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Introduction

The purpose of this paper is to explore why location still matters in the wine industry despite its
increasingly global nature and analyse the various approaches for categorising it. The wine industry has
been experiencing dramatic changes during the last 25 years, with the emergence of new markets, as
well as new competitors and new production places. The industry has increasingly become global and
concentrated. Large multinational companies adopt global strategies, sourcing grapes and wine from
various locations worldwide. The development of varietal wines enables such a move, as the origin of
the wine consequently loses its importance.

We would therefore assume a diminution of the "sense of place" in the wine industry and the end of
wine territories. For Veseth (2011), "somewhereness" is to be replaced by "nowhereness". Yet, evidence
shows that the place of production remains important and has even gained momentum in new
producing countries. The academic literature has tried to analyse the factors behind this sense of place.
Two different frameworks have emerged: while academics from traditional producing countries mostly
refer to terroir, new those from producing countries tend more frequently to focus on clusters. Yet, this
division is increasingly criticised, in particular for being artificial (Bélis-Bergouignan, 2011).

Rather than finding differences and similarities between the terroir and cluster models in wine, our first
purpose in this paper is therefore to analyse their complementarities. Indeed, we want to show that
these frameworks simply view similar structures with different lenses. Our second objective is to bring
back together existing frameworks in order to conceive a comprehensive one.
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Terroir: factor endowments and comparative advantages

A first explanation of the importance of location in the wine industry builds on the traditional "terroir"
concept. The definition of terroir given by the French INAO! focuses on the physical specificities (soil,
climate) of a particular vineyard (Marchesnay, 2002). This definition has gradually evolved to take into
account human action as well, whether by the choice of grape varieties, the selection of parcels or the
growing methods. In the OIV resolution VITI 333/2010, the OIV defines terroir as "a concept which refers
to an area in which collective knowledge of the interactions between the identifiable physical and
biological environment and applied wine-making practices providing distinctive characteristics for the
products originating from this area".

"Terroir" hence refers to the combination of climatic, soil and other site-related natural conditions, such
as topography, landscape characteristics and biodiversity features. Although human influence is
integrated in this definition, it remains limited to making the best out of natural conditions, i.e. finding
and using the most adequate grape varieties or winemaking techniques.

This framework builds on the factor-proportion theory that emphasises the importance of local factor
endowments (land, labour capital, natural resources) in international trade and specialisation (Hira and
Swartz, 2014)2. The model suggests that several production factors, primarily labour and capital, but also
land and natural resources, are used in the production of final goods. Countries and regions have
different quantities, or endowments, of production factors available for use in production. Each country
or region will consequently specialise according to its comparative advantage that is to say in products
making use of the most abundant — hence cheapest — production factors.

For an agricultural product such as wine, soil and climate, (i.e. the "terroir" (Hira and Swartz, 2014)) are
key production factors. It is commonplace to say, within the world of wine, that the most reputed
regions gain their reputation because of the quality of their natural environment. The quality of a wine is
thus determined by its particular location, the best wines being produced in regions endowed with the
best land and climatic conditions. Furthermore, appellations aim to protect local producers from
outsiders and free riders, whose objective is to take an unjustified advantage of a terroir's reputation.
Appellation is hence in part the legal crystallisation of the non-legal concept of terroir as a place and
tradition influencing a producer.

Yet, this explanation is being questioned on different grounds. First, although factor endowments may
explain why some regions are better equipped than others as far as wine production is concerned, they
do not precisely differentiate among similar wine regions or explain what makes a specific wine region
successful. They also overlook the recent success of wines originating from new producing countries
that put less emphasis on terroir, as supply and production are often spread across various locations. It
is thus argued that, with the evolution of technology, natural conditions have lost their importance (Hira
and Swartz, 2014).

! National Institute for Control of Origin. This is the organisation in charge of regulating
the French appellation system.

2 It was originally developed by two Swedish economists, Eli Heckscher and his student
Bertil Ohlin in the 1920s and extended by Paul Samuelson in the 1930s.
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Clusters: agglomeration economies and transaction costs

The emergence of new producing countries is often associated with the competitiveness of local
clusters, defined as "geographical grouping[s] of enterprises which operate within a specific industry"
(Porter, 1998), such as wine. The cluster framework builds on the theories of Alfred Marshall (1890): in
his book, Principles of Economics, he showed that economic activities tended to concentrate
geographically in a defined space to benefit from specific competitive advantages linked to geographical
proximity. Michael Porter (1998) initiated the idea of clusters using as one example among others, the
Californian wine cluster.

This reference was subsequently used to describe varyingly sized production areas in Chile, Brazil, New
Zealand, South Africa or Texas: Australia has thus sometimes been considered as a "meta" or "mega"
continent-wide cluster (Aylward, 2004a; Muller & Sumner, 2006; Visser & De Langen, 2006). The
concept has been less frequently used as an analytical framework for vineyards located in traditional
wine producing countries, such as the Douro wine region in Portugal (Rebelo & Caldas, 2011) or
Bordeaux (Bélis-Bergouignan, 2011).

