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Abstract: With more than 65% of the population being Muslims, Malaysia is not a country where 
alcohol is the most frequently consumed beverage. Also, wine is not the main alcoholic beverage 
consumed by non-Muslims, except during celebrations and social occasions. Furthermore, studies 
show that the Malaysian wine market is well segmented into novices, drinkers, consumers and 
connoisseurs. As the sociocultural environment of the country does not favor and does not support 
wine aficionados, the current study aims to explore the social and cultural implications that 
occurr during the learning path of five Malaysian wine connoisseurs. Customised and structured 
interviews were used to collect information across the Klang Valley and Kuala Lumpur area. The 
results reveal the social and cultural inferences that are necessary for a Malaysian wine consumer 
to become a connoisseur. This study aims to contribute to the neglected field of wine studies in 
Malaysia by helping wine professionals and marketers understand better the sociocultural and 
educational insights of connoisseurs. 
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Introduction

Malaysia’s population reached 28.7 million in 2017 and comprised 69% Malays, 
23% Chinese, 7% Indians and 1% Others (Mahidin, 2017). Of this population, less 
than 30% consumed alcohol and even fewer consumed wine. Thus, the Malaysian 
wine market is relatively small and young, with only imported wine being available 
(GAIN, 2014). However, it has recorded by far the highest and most robust growth 
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within the food and beverage sector for the past decade and the consumption of red 
versus white wine is at a ratio of around 60/40 (New Zealand Trade and Enterprise, 
2006). Alcohol including wine is not only a big business; it has become a part of 
social relationships (Wilson, 2004). Likewise, wine consumption in Malaysia appears 
to be more than just a drink; it involves a social dimension and is regarded as much 
more than a simple product. From a connoisseur’s perspective, wine has various 
connotations involving aspects of knowledge, know-how, artistry, symbolism or 
etiquette (Ghosh, 2006). Historically, Malaysia does not have a strong wine drinking 
culture which makes the fundamental understanding of this beverage even more 
difficult. Most of the drinkers are located in urban areas where wine is a part of their 
lifestyle. However, the wine consumer’s relationship is based on an acquired and not 
an innate need as in the case of food. Thus, as a foreign product, the means by which 
Malaysians acquire wine knowledge remains unexplored and requires investigation. 
The consumption of wine in Malaysia could be considered a hedonic experience 
— a sensual and pleasurable activity intentionally devoted to personal enjoyment 
within the context of a number of potential social experiences (Bruwer & Alant, 
2009). Austrian wine connoisseur, Andreas Rudd who shared his observation with 
Ghosh (2006) highlighted the heightened awareness and level of knowledge among 
Malaysian wine consumers as well as the progressive changes taking place in the 
Malaysian culture. Rudd also mentioned that wine is much more accepted today 
than ten years ago.

The environmental background in which Malaysian wine connoisseurs are 
evolving and the cultural mastery expected from a connoisseur gives rise to the 
following research question: What are the social and cultural inputs that contribute 
to the learning development which leads one to become a wine connoisseur? This 
research question will develop an understanding of how a consumer can develop a 
particular expertise in an unsupportive environment. This study aims to examine the 
types and influences of the educational tools used, the social context of the knowledge 
gained and the transformations that occur during the learning and development 
process.

Literature Review

Wine and the Concept of Terroir

The French Wine Guide (2014, p. 1) defines terroir as “a group of vineyards (or 
even vines) from the same region, belonging to a specific appellation, and sharing 
the same type of soil, weather conditions, grapes and wine making know-how, which 
contribute to give its specific personality to the wine; Terroir = Region + Appellation 
+ Grapes + Know How + Culture”.
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The understanding of terroir is important for a connoisseur as terroir can carry 
different meanings. Dedeire and Tozanli (2007) categorised terroir in three different 
ways: (1) natural terroir as the connection between wine and its geographical area; (2) 
social terroir as the social connection between wine and humans, and (3) patrimonial 
terroir as the tangible and intangible connections considered as heritage. Among 
these three types, the social and patrimonial terroirs are evolving types as they are 
linked to human habits which change over time. These two dimensions can spread 
naturally and be transmitted via social and cultural means to other individuals and 
become diffused in the consumer space. Its transmission is based on information 
and exchange. However, the third dimension of terroir (natural terroir) requires 
experience due to its intangible nature.

