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Abstract

This work looks at the importance different wine bottle closures play during pur-
chase situations and how vital it is to market segmentation by focusing on the
Millennial and Baby Boomer generations. By segmenting consumers in this man-
ner, it is possible to better understand their preferences and aid wine producers
and retailers in directing their marketing and advertising efforts. Of particular
interest for this study is the delineation of the products benefits such that there
is an understanding of why the product is purchased by a consumer, particularly
during different purchase situations. The essential point is that what people buy
is critically bound to why they buy the product, suggesting this is not only one of
the most important areas of market segmentation, but also the most difficult to
correctly understand. The results of this study show product importance and the
perception of a products packaging attributes are critical in consumer purchase
decision making especially during situational use, where screw cap closures still
have an image of being ”cheap” and are perceived as an inappropriate gift or for
special occasions. The general opinion should guide packaging designers to appro-
priately meet consumers’ expectations, instead of just focusing on positioning the
product through short-lived messages transmitted by the media.
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1 Introduction

Understanding customers and satisfying their needs is the basis of marketing the-
ory, particularly because different customers have different needs, and it is seldom
possible to satisfy all customers by treating them alike. To better satisfy these dif-
ferent needs, market segmentation, or target marketing, involves dividing groups
into internal homogeneous categories of consumers that are likely to use or buy
similar products or services.

In addition to having different needs, for segments to be practical they should
be evaluated based upon the criteria of: identifiability, accessibility, substantia-
bility, their unique needs and durability (Lazer and Layton, 1999). The variables
used for segmentation are typically drawn from demographics, behavior, attitudes,
needs, benefits, and psychographics either individually or as a combination (Wyner
1995). Appropriate market segmentation effectively allows for a focus on market-
ing resources which involves identifying unique marketing niches that help target
the highest yielding markets (Lazer and Layton, 1999).

Of particular interest for this study are the segmentation process and the de-
lineation of the products benefits such that there is an understanding of why the
product is purchased by a consumer, particularly during different purchase con-
sumption situations. McDonald and Dunbar (1995) highlight the essential point
that what people buy is critically bound to why they buy the product, and Lock-
shin (2003), McDonald and Dunbar (1995) and Spawton (1991) suggest that this
is not only one of the most important areas of market segmentation, but also the
most difficult to understand correctly.

Product importance is critical to market segmentation, primarily because con-
sumers define their perception of a product differently. Product importance has
been outlined by Bloch and Richins (1983) and Mookerjee (2001) as having two
key components: instrumental and enduring importance. Enduring importance is
the situational perception based upon the product’s relationship to the consumer’s
needs and values at the time of purchase (Bloch and Richins, 1983), while instru-
mental importance is the temporary perception of the products importance based
upon the consumers needs resulting from the purchase or usage of the product
(Bloch and Richins, 1983; Hu and Burning, 1986).

Simply put, instrumental and enduring importance are the “perceived” impor-
tance of the product based upon the consumers need for the product, with research
suggesting product perceptions of importance will vary among consumers depend-
ing on the situational use, such as gift giving or personal consumption (Belk, 1974;
Bloch and Richins, 1983; Hornik, 1982; Hu and Burning, 1986).

Given the overall perception of a products importance and attributes during
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different purchase situations, different marketing strategies should be created. For
example, a wine connoisseur’s concern for the outcome of purchasing a wine as
a gift may be higher than for an occasional wine drinker who has less enduring
product perception. The wine connoisseur would likely experience greater ego
loss if the purchase turned out badly because the stakes are higher (Bloch and
Richins, 1983; Spawton, 1991). By recognizing consumer perceptions of a products
importance, it may allow for more effective marketing strategies to be implemented
reaching different market segments and at different times during the purchase
process.

The packaging of a product can therefore be of considerable value as a com-
petitive marketing strategy and that advantage can be achieved through suitable
packaging solutions in relation to market requirements, expectations and competi-
tion (Ampuero and Vila, 2006; Barber and Almanza, 2006), as well as recognizing
the importance of quality perceptions that the product conveys (Barber and Al-
manza, 2006; Prendergast and Pitt, 1996).

