MSc in Business Administration — Major in Strateaqyd Entrepreneurship

Historical Wines: developing a marketing conceptgoomote

Portuguese wines

CLAUDIO FERREIRINHO CORREIA

ADVISOR: ANA ISABEL DE ALMEIDA COSTA

A dissertation submitted in partial fulfilment dfet requirements for the degree of MSc in Business
Administration at Universidade Catélica Portuguesa
September 2011






ABSTRACT

Although Portuguese wine exports have been inargasational wine consumption has not been
following a similar trend. Not only is there a grioy number of new brands and products in the
market, which can difficult consumer choice, bub&vitself has been losing market share to other
beverages, particularly beer. It is then necessargievelop marketing strategies that reduce
information asymmetries between domestic wine sell@d buyers and convert wine drinking in
act of refined culture and status.

This dissertation intends to explore the salesniiateof a branding concept centred in the
historical character of high-quality domestic wintie Historical Wines of Portugallo this end,

the attributes and benefits that could be assati@tevines branded as historical by Portuguese
consumers were identified through the performarfcgemi-structured interviews. These served
as input for the design of an on-line questionnaiith a choice-based conjoint task (n=531),
which was subsequently implemented to determine etifiects of the branding strategy on
consumer demand. Differences in the respondents| td category knowledge and involvement
were taken into account during data analysis.

Results indicate that the branding of Portugueseesvias historical should be based on their
authentic character. They also show, however, tthiatassociation in wine authenticity differs
according to the consumers’ level of category kmamlgke. For instance, region-of-origin
certification and firm age appear to be more imguatrtfor wine novices, whereas production
method and firm ownership seem to be more relefaarnwine experts. These results confirm the
importance of segmenting wine markets based ongeateknowledge and indicate that the
implementation of theédistorical Wines of Portugatoncept should lead to an increase in sales
volume and value of Portuguese wines in the domeasdrket.



RESUMO

Embora as exportacdes de vinho Portugués tenhagio aralcangar uma posi¢do favoravel no
mercado internacional, o consumo doméstico de viRbdugués ndo tem vindo a seguir a
mesma tendéncia. Nao s6 existe um grande nimermad®s e produtos no mercado, o que pode
dificultar a escolha do consumidor, mas tambémdépnw produto tem vindo a perder quota de
mercado relativamente a produtos substitutos, erticplar a cerveja. Torna-se deste modo
necessario desenvolver estratégias de marketirageamle reduzir as assimetrias de informacao
entre produtores e consumidores de vinho naci@endésconverter o acto de consumir vinho num
simbolo de cultura e prestigio. Esta dissertacétepde explorar o potencial de vendas, de um
conceito de marketing, focando-se nas caracteassticstoricas de vinhos domésticos de grande
qualidade: osVinhos Histéricos de PortugalPara este fim, os atributos e beneficios que
poderiam estar associados a vinhos reconhecidos h@toricos por consumidores portugueses
foram identificados através da realizacdo de eisties/ semi-estruturadas. Com esta informagéo
foi possivel construir um questionario online comauchoice-based conjoint analy§is=531),
que foi subsequentemente implementado para detmrnus efeitos de uma estratégia de
marketing na procura do consumidor. Diferencasniesis de conhecimento e envolvimento dos
respondentes foram considerados durante a anélidadbs.

Os resultados indicam que a promocao de vinhosigueses com¥inhos Historicosdeve ser
baseada nas caracteristicas de autenticidade dutproNo entanto, os resultados também
demonstram que esta associacdo a autenticidadendo difere de acordo com o nivel de
conhecimento que os consumidores tém na categéoiaexemplo, certificado de regido de
origem e a idade da empresa produtora revelam a&r importantes para consumidores mais
novatos em vinho, enquanto o método de producacepudacdo da empresa produtora 0s mais
importantes para especialistas no produto. Estesltados confirmam a importancia de
segmentar o mercado de vinho baseado no conhecimgeatos consumidores tém no produto e
indicam que uma implementagcédo de um conceitdidieos Historicos de Portugalevera levar a

um aumento das vendas em volume e valor dos virbdagueses no mercado nacional.
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CHAPTER I: INTRODUCTION

1.1. Background and Problem Statement

Wine production has played an important role in #wnomic development of almost all
European civilizations and remains highly relevemEuropean culture, economy and progress
(McGovern, 2003; Thiet al, 2006). According to the Wine Institute (n.d.)oab 245 million
hectolitres of wine were consumed worldwide in 20@®ich represents a 0,85% compound
growth since 2004. In the same year, about 284iamilhectolitres of wine were produced
globally. This represents a decrease in wine primlu®f 0,70% since 2004. The major wine
markets for all types of wine are France, Italy,AU&d Germany, while the major producing
countries are Italy, France, Spain and the USA.

Portugal has a long historical tradition in winemngk patent not only in the many types of wine
produced by different techniques and a wide rariggape varieties, but also in the local cultural
and historical roots of this product. It is belidyéor instance, that the Tartessians kept vineyard
across all of what is today Portugal’s mainlaneadty around 2.000 BC - thus well before the
country’s foundation (Portugal, n.d.).

In 2008, Portugal was the "t major wine producer in the world and tH&l&rger wine consuming
country per capita (Wine Institute, n.d.). Regagdiexports, this country was thé” 8najor
exporter in 2009 and occupied th8 Fosition in regards to the exports-imports balaimcéhe
same year (International Trade Centre, n.d.). Batthas a long tradition in wine production
which, along with its geographic location, soil aedthperate climate, makes it very favourable to
the production of unique wines (Infovini, n.d.). Nubt this contributes to the country’s
favourable position in the world trade.

Around 6 million hectolitres of wine were produce@dPortugal in 2009, which corresponds to a
decrease of about 7,3% when comparing to 2006 (Wisktute, n.d.). Although the exports of
Portuguese wine have been increasing since 20@3catmpound growth rate of 7.2%, in 2009,
these exports decreased about 10.5%, attainingua v& $763.091 thousand. This decrease was
caused by the world financial crisis, among othestdrs. In 2009, Portugal occupied the 7th
position in terms of the international trade batamdgth a positive value of $652.657 thousand
(International Trade Centre, n.d.).

The per capita wine consumption in Portugal has béen showing a decreasing trend since the
90’s (IVV, n.d.; Porter, 2003). Wine consumptionsaat about 44 litres per capita in 2009 (Wine
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Institute, n.d.), which represents a 1.1% annualedse in total volume consumed since 1999
(IVV, n.d.). However, the data provided by timstituto do Vinho e da Vinh@vV, n.d.) shows a
slight increase in national wine consumption pepiteain 2009, which is expected to be
strengthened in 2010.

Several factors explain the decrease of wine copsamin Portugal: intense competition from
substitute products like beer, several media cagmgaigainst alcohol consumption and the
increase of the asymmetries of information betwegTe retailers and consumers. According to a
recent study conducted by thestituto Nacional de Estatisticand published irdornal Norte
(2010), beer is already the most consumed alcoli@ierage in Portugal. In fact, while beer
reached a share of 55% of the total national copsiom of alcoholic beverages in 2008, wine
represented only around 40%. Moreover, the overatisumption of alcoholic beverages is
Portugal is showing a decreasing trend, havinginet|8% from 2003 to 2008. Conversely, the
consumption of non-alcoholic beverages has inctebgel 0% between 2003 and 2007. The non-
alcoholic beverage categories that showed the kigimereases in consumption were waters
(above 15%) and soft drinks (above 31%). The strexigansion of private retail brands has
decisively contributed to these developments. Nbeérss, with the economic and financial
recession observed in 2008, consumption in the rvaad soft drinks was also affected and
decreases of 2% and 7%, respectively, were obselexl advertising campaigns that intend to
educate consumers to have a more responsibledatiituregards to alcohol consumption may also
have contributed to a decrease of wine consumgtioRortugal. The national public health
authorities are endeavouring to reduce the problemsociated with excessive alcohol
consumption (lonline, 2010).

As the number of product references grows in theketplace, consumers in general see the
choice and purchase of wines as an increasinglye nsomplex, hard and risky decision task
(Mitchell and Greatorex, 1989). Since it is diffictor consumers to evaluate wine quality prior to
purchase — as for the most part they are not ablexperiment the product before buying it
(Goodmanet al., 2006) -, the need to obtain additional informattbat is useful and credible
arises. The quantity and quality of information semers receive about wine is, however, usually
much lower than that about close substitutes. Wiwanparing the level of product information
Portuguese consumers receive through advertidiegwine category presents a much lower level
relative to substitute products. It is possiblehighlight, for instance, the aggressive advertising

campaigns which have been promoted by the two nmgtional beer brands in the last 5 years
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(Meios&Publicidade, 2009). Noéme (2001) comparexl ablvertising expenses of different food
industry’s subsectors based on data fromstituto Nacional de Estatisticalrhis comparison
showed that whereas the advertising expenses afitteeindustry in 1997 corresponded to 5,1%
of its sales, the corresponding value spent byhtber industry was 10,4% and by the non-
alcoholic beverages sector 7,3%. This gap in abuegt expenses between industries does not
seem to be narrowing in recent years and is wodséyethe effects of globalization (Noemé,
2001).

Another factor that could contribute to an incragsiasymmetry of information between
Portuguese wine consumers and producers is theasiag use of non-native grape varieties such
as Chardonnay, Cabernet Sauvignon, Pinot, Merldt Syrah to produce wine under national
labels. This strategy is explained by the succesisraputation of these varieties in international
wine markets (CVRT, 2010) and is partially an dffof national producers to strength their
competitive position in foreign wine consuming ctrigs. Opportunity costs for planting new
vineyards are quite high and with exports represgrd more attractive alternative to national
markets, many large producers have focused onrbgtuption and commercialization of wines
based on non-native varieties, irrespectively @f tharket they intend to serve. However, most
Portuguese consumers are highly unfamiliar witleifpr grape varieties and wine types, and may
also resent the disappearance of traditionally deew products from store shelves. Moreover,
many of the wine producing firms in Portugal areaipfamiliar enterprises which may not have
means or the inclination to convert their tradiibmineyards in a large-scale — these will also
suffer rom the decline in knowledge regarding ttietautes of traditional Portuguese wines.

The last decades have seen a more intensive usewftechnologies in winemaking, which
contributed for an increasing of industrial and snpsoduced wines world-wide, particularly in
Europe. These improvements have lowered produatmsts considerably, allowing for the
appearance of many wines of standard quality, warehsold to the final consumer at much lower
prices than ever before. While some companies ftaaditional winemaking countries have
accelerated their technological development, as tkduces costs and promotes production
efficiency, new companies emerged in countries autha winemaking tradition. These are
companies with a strong focus on exports to Norési&n markets from the start, in countries
like Australia, South-Africa, New Zeeland, Chile Argentina. The latter is a development that

has strongly shaped the wine industry worldwidéhmlast years (Remaud and Couderc, 2006). It



is expected that as these New World Wines entendtienal market, wine purchasing decisions
will become even more complex for Portuguese woresamers.

The aforementioned threats and challenges faceBdouguese wine producers in the internal
markets will require the development of marketitrgtegies that effectively address them. Some
of these may entail reducing the information asymniee of domestic wine consumers relatively
to typical Portuguese wines, making it easier feant to make their purchases according to their
preferences and consumption occasion. This woaltlyrn, strengthen the competitive positioning
of national wines relatively to its close subsgtiin the internal market. One way to promote the
act of drinking Portuguese wine among national aoress could be to convert it in a symbol of
prestige, enlightenment and a desire to preservedhntry’s rich historical and cultural heritages.
Many typical Portuguese wines already stand outheir excellent quality and uniqueness and
have their identity and authenticity protected kgdlly-enforced region-of-origin certificates.
DOC (Denominacédo de Origem Controlada) is the iaffitame used to designate the high quality
wines that have a strong bond to their region @fior This certification follows a series of qualit
and production standards established by the regmoarder to guarantee authenticity (Infovini,
n.d.; IVV, n.d.).

A concept closely related to region-of-origin istlof theHistorical Wines of Portuga(HWP).
According to theAssociacdo de Vinhos Histéricos de Portu@eVHP) — a producers’ association
created in 2008 with the aim of protecting and @réisg the national wine heritage — a historical
wine is that which is produced by small producerd their families, resorting only to ancestral
winemaking techniques and in some instances omlgdt-consumption. These are clearly wine
making enterprises which will not be able to suevivy themselves in a global marketplace
(Loureiro, n.d.). Some examples Historical Winesaccording to this definition aréinho da
Talha (Alentejo), Vinho de ColaresVinho do Pico(Azores),Vinho do EnforcaddMinho) and
Vinho MedievalOurém). This quite restrictive and region-boution of HWP is, however, not
shared by all scholars interested in wine marke@@®ayerland (2005), for instance, while studying
the meaning ofuthenticityin luxury wines, understood it as an attributehafhly-reputed and
ancient wine brands that survive in the marketpkgktoday. In this context, good examples of
authentic Portuguese wines wouldPeart or Madeira, which would not meet the requirements of
a historical wine as they have been put forwardAMHP. Nevertheless, a subsequent study
(Beverland, 2006) showed a more nuanced undersigrafi wine authenticity according to the

views of industry actors. For them, authentic wiaesnot only those that have been produced and
4



market for centuries or even millennia, but alsasththat are highly committed to local traditions,
namely by being manufactured exclusively througtient, excellent and handmade crafts and not
explicitly motivated by commercial profit. As a tds this study yielded a notion of authentic
wines that overlaps more extensively with the HV@Roept.

