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 Application of modern methods of Internet marketing and online advertising.  

 To improve the business of enterprises engaged in the wine production and wine marketing.  

 Decision-making process of consumers when buying wine.  
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ABSTRACT 

This paper presented a survey of models for possible aspects of Internet marketing and online 

advertising. The aim of the survey was to improve the business of enterprises engaged in the wine 

production and wine marketing with special emphasis on the improvement of the sales process. By 

using the most recent literature and the data obtained, the survey deal with the Internet advertising, 

the advantages and disadvantages of the Internet as an advertising medium, the use of online 

advertising in the world and forms of internet advertising. Afterwards, the factors that influence the 

procurement of wine, as well as influential factors for making decisions on the purchase of certain 

wine varieties were examined. Decision-making process of consumers when buying wine was 

investigated as well. The paper consists of theoretical and empirical parts. The first part discusses the 

general overview of winemaking in the world. In the empirical part, the attitudes of consumers and 

managers of several wineries were examined, which are related to the application of internet 

marketing in the wine industry with key findings and new opportunities in the promotion of wine.  
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1. INTRODUCTION 

 

Viticulture is one of the oldest agricultural industry. Wine history dates back to the 

prehistoric caves in which images of devices for wine making were found. Given the large number of 

brands, the selection and purchase of wine is a complex task for consumers [1, 2]. It is, therefore, 

very important in marketing to determine what happens in the mind of consumers when choosing 

wine, and the reasons for the purchase of certain wine [3, 4]. It should be borne in mind that one-time 

purchase of a bottle of wine is not the ultimate goal of manufacturers. The aim of the manufacturer is 

to gain loyal customers [5]. In the most countries, wine production is higher than consumption, 

which contributes to the imbalance between supply and demand [6, 7]. 
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In 2013 the total worldwide area under vines represents 7519 mha. Half of the vineyard is 

located in Spain (1023 mha), France (793,000 ha), Italy (752,000 ha), China (680, 000 ha) i Turkey 

(504, 000 ha). The total worldwide area under vineyards is mainly decreasing due to a reduction in 

European vineyards from 62.5% in 2000 to 55% in 2013 [8]. 

This reduction is partly compensated by the increase in planting in other regions, especially 

in Asia, which now accounts for 24% of world vineyards. China and South America are areas that 

lead to the growth of viticulture in the world [9, 10]. From 2000 to 2013, areas under vineyards 

decreased most in Spain (by 17%), France (13%), Italy (17%), Turkey (12%) and Iran (23%). The 

increase was recorded in China (to 127%), India (177%) and New Zealand (179%). In Australia, the 

US and South Africa there were no changes.  

In 2012 global wine production amounted to 25.721 million hectoliters, which represents a 

decrease of 6.30% compared to 2009. Italy is the largest wine producer in the world (4,082,900 

hectoliters), despite the fact that there is less arable land. In the past, the French were in the first 

place, but now they are in the second place with 4,047,700 hectoliters. It is followed by Spain, as the 

country with the highest arable land, which produces 3,15 million hectoliters. Slovenia produces 

85,000 hectoliters of wine, representing 0.35% of world production. The quantity of wines produced 

in Slovenia in 2012 increased by 14.86% compared to 2009. The top ten countries, the main wine 

producers, produce 80% of all types of wine in the world [9, 10].   

Europe’s share in wine production declines. In 2000, 73% of the world’s wines were 

produced in Europe, while in 2012 were produced 62%. On other continents, between 2000 and 

2012, there was an increase in wine production (in the US from 17% to 19.8%, in Asia from 4.5% to 

6.9% in Oceania, from 3, 1% to 5.9% (the share is almost doubled), and in Africa from 4.3% to 

5.1%).  

Other non-European countries expect a significant increase in wine production (Chile, 

Australia, South Africa and China), and by 2032, it is expected to have a wider production of wine 

from Europe. The reason for the decline in wine production in Europe can be attributed to the higher 

production costs and European wine policy (protectionism and subsidies) [11].  

