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Consumer Socialization of U.S. Wine Consumers

ABSTRACT

This study examined how four different cohorts ofecwine consumers, the Millennials,
Gen Xers, Baby Boomers, and Traditionalists, wess introduced to wine, their current
wine consumption preferences, and their attitudesuawine and its image. All four
cohorts prefer dry reds, dry whites, and champag@disfour cohorts associate wine with
relaxation and drink it regularly with meals at hom@mnd in restaurants. Traditionalists,
more often indicated they viewed wine as healtfiyis suggests that one of the major
reasons older consumers drink wine is for percehesdth benefits. The younger drinkers
- -both Gen Xers and Millennials, were more aptagree with the statement that they
perceived the image of wine as a sensual and daattéexd drink. This suggests again, a
difference in motivations, and therefore, a needifdrence in marketing and advertising
to tap into the stimuli of these different coharbgps.

INTRODUCTION

Consumer socialization refers to the longitudinedgesses by which consumers first
learn the skills and attitudes that allow them aotigipate in the marketplace (Ward, Klees and
Wackman, 1990). As marketers within the wine induseek to understand their customers in
more depth, the socialization processes that inflaeconsumers to adopt wine in their life are a
natural concern. Questions such as how the comsware first introduced to wine, by whom,
the setting, the type of wine, and their reactmmvine reveal answers that may explain why the
consumer has or has not adopted wine into theitdifay.

Though research on consumer socialization has matur other industries (Moschis and
Smith, 1985), very little research has been coratlt the U.S. wine industry. In general, wine
marketers understand the basic demographics of tagjet consumer segment, but not the
socialization process by which they became winesgorers. Access to this type of data would
provide several benefits to wine marketers. Tret I8 more accurate data to develop advertising
and promotional materials to match identified sliwaion situations, and thereby attract more
consumers. The second is a forecasting methodsistan predicting the demand for specific
varietals based on knowledge of consumer prefeseoer time (Wilson, Lockshin and Rungie,
2005).

Based on this need for more information on winescomer socialization in the U.S., a
research study was designed to understand the gmexedy which adult consumers first
encounter wine in their lives and the impact onstonption in later life. A survey methodology
was employed, which consisted of an online questdoe. The number of consumers
completing the survey was 5939. This paper dessribe supporting literature, methodology,
results, and implications of this study.
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REVIEW OF THE LITERATURE

In a review of the literature for this study, thexee three areas, which are useful to
explore. These are: 1) general research findingd lzenefits of understanding consumer
socialization processes for marketing purpose#t2ynational wine marketing research related
to consumer socialization; and 3) U.S. demograghta on consumer segments. Each of these
areas is described more fully in the following s&ts.

The Consumer Socialization Process

Through the socialization process, families tealed tultural meanings of society,
subcultures, and social class to their children rV&lees, and Wackman, 1990). Most
consumer socialization research examines how @mldcquire knowledge about products and
services and various consumer decision-making sskMoschis, 1985). Younger children
acquire much of their consumer knowledge from tipairents, but adolescents also learn from
their peers. Research has shown that as childyertteey become more sensitive to, and try
more to conform to, the opinions of those in theder group (Meyer and Anderson, 2000).
Children and teens also learn about products aoppshg skills from social institutions such as
TV, magazines and advertising (Churchill and MoschD79).

As adults, husbands and wives or significant otheman influence each other’'s
consumption behaviors. Consumption behaviors laeeiafluenced by friends, co-workers, and
“experts” in the product category. Therefore, aonser socialization can occur throughout life
as people continue to learn consumer decision-rgakkills and acquire product knowledge
(Peter and Olson, 1999). In the marketing litexatihere is a great deal of research on the
influence of family and reference groups (groudui@ncers other than family) on consumer
behavior.

A reference group involves one or more people @nandividual uses for comparison or
a point of reference in analyzing a situation andkimg decisions. A referent person or
reference groups may be tangible, people the perswrally knows, or intangible and symbolic,
such as a movie star. Reference groups may beiloesdcas a combination of formal or
informal, primary or secondary, membership, asjirai, or dissociative (Peter and Olson,
1999).

Formal reference groups have a clearly specifiedcstre, such as co-workers or
business clients. Informal groups constitute paadsfamily. Primary reference groups involve
direct, face-to-face interactions; secondary grodpsnot. People typically become formal
members of membership reference groups, such aslghuivic, and professional associations.
Aspirational reference groups are those that idldiais aspire to join or emulate and dissociative
reference groups are avoided or rejected. Refergnoups can have a positive or negative
influence on consumer decision-making. Peopletifyeor avoid particular reference groups for
three reasons: to gain useful knowledge, to ob®&wards or avoid punishments, or to acquire
meanings for constructing, modifying, or maintagitheir self-concepts (Peter and Olson,
1999).

According to Bearden and Etzel (1982), referencaugis influence on product and
brand purchases is thought to depend on whethguifthase is a necessity or a luxury (Bearden
and Etzel, 1982), or a publicly consumed good qrigately consumed good (Brinberg and
Plimpton, 1986). Reference group influences foodpct categories are strong for public
luxuries (airplane, golf clubs) and private luxgrigrash compactor, ice maker), and weak for
public necessities (wristwatch, automobile) andigie necessities (mattress, refrigerator). For
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specific brands, reference group influence is gfrfon public luxuries (Gulfstream Jet, Calloway
Golf Clubs) and public necessities (Rolex Watch,\BMutomobile).

