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Abstract: Matching wine with food is a process to enhance the dining experience. In recent 
days, the food and wine pairing has been a modern art and fostering an industry of books and 
media with guidelines for pairing of particular food and wine. This study focussed to analyse the 
attributes which enhances the wine – food combinations, taking into consideration the three 
main attributes namely, the measure of wine and food, exact time taken to record one’s wine 
and food appreciation and the time gap between each wine-food pairing. The study involved 
21 respondents (group of students) from Bangalore between the age group of 21 – 25 years 
(Millennials) who examined and analysed the food and wine combination. The study examined 
4 Indian wines with 2 types of matching Indian food. The findings of the study were: the right 
measure of wine for food – wine pairing is 30 ml, right amount of food is 15 gm, the ideal time 
gap between each food and wine paring is 5 minutes in order to avoid palate fatigue and the exact 
time taken by each respondent to taste and record their appreciation is 60 seconds (1 minute). 
The limitations of the study are the paper involves a smaller sample size of only 21 respondents. 
The study focused only on the millennial group who live in Bangalore. The study involved Indian 
food and Indian wine pairing. Thus the results of the study could not be generalised for the whole 
country or state. The further studies which plan to have a formal wine – food pairing session can 
use the results of this study which proves the accurate measure of food and wine required along 
with the exact timing to avoid palate fatigue and enhance the pairing.

Keywords: Wine – food pairing, millennial wine consumption, palate fatigue, Indian wine, 
Indian food. measure of wine and food 
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Introduction

Without expecting a rich or fragrant meals, wines are always ideal match to any good 
cuisine. I ndian foods have a wonderful and many flavor combinations which can 
be well suited to different wine styles and the aromas can be matched. The wines 

02_APJIHT 8(AESI)_P2_2nd.indd   1 11/17/19   8:22 PM



APJIHT Vol. 8 [7th Asia Euro Conference 2018: Tourism, Hospitality & Gastronomy], 2019 

2 M. Thashneem Thaqseen Bhanu and Prasanna Kumar J.P.

can be matched with the Indian cuisine which are rich in spices in order to bring 
out the taste and flavors. A reference can be picked up for the study which found 
matching of wine with spicy Korean cuisine and the findings are said to be difficult 
with Western Cuisine (Kim & Lecat, 2017). In addition, as per the study (Duarte 
Alonso, Bressan, O’Shea, & Krajsic, 2014), to draw more attention towards wine 
consumption the best tool is pairing local food with local cuisine.  

The proposed research targets the Millennials as they are the future society who 
would indulge in purchases and consumption. This study focuses on the age group 
between 18 – 25 years. The Millennials are keen to search and gather information in 
fulfilling their wants. Social media plays an important part in their lives. They spend 17 
hours per week on the internet and the breakup of it would be 35% on emails and social 
media, 30% on online entertainment and 23% on searching information. This group 
is in the process of getting into jobs and deciding what they want and how they want. 
They have been given many choices and opportunities in lives to empower themselves. 
Moreover, their spending power would go beyond the spending power of the previous 
generations. In 2020, India’s population will constitute 36% of Millennials, i.e., those 
who were between mid-1990 to early 2000. In the line with the study (Roe & Bruwer, 
2017), which proved that elderly consumers were more probable to purchase fine wine 
than young consumers. The young consumers represent a promising market segment 
for the wine industry. Same time, it is not known how much they know about wines, 
matching wine and food and appreciating wines. With above said mentioned qualities 
of Millennials, the age group is proposed to be involved in the study which aims to 
check the right measure of food and wine and the exact timing required for food and 
wine pairing session to enhance the taste and flavors.

Literature Review

(Cliff, 2001) the paper aims in recording the changes in wine’s aroma and colour in 3 
different shaped glass and the study suggests to research on changes in wine intensity 
in different glasses. An idea developed from this study has it used 40ml of wine for 
examination, therefore to understand the exact measure of wine which would be apt 
and accurate for wine pairing. The efforts of increasing wine consumption were done 
through relevant research studies. 

