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Abstract 

Purpose: Region-of-origin (ROO) is a key driver of wine buyers’ behaviour. In this perspective, we 
investigate the extent to which quality wines produced in a geographic area share customers living in 
the same geographic area versus customers living in different geographic areas.  

Methodology: Duplication of Purchase (DoP) analysis is conducted on actual wine purchases recorded in 
a database provided by one of the largest French retail chains. The dataset included over 400,000 
customers, who purchased over six million bottles of wine, across eight hypermarket/supermarkets in 
France in 2010. The supermarkets are equally spread across four geographic areas: North, South, East, 
West. 

Findings: The penetration rates of quality wines produced in a certain ROO are higher amongst customers 
living in the same area. In addition, these customers tend to switch less between the quality designations 
produced in the same area compared to the national level, but they switch more between quality wines 
produced in a different area. 

Implications: To a large extent, the findings indicate that ethno and regiocentric tendencies are applicable 
to the French wine market. Retailers could capitalise on these findings by tailoring their offer to the 
geographic areas people live in, both in relation to the wines made available to customers and the 
promotional activities run in various geographic areas.  
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1. INTRODUCTION AND LITERATURE REVIEW 
Region-of-origin (ROO) has always been considered a sensible factor to judge the competition between 
wines. In a comprehensive review of the wine marketing literature published in the ten-year period 2003-
2012, Lockshin and Corsi (2012) show that ROO is a key choice driver both in terms of the reputation of 
the location and quality designation. The importance of this factor is strengthened even more when ROO is 
combined with other elements such as grape variety, price, or brand. Papers published in the last five years 
on this topic have confirmed this aspect. When ROO is included in a study, it always comes up either as 
the most important (Garcia-Gallego & Chamorro-Mera, 2016; Kallas, Escobar, & Gil, 2012), or the second 
most important (Engelbrecht, Herbst, & Bruwer, 2014; Verdonk, Wilkinson, & Bruwer, 2015) choice 
factor. 

When looking at the ROO phenomenon, however, studies always tended to either include a mix of known 
and unknown regions (Corsi, Mueller, & Lockshin, 2012; Lockshin, Jarvis, d'Hauteville, & Perrouty, 2006), 
or they have focused on specific ROO present in the area where researchers collected the data. The 
literature, however, has not given a lot of attention specifically to the way consumers relate to and purchase 
the ROOs located in the same areas where consumers reside. Yet, this information is critical because the 
way in which ROOs perform in relation to their competitors at a more localised level helps distributors and 
retailers design more tailored and efficient commercial strategies. Instead of trying to sell the same ROO in 
every location without distinctions, distributors/retailers can either know what ROO can be dismissed or 
need to be supported. In addition, a product performing poorly in a certain area may perform well in another 
area, with all the positive consequences that good performances lead to. This is, however, an insight that an 
analysis conducted at a national level cannot provide. 

Not only this information is critical from a managerial perspective, but it is grafted in a long academic 
tradition looking at consumers’ inclination to purchase domestic rather than imported products. This 
tendency, which goes under the name of ethnocentrism has been researched for more than 100 years 
(Sumner, 1906), but all the literature produced in the last 30 years goes back to the definition of Shimp and 
Sharma (1987, p. 280), who defined consumer ethnocentrism as “the appropriateness, or morality of 
purchasing foreign products…[that give the individual]…a sense of identity, feelings of belonging, and 
most important, the understanding of what purchase behaviour is acceptable or unacceptable to the in-
group”. Within this framework, a couple of salient outcomes are that ethnocentrism varies between 
individuals (Liu, Murphy, Li, & Liu, 2006), due to a variety of different factors including the city and zone 
of residence, age, socio-demographic levels, self-declared lifestyle, ethnic origin, knowledge of the origin 
of the product, purchase frequency, etc. (Schnettler, Miranda, Lobos, Sepúlveda, & Denegri, 2011). 
Ethnocentrism can also vary in relation to the brand or product under investigation, with lower involvement 
products leading to lower levels of ethnocentrism than high involvement products (Liu et al., 2006). In 
addition, highly ethnocentric consumers show higher purchase frequency and loyalty towards their own 
country and rejection of others (Schnettler et al., 2011). The wine business and marketing literature also 
looked into this topic with Brown and O'Cass (2006), who showed that consumer ethnocentrism negatively 
affects Australian consumers’ willingness to buy foreign wine products, but gender and age don’t. 
Similarly, Garcia-Gallego and Chamorro-Mera (2016) revealed that ethnocentrism is the second most 
important variable explaining the perceived quality of Extremadura’s wines, and it influences both 
perceived quality and purchase intentions. 

