........ccocceeveeeene 49.3 56.4 50.7 45.6 44.5 45.3 57.3
Percent
Family type: .
Husband and wife only ............ccccee.. 215 8.9 224 21.8 23.7 25.8 27.4
Husband and wife, all children
UNAEr 18 ..o 20.3 48 12.0 19.3 30.9 38.1 11.2
Husband and wife, at least one
child 18 or older .........ccccevvvvevveennnnnn 6.4 1.8 2.9 6.2 8.1 114 8.7

Single parent (male) ...... 7 0.5 0.4 1.3 1.0 0.2 0.3

Single parent (female) ... 54 8.7 10.5 5.9 2.2 0.6 4.7

Single man .........c.ccceeee 12.3 20.0 17.6 134 9.4 5.9 5.6

Single woman ... 15.7 42.3 16.2 11.8 6.6 21 19.9

Other family .......cccovvviieieiiiccee, 17.7 13.0 18.1 20.2 18.2 16.0 22.3

Ethnic origin:
HISPANIC ....cooviieiiieie e 9.1 10.9 13.8 11.4 7.5 4.4 54
NON-HiISPANIC ....ccvvverviriieiieieieecieine 90.9 89.1 86.2 88.6 92.5 95.6 94.6
Race:

White 83.4 78.3 81.4 84.6 84.7 88.5 82.1

Black 124 18.0 14.6 12.0 11.2 6.2 13.7

Asian 34 2.7 2.7 2.8 3.3 5.1 34

Other race 0.8 1.0 1.3 0.6 0.8 0.2 0.8

Occupation:

Works for wage or salary:.................. 65.1 36.5 57.0 74.7 84.8 85.2 37.9
Managers and professionals ........ 20.3 4.4 8.3 16.8 28.2 48.2 9.9
Teachers .....cccocvevciieciieeseeciiee 3.7 1.3 1.8 4.6 6.4 5.6 1.7
Technicians, sales, and

SEIVICES .iiiviiiiiiiieciiie e 25.6 215 29.8 32.2 29.4 20.9 14.2
Blue collar.........ccocovvvenenenicienns 14.2 8.5 151 18.9 194 9.6 12.0
Agriculture

(farming, forestry, or fishing) ....... 0.9 0.8 1.9 1.6 0.6 0.2 0.1
Armed SErViCES .....cccccvvverieeiireans 0.4 0.0 0.1 0.6 0.8 0.7 0.0

Self-employed.......... 5.0 4.1 4.6 5.9 3.1 5.9 7.4

Not working: ..... 321 59.3 38.6 19.3 12.2 9.0 54.5
Retired .......ccoovevvriiineseseeeeee 19.9 37.9 27.7 121 7.7 3.7 41.0
Unemployed ........ccccvvvieiiiennenen. 2.4 1.1 0.0 ! 0.2 0.0 0.2
Other not working ........cccccevvveeenne. 9.8 20.3 10.9 7.2 4.3 53 13.3

Housing tenure:

HOMEOWNET: ..o 66.8 48.3 56.9 61.4 75.2 86.7 73.2
Has mortgage .......ccccoecvereniiineennne 41.8 14.0 245 39.2 59.3 75.5 30.5
Owns without mortgage .. 25.0 34.3 324 22.2 15.9 11.2 42.7

RENEET ... 33.2 51.7 43.1 38.6 24.8 13.3 26.8

Region of residence:

NOIMhEast.......cceveiiririeeeeeeeeeiene 19.6 175 17.6 22.3 18.5 20.3 22.8

Midwest 241 21.2 22.8 24.3 28.0 23.6 25.2

South ...... 35.1 40.3 39.5 32.7 32.0 30.8 355

WEST . 21.2 21.0 20.1 20.7 215 253 16.5

Degree of urbanization:
Urban ..o 86.9 82.2 85.4 85.5 88.3 91.3 88.8
RUFAD ... 131 17.8 14.6 145 11.7 8.7 11.2

Consumer Expenditure Survey Anthology, 2003 47



Table 1. Purchases of alcohol by income quintile and selected demographic characteristics, 2000

All consum-
er units . - - - - Incomplete
(21 and Quintile 1 | Quintile 2 | Quintile 3 | Quintile 4 | Quintile 5 repor?ers
older)
Percent reporting
Purchase of alcohol:

Alcohol, total .......cccevveieiiiiieiiie 29.0 16.7 22.9 30.9 35.8 43.2 18.6
Athome ........cce.. 204 11.9 16.9 22.3 24.8 29.1 134
Away from home ............. 14.6 6.9 9.2 14.4 19.8 25.6 8.5
Both types purchased>.................. 6.0 21 3.2 5.8 8.8 11.5 33

Beer: ..o 23.7 131 19.8 26.1 28.9 35.2 13.7
Athome ................. 14.4 8.4 135 17.3 17.0 18.7 8.5
Away from home ........c.cccoceeieee 12.8 6.1 8.1 12.4 17.3 22.6 7.4

WINE: (i 9.9 4.3 5.5 9.0 124 19.3 7.3
Athome ................. 7.0 33 3.9 6.1 8.4 13.9 55
Away from home ........c.cccoceeieee 3.7 1.2 1.9 3.3 5.0 7.7 21

Other alcohol: ..., 8.3 4.0 4.9 7.4 11.2 15.1 5.8
ALhOME ..o 3.7 2.3 2.3 3.6 4.8 5.1 3.9
Away from home ........c.cccoceeieee 53 1.8 3.0 4.4 7.2 11.4 23
Mean weekly expenditure

Alcohol, total ........cccooeririiininiseccee $7.05 $3.72 $4.09 $6.49 $9.22 $13.15 $3.94
Athome ................. 4.71 3.05 3.07 451 5.37 8.35 3.01
Away from home ........c.cccoceeieee 2.34 0.67 1.02 1.98 3.85 4.80 0.93

BN . 3.70 224 2.68 4.18 493 5.48 1.70
At home 2.36 1.83 2.06 2.92 2.67 2.96 1.15
Away from home 1.34 0.41 0.62 1.26 2.26 2.52 0.55

WINE: o 1.98 0.93 0.77 1.12 2.34 5.00 1.37
Athome ........cce... 1.63 .83 0.65 0.85 1.76 4.19 1.22
Away from home ..........cccoceeveenene 0.36 0.10 0.12 0.27 0.58 0.81 0.15

Other alcohol: .......c.cccocvviviiinicieeen, 1.36 0.55 0.64 1.19 1.95 2.67 0.87
ALhOME ..o 0.72 0.39 0.36 0.74 0.94 1.20 0.64
Away from home ..........cccoceeveenene 0.64 0.16 0.28 0.45 1.01 1.47 0.23

! Less than 0.5 percent.