Palate Plays a Vital Role in Wine Appreciation

The perception of taste can be divided into sweet, acid and bitter. The tongue 
contains a lot of sensors called papillae. The different kinds of taste are sensed by 
different papillae. The brain registers the sense as the molecule gets in touch with the 
papillae. As time goes, more molecules bind to a papillae and making it desensitize 
and thus palate fatigue happens. 
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In wine appreciation palate is given more importance as it senses the flavors 
and taste of wines. To cleanse the palate between each wine appreciation water and 
fresh bread was served (Pickering & Demiglio, 2008). The amount of wine given 
during appreciation should be consistent in order to consider it as ‘fair’(Cicchetti 
& Cicchetti, 2008). To avoid palate fatigue due to time constraints, the study 
which planned to examine 6 wine and cheese combination reduced to 4 pairings 
(Harrington, McCarthy, & Gozzi, 2010). A mixed tasting scale method was used 
in (Bastian, Payne, Perrenoud, Joscelyne, & Johnson, 2009) where the respondents 
pick up a bit of cheese and then a sip of wine and for palate cleansing water and 
apples were used. Considering the importance of palate in wine appreciation this 
study aims to examine the right measure of food and wine, the exact time taken for 
recording the appreciation and the time gap between each pairing. The main goal in 
finding these aspects is to avoid palate fatigue during food and wine pairing. 

Millennials 

(Srivastava, 2013), the study aims to find out wine consumer’s practices, belief and 
attitude in India. This results that there was no awareness about wine consumption and 
no wine culture followed. People consume wine for the sake of enjoyment. The gap 
identified was that 3 generations were involved in the study leaving out the Millennials, 
to bridge this gap the proposed study would involve Millennials as samples. The study 
targets Millennials because they are the thriving future market and any awareness given 
to them would make them a sensible wine consumer of tomorrow.

Food and Wine Pairing 

Compared to other alcoholic beverages, wine is the only drink which goes along with 
food. Food and wine pairing is a process of pairing food with wine to enhance the 
dining experience. In earlier days the only rule which was believed in wine and food 
combination was that ‘red wine with red meat and white wine with white meat’. 
Those days have changed now, recent days the wine and food are even paired with 
matching taste, flavors and aroma, in which olfactory evaluation plays a vital role.

As per the preliminary study done with regards to understand the current trends 
and consumer preference towards wine pairing with Indian cuisine, various star hotels 
and popular standalone restaurants in Bangalore were contacted. It was understood 
that expect one hotel (Bene restaurant, Sheraton) which provides exclusive set menu 
of 4 courses with 3 glasses of pairing wine at the rate of Rs. 2500 for non – vegetarian 
and Rs. 2000 for vegetarian menu, no other restaurants have any exclusive concept 
of pairing wines with food. The same would be done if a customer requests. In 
addition, the customer’s request is also very minimal. 

This is because the customers choose more beer or whisky over wines. Whisky or 
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other spirits are preferred more and many times because of the high alcohol content. 
Beer is preferred by many Indians to go along with the food. Therefore, this results 
in low consumption of wines in Indian market. This is due to consumers are unaware 
of wines and its flavors which could go well with our regional cuisine. This is where 
knowledge and wine involvement would play a vital role. When the consumers are 
aware about the wine product that would create some sort of influence over purchase 
intentions. Knowledge should include the information about grape variety, the taste 
of wines and how pairing enhances the taste. This would not only boost the wine 
consumption but also increases the awareness among consumers who would become 
sensible and loyal wine drinkers. 

As per (Srivastava, 2013) in India in the perspective of wine consumption more 
awareness would in turn increase the growth of social acceptance. The awareness 
on wine consumption can be spread by conducting wine and food pairing sessions 
which would enable a customer to practically understand how the taste and flavor of 
wine and food are enhanced. Many times, the customer’s face an unpleasant dining 
experience when either wine or food dominates each other. Keeping this in mind, this 
study aims in analysing the right measure of wine and food, time gap between each 
pairing and the exact time taken by each respondent to record their appreciation. 
More awareness is needed on wine – food pairing for which more research should 
be done to shed light on this matter. This study focuses in helping the researchers 
by obtaining accuracy standards in the perspective of measure and time so that the 
conducted study can be done at perfect accuracy to prove the enhancement of taste 
in food and wine combinations.

