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Abstract: This research investigates current preferences in wine purchase patterns and factors that
affect the online purchase of wine by Generation Y and older cohorts in the Republic of Serbia.
Our research utilizes descriptive statistics, chi-squared tests, the Mann–Whitney nonparametric
test, and binary logistic regression. The results indicate that wine purchasing is conducted on an
occasional basis—mostly monthly and weekly—with a tendency to buy wine throughout the whole
year. The older cohort has a more pronounced rank, compared to Generation Y, regarding WTP for
wines with a specific geographical origin and local wines. Although Generation Y and the older
cohort have no habit of buying wine online, the information on geographical origin represents the
most important online information related to online purchase intention. The strongest influence
on online wine purchasing among members of the older cohort is a link that connects producers
with consumers to allow the latter to obtain additional information and send remarks, suggestions,
and/or praise, as well as a link to the winemakers’ association website, and the very significant
influence of female gender. The strongest influence on online wine purchasing in Generation Y is the
information on geographical origin. Female gender and income are also very significant. As wine
consumption in the Republic of Serbia is gradually increasing, a growing interest in online wine
purchases is expected. Our findings can provide useful information for building profiles of online
wine consumers, depending on age cohort.

Keywords: wine; Generation Y; older cohort; consumer behavior; online wine purchase; Republic
of Serbia

1. Introduction

With COVID-19, there has been a reduction in or complete cessation of wine pro-
duction activities at many wineries, although, overall, the wine industry, for the period
2020–2025, is projected to increase in CAGR by 5.8%. There has also been an increase in
demand for high-quality wines on the world market, with a rapid increase in the number
of companies that produce wine in China, India, and Japan [1].

According to data from NationMaster and the World Health Organization, since
2014, Serbian wine consumption per capita has increased by 1.3% annually. In 2019,
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Serbia was ranked 10th globally in wine consumption per capita, with 4.13 L of pure
alcohol [2]. Ivanišević and Jakšić [3] state that there are three wine-growing regions in
Serbia: central Serbia, Vojvodina, and the region of Kosovo and Metohija, with 22 sub-
regions and 77 vineyards. Grape production is carried out at a total of 80,341 vineyards,
constituting 12.7% of the total number of agricultural holdings in the Republic of Serbia. As
Lajko and Erdelji [4] pointed out, a total of 5032 ha is dedicated to vineyards in Vojvodina,
and wine production is mainly based on family wineries of small and medium capacity [5].
The wine industry in Serbia is a significant sector of economic activity that has the potential
to stimulate development in agricultural and rural areas. Increasing the quality of wine in
the Republic of Serbia will contribute to the improvement of the country’s market position
and its domestic and international competitiveness. Therefore, significant activities should
be undertaken to motivate local wine producers to approach new potential markets. On
the other hand, consumers should be educated on the quality of domestic wines and
encouraged to develop a loyal relationship with local producers. The production of high-
quality branded products with geographical indication would improve the recognizability
of particular areas [6]. Wine, staff, cellar door, entertainment, education, and aesthetics are
important for the development of the contemporary wine tourism experience [7].

Various researchers have tried to identify common behavioral attitudes in different age
cohorts [8,9]. When defining age cohorts, McCrindle [10] pointed out that today’s genera-
tions are defined more sociologically than biologically. They refer to a cohort as people born
in a similar period, within a comparable age or life stage, who are determined by similar
events, trends, and developments. Lancaster and Stillman [11] defined four age groups:
Traditionalists, born between 1900 and 1945; Baby Boomers, born between 1946 and 1964;
Generation X, born between 1965 and 1977. As Markert [12] stated, who exactly belongs to
the Boomers, Generation X, or Generation Y will never be clear. According to some authors,
Generation Y is defined by the period 1982–2003 [13,14], 1977–1994 [15], 1978–1984 [16],
or more broadly 1977–1994 [17], or even 1982–2002 [18]. In our research, Generation Y
represents respondents who were born between the years 1981 and 1996. According to
Gurău [19], they were born from 1980 to 1999. Lissitsai and Kol [20] pointed out that
Generation Y came of age during the time of social media and social networks, supported
by internationalization, with even strong influences from popular culture [21]. According
to Kim [22], the representatives of Generation Y are, on the one hand, self-confident, self-
reliant, energetic, and expressive, and, on the other hand, casual and fun [23]. As Palfrey
and Gasser [24] stated, the life of a Gen Y is associated with digital technologies, whether in
social interactions, friendships, civic activities, or hobbies. Wolburg and Pokrywcznski [25]
concluded that Gen Ys were graduating from college as early as 1997, and that they are
very well educated and self-reliant.

Some authors [26–33] suggested that segmentation according to age cohorts is more
pronounced in developed markets. In emerging markets, the literature on cohort behavior
is still limited; therefore, it is very important to critically investigate this emerging topic in
the Republic of Serbia. This study should contribute to the literature, because the authors
investigated the common patterns of behavior of age cohorts toward wine, which is also
considered important for human health and wellbeing. The authors chose to research
this area due to the growing production and consumption of wine in the Republic of
Serbia. Therefore, the specific objectives of this research paper were to investigate current
perceptions of wine and general attitudes connected to the wine-purchasing behavior of
Generation Y and the older age cohort in the Republic of Serbia. The paper aimed to
determine whether there are any differences in sociodemographic characteristics with
respect to the wine-purchasing behavior of these groups. It then sought to identify the
importance of online wine information, which determines online wine purchasing. This
paper tries to fill a gap in the literature and explore differences in wine preferences among
academic staff, because the research on perceptions and preferences of wine consumers in
Serbia [34–36] is still limited.



Agriculture 2021, 11, 1054 3 of 22

After Section 1, the authors present the theoretical basis of their exploration of wine-
purchasing behavior. The methodological framework focuses on the research objective
and utilized research methods, and it is followed by the research findings and a discus-
sion thereof. In the conclusion, the authors summarize their findings, present research
limitations, and offer some policy recommendations.