Relating to wine consumption, the argument can laelenthat wine is both a public
(restaurants and clubs) and a private (home) luxdrigerefore, reference groups would be an
important influence in the decision to drink or woink wine. This premise is partly supported
by a study conducted by Simone Pettigrew (2003)ettigtew found “that the apparent
preference of females for wine over other forms abdohol is contrived by the social
environment in which Australians live and consui®js the tendency for many men to avoid
wine consumption in particular informal contexts”.

Murphy (1999) found that most Americans have eshbtl their drinking preferences by
the age of 40. If this is truly the case, then eviresearchers need to develop a better
understanding of the importance of reference graupsn people first are introduced to wine.
Beverland (2001) conducted research on Generatioon&umers (born between 1965 and 1980)
in New Zealand and found that they placed a higirekof importance on the recommendations
of friends when deciding on a wine. This is cotgsis with findings by Hoffrichter, Wildes and
Parks (1999), who stated that Generation X pladeigla degree of importance on the views of
their friends, more so than on the views of themilies. These findings about Generation X
point out the importance of understanding not ordyerence group influence on wine
consumption, but also understanding the importafceference group influence by generation.
International Research on Wine Consumer Socializatin

As mentioned previously, very little research ha®rb conducted on wine consumer
socialization in the United States, but there af@xaexamples existing in the international wine
marketing literature. In most cases, these rekesttalies have grouped consumers into groups
called “cohorts,” which can be defined as “thosespes born in the same time interval and
aging together” (Ryder, 1965, p.844), and is relate the concept of reference groups as
described above. The definition of cohort is ukdiecause in most countries consumers are
often grouped by generation or age and the evémtg éxperience together, such as going
through a war or growing up with a certain typetathnology, impact their perceptions and
behavior. According to Ryder (1965), this usualgsults in one cohort group responding
differently than other cohort groups. This is ofteitnessed in generational responses to
products and advertising, which must be changedugpadted to appeal to different consumer
groups (Neuborne, 1999; Thach and Olsen, 2005).

A key study conducted around the concept of cohartd wine consumption was
completed in France. The study compared 20-24 gielarin 1980 with the same age group in
2000 (INRA and ONIVINS, 2001). They found thatlif80, 70% of the 20-24 year old cohorts
consumed wine regularly and maintained that le¥edamsumption for the next twenty years.
However, the wine consumption rate of 20-24 yeds @h the year 2000 was only 43%. This
shows that there is a difference in consumptioa batween generations; however the reasons as
to why this occurred are not clear.

A more recent study on wine consumption and coheats conducted in Australia with a
panel of 56 wine consumers who were asked to réwaill wine consumption behavior over a
number of years for white, red, fortified and spiak wine, as well as beer and spirits (Wilson,
Lockshin and Rungie, 2005). Respondents weregarte age cohorts. The results showed that
wine consumption cohorts were found in every catggwith the strongest being fortified wine
drinkers currently over the age of 50. This stwd§pstantiates the cohort concept for wine
consumption.
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Additional research has been conducted on the pvroéeohorts, but not specifically in
relationship to wine — rather other types of aldoheor example, a study in the U.S. examined
cohorts of beer drinkers, and found that women lpoior to 1940 and men born between 1946
and 1965 were more apt to drink beer regularly, dx@v as they aged, their consumption
decreased (Kerr at al, 2004). A similar studyapah examined sake consumption between age
groups, and discovered that older consumers driotersake than younger consumers, with the
younger cohort preferring beer (Mori et al, 2000).

These studies support the concept of the cohotérims of consumer socialization of
wine and other alcohol. One issue with age cohtrsvever, is the difficulty of coming to
agreement on the dates, which form the boundaciesht cohort, grouping. Experts do not
always agree on the cut-offs that are applied tierdint generations (Lancaster and Stillman,
2002). Another complication is that generationy whifer by geographical location and cultural
influence. For example, currently wine consumptiothe 21-30 year old age range in France is
decreasing, while it is increasing for the same @g®ort in the U.S. (Thach and Olsen, 2005).
Likewise, within the U.S. population of 21-30 yedds, the Hispanic segment has different wine
consumption patterns than the Asian or African-Ansr segments (Gillespie, 2005).
Therefore, the concept of an age cohort often needse broken down into more precise
segments with clear definitions for research puepos
Demographic Data on U.S. Wine Consumer Segments

The most frequently used wine consumer segmentatitire U.S. is that espoused by the
Wine Market Council (2003). It segments the U.§wydation into 4 major groupings based on
their wine consumption levels: 1) core drinkerspfarginal drinkers, 3) non-adopters, and 4)
non-drinkers. Each of these groups may then biadurmroken down based on gender, age,
ethnicity, and other segmentation variables sudh@sne and education level.

Core Drinkers drink wine the most, usually several times a weelkat least 3 times a
month. Currently, there are about 25.4 million Lt8nsumers who are core drinkers, or about
12.5% of the population who fit into this categorylhis group is very important to wine
marketers as they drink 88% of the wine sold in W& (Wine Market Council, 2000). The
percentage of core consumers, who drink wine &t leace a week, has grown 38% since 2000
(Penn, 2006). Market research has shown that G086re consumers are women, 85% ethnic
background is white, and 71% are over age 40. fhaiket segment tends to be better educated
and more affluent than the average American.

