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1. Introduction

In advanced societies the behaviour of consumersrbes varied and produces continuous
change. The causes of this can be traced bothatogels that are socio-economic in nature
and to changes in modern styles of living. Thesdutdnary processes have brought about a
different “approach” to the consumption of alcobalrinks, particularly wine. With reference
to this last, two diametrically opposed phenomeaaehbeen observed over the last decade.
Indeed, if on the one hand there has been a reducticonsumption of table wine, on the
other there has been greater demand for qualitgsvi@ver the years, indeed, there has been
increasing attention for DOC, DOCG and IGT winesnding together elements of quality
and of regional specificity.

Wine, therefore, becomes a source of pleasure aitiigh hedonistic content that is
increasingly geared towards producing “emotions”.

In the context of the new tendencies in food comsion, the educated, aware, informed,
careful and selective consumer seeks quality, dgdras an instrument of differentiation, and
the traditions that only a “quality” product, corgifrom areas of limited dimensions, is able
to produce.

In Sicily too, over the last decade, there hasibeereasing interest in the quality wine
industry and consumers have paid more attentiowites produced in the areas in the
foothills of the volcano Etna, where Etna DOC wiggroduced. The present paper has the
objective of analyzing the perception of the qyabf the wine (Etna DOC) through the
application of a conjoint analysis.

2. Method of research
The present research, with reference to Etha DQ& wvas carried out between May and
July 2004. The research was carried out by extrgcfrom “the universe” of Sicilian
consumers a sample consisting of 500 units. Forinterview an ad hoc pre-prepared
guestionnaire was used.

The research was conducted using the face to fatkoeh with the aim of acquiring
information both on the various socio-economic andtural aspects of the subjects
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interviewed, on their behaviour during purchasethmn perception that they have of quality
and the price of the product, as well as on theadharistics of commercial distribution.

By means of the questionnaire information of a date and quantitative nature
regarding the various aspects the research aimakigse was gathered. The questions in the
questionnaire were “closed” or multiple-choice, ghaffering the respondent a series of
codified options among which they were called ughoose the most suitable for his or her
position, opinion or way of behaving (Berni, Begall995). Administration of the above-
mentioned questionnaires was carried out in a mypeket belonging to the “Auchan”
(Gruppo Rinascente) chain and at the “Le Zagareppimg mall, both in Catania.

The questionnaire was organized in four sectidresfitst of which was dedicated to the
general characteristics of wine consumption (fregye type of wine consumed, quantities
consumed, when consumed, factors that influenti@eatnoment wine is purchased, attributes
associated with the wine); to the specific charisties (preference regarding the area of
provenance, knowledge of the certifying bodies,)ednd the level of knowledge of and
consumption of Etna DOC wine.

The second part of the questionnaire allowed ushiain information regarding the
characteristics of the commercial distribution lod wvine (place of purchase, expense that the
consumer is prepared to bear for the purchasdiwéaf DOC wine, differences in the prices
of DOC wine compared to common table wines).

The third section allowed us to obtain informat@mnthe socio-economic characteristics
of the respondent. The analysis thus provided él@raf the Catanese wine consumer (age,
number of members in the family, level of educatiprofession and income of the family
unit).

The fourth section was dedicated to analysis ofpreeption of quality, making use of
conjoint analysis. The objective of conjoint an@yis to identify the attributes of goods that
generate maximum utility and to establish whates incidence of each (utility) with respect
to the total utility attributed by the consumer.

3. The perception of the qualita of “Etna DOC” wine

One of the multivaried techniques of statisticalalgsis is conjoint analysis, an
instrument that allows for an analysis of perceptibquality.

This research tool was developed in the early (&0se and Tukey, 1964) in the field of
mathematical psychology and psychometrics and hpgyed greater applied success above
all else in the market research (Green, Rao, 187vden, Srinivasan, 1978).

In Italy in recent years, this analysis tool foe fherception of quality in agricultural food
produce has been applied to various products anariticular to produce that is subject to
fresh fruits (D’Amico, Pecorino, 2001; D’Amico, L¥ia, Pecorino, 2002) and industrial
processing such as wine, oil, etc. (Loseby, Brint@b6; Cicia, Perla, 2000).

The process behind the perception of quality ofapct is a rather complex one, since
each individual is subjected daily to a considexahlantity of information. Only part of this
information, the part which comes close to the sestt the desires of consumers is involved
in the process that leads to the choice of oneymtoover another.

