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Glossary
Generations

· Generation Y (also referred to as Millennials, Echo Boomers and Generation Einstein): people aged between 15 and 31

· Generation X: people aged between 32 and 43

· Baby Boomers: people aged between 44 and 62

· Silent Generation: people aged between 63 and 83

· Greatest Generation: people aged above 84

	User type
	Description

	Not a buyer / not a drinker
	Does not buy or drink wine

	Buys / drinks from time to time
	Not really interested in wine, but buys from time to time (for others)

	Loyal wine drinker
	Found the favorite wine and does not look for other options

	Passive wine drinker
	Likes wine and would like to know more about it, but is not actively looking for information

	Active wine drinker
	Likes to vary with different kinds of wine in order to learn more about it

	Connoisseur
	Has reasonable knowledge of wine and knows with which occasion every wine goes


Table 1: Types of wine drinker




                  (Productschap Wijn, 2009)
Millenniel: a member of the Millennial Generation who drinks wine

New world: refers to regions with a short history of wine-making (USA, South America, South Africa, Australia, Asia)
Old world: refers to regions where wine was made: Europe or regions with a history of wine-making (North Africa and the Near East)
Productschap Wijn: an organization that functions as a platform for all entrepreneurs in the Dutch wine industry
Wijninformatiecentrum (WIC): part of Productschap Wijn and contains all information on the product wine. The department owns an extensive library with books and professional magazines on the subject of wine
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Chapter 1
Millennier 
Noun
A member of the Millennial Generation who drinks wine

(Hennessy, 2009)

Reason for the Research
Generation Y or Echo-boomers, are marketers’ latest nightmare. This age group grew up with the worldwide web, the latest technology, and numerous communication channels, ranging from cell phones to Facebook and Twitter, leaving Generation X and the more elderly far behind. Not to mention the fact that millennials have been targeted with plentiful ads and commercials since they were young, resulting in a suspicion towards all marketing campaigns. 

While some companies are starting to acknowledge the fact that new strategies are needed to approach these so-called millennials, the wine industry has not changed their marketing approach towards this consumer segment (Hennessy, 2009). Large amounts of money are spent on traditional advertisements in wine review magazines and books, but e-commerce and innovative tactics are shunned by the industry, in particular by the small and medium sized businesses. 

There exists an undeniable huge gap between the wine industry and millennials. Nevertheless, it is of essence that this gap should be recognized by marketers in the wine business, since millennials will become, if they aren’t already, an important consumer group. 

Scientific and Social Relevance of the Subject

Scientific Relevance

Generation Y are defined loosely as the people born between 1978 and 1994 (Kotler and Keller, 2006). As with every age group, generation Y has its own viewpoints, beliefs and habits, causing challenges for marketers. As the older generations age, marketers have to shift their attention to the new consumer group and decide their approach in order to create loyalty and engage the consumers in their products. This task seems to have become more difficult to accomplish with all the available communication channels. Other than that, these youngsters have had access to all the information they needed through the internet since their teen years. As a marketer, how can you stay up-to-date with this quick pace of technology? Trends are odd phenomenon and as they occur, it is crucial that the marketer keeps up with this fast-developing world and ever-increasing demands of consumers.

Social Relevance

Wine production dates back to ancient history and wine itself has played a role in many cultures. Wine is connected to religion, haute-cuisine and nowadays to more common things in life such as enjoying a glass of wine during a dinner. While in previous years, wine was viewed as an exclusive good for the sophisticated classes of society, consumption has increased per capita and wine is widely available and gaining popularity (Kerncijfers Wijn, 2008). 

Generation Y is reaching the age where they can afford more luxury products and enjoy the good things in life. Even so, the wine industry seems disconnected from this generation and lost when it comes to marketing wine in unconventional ways. Generation Y has limited knowledge of wine, but they appear eager to learn more about this complex beverage (Hennessy, 2009). 

The millennials are the new wine-drinking generation and they will become an important segment of wine consumers in the near future. To connect to generation Y, the wine industry must put in effort and time to learn the demands and needs of this powerful consumer group. Marketers should take advantage of their openness and exchange the tastes of wine and the enrichment that it can bring.  

Purpose and Nature of the Research
The purpose of the following research is to provide a significant insight in the reason why a gap exists between Generation Y and the wine industry.  This will entail a thorough research on both subjects. The nature of the research will be exploratory. This study will embody multiple views from objective and subjective sources. With a combination of both, the research questions will be answered and possible explanations will be presented, as well as suggestions to what changes are needed in wine marketing.
Research Process and Methodology
The exploratory research for this thesis is largely based on inductive investigation. The background and basic information that is needed to support this report will be taken from various sources of the internet. Since millennial marketing is a fairly new concept, direct information was extracted from blogs and white-papers. Furthermore, theories from the textbook Marketing Management by Kotler and Keller, Consumer Behavior by Blackwell, Miniard and Engel and Consumer Behavior and Marketing Strategy by Peter and Olson provided a solid base to substantiate findings.
However, to gain a deeper and more objective understanding of the situation, other sources were taken into account as well. Independent research companies provided statistical data and reports, as well as the provision of documents on the Dutch wine market by the organization Productschap Wijn (2009).
Lastly, first-hand interviews were conducted with several marketing managers in the wine business and this added an extra dimension on how the wine industry deals with marketing issues.

Theoretical Framework and Structure of the Research
The theoretical framework will provide support for this research and the outcome of the problem statement. To uncover the causes of the gap between the millennial generation and the wine industry, thorough investigation and theories to back up the results are needed.

