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1.0 SUMMARY 

This research paper examines the challenges and opportunities for selling 

wines made from niche grape varieties in premium New York City restaurants 

(NYCR) using Xinomavro wines as a case study.  

 

The dominance of international grape varieties presents a challenge to 

autochthonous varieties. While these lesser-known varieties allow for product 

differentiation and viticultural diversity, they are criticized for producing inferior 

wines and confusing the consumer. Greece, one of the most diverse vine-

growing countries in the world, is focused on developing export markets by 

promoting its autochthonous varieties, and has a vested interest in their 

success. By looking at a trend-setting market like the NYC on-premise, the 

potential for Xinomavro wines, and, by extension, other niche reds, was 

evaluated. 

 

Primary research conducted with premium restaurant gatekeepers through 

survey indicated there is potential for Xinomavro and other niche reds in 

NYCR. By analyzing current listings and gatekeepers’ perceptions, challenges 

and opportunities are identified. The main challenges include ease of product 

substitution, low sales turnover and limited availability; opportunities exist with 

trade education, multi-tiered offerings and appropriate positioning. 

Recommendations for producers, distributors and marketing bodies were 

derived from these findings.  
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2.0 INTRODUCTION 

The rise of lesser-known grape varieties has been polarizing. There are those 

who value product differentiation and see in the preservation of genetic 

diversity a way to deal with climate change. Skeptics criticize lesser-known 

grape varieties’ capacity to make quality wines and fear the increasing 

fragmentation of an already fragmented wine market (Jefford, 2013; Parker Jr, 

2013; Robinson MW, 2014). 

 

Greece is particularly affected by this schism. It is one of the most highly 

diversified vine-growing countries in the world, and its promotional focus 

centers on autochthonous varieties as a way to differentiate itself 

(International Organization of Vine and Wine, 2017b). Given this focus, it is 

important to understand the challenges and opportunities associated with this 

strategy.  

 

The U.S. is the largest wine market and wine importer by value in the world, 

and is Greece’s largest non-European market (Bettini and Sloop, 2015; 

Wineaustralia.com, 2017). Within the U.S., the state of New York represents 

an 11.1% share of total imports, the highest share in the U.S. (Shanken, 

2016). As demand for imported wines increases (McMillan, 2018), and NYC is 

seen “as a trend-setting on-trade market” (Andrew MW, 2016), understanding 

opportunities and challenges for niche varieties in Manhattan restaurants can 

be instructive.  
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Dry red Xinomavro from Greece was selected as a case study for three main 

reasons. 1) It experiences challenges in placements in NYCR. 2) It is 

considered high quality and marketed as one of four flagship grape varieties 

by Greece’s marketing body, EDOAO.1 3) It has been consistently praised by 

sommeliers and journalists in major publications, through writing and high 

critic scores.2 

 

No research to date has explored Xinomavro or niche red wines to this extent. 

By performing an in-depth survey of restaurant wine buyers in NYC, this 

research provides valuable information about the current status of Xinomavro 

wines in NYCR and gatekeepers’ perceptions on style, price and quality. It 

identifies the key strengths, weaknesses, opportunities and threats for selling 

Xinomavro wines in premium NYCR, and ultimately allows for an analysis of 

marketing strategies that can be applied to Xinomavro as well as other niche 

red wines.  

 

 

 

 

 

 

 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
1 EDOAO is Greece’s National Inter-Professional Organization of Vine and Wine, responsible for promotional 
activities of the New Wines of Greece.   
2 In the past 20 years, of the 10 Greek red wines receiving 94 points or above from Wine Advocate, nine were 
Xinomavro wines. 
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3.0 LITERATURE REVIEW AND RESEARCH CONTEXT 

3.1 World grape varieties 

Despite the genetic diversity of the grapevine, 12 varieties account for almost 

80% of the wine market (Wolkovich et al., 2018). The world’s vine stock 

includes at least 80 species of the Vitis genus and several thousand varieties 

(International Organization of Vine and Wine, 2017b). Of these, at least 1,368 

wine grapes produce commercial quantities of wine, but only 20 cover 55% of 

the world’s vineyard area, highlighting the limited exploitation of grapevine’s 

diversity (Robinson MW, Harding MW and Vouillamoz, 2012; Anderson and 

Aryal, 2013). 

 

The dominance of international varieties is a result of many factors. 

International varieties are vine varieties that “are planted in almost every 

major wine region in which they stand a chance of ripening” and have “an 

international reputation” (Robinson MW, 2006). Their ability to adapt to 

different climates and ease of cultivation, while maintaining crop levels, allows 

for their global production and marketing. The recognition and commercial 

relevance that derives from this, paired with pedigree and consistent quality 

over time, has established them in the world wine market. Yet, wine 

professionals and critics alike find excitement in wine diversity, so perhaps 

there is a place for lesser-known, high-quality grape varieties to be 

successful, particularly in diverse markets (Jefford, 2013; Baker, 2017). 
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3.2 The rise of lesser-known grape varieties and the debate over grape 

diversity 

In recent years, the unexploited potential of grapevine diversity and the 

exploration of autochthonous grape varieties have been emphasized. A 

research collaboration between Harvard University and INRA3 recommended 

the cultivation of lesser-known old world grape varieties, especially those 

drought-resistant varieties adapted to hotter climates, to meet challenges 

climate change poses to viticulture. The paper even suggests that variety 

adaptation is required to preserve current wine-growing regions of “historical, 

cultural and economic importance” (Wolkovich et al., 2018).  

 

The focus on lesser-known grape varieties is also embraced as a marketing 

strategy (Anderson and Aryal, 2013). As part of a general local movement and 

embracing of biodiversity, grapes such as Nerello Mascalese, Nero d’Avola 

and Frappato are now known for their Sicilian heritage, while in the 1990s, 

Chardonnay, Merlot and Cabernets represented the main offerings of 

distinguished producers in Sicily (Robinson MW, 2012).  

 

In mature import markets, this trend has resulted in polarized views. American 

sommeliers are reported to embrace autochthonous selections for their lists, 

and retailers such as Marks and Spencer and Tesco in the U.K. are launching 

varietal wines made from Japan’s Kochu or Italy’s Teroldego, respectively 

(Robinson MW, 2014). Conversely, influential critic Robert Parker Jr. has 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
3 INRA is the “Institut national de la recherche agronomique”, “Europe’s top agricultural research institute and the 
world’s number two centre for the agricultural sciences” (Institut.inra.fr, n.d.) 
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criticized these “godforsaken grapes”, going so far as to call the phenomenon 

a short-lived movement that promotes obscurity rather than quality (Parker Jr., 

2013). 

 

With so much focus on international varieties, little research exists on the 

commercial acceptance, challenges and opportunities for selling wines made 

from lesser-known grape varieties. Whether they prove a short-term trend or a 

long-term proposition will be determined by their success among gatekeepers 

and consumers. 

 

3.3 Autochthonous: obscure versus niche 

Non-international grape varieties can be categorized into two groups. The first 

includes obscure varieties that are almost extinct in their country of origin, 

making their main struggle one of survival in general. Organizations such as 

Wine Mosaic aim to save rare autochthonous grapes from extinction by 

promoting grapes such as Obeidy from Lebanon, Rivairenc from France, and 

Abrostine from Italy. The second group includes commercially viable varieties 

that struggle for relevance on the international market, such as Touriga 

Franca and Touriga Nacional from Portugal, Zweigelt from Austria, and 

Xinomavro from Greece. The success of this second group in the international 

market is of utmost importance, especially if export market strategies are 

based on them, as is the case for Greece. 
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3.4 Greece and Greek grape varieties 

3.4.1 The importance of export markets for Greece 

As economic depression continues to impact Greece, Greek wine producers 

look to expand their sales into the export market (Carter, 2015; Chalk, 2016). 

Historically, Greek wine sales have largely been domestic, with only 10% of 

production exported. This compares with Italy, Portugal and Spain who export 

between 40-60% of their wine production (Eurostat, 2017; Vlachos, 2017). 

 

To expand exports, Greece’s strategy relies on promoting its autochthonous 

grape varieties. According to EDOAO, “although introducing different grape 

varieties to a competitive market presents a challenge in and of itself, this also 

creates an opportunity for Greece to establish a unique niche in the market for 

their wines.” The importance of autochthonous grapes for Greece is further 

supported by leading grape expert Dr. José Vouillamoz: “I am convinced that 

the future of Greek wines necessarily goes through the highlighting of 

autochthonous varieties, for which a deep ampelographic and genetic 

knowledge is of utmost importance” (Karakasis MW, 2016). A macroeconomic 

study on Greek wine production concluded that “international trade impacts 

more on wine production in Greece than domestic consumption of Greek 

wine” and suggests that Greek wineries capitalize on the “distinctiveness and 

diversity of Greek varieties” (Vlachos, 2017).  
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3.4.2 Diversity and emphasis in autochthonous grape varieties 

According to a recent OIV report, Greece is one of the most diverse viticultural 

countries in the world, with a distinct varietal mix (International Organization of 

Vine and Wine, 2017b). This report looked at the distribution of the world’s 

grapevines and, by using a variety diversity index4,5, identified the most highly 

diversified vine-growing countries globally (Fig. 1).  

 

  

Fig. 1: OIV’s variety diversity index. 

 

Greece is even more diverse than Italy, a country known for its rich 

ampelographic heritage (Robinson MW, Harding MW and Vouillamoz, 2012; 

Lesser-known grape varieties of Italy, 2017; Wang, 2017). With less land 

under vine than Italy, Greece’s 105,000 hectares are planted with more 

varieties per hectare than Italy’s 690,000 hectares (International Organization 

of Vine and Wine, 2017a). 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
4 “Index showing the number of varieties that make up 60% of a country’s vineyard area” (International organization 
of Vine and Wine, 2017b). 
5 “* The available figures for Romania account for only 46% of the national vineyard area” (International organization 
of Vine and Wine, 2017b). 
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Over 75% of Greece’s viticultural area is planted with autochthonous grape 

varieties, a percentage which is decreasing except for vineyards of Assyrtiko 

and Liatiko (International Organization of Vine and Wine, 2017b). Although 

official statistics of wine sales by variety do not exist, Greek wine experts 

attribute the increase of international varieties to their ability to command of a 

higher price per kilogram (Skouras 2018 pers comm.), their higher demand 

and marketability over autochthonous grapes (Karapanos 2018 pers comm.; 

Lazarakis MW 2018 pers comm.).  

 

This encapsulates the dilemma posed to countries with rich autochthonous 

selections like Greece: either differentiate and preserve the country’s genetic 

diversity by promoting indigenous selections or turn to international grapes to 

relate to a broader consumer base and potentially increase international 

market share. Thus, the importance of investigating the challenges of and 

opportunities for selling niche wines in a key export market, such as the U.S., 

is highlighted. 

  

3.5 The US market 

The U.S. market is the largest wine market and wine importer in the world 

(Wineaustralia.com, 2017). With 25 years of consecutive growth, sales of 

bottled wine imports continue to grow “at record levels” (McMillan, 2018; 

Thach MW, 2018). It is the largest market in the world for European wines, 

and the main export market for Greek wines outside of Europe (Bettini and 

Sloop, 2015). In 2016, the U.S. accounted for roughly 46% of Greece's total 
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export volume and over 50% of total value of wine sales outside of Europe 

(Eurostat, 2017). 

 

Although the opportunity to increase sales by volume throughout the U.S. is 

enticing, Greece’s production is very small. Despite being the 17th largest 

wine-producing country in the world, Greece produced only 2.9 million 

hectoliters of wine in 2015, about half Bordeaux’s average production 

(Lazarakis MW, 2018). Also, Greece’s small surface area, mountainous 

terrain6 and vineyard fragmentation result in high production costs and limited 

opportunities to compete on volume and price. Greece’s future lies in the 

premium sector, and a targeted approach for positioning and increase of sales 

is needed. Therefore, investigating a premium, trend-setting market is 

important to understand for Greece.  

 

3.5.1 The New York on-premise market  

Within the U.S., the state of New York presents an opportunity for Greek and 

other niche European wines. It alone represents an 11.1% share of total 

imports, the highest share in the U.S. (Shanken, 2016). As well, NYC is a 

multicultural society with a wide variety of ethnic cuisines that extend the 

likelihood for wine experimentation. The city includes a population of engaged 

wine professionals that not only perform their roles in the three-tier system7, 

but also set global wine trends.  

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
6 Greece’s mountainous terrain covers approximately 80% of the country’s land (Haldon et al., 2018).  
7 Three-tier system is an alcohol distribution system in the U.S. required by law. The three tiers are producer or 
importer, distributor and retailer. 
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The premium on-premise channel is key to the success of niche wines 

because it offers an opportunity to engage consumers and hand-sell wine. 

The premium wine list is not only a powerful merchandizing tool, but can also 

be part of the customer experience, and a way for the restaurant and 

sommelier to display their discoveries (Davis and Charters, 2006; Yang and 

Lynn, 2009). According to Peter Wasserman, sales representative of the 

esteemed importer Becky Wasserman & Co, “a restaurant list is a showcase 

of what’s new and about to become trendy” (McCoy, 2017). 

 

Overall, the rise of sommeliers as influencers proves the increasing 

importance of wine in restaurants (McCoy, 2017). Their influence not only 

affects wine sales within their restaurant but also wine-consumer choices in 

the off-premise market (Dewald, 2008; Lapierre MW, 2013). In NYC, 

sommeliers are considered to be at the forefront of “wine discoveries,” having 

the ability to introduce new products to a broad consumer base. They can 

also have influence outside their immediate sphere, including internationally, if 

they are particularly popular on social media (Robinson MW, 2015; McCoy, 

2017). 

 

By looking at a mature and trend-setting market such as premium NYCR and 

surveying the gatekeepers, this research provides valuable insight into the 

potential for Xinomavro, and by extention, to other niche varieties.  
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3.6. Preliminary research and case study selection 

Preliminary interviews were conducted with U.S. importers of Greek wine, 

gatekeepers in the U.S. and personnel from the EDOAO, Greece’s marketing 

body to help design appropriate research and survey questions (Appendix 

8.2). The importer interviewees represented the majority of the Greek wine 

volume imported in the U.S.8 and provided valuable insights into the NYC 

market. 

 

Virtually everyone indicated New York state is the largest market for Greek 

wines in the U.S. and suggested that 50-85% of sales of all Greek wines in 

their portfolios were sold on-premise, with many commenting on the need to 

focus on the off-premise. White wine sales lead over red, and when asked 

about the most successful Greek grape variety in the U.S. market, importers 

unanimously cited Assyrtiko. Undoubtedly, the recent popularity of Assyrtiko 

wines in key U.S. markets has placed Greece on the international wine map 

(Andrew MW, 2016; Kostrzewa, 2016; Bonné, 2017; Perpera 2017 pers 

comm.). 

 

3.6.1 Red wines 

Although Greece’s wine sales are predominantly white, the U.S. market is 

more evenly split. Almost half of wine sales in the U.S. are red (46.3%)9, 

closely followed by white (44.3%) and rosé (4%) (Thach MW, 2016; McMillan, 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
8 Between 70-80% of the total volume imported in the U.S. Official export statistics by state do not exist and as such 
figure was calculated by using volumes reported by the importers interviewees and the total of U.S. export volumes 
reported by EDOAO (Perpera 2017 pers comm.). 
9 This includes both on and off-premise sales. 
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2018). Additionally, the annual wine-consumer preference survey concludes 

that the U.S. consumer generally prefers “fruity red wines” (Thach MW and 

Chang, 2015). This indicates an opportunity for a Greek red wine and other 

niche reds to increase their market share. 

 

3.6.2 Case study: Xinomavro 

Xinomavro presents a compelling case study to extract information on the 

challenges to and opportunities for sales of niche red wines in premium 

NYCR. 

 

Xinomavro is one of the most important autochthonous Greek grape varieties. 

It is the second most planted red grape variety in a Protected Designation of 

Origin (PDO) zone in Greece, after Agiorgitiko, and is one of four flagship 

Greek grape varieties being promoted by Greece’s trade body (Greek Ministry 

of Rural Development and Food, 2016). Often compared to Nebbiolo, and 

praised for its sense of place, it has received the attention of U.S. media, wine 

critics and sommeliers (Thomas, 2015; White, 2017). 