Ethnocentric tendencies, however, do not only exist at a national level, but also at a more regional, local 
level (Fernández-Ferrín & Bande-Vilela, 2013). A few of these studies observed this phenomenon from the 
point of view of the differences shown by various ethnicities within one country (Burgess & Harris, 1999; 
Oullet, 2007), but these differences seem to emerge also in more ethnically homogenous countries in 
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relation to the products been purchased. For example, Siemieniako, Kubacki, Glińska, and Krot (2011) 
investigated the beer preferences of Polish university students, showing that factors such as local patriotism, 
regional identities, and the brand image of local brands lead to more favourite attitudes and intention to 
purchase brands from the regions the students were from. Fernández-Ferrín and Bande-Vilela (2013) looked 
at the antecedents, consequences, and moderating effects of regional ethnocentrism among a small sample 
of consumers from Galicia (Spain), showing that a perceived decrease in personal financial situation, lower 
cultural openness and higher regional identities increase regional ethnocentrism. In addition, the more 
regionally ethnocentric consumers are, the more they reject and disvalue non-regional products, and they 
positively view political campaigns promoting regional products. Lee, Cheah, Phau, Teah, and Abou 
Elenein (2016) more specifically showed that regional ethnocentrism – or regiocentrism tendencies as they 
call it – and community involvement positively influence on the willingness to buy products coming from 
the region where consumers reside. Differently from Fernández-Ferrín and Bande-Vilela (2013), however, 
only perceived product necessity moderates this influence, while perceived economic/personal threat 
doesn’t. 

As one can see, both ethnocentrism and regiocentrism have been tackled with attitudinal measures, which, 
however, are considered to be poor predictors of consumers’ behaviour (East, Wright, & Vanhuele, 2008; 
Sharp, 2010). It would be, therefore, useful to observe whether the regiocentric tendencies described by 
extant literature are reflected in the actual purchases made by consumers residing in different areas, through 
an analysis of the ROOs competitive patterns. 

As such, this research formulates two hypotheses: 

H1: Quality wines produced in the same area where customers live have a higher penetration (i.e. a higher 
buyers/shoppers ratio) in that area compared to other areas; 

H2: Quality wines produced in the same area where customers live share proportionally less customers (i.e. 
customers repeating a purchase of the same quality wine) in that area compared to other areas. 

2. METHOD AND SAMPLE 

A very efficient approach to measure brand competition is to observe the extent to which two brands share 
the same customers. In this research we specifically look at French quality wines, i.e. French wines holding 
either an Appellation d'Origine Contrôlée (AOC), a Vin Délimité de Qualité Supérieure (VDQS), or a Vin 
de Pays (VdP) appellations. These appellations will be treated for the purpose of this study as brands. 

The analysis goes under the name of duplication of purchases (DoP), as it refers to the possibility that the 
buyers of a certain brand X are duplicated (i.e. appear) among the buyers of other brands (Dawes, 2016). 
Previous studies reveal the existence of some consistent DoP patterns. The first pattern is that the proportion 
of buyers of brand X, who also buy brand Y, can be predicted from the penetration of brand being bought 
and the overall amount of cross-purchasing in the category (Dawes, 2016). This leads to the famous DoP 
Law, which states that small brands share their customers with large brands, but the opposite is not true 
(Scriven & Danenberg, 2010). In addition, the more two brands compete, the more customers they share 
(Ehrenberg, 2000). The DoP Law can be express algebraically, using the following formula: 

𝑏𝑋|𝑌 = 𝐷 ∗ 𝑏𝑋 

where 𝑏𝑋|𝑌, the percentage of buyers of brand Y, who also buy brand X in the chosen time period, is 
proportional to the brand X’s penetration 𝑏𝑋 and the duplication coefficient 𝐷, which is calculated as the 
average level of duplication occurring in the product category by the average duplication. Knowing what 
patterns we should expect from the data allow us also to identify more easily the deviations from the 
expected levels of duplication. In case two or more brands share their customers more than what their 
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penetration would suggest, we can say that these brands form a partition (Carpenter & Lehmann, 1985). 
Partitions are often the results of functional similarities between brands (Bass, 1974) Partitions can be 
identified and analysed after extracting the DoP tables through the Partition Sharing Index (PSIXY). The 
PSIXY is calculated as follows:  

𝑃𝑆𝐼𝑋𝑌 =
𝑏𝑋|𝑌

(𝐷 ∗ 𝑏𝑋)
 

If the brands compete in line with the DoP law, the PSIXY is equal to 1. However, if brands share their 
customers more (or less) than expected, the PSIXY will increase (decrease). For example, a PSIXY of 1.2 
suggests that brands X and Y are sharing customers 20% more than what it is expected. A partition is 
identified when a number of brands have a PSIXY of 1.2 or greater (Sjostrom, Corsi, Driesener, & 
Chrysochou, 2014). The PSIXY can also be averaged between brands to establish the average level of sharing 
within that group (intra-partition sharing). 

