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Abstract

Vicik, J. Factors influencing young consumers in the wine market. Diploma thesis.
Brno: Mendel University in Brno, 2017.

The diploma thesis seeks to conceptualize the problematic of the influence of vari-
ous factors on Millennial generation of wine consumers in the Czech Republic and
Slovakia. The literature review provides thorough insight into the factors affecting
purchasing behaviour with a focus on specifics of examined generational cohort. The
main source of information for the analysis of respective markets was a question-
naire survey conducted in October 2016. The research works with a sample com-
prising of 636 respondents from the Czech Republic and 356 from Slovakia further
complemented by focus group (n=8). The findings of this study were used to formu-
late recommendations for wine producers and marketers.

Keywords

Wine market, consumer behaviour, Millennial generation, marketing research,
questionnaire

Abstrakt

Vicik, J. Faktory ovliviiujici mladé spotrebitele na trhu vina. Diplomova prace. Brno:
Mendelova univerzita v Brné, 2017.

Tato diplomova prace se zaobira problematikou vlivu riznych faktort na Generaci
Y na trhu vina v Ceské republice a na Slovensku. Literdrni reSerse poskytuje
podrobny vhled na faktory ovlivitujici ndkupni chovani se zamérenim na specifika
pozorované generacni kohorty. Hlavnim zdrojem informaci pro analyzovani
prislusnych trhli byl dotaznikovy vyzkum, ktery probéhl v fijnu roku 2016. Prace
operuje s odpovédmi 636 respondentii z Ceské republiky a 365 ze Slovenska
doplnénymi o vysledky ze skupinové diskuze (n=8). Vysledky této studie byly
podkladem pro formulaci doporuceni pro producenty vina a pracovniky v
marketingu.
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Trh s vinem, spotrebitelské chovani, Generace Y, marketingovy vyzkum, dotaznik
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1 Introduction

Wine is an extraordinary consumer product with enormous historical and cultural
connotations. Its uniqueness is further advanced due to an immense range of
choices in terms of variety, brands and other elements. Solely on the basis of price,
the product range starts from low-cost Tetra Pak cartoon packaging as far as to vin-
tage collectable pieces worth of thousands of Euro. As the global wine market con-
tinuously develops and becomes increasingly internationalized, the industry grows
in competitiveness. This presents a particular challenge for wine marketers and pro-
ducers. The understanding of what precisely drives consumers to select certain bot-
tle of wine might therefore lead to greater satisfaction of individual demands and as
such to the success of own brand. From the consumer’s viewpoint, the fact that they
are increasingly overwhelmed with a number of choices in the shelves gives a gen-
uine necessity to understand their consumption behaviour and factors that influ-
ence it. Therefore, it is not enough to just launch new products without considering
and investigating respective preferences. The essential question might then be
where exactly wine producers should direct their sources and marketing efforts.
One option might be to start developing relationship with members of Millennial
generation. In connection with, it is important to bear in mind that each generation
of consumers is characteristic for their perceptions, values, attitudes, lifestyles and
experiences that influence their purchasing behaviour. To conclude, this thesis
seeks to explore the engagement of Millennials with wine as it is considered to be a
promising consumer segment providing new opportunities for wine producers.
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2 Objectives

The objective of this thesis is to examine the purchasing behaviour of Millennial
wine consumers in the context of the Czech Republic and Slovakia together with an
assessment of different factors that have an influence on their purchasing decision.
The main aim of the thesis will be achieved via following partial objectives:

e to determine the current state of the wine market and its future prospects
with an emphasis on the Czech Republic and Slovakia,

e to define demographical characteristics of Millennial consumers and deter-
mine their relationship with chosen factors, respectively attributes,

e to address difference in consumption patterns between examined markets,

e to identify the most important motivational factors and preferred consump-
tion occasions,

e to find out preferential place of purchase and consumption,

e to identify the preferences of Millennial wine consumers and evaluate the
importance of selected wine attributes in the decision-making process,

e to assess the influence of both the product knowledge and involvement in
respect to consumer behaviour,

e to compare certain factors influencing consumer behaviour in selected re-
gions of the Czech Republic and Slovakia,

e to provide managerial recommendations addressing the most relevant find-
ings from the research.
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3 Literature overview

3.1 Consumer behaviour

The fundamental view on the concept of consumer behaviour traditionally covers
an understanding of how consumers decide to buy products. (Kardes, 2011)
Whereas this definition is accurate, it merely focuses on the buyer and the immedi-
ate precursors and implications of the purchasing process. (Mothersbaugh, Haw-
kins, 2016). The contemporary literature embraces much more and also covers the
study of how certain possessions influence the way how we feel towards others and
ourselves as well as how are our lives affected by those possessions. (Solomon et al,
2006) The expanded definition of consumer behaviour is addressed by Moth-
ersbaugh and Hawkins (2016) as , the study of individuals, groups, or organizations
and the processes they use to select, secure, use, and dispose of products, services, ex-
periences, or ideas to satisfy needs and the impacts that these processes have on the
consumer and society."“.

3.2 Decision making process

The decision making process as presented hereinafter is derived from the tra-
ditional model of consumer decision making. The first step in the model as pre-
sented by Solomon (2012) is the problem recognition which stems from the incon-
sistency between an actual and desired state that is significant enough to activate
the customers” decision process. Mothersbaugh and Hawkins (2016) further expand
the definition currently in use and defines an actual state as “the way an individual
perceives his or her feelings and situation to be at the present time.” Subsequently
desired state is ,,the way an individual wants to feel or be at the present time”. Kardes
(2011) further states that apart from the condition that discrepancy between the
current and desired situation must be substantial, it must relate to a problem which
is readily solvable.

Once a problem has been recognized, consumers search the marketplace for
specific information. Information search as defined by Salomon (2012) is , the pro-
cess by which the consumer surveys his or her environment for appropriate data to
make a reasonable decision.” However, consumer might also obtain product infor-
mation in the absence of problem recognition. In this situation, the search is carried
out to gather information for potential later use and because the process itself is
pleasing for the customer. Being motivated to seek solution to the problem, custom-
ers engage in either internal or external information search (Williams, 2011). As the
result of individual’s knowledge and experience, he/she might engage in an internal
search to assemble relevant information about various product alternatives. (Bar-
ber, 2008) Given the failure of internal search to provide desirable problem solving
information, consumers actively follow external information sources as to reduce
consumer uncertainty to acceptable level. This is external search, which could en-
compass impersonal (magazines, newspaper, television, radio); personal (friends,
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salespeople, experts); and personal hands-on experience (usage experience). (Dodd
etal.,, 2005) In addition, it is likely that taken into account different buying situation,
different sources of information will be used by consumers. (Laverie etal.,, 2002). As
Dodd et al. (2005) complements, consumers are likely to use both their own
knowledge about wine together with recommendation and information from differ-
ent external sources to simplify their buying decisions.

The decision stage following after problem recognition and information
search is known as alternative evaluation. However in reality customers often eval-
uate alternatives for choice during the search process itself. (Mothersbaugh and
Hawkins, 2016) Solomon (2012) sees the issue of choice differentiation from a per-
spective of determinant attributes. The decision on which attributes are to be used
is the outcome of series of cognitive steps made before the choice through learning.
So, taken as example wine consumers who have visited a number of wineries, tried
a large number of wines and attended wine tastings, their confidence in knowledge
about wine attributes have increased despite a lack of objective knowledge. (Dodd,
2005) Wine is a product that often carries strong social connotations, hence it s fre-
quently a significant buying decision. Nevertheless consumer would also take into
account various consumption occasions and based on that he will determine the im-
portance of wine attributes such as price, brand and packaging. (Lockshin, Spawton
and Macintosh, 1997) Consumer would also focus on different wine attributes de-
pending whether he or she will consume the wine in public or privately, i.e. in home
and in restaurants. (Laverie et al., 2002) (Dodd, 2005)

As the consumer went through the stages of brand selection, he/she must
make the purchase decision. Most likely, the consumers” purchase decision will be
derived from the evaluation of individual alternatives. However two factors might
influence the result and come between the initial intention and subsequent decision.
The first factor concerns attitudes of others and the second factor relates to unex-
pected situational factors. The intention to make a purchase decision is based on
numerous factors which, however might unexpectedly change. Thus, the initial pur-
chase decision might not be always relevant and result in certain purchase choice.
(Kotler, 2014) They rather represent either consumers’ predispositions or motives
to buy a brand. (Kardes, 2011) Further, the purchase itself is highly affected by the
complexity and stress involved in this final step. This relates to the actual purchase
which is generally the last contact with the customer and it needs to be simplified as
much as possible so the customer will not stop or delay the purchase. (Moth-
ersbaugh and Hawkins, 2016)

After the purchase, the consumer will be either satisfied or dissatisfied with
the product and will engage in postpurchase behaviour. The key determinant of con-
sumer’s satisfaction or dissatisfaction then lies in the relationship between expec-
tations and perceived performance, in other words the quality of a product. (Kotler,
2014) More in details, satisfied consumers are repeatedly buying the product, pay
minor attention to competing brands, and buy other products offered by the com-
pany and talk favourably about their products. (Kotler, 2014) As the consumer buys
a product, he might however experience doubts or anxiety referred as postpurchase
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dissonance. The probability of such dissonance is then given through the importance
of the decision. Moreover it is likely when it involves giving up positive features of a
denied alternative or accepting negative features of a chosen one and finally if it in-
volves similar alternatives in terms of desirability. (Kardes, 2011) Consumer expe-
riencing such a dissonance may react in numerous ways, he/she can try to return
the product or seek information which might justify the decision. Nevertheless, in
the case he/she won't be able to justify it, he is less likely to purchase the brand
again. Companies need to take this into account and manage their postpurchase in-
teraction with consumers in order to maintain sustainable and profitable relation-
ship with them. It follows therefore, that any concerns or remorse linked to the pur-
chase must be effectively dealt by the company. (Hayden Noel, 2009) (Karlicek et al.,
2013)

3.3 Capturing young consumers

Consumer motivations and various purchasing patterns often lie below the surface
of age. Thus, to provide deeper understanding of purchasing behaviour of young
consumers, generational approach is taken. Hume (2010) explains that different
generation consumer groups are exposed to different social and economic opportu-
nities and barriers, different types of technology activities, different social percep-
tions and different community norms, and different life experiences and events.
Generational cohort refers to groups of individuals of similar age and who have sim-
ilar experience. (Solomon, 2012) The generational approach is based on the notion
that each group shares a common history reflecting their life experiences of various
factors including prominent events, expectations and social norms. (Jackson et al,,
2010) As Noble et al. (2004) complements; “the common history of individuals within
given generational cohort produces unique values and behaviours which subsequently
create similarities between consumers”. The theory was developed in the early 1960s
as the business began to realize that different generation are characteristic for dif-
ferent values, motivations and lifestyles. Only by understanding of how are these
variables tied to the underlying values of the relevant generation will be marketers
able to target their products or services to the needs of certain consumers. (Smith &
Clurman, 2010).

The purchasing power is perpetually leaning towards Millennial generation
which has become a major force in the marketplace. (Ordun, 2015) Although there
is a general consensus when literature describes individual cohorts, the dates being
used to sort consumers into generational categories rather varies. The time frame
as addressed by Solomon (2012) ranges from 1986 to 2002. Barber et al. (2008)
defines Millennials as young individuals born from 1977 to 2000. Nevertheless the
time frame being used in this thesis defines Millennials as generation comprised of
consumers born from 1980 to 2000, hence reflecting individuals currently aged
from 16-36. (Ordun, 2015) Considering the focus of this paper, merely consumers
aged over 18 will be taken into account considering the focus of this paper. Young
consumers are perceived as consumers of the future, individuals who are capable of
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making difference in decades to come. Moreover, they are in the end stage or slightly
over of forming their own personal identity and developing own patterns of beliefs
and values. (Barber et al., 2008) As Parment (2013) complements, the experiences
in individual’s young adulthood vastly influence his or her future buying behaviour.
Therefore, as this young generation have become active in the marketplace and as-
sumed an important role for numerous industries, companies are trying to under-
stand how their needs and motivations differ from previous generation. (Velikova
et al., 2013) Determination of the specific factors that drive Millennial Generation’s
buying attitudes became an important focus for marketers as they wield over enor-
mous purchasing power and could potentially became company’s lifetime customer.
(Ordun, 2015) However, even though that all generations often posed a challenge
for companies due to their specific characteristics, today’s young generation has cre-
ated even more challenge as they are not influenced in the same manner by tradi-
tional media as previous generations. (Valentine, Power, 2013) As Sullivan and Hart-
meyer (2008) points out, they are considered as the group hardest to reach through
advertising.

Commonly used terms referring to this specific cohort are inter alia Genera-
tion Y, Net Generation, Why Generation, We Generation, iPod Generation and Mil-
lennials. This labelling aptly reflected the characteristics of given generation. This
consumer generation is technologically savvy, individualistic, idealistic and anticor-
porate. (Sullivan and Heytmeier, 2008) With reference to technological ingenious-
ness, they process information from various websites five times that faster than
older generations. (Valentine, Powers, 2013) Moreover, young people are more tol-
erant, trustful and better travelled compared to generation of their parents. Addi-
tionally, this young generation is supportive considering social causes and socially
responsible companies. (Furlow, 2011) In connection with that are members of this
generation characteristic in interest in environmental issues. Millennials them-
selves believe that they can change the world and are often reluctant to purchase
products from brands which were accused of damaging the natural environment.
(Bucic etal., 2012)

Furthermore, young people are nowadays characterized by and accumulated,
materialistic consumer culture as a result of primarily technological advancement.
(Hanzaee and Aghasibeig, 2010) This notion is supported by Jackson et al. (2010)
who typifies Millennials as highly consumption oriented and sophisticated in rela-
tion to their tastes and buying preferences. Parment (2013) complements, that they
are perceived as highly flexible in reference to purchase of expensive and cheap
products, young people often visit numerous shops, they put enormous effort with
keeping track with what is ‘in’ and they even visit shops without the necessity or
intention of purchase goods. Therefore, it is apparent that nowadays have young
people strong tendency to apply variety-seeking purchase behaviour.

Young generation presents particular challenge also for wine industry. As
Jones (2007) explains, the wine industry needs to rethink the traditional stereotype
of wine drinkers not only as they are younger but particularly given their unique set
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of tastes and lifestyle choices. They are particularly interested in new regions, af-
fordable pricing and thoughtfully produced wines. The overall impact on the wine
market is perpetually increasing. (CBI, 2016) Moreover, it is increasingly important
for marketers to come up with solution how to tackle young generation and foster
their interest in wine as today’s marketplace is gradually becoming over-supplied
and more competitive. (Fountain, 2011) Therefore in order to be successful in the
industry, it is necessary to revisit current strategies and target younger population
rather than to continue to direct marketing efforts solely on older generations,
though they still constitute very large consumption group. (Lockshin, 2012)

3.4 Cultural factors affecting consumer behaviour

3.4.1 Culture and globalization

Culture, as a concept essential for understanding of consumer behaviour might be
according to Solomon (2012) though as a collective memory of a society. Kotler
(2014) defines it as “the set of basic values, perceptions, wants, and behaviour learned
by a member of society from family and other important institutions”. Next, Kardes
(2011) in his attempt to explain culture mentions the study of Geert Hofstede who
conducted a study to determine an influence of culture on values. He then defines
culture as “the collective programming of the human mind that distinguishes the
members of one human group from those of another”. Therefore, culture can be
viewed as a system of collectively held values. (Hofstede, In: Kardes 2011) Based on
preceding definition, culture has tremendous effect on numerous aspects of human
behaviour. It can be tackled from the perspective of norms which function as bound-
aries of our behaviour. On contrary, the valuation of these norms results in sanc-
tions. Values then moulds both norms and sanctions which in turn have an effect on
consumption behaviour. (Mothersbaugh and Hawkins, 2016) The relationship be-
tween culture itself and consumer behaviour is well explained by Solomon (2012).
He addresses the mutual relationship as two-way street. Meaning that on one hand,
products and services which are in line with the priorities of given culture have sub-
stantial chance to be accepted by consumers. On the contrary, study of new products
and innovations in product design, to put it simply, opened a window on the princi-
pal cultural ideas. As an example serve ready-to-eat meals, which draw changes in
family structures and gradual decline of full-time house wives. Kotler (2014) men-
tions the fact that cultural influence on consumer behaviour varies greatly from
county to county and country to country. Hence, in order to deal with various cul-
tural groups effectively and avoid any possible failures, marketers must be aware of
differences between them.

As Cleveland et al. (2016) underline, culture is seen as essential explanation
of consumer behaviour differences among countries. However, past decades have
witnessed homogenization of entire consumer values, objects, rituals and desires.
(Ritzer and Ryan, 2007) Therefore, even though that consumers are essentially im-
mersed in they own culture, now more than ever are they subjected to the influences
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of globalization and presumably young consumers are considered to be the most
converging segment worldwide (Guo, 2013) (Parment, 2013) As Kacprzak and
Dziewanowska (2015) complements, the globalization in connection to economy is
followed by globalization of culture, which subsequently influences consumption
behaviour. Akaka and Alden (2010) then address the notion of global consumer cul-
ture which manifests itself through set of symbols that are understood in the same
manner among consumers from different countries. However, it has to be noted that
despite the fact that an individual understands behaviour connected with global cul-
ture, he/she still uses a local system of meaning to interpret them. Globalization can
possibly lead to further convergence of cultures, but it can also cause increasing het-
erogeneity as the result of a desire to preserve own culture. It is today’s young Mil-
lennial generation which is deeply engaged in globalization, though they are some-
times also deeply engaged against. (Parment, 2013) Hence, many young consumers
emphasise importance and uniqueness of local cultures. (Guo, 2013) As Kacprzak
and Dziewanowska (2015) concludes, Millennials are strongly bond to global cul-
ture, while some aspects of their buying behaviour remain strongly influenced by
local cultures.

3.4.2 Subcultures

Even though the literature often presents extended view on the term subculture
which encompasses also consumer’s age as classification variable, the author will
follow Kotler’s (2014) division including merely nationalities, religions, racial
groups and geographic regions. Following given classification, consumer might be-
long to numerous above mentioned subcultures. However, it is important to note
that the degree to which a person behaves in accordance to given subculture varies
in terms of individual’s identification with that subculture. Mothersbaugh and Haw-
kins (2016) and Kardes (2011) characterize them generally as ,smaller groups of a
larger culture that share some cultural values with society overall and yet demon-
strate unique cultural values and patterns of behaviour within the individual sub-
group”.

Hayden Noel (2009) draw attention on the necessity to appropriately adjust
advertising and promotion strategies to relevant ethnic groups as their cultural
norms and tastes differ from the majority of population. Therefore general promo-
tion strategies targeted to broad society may not be that effective. Moreover, re-
search evidence from Desphandé and Stayman (1994) affirms above mentioned
view as it was found out that members of a minority group find an advertisement
spokesperson from their own community as more trustworthy which implies in in-
creased credibility of that advertisement and subsequently more positive attitude
towards the brand.

More currently, marketers tend to embrace cross-cultural marketing as the
way to include ethnic themes and cross-cultural perspectives into mainstream mar-
keting. The general idea is to tackle similarities between subcultures rather than dif-
ferences. The impetus behind this practise is that today’s young generations are
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heavily influenced by ethnically diverse entertainers, hence they expect to see vari-
ous ethnicities and cultures which are represented in advertisement, respectively
products they are consuming. (Kotler, 2014) Obviously, the current trend which em-
braces incorporation of cultural elements from various ethnic groups has a lot to do
with increasing purchasing power of given ethnicities to general population. (Hay-
den Noel, 2009)

Occurrence of regional subcultures is according to Mothersbaugh and Haw-
kins (2016) determined by climatic conditions, various characteristics of groups set-
tled in given region, natural environment and important social and political events.
He further argues, that they present numerous challenges and opportunities. Nev-
ertheless, it must be considered to which extent realization of regionally customized
programs would outweigh costs to initiate them.