Marginal Drinkers are wine drinkers who enjoy wine but they drinkléss often,
usually once or twice a month, or at least onceiatgr. Wine is usually a beverage that they
associate with a special occasion instead of arbgeethey would enjoy with a regular meal.
Currently, about 14% of the American population, 28 million consumers fall into this
category. In terms of their demographic charastied, marginal drinkers are very similar to
core drinkers, only slightly younger on average%5&e women, 84% are white, and 58% are
over 40.

Non-Adoptersdrink alcoholic beverages but do not drink wit@nsumers in this group
often say that they do not like the taste of wimeaduse they prefer beer or sweeter drinks.
People in this category tend to be much youngeavarage; most are between ages 21 and 39.
This group is predominately male at 55%on-Drinkers do not drink alcohol at all. This is a
large group of consumers in America, with 43% o thopulation, or close to 90 million
consumers. There are many reasons why people alaitol, including, their religious beliefs
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that advocate abstinence, health issues which flasg, such as interactions with medicines,
allergies, pregnancy and recovery from addictiomalvéor.

A second popular segmentation method used by reaskéfom many other consumer
products companies is generational or age cohdtiss is also used in conjunction with the U.S.
Wine Market Council consumption segmentation (Gpie, 2005). This process groups U.S.
consumers into four major generations: 1) Traddalcsts, 2) Baby Boomers, 3) Gen Xers, and
4) Millennials. Though experts often disagree twe exact cut-off dates for these four
generations, the most commonly accepted datesravedpd by Lancaster and Stillman (2002).
Figure 1 below illustrates the size of the foureyations.

Figure 1: U.S. Population Based on Generational Gmorts
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Traditionalists are considered to be born between 1900 and 1945 icidde
approximately 75 million people. They grew up dgrWorld War Il and are considered to have
a good work-ethic, are more conservative, and sheg money. They believe in working
towards a common goal, have a strong respect fthiodty and believe in a top down style of
management.

Baby Boomersare typically considered to be born between 194é 2964 and total
around 80 million people. They are the “me” getierathat hit its stride in the “wild 60’s” and
were strongly shaped by the Vietnam War, humantsighovements, and the OPEC oil
embargo. They grew up with television and mas®dwhing. They are considered to be a very
optimistic and competitive generation, focused ettigg ahead and making money.

Gen Xersare usually considered to be born between 196518i6@ and total around 46
million people. They are a much smaller generatitan the Baby Boomers, and are often
referred to as skeptical or cynical. They exh#istrong distrust of major institutions and
frequently question advertising messages. Thew gre during a time in which many new
technologies were introduced, such as cell phamejlefax, computers, and videogames. They
are considered to be very resourceful and indepgnde

Millennials are usually considered to be born between 19771888 and total nearly 76
million people. Often referred to as the childofithe Baby Boomers, Millennials grew up with
the Internet at their fingertips and are very tetbgy savvy. They are as optimistic as their
parents, but also have a strong practical streak laok for value in products and brands.
Furthermore, they value diversity, are environmigntnd socially conscious, and seek balance
in their lives between work and leisure. They@rasidered to be the largest consumer group in
the history of the U.S. with annual incomes cutlsetttaling $211 billion — even at their young
age (Harris Interactive, 2001).
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In the most recent Wine Market Council research liomg the generational cohort
segmentation with the wine consumption segmentatdine Market Council (2003) found that,
currently, Baby Boomers continue to be the majonsconers of wine in the U.S., with
Traditionalist consumption decreasing as they agen Xers tend to prefer other spirits to wine
and their consumption rate is lower than Baby BasmeMillennials, on the other hand, are
quickly adopting wine as a favorite beverage angevdonsumption is up within this age cohort
(Gillespie, 2005). Indeed, a recent Gallop Poll0®2) identified this population as part of the
reason for the increased popularity of wine inth8., with predictions that wine consumption
in the U.S. will continue to increase. A recenidst conducted for France’s Vin Expo suggests
that by 2008 U.S. consumption is expected to bpe2bent of world production (Long, 2005).

RESEARCH QUESTIONS

The overall goal of the study is to explore the evoconsumption preferences of four
different cohorts of core wine consumers, the Millels, Gen Xers, Baby Boomers, and
Traditionalists. Specifically, the research inigaties differences between the cohorts on how
they were first introduced to wine and what theinevpreferences were when they started
consuming wine, what their current wine consumppogferences are in terms of wine style and
varietal, and their attitudes about the image ofiewi Given the exploratory nature of the
research, formal hypotheses are not proposed la¢gherrthe following 6 research questions
guided the empirical section of the study.

1. How were the respondents first introduced toe®ins there a difference between the
cohorts in the reasons why they started to conswims?

2. What were the favorite wines when respondenss $tarted drinking wine? Were there
differences among cohorts in the wines they consluwigen they first started to drink
wine?