2 Wine as a product

For this study the product of choice is wine. According to Jones (2006, 2007),
Saad (2005) and the Wine Institute (2006), during the past fifteen years, wine
has increasingly become a beverage most often consumed by those Americans
that drink alcoholic beverages. This development has been fueled in part by an
increase in winery offerings of wine varieties and the continued media coverage
relating moderate wine consumption to positive health (Jones, 2006, 2007; Saad,
2005).

Wineries are marketing a larger selection of brands and styles than at any time
since the repeal of Prohibition (Pinney, 2005), with new types of packaging being
offered, such as bottle shape, color, label design and style of closure. An important
aspect of wine packaging is the various types of closures, such as screw caps and
synthetic cork; which can influence a consumer’s purchase decision (Barber and
Almanza, 2006; Barber, Taylor and Dodd, 2009).

To understand the growth and development of the United States wine market
it is not important to understand “why” people purchase, but rather “who” is
purchasing, what they are purchasing and when (situations) (Lockshin, 2003). The
demographics of wine consumption are changing and the importance of consumer
demographics is now well documented in establishing a wine marketing strategy.

Today’s wine consumers are causing the wine industry to rethink the traditional
stereotype of a wine drinker. Not only are wine drinkers in a younger demographic
than their predecessors of fifteen years ago, but they also bring a unique set of
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tastes and lifestyle choices (Barber et.al., 2006; Jones, 2007). For example, Key
Findings (2004) and Moriarty (2004) found that Millennials are savvy when it
comes to brands and value quality products sold at a fair price. Also, Millennials
between the ages of 21 to 29 are consuming larger quantities of wine than the pre-
vious generation (Wine Market Council, 2003, 2006). Furthermore, recent Gallup
Polls (Jones, 2006, 2007; Saad, 2005) identified Millennials as part of the reason
for the increased popularity of wine in the United States.

Therefore, wine is an appropriate product category for investigating style of
wine closure and situational factors, primarily because the consumption of wine
provides a variety of drinking situations, allowing the testing of distinct situational
scenarios while allowing for the examination of the influence closure style plays
in the purchase decision process. For example, wine can be consumed privately
with a home-cooked meal, with friends during a more formal dinner occasion away
from home, or even offered as a gift. Additionally, because wine carries strong
social connotations, it is frequently an important purchase decision, even if it is
not always an expensive one.

Wine is unique among other consumer products because it is difficult for a
consumer to know exactly what they are getting just by looking at the package.
Often, access to the quality characteristics of color, taste and aroma can not be
judged without purchasing and tasting the wine (Barber and Almanza, 2006; Dodd
et al., 2005; Unwin, 1999).

Thus, the role of a wine products package is to attract, communicate and
persuade, with creativity in packaging making the difference in the market place.
For wine, these are critical aspects to a successful marketing strategy and producers
employ a wide variety of these methods to communicate to consumers. Some
depend solely on the importance of their packages to attract or persuade consumers
to purchase, while others rely on advertising in the form of printed material.

With an ever more crowded and confusing retail shelf, the ”work” that a wine
package must do to generate sales and create a favorable brand perception has
increased dramatically over the past 10 years (Merrill, 2006). Until recently, pack-
age evaluation research, particularly closure styles, has gone largely ignored by
producers. Perhaps this is because the package has been seen as purely functional
or because it was felt that the package design was artistic and thereby immune
from objective assessment (Merrill, 2006; Reidick, 2003; Thomas, 2000).

The importance of the product packaging designs and demographics may influ-
ence wine purchasing decisions (Barber et al., 2006; Dodd et al., 2005; Lockshin,
2003). However, few studies have determined the importance of consumer percep-
tions and attitudes towards alternative closures with different market segments.

