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Introduction

South African wine consumer preference to South African style wine:

* Changing markets

* Cost of wine

- Various food and beverage trends
 Quality and wine style

* Variety of wines

« Country rich in diversity of cultures

- Wine knowledge of the South African wine consumer
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Introduction
South African (SA) wine styles

Wine work

|
a

7\

Data fusion approach:
chemistry, sensory
and consumer

Understand SA wine
consumer preference
for SA style wines
produced

In depth
consumer insights
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Aim:

To determine the relationship between cross-cultural
consumer preference, quality and chemosensory wine
profiles

Y
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Objectives

OBJECTIVES
| | | |
RN R N RN
1. Chempspnsory 2. ldentifying Quqlity S%gﬁqoenr?‘yaraig 4. Quality vs.
Profiling and Preference Drivers ( Cultural Context) Preference
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Materials and Methods:

Sample set selection and approach:

Sauvignon

blanc Shiraz

 Easy recognizable cultivar aromas
 To span SA Shiraz and SA Sauvignon blanc sensory space

Highlight difference and similarities:
- Expert Quality

+ Consumer liking
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Experimental Design and Workflow: Wines

5
1:
L

Sauvignon blanc

Association of SA, - SEluw.ﬂ',;{n_-::;rl2 blanc - SEns.e:ﬂr};r-I :\::.uait::n by
donated and purchased n= pe

(© SHIRAZ sA

Shiraz

Association SA, donated — Shiraz/Syrah — Sensory evaluation by
and purchased n=56 wine experts
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Experimental Design and Workflow: Expert panel

EXPERT
PANEL: n=45 Sauvignon blanc

=)

Group 2: n=15 B
Group 3: n=15

EXPERT
PAHEL: n=30

Shiraz wines:

n=56
Group 1: n=15

Group 2: n=15

— =)

TASTING SETS PER

Quality; TASTER

Typicality
Free Descriptive

=)

Set 1: n—1 B wines
Set 2: n=15 wines

TASTING SETS PER

TASTER
n=2
Set 1: n=15 wines

Set Z: n=15 wines

Quality;
Typicality
Free Descriptive

=)

-

ANOVA

ANOVA
{ PCA)

Choose subset of
n=30 wines
Choose subset of
n=30 wines
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Experimental Design and Workflow: Trained panel

TRAINED PANEL:
n=12

RATA;
Descriptive Analysis

—

Wines:
Shiraz n=30

Wines:
Sauvignon blanc n=30

e,

-

—

TRAINING:

Session 1
Session 2
Session 3

TRAINING:

Session 1
Session 2
Session 3

-

-

TEST

Test 1
Test 2
Test 3

TEST

Test 1
Test 2
Test 3

Choose & wines
per cultivar

Choose 8 wines
per cultivar
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Experimental Design and Workflow: Consumer panel

CONMSUMER PANEL.: Wines: _
Consumers: n=100 Shiraz n=8 I- Preference;
Groups: n=8 survey

Convenience

sampling
Western Cape

EE:EI::;EE EE?I[E]L I- . Wint?ls: . Preference;
: auvignon blanc n=
Groups: n=8 ; survey
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Consumer Perception Experimental Design

Cultivar: Shiraz Sauvignon blanc
Wines: n=3 n=28
Consumers: n=100 n =100
Preference: Ranking Ranking

Product description:

Own language, brief English
translation

Own language, brief English
translation

Language groups: n=>5 n=5
Lansuages: English, Afrikaans, Zulu, Xhosa, English, Afrikaans, Zulu, Xhosa,
stiages: Sotho Sotho

Cultural Context:

Rural vs City

Rural vs City

Age range:

GenY & Z: 27 - 40

GenY & Z: 24 - 40
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Experimental Desigh and Workflow: Chemistry

—_— —
Major
Vaolatiles

Sauvignon blanc Thiols Shiraz/Syrah

Phenolics
n=30 —
Organic

1ni Acids & ——  n=30

| A Sugars

I Routine
Chemical
= h___ Chemistry

Oak
Lactones

n=13 —_—

Methoxy-
pyrazines
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PCA-Shiraz Trained Panel Multivariate Map

PCA Biplot (axes F1 and F2: 62,5 %)

10
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PCA - Sauvignon blanc Trained panel - Multivariate map

Wood
WOOd Biplot (axes F1 and F2: 55,03 %) AS SOCiated

s Trained
.
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Focus groups: Sequential design - qualitative

Mixed method
study

4

Sequential design

4

1. Exploratory

r qualitative 1

1.1 Semi-structured 1.2 Semi-structured

interviews: industry interviews: cross-
professionals cultural consumers

Thematic analysis Thematic analysis
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Focus groups: Industry professionals-Thematic analysis

Industry professionals:
* Producers: Volume movers vs. Boutique
* Wine style: Easy drinking / safe; more serious
* Wine market: From a beer drinking nation to a wine drinking nation.
* Wine education: needed
* Market segmentation: Look (extrinsic)/ who does it relate to/ intrinsic -
understand cultures
* Wine preference: some are content; others adventurous
« Expand market: Western Cape, Gauteng, Africa
« Constant quality of intrinsic
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Focus groups: Consumers-Thematic analysis

Consumers: Generation-Y

« Association: Grapes, classy, bitter, home food, fun, festivities

« Type of wine: English: sweet to later less sweet; Sotho, isiXhosa & isiZulu:
sweet; easy drinking, lower alcohol

« Enjoyed: English - with a meal( diet); other cultural groups seen as
glamorous and fancy.

* Preferred wine: English - white or red; other cultural groups - red

* Red wines: English - more wooded; other cultural groups - less wooded;
all red blends, sweet and fruity

* Wine style: accessibility and price

« Packaging: CANS vs glass; 4.5L BIB vs 275ml or 750ml
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Focus groups: Consumers-Thematic analysis

Consumers: Generation-Y

« How to grow the market: English - more wines to choose from, lower alck;
isiZulu: wine seen as feminine - need different branding to include men.
Sotho: rely on people already drinking wine - wine education

* Intrinsic taste of wine is important for all cultural groups, brands not as
much.

« Extrinsic cues are important for all cultural groups.

* Wine cultivar is important for all cultural groups

* Wine education - confidence is important for all cultural groups

 Inclusivity and relatability ( labels/ easy hame pronunciation)

* Wine festivals, road shows and activities,

* Food and wine pairing - traditional dishes -taste and flavours
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Outcomes of research project:
South African (SA) wine styles

N2 SOUTH 4,

-

Inclusivity
Aroma
wheels
Sy Az S(;l 241 e
In depth Data fusion approach: Wine education
consumer insights chemistry, sensory Wine availability

and consumer
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Outcomes of the research project: , T

Gender differences for Sauvignon blanc not significant, but some cultural
differences were.

Both gender and cultural differences for Shiraz. Either different trend per
cultivar or white vs. red wine

Data obtained can support the South-African wine industry for more
inclusivity of consumers over our countries diverse, cultural
demographics.
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Future work

« Consumer sampling: more consumers

« Consumer tasting: different provinces in South Africa

« Sample wine availability

« Translation of wine aroma wheels - inclusivity

* More wine education

* Food ( local dishes) and wine

* Focus groups: Quantitative Analysis - Consumer surveys

* Mixed method statistical data analysis on integration of quantitative and
qualitative data
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