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The international market of wine has been characterized by growing competition, especially in recent 

years. Wine is one of the main agroalimentary products for Italian export. From wine export depends Italian 

balance of trade. 

In this context, the study aims to identify the role of quality wine, which is strongly linked to the 

geographical location. In fact, this relation seems to be a strong tool in favour of international competition. 

To this purpose we will describe the multifunctional role of wine growing in a specific area, the Collio, in Italy. Then 

we will analyse the chosen data set. The data were collected by quality wine producers that are partner of a 

Consortium. The Consortium safeguards and attests the quality of wine production. Finally, in order to study the 

data we used descriptive statistics and the two step cluster analysis technique of SPSS. 

The use of two-step analysis represented a first exploratory application of appropriate statistical 

techniques to study the relationship among some variables. This technique alongside models of wine producers 

behaviour permits the analyst to explore wine production segmentation by describing different types of wine 

producers strategies. Each group was characterised by common behavioural features, which we have outlined 

below. By observing the clusters of wine producers, we noted that: i) group “1”: it was the largest; it was 

characterized by wine producers which used little or enough promotion, that encouraged the regional Consortium 

creation and had low regional market for their products (max 25%); ii) group “2”: it was characterized by little or 

enough promotion; some of the wine producers of this group supported the regional Consortium creation, while 

others were not likely to encouraged it; it was characterized by middle-high regional market quota (more than 

25%); iii) group “3”: it was the smallest; its wine producers used a lot promotion; there was not a homogeneous 

support in favour of regional Consortium creation; regional market quota was low (max 25%); iv) group “4”: it was 

similar to group “1”, but there was an important difference as regards regional Consortium, in fact, it did not 

encouraged its creation; it had low regional market quota (max 25%). 

The information we collected was sufficient to construct a market segmentation model. This type of 

examination seems to be very useful to wine producers. In fact, it give them the opportunity to understand the 

strategies of their competitors.  

Undoubtedly, the data collected allowed us to analyse the role of local territory and the importance of 

local identity to typical products. Such analysis has become increasingly important for the wine sector, in which 

there is a specific institution – the Consortium – that has the duty to guarantee and promote mark guaranteeing 

quality. 

The Consortium gives wine producers the opportunity to increase the knowledge of consumers about the 

wine quality. From the data collected we observed the importance of Consortium to wine producers. At the same 

time, it is generally acknowledged that it is fundamental for wineries to promote local territory to increase the 

value of its products. Nevertheless, only bigger wine producers hope for the development of territorial brand and 

the cooperation among several stakeholders. 

 