Becoming a Connoisseur

D’Hauteville (2003) defined a wine connoisseur as an expert judge of wine which 
involves tasting wine often, going on wine tours, drinking almost daily, seeking out 
new products and understanding the origins of the wine. The connoisseur is a person 
who reads extensively about wine, visits wineries and attends wine courses. In the 
Malaysian context, the cultural environment cannot support d’Hauteville’s definition; 
therefore, connoisseurs here need to adjust their cultural practices and norms. For 
Spawton (1991), a wine connoisseur is a person who is knowledgeable and a regular 
wine drinker with a broad spectrum of tastes. A wine connoisseur has to be a person 
who appreciates, tastes, and consumes wine for different purposes, alone or with 
different persons, with pleasure and curiosity. The connoisseur has mastered tasting 
skills to differentiate different types of wine and is well-versed in wine knowledge in 
order to be able to choose the right wine according to specific situations. In summary, 
a wine connoisseur is a multi-skilled person able to automatically interpret sensorial 
information and highlight different themes of characteristics better than novices, 
drinkers or consumers.

Social Learning

The social dimension plays an important role in wine culture. Literature shows that 
consumption of wine at events is associated with social status (Bourdieu, 1979), for 
example, champagne is used for meaningful celebrations. Indeed, social and cultural 
behaviours and attitudes differ according to the environmental context. Visser (1991) 
explored the symbolic aspects of a drink on social occasions and highlighted that in 
certain contexts, offering a drink on arrival can be a sign of friendship or hospitality 
to a guest. When a group of people drink the same beverage, it creates a powerful 
symbol of community. French, Blair and Booth (1994) refer to “social learning” as 
the social and emotional effects that occur in the learning process when people drink 
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and eat. The process of social learning is long as it requires exchanges with other 
people over a period of time to acquire the norms.

The Development of a Wine Connoisseur in Malaysia 

Figure 1 The development of a wine connoisseur  in Malaysia 

Dias Soeiro (2012) highlighted the importance of a guide, mentor or advisor, referred 
to as the third person in this study, who can influence at any point in the path 
from consumer to a wine connoisseur, as presented in Figure 1. The development 
of knowledge and skills seems to follow a clear progressive and cumulative learning 
path. A Malaysian wine connoisseur will go through numerous phases in theory, 
people, practices and travels to reach a certain level of expertise. In order to develop 
skills and knowledge, the wine connoisseur needs to undergo diverse experiences to 
learn, control, understand and complete the full development. But what are the tools 
and methods used by a consumer to become a connoisseur? What is the social and 
cultural input required to reach the status of a connoisseur?

METHODOLOGY

For the investigative aspect of this research, information was collected from 
participants based on their own experiences. Emotions, feelings, needs, wants and 
other factors affect individuals’ interpretations (Dupuis, 1999; Beard & Wilson, 
2013) and make the information shared by participants unique. Therefore, 
“understanding” these unique experiences is the main purpose guiding this study. 
Each connoisseur creates his or her own epistemological and ontological experiences 

Third Person Influences
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as only they can understand the interpretation of their knowledge and deal with the 
complexities of their experiences (Stake, 2010). Consequently, the subjective aspect 
of the constructs built by wine consumers leads to a qualitative and constructivist-
interpretivist paradigmatic strategy (Denzin & Lincoln, 2008).  

Data was collected via structured interview sessions, designed as a 30–45 minutes 
face-to-face discussion. Three different interviews were designed in order to match 
the different profiles of connoisseurs: (1) Connoisseurs with formal education, (2) 
Connoisseurs with professional training, and (3) Connoisseurs without training or 
education. By using these three categories, it was possible to cover all types of wine 
connoisseurs. Also, it is important to note that not all the participants were from 
the wine industry. Being a wine connoisseur does not necessarily involve work or 
employment as it can be a hobby, a pleasure of everyday life or a career prospect. As 
such, the composition of interviewees was planned by thinking broadly as to how a 
wine connoisseur could acquire knowledge: academically, professionally or via self-
study. 

