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Abstract

Consumer behavior revolves around individuals' ability to gather and assess all the visual
infonnation provided by the product in order to decide whether or not to purchase that
product. Traditionally consumers' wine purchasing decisions have been viewed as a
function of three variables: brand, region of origin, and price. However in the past
decade, societies around the world have become more aware of their impacts on their
surrounding environments and as a result a new kind of consumer has emerged. The ecoconsumer, when given the choice, will prefer to use/consume a product that was
produced with minimal or no effect on the environment. This thesis aims to explain
individuals' wine purchasing decisions, and specifically examines whether consumers'
wine choices are not just a function of brand, region of origin, and price, but are also
influenced by an organic designation.
KEYWORDS: (Consumer behavior, Eco-consumer, Wine industry, Brand, Price, Region
of origin, Organic wine)
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CHAPTER I

INTRODUCTION

This thesis examines the influence of an organic designation on
consumers' decisions to purchase a particular wine. Prior research has established the
importance of brand, region of origin, and price in influencing consumers' wine
purchasing decisions. Two relevant previous studies have examined whether an organic
designation is a significant influence. This thesis draws on recent findings to hypothesize
that both traditional factors and an organic designation will influence consumer decision
making.
In recent years, the economy has seen a huge shift in consumer behavior. People are
becoming more aware ofthe environmental impacts of their lifestyles and in an effort to
negate these impacts, consumers have created a new target for companies to market their
goods, the eco-consumer. I Eco-consumers are individuals who reduce their impact
environmentally through their purchasing habits: buying organic goods that support
sustainable farms and at the same time are sending a message to suppliers that the use of
pesticides and herbicides is not acceptable and unwanted.

1 Leslie Jay, "Green About the Tills: Markets Discover The Eco-Consumer," Management Review
79, no. 6 (June 1990):24-28.
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2

From 1992 to 1997, USDA organically certified cropland doubled to 1.3 million
acres. 2 And in the first half of 2000, 800 new organic products were introduced into the
market, a majority of which came from major chain stores. The trend of eco-friendly
goods is in no way slowing down; in one year from 1999 to 2000 organic sales were
reported to have had a 20 percent growth from $6.5 billion to $7.8 billion. 3 The Organic
Exchange predicted that the market for organic cotton home and apparel products would
triple to $3 billion in 2008. 4 Table 1.1 shows the increase in sales of organic produce
from $4 billion in 1997 to $20 billion in 2005. It is due to this new spending trend that
companies who found themselves outside of the green movement are now trying to clean
up their image in order to attract this new breed of consumer.

2 USDA Economic Research Service, "Organic Agriculture: Consumer Demand Continues to
Expand." http://www.ers.usda.govlbriefmglorganic/demand.htm (accessed November, 2008).

3

USDAIERS, 2008.

4 Organic Exchange, "Global Organic Cotton Apparel and Home Products Market Tops
One Billion Dollars in 2006," http://www.organicexchange.orgIDocuments/Oct31 press.pdf (accessed
November 2009).
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Table 1.1 Fruits and Vegetables Accounted for
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Because of this new wave of consumers and their perception that organic is better,
I wanted to look at the issue of wines being marketed as organic and see whether is
would be beneficial for wineries to market green practices.
Winemaking in the U.S. has been around ever since the missionaries came to the
new world in the early 1600's. In California at the tum of the 19th Century there was a
surprising number of about 140 vineyards producing wine, but when Prohibition laws set
in the wine industry came to a halt. In 1933 when prohibition came to an end,
California's wine industry had practically dropped out of existence as there were only 24
wineries still producing. In the 1970's, while the wine industry was still picking itself up
from the hits it took in the 1930's, a new generation of winemakers entered the industry,
and their skill and marketing made American wines what they are today. These new
winemakers brought about the boutique wineries that are spread all over California's
wine country. Before these maverick winemakers entered the California wine industry,
80 percent of wines were being produced by the 24 wineries that had survived
Prohibition. Within a few years of them graduating from the wine programs ofUC Davis
and Fresno State, the California wine industry went through a radical shift from being
dominated by larger wineries that focused on quantity to smaller wineries that focused on
quality.
This shift of focusing on quality over quantity brought with it a movement
towards more traditional and specialized winemaking. A lot of these new winemakers
realized that the remaining wineries were producing ten different wines, which meant that
they were competing in ten different wine markets. Therefore, to cut down on
competition they pushed for wineries to become more specialized and focus on a few

5

different grape varietals. It was during this time that Napa Valley went from playing host
to roughly twenty different wines to the six that are commonly found in the region today:
Merlot, Chardonnay, Sauvignon Blanc, Cabernet Sauvignon, Syrah, and Zinfandel. The
reason that these six became a dominant crop in Napa Valley was because of the
discovery of relationship between grape growing and climatic zones. Enologists 5 believed
that different grapes were able to grow better in different regions. With the understanding
ofthese climatic zones, wineries that specialized in a particular variety were able to place
themselves in regions that allowed their grapes to grow to their full potential. An example
of this would be the concentration of wineries that produce cool climate grapes such as
Pinot Noir in the Santa Cruz region and Chardonnay in the Santa Barbara region.
As small boutique wineries began to gain popularity so did their philosophies of
being small and self-sustainable. Due to the size of vineyards, a lot of them were not only
used in a grape growing capacity, but also as a place where the owners and their families
could live. As a result, the small vineyards embraced greener and friendlier farm
practices due to the potential effects herbicides and pesticides could have on the families
who lived there. Thus small vineyards began not only making their wines through
sustainable practices but they began to advertise this on their bottles. However, organic
winemaking ran into a wall 18 years ago, when the United States Department of
Agriculture (USDA) established the Organic Foods Production Act.
The Organic Foods Production Act of 1990 was to establish national standards
governing the marketing of certain agricultural products as organically produced

5 enology: a science that deals with wine and winemaking. "Merriam-Webster Online Dictionary:
enology," Merriam-Webster Online, http://www.merriam-webster.comldictionary/enology (accessed March
25,2009).
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products. 6 It was with this act that fanners and beverage producers had to begin going
through the government in order to certify their goods as organic. For the wine industry,
the act stated that if winemakers wanted the USDA organic label they would have to
lower the amount of sulfur dioxide in the wine from the traditional 350 parts per million
(ppm) to 100 ppm. 7 Therein was a problem, because for hundreds of years winemakers
have been using sulfur dioxide or sulfites as a finishing additive to a barrel of wine. As an
anti-oxidant, the sulfide dioxide allows wines to age slowly and gives wine a unique
flavor. Without the nonnal amount of sulfite additives, the first wave of organic wines
resulted in unhappy customers who complained about the taste and the short-shelf life of
the wines. Winemakers seeing the drop in sales in this new USDA organic market
quickly stopped production of their USDA organic wines. Since then, many wineries
have been very hesitant to label their wine as organic due to the negative image it
received when it was first introduced. In addition to this negative image of "USDA
organic" in the industry, many winemakers argue that they prefer not to market their wine
as organic because they do not want their sales to be a result of what is on the label. As
an end result, a lot of wineries that do use sustainable practices when harvesting and
making wine choose not to advertise it to the consumer because they want their wine to
be purchased for their reputation as a quality wine producer not as an organic producer.
However, in recent years a few wineries have started to market the use of organically
grown grapes on their bottles allowing them to appeal to a more socially conscious

