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1. Summary 

This paper assesses Finnish on-trade wine education from the perspectives of wine service 

staff and restaurateurs to identify possible opportunities for development and improvement. 

The paper reviews the viewpoints and satisfaction levels among staff regarding current 

education offering and restaurateurs regarding staff wine knowledge and practical service 

skills. The paper explores motivating factors in pursuing and/or supporting wine education 

and ascertains whether or not demand exists for more or different types of wine education 

in terms of content, formats, and delivery mechanisms. 

 

Increasing wine consumption in Finland suggests more on-trade wine education is likely 

required in the future. This research found that the current situation broadly satisfies both 

cohort groups who are motivated to pursue and/or support wine education. However, it also 

found that motivating factors differ and there is inadequate communication regarding 

advancement goals between wine service staff and restaurateurs. As such wine education 

could become a valuable human resources tool for the restaurant industry in delivering and 

aligning both personal and business-related benefits. An easier-to-access, more wide-

spread, and customised offering, designed along the preferences of both groups and better 

communicated, could encourage more on-trade professionals to acquire wine education.  
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2. Introduction 

Between 2015-2017, the average total alcohol per capita (age 15+) consumption of pure 

alcohol in Finland was 10.7 litres, of which wine accounted for 20.6% (World Health 

Organisation, 2018). Beer is the most commonly consumed category of alcoholic beverages 

in Finland, with a relative proportion of 48.8%, followed by spirits with 21.5% and other 

alcoholic beverages1 with 9.1% (ibid.). In relation to other Nordic countries, Finland has the 

lowest proportion of wine of the total consumption, the second highest proportion of beer, 

and the highest respective proportion of spirits (ibid.). As between 2009-2011 the average 

total alcohol per capita consumption was 12.6 litres, the overall consumption has decreased 

(ibid.). However, since in 2010 wine accounted for only 17.5%, beer for 46%, spirits for 24% 

and other alcoholic beverages for 12.6%, the proportion of wine of the total consumption 

has increased (World Health Organisation, 2014). 

 

Consumption pattern changes have been noticed also in the restaurant industry and 

restaurant concepts focusing on wine are emerging in the Finnish market. Wine is the most 

popular alcoholic beverage enjoyed with food, and while consuming wine with meals is more 

common in Helsinki area and other larger cities, and amongst the more educated population, 

wine consumption is growing throughout the country (Mäkilä, 2019, pers. comm.; Tigerstedt, 

Karlsson and Härkönen, 2018). In 2016, 14% of 15-69-year-olds drank wine at least once a 

week, and around 2/3 of them drank wine weekly with meals, equaling just under 10% of 

the eligible population drinking wine with meals at least once a week (Tigerstedt, Karlsson 

and Härkönen, 2018). Although only 11% of the total alcohol consumption in Finland occurs 

                                                
1 Other alcoholic beverages without further division include fortified wines, rice wine or other fermented 
beverages made of sorghum, millet or maize (World Health Organisation, 2018). 
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in the on-trade (Jääskeläinen and Virtanen, 2018), the HORECA-sector is a very important 

employer with 60% of alcohol-related jobs being in restaurants (Mara.fi, 2018). 

 

Professional wine education available in Finland consists of hospitality qualifications and 

degrees offered at secondary and tertiary level education institutes, courses of Wine and 

Spirit Education Trust (WSET) and Sommelier education (Viinimestarikoulutus) at Turku 

Vocational School. Additionally, tastings and masterclasses are organised by wine importers 

and the Finnish Sommelier Association, and specific staff training is organised by 

restaurants themselves. 

 

Based on the interviews, the resources allocated to wine education in second- and third-

level hospitality programs are limited. Both the Degree Programme in Hospitality 

Management at Tampere University of Applied Sciences and the Vocational Qualification in 

the Restaurant and Catering Services at Tampere Vocational College Tredu teach wine 

knowledge only as a small add-on component of other courses with no single course solely 

dedicated to wine (Kukkonen, 2019, pers. comm.; Luiro, 2019, pers. comm.). At Haaga-

Helia University of Applied Sciences in Helsinki the resources are slightly better with three 

dedicated wine courses, including a food and wine pairing course, offered in its respective 

Degree Programme (Mykkänen, 2019, pers. comm.). Course content and quality at these 

institutes seem to depend on the teacher, as not all teachers update their own skill sets and 

knowledge to meet the standards of present-day work life (Kukkonen, 2019, pers. comm.). 

Additionally, since the reform of vocational upper secondary education in 2018 shifting the 

emphasis of education to on-the-job training (Minedu.fi, 2018), the amount and quality of 

wine education gained has been increasingly determined by the choice of the student’s on-

the-job training establishment. 
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The core syllabi of WSET courses and Sommelier education consist of generally applicable 

wine knowledge in the format of theory and tasting classes. Neither include practical service 

skills despite that the qualification name ‘Sommelier education’ would imply such. As the 

courses are not specifically aimed for on-trade professionals the participants tend to be a 

heterogeneous group including wine enthusiasts, importers, wine writers and salespersons 

working for the Finnish national alcohol retail monopoly Alko as well as on-trade 

professionals. 

 

Training offered to restaurant staff by importers often focuses on brands and products 

instead of general wine knowledge, offering a narrow understanding of wine as a category. 

Tastings and masterclasses organised by the Finnish Sommelier Association tend to have 

specific themes. Senior Lecturer at Haaga-Helia University of Applied Sciences and WSET 

teacher at Wine School Perho PRO, Jouko Mykkänen (2019, pers. comm.), believes there 

are enough supply capabilities to further develop wine knowledge in Finland, but the 

opportunities are not properly exploited. Wine School Perho PRO would offer WSET Level 

4 Diploma every year instead of every second year if there were more people interested in 

enrolling on the course (ibid.). Course participants are typically off-trade buyers or managers 

(ibid.), suggesting WSET is not seen as sufficiently relevant to wine service staff. 

 

Marika Kukkonen (2019, pers. comm.), Hospitality Teacher at Tampere Vocational College 

Tredu, and Arja Luiro (2019, pers. comm.), Senior Lecturer at Tampere University of Applied 

Sciences, have noticed a high demand for wine knowledgeable on-trade professionals, 

suggesting expertise in wine and wine service could improve employment prospects in 

hospitality. In some countries, the catering industry is regarded as an attractive long-term 

career option where on-trade wine professionals are highly respected (Eads, 2019), and 
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many have extensive wine education. According to Kukkonen (2019, pers. comm.), 

restaurants who adapt to the change in alcohol consumption occurring in Finland and ensure 

their staff is able to meet the expectations of customers will win out. 

 

This Research Paper was sparked by interest in assessing Finnish on-trade wine education 

as similar research has not been done before. The paper seeks to establish the satisfaction 

level regarding the current situation, the interest in pursuing and/or supporting wine 

education, and whether opportunities for development and improvement exist. 

 

This paper will answer the following research questions: 

RQ1. What are the satisfaction levels among 

a. wine service staff on current wine education offering? 

b. restaurateurs regarding their staff’s wine knowledge and/or practical service skills? 

RQ2. What are the motivating factors in pursuing and/or supporting wine education? 

RQ3. What kind of content, formats and delivery mechanisms of wine education is 

preferred?  
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3. Review of Research Context 

Work-related training and education and their various impacts have been studied before. 

Within the wine and hospitality industries, for example Gultek, Dodd and Guydosh (2006) 

studied the attitudes towards wine-service training and its impact on restaurant wine sales.  

In addition to existing publications, this research made use of interviews with wine education 

providers and key industry leaders to provide ideas on the importance, possible impacts, 

needs, and challenges of on-trade wine education. Interviews were also used to illustrate 

the current educational situation in Finland. 

 

3.1 Wine education and wine service staff 

 
Workplace learning can help meet personal and career development needs of individuals 

(Sutherland and Rainbird, 2000), and employee development can help promote job 

performance, productivity and satisfaction, increase organisational commitment and 

motivation, and reduce turnover intentions and absenteeism among employees (Chen, 

Yang, Shiau and Wang, 2006; Hameed and Waheed, 2011; Jangbahadur and Sharma, 

2018). Training can reflect a company’s commitment to its employees’ long-term 

development and be a key determinant of competitive success (Carey, 2000). Although an 

emphasis on training is not a sufficient prerequisite for employee commitment as the 

requirements of the business can often mean training gets sidelined (Rees, 2000), 

training acts as a signal to employees that they are valued by their employer (Heyes, 2000). 

 

Joonas Mäkilä (2019, pers. comm.), Commercial Director of a Nordic restaurant group NoHo 

Partners Plc consisting of over 200 restaurants, sees front-of-house staff being motivated 

by training. As unhappy and untrained employees can result in high turnover, poor service, 
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inefficiency, and bad work habits, investing time and money in training will eventually pay 

off and training should consider employees’ interests, goals, needs and desires (Brown, 

2007). Learning can be rewarding as it can contribute to personal fulfilment and social well-

being (Sutherland and Rainbird, 2000), increase employees’ self-esteem (Gultek, Dodd 

and Guydosh, 2006), and bring personal intellectual satisfaction (Mykkänen, 2019, pers. 

comm.). 