Style of closure adds directly to the look of the product and is considered by
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most consumers as a direct reflection of the quality of the wine. Examples such
as screw-tops and Zork closures, non-glass containers, large formatted bottles or
boxed wines have indicated a lesser quality product to consumers (Chaney, 2000;
Jennings and Wood, 1994; Reidick, 2003) and play an important role during situa-
tional purchase decisions. The type of closure has also been found to be significant
in the choice of wine, with cork closures considered an indication of quality, while
screw tops were viewed as an indication of a lesser quality wine (Barber and Al-
manza, 2006). Despite the consumers’ perceptions of quality, ‘stoppers’ or closures
on the wine bottle play an important and necessary part of a wines packaging, with
the closure designed to prevent the wine from coming into harmful contact with
oxygen, causing oxidation or flatness.

The Problems with Cork. A major consumer survey in 2004 on American
consumer attitudes towards cork stoppers and screw caps, found two- thirds of
the respondents preferred to buy wine with a cork stopper, while 52 percent re-
jected screw caps Kitsap (2006). Increasing awareness by consumers of problems
associated with natural cork closures, such as “cork taint”, has encouraged wine
manufacturers to seek alternative packaging. While synthetic corks and screw caps
may be functional alternatives to cork they create other serious problems, such as
poor brand image (Barber et al., 2009) and the potential inability for long term
aging from lack of oxygen due to the near perfect seal. This has created reluctance
by wineries to use these alternatives.

Alternatives Wine Closures. Alternative wine closures were developed as sub-
stitutes for sealing wine bottles in place of traditional cork closures. The emergence
of these alternatives has grown in response to quality control efforts by winemakers
to protect against cork failure with nearly 5% - 8% of wine produced world wide
undrinkable because the natural cork fails in some fashion (Barrie, 2005).

Today there are many alternative wine closures available for use in place of
natural corks. Examples of these alternatives are molded synthetic plastic cork
and the screw cap. Synthetic corks are relatively new to the wine market. Most
are made from a polymer derivative and are free from the problems associated
with wood cork breakage and crumbling. Yet the real benefit of the synthetic cork
is that they are free of cork taint while being the least expensive closure to make
(Barrie, 2005).

Stelvin is the brand name for the most popular screw cap and has become the
generic term within the wine industry for all brands of screw cap closures. These
screw cap closures have been used by wine makers in Australian and New Zealand,
across most price range since the early 1970’s (Fosters, 2006; Tinney, 2006). The
screw cap is effective and will not cause cork taint when utilized and the bottle can
be easily resealed by screwing the cap back on to the bottle. However, consumers
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have associated screw cap closures with extremely inexpensive jug wines or non-
fine wines, most often with a reputation of poor quality (Fosters, 2006; Tinney,
2006).

Consumer behavior models reflect knowledge as a variable influencing all phases
of the decision process, particularly with information search (Beatty and Smith,
1987; Bennett and Mandell, 1969; Engel et.al., 2001; Flynn and Goldsmith, 1999;
Katona and Mueller, 1955; Moore and Lehmann, 1980; Newman and Staelin, 1972;
Raju et.al., 1995). Research has also shown that knowledge, in general, is directly
related to many consumer behaviors.

Park and Lessig (1981) identified two major approaches for measuring product
familiarity: one measuring how much a person knows about the product (objective
knowledge) and the other measuring how much a person thinks he/she knows
about a product (subjective knowledge). Therefore, objective knowledge is what a
consumer actually knows and is developed through usage experience and sources
of information. Subjective knowledge is based upon the consumers’ self perceived
knowledge (Dodd et al. 2005; Hall and Lockshin, 2000).

This study focused on the two largest demographic groups in the United States;
the Millennial and Baby Boomer generations. Millennial Generation - The mil-
lennial market segment in the United States is estimated to be between the ages
of 7 and 29 (Lancaster and Stillman, 2002) and is considered by most major con-
sumer product companies as a generation with very high buying power (Harris
Interactive, 2001; Holbrook, 2000; Key Findings, 2004). According to Lancaster
and Stillman (2002) and Nowak, Thach and Olsen (2006), there are approximately
74 million in this millennial generation, much larger than their previous genera-
tion, (Generation Xers) at 46 million Millennials are also considered to be very
confident when it comes to consumer purchases. This generation has grown up
in a media-saturated, brand conscious world (Fernandez-Cruz, 2003) and has a
lot of money and influence family purchases as evidenced by many being given
parent co-signed credit cards and perform the grocery shopping for their families
(Neuborne, 1999).

