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Abstract: This research paper conducts a comprehensive literature review on the revival trends in the wine
industry, aiming to explore the multifaceted dynamics shaping its current landscape. Spanning millennia of
history, the wine industry has demonstrated resilience and adaptability, navigating through cycles of growth,
decline, and revival. The review examines factors such as changing consumer preferences, economic influences,
technological advancements, regulatory challenges, and emerging market trends. Key findings highlight the
significant impact of consumer preferences on wine consumption patterns, the influence of economic factors on
producer profitability, and the role of regulatory challenges in shaping market dynamics. These insights can guide
policymakers in formulating effective regulations, help practitioners make informed business decisions, and
provide scholars with a deeper understanding of the industry.

Furthermore, the review identifies technological innovations as drivers of industry revival, particularly in
production, marketing, distribution, and sustainability practices. The shift towards sustainability, social
responsibility, and niche product categories is also discussed as critical trends shaping the industry's future
trajectory. Overall, the literature review provides valuable insights for policymakers, practitioners, and scholars
seeking to understand and navigate the complexities of the wine industry in the 21% century.

Keywords: Wine industry, revival trends, consumer preferences, economic factors, technological innovations,
regulatory challenges, sustainability practices, social responsibility, niche products, and market dynamics.

1. Theoretical Background

The wine industry, as chronicled by Robinson et al. (2013) and Johnson (2016), spans millennia of innovation,
tradition, and adaptation. From ancient civilisations like the Mesopotamians and Egyptians to the Roman Empire's
expansion of viticulture, wine's popularity spread across continents. Monastic orders in the middle Ages preserved
winemaking traditions, while the Renaissance saw advancements in cellar management. The Age of Exploration
introduced viticulture to new lands, and the 19" century witnessed modern winemaking practices despite
challenges like the phylloxera epidemic. The 20th century brought Prohibition's setback in the US but also a post-
war resurgence of wine appreciation. Today, fueled by globalisation and technological advancements, the wine
industry, as detailed by Johnson (2016), continues to evolve into a dynamic and diverse sector.

The history of the wine industry, as explored by Alston et al. (2016), Marinov & Marinova (2016), and Lecocq &
Visser (2016), is a fascinating journey that unfolds in a series of cycles marked by growth, decline, and revival.
These periods of growth, exemplified by the Roman era and the Age of Exploration, were fueled by expanding
trade networks and cultural exchange despite challenges like disease outbreaks and market fluctuations.
Conversely, decline periods such as the Dark Ages and the phylloxera crisis saw disruptions to viticulture due to
wars, invasions, and natural disasters, alongside regulatory constraints like tariffs and prohibition laws. However,
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these setbacks often paved the way for revival periods, where technological advancements, changing consumer
preferences, and government support enabled the industry to rebound and thrive. This historical trajectory of the
wine industry illustrates its resilience and adaptability, ensuring its enduring relevance and prosperity.

The wine industry is susceptible to changes in consumer preferences, which a variety of factors, including cultural
shifts, health trends, and evolving lifestyles, can influence. In recent years, shifting consumer preferences have
had a significant impact on the demand for wine, leading to periods of decline in specific markets. For example,
the rise of health consciousness has led some consumers to opt for lower-alcohol or non-alcoholic beverages,
shifting their preferences away from traditional wine consumption (Kapoor & Kaur, 2016). Similarly, changing
taste preferences and the emergence of alternative beverage options, such as craft beer and spirits, have contributed
to declines in wine consumption among certain demographic groups (Harvey, 2018). Additionally, generational
shifts in consumer behaviour, with younger generations showing less interest in wine compared to previous
generations, have further exacerbated the decline in wine consumption in some markets. Understanding these
changes in consumer preferences is crucial for wine producers seeking to adapt their products and marketing
strategies to meet evolving consumer demands.

Economic factors play a significant role in shaping the demand for wine and can impact consumer purchasing
power and affordability. Economic downturns, such as recessions or periods of financial instability, can lead to
declines in disposable income and consumer spending on non-essential items, including wine. During these
periods, consumers may opt for lower-priced wine options or reduce their overall consumption, leading to a
decline in sales for wine producers (Kloppers & Fourie, 2018). Fluctuations in currency exchange rates and
inflation can also affect the cost of imported wines, making them less competitive in domestic markets and
contributing to declines in sales. Additionally, taxation policies, such as increases in excise duties or sales taxes
on alcohol, can raise the retail price of wine, further reducing consumer demand (Olsen, 2018). Economic factors
can also impact the profitability of wine producers, mainly small-scale or boutique wineries, which may struggle
to remain viable during periods of economic uncertainty.