In this framework, local factor endowments/comparative advantages matter less than the components
of the cluster's business environment, as detailed in the "competitiveness diamond" model. This model
aims to explain the competitive advantage of territory in a given industry by combining industry- and
location-specific factors. The diamond includes four sides:

e |nput conditions: infrastructures, qualified labour force, technological practices and know how, and
the presence of training and research organizations.

e Demand conditions: the size and the requirements of the market, which encourage local firms to
improve their produce in terms of quantity, price and quality.

e Strategy, structure and competition among local companies: the location of a high number of
competitors in a given territory enables them to distinguish themselves from each other by the quality
and price of their products, as well as by a continuous innovation process.

e Related and supporting industries: the presence locally of a large number of specialized and
complementary firms (cooperage, glassware, labels, machines and inputs) enables firms in a given
sector to obtain the best goods and services at the best price.

The dynamics of a cluster is based on the productivity gains generated by geographic proximity and

access to specific local inputs. The geographic concentration of complementary participants facilitates

the regularity of interactions by reducing transaction costs between partners. The presence of
specialised suppliers, service providers and support organizations (training and promotion bodies, local
authorities) provides local firms with easy access to diversified private and public services and resources

(training, expertise, infrastructures).

Innovation within the cluster is also driven by the intensity of complementary relationships between
local firms, each one adapting to demanding clients' needs and putting pressure on its suppliers or
providers (Aylward, 2004b). Competition between companies within the cluster is a catalyst for
productivity gains and innovation as well, as each company is encouraged to distinguish itself from its
neighbours, both partners and competitors, whereas complementarities enable insiders to achieve
economies of scale, whether in terms of trade, logistics or marketing.

97



A clustering process emerges when the simultaneous presence of a significant number of factors
generates a threshold effect. Subsequently, clusters tend to reinforce themselves, insofar as the
presence of favourable conditions attracts existing firms — outsiders wanting to become insiders — and
invigorates the entrepreneurial process. Eventually, relationships between complementary clusters
(wine, tourism, gastronomy, and culture) will contribute to enhancing the overall coherence and global
competitiveness of the cluster.

This model enables one to understand the individual strategies of companies in an economy that is
largely regulated by market relationships. In a "Smithian" logic of "invisible hand", the pursuit by each
player of its self-interest creates the right conditions for competitiveness at a collective level and on a
regional scale. Although the role of national and local governments (the fifth side of the diamond) in
encouraging competition and hence competitiveness — through their support to training and research,
the creation of infrastructures and the introduction of laws promoting competition and consumer
protection — is acknowledged, it remains limited to the creation of an appropriate framework in which
companies will compete.

Furthermore, the model mostly relies on market-based mechanisms generating traditional
agglomeration economies — positive external effects induced by geographic proximity —and reducing
transaction costs. It somehow tends to neglect non-market relationships such as inter-personal
relationships and trust, emphasised by such authors as Gordon and McCann (2000). Porter (1998) does
stress the importance of collaboration among companies, with the support of so-called "institutions for
collaboration" in developing "public goods" that will contribute to competitiveness on a collective level.
This is in line with the "territorial branding" concept, i.e. the idea that a wine territory is offering a
product that cannot be replicated elsewhere both for environmental and socio-cultural reasons
(Charters and Michaux, 2014; Charters and Spielmann, 2014). Yet, the reasons and ways cooperation
and these institutions develop is not formally explained (Ditter and Brouard, 2014; Hira and Swartz,
2014).

The model is moreover often questioned for lacking solid scientific bases (Martin and Sunley, 2003).
First, the boundaries of clusters are contingent and rarely follow the traditional categories used to
classify industrial and economic statistics. The term "cluster" can therefore be used to name very
different objects, such as the Australian wine industry on one hand and much smaller vineyard areas like
the Napa Valley on the other hand. Local concentration of wine producers is very often synonymous
with cluster activity, although insiders may not cooperate with one another. Second, the nature of the
clustering process is itself not clearly explained: the framework may be useful to understand how actual
clusters operate, but has limited prescriptive implications and does not provide much support to policy-
making.

Finally, the competitiveness framework helps understand the development of new producing countries
that favour light regulations, open competition and innovation-driven strategies. It is less relevant as far
as traditional producing countries are concerned, where non-market mechanisms, traditions and
government regulations play a bigger role. As Smit (2010 p.124) explains, "Porter's Diamond Framework
is not a new theory that explains the competitiveness of countries but rather a framework that
enhances our understanding of the international competitiveness of firms. [...] It should be taught as a
tool for analysing country sources of competitive advantage in order to enhance the ability of managers
to make informed decisions on how to configure the value chain, and where to do what in the world".
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The resource-based view: connecting organisations to their environment

A more recent perspective on location-specific advantages in the wine industry builds on the resource-
based view of the firm (Penrose, 1959; Wernerfelt, 1984; Peteraf, 1993). The latter was initially designed
to understand the bases of firms' competitive advantages: it suggests that the competitive advantage of
a firm stems from the resources (assets) that it owns, or is able to get access to. Those resources are
"tangible or intangible assets that firms use to conceive and implement their strategies" (Barney, 1991),
including land, buildings, equipment, but also brand reputation, trademarks or intellectual property.

Resources are both heterogeneous — they differ from one firm to the other —and immobile, so they
cannot easily be transferred from one firm or place to the other. They are either found within the firm
or can be acquired from its environment. The existence of location-specific, or territorial, resources may
therefore give insiders a sustainable competitive advantage over outsiders (Hervas-Oliver & Albors-
Garrigds, 2007). Territorial resources can be natural (soil, climate)® or constructed (historical, cultural
and social). They are considered as distinctive if they are difficult to transfer or imitate. Distinctive
resources can in turn be divided into two categories: "systemic" and "restricted access" (Wilk &
Fensterseifer, 2003; Fensterseifer and Rastoin, 2013).