Taking into account ethical considerations, participants were guaranteed 
anonymity and confidentiality for their voluntary participation. The names of the 
interviewees were replaced by letters and  references to any location and connection 
to any people were removed. It was clearly mentioned to participants during the 
introduction to each interview, that their names would not be revealed and all 
information given will be strictly used for research purposes only. The interviews 
were recorded, then typed before being processed and analysed.

Results

Social Status among Stakeholders

Dias Soeiro (2012) highlighted the importance of the third person involvement 
during the learning and development process of a consumer becoming a wine 
connoisseur. In Malaysia, consumption of wine requires a certain budget due to the 
expensive taxes and levies imposed on alcohol products. Additionally, accessibility to 
particular wines is also limited due to the supplier-driven wine market. Interestingly, 
the data collected revealed two different situations.

The first situation exposed the difference of status between the consumer learning 
to become a wine connoisseur and the third person. The difference of social position 
may have helped the wine consumer to access certain types of wine and provided 
exposure to wines that they would not have been able to afford or access, otherwise.

The second situation is where both parties are from the same social status. What 
differs from the first case is that both come from a higher social status. Therefore, 
the social exposures and influences are different. Being from a higher social status 
allows people to access wine more easily. Consequently, if both individuals come 
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from a higher social status, it may be understood that influencer has a higher cultural 
capital, meaning more wide-ranging or in-depth knowledge and skills. 

Conversely, if the wine consumer is from a lower social class, it is still possible 
to be exposed to specific types of wine but only with the help of a person from an 
upper social class. 

Wine consumption requires a high budget and in order to become a connoisseur 
with a high level of expertise, the financial requirements are naturally high. There 
is a need to access rarer types of wine which will be even more expensive. Thus, a 
connection with people of higher social statuses will help the consumer to enhance 
his/her experience and diversify his/her opportunities.

Figure 2. Representation of the social status among the actors 

Figure 2 summarises the social status of the wine consumer and the third person; 
the shaded area highlights the social origins of the participants. The wine consumer 
could come from a low or high class but the third person was always from the higher 
class. From Figure 2, the following conclusions can be drawn:
•	 There	was	no	particular	dominant	way	 to	acquire	 a	wine	culture	but	 it	 always	

involved a human factor which assisted in gaining access.
•	 The	third	person,	men	for	all	participants,	may	come	from	a	higher	social	class	or	

a better cultural and experienced background but he significantly influenced the 
consumer. 

•	 The	left	part	of	the	graph	in	Figure	2	is	empty	which	means	no	third	person	who	
influenced the process of a consumer becoming a connoisseur is of low social 
status.

•	 The	status	of	a	wine	connoisseur	is	accessible	to	everyone.

Closeness of the Stakeholders

Malaysia is a relatively new independent country and may still carry cultural 
influences from the British colonial era. Hence, certain drinking habits and wine 
consumption can be explained as mentioned by participant C. 

Third 
person
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“In Malaysia, those people who drink are very much influenced by British 
culture. And British Culture […] only recently they drink wine, before when 
they drink wine it was red Bordeaux in upper class, the general people drink beer 
or Whisky and Brandy, for special occasions.”— C

The choice of certain types of wine, the slow democratisation of the wine 
market in Malaysia and the “conservative” profile of Malaysia could justify why wine 
consumption has taken time to grow and diversify to what it is today.

In terms of drinking habits, people seldom drink at home as it is not their culture 
and most participants acknowledged that they seldom drink wine with their families.

“I drink more with friends, […] my immediate family do not drink wine”—A

“All of us are getting closer to each other as friends, in that case you are more 
able to enjoy”— B

Those involved in wine tasting or drinking sessions are often friends, colleagues 
and wine professionals. From the data collected, it was possible to conclude that being 
friends helped the exchange of information between stakeholders. Results reveal the 
effective aspect of the exchanges as people are able to share and learn more when 
their bond is relatively close. Based on the participants’ feedback, these exchanges 
tended to be more significant when the drinking sessions were with friends rather 
than family members. Additionally, as shared by most participants, their immediate 
family did not drink wine, so it was harder for Malaysians to get involved with wine 
at an early age, unlike in wine-producing countries.

