How wine buyers decide

-influence of packaging, branding, quality seal, awards, etc.
and other reasoning
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Reaction of consumers

Information overload
— too much information on the shelves

!

Simplifying the buying process

!

Quality indicators

! !

Intrinsic attributes Extrinsic attributes

Flavour, odor, colour, etc. Packaging, brand name, etc.
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Focus of the studies

White wine study

Red wine study Scanner data study

Which packaging attributes gain a

. . 2 )
How important is packaging® price premium or discout?
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Focus — white wine study

il

Packaging Info on the

(Design) label \ e
(Origin, Variety, Brand)

Overall liking

Purchase intent




Focus —red wine study
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Packaging

(Design)

Info on the

label
(Origin, Variety, Brand)

Overall liking

Purchase intent
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White wine study - model e
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Occasion Preliminary decisions
v

Price class

Point of purchase

}

POS decisions

Origin / Grape variety / Brand

Vintage / Producer /
other information

Packaging

Hoffmann, N6l (2005) und
Szolnoki (2007)
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White wine study - model o o

Preliminary decisions

Origin / Grape variety / Brand POS decisions

Hoffmann, Néll (2005) und
Szolnoki (2007)




White wine study
Berlin, Dusseldorf, Munich

April 2006 | N=521
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Research design

2005 Riesling Classic Kloster Eberbach
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Result of the white wine study

Il. Purchase intent |. Liking
Origin
Packaging
Origin
15% Blind tasting
18% Variety
27% Brand name

Packaging
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Red wine study - model

Occasion Preliminary decisions
v

Price class

Point of purchase

}

POS decisions

Origin / Grape variety / Brand

Vintage / Producer /
other information

Packaging
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Hoffmann, N6l (2005) und
Szolnoki (2007)



Red wine study - model

Colour & sweetness of wine

Preliminary decisions

Origin / Grape variety / Brand

Price

}

POS decisions
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Hoffmann, Néll (2005) und
Szolnoki (2007)
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Testset

A

Germany /
Rheingau

Pinot Noir

Kloster Eberbach

Germany /
Baden

Spatburgunder

Martin Schongauer

France /
Bordeaux

Cuvée

Moulins de Sant-André
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Australia /
South Australien

Cabernet-Merlot

Penfolds




Central location test

Berlin

April 2008
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Result - descriptive statistic g ooy

6,0

3,0 -

Packaging Origin Variety Brand Liking Colour Price Pgrchase
acceptance intent
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e@m=(|oster Eberbach ~ esE=Martin Schongauer esm»Chéateau Moulins  esllssPenfolds




Result — hedonic analysis

Purchase intent
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Overall liking

Packaging_  Colour 5%

Brand 8%

6%

Variety 5%
Packaging 6%

Brand 13%

Colour
38%

Price
38%



Segment-specific regression examination

M price

M colour

® brand

grape

90%

50%

Mpackaging

Baby boomers
50+




Conclusion — Sensory studies

The consumers drink what
they believe to drink!!!!




ACN scanner data set
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Chicago (IL) (2,447 SKU)
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Food | Drug

Liquor

Channel share SKU 38% 8%

55%

Channel share sales| 49% 3%

48%

Tampa (FL) (2,536 SKU)

Food | Liquor

Channel share SKU 42% 58%

Channel share sales| 47% 53%

Joint 1,166 red wine SKU
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8 wine consumers sorted 500 wine photographs

according their perception in similar groups

Consumer packaging perceptions




Objective categorisation of each wine

5 separate code books:
— label styles (8)
— label colour (5)
— label information (6)
— bottle form (3)
— bottle closure (2)

fi

MPUS
=D |

U= =

BEE 6]

%D =D

il
i i

® lamial ® 0

( ) H2 -C-&F ) Label archetypes_2008-10-25.xlsx - Microsoft Excel
)
Home Insert Page Layout Formulas Data Review View Add-Ins
B112 v £
= 5 =T o R )

COTES 4 RHONE

CABERNET SAUVIGNOX

Deficate  clegant

—

graphic
OUDLINE

3

» M| overview for coding | examples .~ Sheet2 ,~Sheet3 ,~¥J 0| m

Documents DY... T Script Presentatio Y Adabe Photashop ® Inbox - Microsoft Out...

L= =0




Price = function of...

(nested country and region)

Independent variables Number
Availability 2
Origin 27

Grape varieties

Bottle shape

Closure

Label colour

Label style

Label information
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Attribute importance

Relative share of price difference

Total

model rank
Origin 52% 1
Availability 11% 2
Label style 9% 3
Label information 8% 4
Grape variety 8% 5
Label colour 7% 6
Bottle form 5% 7
Closure 4% 8
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Marginal prices label style
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CHATEAU BONNET
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$4
— 350 Marginal prices label style {(total model)
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-— 1.46
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-$1 +-0.54
-1.34

-$2 -
-$3

nondescript clean clean elegant chateau basic chateau artwork animal
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Marginal prices label information
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Marginal prices labelling information (total model)

1.64

+ 0.63

4— 0.50

+-0.93

Additional wine Other general Region Country Grape Variety
specific
reserve, X CASD'EI_‘LELL
organic, estate ‘ : REMEI RIDGE 2006 |
bottled, single ALTA VISTA CALIFORNIA
vineyard, SRR GEYSERVILLE
estate grown, MALBEC MERLOT
oldvine, T i %A o
awards e ILVERTOD o o

11%

8%

31%

60%
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Marginal prices label colour toy Dok

Marginal prices label colour {total model)

$2 - - 2.03

$1 - 0.96

— -0.38
“$1 _1.05

$2 - +-1 56

Black Creme/grey \White Multi colour Uni colour
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ARNOLD PALMER BERINGER

TUSCAN RED
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Marginal prices bottle and closure
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-~ 1.41

Marginal prices bottle and closure (total model)

— 0.08

— 1.07

+ -1.31

-\- -0.97

burgundy

other bottles bordeaux

cork

screw cap

14% 67%

8%
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Conclusion — Scanner data i _poas

= Certain packaging and labelling attributes gain
a significant price premium or discount

"= And the winner is: there is no winner!!!

’ ESTATE o CASTELL
Rivola cagan
ALTA VISTA

GRANDE RESERVE
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