Systemic resources are external effects, such as agglomeration economies, that are accessible to all
insiders. It is the case for example of a positive reputation enjoyed by a vineyard, due to adequate
geophysical conditions (terroir), or the presence of a dynamic inter-professional association. Restricted
access resources are local practices, scientific or technological knowledge generated by local research
institutions, whose value depends on the absorptive capacity of each producer (Cohen and Levinthal,
1990). The capacity of an individual producer to exploit territorial resources will in fact depend on its
objectives and positioning, as well as its own internal resources and competences. These resources are
consequently difficult to use, even by insiders themselves, and are a source of differentiation within the
vineyard area (Fensterseifer and Rastoin, 2013).

For instance, the success of the Franciacorta appellation, located between Milan and Brescia, is in part
due to the use of drills, which enabled some producers to dig large temperature controlled storage
cellars intended for sparkling wines. In Bordeaux, the investments made by the great Chateaux — state of
the art wine cellars, regular renewal of barrels, optical sorting equipment — ensure high standards well
beyond the reach of small local producers.

Fensterseifer and Rastoin (2013) identify five main types of resources (or capital) offered by wine
clusters:

e Natural capital: soil and climate, water resources and landscapes, which are the primary resources of
a vineyard.

e Technical capital: specialized labour force, equipment and inputs, advisory services, marketing and
distribution, financial services (risk capital, investment funds), the capability to disseminate internal
knowledge and know-how.

e Institutional capital: professional organizations, unions, specialized private or public organizations,
teaching and training organizations, research and technology centres, technical assistance centres.

3 Landscapes, although of natural origin, should nonetheless be considered as a constructed
resource.
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e Social capital: horizontal or vertical cooperation, informal networks dedicated to problem solving,
entrepreneurial spirit.

e Reputational capital: the wine region’s reputation for quality, the reputation of local appellations, the
attractiveness of wine tourism (wine routes, wine related cultural and artistic events).

This framework combines both terroir- and cluster-based perspectives: on one hand, a terroir is a

consistent set of resources making up a vineyard's natural capital, while contributing to building up its

reputational capital. It contributes to territorial branding. Yet, it is not the only type of resource

available to insiders. On the other hand, cluster effects are mostly encapsulated in the vineyard's

technical capital, while cooperation and other forms of non-market coordination mechanisms are

incorporated in institutional and social capitals.

The model is interesting as it raises the issue of dialectics between individual strategies and
performance on one side and collective performance on the other side: specific resources may be
considered as strategic by some insiders while neglected by — or not accessible to — others, due to
differences in absorptive capacities. It also emphasises the role of cooperation among insiders and of
local governance mechanisms as competitiveness drivers. The production and exploitation of territorial
resources requires locally embedded forms of organization, i.e. particular means of interaction among
insiders (local producers and other economic, social and political players).

Nevertheless, one key problem remains partly unanswered, relating to the resource formation process:
in the resource-based view, strategic resources are the product of a set of complex social relationships
where culture and history play an important part. They are also subject to causal ambiguity, as the
causes and consequences of specific resources are hard to distinguish. Because of these idiosyncratic
characteristics, the resource-based view can hardly be subject to generalisation and thus serve as a basis
for policy design and implementation.

Suggestions for an integrative framework

The previous models can be combined into a general framework explaining the role of location in the
wine industry. To do so, we build on an extended economic characterisation of terroir, considered as a
territory. From an economic point of view, a territory is "physical space, not limited by a court or
institutions but rather by natural elements of cultural and/or ideological order. It has an identity of its
own, determined by nature, culture, history, human and social capital (knowledge, know-how ...),
making-up a collective identity. It is a place of relationships between heterogeneous actors with
different objectives, leading to the implementation of collective dynamics characterized by a common
purpose" (Pecqueur, 2000, p.15). It is thus a social and historical construction, where interactions among
economic agents are at the origin of locally embedded resources.

Similarly, Rastoin and Vissac-Charles (1999, p.173) define terroir as "a homogeneous territory endowed
with a very strong identity, characterized by a set of natural (soil, climate) and cultural, historical and
social resources". It is a collective structure whose geographic components matter less than the
resources developed by these same players and their interactions, such as individual and collective skills,
building on enduring collective trust and facilitating an exchange. In particular, local producers are
embedded in a dense network of wide ranging social relations (family, professional, friendly, political or
economic) that have developed over time and promote the accumulation and dissemination of this
knowledge and know-how (Rastoin & Vissac-Charles, 1999).
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Interactions among producers (market and non-market, competition and cooperation — known as
coopetition) contribute to the formation of previously mentioned territorial resources.

e Competition drives quality improvement and innovation.

e Cooperation supports the development of specific skills and know-how

e Both contribute to the reputation of the vineyard area.