The largest consumer of wine was the USA (13.9% of the total wine consumption), followed 

by France (11.62%) and Italy (9.21%). Slovenia consumes about 86,400 thousand liters, which is 

0.35% of the total consumption of wine (World Wine Consumption by Volume, 2014). World wine 

consumption from 2009 to 2012 increased by 4.49%. Everywhere in the world, except in Europe, 

there has been an increase in wine consumption. In 2000, non-European countries consumed 31% of 

the total wine consumption, and in 2012 they consumed 39%. These countries are mainly the USA, 

Russia, China, Canada and Australia (Figure 3) [8]. In 2012, European countries were leaders in 

wine consumption per capita - Luxembourg 50.7 l per capita, France 47.7 l per capita, Portugal 42.5 l 

per capita, Italy 37, 1 l per capita [12]. 

The wine consumption in Serbia is far below average, because only four liters per capita per 

year is consumed. In Russia, China, USA and the United Kingdom, wine consumption is on the rise 

[13]. However, the wine consumption per capita in European countries has been decreasing for 

decades, especially in southern European countries. Changes in lifestyle, antimalarial campaigns and 

health care are cited as reasons. Consumption of northern European countries is unchanged or has a 

slight increase and it is more focused on certain brands and varieties of wine [14]. 

Since 2000 the wine trade has grown significantly. In 2000, it was 13.8 billion, and in 2012, 

25.3 billion, which represents an increase of 84% [8]. France was the largest wine exporter in 2012 



(7.8 billion euros), followed by Italy (4.7 billion) and Spain (2.4 billion dollars). The amount of 

increase in the period from 2000 to 2012 was slightly slower from 6.07 billion liters to 9.9 billion 

liters, or 63%. In 2012, Italy was the largest exporter of wine per liter (2,120 million liters), followed 

by Spain (1,1947 million liters) and France (1,499 million liters). The price of a liter of wine rose 

from 2.27 euros in 2000 to 2.55 euros in 2012, which is 12.3%. The most expensive wine can be 

bought in France for 5.23 euros per liter, then in New Zealand where the price is 4.36 euros per liter 

and in the US where a liter of wine costs 2.69 euros [15, 16]. The top importers of wine are European 

countries with 45% of the total wine imports. North America is in second place with 22%, while the 

third place is occupied by Asia with 14%. The largest imports in euros in 2013 were made by the 

United States (3.9 trillion), the United Kingdom (3.7 billion) and Germany (2.6 trillion). The highest 

consumption in hectoliters was recorded by Germany (15.4), followed by England (13.1) and USA 

(11.7) (Aurand, 2014: 37-38). In Serbia, wine export is still smaller than import. Wine consumption 

is in decline wherefore winemakers sell more on foreign markets. When it comes to wine production 

in Serbia, research shows that it moves upward. Out of the total territory of the country under 

vineyards is only 30,000 hectares, and about 120,000 households are engaged in the production and 

processing of grapes. The average annual wine production in Serbia is 1.7 million hectoliters, while 

consumption per capita is 3.3 to 4 liters of wine. Viticultural production has a frugally annual share 

of only 2.3 per cent in total agricultural production. The average wine production in Serbia between 

2000 and 2011 was 1.7 million hectoliters per year. The total value of viticultural production in 

Serbia in 2011 amounted to 588 million dollars. In foreign trade, between 2000 and 2011, wine had a 

steady deficit that varies between 45,500 and 208,000 hectoliters, or $ 3.9 to $ 26.3 million. This 

trend continued in 2012 and 2013. The deficit was a result of insufficient wine production and of a 

growing trend in wine consumption. The speed of wine exports is growing, so in 2006 it amounted to 

7.2 million euros, and in 2012 Serbia reached 39th place with a profit of 16.4 million euros. As for 

the former Yugoslavian countries, Serbia is after Macedonia, which is ranked 25th when it comes to 

exports, as well as Montenegro, which is 38th, with the wine exports worth 18m euros. These 

statistics were based on data provided by CEFTA (Central European Free Trade Agreement) [17].  