 

Wine producers and gatekeepers throughout the world value its ability to 

create high quality wines (Eads, 2015; Thomas, 2015; Woolf, 2015; White, 

2017). The focus on quality is evidenced by extensive research on 

Xinomavro’s clonal selection, the ongoing discussion of adaptation of 

Burgundy’s classification system in Naoussa10 and extensive coverage on its 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
10 The main viticulture area for Xinomavro. 
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capacity to age unlike any other Greek wine (Karakasis MW, 2016; Lazarakis 

MW, 2018).  

 

While often referred to as the “red counterpart” to Assyrtiko (Thomas, 2015), 

Xinomavro is the “antithesis of Assyrtiko” in terms of placement in NYCR (von 

Benz 2017 pers comm.). Gatekeepers commented on its obscurity, 

pronunciation and inconsistent styles, which have hampered sales. Despite its 

food-pairing ability, Xinomavro was criticized by some as being too tannic for 

the American palate. As niche red wines are meant to provide a diversion 

from the famous international grape varieties (Robinson MW, 2012), these 

difficulties in marketability and potential consumer acceptance require further 

research. 
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4.0 METHODOLOGY 

4.1 Overview 

From the preliminary research, it was determined that a quantitative survey of 

gatekeepers in premium restaurants should be undertaken. Premium 

restaurants were selected as discussed in section 3.5.1 due to the nature and 

smaller volumes associated with niche grape varieties and Xinomavro, 

specifically. Online research was completed with 101 wine decision-makers in 

premium Manhattan restaurants with an existing wine list.  

 

4.2 Definition of key terms 

4.2.1 Niche reds  

Niche red wines11 were defined as non-classic European reds from an 

emerging variety closely related to their origin that have been praised by 

gatekeepers12 in the U.S. 

 

4.2.2 Premium restaurants 

For the purpose of this study, premium NYCR were defined as restaurants 

with an average bill per person of US$40 or above, with the bill cost including 

a three-course meal and a 15% tip, excluding drinks (nytimes.com, n.d.). 

 

 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
11 Niche red wines include varieties such as Nerello Mascalese, Aglianico, Mencia, Touriga Nacional, Blaufränkisch, 
Zweigelt, Xinomavro, Agiorgitiko. As the term niche is perceived differently depending on factors such as the maturity 
of the market or person’s wine knowledge, unaided awareness coupled with aided awareness from the survey 
respondents captured the breadth and further defined the niche red wine category. 
12 Gatekeepers include wine experts such as Masters of Wine and Master Sommeliers, members of the trade such 
as importers and retailers as well as wine writers, journalists and wine bloggers. 
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4.3 Defining the population 

There is no database of premium restaurants in Manhattan. As such, a list of 

on-premise accounts with active liquor licenses in NYC, obtained from New 

York State Liquor Authority, was further restricted to restaurant 

establishments that allow for wine sales: Restaurant Brewer (MR), On 

Premises Liquor (OP), Restaurant Liquor (RL), Restaurant Wine (RW), and 

Taverna Wine (TW) (New York State Liquor Authority, 2017).  

 

As a means of more easily identifying potential qualifiers, NYC restaurant 

guides13 were used in addition to cross-referencing registered addresses with 

Google maps. In total, 3,040 establishments were identified as potential 

qualifying restaurants. The author recognizes that the ideal way to define the 

target population would be to pre-screen every establishment and determine if 

they met the qualification criteria. However, due to time and monetary 

considerations, restaurant guides were used to increase the likelihood of 

qualification.  

 

4.4 Survey design 

An online survey tool, Survey Monkey (www.surveymonkey.com), was used 

to collect survey data. The author consulted several market research experts, 

including Sheri Sauter Morano MW, as well as other research surveys	  and a 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
13 Restaurant guides used for cross referencing include: Zagat, Eatery NY, Michelin Guide, New York Magazine, The 
New York Times, Open Table and Wine Spectator Awards of Excellence (Rothschild and Karps, 2016; Eater NY, 
2018; Michelin Guide, 2018; Nymag.com, 2018; Nytimes.com, 2018; Open Table, 2018; Wine Spectator, 2018) 
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research book in order to develop the appropriate questions (Preszler and 

Schmit, 2009; Bell and Walters, 2014; Battenhouse MW, 2015). 

 

The full questionnaire included 54 questions, comprising multiple choice, 

Likert scale and open-ended questions (Appendix 8.4). Skip logic segmented 

the respondents in subpopulations and tailored questions to respondents’ 

answers. Lists were randomized by respondent to control for potential 

presentation-order bias. The survey questions were organized into 7 sections 

(Table 1). 

 

The survey was piloted twice, prior to distributing. A total of 17 volunteers, 

including research experts, MWs and NYC gatekeepers, provided feedback, 

and necessary amendments were made. 

 

4.5 Survey implementation 

Emails were sent to 49414 potential qualifying Manhattan establishments as 

identified in section 4.3, inviting participation in the research, as part of the 

Master of Wine process. Respondents were told the focus was on how wines 

are sold in NYCR. Therefore they were not aware of the specific details of the 

research prior to participating. 

 

 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
14 The 3040 potential qualifying establishments were randomized. Contacts for the first 640 restaurants were 
collected by calling the restaurant, cross-referencing with two NYC distributor databases shared with the author and 
circulating the list among NYC acquaintances. The survey email reached 494 individuals as the remaining email 
addresses were incorrect or out-dated.   
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Table 1: Questionnaire layout and objectives 

Section Survey 

Questions  

Objective 

1 Qualification 

questions 

Q1 - Q6 To ensure respondents were the wine decision-makers in 

a premium restaurant in Manhattan that serves wine. 

2 Restaurant 

wine list 

Q7 - Q11 To gather information on the restaurant’s wine list: length, 

frequency of wine-list changes, number of placements by-

the-bottle versus by-the-glass, percent sales of new 

versus old world and percent sales by wine type. 

3 Niche reds Q12 - Q15 To introduce the concept of niche reds category15 followed 

by an unaided (Q12) and an aided awareness question 

(Q13). Ultimately the objective was to identify competitors 

in this category and assess awareness of 17 pre-selected 

niche varieties, including Xinomavro, presented in 

randomized order. Current wine-list placement and future 

wine-list considerations for these 17 niche red grape 

varieties were captured. 

4 Greek wines Q16, Q17 To assess gatekeepers’ awareness and familiarity with 

Greek wines and, specifically, Xinomavro. 

5 Xinomavro 

wines 

Q18 - Q46 To assess gatekeeper perceptions of style, quality, and 

price of Xinomavro wines. 

6 Demographic 

information 

Q47 - Q49 To capture demographic data, including cuisine types, job 

titles and wine education levels of respondents. 

7 Optional Q50 - Q54 To allow respondents to provide the restaurant’s wine list, 

leave any additional comments or communicate their 

willingness to be contacted further for follow-up questions. 

 

 

 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
15 To align the respondents’ perception of the term without introducing bias, the following definition was given: NICHE 
REDS include those wines made from the many indigenous European red grape varieties. These do not 
include classic red grape varieties such as Cabernet Sauvignon, Merlot, Syrah, Pinot Noir, Grenache, Nebbiolo, and 
Tempranillo. 
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Using the total population of active liquor licenses of 5,220 further restricted to 

the 3,040 potential qualified establishments16, 95% statistical confidence and 

a targeted confidence interval of equal or less than 10, a minimum of 93 

responses was required (Surveysystem.com, 2012). Within this population, a 

subset including wine decision-makers in premium NYCR who had tried 

Xinomavro, were asked further questions to draw conclusions on Xinomavro 

style, quality and price. 

 

The survey yielded 166 responses, of which 33 were incomplete and 32 were 

complete but did not meet the qualification criteria, leaving 101 qualified 

complete responses among gatekeepers in premium NYCR, yielding a 

completion rate of 80.1%. This exceeded the target of 93 responses and 

maintained the confidence level of 95%, with a margin of error of 9.59.17  

 

4.6 Methodological limitations 

The main limitations existed in pre-screening the full target population to 

ensure they met the premium restaurant criteria within the timeframe of this 

research paper. Identifying each establishment, the individual to be surveyed 

and their contact information was extremely labor intensive. 

 

This research was exploratory. Although the results provide insight on 

challenges to and opportunities for selling Xinomavro in premium NYCR 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
16 Population of premium wine restaurants is undetermined but estimated between 2,000 and 3,000 establishments. 
17 Although a margin of error of 5% or less would have been preferred in order to potentially observe statistical 
significance amongst some of the sub-segment data, this would require completions with 358 respondents, which 
given time and budget constraints would not have been feasible. 
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applicable to other niche reds, they cannot be extrapolated to fit a larger 

population within NYC or the rest of the U.S. However, they provide a solid 

foundation for further research.  

 

Wine buyers in restaurant groups may be responsible for selecting wine for 

multiple locations. In fact, the 101 individuals responding represented at least 

544 locations. Anticipating this, the survey directed wine buyers for multiple 

locations to self-select “one of the main premium restaurants” in their group 

for the purposes of the survey. The author recognizes that this had two 

potential implications. First, it may have under-represented restaurants with 

multiple locations, since only one individual was surveyed. Secondly, an 

unknown bias may have been introduced by having the respondent select a 

restaurant without having this choice made systematically.  Therefore, the 

results cannot be generalized to the 544 locations and as such, all survey 

responses were given equal weight in the analysis. 
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5.0  RESULTS AND ANALYSIS 

5.1 Overview 

The 101 respondents represented a diverse group of gatekeepers and 

restaurants, with over 15 types of cuisines, ranging from independent to 

corporate entities. Restaurant wine lists varied in length and frequency, with 

“old world” and “red” wine as the most sold items, according to respondents 

(for more details on the general respondent demographic see Appendix 8.5) 

 

The results and analysis are presented in three sub-sections to directly 

address the research questions:  

 

First section (5.2. and 5.3): Examines the competitors in the niche red wine 

category. Segmentation of the respondents based on Xinomavro awareness 

and placements yielded three clusters (Table 2). 

Table 2. Segmentation for profiling of respondents based on Xinomavro listings and 

awareness 

Cluster % of total respondents Description 

On-list  N = 33 
The respondents that currently or previously had 

Xinomavro on their wine lists 

Off-list  N = 44 
The respondents that never had Xinomavro on 

their wine lists 

Unaware  N = 24 
The respondents that had never heard Xinomavro 

as a grape variety.18 

 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
18 The Unaware cluster represents a sample size under 30; more caution is needed when interpreting. 
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Further profile analysis of the three clusters provides insights on 

demographics, current status of Xinomavro and niche red wines, as well as 

drivers for inclusion on a restaurant’s wine list.  

 

Second section (5.4): Examines gatekeepers’ perception on style, quality and 

price of Xinomavro wines. It analyzes the factors influencing recommendation 

of Xinomavro wines.  

 

Third section (5.5): Findings from the first and second sections are 

summarized to identify strengths, weaknesses, opportunities and threats 

(SWOT) for selling Xinomavro wines, and by extension other niche reds. 
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5.2 Current status of Xinomavro and its competitors in premium NYCR 

5.2.1 Competitors 

The niche red category is crowded. Italian and French varieties are most 

prominent, with others including Mencía, Blaufränkisch, Zweigelt and Touriga 

Nacional receiving a high level of awareness and willingness for trial. 

Xinomavro was fairly well known, but not particularly top of mind. 

 

5.2.1.1 Unaided awareness 

When asked to name a niche red variety, respondents mentioned 191 

different varieties from 17 countries (Table 3). 

Table 3: Most mentioned grape varieties19 in the unaided awareness question 

Rank Grape Variety 
Number of mentions 

per each grape variety 

1 Nerello Mascalese 32 

2 Carignan / Mazuelo 31 

3 Aglianico 29 

4 Mourvèdre 25 

5 Gamay, Blaufränkisch 22 

6 Nero d' Avola 20 

7 Barbera 19 

8 Mencía 18 

9 Xinomavro, Trousseau, Frappato 17 

10 
Zweigelt, Touriga Nacional, Tannat, Primitivo, 

Ploussard / Poulsard, Cinsault 
16 

 

 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
19 See Appendix 8.6 for all varieties mentioned. 
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Italian varieties had the highest representation with 74 mentions accounting 

for half of all unaided niche red varieties cited (Table 4). Considering that only 

17% of respondents worked in an Italian restaurant, this demonstrates the 

dominance of Italian varieties in the gatekeeper community. French varieties 

were next most mentioned, followed distantly by Greek, Spanish, Austrian and 

Portuguese grapes. Even in the context of niche reds, Italian and French 

grapes dominate the perceptual space, accounting for 70% of all unaided 

mentions. This is in keeping with the overall competitive advantage and 

market share of Italian and French wines. They represent the largest imported 

segments in the U.S., with 2015 marketing funds of EUR 334 million and EUR 

280 million respectively and their cuisines are the two most popular in NYC 

(Boskov, 2016; Shanken, 2016). 

Table 4: Countries most represented by percent of mentions and number of different 

grape varieties 

Country % of total mentions Number of different varieties 

Italy 47% 74 

France 23% 34 

Greece 7% 24 

Spain 7% 21 

Austria 5% 5 

Portugal 4% 16 

Croatia 2% 5 

Georgia 1% 5 

Germany 1% 3 

Other20 2% 12 

 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
20 Montenegro, Albania, Bulgaria, Hungary, Serbia, Switzerland, Armenia, Republic of Macedonia 
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5.2.1.2 Aided awareness  

On an aided basis, awareness of selected niche red varieties is quite high, 

with the majority being recognized by at least three-quarters of gatekeepers. 

Not surprisingly, the Italian and French varieties are best known, but the 

Austrian Blaufränkisch and Zweigelt, the Portuguese Touriga Nacional and 

the Spanish Mencía also received a high degree of awareness (Fig. 2). By 

contrast, almost one-third of the gatekeepers had never heard of Xinomavro, 

suggesting that lack of awareness is a major barrier to its adoption. Yet, many 

of the respondents who had heard of Xinomavro did not mention it 

spontaneously when asked (unaided question), which indicates that the grape 

does not rise to prominence in what is, after all, a fairly crowded perceptual 

space. 
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Fig. 2: Which of these grapes have you heard of? (Select all that apply)  
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5.2.1.3 Current placement and intention for trial 

Although the entire category of niche reds may compete with Xinomavro for 

placement on a restaurant’s wine list, inherent wine characteristics and 

external drivers shape each wine’s competitiveness. Thus, current 

placements and respondents’ willingness to consider the selected 17 niche 

reds were explored (Fig. 3). Given frequent changes of wine lists, this 

provided a more accurate picture of the current status for Xinomavro and its 

competitors in NYCR. In addition, gatekeepers’ willingness or hesitance to 

include niche reds in the wine list provided insight into their overall 

acceptance. 

 

Overall, premium NYCR is a favorable environment for niche reds. Almost all 

respondents (97%) included or were willing to include a niche red wine on the 

restaurant’s wine list. Not surprisingly, the Italian varieties Nero d’Avola, 

Nerello Mascalese, Aglianico and Sagrantino were most represented in 

respondent wine lists. Interestingly, this was only partially related to cuisine, 

since many non-Italian restaurants list niche red Italian varieties, further 

underlining the dominance of wines made from these grapes. Xinomavro, 

Agiorgitiko, Baga, Saperavi and Dornfelder had substantially lower 

representation. This partly relates to the fact that Greek, Spanish, Georgian 

and German restaurants comprise a small fraction of NYCR, but it also 

highlights either a hesitance to list wines made from these varieties or a lack 

of consideration.  
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While Xinomavro wines have fairly low representation, one third of 

respondents indicated a positive inclination to include them in the future, while 

only 19% would not consider listing them. This strongly contrasts with 

responses for Dornfelder, Saperavi and Baga, which, because they are not 

well known or are rejected by gatekeepers as unsuitable for their wine list, 

show very limited potential.  

 

5.2.2. Profiling of On-list, Off-list and Unaware clusters 

As a means of understanding barriers toward more widespread awareness 

and adoption of Xinomavro, the sample was divided into three clusters (On-

list, Off-list and Unaware) and profiled (Table 5). 