The millennial generation is known for certain traits and behaviors which may
influence their purchasing decisions. One important and relevant trait, particularly
to this study, is their concern for the environment and social responsibility issues.
They have been known to boycott brands which they perceive to be violating these
values (Business Wire, 2004; Neuborne, 1999).

Baby Boomers Generation- Demographers, sociologists and the media define
baby boomers as those born between (and including) 1946 and 1964 making this
generation between 43 and 61 years old with about 75 million in the U.S., matching
the size of the Millennials. The 1960s is the decade that defined the boomers. The
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music, events, and the social changes made a permanent impression with those
born during the ”peak” boomer years of 1952-1957. There were so many changes
during the sixties that a person’s age during the decade greatly affected their
attitudes and perceptions. For example, 1961 was a very different time period
than 1969. The deaths of President Kennedy, Bobby Kennedy, and Dr. Martin
Luther King; the Vietnam War and related protests; and the Watergate scandal
all made deep impressions on people at that time (Muschis et al., 2000).

Therefore, it is incorrect to assume baby boomers are homogeneous in their
buying patterns and offering products or services aligned with some basic market-
ing principles will go a long way to attracting this complex segment (Elan, et.al.,
2005). For example: Baby boomers, much like Millennials, buy what is reasonably
priced and a good value for the money. Also, products should be well designed
with broad applicability. Products should be produced that are flexible enough to
be useful for older people (i.e. screw cap closures), those with physical disabilities
as well as the general population, resulting in products with wide appeal. Finally,
one should not assume that Baby Boomers are brand loyal as this group may be
willing to switch for value (Elan et al., 2005).

The purpose of this study was to determine the importance placed on wine
bottle closures during purchase situations by focusing on the Millennial and Baby
Boomer generations. By segmenting consumers in this manner, it is possible to
better understand their preferences and aid wine producers and retailers in direct-
ing their marketing and advertising efforts.

3 Methodology

For this study, an on-line self-administered web based questionnaire was used to
assess socio-demographic characteristics, consumer behavior activities and psycho-
graphic information. The questionnaire used closed-ended and five-point Likert
type scale questions with 5 equal to “strongly agree” and 1 equal to “strongly
disagree”.

Three new variables were created: a variable for respondents’ overall wine
knowledge, two variables for respondents’ subjective and objective wine knowl-
edge, each based upon specific knowledge questions in the survey. The wine
knowledge variables were categorized as “high knowledge, some knowledge and
low knowledge” based on the mean for the characteristics evaluated and one stan-
dard deviation from the mean. The age categories were determined by grouping
the respondents born between 1979 and 1986 (inclusive and insuring legal drink-
ing age of 21) as Millennials and those born between 1946 and 1964 (inclusive) as
Baby Boomers.

73



N. Barber, C. Taylor /Enometrica 1(2009) 67-85

The format for the questions followed the research study of Barber and Al-
manza (2006), Bleibaum et.al. (2005) and Lee et.al. (2005), and the principles for
constructing web surveys established by Dillman (2000a). A postcard was created
with the website URL address and instructions on how to access the questionnaire.
Each card had a unique pin number to prevent duplicate responses.

Data collection for this study was conducted in Texas. There are approximately
18,000 retail establishments in the state and according to the states liquor laws,
wine may generally be sold in licensed retail establishments (for example: liquor
stores, grocery stores) of “wet” areas within the state and at licensed wineries.

Before data collection procedures began, the questionnaire was pilot-tested at
a local retail wine store in Texas to ensure reliability and clarity of the questions.
Minor modifications were made based upon the results of the pilot study. A
convenience selection of retail establishments was then made for data collection
with a total of 675 postcards provided to customers at the retail establishments.

4 Results

The data were analyzed using statistical procedures such as descriptive statistics
and analysis of variance (SAS release 9.1 TS level 02M0). The descriptive statis-
tics provide an overview of the respondents to the survey. T-tests and two-way
Analysis of variance (“ANOVA”) were used to compare respondents’, level of wine
knowledge, choice of closure and situational use by the generational categories of
Millennials and Baby Boomers. Other factors influencing their preference for wine
closures were also explored. Post hoc testing was performed if the results were
determined to be significant.