To begin with, the composition, characteristics, and consumer behavior of Generation Y must be exposed by means of a literature research. 

Subsequently, the outcome will be analyzed. The literature research will reveal the needs of Generation Y and answer what drives their consumption pattern. In order to understand the motives behind the consumption pattern of Generation Y, consumer behavior theories will be discussed and provide a theoretical background.
Then, the next step is to see how Generation Y purchases wine and which decisions are parts of the buying process. It is essential to determine the steps that lead to the purchase and the final decision. This can explain whether marketing had an impact on the buying decision or not at all.

After the consumer behavior has been systematically analyzed, a look will be taken at what the wine industry can do to fulfill the needs and how they can market their product in an effective manner.
Problem Statement and Research Questions

Research Question

What creates the marketing gap between the wine industry and Generation Y?

Research Objective

To identify the factors that create a gap between the wine industry and Generation Y and to find adequate solutions that could bridge the gap. 

Partial Questions
1. Who is Generation Y?

a. What are the characteristics of Generation Y?

b. What is the importance of Generation Y to the wine industry?

c. What are the consumer needs of Generation Y?

d. How does Generation Y make the purchase decision of wine?

2. How does the wine industry target their younger consumer segments?

a. How does the wine industry market wine to consumers?

b. Are there specific marketing efforts towards Generation Y

3. What is needed in the wine industry to engage Generation Y in the wine industry?

a. What are the future plans of the wine industry concerning marketing?

b. How can the wine industry adapt to the needs of Generation Y?
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Chapter 2 Generation Y

“As millennials, we are facing more intense communication and interaction on a worldwide perspective. It is increasingly difficult to render data, but this in turn creates the opportunity to share information with anyone and everyone around the globe.”

T.S. Messager, France (2009)

“Growing up with so many opportunities makes generation Y not easily satisfied, this however inspires for open-mindedness, versatility and innovative behavior; the sky is the limit!”

R.L. Post, the Netherlands (2009)

"I feel that millennials have grown up in a fortunate era. The channels in which we communicate have changed dramatically over the past decades. Much of Generation Y has taken these advances for granted. We've caught on to the bandwagon of 'speed and accessibility'. Do we have an appreciation for music, when everything can be downloaded illegally? Do we have an appreciation for good wine, when we can find ratings at a touch of a button? Do we have hundreds of real friends on Facebook? I think we have to take a deep breath, think about what is really important."

M. van der Maas, the Netherlands (2009)

As can be seen from the citations above, made by members of Generation Y, the world has transformed and it is more challenging than ever before. To survive and keep up with all the changes, more is demanded from the millennials then their parents and ancestors in preceding years. 

In the following section, the mysteries around generation Y will be unraveled and depicted, using Dutch as well as American sources to portray the characteristics. This is due to the similarities of the two societies, both Western and developed. In the Netherlands as well as in the United States, around one-fifth of the population consists of millennials.

A Portrait of Generation Y
There are more than 250 million members of Generation Y in the developed world (Holley, 2008), of which 3.4 million are present in the Netherlands (Centraal Bureau voor Statistiek, 2008). Born during a time in which technology paces forward, this generation cannot be defined within strict boundaries of certain characteristics as previous generations. Causes of differences can be attributed to matters such as having cell phones, globalization, Internet, environmentalism and social media as daily companions.

Self Image
	 (%)

	
	Most generous
	Admire most
	Most productive
	Most positive effect on society
	Most socially conscious
	Most innovative
	Most self indulgent
	Most greedy
	Most short-sighted

	Gen Y
	8
	9
	15
	25
	31
	35
	58
	62
	63

	Gen X
	15
	17
	43
	34
	33
	43
	22
	16
	11

	Baby Boomers
	32
	28
	29
	24
	23
	15
	18
	18
	12

	Silent Generation
	31
	25
	10
	7
	11
	4
	2
	4
	6

	Greatest Generation
	18
	22
	3
	10
	2
	3
	1
	2
	8


Table 2. Generation Y: Rating of Itself and other Generations         
       (Harris Interactive, 2008)

The survey conducted by Harris Interactive (2008) shows that Generation Y is very critical about its own members, perceiving themselves as the most self indulgent, greedy and short-sighted in comparison to other generations. The positive attributes are also not reserved for themselves; rather they rate their parents and great parents as most generous. Lastly, Generation Y considers Generation X to be the most productive, have the most positive effect on society as well as being socially conscious.  
Technology

Generation Y grew up with the Internet and the mentality of 24/7 availability. This had many spill-over effects, for example the replacement of communication means such as going from face-to-face meetings and e-mail to Facebook, Twitter and text messages. 

An illustration of the methods of communication across several generations:
Figure 1a. Baby Boomers
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Figure 1b. Generation X
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Figure 1c. Generation Y
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(Fallarme, 2009)

The preceding images show the major shifts in communication channels through the years. Millennials put a great emphasis on quick responses. If responses are taking long or when the reply is not made fast enough, they will look for the answer in other sources of information.

Furthermore, millennials are used to processing great amounts of data. This has made them skilled in selecting and analyzing information and also exchanging facts with their peers.

The advanced technology in which the Echo Boomers grew up in has made some significant shifts in communication means.

