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similar to the China results (Goodman et al. 2007a) and shows 
the possible opportunity for classical brand development 
strategies for Australian wines. Matching food is much more of 
an infl uence than in Australia, and Brazilian cuisine throws 
some opportunities for Australian wines, particularly shorter-
term return whites. Grape variety was less important than 
Australia, and much less than other markets – again a signal for 
opportunity to develop blended wines, to match food and build 
a brand around. Although ‘tasted the wine previously’ is second 
most important, it is less so than Australia and might signal a 
willingness to discover something new with a known brand.

Table 4. Brazilian infl uencers – retail store.

Brazil (n=293)

Rank Attribute B-W Std Score

 1 Brand name 60

 2 Tasted the wine previously 40

 3 Matching food 26

 4 Someone recommended it 20

 5 Origin of the wine 19

 6 Grape variety 14

 7 I read about it –11

 8 Information on the shelf –19

 9 Information on back label –20

 10 Alcohol level below 13% –23

 11 Promotional display in-store –24

 12 Medal/award –37

 13 An attractive front label –44

Table 5. French infl uencers – retail store.

France (n=154)

Rank Attribute B-W Std Score

 1 Matching food 44

 2 Origin of the wine 40

 3 Tasted the wine previously  36

 4 Grape variety 18

 5 Someone recommended it 13

 6 Medal/award 12

 7 Brand name 6

 8 I read about it 0

 9 Promotional display in-store –19

 10 Information on back label –23

 11 An attractive front label –40

 12 Information on the shelf –43

 13 Alcohol level below 13% –44
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What’s big, red and 
travels the world?
Answer: Environmental Packaging Technologies’ bulk shipping solutions

Office: +61 (0)448 481 804 • www.enviropactech.com

Wine transporters all over the world rely on the BIG Red 
Flexitank™ for the safe shipment of their precious bulk liquids.

Independently tested for leak-free durability, BIG Red 
flexitanks are setting product performance standards for 
the shipping industry. Take a look at our drop test videos 
at www.enviropactech.com and see for yourself why 
BIG Red is the flexitank of choice for the transport of 
wine and other bulk liquids. 

Contact us today for a FREE consultation! 

France, the most ‘traditional’ of markets, shows just how 
traditional when looking at the results (Table 5), where 
‘matching food’ is the most important infl uencer, signifi cantly 
diff erent from Australian retail infl uencers. Remember, this is 
important in a retail setting. Th is is also true of the origin of the 
wine, which is almost as important. Interestingly, while this 
would suggest a conservative, unexperiential approach, in fact 
these two infl uencers are possibly guiding ‘rules’ for choice, 
while ‘having had the wine before’ is much less of an infl uence 
than in Australia. It is still important, but much less so. Th e 
rigidity of the French appellation system is used by consumers 
to enable their wine choices. French consumers are possibly 
more confi dent than Australians as they are less likely to be 
infl uenced by others.

Another ‘classic’ wine market, Italy (Table 6) highlights how 
much more important matching food is in markets such as this 
than in Australia, although in contrast to France, the most 
important infl uencer is previous trial. Are the Italians more set 
in their ways? Grape variety is of less importance than in 
Australia, while reading about the wine more so. France and 
Italy demonstrate the need to understand local markets and 
position Wine Australia’s individual off erings with local cuisine. 
Th is is a big step, but without doing so this research suggests the 
task is simply not possible, no matter how successful the ‘sub-
brand’ Wine Australia is.

Much closer to home, the New Zealand data (Table 7) shows 
us the common links between consumers of both markets. But, 

for each similarity there are diff erences, emphasising the 
importance of getting to know the consumers in each market. 
Grape variety, for example, in New Zealand is much stronger 
an infl uence than in Australia, as are the evidence of medals/
awards and to a lesser extent brand names. Consumers are less 

Table 6. Italian infl uencers – retail store.

Italy (n=314)

Rank Attribute B-W Std Score

 1 Tasted the wine previously 47

 2 Matching food 42

 3 Origin of the wine 19

 4 I read about it 16

 5 Information on back label 11

 6 Grape variety 10

 7 Someone recommended it 9

 8 Brand name 0

 9 Medal/award –5

 10 Information on the shelf –30

 11 An attractive front label –37

 12 Alcohol level below 13% –39

 13 Promotional display in-store –43
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Table 8. USA infl uencers – retail store.

USA (n=196)

Rank Attribute B-W Std Score

 1 Tasted the wine previously 54

 2 Someone recommended it 33

 3 Grape variety 18

 4 Origin of the wine 9

 5 Brand name 9

 6 Matching food 7

 7 Medal/award 3

 8 I read about it 1

 9 An attractive front label –7

 10 Information on the shelf –11

 11 Information on back label –18

 12 Promotional display in-store –25

 13 Alcohol level below 13% –74

Table 7. New Zealand infl uencers – retail store.