2This group is included in both alcohol-at-home and alcohol-away-from-home groups. When the figure shown is subtracted from
the at-home and the away-from-home totals, the total percent reporting alcohol is obtained.
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Table 2. Purchases of alcohol by age group and other selected demographic characteristics, 2000

All
consumer Under 75
units (21 25 25-34 35-44 45-54 55-64 65-74 and older
and older)
Number of consumer units ...........c...ccceeeevnneen. 80,020,767 | 4,271,663 |14,262,057 | 18,057,721 | 14,844,186 | 10,265,925 | 9,498,725 | 8,820,490
Sample SIZe .....coviiiiiiiii 11,276 591 2,073 2,517 2,093 1,477 1,287 1,238
Income before taxes
(complete reporters only, except where
designated otherwise) ..............ccoovevviiinnn, $48,248 $24,207 $46,818 $60,703 $61,814 $49,729 $33,191 $22,659
Age of reference person .............covevvviieinninnnn. 49.3 22.5 29.8 39.4 49.2 59.4 69.4 80.5
Percent
Family type:

Husband and wife only .............c...c.ocoeeene. 21.5 12.2 12.5 8.9 19.1 37.6 42.7 28.3

Husband and wife, all children under 18 ...... 20.3 12.7 36.9 40.6 17.4 4.6 0.3 8

Husband and wife, at least one

child 18 or older ...........coevevviiiiiiiiniiinn, 6.4 0.0 0.2 5.6 15.0 9.5 6.3 3.1

Single parent (male) . 0.7 0.4 0.7 1.5 0.8 0.2 3 8

Single parent (female) ............ccoocevviinnnnen, 5.4 9.9 8.9 10.1 5.3 0.3 3 8

Single Man .......oooviiiiiii 12.3 24.2 12.3 10.9 11.9 10.6 10.0 14.9

Single woman . 15.7 14.3 9.3 6.1 10.4 18.5 24.9 42.4

Other family .........ccoooeiiiiii 17.7 26.3 19.1 16.3 20.0 18.6 15.9 11.3

Ethnic origin:
HISPaNIiC ......coviiiiiiiiiii 9.1 11.1 16.6 9.6 9.6 5.3 4.6 3.7
NON-HISPANIC .. cevviiiiiiiiieiiee e, 90.9 88.9 83.4 90.4 90.4 94.7 95.4 96.3

RACE: ..o

WHILE ..o 83.4 82.2 78.8 82.8 82.1 84.3 86.9 90.0
12.4 12.8 14.0 13.7 12.7 12.9 11.1 7.8
3.4 4.8 6.2 2.1 4.0 2.8 1.7 2.1
0.8 0.2 1.0 1.4 1.2 ! 0.3 0.1

Occupation:

Works for wage or salary: ...........cc.coeeuennes 65.1 89.9 86.7 84.3 79.7 59.5 22.6 4.4
Managers and professionals 2.3 15.7 26.9 27.8 25.3 19.8 8.3 1.4
Teachers ........covveiiiiiiiiii 3.7 3.4 5.3 3.3 6.2 4.9 0.5 0.1
Technicians, sales, and

services 25.6 50.7 33.4 30.5 31.5 21.0 10.3 2.5
Blue collar .........ccoovvviiiiiiiiiiiiins 14.2 15.7 18.9 21.9 15.9 12.8 3.3 0.4
Agriculture

(farming, forestry, or fishing) ............. 0.9 3.5 1.4 0.1 0.8 0.6 0.2 8
Armed SEIVICES ........ccvvvvivuiiiiiieiinanians 0.4 0.9 0.8 0.7 3 0.4 3 8

Self-employed .........ccocoiiiiiiiiiii 5.0 2.0 3.2 5.3 6.1 6.4 6.1 3.9

Not working: 32.1 8.2 10.2 9.3 14.2 34.0 71.3 91.6
Retired ........oovvviiiiiii 19.9 0.4 0.1 0.2 1.2 18.3 65.1 86.3
Unemployed ..........coooviiiiiiiiiiiiiians 2.4 3 0.3 0.3 0.3 t 0.5 3
Other Not Working ........ccovvuvvvvinninnnnns 9.8 7.8 9.8 8.8 12.7 15.7 5.7 5.3

Housing tenure:
HOMEOWNEr: .. ...iiviiiiiiiiiiiicec e 66.8 15.5 47.5 66.2 73.8 73.8 83.4 78.1
Has mortgage .........ccooeevvveiiiniiiniinnns 41.8 11.9 42.3 58.2 58.1 58.1 24.9 9.8
Owns without mortgage ...............c...... 25.0 3.6 5.2 8.0 15.7 15.7 58.5 68.3
RENtEr ..o 33.2 84.5 52.5 33.8 26.2 26.2 16.6 21.9
Region of residence:

Northeast ..........ccoovvviiiiiiiii, 19.6 9.5 18.9 18.6 19.7 21.8 21.6 23.0

MIAWESE ..o 24.1 22.8 23.5 25.1 23.9 22.2 24.3 26.3

SOULN Lo 35.1 38.6 32.7 35.2 35.0 36.4 38.2 (31.8 West

WESE .. 21.2 29.1 24.9 21.1 21.4 19.6 15.9 18.9

Degree of urbanization:
Urban 86.9 91.3 88.2 86.9 88.6 85.4 80.4 88.1
Rural 13.1 8.7 11.8 13.1 11.4 14.6 19.6 11.9
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Table 2. Purchases of alcohol by age group and other selected demographic characteristics, 2000

