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similar to the China results (Goodman ez /. 2007a) and shows
the possible opportunity for classical brand development
strategies for Australian wines. Matching food is much more of
an influence 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 influencers - 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
B Origin of the wine 19
6 Grape variety 14
7 | read about it -1
8 Information on the shelf -19
9 Information on back label -20
10 Alcohol level below 13% —23
1 Promotional display in-store —24
12 Medal/award -37
13 An attractive front label -44

Table 5. French influencers - 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 | read about it 0
9 Promotional display in-store -19
10 Information on back label —23
1 An attractive front label -40
12 Information on the shelf -43
13 Alcohol level below 13% —44
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France, the most ‘traditional’ of markets, shows just how
traditional when looking at the results (Table 5), where
‘matching food’ is the most important influencer, significantly
different from Australian retail influencers. Remember, this is
important in a retail setting. This 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 influencers are possibly guiding ‘rules’ for choice,
while ‘having had the wine before’ is much less of an influence
than in Australia. It is still important, but much less so. The
rigidity of the French appellation system is used by consumers
to enable their wine choices. French consumers are possibly
more confident than Australians as they are less likely to be
influenced 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 influencer is previous trial. Are the Iralians 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 offerings with local cuisine.
This 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 differences, emphasising the
importance of getting to know the consumers in each market.
Grape variety, for example, in New Zealand is much stronger
an influence than in Australia, as are the evidence of medals/
awards and to a lesser extent brand names. Consumers are less

Table 6. Italian influencers - 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 | read about it 16
5 Information on back label 1A
6 Grape variety 10
7 Someone recommended it 9
8 Brand name 0
9 Medal/award -5
10 Information on the shelf -30
1 An attractive front label =37
12 Alcohol level below 13% -39
13 Promotional display in-store -43
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influenced 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

Table 7. New Zealand influencers - retail store.

they are quite like us (distribution system aside). The top five
influencers 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. There
are still some opportunities that this approach can identify even

Table 8. USA influencers - retail store.

New Zealand (n=364) USA (n=196)

Rank Attribute B-W Std Score Rank Attribute B-W Std Score
1 Tasted the wine previously 65 1 Tasted the wine previously 54
2 Grape variety 38 2 Someone recommended it 33
8 Medal/award 27 8 Grape variety 18
4 Brand name 25 4 Origin of the wine 9
5 Someone recommended it 23 5 Brand name 9
6 Origin of the wine 19 6 Matching food 7
7 I read about it =9 7 Medal/award 3
8 Matching food -19 8 | read about it 1
9 Promotional display in-store 22 9 An attractive front label -7
10 Information on back label 24 10 Information on the shelf -1
1 An attractive front label —25 1 Information on back label -18
12 Information on the shelf =27 12 Promotional display in-store -25
13 Alcohol level below 13% 71 13 Alcohol level below 13% 74
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in such similar markets. For example, in the USA ‘matching
food’ is more of an influence, 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, influence. 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 differences in markets. It can
demonstrate areas that standardised marketing approaches
might be most useful and areas where adapration 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 different 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 influence.
The 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. This 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 influence pattern for every day purchases. Rather
than having a one-size-fits-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 influencer 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 influencer, 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

This data is the first 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. The end goal of the project is to
allow the data to drive the segmentation of the market, rather
than using traditional ‘gut-feeling’ segmentation. This will lead
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Choice influencers — retail

80

60

40 + 2

1 ”l *fr "

|I|||I|I|II|I||I|| | "I | 1

0 1 |rr' [ rI[LL e ' L | |
| l B FII"L[‘"H I‘[| |
—40

60 13 11 2 3 10 8 12 6 7 4 9 1 5
-80
100 - | Australia 1 Austria 1 Brazil 1 France 1 taly I New Zealand 3 usA

Figure 1. Choice influencers market comparisons - retail.

to the compilation of ‘maps’ of the various segments and their
influence profiles. 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
influencers 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.
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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

AUTHOR BIOGRAPHIES

Dr Steve Goodman is an experienced wine marketing consultant
and senior lecturer in marketing at the Adelaide Graduate
School of Business, University of Adelaide.

Professor Larry Lockshin is the director of the Wine Marketing
Group at the School of Marketing, University of South Australia.

Dr Eli Cobhen is the senior lecturer at the Guilford Glazer School
of Business and Management, Ben-Gurion University of the
Negev, Israel, and a visiting senior lecturer and member of the
Wine Marketing Group at the School of Marketing, University
of South Australia.

REFERENCES

Goodman, S.; Lockshin, L. & Cohen, E. (2005) ‘Best:Worst Scaling: A
Simple Method for Determining Drink and Wine Style Preferences’,
2nd International Wine Marketing Symposium Proceedings, Sonoma.

Goodman, S.; Lockshin, L. & Cohen, E. (2006a) “The On-Premise
Environment: What’s Influencing Consumer Choice?’, The Australian and
New Zealand Wine Industry Journal, November/December.

Goodman, S.; Lockshin, L. & Cohen, E. (2006b) “What Influences Consumer
Choice in the Retail Store?’, The Australian & New Zealand Grapegrower &
Winemaker, December.

Goodman, S.; Lockshin, L. & Cohen, E. (2006¢) ‘Using the Best-Worst
method to examine market segments and identify different influences of
consumer choice’, 3rd International Wine Business and Marketing
Conference Proceedings, Montpelier.

Goodman, S.; Lockshin, L. & Cohen, E. (2007a) ‘Influencers of Consumer
Choice: Comparing International Markets’, 7he Australian and New
Zealand Wine Industry Journal, May/June.

Goodman, S.; Lockshin, L. & Cohen, E. (2007b) ‘Influencers of Consumer
Choice in the On-Premise Environment: More International Comparisons’,
The Australian & New Zealand Grapegrower ¢ Winemaker, December.

48

www.winebiz.com.au > NOVEMBER/DECEMBER 2007 > VOL 22 NO 6 > WINE INDUSTRY JOURNAL



