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Abstract: Purpose

- The purpose of this paper is to show that the branded wine concept refers to a very heterogeneous
category as regards wine made in France, but this sort of wine can appeal to certain types of consumers.

Desi hodology/approach
— An initial qualitative study was carried out to explore consumer representation as regards branded wine. A

second, quantitative, study enabled us, through a cluster analysis, to identify brand-sensitive consumer
segments in the wine field.

Findings

—There is a divergence in consumer representation between novices and experts. The former considers
A.0.C.s (Appellation d'Origine Contréiée, a French official label of protected geographical indication) and
regions as brands while the latter have a narrower vision of what a branded wine means. The “discoverers”,

the youngest consumers (18-29 years old), who are interested in wine and have little knowledge ofiitare
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