All
consumer Under 75
units (21 25 25-34 35-44 45-54 55-64 65-74 and older
and older)
Percent reporting
Purchase of alcohol:

Alcohol, total ............cooeiiiiiiii 29.0 34.6 36.5 31.7 315 27.4 21.3 14.3
Athome ........ocoiiiiiiiiii 20.4 26.4 26.1 22.6 225 18.3 14.2 9.2
Away from home ...........coooviiiiiinennns 14.6 14.9 19.4 16.0 15.6 14.9 9.9 7.1
Both types purchased? ....................... 6.0 6.7 9.0 6.9 6.6 5.8 2.8 2.0

BEeI: i 23.7 31.3 321 27.1 24.9 21.3 14.8 9.9
At home ........ 14.4 23.2 21.4 17.5 14.4 10.6 7.6 4.6
Away from home ..............coceeiiiiinn. 12.8] 13.8 16.7 14.1 14.2 13.0 8.2 6.1

WINE: oo 9.9 9.1 11.1 10.4 12.7 10.0 7.0 5.9
Athome ........ocoiiiiiiiiii 7.0 5.8 7.5 7.1 9.3 7.1 5.5 4.3
Away from home ...........coooviiiiiinennns

Other alcohol: .............cooooe, 8.3 8.7 10.3 8.9 8.9 8.6 6.5 4.3
Athome .......oocoiiiiiiiiiii 3.7 4.8 3.4 3.8 3.2 4.5 4.2 2.6
Away from home ...........covevviivininninnns 5.3 4.7 8.0 5.8 6.2 4.9 2.8 2.0

Mean weekly expenditure
Alcohol, total ...........cooeiiiiiiii 7.05 9.65 8.18 8.57 7.60 6.69 4.72 2.81
AthOME ..o 4.71 7.46 5.18 5.33 5.10 4.35 3.78 2.12
Away from home ...............ccooeeiinn, 2.34 2.19 3.00 3.24 2.50 2.34 0.94 0.69
BEOI i 3.70 6.85 4.95 4.58 3.91 3.09 1.56 1.05
At home 2.36 5.48 3.24 2.77 2.50 1.69 0.97 0.65
Away from home 1.34 1.37 1.71 1.81 1.41 1.40 0.59 0.40

WINE: ..o 1.98 1.34 1.66 2.29 2.40 2.23 2.13 1.05
Athome ........ocoiiiiiiiiii 1.63 1.04 1.23 1.79 2.00 1.86 2.00 .92
Away from home ...........coooviiiiinennns 0.36 0.30 0.43 0.50 0.40 0.37 0.13 0.13

Other alcohol: ............ccooeiiiiii, 1.36 1.46 1.57 1.70 1.29 1.37 1.03 0.71
Athome .......oocoiiiiiiiiiii 0.72 0.94 0.71 0.77 0.60 0.80 0.81 0.55
Away from home ..............ceeeiiiiin, 0.64 0.52 0.86 0.93 0.69 0.57 0.22 0.16

!Less than 0.5 percent.

2This group is included in both alcohol-at-home and alcohol-away-from-home groups. When the figure shown is subtracted from the at-home and the away-

from-home totals, the total percent reporting alcohol is obtained.

3 No data reported.
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Table 3. Purchases of alcohol by marital status and other selected demographic characteristics, 2000

All consumer Singles only
units (21 and Not single
older) Men Women
Number of CONSUMET UNILS .......coovvieeeiiiieeeeectiee e 80,020,767 9,882,436 12,584,190 57,554,141
SAMPIE SIZE .o 11,276 1,365 1,708 8,203
Income before taxes
(complete reporters only, except where designated otherwise) .... $48,248 $35,788 $22,042 $56,108
Age Of reference PErsON ........cooiiiiii it 49.3 48.2 60.0 47.1
Percent

Family type:

Husband and wife only ..o 215 ! ! 29.8

Husband and wife, all children under 18 20.3 : : 28.2

Husband and wife, at least one child 18 or older ........................ 6.4 ! ! 8.9

Single parent (Mal) ........cccuvviverierieereere e eee e 0.7 : : 0.9

Single parent (female) ..........cccceieieniiiiinseeeee e 5.4 ! ! 7.6

gl (S 1T U SR 12.3 100.0 : !

SiNGIE WOMAN ..ottt 15.7 ! 100.0 !

Other family ......ocoveeie e 17.7 : : 24.6

Ethnic origin:
HISPANIC ...t 9.1 5.7 31 11.0
NON-HISPANIC ......veiiiiieiiie e 90.9 94.3 96.9 89.0

Race:

83.4 85.6 84.8 82.7
124 10.9 12.0 12.8
34 2.9 2.8 3.6
0.8 0.6 0.4 0.9

Occupation:

Works for wage or salary:........cccoceveviiininininiceeesesesees 65.1 65.4 45.6 69.4
Managers and professionals ..........ccccccooeriieiiiennieenieeee 20.3 20.7 15.0 214
TEACKEIS ... s 3.7 2.4 4.6 3.8
Technicians, sales, and SErVIiCeS .........ccccvvverreeneeneeieerinenenn 25.6 23.7 22.3 26.6
BIUE COMIAT ... e 14.2 16.4 3.4 16.2

Agriculture (farming, forestry, or fishing) ........c.ccccccoevieennennn 0.9 1.7 0.3 0.9
AIMEA SEIVICES ..o.viiiieieeieieie ettt 0.4 0.5 8 0.5