 
Figure 3. Relation between closeness and people 

Figure 3 summarises the results by illustrating participants’ tendency to have an 
important close relationship with the third person. The results illustrate that the 
degree of closeness between people helps in various ways, such as:
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•	 providing	better	efficiency	and	flow	of	information	shared
•	 reducing	the	social	gap	between	individuals	of	different	statuses

Unfortunately, the data collected did not allow us to explore the degree of 
proximity or the degree of intimacy between the individuals. It would have been 
useful to know if people only met during wine tasting or also outside such occasions, 
to consider if they are friends or just drinking buddies.

Nature of Interests and Discussions during Exchanges

As a point of interest, results show that all discussions that took place during the 
wine tastings were related to wine, as becoming a wine connoisseur required a lot of 
knowledge. However, as a wine consumer, it seemed that the discussions were driven 
by a variety of motivations. The motivators can be listed as: envy and thus desire to 
know more; a willingness to acquire various opinions about wine-related topics; and 
for personal development. The consumers who wanted to become wine connoisseurs 
were trying to get a better understanding of wine so that they too can obtain key 
knowledge and skills to discuss wine-related questions quickly, promptly and easily. 

“I still want to try, I still want to learn. I feel it is part of my life … wine is my 
first thought“ —A

“When you start to learn and learn more, then you can differentiate and discern “—E

The need to stay updated, the desire to know more, the curiosity to discover new 
products, the enthusiasm to learn more were all the different motivations offered 
by the participants in their interviews. Further, the participants also highlighted 
the importance of another aspect of the development process, “listening to others”, 
as it allowed them to accumulate varied opinions either from educators, other 
connoisseurs or the third person. The level of interest towards wine also influenced 
discussions as each individual deliberated on how to use the knowledge acquired 
and make it meaningful for them, both personally and professionally. Participants 
acknowledged that wine is a complex product as it embodies complex meanings and 
understanding. 

“I need to know wine because it’s my job scope and I have to design the wine list; 
I need to learn for […] business, personal development and personal interest” 
—A

“At first it was very difficult because it was complicated but then as I began to 
understand what it was, it became more interesting” —C
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The discussions did not always focus on wine as a product. There were different 
topics were discussed as well such as culture in wine-producing countries and 
understanding wine sociocultural symbolic values. The findings show that cultural 
knowledge and understanding of terroir related to wine-producing countries is 
something that a wine consumer must acquire when aspiring to become a connoisseur.

“To be a connoisseur it’s a need to know about the culture, people, lifestyle. 
It is one of the parts which makes a difference between a wine drinker and a 
connoisseur” —A

“Then you realized the factors that contribute to the whole process… is 
incredible, human, nature, history, religion, food […] that is how wine should 
be appreciated by itself; wine should never be something by itself” —C

“I make the point to try the local wine. In Basque region, they drink the Txakoli, 
in a glass like whisky glass with pinchos. I am quite adventurous. In Tuscany, I 
tried the Vincento and Biscotti” —E

Symbolic notions, professional views, self-development and self-satisfaction, 
challenges facing the industry were some of the different discussion topics the 
participants partook in while developing themselves to the connoisseur level. 

During the interviews, all the participants expressed common opinions on 
the effectiveness of participating in wine tasting. Wine tasting, with professionals 
or peers, helped the participants to develop olfactory skills which allowed them to 
differentiate one wine from another. The mastery of the olfactory senses is essential 
as believed by all the participants.

“Wine for me is two parts, one you have the knowledge and then you have the 
palate” —C

For theory learning, the participants used various media such as books, magazines 
and the internet which provide plenty of information on the wine culture in various 
ways. The symbolic value of luxury is indirectly communicated to readers, as wine 
magazines not only focus on wine, but also market luxury items such as watches, 
cigars or travels, meant for expatriate reading. The wine magazines were by far the 
most important print media used for learning and for reference. These magazines 
provide information on latest industry trends and developments, descriptive and 
comparative data between producers and suppliers, and illustrations. It is also a 
common way to become versed in the upper social classes and their lifestyle. However, 
this is still not sufficient for the wine connoisseur to excel in this field. Printed media 
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can only provide information but cannot explain or describe the notion of taste and 
aesthetic.