 

These clusters reflect different levels of wine sophistication. The Unaware 

cluster is more likely to lack formal wine education and works in less-premium 

restaurants with smaller and less frequently changing wine lists. Almost two-

thirds work in ethnic restaurants, including Italian, French, Spanish or Asian 

restaurants which potentially suggests less exposure to Greek wines, 

including Xinomavro.  

 

Gatekeepers with more formal wine education are more likely to list a 

Xinomavro wine. Although the majority of the Off-list cluster also has formal 

wine education, Xinomavro wines’ absence from their lists was partially 

explained by restaurant policies (Section 5.3.3).  

 



	  

	   31	  

Table 5. Summary of Xinomavro Clusters 

 
Total Sample On-list  Off-list Unaware 

N = 101 N = 33 N = 44 N = 24 

Top 5 main cuisines 

American 29% 21% 36% 25% 

Italian 17% 9% 14% 33% 

French 14% 6% 18% 17% 

Greek / Mediterranean 9% 21% 5% 0% 

Steakhouse 8% 15% 7% 0% 

Premium segmentation 

Lower: US$40-54.99 33% 21% 30% 54% 

Upper: US$55 and over 67% 79% 70% 46% 

Wine list sizes 

Average by-the-bottle 542 918 405 278 

Average by-the-glass 23 27 23 20 

Wine list changes 

Several times a week 20% 30% 16% 12% 

Several times a month 29% 43% 23% 21% 

Once every month 17% 12% 18% 21% 

Several times a year 32% 15% 39% 46% 

Annually 2% 0% 4% 0% 

Education 

Self-trained 33% 9% 30% 71% 

Wine Education 67% 91% 70% 29% 
 
 

The type of restaurant plays an important role in Xinomavro listings. The high 

representation of Greek/Mediterranean cuisines in the On-list cluster was 

expected considering Xinomavro’s Greek origin. The higher representation of 

steakhouses in the On-list cluster however, can be attributed to promotional 

efforts from distribution21, and the steakhouses’ general focus towards red 

wines. Additionally, Xinomavro placements were reported in restaurants with 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
21 Showcased by Christina Boutari’s comment, Terlato sales person and member of the Boutari family in Greece that 
“every steakhouse should have a Xinomavro” (Boutari 2018 pers comm.) 
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larger, more frequently changing wine lists (Table 6), which have more 

capacity for listing not only a Xinomavro wine but also any niche red. By-the-

glass placement showed a similar trend, although the differences were less 

distinct.  

Table 6. Range, mean, median and mode of by-the-bottle wine lists for clusters On-
list, Off-list and Unaware  

By the bottle Total 
N = 101 

On-list 
 N = 33 

Off-list  
N = 44 

Unaware  
N = 24 

Range 0 - 4000 25 - 4000 0 - 2800 8 - 2823 

Mean 542 918 405 278 

Median 300 600 230 67.5 

Mode 300 600 300 8 
 

Qualitative analysis of attached wine lists22 provided insight into various 

organizational approaches and special features offered. Overall, wine lists 

were organized first by wine type, and then by origin, variety, style or price. 

Special features, such as half bottle, Coravin or reserve-list sections were 

also identified. Overall, Xinomavro was placed by the bottle and mostly in the 

“other” section with 33% offering it by the glass. In Greek restaurants, a 

Xinomavro-dedicated section was possible. Otherwise, Xinomavro was 

categorized under sections named “interesting reds,” “curious vines” or 

“seasonal suggestions” together with other niche red offerings, supporting the 

notion that in restaurants with extensive wine programs, Xinomavro and other 

niche reds can be lost. 

 

 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
22 Based on 71 wine lists gathered. Only a portion of the respondents provided the restaurant’s current wine list as it 
was an optional question. 
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5.2.2.1 Niche and Greek grape awareness between clusters 

The On-list cluster was generally more aware about niche, including Greek 

grape varieties, than the other two clusters (Fig. 4). The Unaware cluster was 

less aware of niche grape varieties overall, not only of Xinomavro. 
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Fig. 4: Which of these grapes have you heard of?  
(Select all that apply) 

Total sample On-list Off-list Unaware 
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Of Greek varieties, Assyrtiko had the highest awareness. The entire On-list 

cluster had heard of and tasted it, compared with only half of the Unaware 

cluster (Fig. 5). The trend of decreasing familiarity from On-list to Off-list to 

Unaware clusters was repeated in every grape variety, confirming On-list’s 

consistent awareness of and familiarity with niche grapes, including Greek 

varieties.  

 
 
The varieties with the highest familiarity were Assyrtiko, Agiorgitiko, 

Moschofilero and Xinomavro, the four flagship Greek grape varietals 

promoted by Greece’s trade body. It is evident that the education about and 

promotion of these grape varieties has resulted in raising awareness among 

gatekeepers. In particular, the success of Assyrtiko, with its unique island 

origin and mineral qualities aided by US-centric promotional activities further 

supports preliminary research and highlights a promotional path to consider 

for Xinomavro and other niche red grapes (Andrew, 2016; Perpera 2018 pers 

comm.).  
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5.3. Reasons for including Xinomavro and other niche reds in wine lists 

5.3.1 Factors influencing wine selection 

Factors that wine buyers use to select wines for their lists suggest they could 

be sympathetic to a niche red like Xinomavro. Wine buyers were asked to rate 

on a five-point Likert scale, the importance of 14 factors23 when selecting 

wines for their lists. By combining responses for “extremely important” and 

“very important,” factors were ordered from most to least important (Table 7). 

Table 7. % of respondents who consider the factor “extremely important” or “very 
important” 

Factors Rated % of respondents 

Wine Style 90% 

Value/Profit Margin Potential 77% 

Price Point 76% 

Origin (Country or Wine Region) 75% 

Grape Variety 74% 

Pairing with Food Menu 64% 

Wine Availability 64% 

Uniqueness 57% 

Relationship with Distributor 53% 

Customer Requests/Comments 48% 

Relationship with the Winery 34% 

Well-known Producer or Brand 22% 

Packaging 21% 

Scores or Awards (e.g. Wine Critic or Magazine) 5% 

 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
23 The list of factors was obtained from an older research paper (Preszler and Schmit, 2009), modified based on 
findings from preliminary research of NYC gatekeepers. 
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Responses indicated that purchasing or listing decisions are not necessarily 

biased against niche red varieties. “Wine style” is considered to be the most 

important factor and, as such, niche reds produced in similar styles to 

international reds are not necessarily disadvantaged. Likewise, gatekeepers 

prize “uniqueness” and “food pairing” ability, and are not limited by specific 

customer requests. All these bode well for the potential of niche red wines. 

 

But a restaurant is a business environment. Price point is important and the 

need to offer value while maintaining margins means the restaurant must 

consider more than just the whims of the sommelier. This may be particularly 

true in specific ethnic restaurants where grape variety or origin is important to 

add authenticity to the cuisine. 

 

Finally availability and distributor relationship are also important to over half of 

respondents. Gatekeepers need to be confident they can purchase and 

potentially repurchase a wine they list. This may work against niche red 

varieties, Xinomavro in particular, should they be underserved in the market, 

should their volumes not allow for broad placement or should the choice of 

distributor create a disadvantage when a specific restaurant or restaurant 

group is targeted. 

 

It is interesting to note that a brand or a producer can be closely related to 

wine style. Although the juxtaposition in the importance of these two factors in 

the wine selection process indicates an intention to favor wine style over a 
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specific producer, it is possible that brand or producer affects wine buyers on 

a more subconscious level. Nevertheless, this research suggests that brand 

or producer loyalty is not a hindrance to the development of Xinomavro. 

 

Finally, respondents provided commentary on other factors that may influence 

their wine selection. The main trends, according to a word-cloud generator, 

are factors such as “balance” of the wine list, “seasonality” and “vintages” 

(Fig. 6). It was notable that “diversity” was another often-mentioned factor - 

particularly in reference to indigenous grape varieties and origins: “less-known 

regions with great quality and value” or “ability to differentiate” were included 

comments. This highlights the desire for unique offerings and the embracing 

of diversity, an attribute that niche red grape varieties directly offer.  

Fig. 6: Word cloud of respondents’ commentary 
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5.3.2 Reasons for placing Xinomavro on a wine list 

Respondents in the On-list cluster were asked to select from a list of potential 

reasons for adding Xinomavro to their list, either currently or in the past. 

Novelty, personal preference and customer appeal were the most widely 

selected options (Fig. 7). Not surprisingly, food pairing and cuisine 

considerations were also considered relevant. 

 

 

These responses support previous information about the wine sophistication 

or adventurous nature of the On-list cluster, since more than half say they 

listed Xinomavro to offer “something new.” Although this can be positive for 

Xinomavro, the lack of loyalty implied by this statement suggests its status on 
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the list may be threatened by ephemeral placement, considering how 

frequently this group changes their list.  

 

Only 3% expressed an intention to remove Xinomavro from future wine lists, 

suggesting its position is reasonably safe. The majority of respondents 

indicated current placement and an intention to keep it by the bottle or as a 

combination of by the bottle and by the glass. When asked about the future, 

however, a small increase (6%) to offer it by the glass was captured. Per one 

respondent’s statement that “customers are more likely to purchase a bottle of 

a new grape variety if they taste it by the glass first” this can be viewed as a 

strategy to increase sales.  

 

Further commentary revealed a strong tie with Greek cuisine and the country 

of origin: “Balkan wine route," “indigenous wines from this beautiful and 

almost forgotten region” and “it's a global list, and in terms of unique 

indigenous varieties, I think that Xinomavro is one of Greece's most important 

red varieties.” Although not surprising, this highlighted that the success of 

Xinomavro is closely tied to the success of Greek wines as a whole, a 

situation seen with most niche red grapes - potentially as a way to relate them 

to something familiar and to be memorable.  
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5.3.3 Reasons for not placing Xinomavro on a wine list  

Limitations associated with origin-exclusive wine lists were the main reason 

for not including Xinomavro on wine lists, especially in Italian and French 

restaurants (Fig. 8). In such cases, Xinomavro’s lack of consideration is 

directly associated with a core attribute; its origin. Other niche reds from less-

established origins such as Portugal or Georgia, share this challenge. By 

contrast, for niche reds from France or Italy this pedigreed origin can be a 

competitive advantage and facilitate inclusion in a wine list. 

 

Interestingly, one-third of respondents stated that, despite their awareness, 

Xinomavro was simply never considered as an option. At first glance, this 

seems an opportunity to increase distribution, but deeper analysis showed 

different results. Lack of consideration was mentioned along with limitations in 

distribution, exclusivity of wine lists, difficulty in selling or dislike of the style. 

2% 

9% 

9% 

9% 

23% 

32% 

43% 

Price too high for the style/quality 

I don’t like the styles 

There is better quality in other reds in the 
world 

Difficult for my customers to pronounce 

Too hard for my staff to sell 

I have never considered it 

I like the style but my list focuses on other 
countries 

Fig. 8: Why has Xinomavro never been included in the wine list?  
(Select all that apply) 
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Challenges were further highlighted by volunteered commentary. “Better 

availability” and “greater public appreciation for it” shows the importance of 

supply and demand for this group. The majority of niche reds, with their 

limited volumes and low consumer awareness, face the same challenges. 

Quality or style considerations, in the form of “more pristine and available 

examples of classics and classics with age,” “less brett,” “softer tannins” or 

“better consistency,” were also indicated (quality and stylistic considerations 

are further discussed in Section 5.4.2). Gatekeepers’ quality interpretation and 

stylistic preferences are subjective measurements that challenge both 

Xinomavro and niche reds, as their “typicity” which comes from consistency 

and proven quality over the years might not yet have been accepted or 

achieved.  

 

When the Off-list cluster was asked what would persuade them to add 

Xinomavro to their list, few opportunity areas surfaced. Some indicated they 

would appreciate a trip to Greece or generally needed more information about 

the grape, but given previously discussed reasons for not listing the variety, 

these responses do not suggest substantial opportunity, currently. A Greek-

inspired dish on the menu might change opinions, but this may also be 

unlikely given the origin focus of these restaurants. This suggests that the 

attitudes of restaurant owners and chefs may also need to be influenced, not 

just those of wine gatekeepers. Nevertheless, the responses indicated a trade 

education opportunity for raising gatekeepers’ familiarity with the grape and a 
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positive indication of future placements, should they obtain roles in 

restaurants with more open wine lists. 

 

 

Interestingly, value proposition was perceived well. Both “price too high for the 

style/quality” (Fig. 8) and “a lower wholesale price” (Fig. 9) were very low 

indicating this was not a hindrance for Xinomavro placements. Arguably, this 

can be seen as a competitive advantage for Xinomavro and value-priced 

niche red offerings over the higher price tags of wines from more established 

regions. The combination of unique character and potential exclusivity at a 

value price point can form an engaging promotional message. 

 

 

2% 

5% 

7% 

11% 

14% 

23% 

30% 

32% 

A lower wholesale price 

Nothing, I just don’t like it as a wine 

Softer tannins 

Better consistency 

Better availability from distributors 

A Greek-inspired dish on the menu 

More information about the variety 

A trip to Greece to learn more about it 

Fig. 9: What would persuade you to add it to the wine list?  
(Select all that apply) 
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5.3.4 Other considerations 

Both On-list and Off-list clusters were asked to indicate where they had tasted 

Xinomavro wines as a way to examine effective strategies and any potential 

opportunities (Fig. 10).  

 

6% 

7% 

13% 

16% 

17% 

22% 

41% 

52% 

61% 

71% 

78% 

0% 20% 40% 60% 80% 100% 

As a judge in a wine competition 

At my tasting group 

On a trip to Greece - Importer/Distributor 
sponsored 

On a trip to Greece - Vacation 

At a “New Wines of Greece” event 

During a wine training course 

At my home 

At a Greek wine tasting 

At a restaurant 

At a distributor visit in my restaurant 

At a trade tasting 

Fig. 10: Where have you tasted Xinomavro wines?  
(Select all that apply) 

Total sample On-list Off-list 
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5.3.4.1 Distribution and availability 

Limited distribution and availability was identified as a potential limitation 

factor. Nearly all the On-list cluster stated that they had tasted Xinomavro 

wines “at a distributor visit in the restaurant,” as opposed to only about half of 

the Off-list cluster. Comments such as “I would consider it if brought by to 

taste by distributor” or “it would need to be presented to me” indicated an 

underserved market. With Xinomavro’s unaided awareness ranking low 

(section 5.2.1.1) and its available volume in the U.S. below 20,000 cases 

(based on preliminary research), the need for targeted reminders and regular 

supply for consistent positioning is of utmost importance for repeat sales. 

 

5.3.4.2 Trade education 

The importance of trade education was emphasized. The majority of both 

clusters were exposed to a form of trade education activities. Trade tastings 

and Greek wine tastings were trending higher in the On-list cluster suggesting 

a higher interest in Greek wines overall, which perhaps drove this group to 

seek further information. Although still a small base, the “Importer/Distributor 

sponsored” trips also trended four times higher for the On-list cluster than the 

Off-list, indicating a future opportunity for such events. As part of the 

European Union for promotional activities of European products to third 

countries, EDOAO has been subsidizing educational trips to key gatekeepers 

and road shows with a special focus in the U.S. and Canada (Perpera 2018 

pers comm.) and distributors have been collaborating with wineries to fund 
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winery-specific trips. This appears an effective tool but given the small base, 

could also be an indication that it has not been exploited to its full potential.  
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5.4. Gatekeepers’ perception of style, quality and price of Xinomavro  

5.4.1. Ideal attributes of a niche red wine  

The Off-list cluster was asked about the ideal characteristics of a niche red for 

the restaurant’s wine list. A favorable environment for old world wines with 

soft and fruity elements was identified. “Savory,” “unusual,” “soft palate” and 

“fruity” were most selected, while “classic variety” was least selected (Fig. 11). 

Although this appears positive for savory niche reds, varieties with fruitier 

elements, such as Zweigelt or Gamay, may be preferred over more tannic 

grapes, such as Xinomavro, Aglianico or Tannat. Considering that firm tannins 

were also selected by half this group though, the influence of tannin is not 

necessarily a negative attribute. 