Self-emPlOYEd ........ooiiieiiie e 5.0 6.4 2.6 5.3

NOE WOTKING: oottt 32.1 28.0 52.0 25.4
RELIEA ... 24 0.1 0.2 0.3
Other NOt WOTKING ....cc.oviiiiriiiieieieie e 9.8 8.2 9.2 10.2

Housing tenure:

HOMEOWNET: ... 66.8 49.4 58.2 71.6
Has mortgage. ................ 41.8 26.2 20.5 49.1
Owns without mortgage .. 25.0 23.2 37.7 225
RENEET oo 332 50.6 41.8 284

Region of residence:

NOFTNEAST ...ttt 19.6 19.8 21.3 19.2

IMHAWEST <.ttt 241 235 27.4 235

SOULH e 35.1 35.0 32.0 35.8

VBT e 21.2 21.7 19.3 215

Degree of urbanization:
UPDEIN ..t 86.9 90.5 89.0 85.8
RUFAI ..ot 131 9.5 11.0 14.2
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Table 3. Purchases of alcohol by marital status and other selected demographic characteristics, 2000

All consumer Singles only _
units (21 and Not single
older) Men Women
Percent reporting
Purchase of alcohol:

P\ (o] o To ] R (o] = TSRO O PRSI 29.0 34.4 16.9 30.7
ALNOME ..o 204 25.0 9.3 22.0
Away from home ............. 14.6 17.4 10.1 15.2
Both types purchased? 6.0 8.0 25 6.5

BN e 237 30.0 12.0 25.2
ALNOME Lo 14.4 19.8 4.4 15.7
Away from hOME .......cceiiiiii e 12.8 15.3 8.6 13.3

WD 1. 9.9 10.3 6.2 10.7
ALNOIME L. 7.0 5.7 4.3 7.8
Away from hOME .......cceiiiiii e 3.7 5.7 2.2 3.7

Other alCONOL: .......cocviiiiie e 8.3 11.2 4.6 8.6
Athome ................. 3.7 4.4 2.2 3.8
Away from home 53 7.7 2.7 5.4

Mean weekly expenditure
AICONOL, TOTA ... e 7.05 10.44 2.79 7.40

ALNOME oo 4.71 6.08 1.69 5.14

Away from hOME ......ooiiiiiiii e 2.34 4.36 1.10 2.26

BN e 3.70 5.80 1.38 3.86
ALNOIME L. 2.36 3.57 0.67 2.53
Away from hOME. ......ccoiiiiiii e 1.34 2.23 0.71 1.33

WD 1. 1.98 243 0.80 2.16
Athome ................. 1.63 1.55 0.65 1.85
Away from home ... 0.36 0.88 0.15 0.31

Other alCONOL: .......oocviiiiie e 1.36 221 0.61 1.38
At home 0.72 0.96 0.37 0.76
Away from hOME .......cciiiiiii e 0.64 1.25 0.24 0.62

! Not available.

2This group is included in both alcohol-at-home and alcohol-away-from-home groups. When the figure shown is subtracted from the
at-home and the away-from-home totals, the total percent reporting alcohol is obtained.

 No data reported.
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Table 4. Parameter estimates and other results of the logit regressions on alcohol purchase patterns, 2000

Characteristic (control group value in parentheses)

Logit results

Parameter | standard error| Chi-square Pr > chi-
estimate square
Alcohol, total
g1 (ST o7 =T o ST PO P UPPPPPPRPN -0.4741 0.1047 20.4963 <0.000
Age of reference person (35 to 44):
UNGET 25 ...ttt st 0.3076 0.1053 8.5411 0.0035
25t034... 0.2466 0.0659 13.9996 0.0002
45t0 54 ... —-0.1135 0.0678 2.7993 0.0943
B5 10 B4 ..ottt —-0.3159 0.0828 14.5675 0.0001
B5 10 74 oottt —0.4296 0.1100 15.2484 <0.0001
75 AN OlAET ... —-0.8070 0.1300 38.5615 <0.0001
Income quintile (quintile 3):
Quintile 1 —-0.4375 0.0878 24.8015 <0.0001
Quintile 2 —-0.2861 0.0739 14.9804 0.0001
Quintile 4 0.1532 0.0685 5.0008 0.0253
Quintile 5 0.4824 0.0727 44.0884 <0.0001
Incomplete iNCOME FEPOIEIS ......ccceeveirierieiieree e —0.4096 0.0920 19.8067 <0.0001
Family type (single man):
Husband and wife Only ... —0.0925 0.0791 1.3676 0.2422
Husband and wife, own children only .... -0.4797 0.0814 34.6906 <0.0001
Other husband and wife with children ............cccccociiiiienenn. —-0.1951 0.1057 3.4057 0.0650
SiNgle father .......ooiii —0.2906 0.2414 1.4494 0.2286
Single mother .... -1.0723 0.1316 66.4027 <0.0001
Single woman ... —07493 0.0905 68.5886 <0.0001
Other famiily .......coiiiiieiee e —0.2896 0.0795 13.2701 0.0003
Ethnic origin of reference person (non-Hispanic):
HISPANIC ...ttt e —-0.0628 0.0779 0.6499 0.4201
Race of reference person (white):
—0.5253 0.0810 42.0712 <0.0001
—-0.3847 0.1096 12.3303 0.0004
—0.3502 0.2669 1.7217 0.1895
Occupation of reference person (manager or professional,
wage or salaried):
TEACKET .. —-0.0911 0.1173 0.6039 0.4371
Technical, sales, or services .. 0.1292 0.0626 4.2587 0.0390
Blue collar ........cccoovvvieiiienn 0.0346 0.0751 0.2122 0.6451
Agricultural ............ 0.4531 0.2136 4.5014 0.0339
Armed services ... 0.2514 0.2837 0.7854 0.3755
Self-employed ....... 0.0129 0.1073 0.0144 0.9046
Retired .......ccooeeevveinennns 0.0723 0.1059 0.4662 0.4948
Unemployed long term ......... -0.6179 0.6308 0.9596 0.3273
Not working, other reason ...........cccoveeiiinie e —0.3305 0.0950 12.1095 0.0005
Housing tenure (homeowner with mortgage):
Homeowner N0 MOrgage ..........cccuvvieiiiiiiee e —0.0477 0.0674 0.4992 0.4798
RENEET ...t —0.0155 0.0575 0.0723 0.7880
Region of residence (South):
NOTNEAST ...ttt 0.2978 0.0639 21.6987 <0.0001
Midwest 0.2903 0.0602 23.2703 <0.0001
WWEST ittt sttt 0.2285 0.0600 14.5163 0.0001
Degree of urbanization (urban):
RUFAL ... —0.4238 0.0842 25.3511 <0.0001
Alcohol at home
INEEICEPL ..o -1.1579 0.1168 98.2728 <0.0001
Age of reference person (35 to 44):
UNGET 25 ...ttt 0.3185 0.1138 7.8368 0.0051
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Table 4. Parameter estimates and other results of the logit regressions on alcohol purchase patterns, 2000