Current approach towards religion in marketing of large companies is rather
low key or non-existent. The reason for that stems from the fact, that religion is
largely taken as a taboo and companies have to decide whether religiously custom-
ized programs would increase the brand loyalty or whether impacts of such pro-
grams would be misinterpreted and might cause damage. (Solomon, 2012) How-
ever, the findings of Mokhlis (2009) revealed that religiosity should be included as
a vital determinant of consumer purchasing behaviour. Hayden Noel (2009) than
points out that two areas where religion might impact marketing efforts are promo-
tion and the product itself.

3.4.3 Social class

Generally, the term social class is understood as one’s overall rank in the society.
People who belong to the same social class show similar patterns in terms of occu-
pation, income levels, wealth, not least in their lifestyles. (Solomon, 2012) There-
fore, social groups hold great importance for marketers as their members exhibit
similar buying behaviour. Additionally, aforementioned dimensions tend to be
highly related to each other. (Kotler, 2014) As Mothersbaugh and Hawkins (2016)
explains, the status of person’s parents influence and education, which conse-
quently influence occupation that is correlated with income, which in turn deter-
mines person'’s lifestyle. However, the last factor will be elaborated in subsequent
chapter separately. The major determinant of a social class, at least in the western
societies is considered to be occupation. The reasoning behind relevance of occupa-
tion towards distinct buying behaviour lies in the fact that individuals pursuing the
same career often possess similar goals and purchase among others similar clothing
and leisure activities. (Kotler and Keller, 2012) Further, the type of work and col-
leagues also directly affects one’s values, lifestyle and subsequently consumption
process. (Pelsmacker et al., 2013)

The basic premise of consumer’s demand for goods and services reflects
his/her ability to buy and willingness to buy. On the one hand, demand for necessary
products is relatively stable, while other expenditures might be excluded or post-
poned if consumers are not certain about their eligibility to spend in the time being.
(Carroll, 1994) It is most apparent, as Kotler and Keller (2012) explains, in the more
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frugal times which follow economic depressions. Economic circumstances which
follow this downturn affect brand choices in a major way and noticeably the most
vulnerable are the luxury goods. Income is then very relevant as a determinant of
consumption choice and most profoundly taking into consideration certain product
categories. Therefore the change in consumer purchasing habits is most apparent
for particular goods which exhibit high income elasticity. The effect of social class
on consumption behaviour widely differs as consumers are motivated by precisely
social class factors to consume certain products or services. Hayden Noel (2009)
presents one of the ways through which is consumer affected by given social class,
and that is conspicuous consumption. It concerns the purchase and subsequent use
of certain products and services in order to indicate which social class consumer
belongs to. Moreover, Solomon (2012) argues that consumption decisions are also
affected by one’s desire to step up on the social ladder. This spending behaviour is
characteristic for noveaux riches, who have not reached upper class yet, although
imitate its behaviour through consumption of luxurious goods. (Koudelka, 1997)

3.5 Social factors affecting consumer behaviour

3.5.1 Groups

Consumer’s behaviour is also influenced by numerous groups. Kotler (2014) distin-
guishes between membership groups which hold direct influence over person who
belongs to them. On the other hand, reference groups serves as points of comparison
for an individual. More thoroughly, beliefs and behaviour of certain group establish
norms of behaviour for individuals and can considerably affect consumers” activities
and the goods they purchase. (Hayden Noel, 2009) Moreover, reference groups do
not necessary need to correspond to the positive relationship, that means that an
individual adapts his/her behaviour towards the reference group. These are disso-
ciative reference groups which we do not want to belong to as their values and atti-
tudes are not akin to ours. However they might also influence one’s behaviour in the
same manner as those with a positive appeal do. (Koudelka, 1997) On the contrary,
aspirational reference groups are groups to which we want to belong. Consumers
often purchase products in order to achieve either symbolic or actual membership
in those groups. This is especially relevant for youth consumers who have desire to
dress or behave as their favoured music or film performers. Accordingly, marketing
communication towards youth generation aims to associate products with aspira-
tional groups. (Mothersbaugh and Hawkins, 2016) Salomon (2010) explains that
the persuasiveness of reference groups overall lies in the potential power they wield
over us which is defined as “the capacity to alter the actions of others”.

The influence of reference groups on consumer behaviour is according to
Hayden Noel (2009) either normative or informational. To start with, normative in-
fluence refers to conformity of consumer’s action with another person’s expecta-
tion. As Blythe (2005) adds, the normative influence is considered as possibly the
most powerful and functions because the consumer realizes that acting in one way
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leads to approval of respective reference group, whilst acting in different way leads
simply to disapproval. It reflects millennial generation’s unease with how others
perceive them as consumers and the products they are purchasing. (Parment, 2013)

Moreover, there are number of factors which contribute to the possibility
that people will pattern their behaviour after others. Solomon (2012) addresses fol-
lowing: cultural pressures, fear of deviance, commitment, group unanimity, size and
expertise and lastly susceptibility to interpersonal influence. Mothersbaugh and
Hawkins (2016) explain that informational influence occurs when ,an individual
uses the behaviours and opinions of reference group members as potentially useful bits
of information”. It is often based on personal recommendation; the more value con-
sumer place on word of mouth communication, the more significant is the impact.
Kotler (2014) stresses that even though most word of mouth influence happens nat-
urally, it is in strong interest of marketers to help with creating of positive conver-
sation about their brands. Williams (2011) adds, that especially for millennial gen-
eration are referrals from their peers important and further recommends to com-
bine word of mouth, offline and online channels to reach them.

Strong influence on certain groups exhibit opinion leaders. Kotler (2014)
characterizes them as individuals who have immense influence on others due to
their special skills, knowledge or other qualities. As they exert strong influence over
other, marketers try to identify them and subsequently target marketing efforts to-
wards them. Vysekalova (2011) adds that interaction of opinion leaders and mar-
keting communication usually represents two-stage process which means that com-
munication is intentionally directed towards opinion leaders who then spreads this
information to other consumers.

3.5.2 Social networks

The most recent evolution concerning online communities includes online social
networks. The term is well defined by Solomon (2012) as “a community that inter-
acts over time around a topic of interest on the Internet”. They take many forms in-
cluding friendship, media sharing, corporate or brand, events and micro-blogging
sites. (Mothersbaugh and Hawkins, 2016) Although larger percentages of older gen-
erations are setting up their social networking profiles, young people still dominate.
(Zhou et al,, 2007) Up to date, roughly 75% of member of Millennials generation
have created account on some social network. (Ordun, 2015). Particularly in devel-
oped countries are young people constantly connected to the network using it for
contacts with others through various social media to seek information and to shop
online. (Kacprzak, Dziewanowska, 2015) The importance of social media lies in the
strong ties of young people to the opinions expressed by their friends which then
might influence their buying behaviour. (Pate, Adams, 2013) The research by Ordun
(2015) has shown that purchasing decisions of Generation Y is affected in a greater
manner by their friends in virtual world and opinions from social media. As the re-
search from CBI (2016) concludes, it is an upmost importance for wine industry to
be more responsive in terms of communication towards nowadays younger gener-
ation and put emphasis on emotional engagement with this segment of consumers.
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It is a vital strategy to be visible on social media to strengthen brand awareness and
promote own wine. Though besides social media, it is also important to keep pace
with various apps enabling consumers to get information, ratings and reviews on
wine. As Kotler (2014) points out, most brands have built comprehensive social me-
dia presence after emergence of online social networking in the past years. Never-
theless he then stresses that marketers must be cautious in their approach towards
online social networks. The reason is that users control the content, hence any mar-
keting attempts might easily backfire.

3.5.3 Family

Beyond various groups, a consumer’s family have an immense effect on the decision
making process and purchase patterns. It is without doubt the past decades have
seen radical social changes in western societies. Even though the pace and intensity
of changes differs from one country to another, it is clear that numerous social insti-
tutions including the concept of family have been altered. (Solomon, 2012) This de-
velopment obviously entailed certain changes in patterns relative to consumer be-
haviour, however, before the author address what these changes meant, the notion
of family will be explained. Traditionally, nuclear family is characterized as “two
adults living together in the same household with one or more children”. (Stone and
Desmond, 2007) Nonetheless, this type of family has gradually declined over time
parallel with growing complexity of family relationships.

This has been accompanied with an increase of single-parent households as
the reason of growing divorce rate. Similarly, high divorce rate has resulted in grow-
ing importance of step families. Revising and creating relationships identities is un-
doubtedly difficult and may impact consumption activities (Mothersbaugh and
Hawkins, 2016) On the other hand, it brings opportunities for marketers a normal
purchasing patterns are being unfrozen and consumers make different choices
about product and services. (Solomon, 2012) Moreover, much of a decline of tradi-
tional family has been caused by postponing of marriage until late 20s which is re-
flected in increasing number of monomial households. For example, the proportion
of them in Czech Republic exceeded one quarter. (Lidovky, In: Karlicek, 2013) As
Ordun (2015) complements; presumably other goals and priorities of today’s young
generation have overshadowed attention of older generations on family. Stone and
Desmond (2007) argues that concerning even the traditional notion of family, the
changing patterns of predominantly young generation towards work and leisure re-
sulted in the growing individualization of life in family homes and reciprocal de-
crease in collective activities. It implies that companies increasingly offer products
that cater to individuals.

Furthermore, as Vysekalova (2011) adds, it is important in which stage an
individual family occurs at it has wide implications for its buying behaviour. Kotler
(2014) agrees with extensive influence of family on buying behaviour and further
complements that buying roles of either wife or husband changes with evolving life
styles. This has wide implications for marketers as the new marketing reality shifted
traditional target groups, i.e. women or men for numerous products. Blythe (2005)
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argues that children often considerably influence consumption behaviour of the
family in greater manner than their parents do. The clarification of this notion is
supported by the fact that children spend more time in front of TV then their par-
ents, hence they acquire more knowledge about certain products. Moreover, they
tend to be conformed to consumer issues and have time to shop i.e. environmental
friendly products and finally children are the ones who make shopping as parents
are often at work. As discussed above, an individual belongs to a number of groups
and his position within the group could be characterized in terms of role and status.
Kotler (2014) explains that role consist of activities an individual is expected to per-
form. Furthermore, each role holds certain status which reflects overall esteem ap-
pointed to it by the society.

3.6 Personal factors affecting consumer behaviour

3.6.1 Personality and self-concept

Each person has its unique personality which is reflected in his or her buying behav-
iour. The concept of personality refers to “set of distinguishing human psychological
traits that lead to relatively consistent and enduring responses to environmental stim-
uli”. (Kotler and Keller, 2012) Therefore, even though that consumers strive to sat-
isfy particular need, they would exhibit different type of behaviour to do so as their
level of extroversion, respectively introversion might be different. (Mothersbaugh
and Hawkins, 2016) The importance of personality then lies in the possibility to pre-
dict consumer’s reaction to marketing activities in certain manner. However this
notion is bounded with assumption of relative consistency of one’s personality
which is not necessarily correct. As Kardes (2011) explains, individual’s personality
is not persistently stable concept; the changing pattern in his or her personality is
influenced, inter alia, with physical growth, major life events and most importantly
by situational factors. On the other it is difficult to cut off relatively enduring quali-
ties of one’s personality. Thus, as Solomon (2012) adds, contemporary view on per-
sonality recognizes that individual’s underlying characteristics are considered as
part of the puzzle and that also other factors largely determine one’s behaviour. The
theoretical approach reflecting aforementioned assumptions is elaborated in multi-
ple trait theory. [t maintains that personality traits “represent consumers’ tendencies
to respond in a certain way across similar situations”. (Kardes, 2011) The most com-
mon taxonomy within respective theory is the Five-Factor Model which was used to
draw a framework to measure a brand personality. It is understood as a set of traits
consumers attribute to a particular brand. (Pelsmacker et al.,, 2013) Thus, although
that different brand might fulfil similar needs, it is the brand personality that allows
consumer to select the one which expresses the best his or her own personality.
The notion of brand personality is often consistent with consumers” self-con-
cept. (Stone and Desmond, 2007) As Noble et al. (2009) explains, the selection and
consumption of certain products serve as an expression of some aspects of individ-
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ual’s own personality or image. Therefore, the products or services which are pur-
chased reflect one’s identity. Kotler and Keller (2012) aptly summarizes aforemen-
tioned as “we are what we consume”. Especially in today’s young generation is indi-
vidual’s self-concept strongly developed. It finds itself more self-sufficient and ap-
praises its independence, thus it is not relying on other in their lifestyles. (Weiler,
2005) Millennials speak their minds and dress as they want to. (Sullivan and Hey-
tmeier, 2008)

3.6.2 Lifestyle

Even though consumers might come from the same subculture, social class and have
the same professional or academic background, they might have different lifestyles
and as such different patterns of buying behaviour. Lifestyle hence refers to how an
individual enacts his or her self-concept. It is a function of primary individual char-
acteristics which have been moulded through social interaction as the individual
evolved through his or her life. (Mothersbaugh and Hawkins, 2016) Solomon (2013)
states, though, that changes in lifestyle patterns are two-way. That is that con-
sumer’s desired lifestyle determines a large number of his or her buying decisions,
which in turn might bolster or alter that consumer’s lifestyle. Kotler (2014) breaks
it down to three major AIO dimensions. Concretely individual’s activities which re-
lates to work, hobbies, sports, social events, interests. Secondly interests comprising
food, fashion family and recreation. Lastly opinions about products, social issues,
business and others. Therefore, lifestyle captures more than personality or social
class, it serves as a profile of consumer’s whole pattern of acting and interacting
within the world. In connection, Stone and Desmond (2007) complements that indi-
vidual’s lifestyle gradually became more useful for marketing efforts than social
class as it better reflects the understanding of one’s buying behaviour.

3.7 Psychological factors affecting consumer behaviour

3.7.1 Motivation

The relation between psychological factors and consumer behaviour is well under-
stood through psychological processes which mould each individual personality. It
concerns recognition of psychological peculiarities of consumer and his/her quali-
ties in terms of personality traits. (Vysekalova et al, 2011) To fully understand one’s
motivation, it is necessary to know why individuals do what they do. Consumers
have many needs at any given time; some of them are basic physiological needs such
as hunger, thirst and need for air. These are innate or primary needs. Whereas sec-
ondary needs are more complicated psychological needs as self-fulfilment, needs for
affection, companionship and others which are learned as we grow. (Kardes, 2011)
Generally speaking, need becomes a motive when it is aroused to a certain level of
intensity. (Kotler, 2014) Therefore, as a need has been activated, it creates a tension
which drives the consumer to somehow reduce or even eliminate the need, return-
ing to a preferred state, called the goal. (Solomon, 2012) (Kardes, 2011) However,
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even though two consumers strive to satisfy the same need, they will not satisfy it
in the same way, i.e. by means of the same product. (Karlicek et al., 2013)

Moreover, needs might be categorized as functional, symbolic or hedonic.
Functional needs then refer to either solving consumer problems or normal deple-
tion. Next, symbolic needs are understood as perception of ourselves and also how
we would like to be perceived by others. Finally, hedonic needs pertain to persons’
desires for sensory pleasures (Pelsmacker et al, 2013) Furthermore, a thorough def-
inition of a motive is presented by Mothersbaugh and Hawkins (2016) as a ,con-
struct representing an unobservable inner force that stimulates and compels a behav-
ioural response and provides specific direction to that response”. As Blythe (2005)
complements, the level of consumers” inner motivation depends on the desirability
and the easiness of the end goal. That said, motivation focuses attention producing
either valuation effect or devaluation effect. In the situation when and individual is
extremely hungry, he/she rates the food products as highly desirable, which is the
valuation effect. Following that, all the non-food products are then less desirable.
This is known as the devaluation effect. (Kardes, 2005)

Several theories were developed related to human motivations. Two of the
most influential - the theory of Sigmund Freud and Abraham Maslow hold quite a
different meaning concerning consumer analysis. (Kotler, 2014) Originally,
Maslow’s approach was design to understand individual’s growth and the achieve-
ment of peak experiences. (Solomon, 2012) His theory is based on four premises.
First of all he assumed that all people are gained with a similar set of motives. Sec-
ond, he supposed that some motives are more basic ergo critical than others. Third,
the basic motives must be satisfied at least to certain minimal level before others
can be activated and on top of that, until they are not satisfied, more advanced mo-
tives won’t come into play. (Mothersbaugh and Hawkins, 2016) The major assump-
tion behind Freud’s theory was that individuals are rather unconscious about psy-
chological forces that shape their behaviour. Hence, individual’s purchasing deci-
sions are determined by subconscious motives that even the consumer may not
completely understand. (Kotler, 2014)

3.7.2 Perception

Every day, consumers are exposed to numerous advertisements, product packages,
radio and television commercials that strive to grab their attention. However, as a
consumer makes purchasing decision, he/she does not merely respond to these
stimuli, but also responds to the interpretation of them. Perception then refers to
»the process by which people select, organize, and interpret information to form a
meaningful picture of the world”. (Kotler, 2014) As outlined above, it comprises of
three major stages: exposure, attention and interpretation. Before an individual per-
ceives an object, though, he/she is exposed to them and only then he/she start to
pay attention. Hence, exposure is understood as a process through which a con-
sumer comes into contact with various marketing incentives. (Mothersbaugh and
Hawkins, 2016) Overall amount of exposure certain product receives is given by
number of factors. Hayden Noel (2009) argues that it might be influenced through
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the form an advertisement is placed, i.e. whether it is placed on front or back of the
cover, and so whether commercial is shown at the beginning or at the ends of some
show. Further, great impact is given to product distribution. That means that brands
that are widely distributed gain preferable recognition than their competitors.

The second step in perception is attention defined as “the degree to which
consumers focus on stimuli within their range of exposure®. (Solomon, 2013) Given
the fact the ability of individuals to process information is limited, they tend to be
selective in terms of attention. Hence, as consumers are overloaded with the quan-
tity of product advertisement, they tend to pay attention to just a few items, i.e. they
engage in a selective perception. (Hayden Noel, 2009) The greatest attention is then
given to such incentives which are either currently relevant in the whole society or
personally important for the time being. (Vysekalova. 2010) This selectivity is re-
ferred as perceptual defences. (Mothersbaugh and Hawkins, 2016) Moreover, as the
quantity of stimuli overall grew in recent decades together with increase in con-
sumer attention costs expressed in perpetually less effective advertising, marketers
are exposed to a peculiar challenge to catch consumers” attention. (Subramanian
2015) Methods how to engage consumer in interaction and grab his/her attention
are numerous and differ in terms of theoretical approach, though Vysekalova (2011)
addresses four methods: information provision, manipulation with material incen-
tives, arousing of emotions and lastly value proposal.