Conjoint analysis has the aim of measuring theepegices of consumers relative to a
selected group of attributes of the product thatigject to analysis.

This analysing technique allows to describe throughity and value indicators
interviewed consumers’ preferences towards produatttibutes and levels.

This technique of analysis allows the identificatiof all (the combination of) features
that a product must have in order to maximize thesamer’s satisfaction.

Conjoint analysis’s main feature is to ask an wigawed sample to carry out their choice
at the same wise as it is presumed they do it whenhasing a good, or in other words



3 International Wine Business & Marketing Researcinférence, Montpellier, 6-7-8 July 2006
Work in progress
comparing different features between them and degidow far they are willing to give up a
certain attribute to get a given quantity of anottribute.

Basis of this analytical process is the individoatof a series of factors, called attributes,
which determine consumer’s overall utility (De Ro2@01).

The individuation of a “relevant’attributes group is the premise to implement gainh
analysis.

The individuation of such attributes may occur hétinough “quantitative” researches on
a consumers sample or through “focus groups” inaglwexperts of this sector (Molteni,
1993).

With reference to the present research, regarti@gérception of quality that consumers
associate with the consumption of Etna DOC wineg #elected features and the
corresponding levels, reported in Table 1, had bedividuated by means of a focus group
involving experts of this sector and have beentifled by means of specific research carried
out in Catania at the GDO and through a focus gmuplving experts in the sector .

TAB. 1 - Features of the wine and corresponding levels

Features Levels Features Levels
Color Red Method of production Organic
White Conventional
Rosé
Price < 4,00 euro Known brand Yes
from 4,00 to 8,00 euro No
> 8,00 euro

Such procedures lead usually to obtain an elevatetber of attributes being valued as
relevant, so the most important moment during pgcess phase is the reduction of these
attributes to avoid any possible valuation gatlgeeind model estimation problem.

Using this methodology it is possible to estimatedach subject as well as for the whole
sample the relative importance of any attributexpgiresent in alternative types of products,
their partial utility being associated to any dserlevel through which products show
themselves and any single product’s total util®attin,Wittink, 1989).

So a conjoint analysis aims to individuate thogebattes of a good that generate the
maximum utility and to establish which is the iremte of each one (utility) in relation to the
overall utility assigned by the consumer.

It is important that all main attributes are comesetl, because the exclusion of one key
attribute could compromise the veracity of thislgsia.

Besides the choice of theses attributes it is aéstessary to identify their related levels.
Levels may be both, quantitative and qualitativa dreir number influences the length of the
data gathering questionnaire chart. Depending enntimber of levels being available for
each attribute it is possible to get different prcidorofiles.

This choice shall produce combinations of diffenegalistic attributes and shall be able to
understand the consumers’ way of thinking durisgiirchase phase.
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Regarding the choice of the profiles number thegudfile procedure had been used in
this work, in fact, having individuated attributassd their related levels (TAB.1 ), it had been
necessary to use the orthogonalization procederaglyealized using the SPSS 12.0 software
for Windows, (Green, Wind, 1975) , which allowesl to obtain an orthogonal array, or a
subset of combinations from which it was possiblg@itoceed to an estimation of utility. We
thus moved from 36 profiles containing all of thenmbinations, to a limited number of
combinations but fully significant, to be adminigté to the respondent (TAB. 2).
Concerning the price it is necessary to highlidt#t tthe minimum limit of 4.00 € derives
from a preliminary price verification of all “EtnBOC” wines being on the market. This
control established that on the Sicilian marketahs not any wine of the above mentioned
typology having lower prices.

Nine charts containing different attributes andelewwcombinations had been given in total to
the interviewed person (TAB. 2).

TAB. 2 - Profili del vino Etha DOC

Notorieta della

Combinazione Prezzo Colore Metodo di produzione

marca

1 > di 8.00 euro Bianco Biologico si

2 > di 8.00 euro Rosato Biologico no

3 da 4.00 a 8.00 euro Rosso Biologico no

4 da 4.00 a 8.00 euro Rosato Convenzionale si

5 da 4.00 a 8.00 euro Bianco Biologico si

6 < di 4.00 euro Rosato Biologico si

7 < di 4.00 euro Rosso Biologico si

8 > di 8.00 euro Rosso Convenzionale si

9 < di 4.00 euro Bianco Convenzionale no

The features and the relative levels consideretbetosignificant for the purposes of the

research were the colour (red, white, roseé), timepgn euros per 0.75 | bottle (< 4.00, from

4.00 to 8.00, > than 8.00), the method of producforganic, conventional) and whether or
not it is a known brand (yes, no).

