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 Abstract 

 Introduction. The peculiarities of consumer behavior when 
choosing wine were investigated in current work, that had been 
dictated by the need to identify preferences for the implementation of 
effective product policy. 

Materials and methods. The research is based on information 
of a survey conducted using the questionnaire, which consisted of two 
parts: the personality questions about participants, including their 

gender, age, income level, social status, and directly the questions 
about choice of a wine bottle with answer options. The conjunction 
tables and the χ2 criterion were used to determine statistical 
correlations between factor and result parameters.  

Results and discussion. Taking into account the various 
characteristics of the wine, including its economic, technological, 
ampelographic components, as well as the appearance of the bottle 
and the beverage label, significantly influence the consumers of 

different social statuses. Thus, women and men with diverse family 
status differ in the choice of wine, given the grape variety from which 
it was made, while other quality characteristics of wine is not 
critically influential. Therefore, consumers with various income 
levels choose wines of different price categories, the organoleptic 
properties of which they consider unique. However, the price of wine 
and its gastronomic attributes are statistically significant for people 
aged from 18 to 50 that prove the difference among preferences of 

generations. Also women aged from 25 to 35 with income level 
higher than 200 American dollars ready to buy souvenir wine bottle. 

In addition regardless of marital status, survey participants buy 
wines at all proposed places of sale, but ones who have higher level 
of income prefer wine specialized stores. However, married people 
largely choose wines for holidays, gastronomic pleasure or for 
medicinal purposes, because wine is enriched by antioxidants, 
vitamins and has relatively low calorie content. Respondents aged 
more 35 are also buy wine at the aforementioned shops or directly 

from the wineries, which may be related to greater experience when 
choosing alcoholic beverages. Most respondents choose wines whose 
label is simple and understandable, especially with the image of the 
winery, a grape cluster, because it demonstrates the production of 
wine, its place of origin. Moreover, most consumers prefer to add 
information on the label about the combination of wine with certain 
products and tend to buy wine, the bottle of which is standard 0,75 
dm3. 

Conclusions. The criteria of choosing a wine, its quality 
properties and the choice of purchase place differs among consumers 
with different personal characteristics, which has the practical 
importance in order to develop the effective marketing, taking into 
account the preferences of the population. 
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Introduction  
 

Nowadays the choice of wine for most consumers is the whole philosophy: from 

aesthetics to taste. After all, the modern consumer wants to buy not only the item of goods, 

but also a product evoking positive emotions, which depend on the taste properties of wine 

as well as visual images. 

In recent years in Ukraine much attention has been paid to the aesthetic properties of 

packaging, including design and information expressiveness. This fact is related to not only 

with cultural development, but also with increasing of the export potential of wines to the 

European countries. The visual attributes form the wine brand and product sales culture: 

inform about a value, national and family traditions, current fashion, style trends and others.  

Many scientists, including Verneau F. [1], Shane E. [2], A. Sobchak [3], O. Teletov [4], 
O. Ganotska [5], who had studied the factors influencing the consumer's choice of wine and 

determined the importance of visual perception of bottle design and expressive labels, color 

solutions and decoration, their influence on consumer emotions. The goal factors that mostly 

impact on consumer choice had been defined by researchers. Among them are the region of 

wine origin [6–10], the brightness of the label, brand and grape variety [11–17]. It should be 

noted that the trend of "competent consumer" and the role of informativeness of goods 

including its sufficiency, reliability and accessibility develop today. Also scientists have 

established the importance of demographic factors affecting the choice of consumers, 

specifically, age characteristics, income and employment, consumption needs [11, 13, 18-

26].  

The national factor and mentality cannot be ignored, as each country has its own rules 

and traditions for choosing wine. Aspasia Vlachwei in her work [27] has analyzed data 
(surveys of respondents) from different countries of the world and the main factors 

influencing the behavior of consumers of wines. Based on the results of the surveys, it can 

be stated that opinions differ significantly among countries [28–35]. In our view, this fact 

can be only explained by culture, traditions and national characteristics.  

Taking in consideration the above, the aim of article was to determine the consumer 

preferences of Ukrainians lived in Odessa and to identify the main factors that influence the 

choice of wine.  