Alcohol policy deals with the relationship among alcohol, health, well-being and public well-

being [18]. Improper use of alcohol has a major impact on public health and implies costs for health 

care, health insurance, public law enforcement, employment, and can have an impact on the 

economic development of the company [19]. According to article [18], alcohol policy is divided into 

several segments: a policy that reduces driving under the influence of alcohol (precautions that can 

be taken are random examination of the alcohol content in the driver's breath, reduction in the 

permissible concentration of alcohol in the blood, especially for young drivers and the withdrawal of 

driving licenses); a policy that supports education, training, communication and awareness; policy 

which regulates the alcohol market (age, price, time, location and availability of alcohol); a policy 

that supports the reduction of harm in the social environment where alcohol is consumed, and a 

policy that supports interventions for individuals (brief advice, education and treatment). The 

Regional Office of The World Health Organization (WHO) was the first regional office in Europe to 

address the problem of alcoholism. In 1975, it began publishing scientific papers on the control of 

alcohol from the public health perspective. The European Alcohol Action Plan, updated in 2000 and 

2005, represents the basis for the development and implementation of alcohol policies in Member 

States with the aim of reducing the damage caused by excessive alcohol consumption [20]. By the 

Action Plan for reducing excessive use of alcohol from 2012-2020, the WHO has intensified its 



actions and activities to prevent and reduce alcohol at all levels. The global aim of the WHO is to 

reduce alcohol consumption by 10% by 2025. 

Promoting products and services is a very important marketing activity [21]. Promoting 

which is intended for the market as a whole is known as a mass communication technique. However, 

in recent years, there has been a type of promotion aimed at individuals, and it is referred to as direct 

communication. Prior to making a decision on the advertising goals, decisions must first be taken on 

the target market. The choice of the so-called promotional mix required to communicate with the 

target audience is also very important. The decision on type of media to be used is influenced by 

several factors. Some of these factors are: if the goal is to position the brand as an aspirational brand 

of high status, or the goal is to remind the target audience about the existence of a brand; the size of 

the advertising budget; the competition activity on the basis of which the appropriate medium is 

selected, etc. Advertising wine on television is prohibited, except from 6 pm to 6 am. It is also 

prohibited in specialized television and radio programs to promote alcoholic products for motor 

vehicle drivers [22, 23, 24]. Advertising wine and other alcoholic beverages is prohibited by law in 

all printed media, except in magazines intended exclusively for producers or sellers of such products.  

The decision-making process when purchasing is dynamic and complex. Modern trends such 

as globalization, specialization and increased competition are changing both the buyer, so that classic 

producers of products and services must be constantly fighting for the buyer [25]. The customer 

becomes an active associate in product design and development.  

Marketing experts need to identify the initiator - the person who first proposes the purchase, 

an influential person - the person who advises, gives opinions and influences purchasing decisions, 

the decision maker - the person deciding which of the components of the decision is important for 

the purchase (whether to make a purchase, what and where to buy and how to buy), the buyer - the 

person making the purchase, the user - the person who consumes or uses the product or service [26].  

This paper discusses the general overview of winemaking in the world. The attitudes of 

consumers and managers of several wineries are examined, which are related to the application of 

internet marketing in the wine industry with key findings and new opportunities in the promotion of 

wine.  

 

2. METHODOLOGY 

 

When making a purchasing decision, consumers behave according to their usual and expected 

behavior, so depending on consumer engagement and the difference between brands, there are four 

types of behavior when making purchasing decisions [26]: 

 

1. Complex Buying Behavior where consumers are actively involved in buying and are 

familiar with the essential differences between brands. This procedure applies to products 

that are expensive and risky to purchase, and often have a symbolic meaning. An example 

of a complex shopping wine is the purchase of expensive vintages that are used for 

special occasions. 

2. Dissonance-Reducing Buying Behavior where consumers are heavily involved in 

shopping, but they do not see any significant difference between brands. In order to make 

it easier to choose when buying, it is necessary to provide additional product information. 



First, the product is selected and based on the experience with it, new prejudices are 

formed and they create certain points of view.  

3. Basic Purchasing Behavior which is characterized by low inclusion of consumers and a 

slight difference between brands. These are low value products that are often purchased. 

Consumers do not ask for a lot of information, do not assess the characteristics and decide 

quickly. An example of such a behavior is the selection of the same manufacturer's wines 

for each occasion. 

4. Behavior Aimed at Finding Diversity where low is involvement of users and significant 

differences between brands. Buyers switch from one brand to another because of 

differences, not because of product dissatisfaction.  