2. Theoretical Background

Hanić [37] pointed out that, in the case of personal consumption products, due to the
large number of consumers, there is a need for segmentation, and businesses seek simi-
larity of customers in terms of certain characteristics. According to Novaković-Rajčić [38],
consumer behavior is influenced by external (demographic, sociological, economic, and ge-
ographical) and internal factors (personality characteristics—attitudes, opinions, learning,
and motives of consumers). In this regard, Hanić et al. [39] stated that economic theories of
consumer behavior explain how consumers in a given situation allocate their income to the
purchase of certain types of goods. According to Thompson [40], individuals maximize
utility depending on price, income, and other socioeconomic factors [41,42]. Health and
care for the environment, as well as taste, are important factors related to the consumption
of food products; accordingly, Vapa Tankosić et al. [43] concluded that consumers readily
opt for organic and local produce. Consumers especially value organic wine and are
willing to pay a higher price for it [44–47], often stating that these products denote quality,
freshness, and authenticity [48].

Lunardo and Rickard [49] explored the fun elements of wine labels and concluded
that less fun labels reduce the perception of quality, and consumers ultimately demonstrate
less willingness to pay more for the wine. Thus, Combris, Lecock, and Visser [50] indicated
that consumers easily recognize Bordeaux wines based on their labels, because these
are characteristics that are easily recognizable and can be identically perceived by all
consumers. Lunardo and Guerinet [51] investigated the influence of wine labels on wine
consumption and concluded that young people prefer label authenticity.

Mueller and Szolnoki [52] pointed to the fact that young people do not have a devel-
oped attitude toward wine or formed preferences toward external attributes of wine, and
that people aged 18–40 mainly follow recommendations when deciding to buy wine [53].
For Australian consumers, the most important attribute influencing wine choice is that the
wine has been tasted previously, followed by recommendation, and the grape variety [54].
Fountain and Fish [31] investigated the consumption of wine by young people from Aus-
tralia and pointed out that sparkling wine is most frequently consumed by young female
Australians. On the other hand, the findings of Ritchie [29] showed that men and women
do not differ significantly according to wine consumption, and that age is not a key factor
related to wine consumption. Danes consume large amounts of alcohol, and the most
common beverage is wine; a large percentage of young people drink, and classical socioeco-
nomic factors do not play a significant role in determining wine consumption patterns [55]
or quantities consumed [56]. Rodríguez-Donate et al. [57] indicated that the probability
of wine consumption is highest among adult men, while it is less common among young
people and women. The probability of occasional consumption also increases with a higher
level of education.

Concerning wine consumers in Italy, younger women, with a higher level of education
and with children in the household [58], have expressed an interest in obtaining more infor-
mation on the nutritional and health characteristics of wine via the label. Their expectations
also extend to potential warnings about possible side-effects related to excessive wine
consumption. For novice wine consumers, the brand name is not the most important pa-
rameter when buying wine, and they rely on the country-of-origin information; thus, they
lack the information and knowledge to assess the difference in wine quality [59,60]. Agnoli,
Capitello, and Begalli [61] underlined the relaxing and sociable associations of wine as the
most important factors in wine purchase, while the health benefits of wine are insufficiently
noticed. Contrary to the aforementioned view, St James and Christodoulidou [62] pointed
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out that wine consumption among Southern California wine consumers is associated with
perceptions about the health benefits of wine. Among consumers in Australia, health
benefits are not the most important factor in deciding on buying and consuming wine [63].
Health-oriented consumers are willing to pay more for highly enhanced quality wine [64].

The findings of Fountain and Fish [31], Barber et al. [30], Lunardo and Guerinet [51],
Chrysochou et al. [65], Němcová and Staňková [66] confirmed that Generation Y represents
a rising segment in wine consumption, and wine consumers of Generation Y are the focus
of marketing experts [67]. Furthermore, according to State of the Wine Industry 2021,
Generation Y increased their consumption to 20.3% in 2020 from 17% in 2019, representing
a growing trend in consumption (an increase in consumption higher than in other age
cohorts). According to Goldgehn [68], the members of Generation Y are committed to the
use of technology, have developed brand awareness, and are loyal to it. Generation X and Y
buy approximately the same amount of wine each month. Generation Y buys an average
of 2.5 bottles, while Generation X buys up to 3.1 [30]. In the Republic of North Macedonia,
respondents are willing to pay 600 MKD (10 EUR) for their favorite wine, and as many as
53% of respondents would pay 1000 MKD or more (16 EUR) [69]. As Chrysochou et al. [65]
pointed out, Generation Y drinks wine in smaller quantities and more often buys wine in
grocery stores, as opposed to the older cohort that more often buys wine in larger quantities
in liquor and winery stores [65].

The online shopping behavior of consumers of different generations has been the focus
of research in recent years. Under conditions of increased Internet use, new questions of ser-
vice quality in online wine purchasing emerge [70]. Research on wine consumer preferences
indicates the emergence of new online distribution channels and factors influencing the
purchase of wine online [71]. Pucci [72] pointed out the importance of subjective and objec-
tive knowledge for online wine-purchasing intention. Consumers use the Internet to search
for information and make purchases [20,73], thereby saving time [74,75]. Generation X
consumers have more time to shop, but find it difficult to adopt novelties in shopping;
hence, they are more focused on traditional forms of shopping. They use the Internet to
obtain information and follow reviews in great detail [76], they are risk-averse [77], and the
recommendations and opinions of others are important to them. Generation X may show a
lack of loyalty to a brand or company. In contrast, Generation Y consumers are hedonis-
tically oriented [78], and they have a different attitude toward shopping in general [79]
and, therefore, also toward online shopping. Shopping for Generation Y is a pleasant
and rewarding experience [80], it emphasizes their style, and they often react impulsively.
Therefore, they pay less attention to the price and brand and are more focused on the qual-
ity and characteristics of the product [77,81]. In the online shopping environment, the wine
producers and sellers must work on product differentiation, i.e., they must be transparent
in terms of all information and, thus, reach price competitiveness [82], while also having in
mind that some producers are not sufficiently trained for the online sale of wine, especially
smaller wineries [83]. According to Bruwer and Wood [84], online wine buyers are mostly
well-educated, high-income men, aged 35 to 44. The authors pointed out that the online
sale of wine is most significantly influenced by the functionality of the website, followed
by information on the wine and the price. Winery websites [85,86], ease of navigation [87],
website security [88], information availability [89], and website appearance [86] are also
proven to be significant factors that influence online purchase. Cho et al. [85] indicated
that the sensory properties and geographical origin of a wine positively influence the
decision to purchase, but that the quality of information and the quality of services can
reduce the influence of the attributes of origin. Lim et al. [90] suggested that there is a
significant relationship between factors influenced by social groups (subjective norms,
image, and visibility) and the perceived usefulness of online wine sites. In Portugal, online
wine buyers are mostly young, male, well-educated, high-income consumers, buying less
than once a month. They are motivated by the ease of purchase, wider choice of wines,
availability, and price. Positive reasons for buying include prices, origin/brand of wine,
the recommendation of the online store, and their own experience [91]. The authors cited
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delivery problems, lack of trust in sellers, and transaction security as limiting factors for
online wine shopping. Pellet and Lecat [92] pointed out that wine buyers effortlessly search
the sites of supermarkets, shops, wine shops, wine clubs, and wineries over the Internet
and mobile applications, as well as consult with friends. In this way, they research products,
compare prices, and make orders. Interestingly, the wine is mostly bought for personal
use or as gifts. User reviews and expert reviews inspire the greatest level of trust in wine
buyers, and the possibility of adding an interactive function to the site, such as virtual and
video tastings and virtual conversations with winemakers, can lead to increased sales.