The survey had a 45% response rate (n=303) and Table 1 reflects the demo-
graphic profile and closure style preferences of the respondents by gender, age and
income. The number of male respondents (54%) was higher than that of female
respondents (46%). These results were different from data collected in surveys
conducted by Barber and Almanza (2006),

Kolyesnikova (2006), Saad (2005), Yuan (2004) and the United States Census
(2005). In those studies the percentage of females was greater than males. Fifty-six
percent of the respondents had annual household income above $75,000 with 28% of
households reporting income less than $45,000. Millennials represent 12% of those
respondents with household income greater than $75,000, while Baby Boomers
represented 37%. Eighty-two percent of the respondents had a college degree,
with Millennials representing 24% and Baby Boomers 33%. Finally, nearly 53% of
the respondents were in management/professional and service/sales. Millennials
represented 27% of this category and the Baby Boomers 30%.
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Table 1: Descriptive Characteristics of Respondents

Characteristics % of Total Respondents for Total
Each Characteristic (except gender)

Millennials Baby All Other Respondents
Boomers Respondents

Percentage of Total 30% 31% 39% 100%
(n=89) (n=90) (n=124) (n=303)

Educational level

High school or GED 25% 25% 50% 4 (1%)
Some college 54% 25% 21% 67 (23%)
Undergraduate college degree 28% 33% 39% 120 (41%)
Graduate college degree 22% 32% 46% 79 (27%)
Postgraduate/professional 5% 42% 53% 38 (11%)
Occupation

Self-employed 18% 47% 35% 58 (19%)
Government worker 19% 48% 33% 21 (7%)
Management or professional 19% 37% 44% 104 (34%)
Service or sales 46% 16% 38% 50 (17%)
Not in workforce 60% 20% 20% 20 (7%)
Other 56% 22% 22% 50 (17%)
Income

Under $25,000 75% 6% 19% 48 (17%)
$25,000-$44,999 71% 17% 12% 35 (12%)
$45,000-$74,999 17% 37% 46% 54 (19%)
$75,000-$109,999 19% 30% 51% 47 (16%)
$110,000-$124,999 14% 43% 43% 28 (10%)
$125,000 and over 7% 38% 55% 91 (30%)
Gender

Male 47% 51% 51% 163 (54%)
Female 53% 49% 49% 140 (46%)
Preferred Style of Closure

Natural Cork 35% 34% 31% 215 (71%)
Synthetic Cork 37% 38% 25% 30 (10%)
Screw Top 35% 23% 42% 33 (11%)
Other 20% 40% 40% 24 (8%)

As presented in Table 2, respondents ranked the price per bottle as the most
important when purchasing wine (Mean = 4.1 on a 5-point Likert-type scale),
followed by the grape varietal (M = 3.9, SD = 1.2) and region/country of origin
(M = 3.9, SD = .8).

Millennials (M = 4.2, SD = 1.1) considered the price per bottle more important
than Baby Boomers (M = 4.1), while Baby Boomers considered the grape varietal
(M = 3.9, SD = 1.3)t(177)= 2.39, p < .02 , region/country of origin (M = 4.0,
SD = 1.0) t(176)= 2.56, p < .02, brand (M = 3.9, SD = .9) t(177)= 2.77, p <

.01 and vintage (M = 3.7, SD = .9) t(177)= 3.45, p < .00 significantly more
important than Millennials.