It has been showed that region-of-origin denomamestj as depicted in the labels of wine bottles,
are one of the most important quality cues for lRprese wine consumers (Figueiredo, 2003).
Information about the historical character of a@vimay thus be considered as a relevant quality
cue by consumers, as this is closely linked to Braefined region and its winemaking attributes
and reputation. Labelling and branding worthy Pguese wines as HWP may not only mitigate
the effects of information asymmetry, but also @ase involvement with the category. Many
regions in Portugal have a high potential for tlwedopment of wine tourism services — like
visiting wineries, tasting wine and appreciating thndscapes related to wine production and vine
culture. Although wine tourism is relatively recentthis country - the first wine routePdrto
andVinho Verdg were established only in 1995 (Costa and KastenB609) - , it appears to be a
promising area for further economic developmentNgll and Chartes, 2000). An increase in
Portuguese consumers’ awareness of HWP shouldaiélynlead to an increase in the internal

demand for related wine tourism products.

1.2. Aims and Scope

There is not yet a consistent view on what an histbor authentic wine should be or on how best
to market it. Even so, there seems to be a consearsund the fact that HWP could stand in the
market as a valuable symbol of Portugal’s cultaral economic identity of the culture and people
of the regions in which they are produced. Consetlyyethe overal aim of this dissertation is to
explore the potential benefits of using the conadpiistorical Wines of Portugaio promote the
sales and consumption of high-quality Portugueseesvin the internal market. To this end, the

following research questions are proposed:

1. Which attributes and benefits do Portuguese consuassociate to wines branded as
historical?
2. Which of HWP's attributes and benefits are more angnt to Portuguese consumers

with different levels of wine knowledge and invaoirent?



3. What would be the effect of branding a Portuguesgevas historical in consumer
demand?

4. How does category knowledge and involvement infbeethe effect of branding a wine
as historical on Portuguese consumer demand?

The scope of this dissertation encompasses onlg teibes produced in Portugal and sold in this

country through the retail channel.

1.3.  Expected results and implications

The results of this dissertation could have impur{aractical implications for Portuguese wine
producers, wine tourism managers and Governmetitutisns. There is a lack of publicly
available, reliable and up-to-date studies of Rpuréise wine consumption and demand. A better
understanding of Portuguese wine consumers’ decisiaking processes will support the
development of more effective marketing strategyesational wine producing and wine tourism
companies. Given the strong link between HWMRI their region of origin, regional authorities
should be able to use the positive associatiotisesie wines to promote their regions.

Successful marketing programs designed aroundHiktorical Winesconcept should increase
Portuguese consumers’ knowledge about and involmeméh the category, as well as their
demand for traditional national products. This nh@gd to a renewed interest in wine tourism
activities, alongside with an increase in wine eongtion in the domestic market. The results of
this dissertation can also serve as a basis fofuttbeer development of the Portuguese HWP
concept with the aim of promoting it in foreign rkats. The implementation of HWP should

ultimately have a positive impact in regional deypghent and hence on national economy.

1.4. Methodology

In order to address the proposed research questimhso test the corresponding set of research
hypotheses, an online survey with a choice-basegbictt task was designed and implemented
Relevant data was collected from a convenience leamip 531 Portuguese wine consumers
through an online questionnaire sent by e-mail.d€bne the set of Historical Wine’'s attributes
for the conjoint task, as well as other aspectquafstionnaire design 12 in-depth interviews with
Portuguese wine consumers with different levelsviofe knowledge and involvement were also

conducted.



1.5. Dissertation Outline

Chapter 2 presents a review of relevant literad points out gaps in academic knowledge
regarding wine consumers’ decision-making procesgasicularly in what respects traditional
wines and wine-making techniques. Based on reviee&ilts, a conceptual framework was
developed and testable research hypotheses wevedido ensure the achievement of the overall
goal of this dissertation. In Chapter 3, the methogly used to collect primary data and test the
hypotheses is described in detail. The empiricalilte and subsequent discussion are presented in

Chapter 4. Finally, Chapter 5 puts forward the ntainclusions and implications of the research.



CHAPTER II: LITERATURE REVIEW

This chapter starts with a critical review of cunrenowledge about wine consumption behaviour.
Next, a brief overview of the concepts of histori@nes and wine authenticity is presented. The
chapter ends with the conclusions of the revievigoered and the subsequent development of a

conceptual framework and the proposal of reseaypbtheses to be tested.

2.1. The wine purchase decision process

According to Kotleret al. (2008), consumers typically pass through 5 cogmistages during their
buying decision processeseed recognitioninformation search evaluation of alternatives
purchase decisioandpostpurchase evaluatioffhe buying process usually starts with consumers
realising they have an unsolved problem or an ummet, the solution or satisfaction of which
would lead them to a more desirable state of bémthe context of this dissertation, this could be
a Portuguese wine consumer noticing that he omshed like to buy a bottle of wine for dinner
that day. Typically, the solution or satisfactidrtluis general need implies the purchase of a good
— a bottle of wine, in this case (Kotlet al, 2008). However, the same consumer will also have
more specific needs related to the type of winbeédought. For instance, he or she may have a
preference for wines with a favourable brand imaga high price, as this may reflect well on his
or her social status (Szolnatd al.,2010).

As they become aware of their specific needs, weimiesumers start searching for information
about products that can potentially satisfy themmeyl may search for information from internal
sources (their memories of past wine consumptigrgeegnces and associated judgemeints,
prior knowledge), close external sources (such amily and friends’ opinions and
recommendations), remote external sources (likelritexnet, advertising or the advice of sales
personnel), media sources (like newspaper edigoriaitics’ ratings and wine magazines) or
product sampling (trying the product prior to puash). However, this step of the buying process
can be skipped when the consumer intends to mgkek decision (Kotleet al., 2008).

Wine consumption decisions can be made prior topimehase occasion or at the point of
purchase. In the first case, consumers will proptdke the price range and consumption occasion
explicitly into account, as well as store and wiyyge. This limits the set of potential wine choices
In the second case, consumers will choose moré@idsis of the information provided by the

store and product packaging/labelling such as cgurdand region-of-origin, label design,
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packaging, variety, vintage, winery and brand name also price (Szolnolat al., 2010). Once
the wine consumer ends the search for informati@n,or she will have constructed a set of
alternative wine brands, which will then be evadghtaccording to their individual utility.
Consumers will weigh the different wine alternasivaccording to trade-off between each
alternative’s bundle of attributes (and how thes @lued) and its cost.

After choosing the brand of their preference, wioasumers will form a buying intention. This
intention may still be, however, compromised by #tdtudes of others - consumer buying
intention can be influenced by how other peopleggitheir product choices - and by unexpected
situational factors, when unpredicted events happefore consumers can act upon their
intentions (e.g. an in-store promotional activitif)wine consumers are able to carry out their
buying intention unchanged, they will acquire tledested product. Finally, upon consumption,
buyers will evaluate about how well the purchaséueveatisfied their initial needs and met their
expectations. If the product meets expectationaswmers will be satisfied and if it surpasses
them, consumers may even become delighted witlpuhehased wine. But if it the product falls
short of expectations, consumer consumers willisapgpointed and most likely will refrain from

repeating the purchase in the future (Kodeal, 2008).

2.2. The influence of involvement, knowledge and consuntipn occasion

Purchase decisions are influenced by the levehadlvement consumers have with the category,
product, brand and/or the purchase and consumpgitoation. Involvement is defined as the
importance consumers grant to a product or a brandadvertisement or a purchase situation
(Laurent and Kapferer, 1985) and is influencedrigriactions among consumers, actual purchase
and use, consumption occasion, category attrilantdsmarketing communication.

Wine consumers display different purchase behasid@pending on their level of involvement
with this category. According to previous studi@®&agmussen and Lockshin, 1999; Lockséin
al., 2006; Muelleret al, 2009), a more involved wine consumer considersenioformation
before deciding what to buy than a less involvee. dtighly involved consumers also spend more
time in retail outlets, enjoy wine shopping mored amake more often different decisions
depending on consumption occasion. On the othed,Hass involved wine consumers prefer to
make a quick decision without investing too muclgrabve effort. In fact, while the first use
more information and show a large interest in leymore about the product, the latter tends to

simplify choices and uses heuristics to minimizerikk of picking the wrong bottle. Past research
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has also demonstrated that highly involved conssrperchase and drink more wine than less
involved ones (Dodcet al., 1996), meaning that involvement determines to eatgextent the
buying decision process (Laurent and Kapferer, 198Fact, depending on the level of consumer
involvement, product cues may be perceived in geiht way. While price is more likely to be
adopted as a quality cue by less involved consuntkes more involved ones, although still
considering the price, are more likely to use gregety as a cue (Zaichkowsky, 1988) and are
willing to pay higher prices for a bottle of winedddet al.,1996).

Wine involvement is closely associated to wine kiealge (Rasmussen and Lockshin, 1999), i.e.,
to the amount of information about this productt tisacollected, stored in memory and given
personal meaning by the consumer (Alba and Husciminl987). In fact, as involvement, product
cues are also perceived differently according ®olével of knowledge wine consumers have. In
fact, the higher knowledge a consumer has in thegoay, the higher use of cues he/she is able to
do in his/her decision process (Schaefer, 1997heV¥nowledge encompasses two dimensions:
familiarity and expertise. Wine familiarity resulsom the accumulation of wine-related
experiences over time, while wine expertise isahgity to perform wine-related cognitive tasks
(Alba and Hutchinson, 1987). Another importanttidition to have in account is that between
wine objective and subjective knowledge. Wheredgestive knowledge is the perception wine
consumers have regarding the wine information theye stored in their memory, in terms of
type, amount and organization, objective knowledgene information they actually have stored.
The higher objective knowledge a wine consumerthasigher extent he/she can learn and use it
for his/her own interests. The higher subjectivewdedge a wine consumer has the higher self-
confidence he/she has, making him/her able toarlthe information he/she has stored (Park and
Freik, 1994; Schaefer, 1997).

Consumers will value wine attributes differentlyepgénding on the intended consumption
occasion (Hall and Lockshin, 2000). For instanbe, purchase of highly-reputed wines, such as
those awarded with medals, positive reviews or lgke critics’ scores and generally associated
to higher quality or better taste, will more ofteacur when the wine is to be drunk in a special
occasion than in an informal one. On the other haffdrdable prices play a more decisive role
when wines are to be consumed informally (GluckmB®90). Attributes that are differently
valued according to the intended consumption oocasiso include the region-of-origin and

package design (Hall and Lockshin, 2000).
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2.3.  Segmenting wine consumers according to their levef knowledge and involvement
Several market segmentation approaches have beerloped in the past to analyze wine
consumer markets. The most widely accepted onemn afimploy the consumers’ level of
knowledge and involvement as the most relevant satation criteria. According to Spawton
(1991), it is usually possible to identify 4 diféat types of consumers in any wine market:

1. The Connoisseurs These are the consumers with the highest levelwofe
consumption, particularly of the best quality. Thesnsumers see wine education as a
hobby and demand high levels of detailed produfdrimation, like those present in
wine magazines. They make purchase decisions ianagvfrom shopping and prefer
to buy wine directly from wineries or wine clubs.

2. The Aspirational Drinkers These are highly risk-averse consumers for whouoiab
sanction of their choices is very important. Thegrsl a significant amount of time
searching for a wine to buy and often call for sleopployees’ assistance to make a
choice, so they typically buy wine in retail ousletith a good level of service. Given
their concern with the social aspects of wine drigk aspirationals are strongly
influenced by opinion leaders (like journalists awthe writers) and attracted by
fashionable and known brands, as they perceived theeduce risk and raise status.

3. The Beverage Wine ConsumersConsumers in this segment love to drink wing, bu
have little desire to appreciate it in all its depind complexity. They are loyal to a
product style and thus unlikely to experiment athefheir choice depends on
consistent taste experiences, affordable pricespamuiotional campaigns, hence they
typically buy wine in impersonal stores like bigai€outlets and supermarkets.

4. The New wine drinkers- This segment encompasses the young and firstawine
drinkers, which are influenced by the behavioursheir parents or reference groups.
Drinking mainly socially, their wine preferencessanot well established and their
choice is strongly influenced by occasion and placeh as parties and special events.

Price is usually an important factor in their puasimg decision.

