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A consumer profile is a crucial aspect of a business. It is the description of customers that involves demographic, psychographic, geographic attributes and buying patterns. Wine has existed for centuries as part of a class of beverages consumed by people. To evaluate the profile of a wine consumer, there is a need to concentrate on the demographic, socioeconomic and historical elements of these consumers. The demand for wine consumption has undoubtedly been influenced by culture, social and religious attributes that surround consumers.
Wine consumption is limited to a certain age in different countries. For example, in the United States, the minimum age for consumption of wine became 21 in the mid-eighties. From this, it is clear that age is a cardinal demographic aspect that limits certain consumers to wine consumption. According to the “Who’s Buying Wine Series” (2011), it is described that wine was consumed at home by a consumer group aged 45-74 in 2010. These were people married but without children and even graduates from college. From these statistics was also stated that customers who consumed wine at restaurants and bars were a group aged 35-64(Villanueva, Castillo-Valero& Garcia-Cortijo ,2015). This clearly shows that people who consume wine are mostly adults.
In relation to consumer loyalty to a certain wine brand, some don’t put importance on this, but some customers are used to the consumption of a specific brand. This means that loyalty on a specific brand depends on customer preference. There is a significant difference between older and younger wine consumers. The older wine consumers are more frequent than the younger ones. The later consumes wine less frequent.


Wine Consumers
	The major wine consumers of Chilean industry are the USA, UK, and Canada. The consumer-level trends that are common among these consumers include the following; the habits of the consumers have changed over the years whereby they have become intelligent and they want wines of good value. They spend most of their time watching television and eventually they will return to higher priced wines. Most of the consumers in USA are millennials aged from 21 to 29 years and they mostly take imported wines. They have the greatest influence on new trends because they communicate online. Through online sales, consumer get a wide variety to choose from. Because they are greatly informed, they are sophisticated and look for mostly organic and sustainable products. There is a greater demand of white and rose wines as they are the ones with lower alcohol percentage and more preferred. Social media is very important as it enable connection to more consumers around the world.


Image of wine from Chile

The Chile wine sector has embraced local production accompanied by exportation since the 1990s. Firms in Chile produce wine locally and exports it in primarily bottled and boxed wine. There is a range of wines that are exported. This includes market segments such as super-premium, premium, varietal and ultra-premium. This focuses on grape varieties such as Cabernet Sauvignon, Merlot, Carmenere, Sauvignon Blanc, and Chardonnay. The winery in Chile has its own local grape production and winemaking processes (Fernandez-Stark & Bamber,2016).
Chile wine is stationed in the international market in that the country is the eighth largest wine producer and the fifth largest exporter. For this reason, it reached a market share of 8% in the global wine market. The country exports 70% of its wine production. It is the most globalized wine industry. Chile wine has 150 countries where it is sold and up to 1.5 billion annual consumers. Thus, wine is the best-known global ambassador for Chile (Felzensztein,2014)

Image of Chile in Target Consumer Market
	Chile is the world largest wine producer and fifth largest exporter, reaching a market share of 8 per cent by volume of the global international wine market at the close of 2010. It exports 70 per cent of its wine production making it the world’s most globalized wine industry, with great flexibility, innovation and a long-term commitment to quality and service second to none. However, Chilean wines despite its undeniable success, they still face very high levels of competition in different world markets from many appellations and brands and its average prices are sustainably lower than those of its competitors making profitability levels low. The Chilean wine industry have a new strategic plan and international marketing strategy for 2020 and one of their objectives is to become the number one producer of premium, sustainable and diverse wines of the New World by 2020, increasing value of bottled wine exports over the course of the decade.
	The world consumes approximately 236 million hectoliters of wine each year.in 2008, the level fell due to due to decrease in consumption in the large Western European producing countries and an increasing consumption in new consumer in Asia and Latin America. The world’s overall surface area planted to vine has decreased by 0.8% in the past four years due to pulling up of vineyards in the European Union in the face of falling prices, over-production and the impoverishment of the sector, leading to reduction of number of hectares planted. In the table of World’s wine production, Italy is the largest producer and exporter followed by France, Spain, USA, Argentina respectively and others. The primary export markets in terms of volume are the UK and the USA, Germany, and Canada, which together represent 50% of the total exports and 34% of the target markets, including the international market.
	When it comes to competition, the USA is the world’s largest producer and the sixth largest exporter. Its industry depends primarily on California which is responsible for 90% of the production. For the remaining percentage, New York, Washington. Oregon, New Jersey and Virginia make up the remaining percentage. Australia is the seventh largest producer over the past four years and has an average annual production of 1.4 million liters. There is an upward trend in the hectares planted in Australia therefore an increase in the volume of exports. 58% of the varieties planted are red varieties and 42% are white. South Africa currently has approximately 101,100 hectares of planted wine grapes and 3.8% of the world’s production, making it the 8th in the world’s scale of wine production. 56% of the planted varieties are white wines, Chenin Blanc leads to 13%. Most of South Africa’s production is consumed in the internal market and the remaining mainly goes to the UK and Germany. New Zealand has shown a lot of increase in exports with an annual growth rate of an average annual growth rate of 33% in the past few years. France continues to be the leading producer and consumer of wine worldwide. Italy on the other hand has a long tradition in the wine industry and had maintained the second place in production, exports and consumption after France. Although Spain has more areas planted to vine than any other country, it is the third largest producer with an average annual production of 42.6 million hectoliters over the past five years.
	One of the Chilean government policies aim to convert Chile into one of the world’s top ten exporters of food products over the course of the next ten years. It is now the 5th largest wine exporting country on the globe. Its fruits, vegetables, wines, seed and agricultural and forestry products reach hundreds of countries around the world and provide employment to more than 800,000 people. Developing the “Wine of Chile” in key international markets will improve and expand Chile’s position in the minds of consumers. Positioning Chile as a country that produces high-quality wines will reinforce the country’s positive attributes such as food agricultural practices, high-quality cuisine, attractiveness as a tourist destination, a country with its own identity and traditions, and a good quality of life.
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