Profile of a wine consumer

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.
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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)
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6. Consumers
Wine consumers

The Chilean industry’s primary target markets are the USA, the UK and Canada. The main
consumer-level trends in those markets are:

m A change in consumer habits. The new consumers are intelligent, they seek good value,
and spend more time socializing at home, especially as a result of the global economic
crisis. They are trading down for personal consumption, but trading up with friends and
family. For example, 53 per cent of the consumers in the USA are dining at home more
often. Television food channels and food-related blogs are increasing in popularity. Once
the crisis has passed, we can expect that these consumers will return to higher priced
wines, although they will not reach the same levels they did in the late 1990s and early
2000s.

m A new segment has appeared. The “Millennials”” are consumers from 21 to 29 years of
age and represent 70 million consumers in the USA alone. 40 per cent of the wine they
drink is imported. They learn and communicate on-line. These new consumers drive the
new trends.

= Consumers have greater access to a broader range of wines through new products and
distribution channels, such as on-line sales.

m Consumers are increasingly more sophisticated and informed. They seek out natural,
sustainable and organic products.

m New trends lean toward wines with lower alcohol levels and a greater consumption of
White and rosé wines.

m Social networks (Facebook, Twitter and blogs) are increasingly important and allow
low-cost, high-frequency communication with bloggers and consumers around the world.
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Image of Chile in target consumer market

The most relevant variables for mass consumers of the most important markets for the
industry are varietal, promotions, recommendations and origin (country or region) (Tables V
and VI).

Consumers in the USA and the UK have a low affinity with Chile, which is not true of Australia,
New Zealand, ltaly and France. This is consistent several country image studies that

conclude that Chile has a neutral or nil image among international consumers at the mass
level. This implies that for mass consumers, Chilean wine is a product of unknown origin.

Although higher-income and more frequent wine consumers from the USA drink Chilean
wines, they have a low affinity with the country. The cases of Italy and Australia stand out in

Table V Relevant variables at time of wine purchase

Important or very important (%)

UK USA
Variety 79 73
Promotional offer 65 51
Recommendation of friends of family 63 71
Country of origin 60 47
Region of origin 57 47
Recognized brand 54 69
Alcohol level 33 33
Recommendation from store personnel 29 52
Bottle appearance of label design 26 33
Medal or Award 21 21

Source: Vinitrac (2009)
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Table VI |Country affinity

Positive or very positive responses (%)

USA UK
Australia 73 78
Italy 71 66
New Zealand 61 70
Spain 56 62
USA nd 47
Germany 49 38
France 46 56
Portugal 43 47
Argentina 32 28
Chile 29 35
South Africa 21 39

Note: With people, culture, or other
Source: Vinitrac (2009)

that there is coherence between the positive perception of the country and regular
consumption of wines from those regions. Figure 9 shows these country image trends.