 

The primary reason for training is to add further skills (Rees, 2000) which also help 

provide protection against employment instability by enhancing workers’ ability to adjust 

to shifting employment opportunities (Heyes, 2000). Access to learning opportunities can 

play a role in workers’ ability to adapt to changing circumstances as jobs for life can no 

longer be expected (Sutherland and Rainbird, 2000). 

 

3.2 Wine education and customers 

 
Joonas Mäkilä (2019, pers. comm.) believes customer experience can be indirectly 

enhanced by wine education because job satisfaction has an impact on how customers are 

treated, how knowledgeably and functionally service is performed, and with what level of 

expertise staff handles various situations with guests. One element of commercial success 

is meeting and surpassing customer expectations which training can facilitate. According to 

Arja Luiro (2019, pers. comm.), working in an inspired environment not only makes work 

itself feel more meaningful but is noticed by customers too. If staff do not appreciate their 

own work and profession, neither will their customers. Luiro (ibid.) doubts customers return 

to restaurants where staff have not been professional or attentive in their wine service. 

With intense competition and increasing consumer awareness, having staff with good 

level of wine knowledge and service skills can be a competitive benefit. If education is 
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not invested in, the risks of dropping out of the development of the market and not 

meeting customer expectations increase. Additionally, Marika Kukkonen (2019, pers. 

comm.) believes wine education could have a significant social impact in helping to 

communicate responsible wine consumption. It could also contribute in further increasing 

the proportion of wine consumption relative to the consumption of spirits of which the latter 

is more closely related to excess consumption (Lintonen and Mäkelä, 2018). 

 

3.3 Wine education and restaurant businesses 

 
Training can affect restaurant businesses by having a direct impact on aspects such as add-

on sales and up-selling, by increasing average spend and sales margins, and by increasing 

work productivity. According to a study by Gultek, Dodd and Guydosh (2006), restaurants 

offering wine service training more than once a year sold more wine than restaurants 

offering training only once a year, which in turn sold more wine than restaurants never 

offering wine service training. Graham Cox, WSET UK Business Development Director, 

sees the commercial training of on-trade staff becoming increasingly important in 

maintaining competitive advantage and increasing profits year on year (Wsetglobal.com, 

2017). Staff are seen to perform better with deeper understanding of the business’ products 

as indicated by spirits training increasing upselling to premium spirits by 16.9%, itself having 

a positive impact on total revenue growth (ibid.). 

 

Mäkilä (2019, pers. comm.) acknowledges the impacts of training are related to the specific 

restaurant concept, for example casual restaurants seeing more add-on sales increasing 

the average spend and fine-dining restaurants more up-selling by having customers 

upgrade to higher-priced wines. Where employees possess the necessary knowledge, 

selling wine becomes easier and more efficient, correct serving and presenting can 
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increase sales, and customers’ concerns on wine purchases can be overcome (Gultek, 

Dodd and Guydosh, 2006). Most human resource management commentators assume 

there is a positive relationship between skill formation and economic performance (Heyes, 

2000). Mykkänen (2019, pers. comm.) believes training also helps integrate staff better with 

the business concept of the company. 

 

Offering wine education and training helps businesses differentiate themselves on the basis 

of skills, knowledge levels and enthusiasm of their workforce. Training is essential if firms 

are to develop the organisational resources needed in responding to intensified competition 

(Heyes, 2000). Customer satisfaction, market share, increasing profit margins and 

reputation are critical to success and help identify training needs (Holly and Rainbird, 2000). 

Additionally, organisations can utilise employee training and development programs to 

improve their appearance as the best employers in the market (Bashir and Jehanzeb, 2013). 

In particular, young professionals might be interested in joining companies that provide 

training programs helping them meet future requirements and new technologies, yet at the 

same time, retaining experienced employees is crucial and offering professional 

development programs can be one way to accomplish this (ibid.). 

 

Employers are often interested in the competitiveness agenda, prioritising job- and 

company-specific training rather than investing in transferable skills widely recognised in the 

labour market (Sutherland and Rainbird, 2000). Whether seen as an investment or a cost, 

an account for the expenditure and an assessment of the impact of training has to be made 

(Holly and Rainbird, 2000). Resources are often varied between businesses, and although 

some employers invest extensively in training, little activity usually takes place among small 
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and medium-sized enterprises (Sutherland and Rainbird, 2000), a category which most 

restaurants fall into. 

 

3.4 Wine education content 

 
Joonas Mäkilä (2019, pers. comm.) sees basic wine knowledge together with sales and 

service skills the key content of on-trade wine education. Sommeliers themselves tend to 

focus on wine knowledge rather than adaptive or persuasive selling strategies (Dewald, 

2008) yet Arja Luiro (2019, pers. comm.) feels restaurants are losing a significant amount of 

potential income as staff do not possess adequate sales skills. Additionally, Luiro (ibid.) sees 

a significant lack of knowledge in pricing and stock management, while Mäkilä (2019, pers. 

comm.) finds those skills are only important to managers, and having trustworthy suppliers 

makes listing wines easier. 

 

Mäkilä (ibid.) thinks food and wine pairing should be included in on-trade wine education 

and Mykkänen (2019, pers. comm.) believes training on food and wine could encourage 

people to learn to taste in general and be critical of their own prejudices and preferences. 

Basic knowledge of different wine styles, grape varieties, and food and wine pairings 

would be sufficient content for most restaurants whereas fine-dining establishments 

often require deeper level of understanding (Luiro, 2019, pers. comm.). Acquiring new 

information is easier if a basic knowledge level already exists (ibid.). Although product 

training often promotes the products of the supplier instead of developing the category 

of wine itself, adding context and story-telling makes the service encounter with the end 

customer more meaningful (Mäkilä, 2019, pers. comm.). Specific product knowledge could 

be taught when tasting through the listed wines (Kukkonen, 2019, pers. comm.). Luiro 

(2019, pers. comm.) believes letting all staff taste the listed wines can increase motivation 
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and general interest in wine. Mykkänen (2019, pers. comm.) thinks analytical tasting skills 

gained through repetitive practice are extremely important in evaluating the characteristics 

of different wines and in communicating about them. Manske and Cordua (2005) agree that 

wine service staff with a good level of product knowledge and an ability to describe the wines 

increase credibility and can effectively assist consumers in their wine selection. 

 

In the secondary level, wine education starts with simple practical service skills 

(Kukkonen, 2019, pers. comm.) and Luiro (2019, pers. comm.) feels practical service skills 

should be taught more because expertise is a combination of many factors. Gultek, Dodd 

and Guydosh (2006) think elegant wine service such as decanting has visual appeal that 

can prompt other guests to make similar purchases. Additionally, experiences gained 

through visiting wine regions and wineries could have a tremendous increase in 

understanding wine, yet the opportunities for such are limited and Mäkilä (2019, pers. 

comm.) sees visits rather as a motivational than an educational factor. 

 

3.5 Wine education formats and delivery mechanisms 

 
Arja Luiro (2019, pers. comm.) feels there are not enough opportunities in Finland to 

increase wine knowledge of people aiming for or already working in the on-trade. The 

challenge is that learning might not be easily quantified and measured in terms of 

achieved qualifications (Senker, 2000) yet the opportunities to enhance wine knowledge 

and skills would not necessarily need to focus on gaining a specific certificate. Wine 

education could be short-term ranging from 1-2-day individual courses (Luiro, 2019, pers. 

comm.) to courses lasting up to 6 months (Kukkonen, 2019, pers. comm.), which are easier 

to attend and organise than longer and more formal ones. 
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Understandably as a provider of WSET courses, Mykkänen (2019, pers. comm.) sees the 

benefit of certified and systematic wine courses in gaining proper tasting experience and 

learning to understand the quality of wines. Mykkänen (ibid.) also sees systematic wine 

courses increasing sophistication compared to e.g. reading individual wine writers that can 

have little academic relevance. WSET reported an increase of 11% in the number of 

candidates from 2017 to 2018, with over 800 Approved Program Providers (APPs) offering 

courses to professionals and enthusiasts in over 70 countries (Wsetglobal.com, 2018). 

However, in Finland, WSET is provided only by two APPs and the courses are not increasing 

in popularity (Mykkänen, 2019, pers. comm.). 

 

Trainees view certifications from externally recognized bodies important in proving that 

new skills and knowledge have been gained, yet not much employer-provided training 

is linked to formal accreditation (Heyes, 2000). Employers may be reluctant to link 

training to recognized qualifications as it might raise employees’ expectations and 

increase staff turnover by staff seeking more challenging work elsewhere, so employers 

choose to emphasise short duration, narrow, firm-specific and uncertified forms of 

training reflecting their short-term needs (ibid.). Forms of learning and development 

external to the work environment and not directly linked to the acquisition of work-related 

skills and competences may impact workers’ possibilities, and learning needs to open 

up opportunities for educational and job progression to promote workers’ interests 

(Sutherland and Rainbird, 2000). The interest of employers thus conflicts with that of 

their employees (ibid.). 

