Federico Domingo

An Evaluation of Online Wine Merchants
That Are Successful in the German Market

G [RIINS



YOUR KNOWLEDGE HAS VALUE

- We will publish your bachelor’s and
master’'s thesis, essays and papers

- Your own eBook and book -
sold worldwide in all relevant shops

- Earn money with each sale

Upload your text at www.GRIN.com
and publish for free

GIRINIS



Bibliographic information published by the German National Library:

The German National Library lists this publication in the National Bibliography;
detailed bibliographic data are available on the Internet at http://dnb.dnb.de .

This book is copyright material and must not be copied, reproduced, transferred,
distributed, leased, licensed or publicly performed or used in any way except as
specifically permitted in writing by the publishers, as allowed under the terms and
conditions under which it was purchased or as strictly permitted by applicable
copyright law. Any unauthorized distribution or use of this text may be a direct
infringement of the author s and publisher s rights and those responsible may be
liable in law accordingly.

Imprint:

Copyright © 2019 GRIN Verlag
ISBN: 9783346065087

This book at GRIN:
https://www.grin.com/document/504609



Federico Domingo

An Evaluation of Online Wine Merchants That Are Suc-
cessful in the German Market

GRIN Verlag



GRIN - Your knowledge has value

Since its foundation in 1998, GRIN has specialized in publishing academic texts by
students, college teachers and other academics as e-book and printed book. The
website www.grin.com is an ideal platform for presenting term papers, final papers,
scientific essays, dissertations and specialist books.

Visit us on the internet:

http://www.grin.com/
http://www.facebook.com/grincom

http://www.twitter.com/grin_com



FACULTY OF BUSINESS MANAGEMENT AND SOCIAL
SCIENCES

Masterprogramm
International Business and Management

Master Dissertation

Topic: An Evaluation of Online Wine Merchants that are
Successful in the German Market.

Submitted by Federico Domingo

Issue date 19.10.2018
Submission date 19.02.2019



Table of Content il

Table of Content

TABLE OF CONTENT .couciucrucruarsassassammassessassassassassassanssanssansanssnssnsanssnsansansansansansas II
LIST OF FIGURES....c.cciictuarumrimrnarsassarsassnssnssnssnssnssansansansansansanssnssnsansansnnsnnsnnnans v
ABBREVIATIONS. ..ottt e ss s ssssss s sss s sasssssrssaasnssnssnsnnssnsnnsnnsnnnnns \")
Y = 2 I 2 Y O VI
1 INTRODUCTION ..iiciiciiemiamranmasrasrasresresresmssssssssssssssssssssssssssssnssnssnssnssnssnsnnsnns 1
1.1  RESEARCH QUESTION AND OBJECTIVE. .t uutuueuernesnnsnssnnssnsssernesnernesnessnsnnssnsnnsnnens 2
1.2 RESEARCH METHODOLOGY .utuustnsesessesnesnesnesnssnesssnsnsensssnssnesnesesiesnemsmnemnenns 2
1.3 STRUCTURE OF THE THESIS tuvuustsesernernernesnesnesnesnnsnsnssnnssnssnesnesnesnemnemnsmnsmnenns 3

2 LITERATURE REVIEW ...ccciictiemiemmammamnnmmnsmnmmassnssasssssssssnssnssnssnssnssnssnssnssnsnnsas 5
2.1 DEFINITION OF SUCCESS tturtuueuesursnesnssnssnnmnsnnsnnennesnesnemnernemnememnemnmmsmnsmnernnns 5
2.2 MILLENNIAL GENERATIONS ©ttuttuueuesnesnesnesnnsnnsnnsnnsnnssnssnssnesnesnesesnesnemnsnnssnernnns 6
2.3 CONSUMPTION BEHAVIORS ... uutuesesnesnesnesnesnesnsnsnnsnnssnssnssnssnesnesnesnssnssnssnsnnens 7
2.4 COMPETITIVE ANALYSIS MODELS ..uutuueuenesnesnesnnsnnsnnennssnssnssnssnssnesnesnernesnnsnsnnens 8