Problem Statement

The alcohol consumers in Indian market are attracted towards whisky, brandy, 
rum and beer and very less percentage of consumers consume wine. The wine 
companies cannot advertise their brands to attract the customers as there is a ban on 
alcohol advertisement in India. This can be overcome by creating awareness among 
consumers in regards to sensible drinking, as wine is lesser in alcoholic content 
(compared to whisky and other spirits) and also has many medicinal values as it 
reduces coronary heart disease, increases prolonged existence(Philippe, 1995) and 
hypertension (Samoggia, 2016). One of the ways to create wine awareness or engage 
customers is by matching wine with food as wine is the best alcoholic beverage which 
marries well with food. The tasting sessions can be conducted directly to customers 
or through training restaurant staffs which in turn creates brand awareness among 
consumers. In addition, matching wine with food should not create any customer 
dissatisfaction due to palate fatigue which might create a reverse reaction towards 
wine consumption. To enhance the taste of food, wine and food - wine combination 
is the basic aim of a wine pairing session. The pairing would be apt and perfect if 
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the measure of food and wine and time gap between each tasting are perfect. The 
expected outcomes from the study would be aspects that would enhance the wine-
food combination, namely, the right measure of wine and food, required time gap 
between each tasting and the time taken to record the appreciation. 

Research Approach

This section connects the problem definition with the literature review and the 
problem statement being, ‘Examining the right measure of food and wine, exact 
time involved for pairing a wine and food and evaluating the impact of the same on 
level of wine- food appreciation and palate fatigue of millennial customer group’.

Both qualitative and quantitative research method was used. The research 
questions are as follows:
•	 	What	is	the	drinking	frequency	of	millennial	customers	when	it	comes	to	beer,	

wine and spirits?
•	 	What	is	the	right	measure	of	wine	in	wine-food	pairing	that	would	enhance	the	

combination?
•	 	What	is	the	right	measure	of	food	in	wine	–	food	pairing	that	would	enhance	the	

combination?
•	 	How	much	time	would	 the	 respondents	 take	 to	analyse,	appreciate	and	record	

their wine pairing responses?
•	 	What	would	be	the	right	time	gap	in	between	each	wine-food	pairing	in	order	to	

avoid palate fatigue of the respondents?

The following are the objectives of the study

1. To examine the right amount of measurement of wine for wine and food pairing 
in order to enhance the food and wine combination

2. To analyse the right amount of food for wine – food pairing which would increase 
the level of satisfaction on the customer   

3. To examine the exact number of seconds to be taken by the customer for 
appreciating food and wine pairing 

4. To analyse the time gap between each wine – food pairing to avoid palate fatigue

Methodology

The study involved 21 respondents who were between the age group 21 – 25 years, 
i.e. Millennials who reside in Bangalore. The sample had 17 men and 4 women. The 
study targets the Millennial group as any awareness created among them would have 
a great influence in the future wine market and would make the Millennials practice 
sensible drinking. The samples were divided into 2 groups, namely, conditioned and 
non – conditioned group. The conditioned group consisted of 14 samples and the 
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remaining respondents were grouped under unconditioned. The difference between 
the groups was that a training session was provided to the conditioned group in 
regards to tasting of wine using olfactory evaluation. The training was not provided 
to the unconditioned group in order to determine the importance of training. The 
study involved 4 Indian wines namely, Four Seasons – Sauvignon Blanc (white wine) 
and Shiraz (red wine) and Kinvah - Sauvignon Blanc (white wine) and Shiraz (red 
wine). The two brands, namely, Four Seasons and Kinvah were chosen because the 
study aims to involve a fast moving costly wine and a cheap brand, so the former is 
costlier and the latter is slightly cheaper and both the brands are familiar with the 
customers and moves fast in the market in Bangalore. The pairing foods chosen were 
Chicken Tikka to match the red wine and Palak Paneer to match with the white wines. 
The samples were requested not to discuss with each other as the discussions might 
influence the evaluations. There was no rejection of samples as the study involved 
smaller group and which was easy to monitor and get the wine-food appreciation 
recorded. The data collected were statistically tested by using One – way ANOVA, 
Correlation, Paired t- test and Tukey test using Minitab 17 and Microsoft Excel. 