 

Mykkänen (2019, pers. comm.) has found restaurant-specific customised training favourable 

yet acknowledges the need for higher-level wine knowledge when encountering more 
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demanding consumers. Mäkilä (2019, pers. comm.) thinks training should aim at making 

employees adept to their everyday work with wine and believes only 10% is learnt on 

courses and through training, 20% from other people, and 70% on the actual job. An ideal 

work experience model combines learning taking place within a classroom with that 

occurring within a workplace setting (Huddleston, 2000). Learning in the workplace can 

happen during the normal course of work or be organised by the employer in a deliberate 

attempt to enhance learning of employees by on-the-job training and apprenticeship 

(Senker, 2000). However, the amount of learning through informal training is not easily 

measurable in contrast to formal on-the-job training programs (ibid.). 

 

Education should not only mean attending courses in educational buildings but 

something available when and where the interest and motivation exists and something 

the individuals can shape around their own needs and capacities (Caldwell, 2000). The 

workplace can provide a convenient and accessible site for learning, an opportunity to 

learn with peers, and an infrastructure of support for learning from colleagues and 

managers (ibid.). Because experiential learning including personal involvement 

facilitates the process and adult learners like to participate in the learning process 

(Jarvis, 2010), on-the-job training could be a very successful and popular delivery 

mechanism. 

 

3.6 Challenges in pursuing and supporting wine education 

 
It is important that employees and organisations view training as an opportunity for 

development that will help them in the future, and wine education providers should 

consider and communicate the value of training to both employees and employers 

(Gultek, Dodd and Guydosh, 2006). However, those employees who do not regard 
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working in the hospitality industry as their long-term career might not be interested in self-

development. Additionally, organisational reality and the conflicting objectives of different 

aspects of human resource strategies often intervene (Holly and Rainbird, 2000). Individual 

development is shaped by the needs of an organisation, but the development needs of 

an individual and those of an organisation are rarely the same (Antonacopoulou, 2000). 

 

As service hours tend to be busy, allocating time separately for training is necessary. 

Pursuing wine education could be more appealing for staff if it was supported by their 

employers (Luiro, 2019, pers. comm.) in the form of paid educational leave or study time, 

but employees may also have to study in their own time (Caldwell, 2000). Mykkänen 

(2019, pers. comm.) and Luiro (2019, pers. comm.) believe one of the reasons why 

education is not pursued or supported more is related to its cost. Mäkilä (2019, pers. comm.) 

sees the cost of training as an investment, but the key is ensuring the correct theoretical 

content becomes practical and training should be offered continuously. 

 

The direct results of wine training can be difficult to quantify, and if training offered does 

not generate intended outcome it will be difficult to justify. Measuring learning and its 

impact in the workplace is not straightforward as most measurements tell about events and 

procedures in which learning is supposed to occur but reveal little about the actual process 

of learning or the relationship of this knowledge to workplace practice (Holly and Rainbird, 

2000). Mäkilä (2019, pers. comm.) thinks measurements of employee and customer 

satisfaction and increases in average spend and sales margin could be used to evaluate the 

impact of training. These could be significant motivating factors in pursuing and supporting 

wine education. Although employees might look for different or higher positions after 

pursuing more wine knowledge and service skills, employees might also look elsewhere 
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for work if they feel they are not supported by their current employers. Tensions between 

individual worker’s need for development and the organisation’s need for job effectiveness 

seem to exist (Holly and Rainbird, 2000).  
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4. Methodology 

4.1 Desk research and exploratory background interviews 

 
Existing literature, and previous studies on wine education, employee development, 

workplace training, and adult education helped to form the context of the research. As no 

comparable research had been done in Finland, four exploratory background in-person 

interviews lasting 25-60 minutes each were carried out with wine education providers and 

key industry leaders to give further depth to the desk research on the importance, possible 

impacts, needs, and challenges of on-trade wine education. The interviews helped to assess 

the current situation in Finland and to fine-tune the survey questions. The teacher of 

Sommelier education at Turku Vocational School chose not to participate in the research. 

The potential bias of the interviewees was acknowledged when interpreting their thoughts. 

 

Interviews were held with 

• Marika Kukkonen, Hospitality Teacher, Tampere Vocational College Tredu 

• Arja Luiro, Senior Lecturer, School of Hospitality Management, Tampere University 

of Applied Sciences 

• Jouko Mykkänen, Senior Lecturer, Haaga-Helia University of Applied Sciences; 

Education Director, Wine School Perho PRO 

• Joonas Mäkilä, Commercial Director, NoHo Partners Plc 

 
4.2 Research population definition 

 
The research population was defined and sourced from four groups in order to get a 

representation of a wide range of restaurants. Top restaurants were identified through the 
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top 50 restaurants of Finland 20182 -list published by Viisi Tähteä Media Ltd, restaurants in 

the White Guide Nordic 2017-20183, and restaurants with Chaîne des Rôtisseurs plaque4 

with the latter bringing greater geographic spread beyond major cities. To gain a wider 

spectrum of restaurants in terms of style, size and location, restaurants that bought wine 

from Viinitie Ltd in 2018 were also included, as the company is a major wine 

importer/distributor in the HORECA-sector, and the researcher had access to the company’s 

sales data as their employee. 390 restaurants were estimated to form the research 

population. While this number is just 4,5% of the licensed premises in Finland (Valvira.fi, 

2018), it represents a wide range of restaurants where wine is a relevant part of the service. 

 

Within the research population, two respondent groups were defined, likely to have different 

perspectives and influence on wine education and its uptake: wine service staff partially or 

fully in charge of wine lists, wine service and wine buying; and restaurateurs (owners and/or 

managers) in charge of the business (revenues/expenses) and staff. This separation into 

two groups was explained both in the e-mail invitation to answer the survey and in the 

beginning of the actual survey. Restaurant contact details were searched online and through 

the database of Viinitie. Some restaurants did not provide an e-mail address on their 

webpage and the contact details were otherwise unknown, and some restaurants had 

closed down before sending out the survey. After eliminating duplicates, the final number of 

restaurants where e-mail invitations to answer the survey were sent to and which 

successfully received them was 354. Where specific contact details were known, requests 

to answer the survey were also sent directly to restaurateurs and wine service staff. Thus, 

the email invitation to answer the survey was sent to and successfully received by 517 

                                                
2 https://viisitahtea.com/artikkelit/gron-suomen-paras-ravintola-2018-bistroravintolat-nousevat-kohisten-kohti-
karkea/ [Accessed 12 June 2019] 
3 http://whiteguide-nordic.com/country/finland [Accessed 12 June 2019] 
4 https://www.rotisseurs.fi/kilpiyritykset-suomessa/ [Accessed 12 June 2019] 
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different e-mail addresses. Targeting two respondent groups in 354 restaurants would have 

made the total sample size 708. Acknowledging the difficulty of receiving sufficient amount 

of responses from on-trade professionals for a statistically significant result (around 250 

responses at 95% confidence level and 5% margin of error) it was decided that a convenient 

sample from a range of restaurants in relation to their seating capacity and location would 

be used instead. The target was to reach 50-60 complete responses from each group. The 

limitations of a convenient sample are acknowledged making the results more directional 

rather than fully representative. 

 

4.3 Anonymous online survey 

 
The anonymous online survey was created on SurveyMonkey with the guidance of Bell 

(2005) and Denscombe (2017), comprising common and customised questions to reflect 

the perspectives of both cohort groups. A progress indicator was used to allow respondents 

to see their progress in completing the survey. Before the survey was sent out, it was tested 

by a pilot survey amongst two qualifying restaurants to ensure the questions were 

understandable and generated reliable data, and that answering took no more than 15 

minutes. Pilot survey feedback resulted in some question order and wording changes and 

refinements. 

 

The actual survey was run for two weeks and two e-mail reminders were sent after the initial 

invitation to answer the survey. The first reminder was sent a week after the initial e-mail 

and the second reminder three days before the closing date of the survey. A draw to win a 

case of champagne was used as an incentive to fully complete the survey. 
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The survey consisted of 33 questions (Q), including question styles such as multiple-choice, 

list, Likert-type scale, open-ended, and rank order where the rows of answers were 

randomised for each respondent. Skip logic was used for some of the questions to guide 

the respondents to the follow-on questions based on their answers. 

 

The first part of the survey was used to screen the respondents (Q1) and their perspective 

in answering the survey (Q2). 

 

The second part examined the current level of wine knowledge (Q3 and Q4) and practical 

wine service skills (Q5 and Q6), followed by questions regarding the satisfaction level with 

the current education offering (Q7-Q10), in pursuit of answering RQ1 and RQ3. 

 

The third part was designed to answer RQ2. Firstly, the perceived level of importance seen 

in pursuing and supporting wine education was examined (Q11 and Q14). Based on the 

answers, the follow-up questions asked either for the most important outcomes from 

pursuing and supporting wine education (Q12 and Q15) or why wine education was not 

perceived as important (Q13 and Q16). 

 

The fourth part consisted of questions regarding the interest level of respondents towards 

wine education (Q17-Q19), designed to help answer both RQ2 and RQ3 and to give an 

overall view of respondents’ attitudes towards wine education. 