3. What are the styles of wine respondents are&isignnow? Are there differences among
cohorts?

4. What are the specific varietals that respondéatge recently consumed? Are there
differences among cohorts?

5. What are the situations in which wine is nowstoned? Are there differences among
cohorts in the situation in which they consume Wine

6. What is the image that respondents currentlyehafvwine? Is the image of wine
different among the cohorts?

METHODOLOGY

In order to address the research questions, aneosilirvey was used to obtain data. The
survey was administered by Wine Vision, a tradenization devoted to promoting U.S. wines.
The number of responses to the survey was 6719fatieese, over 90% were considered core
wine drinkers, drinking one at least once of weeknore. The core drinkers were selected for
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inclusion in this study and the resulting usablengia size was 5939 respondents. Of this
number, 793 were Millennials, 1783 were Gen XeBd,@were Baby Boomers, and 1050 were
Traditionalists. The overall sample was 51.2% naalé 48.8% female, however, gender balance
differed among cohorts. The Millennials were 34.6%le, Gen Xers were 42.5% male, Baby
Boomers were 55.6% male, and Traditionalists we8®% male. As expected, the income
levels increase with the age of each cohort. Aigiothe sample was primarily Caucasian, not
Hispanic (88.4%), the 2 youngest cohorts were 8ligimore ethically diverse with 86.5% and
85.1% Caucasian, not Hispanic respectively.

In the questionnaire, the attitudinal questionsemmeasured on a 1 to 5 point scale,
where 1 was completely disagree, 2 was somewhadjidie, 3 was neither agree nor disagree, 4
was somewhat agree and 5 was completely agreeavidell questions asked respondents to
indicate if they had purchased the specified wineomsumed the wine in a specific location in a
given time frame, either 1 year or 90 days, dependin the question. The responses were
coded O for no and 1 for yes therefore the meaniged in the tables represents the percentage
of the respondents that said yes. The image of wims measured by asking respondents if they
associated wine with the specified descriptor. iAdhe replies were coded 0 for no and 1 for
yes and the mean reported represents the percesfteggpondents indicating yes.

RESULTS

One-way ANOVA was used to test for significant difnces in the mean for each group.
Duncan’s ranges were then used to identify whiadugrmeans differed from the others. The
results of the statistical tests are presentedhénfollowing 6 tables and the discussion of the
findings follows in the next section of the papérable 1 presents the results to the question,
how were the respondents first introduced to winé ia there a difference between the cohorts
in the reasons why they started to consumer wine.

Table 1: Introduction to Wine, Differences among tle Cohorts

Variable Overall Mean Mean Mean Mean F Sig. Duncan’s
Mean Cohort 1 | Cohort | Cohort Cohort Ranges
Millennials Gen Baby | Tradition-
Xers Boomers alists
Wine fit better 3.91 3.92 3.90 3.91 4.05 4.2  .001 1,2,3 from|4
with food
Liked the taste| 3.81 3.66 3.83 3.81 3.89 558 .001 1from2,3 4
better than beef
or spirits
Friends, family| 3.71 3.98 3.82 3.63 3.52 30.86 .000 1 from 2 from
or coworkers 3 from 4
drank wine
Classier, more| 3.42 3.58 3.49 3.40 3.23 13.20 .000 1 from 2,3,
sophisticated from 4
than beer
Enjoyed the 3.41 3.70 3.44 3.38 3.22 25.60 .000 1 from 2,3,
feeling from 4
It was less 2.92 2.88 2.93 2.96 2.85 1.9F .116
filling
Able to drink 2.73 2.68 2.66 2.75 2.84 487 .002 1,2 from 4
slower and less
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Saw atrticles 2.58 2.67 2.54 2.56 2.61 2.1P .087 1 from 2
about wine
Boyfriend or 2.56 2.55 2.62 2.59 2.42 5.16 .001 1,2,3 from|4
girlfriend drank
wine
Toreduce heart 2.21 2.31 2.14 2.21 2.23 3.88 .009 1from2,B
disease
Only beverage| 1.91 1.96 1.95 1.93 1.78 5.6 .001 1,2,3, from 4
available
Doctor 1.72 1.74 1.64 1.74 1.79 5.8f .001 1,3,4 from|2
recommended
wine

Table 2 shows the results to the second researstiqn, what were their favorite wines
when respondents first started drinking wine andewtbere differences among cohorts in the
wines they consumed when they first started tokdnime?

Table 2: Types of Wines Drunk at First ExperiencesDifferences among the Cohorts

Variable Overall Mean Mean Mean Mean F Sig. | Duncan’s
Mean Cohort 1 Cohort Cohort Cohort Ranges
Millennials Gen Baby Tradition-
Xers Boomers alists
Dry Red .39 .54 .38 .32 43 45,79 .000 1from2
Wines from 3
from 4
Sweet .33 .20 .30 .40 32 38.34 000 1from2,4
Sparkling from 3
Wine
Fruit Wines .30 .29 .22 41 .23 73.47 .000 2, 4fib
from 3
Dry White .29 .39 31 .24 .28 24.72 .000 1from2,\4,
Wines from 3
Sweet White | .29 .21 27 .31 .32 12.34 000 1from2
Wines from 3, 4
Wine Coolers| .28 .33 .45 .21 A1 173.82 .0p0 1 fPom
from 3
from 4
Champagne .28 .34 .30 .24 .28 11.92 .Jo0 1 frofn B,
and 3 from
2,4
White .27 .29 .34 .24 .19 30.35 .000 1from2
Zinfandel from 3
from 4
Port or A2 .09 .09 A1 21 38.60 000 1,2, 3from
Sherry 4
Sparkling .07 .15 .08 .06 .04 30.22 .00p 1from2,3,
Fruit Wines 4,and 4
from2, 1
Fortified .07 .06 .06 .09 .07 4.89 .00 1,2 from|3
Fruit Wines
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The findings for the third research question, wdrat the styles of wine respondents are
drinking now and are there differences among thwuds, are presented in Table 3.