The wines of Bordeaux are for instance considered as good because of their mild maritime climate and
the gravel or clay/limestone soils on which the vines are planted. However, whilst there may well be
some truth in this, it is an environmentally reductionist argument. Historically, Bordeaux wines
competed for market share with other wines from south-west France, such as Cahors (once famous for a
wine so densely coloured it was called "black wine"). A simplistic explanation for the greater reputation
Bordeaux now has compared with Cahors could be the cooler winter climate of the later (or perhaps the
soil (Wilson, 1998)). However, it is also the case that the merchants of Bordeaux (the main place of
export for the region) effectively ‘strangled’ exports from the interior in favour of their own production.
Bélis-Bergouignan (2011) also emphasises the intensity of interactions among local players that
characterises the vineyard today.

However, territorial organisations require adequate regulation mechanisms due to existing tensions
between individual strategies and the collective territorial one. Traditional and new producing countries
have adopted different regulation mechanisms (Charters and Spielmann, 2014).

For instance, in most French vineyards, terroir is the cornerstone of a strategic model based on close
identification between territory, producer and product: "terroir products" are linked to a geographic
area but also and above all to, history, a culture and local collective know-how that give it its true value
and make it unique, consequently inimitable outside the territory. This identification between terroir,
firm and product constitutes an almost insurmountable barrier to the entry of outsiders, which puts
insiders in a situation of monopolistic competition in the niche thus created, generating unearned
revenues referred to as a "territorial rent", enabling them to charge high sales prices (Calvet, 2005;
Torre, 2002). At its best, it acts as a territorial brand, i.e. a form of location-related brand, where the
product sold is inextricably linked to its origin (Charters and Spielmann, 2014).

Outsiders can still capture part of the territorial revenues linked to the terroir by exploiting confusion on
the denomination or origin of the product, as highlighted by the disputes over the use of "Champagne"
and "Chablis" appellations in the USA (Spielmann and Charters, 2013), while insiders themselves can be
tempted to behave as "free riders". "Terroir-based" strategies are thus generally backed-up by
appellations: the early moves to create PDOs in France (in this case appellations) were indeed essentially
designed to protect the economic power of the growers in a single area by limiting the boundaries of
that area. This was, for example, the case in Champagne before the ultimate delimitation of what
became the area of the appellation in 1927 (Guy, 2003; Barrére, 2007). There is therefore a clear link
between PDOs and territory. To this extent, a PDO can be seen as the legal outworking of a territorial
brand, so that even in non-European countries it is no longer possible to claim a territorial designation
for a wine if the producer does not source the raw material for that designation.

However, in Europe the PDO goes further; it also prescribes production criteria (e.g. authorised grape
varieties, pruning methods, maximum yields, and minimum ageing periods). These constraints are
designed to guarantee a minimum quality level for the wine made within the territory in order to give
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the consumer some expectation of typicité (typicality) in all wines from the area. To this extent the PDO
takes on further responsibilities that are typically expected of a brand manager for a proprietary brand;

it does not just protect the name, but it also works to ensure product quality and consumer satisfaction.
Appellations are regulated by often sophisticated territorial rules and mechanisms, whose purpose is to
promote cooperation between various parties and ensure abidance by the common rules (Charters and

Spielmann, 2014).

Yet, other types of territorial strategies and governance mechanisms exist, in France, other European
countries, or new producing countries.

Conclusion

This exploration has attempted to reconcile competing academic and practitioner views about the
significance of "territory" in the world of wine production. (European) Terroir does not have to be
postulated in contradistinction to (New World) wine clusters. Rather, by adopting a resource-based
view and focusing on how organisations relate to their physical and institutional environments we have
shown that both perspectives can be employed to bring clarity to the notion of the wine territory.
Terroir is a form of industry organisation that operates inside cultural constraints and social
organisation, while clusters do not exist independently of the reputation offered by the physical and
constructed resources of a vineyard area. Both are, in any event, contingent, having evolved over many
centuries.

References

AYLWARD, D. (2004a). Wine Clusters Equal Export Success, The Australian & New Zealand Grape grower
and Winemaker, 487.

AYLWARD, D. (2004b). Working Together: Innovation and Export Links within Highly Developed and
Embryonic Wine Clusters, Strategic Change, 13(8); pp. 429-439.

BARNEY, J. (1991). Firm resources and competitive advantages. Journal of Management, Vol. 17(1), pp.
99-120

BARRERE C. (2007) "The genesis, evolution and crisis of an institution: the protected designation of origin
in wine markets". Journal of Institutional Economics, 3:2, pp. 165-181.

BELIS-BERGOUIGNAN (2011), Bordeaux wine, an archetypal terroir cluster?, The Open Geography Journal,
N°4, pp. 73-90.

CALVET, J. (2005). Les clusters vitivinicoles frangais a AOC. Une analyse en termes de biens clubs. Revue
d'Economie Régionale et Urbaine, N°4, pp. 481-506.

CAMAGNI R. (2008). Regional Competitiveness: Towards a Concept of Territorial Capital, in Camagni R.,
Capello R., Chizzolini B., Fratesi U., Modelling Regional Scenarios for the Enlarged Europe, Springer,
Berlin, pp. 33-48.

CHARTERS, S., MICHAUX, V. (2014). Strategies for wine territories and clusters: why focus on territorial
governance and branding? Journal of Wine research, Vol. 25(1), pp. 1-4

102



CHARTERS, S, SPIELMANN, N. (2014). The characteristics of strong territorial brands: The case of champagne.
Journal of Business Research 67 pp. 1461-1467

COHEN, W.M., LEVINTHAL, D.A. (1990). Absorptive capacity: a new perspective on learning and innovation.
Administrative Science Quarterly, Vol. 35, pp. 128-133.