 

Materials and methods  
 

The objects of research were the peculiarities of consumer behavior when choosing 

wine in Ukrainian city – Odesa. Should be noted that today Odesa region possesses the 

biggest areas of vineyards in Ukraine that’s why the determination of consumer preferences 

have the practical significance for wine producers, technologists, marketers.  

Methodology. The survey was attended by 61 people aged 18 to 55 (50 and more), 

including 18 male and 43 female lived in Odessa, Ukraine in the end of March 2020. The 
time of this research has been chosen not by chance to exclude other influencing factors when 

choosing a wine, including the nearest holidays or celebrations.  

To determine the preferences of consumers when choosing a wine bottle, a 

questionnaire was created, which was conditionally divided into two parts: questions about 

gender, age, family status, and the rate of respondent wages, and directly a question regarding 

the choice of a wine bottle with answer variants. Factors influencing consumer wine choice 

and offered reasons of a wine purchase, general places of a wine buying were proposed to 

answer in our questionnaire. The another part of our survey consisted of questions related to 

design, appearance of label and forms of a wine bottle in order to determine the significant 
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level of its impact on consumer preferences. In order to characterize the exact consumer 

preference of label we offered the six different pictures of existing wine label: 1. Men on 

black-and-white paper; 2. Picture in the baroque style with golden lines; 3. An extraordinary 

label with black lines; 4. Classical wine label with winery and grapes; 5. Wine label with 

fillwords (Hungarian crosswords); 6. All information about wine was on packing paper.  

The correlation between factor and result attributes was calculated using the conjugation 

tables and the χ2 criterion. Two-way ANOVA was utilized to determine influence of gender, 

age, family status and average wage per month on separate questions that also play role when 
choosing of a wine bottle.  

Figures were created using Microsoft Excel, the questionnaire was developed by 

Google forms. 

The average ratio of the exchange rate of 1 American dollar to the Ukrainian national 

currency was 27,6 Ukrainian hryvnia at the time of research conducting and article writing.  

 

 

Results and discussion   
 
General factors influencing consumer wine choice 

 

Results of four factors including gender, age, family status and average wage per month 

of consumers show that they quite significantly differ towards wine choice taking into 

account its diverse characteristics (Table 1). 

 
Table 1 

Significance level of factors influencing consumer wine choice 

 

Answer 

variants/Factors 

Gender Age Family status Average wage 

per month 

p χ2 p χ2 p χ2 p χ2 

Grape variety, 

producer country 

** 10,370 n/s 4.040 ** 9.993 n/s 6.423 

Organoleptic 

properties 

n/s 0.126 n/s 5.417 * 8.736 * 12.239 

Aesthetic 

properties of the 

bottle design 

n/s 0.146 ** 11.876 n/s 2.691 n/s 1.743 

Price, sales  n/s 0.329 ** 37.225 ** 21.763 ** 15.412 

Gastronomic 

preferences 

n/s 1.792 ** 17.184 n/s 3.104 n/s 6,020 

Advertising - - - - - - - - 

Note: n/s – not significant; * - significant at p <0,05; ** - significant at p <0,01 

 

 

According to information published in previous studies [8, 11, 13] sensory 
properties of wine are the main factors that impact on consumer preference. Wine 

organoleptic attributes were counted practically equally between genders and ages of 

Ukrainian consumers in our study. But depending on family status and average wage per 

month respondents divided with significance level of p <0,05 that perhaps due to various 

social status, influence and inheritance of habits from other members of family. Also such 
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fact can be explained by no ordinary wine choices for married and unmarried people with 

average wage per month more than 250 American dollars. The price is substantially affected 

on consumer purchase [3] and proved by our observations. Significance level of p <0,01was 

indicted between wine price situation and age, family status and average wage per month of 

respondents without taking account gender.  