 “You can get so much … information from the books” —A
 “Always have to read a lot of magazines” —B
 “One of the biggest influences was from the books that I read” —C
“I started appreciating when I started to learn more about wine through 
magazines and all that” —D

 
Figure 4. Significant dimensions of practice

The second source of information that contribute to learning is related to 
wine tasting. As presented in Figure 4, the practice of wine tasting played a more 
important role in personal development than theoretical knowledge. Some of the 
participants shared that they tasted wine to understand wine better, to help them 
memorize wine characteristics, or to develop sensory skills. Also, wine tasting helped 
them understand how others (consumers, foreigners or other wine connoisseurs) 
could enjoy it.

“The real appreciation came because I tried more wines I like, I appreciate. I 
knew wine had different types so I just kept on trying” —A

“Definitely, these bring more knowledge than magazines cannot provide” —B

“If you want to appreciate something you must go with it all the time, especially 
with something you are not used to. So, the more you try then only you start to 
appreciate” —C

“I started appreciating wine when I started understanding, understanding is 
important, and tasting it” —E



APJIHT Vol. 7 No. 2 September 2018

An Investigation of Malaysian Wine Connoisseurs’ Sociocultural 
Implications during Their Learning Path

 95

Understanding different aspects of wine through wine tasting is an important 
skill that will help a wine connoisseur in various ways. First of all, wine tasting 
develops a significant ability to discern different fragrances and helps in methodically 
using a cognitive approach in tasting (sight, smell and taste). Secondly, wine tasting 
builds sensory memory, as it is important for a wine connoisseur to differentiate the 
characteristics of different types of wine. When wine connoisseurs learn about wines, 
they create their “olfactory checklist” for each grape variety. Along with theoretical 
knowledge from books, magazines, reviews or internet, this helps them identify 
a wine or differentiate different wines. Tasting wine in a properly organised and 
systematic way is not a way of showing off but rather a need to understand wine 
deeply, as mentioned by one of the participants.

Transformations during the Transition Process

When a consumer becomes a connoisseur, specific outcomes and transformations 
are brought forth and particular abilities and capabilities are developed. The results 
reveal four resulting transformational outcomes that take place when a consumer 
transitiones to a connoisseur. Additionally, the duration of experience varied from 
one participant to another, from six years as the shortest to thirty years as the longest.

Knowledge

Undoubtedly, after such a long exposure to wine and related topics, it is 
understandable that the connoisseur would be very knowledgeable. From wine as a 
product to the development of a palate, there is a wide range of different expertise 
where connoisseurs could excel. Concerning wine as a product, participants revealed 
that they were able to differentiate locations, grape varieties, and any information 
written on the label. However, it is interesting to note that they were also able to 
identify the characteristics of a wine by taste, smell, wine ageing or evolution and 
aroma perception. This ability was the accumulated result of years of tasting and 
meeting other connoisseurs, as well as amassed theoretical knowledge.

“The biggest change is in the palate as I know when it’s good. I was not able to 
do that before.” —A

“When I look for wine I am more aware of what is the different among the 
wines” —D

Skills

In terms of skills, the focus concerns a systematic approach to tasting and the ability 
to use this knowledge. For example, appreciation skills, the ability to distinguish 
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possible faults and the ability to choose a wine for a particular event were skills that 
came into play at avenues such as food and wine pairing and organising wine dinners.  
According to the participants, these skills reflect a mastery of the fundamentals as 
it involves remembering the organoleptic characteristics of wine such as bitterness, 
sourness, sweetness, strength, aromatic length, aroma, and so on.