DITTER, J.G., BROUARD, J. (2014). The competitiveness of French protected designation of origin wines: a
theoretical analysis of the role of proximity, Journal of Wine Research, 25(1), pp. 5-18.

FENSTERSEIFER, J.E. et RASTOIN, J.L. (2013). Cluster resources and competitive advantage: a typology of
potentially strategic wine cluster resources. International Journal of Wine Business Research, 25(4), 267-284.

GORDON, I.R. AND MCCANN, P. (2000). Industrial clusters: complexes, agglomeration and/or social
networks? Urban Studies, 37(3), pp. 513-532.

GUY, K. M. (2003). When champagne became French: Wine and the making of a national identity. JHU
Press.

HIRA, A., SWARTZ, T. (2014), What makes Napa Napa? The roots of success in the wine industry, W
ine Economics and Policy, No.3, pp. 37-53.

MARCHESNAY M. (2002). "Individual and Collective Entrepreneurship for SMEs: the Case of “French
Exception”", ERFI Working Paper.

MARSHALL, A. (1890). Principles of Economics. Londres, Macmillan.

MARTIN R., SUNLEY P. (2003). "Deconstructing clusters: Chaotic concept or policy panacea?" Journal of
Economic Geography, 3(1), pp. 5-35.

PECQUEUR, B. (2000). Le développement local, La Découverte / Syros, Paris
PENROSE, E.T. (1959). The theory of the growth of the firm, Wiley, New York.

PETERAF, M.A. (1993). The Cornerstones of Competitive Advantage: A Resource-Based View, Strategic
Management Journal, Vol. 14, No. 3, pp. 179-91.

PORTER, M.E. (1998). Clusters and the New Economics of Competition, Harvard Business Review, Nov.-Dec.,
pp. 77-90.

RASTOIN, J.L. et VISSAC-CHARLES, V. (1999). Le groupe stratégique des entreprises de terroir. Revue
internationale PME, 12(1-2), 171-192.

SMIT, A.J., 2010. The competitive advantage of nations: is Porter's Diamond Framework a new theory
that explains the international competitiveness of countries?, Southern African Business Review, Vol. 14
No. 1, pp. 105-130.

SPIELMANN N., CHARTERS S., (2013) The dimensions of authenticity in terroir products, International
Journal of Wine Business Research, Vol. 25(4), pp.310-324

TORRE A. (2002). Les AOC sont-elles des clubs ? Réflexions sur les conditions de I'action collective
localisée, entre coopération et régles formelles. Revue d’Economie Industrielle, N°100, pp. 39-62.

103



VISSER, E.J., DE LANGEN, P. (2006). The importance and quality of governance in the Chilean wine industry,
GeoJournal, Vol. 65, pp. 177-97.

WERNERFELT, B.A. (1984). Resource-Based View of The Firm, Strategic Management Journal, Vol. 5,
pp.171-180.

WILK, E.O. and FENSTERSEIFER, J.E. (2003). “Use of resource-based view in industrial cluster strategic
analysis”, International Journal of Operations & Production Management, Vol. 23, No. 9, pp. 995-1009.

WILSON, J. (1998) Terroir: The role of Geology, Climate and Culture in the Making of French Wines:
London: Mitchell Beazley.

104



	10th International Conference of the Academy
	of Wine Business Research
	People, Performance & Passion: Evolving Research Perspectives
	Conference Proceedings
	Sonoma State University
	Rohnert Park, CA 94528
	July 25th-28th, 2017
	10th International Conference of the Academy
	of Wine Business Research
	People, Performance & Passion: Evolving Research Perspectives
	Factors influencing retailers’ decision to stock wine: Brand or region?
	Ann-Marie Azzurro
	Professor Larry Lockshin
	Professor Byron Sharp
	Dr. Cathy Nguyen
	Associate Professor Svetlana Bogomolova
	ABSTRACT
	KEY WORDS: Wine retailing, stocking decisions, preference of brand name and region
	Risk perception in the wine industry.
	An exploratory study in Northern Italy
	Diego Begalli
	Department of Business Administration, University of Verona, Italy
	diego.begalli@univr.it
	Roberta Capitello
	Barbara Gaudenzi
	Abstract
	Vulnerability and resilience in New Zealand’s wine industry: A case study from Marlborough
	CradockHenryN@landcareresearch.co.nz
	Joanna Fountain
	Lincoln University, New Zealand
	joanna.fountain@lincoln.ac.nz