Attention is followed by an interpretation which refers to ability to assign
meaning to given marketing stimuli. The ways whereby a new stimuli is interpreted
is influenced by existing knowledge. (Kardes, 2011) Moreover, perception overall is
also reflected by influences from both social environment and culture. (Vysekalova,
2011) Thus, although are customers exposed to the same event, their interpretation
is different. (Solomon, 2013) Marketers then struggle with the ways how to ap-
proach consumers as all of them develop different model of how the world works
which subsequently reflects their decision making. (Blythe, 2005)

3.7.3 Lifestyle

Another category which is fundamental for understanding of why consumers decide
to buy certain products is learning. Mothersbaugh and Hawkins (2016) argue that
its importance in connection with consumption process stems from the fact that e.g.
culture, reference groups, media and advertising provide learning experience which
in turn effect consumers” lifestyle and products he/she consumes. Moreover, most
of the attitudes values, preferences, feelings and others are acquired through learn-
ing. Kardes (2011) then defines learning as “the process of acquiring new information
and knowledge about products and services for application to future behaviour”.
Vysekalova (2011) expands the understanding of learning in relation to purchase
behaviour with the definition of memory “which enables an individual consumer to
recall, preserve and memorize past incentives”. Therefore, consumer is able to recall
various stimuli coming from certain communication channel which may subse-
quently affect his/her buying process. Specifically, these are among others infor-
mation about products, brands and product usage. (Hayden Noel, 2009) Further, in
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relation to learning, marketing specialists has to call into account process of forget-
ting which has wide implications to communication towards consumer as it must
keep its topicality. (Vysekalova, 2011)

3.7.4 Beliefs and attitudes

Consumption choices cannot be aptly understood without considering the effect of
beliefs and attitudes on them. Generally, beliefs refer to individuals” thoughts about
something. In connection with consumption behaviour, they express consumers’
evaluation about specific relationship between certain brand and a benefit or an at-
tribute. (Kardes, 2011) Researchers agree that attitudes are assumed to have three
components: cognitive (beliefs), affective (feelings), and behavioural (response
tendencies). (Mothersbaugh and Hawkins, 2016) (Hayden Noel, 2009) Kotler
(2014) defines an attitude as “person’s relatively consistent evaluations, feelings, and
tendencies toward an object or idea“. Thus, attitude represents a way consumers
think, feel and act in relation to products or brands. (Freedman, Carlsmith in
Karlicek et al, 1970) Put it differently, persons” attitude towards certain brand might
be understood as a measure of how he/she likes the brand, prospectively as an ex-
tent to which the consumer holds favourable or unfavourable view of that brand.
(Pelsmacker et al, 2013) This individual assessment refers to affective component
of an attitude. (Hayden Noel, 2009) However, consumers” attitudes towards brands
are difficult to change. As Kotler (2014) explains, individual’s attitudes fit into cer-
tain pattern; to change one attitude might possibly call for further adjustments in
others. Therefore, companies should be targeting their products into existing atti-
tudes, rather than trying to change them. Kardes (2011) complements that not all
attitudes are created equally.

Consumer typically develops two sorts of attitudes, some which are held
weakly or with low confidence and strong attitudes which maintain high confidence
and are strongly linked to one’s beliefs. These are precisely strong attitudes which
tend to have severe impact on consumer’s actions and thoughts. Following that, the
third component of attitude is behavioural. It refers to “one’s tendency to respond in
a certain manner toward an object or activity”. (Mothersbaugh and Hawkins, 2016)
In other words, this component determines the likelihood an individual will perform
some action, i.e. purchase of a product or service. Attitudes are then from mar-
keter’s point of view important for a number of reasons. Obviously, positive attitude
towards some product or service is likely to provide a motive for purchasing behav-
iour. And second of all, knowledge of consumer attitudes might lead to identification
of key product attributes which could be used for market segmentation, positioning
of products and development of promotional strategies. (Stone and Desmond, 2007)
Hayden Noel (2009) then stress, that attitude must be applied to different situations
and not merely to immediate event. For instance, in the occasion when an individual
feels negatively about wine when it is consumed by a teenager and in different situ-
ations feels positively about it, then he/she won’t describe overall attitude towards
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wine as negative. Generally, as Vysekalova (2011) complements, beliefs and atti-
tudes act as sources of consumer motivation which then shapes his/her buying be-
haviour.

3.8 Consumer decisions on the wine market

One way to describe the decision-making process is to consider a degree of effort
the consumer gives to an individual decision about wine purchase. The literature
address the degree of effort the consumer puts into the buying process rather dif-
ferently. Nevertheless the common explanation usually derives the problematic
through the continuum ranging on one end by habitual decision-making, throughout
limited-problem solving up to extended problem solving. (Solomon, 2013) As
Kardes (2011) explains, the habitual decision-making is carried out rather automat-
ically, referring to decisions which are made with little conscious effort. As such,
consumers do not strive for information about the product, neither are they making
decisions about the brand to be bought. Further, this type of consumer behaviour is
especially visible in the FMCG category, which among others refers to wine industry.
(Karlicek, 2013)

Consumers usually undertake limited-problem solving in the situation when
they are not motivated to evaluate each alternative or search for information thor-
oughly. (Kardes, 2011) Stavkova et al (2006) further explains that it concerns pur-
chases, when the relevant product is bought occasionally, i.e. the consumer needs to
make certain investment to gather and evaluate the information.

Finally, extended problem solving as characterized by Solomon (2013) in-
volves decisions which correspond to traditional decision-making perspective. This
process if usually initiated in the case the outcome of the decision might be risky.
Hence, a great deal of time and effort is dedicated to gather as much information as
possible and subsequently evaluate all the alternatives before the purchase itself.

Substantial amount of studies have examined consumer behaviour with re-
spect to the wine category. As the purchase process is quite complex due to number
of factors which might influence decision making, research is usually focused on a
single or relatively small number of dimensions. The majority of studies apply seg-
mentation based on various factors influencing wine consumption, for example
product involvement or motivation to purchase the product. Dubow’s (1992) study
examined internal motives for wine consumption identifying consumer groups seg-
mented to four categories. The first one being consumers who drank wine because
of health reasons, the second group drank wine to feel good. The third consumer
group drank wine because they liked the taste and to the fourth group belonged con-
sumers who wanted to feel more sociable and friendly. (Palma et al, 2014) In more
recent study by Berni et al (2005) was discovered that certain consumption occa-
sions as, such as wine being consumed at bars draw attention of majorly younger
consumers. (Thach, 2011)

Various studies have also presented the issue of demographic determinants in
respect to the wine category. Significant differences were inter alia found in terms
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of gender. Atkin, Nowak & Garcia (2007) found that though geographical region is
important for both men and women, women rely more on medals and awards com-
pared to men. Moreover, based on the research of UK wine consumers, it was ob-
served that women have strong preference towards white wine as merely 34% pre-
ferred red wine compared to 48% who would prioritize white wine. (Bruwer, Saliba,
Miller 2011) Number of differences in the behaviour of New Zealand consumers was
also identified by Mitchel & Hall (2007). Males were more adhered to participate in
wine club activities and we more likely to purchase wine in cellars and wine shops.
On the other hand, females tended to purchase wine at supermarkets. Lockshin et al
(2007) addressed age as segmentation dimension determining consumer behaviour
in the wine market. According to the study, wine consumption is likely to grow with
age. Therefore, as advised by Bruwer, Li & Reid (2002), marketers should approach
younger consumers in order to capture their interest in wine by the age of twenty
when they form their consumption habits. Generational differences were also cap-
tured in the study by Barrena and Sanchez (2009). They found that younger drink-
ers are in a great manner motivated by reasons related to socials status, while older
generations tend to ascribe great value on wine as a facilitator of social communica-
tion.

Significant interest in respect to consumer behaviour in wine market is given
to product attributes which are usually dichotomized into intrinsic and extrinsic.
First ones being those which are associated with physical attributes of wine (e.g.
colour and sugar content), whilst extrinsic values are those which are not connected
with physical attributes of the product (e.g. price, label and bottle shape). (MacDon-
ald et al.) As for the bottle design, research by Creusen and Schoormans, (2004) sug-
gest that even though that packaging plays a major role in delivering information
about particular wine to consumers, it seems that there is high variance in percep-
tion of importance of this attribute. This is in particular given by the fact that per-
ception of aesthetic values is very personal reflecting emotional or feeling responses
towards respective product. Furthermore, Thomas and Pickering (2003) comple-
ments that the two most important elements of wine packaging is bottle shape and
label design. Academic paper presented by Keown & Casey (1995) identified coun-
try of origin as the most important wine attribute followed by brand and grape va-
riety. Results of this research were partially confirmed by Goodman, Lockshin & Co-
hen (2007) who addressed previous experience, recommendation, variety, brand
and wine origin as most important attributes. Especially price is generally consid-
ered as the principal attribute in respect to wine choice. Concretely younger gener-
ations rank price as one of the most influential factors in their decision making as
addressed by Silva et al. (2013).

A comprehensive way to address consumer decision making is to consider
the level of involvement. As Charters (2006) states, involvement has been shown to
be a valuable determinant in the formation of consumer’s views towards wine pur-
chasing and motivation to drink it. Mothersbaugh and Hawkins (2016) define in-
volvement as , the level of concern for, or interest in, the purchase process triggered
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by the need to consider a particular purchase”. Therefore involvement is a relation-
ship between a consumer and a product in respect to the level of psychic energy
which is being invested in that product. Put another way, involvement is an invest-
ment in time, interest, passion, desire for knowledge, reading documents, gathering
information on websites — activities consumer is engaged in through his/her pur-
chasing process. (Mora, 2013)

As it concerns high involvement buyers, it has been found out that they order
attributes of a specific wine differently than low involvement consumers do, empha-
sising the origin of the wine and style. (Charters, 2006) The research conducted by
Dodd et al. (2005) has shown that low involvement wine buyers also use more ex-
trinsic factors as price and recommendations, whereas consumers who are highly
involved with the product rely more intrinsic values. Aforementioned is supported
by study from Rasmussen (2001) who states that low involvement consumers often
used family and friends as sources of information in their decision making. Contrary
to high-involvement consumers who tended to use specific attributes about wine.
With reference to the study of Dodd et al. (2005), it has been found out that high
involvement consumers are willing to pay higher prices for wine. (Hollebeek et al.,
2007) Therefore, as Lockshin & Spawton (2001) concludes, high involvement con-
sumers are not necessary experts. However they do like to seek information about
the product and use complex variables as region, vintage, vineyard, style and so on
to make their purchase.

In addition to product involvement, purchase situation involvement has been
found out to have important effect on purchasing behaviour in the wine market. It
refers to differences in motivations during the process of interacting with a store,
alternatively website. (Solomon, 2012) As Neely (2010) found out, wine consumers
often enjoy the process of choosing and purchasing wine and subsequently the ex-
perience gained from it in the same manner as the product itself. Furthermore, con-
sumers who exhibited high purchase involvement engaged in extensive brands se-
lection process and shown high level of brand loyalty. (Hollebeek et al., 2007) On
the other hand, wine as a product is highly complex. Hence, consumers often simply
choose the brand which is familiar to them in order to avoid processing complex
information. (Rasmussen, 2001) This might refer to habitual purchasing behaviour.
As Kotler (2014) states, in the case they keep purchasing the same brand, it is influ-
enced by a habit rather than a brand loyalty. For routine buyers, wine is nothing
special, they just do not want to know anything about complexity or diversity of the
category.

Consumer product knowledge has been conceptualized into three definite
constructs, first one being subjective knowledge, followed by objective knowledge
and past product experience, which determined two aforementioned. (Brucks,
1985) Objective knowledge refers to what a consumer actually knows about given
product and subjective knowledge is a self-perception of own product knowledge,
i.e. what a person thinks he or she knows about a product. (Dodd et al, 2005) Fur-
thermore, academic literature is largely concentrated on subjective rather than ob-
jective knowledge. The reason is that those two concepts actually differ as addressed
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by Brucks (1985) who suggested that any test which would measure objective prod-
uct knowledge could never be absolutely objective in itself. Nevertheless Forbes, Co-
hen and Dean (2008) found that although distinct concept, they are empirically cor-
related. Considering wine as a product, several studies have examined the effects of
wine knowledge on various aspects of consumer behaviour. Study exploring wine
drinking behaviour of Chinese young adults has shown significant differences in
terms of gender in respect to wine knowledge. Furthermore strong correlation was
found between product knowledge and frequency of wine drinking. (Li et al, 2010)
Research looking on the impact of wine knowledge on consumer spending has
shown correlation between high product knowledge and high consumer spending
on wine. (Johnson and Bastian, 2007) Consumers with greater wine knowledge
were also found to purchase more from special wine stores and cellars. (Mitchell
and Hall, 2007) In another study by Forbes, Cohen and Dean (2008) was found sig-
nificant correlation between objective and subjective product knowledge. Moreover
the results have shown that males have significantly higher wine knowledge than
females. Lastly, Liang (2012) suggested that higher degree of consumer involvement
in certain product, the higher is his or her product knowledge.
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4 Methodology

This study aims to provide a detail view into the purchasing behaviour of young
wine consumers together with a comprehensive understanding of factors that might
have an influence on them. In order to achieve aforementioned objectives, relevant
data needs to be analysed. This thesis uses both the primary and secondary data
analysis to meet the research objectives. Therefore, the methodology of this paper
is divided into several consecutive sections.

The secondary data will be primarily obtained from the databases of the In-
ternational Organisation of Vine and Wine (OIV) and Eurostat. Additional data
which will be used in the orientation analysis will be retrieved from other databases,
alternatively research papers providing information relevant to the topic of this the-
sis. Moreover, secondary data will be evaluated by econometric software Gretl to-
gether with MS Excel. In order to complement the orientation analysis of the Czech,
respectively Slovak market, the income elasticity will be calculated. The elasticity
measures to what extent is one variable responsive to changes in another. In this
case, the income elasticity will refer to the ratio of the percentage change in the
quantity of wine consumed to the percentage change in consumer income. Mathe-
matically, the concept of elasticity is as follows:

percentage changeiny Ay/y
.= _

~ percentage change inx  Ax/X

However, in terms of the regression function used for the computation, the formula
reflecting the elasticity of average wine consumption with respect to changes in in-
come as depicted below will be used (Adkins, 2014):

E_AC(y)/C(y)_ X
o M&x/x POy

The parameter x represents the mean of income, C(y) stands for the mean of con-
sumption and (3, is replaced by its estimate.

For the purpose of the quantitative analysis, the questionnaire survey will be
conducted. Nevertheless, focus group will be preceding the final version of the ques-
tionnaire in order to capture perceptions of young wine consumers.

The only criteria for the focus group is that participants have to be members
of Millennial age cohort, hence between the ages of 18 and 36, drink wine and that
a gender balance will be maintained among participants. For the pragmatic reasons,
respective focus group will be run in the South Moravian region as it is the most
convenient location to include also participants currently living in Slovakia. The rea-
soning behind this intention is that results of this study will largely determine the
content of the questionnaire used for both markets of the Czech Republic and Slo-
vakia. The discussion will be conducted under guide commencing introductory
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questions based on literature relevant to the researched topic. Participants of the
focus group will be asked to discuss their motivations to drink wine, what is the
place of purchase and what attributes are usually taking into consideration in their
purchasing process. Furthermore will be discussed with whom, where and on which
occasion they drink wine. In total 8 participants will be involved in the focus group,
4 male and 4 female. The sample will encompass both the participants currently en-
rolled in university program and interviewees already pursuing their careers. Re-
sults of the discussion were recorded and subsequently transcribed into written
form to be aptly analysed.

The questionnaire will be created in Google forms application and subse-
quently distributed through the social media platforms and via e-mail. It will consist
of 25 questions: 15 closed, 3 semi-closed, 3 semi-closed with multiple choice option
and 4 scale batteries. Before the release of the final version, the questionnaire will
be further pretested in order to clarify any possible ambiguities. Moreover, the sur-
vey will be structured into four adjacent sections according to their nature.

The first part will contain general questions related to wine consumption.
Questions used within this section will comprise both single and multiple choice
types. They will be asking consumers for example about their preferential place of
purchase, alternatively what are the most decisive motivational factors to drink
wine. In addition, there will be questions with variety of choices concerning occa-
sions to drink wine and favoured geographical origin of wine. The following part will
examine the importance of several product attributes within two purchasing con-
texts. Concretely, wine intended for own consumption and wine being purchased for
a festive occasion or as a gift. Results by the study of Preston and Colman (2000)
suggest that rating scale with 7 to 10 response categories are generally most relia-
ble. Therefore in order to find the most reliable and valid results to capture attrib-
utes which influence consumer purchasing decision, rating scales with 10 response
categories will be chosen. The third part will be used to identify the overall level of
both the product involvement and knowledge. Here, the respondents of the survey
will be asked to determine their level of agreement with several wine related state-
ments. To be specific, involvement will be measured by three and product
knowledge by five statements using Likert-type scale. Last but not least will be iden-
tified socio-demographic characteristics of individual respondents.

Data retrieved from the online questionnaire will be firstly categorized and
classified according to their frequencies in order to be able to use descriptive meth-
ods and subsequently make certain conclusions. Furthermore, the statistical rela-
tionship between selected variables will be tested using the contingency analysis.
The chi-squared test of a contingency table will be used to portray the association
between two qualitative variables. The comparison of the coefficient from the chi-
squared test with the alpha () level of significance will lead to a conclusion whether
there is any existent dependency or not. The significance level was set at 5%
(p=0.05). Therefore, in the case that observed p-value was greater than respective
level of significance, the null hypothesis is confirmed. Contrastingly, the statistical
relationship between certain variables is proved in the case that the observed value
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is lower 0.05. The chi-squared test of contingency tables determines merely
whether there are dependencies, alternatively independencies between two varia-
bles. Therefore it is further necessary to evaluate the strength of the relationship
through the interpretation of the Cramer’s V (for tables larger than 2 x 2), alterna-
tively Phi (for 2 x 2 tables) coefficients applied to chi-squared model. The chi-
squared statistic is then:

gy

i=1j=1

In the formula, n refers to observed value, n’ for expected value, index i stands for a
row index and j is a column index. Furthermore, Cramer’s V coefficient is computed
by dividing the square root of the chi-squared statistic by the sample size and mini-
mum dimensions minus 1:

XZ
C= minte—11=1)

Where y? stands for chi-squared statistics, n refers to grand total observations with
k being the number of columns and | being the number of rows. (Foret et al., 2006)
The value of coefficients ranges within the interval of (0, 1) implying different inten-
sity of dependence (Bortvkova et al., 2013). The intensity of dependence will be in-
terpreted as follows: small correlation <0-0.3), medium correlation <0.3-0.5) and
strong correlation <0.5-1.0). Furthermore, data from the questionnaire will be ana-
lysed and evaluated using the statistical program Statistica 12 together with MS Ex-
cel.
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5 Practical part

5.1 Wine Market Overview

5.1.1 Development and Trends of the World Wine Market

Within the last couple of years, vineyards?! globally have indicated downward slop-
ing trend. Perpetual reduction of vineyards worldwide lead to destabilization of
global wine production, primarily in Europe. (Gibb, 2012) Though the pace of vine-
yards reduction was rapidly decreased since the end of European Union’s (EU) wine
reforms (CMO grubbing-up scheme)? in 2011 aimed to combat structural surpluses
within the industry and improve the competitiveness of the EU wine producers. (Eu-
ropean Commission, 2012) As the respective reform took place in 2008, 270 000
hectares of vineyards area were to be pulled out over the three year period. By the
end of the community programme, Spain vine areas declined by 13%, Italian and
French 7% and Portugal 3%, but also other member states such as Hungary and
Greece were affected by the reform (OIV, 2012) Midler decrease of global vineyards
might be partially attributed to the expansion of areas under vine outside the Euro-
pean continent. The growth of Asian vineyards with China in the lead recorded in
the past years and reached well above one fifth of global vineyards. Though China
has emerged through its steep growth on the second place right after Spain in 2013,
the volume of production utilized for wine production is rather low compared to
traditional wine producing countries. (MZ, 2016) Vineyards in southern hemisphere
continued to exert slightly positive trend, though this moderate increase is the result
of contrasting developments. South America (except Brazil proceeding in vineyards
restructuring) continued to increase, however Australia recorded declined its vine-
yard area for three consecutive years while New Zealand kept the area unchanged
within the period of 2011-2014. (OIV, 2014) Considering the USA, its vineyards kept
modest growth and stabilized throughout the period. Within the respective period,
the areas under vines in the EU declined by roughly 2% significantly slowing the
previous development. (OIV, 2016)