Findings & Discussion

Results

Factors like habit of alcoholic consumption, gender, age group, income or pocket 
money, day scholar/ hostelite, part time job was tested to find its effect on monthly 
spending on alcoholic consumption. To find the relationship of each factor with the 
monthly spending on alcoholic consumption, a correlation test was done and the 
results are mentioned in Table 1.

Correlation between dependent variables and monthly spending on alcoholic 
consumption 

Table 1. Correlation between dependent variables and monthly spending on alcoholic 
consumption

Dependent Variable R Value

Gender  0.392

Habit of Alcoholic Consumption  –0.362

Age Group  –0.220

Income or Pocket Money (Rs.)  –0.071

Day Scholar/Hostelite  –0.120

Part Time Job  –0.216
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According to Table. 1, the result proves that gender has a positive medium 
interaction (r = 0.39) with the monthly spending on alcoholic consumption, 
the reason that men consume more alcohol when compared with women. The 
winemakers to create market segmentation strategy to attract women towards wine. 
The habit of alcohol consumption has a negative, medium relationship (r = -0.36) 
with the monthly alcohol expenditure. This gives an understanding that the more 
the habit of consuming alcohol increases the spending on alcohol. The age group also 
had a weak, negative relationship (r = –0.22) on alcoholic expenditure, which means 
that as they customers grow elder they tend to spend more on alcohol. The part time 
job had a negative, moderate correlation with the monthly spending on alcoholic 
consumption (r = –0.25), this is due to the money they earn in the part time job 
and they tend to spend on alcoholic consumption. Being a day scholar or a hosteller 
had a correlation on monthly spending on alcohol as the r value shows a negative 
and weak relationship (r = –0.12), this means students staying away from the family 
(hostellers) spend more on alcoholic consumption. The age group between 21 – 25 
show same level of spending on purchasing alcohol, the data might change if the 
results are compared with other age groups (Gen X and Echo Boomers). The study 
also examined the effect of age, gender and income on habit of alcohol consumption 
and the result is mentioned in Table 2.

Correlation between dependent variables and the habit of alcoholic consumption

Hypothesis:
•	 Age	is	related	to	the	habit	of	consumption	of	alcohol
•	 Gender	has	an	effect	on	habit	of	consumption	of	alcohol
•	 Income	or	pocket	money	is	correlated	with	habit	of	alcoholic	consumption

Table 2. Correlation between dependent variables and the  
habit of alcoholic consumption

Dependent Variable R Value

Age 0.281
Gender  0.157
Income/Pocket money   0.339

The results (Table 2) state a positive weak relationship of age (r = 0.28) and 
gender (0.16) and a positive, medium relationship (0.34) of income/pocket money 
on the habit of consumption of alcohol. The results depict that irrespective of age 
and gender people possess the habit of alcoholic consumption. Wine awareness 
and knowledge provided to this particular age group would increase future wine 
consumption and educate on sensible drinking. The results determine a medium 
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effect of income/pocket money on habit of alcoholic consumption. As the income 
level increases the habit of alcoholic consumption also increases. As more wine 
knowledge will lead to more wine purchases, this can be used by the wine makers 
and the wine authorities of the state.

Frequency of Alcohol Preferences

The study attempted to test the preference of customers in regards to wine, beer and 
spirits and to determine their frequency level. The study used One – way ANOVA 
and Tukey Test to analyse the significant difference statistically and the Figure 1, 
Table 3 and Table 4 depicts the result of the analysis. 