 

The fifth part was designed to answer RQ3 on the preferred content, formats and delivery 

mechanisms of wine education (Q20-Q24). Q20 was put before Q21 to avoid restricting the 
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imagination of the respondents. The answers to the fifth part also provided data to help 

answer RQ1. 

 

The final part was used to gain background information of the respondents (Q25-Q28) and 

their restaurants (Q29-Q33) in order to analyse the data and to ensure the responses 

represented a range of restaurants. 

 

4.4 Quantitative analysis 

 
The data provided by the survey was analysed and the graphs designed with the use of 

SurveyMonkey and Microsoft Excel. 

 

Nominal data was provided by Q7-Q10, Q19, Q21, Q24, Q28, and Q32. These were 

analysed by measuring the proportions of certain answers and by calculating the mode to 

measure the tendency amongst the answers. Ordinal data was provided by Q3-Q6, Q11, 

Q12, Q14, Q15, Q17, Q18 and Q22. These were analysed by measuring the frequency and 

the rank order of specific responses and by calculating the mean. In questions where Likert-

type scales of 1-5 were applied, 1 represented the lowest and 5 the highest value, e.g. 1 = 

weak / not at all important / not at all interesting, and 5 = excellent / very important / very 

interesting. Additionally, comparative analysis between the answers from the two 

respondent groups was done by t-test in Q12, Q15, Q18 and Q22 to establish statistically 

significant overlaps and discrepancies in perceptions. Open-ended Q13, Q16, Q20, and 

Q23 were analysed qualitatively and by evaluating the frequency of certain types of answers. 

The data provided by Q2, Q25, Q29, Q31, and Q33 reflected the background of the 

respondents and their restaurants, and the data from Q26 and Q27 were used to deepen 

some of the analysis. The data from Q30 regarding the number of employees was not seen 
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relevant in answering the specific RQs as most restaurants tend to be small or medium-

sized businesses. 

 

Apart from the 120 fully completed answers, the valid answers from respondents who only 

partially completed the survey were used in the analysis to get a wider representation of 

respondents. Cross-cut analysis between those answers and demographics was only 

performed using data from complete responses. 

 

4.5 Qualitative insights 

 
Qualitative insights were gathered from two additional follow-up in-person interviews lasting 

40-60 minutes each to add further depth to the interpretation and the critical analysis of the 

findings and the issues raised by the survey. 

 

Interviews were held with 

• Mika Vanne, Wine Educator and On-trade Consultant, Winesense Ltd 

• Samuil Angelov, President, Finnish Sommelier Association  
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5. Results and analysis 

5.1 Research population 

 
Sending the survey to 354 restaurants and 517 e-mail addresses resulted in meeting the 

targeted 50-60 complete responses from each respondent group. 176 people started the 

survey, yet six respondents were eliminated because their restaurants did not include 

wines in their beverage offering (Q1) and 50 people only partially filled the survey. 70 

respondents answered the survey from the perspective of wine service staff with 52 

completing it, and 98 respondents answered from the perspective of a restaurateur with 68 

completing it (Q2), giving a total of 120 complete responses.  
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Fig. 1: Restaurant seating capacities 

 

Fig. 2: Restaurant locations 

The target of having responses from a range of restaurants in terms of seating capacity 

(Q29) and location (Q33) was met. 65% of the restaurants offered food and wine pairing 
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menus (Q32), and 57% currently had 50+ wines on their wine lists (Q31), affirming that the 

responses mainly represent restaurants where wine is a relevant part of the service. 

 

5.2 The current situation in Finland 

 

 

Fig. 3: Formal on-trade education of respondents 

24% of respondents had no formal wine education with additional 24% having only what is 

included in second- and/or third-level hospitality education (Q28). Even though responses 

show that a slight majority had undertaken higher-level wine education, 48% of the 

respondents had none or limited formal wine education, as the scope and resources 

allocated specifically to wine within second- and third-level hospitality qualifications are 

limited (Kukkonen, 2019, pers. comm.; Luiro, 2019, pers. comm.). As expected, wine 
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service staff were more wine educated with 23% having no formal wine education 

compared to restaurateurs with 28% stating the same. Second- and/or third-level 

hospitality education courses were the most cited education among restaurateurs whereas 

Sommelier education and/or WSET were the most cited courses among staff suggesting 

advanced knowledge is more likely acquired and/or required when specialising in wine 

service rather than restaurant management. 

 

56% of respondents had worked over 10 years in restaurant wine service (Q26) and 38% 

had more than 7 years of experience in restaurant management (Q27). This shows at least 

a decent level of commitment within an industry that tends to have a high turnover rate yet 

does not specify how many years staff had spent in any single employment. Given the 

generally accepted high staff turnover rate in restaurants, and the high demand for wine 

knowledgeable on-trade professionals (Kukkonen, 2019, pers. comm.; Luiro, 2019, pers. 

comm.), supporting wine education could increase staff job satisfaction and commitment 

within the business, reducing staff’s urge to change jobs.  
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Fig. 4: Perceptions of current wine knowledge 

Most wine service staff perceived their current wine knowledge as good or excellent (Q3). 

62% of them had undertaken Sommelier education and/or WSET Level 3, implying that 

these formats provide better than sufficient level of wine knowledge. Among respondents 

who perceived their wine knowledge as sufficient or basic, only one had pursued formal 

sommelier education and one WSET Levels 1-2. The rest cited having undertaken only 

second- and/or third-level hospitality education suggesting those studies did not advance 

their wine knowledge to a higher level. That said, 17% of respondents perceiving their 

knowledge level as good or excellent had no formal wine education, suggesting that good 

to excellent level wine knowledge can also be acquired on the job, and without undertaking 

formal education, yet this likely requires a high level of interest and motivation. Also, as the 

responses are personal and subjective, calibration is impossible. 

 

As most restaurateurs perceived employees’ wine knowledge less good than staff 

themselves (Q4), wine service staff might be over-confident, overestimating their expertise 

and/or restaurateurs might be too negative, underestimating their staff. As staff had acquired 
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higher-level wine education than their managers, perhaps this acquired knowledge is not 

fully manifested or understood by restaurateurs, and thus staff potential is not fully exploited 

to benefit the business. 

 

Fig. 5: Perceptions of current practical wine service skills 

As 65% of wine service staff had more than seven years of experience in restaurant wine 

service, one might assume the on-the-job acquisition of service skills to be at a good level. 

Indeed, 91% of wine service staff perceived their current level of practical wine service skills 

as better than sufficient (Q5), as did 58% of restaurateurs (Q6), yet again, restaurateurs 

perceived the level as lower than staff themselves, reinforcing the finding of disparate 

perceptions. 

 

At first interpretation of the results, the situation of wine education seems to be rather 

positive in Finland. Staff self-perceptions of knowledge and skills seem justified as most 

(54%) had acquired higher-level wine education such as Sommelier education and/or WSET 
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Levels 3-4 (Q28). However, restaurateurs’ lesser perceptions of staff knowledge and skills 

(Fig. 4 and Fig. 5) suggest room for improvement exists. 

 

5.3 Satisfaction levels on current wine education offering 
 

Most respondents – 75% of wine service staff (n=67) and 69% of restaurateurs (n=95) – 

perceived that there are currently enough educational opportunities to increase own or 

employees’ wine knowledge (Q7 and Q8). Similarly, most respondents – 82% of staff (n=65) 

and 79% of restaurateurs (n=95) – believed there are currently enough opportunities to 

increase own or employees’ practical wine service skills (Q9 and Q10). Wine service staff 

respondents who perceived knowledge-increasing opportunities as insufficient wanted more 

lectures, masterclasses, courses, events and tastings (Q7). Comments from restaurateurs 

perceiving knowledge-increasing opportunities for their staff as insufficient wanted general 

wine knowledge training and at reasonable prices, as well as trade tastings that are open to 

all staff, not solely to sommeliers and restaurant wine buyers (Q8). Respondents from both 

groups perceiving the opportunities to increase practical wine service skills as insufficient 

commented that guidance by talented sommeliers, senior colleagues or authorities was 

missing (Q9 and Q10). 

 

Survey results indicate that the current educational offering is seen as satisfactory by the 

majority of both respondent groups yet could be further developed and improved with 

additional tastings, masterclasses and trainings. Following the comments in Q7 and Q8, 

these opportunities should be available without a significant cost and open to all front-of-

house staff. As most trade events are free-of-charge, with better communication 

restaurateurs could support and encourage all front of house staff to attend these events. 
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5.4 The importance and outcomes of wine education 
 
 

 
 

Fig. 6: Perceptions of the importance of wine education 

There was no great disparity between the perceptions of the two respondent groups 

regarding the importance of pursuing or supporting wine education, as the mean answer 

was 4.54 among wine service staff and 4.57 among restaurateurs (Q11 and Q14). As no 

wine service staff selected options 2 or 1, Q13 (reasons why pursuing wine education is not 

important) yielded no responses. The sole restaurateur who answered 2 Not very important 

stated wine education did not have great impact on his/her business concept (Q16). As all 

the respondents have wine in their beverage offering (Q1), this response could signal the 

perception that wine education yields business-related benefits. 
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Fig. 7: Rank order comparison of the mean values of most important outcomes  
(striped columns = wine service staff (n=61); coloured columns = restaurateurs (n=81)) 

 
Increased customer experience was ranked as the most important outcome by both 

respondent groups with restaurateurs emphasising its importance more so compared to staff 

with their respective mean rankings of 5.07 and 4.34 (Q12 and Q15). This reinforces the 

premises of Mäkilä (2019, pers. comm.) and Luiro (2019, pers. comm.) that knowledge and 

skills have an impact on how customers are treated and how professional customers view 

staff. 

