Redefining wine retail experiences for Chinese Wine Illiterates

TRADITIONAL A4 MODERN

Culturally Based Wine Illiterates, (abbreviated

as CBWI), are defined as the wine drinkers who

lack the knowledge, skills and behaviour related

to wine. This theory was deducted from the food e N

literacy theory by Vidgen, & Gallegos (2014). Due e

to the absence of drinking context, and the high o o o
barrier to entry in getting to know wine, their ‘

confidence in various wine-related practices is TR

affected negatively, hence it becomes more dif-

ficult when choosing a wine to consume.
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1b) Try wine recommendations
from friends & families is a great
way to build connections.

makes them feel overwhelmed in
the store.
2c) Wine knowledge can help to
empower the wine illiterates and
support them to make independent
wine choices.
2d) Connecting the dots:

i) Food & wine pairing

ii) What social function should

wine illiterates.

ii) Change the subject, never
make them think lack of wine
knowledge is a disadvantage.
2d) Help to create the
connection between consumer
needs and wine attributes
actively.

peripheral wine attributes are
more influential to their wine
choice. In comparison, wine
experts look behind the label to
evaluate the Price/quality ratio of
wine. The experts are also more
open to trying new wines.

3c) Wine illiterates have the urge
to look for wine suggestions from

designing for wine illiterates.

3c) The interaction during which
wine illiterates make a choice, it
should not go too automatically,
instead, allow them to make a
personal decision. (Increase
sense of autonomy)

3d) When presenting the wine,
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wine fulfil/ what attributes of wine
fits best in various drinking
occasions?

2e) No matter what level of wine
knowledge one possesses,
everyone likes to pretend that they
know more about wine than they
do.
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an authentic source. Taking
other's suggestions may hurt their
sense of autonomy, but the
security feeling increases.

3d) No matter what is one’s
experience level with wine, it
always remains an educated
guess when choosing a wine.

try to draw a connection between
it’s extrinsic and intrinsic cues. T¢
make this educated gu
identifiable.
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