Table 3: Wines Consumed in the Past Year, Differems among the Cohorts

Variable Overall Mean Mean Mean Mean F Sig. Duncan’s
Mean Cohort 1 Cohort Cohort Cohort Ranges
Millennials Gen Baby Tradition-
Xers Boomers alists
Dry Red .96 .96 .97 .96 .95 297 031 1,2from4
Wines
Dry White .90 .89 91 .90 .89 157 .195
Wines
Champagne .80 .83 .83 .79 .76 5.91 .01 1fromp, 3
from 3, 4
Port or Sherry, .62 .61 .64 .62 .62 1.66 A73
Sweet White .58 72 .63 .52 .48 51.76 .0Q0 1 from 2
Wines from 3
from 4
White .28 .34 27 .28 .25 5.67 .001 1from 2,3,
Zinfandel 4
Sweet A7 .28 17 15 12 2899 .000 1from2|3
Sparkling from 3, 4
Wine
Coolers .06 .09 .04 .05 .05 9.46 .000 1 from2, 3,
4
Sparkling .05 .09 .04 .04 .04 10.24 .00 1from2,3,
Fruit Wines 4
Fruit Wines .03 .08 .03 .02 .02 31.04 .000 1 from|2
from 3, 4
Fortified .02 .06 .02 .01 .01 27.16 .000 1 from 2
Fruit Wines from 3, 4

Table 4 presents the findings for the fourth reseauestionwhat are the specific varietals
that respondents have recently consumed in theQfadhys, and are there differences among
cohorts?

Table 4: Varietal of Wines Purchased in Last 90 Dag, Differences among the Cohorts

Variable Overall Mean Mean Mean Mean F Sig. | Duncan’s
Mean Cohort 1 Cohort Cohort Cohort Ranges
Millennials Gen Baby Tradition-
Xers Boomers alists
Cabernet .88 .89 .88 .87 .88 .95 .414
Sauvignon
Merlot .83 .85 .81 .83 .83 246 061 1from2
Chardonnay .79 .79 .78 .79 .80 83 .49
Shiraz/Syrah .78 .78 .82 a7 a7 562 .001 1,3,4
from 2

Pinot Noir .76 75 .75 .76 .75 42 738
Sauvignon Blanc | .64 .61 .64 .64 .65 972 405
Red Zinfandel .61 57 .62 .62 .62 2.24 .082 from 2,
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3,4
Pinot Gris .59 .60 .58 .59 .59 388 .798
Chianti A4 .45 .46 .43 42 2.3 .08 2from4
Riesling .34 .38 .35 .34 .31 3.34 .018 1from3, 4
Gewdlrztraminer .33 .37 .32 .33 .32 250 .07 1fpm
3,4
Chenin Blanc .20 .20 21 .19 21 .8 .480
Beaujolais .20 21 .20 .19 .20 50  .686
White Zinfandel A1 .13 .09 12 A1 418 .006 b,
3,4

Table 5 presents the finding of the fifth reseagalstion addressinghat are the situations in
which wine is now consumed and are there differeraeong cohorts in the situation in which
they consume wine?

Table 5: Situations Where Wine is Consumed, Diffemeces among Cohorts

Variable Overall Mean Mean Mean Mean F Sig. | Duncan’s
Mean Cohort 1 Cohort Cohort Cohort Ranges
Millennials Gen Baby Tradition-
Xers Boomers alists
With meals at .98 .98 .98 .98 .98 .88 .450
home
With meals at .96 .96 .97 .96 .96 153 .204
restaurants
Relax after .83 .89 .87 .84 71 51.3f .000 1,2from3
work from 4
At formal .80 .86 .82 .78 .75 16.95 .0d0 1 from 2
celebrations from 3, 4
Outdoor 73 .65 .75 .76 .68 17.483 .000 1, 4from 2,
parties 3
Cocktall .66 71 72 .63 .60 20.62 .000 1, 2from 3,
parties 4
At a bar .63 .67 72 .63 .45 74.20 .000 1 from|2
from 3
from 4
At a sporting .09 .09 .10 .10 .06 3.95 008 1, 2,3 from
event 4

Finally, the findings for the sixth research gqimst what is the image that respondents
currently have of wine and is the image of winded#nt among the cohorts are presented in
Table 6.

Table 6: The Image of Wine and Differences among eéhCohorts

Variable Overall Mean Mean Mean Mean F Sig. | Duncan’s
Mean Cohort 1 Cohort Cohort Cohort Ranges
Millennials Gen Baby Tradition-
Xers Boomers alists

Relaxation .80 .83 .81 .80 .75 7.37 .0p0 1,2,3
from 4

Healthy .63 .56 .58 .67 .69 22.33 .000 1, 2from
3,4

Sensual .61 .69 .66 .60 .48 39.3( .0pa from 2

1C
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from 3
from 4

Sophistication .60 72 .67 .56 .48 58.19 .000 infeo
from 3
from 4

Natural .59 .52 .55 .62 .63 14.12 .000 1,2 from
3,4

i

Casual .57 .56 .58 .59 .55 2.0§ D1

o

DO 1 from 2
from 3
from 4

Moderation .48 .36 42 .53 .59 49.34

Sexy 43 .64 51 .39 .24 12486 .000 1 from Z
from 3
from 4

Upper Class 31 41 .35 .28 23 33.82 .0J00 1fromp
from 3
from 4

Formal .29 .36 .32 .27 .24 13.96 .000 1 from 2
from 3, 4

Hip .25 .35 .32 .22 14 52.27 .000 1,2from3
from 4

Cool .25 .32 .29 .25 .16 27.75 .000 1,2from3
from 4 FT

DISCUSSION AND IMPLICATIONS

This study supports the premise that there arereifices between age cohorts in terms of
wine socialization, consumption practices and nattons; however it also shows that there are
some similarities in certain contexts. Furthermai®ee results support the importance of
reference group theory and cohort influence in wimarketing situations. In discussing the
implications of the six research questions, thisopees more apparent.