Wine producers face a myriad of regulatory challenges that can impact their ability to operate effectively and
compete in the marketplace. Regulatory requirements vary by region and can include licensing requirements,
labelling standards, and excise duties, among others. Compliance with these regulations can be costly and time-
consuming, particularly for small-scale producers with limited resources (Charters & Ali-Knight, 2017).
Moreover, regulatory requirements can create barriers to market entry, limiting competition and innovation within
the industry. For example, stringent labelling requirements may restrict the ability of small producers to
communicate the unique qualities of their products to consumers, limiting their market access and competitiveness
(Lockshin et al., 2017). Additionally, complex and inconsistent regulatory frameworks across different
jurisdictions can create administrative burdens for wine producers, hindering their ability to expand into new
markets or comply with export requirements. By addressing these regulatory challenges, policymakers can support
the growth and sustainability of the wine industry, fostering innovation, competition, and consumer choice.
Emerging market trends in the wine industry are closely intertwined with shifting consumer behaviour and
preferences. One notable trend is the increasing demand for premium wines, driven by consumers seeking higher
quality and unique tasting experiences. This trend towards premiumisation is fueled by factors such as rising
disposable incomes, increased sophistication among wine consumers, and a growing appreciation for fine wines
(Mueller et al., 2016). Moreover, there is a growing emphasis on health-conscious choices, with consumers
seeking wines that are perceived as healthier or more natural. This has led to increased demand for organic,
biodynamic, and low-alcohol wines, as well as wines made from sustainable farming practices (Paroissien, 2017).
Additionally, experiential consumption is gaining traction, with consumers valuing the storytelling behind the
wine, the authenticity of the brand, and the overall experience of wine consumption. Wineries that offer unique
tasting experiences, vineyard tours, and wine-themed events are well-positioned to capitalise on this trend and
attract discerning consumers looking for memorable experiences (Paroissien, 2017).

The wine industry is witnessing rapid innovations in production techniques, driven by advancements in
technology, sustainability concerns, and changing consumer preferences. Sustainable viticulture practices, such
as organic and biodynamic farming methods, are becoming increasingly popular as consumers prioritise
environmental sustainability and ethical production practices (Delmas et al., 2016). Precision winemaking
technologies, including state-of-the-art fermentation equipment, temperature control systems, and sensory
analysis tools, are enabling winemakers to achieve greater consistency, quality, and efficiency in their production
processes (Hall & Macionis, 2018). Furthermore, alternative packaging formats, such as cans, Tetra Paks, and
bag-in-box containers, are gaining traction, offering convenience, portability, and eco-friendliness compared to
traditional glass bottles. These innovations in production techniques are reshaping the industry landscape,
allowing wineries to meet the evolving demands of consumers while minimising environmental impact and
production costs (Delmas et al., 2016).
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Digitalisation and globalisation have transformed marketing strategies in the wine industry, opening up new
opportunities for wineries to connect with consumers and expand their reach. With the rise of social media
platforms, e-commerce channels, and direct-to-consumer sales models, wineries are increasingly bypassing
traditional distribution channels and engaging directly with consumers (Russo et al., 2017). Social media
platforms such as Instagram, Facebook, and Twitter allow wineries to build brand awareness, interact with
consumers in real-time, and showcase their products through visually engaging content. E-commerce platforms
enable wineries to reach a global audience and sell their products directly to consumers, bypassing the limitations
of traditional retail channels (Cardebat et al., 2020). Moreover, personalised marketing strategies, such as targeted
email campaigns, loyalty programs, and influencer partnerships, are becoming increasingly prevalent as wineries
seek to create tailored experiences for their customers and foster brand loyalty (Russo et al., 2017). By embracing
these changes in marketing strategies, wineries can effectively engage with consumers, differentiate their brands
in a crowded marketplace, and drive sales growth in an increasingly competitive industry landscape.
Technological advancements in vineyard management have revolutionised grape -cultivation practices,
contributing to the revival of the wine industry. Precision agriculture techniques, such as soil mapping, drone
surveillance, and GPS-guided machinery, enable vineyard managers to optimise irrigation, fertilisation, and pest
control practices, resulting in healthier vines and improved grape yields (Rialland et al., 2018). Remote sensing
technologies, including satellite imagery and aerial drones, provide vineyard managers with valuable insights into
crop health, water stress levels, and canopy development, allowing for timely interventions and more precise
decision-making (Pivato & Misani, 2020). Furthermore, predictive analytics tools analyse historical data on
weather patterns, soil composition, and vine growth cycles to forecast future grape yields and optimise farming
practices, mitigating risks and maximising productivity (Rialland et al., 2018). By harnessing these technological
innovations in vineyard management, wineries can enhance grape quality, increase operational efficiency, and
ultimately produce wines of superior taste and aroma.