 

2% 

16% 

20% 

27% 

27% 

36% 

43% 

43% 

48% 

48% 

52% 

61% 

Classic variety 

High Alcohol (above 14%) 

Oaked 

Lean 

Unoaked 

Low Alcohol (below 13%) 

Firm Tannins 

Full Bodied 

Fruity 

Soft Palate 

Unusual 

Savory 

Fig. 11: Which of these characteristics of a niche European red wine 
would be most appropriate for the wine list? (Select all that apply) 
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5.4.2 Xinomavro style and quality 

Respondents aware of Xinomavro were asked to rate specific tasting 

attributes and quality characteristics on a seven-point scale to gauge their 

perception of its organoleptic strengths and weaknesses (Appendix 8.4). The 

three bottom boxes and three top boxes were added to provide the low and 

high ranges respectively (Table 8, Table 9). 

Table 8. Gatekeepers’ perception on Xinomavro attributes  

 Low Just Right High NA 

Level of Tannins 9% 23% 64% 4% 

Acidity 13% 36% 45% 5% 

Alcohol 3% 58% 34% 5% 

Color 14% 58% 23% 4% 

Fruity Character 32% 48% 16% 4% 

Savory Character 8% 47% 40% 5% 

	  
 

Xinomavro is perceived as a fairly tannic, high-acid wine, more savory than 

fruity. It is considered to produce fairly high in alcohol, though reasonably 

well-balanced wines. The increasing levels of alcohol of Xinomavro wines 

have been noted, albeit still below 14% alcohol by volume (Karakasis MW, 

2015). Overall, NYCR gatekeepers’ tasting perceptions accorded with Greek 

producers’ and gatekeepers’ (Dalton, 2014; Perpera 2018 pers comm.; 

Lazarakis MW, 2018; Karakasis MW, 2016). 
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Gatekeepers’ perception of Xinomavro’s quality delivery varied. Although the 

majority rated it high in quality and complexity, approximately half considered 

it just average or low (Table 9). Additionally, only one-tenth of respondents 

believed that Xinomavro wines are consistent in quality (Fig. 12), indicating a 

potential barrier for Xinomavro acceptance. However, its ability to age was 

highly rated. Although capacity to age may be a marker for quality, and hence 

a positive attribute for Xinomavro, it may not be necessarily a characteristic 

prized by restaurants.  

Table 9. Gatekeepers’ perception on Xinomavro’s quality characteristics 

 Low Average High NA 

Affinity for Oak 23% 43% 29% 5% 

Ability to age 12% 25% 58% 5% 

Level of 
Complexity 16% 30% 49% 5% 

Level of Quality 13% 35% 47% 5% 

 

Half of respondents considered Xinomavro’s style similar to Nebbiolo (Fig. 

12). This was also a reason for inclusion on the wine list (Fig. 7). One-fifth of 

respondents who had Xinomavro on their list included it as an alternative to 

Nebbiolo. When Greek/Mediterranean restaurants were excluded, this 

increased by another 7%, indicating that Xinomavro may find success with 

non-Greek restaurants as a well-priced Nebbiolo alternative. 
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24 

Gatekeepers appreciated Xinomavro’s food-pairing versatility, and few 

believed it can be enjoyed without food. On one hand this highlights the need 

to focus on restaurants rather than off-premise. However, it also supports the 

previously-stated need to tie it to a dish or cuisine in order to be considered 

for the wine list. Comments such as “unless you're running a Greek 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
24 The list of statements was obtained from an older research paper (Battenhouse MW, 2015), modified based on 
findings from preliminary research of NYC gatekeepers. 
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Xinomavro wines are trendy. 

Xinomavro wines are consistent in quality. 

Xinomavro wines fill a need in the wine list. 

Xinomavro wines are best as a single 
variety. 

There is a wide variety of Xinomavro wines 
to choose from in this market. 

Xinomavro wines can be enjoyed without 
food. 

Xinomavro wines are an acquired taste. 

Xinomavro is difficult to pronounce. 

Xinomavro wines pair with a wide variety of 
dishes. 

Xinomavro wines are always available in this 
market. 

Xinomavro wines offer a style similar to 
Nebbiolo wines. 

Fig. 12: Gatekeepers' "Strongly Agree" and "Agree" with statements 
about Xinomavro 
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restaurant, there are way too many options out there to specifically consider 

Xinomavro” highlight the need to expand pairing options with diverse cuisines. 

 

Only half of respondents indicated that Xinomavro is available in their market 

and only one-third were satisfied with available options. This indicates an 

underserved market, both in terms of volume and options. When considering 

that one-quarter agreed it fills a need in their list, Xinomavro’s disadvantage of 

limited availability and lower demand is evident. Comments such as “it is 

relatively unknown to consumers, and I've never received a question about it, 

so it would need to be a very good value to be considered for my list” or “no 

interest from the clientele, and whatever wines there were in the past, I got rid 

of them as they were not moving” highlight the main challenges associated 

with niche grape varieties: customer recognition and demand. 

 

In terms of styles25, over four-fifths identified a style that would work in their 

restaurant. Modern only styles or both modern and traditional styles were 

most preferred (Fig. 13).  

 

Despite this, some gatekeepers expressed strong dissatisfaction with “over-

oaked” or modern styles being “pretty gross” or “innocuous garbage”. Oak 

management is considered a work in progress according to prominent 

Xinomavro producer Stelios Boutaris, further commenting on his winery’s 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
25 The two styles were given the following definitions: The traditional style is quite tannic and requires substantial 
aging or pairing with food. The modern style with ripe fruit and tannins that can be consumed in its youth or without 
food. 
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continued experimentation to determine appropriate levels of new oak for 

Xinomavro (Dalton, 2014). 

 

 

Nevertheless, having both styles is considered advantageous: It provides 

options and the potential to engage a broader audience depending on 

preference, as well as an opportunity to increase placements by including 

multiple styles on a list. Niche red varieties with the capacity to offer different 

styles could also provide this diversity. However, uniformity of style can be 

important for establishing a regional identity and should the variety be closely 

related to its region, as is the case of niche reds, care should be taken to not 

jeopardize future aspirations as a classic region (Shah, 2004; Easingwood, 

Lockshin and Spawton, 2011). 

 

12% 

14% 

19% 

23% 

31% 

Other (please specify) 

Neither style is appropriate for the wine list. 

The traditional style that is quite tannic and 
requires substantial aging or pairing with 

food. 

The modern style with ripe fruit and tannins 
that can be consumed in its youth or 

without food. 

Both styles are appropriate for the wine list. 

Fig. 13: Which style of Xinomavro wines would be the most 
appropriate for your restaurant's wine list?  
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5.4.3 Factors influencing recommendation 

A willingness to recommend Xinomavro is the highest form of endorsement, 

so gatekeepers were asked whether they would recommend a wine made 

from the grape. An impressive 84% of respondents were “extremely,” “very” or 

“somewhat likely” to do so (Fig. 14). However, even positive responses were 

tempered possibly suggesting the need to take customer preferences into 

consideration. In order to determine what influences recommendation, a 

series of regression analyses were undertaken using ratings of Xinomavro’s 

attributes and statements of agreement.  

 

 

5.4.3.1 Principal component and regression analysis 

An initial inspection of variables showed a high degree of correlation among 

several attributes, so these were reduced to single factors through principal 

component analysis, yielding two factor variables: 1) Quality Factor, a 

combination of responses to questions on quality, consistency of quality and 

Extremely 
Likely 
19% 

Very Likely 
30% 

Somewhat 
Likely 
35% 

Not Very Likely 
13% 

Not at all Likely 
3% 

Fig. 14: How likely would you be to recommend a wine made from 
Xinomavro grapes?  
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age-ability; and 2) Market Acceptance Factor, a combination of responses to 

potential in the market and the extent to which Xinomavro fills a need on their 

wine list.  

 

These factors explain a high degree of variation in recommending, with 

perceptions of quality being somewhat more important than market 

acceptance in determining whether gatekeepers recommend Xinomavro. 

Gatekeepers first need to believe that Xinomavro is high quality to 

recommend it, but also have to believe that consumers will accept their 

recommendation. Two subsequent analyses were undertaken to understand 

which attributes of Xinomavro were most important in determining ratings of 

the Quality and Market Acceptance Factors. 

 

The analyses proved that the more gatekeepers can be convinced that 

Xinomavro is like Nebbiolo, has an affinity for oak and is not an acquired 

taste, the more they are likely to regard it as higher quality and recommend it. 

Conversely, perceptions of market acceptance may be higher if gatekeepers 

believe Xinomavro is best as a single variety, has an affinity for oak, is not an 

acquired taste and is somewhat trendy. 

  

The following model was developed to show the direction and strength of 

these relationships (Fig. 15).  
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Fig. 15: Directional relationship of the factors influencing Xinomavro recommendation 

 

* Significant at 0.05 

** Significant at 0.01 

*** Significant at 0.001 
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5.4.3.2 Summary of factors 

Similarity to Nebbiolo 

Xinomavro’s perceived stylistic similarity to Nebbiolo can be used to persuade 

gatekeepers of its ability to deliver quality and as point of differentiation 

among niche reds. It appears that the stylistic similarity of niche reds with 

more established, classic, high quality varieties embraced by the sommelier 

community can build awareness and potentially increase placements in the 

short term, particularly if offered at a competitive price point. However care 

should be taken that such short-term goals not create an obstacle to niche 

reds and Xinomavro building their own unique identity in the future.  

 

Affinity for oak 

A belief that Xinomavro has a high affinity for oak influences both the Quality 

and Market Acceptance Factors. Third-level regression analysis indicated that 

gatekeepers believe in Xinomavro’s greater affinity for oak because of its high 

level of tannin (Appendix 8.7). When respondents that believed in 

Xinomavro’s higher affinity for oak were isolated, not surprisingly, it was 

revealed that they prefer mostly modern styles. Together these findings 

indicate that modern styles have greater appeal. As such highlighting this 

attribute could provide the basis for a promotional message targeted to those 

more influenced by market demand and hesitant about Xinomavro’s higher 

tannin. This might prove to be a successful strategy for niche reds with ability 

to handle oak. 
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Not an acquired taste 

Third-level regression analysis indicated that although statistically significant, 

the belief of a higher savory character is correlated with less of an acquired 

taste (Appendix 8.7). Thus, if gatekeepers are persuaded of the savory 

qualities of Xinomavro, the likelihood of recommendation increases. As 

Xinomavro is considered to be one of the most savory Greek varieties by 

producers and gatekeepers alike, promoting its savory character appears to 

be a meaningful strategy to engage gatekeepers (Dalton, 2014; Perpera 2018 

pers comm.; Lazarakis MW, 2018; Karakasis MW, 2016; White, 2017). 

 

Single variety 

The perception that Xinomavro is best as a single variety also influenced the 

likelihood of recommending it. This supports the importers’ views from the 

preliminary research, particularly those with smaller volumes favoring its 

varietal expression from a single variety. Common blends with international 

varieties, such as Syrah or Merlot, to soften the tannins were mentioned by 

importers, particularly those with higher volume suggesting that blending is 

needed for approachability and consumer acceptance. Gatekeepers do not 

appear to be particularly receptive to these efforts. 
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5.4.3.3 Other considerations 

About 40% of respondents indicated Xinomavro is difficult to pronounce, but 

this did not, apparently, influence their likelihood of recommending it. This 

contradicted the notion that Xinomavro’s acceptance is linked to difficulties in 

pronunciation. It is worth noting that the Unaware cluster’s opinion is not 

captured here and thus further investigation addressing the full population is 

still needed.  

 

Although the majority of respondents considered Xinomavro high in tannin 

and acid, these attributes were not correlated, either positively or negatively, 

with gatekeepers’ intent to recommend a Xinomavro. This was of particular 

interest, as preliminary research suggested that high tannin level is a 

hindrance for Xinomavro placement. However, these findings do not appear to 

confirm this notion. 

 

5.4.4 Price 

As a means of understanding gatekeepers’ sensitivity to the wholesale price 

and value of Xinomavro wines, the Van Westendorp pricing model26 was used 

(Fig. 16, Table 10). The prices derived from this model were compared with 

suggested wholesale prices offered for Xinomavro wines in NYC27 (Table 11). 

 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
26 The Van Westendorp model is a price sensitivity meter that identifies the optimal, sale, max and indifferent price by 
asking respondents to input prices that they consider as too expensive, too cheap, bargain or starting to get 
expensive for the product in question. 
27 Wholesale prices were obtained from Sevenfifty, an online database that provides wholesale prices available from 
NYC distributors (Sevenfifty.com, 2018) 
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Table 10. Van Westendorp price analysis for total respondents, respondents with 

current listings and future considerations (US$) 

 Total Currently Have Would consider 

Optimal Price $19.50 $20.00 $19.50 

Sale Price $16.25 $14.50 $16.25 

Indifferent $19.25 $20.00 $19.75 

Max Price $20.00 $24.00 $24.50 

 

Table 11. Suggested wholesale “frontline” and discounted prices of Xinomavro wines 
(US$) 

 Wholesale price Deepest Discount 

Average $17.46 $15.80 

Range $8 - $44 $7.33 - $32 

Median $16.67 $15.00 
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According to this analysis, Xinomavro wines are not overpriced for the NYCR, 

and there may be opportunity to price higher. Gatekeepers would be willing to 

pay US$19.50 for a 750ml of Xinomavro wine, whereas the current average 

wholesale price is US$17.46. This indicates an opportunity for special, higher 

end offerings such as “single vineyard” or “reserve wines”, which could 

increase sales by achieving multiple placements and build a reputation for 

higher quality. US$20, though, is the maximum price gatekeepers were willing 

to pay, so significant upside is limited. 

 

When comparing the suggested wholesale bottle price with the ideal 

wholesale bottle price for by-the-glass pour, Xinomavro wines were placed in 

the range of US$16-$19.99, and, when discounted, in the US$13-$15.99 

range, which is what almost half what the On-list cluster stated was their ideal 

price (Fig. 17). This is potentially not coincidental, but rather proof of 

distributors trying to match buyers’ expectations. However, almost half of all 

respondents believe the ideal price is under US$13, with the Unaware cluster 

representing the majority in the range, showing a greater price-sensitivity. 

This highlights a dilemma that Xinomavro wines and other niche reds face: 

opportunity for trial through by-the-glass exposure versus profit and 

appropriate positioning. A multi-tiered price approach could provide a solution, 

and would allow for by-the-glass trial of the entry-level quality, and an 

opportunity for lovers of the style to trade up into the higher quality, either as a 

premium pour or by the bottle.  
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Finally, although price increases are generally associated with volume 

decreases, it is possible that higher prices could provide assurance of higher 

quality. With an average retail price of US$20 excluding tax (Wine-

Searcher.com, 2018), and suggestions that “with top examples selling for less 

than $25, these wines are almost too cheap to be taken seriously” (White, 

2017), a price increase with high-quality offerings cannot be excluded. This, 

however, needs to be further investigated in a future study especially as 

perception of quality and value proposition are objective measurements. 
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5.5 SWOT summary 

Strengths 

As one of the most important red grape varieties in Greece, Xinomavro 

presents several strengths for sales in premium NYCR. Stylistically, it is 

similar to the well-known and respectable Nebbiolo wines, with its ability to 

handle oak aging and savory qualities providing the basis for differentiation 

within a commonly understood and appreciated style. Almost half of 

respondents who have heard of it believe it to produce high quality wine, and 

the majority do not consider Xinomavro’s inherent high acid and tannins 

negatively, a finding that contradicts importers’ and distributors’ commonly-

held perceptions. The majority of respondents agree with its capacity to age, 

and its food-pairing versatility is particularly praised.  

 

Weaknesses 

However, there is a perception of inconsistent quality, which affects the 

willingness of gatekeepers to recommend Xinomavro wines. Also, its Greek 

origin is problematic in a city with few Greek or Mediterranean restaurants; 

Italian and French, the two most common cuisines, have plentiful options of 

the same origin. Thus, niche reds from these countries have a competitive 

advantage in NYCR. Tannin levels can be too high for a sub-group of more 

customer-focused gatekeepers, and oak management can be polarizing. 

Pronunciation difficulties do not keep it from being recommended but could 

affect recollection, as indicated by the low unaided-awareness level. 
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Opportunities 

Overall, premium NYCR is a favorable environment for niche reds. It is an 

import-driven channel, with “old world” and “red” wines leading sales. 