Reasons Respondents Started Drinking Wine

The first question, regarding the reasons thatomdgnts started to drinkine, illustrates
that the top 3 motives across all four cohort geowgre: 1) wine fit better with food; 2) they
liked the taste of wine; and 3) their friends, fgmand coworkers drank wine. Interestingly
enough, these findings match those identified qualitative research study on Millennial wine
drinkers in which the two top reasons Millenniattnkls wine were because they like the taste
and it goes well with food (Thach and Olsen, 2005).

Though these three reasons had the highest mdam® were differences among the
individual cohort averages. For example, all ggagreed that wine tastes better with food, but
the Traditionalists were more likely to agree. Uigb there may be many reasons for this, one
possibility is that this group grew up during thed when it was more common to have
cocktails and martinis before dinner, at a bagta party, but once dinner was served, wine was
the common beverage served with food. Thereftwey may have been conditioned to believe
that wine with food was the most appropriate coratiam. Indeed, later responses to the
questionnaire regarding when they drink wine (Tab)esupport this assumption, because
Traditionalists were least likely to drink wineabar or cocktail party of the four cohort groups.

All four groups agreed that they like the tastevofe better than beer or mixed drinks, but
the Millennials were less likely to agree with timtement. A reason for this may be that this
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group is younger, and wine is often an acquiretetagurthermore, among this age group, the
flavored vodka drinks are highly popular, and thiggees of drinks are often sweeter. Indeed,
the Millennials also scored quite high on curremthjoying sweet white wines (Table 4).

Another area in which Millennials scored differgntvas drinking wine because friends,
family, and coworkers drank wine. Though all faahort groups scored high in this category,
the Millennials were more likely to agree with thatement. Again, this may be because they
are younger and more influenced by reference grsupk as friends, family, and co-workers.
Likewise, they scored highest on the rationale thiae is more classy and sophisticated than
beer. This also supports their strong preponderémbe influenced by reference groups and the
desire to drink wine because it makes them appeag nlassy and sophisticated.

It is important to note that in the results of thisestion support the relevance of reference
group theory described earlier in the literaturgiew (Pettigrew, 2003; Beverland, 2001).
Though it appeared as the third most importancéofao explaining why respondents first
started to drink wine, it still appeared in all faohort groups which emphasizes the importance
of reference group theory.

A final area in which there were differences betmveehort groups was agreeing with the
statement that they drank wine because they enjiyefkeling they got from drinking this. The
Traditionalists were the least likely to agree viltis, while the Millennials were most likely to
agree with the statement. Again, this supporte#réer qualitative research study conducted on
Millennial wine drinkers, which showed that the fibureason they drank wine was because
“they liked the buzz” it provided. Traditionalisten the other hand -- most well into their 60’s --
may not be as interested in this benefit of witrefact, later in the questionnaire (Table 6), they
scored highest on perceiving the image of wineeisgohealthy. The remainder of the items for
this first question were below the 3.0 mean, wisghgests they were not that important for any
group in influencing their adoption of wine.

Type of Wines Respondents Drank in the Beginning

The second research question regarding the type@ine they first started drinking
shows many differences among the four cohort groupse Traditionalists and the Millennials
both started drinking dry red wines — even thougdytare generations apart; whereas the Baby
Boomers started drinking sweet sparkling wines saglsti Spumante and Cold Duck, as well
as fruit wines such as Boone’s Farm and Annie Ganings. Gen Xers), on the other hand,
were more apt to start drinking wine coolers, saslCalifornia Cooler and Bartles and James.

The answer to these differences, in most casebaphp has to do with the types of wine
that were popular and most commonly available dutive time when these cohort groups first
started drinking wine. With the Traditionalistspw primarily in their 60’s, if they began
drinking in the early 20’s, wine coolers, fruit veinand white zinfandel would not have been
invented yet. However, with Millennials, who anerently in their 20’s, these types of wines
have primarily fallen out of favor and are not &saikable in the U.S. supermarkets. Instead dry
white and red wines dominate the shelves. Thesgfois likely that both of these groups started
drinking what was available and fashionable whey tiirst started drinking wine.

The Baby Boomers were a key generation to be tedgky fruit wine marketers, and
therefore, it is reasonable to expect that theylvbave started off drinking this type of wine.
Likewise, the Gen Xers, now in their 30’s, werdegfal drinking age just as the huge marketing
push towards wine coolers was heating up. Theggfois expected that this might be an entry
point for their respective wine consumption patsern
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Overall, with this question, the highest scoringam was for dry red wine (.39) as an
entry-point; however, this was skewed heavily tagathe Millennials at .54. This supports
other current research that shows that the Mill@ingeeneration is one of the first generations to
begin drinking red wine, verses white or sweetarasias an entry-point (Gillespie, 2005; Wine
Market Council; 2000; Thach and Olsen, 2005).