· Traditional communication and needs are disappearing slowly. Instead, it is increasingly normal to publish and find information yourself (example: Wikipedia)

· Profile sites where you can show your identity are very trendy. An emphasis is put on having as many friends as possible (example: Facebook)

· Face-to-face meetings are losing importance, but instant messaging and text messaging are gaining in popularity

(Verhoeven and Reerink, 2009)

Millennial Values
1. Timeliness: the ‘here and now’ is important. Whether it is about having the newest IPod or installing Windows 7 on the pc, millennials prefer to have it immediately rather than at a later point in time.
2. Making a difference: Generation Y is well aware of the world around them and they feel the need to matter and to give to society by volunteering or donating money.
3. Tolerance: with multiculturalism on the rise, this generation is familiar with other cultures and therefore possesses more knowledge about and has more tolerance towards people with a different lifestyle.
4. Environmental stewardship: in a world where sustainability is either a game of multinational corporations or a tacit concept, gen Y-ers are devoted to live their lives more environmentally friendly
5. Authenticity:  every communication towards Echo Boomers should be authentic. Honesty and clear-cut messages are the best way to get your point across.
6. Global perspective: globalism is the newest trend. Sayings such as ‘Think global, act local’ symbolize the current world we live in. Internet makes it easy to reach everyone and everything in a heartbeat.
7. Personal freedom: millennials are conscious of their being and are not afraid to take the road less traveled. Traditional milestones are losing significance, whereas careers and the satisfaction of succeeding gain attractiveness.
8. Respect and acceptance: great emphasis is put on being accepted by the group that they belong to and to be recognized.
9. Peers and opinion groups: millennials rely on the people next to them to exchange opinions and evaluate everything, ranging from products to movies and music and the latest gadgets. Generation Y spends most of their time with their peers and they value this highly.
10. Family: parents have great influence on passing down traditions and norms. Most of the millennials who drink were introduced to wine by their parents.

(Philips, 2009)

Chapter 3 Millennials and Wine
Millennials: Mythical Beast or Wine’s Last Frontier? 
Millennial consumer groups tend to be viewed as some mythical creature that has magical powers to bestow on whoever finds and befriends it, but it is almost impossible to reach…
If that’s how the wine industry views Millennials, then how do Millennials view wine? The answer: “Members Only”
L. Hennesy, USA (2009)

In this chapter, the spotlight will be on Generation Y and wine. To start with, it is imperative to understand the significance of Generation Y to the wine industry. The motives behind this reasoning will be illustrated with examples from market researches. Then, a portrait will be made of how Generation Y looks at wine and what their consumer needs are. To end with, a theoretical framework behind the consumer behavior of Gen Y will give explanation and insight into the needs.

The Importance of Generation Y to the Wine Industry
Besides the fact that Generation Y is next in line to enter the mysterious world of wine, there are other trends that should be taken into account by the wine industry. These play an essential role in the development of the wine industry and therefore should not be neglected by marketers.

To enjoy wine is to enjoy life…

In the last decade, life standards have gone up in the Western world. More people can afford to enjoy the fruits of their labor. Whereas a few years ago, the emphasis was still put on living a healthy lifestyle full of vitality, marketers in food and beverages have seen a more rapid growth in ‘pleasure’ rather than  in ‘health’. According to the market results of the World Innovation Panorama, the core need of ‘pleasure’ has grown with an additional fifty percent in the Netherlands in comparison to 2008. This means that more luxurious consumption goods have been chosen over the healthier goods. Consumers prefer to pay extra money to enjoy the pleasures that the food and beverages industry has to offer (XTC World Innovation Panorama, 2009).
Baby Boomers and Gen X-ers grew up in a time where wine was not as common as nowadays. Wine was not easy to acquire and it was not meant to be drunk on ordinary days. Wine was special and it had a certain status. Since the product of wine was quite expensive, it seems that most Baby Boomers and Gen X-ers were introduced to it at a later stage in their lives. The contrary applies to Generation Y. Most have tried wine at least once, usually by taking a sip from their parents’ glasses. Although the drinking is not stimulated by parents, it is not opposed either. This could imply that the learning process of wine begins earlier, which could indicate that the millennial generation can learn to appreciate wine at a prior age then that of Baby Boomers and Generation X. As most millennials indicate, their knowledge of wine is very limited (Wolfs, 2009). 
Wine gains popularity …

[image: image13.jpg]


A research conducted by Trendbox (2009) in conjunction with Productschap Wijn showed that wine is still gaining in popularity, in comparison with other alcoholic beverages. 
Figure 2. Consumption on a daily basis (percentages)


                                (Trendbox, 2008)
From the above graph, it can be seen that the consumption of wine has increased over the years, whereas its main competitor, beer, has decreased significantly. Furthermore, the wine consumption per capita in the Netherlands has also increased. In 2007, this amounted to 21.60 liters. For the complete data of wine consumption, see appendix 2Furthermore, Research International conducted a study in which they divided the drinkers into different groups. Segmentation was made by looking at the frequency of their drinking pattern. The results were as followed:
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           (Research International, 2009)
As can be seen from above, the majority of wine drinkers are drinkers who buy from time to time (24%, of which 12% are Generation Y members) and passive drinkers (28%, of which 14% are Generation Y members). 
Wine is becoming more and more a part of daily life. Everyone’s life is getting busier and the times to relax are scarce. The trends of indulging oneself with wine are increasing, as can be seen from the prior sections. These developments are important to wine marketers and should be followed closely, in order to adapt and create appropriate marketing strategies.

Views and Beliefs on Wine
Every generation is shaped by its time through the political and social environments, the shared occurrences and events and age. This gives generations a different perspective on matters such as alcohol. 