Gatekeepers’ pursuit of diversity and consideration of wine style as important 

in selecting wines favor placement of niche red wines. Almost all gatekeepers 

were willing to include a niche red, and, of those aware of Xinomavro four-

fifths stated had it on their list or would consider adding it. The opportunity for 

increased distribution is highlighted, particularly if this is combined with target 

placement in upper-premium restaurants with extensive wine lists curated by 

wine-educated gatekeepers. Wine trade education continues to offer an 

opportunity to raise awareness and acceptance of the variety among 

gatekeepers. The opportunity to capitalize on its similarity to Nebbiolo, food-

pairing abilities and value proposition when placed with similarly styled wines 

could be impactful. Finally, gatekeepers’ willingness to pay a higher price than 

currently offered signifies an opportunity for multi-tier placement and, 

potentially, an increase in current pricing. 

 

Threats 

Niche reds are a crowded category, with offerings from Italy and France 

having a distinct advantage over those from non-classic countries. Niche reds 

from Greece, Austria, Germany and other non-classic red countries face a 

high degree of product substitution and simply lack of consideration due to 

origin-exclusive wine lists. Except in Greek and Mediterranean cuisines, 

Xinomavro wines are placed ephemerally to introduce something new or 
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under the dreaded “other” category on wine lists. This leaves them vulnerable 

to being replaced by the next new thing. Product substitution by other niche or 

fine red wines is exacerbated by availability issues, given limited distribution 

and low production volume. Furthermore, a higher turnover rate of niche reds 

with a soft, fruity character that pleases the American palate, poses a 

challenge to more structured niche reds that require aging, such as 

Xinomavro. The increasing availability of various ethnic cuisines indicates a 

threat, should placements of Xinomavro be restricted to Greek/Mediterranean 

restaurants (National Restaurant Association, 2015). 
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Table 12. Strengths and weaknesses of Xinomavro in premium NYCR 

Strengths  Weaknesses 

Style considerations 

• High acid and high tannin is not a 

hindrance to gatekeepers 

• Savory character delivers well, an 

attribute linked to less acquired 

taste and increase likelihood of 

recommendation 

• Similar style to Nebbiolo, an 

established grape variety provides 

a familiarity foundation 

• Co-existence of two styles, 

modern and traditional, allows for 

engagement of a broader 

audience 

  

Quality Considerations 

• There are examples that are 

considered high quality and high 

complexity wines 

• It is considered a variety with 

capacity to age  

 

Story 

• One of the most important 

varieties in Greece 

 

Other 

• A food pairing wine particularly 

when paired with Greek dishes 

 Style Considerations 

• Tannin can be too high and soft 

palate is sought out particularly by 

those who had never had it on their 

list 

• Certain examples are considered too 

oaky  

• Alcohol level can be too high for 

certain sub-groups, although not 

always an important driver 

 

Quality Considerations 

• Inconsistent quality is agreed by the 

majority of the respondents 

• There is a sub-group that considers 

that Xinomavro under delivers in 

quality and complexity, further 

influencing their likelihood of 

recommending 

 

Story 

• It is closely tied to its Greek origin 

and as such dependent on Greek 

wine reputation as a whole 

 

Other 

• Food wine – not as easy to enjoy on 

its own  
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Table 13. Opportunities and threats for Xinomavro in premium NYCR 

Opportunities  Threats 

Trends in NYCR 

• Embracing niche grape varieties; 

Introduction of something new and 

pursuit of diversity and is 

important 

• Wine style is the most important 

factor in the wine purchasing 

process 

 

Xinomavro perception 

• There is an overall awareness and 

enthusiasm for the variety 

• There is a willingness for trial 

especially in upper-premium 

restaurants with extensive wine 

lists that change frequently  

 

Price / Value proposition 

• Priced within range for by-the-

glass placement to encourage trial 

• Wine buyers are willing to pay a 

higher by-the-bottle price 

 

Educate trade and consumers 

• Buyers are willing to consider it if 

they learn more about it 

 

Increase distribution 

• Market is underserved and there 

is an opportunity to increase sales 

by increasing distribution 

 

Trends in NYC market 

• An import market; majority of 

sales are old world and red wines 

 Competition  

• Product substitution by other fine 

quality niche reds (particularly from 

Italy and France).  

• Niche red category is very crowded 

and it will only get more crowded as 

more grape varieties are being 

discovered 

• Soft palate red wines and 

international varieties have easier 

turnover. 

 

Low consumer awareness and demand 

• Unknown to consumers, requires 

hand selling, slow turnover 

• No sustained demand. Ephemeral 

placement, easily replaced  

 

Wine list organization 

• Exclusive origin wine lists dedicated 

to one origin or classic origins, 

particularly Italian and French   

• Most wine lists organized by origin 

and Greece is not as important. 

Usually placed under “other” making 

it difficult to create its own identity 

 

Trends in NYC Market 

• Increasing ethnic cuisines  

 

Distribution/Wine availability 

• Volume small compared to other 

niche reds eg Nero d’Avola 
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6.0 CONCLUSIONS AND RECOMMENDATIONS 

6.1 Current status of Xinomavro and its competitors in premium NYCR 

Niche reds are a crowded category. Italian and French grape varieties lead 

the category in terms of awareness and placements, with Mencía, 

Blaufränkisch, Zweigelt and Touriga Nacional also showing strong awareness 

and acceptance. Although the majority of respondents were familiar with the 

flagship Greek grape varieties, including Xinomavro, it is clear that Xinomavro 

is a third-tier niche variety.  

 

The current status of Xinomavro and its competitors was captured. Almost all 

gatekeepers consider niche reds for the restaurant’s wine list. Xinomavro is 

widely placed in Greek/Mediterranean restaurants and steakhouses. Further 

profiling, however, revealed that Xinomavro is sold in upper-premium 

restaurants, on extensive wine lists that change frequently, and was mostly 

accepted by wine-educated gatekeepers. With their broad wine selection, 

these lists provide a greater opportunity for a Xinomavro listing, but it has to 

compete with a wide array of wines for the same space. 

 

Origin matters and origin-exclusive wine lists favor Italian and French grape 

varieties. Wine lists are mostly organized by variety or origin, which usually 

means niche reds from non-classic origins, such as Xinomavro, are listed 

under the “other” section, further isolating or stigmatizing the variety. It is 

mostly sold by the bottle, with by-the-glass options offered by one-third of 

respondents.  
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Niche reds and Xinomavro are appreciated as new discoveries delivering a 

unique style at a great price. Outside of Greek/Mediterranean restaurants, 

Xinomavro is not considered a staple item. Besides cultural connection to the 

cuisine or a particular dish, the reasons for Xinomavro’s inclusion on a wine 

list are: to introduce something new, the gatekeeper’s personal preference 

and the belief that customers will enjoy it. Competitive pricing and a belief that 

it delivers a style similar to Nebbiolo was also important for non-Greek 

restaurants. 

 

Niche reds and Xinomavro face criticism due to their lesser-known nature 

and, in certain cases, their style. Specifically for Xinomavro, origin-exclusive 

wine lists, low customer demand and difficulty in selling as well as 

gatekeepers’ dislike of the style were limiting factors. Limited volumes and 

ease of substitution make Xinomavro and other niche reds a more difficult 

choice for the wine list.  

 

6.2 Gatekeepers’ perception of style, quality, and price of Xinomavro  

Xinomavro wines are, overall, well perceived by the gatekeepers. Stylistically, 

gatekeepers acknowledge a similarity with Nebbiolo, and they generally 

embrace the different styles available (modern and traditional). The tannic 

nature is acknowledged, but not seen as a limiting factor. The fans of 

Xinomavro appreciate it for its savory qualities, balance of alcohol and 

complexity, as well as its food-pairing versatility and affinity for oak. Skeptics 
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criticize it for its limited complexity and quality. Overall, perception of 

Xinomavro wines’ quality is mixed, but heavily influences gatekeepers’ intent 

to recommend it. Gatekeepers agree with its capacity to age, but also note its 

inconsistency, underlining a major barrier for acceptance of the variety.  

 

Finally, Xinomavro wines are competitively priced, as shown by gatekeepers’ 

willingness to pay a higher wholesale bottle price than currently offered. When 

considering by-the-glass pricing, Xinomavro wines are within range for a niche 

red, particularly for upper-premium restaurants. 

 

6.3 Challenges and opportunities 

Selling wines made from niche grape varieties in premium NYCR is presented 

with challenges due to fierce competition within the niche red wine category 

and ease of product substitution, since in most cases, they are not a staple 

item for the restaurant. Xinomavro faces challenges due to low sales turnover, 

limited distribution and origin-exclusive wine lists. It is often limited to Greek 

restaurants and those offering Greek dishes, or it is placed on wine lists that 

frequently change, to introduce something new.  

 

Several opportunities for Xinomavro were identified. The majority of 

gatekeepers were willing to include niche grape varieties in their wine lists as 

a way to differentiate and diversify their offerings. The majority of respondents 

were likely to recommend a Xinomavro wine based on its style, despite their 

belief that quality is not always consistent. Xinomavro wines are perceived to 
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offer a style similar to Nebbiolo and are priced competitively for the by-the-

glass program, indicating a key point of differentiation for placement. Finally, 

wine education programs provide opportunities 1) to raise awareness among 

those who had not heard of Xinomavro and 2) engage wine influencers that 

were willing to learn, promote style and story. 

 

6.4 Recommendations for Xinomavro and other niche red wines  

First Recommendation: Focus on on-premise, drive by-the-glass placements  

With the available volume of Xinomavro in the U.S. of less than 20,000 cases, 

Xinomavro cannot support a broad placement in the vast off-trade U.S. 

market. While distributors’ view of focusing on off-premise as a way to 

increase sales is valid, this is a short-term strategy, which, if successful, could 

compromise appropriate positioning given the price competition and possibility 

of continuously underserving the off-premise market. A targeted approach for 

placement in on-premise, with engaged gatekeepers who are willing to 

support the variety, its styles and its story, could reinforce quality-focused 

efforts at the production level and offer a more suitable strategy. Driving by-

the-glass placements to increase exposure to customers will allow the 

sommelier to sample and explain the wine before the customer commits to a 

full bottle. This could be achieved in two ways: 

• Exploit gatekeepers’ willingness to pay the higher wholesale price by 

increasing the “frontline” pricing to attract the quality-conscious 

sommeliers and retain discount pricing, but with higher case incentives 

to motivate by-the-glass placement. Care should be taken for the off-
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premise to not undercut discount incentives, as that will compromise 

the sense of rarity and exclusivity gatekeepers value for their wine lists.  

• Increase of by-the-glass placement by promoting Xinomavro with 

Coravin technology28. Thus, not only competitively priced wines can be 

placed by the glass, but also more premium pours. Given that the 

Coravin section is often considered the reserve and more premium 

section of the by-the-glass wine list, there is the side benefit of 

positioning Xinomavro at a more premium level. 

Other niche reds: This recommendation applies to niche reds with small 

volumes and high costs of production that limit economies of scale. That is 

almost the whole niche red category with the exception of certain broadly 

cultivated varieties, such as Nero d’Avola or Carignan.  

 

Second Recommendation: Continue with wine education 

Wine education has been impactful not only to raise awareness for niche reds 

but also to increase acceptance by gatekeepers. The allocated promotional 

budget in the U.S. of the “Wines of Greece” can be effective in three main 

ways: 

• Sponsoring wine education programs, such as WSET or Court of 

Master Sommeliers, will provide exposure to a highly dedicated and 

engaged community thirsty for knowledge and appreciative of the 

diversity proposition offered by niche red varieties, such as Xinomavro. 

Interactive or digital collaborative promotion in the form of portable 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
28 Coravin is a wine preservation system that allows to pour a glass of wine without removing the cork . 
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Xinomavro Master classes or regional videos for the WSET to increase 

awareness of Xinomavro and its viticulture areas. Print material, to 

include high definition, accurate, regional wine maps or varietal-specific 

Xinomavro brochures, to inform and remind gatekeepers of its 

existence. 

• Sponsor trade trips to Greece and elevate the Naoussa, Amynteo and 

Goumenissa regions by targeting Xinomavro-only promotions. Since 

Greece is a travel destination with an increased focus on wine tourism, 

this could support the variety, like Santorini has done for Assyrtiko. By 

highlighting the cooler climate and mountainous nature of Greece, 

Xinomavro’s planting areas can create their own geographic identity 

that does not compete with the island of Santorini. Santorini’s wine 

tourism, display of luxurious lifestyle and the story of unique volcanic 

soils and vine training systems have been a catalyst among others to 

the success of Assyrtiko (Lazarakis MW 2018 pers comm.; Perpera 

2018 pers comm.; von Benz 2017 pers comm.). This success is 

highlighted by Union of Santorini cooperatives’ ability to now run a EUR 

1.3 million campaign funded by the European commission to promote 

“Santorini volcanic terroir” in the U.S. and Canada (Chafea - European 

Commission, 2018). 

• Activities to promote Xinomavro’s food-pairing ability with dishes from 

diverse cuisines, not only Greek. According to Perpera “Aspen Food 

and Wine” in 2004 was instrumental for the exposure of Greek wines in 

an engaged community and, ever since, promoting the Greek cuisine 
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has been a focus (Perpera 2018 pers comm.). Capitalizing on the 

“foodie” movement and partnering with chefs to inspire food-pairing 

imagination beyond Greek dishes could increase Xinomavro’s 

acceptance to a broader sample of NYC’s multi-ethnic cuisine 

structure. 

Other niche reds: This recommendation also applies to niche reds with the 

ability to create a collective budget for promotions and available wine-tourism 

propositions such as Portugal or Croatia.  

 

Third Recommendation: Focus on quality and create target messaging 

Since the early 2000s, there has been a shift from promoting the four flagship 

grapes of Greece toward showcasing Greece’s entire selection of 

autochthonous varieties, both niche and obscure as defined in section 3.3 

(Skouras 2018 pers comm., Perpera 2018 pers comm.). Although promoting 

Greece’s wide array of grape varieties is important to showcase the country’s 

diversity and engage with gatekeepers looking for something new, it may be 

premature. Origin and authenticity matter, but only if quality is commensurate 

with expectations of the market. Emphasizing quality improvements and 

creating target messaging with select varieties known to produce high quality 

wines can encourage appropriate positioning and engage skeptics of Greek 

wines. In the long term, improvements in consistency and ultimately 

appreciation of quality may help establish Greece as a classic wine region 

rather than one offering a broad selection of value alternatives in small 

quantities, which tends to result in ephemeral placements. One need only look 
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at the success of niche red varieties from France and Italy to see the impact 

that perceptions of quality advances have had on improving acceptance of 

these wines.  

 

Strategies to include:  

• Introducing special single-varietal bottlings to exploit the gatekeepers’ 

willingness to pay a higher price for better quality, and to allow for 

premiumization within a restaurant list.  

• Target messaging: 

o A clear quality emphasis, backed up with a story and focus on 

technical information, such as clones and vineyard 

characteristics, to differentiate from other varieties and engage 

quality-focused wine buyers.  

o By focusing on its savory qualities, stylistic similarities to 

Nebbiolo and value proposition when compared to other fine 

wines, Xinomavro has the ability to engage wine professionals, 

the vast majority of whom, consider wine style the most 

important factor when selecting wines for their list.  