Technological innovations in winemaking processes are driving the revival of the wine industry by improving
efficiency, consistency, and quality across the production chain. From fermentation technigques to oak ageing
methods, winemakers are leveraging cutting-edge technologies to optimise each stage of the winemaking process
(Mueller et al., 2016). Advanced fermentation tanks equipped with temperature control systems and automated
pumping mechanisms allow for precise control over fermentation kinetics, ensuring optimal extraction of flavours
and aromas from the grape must (Mueller et al., 2016). Oak ageing chambers fitted with micro-oxygenation
systems and ultrasonic devices accelerate the maturation process, imparting desired oak flavours and enhancing
wine complexity in a fraction of the time required by traditional ageing methods (Durif et al., 2018). Moreover,
sensory analysis tools, such as electronic noses and mass spectrometers, enable winemakers to assess wine quality
objectively and detect any off-flavours or faults early in the production process, minimising wastage and ensuring
product consistency (Durif et al., 2018). By embracing these technological innovations in winemaking, wineries
can streamline production workflows, reduce production costs, and maintain stringent quality standards, thereby
revitalising their businesses and meeting the evolving demands of consumers.

Digital platforms and e-commerce solutions are reshaping the distribution landscape of the wine industry,
facilitating the revival of wineries and democratising access to consumers. With the proliferation of online
marketplaces, wineries can now reach consumers directly, bypassing traditional distribution channels and
eliminating intermediaries (Olsen, 2018). E-commerce platforms offer wineries a cost-effective means of
marketing and selling their products to a global audience, enabling them to showcase their unique offerings and
engage with consumers in real-time (Lockshin et al., 2019). Moreover, digital marketing tools, such as targeted
advertising, social media campaigns, and influencer collaborations, empower wineries to build brand awareness,
drive website traffic, and convert leads into loyal customers (Lockshin et al., 2019). By leveraging technology-
enabled distribution channels, wineries can expand their market reach, increase sales revenue, and thrive in an
increasingly competitive industry landscape.

The wine industry is witnessing a shift towards organic and biodynamic farming practices, driven by growing
consumer awareness and concerns about environmental sustainability. Organic viticulture eschews synthetic
pesticides, herbicides, and fertilisers, opting instead for natural alternatives such as compost, cover crops, and
beneficial insects (Delmas et al., 2016). Similarly, biodynamic farming goes beyond organic practices by
incorporating holistic principles and lunar cycles into agricultural management, aiming to enhance soil fertility,
biodiversity, and vine vitality (Pivato & Misani, 2020). Both approaches prioritise soil health, biodiversity
conservation, and ecosystem resilience, resulting in healthier vineyards, improved grape quality, and reduced
environmental impact (Delmas et al., 2016). By embracing organic and biodynamic farming practices, wineries
can differentiate their products in the market, appeal to eco-conscious consumers, and contribute to the long-term
sustainability of the wine industry.
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Wineries are increasingly implementing environmental conservation measures to mitigate their ecological
footprint and promote sustainable resource management. Water recycling and conservation initiatives help
minimise water usage in vineyard irrigation and cellar operations, reducing pressure on freshwater sources and
minimising wastewater discharge (Hall & Macionis, 2018). Energy efficiency measures, such as solar panels,
LED lighting, and heat recovery systems, enable wineries to reduce their energy consumption and reliance on
fossil fuels, thereby lowering greenhouse gas emissions and mitigating climate change impacts (Piazza & Corsi,
2020). Moreover, biodiversity conservation efforts, such as habitat restoration, native plantings, and wildlife
corridors, enhance ecosystem resilience and promote the natural balance of flora and fauna in and around vineyard
ecosystems (Hall & Macionis, 2018). By implementing these environmental conservation initiatives, wineries can
minimise their environmental footprint, enhance operational efficiency, and demonstrate their commitment to
sustainable business practices.

Wineries are increasingly embracing social responsibility initiatives to support local communities, promote social
equity, and enhance their corporate reputation. Fair labour practices, including equitable wages, safe working
conditions, and employee benefits, contribute to the well-being of vineyard workers and foster a positive work
environment (Pivato & Misani, 2020). Community engagement programs, such as philanthropic partnerships,
educational outreach, and cultural events, enable wineries to give back to the communities in which they operate,
building solid relationships and fostering goodwill (Sharma & Verma, 2018). Furthermore, ethical sourcing
practices, such as supporting local suppliers, promoting diversity, and respecting indigenous rights, demonstrate
a commitment to social responsibility and ethical business conduct (Sharma & Verma, 2018). By prioritising
social responsibility initiatives, wineries can create shared value for both their business and society, earning the
trust and loyalty of consumers while making a positive impact on the world around them.