Associations with wine

[image: image15.emf]Wine is one of the most diversified products and it takes years to appreciate wine and a life-time to learn about it. For young non-drinkers, the associations with wine are quite general. Words that pop up are romantic, going out for dinner on special occasions and French cheese. Young drinkers, who have familiarized themselves somewhat with wine, add more associations to the product. Examples of such are social moments, candles, spending time together, feminine and holidays. The older they get, the broader the view becomes. Older generations define wine in a more extended view: alone and together, everyday pleasure, moments of serenity, holidays, stylish, sensory and healthy. 


     





       Source: Bureau for South-African wine
                                                                                                                  (Productschap Wijn, 2009)
Knowledge

Wine is regarded as an alcoholic drink that you need to know more about. The young drinkers acknowledge that they do not possess (sufficient) knowledge about it; however, this does not seem to bother them. The young drinkers believe that they will try more varieties and taste more differences as they grow older. Understanding wine and knowing how to drink it is valued very much under the millennials. The youngsters reckon that this will add to the enjoyment of drinking wine and it also says a great deal about your life experience (Wolfs, 2009). 

Drinkers and non-drinkers

Within Generation Y itself, there are noteworthy differences between drinkers and non-drinkers.
	Archetypical application areas

	According to young wine drinkers
	According to young non-drinkers

	· Burgundian dinner, French, Italian
	· Pizzeria

	· Festive, present, Christmas, going out for dinner
	· Five or six course dinner

	· At home, restaurant/café, terrace
	· Summer on a terrace

	· Holidays, relaxation, long conversations
	· Birthdays at home, corny

	The archetypical wine drinker

	According to young wine drinkers
	According to young non-drinkers

	· Someone I know
	· Someone I don’t have relations with

	· Knows a lot about wine
	· Is distant, shows off with his knowledge

	· Is calm, behaves like an adult
	· Is boring

	· Is rather a women than a man
	· White wine woman, red wine man

	· Is intelligent
	· Is higher educated, intellectual

	· Holds the glass accordingly
	· Sips on one glass during the entire evening

	· Is happy and free, has interest in other people
	· Talks only about the future and careers


Table 3: Archetypical application areas and wine drinkers

                  (Productschap Wijn, 2009)
The image that a young wine drinker has of wine is more elaborated and the view on drinkers is more positive when it is put side by side with the non-drinker. The image of the latter is very distant and the non-drinker does not identify himself with wine drinkers. Wine is seen as a means to distinguish oneself from the surrounding peers. By drinking wine, a statement is made. Wine gives status, it is classy and it gives allure. 

For young women, drinking wine is almost a natural process. When young females age, wine becomes more common and they drink it often when they are in the companionship of other women. For young men, it is more difficult to choose for wine due to the feminine perception of the drink. When young men choose wine, they distinguish themselves more from the normal crowd.










               (Wolfs, 2009) 

Consumer Behavior
The following section will be two-fold. First, a look will be taken at the individual determinants, the external influences and the psychological processes of the consumer decision process. Second, these factors will be used to explain each step of consumer behavior. With the aid of the model, the consumer needs of wine-drinking millennials will be explained accordingly, using the results of the research that was conducted by Research International for Productschap Wijn (2009).

Consumer Decision Process Model

The consumer decision process model represents a road map of consumers' minds that marketers and managers can use to help guide product mix, communication and sales strategies.

[image: image16.emf]The decisions that are made in the model depend on several factors: 
Figure 4. Consumer Decision Process Model




   (Kloosterman, L.P.O., 2009)
Individual Determinants
Demographics are defined as the size, structure and distribution of a population.

· Population: there are more than 250 million millennials in the developed world, of which 3.4 million are present in the Netherlands. Demographics are important due to the differences in characteristics between the cohorts. The characteristics of Generation Y have been explained in chapter 2. 

· Age: experience comes with age. It is more likely that the older the consumer gets, the more knowledge he/she possesses about wine.

· Sex: wine is perceived as a feminine drink. Therefore women might feel more connected to the drink then men.

Consumer motivation represents the drive to satisfy both physiological and psychological needs through product purchase and consumption.

· Social image needs: drinking wine and knowledge about wine gives status. It is a masculine trait to acquire knowledge on certain subjects to gain more respect from others and to enhance the image that others have of them.

· The need for pleasure: besides work, people need something to relax. This can be achieved by means of enjoying a consumption experience such as wine

Consumer knowledge can be defined as the information stored in memory that's relevant to the purchase, consumption, and disposal of goods and services.

· Product knowledge: millennials possess limited knowledge on the product. This limits their capability to fully enjoy the consumption, as well as experience with different varieties.

· Sources of consumer knowledge: most millennials get their information about products and its usage from their peers, family members and new media. It is crucial for the industry to understand consumer knowledge, in order to position their products and to identify purchase barriers.

(Blackwell et al. 2006)

Consumer beliefs, feelings and attitudes are essential, since they lead to how consumers behave. The beliefs, feelings and attitudes on wine have been discussed elaborately in this chapter under “Views and Beliefs”. 
Environmental Influences
Culture and social class

· Culture: culture determines how products are viewed and how much is consumed. Wine consumption is increasing in the Netherlands, whereas before, beer was the leading alcohol beverage.

· Social class: several sub-factors determine social class, such as income, occupation, wealth, prestige and power. According to the research from Productschap Wijn (2009), wine is socially more acceptable among affluent consumers and high-educated surroundings. 