6 U.S. Department of Agriculture. 2004. Federal Organic Foods Production Act of 1990.
http://www.sarep.ucdavis.eduJorganic/complianceguide/nationaI6.pdf (accessed March 23, 2009).
7 Paul Gleason, "Organic Grapes, Organic Wine," E - The Environmental Magazine 17, no. 6
(NovemberlDecember 2006): 35.
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consumer base while not having to meet the strict standards set by the USDA in order to
get the USDA Organic Certified label on their bottles.
The potential results from this research project may be a turning point for
wineries as the information gathered may, perhaps, allow winemakers to realize that
organic does sell in their industry and that it should no longer be a label that owners are
afraid to put on their bottles.
My study will examine the three main variables that previous studies have
concluded are significant variables in the consumer's decision to purchase a particular
wine-brand, region of origin, and price. I will also be looking at organic labeling to see
whether it is a significant factor in the purchasing decision as well.
This thesis continues with a review of the relevant literature. The methods chapter
will describe the study, the survey employed, and how data collection and analysis efforts
were organized. The results chapter will summarize findings and provide information on
the different tests run. The last chapter, discussion/conclusion, will assess what this
study's contributions are to the academic field of consumer behavior and managerial
implications.

CHAPTER II

LITERATURE REVIEW

There is little or no previous research on consumer behavior towards
organic wine, however, research done on consumer behavior suggests that organic
labeling may in fact be a significant influence on the decision to purchase a wine. In
addition, previous studies have shown that brand, region of origin, and price significantly
influence consumers' decision to purchase a particular wine.! The influence of each of
these factors will be briefly summarized here.

Brand

A brand is a class of goods identified by name as the product of a single firm or
manufacturer. 2 It is this name that researchers have looked at in order to find any
correlations with consumer preferences and willingness to spend on particular goods.
Previous studies have shown that consumers' decisions are influenced by the brand label
on the item they are thinking of purchasing. Buying a particular wine because of its brand
is due to the recognition that the purchasing individual has with the brand name and the
1 Larry Lockshin, Wade Jarvis, Fralll;ois d'Hauteville, and Jean-Philippe Perrouty, "Using
simulations from discrete choice experiments to measure consumer sensitivity to brand, region, price, and
awards in wine choice" Food Quality and Preference 17, no. 3-4 (April-June 2006): 166-178; Linda D.
Hollebeek, Sara R. Jaeger, Roderick J. Brodie, and Andrew Balemi, "The Influence ofInvolvement on
Purchase Intention for New World Wine," Food Quality and Preference 18, no. 8 (December 2007): 10331049.
2 "Merriam-Webster Online Dictionary," 2009 .Merriam-Webster Online, http://www.merriamwebster.comldictionarylbrand (accessed March 25,2009).
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desire to be associated with the image the brand portrays. People's choices are easily
molded by how other individuals perceive their decisions when the outcome is visible by
others, which is commonly referred to, by scholars as the susceptibility to interpersonal
influence. 3 Susceptibility to interpersonal influence is defined by scholars as:
... the need to identify with or enhance one's image in the opinion of significant
others through the acquisition and use of products and brands, willingness to
conform to the expectations of others regarding purchase decisions, and/or the
tendency to learn about products and services by observing others or seeking
information from others. 4
Consumers are found to create a certain bond with particular brand names because of the
affiliation they want with those brands. In addition wine consumers are more likely to
purchase a wine simply because they have heard/read about it and the image that was
portrayed to them was that of something they would like to associate themselves with for
visual recognition. But it is not just the surrounding individuals that the consumer is
influenced by; it is also the consumption situation that plays an important part in the
purchasing decision.
The consumption situation refers to the anticipated usage situation of a product. 5
For example, in the purchasing decision of an individual looking to enjoy wine by
himself, the brand name would become an insignificant variable as he is not trying to
impress someone by trying to associate himself with a particular brand name. But if the
individual was having his fiancee's parents over, then he might want to purchase a wine

3 Rajeev Batra and Pamela M. Homer, "The Situational Impact of Brand Image Beliefs," Journal
of Consumer Psychology 14, no. 3 (2004): 318-330.

4 William O. Bearden, Richard G. Netemeyer, and Jesse E. Teel, "Measurement of Consumer
Susceptibility to Interpersonal Influence," Journal of Consumer Research 15, no. 4 (March 1989): 474.

5 Albert Wenben Lai, "Consumption Situation and Product Knowledge in the Adoption of a New
Product," European Journal ofMarketing 25, no. 10 (1999): 55-67.
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with a name that has a reputation as being a fine wine as he is trying to associate himself
with a wine that represents quality. Further studies have found that, in fact, brand names
are important for the individual's self confidence when establishing an identity with
associates. Further research suggests, however, that brand labels have a more significant
influence on individuals who are considered "high involvement" consumers whereas
those who fall under a "low involvement" are less influenced by brand names. 6 Consumer
involvement is defined by Rothschild as:
... a state of motivation, arousal or interest. This state exists in a process. It is
driven by current external variables (the situation, the product, the
communications) and past internal variables (enduring; ego; central values)? Its
consequences are types of searching, processing and decision making. 8
Therefore, consumer involvement includes beliefs and values that the consumer
has developed around a brand name. High involvement consumers may have an idea of
what the brand promises and therefore they have either built up positive feelings towards
the brand or downgraded their perception by means of gathering information through
word of mouth and/or visual recognition via advertisements or observing friends
consuming the product. Low involvement consumers, have no significant beliefs either
external or internal that would create interest or arousal towards any particular brand. As
illustrated in Figure 2, Brisoux takes these two types of consumer involvements and puts
them up against a conceptualized decision making process that allows data to be collected

6 Jacques E. Brisoux and Emmanuel 1. Cheron, "Brand Categorization and Product Involvement,"
Advances in Consumer Research 17, no. 1 (1990).
7 Past internal variables are factors that the consumer has in his mind about the brand and ifhe
associates his image and values with it.
8 Michael L. Rothschild, "PERSPECTIVES ON INVOLVEMENT: CURRENT PROBLEMS
AND FUTURE DIRECTIONS," Advances in Consumer Research 11, no. 1 (1984): 217.
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on brand recognition and the decision making variables of high and low involvement
consumers.