It is important to note that other variables susts@acio-demographic characteristics, consumption
frequency, drinking occasions and purchasing mstiwan valuably complement market

segmentation approaches mainly based on knowletdgj@aolvement.
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2.4. Profiling the Portuguese wine consumer

There are not many publicly available studies agnio understand the Portuguese wine
consumer, particularly in what respects their Isvef involvement and knowledge. Some
consumer surveys (Figueiredo, 2003; Marktest, 2@88&jed out in the last decade indicated that
the average amount of wine purchased by Portughesseholds is around 9 bottles/month
(including both table and fortified wine). This &hof consumption tends to be relatively higher in
the North part of the country. Red wine is the @nefd wine type in Portugal, followed by white,
green, rose, and finally champagne. After wine type region of origin represents another major
influence in the wine choice of the Portugueseti@adarly for older consumerdlentejois the
most favoured wine producing region, followedbyuro andDé&o.

The third factor taken into account in purchaseigi@as is label information, particularly for
younger wine consumers and probably due their &xellof category knowledge. Although price
is seen as an important cue for Portuguese winsucoars, the amount they are willing to pay
depends highly on occasion, consumption place and wategory. Wine is mainly consumed at
home, particularly in older households, and during week, particularly by male consumers
(Figueiredo, 2003Marktest, 2008). Portuguese prefer to buy wineeeitim supermarkets or
directly from the producer (Markest, 2005).The mpeevant and reliable sources of product
information for these wine consumers are persomawkedge and the advice of family and
friends. Other valued sources of information areenliabels and point-of-purchase displays, staff
advice, wine fair leaflets and printed media (Figeso, 2003).

2.5. Effects of uncertainty and information asymmetry onwine purchases

The wine category encompasses an extremely widgerah products which are close (but not
perfect) substitutes of each other. The internatievine industry spawns a great number of new
wines every year - based on almost endless cotnnisaof differentterroirs, grape varieties,
wine making processes and vintages -, as well ashrands and companies, all struggling to
differentiate themselves in the marketplace (Lotksi997; Spawton, 1998, Szolno&t al,
2010). Since wines can thus differ widely in tast&hich, by evolutionary reasons, is not a very
adaptive trait of humans — switching brands entalso the costs of getting used to and
appreciating a new flavour (Ehrenberg, 2000). Timglccate matters more, consumers are for the
most part unable to taste the wines in their caraiibn set immediately prior to forming their
choices and buying intentions (Goodmetnal., 2006; Lockshin, 2003). They may rely on their

12



memories of past wine consumption experiences aadcated judgementse. on their prior
knowledge, to make future choices. However, givea diversity of wines available and the
complex sensory profile of most products, even @sad wine consumers will have, at best, only
imperfect memories of past wine experiences. Maggothe ability to learn, store and recall
information about wine experiences will also behhygdependent on the level of consumers’
involvement with the product: only highly involvedine consumers will allocate enough
cognitive resources to the acquisition of an actide level of prior product knowledge. These
factors combined make it extremely difficult foryaus - particularly those will a lower level of
category knowledge and involvement, to assess xtenteto which each wine present in their
consideration set is able to potentially meet therds and expectations. This leads to uncertainty
in product choice and to preference formation tisamainly driven by inferences based on
external sources of information. Because of thiengimenon, wine is often classified as an
experience good (Anderson and Sullivan, 1993; Nel$870), that is, as a product whose quality
variation can only be assessed upon purchase asdmption.

Producers have, however, full information aboutdhality of the wines they market which leads
to the existence of information asymmetry betweenewuyers and wine sellers. To mitigate
potential market failures deriving from adverseesBbn problems (Stiglitz, 2002), wine
producers, wine industry bodies, government autilesrand other actors in the value chain have
produced several information provision mechanismsueh as branding, reputation, quality
certification, region of origin certification, pes and awards, expert assessments and ratings and
consumer-generated product reviews — that aimdooe information asymmetry and uncertainty
in wine purchasing. These signalling mechanismslasggned to promote the trustworthiness and
reputation of wine producers with prospect consgmas an unintended result, wine purchasing
is becoming an ever-more complex and confusing taskonsumers, particularly for those who
are relatively uninvolved and unknowledgeable alibatwine world (Lockshiret al.,2006). For
the later, at least, wine represents a highly ripkychase, due to both a high functional (the
probability of a wine turning out to be disappangfiin taste) and high social risk (if the wine is
when wine is purchased for a festive meal or agtpa(@Ison et al, 2003). These risks are then
followed by the financial risk, which is relatedtivithe cost of the wine, and the physical risk, i.e
the threat of ending up with a bad hangover (Millcired Greatorex, 1989).
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2.6. Strategies to reduce wine purchase risks

When the risk of a bad purchase exceeds the riskatce of consumers, they will follow one or
more strategies in an attempt to minimize it. h@ps the most effective of these strategies is the
participation in tastings, fairs and festivals amather events where multiple wines can be tasted
without purchasing. However, such participatioma without time and financial costs, being
hence favoured mainly by the more knowledgeableiavolved wine consumers. An alternative
strategy is to opt for well-reputed wine brandsvime retail stores that are widely known for the
quality of the wines they sell (Spawton, 1998).ded, reputable wine stores typically guarantee
service quality, compensation in case of dissatigfa and product sampling opportunities.
Staying loyal to one type of wine (e.g. red) orraducer brand is also a very efficient way of
reducing the probability of dissatisfaction, assthare quality cues that can be easily observed at
the point of purchase, which reduces search costs.

Consumers may also use the several types of infmmarovided in wine labels and store
shelves as extrinsic quality cues, in an attempédaice wine purchase risk (Muellgral, 2009).

In this case, they will support their product gtyainferences upon multiple external cues such as
package and label design, price, alcohol conteali;iwatched foods, oenologist’s notes medals or
prizes received in international wine contests #red ratings of internationally renowned wine
critics, to name a few. Labelling reduces not alg information asymmetries between buyers
and sellers, but also the search costs faced bguowers. Label information attempts thus to
counteract the effects of act imperfect informatby making some experience attributes of
products more “searchable” (Caswell and Padber@?)19

Finally, buyers may also try to minimize wine puask risk by resorting to external sources of
information: sellers’ marketing communications, maeffor instance editorials, wine reviews,
wine magazines and TV programmes regarding food drimk), critics’ ratings and reviews,
expert advice from store employees and the rep@stpdriences and product judgements of other

consumersife., word-of-mouth) (Mitchell and Greatorex, 1989).

2.7. The issue of wine authenticity

According to Beverland (2006), authenticity in wican be defined on the basis of 6 main
dimensions: heritage and pedigree, stylistic coascy, quality commitment, relationship with
place and downplaying commercial considerationsitatge refers to the link between the wine’s

brand and its past (its tradition). A wine with it@ge signals a consistency in quality. Meanwhile,
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pedigree is something that a wine attains whers iaible to survive for a long time in the
marketplace. Wines with pedigree are not only ghiguality from origin, but they also increase
their quality while they mature in the bottle. Hage and pedigree lead thus to higher quality
expectations and the possibility to charge prenuices.

Stylistic consistency refers to a wine’s abilityreanain true to the character, quality and taste of
certain vineyard and vintage, instead of beinggilesi to appeal to temporary market trends.
Commitment to quality may also be perceived agya ef authenticity by consumers. In order to
produce wines with high quality, producers mustestvin several areas of wine making and
increase their costs. However, this also transiatésgher wine quality, which can then be priced
accordingly. Some examples of quality commitmeriude using the winery’'s own fruit and
selecting the grapes used in the wine producti@alittonal production (through manual labour
instead of using machinery), respecting the necgdssae before releasing the wine into the
marketplace and other aspects of the productiocegso Relationship to place, on the other hand,
refers to the unique associations between terranl &ine characteristics. These confer
authenticity to a product not only by generatinfjedentiation, but also by endowing it a specified
and well-known origin, one that is reputed by tli@ldy of its products. Finally, many consumers
attribute a higher value to wines that are produoddwer quantities, and are thus scarce in the
marketplace, than to wines that are widely avaddbt purchase. This is mainly explained by the
perception that the more commercial wines are mginbmoted on the basis of their extrinsic,
rather than their intrinsic quality characteristiCBherefore, downplaying commercial intent

suggests honesty and integrity in wine promotioav@land, 2006).

2.8. The concept ofHistorical Wines of Portugal

The Associacao dos Vinhos Historicos de PortugaVHP), which was created with the objective
of protecting and preserving the wine culture lageétin Portugal, proposed for the first time the
concept ofVinhos Histéricos de Portugalr Historical Wines of PortugaHWP), which overlaps

is several aspects with Beverland’s (2006) concéptine authenticity. According to AVHP, a
wine is historical when it is produced by smallgwoers and their families, its production resorts
only to ancestral winemaking techniques, and, mesinstances, the production is only for self-
consumption and direct sale. Examples of HWP\antio da TalhaVinho de Chao de Areide

Colares,Vinho Verdelhodo Pico (Azores),Vinho Medievalde Ourém andvVinho Verde do

15



Enfocardoof Douro Litoral and Minho. In Table 2.1 is presshtsome information regarding

these wines.

Table 2.1 — Examples of Historical Wines of Portuga

Region Origin Main Characteristics Grape type Production Source
Vinho da Small wine Roman Fruited and soft wine Ex_palhetes from Vila de Fermented itin large clay pots called | (Loureiro,n.d.).
Talha cellars and Frades :about 80% white tathas
taverns Inland grapes and 20%red grapes
Alentejo
Vinho de Colares (Sintra) Kingdom of D. Joio | Exceptional aging capacity Malvasia de Colares (white | -Vineyards planted in two lavers of (Borges, 2005)
Chio de I(XIV century) high acidity grape) and Ramisco (red soil (onde of sand, and another below | (Loureiro, n.d.)
Areia low alcoholic level grape) made of clay) (Wine in
high mineral content - Vineyards were buried in holes in Portugal, n.d.)
extremely scarce wine the sand and protected by bamboo
fences
- Scarce production due to the low
place available
Vinho Pico, Azores XV century Extremely scarce wine Verdelho grapes -Vineyards planted in soil scrapped (Guerra, 2008)
Verdelho island Isabela out of lava rock by hand, (Loureiro. n.d.)
- Scarce production due to the (Medeiros. 1994)
phylloxera plague in the XIX century
Vinho Ourém (Fitima) | XII century - High alcohol content. as tradition | Ferndo Pires (80%)and -Ssame winemaking techniques and (Loureiro. n.d}
Medieval Cister Monks of made producers conduct a late Trincadeira (20%) grapes | vineyard plots as those employedin (O Mirante,
de Ourém Alcobaga harvest the past 2010)
Vinho Northwest of nd. Wine to be consumed young, when | Produced with grapes from | -Whereas these vines where as high (Borges, 2005)
Verde do Pormgal ithas higher acidity and less vines that are able to attain | as 12 meters in the past of height, (Loureiro,n. d.)
Enforcado alcohol content great heights today thev reach only between 8 and
9 meters.
- These vines have a slight gaseous
peak, resulting from the acid bacteria
activity

In order to economize on search costs when choasihgh quality wine, consumers look for
reputation factors. An effective reputation cuehat which is able to transform a wine whose
characteristics are difficult for consumer to olseboefore tasting it — an experience good — into a
product whose characteristics can be easily evaluéefore purchasing it — a search good
(Caswell, 1991). Producers would be able to compateireputation using the HWP concept in
different ways. For instance, in the case a prodweants to promote an owned brand, a
certification mark might be a good choice. A ceastife is a seal which legally indicates the
product was produced in conformity to specific geas (Belson, 2002). By creating it with the
aim of promoting the production methods used aedrégion of origin, for example, consumers
would be able to recognize a specific wine as hgarsuperior quality relatively to uncertified
products. On the other hand, if many producersddet¢d protect their products together, a
collective brand would be a viable alternative. $yowing wine consumers a specific wine is a
product of an Association/Union member, throughghape of a seal with a symbol or a name,
for instance (Irving, 2011), it might representteg quality when comparing to others. It would
depend on how recognized the Association/Unioraig] which values it defends. Finally, the
HWP concept could also be promoted through thd lableack-label of the wine bottle. Although
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this option may not call attention to consumers thant to make a quick choice as the previous
options do, it has the advantage of providing sepsee to describe the entire concept.

Individuals with different involvement levels wialue different promotional strategies. In fact,
because information asymmetries and risk are mdense in low involvement consumers, they
would be the ones to probably benefit more direfitiyn authenticity and reputation cues. As
earlier noted, Portuguese consumers prefer to paectvines in large retailers. This is also where
the influences of information asymmetries and pasehrisk are higher, due to a large number of
close substitutes available for selection. Morepwensumers with low category involvement
prefer to make quick decisions. Therefore, if aavia signalled with a symbol of quality and
reputation, not only risk would be reduced but als® choice would be quicker. Regarding the
highly-involved consumers, they could also valupramotional strategy based on authenticity
and reputational cues, albeit in a different wayfact, because they have a high involvement with
the category, they probably have a great intetastitaall the aspects that relate to the history and
the production technology of the products they @wasuming. They would probably have a
greater interest in learning the details of thédnisal character of a wine.