Other niche reds: This recommendation applies to niche reds from non-classic 

origins outside of Italy or France that have a proven record of quality in the 

country of origin and are considered undervalued. Varieties such as Touriga 

Nacional from Portugal or Agiorgitiko from Greece would benefit from the 

same strategy since they share Xinomavro’s potential for premiumization and 

tie to place. 
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8.0  APPENDIX 
8.1 Approved research paper proposal 

 

 

IMW Research Paper Proposal Submission Form  

Student ID 20410 Date of submission 15/1/18 

RPP Version No 4 Name of Advisor Mary Margaret McCamic 
MW 

Note: RPPs must be submitted via your Advisor to the IMW 

Proposed Title 

Challenges and opportunities for selling wines in premium New York City restaurants 
made from niche grape varieties. Xinomavro is used as an example.  
Research Questions:  Define the subject of your Research Paper and specify the specific 
research questions you plan to pursue. (No more than 200 words)  

This research paper seeks to understand what are the opportunities and challenges that niche 
red wines face in premium New York City restaurants (NYCR).1 
 
Niche red wines are defined as non-classic European reds from an emerging variety closely 
related to origin that have been praised by gatekeepers in United States (U.S.). 2,3  
 
Dry red Xinomavro from Greece is selected as a case study for the following reasons:  
a. It experiences challenges in placements due to the obscurity of grape variety in NYC.  
b. It is considered high quality and marketed as one of the four flagship grape varieties by 
Greece’s Marketing Body, EDOAO.4 
c. It has been consistently praised by sommeliers and journalists in major publications, by way of 
writing and high critic scores (94-95 points Wine Advocate) 
 
This research will explore the status of Xinomavro as a niche red wine in NYCR by assessing:  

1. What is the current status of Xinomavro and its competitors in the niche red wine category? 
• What type of cuisine do restaurants with niche red wine listings and specifically 

Xinomavro have? 
• What are the competitors in the niche red category? 
• How are Xinomavro and niche red wines placed in restaurants (by-the-glass versus 

bottle, section of wine list)  
• Why are Xinomavro and niche red wines included and placed where they are on the list? 

2. What are the gatekeepers’ perception of style, quality, and price of Xinomavro wines as a 
niche red wine in NYCR? 

3. What are the strengths, weaknesses, opportunities, and threats for Xinomavro in NYCR? 
4. How can producers improve perceptions and build an improved market for niche red wines 

and specifically for Xinomavro wines in NYCR? 
!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
1 For the purpose of this study, premium New York City restaurants are defined as restaurants with an 
average bill per person of $USD40 or above. The bill cost includes a three-course meal and a 15 
percent tip, excluding drinks. (New York Times) 
2 Gatekeepers include wine experts such as Masters of Wine and Master Sommeliers, members of 
the trade such as importers and retailers as well as wine writers, journalists and wine bloggers. 
3 Niche red wines include varieties such as Nerello Mascalese, Aglianico, Mencia, Touriga Nacional, 
Blaufrankisch, Zweigelt, Xinomavro, Agiorgitiko. Top-of-mind awareness coupled with multiple choice 
selections of red grapes from the survey respondents will capture the breadth of the niche red wine 
category. 
4 EDOAO is Greece’s National Inter-professional Organization of Vine and Wine, responsible for 
promotional activities of the New Wines of Greece.  !
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!

!

Background and Context: Explain what is currently known about the topic and address why 
this topic requires/offers opportunities for further research. (No more than 200 words)  

The U.S. is the largest wine market and wine importer by value in the world (Wine Australia, 
USA Market Insights Report, 2017). Within the U.S., New York state represents a 11.1% share 
of total imports, the highest share in the U.S. (Shanken's Impact Databank 2016 Review and 
Forecast, U.S. Wine market). As demand for imported wines is increasing and NYC is seen “as a 
trend-setting on-trade market” there is a unique opportunity for niche wines to increase their 
market share (Andrew, 2016).  
 
A wider trend of the rise of non-classic, less-known varietal wines has been observed. Many 
wine industry gatekeepers such as winemakers or other wine trade, media and wine judges, 
seek to find unique wines and explore niche areas as a way of differentiation. (Jefford, 2013 ‘The 
wine society’) 
 
No research to date has explored Xinomavro or niche red wines to this extent. By performing an 
in-depth survey of restaurant gatekeepers in NYCR, this research will provide valuable 
information about the current status, challenges and opportunities of Xinomavro wines, 
applicable to other niche red wines in a key U.S. market.  
 
Sources: Identify the nature of your source materials (official documents, books, articles, other 
studies, etc.) and give principle sources if appropriate. (No more than 150 words)  

The primary source of information will be data gathered from an in-depth survey of restaurant 
gatekeepers in NYC. Additional information will be gathered by analyzing provided restaurant 
wine lists and follow-up interviews with selected restaurant wine buyers, Greek wine experts 
such as Greek Masters of Wine, Greek wine importers and producers, and trade professionals.  
  
A mix of publications, industry reports, books and previous research articles and projects will be 
used to determine factors affecting wine purchase decisions in NYCR, current Xinomavro 
performance in NYC, information on production of Xinomavro wines, wine scores. 
These include, but not limited to: 

• Online articles and publications such as Wine Advocate, Decanter and Jancis Robinson 
• Journal Articles in periodicals such as: Preszler, T. and Schmit T., 2009 ‘Factors Affecting 

Wine Purchase Decisions and Presence of New York Wines in Upscale New York City 
Restaurants’ Journal of Food Distribution Research vol. 40, no 3, pp 16-30. 

• Greek wine export statistics in US (Elstat, Gain Wine Annual Report, EDOAO). 
• Relevant MW Research Papers: Mark Andrews (Dec 2016), Yiannis Karakasis (Jun 2015) 
• Books on Greek wines such as “The Wines of Greece” Lazarakis 2018 

 
!

!

!

!

!
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Research Methodology: Please detail how you will identify and gather the material or 
information necessary to answer the research question(s) and discuss what techniques you will 
use to analyse this information. (No more than 500 words)  
1. Background research and literature review 
Preliminary research.  

• Prior to this RPP, interviews were conducted with importers of Greek wine in U.S., 
personnel from EDOAO, Greece’s Marketing Body, and randomized restaurant 
gatekeepers in NYC in order to help design the appropriate research questions. 

• Online research was conducted to gather scores and reviews of Xinomavro wines and 
other niche red wines as a comparative study. 

Literature Review. A further, in-depth literature review will be conducted to provide context for 
information on Xinomavro wines in general, style and quality considerations, and to gain further 
insight into the NYC market and wine purchasing decisions for restaurant lists. 
 
2. Development of the questionnaire and survey sample identification 
Development of the questionnaire 

• A research marketing professional, Sheri Sauter Morano MW, will be consulted in order to 
develop a questionnaire that can answer the aforementioned research questions from 
gatekeepers. 

• Preliminary research will inform areas to be addressed in the questionnaire. 
• Pilot Survey Monkey and Questionnaire: A trial questionnaire will be sent to a group of 10 

volunteers (sommeliers in NYCR and market research experts) with the intention to 
identify any amendments necessary. 

Survey Sample Identification 
• Target sample population includes wine decision-makers in premium restaurants with an 

existing wine list located in Manhattan. On-premise accounts with active liquor licenses in 
NYC were obtained from New York State Liquor Authority (https://www.sla.ny.gov) and 
further selected by type of license that allows wine sale: Restaurant Brewer (MR), On 
Premises Liquor (OP), Restaurant Liquor (RL), Restaurant Wine (RW), and Taverna Wine 
(TW).  

• Sample Size: The entire population of the 5 licenses will be considered (5,220 
establishments). Screening questions in the survey will filter out non-restaurant 
establishments or restaurants that do not fit the premium definition and will ensure that 
the respondents are the wine decision-makers for the restaurant. In order to reach a 
confidence level of 95% and targeted confidence interval of equal or less than 10, a 
minimum of 94 responses are required (https://www.surveysystem.com/sscalc.htm). 
Within this population, a subset including wine decision-makers in premium NYCRs who 
have tried Xinomavro, will be asked further questions to draw conclusions on style, quality 
and price. 

 
3. Conduct Survey and Collect Data 
An online survey will be used that will include a combination of multiple choice, open ended as 
well as Likert scale questions. 
The survey questions will be designed to address the following: 

• Demographic data (type of cuisines, job titles and wine education levels for respondents 
etc). 

• Wine list information (diversity, categories, how frequent they change etc). 
• Competitors in the niche red wine category.  
• Gatekeeper awareness and familiarity with Greek wines.  
• Perceived value of Xinomavro wines in the context of niche red wine category. 
• The advantages and challenges of including Xinomavro and other niche red wines in the 
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restaurant wine lists.  
• The opportunities and threats for placing Xinomavro and other niche red wines in NYCR. 

 
4. Survey Data Analysis and Conclusions 

• Analysis of attached wine lists will provide information on length, thematic or not, 
categorization of wine selection, representation of European red wines, Greek wines and 
Xinomavro specifically. 

• Data will be further analyzed in a SWOT (Strengths, Weaknesses, Opportunities and 
Threats) format.  

• Based on SWOT analysis a list of recommendations for marketing strategies will be 
created and conclusions will be summarized. 

Potential to Contribute to the Body of Knowledge on Wine: Explain how this Research 
Paper will add to the current body of knowledge on this subject.  (No more than 150 words)  
No in-depth studies on Xinomavro wines within NYCR exist to date. This study provides current, 
original knowledge on the subject, which can be utilized by Xinomavro and other niche red wine 
producers in need of a more dynamic export strategy in this important market for imported wine 
in U.S. 
 
This research will provide insights into NYCR gatekeepers’ perceptions and attitudes towards 
Xinomavro, Greek wines, and niche red wines in general, which can be utilized by wine 
importers, wine promotional agencies and producers of niche red wines to inform their marketing 
and sales strategies. 
 
In addition, this research has potential for broader applications. It will provide evidence to 
support further research on the extent to which wine diversity is supported by wine trade 
gatekeepers, especially in multi-cultural cities such as New York.  
Proposed Time Schedule/Programme: This section should layout the time schedule for the 
research, analysis and write-up of the Research Paper and should indicate approximate dates 
with key deliverables. Dates of submission to both Advisors and the IMW must be those 
specified by the IMW. 
Dec, Jan  

• Further Literature Review. 
• Design Questionnaire. 
• Pilot Surveymonkey. 
• Finalize sample selection and contact information.  
• Write Introduction and Literature portion of RP. 

Jan – 15 March 
• Survey circulation.  
• Send follow up reminders. 

16 March - April   
• Analyze survey data and perform SWOT analysis. 
• Create list of suggestions. 
• Write the remaining part of the RP. 

 
April 24  

• Submit final draft to RP advisor.  
May  

• Corrections. 
June  

• Submit RP to the Institute. 
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8.2 Preliminary research questions 

Importers 

1. How many cases of Greek wine do you import annually? 

2. In your opinion, which Greek red grape variety has the most potential in the 

U.S.? Why? 

3. What are your key markets/states for Greek wine? 

4. Out of your total Greek wine sales, what is the total percentage of red 

wine? 

5. Out of the total red wine, what is the percentage by volume of Agiorgitiko 

and how much is Xinomavro? 

6. What percentage of your Greek wine is sold on-premise and what 

percentage is sold off-premise? 

 

NYC Wine Buyers 

• How familiar are you with Greek wines? 

• Have you ever tasted Xinomavro?  

• Did you like it or dislike it, and why?  

• Have you ever had it on your list? Why or why not?  

• Would you ever put it on your list? What might persuade you to purchase 

Xinomavro wines in the future? 

• What price point/category would you put it on your list?  

• What might prevent you from putting it on your list? 
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8.3 List of interviewees  

Bafitis, Sotiris Verity Wine Partners Importer 

Battenhouse MW, Mollie Jackson Family Wines Former NYC wine buyer 

Boutari, Christina Terlato Wine Group Importer 

Catechis, Sam Stellar Importing Company Importer 

Dalton, Levi I’ll drink to that! Former NYC wine buyer 

Diamantis, Ted Diamond Wine Importers Importer 

Englisis, Andrea Athenee  Importer 

Grevenitis, Dionysi DNS Wines Importer 

James, Victoria Cote Korean Steakhouse Wine buyer 

Racine, Amy John Frasser Restaurant 

Associates 

Wine buyer 

Roussos, Stephen R&R Selections Importer 

Simon, Hiram Winewise Importer 

Soultanos, Aris Eklektikon Importer 

Tsapos, Yannis Dionysos Imports Importer 

Von Benz, Beth MVB Consulting Wine buyer 

Weitzenhoffen, David Penrose Hill, Limited Former NYC wine buyer 

Zinelis, Andreas Cava Spiliadis Importer 
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8.4 Online Survey 

 

 

 

 

 

Master of Wine Research Paper Survey  

Welcome to my survey  

Thank you for participating in this survey. Your input is very important! It will take 

approximately 15 minutes of your time.  

 

As a token of my appreciation for your participation, all respondents who 

successfully complete the survey will be entered into a drawing for $100 gift 

cards. Simply enter your email address at the end of the survey to be included for 

1 in 9 chance to win.  
The Restaurant      (Skip Logic: if no, skip to question 54) 

* 1. Do you currently work or consult for a restaurant, a restaurant group or a 

hotel group located in Manhattan?  

 Yes  

 No  

The Restaurant  

* 2. How many restaurant locations does the restaurant or hotel group have?  

  
The Restaurant  

Please answer the survey for one of the main premium restaurants in your group.  

The Restaurant      (Skip Logic: if less than $39.99, skip to question 47) 

* 3. What is the restaurant's average bill per person including tip, but excluding 

beverage(s)?  

 Less than $39.99  

 $40-54.99  

 $55 and over  

The Restaurant      (Skip Logic: if no, skip to question 47)  

* 4. Does the restaurant serve alcohol?  

 Yes  

 No  
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The Restaurant       (Skip Logic: if no wine, skip to question 47) 

* 5. Which of these are served at the restaurant?  

Please select all that apply.  

 Wine (Still, sparkling and/or fortified)  

 Beer  

 Spirits  

Sake  

The Restaurant       (Skip Logic: if no, skip to question 47) 

* 6. Are you responsible for selecting the wine for the restaurant?  

 Yes  

 No  

The Wine List  

The next few questions will concentrate on the restaurant's wine list.  

 

The Wine List  

* 7. How many wines are on the wine list?  

By the Bottle   

By the Glass  

 

The Wine List  

* 8. How often are substantial changes made to the wine list?  

 Several Times a Week  

 Several Times a Month  

 Once Every Month  

 Several Times a Year  

 Annually  

 Less Often than Annually  
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The Wine List  

* 9. How important are each of these factors when selecting wines for the wine 

list?  

Please select one option per row.  

 
Extremely  

Important 

Very 

Important 

Somewhat 

Important 

Not very  

Important 

Not at all  

Important 

Wine Style      
Grape Variety      
Pairing with Food Menu      
Customer Requests/Comments      
Wine Availability      
Origin (Country or Wine Region)      
Well-known Producer or Brand      
Price Point       
Value/Profit Margin Potential      
Packaging      
Relationship with Distributor      
Relationship with the Winery      
Uniqueness      
Scores or Awards (e.g. Wine 

Critic or Magazine) 
     

 

What other factors are considered when creating or updating the wine list? 

 
 

The Wine List  

10. What percentage of the restaurant's wine sales are...?  

Please ensure the numbers add up to 100%.  

New World  

Old World  
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11. What percentage of the restaurant's wine sales are...?  

Please ensure the numbers add up to 100%.  

White Wine                     

Rosé Wine                      

Red Wine                        

Sparkling Wine                

Sweet or Fortified Wine   

Niche Reds  

Now we will concentrate on niche European RED wines.  

 

NICHE REDS include those wines made from the many indigenous European 

red grape varieties. These do not include classic red grape varieties such as 

Cabernet Sauvignon, Merlot, Syrah, Pinot Noir, Grenache, Nebbiolo, and 

Tempranillo.  

Niche Reds  

* 12. Please list as many of the NICHE RED GRAPE VARIETIES you can think 

of.  

List any varieties that you personally know, regardless of whether they are on the 

restaurant's wine list or not.  

 
Niche Reds  

* 13. Which of these grapes have you heard of?  

Please select all that apply.  

 Agiorgitiko   Mencía   Tannat  

 Aglianico   Negroamaro   Trousseau  

 Baga   Nerello Mascalese   Touriga Nacional  

 Blaufränkisch/Lemberger   Nero d’Avola   Xinomavro  

 Dornfelder   Sagrantino  Zweigelt  

 Lagrein   Saperavi   
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Niche Reds  

* 14. Which of these statements about the wine list apply to the niche reds?  

Please select one option per row.  

 
Currently on the 

wine list 

Would consider 

for the wine list 

Would NOT 

consider for the 

wine list 

Agiorgitiko    
Aglianico    
Baga    
Blaufränkisch/ 

Lemberger    

Dornfelder    
Lagrein    
Mencía    
Negroamaro    
Nerello 

Mascalese    

Nero d’Avola    
Sagrantino    
Saperavi    
Tannat    
Trousseau    
Touriga Nacional    
Xinomavro    
Zweigelt     
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Niche Reds  

* 15. What is the ideal wholesale bottle price range for a by-the-glass pour of a 

niche European red wine?  