Once the data was gathered, we proceeded to anaséstof the weight assigned by the

consumers to the various attributes, and theytkisociated with the various levels of these.
It was necessary, however, to choose preliminéngytype of functional relationship between

utility and preselected levels.

For the aims of the present analysis, the choias made to use the rule of the
additive linear composition, in relation to whighe total utility of a product is equal to the
arithmetic sum of the utility that each consumesoasates with the attributes considered and
which he therefore considers, in the context of pheselected levels, substitutable among
each other.

lJi = :;: :EEIJHXQ

k=1 j=1

In this case, Wrepresents the utility assigned by the consuméréda@ombination of attributes
I-nth, uq is the partial utility assigned to the level j-rdhthe attribute k-nth, whilexis a
binary variable that assumes the value zero inretesef the attribute and one in its presence.
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Therefore, the value of a product, in terms ofitytilis equal to the arithmetic sum of the
utility that the individual consumer associategwtite attributes it possesses.

Results obtained applying the OLS method are cwmefif by Kendall's Pearson and
Tau’s R indicators values giving an indication ceming the model's adjustment degree in
relation to observed data, representing so in faet correlation between estimated and
observed preferences.

4. Analysis of the results of the research

4.1 General features of the sample interviewed

In this first phase it was felt to be useful tolma the profile of the consumer highlighting
age, sex, education, profession and income ofdhely unit. Indeed, from the research it
emerged that 51.6%, equal to 258 units, are maiswuoers with 50.2% aged between 21 and
40 and 38.8% aged between 41 and 60 (FIG. 1). Wigard to education (FIG. 2) the
consumers interviewed have a mid to high cultuesfel, indeed 19% hold a university
degree, 57.2% have a high school qualification4%8middle school and 5.4% primary
school. In examining employment of the sample (Biwe found a varied socio-economic
pattern; nine categories were considered (artibansewife, manager, unemployed, clerk,
self-employed, labourer, pensioner, student) phes éntry “other”, which includes those
professional activities not ascribable to thoseetlsabove. The most popular category was
that of clerk with 21.2%, there then follows theegry of housewife with 17.8% and those
who declared a profession different from those jg®ed in the questionnaire with 14.6%, then
come the self-employed with 11.6%, students witk%) labourers with 8.00%, pensioners
with 6.8%, artisans with 5.0%, unemployed 3.6% arashagers with 1.0%. The final element
investigated, which allowed us to complete therefee picture of the sample is the level of
family income (FIG. 4). Indeed from the researclenterges that on the whole the sample
interviewed has a mid to high income. Only 12.4%ehan income below 10 thousand euros,
56.6% have an income of between 11 and 20 thousanus, 24.8% have an income of
between 21 and 40 thousand euros and 6.4% haveamé above 40 thousand euros.

FIG. 1 - Subdivision of the sample by age range FIG. 2 - Subdivision of the sample by education:
qualifications
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4.2 General features of wine consumption

Through the present research a considerable guatibformation regarding the features of
wine consumption in general and Etna DOC in padichas been gathered. Due to two
reasons it had been necessary to carry out theystov this research’s purposes considering
both aspects, wine consumption in general as vgetjuality wines consumption: first of all
because having carried out a preliminary surveyjnduwhich it had been possible to
establish that the most part of Etha DOC wineshie Catania province are available
prevailingly in LD supermarkets, it had been soidied to carry out this survey in above
mentioned shopping centres, and being those onespecdalized shops a heterogeneous
consumers sample had been interviewed. And havewpnslly observed the gradual
consumption drop registered in the last decad8jdity and in Italy, of table wines compared
to the increase registered for quality wines — fingoso that consumers pay not only more
attention on goods that they consume, but they @sognize in seals (DOC, DOCG, IGT)
the quality of a product — it had been possiblalétermine through the above mentioned
research quality wines consumers rate and spdbffieana DOC wines consumers rate
compared to the overall consumption.

From an analysis of the data we can see that 6bf4te consumers interviewed (FIG. 5),
equal to 307 out of 500, declared that they drimkewirequently while the remaining 38.6%,
equal to 193 interviewees define themselves ascoosumers.