 

In order to better define the user for a particular type of wine, it is necessary to further 

explain the process that takes place during the purchase. This process usually takes place in five 

stages [27]: 

 

1. Needs Assessment is the first stage. In it, the user recognizes the problem, the need, or the 

desire to start the purchasing process. This is the basis to be adopted in order to move to 

the next stage of the process. Marketing experts need to collect information for consumers 

and to identify the most common stimuli that convert certain interests of consumers into a 

desire to purchase a particular type of product. Consumers drink wine for various reasons, 

such as thirst, taste, pleasure, nutrition, creating an atmosphere, etc. The need for the 

consumption of wine can be social, symbolic, hedonic, cognitive, experiential and 

biogenic [28]. 

2. Finding information. The customer first searches for information in his memory, 

examining previous product experiences. This is called an internal search. If this 

information is insufficient, the customer searches for information from other sources, 

which we call an external search. Consumers can obtain information from personal 

sources (family, friends, acquaintances, neighbors), commercial sources (commercials, 

vendors, brokers, packaging, store presentations), public sources (mass media, consumer 

organizations) and experimental sources (handling, review and use of the product). The 

most important source of information when purchasing wine for the consumer is 

experimenting and tasting products. It depends on previous knowledge about wine, wine 

reviewer, wine magazines and awards and medals on wine evaluation and fairs [29]. 

3. Evaluation of the alternative. The buyer creates the criteria on the basis of which it 

compares the characteristics of each product. These criteria include only the functions 

that consumers want. At the same time, some of the characteristics are attributed to higher 

values than others. In order to choose between the two available versions, a heuristic 

(mental shortcut) is used, which relies, for example, on the mark, the price, the country of 

origin, the area of origin, the geographical area, etc. We also rely on the market belief 

(assumptions about products, company and stores, prices, packaging and advertisements) 

and making decisions through rational rules. Wine consumers can feel uncertainty, fear, 

or anxiety in evaluating alternatives and making a purchase decision. For wine consumers 

there is a high level of risk due to the complex and varied nature of the wine as a product 

[30]. 



4. Purchasing decision. When evaluating an alternative to the customer, a particular set of 

more desirable brands is formulated. Within this, the consumer decides and selects the 

most preferred brands. Various factors can influence the decision-making purchasing 

(buying for yourself or for a gift, time, seasonal factors, the financial situation, the mood 

of consumers, etc.). Purchasing intentions can be changed or even prevented (depending 

on how much the customer is ready to adjust) due to unforeseen circumstances (inability 

to pay, need to purchase other goods). Dickson and Sawyer (Steenkamp, 1997: 146), 

during the research found that on average, a person takes 12 seconds to make a decision 

to buy margarine, coffee, toothpaste or cereal. To average wine consumers, it takes 38 

seconds to decide which bottle to buy [31]. 

5. Estimation after acquisition. After purchasing, by using the product, the customer 

assesses whether the product meets his needs and compares the actual product with the 

expected one. This is the basis for making further purchasing decisions. Keeping loyal 

and satisfied customers is far more important than acquiring new clients. Dissatisfied 

customer is usually permanently lost or it is necessary to make enormous efforts to regain 

his trust. The company should pay attention to customers who, with their 

recommendations to their acquaintances, give a good impression of the company. Most 

consumers drink wine within 36 hours of purchase. 

 

There are a number of factors that may affect the decision on the purchase of wine. These 

factors vary from country to country, as indicated by the following research. On certain markets 

(Australia, France, New Zealand, Austria, Germany, Taiwan, Brazil, Israel, United Kingdom, China, 

Italy and the United States), the most important factor influencing wine selection in the store is the 

previous experience with wine [32]. China and Brazil give priority to trademarks, and in France 

more attention is given to matching wine with food. Matching wine with food is an important 

segment in Italy, Brazil, Austria, Israel and Germany, while in other countries it is less important. 

Recommendations are much more prominent factor in Germany, Taiwan and the USA, as in Great 

Britain, Italy, China and Israel. The origin of wine is least important in Israel, while in Germany and 

China it is much more important than in Great Britain and Australia. Brand has the strongest 

influence in China and Brazil, and the least impact in Germany and Austria. Medals and awards have 

the strongest impact on Australians and Chinese, and the minimum of impact on Germans, British 

and Israelis. The most important factor on the wine bottle label is the region [33]. Most respondents 

(85%) believe that the region is the most frequent source of information, followed by a brand (72% 

of respondents), different vintages (71% of respondents), country of origin and alcohol content [33]. 