2.9. Conclusions of the literature review

With the literature review it was possible to ske wine purchase decisions are often very
complex due to the wide range of similar produetsilable in the market. This complexity is also
accompanied by information asymmetries and risknast of the time consumers are not able to
try the product before purchasing it and the infation they receive is not sufficient to make an
accurate judgement. In order to minimize the riskaowrong purchase to a tolerable level,
consumers formulate strategies based on the qualég they have available. Nevertheless, it is
important to have in account some consumers are @bected by risk than others since their
behaviour is affected by their wine knowledge ameblvement. Similarly to what happens with
region of origin denominations, labelling wineshastorical may reduce the consumers’ purchase
risk and create involvement with the category, Whiwould lead to an increase in wine
consumption. Therefore it makes sense to procettdanstudy to understand what attributes wine
consumers with different levels of knowledge sea ihistorical wine, and which the ones they

value mostly are.
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2.10. Conceptual framework

Having reviewed prior literature, a conceptual feavork was developed in order to clarify the
relationships of the most important variables totdsted through an empirical study. Figure 2.1
highlights the two final stages of the buying demis process, namely the evaluation of
alternatives and the purchase decision. Regartim@valuation of alternatives, the consideration
set is composed by Portuguese wines. Portuguese sainsumers’ probability of purchasing a
wine from this consideration set - i.e., showinguying intention — are conditioned/affected by
their knowledge and involvement level. This conaaptframework suggests if segmenting
Portuguese wines into two categories: Portugueseddtd wines and Portuguebkstorical
Wines when promoting or signalling the second, it led4lsan increase in the probability of
demand. This means, an increasing of the probabdft showing a buying intention for
Portuguese wines.

Portuguese

|

Qo“uguese Wih@‘g Standard Wines |

|
| Buying
Intention

Involvement R .
o ’ Buying
: Knowledge 4 Intention

~ -
~ - — -
~a Portuguese -
Historical Wines

Y |

Evaluation of Alternatives Purchase Decision

Figure 2.1 — Conceptual framework of the wine pasghdecision process.

2.11. Research hypotheses
Given the research questions put forward in Chapind the conceptual framework depicted in
the Figure 2.1, the following research hypothesegeoposed.
e H1: The attributes more strongly associated with HvyAPortuguese wine consumers will
be those related to authenticity, reputation ared ag
This hypothesis aims to access if the attributesevonsumers identify and associate more with

Historical Winesare those related withuthenticityproposed by Beverland (2006).

« H2: The strength of the effects tested in H1 will depeon the level of category

knowledge and involvement of consumers.
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Spawton (1991) segmented and proved wine consumihs different wine knowledge and

involvement levels differ of each others in ternfisbehaviours and purchasing decisions. Also
knowledge and involvement have an impact on thegision process (Laurent and Kapferer,
1985; Schaefer, 1997). With this in mind, this hy@sis aims to access if different segment of

consumers present a different perception of thiéates that may characterizédéstorical Wine

* H3: The most valued attributes of an HWP will be iegion-of-origin, its ancestral
method of production and being made only of Portéggugrape varieties.
This hypothesis reflects the acknowledgement ofeBand (2006) and AVHP in considering
various dimensions necessary conditions foAathentic Wine in the case of Beverland -, or a
Historical Wine- in the case of AVPH. It is expected from thoseilautes, the ones to be most
preferred in a wine (and which would have a higmepact in Portuguese wine consumers’
demand): the region-of-origin, an ancestral metbbdroduction and a production made of only
Portuguese grapes. In fact, when analysing the aatzined from the interviews to Portuguese

wine consumers, these were the attributes thateséorbe more important for them.

e H4: The valuation of the attributes tested in H3 wiépend on the level of category
knowledge and involvement of consumers.
As explained in H2, because wine consumers do e hsimilar wine knowledge and
involvement, they might also have different prefees in terms of attributes to be considered in a
Historical Wine This hypothesis aims to access if these diffeerare mitigated into the impact

attributes have in consumer’s demand.

Based on H1 and H2, it turns out to be possibletermine the nature and to formulate a concept
for Historical Winesaccording to the attributes that are more assatiat¢hese wines. With H3
and H4, it becomes possible to create markingegfies based on the attributes wine consumers

value mostly.

2.12. Conclusion
Based on the research hypotheses and the concéppimalwork developed in this Chapter it was
possible to develop an empirical study whose metlogy is presented in Chapter 3. Whereas

Chapter 4 presents the results of this study, @n&ptliscusses its main findings.
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CHAPTER IIl: METHODOLOGY

This chapter describes the research approach bwsedghout this dissertation. In particular, it
presents the details of the design and performaficen on-line survey with a choice-based
conjoint, implemented to determine the effectshaf proposed branding strategy on consumer
demand. It also includes a description of the s&nuietured interviews performed to elicit the

attributes and benefits associated to wines braaddistorical by Portuguese consumers.

3.1. Research purpose and approach
In order to test the research hypotheses formulexedhapter 2, an explanatory approach was
employed (Creswell, 2003). This approach is use@nwthe aim is to study the correlations

between variables of interest through statistiesis (Saundet al, 2009).

3.2. Research strategy and method

A mixed method of data collection was employed, imva the sequential gathering of qualitative
and quantitative data (Creswell, 2003; Sauneée¢ral, 2009). The qualitative stage involved the
performance of semi-structured interviews (depictednnex 1), in order to elicit the attributes
and benefits associated to wines branded as luatdyy Portuguese consumers. These, together
with relevant information drawn from literature,nged as input for the design of an on-line
guestionnaire with a choice-based conjoint tasib813, which was subsequently implemented to
determine the effects of the branding strategy @amsomer demand. Data collection through the
Internet was employed mainly due to practical a@msts. Invitations to participate in the
questionnaire were sent by e-mail using a snowtbalinique (Czaja and Blair, 2005). Data was

collected during April and May 2011.

3.3. Questionnaire design

The on-line questionnaire employed is depicted mméx 2 and was developed with the aid of the
Questionpro Software. It is divided into 6 groupsntroduction, category involvement and

knowledge, wine consumption patterns and motivesjoint analysis, expectations about HWP

and socio-demographic variables.
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3.3.1. Introduction

Three filter questions related to the charactesstif the population of interest were presented at
the start of the questionnaire: age, residencefiaagiency of wine consumption. Only people

who declared to be older than 18 years, reside geently in Portugal and have a regular wine
consumption were allowed to fill-in to answer tleenainder of the questionnaire. As an incentive
to reach a sufficiently high response rate, po#marticipants were informed that the author of
this dissertation would donate €0,10 to the AssmriaAcreditar for each valid questionnaire

received.

3.3.2. Category involvement and knowledge

Respondents provided their level of subjective vinewledge and wine involvement by scoring
items of several psychometric scales on Likert-tgpswer formats (1- “Totally disagree” to 6-
“Totally agree”). An even point answer format wasosen so that respondents could not
systematically choose an indecision or neutralgsiam for the sake of minimizing effort, which
often occurs in on-line questionnaires (Czaja andirB2005). Objective wine knowledge
(Schaefer, 1997) was evaluated on a purposefuliseldp 4-point response scale, which is
depicted in Annex 2. In this way, it was possildeassess the expertise of respondents with
different varieties of local and international wigeapes, with a diverse level of dissemination in

the Portuguese market.

3.3.3. Wine consumption and purchasing patterns

In order to understand the consumption patternh@®fsample wine consumption patterns, wine
familiarity, consumption frequency and local of samption were asked through closed
guestions. Some of these questions were adaptedprevious studies on the subject of the wine
market (Bruweret al, 2002; Thach and Olsen, 2006). Regarding thehasing patterns, it was
asked for consumers to evaluate their purchaseudrery through a set of close questions.
Moreover, information regarding the frequency ohavitypes purchased and locals of purchase

were given by scoring items on Likert-type ansvegnfats (1 “Never” to 6 “Always”).

3.3.4. Wine consumption and purchasing motives
Respondents provided information regarding theitives to consume wine by scoring items of

several psychometric scales on Likert-type answeméts (1 “Totally disagree” to 6 “Totally
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agree”). Items used in these questions were addpied previous studies regarding the wine
market (Jaegest al, 2009; Lockshin, 2008; Thach and Olsen, 2006).

Furthermore, respondents provided information rdiggr their motives to purchase wine by

scoring items of several psychometric scales oertitype answer formats (1 “Very unimportant”

to 6 “Very important”). Iltems used in these quassiovere taken and adapted from previous

studies regarding the wine market (Figueiredo, 2008ller et al.,2009; Zaichkowsky, 1988).

3.3.5. Conjoint task

A choice-based conjoint task was developed with dhme of determining the effects of the
branding strategy and associated attributes orucoesdemand.

In order to determine attributes of HWP to be usetthe conjoint-task two steps were taken. First
literature review was analysed in order to gatleégvant attributes. At this stage, we resorted to
Beverland’'s contribution (2006) to the notion ofttentic wines and the concept of HWP
developed by the Associacdo Portuguesa Woshos Historicos Next, 12 semi-structured
interviews were performed with Portuguese wine oomss different levels of self-assessed
category involvement and knowledge. A total of &sfions were asked according to the script
depicted in Annex 1. These interviews took placApnil 2011, each lasting for about 20 minutes.
To a great extent, the results of these interviemsfirmed and added to the list of attributes
drawn from the reviewed literature. As a resultptal of 5 attributes with a moderate number of

levels were selected to use in the conjoint tables€ are depicted in Table 3.1.

Table 3.1 — Factors and levels used in the confask.

Factors Levels
6,23 €
Price levels (Back-label) 8,46 €
10,69 €

“Vinho Regional Moderno” - Lisboa
“Vinho Regional Artesanal“- Agores
“Vinho DOC Moderno” — Bucelas
“Vinho DOC Artesanal” — Colares

Region of Origin (label)

20 000 wine bottles produced
4 000 wine bottles produced

Scarcity (back-label)

“Adega Cooperativa”

Producer size -reputation (back-label) “Empresa familiar”
“Sociedade Agricola”

Portuguese grape types
Portuguese and foreign grape types

Grape types used in the production (back-label)
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The conjoint task employed a full profile technigudso known as concept evaluation task
(Green, 2001). The task stimulus presented in tlestipnnaire consisted of 16 pictures of white
wine bottles (0.75 cl) with information about réfaiice and a small set of hypothetiéktorical
Winesattributes (Figure 3.1.), the levels of which weoenbined through experimental design. In
order to avoid confounding effects, the productiar and the alcohol percentage remained
constant (2008 and 12%, respectively). Respondeats then asked to score each white wine
bottle yielded by the experimental design on a & tikelihood-of-purchase-scale. By varying the
attributes in each image, it was therefore possiblmfer the willingness-to-pay (and hence the
preference) for each attribute level, accordingh® respondents’ evaluating task performance.
Although there is a wide range of researches infdbe industry that uses conjoint analysis to
analyse to what extent factors are important inctiresumer purchasing decision, most part of the
studies in the wine market presents factors in alemformation, and less with visual effects.
Presenting wine attributes in the image of a wiotlé turned out the experiment more realistic
and involving more the respondent (Szolnetal, 2010).

In order to specify the nature of relations betwdle®@ number of variables included in the
experiment, a regression analysis was employedteldre it was possible to observe how the
probability of purchase (dependent variable) vamdgen varying the entire bottle attributes

(independent variables).

Este vinho provém de vinkas
plantadas em ch3o de areia de
VINHO DE COLARES ola
Denominagio de Origam
Controlada

BRANCO producio  faram utilizadas
unicamente castas da ragifio,
como = Malvasia.

la5 & engarrafa:
a8 a 0
amafas deste por uma
empresa familiar da regiso.
Preco: 10,69

Figure 3.1: An example of a wine bottle used indbejoint task
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3.3.6. Expectations aboutPortuguese Historical Wines

Subsequently to the conjoint task, a wide rangglieforical Winesquality attributes were asked
to be evaluated in a 6 point scale basis (from dw/lAssociated” to 6 “Very Associated”). These
attributes were taken from the interviews conduttetthe Portuguese wine consumers and had the
objective of revealing which were the ones thattigasassified what ddistorical Wineis.

Then, aligned to the analysis conducted for genesiaks, Historical Wine$ purchase and
consumption situations were accessed since diffesemay occur. Therefore, in order to assess
the Portuguese wine consumers’ expectancy in fgqnélistorical Winesavailable in different
places, purchase situations were measured by it pcales (from 1 “Never” to 6 “Always”).
Finally the places they would expect to consumaedhgines were measured by using the same

answering scale.

3.4. Population and sample

The population under study consisted of Portuguesilents aged 18 years old or older, who
consumed wine at least once a month. As a resuheftonvenience sampling method and the
snowballing technique employed, it was possiblédtermine that at least 1089 people received
the link to the questionnaire and viewed. Froméehesly 801 started filling the questionnaire and
only 531 completed it. From the 531 completed daestires, 463 were considered valid, which
composed the final sample. This corresponds tsporese rate of 43%, which is in line with the
valuesthat are known for this type of questionnaire (betwd@nand 45%) (Czaja and Blair,
2005).