It is however necessary to underline that withie tategory of the interviewees who
define themselves non consumers, 26.9% (52 supjdetdare themselves to be purchasers
but not consumers, while 73.1% (141 subjects) declhey have never purchased wine.
Therefore the reference sample consists of 35®setshj

The sample of consumers who declared themselvbe tmn consumers were asked
why (FIG 6) they were led not to consume the pradiibe response to this question on the
part of 32.2% of the non consumers was that theyad@ppreciate the organoleptic qualities
of the wine, 29.2% prefer other drinks, 18.5% a&etdtal, while 18% state that they do not
drink wine for health reasons.

FIG.5 - Distribution of the sample of consumers wia FIG. 6 - Reasons for non consumption
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With regard to the frequency of wine consumptiofG(F7), from the analysis carried out it
has emerged that 42.6%, equal to 131 interviewatefd307 consumers, declared they drink
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wine “once a day” or even “several times a day”.128 declared they drink wine more than
once a day, while 19.5% declared they drink wineeoma day), 23.1%, equal to 71
interviewees, declared they drink wine “two or thténes a week”, 16.3% “at least once a
week”, 10.1% “at least once every two weeks”, wifdy 7.8% of consumers declared that
they drink wine “at least once a month”.

FIG. 7 - Frequency of wine purchase
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This research also aims to identify the main ocasion which wine is consumed (FIG 8)
and has allowed us to ascertain that wine maintinsnportant role during meals, when it is
drunk by 47.3% of the consumers interviewed; a¢graage equal to 25.7% declare that they
drink the product at holidays and 17.7% declarétthey drink wine only in restaurants.

This result puts on evidence that most likely comsts having declared to consume above
mentioned drink during meals prefer to purchasedasine compared to the other categories,
which on the other side are more inclined to coresgomlity wines.

FIG. 8 - Occasions for consumption of wine
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4.3 Features relating to the area of provenance,dértification and the consumption of Etna
DOC wine

With reference to consumers’ attention for the axrgarovenance of the wine (FIG 9),
70.8% of the sample (254 consumers) declared tiegt are interested in this feature, while
the remaining 29.2% (105 consumers) displayed tevest.
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Among those who declared themselves interesteldeiprovenance of the wine they
buy (FIG 10), 64.2% prefer wine of local producti@d.5% declared that they consume wine
of both local production and wine produced in otheyas, while the remaining 6.3% declare
that they prefer wine produced in other geograplaiceas or even extra-regional wines.
This result confirms the marked bound that a Sigilconsumer has with his territory and his
traditions. Besides being wine for Sicilian consusna mere product, it represents also an
emblem of their cultural tradition. In fact consugia “quality” product means to purchase a
product being able to recallterritory (which with reference to Sicily compared to thbest
Regions began only for a short time now to valoitisg@roducts), itsraditions and itsvalues
In other words it can be asserted that purchasiodyets boring a quality seal he purchases a
part of his ” provenance” territory. In this doulstde wine specifies itself and can be used as
a motor for the territorial economic development.

FIG. 9 - Interest for the area of provenance FIG. 10 - Level of consumers' preference betweennés
produced locally and those produced elsewhere
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Interest in certification and/or statements regaydhe quality of the wine is another element
considered in that this is considered particulariportant for the results of the research. The
results obtained (FIG 11) show that 52.1% of themda interviewed declared themselves
interested in quality certification, while 47.9%ctired they were not interested, this data
leads us to think that the percentage of consumvbrs declared themselves interested in
certification belong to that segment of consumeh® &re more inclined to purchase bottled
rather than on-tap wine.

Another element of important interest regards gwell of reliability that consumers grant to
the quality certification. From the research itnspires that 91.4% of the consumers
interested in the quality certification believestho be reliable, the remaining 8.6% hold it to
be of poor reliability while none of the consumemnsider it to be unreliable. From the
results of the research it transpires that thefioation system preferred by the sample (FIG
12) is DOC, with 45.9% of preferences, followed the IGT system with 29.1% of
preferences and DOCG with 25.1%. This result m@ansan state that the greater preference
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for DOC wines on the consumers’ part can be jestifboth by the greater presence of this
type of wine in the large distribution chain comgzhto other wines with other certification
systems, and by the fact that DOCG wines are roatymred in Sicily.

FIG. 12 - Preference regarding certification and/o
statements of quality of wine
60,0
50,0+ 45,9
40,0
29,1
30,0 25,1
20,0
10,0
0,0 : ‘
DOC DOCG IGT

The present research also aims to identify thel lei’knowledge and consumption of
“Etna DOC” wines .

In the for the survey used questionnaire chart beeh inserted to help the interviewed
person the names of all produced Etna DOC wines.