Interval Plot of Frequency of Alcohol Consumption 
95% CI for the Mean

Wine

1.50

1.75

2.00

2.25

D
at

e

2.50

2.75

3.00

The pooled standard deviation was used to calculate the intervals.

Beer Spirit

Figure 1. Frequency of drinking wine, beer and spirit

Hypothesis: 
H0: There is no significant difference between the groups in terms of frequency of 
consumption of wine, beer or other spirits. 
Ha: There is a significant difference between the groups in terms of frequency of 
consumption of wine, beer or other spirits.
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Table 3. One – way ANOVA result on frequency of drinking wine, beer and spirit
Anova: Single Factor      
SUMMARY      
Groups Count Sum Average Variance

Wine 21 38 1.810 0.662
Beer 21 54 2.571 1.257
Spirit 21 50 2.381 0.948

ANOVA
Source of Variation SS df MS F P-value F crit

Between Groups 6.603 2.000 3.302 3.455 0.038 3.150
Within Groups 57.333 60.000 0.956

Total 63.937 62.000

Table 4. Tukey’s result on significant factor

HSD[.05]=0.73; HSD[.01]=0.91
M1 vs M2   P<.05
M1 vs M3   non-significant
M2 vs M3   non-significant

As per Table 3, the result proves that the p value is lesser than the alpha value 
(0.04 < 0.05) and thus rejecting the null hypothesis and proving that the groups are 
significantly different from each other. A Tukey’s test (Table 4) was conducted to 
determine which mean amongst the set of means differ from the result and the same 
states that a significant result between consumption frequency of wine and beer. 

According to Figure 1, interpretation is that frequency of wine consumption is 
lesser when compared with consumption of beer and spirits. In this regards, beer stand 
in the first position (38% of consumption and mean value of 2.57) and followed by 
spirits (35 % and mean value being 2.38).  This gives a strong justification in regards 
to research on wines to improve the consumption level.

Measure of food and wine

Among the 21 samples, 7 members evaluated 15 gm of food with 25 ml of wine, 
next 7 members evaluated 15 gm of food and 30 ml of wine and the last 7 members 
recorded their rating for 15 gm of food and 40 ml of wine. This was done to determine 
the right measure of food and wine to record a food and wine pairing evaluation. The 
result of the same is illustrated in Table 5. 

Figure 1. Framework for the study
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Hypothesis: 
H0: There will not be any differences among groups in terms of different measures of 
wine with the measure of pairing food item
Ha: There will be differences among groups in terms of different measures of wine 
with the measure of pairing food item 

Table 5. One Way ANOVA results to determine the ideal measure of food and wine
Anova: Single Factor
SUMMARY
Groups Count Sum Average Variance Std. Erro

Group A 7 26 3.714286 0.238095 0.184428
Group B 7 22 3.142857 0.142857 0.142857
Group C 7 26 3.714286 0.238095 0.184428

ANOVA
Source of Variation SS df MS F P-value F crit

Between Groups 1.52381 2 0.761905 3.692308 0.045323 3.554557
Within Groups 3.714286 18 0.206349

Total 5.238095 20  

A one – way ANOVA was used to analyse the difference and a Tukey’s HSD 
to identify the significant different mean. The ANOVA results in Table 5 state that 
the p-value is lesser than the significant value (0.003 < 0.05) and hence the null 
hypothesis is rejected. Therefore, there is a significant difference between the groups 
(Group A ≠ Group B ≠ Group C). 

According to Tukey’s HSD test stated in Table 6, derives at a result that significant 
difference between Group A and Group B; Group B and Group C, whereas no 
significant difference found between Group A and Group C. According to the 
Tukey’s result, Group B which used the measure of 30 ml of wine and 15 gm of 
food for wine – food pairing seems to be significantly different and all respondents 
behave similarly as the standard error (0.142857) shown in Table 5, is lesser when 
compared the other two groups. Therefore, according to Tukey’s test in Table 6 and 
taking less standard error into consideration, the analysis proves that, the measure 
of 30 ml of wine with 15 gm of food would be the ideal measure of food and wine 
pairing evaluation. 
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Table 6. Tukey’s HSD results to determine  
the ideal measure of food and wine