“I like to do … wine dinner or whisky dinner where I do a wine pairing that 
not many people will do …”—B

“The way I choose wine at home or restaurant is according to cuisine type, 
company, for more sophisticated wine drinkers I will choose better wines…”—E

Attitude

As consumers acquired skills and knowledge, their attitude also changed. Their 
level of confidence rose including becoming more comfortable or confident with 
wine. New connoisseurs were able to teach, suggest, influence, guide or surprise 
their guests, friends or family members. Changes in their consuming behaviour 
could also be detected, which can be attributed to third person influences and the 
exposure to wine. The variety of choice, wine tasting, influences from others and 
varied experiences have all strengthened the capabilities of the new connoisseur. 
Participants shared that they were able to take risks during decision making which 
they were unwilling to take before. These risks could be financial, social, functional, 
or personal in nature.

“Choosing the wine and providing to the guest involve personal perception and 
their perception” —A

“My consumption is changing […] once you drink entry level wine [that are] 
inexpensive, they tend to have very little variation […]I am drinking less because 
with […] expensive wine you just don’t open up and just drink it like that” —D

Symbolic

“Symbolic” is referred to the appropriation of wine symbols. The participants were 
not passive consumers of knowledge but active and constructive in the development 
of knowledge. Wine was seen by the participants as a living product that can be 
modified and transformed following a life cycle. Wine descriptions also include 
a lot of values and social symbols. For example, wine is presented as a symbol of 
commensality and a social lubricant, having the ability to connect people during 
events, a tool to bond people and create an enjoyable time together.
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“Wine is something alive […] it is representative to that particular country, a 
mixture of the culture. For us a sommelier it is important to experience it because 
the way we talk about wine it is as a living product”—A

“That is how wine should be appreciated by itself; wine should never be something 
by itself” —C

“It can be a simple drink just like water and it can make a good wine it doesn’t 
need to cost you thousands of euro or dollars but it’s meant to be enjoyed with 
family, friends” —C

“I like wine for what it represents and the wine is really a center of meal and 
social occasions. It’s a binder, it binds people, it brings a meal together. Because 
there is alcohol it helps to develop the conversation.” —E

Discussion

The findings illustrate that the social interactions between the participants and their 
social groups are not the same. Those from a lower social status tended to interact 
more with locals than with foreigners, which could be attributed to their background. 
By necessity, they could learn with friends more than family members due to the very 
low or non-existent consumption of wine at home. At a later stage, they would opt 
for more interactions with professionals and obtain certifications in order to build 
their experience. For this category of wine connoisseurs, another concern that was 
raised regarding the legitimacy of the third person was their level of knowledge and 
experience on wine.

For those with higher social status, interacting with locals was important as a 
form of friendship and part of the local culture. Compared to the earlier category, 
the development process of this group involved family members as well as foreigners. 
Their lifestyle tended to differ which affected the background of each participant 
and their development curve. Findings also reveal the existence of a wine culture 
within the family. Due to more interaction with foreigners and longer exposure to 
a wine culture, this group of wine connoisseurs dealt less with professionals and in 
obtaining certifications. The degree of affectivity and closeness of relationships were 
still important as these helped in the transmission of information between the wine 
connoisseur and their connections. 

The findings reveal that buying a bottle of wine is not simply about buying 
an alcoholic beverage. The purchase of a bottle of wine involves purchasing its 
characteristics as well such as bouquet, colour, taste and a certain intellectual prestige 
through knowledge and understanding. Understanding wine is a complex endeavour 
which involves knowledge and practices (Spawton, 1991; d’Hauteville, 2003).
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Groves, Charters and Reynolds (2000) stated that wine quality is composed of 
hedonistic and aesthetic components which involve the knowledge of extrinsic and 
intrinsic cues mastered by wine connoisseurs. The symbolic approach and perceptions 
become much more relevant as they become more realistic and clearer. At this level, 
the connoisseur can perceive and understand the symbolic characteristics of the 
wine. The perception of wine as a social symbol was transformed into a sociocultural 
symbol as it involved exposure, experience, connections, and interactions that 
included people, tasting and travels. This study reveals important ideas related to 
the sociocultural dimensions experienced by consumers during their transformative 
journey to become a wine connoisseur. Each individual (1) acquired different and 
higher expectations, (2) developed higher confidence, (3) built higher self-esteem, 
and (4) was able to take on more risks and deal with challenges.