From the carried out survey emerges that (TAB4&) of the interviewed sample
stated to know the name of one o more wines, daglao to be a consumer of above
mentioned wine tipology, while 54% stated that thag never consumed this product.

From the research carried out it emerges (TAB 3} #6% of the sample interviewed
declared themselves to be consumers of this typeirad, while 54% stated they had never
consumed this product.

Among the reasons that led the interviewees tonttreconsumption of this wine,
37.6% declared they prefer another wine, 48.5%sadedl|they did not know it, 6.7% declared
they do not drink it because it costs too much levtiie remaining 7.2% said that there were
other reasons. This result can be traced backetasrirall size of the companies involved and
the limited expenditure capacity of the wine praehsc which affects the above-mentioned
companies’ possibilities in terms of applying sfgraint marketing strategies.
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TAB. 3 - Information concerning the consumption ofEtna DOC wine

Indications N. %

Consumers of Ethna DOC

Yes 165 46,0
No 194 54,0
Total 35¢ 100,0

Reasons for non consumption

Prefer other wine 73 37,6
Don't know 94 48,5
Costs too much 13 6,7
Other 14 7,2
Total 194 100,0

Source: our processing of directly gathered data

4.4 Commercial distribution of wines and consumatstudes with regard to price

With regard to the preferred places where wineuicipased by the consumers interviewed,
from an analysis of the data (FIG 13) it emergeat they favour purchase in supermarkets
and hypermarkets (44.6%), an expected result i€ovesider that the interviews were carried
out in points of sale of the large distribution icha high proportion of consumers (equal to

21.3%), in search of difference and refinement,lated they purchase from wineries,

especially when they wish to buy a wine of paréewjuality or when they want to enlarge the
range of wines consumed.

Another category of consumers (equal to 20.7%)sists of those who purchase from
agricultural concerns, including in this categang fproportion of consumers who declared
that they purchase from rural tourism establishsand wine producers.

The percentage of those who declared themselwdstecested in the purchase of the
product because they produce it themselves wasianfé/%), as was that of those who
declared that they purchase in restaurants or moall retailers (6.5%).

As regards perception of the price (FIG 14) of D@ihes on the part of the
consumers interviewed, the results of the resdaagk shown that prices are considered to be
“excessively high” by 28.7% of consumers, “high” #%.0% and “reasonable” by 27.3% of
the consumers interviewed.

Furthermore, with the aim of testing on which pricand the consumer orientates
himself at the moment of purchase, a question wssried regarding the expense they are
prepared to bear for the purchase of a litre of DGae.

From the processing of the data gathered (FIGtEserges that 28.7% of the sample
is prepared to pay up to 4.00 euros, 41.8% arentatied towards the middle band, which
corresponds to an expense ranging from 4.00 to 8u00s, 16.4% are instead prepared to
spend from 8.00 to 12.00 euros. In this case weleaéing with individuals who consider the
high price as an element of the quality of the wiwery often these are refined and habitual
consumers who often buy in specialized shops imthest for difference.

10
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FIG. 15 - Consumers willing to pay for DOC wine
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4.5 Analysis of the preference for Etha DOC wineulgh the use of “conjoint analysis”

The use of this technique of analysis has allonsetbpresent to the interviewees a series
of tables carrying different combinations of atirtiés and relative levels.

Table 4 illustrates conjoint analysis’s main resufirom the processing of the data we can
observe that all four of the attributes analyzeovpd relevant, even though the colour and
price have greater importance for the consumeomparison with the name of the brand and
the information regarding the method of productiaich proved to be the least relevant
element.

From the complete analysis (TAB 4) it emerges thatgreatest weight with regard to the
features highlighted is held by the colour (44.73%fich influences the consumer more at
the moment of purchase with regard to the price7&), the name of the brand (19.08%)
and the method of production (12.43%). This resultonfirmed by another value gathered
during the survey, when it had been asked thatstmaple indicates its favourite wine
typology. In fact interviewed “consumers” declatedorefer red wine, other wine typologies
are consumed only in certain occasions, often ¢corapany particular dishes.

As instead for the utility values for each levelisipossible to note that the consumers at
the moment of purchase showed themselves to bieyarty careful with regard to colour,
showing a clear preference for red wine, followgdnhite wine.

As for price, we underline that the level favoutdthe consumer is represented by the
intermediate one, from 4.00 to 8.00 euros, whigghlr prices lead the consumer to purchase
types of wine other than Etna DOC.