Wineries are strategically employing a plethora of marketing strategies to capture consumer attention and establish
brand relevance in a competitive market landscape. Traditional marketing avenues, such as print advertisements,
wine competitions, and trade shows, remain influential in reaching target audiences and generating brand
awareness (Lockshin et al., 2019). However, wineries are increasingly embracing digital marketing channels,
including social media, email campaigns, and influencer partnerships, to engage tech-savvy consumers and drive
online sales (Scarcelli et al., 2017). By leveraging a mix of both traditional and digital marketing strategies,
wineries can effectively communicate their brand story, showcase their unique value proposition, and cultivate
brand loyalty among diverse consumer segments.

In an era of sensory overload and information saturation, wineries are recognising the power of storytelling and
experiential marketing to cut through the noise and resonate with consumers on a deeper emotional level. By
weaving narratives around their brand heritage, winemaking philosophy, and vineyard terroir, wineries can create
compelling brand narratives that evoke nostalgia, curiosity, and aspiration (Smith, 2016). Experiential marketing
initiatives, such as vineyard tours, tasting events, and food pairing workshops, provide consumers with immersive
brand experiences that engage multiple senses and foster lasting memories (Hall & Mitchell, 2019). Through
storytelling and experiential marketing, wineries can transform ordinary products into aspirational lifestyle brands,
driving consumer engagement, brand affinity, and, ultimately, purchase intent.

Digital platforms have emerged as powerful tools for wineries to revitalise their businesses, expand their market
reach, and connect with consumers in meaningful ways. Social media platforms, such as Instagram, Facebook,
and Twitter, enable wineries to share visual content, engage with followers, and amplify brand messaging in real
time (Olsen, 2018). Wine apps and online marketplaces provide consumers with convenient access to product
information, reviews, and purchasing options, facilitating direct-to-consumer sales and bypassing traditional
distribution channels (Cardebat et al., 2020). Moreover, digital marketing analytics and customer relationship
management (CRM) tools empower wineries to track consumer behaviour, personalise marketing
communications, and optimise their marketing spending for maximum ROI (Olsen, 2018). By embracing digital
platforms, wineries can adapt to changing consumer preferences, capitalise on emerging market trends, and future-
proof their businesses in an increasingly digital-centric marketplace.

Consumer preferences within the wine industry are dynamic and influenced by a multitude of factors, including
evolving taste preferences, shifting lifestyle choices, and changing cultural trends. As demographics evolve and
consumer segments diversify, wineries must adapt to meet the evolving demands of their target audience (Shah
& Singh, 2016; Sood & Gupta, 2019). Millennials, for instance, are increasingly drawn to wines that offer unique
experiences, sustainable production methods, and value-driven propositions, reflecting their desire for authenticity
and ethical consumption practices. On the other hand, older generations may prioritise established brands,
traditional varietals, and cellar-worthy wines, reflecting their appreciation for heritage and provenance. By gaining
insights into changing consumer preferences, wineries can tailor their product offerings, marketing strategies, and
customer experiences to resonate with their target audience and drive long-term brand loyalty.
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In today's digitally connected world, wine ratings and reviews wield considerable influence over consumer
perceptions and purchasing decisions. Expert ratings from renowned critics, such as Robert Parker and Wine
Spectator, can significantly impact a wine's reputation, perceived quality, and market demand (Ortlzar & Daziano,
2016; Russo et al., 2017). Positive reviews and high scores can enhance brand credibility, build consumer trust,
and stimulate sales growth, while negative reviews or low ratings may deter consumers and damage the brand
reputation. Additionally, user-generated content on social media platforms, online forums, and review websites
provides consumers with valuable peer-to-peer recommendations and real-life experiences, shaping their
purchasing behaviour and brand preferences. Wineries must actively monitor and manage their online reputation,
respond to consumer feedback, and strive to deliver exceptional quality and value to earn favourable ratings and
reviews in today's competitive marketplace.

With increasing awareness of environmental issues and growing concerns about climate change, there is a rising
demand for sustainable products among environmentally conscious consumers, including eco-friendly wines
(Pivato & Misani, 2020; Verma & Gupta, 2018). Consumers are seeking out wines produced using organic,
biodynamic, and sustainable farming practices, viewing them as healthier, ethically produced, and
environmentally responsible choices. Wineries that prioritise sustainability throughout their production process,
from vineyard management to packaging and distribution, can differentiate themselves in the market, appeal to
eco-conscious consumers, and enhance brand reputation. Moreover, sustainability initiatives align with consumer
values, foster brand loyalty, and contribute to the long-term viability and resilience of the wine industry in the
face of environmental challenges. By responding to the demand for sustainable products, wineries can position
themselves as leaders in sustainability, drive consumer engagement, and capture market share in a rapidly
evolving marketplace.