Family and household influences

· Upbringing: some millennials were introduced to wine through their parents. When a person has been brought up in a family with wine drinkers, chances are higher that this person learned how to drink wine from an early age and has perhaps even familiarized himself with different varieties. 

· Life cycle: the stage in which most Gen Y-ers are currently in, range from the last years of high school to young single lifestyles and newly married couples. These affect the consumption moments. The younger ones go out to bars and clubs more, whereas the newly married couples might go to restaurants and/or have dinners at home more often. 

Group and personal influences

· Compliance: millennials are influenced by their peers and surroundings. When men are in a cafe, it will be likely that they all drink beer. The social acceptance of one of them drinking wine will be low and viewed as not masculine. In contrast, when women are among themselves, they will more likely drink wine together 

After the list of factors that make up the consumer decision process, the model will explain each stage of the process. 
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Figure 5. Consumer Decision Process Model: 7 Stages



   (Kloosterman L.P.O., 2009)
In order to apply the model to the consumer decision process of wine, the seventh stage of divestment has been neglected. Divestments are the disposal of a product, recycling or remarketing (Kloosterman L.P.O., 2009). Since this is deemed as irrelevant to the research focus of this study, the stage of divestment will not be analyzed further. Moreover, the other six stages are sometimes inter-related; therefore some parts of this section will deal with multiple stages at once.
STAGE ONE: NEED RECOGNITION

Need recognition occurs when an individual senses a difference between what he or she perceives to be the ideal versus the actual state of affairs. In the case of wine drinkers, it is also possible to see the need as a desire. It is important for marketers to know what those needs or desires are, in order to anticipate and react by means of improved products, better and more transparent communication messages and appropriate distribution channels. Furthermore, it is imperative to take into account the changing needs and desires with every life stage. 

Feeling the need or desire to drink wine depends on the person, the attitude and lifestyle, but more importantly, the moment and the surroundings in which the person is present at that time. The desire to drink can occur at any time, but there is a difference between at home consumption and out-of-doors consumption. 

At Home

The atmosphere at home is usually calm and relaxed. This in turn offers the consumer several moments for consumption. During informal parties and small gatherings, there is plenty of space to sit down and enjoy a glass of wine with friends and family. Drinking in-between moments occurs when there is a need of relaxation. This can occur for example after work, or during dinner. In comparison to older generations, millennials are more likely to drink when there is company, rather than alone. Lastly, it is less expensive to consume wine at home and quite often, it is readily available. 

Drives and barriers 

For many young singles and couples, opening a bottle of wine is seen as a barrier, since it is often too much to consume entirely. Smaller bottles are not a solution, according to them, since this takes away the wine consumption experience. The suitability of wine during a dinner or with certain company can also be a barrier for drinking wine. An important barrier for the group that “buys from time to time” is the fact that they do not like the taste of wine. Also, many people do not feel the need to drink alcohol at home.

(Productschap Wijn, 2009)
	Drives
	Barriers

	· Taste preferences change with each season: more red in the winter, more white and rosé during the summer

· Enjoying wine more during a moment of relaxation

· Drinking in combination with a good home-cooked meal
	· Less helpful to relax than beer

· Size of the bottle too large

· Opening a bottle requires additional tools

· Not enough knowledge to decide which wine can be combined with dinner, so no wine at all


Table 4: Specific drives and barriers at home


    (Productschap Wijn, 2009)

Out-of-Doors

There are many kinds of locations out-of-doors. The extent to which people consume alcohol depends on the location. In restaurants and cafes, consumers will choose a wine that is according to their taste or that fits with the dish. 

In bars and clubs, it is less likely that people will consume wine. It depends on the person and the attitude towards wine, the club and whether people come there to dance or just for a drink, the price-quality relation and preferences. Drinking wine in clubs is less preferable, since it is inconvenient to hold a wine glass while dancing, as well as the low quality that is often served.
Drives and barriers

Out-of-doors, the main barrier is the price of wine. Furthermore, the suitability of wine with the atmosphere, the location and the company are doubted by consumers. Also, the quality of wine is not always perceived as positive in bars and clubs.

	Drives
	Barriers

	· Cheap compared to pre-mixed beverages

· It accentuates being feminine

· Red wine makes you feel warm
	· Not as drinkable as beer or pre-mixed beverages

· Holding a glass is difficult in a club

· No knowledge of wine, so house wine is usually ordered in a restaurant 


Table 4: Specific drives and barriers out-of-doors

                (Productschap Wijn, 2009)

STAGE TWO: SEARCH 

Search represents the motivated activation of knowledge stored in memory or acquisition of information from the environment about potential need satisfiers. Internal search involves scanning and retrieving decision-relevant knowledge stored in memory. External search consists of collecting information from the marketplace.

(Blackwell et al. 2006)
Internal search

It has been said that knowledge comes with experience, and experience comes with age. The same applies to wine. Most Gen Y-ers have only limited knowledge of the many wineries, the varieties of grapes and the tastes. The difference that Gen Y-ers recognize is subdivided in groups according to kinds of wine products, and within the wine sector itself, three categories are retrieved, namely white, rosé and red wine. Each of these categories instigates different knowledge stored within the memory of millennials (see appendix 3). 

External search

When millennials search for external information, various elements of the product are important. Besides the color, price is a significant factor for young wine-drinkers. The origins of the wine and the variety of grape are of less importance.

The key personal sources for millennials to retrieve their information from are their friends and family. If someone close mentions a good bottle or supermarket to get wine, the consumer will most likely follow their advice. Guidance in the buying process is only requested from sales personnel when the young shoppers are looking for a gift at a wine retailer. 