12
Figure 2.1 The Brisoux and Laroche Conceptualization,
For High and Low Involvement Consumers
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The theory is that with each step of the decision making process consumers will
have to decide between the different choices that Brisoux lays out for them. It is
hypothesized that the high involvement consumer will drift towards the higher choices, as
they are more familiar with brand names and their associations; whereas the low
involvement consumer will drift towards the lower choices, as they have no real
connection with the brands and what those brands stand for. 9
With regard to brand labeling, empirical evidence from previous studies has
shown that individuals with high involvement in the purchasing process tend to have
stronger brand loyalty. 10 When looking at the consumption situation, a pool of 303
participants showed that regardless of the involvement an individual gives to the
purchasing process, the consumption situation is always a significant variable in the
purchasing process. 11 Thus supporting the theory of brand being a significant variable as
it plays into the consumption situation.

Region of Origin

The importance of wine's region of origin has been researched and verified by
previous studies. 12 As consumers look to purchase a wine, the region from which it hails
plays an important role in the decision making process. The more renowned or well

9

Brisoux, 102.

10

Ibid, 108.

II Pascale G. Quester and Justin Smart, "The influence of consumption situation and product
involvement over consumers' use of product attribute," Journal of Consumer Marketing 15, no. 3 (1998):
229-246.

12 Lockshin; Quester and Smart; Koert van Ittersum, Math J. J. M. Candel, and Matthew T. G.
Meulenberg, "The influence of the image of a product's region of origin on product evaluation," Journal of
Business Research 56, no. 3 (March 2003): 215-226; Gunter Schamel, "Geography Versus Brands in a
Global Wine Market," Agribusiness 22, no. 3 (Summer 2006): 363-374.
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known the region is, the consumer is more inclined to choose that wine over a wine that
was made in a lesser known region. 13 This stems from how the consumers perceive
region and how they associate the area quality. 14 Take for example regions within the
U.S.; a consumer has a choice between two wines: one hailing from Napa Valley and the
other from the Western Slope of Colorado. Napa Valley has created a name for itself as a
region that produces quality wine, whereas Colorado has not really marketed its wine
region as well and therefore consumers will more often than not choose the wine from
Napa Valley, because it has name recognition in which consumers automatically think
quality when they read the name.

15

It is also important to keep in mind that when consumers are looking at a product

they are not only looking at the region that the product hails from but what other products
are coming out of that region and the quality that is associated with other products.
Quester found that individuals purchasing a good were more inclined to buy a product if
they were given information about the region that their good was coming from.
Specifically, it turned out that more people were inclined to buy a product from a region
that had a history of producing that product over a good that was produced in a region
that was fairly new to the industry. 16 His studies also came to the conclusion that
consumers from different countries differ in what quality means to them. For example
individuals may value sustainable farming practices more in Japan than individuals from

13

Lockshin.

14

Ittersum, 215-226.

15

Schamel, 372.

16

Quester and Smart, 483.
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New Zealand, and therefore the consumers from Japan would more likely purchase a
good grown by means of sustainable farming than a consumer from New Zealand. 17
With regards to consumer loyalty, consumers are more likely to purchase a good
from the region that they are from due to the consumer's quality perception and their
attitude towards the region. 18 In the apparel industry Hustvedt found that both women and
men were willing to pay 80 cents more for local fiber, relative to imported fiber. This
suggests that local labeling has a benefit, but his results showed that country labeling
matters less, at least in the United States. 19
The empirical evidence that has been found on the region of origin regarding wine
has shown that it is, in fact, a significant variable. When purchasing wine, individuals
expect to pay a premium for a wine from a well known region. 20 Lockshin's findings
showed that a price rise above $16.99 would usually increase sales of a wine from a
particular region. In Australia, Coonawarra commands a price premium for Cabemet
Sauvignon much like Napa commands a price premium. Using a survey, Quester found
that when it comes to foreign trade, the region a good was designed in plays a significant
role with each industry. An example he uses is that for machines and technology,
Australian consumers rank Japan number one and his reasoning suggests that it is
because of Japan's reputation for quality robotics that consumers evaluate Japanese
products so highly.

17

Quester and Smart.

18

Ittersum.

19 Gwendolyn Hustvedt and John C. Bernard, "Consumer Willingness to Pay for Sustainable
Apparel: The Influence of Labelling for Fibre Origin and Production Methods," International Journal of
Consumer Studies 32, no. 5 (September 2008): 496.
20

Lockshin.

16

Price

Besides brand and region of origin, the price of the wine plays an important role
in the decision making process. Research shows that as the price of wine goes up,
consumers are less willing to purchase it, simply following the laws of demand and
supply. However, when price is associated with quality or a name brand the consumer
expects to pay more for a higher quality good. 2 ! Lockshin, a professor of Marketing from
Australia, found that wine consumers indeed expect large market share brand name wines
to be inexpensive, whereas they are willing to pay more for smaller unknown wine
brands. 22 Price is significantly associated with quality in consumption decisions.23 Much
like brand, the price of the wine gives the consumer a sense of quality as well as a sense
of prestige. To pay more for a product gives consumers a feeling that they are paying
more not only for a quality product but for the association with that particular product.
Traditionally high priced wines when discounted tend to increase sales volume
because of the quality associated with that wine is at a more affordable price. In a study
conducted by Delvecchio, he found that price discounts shift demand from lower quality
brands to higher quality brands?4 His findings support the theory that price is a
significant variable in the consumer's purchasing decision especially when it involves
consumer demands to shift from lower quality goods to higher quality goods as prices
21

Quester & Smart, 232.

22

Lockshin, 18.

23

Lai.

24 Devon DelVecchio and Timothy B. Heath, "An experimental test of brand insulation against
competitor attacks: Effects of consumer heterogeneity and residual desire," Psychology and Marketing 25,
no. 10 (October 2008): 957-958.
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become more competitive. 25 In a study on olive oil brand choice, Juan C. Gazquez-Abad
and Manuel Sanchez-Perez believed that price promotions would have not only a price
effect but an informational effect as well. 26 Price promotion in this case means there is a
price discount where the original price is reduced. The informational effect that GazquezAbad and Sanchez-Perez speaks too in their article has an effect that " ... yields additional
increases in consumption primarily because price promotions (here, the price discount)
are a reminder of the availability (during a particular period of time) of a particular
product under special price conditions.,,27 Thus, consumers are pushed towards higher
end brands that they would not usually purchase due to the new discounted price.
However, studies warn that the use of price discount can have long-term effects on sales
ifused incorrectly.28 A price discount on a product may affect the consumers' perception
of quality for that particular good which ultimately could reduce sales of a product. This
is a result of the consumers' perceived correlation between price and quality and when
price drops the consumers' perception of quality evidentially goes down over time.
Holden in his article, Kamikaze Pricing, gives a historical example of when price
discounting has affected company's product image:
When Omega watches--once a brand more prestigious than Rolex-was
trying to improve market share in the 1970s, it adopted a penetration pricing
strategy that succeeded in destroying the watch's brand image by flooding the
market with lower priced products. Omega never gained sufficient share on the
lower price/lower image competitors to justify destroying its brand image and

25

Ibid, 958.