 

Increased job satisfaction and commitment had the mean ranking of 3.93 among wine 

service staff yet only 3.37 among restaurateurs with the disparity between the two 

perceptions being statistically significant based on the significance level of p<0.05. Similarly, 
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with the mean rankings of 3.52 among staff and 2.74 among restaurateurs. Staff clearly 

rated personal rather than restaurant benefit outcomes more important, whereas 

restaurateurs saw higher importance in outcomes directly impacting the business, e.g. 

increased wine sales and average wine spend. Even if job satisfaction could reduce staff 

turnover as suggested by Bashir and Jehanzeb (2013), restaurateurs seem not to value it 

as highly as staff themselves. Mika Vanne, Wine Educator and On-trade Consultant of 

Winesense Ltd, suggests restaurateurs might think there are other more significant ways to 

increase job satisfaction than wine education (Vanne, 2019, pers. comm.), yet Samuil 

Angelov, President of the Finnish Sommelier Association, believes wine education 

increases job confidence among staff, which directly impacts their satisfaction level 

(Angelov, 2019, pers. comm.). High staff turnover rate between restaurants could also make 

restaurateurs feel long-term employee development is not worthwhile. Career progression 

might imply employees looking for opportunities in different companies if there were no 

prospects within the establishment, which could explain restaurateurs’ reluctance in to more 

highly rate the importance of career progression as an outcome of wine education. 

 

These results show the two respondent groups have sufficiently different perspectives 

on the impacts of wine education to suggest that successful wine education could be 

better designed and communicated about to enable both personal and business-related 

benefits and to meet the requirements of both wine service staff and restaurateurs.  
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5.5 Interest in wine education 
 
 

 

Fig. 8: Interest in wine education 

Almost all the respondents were either very or moderately interested in pursuing or 

supporting wine education (Q17). Only four respondents were neither interested nor 

disinterested in wine education with the reasons being wine education was too time 

consuming and costly or did not generate significant impact for them or their restaurant 

(Q19). Similar to Q16, better understanding of the impacts of wine education could change 

this perception. Even if interest towards wine education exists in the on-trade, undertaking 

high-level, internationally recognised and thus comparable wine education such as WSET 

Levels 3-4 or CMS is not common in Finland, as only 27% of wine service staff and 15% of 

restaurateurs had undertaken such (Q28). Angelov (2019, pers. comm.) believes the 

demand for educated on-trade wine professionals is only quite recent in Finland, possibly 

explaining the situation. 
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Fig. 9: The likelihood in investing time to pursue/support wine education 

Even though one wine service staff respondent perceived pursuing wine education as too 

time consuming (Q19), time does not seem to be a hindrance for the majority, as 95% of 

respondents were very or quite likely to invest the necessary time to pursue or support wine 

education (Q18).  
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Fig. 10: The likelihood of wine service staff in investing money to pursue wine education 

 

Fig. 11: The likelihood of restaurateurs in investing money to support wine education 

There was some response disparity between the two cohorts regarding the likelihood of 

investing money to pursue or support wine education, as restaurateurs were more likely to 

make the financial investment compared to staff. However, the difference between the 

mean 3.91 of restaurateurs and the mean 3.73 of wine service staff was not significant in a 

statistical sense. Although measuring learning and its impact is not straightforward (Holly 

and Rainbird, 2000), restaurateurs seem willing to invest in staff wine education. Angelov 

(2019, pers. comm.) proposes on-trade professionals might either lack ambition or not see 

the need in further education as restaurant work can be done reasonably well with just 
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having a right attitude and sufficient wine knowledge can be acquired on the job. On the 

other hand, staff might be reluctant or unable to make required financial investments as 

the restaurant industry is known for modest salaries. Staff may also be unaware of their 

employee’s readiness to financially support their education, suggesting clearer 

communication between the two groups is needed. 

 

5.6 Preferred wine education content 

 
Among 135 responses in the open-ended Q20 examining the most interesting wine 

education content, the most commonly occurring answers were for basic wine knowledge, 

tastings, and food and wine pairings. Slightly less frequently cited topics included practical 

service skills and advanced wine knowledge. Tastings were cited more often by wine service 

staff, whereas basic wine knowledge and food and wine pairings were cited more often by 

restaurateurs. As the majority of staff (78%) perceived their knowledge level as good or 

excellent (Q3), they seem to be the most eager to develop their tasting skills and tasting 

experience. As 49% of restaurateurs perceived staff knowledge level as good or excellent 

(Q4), they seem to perceive that more basic wine knowledge is required to raise the 

knowledge level of all the staff taking part in wine service. Restaurateurs seem also to prefer 

content that is highly relevant to restaurant businesses, such as knowledge on food and 

wine pairings. Product knowledge of listed wines and selling wine occurred only in the 

answers of restaurateurs. 
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Fig. 12: Interest in different wine education contents 

Similar to Q20, basic wine knowledge of different styles, key regions and grape varieties 

was the most common answer in Q21, whereas the least common choice was wine program 

management e.g. listing, pricing, stock management. As revenue and profit are essential for 

any successful restaurant business, it is concerning to see that respondents did not view 

wine program management as a more interesting wine education topic. It is even more 

alarming that less restaurateurs (27%) than wine service staff (42%) found wine program 

management as interesting education content for staff. This could suggest that wine service 

staff have a stronger interest in the business than owners/managers realise – unless 

restaurateurs think these skills should be taught elsewhere than as part of wine education. 

Were more responsibility required from and/or more trust and credit given to staff, they might 

be more motivated to contribute to the profitability of the business. 
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68% of those who offered food and wine pairing menus in their restaurants and 74% of those 

who did not (Q32) were interested in food and wine pairing as education content. Wine being 

the most popular alcoholic beverage consumed with meals (Tigerstedt, Karlsson and 

Härkönen, 2018) explains the high interest in food and wine pairing training. Even staff in 

restaurants that do not offer specific food and wine pairing menus commonly get asked for 

wine recommendations for their food, suggesting the whole customer experience and 

perhaps the average spend could be increased if more knowledge and understanding in 

food and wine pairing existed. Restaurants that do not have resources to provide such 

recommendations and pairings might lose out on maximizing the customer experience 

and/or engaging their customers to try additional wines. 

 

When comparing the preferred content between the two respondent groups, the majority 

(89%) of restaurateurs was interested in supporting basic wine knowledge, whereas the 

majority (65%) of wine service staff was interested in pursuing advanced knowledge on 

particular topics. 85% of staff with experience from other than just second- and/or third-level 

hospitality education were interested in advanced knowledge, whereas only 43% of all 

restaurateurs were interested in supporting it. This suggests different levels of wine 

knowledge would be preferred to meet the requirements of staff with varying levels of 

previous experience and education, even if such knowledge would go beyond the 

requirements of restaurant businesses. It is unlikely that staff acquiring advanced knowledge 

would have any negative implications for restaurants, yet if businesses were to support wine 

education for their staff, going beyond the required level would likely need further justification 

such as an agreement of employment commitment between the employee and the 

employer. 
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Restaurateurs’ interest in practical wine service skills and sales skills was a lot higher than 

that of wine service staff’s, whereas staff found analytical tasting skills a lot more interesting 

than restaurateurs did, similar to Q20. As shown by Q12 and Q15, staff seem to be more 

interested in personal development and restaurateurs in business benefits and less in 

engaging staff through addressing their development needs. The objectives of employees 

thus differ from organisational reality, as suggested by Holly and Rainbird (2000). However, 

as service and sales skills help increase customer experience – which both cohort groups 

ranked as the most important outcome of wine education – staff do not seem particularly 

interested in developing those skills, even if that could prompt customers to make further 

purchases (Gultek, Dodd and Guydosh, 2006) and thus impact the income (Luiro, 2019, 

pers. comm.). 

 

The answers suggest the two cohort groups have slightly different preferences regarding 

the core content of on-trade wine education. To satisfy both groups, on-trade wine education 

content should consist of basic wine knowledge covering different wine regions, grape 

varieties, styles and winemaking, tasting technique, food and wine pairing and service skills. 