When selecting a bottle of wine, Baby Boomers considered the screw cap as
an indication of cheap wine (M = 3.4, SD = 1.1) significantly more than did
the Millennials (M = 3.1, SD = .9) t(176)= 2.47, p < .01. When considering
price per bottle and style of closure with different situational uses, there were
significant generational differences. Both the Millennials (M=4.2, SD = 1.2) and
Baby Boomers (M = 4.1, SD = 1.0) placed a high importance value on the price
paid for a bottle of wine. However, when considering a bottle of wine for a party
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Table 2: Importance of Specific Characteristics of Wine Packaging by Generation

All Millennials Baby
Respondents Boomers

(n=303) (n=89) (n=90)
When selecting a bottle of wine,
the following are important to me:
Price per bottle 4.1 4.2 4.1
Grape Varietal 3.9 3.7b 3.9a
Region/Country of Origin 3.9 3.7b 4.0a
Brand 3.7 3.6b 3.9a
Vintage 3.6 3.2b 3.7a
Label Design (image/color/logo) 2.7 2.9 2.7
When selecting a bottle of wine,
the bottle closure is important to me:
Because screw top seals indicate cheap wines 3.3 3.1b 3.4a
Because cork seals are an indication of quality 3.2 3.2 3.2
Because wax seals on a cork indicate quality/freshness 3.0 3.1 2.9
Because foil covering over the closure indicates quality 2.9 3.0 3.0
Because synthetic corks are a sign of quality 2.5 2.5 2.8
How would you rate your knowledge of wine?
I know a lot about wine 3.2 3.0 3.2
I am one of the “experts” among my friends 3.2 3.2 2.9
I have some knowledge about wine 3.7 3.8 3.6
I know less about wine compared to most other people 2.3 2.5 2.2
I do not feel very knowledgeable about wine 2.4 2.7 2.3
I do not care to know about wine 1.6 1.7 1.6

Note: Represents mean values. Response based upon 5 point scale with 5 = strongly agree and 1 = strongly disagree.
Means with different subscript letters are significant at p <.05.

away from home, both price and generation were significant F = 2.91, p < .05,
with a significant interaction between price and generation.

Under $14 per bottle, Baby Boomers were more likely to purchase a bottle of
wine under screw top closure than Millennials which confirms the Millennials view
that screw top closures indicate cheap wines. For home consumption price and
generation were significant F = 3.41, p < .01, with a significant interaction be-
tween price and generation. Again, for prices under $14 per bottle, Baby Boomers
were more likely to select a bottle of wine under screw top closures for everyday
consumption at home than Millennials.

Table 3 presents the levels of subjective and objective knowledge based upon
specific survey questions. When asked about their perceived (subjective) level of
wine knowledge, 47% reported some (25%) or low subjective (22%) wine knowl-
edge. Subjective knowledge is based upon the consumers’ self perceived knowledge;
yet over 86% of respondents had high objective, or actual, wine knowledge.

This conflict between subjective and objective knowledge may result from the
respondents’ level of self confidence. There was a significant generation difference
with Baby Boomers reporting higher levels of some subjective knowledge t(177)
= 2.52, p < .01 than Millennials. A significant difference was reported between
generations on objective knowledge, with Millennials reporting a higher level of
some objective knowledge compared to Baby Boomers t(178) = 2.69, p < .01 and
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Table 3: Respondents Knowledge

Characteristics Percentage of Total for Each Characteristic Total of

Millennials Baby Boomers all Respondents

Level of Overall Knowledge (n=89) (n=90)

High Overall Knowledge 28% 29% 52% 127

Some Knowledge 33% 44% 26% 64

Low Overall Knowledge 50% 33% 22% 52

Level of Objective Knowledge

High Objective Knowledge 30% 36% 86% 208

Some Objective Knowledge 56% 21% 13% 34

Low Objective Knowledge 100% 0% 1% 1

Level of Subjective Knowledge

High Subjective Knowledge 28% 29% 52% 127

Some Subjective Knowledge 8% 44% 25% 62

Low Subjective Knowledge 50% 33% 22% 54

Baby Boomers reporting a high level of objective knowledge t(176) = 2.85, p <

.01 compared to Millennials.
As presented in Table 1, 71% of respondents preferred the natural cork closure

with Millennials (35%) and Baby Boomers (34%) preferring them about the same.
For screw top closures however, Millennials preferred them significantly more than
Baby Boomers t(177)= 2.68, p < .01. Yet depending on situational use (Table
4), respondents would select the natural cork for all occasions except for every
day wine use, where the preference for screw top closures and natural cork were
about the same. In most all situations presented, Baby boomers preferred screw
top closures more than the Millennials.