 <$10  

 $10-$12.99  

 $13-$15.99  

 $16-$19.99  

 $20-$24.99  

 $25-$29.99  

 $30 or over  

Greek Wines  

The next few questions will deal with Greek wines.  

Greek Wines       (Skip Logic: if haven’t heard of Xinomavro, skip to question 28) 

* 16. Please indicate whether you have ever heard of or tasted any Greek wines 

made from these grapes.  

 
Heard of and 

tasted 

Heard of but not 

tasted 

Neither heard of 

nor tasted 

Agiorgitiko    
Assyrtiko    
Athiri    
Kotsifali    
Malagouzia    
Mavrodaphne    
Mavrotragano    
Moschofilero    
Limnio    
Robola    
Roditis    
Savvatiano    
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* 17. Specifically for the Xinomavro grape, please indicate whether you have ever 

heard of or tasted any Xinomavro wines from Greece.  

Heard of and tasted Heard of but not tasted Neither heard of nor tasted 

   
 

Xinomavro Wines  

The next few questions will focus on Xinomavro wines.  

Xinomavro Wines  

* 18. Where have you tasted Xinomavro wines?  

Please select all that apply.  

 At a trade tasting  

 At a distributor visit in my restaurant  

 On a trip to Greece – Importer/Distributor sponsored  

 On a trip to Greece - Vacation  

 At a “New Wines of Greece” event  

 At a Greek wine tasting  

 At a restaurant  

 During a wine training course  

 At my tasting group  

 As a judge in a wine competition  

 At my home  

 I can’t remember  

Other (please specify) 

 
Xinomavro Wines  

* 19. How likely would you be to recommend a wine made from Xinomavro 

grapes? 

Extremely 

Likely 
Very Likely 

Somewhat 

Likely 
Not very Likely 

Not at all 

Likely 
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Xinomavro Wines  

* 20. Generally speaking, please rate Xinomavro wines on the following factors:  

 

Too 

Little 

1 2 3 

Just 

Right 

4 5 6 

Too 

much 

7 

Level of 

Tannins        

Acidity        
Alcohol        
Color        
Fruity 

Character        

Savory 

Character         
 

!
!
Xinomavro Wines  

* 21. Generally speaking, please rate Xinomavro wines on the following factors:  

 
Low 

1 2 3 

Average 

4 5 6 

High 

7 

Affinity for Oak        
 Ability to age        
Level of 

Complexity        

Level of Quality        
Level of 

Potential in your 

Market  
       

 

!
!
!
!
!
!
!
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!
Xinomavro Wines  

* 22. Which style of Xinomavro wines would be the most appropriate for your 

restaurant's wine list?  

 The traditional style that is quite tannic and requires substantial aging or 

pairing with food.  

 The modern style with ripe fruit and tannins that can be consumed in its 

youth or without food.  

 Both styles are appropriate for the wine list.  

 Neither style is appropriate for the wine list.  

 Other (please specify) 

  
 

Xinomavro Wines  

* 23. How much do you agree or disagree with these statements?  

 

Strongly 

Disagree 

1 

Disagree 

2 

Neither 

Agree or 

Disagree 

3 

Agree 

4 

Strongly 

Agree 

5 

Xinomavro wines pair with a 

wide variety of dishes.      

Xinomavro wines can be 

enjoyed without food.       

Xinomavro wines offer a 

style similar to Nebbiolo 

wines.  
     

Xinomavro wines are an 

acquired taste.       

Xinomavro wines are best as 

a single variety.       

Xinomavro wines are 

consistent in quality.       

Xinomavro wines are always 

available in this market.       

!
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There is a wide variety of 

Xinomavro wines to choose 

from in this market.  
     

Xinomavro wines fill a need 

in the wine list.       

Xinomavro wines are trendy.      
Xinomavro is difficult to 

pronounce.      
 

!
Xinomavro Wines  

* 24. If a 750ml bottle of Xinomavro wine was being considered for the wine list, 

at what WHOLESALE price would it be so expensive that you would not 

consider buying it?  

 
 

Xinomavro Wines  

* 25. At what WHOLESALE price would you consider it to be pricedso low that 

you would feel the quality couldn’t be very good?  

 
 

Xinomavro Wines  

* 26. At what WHOLESALE price would you consider it starting to get 

expensive, so that it is not out of the question, but you would have to give 

some thought to buying it?  

 
 

Xinomavro Wines        (Skip Logic: after this question, skip to question 37) 

* 27. At what WHOLESALE price would you consider the product to bea 

bargain—a great buy for the money?  
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Xinomavro Wines  

The next few questions will focus on Xinomavro wines. Although you have not 

tasted Xinomavro, please complete this section to the best of your knowledge.  

Xinomavro Wines  

* 28. How likely would you be to recommend a wine made from Xinomavro 

grapes? 

Extremely 

Likely 
Very Likely 

Somewhat 

Likely 
Not very Likely 

Not at all 

Likely 

     
 

Xinomavro Wines  

* 29. Generally speaking, please rate Xinomavro wines on the following factors:  

 

Too 

Little 

1 2 3 

Just 

Right 

4 5 6 

Too 

much 

7 NA 

Level of Tannins         
Acidity         
Alcohol         
Color         
Fruity Character         
Savory Character          

 

Xinomavro Wines  

* 30. Generally speaking, please rate Xinomavro wines on the following factors:  

 Low 

1 2 3 

Aver

age 

4 5 6 

High 

7 NA 

Affinity for Oak         
 Ability to age         
Level of Complexity         
Level of Quality         
Level of Potential in 

your Market          
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Xinomavro Wines  

* 31. Which style of Xinomavro wines would be the most appropriate for your 

restaurant's wine list?  

 The traditional style that is quite tannic and requires substantial aging or 

pairing with food.  

 The modern style with ripe fruit and tannins that can be consumed in its 

youth or without food.  

 Both styles are appropriate for the wine list.  

 Neither style is appropriate for the wine list.  

 Other (please specify) 

  
Xinomavro Wines  

* 32. How much do you agree or disagree with these statements?  

 

Strongly 

Disagree 

1 

Disagree 

2 

Neither 

Agree or 

Disagree 

3 

Agree 

4 

Strongly 

Agree 

5 NA 

Xinomavro wines pair with 

a wide variety of dishes.       

Xinomavro wines can be 

enjoyed without food.        

Xinomavro wines offer a 

style similar to Nebbiolo 

wines.  
      

Xinomavro wines are an 

acquired taste.        

Xinomavro wines are best 

as a single variety.        

Xinomavro wines are 

consistent in quality.        

Xinomavro wines are 

always available in this 

market.  
      

!
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There is a wide variety of 

Xinomavro wines to 

choose from in this 

market.  

      

Xinomavro wines fill a 

need in the wine list.        

Xinomavro wines are 

trendy.       

Xinomavro is difficult to 

pronounce.       
 

Xinomavro Wines  

* 33. If a 750ml bottle of Xinomavro wine was being considered for the wine list, 

at what WHOLESALE price would it be so expensive that you would not 

consider buying it?  

 
 

Xinomavro Wines  

* 34. At what WHOLESALE price would you consider it to be pricedso low that 

you would feel the quality couldn’t be very good?  

 
 

Xinomavro Wines  

* 35. At what WHOLESALE price would you consider it starting to get 

expensive, so that it is not out of the question, but you would have to give 

some thought to buying it?  

 
 

Xinomavro Wines  

* 36. At what WHOLESALE price would you consider the product to bea 

bargain—a great buy for the money?  
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Xinomavro Wines  

(Skip Logic: if yes previously, skip to question 41) 

(Skip Logic: if no never, skip to question 44) 

* 37. Is there currently or has it ever been a wine made predominantly from the 

Xinomavro grape (50% or more) on the wine list?  

 Yes, currently on the wine list  

 Yes, previously on the wine list  

 No, never on the wine list  

Xinomavro Wines  

* 38. Why was a Xinomavro wine originally added to the wine list?  

Please select all that apply.  

 The restaurant offers Greek or Mediterranean food  

 For a specific food pairing  

 I like the style  

 We thought our customers would like it  

 By customers’ request  

 To introduce something new  

 I had just come back from Greece  

 Our customers liked Greek white wines so I wanted to offer a Greek red  

 As an alternative option to Nebbiolo  

 It was offered at a good price by the distributor  

 Other (please specify) 

 
Xinomavro Wines  

* 39. How do you offer it?  

 By the glass only  

 By the bottle only  

 Both  
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Xinomavro Wines       (Skip Logic: after this question, skip to question 47) 

* 40. Will you continue to have it on the wine list?  

Please select one of the options and give a brief description why.  

 By the glass only  

 By the bottle only  

 Both by the glass and by the bottle  

 I will remove it from the list.  

Please explain why  

 
Xinomavro Wines  

* 41. Why was Xinomavro originally added to the wine list?  

Please select all that apply.  

 The restaurant offers Greek or Mediterranean food  

 For a specific food pairing  

 I like the style  

 We thought our customers would like it  

 By customers’ request  

 To introduce something new  

 I had just come back from Greece  

 Our customers liked Greek white wines so I wanted to offer a Greek red  

 As an alternative option to Nebbiolo  

 It was offered at a good price by the distributor  

 Other (please specify) 

 
Xinomavro Wines  

* 42. How did you offer it?  

 By the glass only  

 By the bottle only  

 Both  



	  

	   112	  

 

 

 

 

 

Xinomavro Wines       (Skip Logic: after this question, skip to question 47) 

* 43. If you were to put it back on the wine list, how would you offer it?  

Please select one of the options and give a brief description why.  

 By the glass only  

 By the bottle only  

 Both by the glass and by the bottle  

 I will remove it from the list.  

Please explain why  

 
Xinomavro Wines  

* 44. Why has Xinomavro never been included in the wine list?  

Please select all that apply.  

 I don’t like the styles  

 I like the style but my list focuses on other countries  

 There is better quality in other reds in the world  

 I have never considered it   

 Difficult for my customers to pronounce  

 Too hard for my staff to sell  

 Price too high for the style/quality  

 Other (please specify) 

 
 

Xinomavro Wines  

* 45. What would persuade you to add it to the wine list?  

Please select all that apply.  

 A Greek-inspired dish on the menu  

 Softer tannins  

 Better availability from distributors  

 Nothing, I just don’t like it as a wine  

 Better consistency  
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 More information about the variety  

 A trip to Greece to learn more about it  

 A lower wholesale price  

 Other (please specify) 

 
 

Niche Reds  

* 46. Which of these characteristics of a niche European red wine would be most 

appropriate for the wine list?  

Please select all that apply.  

 Fruity  

 Savory  

 High Alcohol (above 14%)  

 Low Alcohol (below 13%)  

 Soft Palate  

 Firm Tannins  

 Full Bodied  

 Lean  

 Unusual  

 Unoaked  

 Oaked  

 None of the above, I prefer a classic variety (such as Cabernet Sauvignon, 

Pinot Noir, Nebbiolo)  

 Other (please specify)  
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General Questions  

A couple more general questions before the end of the survey.  

General Questions  

* 47. What type of cuisine best describes your restaurant?  

 
* 48. Which of the following best describes your position?  

 
General Questions  

* 49. Which level of wine education have you achieved?  

Please select all that apply.  

 Self-trained  

 WSET- Level 1, 2, or 3  

 WSET - Diploma  

 Master of Wine  

 Court of Master Sommeliers: Introductory or Certified Sommelier  

 Court of Master Sommeliers: Advanced Sommelier or Master Sommelier  

 Master’s Degree  

 Doctorate Degree  

 Other (please specify)  

 
 

General Questions  

50. Please provide a copy of the restaurant's current wine list.  

Choose File  
It will be used solely for statistical purposes for this research project. Your willingness to participate is greatly 

appreciated!  
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* 51. If you were unable to upload your current wine list, please select one of 

the following options.  

My current wine list is online on the restaurant's website. The website is...  

 
The link directly to my current wine list is...  

 
Please email me at...  

 
Other  

 
Comments  

52. If you have any additional comments, please write them here.  

 
Thank you!  

Thank you for participating in the survey.  

 

53. Would you be willing to be contacted for follow-up questions?  

 Yes, please contact me at the email address or phone number below.  

 No, thank you.  

Email Address / Phone Number  

 
Thank you!  

54.  

Thank you for your willingness to participate in this survey.  

However, for this survey we are looking for people who are affiliated with a 

restaurant business in Manhattan. If you know anyone in a restaurant that 

would be interested in helping a MW candidate by completing this survey 

please include their email below and I will send them the questionnaire.  

Again, thank you!  
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8.5 Respondent demographic 

Over 70% of wine-decision makers indicated positions dedicated to beverage 

management, such as Wine Director or Beverage Director, and the remaining 

were part of ownership or operations (Fig. 18). In terms of wine education, 

almost half of respondents considered themselves self-trained, and the 

majority stated varying levels of formal wine education (Fig. 19). 

 

 

 

Wine Director 
32% 

Beverage 
Director 

27% 

Owner 
10% 

General Manager 
8% 

Sommelier 
7% 

Wine Buyer 
7% 

Managing Partner 
4% Director of 

Operations 
2% 

Other 
3% 

Fig. 18: Which of the following best describes your position?  

2% 

7% 

9% 

18% 

49% 

49% 

Master's Degree 

Other 

American Sommelier Association 

Wine & Spirit Education Trust 

Court of Master Sommeliers 

Self-trained 

Fig. 19: Which level of wine education have you achieved?  
(Select all that apply)   
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Restaurant demographic 

Manhattan is home to multi-ethnic cuisines, and, thus, the respondent 

population represented a range of cuisines from American to Ecuadorian29, 

but three cuisines, American, Italian and French, represented over half the 

respondent population (Fig. 20).  

 

 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
29 Special care was taken that Greek or Mediterranean cuisines were not over-represented in the final respondents’ 
population, as this could have skewed the results. Although figures specific to types of cuisine for premium 
restaurants in Manhattan were not available, analysis of the identified 3,040 restaurants (representing 58% of the 
target population of the 5,220 liquor licenses), indicated that the 9% of Greek or Mediterranean cuisines in the 
respondent population mirrored their percentage in the analyzed population (5%). 
 

American 
23% 

Italian 
17% 

French 
14% 

Steakhouse 
8% Bistro 

6% 
New American 

5% 

Mediterranean 
5% 

Greek 
4% 

Japanese 
4% 

Seafood 
3% 

Chinese 
2% 

Vegetarian 
2% Wine 

Bar 
2% 

Asian Fusion 
2% 

Fine 
Dining 

1% 

Spanish 
1% 

Ecuadorian 
1% 

Serbian 
1% 

Fig. 20: What type of cuisine best describes your restaurant?  
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Based on The New York Times’ definition, the restaurants were first 

segmented as lower and upper premium, and then eventually used for 

profiling between respondent groups during data analysis (Fig. 21). 

 

Independent restaurants and restaurant groups with up to five locations 

represented the majority in the population, with a third of the respondents 

reporting that their restaurant belonged to a restaurant or a hotel group with 

six or more locations (Fig. 22). 

 

33% 

67% 

Fig. 21: What is the restaurant's average bill per person including tip, but 
excluding beverage(s)?  

$40-54.99 $55 and over 

25% 

46% 

24% 

6% 

Fig. 22: How many restaurant locations does the restaurant or hotel 
group have?  

Single Locations 2-5 locations 6-20 Locations More than 20 
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Wine Lists 

Wine, beers, spirits and sake were represented in respondents’ wine lists. 

“Old world” wine and “red” wine were most sold (Fig. 23, Fig. 24). Specifically, 

old world wine sales dominated over new world, and red wines were the most 

sold wine type by almost 18% higher than white wine. 

 

 

 

63.3% 

38.2% 

Fig. 23: What percentage of the restaurant's wine sales are New World 
versus Old World wines?  

Old World New World 

48% 

30% 

10% 9% 
3% 

Red Wine White Wine Sparkling Wine Rosé Wine Sweet or Fortified 
Wine 

Fig. 24: % of restaurant sales by wine type 
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Wine-list lengths ranged from 030 to 4,000 by the bottle, and 8 to 75 by the 

glass. The lower premium had smaller by-the-bottle lists than the upper 

premium, but the upper premium exceeded the by-the-glass selection of the 

lower premium in all ranges (Fig. 25, Fig. 26) 

 

 

 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
30 A wine bar with 60 by-the-glass offerings reported zero bottles in the by-the-bottle list. 