We run DoP analysis on a panel database of wine purchases provided by one of largest supermarket chains 
in France. The dataset comprises 403,382 customers, who purchased a total of 6,360,706 bottles of wine, 
across 8 hypermarkets/supermarkets in 2010.  

The dataset has been coded to classify each transaction into the respective quality designation. Each wine 
was assigned to either one of the AOC, VDQS, or VdP appellations currently recognised in France, or 
classified as a table wine, or a foreign wine (i.e. produced in countries other than France). The classification 
is based on the product label description shown on the dataset provided by the retail chain. 

We then calculated the market share of each of the resulting appellations, finding that 14.6% of the sample 
was represented by table wines, foreign wines, or generic VdP wines, while another 11.7% consisted of 
wines, whose labels could not be linked to any above mentioned appellations. This left us with a dataset of 
4,686,475 bottles of wines (73.7% of the total dataset), purchased across 263 AOCs, VDQSs, and specific 
VdPs. 

All AOCs, VDQS, and VdP with a MS of less than 1% have been grouped together, under a generic “Other” 
label, to avoid outliers skewing the results (Baldinger, Blair, & Echambadi, 2002). This left us with 18 
AOCs, VDQS, and VdPs, which represents a 64.7% of the dataset, and other 245 AOCs, VDQS, and VdPs, 
which represents a 35.3% of the dataset.  

The DoP analysis was first run at a national level. The dataset was then split in four subsets – North, South, 
East, West – based on the area code of the store where the purchases have been made. Each area had data 
coming from two stores. Given that the stores are located a few hundred kilometres away from each other 
between the four areas, wines have been exclusively purchased by households residing in the areas where 
the supermarkets are located. In case regiocentric tendencies emerge from the DoP analysis, we should see 
different penetration rates and partitions emerge between the four areas, and between the areas and the 
national level.  

3. RESULTS 

The penetration levels for the various AOCs, VDQS, and VdPs only partially confirm H1 (see Table 1). 
Champagne, an AOC produced in Northern France, has a higher penetration (39%) in Northern France, 
than in other areas. Cote du Rhone (27%), Cote du Rhone Village (10%), and Cotes du Ventoux (20%) are 
purchased by more buyers – in percentage terms – in Southern France. Crémant d’Alsace  (10%) has the 
highest penetration in Eastern France, while Bordeaux (25%), and Vouvray (12%) have the highest 
penetration in Western France. We do, however, observe some exceptions. Bordeaux (24%), Cotes de 
Provence (18%), and Vin de Pays d’Oc (16%) show a higher penetration in Northern France. In addition, 
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the other nine appellations do not vary much their penetration levels between regions. Lastly, the 
penetration rates for the “Other” appellations are stable across the four areas. This result is a safe indication 
that the other appellations do not vary much their penetration between residing areas. 

Table 1: Penetration levels for the various AOCs, VDQSs, and VdPs at a national and area levels 

Production  

Area 
AOC-VDQS-VdP 

Aggregate 

France 

(Pen %) 

North 

(Pen %) 

South 

(Pen %) 

East 

(Pen %) 

West 

(Pen %) 

NA Other 66 67 66 65 67 

N Champagne 32 39 31 28 29 

W Bordeaux 22 24 16 21 25 

S Cotes du Rhone 21 17 27 30 07 

S Cotes de Provence 13 18 08 13 12 

S Vin de Pays d’Oc 12 16 09 13 10 

S Cotes du Ventoux 09 07 20 06 01 

S Coteaux Varois 06 07 06 05 04 

W Bordeaux Superieur 06 07 04 05 06 

E Crémant d’Alsace 05 06 02 10 02 

S Anjou 05 05 04 04 08 

W Bergerac 05 04 06 05 07 

S Cotes du Rhone Villages 05 04 10 05 ç1 

W Medoc 04 05 03 04  6 

W Premieres Cotes de Blaye 04 05 03 05 04 

W Bordeaux Rose 03 04 02 04 04 

W Vouvray 03 01 01 00 12 

W Lussac Saint Emilion 03 03 01 03 04 

W Blaye 02 03 01 02 03 

We can now look at the intra-partition PSIXY (see Table 2). Given that the dataset only includes one 
appellation produced in Northern France – Champagne – and one appellation produced in Eastern France 
– Crémant d’Alsace – we can only calculate the intra-partition PSI between appellation produced in Western 
France, and appellations produced in Southern France, and see if the they vary between the areas where 
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buyers reside. It would, in fact, a tautology to calculate how many buyers Champagne, or Crémant d’Alsace 
share with themselves.  