White wine, for example, is consumed a lot in South Australia where there is more emphasis on 

recommendation of friends, assessments, opinions and medals from professional sources. Consumers 

with more wine knowledge experiment more in wine selection. Gudman, Chen and Ma conducted a 

survey among typical users and students in Beijing [32]. The Chinese pay less for wines for everyday 

use than those intended for a gift. They like Chinese wine. From foreign wines, the Chinese usually 

choose French wines that represent the western style - a good and romantic life and good French 

cuisine. It is very likely that consumers will buy this wine for a gift. The lower purchase of 

international wines is mainly due to the lack of knowledge of foreign wines and their high prices, 

because of imports and taxes, prices are almost twice as high as domestic wine. Language is also an 

obstacle. Most consumers are poorly familiar with wine varieties and are not able to read the origin 



of the back label, where the most important information is contained in a foreign language. In he 

wine selection the first place occupies the taste, the color of the wine, after that the recommendations 

from friends and family, the variety of choices, the information on the back of the bottle, the wine 

magazines and the recommendations from the critics, then the country of origin, the age of wine, 

label, trademark, spile and alcohol content [34]. Wine tasting plays a key role for Japanese 

consumers. This finding is contrary to studies in Australia. France and Italy are the most desirable 

wine countries for Japanese consumers [34]. For consumers in Cyprus the most important factors 

influencing the purchase of wine (in order of importance) are: flower wine, aroma, color, brand and 

price. Concerning the perception of price and quality of local wines in regard to foreign brands, 

clients believe that the Cypriot wines offer good value for money [35].  

 

2.1. INTERNET ADVERTISING 

 

The importance of the promotion is immense, because it has to radiate the variety and quality 

of service that can compete with any global competitors. The Internet is one of the fastest growing 

media of today. With the development of information and communication technologies, the Internet 

has become an important part of everyday interactive communication among people in the virtual 

world [36]. In most European countries, wine production is on higher level than consumption, which 

contributes to the imbalance between supply and demand. The use of the Internet, with the 

development of advertising technology and interactive communications worldwide, opens wide 

opportunities for internationalization of the business [37]. Due to the above-mentioned facts, this 

could be a challenge for small enterprises engaged in the production and sale of wine. Companies 

that appear on the Internet are seen more by customers, better targeted, informed, sophisticated and 

better technologically adapted to the younger population [38]. In this unfavorable situation, 

winemakers have problems with strong competition and, therefore, it is very important to understand 

how the customer chooses a bottle of wine. Online advertising is a form of communication where an 

advertiser, or supplier, uses the Internet or the World Wide Web to transfer his message to the 

customer [39]. With the increase of Internet users, the number of Internet advertising is growing. 

Today, users withdraw from traditional media and migrate to the Internet, where they devote more 

free time to the digital world [40]. The Internet offers to the users a much greater interaction and 

individualization. Individualization refers to the fact that users have control over the flow of 

information, which leads to the advertisements and promotions that are relevant to the customers. 

The interaction, which interweaves with individualization, gives the bidder the choice of information 

that is important for him, and the advertising establishes two-way communication with the consumer 

[41]. The development of social networks has a significant impact on advertising [42]. He cites an 

example of social networks that collect information about the habits and behavior of web users, 

which leads to more effective online advertising. Advertising on the Internet can be easy solely if we 

properly use the good and weak sides of that media. Internet advertising allows reaching more people 

on a global scale, better focus on target groups and lower costs, as well as easier comparison of 

results and adoption of changes [43]. At the same time, it also shows certain weaknesses, such as 

overcrowding of pages with ads, the short lifespan of the ad, a lower rate of termination of 

advertising these ads on, because users should not see ads that are not interested for them [44]. 

