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1. [bookmark: _Toc234006968]Title and Introduction
How Supply Management and High‑End Consumers Help Maintain the Heritage of Wine Producers in Kakheti, Georgia
Georgia is widely recognised as the cradle of winemaking, with archaeological evidence confirming continuous production dating back more than 8,000 years (Maghradze et al., 2016; Harvey & Jordania, 2014). The Kakheti region in eastern Georgia accounts for around 70 % of the country’s vineyard area and is the heart of traditional production, most notably the Qvevri method fermenting and ageing wine in large, buried clay vessels. This practice was inscribed on UNESCO’s Intangible Cultural Heritage list in 2013, reflecting its global cultural value (Rytkönen et al., 2021).
However, small‑scale family producers face growing pressures: global competition, the drive to adopt faster, cheaper industrial techniques, and inconsistent supply chains that often prioritise volume over tradition. Following the 2006 Russian import ban, the sector was forced to restructure and target new premium markets in Europe, North America and Asia, positioning itself as a unique “historical wine” category distinct from both Old and New World producers (Rytkönen et al., 2021).
This study explores how strategic supply management and demand from high‑end consumers create a viable economic model that supports rather than erodes traditional production. It is relevant to business management as it examines the intersection of supply chain strategy, niche marketing, sustainable enterprise, and cultural heritage preservation.
[bookmark: _Toc234006969]2. Research Aim
This study aims to investigate how supply management practices and demand from high‑end consumers help maintain and sustain the traditional winemaking heritage of producers in the Kakheti region of Georgia. It seeks to understand how the ways in which wine is stored, distributed and marketed support long‑standing cultural methods and local traditions. It also explores how the preferences and purchasing choices of premium consumers encourage producers to preserve authentic techniques and protect their unique cultural identity in a competitive global market.

3. [bookmark: _Toc234006970]Research Objectives

The first objective is to examine the supply management practices employed by traditional winemakers in the Kakheti region of Georgia. This involves analysing how wine is produced, stored, distributed and sold within the local market and beyond. Currently, much of the region’s output is sold in large volumes at lower prices, often passing through multiple intermediaries which can reduce profit margins and control for producers. To understand how these structures help or hinder traditional ways of working, information will be gathered through interviews with producers and distributors, alongside reviews of operational records and industry reports. This will reveal whether shorter, more transparent supply chains and improved management strategies allow producers to maintain their craft, or if commercial pressures and the need for efficiency force them to alter or abandon long‑established methods (Kankava, n.d.).
The second objective is to explore the purchasing preferences and motivations of premium consumers of traditional Georgian wines. High‑end buyers typically prioritise authenticity, cultural heritage, natural production techniques and the unique history behind the product, rather than focusing solely on cost. This research will investigate how these values influence buying decisions, and how the industry markets Georgian wine as an ancient product originating from the “cradle of winemaking”. Data will be collected through consumer surveys, analysis of marketing materials, and discussions with retailers and importers, to establish how this specific demand shapes the choices producers make in their daily work (Stanco et al., 2020; Rytkönen et al., 2021).
The final objective is to investigate how supply management practices and premium consumer demand contribute to preserving and sustaining the traditional winemaking heritage of Kakheti. Specifically, it will assess whether positioning Qvevri wine as a high‑value, exclusive product provides sufficient financial reward to justify the labour‑intensive nature of traditional production. By examining pricing models, income stability and market positioning, the study will determine whether higher margins and a strong cultural identity enable producers to remain profitable while safeguarding their heritage for future generations (Kankava, n.d.; Rytkönen et al., N.d.).