3. Materials and Methods

The research was conducted in the Republic of Serbia over 6 months from June
to December 2020. To ensure that the questionnaire was functional, two pretests were
conducted at the university campus on a survey of 20 participants in the presence of
the researchers. In this way, the authors wanted to pinpoint firsthand any problems
encountered and to deal with any difficulties or misunderstandings in the process of
responding to the survey. This resulted in the rephrasing of a number of questions and
corrections and modifications to syntax and grammar. After pretesting the survey and
correcting its face validity [93] in the light of review by experts and survey methodologists
and the creation of a final version, the questionnaire was sent to 2000 email addresses of
university campus staff. The survey was accompanied by an invitation to participate via
email and assurances that responses would be anonymous. The participants were informed
that the study was intended to explore attitudes concerning their wine-purchasing behavior.

Since Wolburg and Pokrywcznski [25] pointed out that Generation Y is very well-
educated and self-reliant, this category of respondents was chosen as a focus for research.
In our research, Generation Y was defined as respondents who were born between the
years 1981–1996, and we used a filter for the age of the respondents (older than 1996) as a
limit, since they were the generation completing their studies at the time of the research.
Respondents born after this year were not included because they were still studying and
were not economically independent. The consumers of Generation Y were appropriate for
this type of research due to their frequent Internet use for various purchases and knowledge
of the particulars of online wine buying.

The second method applied was snowball sampling employing interpersonal relations
and connections among university students and staff to reach a large number of participants.
The seed informants were identified, and the survey was forwarded to their networks who
agreed to participate in the research [94–96]. The snowball method was chosen to identify
and examine members of the population who share the same characteristics such as wine
consumption and purchase [97,98]. Clear, accurate, and sufficiently detailed instructions
were prepared for the respondents and research associates.

After the survey, 1438 of the questionnaires completed in full were returned (response
rate of 72%), and the final research sample was composed of 1438 wine consumers. The
first part of the questionnaire concerned collection of sociodemographic data on the wine
consumers, including sociodemographic variables such as gender, qualifications, and level
of monthly income. The second part of the questionnaire was focused on the consumers’
general attitudes connected with wine purchase rated on a Likert scale: frequency of
wine purchase (once a week, several times during the week, once in two weeks, once
a month, once in 3 months, and once in 6 months); size of wine bottle/package (bottle
of 0.7 L, bottle of 1 L, and larger package); type of wine purchased (aromatized dessert
wine, white, rose, red, and sparkling wine), the place of wine purchase (directly from the
producer—winery, specialized beverage stores, retail stores, and fairs/events); periodicity
of wine consumption (throughout the year or seasonally); the general knowledge on wines
(without any knowledge, poor, moderate, and excellent); consumers’ willingness to pay for
1 L of wine (500 RSD/4.3 EUR, 700 RSD/6 EUR, 1000 RSD/8.6 EUR, 1500 RSD/12.8 EUR,
and more than 1500 RSD/12.8 EUR); consumers’ willingness to pay more for a quality wine
with a controlled geographical origin and local wine using a five-point scale (nothing more,
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up to 10%, 10–20%, 20–30%, and more than 30%); online wine purchase (yes/no). The
third part of the questionnaire explored the respondents’ perceptions on the importance
of various pieces of online information connected to online wine purchase intention such
as information on the use of wine in culinary arts, videos on wine production, videos of
the vineyards, list of literature or books on wine, links to the winemakers’ association
website, current campaigns or promotions highlighted in the media and on social networks,
information on wine geographical origin, characteristics of geographical origin, information
on wine producer’s achievements or awards, tips from wine connoisseurs or experts, and
a link that connects consumers with wine producers to obtain additional information,
remarks, suggestions, or compliments (interval level from 1–5).

Therefore, the subject of the research was the assessment of the preference of Gen-
eration Y and the older cohort in wine consumption, encompassing different research
questions. The first research question (RQ1) was whether the different age cohorts pur-
chase wine and what are the general attitudes and behavior patterns of the age cohorts in
wine purchase? The second research question (RQ2) was whether there are differences in
sociodemographic variables and general attitudes connected to wine purchase between the
respondents in both age cohorts? The third research question (RQ3) investigated which
pieces of online information predict the online wine purchase intention of both age cohorts.

Descriptive statistics were used to investigate the current wine perceptions and general
attitudes connected to the wine purchasing of Generation Y and the older cohort in the
Republic of Serbia (RQ1). Using the chi-square [99] test, the authors sought to determine
whether the difference in the sociodemographic characteristics and the general attitudes of
the Generation Y and older cohort connected to wine purchase was of statistical significance
(RQ2). To further test the differences in both age cohorts, the Mann–Whitney nonparametric
test was applied [100–102]. Binary logistic regression was utilized to respond to the third
research question (RQ3) [39,103,104], to determine which information helps predict online
wine purchases by the respondents of both age cohorts. The dependent variable was the
following question: Do you buy wine online? The independent variables were information
on the use of wine in culinary arts, videos on wine production, videos of the vineyards,
lists of literature or books on wine, links to the winemakers’ association website, current
campaigns or promotions highlighted in the media and on social networks, information on
geographical origin, characteristics of geographical origin, information on wine producer’s
awards, advice from wine connoisseurs or experts, and links that connect producers with
consumers to get additional information or send remarks, suggestions, and praise. In the
first step, the listed variables were entered (older cohort and Generation Y) [105]. The
significance level in all testing procedures was preset at α = 0.05. The collected data were
analyzed in SPSS.

4. Results and Discussion

The total of 1438 wine consumers belonged to two age cohorts, Generation Y and the
older cohort [65]. In the sample characteristics shown in Table 1, members of Generation Y
represented 41.52% of the sample, while members of the older cohort made up 58.48%.