Access to the Internet in 1995 only had 1% of the world’s population, while today 40% of the 

world population has an access to the Internet. The number of users from 1999 to 2013 increased by 



more than 10 times. Billion users were achieved in 2005, and another billion in 2010. By the end of 

2014, Internet access had 3 billion people. In 2015, the total number of Internet users reached 3.2 

billion, of which 2 billion comes from developing countries. According to some studies, the number 

of mobile phones subscribers has already exceeded 7 billion [45]. In 2014, the market share of 

personal computers and smartphones made up staggering 83.2%. According to the latest forecasts, 

this percentage should be increased by 2019 to 88.4% [46]. There are four main advantages of the 

Internet over other media [47]: 

 

 Targeted communication, 

 User tracking, 

 Presence and adaptability, 

 Interactivity.  

 

In addition to the advantages, users must be aware of some of disadvantages that the Internet 

brings as a medium of advertising which are [44]:  

 

 Saturation, 

 Short lifespan of ads, 

 Limited scope, 

 Lower interruption rate. 

 

3. RESULTS 

  

The subject of this research is the application of internet marketing in the function of 

promoting wine by small and medium enterprises. The aim of the research is to determine the degree 

of implementation of internet marketing in wineries in Kosovo and Metohija. Two types of 

questionnaires were used for research purposes. The first part of the questionnaire was intended for 

consumers, and the second to the managers of several wineries from the territory of Kosovo and 

Metohija. 

 

3.1. THE FIRST PART OF QUESTIONNAIRE 

 

The first part of the questionnaire included research conducted electronically at the beginning 

of March of the current year, where by random sample method 56 consumers were selected for 

questionnaires sent to e-mail. Thirty consumers fully answered the questionnaire and only their 

answers are considered relevant for research. The first group of questions concerned basic 

information about respondents. 

In Table 1 can be seen that 36.67% of respondents aged 30 and under, followed by 

respondents from 30-40 years with 30%, 6 respondents, 20% have 51 years and more, while 13.33% 

of the respondents have from 41-51 years of age. 56.67% of respondents are women, while 43.33% 

are men. One third of the respondents have only secondary education, while two thirds have a 

college and university (63.34%). Most respondents (76.67%) are employed, while almost a quarter 

(23.33%) are unemployed. Another important information for the purpose of the research was 



information about the residence of the respondents. The highest percentage is from Central Serbia 

26.67%, from Eastern Serbia is 23.33%, 20% of the respondents is from the southern part of the 

country, while 16.67% of the respondents have a permanent residence in the territory of Vojvodina. 

The lowest percentage of respondents come from Western Serbia were 13.33%.  

Table 1: General information about respondents 

Number Variables Categorization Frequency Percentage 

1. 

Age 

30 years or less 

From 31 - 40 years 

From 41 - 50 years 

More than 51 years 

11 

9 

4 

6 

36,67 

30 

13,33 

20 

Total:                                                             30                         100% 

2. 
Sex 

Male 

Female 

13 

17 

43,33 

56,67 

Total:                                                             30                         100% 

3. 

Educational 

level 

Secondary school 

qualifications 

College 

University 

11 

5 

14 

36,67 

16,67 

46,67 

Total:                                                             30                         100% 

4. Employment 

Status 

Employed 

Unemployed 

23 

7 

76,67 

23,33 

Total:                                                             30                          100% 

5. 

Residence  

Vojvodina 

Central Serbia 

East Serbia 

Western Serbia 

South Serbia 

5 

8 

7 

4 

6 

16,67 

26,67 

23,33 

13,33 

20 

                                 Total:                                                             30                         100% 

  

Even a fifth of respondents said they never drink wine, however, there is a large number of 

those who drink it constantly (16.67%) and the percentage of those who do not drink often or rarely 

drink is 16.67%. For something else is stated (13.33%), while 10% of respondents consume wine 

very often (Table 2). 

 

Table 2: Factors influencing the selection of wine 

What influences the choice of wine? 

Factors Number of 

respondents 

Percentage 

Season 2 6,67 

Situation 7 23,33 

Habit 5 16,67 

Another person’s 1 3,33 



advice 

Server Tip 3 10 

Ambiance 4 13,33 

Personal inspiration 6 20 

Something else 6 20 

Total: 30 100 

 

The largest number of consumers cited as the most important factor in wine selection - the 

situation (23.33%), while a fifth of the respondents consider that the most important factor is 

personal inspiration. Also, 20% mentioned something else as a factor. The lowest number chose the 

advice of another person (3.33%), seasons (6.67%) and server advice (10%) (Table 3).  

