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ABSTRACT

The purpose of this study was to construct a wine evaluation model by Grey Relational Analysis and Expert System. Samples

totaling 30 in number were subjected to find the main compounds and analyze the volatile elements. The elements studied mainly

included five components: dry extract, pH, titratable acidity, alcohol level and residual sugar. The price of the wine was also

included. Grey Relational Analysis is built basically on these six elements. This thesis also presents the results of surveys conducted in

Taiwan to determine the sensory effects of wines. These surveys were used to test and verify the model is feasible. Next, the study

used Expert System. Expert System has decision-making, inference, solving problems and reasoning processes explanation. The

study used Expert System (KAPPA-PC 2.42) to construct the system. The system can choose from the different composition of wine,

price, sweet and sour in using complicated profession of knowledge, it is able to commend adaptive wine to customers and also

provide the information of wine. This research focuses on developing a knowledge-based expert system (WINE favorS cOnsuLting

systEm, WINE-SOLE) that assists in selecting a wine. The knowledge base is built basically on the wine of import acquired from

Directorate General of Customs. The developed system performs seven main functions:(1) user information input; (2) wine

parameter setting; (3) text report generating; (4) results represent with photograph; (5) wine information querying; (6) decision

making and reasoning; (7) reasoning processes explanation. It is hoped that this study may lead to assist consumer in choosing a

wine. The model will be able to commend adaptive the wine to consumer and provide the information of the wine. It will be very

useful in hospitality industry.
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