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Abstract

The purpose of this study was to investigate the differences in restaurant employees' perceptions regarding the
importance of specific evaluation factors when judging wine quality. To analyze the data of the study, we employed
descriptive statistical analyses, r-tests and ANOVA. The findings of the study are as follows:

First, the importance and influence of the palate on evaluating wine quality attained the highest score. The nose,
appearance, and 'others' also earned significant points in the respective order. Second, when we examined the servers'
differences in perception about the importance of each factors on evaluating wine quality, significant distinctions were
shown among males and females, and those in their 20's and 30's. Third, employees' perception about the importance
of each factors also showed clear differences with regards to the wine servers’ gender and experience with wine. Finally,
we hope the results of this study provide useful information for the hotel restaurants and other food & beverage
businesses. Specifically, this research may be used to establish helpful criteria for recommending and presenting the

432

suitable wine items based on the customer's individual tastes and preferences.

Key words : Wine quality evaluation factors.
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Table 1. The key factors from wine quality evaluation attributes
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Dimensions

WSET

IC

AC

DIP

Ttalia”

Verdu-
Jover et al?

Adopted
factors

Appearance

Clarity
Intensity
Colour
Bubbles”

Rim vs core

)
©

Nose

Condition
Intensity
Development
Fruit character

Displeasure

o O O O |0

o O o oj]o o © O O

© ©

Palate

Sweetness
Acidity
Tannin

Body

Fruit intensity
Fruit character
Alcohol
Length
Displeasure

Balance

o O O O

o o o o o o o o©

o o o o o o o O

3)

4

4

© © © 0|0

© ©O

Others

Vintage

Origins

Winery fame
Goodness harvest
Brand

Wine image
Label

Expert opinion
Price

AOC

o O O o o o O © o

© © 0|0

Conclusion

Quality
Maturity

Commercial value

Note: IC=intermediate certificate,

D excluding sparkling wine,

AC=advanced certificate, DIP=diploma.
% including sparkling wine,

% balance bouquet,

 balance flavors.
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Table 2. General characteristics of the subjects
Variables N(%) Variables N(%)
Male 162(53.8) Hotel outlet 160(53.2)
Gender Place of work
Female 139(46.2) Bar, restaurant etc 141(46.8)
High school 28( 9.3) ~5 159(52.8)
Edll; (‘:/z:fonal Undergraduate school 240(79.7) Career(years) 6~10 66(21.9)
Graduate school 33(11.0) 11~ 76(25.2)
~29 163(54.2) New wine drinkers 68(22.6)
30~39 97(32.2) Wine Beverage wine consumers 82(27.2)
Age(years)
40~49 36(12.0) knowledge Aspirational drinkers 88(29.2)
50~ 5(1.7) Connoisseurs 63(20.9)
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Table 3. Descriptive statistical analysis on wine quality
evaluation factors

2-HAAT

Factors Items Mean SD in Overall
factor  rank
Appearance 4.827 2.356 3 -
Nose 7.817 1.873 2 -
Palate 8.131 2.331 1 -
Others . 4.244 2.187 4 -
Clarity 5.935 2.032 2 11
ApPCa-  p ity 5207 2340 3 14
rance
Colour 8.837 2312 1 1
Condition 8.048 2421 1 2
Intensity 6.735 2.188 2 5
Nose
Development 6.545 2.278 3 7
Displeasure 3.696 2323 - 4 17
Sweetness 5.221 2.890 6 15
Acidity 5.652 2.430 4 12
Tannin 6.578 2.404 2 6
Palate ~ Body 7.038 2.598 1 4
Alcohol 3.459 2.445 7 18
Length 5.548 2.694 5 13
Balance 6.487 2.953 3 9
Vintage 6.154 2.718 3 10
Origins 7.392 2476 1 3
Others
Winery fame 6.528 2.811 8
AOC 4,941 2.609 4 16
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Table 4. Difference in importance of wine quality evaluation factor by gender, age and level of wine knowledge

Mean(SD)
Gender Age Knowledge level of wine
Male Female ¢ P ~29 30~39 40~49 50~ F p NYD BYC AD CON F  p
Appea- 473 491 519" 427" 465 400 . 504 521" 477 413 .
e 224) (249) 02 B 05y 13 a9 wsn % 0T 039 ss) so) ez 24 08
753 8.12 w 798 755 7178 150 779 817 750 778
-2795 . 1. 354 1.840 .140
Nose 1 qay 86 27 0% oy asoy asny arn M9 00 a76) (190) (1.80)
860 7.59 o 768 871" 861 800 - 809 750" 830 877 "
Palate 99y @57y 385 00 gy ony ey 09 B2 03 03 s @3s) e PO 010
oters F13 43T _gpe sy 414 445 396 550 o0 o 408 412 443 433

(2.25) (2.10) (2.01) (2.26)

(42) (4.12)

(240) (1.77) (220) (2.43)

Note: NYD=new wine drinkers,
t

p<05, “p<.01, p<.001.
2 F2E0 99l X4 £FH 2 Yold Xo] 9} vitylR]
2 Q1o o7 g2la Bt 8RN HE3t Apo]E Hola
dom, 53] 2871 HH AEV} FdolA BT Aolg
Holx gt o]k Apo] Al 871 HeT dE7H A
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£ FAAY Wl A sk o1 AR w) =l
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BYC=beverage wine consumers, ]
As the result of Scheffé test, the differences among the groups based on p<.05.

