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ABSTRACT 
Wine is consumed and enjoyed all over the world. 
However, there are distinct differences about branding 
and adoption of changes in the wine industry which 
carries through to the end consumer and their 
understanding what a social wine experience should 
include. While some of the differences might just seem 
superficial we suggest that differences in the interaction 
with wine – defining the wine experience as a local 
phenomenon might give us insights on a way forward and 
an opportunity to be more actively engaged as a research 
community in the future of wine production and the social 
experience of consumption.   
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INTRODUCTION 
While in Europe wine is branded according to the region, 
in Australia it is branded via grape varieties. Changes 
such as the adoption of rubber corks or screw tops are 
very reluctantly embraced by Europe with a more 
traditional view on wine consumption – in particular 
France. The production of one glass of wine requires 107 
litres of fresh water (The Guardian, 2016 based on IME 
data) and the transport of wine bottles around the globe is 
highly inefficient considering that most countries produce 
wine. This statistic seems rather irrelevant once one is 
aware that a kilo of beef requires 15,415 litres of fresh 
water (The Guardian, 2016 based on IME data). 

In light of the clear advances and the strong rationale in 
regards to storage, sustainability and quality of wine, the 
apparent reluctance to embrace new methods in wine 
fabrication seems surprising. Also habits around wine 
drinking such as the tasting from the bottle before it is 

approved for consumption is very much outdated if the 
wine is served in a bottle with screw top. We hence have 
to look more closely in what traditions and habits in 
different cultures mean to people when advocating new 
forms of handling wine and bottles for consumption. 
What does it mean when the traditional habits around 
wine drinking are no longer valid? Do we require new 
attitudes towards wine as a product? Are our  limited 
resources such as fresh water or lengthy transportation 
channels problematic? 

Wine, like any other food product is coupled with a flair 
of sophistication and skills. A complicated and varied 
ranking system, coupled with a quality and assurance 
system, different price tags and a global import and 
export market all add to the mysticism that is - wine. The 
sommelier or wine steward being a profession on its own 
to help make informed choices for the less knowledgeable 
consumers. Consumers are also buying into wine 
consumption as a serious endeavor keeping detailed wine 
diaries, coupling wines with certain food and dishes, and 
using a varied glasses and decanters for different wine 
varieties. The process around choosing and combining all 
these elements seem to make up what we would call “the 
wine consuming experience”. Other products have 
followed in recent years such as coffee, whiskey, beer, 
chocolate, and chili sauces turning luxury foods into 
products for conversation and expertise.  

The consumption is combined with another aspect – the 
core of our discussion here: the social setting of the wine 
consumption. All the effort would hardly be worthwhile 
if not being shared with others. This seems to be at the 
heart of a German proverb: “Nur ein Schwein trinkt 
allein” roughly translated as “only a pig drinks alone” or 
for the purpose of this discussion paper: “only a swine 
drinks wine alone”. The wine drinking experience needs 
to be understood as a social phenomenon. Traditionally 
different trades were not allowed to drink together in 
Bavaria, but as there was usually only one person per 
trade in a small village they would sit together and just 
not entertain in the usual “prosting” before drinking. 

Overall there seems to be a lot of acceptance towards the 
fact that alcohol is consumed. Even the smallest of 
changes in the interaction of a wine consumption scenario 
or people who publicly announce that they “do not drink 
for any particular reason” are socially stigmatized of 
spoiling the fun. So while we are not meant to drink by 
ourselves we seem to be also the very least slightly 
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uncomfortable with people who do not wholeheartedly 
join us in a glass of wine. 

Does this discomfort stem from the fact that we know that 
when consumed in larger amounts wine is unhealthy?  

People who chose not to drink alcohol at a social event 
are pushed into a defensive, revealing facts about their 
health, potential pregnancy or their life views under the 
prying eyes of friends and work colleagues. At 
workplaces a surprising amount of alcohol is consumed to 
celebrate larger projects, seasonal holidays or team 
building events. This in turn has created some 
“extremists” who invite to alcohol and food free parties to 
make a point that our society has reduced itself to 
‘consumptious socialising’ without any other purpose for 
meeting than consumption.  

Food is the subject of redefining social values and 
debates. One example being ‘freeganism’, synomonous 
with the act of dumpster diving (More, 2011)Others  call 
themselves “post consumption vegetarians” as abandoned 
meat has exited the moral discussion of “killing for 
eating”. There are price tags on our morals and values 
once we have the bigger picture on production. In the 
1950’s, 50% of a family’s income was spent on food in 
Germany – now it is a merely 12%. This can neither be 
healthy for environment, nor for producers’ ability to earn 
a living and certainly not for consumers. This is also 
reflected in wine consumption with some bottles being as 
cheap as 3 Dollars. 

While Australia consumes less wine compared to other 
wine making regions, (The Wine Report, 2012), our 
largest drinkers are younger, between 18-25 years old 
(The Wine Report, 2012). Indeed most literature in HCI 
dealing with alcohol promotes technology to help addicts 
(Wang et al, 2013), discover consumption patterns (Kao 
et al, 2012) and offers support in regards to alcohol 
dependency (Wang, 2014) – dealing with the problematic 
side of alcohol consumption and rightly so. 

Do we in HCI can play a part in exploring the complexity 
around the “sociality” of wine consumption and support 
people to make more informed choices while enjoying 
drinking wine? Here we suggest that more research needs 
to be done to create a sustainable and healthier wine 
consuming experience. 

We are concluding with the question of what problem we 
are actually dealing with: New wine in old bottles or old 
wine in new bottles. Enjoy.   
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