It is remarkable that correlation between genders of different consumers towards 

grape variety are statistically significant (p <0, 01). In accordance with our investigations, 

most women buy a wine depending on the grape variety and country of production, which in 
turn proves that female reads the information on a wine bottle label more carefully [3]. People 

with various average wages per month and ages are not significantly different among 

themselves when they purchase wines produced from the exact grape variety or wine country 

that unfortunately means the low wine culture and interest for Ukrainians. The age of 

respondents was determined statistically significant towards the aesthetic properties of the 

bottle design and gastronomic preferences that is correct for none typical points of views 

related to shape, label colours of wine bottles, as well as pairs of wine and food between 

people aged from 18 to 50 and more (p <0, 01). Advertising was proposed as one of answer 

variants which can influence consumer wine choice. But none of survey participants chose 

the advertising that means wine is not popular beverage in Ukrainian community or perhaps 

the promotion is not needed for it.  

 Place of a wine purchase.  Nowadays a place to buying wine plays one of main role 
due to improving of wine culture worldwide [17, 20]. Besides general locations people can 

purchase a wine at different wine festivals or trade fairs and remotely using home delivery. 

According to results presented in Table 2, Ukrainians shop basically in supermarkets and 

wine boutiques, and rarely - directly from the winery or make wine by own way.  
 

Table 2 

Significance level of factors influencing a place of a wine purchase 
 

Answer variants 

/Factors 

Gender Age Family status Average wage 

per month 

p χ2 p χ2 p χ2 p χ2 

Supermarket * 5,428 n/s 6,750 n/s 5,390 n/s 8,368 

Wine shop, wine 

boutique 

n/s 0,283 ** 14,432 n/s 4,982 * 11,638 

Directly from the 

winery 

n/s 1,127 ** 12,850 n/s 4,201 n/s 4,170 

Own production n/s 0,417 n/s 0,617 n/s 4,325 n/s 5,621 

Note: n/s – not significant; * - significant at p <0,05; ** - significant at p <0,01 

 

 

The proposed answer variants were detected unimportant for respondents with different 

family status. But such factor as average wage per month of consumers influence choice of 

a wine place namely wine specialized shops and boutiques that can be explained by various 

rates of wages and willingness to buy a wine with different price categories. Also the 

correlation between survey participants with various ages and abovementioned wine places 
were indicated significant clarifying human education and perhaps experience in a wine 

choice likewise buying of wine directly from the winery. Based on previous research [20], 

women may shop spontaneously and men purposefully procure goods in supermarkets that 

obtained results were showed.    



─── Economics─── 

──Ukrainian Journal of Food Science.  2020.  Volume 8. Issue 1 ── 163 

Factors influencing offered reasons of a wine purchase 

 

 Noteworthy is that the antecedent analysis identified no significance between people 

with different family status and their choice of a wine place of purchase, but in accordance 

with Table 3 this factor influences reasons of a wine purchase. It appears probable that family 

traditions and holidays, as well as feast are the reasons to buy a wine for people with different 

civil status [27]. Also consumers aged from 18 to 50 differed in case of a wine purchase for 

holidays and respondents with diverse rates of wages – for gastronomic pleasure. No 
significance was detected between participants of different gender when they buy a wine 

according to proposed reasons.  

 
Table 3 

Significance level of factors influencing offered reasons of a wine purchase 

 

Answer 

variants 

/Factors 

Gender Age Family status Average wage 

per month 

p χ2 p χ2 p χ2 p χ2 

Gastronomic 
pleasure 

n/s 1.641 n/s 3.438 * 7.579 ** 16.716 

Holidays n/s 0.212 ** 13.195 ** 9.556 n/s 3.741 

Therapeutic 

goals 

n/s 0,240 n/s 3.998 * 6.456 n/s 2,019 

No matter n/s 0,116 n/s 2,573 n/s 4,020 n/s 3,554 

Note: n/s – not significant; * - significant at p <0,05; ** - significant at p <0,01 

 

 

Results of ANOVA analysis proved that people of different gender, age and average 

wage per month are differentiated towards a wine buying taking into account its label (table 

4).  