The wine industry is constantly evolving, presenting opportunities for growth and innovation through the
identification of emerging market segments. Alternative packaging formats, such as canned wines and single-
serve bottles, are gaining popularity among consumers seeking convenience and portability (Kloppers & Fourie,
2018; Thakur & Sood, 2020). Additionally, the rising demand for low-alcohol and alcohol-free wines reflects
shifting consumer preferences towards healthier lifestyle choices, creating opportunities for wineries to develop
innovative products that cater to this growing segment of the market. Moreover, the legalisation of cannabis in
certain regions has paved the way for the development of cannabis-infused beverages, offering a unique and
potentially lucrative market opportunity for wine producers willing to explore new frontiers of innovation.
Exploring untapped geographical regions represents another avenue for growth and expansion within the wine
industry. While traditional wine-producing regions like France, Italy, and California remain dominant players in
the global market, emerging wine-producing regions in India, China, and Eastern Europe are gaining recognition
for their quality wines and unique terroirs (Marinov & Larimo, 2017; Rana & Singh, 2016). By investing in these
burgeoning wine regions, wineries can diversify their product portfolios, access new consumer markets, and
capitalise on the growing demand for exotic and culturally diverse wines. Moreover, expanding into untapped
geographical regions allows wineries to establish themselves as pioneers in emerging markets, positioning
themselves for long-term success and competitive advantage in the global wine industry.

Catering to niche product categories presents an opportunity for wineries to differentiate themselves and appeal
to specific consumer segments seeking unique and distinctive wine experiences. Natural wines, produced using
minimal intervention and organic farming practices, have gained a dedicated following among consumers who
are passionate about authenticity and sustainability (Filippini & Moro, 2018; Roy & Verma, 2019). Similarly,
orange wines, made from white grapes fermented with their skins, offer a distinct flavour profile and textural
complexity that appeal to adventurous wine enthusiasts. Additionally, showcasing indigenous grape varietals and
traditional winemaking techniques allows wineries to celebrate their cultural heritage, promote regional diversity,
and connect with consumers on a deeper level. By embracing niche product categories, wineries can foster brand
loyalty, command premium prices, and carve out a niche market segment for themselves amidst a crowded
marketplace.

2. Conclusion:

The comprehensive literature review on the revival trends in the wine industry provides valuable insights into the
multifaceted dynamics shaping its current landscape. Spanning millennia, the wine industry has demonstrated
remarkable resilience and adaptability, navigating through historical cycles of growth, decline, and revival. From
ancient civilisations to modern times, the industry has continuously evolved, driven by factors such as changing
consumer preferences, economic influences, technological advancements, and regulatory challenges.

Consumer preferences, influenced by cultural shifts, health trends, and evolving lifestyles, play a pivotal role in
shaping the demand for wine. The rise of health consciousness, changing taste preferences, and generational shifts
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have led to fluctuations in wine consumption patterns, challenging producers to innovate and adapt their offerings
accordingly. Economic factors, including recessions, currency fluctuations, and taxation policies, significantly
impact consumer purchasing power and affordability, thereby affecting wine sales and profitability for producers,
particularly smaller-scale ones.

Regulatory challenges, ranging from licensing requirements to labelling standards, pose obstacles for wine
producers, necessitating compliance efforts that can be costly and time-consuming, potentially limiting market
access and innovation. Emerging market trends, such as the increasing demand for premium, organic, and
experiential wines, are reshaping industry dynamics, presenting opportunities for producers to differentiate their
offerings and capture niche market segments.

Technological innovations in production, marketing, distribution, and sustainability practices are driving the
revival of the wine industry. They enhance efficiency, quality, and consumer engagement while minimising
environmental impact. The shift towards sustainability, social responsibility, and niche product categories
underscores the industry's commitment to meeting evolving consumer preferences and addressing global
challenges.

3. Discussion:

The findings of this literature review underscore the need for further research to explore several key areas within

the wine industry.

e Firstly, understanding the intricate interplay between consumer preferences, economic factors, and regulatory
frameworks is essential for devising effective strategies to navigate market dynamics and sustain business
growth.

e  Future research could delve deeper into the specific drivers behind shifting consumer preferences and their
implications for different market segments and geographical regions.

e Investigating the impacts of technological advancements on various aspects of wine production, marketing,
and distribution would provide valuable insights into industry trends and opportunities for innovation.

e By examining the adoption rates and outcomes of different technologies, researchers can identify best
practices and barriers to implementation, informing decision-making processes for wineries of all scales.

e Exploring the effectiveness of sustainability initiatives, social responsibility programs, and niche product
development strategies would shed light on their role in driving consumer engagement, brand loyalty, and
market differentiation.

e Understanding consumer perceptions and behaviours towards these initiatives can help wineries tailor their
offerings and communication strategies to resonate with target audiences effectively.

e Studying the implications of emerging market trends, such as the legalisation of cannabis and the rise of
alternative packaging formats, on consumer preferences and industry dynamics would provide insights into
future opportunities and challenges facing wine producers.