Type of Wines Respondents are Drinking Now

Probably more interesting than the entry wine jaess the third question regarding the
type of wine they are drinking now. Here there stng similarities between all 4 cohort
groups. Regardless of what type of wine they etiaotut drinking, all four groups indicated that
the top 3 types of wine they are drinking now aneréd wines (.96); dry white wines (.90); and
champagne (.80). Furthermore, there is very lititierentiation in their response patterns.

One reason for these strong similarities in wimefgrence could be the fact that all
respondents in this sample are classified as aum&eds, meaning they drink wine frequently —
usually at least once a week; sometimes daily. réffbee, since they are quite knowledgeable
about wine and these 3 types of wine go quite with food, they may have all evolved to these
preference patterns. Another reason is becauselgropentiment in the U.S. suggests that
sweeter wines and rose wines, such as white ziefaade considered to be less sophisticated
than their drier counterparts.

One interesting aberration is a strong prefereioceMillennials now drinking sweet
white wines (Table 3), such as Rieslings and getndimaners. What is fascinating about this is
the fact that they started with dry red and whiteg] now are moving to sweeter wines. This is
an opposite trend in comparison with the other cobmups, as illustrated in Figure 2. This
may suggest a larger market, in the future, foretwehite wines, since the Millennials are
already sophisticated wine drinkers with entry-eigee in dry reds and whites, and are a very
large market size at 76 million consumers.

Figure 2. Cohort Preference for Drinking Sweet Whie Wines Now

Sweet White Wines

@ Sweet White Wines

C1-Mil C2-GenX C3-BB C4-Trad

Preferred Varietals Currently Drinking
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The fourth research question regarding the typesieétals the respondents are currently
drinking supports the findings of the previous disgson type of wine. Since dry reds are the
most popular, it is no surprise that cabernet gmon came in first and merlot as second.
Likewise, since dry white wines were the second tnpaxpular type of wine respondents
currently drink, the fact that chardonnay was thedt most popular varietal is to be expected.
There is a strong similarity in response pattermaltacohort groups on these items. The only
minor difference is noted in the sweet white wineasich as riesling, pinot gris, and
gewdrztraminer. In each of these categories, thiemhials scored highest, mirroring the results
in the previous question regarding their additigmaference for sweet whites in addition to dry
reds, whites, and champagne.

Types of Situations in Which Wine is Consumed

The fifth research question regarding the typesitofations in which wine is consumed,
illustrates similarities and difference betweenartdr All groups agreed that the most popular
situation to consume wine is with meals, eithem@ne or in restaurants. There were, however,
interesting differences of opinions regarding 4eotsituations illustrated in Figure 3.

Figure 3: Types of Situations to Consume Wine
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All four groups agreed that using wine to relax wasd highest, but the Millennials and
Gen Xers especially agreed with this statementrirsgat much higher than the two older
cohorts. These two younger groups also viewed \vasiea beverage to consume at formal
celebrations and at cocktail parties, whereaswioeolder groups did not agree as strongly. This
shows a marked difference in the way wine is pgezkby the different generations. Probably
the most telling result is the fact that the Triadhialist do not see wine as a beverage to drirek at
bar, whereas the other groups agree more strongly this. The rationale may lie in the
background of the Traditionalists as being a garmarahat was known for the cocktail hour and
drinking martinis. It is probable that they sesevias going with food, but not as a bar drink.
Instead they may be more conditioned to order &tadc
Image of Wine

The final research question regarding the imageiné elicits some strong differences
between the four cohort groups, suggesting that tkasons for drinking wine are different as
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well (Figure 4). For example, the highest scoriimgage” of wine was that it was used for
relaxation, but the Millennials agreed most strgngith this at .83 and the Traditionalists scored
the lowest of the four groups at .75. This sugg#sat Millennials see wine as a beverage to
help them relax, verses a beverage to party witlereas the other cohorts don’'t see wine as
strongly in this context

Figure 4. Differences in Image of Wine Between Cairt Groups
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On the other hand, there is a reversed trend battéeegroups regarding the image of
wine as healthy. Traditionalists scored this nimghly, with Millennials identifying this image
as less important. This suggests that one of #germeasons older consumers drink wine is for
perceived health benefits. This supports findimgsther studies (Wine Market Council, 2000).
Figure 4 also shows an opposite trend betweenaimegroups regarding the image of wine as
sensual and sophisticated. The younger drinketh, en Xers and Millennials, were more apt
to agree with the statement that they perceivedntiage of wine as a sensual and sophisticated
drink, whereas the older cohorts did not agreetmsmgly with this statement. This suggests
again, a difference in motivations, and therefomeneeded difference in marketing and
advertising to tap into the stimuli of these diéfiet cohort groups.

Finally, two other interesting differences betweehorts had to do with wine’s image as
a drink of moderation and as sexy. Again, accagydm Figure 4, Traditionalists agreed most
strongly that wine is a drink of moderation, an ttould be because this was a generation that
was more apt to drink spirits and strong cocktaigh as martinis. Therefore wine would be
perceived as a moderate drink. The reason as yothehother groups feel differently is up to
debate. The image of wine as sexy, appears to aateong correlation with the age of the
respondent group. According to this study, as lodogroup ages, they are less likely to
perceive wine as sexy. This suggests that progatia image of wine as “sexy” in advertising
would be less effective with older consumers.