The key impersonal source is the product label. Consumers judge the quality of a wine on the appearance of the label, even though most of them do not know the exact meaning of the content. Furthermore, the information on the displays provides guidance, but is also too difficult to understand for most consumers (Wolfs, 2009). Internet is not very popular for information search yet (Productschap Wijn, 2009). 

STAGE THREE: PRE-PURCHASE EVALUATION

Pre-purchase evaluation is the manner in which choice alternatives are evaluated. When buying wine, the choice alternatives are cut off, based on the occasion and for which person the wine is bought. Three primary questions are answered before buying wine:
1. Who am I buying wine for?

2. How much do I want to spend?

3. Should the wine match with something?

These are important in evaluating the wines. For example, when buying for oneself, it is more likely that your own preference will be taken into account rather than that of someone else. Also, price is then conformed to the available budget. When buying for another person, it is more likely that buyers will spend a bit more, since in the eyes of the consumer, a higher price relates to better quality, thus avoiding the risk of giving a bad wine. When purchasing for larger groups, the wine preference of the host will be of essence, as well as the tendency to buy cheaper wines (Productschap Wijn, 2009). If wine is bought for a specific dinner, the dish is taken into consideration. However, most millennials rely on outdated facts when it comes to wine and food combinations, traditional white wine with fish and red wine with meat dishes. Furthermore, millennials put emphasis on the tastes. Wine should be slightly sweet and not too strong. Other factors that play a role in evaluating a wine are the product label, the year of production (the older the better), and the origins (exotic locations might trigger the buyer). Also, classical appearances appeal to younger wine consumers, since this confirms their image of wine (namely, classy, sage and being an adult). Concerning packaging, alternative forms are perceived as innovative, but people do perceive the wine to be of less good quality and not fitting with the image of wine. Young consumers do seem more open-minded towards other forms of packaging (Wolfs, 2009). Screws on bottles have won most of the consumers’ trust in recent years (Schmieg, 2009).
STAGE FOUR - FIVE: PURCHASE AND CONSUMPTION
This stage entails the actual purchase of the product, including the choices of where to buy and when to buy. Consumption represents consumers’ usage of the acquired product. Since with the product wine, consumption can occur immediately, these two stages will be treated together. Again, the distinction will be made between buying for at home and out-of-doors consumption. 
At home

There are several occasions that motivate buying wine. Young non-drinkers often buy for others, in the forms of a gift, for visitors or for a party. In contrast, young wine drinkers are more likely to buy for dinners among friends and to re-fill their stocks. 

The occasion, in turn, influences the store choice.
	
	Supermarket
	Wine retailer

	Perception
	· Standard store for food and beverages
	· Expert on alcoholic beverages

	Motivation
	· Re-fill stocks

· Party

· Informal drinks

· For visitors

· For dinners
	· Gift (specific or unknown taste of the receiver)

· Formal dinners

· Visitors

· Re-fill stocks buy experimenting

	Advantages
	· Close to home, accessible, easy

· Cheap
	· Better advice

· Gift wrapping

· Better and larger assortment

	Disadvantage
	· No advice

· Search is difficult
	· Far from home, less accessible

· Expensive


Table 5: Store choice 






    (Productschap Wijn, 2009)

Fully planned purchases, in which both the product and brand are planned in advance, are mainly made by connoisseurs or people with limited knowledge who resort to brands they are familiar with.

However, the majority of the purchases are partially planned. This means that the intent to buy the product exists, but brand choice is deferred until shopping. Since the involvement level of most buyers is low, they will often end up buying the wines that they know or like.  In appendix 4, a study by Research International (2009) shows the results of the planned and unplanned factors of wine purchasing. 

The unplanned purchases occur when there is a sudden desire for wine, and both the product and brand are chosen at point of sale. Nevertheless, in most cases, the intention to buy wine was already present (Blackwell et al. 2006). Consuming wine after purchase for at home use is in most cases delayed until the occasion it was meant for. 
Each intention to buy influences the way in which people shop. For at home use, the three modes that can be differentiated are as follows:
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Figure 6. Shopping Modes for Wine Purchases                                                                         (Wolfs, 2009)
Out-of-doors

The purchasing decision for other uses than at home differs, since purchase is followed immediately by consumption. Furthermore, the choices that are offered are more limited. 
Restaurants: In restaurants, the assortments of wine are quite broad. Most consumers, regular and non-regular drinkers, choose wine to accompany their dinner. The division is again made on a rough basis, namely white wine with fish and red wine with meat dishes. Most wines that are available on the menu are not recognized or unknown to most consumers. Therefore, they'd rather leave the choice to their fellow companions, the sommelier or end up choosing the house wine. Prices are perceived as rather high in restaurants.
Diners / bistros: The expectations of consumers in a diner or a bistro are much lower than in restaurants. Since choices are more limited, most consumers only make a division between colors and taste: red wine, dry white wine or sweet white wine. Also, the quality expectations are much lower, but the prices are still viewed as a bit too high, according to Dutch consumers.
Bars / pubs: In bars and pubs, it is usually the women who choose to drink wine. Again, the choices are made based on color, but also on the season (red in the winter, white and rosé in the summer). Furthermore, they might also take the same drink as their companions, in order to ease the ordering at the bar. In general, the perception of price-quality-assortment relation is low.
Clubs: The amount of people that indicate choosing wine in a club is lowest, among the four categories of out-of-doors consumption. Wine does not fit in the ambiance of a club and it is seen as difficult to drink out of a wine glass. Moreover, the quality of wine is too low compared to the high prices.
(Productschap Wijn, 2009)
STAGE SIX: POST-CONSUMPTION EVALUATION

There are few people who are such wine connoisseurs that they can differentiate the different grapes and appreciate the quality of a certain wine. Some consumers stick to a certain grape, thinking that this is their preferred taste; others will stick to a fixed brand. Overall, the majority of consumers are not loyal when it comes to wine brands, due to insufficient knowledge. 