4. [bookmark: _Toc234006971]Literature Review
This section reviews existing research across three themes: cultural heritage in Georgian wine, supply chain management for speciality products, and premium consumer demand.
[bookmark: _Toc234006972]4.1 Wine Heritage and Identity in Kakheti
Georgia’s winemaking heritage is deeply intertwined with national identity and social life. As Harvey and Jordania (2014) explain, wine is central to rituals, hospitality, religion and the famous supra feast, where tradition is passed down through generations. The Qvevri method, requiring long fermentation and manual labour, is not just a technique but a cultural practice: “Qvevri does not do anything fast” (Rytkönen et al., 2021, p.124). However, Maghradze et al. (2015) note that while this uniqueness is a major asset, many small producers struggle to access stable markets, leading some to abandon traditional methods for industrial production.
Following the Soviet era, when production prioritised quantity over quality, and the 2006 Russian trade ban, the industry re‑oriented its strategy. According to Rytkönen et al. (2021) producers adopted a strong storytelling approach, positioning Georgia as the “homeland of wine” and Qvevri as a natural, authentic product. This narrative targeted consumers seeking provenance and history, carving out a new niche for “historical wines”.
4.2. [bookmark: _Toc234006973]Supply Chain Management for Heritage Products
Traditional wines require different supply structures than mass‑market goods. Smith and Sparks (2009) argue that conventional chains focus on efficiency and cost reduction, while heritage products need systems that preserve authenticity, traceability and quality. Rytkönen et al. (2021) confirm that for Georgian producers, shorter, more direct supply chains working with specialist importers and wine tourism operators allow them to capture higher margins and communicate their cultural story directly to buyers. This reduces the need to compromise on traditional methods to meet large‑scale distribution requirements.

4.3. [bookmark: _Toc234006974]High‑End Consumer Demand
Premium wine buyers are distinct from mass‑market consumers: they prioritise authenticity, terroir, sustainability and narrative over low price (Lockshin & Corsi, 2012). Rytkönen et al. (2021) found that in Western Europe, North America and parts of Asia, high‑end consumers actively seek products with a clear cultural identity and are willing to pay a premium for heritage linked goods. This creates a market incentive: if producers can sell Qvevri wine at a higher price, they can afford the time‑consuming, labour intensive process required to maintain tradition.
5. [bookmark: _Toc234006975]Research Gap
While existing studies describe Georgian wine history, marketing narratives and general supply chain challenges, there is limited research explicitly linking specific supply management practices to premium consumer demand and the actual preservation of traditional production methods in Kakheti. This study addresses that gap.

6. [bookmark: _Toc234006976]Research Methodology& Research Philosophy
This study adopts a combined approach of Interpretivism and Critical Realism, as established in relevant research frameworks. In terms of ontology, it acknowledges that multiple social realities exist; concepts such as heritage, quality, and value are not fixed or objective facts, but are shaped and interpreted differently by producers, distributors, and consumers. Epistemologically, the study holds that knowledge is best gained through understanding meanings, context, and lived experience, rather than relying solely on measurable statistical data.
Interpretivism is particularly suitable here, as it allows exploration of human decisions, cultural beliefs, and commercial relationships, making it ideal for generating qualitative insights (Saunders et al., 2019; Creswell & Creswell, 2018). Critical Realism complements this perspective by recognising that deeper, often unobservable structures such as supply chain arrangements, market regulations, and long standing cultural norms directly influence visible outcomes, including whether traditional winemaking methods survive or decline (Bhaskar, 1978).
For data collection, semi‑structured interviews and direct observation will be used. Interviews offer flexibility to explore detailed perspectives, though they rely on participants’ openness and may be subject to personal bias. Observation provides first‑hand insight into actual practices but is limited by time and access. Both methods are well‑suited to this philosophical stance, supporting a rich, context‑driven analysis.

7. [bookmark: _Toc234006977]Research Approach and Design

This study follows an inductive qualitative approach, which develops broader understanding and conclusions from specific observations and insights, rather than testing a pre‑defined hypothesis. This aligns closely with the interpretivist paradigm, as it focuses on exploring meanings, cultural context and human experiences, using small, targeted samples and flexible research methods (Bryman, 2016). Where relevant descriptive data is gathered, it may be included as a minor mixed‑methods element under a pragmatist framework. This allows for triangulation of different sources of information, helping to verify results and provide a more complete and robust analysis of the topic.