Even though the currently offered qualifications such as WSET and Sommelier education 

already cover this content at least to some extent, any additional education should make its 

content more restaurant-specific. For instance, training on food and wine pairing could be 

customised and practical service skills fine-tuned to fit specific restaurant concepts. By 

aligning the preferences of both cohort groups regarding educational content, on-trade wine 

education could be of higher value to both parties.  
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5.7 Preferred wine education formats and delivery mechanisms 
 
 

 
 

Fig. 13: Interest in different wine education formats 

Among the given wine education formats, visiting wine regions, on-the-job training by more 

experienced sommeliers/colleagues/managers, and 2-4-hour training sessions customized 

to a specific restaurant’s needs were all ranked very interesting by more than 50% of the 

respondents (Q22). These were closely followed by trade tastings, events, lectures, 
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masterclasses and seminars, of which more were required also by staff who felt the current 

knowledge-increasing opportunities were insufficient (Q7). Programs offered at second- and 

third-level hospitality institutes were ranked as the least interesting format, even if this 

education is free in Finland. It also seems that short and non-formal education formats are 

preferred to significantly longer and formal courses such as Sommelier education, CMS or 

WSET that require higher level of commitment. As CMS is currently not offered in Finland 

its low popularity is likely related to it being relatively unknown and hard-to-access among 

professionals. With Sommelier education being currently offered at 1200€ at Turku 

Vocational School (Services.aikuiskoulutus.fi, 2018), and the prices of WSET Levels 2, 3, 

and 4 at Wine School Perho PRO being 762€, 1750€, and 7200€ excluding VAT, 

respectively (Perhopro.fi, 2019a; Perhopro.fi, 2019b; Perhopro.fi, 2019c), they might be 

perceived as too expensive. Additionally, Sommelier education is only offered in Turku and 

WSET in Jyväskylä and Helsinki, which might restrict the chances to pursue them. Apart 

from visits to wine regions which also have financial implications, other education formats 

tend to be low-cost or free.  



   41 

WINE EDUCATION FORMAT WINE SERVICE STAFF RESTAURATEURS DIFFERENCE P-VALUE 
Books and magazines 4.23 3.71 0.52 0.001 

Variance 0.65 0.93     
Internet 4.11 3.60 0.50 0.003 
Variance 0.79 0.99     

Visiting wine regions 4.88 4.52 0.35 0.003 
Variance 0.18 0.78     

Second- and third-level 3.30 3.66 0.35 0.074 
Variance 1.52 0.81     

On-the-job training 4.57 4.32 0.26 0.076 
Variance 0.43 0.94     

2-3-day courses 4.16 3.88 0.28 0.165 
Variance 1.19 1.47     

CMS 3.71 3.38 0.33 0.173 
Variance 1.84 1.85     

2-4-hour training 4.21 4.44 0.22 0.188 
Variance 1.04 0.72     
WSET 3.77 3.59 0.18 0.437 

Variance 1.56 1.80     
Sommelier education 3.68 3.70 0.02 0.930 

Variance 1.75 1.55     
Trade tastings and events 4.34 4.34 0.00 0.982 

Variance 0.59 0.70     
 

Table 1: Differences in the mean perceptions of the two respondent groups 

Regarding the interest in wine books and print magazines, Internet, including articles, blogs 

and mailing lists, and visiting wine regions as education formats, there was a clear, 

significant difference in a statistical sense between the perceptions of the two groups based 

on the significance level of p<0.05. 41% of wine service staff but only 19% of restaurateurs 

were very interested in wine books as a wine education format. Similarly, 34% of staff yet 

only 15% of restaurateurs found Internet a very interesting format. Perhaps restaurateurs 

doubt the motivation level of staff to make good – if any – use of these two formats or they 

prefer more formal, and thus perhaps more measurable formats of wine education. They 

might also share the view of Mykkänen (2019, pers. comm.) that reading individual wine 

writers has little relevance in improving on-trade wine knowledge and skills. 
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Unsurprisingly, 91% of wine service staff but only 67% of restaurateurs found visiting wine 

regions a very interesting education format. Visits are time consuming, distract staff from 

their core work, and might require closing the restaurant for a few days, which could explain 

the disparity between the perceptions. Although visits can significantly increase 

understanding of wine, especially as vineyards and wineries do not exist in Finland (Angelov, 

2019, pers. comm.), visits often have more to do with leisure than learning (Vanne, 2019, 

pers. comm.). Yet enthusiasm and love for a place or a certain producer could be sparked 

and deepened with such visits which could then be brought into the encounter with 

customers, increasing the whole customer experience. This could be especially useful in 

restaurants with a regional wine focus or an on-going promotion of wines of a specific 

producer. 

 

Although there was no statistically significant difference between the perceptions of wine 

service staff and restaurateurs regarding the interest in formal education, there was notable 

variance within the two groups. Restaurateurs regarded programs offered at second- and 

third-level hospitality institutes more unanimously interesting compared to staff but the 

variances within both groups regarding the interest in CMS, WSET, and Sommelier 

education were the highest amongst the options. Although Heyes (2000) suggests 

certifications from externally recognized bodies add important credibility to staff skills and 

knowledge, there seems to be some dissonance among respondents in the importance and 

relevance of the current formal qualifications – or their providers, as suggested by Angelov 

(2019, pers. comm.). 

 

The most common answer in the open-ended Q23 regarding the most interesting wine 

education format was by far lectures and masterclasses, closely followed by tastings, often 
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the most appealing and rewarding part of working in the wine industry. The third most 

common answer was visiting wine regions and wineries, all answers being in line with the 

answers of Q22. Short courses and on-the-job training were also mentioned by many 

whereas only a few respondents mentioned WSET or Sommelier education, reinforcing the 

idea that formats requiring less time commitment and financial investments are preferred to 

longer-duration formal qualifications. A successful example of a short course as such could 

be Cava Academy organised by DO Cava (Docava.uk, 2019). 

 

Fig. 14: Interest in different wine education delivery mechanisms 

Without much discrepancy between the groups, the clear majority (87%) of respondents 

found on-the-job training / stage / internship the most interesting wine education delivery 

mechanism making it the mode among the answers (Q24). As participatory workshop 

discussions were also found interesting by a majority (74%), delivery mechanisms including 

a high level of personal involvement seem desirable, as suggested by Jarvis (2010). Only 

45% of respondents found formal class-room setting interesting yet their perception could 
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be formed not just by the delivery mechanism itself but their experience of the actual delivery 

i.e. the level of teaching within the current education offering in Finland. Only little interest 

in online and e-learning and applications suggests learning in interaction with other people 

is preferred to self-study. However, as 74% of all respondents were part of Generation Y 

being 25-40 years old (Q25) and assumedly tech-savvy, the low interest level could imply 

that the opportunities of online learning are not yet realised and exploited in Finland. Both 

Vanne (2019, pers. comm.) and Angelov (2019, pers. comm.) think self-study requires 

significant motivation and self-discipline. Thus, developing engaging online and application-

based learning opportunities such as 60-minute online course Napa Valley Rocks by Napa 

Valley Vintners (Napavintners.com, 2019) could support staff in pursuing further wine 

education.  
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6. Conclusions 

The goal of this Research Paper was to review Finnish on-trade wine education from the 

perspectives of wine service staff and restaurateurs. The paper sought to establish on-trade 

satisfaction levels with the current situation, to explore the motivating factors in pursuing and 

supporting wine education, and to give insights on potential opportunities for development 

and improvement. 

 

The first 2-part question which the research aimed to answer was 

1. What are the satisfaction levels among 

a. wine service staff on current wine education offering? 

b. restaurateurs regarding their staff’s wine knowledge and/or practical service 

skills? 

 

75% of wine service staff thought there were currently enough opportunities to increase their 

wine knowledge and 82% thought the same regarding practical wine service skills. These 

numbers suggest most wine service staff are satisfied with the current education offering 

and have experienced it as just under 25% of respondents had not undertaken any formal 

wine education. Responses also highlight that the current formal wine education offering 

could be enhanced by additional tastings, masterclasses and trainings to compliment 

previous experience and education. To offer maximum benefit and to attract a high level of 

attendance, these opportunities should be brought to the awareness of all front-of-house 

staff and should not necessitate any or a significant financial investment. 

 

Restaurateurs seem broadly satisfied with the current situation with 84% of respondents 

perceiving staff’s wine knowledge and 82% of respondents perceiving staff’s practical 
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service skills as sufficient or better. However, 15% perceived staff’s knowledge as basic or 

weak and 19% perceived the same regarding staff’s practical skills, suggesting room for 

improvement exists. Although greater knowledge and skills might currently only be needed 

in a small segment of restaurants, this need is likely to grow with increasing wine 

consumption in Finland (World Health Organisation, 2018). Having wine knowledgeable and 

skilled staff is one determinant of a successful restaurant business yet just a sufficient level 

might not be enough in ambitious restaurants and in the increasingly competitive restaurant 

environment. As the competence and potential of staff might not be fully manifested and/or 

understood by restaurateurs, clearer communication between staff and owners/managers 

and better alignment of their respective development goals and needs could bring further 

opportunities and benefits to both parties. 

 

The second research question asked 

2. What are the motivating factors in pursuing and/or supporting wine education? 

 

The perceptions of the two groups regarding the importance of wine education were rather 

similar, as 58% of wine service staff and 62% of restaurateurs respectively stated pursuing 

and supporting wine education was very important. Both groups seem to be motivated to 

pursue and support wine education due to the possibility of increasing customer experience, 

although restaurateurs placed a greater significance on customer experience than staff did. 