 

Table 3: Loyalty of buyers of wine products 

Are you loyal to a particular wine? 

Degree of loyalty Number of 

respondents 

Percentage 

Not being loyal 3 10 

Poorly loyal 7 23,33 

Average loyal 6 20 

Strongly loyal 10 33,33 

None of the answers offered 4 13,33 

Total: 30 100 

 

The largest number of consumers (33.33%) identified themselves as very loyal, while the lowest 

number (10%) declared themselves as unfair (not fair). The last question concerned the benefits of 

the Internet, when it comes to buying wine. Even 50% of respondents said they did not use the 

Internet when buying wine. However, the figure of 16.67% of users who always use the internet to 

buy wine is encouraging (Table 4). 

 

Table 4: The usage of internet advantages when buying wine 

Do you use the internet to buy wine? 

Frequency of use Number of 

respondents 

Percentage 

Do not use 15 50 

Occasionally use 4 13,33 

Always use 5 16,67 

They do not believe in buying 

this way 

4 13,33 

None of the answers offered 2 6,33 

Total: 30 100 

 

Based on this analysis, one came to the conclusion that consumers do not have the confidence 

in buying such products over the internet. They stated as a reason that they could not buy the product 



based on the picture, without having previously experience in tasting wine. They also made payment 

as an important fact, namely, the security of payment card data. However, there is a certain 

percentage of those who use this purchase method. The reason is primarily to save time, because the 

Internet is much easier and faster, since almost all online stores have built-in self-browsers with 

which it is easy to find a particular item, if it is in market. It is possible to get more information via 

Internet than it is possible to get in the store. Also, forums offer opportunity to read about other 

consumers’ experiences, as well as recommendations. It is possible to make purchases online at any 

time of day. 

 

3.2. THE SECOND PART OF QUESTIONNAIRE 

 

The second part of the questionnaire was intended for the managers (Table 5). The research 

carried out with the winery managers was done face to face and was carried out during February and 

March of the year 2017, on a sample of 5 wineries. It was made with an identity card with the 

managers of the following wineries: Antić, Vinice monaha crkve Svetog Stefana, Petrović, Orvin and 

Stone Castle. A total of 9 sales managers and their associates participated.  

Table 5 shows that (55.55%) of the sample was above (41) and (44.45%) below. This 

indicates that older and more experienced managers are represented in the sample. On the other 

hand, (88.89%) of the study sample are men and only (11.11%) are women. The educational level is 

an extremely high. As many as 88.89% have higher and upper secondary education, and only 1 

respondent has a high school qualification. This has been replaced by years of working experience. 

The table also shows that years of experience and years of managerial work coincide. Working 

experience and experience of 5 years, or less, is least represented - only 11.11%, from 6 to 10 years 

(22.22%), 11-15 years (22.22%), and finally more of 16 (44.45%).  

 

Table 5: General information about the participants 

 

Number 

 

Variables Categorization Frequency Percentage 

1. 

Age 

30 years or less 

From 31 - 40 years 

From 41 - 50 years 

More than 51 years 

1 

3 

4 

1 

11,11 

33,33 

44,45 

11,11 

Total:                                                             9                         100% 

2. 
Sex 

Male 

Female 

8 

1 

88,89 

11,11 

Total:                                                             9                         100% 

3. 

Educational 

level 

Secondary school 

qualifications 

College 

University 

1 

2 

6 

11,11 

22,22 

66,67 

Total:                                                             9                         100% 

4. Working 5 years or less 1 11,11 



experience From 6 to 10 years 

From 11 to 15 years 

More than 16 years 

2 

2 

4 

22,22 

22,22 

44,45 

Total:                                                             9                          100% 

5. 
Working 

years in 

company 

5 years or less 

From 6 to 10 years 

From 11 to 15 years 

More than 16 years 

1 

2 

2 

4 

11,11 

22,22 

22,22 

44,45 

                                 Total:                                                             9                         100% 

 

Although there is an upward trend in the Internet usage, both for daily business in general and for 

marketing purposes, this percentage remains at a very low level, all of which can be attributed to the 

specificity of winery operations in Kosovo and Metohija. By applying the Likert scale, managers 

evaluated the relationship to individual Internet usage items. This area was measured through (7) 

items on the Likert scale [48] as shown in Table 6 and Table 7. 