Even though the global vineyard area decreases, grape production has been
steadily increasing since 2000 as improvements of vinicultural techniques and in-
crease in yields has taken place. Nevertheless, the world grape production used
merely for wine production perpetually decrease over the last 20 years. (OIV, 2016)
World wine production keeps its modest pace in recent years after steep growth in
2013 projected to slightly decrease to 259 Mhl (Millions of hectolitres) in 2016, in-
dicating a decrease of 5% compared to 2015 making it one of the poorest years since
2000. (O1V, 2016) (Agence France Presse, 2016) European Union (EU-28) keeps its
leadership as the world’s major wine producing region with approximately 65% of

1 Wine grapes, table grapes or grapes for drying, in production or awayting production (Gibb, 2012)
2 Involves voluntary withdrawal from vine growing bolstered through decreased subsidies and
compensation schemes (USDA, 2015)
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production by volume. Though the wine production crippled in 2016 by nearly 15%
from relatively high 2015. (OIV, 2016) Most of the wine production is located in the
south. Three traditional wine producing countries: France, Italy, and Spain repre-
sent around 80% of the total output in 2015, followed by Germany, Portugal, Roma-
nia, Greece and other wine producing countries. (CBI, 2016) The latest develop-
ments resulted in significant drop in production occurred in France (-12%) and Italy
(-2%), while other major producer Spain registered mediocre growth of 1% com-
paring 2016 with 2015. Notable increase occurred also in Romania (37%) which
wine industry has been considerably evolving due to innovative marketing strate-
gies and investments in the industry and. (OIV, 2016) (CBI, 2016) Recent develop-
ment has witnessed emergence of Italy as the biggest global producer ahead of
France in 2015. (OIV, 2015) As the new European Union vine planting scheme as
adopted by the beginning of 2016 to meet growing global demand for wine, it is
likely that the wine production will increase in the near future. (CBI, 2016) Taking
into account countries outside the common market, the steepest growth has been
written down by New Zealand (34%) followed by Australia (5%). Production in
other major global producer was rather stable. (OIV, 2016)

Global wine consumption was seriously hit by world financial and economic
crisis in 2008 averting previously increasing trend. (0OIV, 2015) Though it seems that
the global consumption have stabilized around 240 Mhl after 2008 drop. (OIV, 2016)
In connection, the average consumption per capita globally was perpetually increas-
ing since 2000 up to the pre-crisis years finally stabilizing around 3,3 litres. (MZ,
2016) As Federico Castallucci, director general of OIV said: “It is obvious that the
world economic crisis has played a role in lowering overall demand”. (Decanter, 2009)
Even though that financial and economic crisis was a major factor decreasing dis-
posable income of consumers hence halting wine consumption, also poor develop-
ment of vineyards and crunched production seriously impacted the consumption
trend. (OIV, 2014) World wine consumption in 2015 reached 240 Mhl, a moderate
increase of 0.9 Mhl compared to the previous year.

Current consumption trends are highly influenced by demographical change
with millennials slowly taking over the market share of both high frequency and oc-
casional wine drinkers. (Wines and Vines, 2016) As addressed by Fortune (2016)
Millennial generation is drinking significantly more wine compared to generation of
their parents alternatively grandparents, concretely 23% more per occasion. Re-
search by the Wine Market Council further complements the notion that Millennials
continue to drive the market as wine consumption of this cohort increased by 10%
compared to only 5% by Generation X and 6% decrease by Boomers within last 2
years. (Wine Enthusiast Magazine, 2016) Research conducted by IWSP (2016) rec-
ommends to target young people by aligning company marketing strategy to the
needs of this particular consumer group and to develop strong brand as younger
generation is supposed to be relatively sensitive to branding.
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In 2015 red wine accounted for over 54% of consumption globally; white
wine for 37% and rosé merely 9 %. Overall, wine consumption is expected to in-
crease in moderate pace between 2015 and 2019 by 1.4% primarily supported with
growth in segment of rosé and premium wines. Although rosé wines are generally
seen as a summer wine and its sales are rushing in this particular period, it’s con-
sumption is steadily growing throughout the whole year and retailers are reporting
that rosé sales are expected to bloom year-round. (USATT, 2016) This consumption
trend of rosé wines continues to follow global trend in both examined countries ma-
jorly driven by younger segment of consumers as seen in the following figure num-
ber 1.
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Figure 1: Consumption of rosé in selected markets in accordance to age categories
Source: OlV (2015)

This particular trend will be majorly drawn by growing consumption outside the
0Old World wine-producing countries? with Asia leading the peloton. Nevertheless
the exponential growth of Asian markets seems to be over, wine consumption will
continue to grow on a modest level. (VINEXPO, 2016) Although wine consumption
worldwide is expected to increase in following years, we can observe constant de-
cline of consumption in Europe. Respective consumption pattern is bolstered
through decreasing consumption in the Mediterranean countries where basic table
wines traditionally used to complement meals have been replaced by higher quality
premium wines used for more special occasions. (European Commission, 2016) Fur-
thermore, consumption level is decreasing presumably due to changing lifestyles
and tastes combined with anti-alcohol campaigns and health concerns. Neverthe-
less, the average consumption in Europe is still well above world average remaining

3 Countries outside Europe (Aleixandre, 2016)
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on 26 litres per capita. In terms of overall volume amounted to roughly 122 million
hlin 2015 keeping 57% share in global consumption. (CBI, 2016)

Though the consumption in traditional wine consuming regions of South Eu-
rope is steadily decreasing, the popularity of this commodity on Northern Europe
shows an increasing trend. (MZ, 2016) Both the UK and Germany saw a growth in
their domestic markets of nearly 2.5%, respectively 1.1% comparing 2015 and
2014, while the Scandinavian countries remained relatively stable in terms of con-
sumption. Above mentioned reduction in consumption of traditional consumer
countries experienced a pause in the past year with slight fall in France (-1.2%), ra-
ther modest growth in Italy (0.3%) and slightly higher in Portugal (1.6%) and Spain
(1.3%). (OIV, 2016) As for the Central and Eastern Europe, several markets have
shown steep market grow within four year period of 2011 to 2015, particularly Slo-
vakia (4.9% annually). Though these markets are relatively small compared to
Western Europe, wine is becoming increasingly popular as standards of living gen-
erally increase. (CBI, 2016) USA emerged as the largest wine market in the world
outperforming France since 2012. (Gilbert & Gaillard, 2016) The consumption level
remains stable since 2012 fluctuating around 31 Mhl. However since 2000, the ac-
tual consumption increased about 45% keeping 13% share of the world wine mar-
ket. In South America, wine consumption reached slightly higher growth then in
2014, primarily in Argentina (3.2%) followed by Brazil (2%). In Oceania region com-
prising Australia and New Zealand, wine consumption remained stable with minor
fluctuations for three subsequent years since 2013. (0IV, 2016)

Breaking down the wine consumption per capita, European countries main-
tain their supremacy with 9 out of 10 top wine consuming states from the continent,
even though it has been cutting back in the past years. Omitting microstates as Vat-
ican and Andorra leading the table with 54 respectively 46 litres per person, the
wine consumption per capita remains to be biggest in the Mediterranean region.
(The Wine Institute, 2015 in Forbes, 2015) According to the Statista (2016) Italy
maintains its first place in consumption with slightly above 45 litres per head fol-
lowed by France with nearly 45 litres per head. Nevertheless there is a decreasing
trend primarily among southern European countries. Both French and Italian con-
sumption per capita are set to decrease up to 10% taking the interval of 2014 and
2018. The same scenario applies to other traditional wine producing countries. An
exception considering Europe are northern countries expected to stabilize their
consumption or show a moderate growth. Consumption per capita in Germany and
Sweden is about to increase by 1%, the United Kingdom by 3% and Belgium together
with Luxemburg by roughly 5%. Even though that number of consumers in coun-
tries like China and USA is extremely high, the consumption per capita is very low.
(The Wine Institute, 2015 in Forbes, 2015) However it is reasonable to expect as
presented by Pomarici (2016) that US consumption per capita might reach the same
levels as currently reached in the UK, hence determining stable increase in the world
wine demand.

In 2015 the global wine market in terms of volume reached a modest growth
of 1.8% compared to the previous year and 10,6% rise in considering the market
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value. Previous year reflects a long-term development in the wine market increasing
steadily throughout a 15 year period with a minor fluctuations following global eco-
nomic and financial crisis in 2008 and in 2013/2014. (OIV, 2016) The cause for the
latter drop might be searched primarily in Europe and CIS countries together with
China’s slowdown. (VINEXPO, 2016) Based on the aforementioned development, we
can see an immense internationalization of wine industry.

Global wine trade is largely dominated by Mediterranean countries Spain, It-
aly and France which together represent slightly above half of total exports in terms
of value and 56% of the global market in terms of volume. (OIV, 2016) Spain
emerged as a largest wine exporter in 2014 after series of export drops following
economic crunch of 2008. Currently holding about one fifth of the total wine exports
worldwide in terms of volume. On the other hand France keeps its leading position
in terms of export value indicating different price positioning of wine commodity.
More thoroughly Spain is focused rather on cheaper barrel wine contrary to France
and Italy focused rather on bottled wine. (MZ, 2016) Those two respective countries
dominated the market with shares of 19%, and 29% respectively. (OIV, 2016) Fur-
thermore, the total volume and value of wine market in EU is depicted in the figure
number 2 below.
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Figure 2: Total volume and value of EU wine market
Source: EC (2015)

Due to high level of domestic production European exports significantly exceeds im-
ports. Total European wine exports amounted to 18.7 billion EUR in 2015 increasing
by roughly 4% between 2011 and 2015. About 55% of all European exports are des-
tined to end up in other European countries. An annual increase between 2011 and
2015 was 1.8% and though imports to Eastern European countries are still rela-
tively small, exports to Poland and CZ increased about 9% and 1% respectively in
2015. As for destinations outside the continent, China is found to be an emerging
destination for European wine with an average increase 4% since 2011. (CBI, 2016)
(European Commission, 2015) As for the major wine importing countries, the six
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major importers account for more than half of total world import, namely Germany,
Great Britain, USA, France, Russia, and China - 55 mil hl of wine in value of 12,7 mil
EUR. (O1V, 2016)

5.1.2 Wine market in the Czech Republic and Slovakia

The majority of vineyards in the Czech Republic are concentrated in Southern Mo-
ravia region which accounts for roughly 96% of the country’s area under wine with
remaining production located in central Bohemia. (CBI, 2016) The situation in Slo-
vakia is rather different with literally all the wine producing areas extended
throughout the whole Southern part of the country. Czech and Slovak wine produc-
tion are highly volatile and difficult to predict though it is expected that with grow-
ing domestic and global wine demand together with new European Union vine
planting scheme will the production increase in a moderate way. (CBI, 2016) (Euro-
stat, 2016) (Vinarsky fond, 2015)

Both countries are considered as European emerging wine markets, primar-
ily with Slovakia experiencing steep consumption growth of nearly 43% taking into
account the 10-year period of 2005 to 2015, while the consumption in Czech Repub-
licincreased by approximately 15%. (Eurostat, 2016) Young professionals, western-
ization in the way of living and growing tourism to wine drinking countries are the
major factors driving the increase in the wine consumption. Wine drinking has be-
come more fashionable and is supported by the wellness trend and the fact that
drinking wine is increasingly seen as a social event. (Euromonitor International,
2016) (IWSP, 2016) Despite the fact that Czech Republic has the highest beer con-
sumption per capita globally, wine is increasing in popularity. Nevertheless, it is un-
likely that wine consumption will hold the same popularity among consumers as
beer. (CBI, 2016) Even though the recorded consumption of alcoholic beverages is
different with Czechs preferring beer over spirits, wine consumption is rather simi-
lar with 18% Slovaks and 20% Czechs giving preference to wine over other alcohol
beverages. (WHO, 2014) According to the research by IWSP (2016), young urban
population is supposed to grow and continue to lead market developments, how-
ever it is expected that, wine consumption will become more popular also among
other consumer groups in the long-term. Slovakia has seen an immense growth in
2015 after years of stagnation and a slight drop in previous 2 years increasing by
more than 30%. On the other hand, the fluctuations in Czech wine consumption pat-
terns are rather mild over the last couple of years with almost zero increase in 2015.
(CBI, 2016) (Canadean, 2015)

The actual consumption per capita was roughly 18 litres in the Czech Repub-
lic and 13 litres in Slovakia in 2014 and though the trend is increasing, both coun-
tries are still falling behind the European average which is 36 litres of wine per cap-
ita. (Eurostat, 2016) In connection with, it was statistically estimated that income
elasticity of wine in Czech Republic is roughly 0.62 and 0.66 for Slovakia as meas-
ured using the data reflecting period of 2005 to 2014. In other words, it reflects per-
centage change in wine consumption as the result of 1% change in personal income.
Respective elasticities are then associated with wine categorized as a normal good.
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Subsequent figure number 3 clearly depicts actual consumption per capita together
with expected consumption trends in both examined countries.
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Figure 3: Consumption per capita in the Czech Republic and Slovakia
Source: Eurostat (2016)

Nevertheless the majority of wine is being imported to the Czech Republic from the
traditional wine producing countries in Europe. (Euromonitor International, 2016)
As Jaroslav Machovec, the chairman of Wine Fund Czech Republic* address: , it as
almost certain that Czech Republic won't be self-sufficient in terms of wine produc-
tion”. (Lidovky, 2016) In the matter of fact, the most of wine imports are from the
traditional wine producing countries of France and Italy, however a substantial size
of imports come from East European countries due to their historical ties (Slovakia,
Hungary, Moldova, Bulgaria and Macedonia). Considering the New world wine coun-
tries, itis Argentina, Chile and Australia. (IWSP, 2016) Even though that the majority
of wine is still imported from abroad, Czech consumers view domestically produced
wine most positively throughout the history. As addressed by the research from
Wine Fund of the Czech Repubilic, it highly correlates with the campaign “Vina z Mo-
ravy, vina z Cech”. The view towards domestic wine was further improved through
the TV shows “Vinafi”. Results show that regular viewers of respective show de-
clared to improve his or her view towards Czech vineries. (Lidovky, 2016) The sim-
ilar situation, however more severe is in the case of Slovakia as its production cov-
ered merely 17% of wine supply within the domestic market in 2014. The major
importers are Spain and Hungary followed by Czech Republic. (MPRV SR, 2015)

4 Wine Fund of Czech Republic was established persuant the law no. 115/1995 Coll. Concerning
wineyards and viticulture. Through the article no. 321/2004 is the primary function of the funds
changed to merely support wine marketing, development of wine tourism and improvement of
information about the industry through brand ,Vina z Moravy, vina z Cech”. The overall budget for
promotion reached 72 million K¢. (Idnes, 2016)



42 Practical part

There is a lot of potential for wine market development in Czech Republic
within the next 5 years as it still has not been saturated. (CBI, 2016) (Euromonitor
International, 2016) In 2018, it is expected that Czech wine market is to have a value
of approximately 2 490 million dollars, an increase of nearly 30% compared to
2013. In terms of volume, Czech market is forecast to increase up to 308 million
litres, an increase of 26%. (IWSP, 2016) This notion is supported by the fact that
according to the research by CBI (2016) household income is expected to increase
by 28% in 2018 compared to the base year 2014. This will further increase con-
sumer spending power which might boost the demand in the wine market. The wine
market in Slovakia is expected to show an annual growth rate of about 5% during
2015-2019. Therefore the actual value is predicted to reach 1 452 million EUR in
2019 compared to 1 134 million EUR in 2014. (Canadean, 2015)

5.2 Demographic profile of the questionnaire respondents

The questionnaire was alive within the period of 10th October until the 25th of Oc-
tober 2016. A total number of 1076 respondents participated in the online survey.
However, due to the incompleteness of identification questions, alternatively non-
correspondence of respondent’s age with targeted age groups, 83 questionnaires
had to be removed from the initial set. Therefore, the overall decrease of entries was
approximately 6 %, resulting in 993 questionnaires further used for the purpose of
the thesis. Uncompleted responses were removed from the database and were ex-
cluded from the data used for statistical analysis.

The gender structure of respondents as depicted in the following table number
1 suggests that the majority of questionnaire respondents were women. This con-
cerns both examined markets as 72% of interviewees in Slovakia and 71% in the
Czech Republic identified themselves as females. This accordingly entails that 28%
of the participants in the Czech Republic and 29% in Slovakia were males. The over-
all prevalence of women in the sample is generally present in surveys and inter-
views as addressed in the study by Slauson-Blevins and Johnson (2016).

As for the level of education, the majority of respondents in both countries ob-
tained a high school degree with state leaving exam. Nevertheless, it is appropriate
to assume that certain amount of them is about to finalize their bachelor, alterna-
tively master degree within subsequent years to come as significant portion of re-
spondents is still pursuing their studies. Precisely 54% of the survey participants
from the Czech Republic and 51% from Slovakia stated to have completed this level
of education. When it comes to the tertiary education, nearly 43% of respondents
from the Czech Republic and roughly 46% from Slovakia claimed to have certain
kind of university degree. Merely 1% of both samples account for respondents who
have reached either primary education or high school without state leaving exam.
Furthermore, approximately 2% of interviewees from both countries successfully
completed college.

The third identification aspect of the questionnaire was age structure. Overall,
the composition of the sample was heavily skewed towards the group consisting of
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18-24 year old respondents. This finding applies to both examined markets, though
with moderate differences. To be specific, approximately 66% of respondents in the
Czech Republic and 69% in Slovakia. In contrast, interviewees aged 25-36 repre-
sented 34% of the sample in the Czech Republic and 31% in the latter.

Czech Republic Slovakia
Category :::::tlﬁcatlon indicator of respond- Absolute Relative Absolute Relative
value value value value
(%) (%)
Male 184 28,93 98 27,53
Gender
Female 452 71,07 258 72,47
18-24 421 66,19 245 68,82
Age 25-36 215 3381|111 [31,18
Primary education 1 0,16 2 0,56
Highest ed- High school without final exam 8 1,26 2 0,56
ucation ob- | High school with final exam 342 53,77 181 50,84
tained College degree 12 1,89 6 1,69
University degree 273 42,92 165 46,35
<3000 177 27,83 87 24,44
Community |3000-19999 132 20,75 64 17,98
size 20 000-49999 56 8,81 46 12,92
(inhabitants) | 50 999-99 999 50 7,86 36 10,11
>100 000 221 34,75 123 34,55
Employee 174 27,36 97 27,25
Self-employed 30 4,72 7 1,97
Occupation |Student 415 65,25 241 67,70
Unemployed 6 0,94 8 2,25
Other 11 1,73 3 0,84
<3400/5 400 151 23,74 81 22,75
Income 3401-20 000/5 400-18 700 371 58,33 209 58,71
(CZK) 20001-35000/18 700-35 000 93 14,62 53 14,89
>35001 21 3,30 13 3,65

Table 1: Demographic structure of respondents

Source: Own market research, 2016, n,;=636, nx=356

Respondents were distributed relatively evenly as it concerns the size of the
community. The largest portion of respondents in both markets indicated that they
reside in small, alternatively medium sized towns or cities (3 000-99 999 inhabit-
ants). Concretely 37% in the Czech Republic and 40% in Slovakia. The second largest
group in terms of the community size were found to be large-sized cities (100 000
and more inhabitants) presenting nearly 35% of the sample in both markets.
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Roughly 28% of interviewees in the Czech Republic stated to live in villages (less
than 3000 inhabitants), whilst just under 25% in Slovakia.