	Investigating supply chain risks in the wine distribution network:
	empirical evidence from China
	Yuan YAO
	Wine Improves Over Time but What About Wine Revenue?
	The Measurement of Revenue Inefﬁciency Over Time
	in the French Wine Sector
	Samah Jradi
	KEDGE Business School, France
	samah.jradi@kedgebs.com
	Tatiana Bouzdine- Chameeva
	KEDGE Business School, France
	tatiana.chameeva@kedgebs.com
	Juan Aparicio
	Center of Operations Research (CIO), Miguel Hernandzz University of Elche (UMH) Spain
	j.aparicio@umh.es
	Will Austrian Tax Reforms Send Wine Tourism Packing?
	Lena Schachinger, Concircle Management Consulting, Vienna, Austria
	lena.schachinger@gmail.com
	How Country of Origins Compete and Grow
	Giang Trinh
	Ehrenberg-Bass Institute, University of South Australia, Australia
	giang.trinh@marketingscience.info
	Armando Corsi
	Ehrenberg-Bass Institute, University of South Australia, Australia
	armando.corsi@marketingscience.info
	Larry Lockshin
	Ehrenberg-Bass Institute, University of South Australia, Australia
	larry.lockshin@marketingscience.info
	1. INTRODUCTION AND LITERATURE REVIEW
	2. METHOD AND SAMPLE
	3. RESULTS
	4. DISCUSSION AND CONCLUSION
	5. REFERENCES
	Verdonk, N. R., Wilkinson, K., & Bruwer, J. (2015). Importance, use and awareness of South Australian geographical indications. Australian Journal of Grape and Wine Research, 21, 361-366.

	Do people buy wine and beer differently in rural vs. urban cities?
	Armando Maria CORSI
	Ehrenberg-Bass Institute, University of South Australia, Australia
	(armando.corsi@marketingscience.info)
	Dale F. DUHAN & Jennifer LATCH
	Rawls College of Business, Texas Tech University, USA
	(dale.duhan@ttu.edu)
	Hervé REMAUD
	Abstract
	Key words: Rural, Urban, Wine, Beer, Purchase behaviour, Brands
	Charlotte Massa
	EM Strasbourg, Université de Strasbourg, France
	charlotte.massa@em-strasbourg.eu
	Sébastien Bédé
	EM Strasbourg, Université de Strasbourg, France
	sebastien.bede@em-strasbourg.eu
	Abstract
	Natalia Carrão Winckler
	Federal University of Rio Grande do Sul, Brazil
	nataliawinckler@gmail.com
	Jessica Moreira Maia Souto
	Federal University of Rio Grande do Sul, Brazil
	jemmsouto@gmail.com
	Aurora Carneiro Zen, Professor
	Federal University of Rio Grande do Sul, Brazil
	aurora.zen@ufrgs.br
	Daniela Callegaro-de-Menezes, Professor
	Federal University of Rio Grande do Sul, Brazil
	daniela.callegaro@ufrgs.br
	Abstract
	Mark M.J. Wilson
	Sharon L. Forbes
	Supporting Export Programs under Demand Uncertainty through Labelling Postponement
	Mauricio Varas
	Franco Basso
	Susan Cholette
	Alejandro Mac Cawley
	Sergio Maturana
	1 INTRODUCTION
	2 Overview of winery production and fulfillment operations
	3 METHODOLOGY
	3.1 Rolling horizon framework

	4 FINDINGS AND MANAGERIAL IMPLICATIONS

	Sustainability and its Impact on Chile's Vineyards
	Daniel Moscovici
	Key words: Sustainability, Performance, Wineries, Chile
	Erin Upton
	Portland State University, United States
	eupton@pdx.edu
	Abstract
	Key words: climate change, adaptation, natural resources, policy, wine
	Doing But Not Believing:
	Why Wineries Engage In Sustainability Practices
	Key words: sustainability, wine, France
	Sharon Forbes
	Rosana Fuentes Fernández
	Sharon Forbes
	Rosana Fuentes Fernández
	Virlena Crosley
	Linfield College, USA
	vcrosle@linfield.edu
	Russ Paine
	Linfield College, USA
	jpaine@linfield.edu
	Sharon Wagner
	Linfield College, USA
	swagner@linfield.edu
	Jeff Peterson
	Linfield College, USA
	jdpeters@linfield.edu
	Ellen Brittan
	Key words: Wine business education, simulation, collaboration
	Pia A. Albinsson
	Appalachian State University, USA
	albinssonpa@appstate.edu
	G. David Shows
	Appalachian State University, USA
	showsgd@appstate.edu
	James Stoddard
	Abstract:
	Key words: Organic wine, Germany, Producers, Retailers, Qualitative research
	WHAT DOES ‘SUSTAINABLE WINE’ MEAN TO CONSUMERS?
	AN EXPLORATORY STUDY IN FRANCE AND ITALY
	Roberta Capitello
	Department of Business Administration, University of Verona, Italy
	roberta.capitello@univr.it
	Lucie Sirieix
	Montpellier SupAgro—UMR 1110 MOISA, France
	lucie.sirieix@supagro.fr
	Abstract
	◦Purpose
	◦Design/methodology/approach
	◦Findings
	◦Practical implications
	5.1. Consumers’ awareness and top-of-mind perceptions about sustainable wine
	Figure 1 Perception maps by country
	Denton Marks
	Florine Livat
	KEDGE Business School & Bordeaux Wine Economics, France
	(florine.livat@kedgebs.com)
	Hervé Remaud
	Abstract
	Key words: Judge, Score, IWSC, Grape varieties
	Christian Bushardt
	Louisiana Tech University, U.S.A.
	CAB088@LaTech.edu
	Barry J. Babin
	STRUCTURED ABSTRACT
	Abstract
	Key words: (wine ratings, Bordeaux, en primeur, copula functions)
	Sustaining a market in the face of change:
	Bordeaux classified growth wines market
	Stephane Ouvrard
	Kedge Business School, France
	(stephane.ouvrard@kedgebs.com)
	Ian Malcolm Taplin
	Wake Forest University; Winston Salem, NC USA
	(Taplin@wfu.edu)
	Abstract
	Claude Chapuis
	Burgundy's Vineyards during World War 1
	Claude Chapuis
	Vineyards without men
	Horses and the war
	Sulphur and copper shortage
	Noah: in times of hardship, you have to make the best of things
	Wine requisitions
	On the front, good and not so good wines
	A favorable impact on trade
	THE MAGNIFICENT FIVE of The CATALAN FAR WEST
	Georgian wine museum is making a strategic decision
	Tatiana Bouzdine-Chameeva
	KEDGE Business School, France
	tatiana.chameeva@kedgebs.com
	Natalia Velikova
	Abstract
	Key words – wine museum; wine tourism; strategic choice; decision making; innovative projects
	Abstract
	Sula Vineyards Video Case Study
	Authors –
	Findings – The findings will be outlined once all the data for the research is collected and analyzed.
	California State University, Chico, U.S.A
	jdowning2@csuchico.edu
	An analysis of wine consumers’ environmental values,
	ethical concerns, and health consciousness
	Sophie Ghvanidze
	Geisenheim University, Germany
	sopiko.ghvanidze@hs-gm.de
	Natalia Velikova
	Texas Tech University, USA
	natalia.velikova@ttu.edu
	Tim H. Dodd
	Texas Tech University, USA
	tim.dodd@ttu.edu
	Abstract
	Key words: health consciousness; environmental values, ethical concerns
	Profiling the Luxury Wine Buyer in America
	Liz Thach, MW
	Janeen Olsen
	Abstract
	Key Words: Luxury Marketing, US Wine Market, Consumer Behavior
	Key words: adoption process, adoption factors, non-adopter, wine, China
	Joanna Fountain
	Lincoln University, New Zealand
	joanna.fountain@lincoln.ac.nz