Table 4: Importance of Closure and Situational Use by Generation

Natural Cork Synthetic Cork Screw top closures
Situational Use Millennial Baby Millennial Baby Millennials Baby

(n=89) Boomers Boomers Boomers
(n=89) (n=90) (n=89) (n=90) (n=89) (n=90)

Which style of closure would you consider appropriate for the following occasions?
Dinner Party at Home 61 61 19 16 9 13
Dinner With Family at Home 45 40 26 25 18 25
Every day Wine at Home 36 32 20 26 33 32
Gift Giving 76 70 8 11 5 9
Dinner Party Away From Home 69 65 12 14 8 11
Special Occasion 77 68 7 13 5 9
Restaurant with Friends/Business 72 63 10 15 7 12

Significant differences were found between Millennials and Baby Boomers when
considering which style of closure to purchase for either gift giving or special
occasions. Millennials were significantly more likely F = 9.05, p< .01 to select a
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natural cork for gift giving than were Baby Boomers; and were significantly more
likely than Baby Boomers F =4.51,p< .05 to choose a natural cork for special
occasions.

When considering objective and subjective wine knowledge with generations
(Millennial and Baby Boomers), a significant interaction effect was reported for
wine gift giving and special occasions. Millennials with high objective and subjec-
tive knowledge would choose a natural cork for gift giving and special occasions
more than Baby Boomers with the same knowledge levels. Interestingly, both
Millennials and Baby Boomers with high objective and no subjective knowledge
would equally select natural cork for either occasion. For home consumption, Baby
Boomers with high objective and subjective knowledge were more likely to select
a screw top closure than Millennials for home consumption.

5 Discussion and implications

For alternative closures such as screw tops to achieve success and acceptance in
the United States wine market a large number of consumers need to become fa-
miliarized with and more comfortable making a purchase involving these closure
innovations. The results of this study show that product importance and the per-
ception of a products packaging attributes are critical in the consumer purchase
decision making process during situational use, particularly where screw cap clo-
sures still have an image of being “cheap” and were perceived as inappropriate as
a gift or for special occasions.

Although this study did not directly address self-confidence and its impact on
the consumer decision process, the results may point to an interesting finding.
Within the current realm of consumer behavior, self-confidence has been cited as
an important construct (Bearden et.al., 2001), and as a determinant of product-
specific perceived risk (Locander and Hermann, 1979) by how it influences external
search behavior (Wells and Prensky, 1996). The concept most often used by con-
sumer researchers to define perceived risk, in terms of the consumer’s perceptions,
involves the uncertainty and adverse consequences of buying a product or service
(Dowling and Staelin, 1994; Engel et al., 2000). Wine purchasers are highly risk-
sensitive, given the diversity of product offerings, and their wine purchase behavior
is governed by the dynamics of expectation and risk, modified by risk-reduction
strategies.

Interestingly, this study found that Millennials with high subjective (self-
assessed) and objective (actual) knowledge were more likely than Baby-Boomers
with the same levels of knowledge to select a natural cork depending on the pur-
chase or consumption situations. This result suggests that there may be a me-
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diating factor causing this difference. In other words, despite the high level of
knowledge, something maybe influencing the decision to purchase. For example,
when subjective knowledge is low, or one believes they do not know about wine,
in both generational groups natural cork was selected as the perceived “right” or
risk adverse style of closure, indicating that when low subjective knowledge exists
self-confidence may be influencing consumers’ decisions.

This was not the case with those with higher subjective knowledge. This level of
confidence may result from years of wine consumption, or involvement as the Baby-
Boomer generation has more years of consumption thus, have developed a stronger
level of self-confident, whereas the Millennials have fewer years of consuming and
involvement may view certain decisions more risky than others. This study did not
address this issue of self-confidence directly, but future research needs to address
the issue as a mediating effect on consumer choice and knowledge.