Characteristic (control group value in parentheses)

Logit results

Parameter | standard error| Chi-square Pr > chi-
estimate square
Alcohol at home—Continued
2510 B4 oot 0.1773 0.0720 6.0620 0.0138
45t054 ... -0.0441 0.0745 0.3503 0.5540
55t0 64 ... —-0.3031 0.0934 10.5272 0.0012
65t074.......... —0.4555 0.1263 13.0060 0.0003
75 and older —0.8446 0.1518 30.9599 <0.0001
Income quintile (quintile 3):
QUINGIE L. -0.3573 0.0995 12.8953 0.0003
Quintile 2...... —-0.2210 0.0823 7.2202 0.0072
Quintile 4 ..... 0.0545 0.0759 0.5164 0.4724
Quintile 5o 0.2399 0.0802 8.9408 0.0028
Incomplete INCOME FEPOIENS .....ccveviieieiiie e -0.3521 0.1038 11.5177 0.0007
Family type (single man):
Husband and wife Only ..........cccociiiiiiiienee e —-0.0521 0.0875 0.3543 0.5517
Husband and wife, own children only .... -0.2185 0.0891 6.0163 0.0142
Other husband and wife with children ... —-0.0531 0.1156 0.2113 0.6457
Single father ..., -0.3249 0.2718 1.4284 0.2320
SiNGIE MOTNET ...t -1.1369 0.1574 52.1439 <0.0001
SINGIE WOMAN ...ttt -0.9314 0.1089 73.1263 <0.0001
Other famiily .......coiiiiieiiee e -0.1672 0.0872 3.6803 0.0551
Ethnic origin of reference person (non-Hispanic):
HISPANIC ...t 0.1099 0.0830 1.7526 0.1855
Race of reference person (white):
—0.3580 0.0899 15.8760 <0.0001
—-0.3680 0.1246 8.7175 0.0032
-0.4521 0.3068 2.1715 0.1406
Occupation of reference person (manager or professional,
wage or salaried):
TEACKET ..t -0.1204 0.1363 0.7798 0.3772
Technical, sales, Or SEIVICES .......ccoevverieiieieieee e 0.2559 0.0697 13.4980 0.0002
Blue collar ........cc.coooveiiienns 0.2208 0.0823 7.1906 0.0073
Agricultural ............ 0.7617 0.2191 12.0920 0.0005
Armed services .... 0.7945 0.2840 7.8288 0.0051
Self-emPlOYEU .......coeiiieiiiee e —0.0083 0.1229 0.0045 0.9464
RELIEA ...ttt 0.2674 0.1217 4.8284 0.0280
Unemployed long term ......... —0.1551 0.6299 0.0606 0.8055
Not working, other reason -0.1162 0.1054 1.2149 0.2704
Housing tenure (homeowner with mortgage):
HOMEOWNEr N0 MOIMGAJE ......evieireiree e —0.0192 0.0761 0.0636 0.8009
RENTET ...ttt bbbt 0.0035 0.0635 0.0030 0.9567
Region of residence (South):
Northeast.... 0.2379 0.0710 11.2192 0.0008
Midwest ...... 0.1854 0.0674 7.5557 0.0060
WEST . 0.1813 0.0665 7.4371 0.0064
Degree of urbanization (urban):
RUFA ..t —-0.4292 0.0964 19.8406 <0.0001
Type of alcohol purchased:
Alcohol for consumption away from home..........c.cccoceeniiiinicennnn. 0.0173 0.0022 61.4922 <0.0001
Alcohol away from home
[0 G- o AU -1.3053 0.1314 98.6242 <.0001
Age of reference person (35 to 44):
UNGET 25 ..o 0.1957 0.1380 2.0110 0.1562
2510 34 ot 0.3044 0.0824 13.6458 0.0002
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Table 4. Parameter estimates and other results of the logit regressions on alcohol purchase patterns, 2000

Characteristic (control group value in parentheses)