The results show that, at a national level, the customers, who purchase an appellation produced in Western 
France, are 90% more likely to buy another appellation produced in Western France, while the customers, 
who purchase an appellation produced in Southern France, are 30% more likely to buy another appellation 
produced in Southern France. A similar pattern also emerges among buyers residing in Northern France 
and Eastern France. This is expected, as the intra-partition PSI is relative to producing areas where buyers 
do not reside in. 

However, a different pattern emerges among buyers residing in Western and Southern France. Western 
appellations share their buyers 170% more than what it is expected in Southern France, and only 60% more 
in Western France, while Southern appellations share their buyers 100% more than what it is expected in 
Western France, and only 10% more in Southern France. Although these results seem counterintuitive, they 
actually prove the existence of regiocentric tendencies. If buyers reside in the area where the appellations 
are produced, they would be more inclined to purchase the same appellation over time, because they would 
be more mentally aware of what they are buying, and because that same appellation would have more 
chances to be physically available in the shops where buyers usually purchase. As a result, the appellation 
produced in the area where buyers reside would share less with other appellations produced in the same 
area. At the same time, when these buyers purchase wines produced outside of the residing area, they tend 
to swap more easily between these appellations, because the appellation produced in a different area will 
be less available, both mentally and physically. We can, therefore, accept H2. 

Table 2: Intra-partition PSIXY for the appellations produced in the same areas in relation to the 
areas where buyers reside 

 
Aggregate France North South East West 

West 1.9 1.8 2.7 1.7 1.6 

South 1.3 1.4 1.1 1.4 2.0 

4. DISCUSSION AND CONCLUSION 

To a large extent, our findings indicate that ethno and regiocentrism tendencies are applicable to the French 
wine market. To some extent, they express a preference for a local product against non-local products, 
and/or a rejection of non-local product (for whatever reason), in line with previous findings (Fernández-
Ferrín & Bande-Vilela, 2013) and the social identity theory of Tajfel & Turner (1986).  

Our findings suggest a conscious approach to buy wines: I buy wines from Bordeaux because I live in the 
Bordeaux area and I wish to sustain and support local producers and production. But these preliminary 
findings may also generate a few confounds: 

- First, people in the South tend to buy more wines from the South because there are many more wines 
from the South available on shelves (i.e. greater physical availability). This is a strong (although 
realistic) assumption because we could only observe what was purchased and not necessarily what was 
available. In brief, there might be many more wines available of another region, with people not 
interested to buy them. Overtime, we would assume that the retailers would have removed those wines 
from shelves. 

- Second, we could possibly argue that the mental availability and salience of these local wines are much 
higher for people living in the area. For example, if you live in Marseille, you already have Provence 
in mind, reinforcing the salient of effect of ROO, here for, say, Cotes de Provence. Therefore, we’re 



 29 

not anymore in a full conscious approach of choosing specific wines because they are from the local 
area, but also because the ROO is unconsciously in buyers’ mind (greater mental availability). 

- Third, what is unclear at this stage is the extent family based wines are in competition or 
complementary to each other. For Dawes (2016), family based products (for example in our study wine 
from the South West) generate higher duplication of purchase among themselves. What is unknown is 
the extent that, say, Bordeaux and Blaye share same functional needs, and therefore are in direct 
competition, or if they do satisfy various needs (i.e. various occasions of consumption, different taste 
of people in the household, etc.) and therefore are highly complementary. Investigating the date and 
frequency of purchase (same buying occasion or not) could give us more insights on this matter. Such 
insights are critical for large national and private labels to decide for their branding strategy and 
architecture.  

- Fourth, although different wines (from different regions) are directly substitutable for many buyers, 
we could also suggest for more involved buyers, wines from different regions are not substitutable, i.e. 
not fulfilling similar functionality. By extension, with what other regions do a specific wine region 
compete with: the entire market (regions) or more directly with a few ones? By extension, do Bordeaux 
wines compete mostly with themselves or with other wine regions? 