28% 

5% 

20% 

48% 

0-299 

300-2000+ 

% of restaurants 

R
an

ge
  

Fig. 25: Range of by-the-bottle placements in wine lists 

Upper premium: Average bill of $55 and over 

Lower premium: Average bill of $40-54.99 

30% 

3% 

47% 

21% 

0-25 

26 - 80 

% of restaurants 

R
an

ge
 

Fig. 26: Range of by-the-glass placements in wine lists 

Upper premium: Average bill of $55 and over 

Lower premium: Average bill of $40-54.99 
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Restaurant wine lists change frequently. Over 60% of lists change at least 

monthly, while only 2% change annually (Fig. 27). The frequency of change 

was used as a profile attribute to be examined both as an opportunity for 

placement of niche reds including Xinomavro given potential willingness for 

experimentation, and as a threat due to their instability.  

 

 

 

 

 

 

 

 

 

 

 

20% 

29% 

17% 

33% 

2% 
0% 

Several Times 
a Week 

Several Times 
a Month 

Once Every 
Month 

Several Times 
a Year 

Annually Less Often 
than Annually 

Fig. 27: How often are substantial changes made to the wine list?  
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8.6 Top-of-mind niche red mentions 

Table 14. Grape varieties and number of mentions in the unaided awareness question. 

Grape Variety Number 

of 

mentions 

 Grape Variety Number 

of 

mentions 

 Grape Variety Number 

of 

mentions 

Nerello Mascalese 32  Sangiovese 12  Pinot Meunier 6 

Carignan  31  Sagrantino 12  Pineau d'Aunis 6 

Aglianico 29  Rossese 12  Petit Rouge 6 

Mourvèdre 25  Dolcetto 12  Listan Negro 6 

Gamay 22  Refosco 11  Graciano 6 

Blaufränkisch 22  Montepulciano 11  Croatina 6 

Nero d' avola 20  Freisa 11  Cot - Malbec 6 

Barbera 19  Gaglioppo 10  Cannonau 6 

Mencía 18  Tempranillo 9  Valdiguié 5 

Xinomavro 17  Sciaccarellu 9  Uva Rara 5 

Trousseau 17  Negroamaro 9  Pinot noir 5 

Frappato 17  Grenache 9  Mavrodaphne 5 

Zweigelt 16  Nielluccio 8  Grignolino 5 

Touriga Nacional 16  Mondeuse 8  Counoise 5 

Tannat 16  Lagrein 8  Canaiolo 5 

Primitivo 16 

 Cabernet 

Franc 8 

 

Vranac 4 

Ploussard/Poulsard 16 

 St Laurent - 

Sankt Laurent 7 

 

Teroldego 4 

Cinsault 16  Nebbiolo 7  Teran 4 

Schioppettino 15  Molinara 7  Piedirosso 4 

Schiava 15  Grolleau 7  Pelaverga 4 

Nerello Cappuccio 15  Ruché 6  Nero di Troia 4 

Corvina 14  Rondinella 6  Monica 4 

Agiorgitiko 14  Plavac Mali 6  Mavrotragano 4 
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Table 14 (cont.) Grape varieties and number of mentions in the unaided awareness question. 

Grape Variety Number 

of 

mentions 

 Grape 

Variety 

Number 

of 

mentions 

 Grape Variety Number 

of 

mentions 

Mandilari / 

Mandilaria 4 

 

Tintilia 2 

 

Brancellao 2 

Fumin 4  Susumaniello 2  Bonarda 2 

Colorino 4  Shavkapito  2  Baga 2 

Ciliegiolo 4  Prokupac 2  Babić 2 

Bobal 4  Petite Sirah 2  Alfrocheiro 2 

Alicante Bouschet 4  Persan 2  Aleatico 2 

Vlahiko 3  Perricone 2  Abouriou 2 

Vernaccia Nera 3  Merlot 2  Vradiano 1 

Trepat 3  Mavroudi 2  Vinhão 1 

Touriga Franca 3  Marzemino 2  Vien de Nus 1 

Syrah 3  Mandó 2  Vertzami 1 

Saperavi 3  Magliocco 2  Ughetta 1 

Petit Verdot 3  Limniona 2  Tribidrag 1 

Pallagrello Nero 3 

 

Limnio 2 

 Touriga 

Francesca 1 

Liatiko 3  Lambrusco 2  Touriga 1 

Fer Servadou 3  Kallmet 2  Tinta Grossa 1 

Dornfelder 3 

 Crljenak 

Kastelanski 2 

 

Tinta de Toro 1 

Corvinone 3  Cornalin 2  Tinta Cao 1 

Cesanese 3  César 2  Tinta Barocca 1 

Cabernet 

Sauvignon 3 

 

Castelão 2 

 

Tinta Amarela 1 

Brachetto 3 

 Carcajolo 

Nero 2 

 Tibouren - 

Rossese 1 

Vespolina 2  Caiño 2  Sumoll 1 
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Table 14 (cont.) Grape varieties and number of mentions in the unaided awareness question. 

Grape Variety Number 

of 

mentions 

 Grape 

Variety 

Number 

of 

mentions 

 Grape Variety Number 

of 

mentions 

Stavroto 1  Mouhtaro 1  Fokiano 1 

Serine 1  Moshomavro 1  Enantio 1 

Romeiko 1  Merenzao 1  Dureza 1 

Ramisco 1  Melnik 1  Duras 1 

Prieto Picudo 1  Mavrud 1  Domina 1 

Portugizer 1 

 Mavro (black) 

Mesenikola 1 

 

Crna tamjanika 1 

Pascale 1 

 Mavro (black) 

Kalavritino 1 

 

Crespiello 1 

Pamidi 1  Mammolo 1  Centesimino 1 

Otskhanuri Sapere 1  Lecinaro 1  Casavecchia 1 

Oseleta 1 

 Lambrusco 

Grasparossa 1 

 

Callet 1 

Olivella 1  Kratosija 1  Bovale Sardo 1 

Ojaleshi 1 

 

Krasato 1 

 Blauer 

Wildbacher 1 

Nocera 1 

 

Kotsifali 1 

 Blauer 

Portugieser 1 

Nero d'lupo 1 

 Khndognhni 

(Armenia) 1 

 

Bellone 1 

Neretto 1  Kekoporto 1  Baboso Negro 1 

Negrette 1  Kadarka 1  Avgoustiatis 1 

Negramoll 1 

 Hondarribi 

Beltza 1 

 

Arcos 1 

Negoska 1  Gropello 1  Aleksandrouli 1 

Muscat Rouge a 

Petit Grains 1 

 

Folle Noire 1 
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8.7 Regression analysis 

 

 

FACTOR  

/VARIABLES= Age-ability ConsistentQuality Quality 

/CRITERIA = MINEIGEN (1) ITERATE (25)  

/EXTRACTION =PC  

/METHOD = COVARIANCE  

/PLOT = EIGEN  

/PRINT = INITIAL EXTRACTION  

/CRITERIA = ITERATE (0)  

/ROTATION = NOROTATE.  

 

Communalities 

 Initial Extraction 

Age-ability 

Quality 

ConsistentQuality 

1.62 

1.15 

.76 

1.36 

.77 

.09 

 

Total Variance Explained 

Component Initial Eigenvalues Extraction Sums of Squared 

Loadings 

Total % of 

variance 

Cumulative 

% 

Total % of 

variance 

Cumulative 

% 

1 

2 

3 

2.22 

.76 

.55 

62.95 

21.62 

15.43 

62.95 

84.57 

100.00 

2.22 62.95 62.95 
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Component Matrix 

 Component 

1 

Age-ability 

Quality 

ConsistentQuality 

1.17 

.88 

.30 

 

 

FACTOR 

/VARIABLES= Potentialinmarket  FillNeedinWineList  

/CRITERIA = MINEIGEN (1) ITERATE (25)  

/EXTRACTION =PC  

/METHOD = COVARIANCE  

/PLOT = EIGEN  

/PRINT = INITIAL EXTRACTION  

/CRITERIA = ITERATE (0)  

/ROTATION = NOROTATE.  

 

 Initial Extraction 

PotentialinMarket 

FillNeedinWineList 

2.34 

1.09 

2.20 

.49 

 

 

Total Variance Explained 

 Initial Eigenvalues Extraction Sums of Squared Loadings 

Total % of 

Variance 

Cumulative 

% 

Total % of 

Variance 

Cumulative 

% 

1 

2 

2.69 

.74 

78.43 

21.57 

78.43 

100.00 

2.69 78.43 78.43 
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Component Matrix 
 Component 

1 

PotentialinMarket 

FillNeedinWineList 

1.48 

.70 

 

REGRESSION 

/VARIABLES= FACT_Quality FACT_Market  

/DEPENDENT= Recommend  

/METHOD=ENTER  

/STATISTICS=COEFF R ANOVA.  

 

Model Summary (Recommend) 

R R Square Adjusted R Square Std. Error of the Estimate 

.64 .41 .39 .73 

 

ANOVA (Recommend) 

 
Sum of 

Squares 
df 

Mean 

Square 
F Sig. 

Regression 

Residual 

Total 

24.06 

35.27 

59.33 

2 

66 

68 

12.03 

.53 

22.51 .000 

 

Coefficients (Recommend) 

 
Unstandardized 

Coefficients 

Standardized 

Coefficients t Sig. 

 B Std. Error Beta 

(Constant) 

FACT_Quality 

FACT_Market 

.97 

.38 

.26 

.44 

.10 

.08 

.00 

.41 

.35 

2.20 

3.91 

3.32 

.031 

.000 

.001 
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REGRESSION  

/VARIABLES= AvailableInMarket WideVariety SingleVariety 

EnjoyWithoutFood AffinityforOak Trendy  

DifficultoPronounce AcquiredTaste SimilartoNebbiolo PairWideVarietyDishes 

/DEPENDENT= FACT_Quality FACT_Market  

/METHOD=ENTER  

/STATISTICS=COEFF R ANOVA.  

 

Model Summary (FACT_Quality) 
R R Square Adjusted R Square Std. Error of the Estimate 

.69 .47 .38 .78 

 

ANOVA (FACT_Quality) 

 
Sum of 

Squares 
df Mean Square F Sig. 

Regression 

Residual 

Total 

31.61 

35.23 

66.84 

10 

58 

68 

3.16 

.61 

5.20 .000 

 

Coefficients (FACT_Quality) 

 

Unstandardized 

Coefficients 

Standardized 

Coefficients t Sig. 

B Std. Error Beta 

(Constant) 

AvailableInMarket 

WideVariety 

SingleVariety 

EnjoyWithoutFood 

AffinityforOak  

Trendy  

DifficultoPronounce 

AcquiredTaste 

SimilartoNebbiolo 

PairWideVarietyDishes 

1.03 

.08 

.13 

.14 

-.09 

.28 

.12 

.17 

-.27 

.30 

.20 

.91 

.10 

.11 

.14 

.11 

.08 

.12 

.08 

.10 

.09 

.12 

.00 

.09 

.15 

.11 

-.08 

.34 

.11 

.21 

-.28 

.35 

.18 

1.12 

.80 

1.25 

.97 

-.83 

3.40 

1.08 

2.00 

-2.73 

3.30 

1.62 

.266 

.427 

.215 

.336 

.410 

.001 

.284 

.050 

.008 

.002 

.111 
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Model Summary (FACT_Market) 
R R Square Adjusted R Square Std. Error of the Estimate 

.56 .32 .20 1.11 

 

ANOVA (FACT_Market) 

 
Sum of 

Squares 
df Mean Square F Sig. 

Regression 

Residual 

Total 

33.35 

71.35 

104.70 

10 

58 

68 

3.33 

1.23 

2.71 .008 

 

Coefficients (FACT_Market) 

 

Unstandardized 

Coefficients 

Standardized 

Coefficients t Sig. 

B Std. Error Beta 

(Constant) 

AvailableInMarket 

WideVariety 

SingleVariety 

EnjoyWithoutFood 

AffinityforOak  

Trendy  

DifficultoPronounce 

AcquiredTaste 

SimilartoNebbiolo 

PairWideVarietyDishes 

.77 

.05 

.18 

.44 

-.25 

.26 

.34 

.06 

-.31 

-.04 

.04 

1.30 

.15 

.15 

.20 

.15 

.12 

.16 

.12 

.14 

.13 

.17 

.00 

.04 

.16 

.28 

-.19 

.25 

.24 

.06 

-.25 

-.04 

.03 

.59 

.34 

1.16 

2.22 

-1.65 

2.20 

2.09 

.48 

-2.17 

-.31 

.22 

.555 

.737 

.250 

.031 

.104 

.031 

.041 

.634 

.034 

.758 

.827 
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REGRESSION  

/VARIABLES= Tannin Acidity Alcohol Color Fruity Savory  

/DEPENDENT= SimilartoNebbiolo AffinityforOak AcquiredTaste 

/METHOD=ENTER  

/STATISTICS=COEFF R ANOVA.  

 

Model Summary (SimilartoNebbiolo) 
R R Square Adjusted R Square Std. Error of the Estimate 

.48 .23 .16 1.04 

 

ANOVA (SimilartoNebbiolo) 

 
Sum of 

Squares 
df Mean Square F Sig. 

Regression 

Residual 

Total 

20.14 

67.11 

87.25 

6 

62 

68 

3.36 

1.08 

3.10 .010 

 

Coefficients (SimilartoNebbiolo) 

 
Unstandardized Coefficients 

Standardized 

Coefficients t Sig. 

B Std. Error Beta 

(Constant) 

Tannin 

Acidity 

Alcohol 

Color 

Fruity 

Savory 

5.21 

-.02 

.20 

-.40 

-.33 

-.04 

.18 

1.34 

.15 

.17 

.20 

.16 

.17 

.17 

.00 

-.02 

.16 

-.25 

-.27 

-.03 

.13 

3.90 

-.13 

1.18 

-2.03 

-2.02 

-.24 

1.06 

.000 

.897 

.242 

.047 

.047 

.814 

.295 
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Model Summary (AffinityforOak) 
R R Square Adjusted R Square Std. Error of the Estimate 

.32 .10 .01 1.18 

 

ANOVA (AffinityforOak) 

 
Sum of 

Squares 
df Mean Square F Sig. 

Regression 

Residual 

Total 

9.74 

86.89 

96.64 

6 

62 

68 

1.62 

1.40 

1.16 .340 

 

Coefficients (AffinityforOak) 

 
Unstandardized Coefficients 

Standardized 

Coefficients t Sig. 

B Std. Error Beta 

(Constant) 

Tannin 

Acidity 

Alcohol 

Color 

Fruity 

Savory 

3.34 

.37 

-.21 

.07 

.11 

-.07 

-.14 

1.52 

.18 

.19 

.23 

.19 

.19 

.19 

.00 

.29 

-.16 

.04 

.08 

-.05 

-.10 

2.20 

2.08 

-1.11 

.31 

.58 

-.34 

-.73 

.032 

.042 

.272 

.757 

.563 

.733 

.469 
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Model Summary (AcquiredTaste) 
R R Square Adjusted R Square Std. Error of the Estimate 

.28 .08 -.01 1.03 

 

ANOVA (AcquiredTaste) 

 
Sum of 

Squares 
df Mean Square F Sig. 

Regression 

Residual 

Total 

5.50 

65.98 

71.48 

6 

62 

68 

.92 

1.06 

.86 .528 

 

Coefficients (AcquiredTaste) 

 
Unstandardized Coefficients 

Standardized 

Coefficients t Sig. 

B Std. Error Beta 

(Constant) 

Tannin 

Acidity 

Alcohol 

Color 

Fruity 

Savory 

1.80 

.03 

.03 

.03 

-.03 

-.10 

.31 

1.33 

.15 

.17 

.20 

.16 

.17 

.17 

.00 

.03 

.02 

.02 

-.03 

-.08 

.25 

1.36 

.20 

.16 

.13 

-.20 

-.58 

1.86 

.179 

.840 

.877 

.898 

.838 

.563 

.068 
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