3.5. Sample description
The sample obtained can be described having inuatdbe socio-demographic profile, Wine
consumption and purchasing patterns, wine prefese@nd Wine consumption and purchasing

motives.

3.5.1. Socio-demographic profile
Table 3.2 presents the socio-demographic charsitsriof the respondents. The sample was
composed mainly of men, as expect based on presgtodses (Figueiredo, 2003). It was possible

to attain almost all the possible wine consumpage range, varying from the 19 to the 71 years
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old. The average age of respondents was aroun@a®@,yprobably due to an over-representation
of respondents around 23 years old. Although tspaedents’ household ranges from 1 to more
than 5 people, the majority of the respondentsdttheirs was composed by 2 people. It was
possible to collect answers from respondents mgidn all the main regions of Portugal.

Nevertheless Lisbon was over-represented in th@leamwith 55% of the total. The respondents
had mostly a medium-to-high level of education éxHelor or an undergraduate degree) and
employed. Finally, the majority of the sample waarned (or common-in-law married) and had

an income ranged between the €2000 and the €39899.iicome range is substantially higher

than the Portuguese average, which is €777 (DN)R01

Table 3.2 — Socio-Demographic characteristics efréspondents (n=463).

Gender %
Female 45
Male 55
Age Years
Range 19-71
Mean + S.D. 40+ 12
Mode 23
Household #
Range 1-5
Mode 2
Residence %
North 4
Lisbon 55
Centre (without Lisbon) 6
South 32
Madeira and Azores 3
Education %
Low 2
Medium-Low 16
Medium-High 54
High 28
Mode Medium-High
Professional Status %
Students 16
Unemployed/Retired/home 7
occupation

Employed 77
Mode Employed
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Marital Status

Married/Common-law married 60
Single 33
Divorced/Widowed 7

Mode Married
Household monthly Income %

< €1000 8

€1000 - €1999 32
€2000 - €3999 41
£4000 and above 19

Mode €2000 - €3999

3.5.2. Wine consumption and purchasing patterns

In Table 3.3 it is described the wine consumptiod purchasing patterns for the sample used in
the study.

It is possible to conclude most part of respondbats a medium level of wine consumption and
consume the beverage essentially at home. In regardhe wine purchasing frequency, the

majority of respondents present a low occurrenoefatt, about one third of the sample only

purchase wine less than once per month and abétitp2irchase wine once per month. Although

the consumption and purchasing level of the sammalg not correspond exactly to the reality (as
it is a sample of convenience), this is not prolaeenfor the analysis, as this dissertation intends

to be used to promote the Portuguese wine consametipeople that do not have large levels.
Table 3.3- Wine consumption and purchasing pattgrnd63).

Wine consumption frequency %
Low (at least once per month) 33
Medium (1-3 times per week) 41
High (more than 3 times per week) 26
Local of Consumption %
At home 48
At friends or relatives’ homes 23
In restaurants/bars 29
Purchasing frequency %
Less than once per month 37
Once per month 27
Two or three times per week 22
At least once per week 14
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3.5.3. Wine preferences

Regarding the wine preferences of the sample, lied 8 the main choice, as about 69% of the
respondents purchase regularly this wine type. g in the conjoint task only white wine
bottles were considered, this is not problematiwhge wine is also frequently purchased (55%).
Sparkling wines and fortified wines are not pur@ths a regular way probably because these are
most likely associated to special occasions.

The wine type preferences that came from the delledata are in line with what was researched
by Figueiredo (2003). Portuguese wines are highbfepred to the foreign wines, and both
categories are mainly purchased in large storé @9 of the respondents stated they purchase
regularly the product in hipper-markets and 52, 79&uper-markets. These are followed by the
specialty stores (26,8%) and directly to the pred24,6%). Very near to this conclusion was the
study conducted by Marktest (2008), which conclugieger-markets/hipper-markets and directly
to the produced are the most preferred places tchpse wine. Regarding the preferred regions
where wine is produced, Alentejo is the favoured (2%), followed by Douro (27%), which is
also aligned with Figueiredo (2003) research andkiéat (2008).

3.5.4. Wine consumption and purchasing motives

The most important motives for respondents do acmeswine are related with the occasion of
consumption. In fact, around 71% of wine consunsteged they drink wine because it is a
pleasant beverage to share with friends and famlgo about two thirds of the respondents stated
it is a good beverage to celebrate special occasibme fact wine goes well with meals (64,1%)
and enjoying the taste (63,2%) are two other ngasons to consume the product.

Regarding the motives to purchase wine, respondgatsd the ones which were more important
for them were: the fact of having experimented ihee before, followed by the wine type, the
region of origin, the recommendations made by faraiid friends and the consumption occasion.
Out of this it is possible to conclude the wineghasing motives attained seem to be in line with
the ones researched by Figueiredo (2003) as heatsduded the wine type, the region of origin
and the occasion are significant considerationhim ¢onsumer decision. Moreover, it is also
possible to conclude signalling models such adabeof some wines having awarded prizes and
medals, recommendations made by the retailer @miasts and the winemaker are not seen as the
most important motives to purchase wine. This se@nbe associated with the existence of
information asymmetries and risk in the wine Pauege market.

27



3.6. Psychometric measures of category involvement anchkwledge

Factor Analysis with the Principal Axis FactoringeMod was employed to derive the

psychometric measures relevant to this study. Gramb alpha coefficients were calculated to
provide the level of the measures’ reliability. &ig factor regression scores were calculated for
inclusion in further statistical analysis.

Although 13 items measuring involvement were iflifincorporated in the questionnaire, only 7

were included in a final one-factor solution whiekplained about 58% of the variance observed,
as depicted in Table 3.4. This solution preseat€itonbach’s Alpha of 0.81, which suggests the

items have a high consistency (Hair, 2005).

Table 3.4 — Involvement scale (n=463).

Involvement items Factor Mean = Std.
| have a large interest in wines. 0,87 3,71+1,50

I do not mind spending some time choosing a wine. 0,85 4,07+1,42

| enjoy learning new things about wine. 0,79 4,08+1,47
One of the things that most satisfy is the oppatyusf enjoying a good wine. 0,77 3,98+1,46
Consuming wine is a source of pleasure to me. 0,75 4,08+1,45
The wines | choose reflect somehow my personality. 0,65 3,25+1,48

I show effort in purchasing wines that do not djs@ipt me in the hour of consuming them. 0,61 4,6841

From the 17 items measuring subjective knowleddally incorporated in the questionnaire, all
were included in a final three-factor solution, depicted in Table 3.5. 3 groups of subjective
knowledge were therefore created. The Hobbies @me wonsumers who see wine as a hobby,
seeing interest in the category. This group expl&i@% of the variance and has a Cronbach’s
alpha of 0.93. More than showing interest, the Espbave a high knowledge in the category.
This explains 70% of the variance and has a Crdribaalpha of 0,89. Finally, the Opinion
Leaders are those wine consumers whose knowledgat isnly perceived by others but are also
able to act as leaders of opinion. This explaitf Df the variance and has a Cronbach’s alpha of
0,90. Having in account the variances explainedthrdCronbach’s alphas of these groups, it is
possible to conclude both present a very high stersty and sufficient variance is extracted from
the factors (Hair, 2005).

Table 3.5 — Subjective knowledge scale (n = 463).

Hobbies Factor Loading Mean=Std.
Attends courses or workshops about wines 0,90 1,73+1,24
Visits farms or wineries to see how wine is prodlice 0,85 2,55+1,48
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Participates in wine tasting events 0,84 2,02+1,45
Attends wine fairs, festivals and other events 0,76 2,53+1,54
Buys books about wine 0,72 1,98+1,40
Reads articles about wine in journals, magazinegimes 0,68 2,81+1,57
Consults critics and grades given to wine by spistsa 0,66 2,66+1,60
Experts Factor Loading Mean+Std.
Knows which are the best production years for @ifpaegion 0,93 2,20+1,26
Knows how much time it exists a specific wine bramthe market 0,78 1,92+1,11
Capable of identifying the grapes in which the whgshe is drinking was produced 0,74 2,17+1,25
Knows which is the producer company of a specificerbrand 0,69 2,57+1,34
Capable of tasting a wine and telling its origigios 0,57 2,39+1,15
Opinion leaders Factor Loading Mean+Std.
Being asked to choose the wine in a restaurant 0,92 3,41+1,50
Capable of distinguishing a good quality wine frarhad quality one 0,76 3,87+1,28
Understands more about wine than the people thagswd him/her 0,74 2,93+1,30
Being asked which wine to buy 0,68 3,05+1,42
Capable of telling the temperature a specific véheuld be served 0,44 3,04+1,55

Factor analysis was also used to summarize thdtsesiurespondents’ answers regarding their
objective product knowledge. Although 10 items noeiag) objective knowledge were initially

incorporated in the questionnaire, only 8 wereudel in a final two factor solution, as depicted
in Table 3.6. Grapes types were divided accordingaw well known they were to respondents.
By order, Alvarinho, Trincadeira and Shiraz, wetee tmost well-known grape types and
composed one group. This group explains 59% ofvereance and has a Cronbach’s alpha of
0,82, which means it explains sufficient varianoel &as a consistency near the lower limit of
acceptability of 60% as proposed by Hair (2005)e Tther group was comprised by: Baga,
Riesling, Tempranillo, Encruzado, and Gruner-Viedfi This group explains 62% of the variance
and has a Cronbach’s alpha of 0,84. This meangisuff variance is explained and has a high

consistency (Hair, 2005).

Table 3.6 — Objective knowledge measure (n=463)

Less well-known grape types Factor Loading MeanzSDeviation

Encruzado 0,93 1,7041,05
Tempranillo 0,72 1,76£1,11
Baga 0,67 2,04+1,21

Riesling 0,58 1,82+1,14
Gner Veltliner 0,51 1,22+0,58
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Most well-known grape types | Factor Loading| MeantStDeviation

Trincadeira 0,96 2,97+1,23
Shiraz 0,65 2,55+1,35
Alvarinho 0,63 3,31+1,01

3.7. Wine familiarity

In the table 3.7 it can be observed most part ef taspondents present a continued wine
consumption. In fact, about half of the sample comss wine for more than 15 years and 68% for
more than 9 years. On the other hand, only about &flthe sample shows a more recent wine
consumption (less than three years). Overall, éllengh there is a trend for the consumption
frequency to be medium-low, it is possible to cadel the sample is familiar with wine. This
seems to corroborate the idea of people consumioge iwine substitutes, such as the beer,
leading to a reduction in wine consumption (bwtdes not mean consumers quit drinking wine at
all).

Table 3.7 — Familiarity with wine consumption (n-336

How long ago do you consume %
wine?

<1lvea
< 3 vear

< 6vear: 13

<9 vear

<12 vear 10

<15 vear

15 vears and abo 49

3.8. Cluster analysis and segmentation

Respondents were clustered using the TwoStep matitodsegments based on their factor
regression scores on involvement, subjective kndgdeand objective knowledge. The objective
of this analysis was to create groups with charsties that could subsequently be used to clarify

the results obtained from the conjoint task an@iotjuestions related to HWP attributes.

3.9. HWP attributes

Although 19 items measuring subjective knowledgerewdnitially incorporated in the
questionnaire, only 15 were included in a finak#factor solution. Therefore, three groups of
different approaches to Historical Wines were @éaas depicted in Table 3.8.
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Reputation wines explains about 64% of the varisanog has a Cronbach’s alfa of 0,86. Aged
wines explains about 66% of the variance and h@soabach’s alfa of 0.87. Reputation Wines
Aged Wines have therefore a high consistency armmagx sufficient variance (Hair, 2005).

Finally, Authentic Wines explains about 54% of tleiance and has a Cronbach’s alfa of 0,78.

This means the variance explained is rather bell@Mimits of acceptability, but has nonetheless

a high consistency (Hair, 2005).

Table 3.8 Historical Winesattributes for each concept (n=463)

Reputation Wines Factor loading MeantStd.
Wine that received very favourable prizes and eatédns from wine specialists. 0,81 3,06+1,46
Wine whose brand is very well-known in the market. 0,80 3,06+1,46
Wine that is very appreciated in the internationalket. 0,75 3,26+1,52
Wine that is very promoted by the companies thatlpct it. 0,68 2,98+1,84
Wine with excellent quality. 0,65 3,92+1,52

Aged Wines Factor loading Mean+Std.

Wine that aged several years in the producer wéfiardbefore being bottled and 0,85 3,26+1,55
sold.
Wine whose grapes were harvested one or more deegde 0,80 3,11+1,60
Wine produced in a special year. 0,78 3,50+1,56
Wine that must be opened several years after tittted. 0,70 2,70+1,50
Wine produced by a very old company. 0,665 3,42+1,59

Authentic Wines Factor loading MeantStd.
Wine produced exclusively in a region with a labgelition in its production. 0,85 3,85+1,60
Wine that contributes for the economic developnoénhe region that produces it 0,68 3,72+1,51
Wine produced and commercialized various generaéao. 0,63 3,74+1,52
Wine with unique taste. 0,56 3,64+1,54
Wine with high production cost. 0,54 2,97+1,48

3.10. Conclusion

This chapter 3 described the methodology employeatata collection and analysis. Chapter 4 will

present and discussed the results obtained asaweath what extent these validate the research

hypotheses proposed.
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CHAPTER IV: RESULTS AND DISCUSSION

This section presents and discusses the resule @nline questionnaire performed and presented
in the previous chapter.