26 Juan C. Gazquez-Abad and Manuel Sanchez-Perez, "Factors influencing olive oil brand choice
in Spain: an empirical analysis using scanner data," Agribusiness 25, no. 1 (April 2007): 37.
27

Ibid, 37.

28

Ibid, 52.
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high-priced position with upscale buyers. Similar outcomes were experienced by
the Cadillac Cimarron and Lacoste clothing. 29
Empirical evidence has shown that price is directly taken into account when
quality is an issue. A poll of 461 western Europeans found that there is a positive
coefficient of consumers' motivation to conform to peer expectations, and that consumers
seek social approval by purchasing expensive products. 3o Besides purchasing goods
based on an internal feeling that spending more means a customer is receiving a higher
quality good, there are studies on consumers' reference price, in which some consumers
find themselves comparing the good they purchase with past prices and/or current prices
of competing brands.
The empirical studies done on price reference have revolved around internal
reference price (lRP) and external reference price (ERP). IRP is used to characterize the
customers that compare the current price with their reference price that is formed on the
basis of past prices. 3 ) Whereas ERP characterizes the consumers that are unlikely to
remember previous prices and set their reference price from what they see. 32 Moons uses
a series of equations that take into account customer segmentation in order to develop a
profile for each segment-ERP, IRP, and PR (price range). He finds that IRP shoppers
have a stronger connection with price and brand, which leads them to be slightly more
brand oriented as they perceive price and name to be an indication of quality. The PR
29 Reed K. Holden and Thomas T. Nagle, "Kamikaze Pricing," Marketing Management 7, no. 2
(Summer 1998): 33.
30 Franziska V6ckner, "The Dual Role of Price: Decomposing Consumers' Reactions to Price,"
Journal of the Academy ofMarketing Science 36, no. 3 (September 2007): 373.

31 Sangkil Moon and Glenn Voss, "How do Price Range Shoppers Differ from Reference Price
Point Shoppers?" Journal of Business Research 62, no. 1 (January 2009): 31.
32

Ibid, 31.
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shoppers strictly used price as the sole variable in their decision-making process leaving
out brand or quality and simply purchasing the cheapest good. The ERP shopper was
found to take in all the variables of the purchasing decision and put a modest value on
price and brand. 33 This research on IRP and ERP is important to wine purchasing, as
some consumers are likely to compare their wine choice by looking at the current price of
the wine and how it compares to its price historically or to other current prices of
competing brands.

Organic Products

Though there has been no previous study on organic wine in the U.S., previous
research on organic cotton, coffee, and other goods suggests that organic labeling may in
fact prove to be a significant variable in consumers' wine purchasing decisions as well as
how much they are willing to spend. In order to understand why individuals purchase
organic goods over conventional goods we must look at the organic variable in terms of
what consumers receive when they purchase that good. Previous research on consumer
behavior towards organic can be broken down into three sub-topics-perceived value
(PV), reward, and environmentalism.
PV refers to consumers' overall assessments of product utility, based on their
perceptions of what they receive and what they sacrificed, so value represents a trade-off
between a salient benefit and cost components associated with purchasing a product. 34 In
this case the salient benefit is that the consumer is receiving a better good as well as an
emotional feeling that they are reducing their environmental impact with their purchase.
33

Ibid, 37.

34

V6ckner, 359.

20
The idea of rewarding yourself sterns from what Arvola calls the theory of
planned behavior (TPB). It is the theory that moral norms playa role as motivators of
purchasing/choosing organic goods. 35 A moral norm refers to each person's own views
about right and wrong, which have been acquired during life.

36

Thus, individuals police

themselves morally by creating these personal norms so that any consequences from
violating or upholding them are reflected in their personal opinions of themselves. This
idea of policing oneself also relates to the idea of reward. If individuals hold themselves
to a particular standard and they are able to consciously meet that standard then their
reward is that they feel good about themselves for sticking to their personal standard.

It has been found that the end-state 37 of a consumer, varies by the importance of
how they perceive the variables involved in the good that they use. 38 Some individuals
that choose a product because of how it was created or produced, are found to have
chosen that good on a basis of morals and therefore mentally reward themselves for
having lived-up to their standards. 39 These sets of self-enforced standards suggest that
some individuals are now more likely to be positively affected by brand labeling that
incorporates terms such as "organic" or "local grown."
The eco-consumer values goods that are created in a sustainable manner as well
as a manner that is socially beneficial for those that produce the goods. This explains the
35 A. Arvola, M. Vassallo, M. Dean, P. Lampila, A. Saba, L. Lahteenmaki, and R. Shepherd,
"Predicting intentions to purchase organic food: The role of affective and moral attitudes in the Theory of
Planned Behaviour," Appetite 50, no. 2-3 (September 2007): 443.

36

Ibid, 444.

37

The end-state is a reference to how the individual feels after their purchase/consumption of the

good.
38 loop de Boer, Jan J. Boersema, and Harry Aiking, "Consumers' motivational associations
favoring free-range meat or less meat," Ecological Economics 68 no.3 (January 2007): 858.
39

Ibid, 858.
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popularity of so-called fair trade products. In a study conducted by Hustvedt and Bernard,
premiums for organic and non-OM (non-genetically modified) labeled fibers were
similar, with organic labeling being worthy slightly more (50 cents) to consumers.40 This
study was done on organic cotton using an auction-based system where participants were
given an allowance to bid on certain types of cotton socks. The result of this study
supports the theory that consumers are willing to pay (WTP) more for organic labeled
goods. The authors suggest that a good being labeled organic does not require a non-OM
label on the product because the consumer cares more about the organic label than the
OM labe1. 41
In another study on consumers' WTP, authors, Didier and Lucie, found that

consumers were more likely to pay a higher premium for an organic and fair trade
product solely on informational observations. 42 The following table, Table 2.2,
summarizes the results of Didier and Lucie's study on WTP for organic chocolate. 43 The
first two chocolates-Monoprix and Tablette d'or-are neither organic nor fair trade,
while the second twe-Rapunzel and Alter Ece-are organic and fair trade. In their first
stage, participants went through a blind taste test prior to bidding. In the second stage the
bidding was based solely on information provided on the labels. As shown on Table 2.2
the chocolates labeled as organic and fair trade received the highest average WTP, which
suggests that when individuals are given the choice they are more likely to pay more for a
40 Gwendolyn Hustvedt and John C. Bernard, "Consumer willingness to pay for sustainable
apparel: the influence of labelling for fibre origin and production methods," International Journal of
Consumer Studies 32, no. 5 (September 2008): 497.

41

Ibid, 497.