HSD[.05]=0.62; HSD[.01]=0.81
M1 vs M2   P<.01
M1 vs M3   non – significant
M2 vs M3   P<.01

Time Gap between Each Pairing

As one of the objectives of the pilot study to determine the right time gap between 
each wine pairing in order to avoid palate fatigue which might influence the other 
following evaluations. To determine the time gap, among the 21 samples, 7 members 
were given a time gap of 3 minutes between each evaluations, the next 7 members 
were given 5 minutes’ time gap and the last group of 7 members were given 7 minutes 
of time gap. The result is illustrated in Table 7.
Hypothesis: 
H0: There will not be any differences among groups in the perspective of time gap 
between each pairing
Ha: There will be differences among groups in the perspective of time gap between 
each pairing 

Table 7. One – way ANOVA result to determine the ideal time gap between evaluations
Anova: Single Factor
SUMMARY
Groups Count Sum Average Variance Std. Erro

Group A 7 25 3.571429 1.285714 0.428571
Group B 7 16 2.285714 0.238095 0.184428
Group C 7 26 3.714286 0.571429 0.285714

ANOVA
Source of Variation SS df MS F P-value F crit

Between Groups 8.666667 2 4.333333 6.204545 0.008921 3.554557
Within Groups 12.57143 18 0.698413

Total 21.2381 20  

The one – way ANOVA was used to test statistically and the results in Table 7 
prove that there is a significant difference between the three groups as the p – value is 
lesser than the significant value (0.009 < 0.05). To analyse the significantly different 
mean a Tukey’s HSD Test was done and the results illustrated in Table 8.
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Table 8. Tukey’s HSD result to determine  
the ideal time gap between evaluations

HSD[.05]=1.14; HSD[.01]=1.49
M1 vs M2   P<.05
M1 vs M3   non – significant
M2 vs M3   P<.05

The results as per Table 8, prove Group A was different from Group B; Group B 
from Group C, whereas there was no difference between Group A and Group C. As 
per the Tukey’s test, Group B which had 5 minutes’ gap between each wine – food 
pairing seems to be significantly different and all respondents behave similarly and 
also the standard error (0.184428) shown in Table 7, is lesser when compared the 
other two groups. Therefore, according to Tukey’s test in Table 6 and taking less 
standard error into consideration, the analysis proves that, 5 minutes’ is considered 
to be ideal time gap between wine- food pairing evaluation. 

Comparison of Treatment and Control Group on Wine Evaluation (Four 
Seasons and Kinvah Sauvignon Blanc Pairing with Palak Paneer)

Hypothesis: 
H0: There will not be any differences among groups irrespective of the training provided
Ha: There will be differences among groups in the perspective of training provided

Table 9. T-test: Two-sample assuming unequal variances  

Four Season 
- Sauvignon 
Blanc and Palak 
Paneer

Treatment 
Group 

Control 
Group

Kinvah- 
Sauvignon Blanc 
and Palak Paneer

Treatment 
Group 

Control 
Group

Mean 3.071 1.714 Mean 2.571 1.857
Variance 1.302 0.238 Variance 0.418 0.476
Observations 14.000 7.000 Observations 14.000 7.000
Hypothesized 
Mean Difference 0.000

Hypothesized 
Mean Difference 0.000

Df 19.000 Df 11.000
t Stat 3.808 t Stat 2.283
P(T<=t) one-tail 0.001 P(T<=t) one-tail 0.022
t Critical one-tail 1.729 t Critical one-tail 1.796
P(T<=t) two-tail 0.001 P(T<=t) two-tail 0.043
t Critical two-tail 2.093  t Critical two-tail 2.201  
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Comparison of Treatment and Control Group on Wine Evaluation (Four 
Seasons and Kinvah Shiraz Pairing with Chicken Tikka)

Hypothesis: 
H0: There will not be any differences among groups irrespective of the training provided
Ha: There will be differences among groups in the perspective of training provided