4.1. Segments of respondents according to knowledge amyolvement

As a result of the performed analysis, as describetthe Chapter 3, 3 clusters of participants
which differ significantly in their wine knowledgend involvement level were obtained.

Table 4.1 encompasses the percentage of responttexttbelonged to each cluster and the
differences in terms of involvement, objective kiesge and subjective knowledge. Moreover, it

is important to be referred the differences betwgrenips are significant at 0,001.

Table 4.1 — Wine consumers segmentation (N=463).

Involvement % Mean * St. Deviation
Beverage Wine Consumers 27 2,90+0,93
Aspirational Drinkers 43 3,95+0,87
Connoisseurs 29 5,02+0,66

Objective Knowledge % Mean + St. Deviation
Beverage Wine Consumers 27 1,09+0,20
Least well known grapes Aspirational Drinkers 43 1,44+0,44
Connoisseurs 29 2,68+0,72
Beverage Wine Consumers 27 1,68+0,50
Most well known grapes Aspirational Drinkers 43 3,18+0,70
Connoisseurs 29 3,79+0,41

Subjective knowledge % Mean + St. Deviation
Beverage Wine Consumers 27 1,34+0,37
Hobbies Aspirational Drinkers 43 1,99+0,61
Connoisseurs 29 3,76+1,17
Beverage Wine Consumers 27 1,33+0,42
Experts Aspirational Drinkers 43 2,15+0,77
Connoisseurs 29 3,25+0,86
Beverage Wine Consumers 27 1,97+0,65
Opinion Leaders Aspirational Drinkers 43 3,2620,74
Connoisseurs 29 4,55+0,63
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4.1.1. Cluster characteristics
Results have concluded each segment differs frenothers not only in terms of knowledge and

involvement levels, but also when considering sagmographic characteristics.

Beverage Wine Consumeidost part of this cluster (more than 70%) is cosgzbby women.

Beverage consumers is also the most young clusién, a mean of 33,37+11,64 years old.
Regarding the monthly revenues, it is not posdibleake any conclusion regarding since about
50% receive less than €2.000 and 50% more.

This wine consumers segment has a low involvemevel labout the category. Regarding the
knowledge level, is also low and also recognizeslthv level he or she possesses. When asking
them about the grapes they know, a typical BeveVdge Consumer is not able to recollect any
grape type from the ones that are less known. Reggathe grapes that are most known, most part

of these wine consumers confess they do not knewm tht all.

Aspirational Drinkers Most part of the wine consumers fall in tAspirational Drinkers(more

than 40%). This cluster is more composed by memuilB0%) than women, although the
differences are not very high. Regarding the agejas obtained for this cluster an average of
41,40+11,27 years old. Concerning the monthly raesnthere is a trend for people that belong to
this segment to have higher revenues tBamerage Wine Consumelis fact, about 60% have
revenues of more than €2.000, which corresponduo fimes the minimum revenues level in
Portugal.

This wine consumers segment have a medium involueiegel about the category. Moreover,
their knowledge is also medium and recognizes aiunedknowledge level. When asking them
about the grapes they know, from the grapes tlealeaist known, a typical Aspirational drinker is
able to recollect some grape types and rememberkirdy one wine made by it at least once.
Regarding the grapes that are most known, he orcaheonly recollect the name of some,

although not having remembered drinking a wine maidie that grape.

ConnoisseursWhereasBeverage Wine Consumease mainly composed by women, men are

more frequent irConnoisseurgabout 30%). Also it is in this cluster wheregtpossible to find a
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major number of older people, as it was obtainedwanage of 45,08+11,71 years old. This is also
the cluster with higher monthly revenues. In fatiput 70% have revues of more than €2.000.
This wine consumers segment have a high involveteget about the category. Their knowledge
is also high and also recognizes they are suptriothers, capable of acting as opinion leaders.
When asking them about the grapes they know, floengrapes that are least known, a typical
Connoisseur is able to recollect the name of mast pf the grapes and remembers drinking
various wines made by them. Regarding the grapssatie most known, he or she can recollect
the name of most of them and is able to remembengalrink a wine made by them at least

once.

It is important to refer that the segments obtawél the data collected are aligned with the three
of the ones proposed by Spawton (1991), and whiehevdescribed in Chapter 2. Only the
segmentNew Wine Drinkergsould not be reproduced. Nevertheless, this se@tienthas as main
difference with the one here presented becaus#yitaonsidered involvement to group consumers
into different segments. The one attained baseth@mlata collected considers not only category
involvement wine consumers have, but also categooyledge.

4.2. Historical Winesconcept
In chapter 3 it was seen 3 differeHistorical Winesconcepts may be created, namely the
Reputation Wines, the Aged Wines and the Authémiices. In Table 4.2 is presented the means

obtained for eacHlistorical Winesconcept.
Table 4.2 — Historical Wines concepts (N=463).

Mean * St. Deviation

Mean Factor Reputation Wines 3,37+1,18
Mean Factor Aged Wines 3,20+1,26
Mean Factor Authentic Wines 3,58+1,12

By analyzing these results, it is possible to codelAuthentic Winess the concept that seems to
be more associated tdistorical Winesby Portuguese wine consumers, followed by Reputatio
Wines, and then Aged Wine3his seems to support H1.

Therefore this means by referring Hastorical Wines they are mostly perceived by Portuguese
Wine Consumers by wines which are produced exalsivm a region with a large tradition in its
production, which contribute for the economic depehent of the region which produced it, are
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produced and commercialized various generations agd which have unique taste and are
associated with high production costs.

4.3. Historical Winesconcept for different clusters

It is possible to take conclusions regarding howikattes groups association witHistorical
Wines differ by Portuguese wine consumers when considerlifferent knowledge and
involvement levels. Table 4.3 present the averafj@snswers for each category and how it differs

according to the knowledge of the respondents.
Table 4.3 — Historical Wines attributes categofeedifferent knowledge clusters (N=463)

Mean Factor Reputation Wines % Mean + St. Deviation
Beverage Wine Consumers 27,4 3,66+1,13
Aspirational Drinkers 43,2 3,33+1,19
Connoisseurs 29,2 3.14+1,17
Total 100 3,37+1,18
Mean Factor Aged Wines % Mean + St. Deviation
Beverage Wine Consumers 27,4 3,48+1,19
Aspirational Drinkers 43,2 3,19+1,28
Connoisseurs 29,2 2,95+1,27
Total 100 3,2(+1,2¢

Mean Factor Authentic Wines % Mean * St. Deviation
Beverage Wine Consumers 27,4 3,69+1,11
Aspirational Drinkers 43,2 3,44+1,11
Connoisseurs 29,2 3,69+1,14
Total 100 3,5¢+1,12

The first conclusion to take out from this tablghat Authentic Winesippears to be the category
that most classify what a historical wine is, reljess the level of wine knowledge and
involvement Portuguese wine consumers have. Alke When analyzing Portuguese wine
consumers as a whole (ignoring their knowledge iamdlvement levels)Reputation Wineare
always the second concept to be associatddigtorical Wines followed by Aged WinesThis
seems to not support H2.

Another conclusion that is possible to take is Baverage Wine Consumeasad Connoisseurs
are not only more able to choose Authentic wineghasconcept the most explains what a
Historical Wineis thanAspirational Drinkers but also present similar mean values. Out of this
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can be concluded consumers with lower knowledgeltemight acknowledge at the same scale a
marketing strategy to Authentitistorical Winesas high knowledge.

4.4. Historical Wines Local of consumption and Local of Purchase

Regarding the local of consumption, respondentadoevents promoted by regional authorities
(45,1%) as the most propitious place to drinKistorical Wine It is followed by at the home of
friends or family (43,7%), in the visit of a winekiag company (43,2%), at own home (41,4%)
and in an ceremony or a special occasion (41,1%puf82% of respondents stated they would
not expect to consumekHistorical Winein bars or taverns. This is an interesting resiaite it is
normal forAuthentic Winegevaluated as definingHistorical Wing to be sold in these point of

sales. This proves producers are not doing a veoy gob in promotingdistorical Wines

Respondents found the most exquisite places thé madgral to find aHistorical Wine This is
curious since these are the places respondentd dtaty actually do not frequently purchase
wines. Indeed, specialty stores (74,9%), wine cli§s7%), directly to the producer (64,3%) and
On-line (49,4%) were the places respondents fohat would be more common to purchase a
Historical Wine

4.5. Probability of purchase analysis

As it can be seen in Table 4.4, it was includedf¢fiewing variables in the regression: Region of
Origin (DOC certification), Price, Portuguese Grapeture, Cooperative winemaking, Familiar
Company, Lisboa, Colares and Bucelas. Neverthefessjliar Company is not represented in the
table as it was not significant. Moreover, regm@ssias run excluding the variable Quantity as a

previous exercise concluded it did not have a gt influence in the probability of purchase.

Regarding the strength of association, the pergent& variance in the dependent variable which
can be explained by the independent ones (adjbstzfiare) was 0,032.

Table 4.4 — Results from a linear regression baseithe conjoint data.

Unstandardized Coefficients Standardized Coefficiets )
B Std. Error Beta Sig.
(Constant) 2,83 0,06 0,000
Price -0,06 0,03 -0,04 0,027
Pt Grape Mixture -0,12 0,05 -0,05 0,011
Cooperative Winemaking -0,17 0,05 -0,06 0,001
Survey differences -0,11 0,05 -0,04 0,048
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Lisboa -0,15 0,07 -0,05 0,024

Bucelas 0,21 0,06 0,07 0,001

Colares 0,31 0,06 0,11 0,000

It exists a negative effect in the following itenpsice at a 0,05 significance level, the grapes mix
being only Portuguese at 0,05 significance, the faimes being produced in Cooperative
winemaking at 0,001, significance, the wine beingdpiced in Lisboa in relation to Azores at 0,05
significance and an effect of using the second tiuesaire in relation to the first at 0,05
significance.

It exists a positive effect in the following itemi3OC certification at 0,001 significance, Artisanal
production at 0,01 significance, the fact the wheéng produced in Bucelas in relation to Azores
at 0,01 significance and the fact the wine beirggpced in Colares in relation to Azores at 0,001
significance.

From the results presented it is possible to caleck mixture of foreign and Portuguese grapes
are preferred to wines made by only Portugueseegrddoreover, wine produced in an S.A. is
preferred to Cooperative Winemaking. It is not plassto conclude regarding Familiar company
as its results were not significant.

It is possible to conclude Azores (Regional winedoiced in lava soil, normal farm) is preferred
to Lisboa (Regional wine, modern viniculture, prodd in a normal farm). Since these wines only
differ in the production method, this means art&groduction is seen as being more important
than modern production. Nevertheless Bucelas (D@@dern viniculture, historical farm) and
Colares (DOC, sand soil, normal farm) are alwayfgured to Azores. This means DOC wines
are always preferred regardless the method of ptadu

The final conclusion of these is that the idealeviar Portuguese consumers, i.e., the ones their
probability of purchase would be higher, is a DO@ewnproduced in an artisanal way, with a
mixture of Portuguese and foreign grapes. This méthis only partially supported. In fact it
was expected to be valued wines made by only Poeseggrapes.

Creating an efficientistorical Winesmarketing strategy is possible when promoting D@@es
produced in artisanal ways. This would have a p@sitnpact in wine consumers demand.

4.6. Probability of purchase analysis — by knowledge ahinvolvement segment
Having concluded whicHistorical Winesattributes Portuguese wine consumers value mastly,

makes sense to repeat the regression analysigfemedt knowledge and involvement clusters.
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4.6.1. Probability of purchase analysis -Beverage Wine Consumers

Similarly to what was done before, regression weswith the same variables for orBgverage
wine Consumergluster. Nevertheless the only significant valaes for Lisboa, Bucelas and
Colares. These are represented in Table 4.5. AsjiBtsquare increases to 0,048 in relation to the

previous observation.

Table 4.5 — Results from a linear regression basettie conjoint data Beverage win€onsumers

Unstandardized Coefficients | Standardized Coefficigts Sig.
B Std. Error Beta
(Constant) 2,71 0,12 0,000
Lisboa -0,39 0,19 -0,10 0,045
Bucelas 0,52 0,13 0,18 0,000
Colares 0,37 0,12 0,13 0,003

The fact the wine being produced in Lisboa (Redianae, modern viticulture, normal farm) has
a negative effect in relation to the wine beingduwed in Azores (Regional wine, lava soill,
normal farm) and significant (however not very diigant) at 0,05. Being produced in Bucelas
(DOC, modern viticulture, historical farm) has agatve effect in relation to Azores, which is
significant at 0,001. Being produced in Colares (DGand soil, normal farm) has a positive
effect in relation to Azores and significant atD,0

Out of this it is possible to conclude fBeverage Wine ConsumeBucelas is the most preferred
wine and is followed by Colares. Both of these winelike the ones from Azores and Lisboa, are
DOC certificated, which means this variable istiest important for hobbies.

