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ABSTRACT 

 

Millennials are an ever increasing segment of US wine consumers and are a generation 

comfortable using the Internet and social media.  The purpose of this exploratory study is to 

examine the use of social media in wineries from five different countries, as well as to better 

understand which tools the Millennial generation prefers.  Forty-two percent of the winery 

websites used at least one type of social networking tool.  Most frequently used social 

networking tools were e-mail, Facebook, Twitter, and You Tube. This study found that 

Millennials prefer Facebook and LinkedIn.  Implications for wineries targeting Millennials are 

discussed. 

 

INTRODUCTION 

 

The tremendous growth of the Internet has enabled wineries of all sizes to compete on a more 

level playing field both in and around their locality and on a more global scale. Wineries now 

make strategic choices about differentiating themselves in this massive & global market. A 

winery can create and convey their unique distinctions of superior product quality, awards, origin 

or appellation, and overall image through the online medium.  

 

The Millennial generation is quickly becoming the largest segment of wine consumers and they 

are using new forms of technology to make purchase decisions [1]. Other sources indicate that 

the Millennials are at least partly responsible for the recent increase in wine consumption in the 

U.S. [18][24].  Millennials, people born between 1977 and 1999, are the first group of consumers 

to grow up engrossed in a digital and Internet-driven world [22]. As consumers, Millennials have 

a high comfort level with respect to gathering information from the web and using the Internet 

for purchases [11][9]. Barnes and Barnes [2] state that 90 percent of adults aged 18 to 24, and 78 

percent of adults aged 25 to 34, with Internet access use social networking sites. And those who 

use social networking sites are generally more connected to the Internet than those who don‟t [4]. 

In an article concerning the future of the Millennial workforce, Childs, Gingrich, and Piller [3] 

acknowledge that Millennials have an appetite for social media technologies and are spending 

enormous amounts of professional and personal time communicating electronically. 

 

For a winery, the Internet is more than just a medium to communicate or provide information 

online; it has become an instrument to facilitate global trade with wineries advertising and selling 

their products to buyers, who may reside in different countries, or continents [17], as well as a 

platform for wine tourism marketing [14]. Wineries around the world have established web sites 
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for varied objectives, to influence consumers to buy their products direct, provide basic 

information about their products, or to invite customers to visit their tasting room. There are 

many marketing social strategists that believe some sort of social media presence will be 

necessary for organizations to survive and compete [6]. Consequently, wineries are also now 

incorporating social networking marketing tools, such as Facebook and Twitter, as part of their 

business strategy to strengthen their marketing campaigns and promotions. 

 

Are wineries across the globe using social media networking tools on their websites? If so, what 

are they?  Do Millennials prefer winery websites that have social networking or social media 

capabilities?  The focus of this research is exploratory and seeks to answer these questions. The 

literature review follows. Then, the research methodology and results are presented. Lastly, the 

discussion of the results, conclusions, implications for wine business marketing managers, and 

recommendations for subsequent research are relayed.  

 

LITERATURE REVIEW 

 

First impressions of a website home page are critical, as research supports the premise that a 

consumer‟s perceived quality of an e-commerce site will influences other factors, the user‟s 

intention to purchase and trust in that site. Investigating New Zealand online buyer‟s behaviors, 

Shergill and Chen [20] found website design as a dominant factor that influences their online 

purchasing perceptions and trust. Research found that poor style, errors, and incomplete links 

give consumers the perception that the e-commerce site is of lower quality; and the consequence 

is lower trust [25]. This, in turn, influences the user‟s intention to purchase from the online store. 

With their extensive use of the Internet, Millennials might look at the winery‟s web-site before 

visiting the winery. Their review and judgment of the website is important; poorly designed, 

perceived low quality, and broken links are all flaws that will not inspire trust [12]. One‟s 

perceptions of website quality is found to be highly correlated with their trusting beliefs in that 

site, recognizing that consumers are making evaluations on the basis of whatever they know at 

that time, hence the importance of the initial and subsequent web experience [13].  