Table 10. t-Test: Two-sample assuming unequal variances  

Four Season 
- Shiraz and 
Chicken Tikka

Treatment 
Group 

Control 
Group

Kinvah - Shiraz 
and Chicken 
Tikka

Treatment 
Group 

Control 
Group

Mean 3.500 2.286 Mean 3.000 3.857
Variance 0.577 1.238 Variance 0.769 0.143
Observations 14.000 7.000 Observations 14.000 7.000
Hypothesized 
Mean Difference 0.000

Hypothesized 
Mean Difference 0.000

Df 9.000 Df 19.000
t Stat 2.600 t Stat -3.122
P(T<=t) one-tail 0.014 P(T<=t) one-tail 0.003
t Critical one-tail 1.833 t Critical one-tail 1.729
P(T<=t) two-tail 0.029 P(T<=t) two-tail 0.006
t Critical two-tail 2.262  t Critical two-tail 2.093  
 

As stated in Table 9, the p value of both Four Seasons and Kinvah Sauvignon 
Blanc pairing is lesser than the alpha value (Four Seasons - 0.001 <0.05 and Kinvah 
– 0.043 < 0.05), which shows a significant difference between the conditioned and 
unconditioned group. So the null hypothesis is rejected and hence treatment group 
≠ control group.

As stated in Table 10, the p value of Shiraz (both Four Seasons and Kinvah) 
pairing is lesser than the alpha value (Four Seasons - 0.029 < 0.05 & Kinvah – 0.006 
< 0.05) and hence rejects the null hypothesis and proves a significant difference, i.e., 
treatment group ≠ control group.

Therefore, the significant difference proved between the treatment and control 
groups proves the effect of training on wine evaluation and thus justifies the need of 
training.

During the wine pairing evaluation, as one of the objectives state in identifying 
the time taken by the panel members to evaluate the wine and record their ratings. 
As per the observation during the session, the time taken for each person to evaluate 
the ratings of wine was 1 minute (60 second).
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Conclusion

When compared with other studies which used a random measure of food and wine 
for wine-food pairing and to avoid palate fatigue the respondents were given water, 
apple or bread. This study focused in finding out the exact measure of food and wine 
for wine and food combination, the right time gap between each pairing and the 
exact time taken by each respondent to record their appreciation of the pairing. The 
study involves the millennial group of customers, i.e., people who fall under the age 
group of 18 – 25 years. The study only used people between 21 – 25 years because 
as the respondents live in Bangalore and the Karnataka’s legal drinking age is 21 
years. The millennial group is targeted as they are the future customers in tomorrow’s 
market and if wine consumption and sensible drinking are motivated among them 
will make millennials the future and loyal customers in the wine market. However, 
it is found that millennial customers wine consumption was less when compared to 
beer and other spirits. This shows that the customer group needs awareness in terms 
of wine consumption and its benefits towards health and sensible drinking. The one 
of the ways to promote wine consumption is wine and food pairing as it would make 
the customers understand how wine and food complement each other when paired 
together. As the wine’s alcoholic percentage is less (12% - 13.5%) when compared 
to spirits (44%), the awareness created on wine consumption will make customer to 
shift from spirits to wines and thus motivates sensible drinking. The study also finds 
that gender positively correlates with the habit of alcohol consumption. This factor 
can be used by wine marketers to segment their products according to the gender 
of the customers. In addition, marketers can use one more correlation found in this 
study, that is, a strong positive correlation between age, gender and income level with 
the habit of alcoholic consumption. Therefore, answering to the research questions: 
The millennials of Bangalore less frequently consume wine when compared to beer 
or other spirits and most frequently consumed drink is beer. The right measure of 
wine and food for a perfect wine – food pairing according to the study is 30 ml and 
15 gm respectively. Each respondent took 1 minute to appreciate the wine – food 
pairing and to record their preference. In order to avoid palate-fatigue the ideal time 
gap between each tasting identified by this study is 5 minutes.