42 Tagbata Didier and Sirieix Lucie, "Measuring consumer's willingness to pay for organic and
Fair Trade products," International Journal of Consumer Studies 32, no. 5 (September 2007): 479-490.
43

Ibid, 485.
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product that they believe is socially sustainable. The third stage involved a bidding
process based on a taste test as well as observational infonnation provided by the label.
Again the two chocolates that were labeled organic and fair trade received the highest
average WTP followed by Tablette d'or, which implies that consumers are willing to pay
more for a chocolate that was created in a sustainable and socially beneficial manner than
for the best tasting chocolate. What this study indicates is that consumers would rather
pay more for a product that was made up of organic material and/or incorporates a
socially just practice, like fair trade; over a quality product that was produced without
organic materials or the consideration of its farmers.

Table 2.2 Evolution of the WTP for each Chocolate During Three Stages
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Conolly and Protherro found through means of an online survey that consumers do
attempt to address environmental concerns through market-based mechanisms and thus
their actions are a result of feeling a moral responsibility to take individual actions. 44
However, their study found that a lot of eco-consumers have families and social
relationships that they must maintain. In order to maintain relationships with co-workers,
neighbors, and friends, individuals that identify themselves with trying to help the
environment through their consumption patterns have been faced with unwanted
compromise and negotiation. 45 Their findings suggest that though eco-consumers are
consciously trying to make an effort to change their purchasing habits to support
companies that produce sustainable goods, their friends and families have not yet fully
accepted their new purchasing behavior.
This literature review has examined all previous relevant research that pertains to
my study. The variables-brand, region of origin, price, and organic labeling-are all
independent variables that are hypothesized to influence a consumer's decision to
purchase a bottle of wine. The following figure summarizes my thesis and what I believe
the dependent variable, purchasing decision of wine, is a function of.

44 John Connolly and Andrea Prothero, "Green Consumption," Journal of Consumer Culture 8,
no. 1 (March 2008): 138.

45

Ibid, 125.
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Figure 2.3 Purchasing Decision as a Function of Region of Origin, Brand, Price, and
Organic
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Therefore the first three hypothesizes based on previous research is:
HI: Brand will be a significant variable in the purchasing decision, having both a
positive and negative correlation with particular consumers
H2: Region of origin will be a significant variable in purchasing decision, having
both a positive and negative correlation with particular consumers.
H3 : Price will be a significant variable in purchasing decision, having both a
positive and negative correlation with particular consumers.
There has been no previous research published on the study of organic wine in the
United States. However; previous research has shown that sustainable and organic goods
indeed are positively correlated with sales for goods such as cotton and coffee and
therefore the same correlation may exist for organic wine.
My fourth hypothesis and the one that is the focus of this thesis is:

H4:0rganic will be a positive variable for certain consumers and an insignificant
variable for others.
In Figure 2.3 the region of origin variable is hypothesized to have a positive or
negative effect on consumers' purchasing decisions because regions that are known for
quality wines will positively affect consumers' decisions to purchase a wine whereas
some lesser known regions will have a negative effect as the consumer will automatically
think that because they haven't heard of the region it must not be good. As depicted in
Figure 2.3 the brand variable, much like the region of origin variable, is thought to have a
positive or negative effect on the purchasing decision. This effect reflects the literature
that was summarized under the brand sub-section, which found that individuals were
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positively and negatively affected by well known brands. Lockshin found that well
known brands in the wine industry more often than not were larger wineries that focused
on quantity and affordable prices rather than quality. Therefore I expect some well known
brands will have a negative effect on consumers, while some other well known brands
should have a positive effect. Price is shown to have a negative or positive affect because
as studies have shown a cheap price is associated with lower quality and therefore some
consumers will be discouraged to purchase a cheaply priced wine. Some studies have
shown that higher priced goods are processed by the consumer as higher quality and
therefore some consumers will be positively affected by high prices. And finally, the
organic labeling variable is hypothesized to have a positive effect on the consumers'
decision to purchase a wine because it communicates to consumers that the wine was
made using organic grapes with little impact on the environment. This is supported by the
previously described studies that found purchasing organic goods to be a self rewarding
activity.

CHAPTER III

METHODS

This chapter describes the methods in I used to collect data and how I analyzed it.
Because different individuals value different variables for purchasing wine I chose the
main three variables that previous research has supported as the most significant variables
in consuming a product, brand, region of origin, and price. In addition to these variables,
I added the organic variable to evaluate my hypothesis that organic labeling would
positively influence purchasing decisions.

Research Strategy
The four main variables I will be collecting data on will be-brand, region of
origin, price, and organic labeling. All four have been found to play significant roles in
consumers' purchasing decisions. However, previous research has not examined all four
variables together with regards to a particular good for consumption purposes. It is for
this reason I have chosen these four variables for analyzing the consumer's behavior
towards wine. My data collection effort follows that of Lockshin
collected data on three of the four variables included in my study and had found that all
variables play significant roles in wine purchasing decisions. 1

I

Lockshin.
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Collection of Data
To collect the data on these four variables I created an online survey that asked
respondents to consider all of the variables and rate their feeling towards the wine. The
survey is made up of a total of 20 questions that begin with five simple demographic
questions asking the respondents' sex, age, income, education, and how often they
consume wine. This will allow me to segment the participants into several categories in
order to see whether there are similarities among individuals with the same
demographics. Next, a series of questions was created to capture the individuals'
preferences for wine.
To simplify the wine choices I chose to only use domestic Merlots. Lockshin
found that by limiting the wine choice to a specific variety and country the study is able
to focus more on the variables of brand, price, region, and, in my study organic labeling.
To better understand each variable I included several brands, price points, and regions all
of which are found on Table 3.1.

Table 3.1 List of Specific Variables used in Survey

Brand

Price ($)

Region

Organic

Blackstone
Francis Coppola
Fetzer
Flora Springs
Beringer
Clos Pegase
Sterling
Meridian
Clos Du Bois

7.99
15.99
20.49
13.99
25.45

Napa Valley
Sonoma County
Mendocino
Alexander Valley
Columbia Valley

Organic
Not Organic

!

w

o
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All these variables were based on data I collected through two interviews I
conducted with the sales managers at larger wine sellers in Colorado Springs. The seven
brands used were the top selling Merlot wines in October and November of 2008. The
other two wines, Meridian and Clos Pegase, were less known wines and therefore chosen
to show that individuals might not know the brand and as a result might be less likely to
choose them. The price points used represent the price ranges seen by the consumer on a
wine shelf at the liquor store. Four of the regions used were found on all the top selling
wines. The Mendocino region is a less known winemaking region and was included to
test how consumers react to a less well known region of origin.
With all these variables I created 15 questions. Each wine in the question has one
of the characteristics of each of the four variables listed in Table 3.1. Also because the
methods follow those used by Lockshin in his work on Austrialian wine, I chose to
follow his advice by including a visual image with the question to allow the participants
of the survey to connect with the product they are being asked about as seen in Figure
3.2. In order to better understand the participants' decisions, I included an optional subquestion that allows the participants to give the reasoning behind their likelihood to
purchase the specific wine shown in the question as seen in Figure 3.3. The responses
from the optional questions provided some clarity to the reasoning behind respondents'
evaluation of the wines.
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Figure 3.2. Sample Survey Question

*6. Consider this wlnewit.llthe folJowlngchal1cterlsticsi
Fl'incisCoppola Diamond Collection Mertot, Napa Valley, 15.99.