Logit results

Parameter | siandard error| Chi-square Pr > chi-
estimate square
Alcohol away from home—Continued
A5 10 54 ot —-0.1808 0.0864 4.3757 0.0365
B5 10 B4 ...t -0.2171 0.1045 4.3120 0.0378
B5 10 74 .ot -0.3970 0.1441 7.5897 0.0059
75 @N0 OlAET ... —0.5690 0.1716 10.9909 0.0009
Income quintile (quintile 3):
Quintile 1 —-0.4909 0.1225 16.0642 <0.0001
Quintile 2 —-0.3016 0.1011 8.8954 0.0029
Quintile 4 0.2862 0.0873 10.7341 0.0011
Quintile 5 0.6007 0.0910 43.5773 <0.0001
Incomplete iNCOME FEPOIETS ......c.eeeiiiieiiie e —0.3696 0.1280 8.3396 0.0039
Family type (single man):
Husband and wife Only ... —0.0995 0.0984 1.0234 0.3117
Husband and wife, own children only .... -0.6775 0.1035 42.8473 <0.0001
Other husband and wife with children ... —0.3196 0.1351 5.5944 0.0180
Single father ...... -0.6523 0.3300 3.9073 0.0481
Single mother .... -07275 0.1724 17.7999 <0.0001
Single woman ... -0.3575 0.1131 9.9967 0.0016
Other famiily .......coviiiieiee e —0.3951 0.1023 14.9156 0.0001
Ethnic origin of reference person (non-Hispanic):
HISPANIC ...ttt —-0.4688 0.1153 16.5228 <0.0001
Race of reference person (white):
BIACK ...ttt —-0.7365 0.1202 37.5312 <0.0001
ASIBIN L. e -0.3744 0.1436 6.7928 0.0092
OtNEr FACE ... —0.1918 0.3554 0.2914 0.5893
Occupation of reference person (manager or professional,
wage or salaried):
TEACKET ..o —0.0630 0.1384 0.2073 0.6489
Technical, sales, or services .. —0.0965 0.0757 1.6263 0.2022
Blue collar .........ccooovrviieienenn -0.3175 0.0966 10.8138 0.0010
Agricultural............. -0.4291 0.3224 17721 0.1831
Armed services ... —-0.4104 0.3782 1.1774 0.2779
Self-employed........ -0.0111 0.1305 0.0073 0.9319
Retired .......ccoooeeveveinenns -0.2224 0.1377 2.6092 0.1062
Unemployed long term ......... -11.5682 201.4000 0.0033 0.9542
Not working, other reason ...........cccecveeriiiniic e -0.6136 0.1330 21.2917 <0.0001
Housing tenure (homeowner with mortgage):
HOMEOoWNEr N0 MOIMGAJE ......ceeeiiiiieeiiiieeeeeiee et -0.1362 0.0886 2.3609 0.1244
RENEET ... —-0.0819 0.0740 1.2256 0.2683
Region of residence (South):
NOFTNEAST ...ttt 0.2340 0.0824 8.0587 0.0045
Midwest 0.2829 0.0769 13.5133 0.0002
WWEST ittt 0.1778 0.0779 5.2164 0.0224
Degree of urbanization (urban):
RUFA ... —-0.2208 0.1095 4.0682 0.0437
Type of alcohol purchased
Alcohol for consumption away from home............ccceeoiiiiiiinieennne. 0.0181 0.0016 125.3391 <0.0001
Alcohol at home and alcohol away from home
INEEICEPL .. -1.9918 0.1829 118.5713 <0.0001
Age of reference person (35 to 44):
UNGET 25 ...ttt bbbt 0.3589 0.1880 3.6434 0.0563
25180 34 o 0.3085 0.1132 7.4340 0.0064
A5 0 54 .ot -0.1963 0.1205 2.6563 0.1031
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Table 4. Parameter estimates and other results of the logit regressions on alcohol purchase patterns, 2000

Characteristic (control group value in parentheses)

Logit results

Parameter | siandard error| Chi-square Pr > chi-
estimate square
Alcohol at home and alcohol away from home
—Continued
BE5 0 B4 ..ot —0.3268 0.1507 4.7008 0.0301
B5 10 T4 .. —-0.8113 0.2330 12.1242 0.0005
75 AN OlAEN ... —0.8939 0.2811 10.1150 0.0015
Income quintile (quintile 3):
QUINTIE L ..o —0.6653 0.2013 10.9182 0.0010
QUINTIE 2 ... -0.3272 0.1535 4.5440 0.0330
QUINTIE 4 ..o 0.3343 0.1249 7.1651 0.0074
Quintile 5o 0.5858 0.1295 20.4516 <0.0001
Incomplete income reporters —0.3699 0.1991 3.4501 0.0632
Family type (single man):
Husband and wife Only ..........cccociiiiiiiiienceeeeeee e —0.1450 0.1363 1.1324 0.2873
Husband and wife, own children only .... -0.7011 0.1415 24.5382 <0.0001
Other husband and wife with children...............ccccoociiiiiiiiiinns . —0.2276 0.1837 1.5344 0.2154
Single father ... —-1.7053 0.7267 5.5062 0.0189
Single mother .... -1.3269 0.3028 19.2059 <0.0001
Single woman ... -0.8691 0.1854 21.9819 <0.0001
Other family ......oooviiieie e —0.4285 0.1423 9.0715 0.0026
Ethnic origin of reference person (non-Hispanic):
HISPANIC ... -0.3771 0.1595 5.5871 0.0181
Race of reference person (white): .
Black ......cooevieiiiiiii —-0.8317 0.1873 19.7237 <0.0001
Asian........... -0.7441 0.2331 10.1877 0.0014
OtNEr FACE ... —-0.3315 0.5238 0.4007 0.5268
Occupation of reference person (manager or professional,
wage or salaried):
TEACKEY . —-0.3262 0.2108 2.3936 0.1218
Technical, sales, or services .. —-0.0185 0.1044 0.0315 0.8591
Blue collar ..........ccccovvvviiinnnns —0.2494 0.1349 3.4196 0.0644
Agricultural ............ —-0.0917 0.4091 0.0503 0.8226
Armed services ... 0.3739 0.3985 0.8807 0.3480
Self-employed ....... —0.0689 0.1903 0.1310 0.7174
Retired .......ccoovvvreenen. —0.0978 0.2171 0.2032 0.6522
Unemployed long term ......... -11.2583 288.2000 .0015 0.9688
Not working, other reason ...........cccecveeriiiniic e -0.6011 0.1988 9.1399 0.0025
Housing tenure (homeowner with mortgage):
Homeowner no mortgage —0.2426 0.1356 3.2030 0.0735
RENEET .. -0.1114 0.1052 1.1221 0.2895
Region of residence (South):
NOINEAST ...t 0.1459 0.1183 1.5218 0.2174
MIAWEST ... 0.1402 0.1107 1.6050 0.2052
WVEST et 0.1514 0.1095 19114 0.1668
Degree of urbanization (urban):
RUFEL ..o —-0.2788 0.1624 2.9457 0.0861
Beer
INEEICEPL ..o -1.1944 0.1202 98.7746 <0.0001
Age of reference person (35 to 44):
UNAEI 25 ... e 0.2794 0.1160 5.8050 0.0160
25t034... 0.2044 0.0733 7.7706 0.0053
45t0 54 ... —0.2487 0.0776 10.2743 0.0013
55t0 64 ... —0.4444 0.0965 21.2240 <0.0001
65t074.......... —-0.6851 0.1323 26.8169 <0.0001
75 and older -1.0011 0.1579 4.1924 <0.0001

