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Literature Review of the Influencing Factors of Wine Consumer Behavior
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Abstract

nitive level, consumer motivation, products characteristics, reference group, traditional culture, life style, product involvement level and so

(College of Enology, Northwest A & F University / Shaanxi Engineering Research Cen-
Influencing factors of wine consumer behavior at home and abroad were researched based on the personal characteristics, wine cog-

on. Research direction of wine consumer behavior in China was pointed out. Research results showed that the studies on influencing factors of
wine consumer behavior in China were focused on university students and young adult consumers in a given area or city, and few researches
were found on other consumer groups and the comparison between different regional markets. There are more descriptive studies than multi-fac-
tor model system studies. In the future, Chinese researchers should introduce Chinese traditional culture and Chinese wine culture into wine

consumer behavior study, and carry out panel research to explore the dynamic changing process of Chinese wine consumers and to grasp the in-

ner regularity of their behavior change.
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