 

Winning or increasing the trust of the consumer brings about desirable outcomes, such as 

increasing the consumer‟s willingness to shop at the online store [8] and purchase intentions 

[13]. Consumer‟s Internet concerns about issues, including product quality can undermine their 

trust in the Internet store [10]. Offering their history or story, building on their reputation, and 

conveying stories of customer satisfaction are all recommended ways to elicit consumers‟ trust in 

the online store [8]. Efforts to foster communication and opinions as well as provide access to 

website quality content significantly builds customer trust [16].  

 

METHODOLOGY AND RESULTS 

 

A convenience sample of 87 undergraduate and graduate students of a public university in 

northern California participated in the study. Participants were asked to complete the survey after 

evaluating a winey website from Australia, New Zealand, Italy, France, or the U.S. To control 

for the size of the country sample groups, participants were randomly directed to a particular 

country and then asked to select and view a winery website of their choosing. No other directions 



were given as to how to choose a winery in the country. Demographic data, age, gender, and 

approximate number of winery websites visited in their lifetime were also collected. 

 

SPSS 17.0 was used to analyze the data and test the hypotheses. Of the participants responding to 

the survey, 78 participants were Millennials and thus included in the data analysis. Of the 78, 54 

percent were female. The participants‟ mean age was 24, ranging from 20-33 years. The 

participants had visited on average 37 winery websites in their lifetime. The country grouping 

and sample sizes are as follows: (1) Italy – 13; (2) France – 14; (3) New Zealand – 17; (4) 

Australia – 14; (5) United States – 20. Table 1 depicts the social media capabilities or social 

networking tools found on the websites by country giving an indication of the level of 

advancement toward use of these tools.  

 

Table 1. Social media capabilities by country visited 

 

Social Media Capabilities 

Country None One Two At least Three 

Italy (13 websites) 77.0% 23.1% 0.0% 0.0% 

France (14 websites) 64.3% 28.6% 7.1% 0.0% 

Australia (14 websites) 64.3% 14.3% 7.1% 14.3% 

New Zealand (17 websites) 52.9% 17.6% 17.6% 11.8% 

United States (20 websites) 50.0% 15.0% 20.0% 15.0% 

 

Table 2 indicates the Millennials‟ top six preferences as to using social media tools; 1 being their 

favorite that they use the most; 2 next favorite, etc, and 0 if they don‟t use. Over 50% of the 

respondents used the tools listed in the Table. 

 

Table 2. Millennial social media usage preferences 

Social Media 1 2 3 4 5 6 7 Total Use % Use Don't Use 

LinkedIn 29 17 12 6 6 4 0 74 .95 4 

Facebook 65 3 1 0 1 0 0 70 .90 8 

Youtube 4 30 22 11 3 0 0 70 .90 8 

Twitter 0 9 7 9 8 1 1 42 .54 42 

Yelp 2 8 10 7 2 6 0 36 .46 42 

Myspace 3 5 7 7 8 3 2 35 .45 42 

 

Multivariate analysis of variance was used to test the hypothesis that consumer perceptions of 

web-site quality, their trust, and purchase intentions will differ by country of origin of the winery 

website. Using Roy‟s Largest Root Multivariate Test, the hypothesis was supported at α = .05 

cutoff at F-Statistic = 3.366 and Sig. = .014. Looking at the Univariate test results, the 

independent variable, country, was significant at α = .05 with the dependent variable, website 

quality (F-Statistic = 3.987, Sig. = .016. Significant post hoc analyses are shown at Table 3. 

 

Next, Univariate Analyses of Variance were conducted to test the hypotheses that the 

Millennials‟ perceptions of website quality, and their trust and purchase intentions will differ 

between those websites with social networking capabilities (SNCap) versus those with no social 

networking capabilities (No SNCap). 



Table 3. Significant post hoc analyses 

DV 

Country 

 

Country 

 

Mean Difference 

 

Std. Error 

 

Sig. 