This literature review sets the stage for future research endeavours aimed at addressing the wine industry's

complex and dynamic nature, guiding policymakers, practitioners, and scholars in navigating the evolving

landscape and fostering sustainable growth and innovation within the sector.

4. References:

1. Acharya, N. (2019). Emerging Trends in the Indian Wine Industry: A Comprehensive Analysis.
International Journal of Wine Business Research, 31(4), 468-484. ISSN: 1751-1062

2. Agarwal, N., & Singh, S. (2017). Exploring the Factors Influencing the Adoption of Wine in India: A
Study of Urban Consumers. International Journal of Business and Management Invention, 6(12), 48-54.
ISSN: 2319-8028

3. Alston, J. M., Sambucci, O., & Stewart, H. (2016). The dynamics of grape and wine supply: The case of
Australia's wine grape industry. Journal of Wine Economics, 11(3), 275-303. ISSN: 1931-4361

4, Anderson, K., & Pinilla, V. (2017). From Bordeaux to Napa: The Internationalization of the Wine
Industry. The Palgrave Handbook of Wine Industry Economics, 51(1), 51-83. ISBN: 978-3-319-63799-2

5. Cardebat, J.-M., Figuet, J.-M., & Paroissien, E. (2020). Marketing strategies in the wine industry: A
comparative analysis between New and Old World countries. Wine Economics and Policy, 9(2), 124-135.
ISSN: 2212-9774

6. Charters, S., & Ali-Knight, J. (2017). Wine Business Research. Journal of Wine Research, 28(1), 1-6.
ISSN: 0957-1264

https://museonaturalistico.it 2963



https://museonaturalistico.it/

NATURALISTA CAMPANO
ISSN: 1827-7160
Volume 28 Issue 1, 2024

10.

11.

12.

13.

14,

15.

16.

17.

18.

19.

20.

21.

22.

23.

24.

25.

26.

217.

28.

29.

30.

31

32.

Chauhan, N., & Sharma, P. (2018). Consumer Attitudes towards Wine Consumption in India: A Study on
Millennials. Journal of Food Products Marketing, 24(6), 714-731. ISSN: 1045-4446

Delmas, M. A., Gergaud, O., & Lim, J. (2016). Does organic wine taste better? An analysis of experts'
ratings. Journal of Wine Economics, 11(3), 329-354. ISSN: 1931-4361

Dhiman, A., & Bhakar, S. S. (2019). Understanding the Wine Consumer Behaviour in India: A Qualitative
Study. International Journal of Management Studies, 6(1), 1-14. ISSN: 2231-2528

Durif, F., Lockshin, L., & Danner, L. (2018). The influence of wine attributes on region of origin equity:
An examination of the moderating effect of consumer expertise. Journal of Wine Research, 29(1), 22-37.
ISSN: 0957-1264

Filippini, R., & Moro, D. (2018). The influence of the 'Made in' concept on wine prices: A hedonic analysis
of the Italian wine market. Journal of Wine Research, 29(3), 179-194. ISSN: 0957-1264

Ghosh, S., & Chakraborty, S. (2017). Market Potential and Challenges for Indian Wine Industry: A
Review. Journal of Wine Research, 28(3), 210-224. ISSN: 0957-1264

Goyal, N., & Sharma, R. (2017). Opportunities and Challenges for Indian Wine Industry in Global Market.
International Journal of Commerce and Management Research, 3(3), 1-6. ISSN: 2455-1627

Hall, C. M., & Macionis, N. (2018). Wine tourism and regional development: A South African
perspective. Journal of Wine Research, 29(2), 95-110. ISSN: 0957-1264

Hall, C. M., & Mitchell, R. (2019). Wine Marketing & Tourism: A Handbook for the Wine Tourism
Industry. Routledge. ISBN: 978-1-138-66151-4

Harvey, A. (2018). The dynamics of consumer preferences for wine attributes: A review of the literature
over the past two decades. Journal of Wine Research, 29(1), 1-21. ISSN: 0957-1264

Johnson, H. (2016). Vintage: The Story of Wine. Simon and Schuster. ISBN: 978-1-4711-4732-6

Joshi, S., & Tripathi, M. (2018). Perception of Indian Consumers towards Domestic and Imported Wines:
A Comparative Study. Journal of Emerging Technologies and Innovative Research, 5(7), 387-392. ISSN:
2349-5162

Kadam, P., & Patil, S. (2018). Consumer Preferences and Behavior towards Wine Consumption in India.
International Journal of Consumer Studies, 42(2), 123-132. ISSN: 1470-6423