The potential of wine education in bringing personal benefits such as career progression 

and increased job satisfaction and commitment seem to motivate staff to pursue wine 

education whereas direct financial benefits for the business such as increased wine sales 

and average wine spend would act as motivating factors for restaurateurs in supporting wine 

education. Additionally, as 97% of all respondents were either very or moderately interested 
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in pursuing or supporting wine education, and 95% were either very or quite likely to invest 

the necessary time for it, there seems to be an opportunity to increase the level of wine 

knowledge and service skills of on-trade professionals. 

 

However, the overall motivation to pursue and/or support wine education is impacted by the 

different perceptions of its beneficial outcomes between the two groups. For wine education 

to be truly successful it would need to align these perceptions and deliver potential outcomes 

for the benefit of both wine service staff and restaurant businesses. Even if 74% of 

restaurateur respondents were very or quite likely to financially invest in their staff’s wine 

education, they seem to fear investments might result in staff looking at other possibilities 

instead of increasing their job satisfaction and commitment within the current employment. 

At the same time, without support from their employers, staff might feel unsatisfied as their 

knowledge and skills are not utilised enough nor their development needs are supported 

enough, which could cause high staff turnover between restaurant businesses. Again, more 

open communication between the two parties on each other’s development goals and needs 

could bring potential long-term gains. Restaurateurs could financially support staff wine 

education and offer development opportunities to increase job satisfaction and reduce staff 

turnover and staff could on their behalf show post-study work commitment to their 

employers. To ensure new wine knowledge and skills gained from further education would 

be brought into the daily restaurant work to benefit the business, incentives such as bonuses 

based on sales and profitable wine program management could be used, which could 

additionally help to engage staff more with the business. It might also be beneficial to state 

any development or progress prospects and their requirements already in the employment 

contract. 
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Better understanding of each other’s perspectives and goals could potentially increase the 

motivation level towards on-trade wine education, as currently 42% of wine service staff and 

38% of restaurateurs respectively perceived pursuing and supporting wine education only 

as moderately or less important. As staff seem to be interested in gaining further wine 

education yet have concerns regarding required investments, restaurateurs could support 

staff to reach their personal goals, which would likely have beneficial business impacts too. 

 

The third research question the paper aimed to answer was 

3. What kind of content, formats and delivery mechanisms of wine education is 

preferred? 

 

Preferred wine education content should result from collective planning to align the personal 

development interests of wine service staff with the business-related interests of 

restaurateurs. Based on the findings, this content should cover basic wine knowledge and 

tasting wine and also include customised training on food and wine pairing and practical 

service skills to fit specific restaurant concepts. Advanced knowledge could additionally be 

on offer as in-depth masterclasses or short courses, and hands-on sales training could be 

further supported with incentives to meet the development needs of staff with higher 

ambitions and motivation, and to satisfy the business-related requirements of restaurateurs, 

respectively. 

 

On-trade wine education formats should be short in duration, non-formal and accessible for 

everyone in terms of time and money. Basic wine knowledge could be offered as 2-3-hour 

lectures involving tasting wine, and restaurants with a regional focus or a specific theme 

could have these customised according to their business concepts. Food and wine pairing 
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and service skills training could be organised as on-the-job hands-on training involving the 

whole front-of-house and kitchen staff. Opportunities to visit wine regions could form an 

additional part of wine education and be offered as incentives, rewards or separately funded 

formats to deepen staff wine enthusiasm. If more formal and likely more expensive wine 

qualifications were required, restaurateurs could offer financial or time support for staff to 

acquire them. 

 

The preferred delivery mechanisms of wine education should involve active participation 

either as on-the-job training or workshop discussions instead of formal class-room setting 

that often regresses participants to passive listeners. Engaging and inspiring guidance could 

come from outside consultants or industry leaders if financial resources allowed. 

Alternatively, experienced colleagues could take a more active role through mentorship. To 

maximise its success, wine education should be accessible regardless of its location. Online 

and application-based delivery mechanisms could offer interactive, self-testing and 

rewarding opportunities to develop staff wine knowledge and skills at their own terms, and 

wine education providers should look into developing these learning opportunities to 

improve on-trade wine education in Finland. 

 

As wine consumption in Finland is growing, more on-trade wine knowledge is likely needed 

in the future and the requirement for advanced over basic knowledge is likely to increase. 

To become successful, current and any new on-trade wine education offering should be 

more wide-spread, easier-to-access, and designed to align the preferences and 

requirements of both wine service staff and restaurant businesses. On-trade wine education 

could become a highly valuable human resources tool for the restaurant industry, increasing 

overall communication and bringing further benefits to all parties. The findings of this 



   50 

research could be used to develop on-trade wine education regardless of the geographical 

location.  
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8. Appendices 

8.1 Approved Research Paper Proposal 
 

IMW Research Paper Proposal Submission Form  

Student ID 25330 Date of submission 3.12.2018 

RPP Version No 3 Name of Advisor Mary Gorman-McAdams 
MW 

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

Proposed Title 
A critical assessment of Finnish on-trade wine education – satisfaction levels and opportunities 
for development and improvement 

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 RP will study on-trade wine education from the perspectives of wine service staff and 
restaurateurs (owners/managers). It aims to review the current offering and establish on-trade 
satisfaction levels with the current situation. It seeks to explore motivating factors in pursuing 
and/or supporting wine education and ascertain whether or not demand exists for more or 
different types of wine education in terms of content, formats, and delivery mechanisms. The 
goal of this paper is to identify opportunities for development of on-trade wine education in 
Finland. 
 
Desk research and interviews with e.g. Senior Lecturers Arja Luiro5 and Jouko Mykkänen6 will 
help illustrate the current offering. Interviews will also provide ideas regarding the opportunities in 
developing on-trade wine education and help to fine-tune the survey questions. 
 
An anonymous online survey will help to answer the following research questions. 
 

1. What are the satisfaction levels among 
a. wine service staff on current wine education offering? 
b. restaurateurs regarding their staff’s wine knowledge and/or practical service skills? 

2. What are the motivating factors in pursuing and/or supporting wine education? 
3. What kind of content, formats and delivery mechanisms of wine education is preferred?  

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) 

                                                
5 Tertiary level hospitality education, Tampere University of Applied Sciences 
6 Tertiary level hospitality education and WSET, Haaga-Helia University of Applied Sciences and Wine 
School Perho PRO 
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Only 11% of total alcohol consumption in Finland occurs in the on-trade (National Institute for 
Health and Welfare 2017) yet it is an important employer with 60% of alcohol-related jobs being 
in restaurants (Finnish Hospitality Association MaRa 2018). 
 
Secondary and tertiary level hospitality education, WSET, and Sommelier Education 
(Viinimestarikoulutus) at Turku Vocational School are the main professional wine education 
providers in Finland. Their core syllabi consist of generally-applicable wine knowledge in the 
format of theory and tasting classes, and the latter courses are also offered to others than on-
trade professionals. WSET education in Finland is limited with only two Approved Program 
Providers, yet the increased number of candidates taking part on courses globally signals an 
opportunity for growth (WSET statistics 2018). 
 
This RP will provide a picture of the current on-trade wine education offering in Finland and if 
demand exists for more and/or different kind of wine education, it can give directions for its 
development. Similar to Gultek, Dodd and Guydosh (2006), this paper will look at motivating 
factors in pursuing and/or supporting wine education. It will seek to establish gaps in the 
perspectives of wine service staff and restaurateurs, and to look for opportunities. 
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) 

• Studies/publications e.g. 
o Bashir, N. & Jehanzeb, K. 2013. Training and development program and its 

benefits to employee and Organization: A conceptual study. European Journal of 
Business and Management, Vol. 5, No. 2 

o Gultek, Mark M. & Dodd, Tim H. & Guydosh, Raymond M. 2006. Attitudes 
towards wine-service training and its influence on restaurant wine sales. 
International Journal of Hospitality Management, Volume 25 (3) 

• On-trade/education statistics e.g. 
o Finnish Hospitality Association MaRa 2018 
o National Institute for Health and Welfare 2017 
o National Supervisory Authority for Welfare and Health 2017 
o WSET 2018. https://www.wsetglobal.com/news-

events/news/2018/august/02/soaring-spirits-sales-spark-demand-for-education/ 
• Interviews e.g. 

o Samuil Angelov, President / Finnish Sommelier Association 
o Marika Leppänen, Teacher / Tampere Vocational College Tredu 
o Arja Luiro, Senior Lecturer / Tampere University of Applied Sciences 
o Jouko Mykkänen, Senior Lecturer / Haaga-Helia University of Applied Sciences, 

Education Director / Wine School Perho PRO 
o Joonas Mäkilä, Commercial Director / NoHo Partners 

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) 
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1. Desk research: To form the context and to establish the current situation. 
 
2. Exploratory background interviews: 2-4 interviews with e.g. Senior Lecturers Arja Luiro7 and 
Jouko Mykkänen8, to add depth to the desk research, to give ideas in developing on-trade wine 
education, and to help to fine-tune the survey questions. Potential bias will be acknowledged. 
 