Chapter 4 Marketing in the Wine Industry 

Marketing – meeting (human and social) needs profitably
(Kotler and Keller, 2006)

There it is: one of the shortest definitions of the widely interpreted term marketing. The message is simple and clear, but how is it then possible that the wine industry still fails to meet the needs of millennials? In the following section, an in-depth analysis will be made of the actions that are taken by the wine industry in terms of millennial marketing. 
Through Distribution Channels

Supermarkets and Warehouses
Purchases that are made in supermarkets have been discussed in the previous chapter. Since these are regular and usually have the purpose of re-filling the stocks, for visitors, small parties or dinners, the marketing strategies are more focused on the average customer. Four methods have been identified:
· In-store display: an excellent way to make the wine process easier for consumers is to make clear in-store display with specifications about the wine in question. Many stores provide information such as the taste, which wine goes with which dish and grape variety to their consumers. For an example, see appendix 5. To stimulate sales even more, awards and prizes are mentioned, as well as so-called ‘sterwijn’ (AH) or ‘omfietswijn’ (Hema). The latter are of good quality versus acceptable prices
· Magazines: these are published by the supermarkets on a regular basis. Wine advertisements are made in these magazines, as well as recommendations of certain bottles with recipes that are published. 
· Internet: wine sales through the supermarket/warehouse websites with online purchasing possibilities. The websites give plenty of information to make the choice easier
· Promotions: these can be found in-store as well as online. The promotions differ and are dependent on the strategies of the supermarkets/warehouses, as well as the wine dealers
Strategies and Future Plans

One of the large supermarkets in Belgium is Delhaize. Since Belgium is quite comparable with the Netherlands in terms of size and culture (the Flemish part, at least), Delhaize will serve as one example of many supermarket strategies. Delhaize aims to provide the best price-quality relation as well as an original and large assortment to their consumers. They hire professional people to give them the best advice possible on wines. Furthermore, they aim to stay up-to-date with the trends and developments of all their customers, including the younger generations. To appeal to this generation, the answer of Delhaize is to keep it as accessible as possible (vanderHaeghen, 2009). 


Figure 7. In-store display with advice
Figure 8. Promotions per bottle to appeal to more consumers         
Web stores 
Wine sales have increased from five percent in 2006 to ten percent in 2008 in the Netherlands. On average, consumers buy a batch of wine online once every three months. Web stores offer wines that cannot always be found in physical stores and it is convenient to have it delivered at home. Prices are about the same in-store as on the web. The peculiar thing is that consumers seem as prone to price promotions online as in a supermarket or at a retailer. The advantages of buying online are that it is easy, home-delivered and large assortment. The disadvantage is the impersonal approach (Schmieg, 2009).

Currently, there are numerous web stores present on the Internet, each one of them striving to reach as many customers as possible. Their marketing task is perhaps more difficult to fulfill, since the web shops do not have a physical store to sell their merchandise. However, this can also be seen as an advantage, since their potential to reach clients is much larger then those of physical stores who are bound to their location. Web shops have various methods of advertising (van Heuven (2009) :
· Newsletters

· Google / Yahoo / Bing advertisements
· Partnerships with online stores: wine and food sites, other wine web shops
· Social media such as Twitter and Facebook
· Free publicity and link posts

· Offline promotion campaigns (with promotion stands at events, for example)

Figure 9. Online wine shop



Figure 10. Partnership of a wine shop with a food site
Other Marketing Activities
· Professional magazines: these are published a few times a year. The magazine publishes columns, facts and recommendations about wine. The target groups are high-educated, above 30, well-paid jobs and trendy consumers. Although the wine industry does not influence the writers of the magazines, it is possible to set up partnerships or to advertise in these magazines
· Television and radio: advertisements of wine are rare on television or radio. From time to time there are ads for sparkling wines, but the regular wines are hardly ever promoted via these media
Wine Industry and Generation Y

Within the wine industry itself, no clear actions indicate specific marketing efforts towards the millennials. The more established brands in particular (wines from the Old World) have certain marketing methods that have not changed for years, including brand names, labels and packaging. Here lies the advantage of wines from the New World, since they are not stuck to an old pattern and are better able to adapt their wines to the current needs of the customers. This can be seen in brands such as Tall Horse, who aim at a younger segment by aiming at accessibility (Hennessy, 2010). 
Future Prospects

Wine purchases online are still expected to grow in the coming years (Bressolles and Durrieu, 2008). To some extent this will affect the regular stores and decrease sales. Small wineries might have to face tough competition from the Internet as well as from the mainstream wine dealers such as Gall and Gall and the supermarkets. 

The business environment on the web is also experiencing heavy competition from each other. Numerous web shops exist, but future expectations are that these numbers will decrease eventually, says van Heuven (2009). To add, conducting business online is difficult, since every site is trying to be as innovative as possible, leaving the strongest to survive. One advantage on the Internet is the adaptability the stores can make. Websites and images are easy to change; extra features can be added effortlessly, as opposed to physical stores who have to invest more money into changing their interior designs. 