In the sample of Generation Y consumers, 76.5% were women, whereas, in the older
cohort, women constituted 65.3% of the sample. The chi-square results show that there
was a significant difference in the participants’ responses according to their gender, which
is consistent with the conclusions of other researchers [29,31,35,38,43]. The sample was
dominated by the population with a college diploma (67.2%), with a higher share of college
graduates in the older cohort (86.6%). In Generation Y, there was a higher share of master’s
and PhD degrees (35.3%), which reflects the sample structure of the university staff. The
chi-square results expose a significant difference in the participants’ responses according to
level of education, which is in line with other findings [35,38,58,65]. Considering that the
surveyed sample of consumers was dominated by those with higher education, it is not
surprising that the average income was in the range of 80,000–120,000 RSD (680 EUR to
1025 EUR) and more than 120,000 RSD (1025 EUR). Although the income structure was
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similar in both samples, a significant difference was found in the participants’ responses,
according to the chi-square results [65].

Table 1. Sample characteristics.

Whole Sample
(n = 1438) % Older Cohort

(n = 841) % Generation Y
(n = 597) %

Gender
Female 1006 69.9 549 65.3 457 76.5
Male 432 30.1 292 34.7 140 23.5

χ2 (1) = 21.101; p = 0.000

Level of education
Higher school 183 12.7 35 4.2 148 24.8

BA degree 966 67.2 728 86.6 238 39.9
Other (MA, PhD) 289 20.1 78 9.3 211 35.3

χ2 (2) = 348.156; p = 0.000

Total average
income (per month)
of your household

<50,000 RSD/430 EUR 64 4.5 12 1.4 52 8.7
50,000–80,000 RSD/680 EUR 234 16.3 203 24.2 31 5.2

80,001–120,000
RSD/680–1025 EUR 661 46 334 39.7 327 54.8

Over 120,000 RSD/1025 EUR 479 33.3 273 32.5 206 34.5
χ2 (3) = 273.931; p = 0.000

From the results on the purchasing patterns of wine consumption in Table 2, we can
see that the most common frequency of wine purchases in both age cohorts was monthly.
The chi-square results show that there was a significant difference in the participants’
responses. Previous research [30,34,36] also indicated that the most common purchase of
wine is once a month or less frequently [65]. The findings indicate the fact that the most
common pattern among consumers is to buy a bottle of 0.7 L (76.7%). However, among the
older cohorts, a much higher percentage bought bottles of 1 L (15.6%) and larger volumes of
wine (18.7%). Among members of Generation Y, the largest percentage purchased wine by
the 0.7 L bottle (92.1%) [36,65], and the chi-square results show that there was a significant
difference in the participants’ responses according to volume.

Table 2. Purchase patterns of wine consumption.

Whole Sample
(n = 1438) % Older Cohort

(n = 841) % Generation Y
(n = 597) %

How often do you buy wine?

Once a week 279 19.4 136 16.2 143 24
Several times during the week 291 20.4 154 18.3 137 22.9

Once in 2 weeks 197 13.7 104 12.4 93 15.6
Once a month 498 34.6 306 36.4 192 32.2

Once in 3 months 32 2.2 0 0 32 5.4
Once in 6 months 141 9.8 140 16.8 0 0

χ2 (5) = 164.205; p = 0.000

What size of wine do you buy?
Bottle of 0.7 L 1103 76.7 553 65.8 550 92.1
Bottle of 1 L 164 11.4 131 15.6 33 5.5

Larger package 171 11.9 157 18.7 14 2.3

χ2 (2) = 140.806; p = 0.000

What type of wine do you buy?

Aromatized dessert wine 121 8.4 74 8.8 47 7.9
White 414 28.8 237 28.2 177 29.6
Rose 174 12.1 92 10.9 82 13.7
Red 693 48.2 422 50.2 271 45.4

Sparkling wine 36 2.5 16 1.9 20 3.4

χ2 (4) = 7.454; p = 0.114

Where do you buy wine?

Directly from the
producer—winery 265 18.4 155 18.4 110 18.4

Specialized beverage stores 330 22.9 197 23.4 133 22.3
Retail stores 660 45.9 387 46 273 45.7
Fairs, events 183 12.7 102 12.1 81 13.6

χ2 (3) = 0.775; p = 0.865

Do you consume wine throughout the year
or do you increase consumption during a

specific time of the year (or season?)

Seasonally 206 14.3 100 11.9 106 17.8

All year 1232 85.7 741 88.1 491 82.2
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Table 2. Cont.

Whole Sample
(n = 1438) % Older Cohort

(n = 841) % Generation Y
(n = 597) %

χ2 (1) = 121.868; p = 0.000

How much do you know about wines?

I have no knowledge on wine 73 5.1 73 8.7 0 0
I have poor knowledge 410 28.5 337 40.1 73 12.2

I have moderate knowledge 817 56.8 361 42.9 456 76.4
I have excellent knowledge 138 9.6 70 8.3 68 11.4

χ2 (3) = 218.986; p = 0.000

What price are you willing to pay for 1 L of
wine?

500 RSD/4.3 EUR 71 4.9% 71 8.4 0 0
700 RSD/6 EUR 287 20% 35 4.2 252 42.2

1000 RSD/8.6 EUR 391 27.2% 359 42.7 32 5.4
1500 RSD/12.8 EUR 411 28.6% 234 27.8 177 29.6

More than 1500 RSD/12.8 EUR 278 19.3% 142 16.9 136 22.8

χ2 (4) = 489.268; p = 0.000

How much are you willing to pay more for
a quality wine with a controlled

geographical origin?

Nothing more 30 2.1 30 3.6 0 0
Up to 10% more 390 27.1 218 25.9 172 28.8

10–20% 569 39.6 312 37.1 257 43
20–30% 229 15.9 166 19.7 63 10.6

More than 30% 220 15.3 115 13.7 105 17.6

χ2 (4) = 47.489; p = 0.000

How much are you willing to pay more for
local wine?