 

Table 6: Likert scale 

Complete 

agreement 
Agreement Neutral Disagreement 

Complete 

disagreement 

5 4 3 2 1 

 

Table 7: The Internet usage 

Number Internet usage Mean 

Standard 

deviation  

 

Items of 

significance 

Level of 

significance 

1 
We use the internet in our everyday 

business to inform consumers 
3,2 1,17 4 high 

2 

Managers continually gather 

information about competitors and 

markets online 

2,6 1,02 5 high 

3 
We create a database of consumers 

over the internet 
3,6 1,02 3 high 

4 
We use the internet for advertising 

and advertising products 
1,4 0.49 7 high 

5 

Managers perform product 

presentation via social networks 

(facebook) 

2,2 0,75 6 high 

6 
Managers are interested in creating 

their own winery site 
4,2 0,75 1 high 

7 

Managers believe that internet 

advertising and promotion have a 

direct impact on business 

improvement 

3,8 0,75 2 high 



General arithmetic and standard deviation: 3,0 0,85 

 

Table 7 clarifies the level of importance of using the internet, where the arithmetic mean 

ranges 1.4-4.2 in comparison to the general arithmetic quantity 3.0. The greatest significance of the 

item Managers are interested in creating their own winery site with arithmetic mean (4.2) and 

standard deviation (0.75). The lowest arithmetic mean is for the item We use the internet for 

advertising and advertising products with arithmetic mean (1.4) and standard deviation (0.49). Based 

on this, it can be concluded that the level of importance of internet usage on wineries from the 

standpoint of the sample study was high. Also, from the table above, it can be concluded that 

wineries in Kosovo and Metohija, although poorly using the Internet for marketing purposes, 

understand the importance of using this medium and the upward movement in its use due to the 

specificity of the business conditions. 

 

4. CONCLUSION 

 

Research results in small and medium-sized enterprises in Metohija indicate that winery 

owners have a huge problem with placing wine on the market due to specific living and business 

environment. However, what is noticeable and as confirmed by this research, is that the owners of 

the winery are not complete and sufficiently familiar with the advantages of internet marketing. Due 

to poor internet connectivity, they are not able to often use these comparative advantages, although 

they are aware of them. The research results, also, indicate that online advertising for small 

businesses is the most appropriate advertising. It supports a narrow-targeted audience and an 

extremely fast response, allowing continuous, easy-to-adjust, and especially low-cost. This is what 

small enterprises need. Online advertising enables the existential survival and rapid growth of the 

company. Online advertising of the company, compared to paying the promoter of sales or preparing 

and executing the campaign, is far cheaper, faster and more accurate in targeting clients. The greatest 

potential and challenge for placing wine are social networks, especially Facebook. 

The fact is that society has just passed the threshold of digital transformation and, in this 

direction; companies and organizations in Serbia are faced with new challenges. Online advertising 

is an opportunity that is available to every Internet user for the development of a web browser, but 

that does not mean that every online advertising user is competitive. Therefore, it is important to 

distinguish the advantages and disadvantages of online advertising business. Advertising should 

draw the attention of the target audience and meet the planned objectives. If we want consumers to 

contact us, we need to be ready for a quick reaction, quality expert support and advice to solve 

problems.  

Internet and online advertising for businesses represents a direct connection to the potential 

and existing clients. It is fast and efficient, and it leads to mutual satisfaction. Although the owners of 

small and medium-sized enterprises in the Metohija region are faced with difficulty to use these 

sophisticated technologies and advertising tools due to technical reasons- it is necessary to include 

principles and methods of internet marketing in order to solve the problems of promoting and selling 

wine. 

For future investigations there is need to establish prediction models in order to estimate the 

different aspects of the wine advertising and production. For the prediction models artificial 



intelligence approaches [49, 50, 51] could be used since the approaches are suitable for nonlinear 

data pairs without internal knowledge between the data pairs. 
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