Chapter 5 Conclusions
The gap between the wine industry and millennials is very large in the Netherlands. The general focus is on the older, more educated and affluent customer. This can be seen in the target groups of wine magazines and the complicated descriptions on in-store displays for example. On the other hand, millennials have a quite distant view from wine, perceiving it as a drink with status. 

In order to change the perception of millennials, as well as raising the awareness in the wine industry, an entire shift is needed. The wine industry as a whole can change their approach towards Generation Y in several ways.
The first step to engage a potential consumer is to try the product. The wine industry can make this more attractive by using a simple yet attractive approach. Since millennials are extremely critical towards any form of advertisements, it would be best to market a product in a way that millennials can identify themselves with it. Wine should not be downgraded, however, it can be made more accessible by having an attractive label, a name that can be remembered and descriptions in-store that are plain and easy to understand. 
The second step is to get rid of the high-educated, status-related representation of people who drink wine. It is not easy to change an image that has existed for years, but one possibility could be that the wine industry combines their forces and launch a campaign with illustrations that are easier to relate to. Wine should not only be drunk on special occasions, or at fancy dinners and restaurants. It can be promoted as a product that can be used in any occasion with friends, alone or for no specific reason at all. 

The most important factor that must be kept in mind by the wine industry is that millennials are closest to their peers and rely on them for recommendations on just about anything. Whether it is a song, a movie or a bottle of wine, Generation Y tries, evaluates and spreads the word to everyone who will listen to them. This consequently leads to the important fact that the wine industry should learn about social media. The effects of hypes on Facebook, Twitter or a well-read blog could cause a tumult within less than a day. 
The wine industry has yet to enter a new era by letting their old habits and customs go, and at the same time embracing new strategies and mediums such as social media. Furthermore, it is important to recognize the value of this large potential consumer group and to connect with them. One of the best ways to do this is to actually make Generation Y a part of the change process within marketing. Employing a millennial is a great first step. 

Although the wine industry has a long way to go, several companies have already begun to take initiatives in the right direction. By giving millennials a small little push and to encourage them into take pleasure in drinking wine in a responsible manner, the ball will start rolling. And the rest? That is up to Generation Y…
Chapter 6 Review 

Review of the Thesis

The research method that was used in the thesis was based on exploratory research and inductive investigation. Furthermore, these were supported by interviews conducted with professionals from the wine industry. The method was appropriate in the first part of the thesis, since Productschap Wijn was able to provide valuable data and documents on young consumers and wine. However, the second part regarding the marketing efforts of the wine industry needed more research then just literature reviews. Interviews were needed to receive first-hand insiders’ information on the strategies. 
The answers that were found are already well-known by the millennials themselves and among the Internet. As for the wine industry, the answers are very valuable, since they might be useful to take into account and adapt their marketing efforts. This in turn could lead to increased sales and a larger customer base then the current one. By securing a new target group, they will also secure customers for the future, since millennials are the new wine drinking generation. On the other hand, perhaps the wine industry does not find it necessary to change yet, since wine is getting more popular anyhow and adaptations might be costly. 

Regarding the topics that need further research, it is my personal opinion that social media is still unexplored, especially in the Netherlands. The opportunities for online marketing are abundant, but the wine industry must bear in mind that Generation Y is not the easiest group of consumers to please. Marketing efforts have to be incredibly smart, attractive and interesting in order to capture the full attention of the millennials. Yet, if the wine industry can succeed in engaging them with marketing strategies, the word-of-mouth and word-of-mouse can spread like fire and turn out to be extremely profitable in the end. 

The research contained limitations in the section about the wine industry. Since most companies prefer to keep their strategies confidential, many refused to cooperate or to disclose all the data. Therefore, the view that was given on the wine marketing strategies might not be complete.
Notes / Used Literature

The literature that was used consisted mainly of blogs, press releases and articles for the part about Generation Y. Since these millennials spend most of their time online, there was no better place to search for information than on the Web. First-hand opinions and characteristic descriptions of these Echo Boomers were found in numerous blogs. The disadvantage of using this kind of material is the unprofessionalism and biased information. Unfortunately there was no academic literature available about Generation Y; however, the sources that were used were selected carefully.
The data that was provided by Productschap Wijn was priceless and provided the necessary information on consumer behavior. The researches were carried out by professional market research companies and the samples were large enough to be significant. 
As for the part about the marketing of the wine industry, these were also found on the web, as well as magazines, in-store observations and more importantly, interviews with professionals in the wine industry. The information on the web about the wine industry, however, was completely informative and unbiased. It was purely based on observation and to see how the wine industry actually marketed wine.  

To Conclude
I have attempted to write as clear as possible and to divide the sections into logical parts. The vocabulary that was used did not contain specific terms that were difficult to understand. Under ‘Glossary’ an explanation has been made about some terms that might pose problems.

Furthermore, the consumption process is not academic in the sense that most people will recognize the stages, since everyone goes through them during shopping. The subject of consumer goods is quite recognizable for most people and thus I do not foresee actual difficulties in understanding the paper. 
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Appendix 2: Wine Consumption per Inhabitant in the Netherlands


Appendix 3: Classifications of Wine within the Mind of Millennials
(Productschap Wijn, 2009)

Appendix 4: Planned and Unplanned Factors in Wine Purchasing


Based on a sample of 875 persons who all buy wine themselves
(Research International, 2008)[image: image4][image: image5][image: image6]
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