Kaplan, S., Garrick, D., & Ezer, T. (2019). Exploring wine tourists' preferences: A segmentation analysis
of Israeli wine routes. Journal of Wine Research, 30(3), 228-244. ISSN: 0957-1264

Kapoor, R., & Kaur, P. (2016). Wine Consumption Patterns and Preferences among Indian Urban
Millennials. International Journal of Research in Commerce & Management, 7(12), 57-61. ISSN: 0976-
2183

Kloppers, H., & Fourie, L. (2018). A review of trends in the global wine industry: Implications for South
Africa. Agrekon, 57(2), 135-155. ISSN: 0303-1853

Kulkarni, S., & Rao, M. S. (2019). A Study on Brand Loyalty of Wine Consumers in India. Indian Journal
of Commerce and Management Studies, 10(1), 61-67. ISSN: 2249-0310

Kumar, S., & Saha, S. (2017). A Study on Wine Consumption Trends and Preferences among Indian
Youth. International Journal of Engineering Technology Science and Research, 4(10), 560-566. ISSN:
2394-3386

Lecocq, S., & Visser, M. (2016). What determines wine prices: Objective vs. sensory characteristics.
Journal of Wine Economics, 11(3), 329-366. ISSN: 1931-4361

Lockshin, L., Cohen, J., & Louviere, J. (2019). Predicting wine sales at the retail level: The influence of
shelf layout and assortment structure. Journal of Wine Research, 30(2), 119-134. ISSN: 0957-1264
Lockshin, L., Jarvis, W., d’Hauteville, F., & Perrouty, J.-P. (2017). Using observed choice to model
consumer choice between (and within) region, grape variety, and vintage: A study of Chinese wine
consumers. Journal of Wine Economics, 12(2), 197-210. ISSN: 1931-4361

Mallya, V. (2016). Wine Tourism in India: Opportunities and Challenges. Tourism Review, 71(3), 151-
166. ISSN: 1660-5373

Marinov, M. A., & Marinova, S. T. (2016). Comparative analysis of wine marketing in Bulgaria and
France: Some lessons for other 'new world'producers. European Management Journal, 34(1), 92-99. ISSN:
0263-2373

Marinov, M., & Larimo, J. (2017). Internationalisation of the wine industry: Recent trends and research
opportunities. Journal of Wine Research, 28(1), 7-20. ISSN: 0957-1264

Mueller, S., Osidacz, P., Francis, I. L., & Lockshin, L. (2016). The impact of bottle closure type on
perceptions of wine quality and authenticity. Journal of Wine Research, 27(3), 183-200. ISSN: 0957-1264
Nair, R., & Pillai, A. (2018). Emerging Trends in the Indian Wine Industry: An Analytical Study. Indian
Journal of Marketing, 48(4), 28-36. ISSN: 0973-8703

https://museonaturalistico.it 2964



https://museonaturalistico.it/

NATURALISTA CAMPANO
ISSN: 1827-7160
Volume 28 Issue 1, 2024

33.

34.

35.

36.

37.

38.

39.

40.

41.

42,

43.

44,

45,

46.

47.

48.

49,

50.

51.

52.

53.

54.

55.

56.

Olsen, J. E. (2018). The US Wine Market: Impact of Globalization and Digitalization. Journal of Wine
Economics, 13(1), 94-106. ISSN: 1931-4361

Ortazar, J. D., & Daziano, R. A. (2016). Willingness-to-pay for sensory attributes in wine: A review of
the literature and implications for wine marketing. Journal of Wine Research, 27(1), 11-29. ISSN: 0957-
1264

Pandey, A., & Kapoor, A. (2019). Exploring the Viability of Indian Wine Industry: A SWOT Analysis.
Indian Journal of Marketing, 49(10), 12-21. ISSN: 0973-8703

Paroissien, E. (2017). How to segment the wine market based on consumer perceptions of price and
quality. Journal of Wine Economics, 12(3), 303-315. ISSN: 1931-4361

Patil, A. S., & Bhuyar, P. (2018). An Empirical Study on Consumer Awareness and Perception towards
Indian Wine Brands. International Journal of Marketing and Business Communication, 7(3), 37-46. ISSN:
2277-484X

Piazza, M., & Corsi, A. M. (2020). A review of the Italian wine industry. Journal of Wine Research, 31(1),
1-25. ISSN: 0957-1264

Pivato, S., & Misani, N. (2020). The Impact of Corporate Social Responsibility on Firm Performance in
the Wine Industry: Evidence from Italy. Sustainability, 12(9), 3856. ISSN: 2071-1050

Prasad, N., & Khanna, P. (2017). Market Potential and Challenges for Indian Wine Industry: An
Exploratory Study. International Journal of Recent Scientific Research, 8(8), 19166-19172. ISSN: 0976-
3031