The vast majority of questionnaires were received by students. This finding re-
fers to both markets as 65% of respondents in the Czech Republic and nearly 68%
stated to be still pursuing their studies. The occupation of respondents is then fol-
lowed by employees covering somewhat 27% of both samples. Additionally, about
5% of participants in the Czech Republic and 2% in Slovakia identified themselves
as being self-employed. The remaining 3% of the sample in both markets refers to
respondents who are either currently unemployed or on a maternity leave.

Considering the last identification criterion of the questionnaire, the net
monthly income, the majority of respondents stated that they do dispose of any
monthly income. Nevertheless, aforementioned might be correlated with the fact
that large proportion of respondents share households with their parents during
their studies, hence they do not receive any regular income. Though, several re-
spondents pointed out that they receive certain level of income from their parents
in form of a pocket money, alternatively from temporary jobs on irregular basis.
Therefore, this particular interval was for the purpose of this thesis summed with
the subsequent income group which reflects the net monthly income below 3 400
CZK in the Czech Republic and 5 400 CZK in Slovakia. The largest group of respond-
ents falls within the interval reflecting the difference between the living minimum?>
and average net income. Even though that aforementioned applies for both markets,
values of respective variables noticeably differ. The income interval for the Czech
Republic ranges from 3 400 CZK up to 21 000 CZK and captures 59% of respondents.
(CSO, 2016) Whereas the living minimum in Slovakia is set to 5400 CZK and the
average net income to 18 700 CZK. (SOSR, 2016) The income group reflecting earn-
ings lower than living minimum is represented by nearly 24% of respondents in the
Czech Republic and 23% in Slovakia. Moreover, slightly more than 18% of Slovak
and 17% of Czech interviewees stated to earn income larger than the national aver-
age.

As for the geographic dispersion, 636 respondents were from the Czech Re-
public and 356 from Slovakia. Overall, the regional distribution was heavily skewed
to merely few regions in both respective markets. To be specific, nearly 60% of re-
spondents resided either in Prague, South Moravia, alternatively Zlin region. Simi-
larly, interviewees residing in Slovakia were largely cantered in either Bratislava or
Nitra region.

5 Living minimum refers to a socially recognized minimul level of income to ensure subsistence and
other basic personal needs. In the case of the Czech Republic is regulated by the Act No. 110/2006
Coll,, on Living and Subsistence Minimum and in the case of Slovakia by the Act No. 601/2003 Coll,,
on Living Minimum. (MPSV, 2016) (MPSVR, 2016)
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5.3 Wine consumption and purchasing behaviour

5.3.1 Wine consumption

Findings from statistical analysis of the relationship between consumption fre-
quency and other wine related purchasing elements together with demographic
characteristics revealed significant relationship with number of them. As explained
further, significant relationship was revealed between the consumption frequency
and age intervals within the researched cohort. Particularly is this finding of strong
importance relative to marketing recommendations. Although is Millennial genera-
tion assumed to exhibit similar patterns of behaviour, the age effect within cohorts
cannot be omitted. The older participants confirmed increasing consumption in
both examined markets as shown in following figures number 4 and 5. Nevertheless,
taking into account Millennials as a whole, the majority of respondents drink wine
1-3 times a month followed by individuals enjoying the beverage less than once a
month.
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Figure 4: Consumption frequency according to age groups in the Czech Republic
Source: Own market research, 2016, n=636
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Figure 5: Consumption frequency according to age groups in Slovakia
Source: Own market research, 2016, n=356
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Analysis of contingency tables has shown moderate, respectively rather low relationship
between examined variables, concretely value of 0.3 for Slovakia and 0.19 for the Czech
Republic. Throughout the discussion of focus group, one of the participants pinpointed
the reason for growing enthusiasms in wine: “Since we 've moved together, we have grad-
ually stopped going to pubs and started to collect various wines” ... "and replaced beer
with classy wine bottles...” (Kristyna T.) Moreover, one of the interviewees commented:
“it is more usual for me now to buy a bottle of wine then when I was younger”. (Denisa
K.) With respect to the literature overview, it is convenient to address the relationship
between the frequency® of individual wine consumption and an income level. Results
from the statistical analysis revealed relationship between the incomes of respondents and
frequency of wine consumption with value of 0.12 for Czech Republic and 0.21 for Slo-
vakia.

Data retrieved from the questionnaire suggested strong dissimilarity be-
tween respective markets in terms of variety preference. Consumers from Slovakia
were observed to give significantly higher preference to red wines in contrast to
Czech consumers who were distinctively favouring white variety. As assessment of
the contingency tables indicated
strong relationship between the
type of wine and consumption ;gf
frequency particularly for rosé 500/:
type. Though itimplies merely for 40
the Czech Republic as there was  30%
notindicated any type of relation- ~ 20%
ship in respect to Slovakia. Never-  10% ‘
theless this result is well-founded =~ %%
as rosé wines are largely con-
sumed on a seasonal basis due to W Slovakia  ® Czech Republic
their light and refreshing taste.  Figure 6: Prefered type of wine in CZ and SK
Furthermore, looking at the fig-  Source: Own market research, 2016, nc;=636, ns=356
ure number 6, it seems that con-
sumers in Slovakia are generally more used to drink rosé wines, presumably year-
round which might reflect non-existent relationship with personal wine consump-
tion frequency. Taking into account variations in terms of consumption intensity of
different age groups and rosé variety as addressed in the secondary analysis, this
phenomenon was also tested using primary data retrieved from the online survey.
As for the Czech Republic it was observed that there is an evidence of a relationship
of a lower magnitude between age of participants and consumption of rosé wine as
Cramer’s V test indicated a value of 0.19. Based on relative frequencies a conclusion
was drawn that rosé wine consumption is skewed towards 18-24 age group. Never-
theless results for Slovakia lead to rejection of any statistical relationship between
the latter.

80%

Rosé Red White

6 Corresponds to the consumption of a 750 mL glass wine bottle that hold approximately 4-6 glasses
of wine
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This study further sought to uncover differences in terms of gender and va-
riety preference. In Slovakia, white wines were favoured by 48%, red wines by 32%
and rosé by 20% of women respondents. As for Czech market, women leaned to con-
sumption of white wines (76%). Preferences for both red (13%) and rosé (11%)
variety were rather humble. Results mentioned above are depicted in the figure
number 7. Moreover, whilst women are more likely to prefer rosé or white wines,
men would rather select red variety.

0% 20% 40% 60% 80%
B Czech Republic  m Slovakia

Figure 7: Male preferences in terms of wine type in CZ and SK
Source: Own market research, 2016, n;;=636, ny=356

Women
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Figure 8: Female preferences in terms of wine type in CZ and SK
Source: Own market research, 2016, n.;=636, ny=356

From a sensory preference viewpoint, this study also sought to determine differ-
ences in respect to consumption of wines based on their sugar content. Findings of
this study revealed that Millennial consumers in both markets tend to have more or
less similar tastes, though with minor variations. Specific differences, however, exist
in the sensory preferences of males and females. Women were found to have notice-
ably higher preferences for semi-sweet and to slightly lesser extent sweet wines
than their male counterparts. On the other hand, men reported strong preference
for semi-dry and dry wines. Aforementioned findings apply for both markets with
an exception of sweet wine which was surprisingly preferred by males in Slovak
market.
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To further conceptualize wine consumption patterns, it is necessary to ad-
dress whether there is any association between gender and monthly wine consump-
tion. Taking into consideration Czech market, observed p-value of 0.09 did not con-
firm a relationship between examined variables. However test applied for Slovakia
resulted in the p-value <0.00 and Cramer’s V of 0.3 which suggests moderate exist-
ing relationship between gender and frequency of wine consumption. In respective
market, men drink wine on a considerably less frequent basis then their Czech coun-
terparts as nearly 50% of them enjoy wine less than once a month compared to 32%
in the latter. Looking at the following figures number 9 and 10, it is evident that var-
iances between genders largely differ especially in the case of Slovakia. This situa-
tion might be a result of numerous variables, though it is outside the scope of this
thesis to properly identify them. Nevertheless further research in respect to this
agenda is advised.

Several times a week
Once a week

1-3x a month

Less than once a month

0% 10% 20% 30% 40% 50%
H Men B Women

Figure 9: Consumption frequency according to gender in the Czech Republic
Source: Own market research, 2016, n=636

Several times a week —

0% 10% 20% 30% 40% 50% 60%
B Men Women

Figure 10: Consumption frequency according to gender in Slovakia
Source: Own market research, 2016, n=356

In general, consumers from both examined markets identified lower medium priced
bottles (71-150 CZK) as preferred over other price categories at least considering
wine for own consumption. With respect to wine purchased for a special occasion
or as a gift, majority of respondents indicated higher medium price category as the
most favoured one. However this conclusion corresponds to initial assumptions as
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price tends to be seen as guarantee of the product quality as addressed in following
chapter. As seen in the following figure number 11 preferences towards various
price categories are relatively consistent for both nationalities with just some minor
discrepancies.
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Figure 11: Preferred bottle price according to purchasing context
Source: Own market research, 2016, n;;=636, ny=356

The age of consumers had a significant effect in respect to preferred price category
as expected given the fact that older consumers could potentially possess higher dis-
posable income and thus could afford more expensive wines. The results of contin-
gency analysis indicated moderate, respectively weak relationship for both markets.
Concretely a Cramer’s V value of 0.3 for Slovakia and 0.13 for the Czech Republic.
The most preferred category for participants belonging within the 18-24 age group
fell within price range of 71-150 CZK taking into account both Czech Republic (69%)
and Slovakia (67%). Whilst there was a significant difference in respect to partici-
pants aged 25-36. Consumers from Czech Republic (60%) mostly bought bottles
priced from 71-150 CZK, hence equally as their younger counterparts. Contrastingly,
consumers from Slovakia (46%) falling to the same age category usually purchased
wines from higher medium price category (151-400 CZK).

Capturing relationship between wine consumption and average price cate-
gory was supposed to enable this research to go more deeply into understanding of
influential elements in terms of purchasing behaviour. It was however observed that
there is not any statistical association between them in none of the markets.

The moderating effect of gender on the average amount spend on a bottle of
wine has also been studied. Analysis of contingency tables found statistically signif-
icant relationship for both markets.

On the other hand, statistical inference in respect to wine purchased as a gift
was not that unambiguous. At least considering Czech market, no relationship was
found between gender and the average amount spend for a bottle of wine. Whereas
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a Cramer’s V for Slovakia revealed moderate relationship between examined varia-
bles. An examination of the contingency table revealed possible inclination of males
towards higher price category which is in fact in correspondence to results for wines
intended for own consumption.

Further findings suggest that disposable income strongly influences an aver-
age amount spend on a bottle of wine, though this result do not seem to be surpris-
ing. As addressed above, overwhelming majority of consumers tend to purchase
wine which belong to 71-150 CZK price category. However an analysis of contin-
gency table revealed that from a particular income level are consumers willing to
purchase bottles from medium higher price category. As disposable income reaches
20 001 CZK, most respondents would spend between 151 and 400 CZK for a bottle
of wine. However this applies merely for Slovakia as Czech consumers will not pur-
chase wines from this price range until their income reaches 35 000 CZK. In connec-
tion with the relevance of income as significant factor influencing the purchase of
wine in terms of its price category, it was also examined whether there is any rela-
tionship with the frequency of consumption. The statistical calculations of respec-
tive variables indicated a relationship for both Czech Republic and Slovakia as
Cramer’s V test showed value of 0.14 and 0.21 respectively.

5.3.2 Place of consumption

In respect to contemporary trends of wine consumption, this study sought to cap-
ture preferred location for wine consumption among members of Millennial gener-
ation. Data retrieved from the questionnaire suggest that on-trade in Slovakia re-
tains roughly 27% whereas in the Czech Republic, consumption of Millennials either
in restaurants, wine bars, pubs or cellars stands for approximately 26%. Though, it
seems that differences among respective markets are rather mediocre. Current
trends in terms of preferred place of consumption are in detail depicted in following
figure number 12.
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Figure 12: Preferred place of consumption in CZ and SK
Source: Own market research, 2016, n,;=636, nx«=356
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5.3.3 Motivations to drink wine

Among other things, this study also sought to provide insight into individual moti-
vations which influence young consumers in the wine market. Overall, findings from
both the Czech Republic and Slovakia indicated similar patterns in respect to moti-
vations of respondents. In the same order, participants of the questionnaire in both
markets identified , I like the taste“ as the uppermost important motivation to drink
wine followed by ,facilitating social communication” and ,,symbol of a lifestyle” rea-
sons as seen in the following figure number 13. Moreover, perceptions of all focus
group participants on wine health benefits were clearly positive, though their atti-
tude towards this element seems to be rather influenced by subjective norms as
clearly identified by one of the respondents: “I think without no doubts, it is. [whether
drinking wine is beneficial for health] I read about it all the time in news”. (Denisa K.)
Nonetheless none of the participants would consider health benefit as a crucial mo-
tive as was confirmed by results from the questionnaire.

It is my hobby -
Wine is a symbol of lifestyle -
Health reasons ‘
Other I
—

Facilitating social communication

0% 10% 20% 30% 40% 50% 60% 70%

M Czech Republic  m Slovakia

Figure 13: Motivational factors to drink wine in CZ and SK
Source: Own market research, 2016, n,;=636, n=356

5.3.4 Occasion to drink wine

In terms of occasions to drink wine, the results show that respondents from both
examined markets are more or less consistent in their preferences. Consumption
occasions ranged from purely formal such as business related to less formal as cas-
ual drink with friends. The most preferred one amongst Millennials seem to be cas-
ual drink with friends closely followed by special occasions and casual drink with
family as seen in the figure number 14. Respondents had the option to type in other
relevant occasions in which they consume wine and the fact that they took the time
to manually type them into the survey, however, suggest that they are seen as dis-
tinct, alternatively separate occasions. All in all, 50 additional occasions were stated
in the questionnaire. Though in order to decide about their relevance, it was decided
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that the occasion must be mentioned at least 5 times. The additional occasion theme
that was identified most frequently concerned wine tasting (18) and the second one
being to relax (13). Other occasions did not seem to be relevant in respect to a total
quantity in which they were mentioned. Aforementioned findings highlights the fact
that Millennial generation view wine as a beverage suitable for number of social oc-
casions, not just for special ones. In respect to moderating effect of gender on indi-
vidual consumption occasion, this study suggest that statistically significant differ-
ence exist in two, respectively one of them. Casual drink with friends (phi=0.17) to-
gether with special occasion (phi=0.19) were found to be statistically significant for
the Czech Republic. Whereas results from Slovakia indicated merely casual drink
with friends (phi=0.2) to be of any statistical significance. Examination of contin-
gency tables revealed that women were noticeably more likely to drink wine during
aforementioned situations. This might imply that men are subsisting wine with
other alcoholic beverages as beer, alternatively spirits.
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Figure 14: Occasions to drink wine in CZ and SK
Source: Own market research, 2016, n.;=636, n=356

5.3.5 Place of purchase

This study examined the product place of purchase in order to understand con-
sumer preferences in respect to various demographic criteria. It is interesting to ob-
serve that this research revealed high disparateness across different points of sale
using even nationality as a segmentation variable. Taking into consideration Czech
Republic, specialized stores were identified as the most preferred place of purchase
which is in strong contrast to Slovakia where consumers identified supermarket and
hypermarkets as the most preferred purchase channel. In the matter of fact merely
these two points of sale differ in terms of its order of preference. As it considers
either wine cellars, grocery stores, online and other (own production, gift) points of
sale, their relative popularity amongst both nationalities in terms of their ranking is
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somehow consistent. Preferential places of purchase for both countries are shown
in the figure number 15.
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Figure 15: Preferential places of purchase in CZ and SK
Source: Own market research, 2016, n,;=636, n=356

In the first instance, differences were found in terms of gender of consumers at least
in respect to preferential place of purchase. Even though statistically significant, re-
lationship between respective variables considering Czech consumers is rather
weak (Cramer’s V= 0.15). However, the opposite is true for Slovakia as value of
Cramer’s V indicated a moderate relationship (Cramer’s V= 0.27). All in all, it is ap-
parent that males tend to utilize specialized stores more frequently than women do.
Nevertheless, contradictory results with respect to nationality apply particularly for
wine cellars. In the case of Slovakia, they are preferred by men rather ten women
as so characteristic for Czech market. Moreover, this study sought to explain
whether exists any sort of relationship between the place of purchase and average
price of wine. Generally, results revealed that utilization of supermarkets and hy-
permarkets as points of sales declines for higher prices wines. An inverse relation-
ship is typical for wine cellars, i.e. the frequency of purchases increases for higher
prices wines. However, it was not possible to make unambiguous conclusion in re-
spect to specialized stores (wine bars, wine stores) as they offer variety of differ-
ently priced wine. Though, this ambiguity is exacerbated by the fact that specialized
stores could offer cask wine, which might be sold for lower prices. Unfortunately, it
was also not possible to make conclusions about grocery stores, alternatively e-
shops due to insufficient quantity of data.

Furthermore, analysis of contingency tables identified relationship in respect
to age of consumers and preferred place of purchase. For instance, consumers who
belong to the older (25-36 years) category were more likely to purchase wine in
wine cellars. Moreover preference of supermarkets, hypermarkets and grocery
stores declined over the age. Considering the Czech Republic, consumers from both
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age categories put preference on specialized stores in an equal measure. Con-
trastingly, specialized stores were in the case of Slovakia preferred by consumers
who belong to the 25-36 years age category.

Finally, this study suggests that there is no clear relationship between the
place of purchase and size of the municipality an individual consumers lives in none
of examined markets. Similarly, it was disproved that there exists any sort of rela-
tionship between the purchase channel and level of consumer income as p-value for
both Czech Republic and Slovakia remained to be above the level of statistical sig-
nificance.

5.4 Influence of product attributes

Respondents of the survey were asked to indicate relative importance of various at-
tributes which influence their decision making in respect to wine purchasing. Two
different purchasing context were taken into account, first one being wine pur-
chased for own consumption and second one considered wine bought either for a
special or festive occasion or as a gift. Personal recommendation and previous ex-
perience ranked as the most influential attributes together with the type of wine in
terms of its colour. This finding however refers to general view towards given at-
tributes considering merely own consumption without reflection of additional seg-
mentation elements as consumer knowledge, involvement, gender and age groups.
These segmentation variables as described further significantly alter general re-
sults. Following figures number 16 and 17 depicts relative importance of examined
attributes for both markets and both purchasing contexts.
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Figure 16: Importance of product attributes in the Czech Republic
Source: Own market research, 2016, n=636
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Figure 17: Importance of product attributes in Slovakia
Source: Own market research, 2016, n=356

54.1 Extrinsic attributes

5.4.1.1 Bottle and label design

The two main elements relevant to a wine packaging consist of bottle shape and la-
bel design as addressed in literature review. It appears that there is unified view
towards respective attribute among Millennial generation, even though that several
segmentation characteristics as gender, product knowledge, age group and product
involvement were used. Front label of a wine bottle is viewed as a first line of com-
munication and appealing ones seem to have connotations with expected product
quality: “Well, a lot of my friends are passionate about wine, unfortunately I don’t
share their level of enthusiasm, so when I am about to have dinner with them, I want
to impress everyone with some higher quality piece of wine. So I would take the most
appealing one within a higher price range”. (Kristyna T.) Another participant of the
discussion commented: “...though one of the first things I'd go for is the nicest bottle |
see, then I look at the back label and check whether it is semi-dry and if not, I will pick
another one”. (Denisa K.) It is evident that bottle packaging might be a great eye
catcher, however, different attributes have the final say in decision making.

