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REVIEW

Thewineindustryisoneofthemostchallengingindustriesbecauseitcomprisesallbusinessesinvolved
ingrowinggrapesandproducingwines,grapeorgrapejuicedistillates,andblendingthereof.The
winemarket,asitisknowntoday,canbesegmentedintograpevarietals,winetype,winestyle,table
wine,bulkwine,andtheluxurymarket.Itisalmostimpossibletoaccuratelyestimatethevalueof
theentireindustrybecauseofitsfragmentation,especiallytheluxurysegment.Withinthiscontext,
researchershavebeguntoinvestigate,determine,andexplainthephenomenathataretheunderlining
conditionsforallmarketingefforts,especiallywinemarketing.Hence,theauthorsofthisbookhave
engagedinresearchinganddeterminingtheactivitiesinvolvedinthesupplychainandvaluechain
ofluxurywines.

Accordingly,theauthorsposethequestions,“Whatis‘luxurywine,’andwhatisthemeaning
of‘luxurywinemarketing?’Onecouldarguethatsincethetermluxuryhasbeenoverlydebatedin
academicmarketingliterature,itseemstohavelostitscentralmeaning.Thisbook,however,presents
aframeworkthatreflectsonavarietyoffactorsthat,whenconsideredintheirentirety,helpusto
betterunderstandthecomplexityofcreatingandmarketingaluxurywine.

Luxuryisnotonlyconcernedwiththepriceofanitem.Thestrategyforbrandingandmarketing
aproductasaluxuryconsumergoodtakesintoconsiderationamultiplicityofinfluentialvariables.
Whatmakesaconsumergoodaluxury item?Inthisreview,onecouldclaimthatthestrategicanswer
isthatit depends.Sothen,whatjustifiesaluxurywine?Isitquality,scarcity,reputation,method
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ofproduction,organic,sustainable,biodynamic,orprestige-musthave?Expertsmayarguethatthe
designationof‘luxurywine,’mustbeearnednotclaimed.Thefinaljudgment,however,isgivenby
thirdpartiesandnotbytheproducersthemselves.Itisthejobofmarketerstoevaluate,designate,and
earncredibilityfortheirclientsandtheirproducts.However,authenticluxurywinesshouldneverbe
marketedbasedonopportunisticstrategies.Aluxuryproduct,ifmarketedcorrectly,willcontinueto
sellitself,anditisthisspecificnotionthatisovertlypresentedinthisvaluablevolume.Thisbook
representsatreasuretroveofrecommendationsandexamplesthatwillassistallstakeholdersinwine
production,marketing,anddistributionworkingwithinthesub-domainofluxurywinebrands.

Toaugmenttheirrecommendations,theauthorsdescribethehistoryofwineasaluxuryproduct
andpresenta reference frameworkfor thedevelopmentofbusinessmodelsandsegmentationof
consumers.Furthermore,theauthorsintroducethereadertoapplicableindustrybestpracticesand
howtobuildandfosterluxurywinebrands.AkeyrecommendationpresentedbyYeungandThach
is tocreatesomething long-lastingandstrategicbyusing thenecessary toolsprovidedwithin to
formulateandimplementasuccessfulluxurywinemarketingstrategy.

Basedontheirextensiveresearchoftheextantacademicandpractitionerliterature,Yeungand
Thachprovidevaluableinformationandresourcesconcerningtheengagingworkofhowtomarket
andsellluxurywines.Thenumerouspracticalexamplesemphasizethecriticalfactorsastohowthe
luxurywinesegmentshouldbedifferentiatedfromothersegments.

Overall,thisusefulvolumeshouldberecognizedasawelcomedadditiontoexistingliterature
pertainingtoluxurywinebrands.Theexpertadviceandguidanceprovidedbytheauthorswillbenefit
anyoneinvolvedinthewineindustry,fromproductionandoperationtomarketinganddistribution.
Thoseinvolvedinthevaluechain,aswellasinthedistributionchain,couldalsosignificantlybenefit
from such rich content. It is a definite must-read for wine marketing students and luxury wine
professionals,including,forexample,auctioneersandwineinvestors.
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