3 COMPETITIVE ANALYSIS OF THE GERMAN WINE MARKET .....ccvvervemnansasss 11
3.1 ENTRY BARRIERS .utiutiutiuttuesuesaesnsnaesnsanssnssnesnesnssnssnesnnsassnssnesnssnesnesnenns 12
3.2  DETERMINANTS OF SUPPLIER POWER ..uueiueiueineissnsssnesnesnesnesnesnesnnsnnsnnsnnsnnsnnens 13
3.3  DETERMINANTS OF SUBSTITUTION THREAT ..uuvuutinssesrnssnssnesnesnernssnssnesnesnesnnsnnnns 17
3.4  DETERMINANTS OF BUYER POWER ...uuuuiiteieeinesinesinesnnesnnesnnesnnesnnesanesnnesnneenes 18
3.4.1 CoNSUMPLION BERAVIOIS. . v.uss s siisasassasaasasaaassasaasessassssasassannanes 18

3.5  RIVALRY DETERMINANTS uttuutuenetnesnesnesnnsnssssnssnnenssssssnesnesneresnesnssnssnemnenns 24
3.6 COMPETITIVE SUMMARY ©ttuutuenenesnernesnnsnnsnssnssnssnnsssssnesnesemernernemsmememenns 24

4 WINE E-COMMERCE ....cccciumrumrammmmsnmsnmsamsamsassasssssnssnssassssssnssnssnssnssnssnssnssnss 28
4.1 FRAMEWORK .ttt tuttaesaesaesaesansnnsnssssssssnessssnesnesnesne e sesansassnesnesnemnesnesnemnnsnns 28
L O o 7Y I =T ] = 31
4.2.1 Product and website related challenges.............ccvveiiiiiiiiiiiiiiiniinins. 31
4.2.2  Financial and time UnCertainty .........ccuuveuiieiiiiiiii i iieaiieaieaana 32
L0 S = o' \VZ- Ty VA o | o == 33
4.2.4  INformation @SYMIMELTY ....uuei ittt ettt i et s aeaaeaanes 33

4.3 MARKET TRENDS ...t uutueuesneennennsnsnnennesnssnesnssnernssnsrnssnssnnsnnmnssnesnemnemnemnemnes 34
4.4 ONLINE SELLING STRATEGIES (BEST PRACTICES) ..uvuurinirneruernerneinesesesnesneannaness 36

5 METHODOLOGY .iuiuuiurumuamunmnsunmasssnassssassssssssssssssssssssssssssssssssssnsansnssnsnssnnnsans 42



Table of Content il

5.1 D1SCUSSION OF QUANTITATIVE AND QUALITATIVE METHODS .vuuvvviuiernnernaeiaesnesnnens 42
5.2 VERIFICATION OF THE METHOD tuuutuuussteeesssnnnssseesssasnssseeesssassssseeessssssssssessnnnes 43
5.3  CONDUCTING THE INTERVIEWS 1.uuiutetteesseinnsseeesssansssseeesssassssseeessssssssnsesnnnnes 44
5.4 INTERVIEW DATA AN ALY SIS e tttttttttiunnareeestsinssseeesssessssseeesssassssseeesssasssssessennnns 44
54.1 INtErview CRAraCteriStiCS ....uvviiiiiii ittt ettt attiis e aisiisaes 45
54.2 DEFINItION Of SUCCESS. ..ttt ettt ettt ettt tts sttt eas et esssiissaeees 45
5.4.3 GErmMan WiInN€ MaArFKEL ....uueiiiiiii it iii ettt et e ettt esssiiaaeeasnns 46
5.4.4  ONliN€ SROPS .ovveieiee e 48
5.4.5 B0 2] 2 L [ 52
5.4.6 BESE PraCtiCEeS vttt sttt st s s s s st st s sa s nnnns 54
CONCLUSIONS .. .cccittsnmsssssnssansssssassasnssssssssssnssssssssssssnsssssssssnnnnsssssssnnnnnnnns 56
CRITICAL REVIEW ....cccuececessssnsnsssssssssnnnssssssssnnnsssssssssnnnnnssssssnnnnnsssnnnnnnnnnnnn 61
7.1 EVALUATION AND MANAGERIAL IMPLICATIONS &uuutttteesseinnsseeesssannsssreesssssnssneesssnns 61
7.2  LIMITATIONS AND FURTHER RESEARCH POSSIBILITIES .. uuuurtteesiiiinnnrresssssnnssreessinns 65
BIBLIOGRAPHY .iuieccccetsssnnnssssssssnnnssssasssnnnssssssssnsnsssssssssnnnssssssssnnnnnsssnnnnnnns 67
APPENDIX ..cciiiineeeeesssmnnnsssssssssnnssssssssssnssssssssssssssssssssssnsnsssssssnnnnnsssnnnnnnns VIII
9.1 INTERVIEW GUIDE 1 uttttteesssnsssetesssannssssesssssnsssseesssessssseessssssssesssssssssseesns VIII
9.2  QUESTIONNAIRE TRANSCRIPT ..uuuttutsuessnnssanssnnssnnssnssrnsrnnssanssnnssanssanesnnenneennees X
9.2.1 B L] VA L=1 T 2250 X
9.2.2 I OV O 2 ettt ettt ettt ettt ettt ettt ttssssssssssssssssssssssssns XVIIT