Not likely to

Purchase
Would you be Ilkely to
purchase thIs wIne?

Very likely to
Purchase

No opinion
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Figure 3.3 Sample Optional Question
1. {Optional}
What was the reasoning behind your choice?

CHAPTER IV

RESULTS

A total of 101 individuals completed the survey that asked respondents to evaluate
15 different wines. This resulted in a total sample of 1,662 observations. Of these, 300
observations were deemed unsuitable for analysis because it appeared that respondents
did not take the survey seriously. Once those observations were removed the sample
consisted of 91 individuals' wine choices that accounted for 1,362 observations.
Correlations of the dependent and independent variables for the 1,362 choices
included in the sample are shown in Table 4.1.
In the correlation matrix a few of the independent variables were found to have
high correlations with other independent variables, suggesting that multicollinearity
problems may exist. Specifically, the income variable was found to have a high
correlation with age (r=.546) and a high correlation with education (r=.405), the Sterling
variable had high correlations with price (r=.453) and Napa (r=.443), and the Mendocino
variable had high correlations with Fetzer (r=.683) and Beringer (r=.420). To avoid
multicollinearity problems, the Sterling, Mendocino, and income variables were left out
of the regression analyses, but Age, Education, Price, and the Fetzer and Beringer brands
were retained in the regression analyses.
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TABLE 4.1. Correlations among the Variables
Buy
Buy
Sex
Age
Education
Often
Price
Blackstone
Coppola
Fetzer
Flora
Beringer
Clos
Meridian
Napa
Sonoma
Alex
Organic

Sex

Age

Education

Often

Price

Blackstone

Coppola

Fetzer

Flora

Beringer

Clos

Meridian

Napa

Sonoma

Alex

Organic

1.000
0.061

1.000

0.086

0.109

1.000

-0.001

-0.062

0.392

1.000

0.054

0.283

0.210

0.104

1.000

-0.140

0.000

0.000

0.000

0.001

1.000

0.064

0.001

0.001

-0.001

-0.002

-0.313

1.000

-0.039

0.001

0.001

-0.001

-0.002

0.345

-0.154

1.000

0.046

0.001

0.001

-0.001

-0.001

-0.075

-0.105

-0.105

1.000

-0.072

0.000

0.000

0.000

0.001

-0.069

-0.196

-0.196

-0.134

1.000

0.039

-0.001

-0.001

0.001

0.002

0.176

-0.154

-0.154

-0.105

-0.196

1.000

0.015

0.001

0.001

-0.001

-0.001

-0.075

-0.105

-0.105

-0.072

-0.134

-0.105

1.000

-0.056

-0.001

-0.001

0.001

0.002

-0.095

-0.154

-0.154

-0.105

-0.196

-0.153

-0.105

1.000

-0.001

0.002

0.002

-0.002

-0.003

0.194

-0.237

0.206

-0.162

0.076

-0.237

-0.162

0.208

1.000

0.063

0.000

0.000

0.000

0.001

-0.656

0.295

-0.196

-0.134

0.168

-0.196

-0.134

-0.196

-0.302

1.000

0.008

0.000

0.000

0.000

0.001

0.103

0.295

-0.196

-0.134

-0.250

0.297

-0.134

0.291

-0.302

-0.250

1.000

0.107

0.001

0.001

-0.001

-0.002

-0.417

0.080

-0.321

0.328

0.270

0.082

-0.219

0.082

-0.186

-0.067

0.274

1.000

VJ
VI
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TABLE 4.2. Results of Regression Analyses
(Dependent variable in all models is Desire to Buy; t-statistics reported in parentheses.)
Model #1

Intercept

2.3321
(4.30)

Sex

0.1183
(1.46)

Age

0.0698
(3.05)

Education

-0.06
(-1.25)

Often

Blackstone

0.0423
(1.03)
-0.0109
(-0.6)
-0.0253

Coppola

(-0.l3)
-0.0068

Price

Fetzer
Flora
Beringer
Clos
Meridian

Model #2

***

2.4455
(24.91)

Sonoma
Alex
Organic

***

3.007
(11.6874)

***

0.12
(1.46)
**

0.067
(3.22)

**

0.0706
(3.0)

**

-0.06l3
(-1.27)
0.0406
(0.97)
-0.0347

***

(-5.23)

(-0.04)
0.0214
(0.08)
-0.5411
(-3.45)

***

-0.518

***

(-4.97)

0.1682
(0.85)
0.3639
(1.21 )
-0.4434

*

-0.4699

(-2.16)
Napa

Model #3

0.4378
(3.01)
0.4175

***

(-3.89)
**

0.2072
(2.25)

*

**

0.4904
(5.77)

***

(1.46)
0.0955
(0.63)
0.5073
(3.14)