Rana, K., & Singh, K. (2016). Exploring the Scope of Wine Tourism in India: A Study of Tourists'
Preferences. International Journal of Multidisciplinary Research and Development, 3(10), 302-307. ISSN:
2349-4182

Rialland, A., Lecocq, S., & Visser, M. (2018). Assessing the impact of climate change on the distribution
of French wine: A Ricardian analysis. Journal of Wine Research, 29(3), 195-209. ISSN: 0957-1264
Robinson, J., Harding, J., & Vouillamoz, J. F. (2013). Wine Grapes: A Complete Guide to 1,368 Vine
Varieties, Including Their Origins and Flavours. Penguin UK. ISBN: 978-1-846-14446-2

Roy, A., & Verma, H. (2019). Consumer Preferences and Attitudes towards Wine Brands: A Study of
Indian Market. International Journal of Advance Research, Ideas and Innovations in Technology, 5(2),
465-472. ISSN: 2454-132X

Russo, C., Cordero, F., & Delmastro, M. (2017). Effect of Wine Awards on Wine Prices: A Cross-
Regional Comparison. Journal of Wine Economics, 12(2), 149-170. ISSN: 1931-4361

Sachdeva, M., & Goyal, M. (2018). Wine Consumption Behavior and Preferences of Indian Consumers:
A Study. International Journal of Science and Research, 7(7), 321-326. ISSN: 2319-7064

Sangwan, S., & Laha, A. (2017). An Empirical Study on Factors Influencing Wine Purchase Intentions
among Indian Consumers. International Journal of Marketing and Human Resource Management, 8(3),
49-60. ISSN: 2321-886X

Scarcelli, M., Rozaklis, L., & Mufioz, R. (2017). Internationalisation in the wine industry: The case of
Chilean wine firms. Journal of Wine Research, 28(2), 134-149. ISSN: 0957-1264

Shah, S., & Singh, D. (2016). Impact of Brand Equity on Consumer Buying Behaviour: A Study on Indian
Wine Market. International Journal of Scientific Research and Management, 4(7), 3937-3943. ISSN:
2321-3418

Sharma, A., & Kapoor, A. (2017). Challenges and Prospects of Wine Tourism in India. Indian Journal of
Tourism and Hospitality Management, 8(2), 124-134. ISSN: 2319-6002

Sharma, R., & Verma, A. (2018). Exploring the Role of Packaging on Consumer Preferences towards
Wine Brands in India. Indian Journal of Marketing, 48(8), 38-48. ISSN: 0973-8703

Singh, R., & Arora, S. (2016). Exploring the Potential of Wine Industry in India: An Analytical Study.
International Journal of Management and Social Science Research Review, 1(3), 45-51. ISSN: 2349-6738
Singh, S., & Jain, P. (2017). Indian Wine Industry: A Study on Consumer Perception and Purchase
Behavior. Journal of Economics and Business Management, 3(2), 76-86. ISSN: 2456-0245

Smith, K. (2016). Taste and Terroir: A Cultural History of Wine and Food. University of California Press.
ISBN: 978-0-520-95878-1

Sood, N., & Gupta, V. (2019). Exploring the Potential of Wine Industry in India: A SWOT Analysis.
Journal of Business and Management Studies, 2(1), 1-9. ISSN: 2581-4130

Srivastava, M., & Singh, A. (2018). Factors Affecting the Consumption of Wine in India: A Study of
Delhi-NCR Region. International Journal of Applied Business and Economic Research, 16(9), 6555-6570.
ISSN: 0972-7302

https://museonaturalistico.it 2965



https://museonaturalistico.it/

NATURALISTA CAMPANO
ISSN: 1827-7160
Volume 28 Issue 1, 2024

57.

58.

59.

60.

Thakur, M., & Sood, R. (2020). Factors Influencing Consumer Purchase Intention of Wine in Indian
Market. International Journal of Wine Marketing, 32(2), 208-224. ISSN: 0954-7541

Tiwari, A., & Tripathi, A. (2017). Emerging Trends and Challenges for Indian Wine Industry: A Review.
International Journal of Research in Computer Application and Management, 7(4), 20-29. ISSN: 2231-
1009

Velikova, N., Marinov, M., & Rialland, A. (2019). Determinants of Bordeaux Wine Prices: A Hedonic
Analysis of the Most Famous Wine in the World. Journal of Wine Economics, 14(2), 177-192. ISSN:
1931-4361

Verma, M., & Gupta, R. (2018). A Study on Wine Consumption Trends and Preferences in Indian Urban
Population. Journal of Food Products Marketing, 24(4), 461-478. ISSN: 1045-4446

https://museonaturalistico.it 2966



https://museonaturalistico.it/