Nothing more 132 9.2 100 11.9 32 5.4
Up to 10% more 527 36.6 346 41.1 181 30.3

10–20% 424 29.5 208 24.7 216 36.2
20–30% 176 12.2 113 13.4 63 10.6

More than 30% 179 12.4 74 8.8 105 17.6

χ2 (4) = 66.940; p = 0.000

Do you buy wine online? No 1226 85.3 697 82.9 529 88.6
Yes 212 14.7 144 17.1 68 11.4

χ2 (1) = 9.127; p = 0.003

When analyzing the type of wine that the respondents buy, we found that red wine
(48.2%) and white wine (28.8%) dominated in consumption. A similar structure was present
in Generation Y, where 45.4% bought red and 29.6% bought white wine. There were no
significant differences in the participants’ responses concerning the type of wine purchased.
According to the answers on the place of purchase, we obtained a clear picture that many
respondents in both age cohorts, as many as 45.9%, had the habit of buying wine in retail
outlets. Thus, retail facilities were the most represented, with a relatively high share of
specialized shops (22.9%), which is in line with the findings of Annunziata et al. [58] that a
majority of the consumers buy wine only from supermarkets, with only a limited number
of the respondents buying from wine specialist stores [34,36,106]. The chi-square test was
not of statistical significance.

The consumers of both age cohorts possessed a moderate knowledge of wine (42.9%
and 76.4% for the older cohort and Generation Y, respectively). A statistically significant
difference in the participants’ responses regarding their knowledge of wine was indicated
by the chi-square results. The consumers of both cohorts tended to buy wine throughout
the year, and the chi-Square test was of statistical significance.

According to the findings, 75.1% of the consumers as a whole would be willing to
pay a price higher than 10 EUR per liter of wine. Both age cohorts were ready to pay up
to 12.80 EUR or 1500 RSD for a bottle of wine (older cohort: 27.8%; Generation Y: 29.6%).
Nack et al. [69] showed that a high percentage of consumers are willing to pay 10 EUR for
1 L. The average minimum price paid for a bottle of wine by Dutch consumers is 3.35 EUR,
and Generation Y average spending on a bottle of wine was approximately 5.00 EUR per
bottle [106].

It can be concluded that the largest number of respondents in both age cohorts (39.8%)
were willing to pay a 10–20% margin for quality wine with controlled geographical origin,
above the price of wine with no specified geographical origin. On the other hand, the
largest number of respondents in both cohorts (36.9%) was willing to pay up to 10% higher
margin for local wine, above the price of nonlocal wine. The wine consumption frequency
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can exert a positive effect on willingness to consume sustainable and local wine [107].
Therefore, with an appropriate marketing strategy and marketing program targeting the
frequent wine consumer of above-average quality of wine and highlighting controlled
geographical origin, a significantly higher price can be achieved than the one that most
respondents currently pay [108]. Generation Y was most frequently willing to pay 10–20%
more for wines of controlled geographical origin (43%) and local wines (36%) than for wine
with no specified geographical origin and nonlocal wine, respectively. The chi-square test
findings showed a difference in the participants’ responses according to their willingness to
pay more for wines of geographical origin and for local wine [43,48,49], which is consistent
with the conclusion of other researchers [34,109]. The findings indicate that Generation Y
and older cohorts had almost no habit of buying wine online (85.3%), which is in line with
the findings of this research, i.e., that wine is most often bought in retail stores [66].

To further verify the existence of differences in wine consumption attitudes between
Generation Y and older cohort ordinal variables, the authors used the Mann–Whitney non-
parametric test for ordinal variables (see Table 3). The test made it possible to confirm the
existence of differences and confirm their characteristics. We started from the assumption
that the respondents did not differ in their wine consumption attitudes, i.e., that there was
no difference between the older cohort (OC) and Generation Y (Gen Y).

Table 3. Mann–Whitney test statistics (grouping variable: generation).

Mean Rank Sum of Ranks Mann–Whitney U Wilcoxon W Z Asymp. Sig.
(2-Tailed) Effect Size

Income Older Coh 689.52 579,884.00 225,823.000 579,884.000 −3.501 0.000 0.09

GenY * 761.74 454,757.00

Education Older Coh 861.37 724,408.00 131,730.000 310,233.000 −18.555 0.000 0.49

GenY 519.65 310,233.00

How often do you
buy wine? Older Coh 741.41 623,522.50 232,615.500 411,118.500 −3.902 0.000 0.10

GenY 688.64 411,118.50

What size of wine
do you buy? Older Coh 800.21 672,977.50 183,160.500 361,663.500 −11.844 0.000 0.31

GenY 605.80 361,663.50

How much do you
know about wines? Older Coh 611.69 514,432.50 160,371.500 514,432.500 −13.126 0.000 0.35

GenY * 871.37 520,208.50

What price are you
willing to pay for

1 L of wine?
Older Coh 685.86 576,807.50 222,746.500 576,807.500 −4.592 0.000 0.12

GenY * 766.89 457,833.50

How much more
are you willing to
pay for a quality

wine with a
controlled

geographical
origin?

Older Coh 741.18 623,329.50 232,808.500 411,311.500 −2.462 0.014 0.06

GenY 688.96 411,311.50

How much more
are you willing to

pay for local wine?
Older Coh 743.08 624,926.50 231,211.500 409,714.500 −2.663 0.008 0.07

GenY 686.29 409,714.50

* Effect size—0.1 (small effect), 0.3 (moderate effect), and 0.5 and above (large effect).

A comparison of the older cohort (OC) and Generation Y (Gen Y) for income categories
showed that the category OC (n = 841) had a smaller mean rank (689.52) than the Gen Y
category (n = 597) with a mean rank of (761.74). A statistically significant difference was
found (U = 225,823.000, p = 0.000, r = 0.09). For the education categories, the Mann–Whitney
test results showed that the category OC had a larger mean rank (861.37) than the Gen
Y category with a mean rank of (519.65). A statistically significant difference was found
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(U = 131,730.000, p = 0.000, r = 0.49—moderate effect). For the question “How often do you
buy wine?”, the category OC had a larger mean rank (741.41) than the Gen Y category with
a mean rank of (688.64). A statistically significant difference was found (U = 232,615.500,
p = 0.000, r = 0.0109). For the question “What size of wine do you buy?”, the OC had a larger
mean rank (800.21) than the Gen Y category with a mean rank of (605.80). A statistically
significant difference was found (U = 183,160.500, p = 0.000, r = 0.31—moderate effect). For
the question “How much do you know about wines?”, the Mann–Whitney test showed
that the category OC had a smaller mean rank (611.69) than the Gen Y category with a
mean rank of (871.37). A statistically significant difference was found (U = 160,371.500,
p = 0.000, r = 0.35—moderate effect). For the question “What price are you willing to
pay for 1 L of wine?”, the category OC had a smaller mean rank (685.86) than the Gen Y
category with a mean rank of (766.89). A statistically significant difference was found
(U = 222,746.500, p = 0.000, r = 0.12). For the question “How much more are you willing
to pay for a quality wine with a controlled geographical origin?”, the category OC had
a larger mean rank (741.18) than the Gen Y category with a mean rank of (688.96). A
statistically significant difference was found (U = 232,808.500, p = 0.000, r = 0.06). For the
question “How much more are you willing to pay for local wine?”, the category OC had a
larger mean rank (743.08) than the Generation Y category with a mean rank of (686.29). A
statistically significant difference was found (U = 231,211.500, p = 0.000, r = 0.07).