Wine produced in Azores is more preferred than wirmen Lisboa, which means artisanal
production is more preferred than modern. SinceeBscis more preferred than Colares and
artisanal production is more important than modehis means Portuguese consumers prefer
wines produced in historical farms than in nornahfs, and therefore value more this attribute
than the production method used.

Thus, what is more important for this cluster ig thine having a DOC certificate and being
produced in a historical farm. Subsequently, (mly an third place), artisanal production is more

important than modern.
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4.6.2. Probability of purchase analysis -Aspirational Drinkers

Similarly to what was done before, regression was with the same variables for only

Aspirational Drinkerscluster. Nevertheless the only significant valaesfor Lisboa, Bucelas and

Colares. These are represented in Table 4.6. AsjuBtsquare increases to 0,052 in relation to the

previous observations.

Table 4.6 — Results from a linear regression basetthe conjoint dataAspirational Drinkerss.

Unstandardized Coefficient: Standardized Coefficient: Sig.
B Std. Error Beta
(Constant) 2,58 0,09 0,000
Lisboa -0,19 0,09 -0,07 0,038
Bucelas 0,46 0,09 0,17 0,000
Colares 0,39 0,09 0,14 0,000

Like theBeverage Wine ConsumgBucelas is the most preferred wine, followed lmfates and
Lisboa, which make wines having a DOC certificatd being produced in a historical farm as the
most important attributes fdkspirational Drinkers In the third place is positioned the artisanal
production in comparison with modern.

It is also possible to conclude, faspirational DrinkersBucelas is not as preferred to Azores as it
was forBeverage Wine Consumebtdoreover, Lisboa is also not so less preferrefigpirational
Drinkers

4.6.3. Probability of purchase analysis -Connoisseurs

Similarly to what was done before, regression was with the same variables for only
Connoisseurgluster. Nevertheless the only significant valaes for Price, Familiar Company,
Lisboa and Bucelas. These are represented in Bablédjusted R square increases to 0,057 in
relation to the previous observations.

Table 4.7 — Results from a linear regression baseithe conjoint dataGonnoisseurs.

Unstandardized Coefficients Standardized Coefficiets Sig.
B Std. Error Beta
(Constant) 3,21 0,12 0,000
Price -0,12 0,05 -0,08 0,018
Familiar Company 0,39 0,15 0,11 0,009
Lisboa -0,55 0,15 -0,22 0,000
Bucelas -0,62 0,15 -0,22 0,000
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Out of the table it is possible to conclude Priae how a negative effect and is significant at 0,05
Moreover, there is now a positive and significaffee at 0,01 in Familiar company when
comparing to S.A. company.

Azores is the most preferred wine, and is followgd.isboa and Bucelas. Since Azores (Regional
wine, lava soil, normal farm) is more preferredrthasboa (Regional wine, modern viticulture,
normal farm), it can be concluded the artisanalhmetof production is the most important
variable forConnoisseurs

The most important attributes f@onnoisseursre the artisanal method of production and i§it i
produced by a familiar company.

4.6.4. Probability of purchase analysis — Conclusions fodifferent clusters

It was possible to see f@everage Wine Consumeaiad forAspirational Drinkers the fact the
wine having a DOC certificate and being produced historical farm are the most important. On
the other hand, the most important attributes @@nnoisseursare the artisanal method of

production and if the wine being produced by a feancompanyThis supports H4.

Whereas théBeverage Wine Consumeasid theAspirational Drinkerswould benefit from the
same marketing strategZonnoisseuramight require a different one, since the attrisutkeey
value are different.

4.7. Discussion

In this dissertation wine consumers were groupedclusters according to their levels of
knowledge and involvement. This revealed to benaligwith the ones accomplished by Spawton
(Spawton, 1991). T he attributes wine consumerscaést® mostly to Historical wines seems to be
those related tcAuthenticity (supporting H1) and do not differ for differentgseents (not
supporting H2). Moreover, the attributes reachedl réhated withAuthenticityare very similar to
the ones sustained by the APVH and Beverland (Bawvey 2006).

When considering the different knowledge and ineatent of wine consumers, the most valued
attributes of an HWP are not common, supporting H4wvas possible to conclude that for
Beverage Wine Consumeasd Aspirational Drinkers what is more important for them is the
wine having a DOC certificate and being produced ihistorical farm, followed by Artisanal
production. Nonetheless, f@@onnoisseurghe artisanal method of production and the fact of

being produced by a familiar company were the mmgtortant. This means that, in order to
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promote Historical Winesbased onAuthenticity and appeal all segments it makes sense for
producers to differentiate their promotion methods;cording to their knowledge and
invovlement. Another hypothesis is to promddestorical Winesonly based on the attributes
Beverage Wine Consumeasd Aspirational Drinkersvalue: DOC certificate, produced in a
historical farm, artisanal production. The reastomghis are related with lower costs while getting
not only the largest parcel of consumers but als® dnes that most suffer the effects of
information asymmetries and risk (Dodd al., 1996). These are the ones that consume and
purchase less wine, which means these are thetloaieare necessary to convince to choose this
product over other substitutes.

Furthermore, Portuguese wine consumers expistorical Winesto be mainly available in places
that are not the ones they usually frequent mostlyrder to promote wine consumption in the
national market it is necessary to makstorical Winesavailable in stores they usually frequent:
hipermarkets and supermarkets (Markest, 2005).

4.8. Conclusion

In Chapter 5 the main conclusions as well as ti@igations with the research will be presented
and compared with the initial objectives. Furtherejolimitations of the study as well as
directions for further research will be provided.
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CHAPTER V: CONCLUSIONS AND IMPLICATIONS

With the results obtained in the previous chaptelis necessary to analyse if the research
questions from the Chapter 1 were met as well atitire research hypotheses were tested. This
way the conclusions attained will be summarized eohpared with the initial objectives. As
with all the studies, also this research is subjedtmitations. Therefore limitations and further

research will also be presented.

5.1. Main conclusions

The domestic market of wine is facing a challenteere is a decreasing trend of wine
consumption and the category is also losing maskate to other beverages, essentially the beer.
This dissertation aimed to explore the potenti@fulsess and benefits of using the concept of
Historical Winesto promote the sales and consumption of typicalugoese wines in the internal
market.

Firstly, it was researched whitkistorical Winesattributes Portuguese wine consumers find to be
more important. Results proved the ones wine coessindentify and associate more to a wine
that is Historical seems to be those related wihthenticity Moreover, this opinion does not
change for wine consumers with different knowledgel involvement levels. Based on the
Authenticity attributes, this turned out to be possible to teresm concept foHistorical Wines
wines which are produced exclusively in a regiothva large tradition in its production, which
contribute for the economic development of the aegwhich produced it, are produced and
commercialized various generations ago, and whasie lunique taste and are associated with high
production costs.

Finally, the objective of analyzing the effect ihet Portuguese wine consumer demand of
branding/labelling a Portuguese wine as Histongak also met. When referring to Portuguese
wine consumers, globally, the conclusiorHistorical Winesshould be promoted as DOC wines
and produced in artisanal ways. However, when denssig different levels of knowledge and
involvement the conclusions are not so linear. Beverage Wine Consumeasd Aspirational
Drinkers, promoting the DOC certificate and a historicaihfgproduction would have more impact
in their demand. FoConnoisseurghe artisanal method of production and the factheing

produced by a familiar company have more impath&ir demand.
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5.2.  Main implications of the study

Promoting typical wines that stand out for high lgyand uniqueness of tasteThe Historical
Wines of Portugatl proved to contribute with very positive resuttsit can be used against the
challenge of wine consumption decreasing the domeshe marketing is facing. The results
attained with this dissertation allow various agetat use the knowledge created to design new
strategies able to have a positive impact in tr&rnass they operate. These results, by providing
companies information regarding to what attribupgemote in theHWP supply Portuguese
winemaking companies the necessary tools to inertheesprofitability of a market that have been
losing importance in the last years — the domesticket.

The conclusions of dissertation have revedestorical Winesare largely linked to the regions
where they were produced which are extremely pasitesults for regional governments. In fact,
if Historical Winesbecome promoted, regional governments would be &blalso promote
regions based on the attributes Portuguese winguooers linked tdlistorical Wines Moreover,
wine tourism would also benefit from these, asauld create new viable regions for the practice
of enotourism.

Furthermore, this dissertation is also a very pasitontribute for academic research, due to the
lack of reliable studies which aims to analyse Bwrtuguese wine consumer behavior and

demand.

5.3. Limitations of the study and directions for future research

The first limitation of this research was the fw sampling method used in the research was not
probabilistic. In fact, due to practical constraintlata from the questionnaires was obtained
through a convenience sample, i.e., from individubat were easy to reach, and subsequently not
constituting a representative sample of the unevexk Portuguese wine consumers. Therefore
some conclusions that were taken out from the reBeaight not be as accurate as if it was been
used a probabilistic sampling method.

Another limitation is related to the experiment.pRating the experiment and including other
important attributes on it would allow consumersatmalyse other variables that might also be
decisive for them when choosing wine. For instantéhe experiment it was only used bottles of
white wine. When it was asked for respondents e the presented wine bottle a score according
to their willing of purchase, for those who prefed over white (or even those that do not like

white wine at all), might have decided to give aéo score than if only red wine bottles were
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presented. An alternative of the methodology usethé experiment, is the development of this
study using a real choice experiment in store. ueesource constraints, this was not possible

and so the conjoint analysis emerged as a morstrealetting.
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Annex1 —Interview guide

Introduction:
Sou estudante da Universidade Catdélica Portug@eaaseguinte “entrevista” esta enquadrada na
realizacdo da minha Tese de Mestrado. O tema ésti@o do consumidor portugués de vinhos”.

Interview:

0. Numa escala de 1 (pouco entendedor) a 4 (muitoneéed®r) como classifica 0o seu

entendimento em vinho? [1|2|3[4]

Tendo em consideragdo que ndo existe uma definic@oanime ou mesmo realista para o
conceito de ‘Vinhos Historicos (e que a “entrevista” tem como intuito estruturar um
conceito para esta expressdo com base nas opinides inquiridos), por favor responda as

seguintes questdes, tendo apens em consideracdoavaado de vinhos portugueses

1. Que caracteristicas e/ou atributos |he ocorrerando pensa na expressadginhos
Histéricos? Por favor ordene as caracteristicas/atributog geferiu pela ordem de
importancia que considera que um vinho com desa@magnho histérico” tem de ter.

2. De acordo com estes atributos e caracteristamassegue classificar algum vinho como
sendo “vinho historico™? (Designagéo de vinho, Bipdarca, etc)

3. Que factores considera ser importantes na codgpuan vinho tradicional? Em que diferem
se pretender comprar um "vinho historico”?

4. Pensa que a ocasido de consumo de um vinharibest difere daquela de um “vinho
tradicional’? Em que medida?

5. Considera que o pre¢o de um “vinho historicééréi de um tradicional? Em que medida?
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Annex 2— On-line questionnaire

Bem-vindo! Sou estudante da FCEE - Catodlica e eénwane a realizar um inquérito sobre o comportametu
consumidor, com o intuito de recolher dados pararda tese de Mestrado. Este inquérito foca-serefsréncias e
habitos de consumo de vinho em Portugal. Procuradeusificar os gostos e as expectativas dos coitsues, de
modo a poder tirar conclusées sobre a forma comengmesas produtoras de vinho nacionais devemradiate
inquérito deve ser preenchido apenas por pessoast@is de 18 anos e que possuam residéncia pertaagren
Portugal. O seu preenchimento deve demorar aprabdmante 15 minutos. As respostas sdo anénimasdenaiais
e de uso exclusivo para o fim em causa. Por capeiito preenchido na totalidade, serdo doado€@Wssociacdo

Acreditar. A Acreditar € uma Instituicdo Particulde Solidariedade Social que pretende ajudar angas
diagnosticadas com cancro e as respectivas famti@gribuindo para fomentar a esperanca. Agradegua
colaboragéo e o tempo despendido, bem como a digdibgdeste inquérito pelos seus contactos. Parmalguestao

adicional, ndo hesite em contactar-me_em claudicfzi®gmail.com

Tem idade igual ou superior a 18 anos?
1. Sim 2. Néao

Reside de forma permanente em Portugal?
1. Sim 2. Nao

Com que frequéncia consome vinho?
1. Nunca 5. 2 a3 vezes por semana
2. Menos que uma vez por més 6. Mais que 3 vezesgmana
3. Uma vez por més 7. Todos os dias
4. Uma vez por semana

Em que local consome mais frequentemente vinho?
1. Em minha casa 3. Em restaurantes ou bares
2. Em casa de amigos ou familiares 4. Outro. Qual?