56 Consumer Expenditure Survey Anthology, 2003




Table 4. Parameter estimates and other results of the logit regressions on alcohol purchase patterns, 2000

Logit results
Characteristic (control group value in parentheses) -
Parameter | siandard error| Chi-square Pr > chi-
estimate square
Beer—Continued
Income quintile (quintile 3):
QUINTIE L ..o —-0.3618 0.1002 13.0291 0.0003
QUINIE 2 ... —-0.1609 0.0830 3.7578 0.0526
QUINTIE 4 . —-0.0241 0.0784 0.0944 0.7587
Quintile 5...cooovvririiieee 0.1772 0.0832 45310 0.0333
Incomplete income reporters —0.5580 0.1101 25.6931 <0.0001
Family type (single man):
Husband and wife Only ... -0.1248 0.0908 1.8898 0.1692
Husband and wife, own children only .... —0.3699 0.0919 16.1972 <0.0001
Other husband and wife with children ... —-0.2430 0.1226 3.9307 0.0474
Single father ..., —-0.6450 0.2922 4.8720 0.0273
Single mother .... —1.0858 0.1514 51.4280 <0.0001
Single woman ... -0.8272 0.1072 59.5817 <0.0001
Other famiily .......coiiiiieiee e —-0.2681 0.0905 8.7658 0.0031
Ethnic origin of reference person (non-Hispanic):
HISPANIC ...t 0.1383 0.0862 2.5710 0.1088
Race of reference person (white):
BIACK ...ttt —0.4405 0.0934 22.2337 <0.0001
ASIBN 1.ttt ne et —-0.0272 0.1217 0.0500 0.8231
OhEr TACE ..o —-0.4034 0.3142 1.6487 0.1991
Occupation of reference person (manager or professional,
wage or salaried):
TEACKET .. —-0.0312 0.1386 0.0506 0.8220
Technical, Sales, Or SEIVICES .......cccevrieriiiiiieiiere e 0.2266 0.0724 9.7906 0.0018
Blue collar ........cccoovvvieiiienn 0.3630 0.0846 18.3947 <0.0001
Agricultural ............ 0.5969 0.2294 6.7688 0.0093
Armed services ... 0.6854 0.3022 5.1442 0.0233
Self-employed....... 0.0699 0.1261 0.3075 0.5792
Retired .......ccccovcevveiiennns 0.2404 0.1279 3.5300 0.0603
Unemployed long term ......... —0.4230 0.6913 0.3744 0.5406
Not working, other reason ...........ccceveeiiiiniie e —0.0920 0.1084 0.7199 0.3962
Housing tenure (homeowner with mortgage):
Homeowner N0 MOMgage ..........cccuvvieiiiiiiee i -0.0777 0.0791 0.9634 0.3263
RENEET ...t 0.0446 0.0654 0.4655 0.4951
Region of residence (South):
NOMNEAST ...t 0.2833 0.0738 14.7555 0.0001
Midwest 0.3047 0.0693 19.3346 <0.0001
WWEST ittt sttt 0.1180 0.0693 2.9012 0.0885
Degree of urbanization (urban):
RUFAL ... -0.1413 0.0933 2.2920 0.1300
Type of alcohol purchased:
PUurchased WINe .........cocviiiiiiiiiice e 1.4732 0.0826 318.0120 <0.0001
Purchased another alcohol ..... 1.8090 0.0953 360.5648 <0.0001
Purchased wine and another alcohol .............cccceviiieeniiiencs 0.2146 0.1938 1.2265 0.2681
Wine
INEEICEPLE . —2.9972 0.1783 282.7000 <0.0001
Age of reference person (35 to 44):
Under 25 0.2933 0.1799 2.6567 0.1031
25t0 34 0.0643 0.1094 0.3451 0.5569
45to 54 0.3258 0.1072 9.2425 0.0024
55t0 64 ... 0.2068 0.1334 2.4022 0.1212
65t074.......... 0.0941 0.1800 0.2729 0.6014
75 and older 0.0200 0.2115 0.0090 0.9246
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Table 4. Parameter estimates and other results of the logit regressions on alcohol purchase patterns, 2000

Characteristic (control group value in parentheses)