3. Research population definition: Existing restaurants sourced from 4 groups 1) restaurants in 
the top 50 restaurants of Finland 2018 -list by Viisi Tähteä Media Ltd, 2) 74 restaurants with 
Chaîne des Rôtisseurs plaque (26.10.2018), 3) 59 restaurants in the White Guide Nordic 2017-
2018, 4) restaurants (estimated ca. 300) buying wine in 2018 from Viinitie Ltd, a major 
importer/distributor serving the Horeca sector in Finland with a total of 386 customers in 2018 
(2.12.2018) – and the current employer of the researcher. The number of restaurants is 
estimated ca. 390. While this number represents just over 4% of the licensed premises in Finland 
(National Supervisory Authority for Welfare and Health 2017), it represents a wide range of 
restaurants where wine is a relevant part of the service. 
 
Two respondent groups: 1) wine service staff partially or fully in charge of wine lists, wine service 
and wine buying 2) restaurateurs (owners and/or managers) in charge of the business 
(revenues/expenses) and staff. Targeting two respondent groups in ca. 390 restaurants would 
make the total sample size ca. 780. Acknowledging the difficulty of receiving sufficient amount of 
responses from on-trade professionals for a representative result, a convenient sample from a 
range of restaurants in relation to their seating capacity and location will be used making the 
results more directional. The survey and reminders will be administered by e-mail and incentives 
such as a chance to win wine will be used to reach the targeted 50-60 complete responses from 
both groups. 
 
4. Anonymous online survey: Maximum 15-minute survey comprising of common and 
customised questions to reflect both targeted respondent groups. Examples of survey questions 
include: 

• Do you feel there are currently enough opportunities to increase your/your employees’ 
wine knowledge and/or practical service skills? (Yes/No) 

• What are the most important outcomes from pursuing/supporting wine education? (Rank 
order) 

• What kind of wine education content would you be interested in pursuing/supporting? 
(Open-ended and multiple-choice) 

Questions will be tested by a pilot survey to ensure they generate reliable data. 
 
5. Quantitative analysis: Analysis of nominal data e.g. by calculating the mode to measure the 
tendency, and ordinal data e.g. by Likert-type scales to measure the frequency and the rank 
order of specific responses. Comparative analysis between the answers from the two respondent 
groups e.g. by chi-square test or t-test to establish overlaps and discrepancies in perceptions. 
 
6. Qualitative insights: 2-4 additional follow-up in-person interviews with e.g. the President of the 
Finnish Sommelier Association Samuil Angelov, to add further depth to the interpretation and the 
critical analysis of the findings and the issues raised by the survey. 

                                                
7 Tertiary level hospitality education, Tampere University of Applied Sciences 
8 Tertiary level hospitality education and WSET, Haaga-Helia University of Applied Sciences and Wine 
School Perho PRO 
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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) 
This RP will compare the perspectives of Finnish wine service staff and restaurateurs regarding 
wine education. 
 
It will analyse 1) satisfaction levels with the current wine knowledge and/or practical service skills 
and the opportunities in developing them, 2) motivating factors in pursuing and/or supporting 
wine education, 3) potential demand for more and/or different content, formats and delivery 
mechanisms of wine education. 
 
It aims to provide insights and suggest directions regarding the development and improvement of 
on-trade wine education in Finland. This could be beneficial to both current and new wine 
education providers when planning on-trade wine education in Finland. The findings could be 
used to both increase and improve the current offering available for on-trade professionals. The 
results could provide scope for similar research against a larger area outside Finland and useful 
insights on the development of on-trade wine education in the future regardless of the 
geographical location. 
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. 
December 2018 to February 2019: Desk research, listing the population pool and collecting 
contact details, background interviews, planning the online survey and running the pilot survey 
 
March 2019: Running the online survey, write-up of the methodology 
 
1-20 April 2019: Quantitative analysis 
 
15th April 2019: Confirmation of submitting a final Research Paper in June 2019 
 
20-30 April 2019: Follow-up interviews as qualitative insights 
 
1-15 May 2019: Write-up of the conclusions and finalising the Research Paper 
 
15th May 2019: Research Paper submitted to Advisor 
 
28th June 2019: Research Paper submitted to Institute 
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8.2 Top 50 restaurants of Finland 2018 by Viisi Tähteä Media Ltd 
 
 

1. Grön 

2. Olo 

3. BasBas 

4. Finnjävel 

5. Vinkkeli 

6. Kaskis 

7. Ask 

8. Demo 

9. Savoy 

10. Ora 

11. Palace 

12. Chapter 

13. Lyon 

14. C 

15. Mami 

16. Juuri 

17. Ravinteli Bertha 

18. EMO 

19. Ravinteli Huber 

20. Shelter 

21. Bistro O mat 

22. Mikko Utter 

23. Bistro Sinne 

24. Nokka 

25. SicaPelle Wining & Dining 

26. Fabrik 

27. Tintå 

28. Muru 

29. Ostroferia 

30. Kuurna 

31. Meat District 

32. Aito 

33. Kakolanruusu 

34. Spis 

35. Sky Ounasvaara 

36. Wino 

37. Ludu 

38. Linnankrouvi 

39. Tertin Kartano 

40. Kuori 

41. BasBas & Staff Wine Bar 

42. Werner 

43. Roux 

44. 4 Vuodenaikaa 

45. Storage 

46. Hugo 

47. Gastro Cafe Kallio 

48. Gastropub Tuulensuu 
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49. Yes Yes Yes 50. Local Bistro
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8.3 Restaurants in the White Guide Nordic 2017-2018 
 
 
4 Vuodenaikaa (4 årstider) 

Ask 

Ateljé Finne 

Baskeri & Basso Bistro (BasBas) 

Bertha 

Bistro O Mat 

Boulevard Social 

Bronda 

C 

Demo 

Elite 

GASTROBAR EMO 

Farang 

Finnjävel 

Gaijin 

Restaurant Bar & Grotesk 

Grön 

Gustav Wasa 

Havsvidden 

Hella ja Huone 

Indigo 

Restaurant Jord 

Juuri 

Kaskis 

Kosmos 

Kuurna 

Kvarter 5 

La Maison 

Lapland Hotel Sky Ounasvaara 

Lasipalatsi 

Lyon 

Mami 

Meat District 

Muru 

Nautical 

Nokka 

Olo Restaurant 

OX 

Passio 

Restaurant Pastis 

Pastor 

Pompier 

Ragu 

Regina 

Restaurant Aanaar (Hotel Kultahovi) 

Roster Helsinki 

Roux  

Sandro 
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Savoy 

Sea Horse 

SicaPelle Wining & Dining 

Sinne 

Smakbyn 

Smyg Helsinki 

Smör 

Soil Wine Room 

Spis 

The Cock 

Vinkkeli
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8.4 Restaurants with Chaîne des Rôtisseurs plaque 
 
 
A.Ahlsröm Oy, Kauttua Klubi 

A.Ahlsröm Oy, Noormarkun Klubi 

Graniittilinna 

Haikon Kartano 

Helsingin Pörssiklubi 

Helsingin Suomalainen klubiravintola 

Hotel Kämp peilisali 

Hotel Tammer 

Hotelli Merihovi 

Hullu Poro ravintola Taivas 

Kaltio, Saariselän Tunturihotelli 

Krapihovi 

Kuopion Klubi 

Lahden Seurahuone Hämesali 

Lapland Hotels Olos 

Lappi Ravintola 

Lasaretti ravintola Virta 

Le Soleil 

Masuuni, Ilves 

Musta Lammas 

Raatihuoneen kellari 

Ravinteli Bertha 

Ravintola Alba 

Ravintola Bodega Salud 

Ravintola Buttenhoff 

Ravintola C 

Ravintola Casseli 

Ravintola Figaro 

Ravintola Finlaysonin Palatsi 

Ravintola Fondis 

Ravintola Gaissa Hotel Santa Claus 

Ravintola Gösta 

Ravintola Hella ja Huone 

Ravintola Henrik´s 

Ravintola Huttu-Uula 

Ravintola Istanbul 

Ravintola Juurella 

Ravintola Kappeli 

Ravintola Kielo 

Ravintola Kulosaaren Casino 

Ravintola Le Biff 

Ravintola Lehtovaara 

Ravintola Lyon 

Ravintola Monte Rosa City Hotel 

Ravintola NJK  

Ravintola Näsinneula 

Ravintola Paakari 

Ravintola Petronella 
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Ravintola Peurankello 

Ravintola pikkuVELI 

Ravintola Puistola 

Ravintola Pöllöwaari 

Ravintola Pörssi 

Ravintola Radisson Blu Juhlakerros 

Ravintola Roux 

Ravintola Savoy 

Ravintola Sipuli 

Ravintola Smör 

Ravintola Tiiliholvi 

Ravintola Trappi 

Ravintola Urban 

Ravintola Vesilinna 

Ravintola WanhaFiskari 

Ravintola Wolkoff 

Rusticheria Stella 

Sallatunturin Tuvat 

Salon Seurahuone 

Sky Ounasvaara 

Studioravintola Tundra 

Suomalainen Pohja 

Tampere talo 

Tertin kartano 

Turun kaupungin edustusravintola 

Vaasa Ravintolat Oy, Bank Food&Wine 

Vanajanlinna 

Ylläksen Pihvikeisari
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8.5 Anonymous online survey 
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