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INTRODUCTION

CIEVERISIN the vine and wine ecosystem
[public regulation, business strategies, markets and consumers].

indivi isati ' encies] generate relevant
i3 dabout industries and markets in different formats and platforms,
iIncluding vine and wine.
The rapid advancement of NIELCR-IE IR E Edhas led to the development
of highly sophisticated [{eJo]E ing User Generated Content
(IcIgPand specialised wine-related media and applications. These

tools have the potential to provide deep MEELE into [T,

behaviour and preferences and industry and market dynamics.

U[ele is particularly relevant because of its

METHODOLOGY
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Identified topics [{basedfeiRitRnledrelevant keywords)

Gastronomic Events and Sustainability in the Wine Industry
Sustainable and Organic Practices in Viticulture

Impact of Climate Change and Tourism on the Wine Industry
Innovation and Technology in the Wine Industry

Technology and Sustainability in the Wine Supply Chain
Sustainability in Packaging and Materials in the Wine Industry
Wine Promotion and Sustainability on Social Media

Artisanal Production and Ecological Practices in Local Viticulture
Sensory Experience and Promotion of Organic Wines
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Marginal topic distribution

Overall term frequency

I Estimated term frequency within the selected topic

5% 1. saliency(term w) = frequency(w) * [sum_t p(t | w) * log(p(t | w)/p(t))] for topics t; see Chuang et. al (2012)
2. relevance(term w | topic t) = A * p(w I t) + (1 - A) * p(w | t)/p(w); see Sievert & Shirley (2014)
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TNELE [text, image, video, audio, Al-generated], ERits s ORI L calpeople,

media, organisations, brands, influencers, public agencies ...] and its [EIE

time “pulse” of market dynamics}

A (VAT IRT-N oTT] | [s @D rotocols to tap into UGC to unlock valuable

iIssues dominate online
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We used unsupervised ML/NLP [T9[%
modelling methodologyjle}extract topics

IR CIED UGC [ETEY tweets

Latent Dirichlet Allocation (LDA

Stepwise data preparation jleEzlc=Rel=Elgllgle
> text tokenization > stopwords removal >
lemmatization > LDA algorithm |

WERIEET BGensim for LDA modellinggElillelpyLDAvis fo

Nine topics (themes) as a most effective solution ([€elglc1g=]sle=
scores and researchers' judgment |
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Relevance of climate change AR« (¥]¢=

multidimensional concept

L1 14le]LeTe)Y is an essential aspect of [yl KL EHiELed]

e YA [II LW T 0 gl ed d[e]s]and new consumer behaviors (useful for
market segmentation)

have emerged as relevant tools

for the of wine practices.
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