Implications to Marketers

There are several important implications in thigdgtfor wine marketers. The primary
and most obvious implication is that marketers mtaite generational differences into
consideration when developing wine marketing angeetésing campaigns. This is because each
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of the different age cohorts appears to be drinkinge for different reasons. Therefore, wine
marketers must understand the motivations of thdfferent generations and modify this
advertising to match the desired needs.

The good news is that there are a few conceptsafipgar to be universal regarding wine
and why people start drinking wine. The main an¢hie food and wine connection. There is
strong agreement across all four age cohorts tiee¢ wnd food go together and enhance one
another. Therefore, a further emphasis on thisneotion in advertising campaigns would
probably be beneficial. Furthermore, it appeaas fleople begin to drink wine because they are
introduced by family, friends and co-worker andytlemjoy the taste. Advertising that depicts
the characteristics of the various cohort groupddcbe appealing, especially to the Millennials
which showed the strongest indication that theypéetb wine because they were influenced by
friends and family. More research on differencestaste profiles, explaining why certain
individuals prefer fruity and sweet verses tanmid dry, would also be useful.

Another interesting implication of this study, fsat regardless of the type of wine that
people start drinking, they all eventually migredehe same place as they become core drinkers.
For this study, all four groups indicated they mogv primarily drinking dry red and white wines,
as well as champagne. All three of these typewinés also go well with food. The only
exception is the Millennials’ additional prefererfoe sweet white wines, such as reislings and
gewdrztraminer. This suggests that there may pewaing market in this area, and that grape
growers and winemakers may want to consider thibeir future forecasting for type of grape
varietal to plant and make. It is also possiblat tiinis trend towards drinking sweeter white
wines after starting with dry red wines as an epint suggests a shift in wine preference
tastes. According to Phillips (2000), throughch tenturies of wine history, there have been
continuing patterns of shifts within wine drinkirgltures of people preferring dry wines and
then shifting to sweet, and then back again. Th®rm@ possibility that this could be just be
beginning with the millennial generation.

A final implication for wine marketers has to dothwthe strong connection of wine to
relaxation. This concept is currently not beingrpoted very well in the U.S. Instead wine
marketers seem to be focused on the food/wine abiome as well as promoting wine as a drink
of romance and sophistication. Though these a#suecup as motivations to drink wine,
relaxation was a strong motivation for all four gps. This suggests that wine marketers may
want to tap into the various settings and ways lnctv consumers use wine to relax and portray
this in their advertising.

LIMITATIONS AND FUTURE RESEARCH

The fact that this study is based on the wine comgion behaviors and attitudes of only
core drinkers in the U.S. makes the generalizghlithis study to marginal wine consumers and
other countries tenuous. Therefore, the auth@smenend that this study be duplicated in other
countries and with the marginal wine drinking segtme the U.S. Another limitation of this
study is the fact that it is based on an interoetesy, thus making the sample nonrandom. Only
individuals who knew how to access the Wine Visiegb site responded to this survey. This
sample may be more “involved” with wine than thpital wine consumer. These respondents
also would have needed to be comfortable with uttieginternet. Therefore, this sample may
not be representative of all core drinkers in th8.l&nd most probably missed many of the new
wine drinkers in the U.S.
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Another limitation had to do with the fact that thervey was designed to capture data
from respondents at one point in time only. Ideal cohort analysis would compare behaviors
of the respondents in the same age bracket ateiff@oints in time. The data doesn’t currently
allow for this approach because it was a volunhkatgrnet survey and it would not be possible to
guarantee that the same group of random respondendsl complete the survey a second time.
Related to this limitation is a question of lifectsy effect, which has been shown to impact
consumer decisions around wine consumption in ttiete are certain times in a person’s life
when they may begin consuming more wine for headtbther reasons (Thach & Olsen, 2004).
This study does not examine the difference betwesmort and life cycle effect. A final
limitation to the study was the fact that responglevere asked to rely on memory regarding the
types of wine they drank in the beginning. In sorases, their memory may not have been
completely accurate.

In terms of future research, the questionnairddcoow be expanded to include more
specific questions relating to the wine drinkersstfintroductions to wine as well as life cycle
effects. If, as the findings suggest, that frieddmily, and/or coworkers drank wine and that is
how the respondent was introduced to wine, then tiovthis introduction take place? In what
setting and for what occasion? More in depth gaeston reference group influence would help
marketers understand the importance of specifiereece groups under different types of
settings (e.g. barbeques, weddings, business dnnéuture research could develop more in
depth questions relating to the occasion, budg#teotonsumer, the importance of the reference
group to the consumer, and the wine expertise efsgpas influencers of new wine consumers. If
co/workers are indeed large influencers on new vdriekers, then perhaps wine tastings at
professional conferences may be an effective veouehe introduction of wine. Formal
research hypotheses based on these additional ptsnceuld be tested to provide additional
support for the theory of consumer socialization.

Another area of future research could be into dbecept of drinking for relaxation.
Eighty percent of the respondents associated witterelaxation. What are the implications for
marketers? A more thorough examination of whatxaion means to wine consumers may help
in the development of future advertising campaigired also in selecting sponsorship
opportunities for the arts, fundraisers, sportiagg social events. Finally, it may be useful to
adapt the survey to a qualitative format of coloarisumer panels which could be reconvened
and tracked over time in order to compare potentt#inges in behavior regarding wine
consumption.
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