R Square

0.06

F Statistic

5.63

*p<.05

0.04
***

11.80

**p<.OI

0.03
***

***P<.OOI

8.79

***
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The results of the regression analyses testing the hypothesized relationships are
summarized in Table 4.2. The three models shown on the previous page represent three
separate regression analyses that were run. The first (Model #1 in Table 4.2) includes all
the independent variables that were included in the study with the exception of the three
variables that were found to be potential sources of multicollinearity. The second (Model
#2 in Table 4.2) includes only those variables that were found to be significant in Model
#1. The third (Model #3 in Table 4.2) includes the demographic variables and the price
variable.
The results from the first regression (Model #1 in Table 4.2) provide considerable
support for this study's hypothesized relationships. As hypothesized, price was negatively
associated with the desire to buy, however, it was not a significant independent variable
as indicated in the first column of Table 4.2. The results show that brand has a strong
association with the desire to buy, however, some brands were found to be positively
correlated while most were found to be negatively correlated. The three regions in Model
#1 were all positively associated with the desire to buy a particular wine, but the Napa
region variable was found to be the only region that significantly and positively
influenced the desire to buy. As indicated in the first column the age variable was the
only significant variable that was gathered out of the demographic part of the survey.
Organic turned out to be a significant positive variable for the desire to buy. This
finding supports the hypothesis that organically labeling is in fact, a positive influence to
consumers' purchasing decisions. In both models shown in Table 4.2 the organic variable
tested as one of the more significant variables.
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Model #2 includes only those variables that were significant in Model #1 in order
to develop a parsimonious model that explains consumers' wine purchasing decisions.
All variables as shown in the second column became even more significant in the second
regression with the exception ofthe Napa variable.
The third regression shown in Model #3 included only the demographic variables
and the price variable. The results from Model #3 were similar to that of the first
regression in Model #1 with the exception of price. In the third column price became a
very significant variable and was found to be negatively associated with the desire to buy.
The result supports this study's hypothesized relationship between price and the desire to
buy.
The data collected as indicated on the bottom of Table 4.2 in Model #1, only
explains for 6.3 percent of the variation in consumers' purchasing decisions to buy. In the
second model the significant variables only explain 4.2 percent of the desire to buy. And
in the third model demographics and price only explain three percent of the desire to buy.
This makes plain what is surely the case, that many, many factors beyond the variables
included in this study influence consumers' wine purchase decisions.
In Table 4.3 three different factor analyses results are displayed. All three
analyses included all of the independent variables used in the regressions from Table 4.2.
As indicated by the two factor analysis from Table 4.3, price, Sonoma, Coppola, organic,
Napa, and Blackstone were all grouped under Factor 1 while the other variables were
grouped under Factor 2. In the three factor analysis, the variables were again grouped
under different factors this time being broken up as such: price, Sonoma, and Coppola
were grouped under Factor 1; Alex and Beringer were grouped under Factor 2; organic,
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Flora, Blackstone, Napa, Fetzer, Meridian, and Clos were grouped under Factor 3. The
final, four factor analysis, grouped all the independent variables under four factors. The
grouping resulted as follows: price, Sonoma, Coppola under Factor 1; Alex and Beringer
under Factor 2; organic, Flora, Blackstone, and Clos under Factor 3; Meridian, Fetzer,
and Napa under Factor 4.
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TABLE 4.3. Results of Factor Analysis of Variables
2 Factors Analysis

3 Factor Analysis
Factor Score Coefficients

Factor Score Coefficients
Variable
Price
Sonoma
Coppola
Organic
~apa
Blackstone
Fetzer
Alex
Beringer
Flora
Meridian
Clos

Factorl
-0.335
0.272
-0.247
0.230
-0.224
0.217
0.064
0.073
-0.020
0.076
-0.027
-0.030

Factor2
-0.133
0.270
0.112
-0.166
0.148
-0.049
-0.040
-0.433
-0.303
0.220
-0.169
0.065

Variable
Price
Sonoma
Coppola
Alex
Beringer
Organic
Flora
Blackstone
Napa
Fetzer
Meridian
Clos

4 Factor Analysis
Factor Score Coefficients
Variable
Price
Sonoma
Coppola
Alex
Beringer
Organic
Flora
Blackstone
Clos
Meridian
Fetzer
Napa

Factorl
-0.3351
0.272
-0.247
0.073
-0.020
0.230
0.076
0.217
-0.030
-0.027
0.064
-0.224

Factor2
0.133
-0.270
-0.112
0.433
0.303
0.166
-0.220
0.049
-0.065
0.169
0.040
-0.148

Factor3
0.033
0.184
0.139
0.074
0.102
-0.393
-0.331
0.304
0.225
-0.227
-0.245
-0.257

Factor4
0.145
-0.085
-0.017
-0.175
0.300
0.105
0.127
-0.222
0.154
-0.516
0.347
-0.308

Factorl
-0.335
0.272
-0.247
0.073
-0.020
0.230
0.076
0.217
-0.224
0.064
-0.027
-0.030

Factor2
0.133
-0.270
-0.112
0.433
0.303
0.166
-0.220
0.049
-0.148
0.040
0.169
-0.065

Factor3
0.033
0.184
0.139
0.074
0.102
-0.393
-0.331
0.304
-0.257
-0.245
-0.227
0.225
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The results from Table 4.3 make the point that after conducting a 2 factor, three
factor and a four factor analyses there are no clear groups or segments of wine drinkers.
Because there are so many variables that are not accounted for in this study it is hard to
classify any particular wine drinker with the information this study has gathered.

CHAPTER V

DISCUSSION AND CONCLUSION

Variables Associated with Wine Choice
So what does the literature I reviewed in Chapter 2 and what do the results from
my data analysis suggest about the variables that are associated with wine consumption?
Table 5.1 summarizes my results and compares them to the results of Lockshin's key
study on wine selection.
The results of this comparison shown in Table 5.1 suggest that both Lockshin's
study and this study found that brand and region of origin are significantly associated
with consumers' wine purchasing decision. However, in my study only one region had a
significant influence. Napa Valley was the only significant region that appeared out of
this study. The other regions-Alexander Valley and Sonoma Valley-were found to be
insignificant to the consumer's decision to purchase a particular wine. This could be a
result of the lack of knowledge the individuals I surveyed had about these wine regions
and therefore support the theory that consumers' purchasing decisions are positively
correlated with well known regions.
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TABLE 5.1 Results of Two Studies Looking at
the Variables Involved in Purchasing Wine
Lockshin (2006)
Positive/Negative, brand was
fmUld to be a negative factor if
individuals did not recognize
the name

This Study
Some brands positively
associated and some brands
negativiely associated with
purchasing decision

Region of Origin

Positive

Not a significant factor

Price

Positive/Negative, price was
positive for high involvement
consumers and negative for
low involvement conumers

Not a significant factor in
the first two regressions but
very significant in the third
regression

Award Effect

Gold medals awarded to wines
were positively associated with
the purchasing decision

Not considered

Organic

Not considered

Positively associated with
purchasing decision

Brand

44
Price did not appear to be a significant variable in the first two regressions shown
on Table 4.2, however in the third regression it appeared to be a very significant variable.
The results from Model #3 in Table 4.2 showed price to be a significant and negatively
associated variable to consumers' desire to buy. However, when all variables were
included in the regression the P-value of price became insignificant which suggests that it
should not be a factor in consumers' purchasing decision. To further investigate this
issue, I looked at the survey responses in regards to the optional response boxes that
asked individuals their reasoning for how they answered. Their response on every wine
that was marked as $20 or more was " ... too expensive ... " When I did the same thing for
wines that were marked as $7.99 the majority of responses for the optional questions
could be summed up as " ... too cheap ... " This would suggest that even though the first
two regressions showed price as being insignificant, there in fact, is some kind of
connection between the desire to buy wine and price as suggested by the third regression.
The organic variable was not tested in Lockshin's study, instead his study looked
at award points. Though it is a significant variable my study did not include it and instead
replaced it with the organic variable. The results showed that there was in fact a very high
correlation with wines being labeled organic and the decision to purchase those wines.
This supports the hypothesis that wines with organic labeling are more likely to be
purchased.
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Contributions of the Study
The contributions of this study to the academic literature are that correlations exist
between the independent variables: brand, region of origin, organic labeling, and age of
consumer. Depending on the brand there may be a positive or negative influence on
consumers' wine purchasing decisions. Region of origin was found to have a positive or
no effect on the consumers' wine purchasing decisions, which depends on ifthe region is
well known or not. Organic labeling was found to have a strong positive influence to
consumers' wine purchasing decisions. Age was found to have a positive correlation with
the purchasing of wine. Even though it was not one of the main variables involved in the
study, it was an interesting significant variable that indicates that the likelihood of wine
being purchased is higher if the individual is older. This finding suggests that the younger
population of the survey tended to answer "less likely" more than the older part of the
surveyed population that may on average have answered "more likely." The age variable
reflects the perception of wine for more youthful adults whose drinking habits favor beer
and spirits. Wine is a beverage that tends to be enjoyed by an older age group who
essentially has the disposable income that allows them to afford consuming wine rather
than beer or spirits.