4.1. Binary Logistic Regression Models

Figure 1 shows the scores for both Generation Y and the older cohort on the importance
of online wine information in online wine purchase. The best-rated variables by the older
cohort were information on the wine’s geographical origin, tips from wine connoisseurs
or experts, and information on the wine producer’s awards. The best-rated variables
by Generation Y were information on the wine’s geographical origin, the characteristics
of the geographical origin, videos of the vineyards, and advice from wine connoisseurs
or experts.

Binary logistic regression was conducted to determine what online information pre-
dicts the online wine purchase intention of both cohorts (Tables 4 and 5). The model was
initially tested with 10 independent variables and a dependent variable—online wine
purchase. Multicollinearity testing was performed, and the presence of a correlation was
checked. The correlation with the dependent variable was high, while, in the case of the
independent variables, the correlation coefficients and VIF suggested that certain variables
should be excluded from the model. Thus, the five independent variable models had a
Cronbach’s alpha value greater than 0.7, meaning that the retained variables were reliable
for further testing (older cohort: 0.874; Generation Y: 0.843). After performing hierarchical
regression by entering the predictors, sociodemographic variables, and interactions (with
method = enter in the SPSS program), we monitored the improvement of the model for
predicting online wine purchases, i.e., the values of chi-square, Cox and Snell R-square,
and Nagelkerke R-square, as shown in the blocks. To make the paper easier to read, we
discuss the results for the older cohorts first and then Generation Y, as in Tables 2 and 3.
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Table 4. Logistic regression for older cohort.

Model 1 Model 2 Model 3

B Exp (B) B Exp (B) B Exp (B)

Constant 0.699 2.012 2.222 9.226 1.101 3.008

Information on geographical origin 0.313 1.367 0.226 1.254 −0.670 0.512

Current campaigns or promotions highlighted in the media and on social networks −0.021 0.979 0.051 1.052 0.030 1.031

Information on use of wine in culinary arts −1.354 ** 0.258 −1.247 ** 0.287 −1.133 ** 0.322

Link that connects producers with consumers in order to get additional information or send
remarks, suggestions, and praise 0.697 ** 2.008 0.754 ** 2.126 0.960 2.613

Link to winemakers’ association website 0.273 * 1.314 0.141 1.151 1.446 ** 4.246

Gender (female = 1) 1.301 ** 3.672 1.818 6.160

Education −0.21 3 0.808 −0.243 * 0.784

Income −0.494 * 0.610 −0.414 0.661

Gender by information on use of wine in culinary arts 0.753 * 2.123

Gender by link that connects producers with consumers in order to get additional
information or send remarks, suggestions, and praise −0.989 0.372

Income by information on use of wine in culinary arts 0.161 1.174

Income by link that connects producers with consumers in order to get additional
information or send remarks, suggestions, and praise −0.381 * 0.683

Chi-square (df) sig 81.621 (5); 0.000 111.164 (8); 0.000 131.521 (12); 0.000

Cox and Snell R-square/Nagelkerke R-square/% 0.153; 0.205; 64% 0.202; 0.271; 67.9% 0.235; 0.314; 69.30%

Significant at * p < 0.05 and ** p < 0.001.
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Table 5. Logistic regression for Generation Y.

Model 1 Model 2 Model 3

B Exp (B) B Exp (B) B Exp (B)

Constant 2.500 12.188 1.256 3.511 −3.894 0.020

Information on geographical origin 0.585 ** 1.795 0.433 ** 1.542 1.710 ** 5.530

Information on use of wine in culinary arts 0.174 1.190 0.158 1.172 0.091 1.096

Video of the vineyards −1.204 ** 0.300 −0.976 ** 0.377 −0.879 ** 0.415

Current campaigns or promotions highlighted in the media and on social networks 0.018 1.018 0.002 1.002 −0.023 0.977

Link that connects producers with consumers in order to get additional information or send
remarks, suggestions, and praise −0.183 0.833 −0.218 0.804 −0.210 0.811

Gender (female = 1) 2.071 ** 7.932 6.352 ** 573.465

Income 1.543 ** 4.678 6.648 ** 770.904

Education −1.519 ** 0.219 −1.370 0.254

Gender by information on geographical origin −1.076 0.341

Income by information on geographical origin 1.292 * 3.640

Gender by video of the vineyards −0.214 0.808

Income by video of the vineyards −0.031 0.969

Chi-square (df) sig 66.254 (5), 0.000 118.786 (8); 0.000 125.797 (12); 0.000

Cox and Snell R-square/Nagelkerke R-square/% 0.126; 0.168; 62,8% 0.215; 0.287; 70.7% 0.226; 0.302; 72.2%

Significant at * p < 0.05 and ** p < 0.001.
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4.1.1. Binary Logistic Regression for Older Cohort

To predict online wine purchase intention, a binary logistic regression was performed
in three stages. The analysis was performed separately for each age cohort. Model 1
contained five variables (information on the geographical origin, information on the use
of wine in the culinary arts, videos of the vineyards, current campaigns or promotions
highlighted in the media and on social networks, and a link that connects producers with
consumers to get additional information or send remarks, suggestions, praise). Model 1
was statistically significant χ2 (5, n = 1438) = 81.621, p = 0.000, which shows that the model
distinguished the influence of predictors on the online purchase of wine. The model as
a whole explained 15.3% (Cox and Snell R-square) and 20.5% (Nagelkerke R-square) of
variance in online shopping and accurately classified 64% of cases. Model 2 was constructed
with the addition of sociodemographic variables (gender, income, and education). Model 2
was statistically significant χ2 (8, n = 1438) = 111.164, p = 0.000, and the other parameters
showed 20.2% (Cox and Snell R-square) and 27.1% (Nagelkerke R-square) of variance in
online shopping and accurately classified 67.9% of cases. Lastly, Model 3 was constructed
with the interaction of statistically significant variables with sociodemographic factors. The
significance parameters of Model 3 were χ2 (12, n = 1438) = 131.521, p = 0.000; The model
as a whole explained 23.5% (Cox and Snell R-square) and 31.4% (Nagelkerke R-square) of
variance in online shopping and accurately classified 69.3% of cases.