Logit results
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Parameter | siandard error | Chi-square Pr> chi-
estimate square
Wine—Continued
Income quintile (quintile 3):
Quintile 1 -0.3014 0.1582 3.6306 0.0567
Quintile 2 -0.2527 0.1330 3.6102 0.0574
Quintile 4 0.1887 0.1137 2.7517 0.0972
Quintile 5 0.4614 0.1158 15.8821 <0.0001
Incomplete iNCOME rePOItErS ........ceoveeriirieiiereeeee e 0.1291 0.1490 0.7513 0.3861
Family type (single man):
Husband and wife only ... 0.0787 0.1300 0.3666 0.5449
Husband and wife, own children only .... 0.1395 0.1345 1.0765 0.2995
Other husband and wife with children ... 0.1119 0.1690 0.4380 0.5081
Single father ...... 0.2328 0.3951 0.3472 0.5557
Single mother .... —-0.0507 0.2258 0.0504 0.8224
Single woman ... 0.0302 0.1515 0.0397 0.8420
Other famiily .......coiviiieiee e —-0.0376 0.1345 0.0781 0.7798
Ethnic origin of reference person (non-Hispanic):
HISPANIC ... —0.2494 0.1394 3.2015 0.0736
Race of reference person (white):
—0.2846 0.1397 4.1493 0.0417
—-0.6004 0.1989 9.1125 0.0025
-0.1145 0.4709 0.0591 0.8079
Occupation of reference person (manager or professional,
wage or salaried):
TEACKET ..ot -0.1149 0.1780 0.4167 0.5186
Technical, sales, or services .. —-0.1094 0.0955 1.3115 0.2521
Blue collar ...........coooveeiiiinnens -0.5779 0.1294 19.9599 <0.0001
Agricultural ............ —-0.6064 0.4275 2.0118 0.1561
Armed services ... —-0.7662 0.5178 2.1895 0.1390
Self-employed ....... -0.1024 0.1652 0.3845 0.5352
Retired .......cccooeevvveenennns —-0.1846 0.1684 1.2029 0.2727
Unemployed long term ......... -0.9262 1.1455 0.6537 0.4188
Not working, other reason ...........ccceeveeiiiiniec e —0.6230 .1689 13.6054 0.0002
Housing tenure (homeowner with mortgage):
HomMeowner N0 MOMGAgE .......cvevvieeiiiiieiiie e 0.0162 0.1098 0.0218 0.8827
RENEET ...t -0.2146 0.0967 4.9199 0.0265
Region of residence (South):
NOTNEAST ...t 0.1805 0.1014 3.1686 0.0751
Midwest —-0.1860 0.1003 3.4416 0.0636
WVEST et 0.1555 0.0960 2.6234 0.1053
Degree of urbanization (urban):
RUFA ..o -0.5842 0.1591 13.4874 0.0002
Type of alcohol purchased:
Purchased beer .................... 1.4781 0.0823 322.3686 <0.0001
Purchased another alcohol ................... 1.4416 0.1669 74.6139 <0.0001
Purchased beer and another alcohol .............cccceviiiiiniiience 0.2136 0.1931 1.2230 0.2688
Another alcohol
INEEICEPL ..o -3.1624 0.1913 273.2494 <0.0001
Age of reference person (35 to 44):
UNGEE 25 ..t —0.0362 0.1899 0.0363 0.8489
25t034... 0.1603 0.1150 1.9423 0.1634
45t0 54 ... —-0.1186 0.1200 0.9763 0.3231
55t0 64 ... —0.0669 0.1460 0.2098 0.6469
65t074... 0.1273 0.1915 0.4417 0.5063
75 AN OlAET ... —0.0402 0.2326 0.0299 0.8628




Table 4. Parameter estimates and other results of the logit regressions on alcohol purchase patterns, 2000

Characteristic (control group value in parentheses)

Logit results

Parameter | siandard error| Chi-square Pr> chi-
estimate square
Another alcohol—Continued
Income quintile (quintile 3):
QUINGIE L ..o -0.2224 0.1700 1.7113 0.1908
QUINIE 2 ... -0.1768 0.1425 1.5397 0.2147
Quintile 4 ..... 0.3201 0.1233 6.7399 0.0094
Quintile 5...coooveririieeeee 0.4278 0.1287 11.0468 0.0009
Incomplete iINCOME FEPOIENS .....ccvevivieeeriie e 0.0696 0.1686 0.1703 0.6799
Family type (single man):
Husband and wife only ... -0.1649 0.1327 1.5440 0.2140
Husband and wife, own children only..........c.ccccoovvnieniiennneneenn o —0.7449 0.1433 27.0278 <0.0001
Other husband and wife with children..............c.cccooeivininnn e —0.1470 0.1794 0.6718 0.4124
Single father ... 0.2641 0.3785 0.4868 0.4854
Single mother .... —-0.5883 0.2501 5.56334 0.0187
Single woman ... —0.4545 0.1621 7.8643 0.0050
Other famiily .......coiiiiiiieee e —-0.2688 0.1363 3.8901 0.0486
Ethnic origin of reference person (non-Hispanic):
HISPANIC ...ttt -0.5377 0.1629 1.8983 0.0010
Race of reference person (white):
BIACK ...ttt -0.1530 0.1496 1.0460 0.3064
ASIBIN .t -0.5739 0.2180 6.9304 0.0085
OhEr TACE ..o e 0.2898 0.4528 0.4098 0.5221
Occupation of reference person (manager or professional,
wage or salaried):
TEACKET .. -0.1699 0.2024 0.7042 0.4014
Technical, sales, or services .. —-0.1351 0.1050 1.6558 0.1982
Blue collar ........coocovviiiiienne —-0.4466 0.1387 1.3688 0.0013
Agricultural ............ -0.1272 0.4046 0.0988 0.7533
Armed services .... -0.1766 0.4906 0.1296 0.7189
Self-employed........ 0.0741 0.1778 0.1735 0.6770
Retired ......cccoeveieiiiieiiine -02470 0.1856 1.7713 0.1832
Unemployed long term ......... 0.6229 0.8580 0.5272 0.4678
Not working, other reason ...........cccocieiiiiiiie e —-03382 0.1806 3.5049 0.0612
Housing tenure (homeowner with mortgage):
HOMEOWNEr NO MOMGAGE ....covvviiiiieeiieeiee e —0.0551 0.1242 0.1971 0.6570
RENTET ...ttt bbbt 0.0717 0.1034 0.4814 0.4878
Region of residence (South):
NOFNEAST ...t —0.1086 0.1173 0.8579 0.3543
Midwest 0.2482 0.1059 5.4901 0.0191
WEST .t 0.1782 0.1063 2.8119 0.0936
Degree of urbanization (urban):
RUFA .. -0.4489 0.1700 6.9713 0.0083
Type of alcohol purchased:
Purchased DEer ........ccooiiiii e 1.8210 0.0950 367.7814 <0.0001
Purchased wine .................... 1.4733 0.1662 78.6136 <0.0001
Purchased beer and WIiNe ..........ccoceveiieiieiienee e 0.1604 0.1918 0.6989 0.4032
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