In the qualitative study by Barber, Meagher and Kolyesnikova (2008), they
found winemakers and sommeliers have indicated consumer education will play a
key role in whether screw caps become more socially acceptable. However there
are no signs of a united front between wineries in the United States that paral-
lels the efforts of the New Zealand Screw Cap Wine Seal Initiative. This effort
proved crucial to the development of the critical consumer mass necessary for the
widespread diffusion and acceptance of screw caps, and other alternative closures,
in that market.

Wine attributes or the situation involved in the purchase are perceived dif-
ferently by consumers; particularly between generations of wine consumers, and
based upon the level of individual knowledge, they will choose closures differently.
This study found that for Millennials and Baby Boomers the combination of price
and the style of closure was most important when making a wine purchase deci-
sion, confirming the studies that have shown both groups placing importance on
value and perceived social risk (Elan et al., 2005; Key Findings, 2004; Moriarty,
2004). The wine packaging attributes of varietal, country of origin and brand
were significantly more important to Baby Boomers than Millennials and given
Baby Boomers had a high level of objective knowledge; this may explain their
comfort with alternative closures and other “packing knowledge” attributes when
purchasing wine.

To determine and understand the traits and wine perceptions of the Millennial
generation can be a useful exercise for wine marketers. This is a very large and
well funded demographic group and many major consumer brands in the U.S. are
focusing their marketing research efforts here. Even if a wine brand is successfully
focused on the Baby Boomer generation, for strategic marketing purposes and
long-term sustainability of a brand, it may benefit the brand to learn more about
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this new segment of wine drinkers, particularly with a significant portion of this
group coming of legal drinking age over the next 10 years.

Finally, as part of this consumer segmentation, understanding the generational
differences is important and the need for different marketing focus. For exam-
ple, marketing to the Millennials would require direct and to the point advertise-
ments that create a product image closest to this group’s views, and by focusing
on flexible and empathetic service. Overall, a “one-bottle” design or a “one-
advertisement” marketing campaign will not fully develop or tap into the varying
and complex wine consumer.

There still remains an arduous task in the United States to not only change
the perception of wine consumers, but winemakers and sommeliers as well who are
at the forefront of this movement, that screw caps are a reliable and consistent
alternative to natural cork and that wines under screw cap closures are not poor
quality. Successful acceptance of screw caps by consumers could just be a matter
of finding the right combination of winemakers, sommeliers and media as well as
giving the public more time to learn about and adapt to the technology (Mortensen
& Marks, 2003).

It is therefore reasonable to expect that the American market will gradually
grow more comfortable with alternative closures just as they have with many
other new technologies over the years, such as bag-in-the box wine packaging.
Growing pains are inevitable when a radically new method of behavior challenges
the traditions and customs that have existed within a society for hundreds of
years. Ultimately, this is neither the beginning nor the end for alternative closures.
Rather it is the start of more in-depth research needed in wine marketing to
determine what consumers accept as an acceptable form of bottle closure.

There are some important implications for managers of restaurants, retail es-
tablishments, and wineries. Consumers exhibit varying perceptions towards al-
ternative closure packaging strategies, such that a general feeling by them as to
what a particular closure exactly means and how these closures play into different
situational uses is important to understand.

In this sense, the general opinion should guide packaging designers to appro-
priately meet consumers’ expectations, thereby taking into account the cues that
packaging transmits (screw caps imply cheap wines), instead of just focusing on
positioning the product through short-lived messages transmitted by the media.
In sum, the proliferation of the number of brands in the market and the varied of-
ferings and price points that purchasers find available force the efforts of marketing
firms to achieve effective market differentiation.

This study can only serve as an indication that more factors need to be consid-
ered when attempting to determine if screw caps will be successful in the United
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States. It will take a more concerted effort among winemakers as well as somme-
liers to carry some of the burden of proof that screw caps will need to achieve the
critical mass of acceptance by the consumers in the American marketplace (Cork
Quality Council, 2005).

A recommendation for future research would be to look at different purchase
situations, how different packaging attributes and cues impact the choice of wine
bottle selected, and how knowledge and self-confidence influence that decision.
This would be a good follow up to studies done by Barber and Almanza (2006)
and Barber et al. (2006), since each looked at how wine bottle packaging and
gender influenced the wine purchase decision.
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