	How can you improve the reputation of a territorial brand?
	Steve Charters
	Key words: Territorial Brand, Brand perception, French consumers
	Introduction
	Terroir: factor endowments and comparative advantages
	Clusters: agglomeration economies and transaction costs
	The resource-based view: connecting organisations to their environment
	Suggestions for an integrative framework
	Conclusion
	References
	Abstract
	Abstract
	The purpose for this research work was motivated by another research work conducted by the government agency of wine agriculture in Austria. The basic goal was to identify the influence of terroir on the aroma profile of specific analysed wines of the...
	The Joy of Wine: Exploring Emotions on Wine Websites
	Christine Pitt
	Emily Treen
	Leyland Pitt
	Jan Kietzmann
	David Hannah
	Richard Watson
	Tek Thongpapanl
	David L. Dean
	Sharon L. Forbes
	Imagine That! Ad-Induced Telepresence for Online Wine Applications
	Clovis Griffart
	Esther Horn
	Key words: telepresence, wine, virtual reality applications
	Keywords: mobile commerce, wine purchase, attitude, website personality, gender
	Donna Sears
	Acadia University, Canada
	donna.sears@acadiau.ca
	Terrance Weatherbee
	Acadia University, Canada
	terrance.weatherbee@acadiau.ca
	Abstract
	Methodology
	Findings
	Practical implications
	Key words: Culinary wine tourism; demand preferences; experience consumption
	Comparing Purchase- and Experience-Motivated Winery Visitors
	Bonnie Farber Canziani
	University of North Carolina Greensboro, USA
	bonnie_canziani@uncg.edu
	Abstract:
	Does satisfaction trigger purchase?
	The case of winery visit experience.
	Sébastien Bédé
	EM Strasbourg, Université de Strasbourg, France
	sebastien.bede@em-strasbourg.eu
	Charlotte Massa
	EM Strasbourg, Université de Strasbourg, France
	charlotte.massa@em-strasbourg.eu
	Abstract
	Keywords: satisfaction, purchase, consumption experience, authenticity
	Laurence-Cogan-Marie@bsb-education.com
	Joanna Fountain
	Lincoln University, New Zealand
	joanna.fountain@lincoln.ac.nz

	HOW CONSUMPTION OCCASIONS SHAPE CONSUMER PREFERENCES:
	A DISCRETE CHOICE EXPERIMENT APPROACH
	Armando Maria Corsi
	Ehrenberg-Bass Institute – University of South Australia, Australia
	armando.corsi@marketingscience.info
	Justin Cohen
	Ehrenberg-Bass Institute – University of South Australia, Australia
	justin.cohen@marketingscience.info
	Larry Lockshin
	Ehrenberg-Bass Institute – University of South Australia, Australia
	larry.lockshin@marketingscience.info
	Abstract
	Key words: consumption occasions; retail; discrete choice experiment; China
	Method and sample
	Results
	Table 3: Product feature importance across different purchase occasions
	Table 4: Share of preferences for product attribute’ levels – By consumption occasion
	References
	Lara Agnoli
	School of Wine & Spirits Business, Burgundy School of Business, France
	(lara.agnoli@bsb-education.com)
	Steve Charters
	School of Wine & Spirits Business, Burgundy School of Business, France
	(steve.charters@bsb-education.com)
	Valériane Tavilla
	Burgundy School of Business, France
	(valeriane.tavilla@bsb-education.com)
	Abstract
	Key words: terroir, wine consumer, private label, collective brand, discrete choice models
	Wine store brands & consumer perceptions
	Yosr Ben Tahar
	Charlotte Massa
	Abstract
	Keywords: store brands; wine ; consumer perception
	Counterfeiting French Wines: A Review
	BENOIT LECAT
	CLAUDE CHAPUIS
	JOELLE BROUARD
	Abstract
	Purpose
	Design/Methodology
	Findings
	Practical implications:
	Keywords
	Counterfeit, fraud, France, forgery, traceability, consumer relationship.
	An exploratory classification of the wineries in the DO Emporda
	Agustí Casas
	Universitat de Barcelona, Spain
	acasas@ub.edu
	Esther Subirà
	Universitat de Barcelona, Spain
	esubira@ub.edu
	Pilar Presas
	Universitat de Barcelona, Spain
	pilar.presas@ub.edu
	Merce Bernardo
	Universitat de Barcelona, Spain
	merce.bernardo@ub.edu
	Abstract:
	Key words: DO Emporda, winery cluster, family business, Parker List, revenue model
	Table 1
	Table 2
	REFERENCES
	DeJean, J. (2005), How the French Invented High Fashion, Fine Food, Chic Cafes, Style, Sophistication, and Glamour. Simon & Schuster, New York, NY.