As it comes to mediating effect of age groups within the generational cohort,
it seems that the bottle packaging and label design are perceived to have the same
importance, thus verifying consistent view towards this attribute. This considered
both examined markets as corresponding p-values were above the level of statistical
significance (p-valuecz=0.09, p-valuesk=0.37). Moreover, this study also sought to de-
termine whether there is any sort of relationship between gender of respondents
and their perception of visual appearance of wine bottles. However, in neither of the
cases was the relationship found to be of statistical significance (p-valuec:=0.29, p-
valuesk=0.32). As addressed above, neither product knowledge (p-valuecz=0.13, p-
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valuesk=0.15) nor involvement (p-valuec;=0.27, p-valuesk=0.1) were found to have
association with examined wine attribute.

It seems that the physical appearance of a bottle varies in respect to whether
the wine is purchased for own consumption or intended for a special occasion. As
one of the focus group respondents mentioned: “It is just, when I am going to attend
someone’s birthday party, I won't pick a wine I find physically hideous.” (Rostislav B.)
This view is confirmed by results of the questionnaire as the average value consid-
ering the relative importance of visual appearance scored 4.38 in respect to own
consumption and 6.49 considering festive occasion in the Czech Republic. As for Slo-
vakia, the overall results were almost identical, specifically 4.55 for own consump-
tion and 6.46 for special occasions. Overall, this attribute have rather modest influ-
ence in terms of purchasing decision.

5.4.1.2 Brand

Findings of this paper identify this attribute to be rather supportive in consumer’s
decision making. Considering purchase of a bottle for own consumption, brand was
ranked as the 7th most important attribute in the Czech Republic and 5t in case of
Slovakia. Nevertheless, at least in the case of the Czech Republic, product brand was
seen as more influential when respondents purchased wine for a festive occasion,
alternatively as a gift. Interestingly, respondents from Slovakia addressed brand to
be less influential.

In respect to gender of participants, relative frequencies retrieved from the
contingency table suggest that women in the Czech Republic place greater emphasis
on specific wine brands then men (p-value=0.02, Cramer’s V=0.13) However, re-
sults for Slovakia signified no relationship between the two variables (p-value=0.1).
Moreover, no relationship between age groups and the importance of wine brands
was found within the Millennial generational cohort (p-valuec=0.24, p-val-
uesk=0.55). The importance individual respondents ascribed to this attributed
largely varied in terms of level of consumer’s product knowledge. The higher is self-
ascribed wine knowledge, the higher is then importance of brand in decision mak-
ing. This findings applies for both the Czech Republic and Slovakia (Cramer’s
Vz=0.15, Cramer’s Vsk=0.22). Not surprisingly, the same relation was observed be-
tween the level of product involvement and wine brand (Cramer’s V=0.19,
Cramer’s Vsk=0.19).

5.4.1.3 Wine awards and medals

Considering the bottle of wine purchased for own consumption, the relative im-
portance of wine awards and medals was in both countries well below average com-
pared to other attributes. To be specific, 3.91 for the Czech Republic and 4.00 for
Slovakia, hence ranked on the 11th, respectively on the 10th place. Even if we take
into account purchase for a festive occasion, results do not noticeably differ. An in-
teresting insight into the perception of wine awards was submitted by the focus
group attendant Pavel V.: “...maybe one might be attracted by these medals, though
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it seems to me that winemakers can just put whatever they want and no one would
know how relevant they are.” Another respondent commented on this topic that
“awards are kind of misleading as there is so many of them”. (Lukas$ H.) Hence this
might be also a reason for relatively low preference of this attribute by respondents
of this study.

Though there was found consistency within the generational cohort of Mil-
lennial generation (p-valuec;=0.32, p-valuesk=0.18), a noticeable difference occurred
asserting segmentation through the level of a product knowledge and involvement.
Results from the analysis revealed moderate relationship in respect to both exam-
ined markets. As it considers product knowledge, Cramer’s V indicated a value of
0.16 for the Czech Republic and 0.19 for Slovakia. Through examination of relative
frequencies, it was apparent that consumers with higher self-ascribed knowledge
put greater emphasis on respective attribute. However, this came with no surprise
as consumers highly involved in specific product are supposed to be well aware of
specifics of individual wine attributes. Aforementioned findings apply also in the
case of product involvement as of Cramer’s V value of 0.19 for Slovakia and 0.5 for
the latter indicate a weak, respectively moderate relationship. The academic litera-
ture suggest that women rely more on medals and awards compared to men, hence
it was appropriate to address this relationship also in this thesis. However, no rela-
tionship was found in neither of examined markets (p-valuecz=0.5, p-valuesk=0.3),

5.4.1.4 Personal recommendation

In both the Czech Republic and Slovakia was this attribute ranked on the 3d place
in terms of its importance. Although the average importance for Czech respondents
is noticeably higher. To be specific 6.54 compared to 5.89 in the case of Slovakia. It
seems that this particular attribute is even more important in situations when it is
being purchased for a festive occasion or as a gift. This study also sought to deter-
mine influence of demographic characteristic in respect to personal recommenda-
tion. However neither gender (p-valuec.=0.23, p-valuesk=0.2) nor age of respondents
(p-valuecz=0.26, p-valuesk=0.47) were found to be statistically significant. Further
results from the contingency analysis suggest that there is also not any sort of rela-
tionship between the wine knowledge and importance of personal recommendation
in individual’s decision making (p-valuecz=0.6, p-valuesk=0.6). Likewise, product in-
volvement was not an exception (p-valuecz=0.2, p-valuesk=0.2).

5.4.1.5 Price

Among the focus group participants, nearly all of them mentioned price as one of the
criterions which are highly relevant during the wine purchasing process. Neverthe-
less, a valuable insight was presented: “...I would consider it [price], but still, | would
firstly search for what I have tasted before and just grab it.” (Pavel V.) Particularly
this comment captures the general view of questionnaire respondents towards the
importance of individual wine attributes as price was ranked third, respectively
fourth just after type of wine, variety and past experience. The average value in the
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Czech Republic was 5.65, whilst in Slovakia 5.82. Furthermore, a minor difference
was observed between examined purchase intentions. Findings from both countries
suggest that consumers are more concerned with price in the context when they
purchase wine merely for own consumption. Moreover, this study inter alia address
the mediating effect of age groups in respect to price attribute. It was found that
there are statistical differences even in examined generational cohort in both the
Czech Republic and Slovakia as Cramer’s V indicated value of 0.15 respectively 0.18.
Even though that higher price is to a certain extent perceived as an assurance of
quality, it was also seen as a significant detractor to purchase the wine especially for
attendees of the focus group who were still enrolled in their studies. Despite the fact
that participants were keen to try higher quality wine, they were reluctant to do so
unless they would share the risk to purchase relatively expensive wine with their
friends.

In terms of gender, no relationship was found to be statistically significant nei-
ther in the Czech Republic (p-value=0.1), nor Slovakia (p-value=0.13). The same
might be concluded for a product knowledge, though just for Slovakia (p-
value=0.19) as p-value for the Czech Republic was found to be below the level of
statistical significance (p=0.03) and Cramer’s V indicated a value of 0.12. The last
criterion, product involvement did not indicate any relationship between the two
variables (p-valuec;=0.23, p-valuesk=0.95).

5.4.1.6 Bio-quality

Bio-quality of wine is an attribute which was seen as rather irrelevant in consumer’s
decision making. This finding applies for both purchasing contexts and both mar-
kets. Especially in the case of Slovakia and purchase for a festive occasion was seen
as the least preferred attribute in respect to buyer’s decision with an average of 3.46.
More profoundly, the average for a bio-quality attribute scored 2.95 and 3.17 in the
Czech Republic and 3.34 in Slovakia. As it comes to either gender, age or self-as-
cribed wine knowledge, none of them was found to have mediating effect in respect
to examined attribute. The only exception was product involvement as Cramer’s V
indicated a value of 0.11 for the Czech Republic and 0.23 for Slovakia (p-valuec:
<0.05, p-valuesk <0.05).

5.4.1.7 Geographical origin

It seems that respondents of this research base their purchasing decision on differ-
ent factors than on geographical origin of wine, hence it plays rather a secondary
role in their decision making process. The average value of this extrinsic attribute
does not even significantly differ in respect to either purchase for own consumption
or for a festive occasion, alternatively as a gift. Neither the difference between mar-
kets seem to be substantial, though Czech consumers put slightly bigger emphasis
on the place of origin. The average score for own consumption corresponded to a
value of 5.14 in the Czech Republic and of 4.52 in Slovakia. The importance of this
attribute in respect to a special occasion scored 5.38 and 4.69 for the latter. Based
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on the literature review, participants of the focus group were guided to discuss their
attitudes towards geographical origin of wine. One of the attendees indicated that
he would prefer French wine solely on basis of his perception of France as an unam-
biguous producer of high quality wines: “If  want to impress someone, [ am certain |
won 't make a mistake if I choose French wine. I think is like a common knowledge that
French regions produce quality wines, right?” (Pavel V.) During the interview was
also revealed that personal experience with wine producing region is likely to have
strong implication in future consumption patterns: “I would always choose South Mo-
ravian wine instead of a local one [Slovak] as I have so many great memories visiting
cellars and wine fairs during my studies in Brno." (Simona V.)

As this study has revealed, the majority of consumers would prefer locally
produced wines rather than imported ones. This findings applies for both examined
markets, though several differences were found in respect to preference of exported
wines as seen in the following figures number 18 and 19.
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Figure 18: Preferred country of origin in the Czech Republic
Source: Own market research, 2016, =636
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Figure 19: Preferred country of origin in Slovakia
Source: Own market research, 2016, =356

In terms of the relationship between geographical origin and age groups, it was revealed
that older consumers put greater emphasis on this attribute in both countries. Cramer’s V
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for the Czech Republic indicated a value of 0.13 and 0.24 Slovakia. On the other hand,
gender of respondents did not have any mediating effect in respect to the level of im-
portance ascribed to the geographical origin (p-valuec;=0.2, p-valuesk=0.09). Product
knowledge was found to have moderate effect in both the Czech Republic (Cramer’s
V=0.2) and Slovakia (Cramer’s V=0.27) with highly knowledgeable consumers giving
greater importance on respective attribute. The same, though with lower strength, applies
in terms of product involvement (Cramer’s V;=0.18, p-values=0.2).

Moreover, figures above clearly illustrates similar stand towards new wine
producing regions. An interesting observation is to what extent consumers from Slo-
vakia prefer wine imported from the Czech Republic. In terms of overall ranking,
Czech Republic came out as the third most favoured wine producing country. Con-
trastingly, wines from Slovakia ranked on the 7th place for Czech consumers. Fur-
ther results suggest that young generation of wine consumers in Slovakia give pref-
erence also to European wine producing regions. Though particularly Hungary
seems to be largely popular importer compared to preferences of Czech consumers.
Despite the fact that there was a much higher number of countries addressed by
respondents, it was decided that those which did not exceed 1% level in terms of
how many times they were mentioned, they will be summed together. This con-
cerned for instance Moldavia, Austria, Greece, Macedonia, Georgia and others.

5.4.1.8 Advertisement

Advertisement was overall seen as the least important attribute considering both
purchasing contexts. To be more profound, the average value in the Czech Republic
was 2.53, respectively 3.09 in respect to purchase for a festive occasion, prospec-
tively as a gift. Result for Slovakia are nearly analogous, as purchase of a bottle of
wine for own consumption scored 2.88 and 3.55 for the latter. Aforementioned re-
sults imply that this wine attribute is presumably more important taking into ac-
count special occasions. The contingency analysis indicated that none of the varia-
bles was statistically significant as all of the p-values were well above the signifi-
cance level

5.4.2 Intrinsic attributes

5.4.2.1 Previous experience

The attribute overall indicated as a fundamental one for the decision making in the
wine market was unambiguously previous experience. The average value of this in-
trinsic attribute does not even significantly differ in terms of examined countries,
though it seems to be more important for respondents from the Czech Republic
(7.64) than from Slovakia (7.25). Findings of this paper suggest that consumers from
both markets ascribe lesser importance to this particular attribute in the context
when the bottle of wine is being purchased for a special occasion, alternatively as a
gift. To be specific 7.37 in the case of the Czech Republic and 7.06 in Slovakia. Alt-
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hough this paper sought to find relationship between respective attribute and pre-
viously examined variables through contingency analysis, none of them was found
to be of any statistical significance.

5.4.2.2 Vintage

As it concerns the purchase of wine for own consumption, this attribute was found
to be the fourth, respectively the third least important of all. This overall ranking,
however, noticeably changes when the bottle of wine is being purchased for a spe-
cial occasion or as a gift. This is especially true for Slovakia as it moved from the 11th
place to the 7th place. On the other hand, the difference is not that significant in the
case of the Czech Republic as it moved also from 11t place to merely 9t place. The
influence of gender seemed to have mediating effect only in the case of Slovakia
(Cramer’s V=0.24, p<0.00). The second demographic variable, age group was found
to be of statistical significance in both the Czech Republic (Cramer’s V=0.14) and
Slovakia (Cramer’s V=0.17). Relative frequencies for both countries indicate, that
older consumers put greater emphasis on vintage as intrinsic wine attribute. Fur-
thermore, a moderate relationship was found between the product knowledge and
examined attribute. Throughout the examination of contingency tables, it was ob-
served that consumer with higher product knowledge seem to give higher im-
portance to this attribute (Cramer’s Vc;=0.2, Cramer’s Vsk=0.23).

5.4.2.3 Variety

An interesting observation was found in the case of wine variety as it is one of the
highest ranked attributes in the Czech Republic, whilst in Slovakia its seems to play
rather secondary role in respect to consumer’s decision making. To be specific, the
average value in the Czech Republic scored 5.76 compared to 4.75 in Slovakia. More-
over, taking into consideration festive occasions, these values were 5.85, respec-
tively 4.74 in Slovakia. Therefore, it is evident that respondents ascribe to this at-
tribute more or less the same importance in both purchasing contexts. As it comes
to demographic variables, merely age was found to have significant mediating effect
in respect to the importance ascribed to variety. The Cramer’s V value of 0.14 for the
Czech Republic and 0.28 for Slovakia indicates a low and modest relationship be-
tween respective variables. Through the examination of relative frequencies, it
seems that consumers aged 25-36 place greater emphasis on this particular attrib-
ute. Last but not least, both the self-ascribed wine knowledge (Cramer’s V.=0.2,
Cramer’s Vsk=0.36) and product involvement (Cramer’s Vcz=0.2, Cramer’s Vsk=0.28)
were found to have statistically significant mediating effect on variety of wine. More-
over, relative frequencies observed in relevant contingency tables suggest that con-
sumers with either higher wine knowledge or product involvement see variety to be
decisive attribute in their purchasing process.
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5.4.2.4 Type of wine

Except the previous experience, type of wine in terms of its colour was considered
to be a crucial attribute influencing consumer’s decision making in the wine market.
This finding applies for both examined markets. The average value in terms of wine
intended for own consumption scored 7.25 in the Czech Republic and 7.02 in Slo-
vakia. It appears that the relative importance ascribed by the survey participants
decrease in context of wine being purchased for special occasions. It concerns both
the Czech Republic and Slovakia as the average value decreased to 6.73, respectively
6.38. As it regards the association with age, gender, product knowledge, alterna-
tively product involvement, no significant relationship was found with any of them.

5.4.2.5 Matching food

The last attribute concerned the degree of importance respondents ascribe to pos-
sibility of wine to be paired with certain food. Overall, this attribute was not per-
ceived to have strong impact in decision making in neither of examined markets.
The average value in terms to own consumption corresponded to 4.56 in the Czech
Republic and of 4.68 in Slovakia. The importance of this attribute considering special
occasion scored 5.38 and 4.69 for the latter. As it regards the relationship between
respective attribute and age groups, Cramer’s V indicated a value of 0.13 for the
Czech Republic and 0.2 for Slovakia, hence statistically significant. Moreover, no sta-
tistical association was found between food pairing and age intervals (p-valuec:=0.6,
p-valuesk=0.06). The same applies for the product knowledge (p-valuecz=0.35, p-val-
uesk=0.28), though product involvement was shown to have weak and moderate re-
lationship with examined attribute (Cramer’s Vcz=0.14, Cramer’s Vsk=0.33). Relative
frequencies retrieved from contingency tables have suggested that the importance
of this attribute increases with higher product involvement.

5.5 Influence of product knowledge and involvement

Faced with an enormous selection of wine bottles in a store, does a product
knowledge in any manner alleviate the tension to choose the right one? To what ex-
tent influence consumer’s knowledge and involvement purchasing decision? An in-
sight into this problematic is presented in a comprehensive way in following chap-
ter. Due to the fact that product knowledge is highly individual characteristics, its
levels were assumed to differ among consumers. And indeed, findings of this thesis
proved varying levels of consumer knowledge in both examined markets.

5.5.1 Consumer knowledge

First of all, this chapter sought to capture whether there is any relationship between
subjective and objective product knowledge. Findings regarding the existence of re-
lationship between objective and subjective product knowledge were confirmed for
both markets (Cramer’s Vc;=0.35, Cramer’s Vsk =0.28). Though this paper follows
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majority of academic studies and uses subjective knowledge to determine statisti-
cally significant results with other variables.

Moderate difference was found between the level of subjective knowledge
and gender of consumers, though just in the case of Slovakia as Cramer’s V indicated
a value of 0,19 in contrast to the Czech Republic where the relationship was not
found to be of any statistical significance. Nevertheless, this study has found that
males from Slovakia ascribe themselves greater wine knowledge than females,
which inter alia coincides with the research by Forbes, Cohen, Dean (2008) and Li
etal. (2010).

An interesting observation was found within examined generational cohort
in respect to the age groups of consumers. However the age effect prevailed merely
in the case of Slovakia. In contrast with that, Czech consumers seem to be more con-
sistent in their self-ascribed level of knowledge. Although, once again, there was
found a significant difference among Millennials in terms of their age.

Testing of primary data has further revealed significantly positive effect of
subjective knowledge on the average price of wine bottles being purchased by con-
sumers. Throughout the examination of contingency tables was revealed that con-
sumer with higher product knowledge usually purchase higher priced wines. Re-
sults from contingency tables indicated moderate strength of Cramer’s V coefficient
for both Czech Republic (0.15) and Slovakia (0.25). One of the focus group partici-
pants sketched an image about insecurity in respect to his wine knowledge: “...no,
I'm not sure if  would buy it [wine priced over 150 CZK]. I am not confident that I can
recognize and even appreciate high quality wine” (Lukas H.) It is apparent that the
choice of wine is connected with a great level of insecurity, which seems to be mostly
true for the youngest group of wine consumers as there were some differences even
within researched generational cohort, although merely for Slovakia. As already out-
lined above, consumers who experience uncertainty in their purchasing decision
seek to reduce it either by considering higher priced wines or pleasing visual ap-
pearance of the bottle. Though there are several more risk-reducing strategies
which might be taken into account by consumers experiencing anxiety in choosing
wine, e.g. information seeking and word-of-mouth.