The results of the partial contribution in Model 1 show that the variables information
on the use of wine in culinary arts, a link that connects producers with consumers to get
additional information or send remarks, suggestions, and praise, and a link to the wine-
makers’ association website were statistically significant [85–89,92]. The results indicate
that consumers rely on the opinions of experts, regarding the properties of wine and its
use [20,72,74–76,92]. The value of the exponential coefficient indicates that the increase in
the information on the use of wine in culinary arts per unit of value caused the odds of
online purchase to increase 0.258-fold. When a sociodemographic variable was introduced
into the model and its interaction, the contribution of that variable increased slightly. A link
that connects producers with consumers to get additional information or send remarks,
suggestions, and praise had a large partial contribution which, upon increasing per unit,
contributed to an increase in the odds of online shopping 2008-fold, and, upon introducing
sociodemographic variables and interaction, the partial contribution of that variable in-
creased (2216- and 2613-fold, respectively). The link to the winemakers’ association website
had a significant partial contribution to the model. The value of the exponential coefficient
indicates that the increase in the link to the winemakers’ association website, per unit value,
increased the odds of online shopping 1314-fold, and the introduction of sociodemographic
variables and their interaction increased the impact on online wine shopping (1151- and
4246-fold, respectively).

The results of the analysis in Model 2 show that, under the influence of sociodemo-
graphic factors, the significance of all variables (except for information on geographical
origin [85] and a link to the winemakers’ association website) increased. It turns out that
the influence of gender was statistically significant, and that women (in the older cohort)
would buy wine 3.67-fold more often online, which is in line with the conclusions of [57,91].
Among the older cohort of respondents, a higher level of education and income resulted in
a lower likelihood of buying wine online.

In Model 3, we saw the significant effect of the interaction of gender and information
on the use of wine in culinary arts and income with a link that connects producers with con-
sumers to get additional information or send remarks, suggestions, and praise. The results
presented in Model 3 indicate that the influence of interaction and the sociodemographic
variables led to a decrease in the influence of the information on geographical origin, as in-
dicated in previous studies [85], as well as the variable of current campaigns or promotions
highlighted in the media and on social networks, while, for other variables, the influence
increased. The inclusion of the interaction intensified the influence of gender on the online
purchase of wine in the older cohort, and the positive effect of the interaction indicates that
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the influence of gender became stronger. The negative effect of the interaction between
income and a link that connect producers with consumers to get additional information or
send remarks, suggestions, and praise indicates that the negative effect became stronger
when deciding to buy wine online over time.

4.1.2. Binary Logistic Regression for Generation Y

Model 1 was statistically significant χ2 (5, n = 1438) = 66.254, p = 0.000, which shows
that the model distinguished the influence of predictors on online wine purchases. The
model as a whole explained 12.6% (Cox and Snell R-square) and 16.8% (Nagelkerke
R-square) of variance in online shopping and accurately classified 62.8% of cases. Model 2
was built with the addition of sociodemographic variables (gender, income, and education).
Model 2 was statically significant χ2 (8, n = 1438) = 118.786, p = 0.000, and the significance
parameters were 21.5% (Cox and Snell R-square) and 28.7% (Nagelkerke R-square) of
variance in online shopping; it accurately classified 70.7% of cases. Lastly, Model 3 was
constructed for the interaction of statistically significant variables with sociodemographic
factors. The significance parameters of Model 3 were χ2 (12, n = 1438) = 125.797, p = 0.000;
Model 3 as a whole explained 22.6% (Cox and Snell R-square) and 30.2% (Nagelkerke
R-square) of variance in online shopping and accurately classified 72.2% of cases.

The results of the partial contribution of variables in Model 1 show that the variables
information on geographical origin [59,60] and videos of the vineyards were statistically
significant. The value of the exponential coefficient indicates that the increase in infor-
mation on geographical origin per unit of value caused the odds of online purchase to
increase 1795-fold. When sociodemographic variables were introduced into the model
and interacted with them, the contribution of that variable decreased slightly. A video
of the vineyards had a negative partial contribution which, upon increasing by one unit,
contributed to a 0.3-fold increase in the odds of online shopping, and, upon introducing so-
ciodemographic variables and interaction, the partial contribution of that variable changed
slightly in the positive direction.

The results of Model 2 show that, under the influence of sociodemographic factors,
the significance of all variables (except for a video of the vineyards) was reduced. Gender’s
influence was shown to be statistically significant, in contrast to [57,91], whereby women
(in Generation Y) would buy wine 7932-fold more often online [58]. Among Generation Y
respondents, a higher level of income led to a higher probability of buying wine online,
while a higher level of education led to a lower likelihood of buying wine online, in contrast
to [59,91].

In Model 3, we saw a significant effect of the interaction of income with information
on geographical origin, which means that the quality of wine was especially important to
these respondents [59,60,77,81]. The results shown in Model 3 indicate that the impact of
interaction and sociodemographic variables led to an increase in the impact of information
on geographical origin, videos of vineyards, and a link that connects producers with
consumers to get additional information or send remarks, suggestions, and praise, while,
for other variables, the influence was reduced. The inclusion of the interaction enhanced
the impact of income on online wine shopping in Generation Y, and the positive effect of
the interaction indicates that the impact of income became stronger, which is in line with
other findings [84,91].

5. Conclusions

This study analyzed current wine perceptions and general attitudes of Generation Y
and the older cohort connected to wine purchase in a sample of Serbian academic staff. The
research findings show that, in both age cohorts, women were more inclined to purchase
wine. Most of the older cohort of wine consumers had a collage diploma, while the
Generation Y consumers had higher degrees (Master’s, PhD), which reflects the higher
education levels and the higher average income in the chosen sample of the Serbian
academic staff. Wine was purchased on an occasional basis, mostly monthly and weekly, in
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both age cohorts, with the greatest tendency of consumers in both age cohorts to buy wine
bottles of 0.7 L. Additionally, the majority of consumers in both age cohorts bought red
wine. Both age cohorts bought wine mainly in retail outlets, with a tendency to buy wine
throughout the year, without any pronounced seasonal variation. Both age cohorts claimed
to possess a moderate knowledge of wine; therefore, we can conclude that greater wine
education campaigns would be needed in the future. The older cohort and Generation Y
would be willing to pay a price higher than 10 EUR per liter of wine and were willing to
pay a margin of 10–20% for quality wine with controlled geographical origin. The older
cohort expressed a WTP up to a 10% higher margin for local wines, while Generation Y
showed a higher WTP of 10–20% for the purchase of local wine. Members of Generation Y
and the older cohort had virtually no habit of buying wine online. The findings also show
that, for Generation Y and the older cohort, information on geographical origin represented
the most important online information related to online purchase.