AD=aspirational drinkers, CON=connoisseurs.
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Table 5. Difference in importance of appearance factor by gender, age and level of wine knowledge

25490

RoMrlo} RAFRSEE

Mean(SD)

Gender Age Knowledge level of wine
Male Female ¢ 2 ~29 30~39 40~49 50~ F P NYD BYC AD CON F P
. 594 592 591 591 611 594 598 6.14 583 577
Clarity (2.19) (1.84) 099921 (2.04) (2.01) (2.03) (2.03) 104958 (1.96) (2.06) (2.04) (2.09) 499 684
519 528 550 505 444" 533 . 485 577 527 487
i -334 . . . . .
Intensity 2.19) (2.50) 33 738 (2.53) (2.10) (1.78) (2.98) 2302047 2.11) 2.67) (2.36) (1.97) 2608 052
8.89 880 . 858 904 944 867 9.17" 809" 890 937 .-
Colour (226) (237) 252047 (2.48) (2.25) (149) (1.83) 1718 163 (2.03) (2.82) (2.24) (1.68) 4.595 004
Note: NYD=new wine drinkers, BYC=beverage wine consumers, AD=aspirational drinkers, CON=connoisseurs.
" ¥ As the result of Scheffé test, the differences among the groups based on p<.05.
p<05, Tp<o0l.
Table 6. Difference in importance of nose factor by gender, age and level of wine knowledge Mean(SD)
Gender Age Knowledge level of wine
Male Female t §Z ~29 30~39 40~49 50~ F D NYD BYC AD CON F P
Condi- 840 7.64 w 750" 871" 889"  7.00 w790 738" 841" 857" "
tion 219y @61y 0T heoy sy asay oy B0 ose @esn @34 o0 O8O
. 6.73 6.4 6.75 6.75 6.46 8.00 6.62 6.89 6.73 6.67
Itensity 05y 2349 04?0 036 o a8y oy L @28 @34 o9 os b 8
Develop- 650 660 6.69 6.19 6.94 6.00 6.29 6.95 6.42 6.47
ment 229) 221 MO 036 1 o) @ss) M 030 26 @24y 23 P03
Displea- 342 401 _ . 406 343 271" 4.00 «» 419 3.87 3.44 3.29
sure 206 @s6 PV hse 23 (00 (33%) 4118 .007 (271 (2.55) (1.94) (1.95) 2.206 .088

Note: NYD=new wine drinkers,

BYC=beverage wine consumers,

AD=aspirational drinkers, CON=connoisseurs.

" * As the result of Scheffé test, the differences among the groups based on p<.05.

p<05, Tp<01, p<.001.
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Table 7. Difference in importance of palate factor by gender, age and level of wine knowledge

9l F2 %7t 899 FaEd Y d2EF FAMES A Ao
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Mean(SD)

Gender Age Knowledge level of wine
Male Female ¢ P ~29 30~3940~49 50~ F p NYD BYC AD CON F p
490 5.59 . 548 477 556 314 639" 540 461" 458
Sweetness o 54y o1y 207000 050y 2s6) 285 @35 220 B2 Loy sy @78 e o476 00
o 551 581 560 549 587 600 5000 591" 567 601 .
Acidity o6y 3y MO8 s 223y @) @1 B0 0y esy @sy ez 270
, 675 638 658 649 659  8.00 574" 657 735 641
Tannin (231) (2.50) 1.0310..191 (2.48) (229) (245 (2.17) 619603 (245) (259) (2.14) (2.16) 6244 .000
753 646 v 6600 766 746 629 w 662 666 740 748" .
Body (229) (2.84) 3621 .000 (2.84) (2.14) (2.16) (3.13) 3.961 009 (2.74) (291) (2.36) (2.22) 2414047
312 385 - 391" 287" 306 3.15 w 384 399" 33¢ 251" -
Alcohol (2.16) (2.69) 2615.009 (2.64) (2.06) (2.24) (1.86) 4.185 006 (2.67) (264) (222) (1.93) 5242002
538 575 568 549 500 629 586 533 542 567
Length (2.54) (2.86) 1.176 241 (2.78) (2.56) (2.70) (2.39) 762516 (2.88) (267 (272) (251 588632
677 612 . 605 7200 647 714 . 651 6130 620 732 .
Balance o ee) oy MM aon s @80) @ss S M2 gy o @) sy 0 M
Note: NYD=new wine drinkers, BYC=beverage wine consumers, AD=aspirational drinkers, CON=connoisseurs.
" * As the result of Scheffé test, the differences among the groups based on p<.05.
p<05, Tp<01, p<.001.
Table 8. Difference in importance of other factor by gender, age and level of wine knowledge Mean(SD)
Gender Age Knowledge level of wine
Male Female ¢ P ~29 30~3940~49 50~ F p NYD BYC AD CON F p
. 620 6.10 623 626 569 5.00 570 631 616 643
) ) ) . ) 421
Vintage (2.65) (2.81) 339735 (277) (2.58) (2.78) (3.53) 732534 (2.69) (2.67) (2.76) (2.76) 941
. 753 7.3 733 755 7.08 850 724 729 741 766
Orgins 48y a7y 190 2% 033 065 @71) @29y O P2 sy o) @) ey S T
Winery 634 6.74 670 621 667 6.00 695 671 656 579
-1.238 21 . ) . )
fame (2.83) (2.79) 38217 (2.87) (2.82) (2.67) (1.37) 705530 (2.73) (2.83) (2.92) (2.65) 2077103
495 493 475 500 556 5.50 511 466 48 524
Al 085 932 X . . 552
oc 263) (2.59) 85 9 (2.53) (2.60) (2.87) (3.26) 1.036 377 (275 (2.63) (2.52) (2.57) 70255

Note: NYD=new wine drinkers, BYC=beverage wine consumers, AD=aspirational drinkers, CON=connoisseurs.
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