This paper has also sought to identify how product knowledge moderate fre-
quency of wine consumption. A Cramer’s V comparing respective variables was sig-
nificant for both the Czech Republic (0.27, p=0.00) and Slovakia (0.37, p=0.00). In
other words, subjective knowledge of individual consumers strongly moderated fre-
quency of product consumption. Contingency tables illustrated that consumers with
higher self-ascribed knowledge drank wine more often that those with relatively
low subjective knowledge.

In terms of the moderating effect of consumer knowledge on the preferential
place of purchase, a significant relationship was found in both markets. With con-
sumers having greater self-ascribed product knowledge, the utilization of both cel-
lars and specialized stores (wine stores, wine bars) seem to be increasing.
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5.5.2 Consumer involvement

Consumer involvement is another element of interest in regards to wine consump-
tion behaviour examined in this study. Similarly to subjective knowledge, product
involvement was found to noticeably vary among individual wine consumers. Inter-
estingly, statistically relationship was found between consumer’s level of subjective
knowledge and their level of involvement for both Czech Republic (Cramer’s V=
0.55, p<0.05) and Slovakia (Cramer’s V=0.67, p<0.05). In the same manner as in the
case of product knowledge was analysed whether there is any statistically signifi-
cant relationship between the level of involvement and gender of consumers. This
study, however, did not confirm any relationship between aforementioned variables
for neither Czech Republic (p=0.07) or Slovakia (p=0.07). To conceptualize involve-
ment in a comprehensive manner, a moderating effect of age was also tested. Fur-
ther analysis of contingency tables revealed that, interestingly, there is a significant
and positive relationship between the level of product involvement and age of wine
drinkers even within Millennial generation. This conclusion implies for both exam-
ined markets as Cramer’s V for Czech Republic indicated value of 0.2 (p=0.00) and
of 0.39 for Slovakia (p=0.00) which indicated even stronger effect. It is rather not
surprising that level of involvement is a significant mediator of wine consumption
frequency. More specifically, this study confirmed that those consumers who are
highly involved with wine reported higher consumption frequency. Results from
contingency table showed Cramer’s V value of 0.33 for the Czech Republic (p=0.00)
and of 0.39 for Slovakia (p=0.00) hence indicating moderate relationship between
these variables.

This study also considered how product involvement moderate consumer av-
erage amount of money being spend on a bottle of wine. It was assumed that highly
involved consumers would prefer wine bottles within the higher price range. And
indeed, results from the contingency table suggest that product involvement has a
major effect towards usual spending on a bottle of wine. An assessment of respective
contingency table revealed that 71-150 CZK price category is largely preferred by
low involvement, than by medium and lastly high involvement consumers. This is in
high contrast in respect to the higher medium price category (151-400 CZK) as it is,
though not surprisingly, preferred by highly involved consumers. Aforementioned
findings apply for both markets with variations solely in terms of percentages of in-
dividual consumers within respective price categories. Cramer’s V tests values of
0.14 (p=0.00) for Czech Republic and 0.24 (p=0.00) for Slovakia indicate rather
weak relationship between average price of wine bottle and level of product involve-
ment. This finding, once again, is consistent with the moderating effect of knowledge
on the same variable.

There was a statistical association between the level of product involvement
and preferred place of purchase. Results revealed similar behavioural patterns as in
the case of subjective knowledge. Consumers identified as highly involved in the
product category sought to primarily utilize specialized shops as wine bars together
with wine cellars. On the contrary, least involved consumers visited rather super-
markets and hypermarkets. At 0.24 (p=0.00) for Czech Republic and 0.18 (p=0.00)
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for Slovakia, the Cramer’s V tests indicated low strength of relationship between ex-
amined variables.

5.6 Regional disparities

In order to provide a coherent understanding of the problematic, selected factors
influencing purchasing behaviour of Millennial consumers were addressed in the
regional perspective. Several distinctive trends were found in terms of favoured
place of purchase as seen in the figure number 20. Particularly Zlin and South Mo-
ravian regions distinguish in relatively higher preference of either specialized
stores, alternatively wine cellars. Moreover, roughly 4% of respondents from South
Moravia commented to have own vineyards, hence producing wine by themselves.
Atleast concerning the rank of individual purchase channels, respondents from Pra-
gue seem to have similar preferences as their counterparts from Nitra and Brati-
slava regions favouring supermarkets and hypermarkets over different purchasing
options. Results from contingency tables indicated a moderate strength of relation-
ship between examined variables as value of Cramer’s V scored approximately 0.22.
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Figure 20: Regional differences in terms of preferred place of purchase
Source: Own market research, 2016, n;;=636, ny=356

Moreover, this study sought to explain whether there is any sort of relationship be-
tween the place of consumption and individual regions. However, the relationship
was not found to be of statistical significance as the p-value scored 0.11. Overall,
consumers from respective regions prefer to consume wine at home, followed by
restaurants and wine cellars.

Overall were relative frequencies ascribed to individual motivations more or
less similar across examined regions. Though smaller variations exist in the motiva-
tions “wine is a symbol of lifestyle” together with “it is my hobby”. The first one being
important especially in Bratislava region, while the latter being addressed by par-
ticipants from Prague and South Moravia regions.
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Regional preferences concerning the type of wine in terms of its colour un-
ambiguously reflect general trends in the national level. Even though that respond-
ents of the study identified white variety as the most preferred one in all the exam-
ined regions, the red variety seem to be relatively more favoured in Nitra and Brati-
slavaregion. As it regards rosé wines, they seemed to be preferred especially in both
capitals. Moreover, the value of Cramer’s V of 0.17 suggests moderate relationship
between the colour of wine and the latter. Significant differences were found in re-
spect to sugar content of wine. Semi-sweet and sweet wines were favoured in Zlin
and Nitra regions which is in strong contrast to semi-dry and dry wines which were
prioritized in Prague, South Moravia and Bratislava regions. Once again, Cramer’s V
value of 0.16 identified a moderate relationship between respective variables. Find-
ings from the analysis are graphically depicted in the figure number 21 below.
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Figure 21: Regional difference in preferred type of wine (sugar content)
Source: Own market research, 2016, n;=636, nx«=356

To further conceptualize price as one of the most important attributes, this paper
sought to address it in the regional perspective. Although the lowest price category
(up to 70 CZK) seemed to be preferred more or less consistently, considerable dif-
ferences were found in respect to lower medium price (71-150 CZK) and higher me-
dium price (151-400 CZK) category. Notable variance in terms of higher medium
priced wines preference was observed between Zlin (18%) and Bratislava (47%)
regions. Not surprisingly, the popularity of wine bottles from this price range was
typical especially for Prague and Bratislava regions.

Even though that data suggest rather consistent view on various product at-
tributes in terms of their overall rank, their values slightly differ in individual re-
gions. As seen in the following figure number 23, the largest variance concerns at-
tributes which are ranked as the most important in consumer’s decision making.
Especially experience, recommendation, variety and type of wine seem to have dif-
ferent level of importance in respect to examined regions. An interesting observa-
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tion is that consumers residing in either Bratislava or Nitra region generally as-
cribed lower importance to attributes in this study than their counterparts from the
Czech Republic.
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Figure 22: Regional disparities in attributes importance
Source: Own market research, 2016, n,;=636, nsx=356

The last element addressed in this chapter concerns the preferential country of
origin. It is apparent that particularly respondents currently living in Zlin region
were rather cautious in terms of the diversity of wine origin. In contrast with, inter-
viewees residing in either Prague or Bratislava regions were open to varieties from
distinct regions. Further observations are depicted in the following table number 2.

Prague Zlin South Moravia Nitra Bratislava
Rank |Country |[%]|Country |[%]|Country |[%] |Country |[%]|Country |[%]
1 Ccz 32 |CZ 45 | CZ 42 |SK 40 | SK 36
2 FR 19 |FR 19 | FR 18 |FR 13 |FR 16
3 IT 14 |IT 14 |IT 10 |(CZ 11 |CZ 13
4 ES 8 |ES 11 |CL 6 |IT 11 |IT 11
5 AU 7 | SK 3 |ES 6 |HU 8 |ES 5
6 CL 5 |CL 3 |AU 5 |ES 6 |CL 5
7 Other 15 | Other 5 | Other 13 | Other 11 | Other 14

Table 2: Preferential country of origin in regional context
Source: Own market research, 2016, n;=636, Nk=356
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5.7 Recommendations

This paper has presented several interesting insights into purchasing patterns of
young consumers. Findings of this study provide valuable information to wine pro-
ducers, distributors and marketers which could be possibly implemented to their
marketing communication strategy. With regards to the research results, Millennial
generation represents an attractive market segment with strong potential for future
development. Though, itis important for companies to capture the market share and
build brands awareness now as the wine market is becoming more and more com-
petitive.

Similarly, they should be familiar with preferences, attitudes and behaviour
of this generational cohort in order to adequately develop successful communica-
tion. The managerial recommendations in this chapter reflect the most relevant
findings which might be utilized to market respective group in the most efficient
way.

5.7.1 Product

Having an enormous selection of different brands and varieties in shelfs presents a
particular challenge for wine marketers to differentiate their product and capture
possible consumers. In order to have appealing product, it is important to assume
constructive approach and utilize multiple elements as addressed in this study. To
start with the notion that the bottle of wine would match preference of various seg-
ments is misleading. Positioning of the product has to reflect the needs of targeted
group. One of the key suggestions in respect to product development would be to
focus on attributes which are relevant in decision making of Millennials.

In respect to type of wine, rosé variety is overall booming segment in both
markets, especially in Slovakia. Hence, there is an opportunity for producers to shift
their efforts towards production of these wines. This trend is reinforced with enor-
mous popularity by female consumers which in the case of the Czech Republic al-
most the same as for red variety. Moreover, distributors should be cautious in terms
white and red wines offered in either the Czech Republic or Slovakia. Even though
the white variety seems to be favoured in both markets, distributors and producers
in Slovakia should make an effort to offer high variety of red wines. In connection
with, there is an opportunity for Czech producers to exploit aforementioned findings
as the popularity of wines from this region in Slovakia is quite high.

Furthermore, taking into account geographical origin, Millennial generation
was found to be increasingly opened to wines coming from new wine producing re-
gions, i.e. Chile, Australia, South Africa and others. This recommendations, how-ever
applies merely for wine distributors, alternatively store managers and marketers.
Last but not least, findings revealed that females have strong preference towards
sweet wines, hence promotion of this wine type should reflect it. Nevertheless, sug-
gestions for promotional activities will be outlined in separate chapter.
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5.7.2 Price

This study has shown that young generation of wine consumers does not view price
as a decisive product attribute in the decision making. Nevertheless several implica-
tions for practical use might be drawn based on the findings of this paper. First and
foremost, it is advised to differentiate price models for certain brand in order to cap-
ture consumer groups with various preferences. In addition, wine marketed for a
special occasion might be categorized within higher price ranges as this attribute
plays rather a secondary role in this case.

Moreover, it is apparent that consumers particularly from Slovakia earning
higher than average income are willing to purchase wines falling to higher medium
price category. Therefore, distributors, respectively producers might utilize this and
modify the price range, which in turn increases product image and perceived qual-
ity. Otherwise, there is a potential risk that under-priced wines might create an im-
pression of poor quality. In connection with that, primarily owners of specialized
shops might utilize price promotions targeting students to alleviate the risk con-
nected with purchase of relatively higher priced wines and as such increase their
loyalty.

Lastly, wine marketers should bear in mind that highly involved and knowl-
edgeable consumers usually purchase higher priced wines, hence it is in their inter-
est to foster both through various promotion activities as presented in the last sub-
chapter.

5.7.3 Place

Behavioural patterns of Millennial generation have to be grasped distinctively rela-
tive to their older counterparts. Findings of this paper should be a cue for wine pro-
ducers and marketers to use different marketing measures or enhance existing ones
to tackle specifics of this generation. It was observed that today’s young generation
is more likely to drink wine in public consumption situation in a more frequent man-
ner than general population. Restaurants, wine bars, pubs, alternatively cellars hold
a great popularity which has direct connotations for marketing strategies.

In more detail, provisions of regular on-site tastings at least regarding wine
bars and cellars might be a feasible way how to enhance consumer loyalty and po-
tentially increase wine sales. The foundation of this recommendation lies in the fact,
that consumers in both markets identifies previous experience with certain wine as
the most important product attribute. In connection with that, on premise wine tast-
ings might improve consumer knowledge and, as observed from the analysis, sub-
sequently increase consumption frequency.

Additionally, an important consideration for wine marketers would be assure
an educated staff in restaurants and wine bars as consumers especially with higher
knowledge and involvement might expect profound insight into all sorts of wine re-
lated aspects. In addition a great variety of wines on place is desirable as taking into
account demographical context, gender and age are major determinants in the prod-
uct selection. Lastly, wine cellars were rather popular by older consumers. However,
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owners might consider to start attracting even younger consumers to build brand
loyalty in due time. Respective recommendations are particularly useful for applica-
tion in the Czech market due to high preference of specialized stores and wine cel-
lars. As it comes to all purchase channels, it is advisable to clearly order assortment
in terms of origin and price category as Millennials are keen to taste wines from New
World wine countries.

5.7.4 Promotion

Fundamental consideration for wine marketers is how to boost the frequency with
which Millennials purchase and drink wine. Following the results of this study, sev-
eral recommendations in terms of promotional activities are proposed.

As it was already outlined in the previous subchapter, individual’s level of
involvement and knowledge have direct connotation for the consumption fre-
quency. Therefore, focus should be placed on how to increase consumer involve-
ment and knowledge. Apart from instore wine tastings, diverse educational pro-
grammes targeting less experienced wine drinkers might be offered. In addition, re-
spective courses could be enhanced with content aimed to food-wine pairing, wine
serving tips et cetera. Further promotional initiatives might include various wine
fairs and events, alternatively seasonal activities presumably aimed to promote cer-
tain wine varieties. Aforementioned suggestions might not merely foster consumer
wine involvement in general, but also bolster associations with particular brands.

Moreover, attributes most important in shaping the consumer decision
should be the key components in the communication. Hence, taking into account
product packaging, primarily variety, brand and country of origin should be aptly
visualized, which might be supported by other elements as medals, vintage and pos-
sibly bio-quality. Eye-catching bottle and label design undoubtedly function as a
great first line of communication, though marketers should focus on promotion of
attributes mentioned above.

Wine producers are further advised to focus on promotional activities con-
nected with certain consumption occasions. This study has shown that Millennials
view wine as a beverage suitable for number of social occasions, not just a special
ones. To be specific, to develop and enhance a brand image, marketers should em-
phasise sociable factor of wine, i.e. focus on such a promotion that incorporates the
image of the most preferred usage situations as casual drink with friends, special
occasions and casual drink with family. This suggestion is particularly highlighted
by the fact that crucial motivation of young wine consumers was to facilitate social
communication and perception of wine as a symbol of a life-style.
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6 Discussion & Conclusion

This thesis has provided a comprehensive view into the purchasing behaviour of
Millennial wine consumers together with deep understanding of factors that might
have an influence on them. Even though that the problematic of consumer behaviour
in the wine market is widely present in the academic literature, the vast majority of
respective studies seem to be focusing on merely partial objectives. Moreover, re-
search which might address the peculiarities of young generation in respect to their
consumption patterns in the Czech Republic and Slovakia is strongly deficient.
Therefore, this particular study sought to utilize number of research themes in order
to present a constructive insight into this specific topic.

In the first instance, the theoretical part of this paper presents a basic over-
view of consumer behaviour and consumer decision-making process. Following
chapter allows an insight to the specifics of young consumers in respect to their be-
havioural patterns mainly through summarization of the most fundamental findings
retrieved from the academic literature. Subsequently, factors affecting purchasing
behaviour were categorized into distinct subchapters containing detail assessment
of them. The last chapter encompass an overview of different peculiarities which are
characteristic for buying process in the wine market. Findings retrieved from sec-
ondary research then served as a fundamental tool to aptly guide focus group dis-
cussion and subsequently design online questionnaire.

Above all, the practical part sought to conceptualize the problematic of the
influence of various factors on Millennial generation in relation to the wine market.
However, to achieve that, this part of the paper was intentionally divided into sev-
eral adjacent chapters which are complementary to each other. Furthermore, it was
necessary to obtain and analyse sufficient number of secondary data, alternatively
utilize findings from academic papers to use adequate research methods. Firstly,
market analysis was conducted in order to capture present-day trends and future
prospect in both World and European-wide contexts. This is followed by the analysis
of the secondary data from the Czech Republic and Slovakia. In connection with that,
it has been estimated that elasticities of respective countries are almost identical.
Additionally, analysis of secondary data implied that especially Czech market is not
yet saturated, hence there is still an opportunity to penetrate the market and utilize
the consumption potential of today’s young generation.

The crucial part for elaboration of the thesis was an analysis of the question-
naire survey which was complemented with findings acquired throughout the focus
group. Aforementioned results are then compared and evaluated in conjunction
with the secondary data together with relevant academic studies in this chapter.
Furthermore, this study has provided a number of insights into the behaviour of Mil-
lennial generation in the wine market used to formulate suggestions which might be
of valuable importance to wine producers, distributors, alternatively marketing spe-
cialists as presented in the recommendations chapter.
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Lastly, this thesis was affected by number of limitations as presented hence-
forth. First of all, due to the nature part in the online survey in both examined mar-
kets, a bigger sample might provide clearer and more powerful understanding of
decision making in the wine market. In addition, the sample was biased towards re-
spondents residing merely in Prague, South Moravian and Zlin, respectively Brati-
slava and Nitra regions. Especially for the analysis of factors in the regional level
would be more convenient to acquire more responses from the questionnaire. Fur-
thermore and scope of this thesis was necessary to use non-probability sampling
technique. To be specific, the sampling frame was not known and neither the sample
was chosen randomly. Even though that relatively large number of respondents
took, the demographic composition of the survey participants did not fully reflect
either national or required characteristics for the own study in none the Czech Re-
public or Slovakia.

Concerning the consumption frequency of wine, the majority of respondents
drink wine on occasionally basis. However, earlier study by Lockshin et al. (2007)
revealed significant and positive relationship between consumption frequency and
age groups which was in the matter of fact confirmed by findings from the primary
research. As suggested by Lader (2009), growing consumption among older partic-
ipants is likely to be influenced by higher disposable income, and second, due to the
fact, that they settled down and started to live with someone. This indicates that
wine could be seen as an “adult” alcoholic beverage which might gradually replace
other substitutes as beer or spirits. All in all, respective finding is of strong im-
portance as although is Millennial generation assumed to exhibit similar patterns of
behaviour, the influence of age factor cannot be omitted. Further analysis also sug-
gest mediating effect of gender, though merely in the case of Slovakia.