The second objective of the study was to explore differences in sociodemographic
characteristics and general attitudes connected to the wine purchases of the Generation Y
and the older cohort using the chi-square test. The findings show that significant differences
do exist (level of education, level of income, frequency of wine purchase, size of wine bottle,
periodicity of wine consumption, general knowledge on wines, consumers’ willingness
to pay for 1 L of wine, and consumers’ willingness to pay more for quality wine with a
controlled geographical origin and local wine and online wine purchase). To further verify
the existence of differences in wine consumption attitudes between Generation Y and the
older cohort ordinal variables, a Mann–Whitney nonparametric test for ordinal variables
was employed. The Mann–Whitney nonparametric test allowed us to confirm the existence
of differences and to establish their characteristics. For education levels and questions
“How often do you buy wine?”, “What size of wine do you buy?”, “How much more are
you willing to pay for a quality wine with a controlled geographical origin?”, and “How
much more are you willing to pay for local wine?”, the Mann–Whitney test showed that the
older cohort category had a larger mean rank than Generation Y. As per the income level
and questions “How much do you know about wines?” and “What price are you willing
to pay for 1 L of wine?”, the Mann–Whitney test showed that the older cohort category
had a smaller mean rank than the Generation Y category, with statistical significance.

The third objective was to identify which online information predicts the online wine
purchase intention of both age cohorts. Binary logistic regression for the older cohort and
Generation Y was performed in three stages, separately for each age cohort.

The findings of the partial contribution of variables for the older cohort show that the
variables information on the use of wine in culinary arts, a link that connects producers
with consumers to get additional information or send remarks, suggestions, and praise,
and a link to the winemakers’ association website were statistically significant in the
regression. The value of the exponential coefficient indicates that, with a unit increase in the
information on the use of wine in culinary arts, the odds of online shopping increased; when
sociodemographic variables and interactions with them were introduced, the contribution
of those variables increased slightly. A link that connects producers with consumers to
get additional information or send remarks, suggestions, and praise had a large partial
contribution, and the introduction of sociodemographic variables and interaction increased
the partial contribution of that variable. A link to the winemakers ’association website had
a significant partial contribution to the model. The introduction of the sociodemographic
variables and the interactions increased the impact on online wine purchase. The influence
of gender was statistically significant, and women (in the older cohort) bought wine more
online. Among the older cohort, a higher level of education and income resulted in a lower
likelihood of buying wine online. Lastly, the findings indicate a significant effect of the
interaction of gender and information on the use of wine in culinary arts and income with
links that connect producers with consumers to get additional information or send remarks,
suggestions, and praise. The impact of interaction on the sociodemographic variables led
to a reduction in the impact of information on geographical origin and current campaigns
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or promotions highlighted in the media and on social networks. The inclusion of the
interaction intensified the influence of gender on online wine purchase in the older cohort.

The findings of the partial contribution of variables using binary logistic regression
for Generation Y in Model 1 show that the variables information on geographical origin
and videos of the vineyards were statistically significant. The result indicates that an
increase in the information on geographical origin increased the odds of online shopping.
When the sociodemographic variables were introduced into the model and the interaction
with them, the contribution of that variable decreased slightly. Videos of the vineyards
had a negative partial contribution, and, with the introduction of the sociodemographic
variables and the interaction, the partial contribution of that variable changed slightly in
a positive direction. Gender’s influence was statistically significant, whereby women (in
Generation Y) bought wine more often online. Among Generation Y respondents, a higher
level of income resulted in a higher likelihood of buying wine online, whereas a higher
level of education had the opposite effect.

These findings are in line with Sohn et al. [110,111], who stated that consumers seem
to integrate online store atmospherics (social cues) in their virtual shopping environ-
ment [112,113] to form online purchase intentions; therefore, enhanced wine sales can be
spurred by increasing the level of social cues on the websites, with chat boxes, customer
reviews, or pictures. Promotional activities on wine e-commerce websites [114] should
be enhanced, having in mind that the promotional activities related to wine and the dis-
semination of wine consumption culture are not at a satisfactory level in the Republic of
Serbia [36,115]. These findings provide a useful insight into all the similarities and differ-
ences of both age cohorts, reflecting the importance of added value activities presented
online that are important motivators for online wine purchase for both generations. A small
percentage of consumers, from both Generation Y and the older cohort, currently purchase
wine online. Thus, an understanding of all the factors that drive preferences in wine
purchase can be of assistance to wine marketers to adopt marketing strategies tailor-made
to these age cohorts. Promotional online activities should be targeted to Generation Y
preferences to develop a trust experience that can translate into repeated online wine
purchases. Policymakers with information on the behavioral attitudes of both age cohorts
could implement specific marketing campaigns directed at creating a positive perception
of the Serbian wine sector. The analyzed factors of wine preferences could be the first
step toward a better understanding of the consumer’s willingness to pay for quality wines
with a controlled geographical origin and for local wines. The Serbian wine market is
slowly developing, and this kind of orientation toward quality attributes could be useful
for the marketing strategies of local wine producers. Our findings suggest that additional
online information, such as the use of wine in culinary arts, short videos, sales promotions,
and interactive links that connect producers with consumers with direct communication,
could be a useful tool to promote online wine purchase. Therefore, this study addressed
some practical implications for wine e-commerce websites that could be used for attract-
ing potential consumers and for motivating the consumers to purchase wine through a
winery’s website or e-commerce platforms. Our findings, from this research conducted
in the Republic of Serbia, may potentially be different from findings in countries where
the wine market is at a mature stage of development, which may represent a limitation.
Furthermore, the sample does not represent the entire population, as it constituted 2.2% of
the university population. Therefore, future studies could cover a larger sample, based on
other sampling and processing techniques, to obtain further insights.
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