	Relationship between Business Model and Strategy in the Wine
	Industry: An Explorative Study
	Ouvrard Stéphane
	Kedge Business School
	stephane.ouvrard@kedgebs.com
	Spiga Antonio
	DCU Dublin Doctoral student
	antoniospiga@strategeeq.com
	Abstract
	Strategic Foundations of Grand Crus
	Abstract

	Environment Effects on Entrepreneurial Thinking
	in the Northern California Wine Industry
	Armand Gilinsky, Jr.
	Sonoma State University, U.S.A.
	gilinsky@sonoma.edu
	Robert Eyler
	Sonoma State University, U.S.A.
	eyler@sonoma.edu
	Sandra K. Newton
	Sonoma State University, U.S.A.
	newtonsa@sonoma.edu
	James A. Downing
	California State University, Chico, U.S.A
	jdowning2@csuchico.edu
	ABSTRACT
	Key words: Strategy, Contextual Factors, Entrepreneurship, Wine Industry
	Abstract
	Keywords – retail, alcoholic beverages, temperature, holidays, time-series, SARIMAX
	The Choice of Adopting the “Rive” Sub-Appellation
	in Marketing the Prosecco Sparkling Wine
	Luigi Galletto
	Centro Interdipartimentale per la Ricerca Viticola ed Enologica (CIRVE), (Italy)
	luigi.galletto@unipd.it
	Luigino Barisan
	CIRVE, Italy
	luigino.barisan@unipd.it
	Luca Rossetto
	CIRVE, Italy
	luca.rossetto@unipd.it
	Vasco Boatto
	CIRVE, Italy
	vasco.boatto@unipd.it
	Abstract:
	The market of rosé wines in Italy:
	an hedonic price analysis on retail channel
	Luca  Rossetto
	Dept. Land, Environment, Agriculture and Forestry (Tesaf), University of Padova, Italy
	luca.rossetto@unipd.it
	Luigi Galletto
	Abstract
	Keywords: rosé wine, hedonic price, intrinsic attributes, extrinsic attributes, retail.
	Eastern European Wine Industry’s Two-Prong Approach to Marketing
	John E. Hudelson
	Associate Professor of Global Wine Studies, Central Washington University, WA.,USA
	Hudelson@cwu.edu
	Key Words:  Wine Tourism, multi-tiered distribution, Eastern Europe
	FACULTY OF BUSINESS AND ECONOMICS
	MENDEL UNIVERSITY IN BRNO, CZECH REPUBLIC

	Abstract
	Keywords - Wine, consumer behavior, variety-seeking, consumer segmentation Polish wine market
	Marianna Sigala
	University of South Australia, Australia
	Marianna.sigala@unisa.edu.au
	Maroula Dimopoulou
	Abstract
	Natália Carrão Winckler, Ph.D. Student
	Federal University of Rio Grande do Sul, Brazil
	nataliawinckler@gmail.com
	Aurora Carneiro Zen, Professor
	Federal University of Rio Grande do Sul, Brazil
	aurora.zen@ufrgs.br
	Frédéric Prévot, Professor
	Kedge Business School, France
	frederic.prevot@kedgebs.com
	Abstract
	SHAPING A WINE TERRITORY AND ITS DEVELOPMENT:
	THE CASE OF THE OKANAGAN, BRITISH COLUMBIA
	Jacques-Olivier Pesme
	Wine & Spirits Academy, KEDGE Business School, Bordeaux, France
	(jacques-olivier.pesme@kedgebs.com)
	Roger Sugden
	Using proximity theory to understand actor engagement in the French Wine Industry
	Dr Coralie Haller
	Key words: engagement, proximity, co-creation, wine, actor engagement
	Jennifer L. Blanck
	School of Wine & Spirits Business, Burgundy School of Business, France
	jlblanck@yahoo.com
	Laurence Cogan-Marie
	School of Wine & Spirits Business, Burgundy School of Business, France
	laurence.cogan-marie@bsb-education.com
	Lara Agnoli
	School of Wine & Spirits Business, Burgundy School of Business, France
	lara.agnoli@bsb-education.com
	Abstract
	Key words: wine tourism, tasting room, staff, training, Northern Virginia