Assinale o seu grau de concordancia com cada umasdseguintes afirmagoes:

1-
Discordo 2 3
totalmentg

6 -
Concordg
totalmente

Interess-me bastante por vinhos O

0

Os vinhos que escolho reflectem de algum modo aanin
personalidade

Gosto de aprender coisas sobre vinhos

N&o tenho especial gozo em degustar um \

Consumir vinho é para mim uma fonte de prazer

N&o tenho interesse em visitar um sitio para veracoele st
produz vinho

IR Sy S
o 00|00 |0
o 00|00 |0

O 0|00 0d |0

o 00|00 |0

IR Sy S

Esfor¢o-me por comprar vinhos que ndo me desilugizemda
0S consumir

(]
(]
(]

(W

(]

(]

Uma das coisas que mais me satisfaz € ter a ojmoatiende
desfrutar um bom vinho

N&o me importo de perder algum tempo a escolhevinhto

E raro comprar um vinho que me desaponte na aleia
consumir

N&o fago questao de consumir apenas determirvinhos,
bebo aguele que outros estiverem a beber

N&o fico muito decepcionado se um vinho ndo forbdim
guanto eu esperava
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Esfor¢co-me por escolher bons vinhos para ofer@oés,querg
que pensem bem de mim - - - - - -
Ha quantos anos consome vinho?
1. Ha& menos de 1 ano 4. Ha menos de 9 anos
2. Ha menos de 3 anos 5. H& menos de 12 anos
3. Ha menos de 6 anos 6. Ha menos de 15 anos
7. H& 15 anos ou mais
Assinale o seu grau de concordancia com cada umasdseguintes afirmagdes. Consumo vinho porque...
1- 6—
Discordo 2 3 4 5 | Concordg
Totalment Totalment
Gosto do sabor 0 0 0 Q 0 0
Acompanha bem a refei¢éo O O O O O O
Ajuda-me a relaxar 0 0 0 Q 0 0
Gosto da alegria e do prazer que esta bebida miopar O O O O O O
E uma bebida agradavel para partilhar com amigns e/
familiares - - - - - -
E uma bebida que tenho por habito consumir O O O O O O
Gosto de apreciar a variedade de tipos e saboeessta
bebida oferece - - - - - -
E uma bebida saudavel O O O O O O
E uma boa bebida para celebrar ocasides especiais 0 0 0 Q 0 0
E uma bebida que confere um estatuto especialra gue
consome - - - - - -
Assinale a frequéncia com que ocorrem as seguintgituacoes.
1 —Nunca 6 —
me 2 3 4 5 Acontece
acontecsq me sempr
Perceber mais de vinhos do que as pessoas quedeiam 0 0 0 Q 0 0
Con_seguw distinguir um vinho de boa qualidadeitlede mé O O O 0 O O
qualidade
Provar um vinho e conseguir identificar a sua r@gié origem| 0 0 Q 0 0
\?iﬁﬁ(e)r gual a empresa produtora de uma determinaidz e O O O 0 O O
Sabgr guais foram os melhores anos de producaaperaad? O O O O O O
regido
Conseguir dizer qual € a temperatura ideal a que sker
servido um determinado tipo de vinho - - - - - -
Pedirem-me para escolher o vinho num restaurante O O O O O O
Perguntarem-me que vinhos devem comprar 0 0 0 Q 0 0
Conseguir identificar as castas de que é feitmloo que estou O O O O O O
beber
Saber dizer ha quanto tempo existe no mercado uma
determinada marca de vinhos - - - - - -
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Assinale a frequéncia com que:

D

6 —
1 —Nunca 2 3 4 5 Sempre
que poss
Participa em provas de vinhos m} o a a 0 0
Lé artigos sobre vinhos em jornais, revistas oagui a a Q Qa Q Q
Visita qumtas ou adegas em Portugal para ver corioho € 12 o a a a a o
produzido
Frequenta cursos ou workshops sobre vinhos ] a Q Q Qa Qa
C_onsulta as criticas e as notas dadas pelos padsodiferente a a a o o O
vinhos
Frequenta feiras, festivais e outros eventos aadosiao vinhg Q Q Q a Qa
Compra livros sobre vinhos o o Qa Q m} m}

Assinale a opgéo apropriada para cada uma das casta seguir enumeradas:

2~- Conhe¢o o nome mag 3 -.Conhe(;o onome e 4 - Conhego 0 nome e j4
. ndo me recordo de alguma consigo recordar-me de ter S . el
1 - N&o conhego . . ; bebi varios vinhos feitos a
vez ter bebido um vinho| bebido pelo menos uma vez artir dela
feito com ela um vinho feito com ela P
Alvarinho QO 0 Q a
Gruner Q 0 Q Q
Veltliner
Pinot Noir QO 0 Q a
Trincadeira QO 0 Q a
Riesling QO 0 a a
Encruzado Q 0 Q a
Tempranillo Q Q a a
Baga Q Q a a
Casteldo Q 0 Q Q
Shiraz O ] Q Q

Produz vinho?
1. Néo
2. Sim, para consumo proprio

3.

4.

Sim, para comercializagéo
Sim, para conspraprio e comercializacéo

Com que frequéncia costuma comprar vinho para consno préprio?

1. Menos que uma vez por més
2. Uma vez por més
3. 2 a3vezes por més

5.

4,

6.

Uma vez por seman

2 a 3 vezes por semana
Mais do que 3 vezesgmoana

Assinale por favor a frequéncia com que compra paraonsumo proprio:

1-Nuncg 2 3 4 5 an:pre
Vinho Tinto a a a a a 0
\Vinho Branco Qa a a Qa ] a
\Vinho Licoroso a a a a o 0
\Vinho Espumante '} o a a a |




\Vinhos Portugueses

\Vinhos Estrangeiros

Vinho em Hipermercados

\Vinho em Supermercados

\Vinho em lojas de bairro

Vinho em lojas da especialidade

Vinho on-line

\Vinho em Clubes de Vinhos

\Vinho directamente ao produtor

\Vinho para oferecer como presente

0000|000 |00 D0

0000|000 |00 D0

0000|000 |00 D0

o000 000000

0000|000 |00 D0

o000 000000

Classifique os seguintes factores de acordo comnagortancia que tém na sua deciséo de compra.

1 - Nada
Importantg

N

w

&)]

6 -
Extremam
nte
Importante

O tipo de vinho

0

O ano de colheita

A regido de origem

IAs castas utilizadas

O endlogo que criou 0 vinho

O teor de alcool

O nome comercial ou marca

O preco

A empresa produtora

O design da garrafa

O design do rétulo

O facto de ja ter experimentado o vinho antes gdstado

A ocasido em que esta a planear consumi-lo

O facto de ja ter visitado a quinta, adega ou esgppeodutorg

000|000 0|00 0 |00 |D0|0|D0

000|000 0|00 0 |00 |D0|0|D0

000|000 0|00 0 |00 |D0|0|D0

o000 0|0 |0 000|000 ]|0O

000|000 0|00 0 |00 |D0|0|D0

000|000 0000|000

Classifique os seguintes factores de acordo commagortancia que tém na sua

decisdo

de compra de vioh

1 - Nada
Importantg

6 -
Extremam
nte
Importante

11°]

11°]

Os prémios ou medalhas conquistadas em concursos

0

A publicidade feita nos media (Jornais, revistasdoors,
Internet ou TV)

A publicidade existente no sitios Web das emprpsadutora

A publicidade existente no local de compra (foleet@artazes
destaques)

IAs promocgdes existentes no local de compra

IAs recomendacdes do vendedor no local de compra

IAs recomendaces da critica especializada (Joneaistas,

o000 |00 |0

o000 |00 |0

o000 |00 |0

| I I Iy S Iy S Y

o000 |00 |0

000|000




Internet ou TV)

IAs recomendacdes de amigos ou familiares

IAs recomendacdes que outros consumidores fazemean
blogs, chats, redes sociais)

Bebe preferencialmente vinhos de que regido?

1. Acgores 5. Déo 9. Minho
2. Alentejo 6. Douro 10. Tejo
3. Algarve 7. Lisboa 11. Tras-os-Montes
4. Beiras 8. Madeira 12. Setubal
Indique com que probabilidade compraria este vinho.
1- 6-
Nunca 2 3 4 5 |Comprarig
comprari de certeza
] ] a ] a ]

Imagine que é posto a venda no mercado nacional wmho com a designagdo de Vinho Histérico Portugués
Indiqgue em que medida associaria este produto a cadim dos seguintes atributos:

1 - Nada
associad

2 3 4

6 - Muito
associadp

Vinho com sabor Unico

O

(]

Vinho com baixo teor de alcool

Vinho com boa relagdo precgo-qualidade

\Vinho de excepcional qualidade

\Vinho que recebeu prémios e avaliagbes muito fasisgor
parte da critica especializada

\Vinho cuja marca é muito conhecida no mercado

\Vinho que é muito publicitado pelas empresa prawisto

\Vinho que é muito apreciado no mercado internationa

\Vinho que contribui para o desenvolvimento econéndia
regido em que é produzido

0 |0/0|0 0 |D0)0)|0

0|00 0 0 |0)0|0|0
0|00 0 0 |0)0|0|0
0 |0|0|0| 0 |0|0|0|0

0|00 0 0 |0)0|0|0

O 0|00 0 |00|0d

Imagine que é posto a venda no mercado nacional wimho com a designacao de Vinho Histérico Portugués
Indiqgue em que medida associaria este produto a cadim dos seguintes atributos:

1- Na_lda > 3 4 5 6 - Mu_lto
associad associadp
\Vinho que s6 deve ser aberto muitos anos apogiter s
engarrafado - - - - - -
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\Vinho cujo ano de colheita data de uma ou maisd#écatras 0 0 0 Q 0 Q
\Vinho produzido por uma empresa muito antiga O O O O O O
\Vinho produzido num ano de colheita especial O O O Q O Q
\Vinho que estagiou muitos anos na adega do prodates de
serem engarrafado e vendido - - - - - -
\Vinho cuja qualidade varia muito de ano para annsoante o O
clima observado e a qualidade das uvas utilizadas
Vinho produzido e comercializado j& ha varias géea¢ 0 0 0 0
\Vinho produzido a partir de uvas cultivadas emmegde
agricultura biolégica (com minimo recurso a pedtsie a a a a a a
fertilizantes quimicos)
\Vinho com elevado custo de producéo
\Vinho produzido exclusivamente numa regido comdgan
tradigcdo no fabrico deste produto
Indiqgue em que medida esperaria encontrar um Vinhdistorico Portugués a venda:

1- 6 —

Nunca 2 s 4 5 Sempre

Em Hipermercados O O O O O O
Em Supermercados O O O Q O Q
Em lojas de bairro 0 0 0 Q 0 Q
Em lojas da especialidade O O O O O O
On-line ] ] ] o ] o
Em Clubes de Vinhos O O O O O O
No produto O O O Q O Q
Indiqgue em que medida esperaria beber um Vinho Higirico Portugués:

1- 6 —

Nunca 2 s 4 5 Sempre

Em sua casa ] ] ] O ] O
Em casa de amigos ou familiares O O O O O O
Em restaurantes Q Q Q Q Q Q
Numa cerimdnia ou ocasiao especial (casamentograarios
festas de empresas, etc.) - - - - - -
Em bares ou tabernas O O O O O O
Em feiras, festivais e outros eventos promoviddsspe
produtores de vinho - - - - - -
Em estabelecimentos de hotelaria 0 0 0 Q 0 Q
Aquando de uma visita a uma empresa produtora O O O O O O
Em eventos promovidos por autoridades regionaisagionais| g O O Q O Q

Género:
1. Masculino 2. Feminino
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Ano de nascimento:

Seleccione o distrito da sua residéncia:

1. Acores 8. Evora 15. Porto
2. Aveiro 9. Faro 16. Santarém
3. Beja 10. Guarda 17. Setlbal
4. Braga 11. Leiria 18. Viana do Castelo
5. Braganca 12. Lisboa 19. Vila Real
6. Castelo Branco 13. Madeira 20. Viseu
7. Coimbra 14. Portalegre
Quais sdo as suas habilitagdes literarias?
1. 1°ciclo (actual 4° ano) 4. Ensino Secund@abual 12° ano)
2. 2°ciclo (actual 6° ano) 5. Licenciatura/Baeleto/P4ds-Graduagéo
3. 3°ciclo (actual 9° ano) 6. Mestrado ou Daartmento

Qual é o seu estado civil?

1. Casado (a)/Unido de facto 3. Separado(a)
2. Solteiro(a) 4. Viavo(a)
Qual a sua situacao profissional?
1. Estudante 4. Reformado
2. Exerce uma profissdo 5. Desempregado

3. Dona(o) de casa ou doméstica(o)

Numero de adultos no agregado familiar:

1

NUmero de crian¢as no agregado familiar com idadenferior a 16 anos:

]

Qual o Rendimento Mensal Liquido do seu agregadofaliar?
1. Menos de 1000 euros 3. Entre 2000 a 4000 euros
2. Entre 1000 e 1999 euros 4. Mais de 4000 euros
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