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Abstract

The intense competition affecting the wine industry in recent decades has forced wineries and
retailers to reshape their marketing strategies on the basis of consumer preferences. The current
study aims to identify such preferences and the effects they might have in influencing consumer
decisions. Preferences for different wine attributes as well as the psychographic traits of
respondents were revealed through a web-based questionnaire administered to 504 wine consumers
living in the wider metropolitan area of New York. Best-worst scaling (BWS) was used to detect

consumer preferences for eleven wine attributes. Based on individual best-worst scores, a latent
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