New Zealand (n=364)

Rank Attribute B-W Std Score

 1 Tasted the wine previously 65

 2 Grape variety 38

 3 Medal/award 27

 4 Brand name 25

 5 Someone recommended it 23

 6 Origin of the wine 19

 7 I read about it –9

 8 Matching food –19

 9 Promotional display in-store –22

 10 Information on back label –24

 11 An attractive front label –25

 12 Information on the shelf –27

 13 Alcohol level below 13% –71

infl uenced than in Australia by someone’s recommendation – a 
trait common with old Europe.

Another Anglo-market, the USA, shows the similarities to 
Australia might be one of the success factors behind the 
marketing of Australian wines – we understand them because 

they are quite like us (distribution system aside). Th e top fi ve 
infl uencers are in the same rank order as Australia, with quite 
similar standardised scores, even to the point of ‘origin’ and 
‘brand’ being ranked with identical standardised scores. Th ere 
are still some opportunities that this approach can identify even 
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in such similar markets. For example, in the USA ‘matching 
food’ is more of an infl uence, along with ‘attractive front label’ 
than here in Australia, while ‘medals/awards’ are less so.

RETAIL MARKET COMPARISONS

Figure 1 compares the results of each country, with the items 
listed in order of the Australian ranks. Remember that the scale 
is of increasing, not positive and negative, infl uence. While this 
is only at a sample level and segmentation using variables such 
as gender, income, etc, needs to be carried out, it begins to 
demonstrate similarities and diff erences in markets. It can 
demonstrate areas that standardised marketing approaches 
might be most useful and areas where adaptation is needed. 
Common across markets is the importance of ‘tried before and 
liked it’, so it is vital to continue the promotion of Wine 
Australia at every opportunity – although let’s also look at how 
we get diff erent people to the promotion and how we translate 
that into retail sales. We need to identify the varieties that are 
important in markets such as Austria and New Zealand – but 
focus on other attributes where this is not as big an infl uence. 
Th e good news is that ‘origin’ is fairly standard, and this 
importance level across markets does not look insurmountable. 
We need to examine this, back up the distribution chain and 
make sure business buyers are working with actuals, rather than 
myths of what consumers want. Let’s identify other markets 
like Brazil where ‘brand’ appears to be king – and then go and 
build our Australian brands there. Th is is possibly key to 

emerging markets like Brazil and China; maybe the old ‘it’s got 
to be French’ rule does not actually apply in the average 
consumer’s infl uence pattern for every day purchases. Rather 
than having a one-size-fi ts-all approach to food matching 
maybe we engage local experts (be it bright lights such as 
Mssrs Carluccio, Ramsay or local chefs, cooks and foodies) and 
get the food matching suggestions right for local conditions – 
and then use education and simple information to guide 
consumers in markets where this is a big infl uencer on purchase 
in retail. In export markets look at whether the back label 
information is of importance and whether it needs to be 
tailored. If, like in Italy, it is an infl uencer, then print the label 
information so it can be read! We can also see that alcohol levels 
are near the bottom in most countries, which belies some of the 
media reports against higher alcohol wines.

CONCLUSION

Th is data is the fi rst cut of the remaining countries involved in 
this 12-country study. We have attempted to present this 
information to highlight the approach and the results. Future 
articles will look at what else might be possible to generate from 
the research. It is clear that the method and approach is 
identifying signals that might assist the Australian wine 
industry in its quest to get people to (i) buy Australian wine and 
(ii) buy better Australian wine. Th e end goal of the project is to 
allow the data to drive the segmentation of the market, rather 
than using traditional ‘gut-feeling’ segmentation. Th is will lead 

Attention Grape Growers!
Now you can access

up to 90%*

of your grape sale contract

on delivery and initial quality assessment.

Benchmark Debtor Finance is proud to Launch...

VINCASH - Contract Cashfl ow
Don’t wait 6 months for payment in full of your contract amount. This puts undue strain 

on creditors and puts you behind schedule for the next growing season.  

Assign your installment payments to Benchmark with minimal security requirements* and 

get your business the cash it needs on delivery. 

Call Brad Coppens (Product Co-ordinator) on 03 9820 1222

Benchmark Debtor Finance Pty Ltd    ACN 082 607 654 ABN 94 082 607 654

*advance percentage and Security required is dependant on Debtor strength, contract particulars and pre-existing security held over the business.
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to the compilation of ‘maps’ of the various segments and their 
infl uence profi les. One of the interesting issues highlighted is 
that the old rule of ‘country of origin’ being king in the trading 
up debate – it just might be, from looking at this research data, 
that this is not such a big issue after all – market by market and 
segment by segment there appears to be far more important 
infl uencers on consumer’s wine selection in a retail setting. Let’s 
look at those, work back up the distribution chain and see how 
we can take advantage of the insights gained to really get the 
world ‘trading-up’ on Australian wine.

As we undertake each step of this we will publish the results
in forums such as this. Readers interested in being alerted 
to upcoming results, please email 
Steve.Goodman@adelaide.edu.au
Current results and articles can be viewed at 
www.winepreferences.com
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Figure 1. Choice infl uencers market comparisons – retail.
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