In contrast to the secondary data, participants of the questionnaire from Slo-
vakia identified white variety as more favoured instead of a red one. Nonetheless,
secondary and primary data for Czech Republic correspond to each other indicating
that Czech Millennials, though an exception within the general trends worldwide,
prefer white wine variety. (CBI, 2016) (Canadean, 2015) An interesting insight into
how much was the popularity of rosé wines booming in previous decade or so might
be provided through comparison to the study of Chladkova, Posvai and Zufan
(2004) who found that rosé was preferred by merely 0.8% of respondents com-
pared to 10%), respectively 18% in Slovakia as addressed in this paper. Though it
must be stressed that the methodology of this paper differed as primary data were
processed from participants of all age categories. In connection with that, consump-
tion of this colour variety is skewed towards 18-24 age group, however, only in the
case of the Czech Republic. Earlier study by Bruwer, Saliba and Miller (2011) exam-
ined which type of wine in terms of colour is peculiar especially for women in the
US market. Hence it was interesting to observe that results, at least for Slovakia,
were almost the same. Furthermore, females in both markets noticeably preferred
rosé and to a lesser extent white variety compared to males. Lastly, preferential col-
our variety in examined regions unambiguously reflected general trends nation-
wide.
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With regards to the price of bottles for own consumption, women were found
to purchase less expensive wines in comparison to men. These findings are in a
strong parallel with the results from a study by Atkin, Nowak and Garcia (2007) who
found that men have strong preference for expensive wines as opposed to women
who prefer medium priced wines. In general, Millennials identified medium priced
wines as preferred over other price categories. However, as it comes to wine in-
tended for a special occasion, respondents favoured rather more expensive wines.
This finding corresponds to assumption that price tends to be seen as guarantee of
the product quality, although higher price was also seen as a major detractor to pur-
chase the wine especially for participants enrolled in universities. As addressed by
Silva et al. (2013), concretely younger consumers rank price as the principal attrib-
ute influencing their decision making. This paper reaffirms results of aforemen-
tioned research and concludes that there are statistical differences even in exam-
ined generational cohort.

Whilst the secondary data for Slovakia indicated that on-trade (restaurant,
wine bar, pub, wine cellar) retains roughly 19% share as for wine sales, primary
research suggests noticeably higher share of 27%. (Canadean, 2015) Although com-
parison of respective data does not provide unambiguous conclusion, it might pro-
vide an insight into behavioural patterns of young wine consumers. It is apparent
that Millennials prefer to drink wine in public consumption situations in a more fre-
quent way that overall sample of wine buyers. Situation in the Czech Republic is
even more revealing as taking into account all wine buyers, on-trade retains merely
10% whereas consumption of Millennials either in restaurants, wine bars, pubs or
cellars stands for approximately 26%. Even though that according to CBI (2016) is
on-trade overall declining as customers prefer eating home with a bottle of wine
rather than going to a restaurant, it has to be stressed that this findings applies for
all generations of wine drinkers.

Moreover, findings obtained from the analysis of primary data suggest that
specialized stores represent a primary sale channel in the Czech Republic. Never-
theless, these results are inconsistent with research conducted by CBI (2016) which
identified supermarkets, hypermarkets and discounters as major wine market chan-
nels in the Czech Republic. On the other hand, findings for Slovakia are supported
with research by Canadean (2015). Aforementioned results were further specified
in terms of regional context which revealed significant discrepancies particularly
between wine producing regions of South Moravia, Zlin and the rest. Not surpris-
ingly, high preferences were ascribed to both wine cellars and specialized stores.

As it comes to the motivational factor of wine consumption, findings from
both markets revealed similar patterns. Concretely “I like the taste” followed by
facilitating social communication” and ,symbol of a lifestyle” were indentified as
crucial motivations to drink wine. Even considering regional context, no significant
difference was found among the survey participants. Moreover, the most preferred
occasion to drink wine among Millenials seemed to be casual drink with friends
which in turn implies high relevance of sociability element in respect to
consumption occasions.



74 Discussion & Conclusion

The relative importance of brand as an extrinsic wine attribute did not meet
the assumptions based on the literature review. Research presented by Keown &
Casey (1995) identified brand as the second most important. Similarly, Goodman,
Lockshin & Cohen (2007) suggested brand to be one of the most influential attrib-
utes. However, respective attribute was ranked as the 7th most important attribute
in the Czech Republic and 5t in case of Slovakia. Hence, we can clearly see strong
contrast with previous studies addressing the same issue. In the national context, it
was interesting to observe distinct view in terms of wine being purchased for a spe-
cial occasion as brand was seen to be relatively more influential in the Czech Repub-
lic and less influential in Slovakia. In accordance with the findings of Williams
(2001) Millennials were found to place a great emphasis on personal recommenda-
tion in both examined markets, though its average importance in the Czech Republic
was noticeably higher. As it concerns bottle and label design, one of the focus group
participants revealed its importance as a guarantee of product quality which is in-
deed in direct connection with results of the study by Chaney (2000) which implies
that most consumers will see the physical appearance of wine as clear reflection of
its expected quality. Nevertheless, even though that the eye-catching bottle packag-
ing might be a great first line of communication, different attributes were found to
be crucial in decision making. However, its importance clearly increases in the con-
text when wine is being purchase for a festive occasion. Attributes which have the
least decisive impact in consumer decision making were bio-quality and advertise-
ment. Even considering different purchasing context, their importance was consid-
erably low. Studies by Atkin, Nowak & Garcia (2007) and Thomas and Pickering
(2003) suggested that wine awards and medals are of solid importance in respect to
purchase situation, however when examining this particular attribute among the
participants of both the focus group and through subsequent outcomes of the ques-
tionnaire, the results were rather ambiguous. In the matter of fact, respective attrib-
ute was seen as one of the least important ones. To be specific, it was ranked on the
11t place in the Czech Republic, respectively on the 10t place in Slovakia. Even
though that geographical origin of wine was considered as the most important factor
in the study by Keown & Casey (1995), it seems that participants of the question-
naire base their purchasing decision on different attributes than on geographical
origin of wine. In terms of the origin of wine, it is convenient to address the discrep-
ancies of secondary data with results demonstrated by own research. For instance,
wines from France were put in the second place in terms of their purchasing fre-
quency relative to other countries of origin. However, imports were relatively low
from this particular country representing merely 6% from the total. Overall, it is ap-
parent that young Czech consumers are more opened towards non-traditional wine
producing countries. To be specific, four out of the ten mostly preferred countries
are from this category (Chile, Australia, Argentina and South Africa) which is in
strong contrast with the ten biggest wine importers where just two of the wine pro-
ducing countries belong outside the traditional wine-growing areas of Europe. (MZ,
2016) Due to insufficiency of secondary data, it is not possible to make such a com-
parison in the case of Slovakia.
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Previous experience was unambiguously found as a fundamental attribute in
the decision making of Millennial generation. Findings of this paper suggest that
aforementioned condition applies for both purchasing contexts and both examined
markets. The influence of purchasing context was however strongly apparent in the
case of vintage attribute which was noticeably more significant in the case when
wine is being purchase for a festive occasion. Moreover, an interesting finding was
observed in the case of wine variety as it was ranked as one of the most crucial at-
tributes in the Czech Republic, whilst in Slovakia it seemed to be rather supportive.
As it regards the type of wine, it outperformed all the previous attributes, though
with an exception the previous experience. In contrast with vintage, it appeared that
the significance of respective attribute noticeably decreases when the bottle of wine
is bought for a special occasion. The last intrinsic attribute concerned the possibility
of wine being paired with certain food. Overall, this attribute did not have a conclu-
sive impact in the decision making. The inspection of regional disparities in terms of
individual attributes did not reveal any unambiguous conclusion. The average val-
ues were rather consistent in all the examined regions with merely small variances
in attributes ranked as the most decisive ones.

As addressed in the practical part of the thesis, consumers with higher prod-
uct knowledge usually purchase higher prices wines. This might imply that as con-
sumers gain knowledge and hence self-confidence, they are likely to feel more com-
fortable with their choice of wine so they are willing to purchase higher quality, re-
spectively more expensive wines for own consumption. These findings support
Johnson’s and Bastian’s (2007) study which identified correlation between highly
knowledgeable consumers and higher spending on wine. Moreover, as confirmed by
the study targeting Australian wine consumers, reduction of consumer risk, hence
increasing individual knowledge in respect to wine purchasing decision leads to the
purchase of higher quality wines. (Johnson and Bruwer, 2004) This study has found
that consumers with higher self-ascribed knowledge drank wine more often than
those with relatively low subjective knowledge. Therefore an assumption is taken
into account that the higher are levels of objective knowledge the higher is fre-
quency of wine consumption. In addition, results of this study directly support re-
search of Li et al. (2010) studying consumption behaviour of Chinese young adults
which found strong correlation between frequency of drinking and consumer
knowledge. Furthermore, findings from the analysis suggested that product
knowledge has significant effect on the preferential place of purchase. The higher
was the knowledge, the higher was then the utilization of both cellars and special-
ized stores. Although the relative share of purchase locations in respect to the level
of subjective knowledge differs for Czech and Slovak consumers, it is clear that con-
sumers confident in their product knowledge seek presumably greater variety and
quality of products. Generally these findings show that subjective knowledge has an
unambiguous effect on wine purchasing behaviour. In the same manner as self-as-
cribed knowledge, product involvement was found to be a decisive factor influenc-
ing the purchasing behaviour of Millennial consumers. As well as in the case of prod-
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uct knowledge, this study confirmed that higher involvement implies higher con-
sumption frequency. Moreover, results from the analysis revealed that product in-
volvement has a considerable effect towards the price category. In terms of the pref-
erential place of purchase, highly involved consumers were found to utilize predom-
inantly specialized store together with wine cellars. It appears, logically, that con-
sumer knowledge and involvement are highly interrelated variables, which was in a
matter of fact statistically proved.
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A Questionnaire

Dear respondent,

[ would like to kindly ask you to fill the following questionnaire for my diploma the-
sis which aims to understand consumer behaviour of Millennial generation in the
wine market and factors that have an influence on them. The completion of ques-
tionnaire will take about 7 minutes.

Thank you.
Jakub Vicik, student of FBE, Mendel University in Brno

How often do you drink wine?
= Never = Less than once a month
= 1-3 times a month = Once aweek
=  Several times a week

Which type of wine do you prefer (colour)?
»  White * Rosé
= Red * Once a week

Which type of wine do you prefer (Content of sugar)?
* Drywin * Semi-dry wine

=  Semi-sweet wine =  Sweet wine

Where do you usually consume wine?

=  Restaurant = Home
*  Wine cellar * Wine bar/bodega
= QOther

During which occasion do you usually consume wine?

= Meal with friends = Meal with family

» Meal with partner » Meeting with friends
» Meeting with family = Meeting with partner
= Social event (party) = Workrelated

=  Other

Why do you consume wine?
= Health reasons = ]like the taste
= Symbol of lifestyle * [tis my hobby
=  QOther = Facilitate social communication



94 Questionnaire

Where do you usually consume wine?

= Grocery stores =  Supermarket/hypermarket
* Online (E-shop) = Specialized store (wine shops)
*  Wine cellar = Other

Indicate the importance of attributes considering wine for own consumption.

1 2 3 4 5 6 7 8 9 10
Price
Type (white/rosé/red)
Variety
Vintage
Brand
Country of origin
Past experience
Awards/medals
Recommendation
Bottle/label design
Matching food
Bio quality
Advertisement

How much do you usually spend for a bottle of wine for own consumption?
= 70 CZKorless(up to 2.6 EUR) = 401-1000 CZK (14.9-37 EUR)
= 71-150 CZK (2.7-5.5 EUR) = QOver 1000 CZK (Over 37 EUR)
= 151-400 CZK (5.6-14.8 EUR)

Indicate the importance of attributes considering wine for a special occasion
or as a gift.
1 2 3 4 5 6 7 8 9 10

Price

Type (white/rosé/red)

Variety

Vintage

Brand

Country of origin

Past experience

Awards/medals

Recommendation

Bottle/label design

Matching food

Bio quality

Advertisement
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How much do you usually spend for a bottle of wine for a special occasion or

as a gift?
= 70 CZKorless(up to 2.6 EUR) = 401-1000 CZK (14.9-37 EUR)
= 71-150 CZK (2.7-5.5 EUR) = Over 1000 CZK (Over 37 EUR)

= 151-400 CZK (5.6-14.8 EUR)

From which country do you buy wine most often?

= (Czech Republic = Slovakia
= [taly = France

= USA = Australia
= South Africa = (Germany
= Spain = Argentina
= Chile = QOther

Please, indicate your agreement or disagreement with following statements.

SFrongly Disagree Agree Strongly
disagree agree

[ am generally very interested in

wine

[ like to pair wines with certain

meals

[ often visit wine festivals
[ follows global wine trends

Decision which wine I will be is
very important to me

Please, indicate your agreement or disagreement with following statements.

Sll:rongly Disagree Agree Strongly
disagree agree

[ am confident with my wine

knowledge

[ often read literature related to

wine

My friends consider me as wine
expert
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Which of the following wines is red?
* Irsai Oliver = Merlot
* Ruland grey * [donotknow
* Chardonnay

Which of the following wines is red?
=  First wine of the year aging just a few weeks
= Different expression for “ice wine”
*  Wine made from grapes dried for at least 3 months on straw or reed
= In other words wine from late harvest
= [donotknow

Which of the following geographical areas is not famous for wine production?

* Bordeaux = Savoy
= Riesling = Jdonotknow
= Alsace

What is your gender?

= Female
= Male
What is your age?

What is your highest level of formal education?
*  Primary school » High school with state exam
= College *  High school without state exam
=  University

What is the population of the community you live in?
= Upto3000 = 50000-99999
= 3000-19999 =  QOver 100 000
= 20000-49999

What is your prevailing occupation?
* Employee * Unemployed
» Self-employed = Other
=  Student
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In which region do you live in? (Czech Republic)

= Stredocesky kraj

= JihocCesky kraj

= Karlovarsky kraj

» Liberecky kraj

= Pardubicky kraj
» Jihomoravsky Kkraj
= Olomoucky kraj

In which region do you live in? (Slovakia)
= Banskobystricky kraj

»  KoSicky kraj
» PreSovsky kraj
» Trnavsky kraj

What is your net monthly income?

Hlavni mésto Praha
Plzensky kraj

Ustecky kraj
Kralovehradecky kraj
Kraj Vysocina
Moravskoslezsky Kkraj
Zlinsky kraj

Bratislavsky kraj
Nitransky kraj
Trencinsky kraj
Zilinsky kraj
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B Contingency tables

Slovakia Czech Republic
Low |Medium| High Low |Medium| High
Less than once a month| 57,60%| 28,57%| 7,14%| 45,75%| 24,78%| 7,35%
1-3x a month 32,00%| 44,72%| 25,71%| 38,56%| 40,06%| 30,15%
Once a week 8,00%| 12,42%| 30,00%|( 7,84%| 15,56%| 19,12%
Several times a week 2,40%| 14,29%| 37,14%| 7,84%| 19,60%| 43,38%
Total 100% 100% 100% 100% 100% 100%

Table 3: Frequency of consumption according to the level of knowledge (CZ, SK)

Source: Own market research, 2016, n,;=636, nsx=356

Slovakia Czech Republic
Chi-square| p-value |Chi-square| p-value
Pearson 95,01357| p=0,0000{ 94,14047( p=0,0000
Phi coeff. 0,516616 0,3847332
Contingency | 0,4589845 0,3590748
Cramer’s V | 0,3653027 0,2720474

Table 4: Chi-square test consumption frequency versus knowledge (CZ, SK)
Source: Own market research, 2016, n.,;=636, ny=356

Slovakia Czech Republic
Low |Medium| High Low |Medium| High
Less than once a month| 61,11%| 21,38%]| 5,97%| 50,54%| 20,06%| 7,25%
1-3x a month 29,86%| 46,21%| 29,85%| 34,24%| 44,27%| 26,81%
Once a week 4,86%| 15,17%|( 32,84%| 7,61%| 16,24%| 19,57%
Several times a week 4,17%| 17,24%| 31,34%| 7,61%| 19,43%| 46,38%
Total 100% 100% 100% 100% 100% 100%

Table 5: Frequency of consumption according to level of involvement (CZ, SK)
Source: Own market research, 2016, n;=636, Nk=356

Slovakia Czech Republic
Chi-square| p-value |Chi-square| p-value
Pearson 108,1973| p=0,0000| 138,8891 p=0,0000
Phi coeff. 0,5512938 0,4673105
Contingency | 0,4827884 0,4233644
Cramer’s V | 0,3898236 0,3304384

Table 6: Chi-square test of consumption frequency versus involvement (CZ, SK)
Source: Own market research, 2016, n,=636, Nk=356
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Slovakia Czech Republic

Female | Male | Female | Male
Supermarket/hypermark| 63,18%| 46,94%| 38,01%| 31,23%
Wine cellars 1,94%| 11,22%| 11,11%| 18,32%
Specialized shops 24,42%| 37,76%| 41,40%| 45,86%
Grocery stores 8,68%| 2,06%| 7,26%| 1,83%
Other 2% 2% 2% 3%
Total 100% 100% 100% 100%

Table 7: Preferred place of purchase according to gender (CZ, SK)
Source: Own market research, 2016, n;=636, Nk=356

Slovakia Czech Republic
Chi-square| p-value [Chi-square| p-value
Pearson 26,26526| p=0,0000( 14,08602| p=0,0000
Phi coeff. 0,2716225 0,1488215
Contingency 0,262125 0,1472003
Cramer’'s V | 0,2716225 0,1488215

Table 8: Chi-square test of place of consumption versus gender (CZ, SK)
Source: Own market research, 2016, n.,;=636, ny=356

Slovakia
Less than 5400| 5400-18700 |18700-35000| Over 35000
CzZK CzZK CzZK CzZK

70 CZK or less 6,17% 7,66% 3,77% 0,00%
71-150 CzZK 66,67% 64,11% 26,42% 30,77%
151-400 CzZK 23,46% 25,36% 69,81% 46,15%
401-1 000 CZK 3,70% 1,91% 0,00% 7,69%
Over 1 000 CZK 0,00% 0,96% 0,00% 15%
Total 100% 100%| 100% 100%
Table 9: Price categories of wine according to income levels (SK)

Source: Own market research, 2016, ng=356

Czech Republic
Less than 3400( 3400-20000 (20001-35000( Over 35000
CzZK CzZK CzZK CzZK

70 CZK or less 10,60% 6,47% 4,30% 4,76%
71-150 CZK 67,55% 69,00% 58,06% 28,57%
151-400 CzK 20,53% 22,64% 34,41% 66,67%
401-1 000 CZK 1,32% 1,89% 3,23% 0,00%
Over 1 000 CZK 0,00% 0,00% 0,00% 0,00%
Total 100% 100% 100% 100%

Table 10: Price categories of wine according to income levels (CZ)
Source: Own market research, 2016, n.,=636
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Slovakia Czech Republic
Chi-square| p-value |Chi-square| p-value
Pearson 72,90729| p=0,0000| 31,10213| p=0,0002
Phi coeff. 0,4525436 0,2211396
Contingency | 0,4122909 0,215923
Cramer's V | 0,2612762 0,137675
Table 11: Chi-square test of level of income and price category of wine (CZ, SK)
Source: Own market research, 2016, n,;=636, ny=356
Zlin Prague South Moravia [Nitra Bratislava
Supermarket 27,16% 50,39% 18,48% 65,87% 51,30%
Specialized stores 48,15% 33,33% 48,37% 20,63% 33,91%
Grocery stores 3,70% 3,88% 2,17% 6,35% 6,96%
Wine cellars 19,75% 9,30% 23,91% 3,97% 5,22%
Own production 0,00% 0,78% 4,35% 0,79% 0,00%
Other 1,24% 2,32% 2,72% 2,39% 2,61%
Total 100,00% 100,00% 100,00% 100,00% 100,00%

Table 12: Place of purchase according to regions
Source: Own market research, 2016, n;;=636, ny=356

Chi-square| p-value
Pearson 126,5283( p=0,0000
Phi coeff. 0,4463823
Contingency | 0,4076156
Cramer’s V | 0,2231912

Table 13: Chi-square test of place of purchase vs region
Source: Own market research, 2016, n;;=636, ny=356

Additional tables will be available online until 06/2017 on:
<http://akela.mendelu.cz/~xvicik/Appendix_B.pdf>.