 
Table 4 

Significance of a wine label 

 

Answer variants /Factors Gender Age Family 

status 

Average wage 

per month 

Buying a wine I read its label  * * n/s * 

Note: n/s – not significant; * - significant at p <0,05; ** - significant at p <0,01 

 

 

Among the proposed answers in the questionnaire, most respondents chose the answer 

that they always read the information on a wine label, but especially women aged 25-35 are 
more attentive to the text. Moreover, people who earn more than 280 American dollars 

choose a wine according to label and also require consistency between quality of wine and 

its price. Most people between the ages of 18 and 25 years old were found who never or 

rarely read the information on the wine label which indicates non-acquaintance of wine 

culture. Family status of respondents was determined insignificant in the context of a label 

reading.   
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Label design 

 

Consumers were proposed to answer which label design they prefer [36, 37]. Based on 

Figure 1, survey participants ready to buy a wine with light label design which is 

understandable and clear for them. However, the second big percent of answers was defined 

belonged to group who has never thought about it, meaning a label design is not remarkable. 

 
 

Figure 1. Consumer preference on label design 

 

Analysis of label pictures acknowledged that the most of respondents would rather a 

simple label with image of winery and grapes. Such fact may also explain subconscious 

choice of consumers when they see things associable with wine [15]. The labels which 

illustrated men on black-and-white paper, picture in the baroque style with golden lines and 
one where all information about wine has been written on packing paper were chosen by the 

same number of survey participants. The label pictures with fillwords (Hungarian 

crosswords) and black lines obtained the lowest percent of choice – 5 and 2 % of total number 

of interviewed that perhaps demonstrates about consumer mind towards uselessness of an 

unusual label design for a quality wine.  

Evaluating the label influence on wine choice included the question about adding of 

other information to the existing one on the label. 59 % of respondents were unanimous in 

adding of information on the combination of wine with various products. Therefore, 

consumers were interested in processes of wine technology and indicators forming the wine 

price. Honest wine composition was written by 2 respondents of survey on line «Add your 

answer» that can be sign of their incredulity regarding winemaking.   

Light 
32%

Bright 
15%

Simple 
25%

I do not 
know
28%
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Figure 2. Consumer desired information to add 

 

 

Wine bottle 

 

 Souvenir wine bottle can be present for any celebrating and thing of art. For this reason, 

many wine producers present the own alcoholic beverages bottling in untypical tares [30, 

31]. According to data in table 5, correlation between age and family status of consumers and 

their readiness to buy souvenir wine bottle were not identified significant. But gender of 

respondents and their average wage per month showed discrepancy among its groups. It is 
no wonder that most women choose souvenir bottles who have average wage per month of 

200–300 American dollars.  

 
Table 5 

Significance of a wine bottle 

 

Answer variants /Factors Gender Age Family 

status 

Average wage 

per month 

Ready to buy souvenir wine 

bottle  

* n/s n/s * 

Note: n/s – not significant; * - significant at p <0,05; ** - significant at p <0,01 

 

71 % of Ukrainian who took part in our questionnaire preferred the typical volume 

of wine bottle – 0, 75 dm3, 18 and 15 % – 0, 5 and 1 dm3 respectively (Figure 3).  

Price influences 
13%

Name of 
winemaker

8%

Tegnology 
process

16%

Short story 
about winery

2%

Combination of 
wine with certain 

products
59%

Honest wine 
composition 

2%
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Figure 3. Consumer preference of a wine bottle volume 

 

As a rule, the bigger the volume of a wine bottle, the more expensive it is. 

Nevertheless, quality wines including premium are poured into bottles of 0, 25 and 0, 375 

dm3 for hotel and catering business that cost more. Оn the supposition that with due regard 

for wine price abovementioned bottle volumes are not popular among majority of people. 

 

 

Conclusion  
 
Summarizing the results of our research, it can be concluded that today the culture of 

wine consumption is developed rapidly in Ukraine. And the consumer tends to awareness the 

product with history and old traditions, because wine plays an important role in the life of the 

modern man: for some it is tradition and holidays, for others it is special moments of life.  

According to results wine and its packaging are considered a unified whole by the 

consumer, inasmuch as the appearance of the packaging plays an extremely important role in 

the consumer belief process. 
Particular attention needs to be paid to exploring elements such as the design and label 

of the wine, because namely they encourage the undecided consumer to buy the product. 
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