9.2.3 I OV W 223 ettt ettt ettt ettt ettt ettt tsssttsttsttttiiiaiaiees XXIV



List of Figures

List of Figures

FIGURE 1: WINE MARKET DISTRIBUTION: GO TO MARKET ...vvuevrnernersnernesnersiesnsesnesnsesneesnees 12
FIGURE 2: WINE CONSUMPTION FREQUENCY IN GERMANY BY AGE ...uuvvuerrnernersneenesneeniesneesnnns 20
FIGURE 3: COMPETITIVE FORCES SUMMARY ...uvuuetuersnesnesnersesnsesnessesnsesnesssesnsesnesneesnnns 26
FIGURE 4: PERSONALIZED LABEL AS BEST PRACTICE MARKETING STRATEGY .. cvuvrnrenrrneernnennns 37
FIGURE 5: INFLUENCER WINE CAMPAIGN ....vtuevtsetnesnsenssnsesssnsssnsssssnsssnesssssnsssneeseessnns 38

FIGURE 6: WINE IN BLACK NEWSLETTER CAMPAIGN ...uuueeuesrneeruesrnesrnsrnnssnnsrnnssnnssnnssnnenns 41



Abbreviations

Abbreviations

B2B Business to Business

DFB Deutscher FuBball Bund
DSGVO Datenschutz-Grundverordnung
DSP Demand-Side Platform

DWI Deutsches Weininstitut
e-commerce Electronic Commerce

GDPR General Data Protection Regulation
hL Hectoliter

m-commerce Mobile Commerce

SEO Search Engine Optimization
SMS Short Message Service

Vlog Video Log

WOM

Word of Mouth



Abstract

Abstract

The objective of this paper is to identify which elements that make online wine
merchants successful in the German market are. The identified factors will give
guidance to companies to take managerial actions to improve their business

model and marketing investment actions.

The qualitative method used to identify elements that contribute to the success
of online wine merchants was a semi-structured interview, which gathered
insights from companies of the industry. Moreover, secondary sources were
used to make an evaluation and to link with the results from the interviews. The
findings obtained from the interviews show that the term success relates to
having customers returning to the store. Moreover, other factors such as
pricing, product accessibility, product information asymmetry, customer
support, trust, and shipping times play a critical role in the customers

purchasing decision.

The conclusions of this paper sustain that online wine merchants should follow
a multi-channel selling strategy. Moreover, it is essential to provide excellent
customer service that generates trust. Also, customers feedback plays a vital
role for companies to help improve processes as the need to create a positive

word of mouth between wine consumers is critical nowadays.

Ziel dieser Arbeit ist herauszufinden, welche Elemente Online-Weinhandler auf
dem deutschen Markt erfolgreich machen. Die identifizierten Faktoren geben
den Unternehmen Orientierung, um ManagementmaBnahmen zur Verbesserung

ihres Geschaftsmodells und ihrer Marketinginvestitionen zu ergreifen.

Die qualitative Methode, die zur Identifizierung von Elementen, die zum Erfolg
von Online-Weinhandlern beitragen, genutzt wurde, war ein halbstrukturiertes
Interview, das Erkenntnisse von Akteuren der Branche zusammentrug. Darltber
hinaus wurde wissenschaftliche Literatur verwendet, um die wissenschaftlichen

Informationen mit den Ergebnissen der Interviews zu verknlpfen. Die