[bookmark: _Toc234006978]7.1. Sampling Strategy

Non‑probability sampling will be adopted for this study. Purposive sampling allows the selection of participants who hold direct and relevant knowledge of the subject, including small‑scale Qvevri wine producers based in Kakheti, specialised importers, wine tourism managers and buyers operating within the premium market segment. 
Snowball sampling will also be used, leveraging existing contacts to identify further participants within the region. This method is particularly effective in a closely connected industry, as personal recommendations help build trust and improve access to potential respondents (Patton, 2015). Overall, this approach prioritises depth and quality of insight over statistical representativeness, which is well suited to the exploratory nature of this research.
8. [bookmark: _Toc234006979]Data Collection Methods
Three methods will be used:
Semi‑structured interviews will be used to hold flexible, open‑ended conversations, allowing participants to share their experiences in detail. This approach enables exploration of how producers make decisions regarding their supply chains, and how demand from premium markets shapes their approach to maintaining traditional methods. It is well‑suited to generating rich, descriptive insights that capture the complexity of their work (Kvale and Brinkmann, 2015).
Document analysis will complement this by reviewing official sources such as reports from the Georgian National Wine Agency, marketing materials, industry association records and existing academic research. This method provides reliable background information and context without disrupting the activities or privacy of those involved (Bowen, 2009; Rytkönen et al., 2021; Maghradze et al., 2016).
Direct observation will also take place through visits to vineyards and cellars, offering the opportunity to witness production and distribution processes in their natural environment, including the traditional use of Qvevri, to gain a fuller understanding of daily operations and heritage practices.
[bookmark: _Toc234006980]8.1 Data Analysis
Data will be analysed using thematic analysis, identifying recurring themes such as “heritage preservation”, “supply chain decisions”, “consumer expectations”, “narrative and branding”, and “market incentives”. This method fits the interpretivist approach and allows findings to be grouped by topic rather than by source. (Jowsey, Deng and Weller, 2021).
9. [bookmark: _Toc234006981]Ethical Considerations
All research follows university and professional standards:
· Informed consent: Participants will be informed about the purpose, their right to withdraw, and how data will be used.
· Confidentiality & anonymity: Names and business details will be replaced with codes.
· Data protection: Compliance with UK GDPR; secure storage and deletion after the project.
· Institutional approval: Full ethical review will be obtained before the study begins.
· Avoidance of harm: No sensitive information will be disclosed that could damage participants’ business or reputation.


10. [bookmark: _Toc234006982] Limitations
The study focuses on Kakheti and premium markets, so findings may not be generalisable to large‑scale industrial production. Reliance on self‑reported data may introduce minor bias, which will be mitigated by triangulating information across producers, distributors and official records.
[bookmark: _Toc234006983]11. Project Plan and Timeline
The research will be completed over a 6‑week period, following a focused and realistic schedule:
	Phase
	Activity
	Duration

	1
	Finalise literature review, refine interview questions and prepare supporting documents
	Weeks 1–2

	2
	Submit ethics application and await approval; confirm access to industry contacts
	Week 3

	3
	Recruit participants, conduct semi‑structured interviews and carry out site visits in Kakheti
	Week 4

	4
	Transcribe interviews, review official records and marketing materials, and begin initial thematic analysis
	Week 5

	
	
	

	5
	Draft the full proposal, discuss preliminary findings and identify any limitations
	Week 6 (Part 1)

	6
	Revise content, proofread, check Harvard referencing and finalise the document
	Week 6 (Part 2)



A simplified Gantt chart illustrating this timeline will be included as an appendix. This condensed schedule is feasible because the study is small‑scale and focused on a specific region. It allocates sufficient time for key stages, including ethical review, while building in flexibility to handle minor delays such as arranging interviews or accessing information. The plan ensures that work progresses systematically, allowing enough time to analyse data thoroughly and produce a well‑structured, academically sound final proposal.
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