Website Quality     

Italy New Zealand -.9853 .41728 .021 

France New Zealand -.8782 .39943 .031 

Australia New Zealand -1.1162 .39943 .007 

United States New Zealand -1.2020 .36510 .002 

 

The items for the variables of interest were adopted from existing scales from prior research: 

web site quality [25], trust [7], and purchase intention [15]. The Cronbach‟s alphas were greater 

than .078. There were no significant differences with the Millennials‟ perceptions of website 

quality, or their trust or purchase intentions; however, the differences in the means are worth 

noting, and therefore, the mean comparisons of the variables are in Table 4 below: 

 

Table 4. Construct Means - Social Networking Capability Comparisons 

Variable No SNCap SD SNCap SD 

Website Quality 5.38 1.21 5.48 1.13 

Trust 4.74 1.16 4.80 4.77 

Purchase Intentions 4.16 1.55 3.96 1.48 

 

DISCUSSION AND IMPLICATIONS 

 

This study recognizes the potential for growth for a winery through their website and the use of 

social media. Facebook was the most preferred social media site to use. Ninety percent of the 

participants used Youtube, but it was only their second and third favorite. While Twitter was 

used by 54 percent of the participants, it was no one‟s first choice. The highest ratio of users was 

for LinkedIn at 95 percent; these results are similar to finding by Childs and his colleagues 

(2009), in that they stated that 96 percent of Gen Yers belong to social networks. 

 

Social media experts will agree that social networks are influential communication and customer 

service tools that can become a mechanism for increasing brand awareness and loyalty, customer 

acquisition and retention, as well as sales. Even so, the empirical portion of the study found that 

whether the website had social networking capabilities was not an influential determinant in their 

website quality perceptions, trust, or purchase intentions. The exploratory analysis into social 

networks and social media saw support for Vin Tank‟s (2009) comments that social networks 

and social media have growth potential for three reasons: humans are social in nature; social 

networks have a negligible startup cost, and their effectiveness is due in part to their “stickiness.”  

 

The study indicates further potential for development and improvement of social networking and 

social media strategies for wineries as well as evaluating the differences in perceptions of 

websites across the globe. Of the winery websites visited for all countries, 42 percent had 

employed at least one social networking or social media tool; 12 percent of the websites visited 

only email signup. Today, one may not fully acknowledge email signup as a social networking or 

social media tool; however, it has not been that long when it was considered a positive step 

toward Internet usage (Sellitto, 2004; Stevens and Burns, 2005). While Facebook and Twitter 



have been used for both business and social networking, LinkedIn is typically used for business 

or working professionals. Recognizing the business usage relevance, LinkedIn was found to be 

used by 95 percent of the participants in the study. Wineries can segment their target market by 

employing specific social media tools, such as Facebook, Myspace, Youtube, and/or Twitter. 

Deploying Facebook or Twitter, wineries can make announcements concerning new releases of 

wine, ask for feedback on a wine, and announce a wine club gathering. Consumers can “friend” 

the winery and share their photos from a barrel tasting, comment on wines, and ask questions of 

the wine maker. Youtube could be used as a strategic platform to share videos of the winemaker 

or wine club crush party, for instance.  

 

The sample for this study was small, and may not be representative of any larger group of wine 

consumers, a limitation. The content analysis of social networking tools employed by the winery 

websites visited by the Millennial participants and social networking tools used by the Millennial 

participants was exploratory. The results provide an initial understanding as to the social 

networking tools being used by Millennials today, and the social networking tools employed by 

the wineries visited. To make further recommendations toward more strategic goals, a larger 

sample across states and/or other countries is warranted. The participants in the study were users 

of the Internet and computer savvy; however, it is assumed that they were no savvier than the 

general population of Millennial consumers. To control for any potential bias with California 

(U.S.) wineries, winery websites from New York, Oregon, and Washington only were used in 

the U.S. country sample. 

 

Organizations making the strategic decision to employ one or more social networking tools 

should decide which tool will best meet their requirements (Barnes and Barnes, 2009) and 

identify best practices in executing and maintaining said tools, as once a social networking tool is 

implemented, the greater task is maintaining the communication and keeping it fresh and on 

target. Again, the winery can communicate to their customers via the social networking tools to 

facilitate marketing promotions such as wine club discounts, members-only parties, new release 

parties, barrel tasting week-ends, or advertising on affiliate websites. In turn, customers can be 

encouraged to post comments, provide feedback to the winery, and get involved in winery 

events.   

 

In conclusion, organizations are increasingly becoming aware of the strategic importance of their 

participation in social media. Using social networking tools to answer questions, ask for input, or 

share ideas, are all excellent tools for building enduring relationships with Millennials.  
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