Contributions to the Literature

Therefore, from the study the following have been identified:
The frequency of wine consumption is lesser when compared to beer or other 

spirits among Millennials. (38% of consumption and mean value of 2.57), spirits (25 
% and mean value being 2.38) and wine (27% with a mean value of 2.25) according 
to Figure 1.  This finding could help the wine marketers to concentrate and plan 
strategies to increase the sale of wine by attracting consumers who consume whisky 
and rum, etc. by the way of creating wine awareness and sensible wine drinking. 
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The differences between treatment and control group is found be significant and 
thus proving the need and effect of training. As per Table 9 and Table 10, differences 
between the control and treatment group effect of training is proved (Four Seasons 
- 0.001 <0.05 and Kinvah – 0.043 < 0.05) and (Four Seasons - 0.029 < 0.05 & 
Kinvah – 0.006 < 0.05). The wineries to boost their sales of wine in the country like 
India which has a ban on alcohol advertisement would implement training programs 
for the restaurant and hotel staff who in turn to get in touch with the consumers and 
spread brand awareness and will help in increasing the wine sales.

The ideal time to be given to evaluate and record the wine pairing preference is 
found to be 60 seconds (1 minute). The right amount of wine and food for pairing is 
30 ml of wine and 15 gms of food (0.003 < 0.05 and the significant difference lies in 
Group B who tasted 30 ml of wine and 15 gms of food) (Table 7 and Table 8). The 
ideal time gap between each evaluation in order to avoid palate fatigue is 5 minutes 
(0.009 < 0.05, the significant difference lies in Group B who had a time gap of 5 
minutes between each wine and food pairing) (Table 7 and Table 8). If the palate 
fatigue is avoided that would give a wonderful dining and wine tasting experience 
to the diners. The Karnataka Wine Board thrives in creating wine awareness all over 
Karnataka and conducts wine tasting sessions to increase wine sales. This part of the 
findings of the study would help in avoiding palate fatigue and enhances the taste of 
food and wine together and creates a wow moment for the guest who might choose 
a wine along with the food on his/her next visit to a fine dining restaurant.

In nutshell, the findings of the study would help the wineries and wine marketers 
to boost their sale by enhancing the taste of wine and food and spread wine awareness 
by implementing wine and food pairing with the defined time and measure found 
in this study to create high level customer satisfaction and to spread sensible wine 
consumption. Moreover, the results of the study further can be used by researchers 
who have a plan to conduct formal wine and food tasting as a part of their study in 
order to evaluate wine appreciation.

Limitations

The paper also has its own limitations and firstly it involves a smaller sample size as a 
future study can be done with a larger sample size and that would have impact of the 
results. Secondly, the study only target respondents who were between the age group 
21 – 25 years, i.e., millennials who live in Bangalore and thus the result of the study 
cannot be generalized to the entire population. The study involved only 4 wines and 
2 types of food items. In addition, the wines and food items used in the study were 
Indian. The results might vary, if more number of wines and pairing food items were 
used. The future research can be done on analysing the satisfaction of customers in 
a restaurant setup in terms of wine – food pairing using the results of this study as 
guideline. As the results show that there exists a strong correlation between gender 
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and habit of alcoholic consumption, a future research can be done to identify the 
differences between genders in terms of wine and food pairing.

Scope for Future Research

These results can be used in the future by researchers who focus on examining food 
and wine pairings. The right measure of food and wine, in addition with the right 
time will improve the quality of the analysis to be done. The restaurants and hotels 
can also adopt the same in order to create awareness and educate customers amount 
wine – food pairing and how it will impact the dining experience. This is because 
when trying to making customers understand the art of wine – food pairing, it should 
not go wrong as at times wrong measure of either wine or food might dominate 
each other rather than complementing each other. This would result in customers or 
respondents in creating a wrong impression about the pairing as the mistake would 
spoil their palate. As per the saying ‘First impression is the best impression’ the right 
measure and time followed in wine and food pairing would enhance the complete 
dining experience giving no room to mistakes.

Open Access: This article is distributed under the terms of the Creative Commons Attribution 
License (CC-BY 4.0) which permits any use, distribution and reproduction in any medium, 
provided the original author(s) and the source are credited.
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