It is anyway necessary to put on evidence thatréssilt may depend on the fact that this
survey had been carried out in large distributibaigs places. In fact in such huge shopping

11
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centres quality wines can be found, but with prittest only unlikely are higher than eight
euros.

There does exist a group of interviewees who prefees at the higher level, underlining
an association between price and poor quality ®@iime.

The name of the wine is considered to be a releatribute by the consumer. This result
Is confirmed by previous questions in the questamnin which the interviewee was asked to
order the five factors (price, name, label and gmestion, others’ advice and provenance)
from the most to the least important of those whidluence him at the moment of purchase.
The name proved to be one of the factors that dnewumer considered very important, to the
point of being seen as an element of the qualityhef wine. Also in the brand mark’s
notoriety case it is right to declare that in tihart had been inserted all produced Etna DOC
wines’ names and all those ones related to theugind winegrowers. It emerged that brand
marks being prevailing known are those ones bemgable in large distribution chains.

Finally, with regard to the method of productifnom the research it has emerged that
organic methods are considered by consumers tonbeleanent of quality although they
nevertheless demonstrate less interest in thistag regard to the other attributes.

The results obtained are further confirmed by &&#s R value, which provides an
indication of the degree of adaptation of the madehe data observed.

TAB. 4 - Result of conjoint analysis

Features Levels % Coefficient
Color 44,73
Red 1,3939
White 0,5152
Rosé -1,9091
Mehtod of production 12,43
Organic Yes 0,5439
No -0,5439
Price 23,76
< 4,00 euro -0,3899
from 4,00 to 8,00 euro 0,4505
> 8,00 euro -0,0606
Known names 19,08
Yes 0,8909
No -0,8909

Costant = 5,522
Pearson's R = 1,00

So, from the analysis carried out, it emerges tf@ah the various combinations of
attributes and levels available to the consumées,ideal profile consists of a wine red in
colour, belonging to a price range of between 4 8neuros, obtained from an organic
production method and of a known name (TAB 5).
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TAB. 5 - Ideal profile

Attributes Levels
Colour Red
Price from 4.00 to 8.00 euros

Method of production

Organic Yes
Known name Yes
5 Conclusion

The research carried out on the perception of tyuallows us to make some interesting
considerations.

An initial element of reflection regards the gragiinterest of consumers in quality
wines, which explains the trend in consumption ae®ent decades towards a reduction in
consumption of table wine and an increase in copsiom of quality wine. We therefore note
the tendency of consumers to perceive common wamelsquality wines as very different
categories, seeing in quality wines a drink thatinsreasingly destined to particularly
important situations in people’s lives.

A second element that emerges from the reseamgarde the attention that the
consumer grants to the area of provenance of time wonsumed, indeed the consumer
interviewed favours the consumption of local orioegl wine. This result underlines the link
that the Sicilian consumer has with his territongd ats traditions. Wine is more than just a
product for the Sicilian consumer, it is a symbot dor Sicily represents an emblem of its
traditional culture.

With regard to the factors that influence the coner at the moment of purchase,
above and beyond the area of provenance anothiar figcthe price, indeed 41.8% of the
interviewees are orientated towards a medium fréc®l, between 4.00 and 8.00 euros.

With regard to the main occasions on which wingrigk, the research carried out has
allowed us to ascertain that wine maintains an @ role during meals, especially for the
more adult subjects; younger people, instead, aogengeared towards consumption
especially at holidays and anniversaries.

With regard to certification and or statementgjodlity of wine, the sample declares
its interest in certifications of quality; this tds makes us think that the percentage of
consumers who have declared an interest in cettiific belong to that segment of consumers
which is more inclined towards the purchase ofledttather than on-tap wines.

As for the application of the conjoint analysisthe perception of quality, interesting
results emerge, indeed the processed data showvthaian state that al of the attributes
considered proved relevant, even though the caadrthe price have greater importance for
the consumer compared to the name and the infavmati the methods of production.
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Relative to the values of utility for each levielis possible to note that the consumer
at the moment of purchase proves to be particutatgful with regard to colour, with a clear
preference for red wine followed by white wine.

Finally, with regard to price, the analysis allalvas to ascertain that the level
favoured by the consumer is the intermediate oréyden 4.00 and 8.00 euros, while the
consumer is willing to pay a higher price for therghase of types of wine other than Etna
DOC. It would be anyway interesting to verify thgbuanother research if the in above work
obtained results can be obtained carrying outan@esstudy in other areas.
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