As a non-wine-producing country, Malaysia presented an interesting case study 
in understanding the reasons and factors involved in the transformative journey to 
becoming a wine connoisseur. As a consumer, the ability to taste wine was probably 
guided by books, magazines and / or the internet. Thanks to training and education, 
the consumer was then able to acquire more refined knowledge and build the 
necessary skills. Understanding why a consumer would aspire to become a wine 
connoisseur involves understanding why people like wine, why wine is so expensive 
and what is beyond the drink itself. Unlike the wine consumer, wine connoisseurs 
can fully comprehend and appreciate the cultural and social role of wine.

From a social standpoint, the wine consumer can gain access to social classes 
different from their own background. Once mastering wine knowledge, they can 
mingle with the seasoned ones. This important social stratagem will help the wine 
consumer to understand and gain access to information and people. It is noted that 
the learning development of the wine connoisseur takes place where it is easy to 
communicate and rarely, this is home. Information exchanges between people are 
extremely important and the guide or mentor influencing the wine consumer tend 
to come from a higher social status. Even if the individuals are from the same social 
status, there will still be a difference in terms of their sociocultural capital. 

The cultural factor is the second key dimension of the learning process. The 
qualitative advantage of a connoisseur is their ability to express themselves and 
influence others due to their experience and exposure. This cultural factor can 
be shared among Malaysians who have been exposed and are familiar with the 
wine culture. According to Dias Soeiro (2012), visits to wineries, vineyards, and 
expositions are important activities when training to become a connoisseur. The 
best way for a Malaysian to become a connoisseur is to travel to vineyards, visiting 
and communicating with wine makers, oenologists, suppliers, professionals, or even 
locals in order to acquire the wine culture. Talking to a friend who has been to a 
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wine-producing country and going to a wine-producing country itself makes a big 
difference as it will create memories and unique experiences for the wine consumer. 
These experiences convert the theoretical knowledge learned into something real and 
authentic. Once the wine consumer finds himself or herself deeply immersed in a 
wine culture, multiple and diverse sources of information can be blended together 
and absorbed. Rituals, festivals, habits, food matching, drinking patterns are all the 
cultural experiences that the wine consumer can adopt and absorb. This learning 
process is referred to as incorporation and acculturation where the consumer adds 
these cultural experiences to his or her own background. 

Conclusion

Reflecting back on the research question expressed in the introduction, the primary 
conclusion from this research is the existence of social and cultural diffusions and 
incorporations during the learning and development process of a wine consumer into 
becoming a wine connoisseur. The results imply that in Malaysia, a wine consumer 
goes through a long process divided into many important phases: theoretical needs, 
social needs, human needs and cultural needs before they become a connoisseur. 

Knowledge acquisition can take place through training, print media, internet 
or from friends, which will help the wine consumer to adapt to different situations. 
The social inputs usually come from someone of a higher social status or with higher 
cultural and social capital. The social connections that the wine consumer develops 
help him or her gain access to a higher level wine culture. The human factor appear 
necessary either at the beginning, during or at the end of the learning process. 
Nevertheless, these cultural and social inputs help complete the learning process 
towards becoming a wine connoisseur.

This research contributes to understanding the wine connoisseur development 
process in Malaysia by examining the implications and influences involved. The 
findings of this study can help professionals and marketers to develop customised 
content for wine consumer and wine connoisseurs. Becoming a wine connoisseur 
is achievable for any interested Malaysian but it takes a complex but fruitful and 
wonderful journey to reach there.

While the present study explored the stages and elements of the transition process 
from wine consumer to wine connoisseur, future research can expand by investigating 
the motivation and interests that drive this process. Additionally, identifying patterns, 
similarities or differences among the different Malaysian ethnic groups can provide 
better insights from a cultural viewpoint. Further investigations could also determine 
the different levels of Malaysian wine connoisseurs and eventually, identify the 
different phases leading from non-wine drinker to wine connoisseur.
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