Areas for Improvement
A significant limitation of this study is that it seeks to explain wine purchasing
decisions using only four main variables-brand, region of origin, price, and organic
labeling. Though brand, region of origin, price, and organic labeling are all good
indicators of whether a consumer will purchase a particular wine, they cannot account for
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all the variables that contribute to a consumer's desire to buy a certain bottle of wine.
Variables such as emotional state, weather, time frame, boredom, etc. could all be
significant factors that playa part in the decision making process of purchasing a
particular wine, but they are all very difficult to assess in regards to consumer behavior
towards wine.
Only 101 individuals participated in the survey and only 91 of those participants
were deemed suitable. If I had a larger sample size, the results of the regression may have
come out more favorable with more significant variables.
A factor that I could not really test for was "the high involvement" and "low
involvement" wine consumer due to limited software. As suggested in the literature
review, these two types of consumers react differently towards different variables. The
"high involvement" consumer reacts positively towards higher priced wines and more
renowned brands where as the "low involvement" consumer responds positively to
cheaper priced wines and the brand variable is seen to be insignificant to this type of wine
drinker.
The observations I gathered through my survey was made up of individuals from
all over the U.S. I feel that if this study was to be conducted again, it should only
included a population from a certain state or even more specific, a town/city in the U.S.
The reasoning is that some individuals are raised in regions that value wine culture more
than others. For example Northern Californians pride themselves on their region's ability
to produce fine wines, which translates to a conversational knowledge oflocal wineries
and regions. Whereas in Colorado Springs, Colorado, where a majority of my survey
respondents lived, individuals tend to not have as much of a working knowledge as
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someone from Northern California may have because they are not exposed as much to a
wine culture. This shortcoming is supported by the results of this study, which found that
only Napa Valley is a significant region of origin variable to consumers' purchasing
decisions. Any individual from Northern California will disagree that Napa Valley is the
only positive significant region of origin variable. Sonoma Valley and Alexander Valley
are considered to produce wines of equal if not better quality than Napa Valley. However,
because of the low recognition these regions receive outside of California, consumers
with little knowledge of these wine regions often ignore the wines that hail from the
Alexander or Sonoma Valley. Therefore for future research purposes I suggest that the
study be conducted in two areas with two different sets of regions of origin as well as two
different sets of brands that reflect the local wine industry. This will potentially result in
more conclusive evidence on the positive and negative influences that certain brands and
regions of origin may have on consumers' purchasing decisions.
Further research can be done on sustainable and organic labeling in order to find
out which is more important to consumers. This research would potentially open the door
for wineries that would like to advertise their sustainable farming practices but do not
want to go through the hassle of obtaining a USDA Organic Certified label on their wine.
The regulations associated with putting a label on a wine bottle that says, Produced by a
Sustainable Winery, are a lot less-making it easier to obtain. Furthermore if, in fact,

sustainable labeling was found to have a positive correlation with wine choice, then
wineries that want to appeal to the environmentally conscious consumers would not have
to go through all the trouble of obtaining an organic certification.
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Managerial Implications
The findings of this study suggest that winery owners looking to increase annual
sales should seriously consider obtaining an organic certification, positioning their
winery in a well-known region, and possibly creating an advertising campaign that
targets an older consumer segment of the market.
The organic certification should be considered if a winery already embraces
sustainable practices or wants to appeal to consumers who are willing to pay more for a
wine that minimizes its environmental impact. It is important to be aware that the initial
three years after a winery has declared its intent to become organic, it cannot actually
advertise that its wine is organic. In the beginning of the fourth year of not using
herbicides and pesticides, the winery will receive its certification and will be able to
advertise its certification on its bottles. Once an organic certification is achieved by a
winery, that winery must then make annual payments to the USDA as well as pay for any
soil tests that are required by the USDA in order to keep its certificate. If the cost
achieving an organic certificate larger than any anticipated increase in sales revenue, then
it may not be a wise decision to convert to organic farming practices. However, if
projected revenue increases significantly out-weigh the cost of obtaining an organic
certification, then it would be wise to pursue organic labeling.
If a winemaker is thinking of starting a winery, the results of this study pertaining
to region of origin would suggest that the winery be located in Napa Valley. This study
found that the Napa Valley was the only region to have a positively significant
correlation with consumers' purchasing decision. This means that when consumers see
Napa Valley on a wine label they are more likely to purchase it.
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The age variable that was found to be a significant variable in this study and this
can be interpreted as a way to attract new clients. If owners are able to create an
advertisement/marketing campaign that allows their wine to appeal to older consumers,
then they would potentially see their ad dollars translate to an increase in sales revenue.
One method that could prove to be beneficial would to open wineries to fundraisers and
tastings. The idea of opening a winery to the public as a marketing strategy was first
implemented by the Francis Coppola Winery in the mid-1980's. Since then it has become
a standard method of advertising wineries' wines and values in Napa Valley.

Conclusion
This paper has attempted to examine the influence organic labeling has on
consumers' wine purchasing decisions. The four influencing factors this study examined
were brand, region of origin, price, and organic labeling. The findings of this study have
suggested that all four of these variables play an important role in consumers' wine
purchasing decisions.
The analyses of the regressions suggest that all four variables have an influence
on consumers' desire to buy a particular wine. The main finding of this study was the
significance of organic labeling to the desire to buy, which provides support for one of
this study's key hypothesized relationships.
Chapter I provided a brief introduction to consumer behavior towards consumer
goods and the potential that exists for industries that have not entered the organic market.
This chapter also included a brief historical overview of the growth of organic goods as
well as a historical timeline of wine growing in the U.S.
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Chapter II reviewed all previous studies on the subjects that pertained to
consumer behavior particularly highlighting the four main variables this study focuses on.

In addition it included the study's proposed hypotheses.
Chapter III outlined the method in which data would be collected and analyzed.
As well as included a sample survey and a list of variables that would be used in the
survey. The next chapter presented the results from three different regressions.
The final chapter interpreted the results from Chapter IV. This chapter began with
a comparison of this study's results with a previous study by Lockshin. The next section
highlighted the contributions this study had to offer to the academic world, followed by a
managerial implication section that provided wine owners advice on whether or not they
should enter the organic market.
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