Our findings have strong implications for retailers: depending on where they are located, retailers have a 
greater interest to enlarge the physical availability of local wines. The question remains to know at the 
expense of which other wines they should enlarge the offerings of local wines. More analyses at the lower 
appellation level could potentially give a response, in addition to a greater understanding of the 
functionalities offered by each of these wine groups. 

5. REFERENCES 

Baldinger, A. L., Blair, E., & Echambadi, R. (2002). Why brands grow. Journal of Advertising Research, 
42(1), 6-14. 
Bass, F. M. (1974). The Theory of Stochastic Preference and Brand Switching. Journal of Marketing 
Research, 11(February), 1-20.  
Brown, U., & O'Cass, A. (2006). Foreign Wine Consumption in Australia. Journal of Food Products 
Marketing, 12(2), 15-26.  
Burgess, S. M., & Harris, M. (1999). Social identity in an emerging consumer market: How you do the 
wash may say a lot about who you think you are. Advances in Consumer Research, 26, 170-175.  
Carpenter, G., & Lehmann, D. (1985). A model of marketing mix, brand switching and competition. 
Journal of Marketing Research, 22(3), 318-329.  
Corsi, A. M., Mueller, S., & Lockshin, L. (2012). Let’s see what they have...: What consumers look for in 
a restaurant wine list. Cornell Hospitality Quarterly, 53(2), 110-121.  
Dawes, J. G. (2016). Testing the robustness of brand partitions identified from purchase duplication 
analysis. Journal of Marketing Management, 32(7), 695-715.  
East, R., Wright, M., & Vanhuele, M. (2008). Consumer Behaviour: Applications in Marketing. London: 
Sage. 
Ehrenberg, A. (2000). Repeat-buying: Facts, theory and applications. Journal of Empirical 
Generalisations in Marketing Science, 5(2), 392-770.  
Engelbrecht, J. A., Herbst, F., & Bruwer, J. (2014). Region-of-origin (ROO) certification as marketing 
strategy in the South African wine market. International Journal of Wine Business Research, 26(2), 139-
162.  



 30 

Fernández-Ferrín, P., & Bande-Vilela, B. (2013). Regional ethnocentrism: Antecedents, consequences, 
and moderating effects. Food Quality and Preference, 30(2), 299-308. 
Garcia-Gallego, J. M., & Chamorro-Mera, A., (2016). The region-of-origin effect on the preferences of 
financial institution’s customers: Analysis of the influence of ethnocentrism. Business Research 
Quarterly, 19(3), 206–218. 
Kallas, Z., Escobar, C., & Gil, J.M., (2012)? Research report: Assessing the impact of a Christmas 
advertisement campaign on Catalan wine preference using choice experiments. Appetite, 58(1), 285-298 
Lee, W. J., Cheah, I., Phau, I., Teah, M., & Elenein Basem, A. (2016). Conceptualising consumer 
regiocentrism: Examining consumers’ willingness to buy products from their own region. Journal of 
Retailing & Consumer Services, 32, 78-85. 
Liu, F., Murphy, J., Li, J., & Liu, X. (2006). English and Chinese? The role of consumer ethnocentrism 
and country of origin in Chinese attitudes towards store signs. Australasian Marketing Journal, 14(2), 5-
16.  
Lockshin, L., & Corsi, A. M. (2012). Consumer behaviour for wine 2.0: A review since 2003 and future 
directions. Wine Economics and Policy, 1(1), 2-23.  
Lockshin, L., Jarvis, W., d'Hauteville, F., & Perrouty, J. P. (2006). Using simulations from discrete choice 
experiments to measure consumer sensitivity to brand, region, price, and awards in wine choice. Food 
Quality and Preference, 17, 166-178.  
Ouellet, J.-F. (2007). Consumer Racism and Its Effects on Domestic Cross-Ethnic Product Purchase: An 
Empirical Test in the United States, Canada, and France. Journal of Marketing, 71(1), 113-128. 
Schnettler, B., Miranda, H., Lobos, G., Sepúlveda, J., & Denegri, M. (2011). A study of the relationship 
between degree of ethnocentrism and typologies of food purchase in supermarkets in central-southern 
Chile. Appetite, 56(3), 704-712. 
Scriven, J., & Danenberg, N. (2010). Understanding How Brands Compete: A Guide to Duplication of 
Purchase Analysis (pp. 12): Ehrenberg-Bass Institute for Marketing Science. 
Sharp, B. (2010). How brands grow. Melbourne: Oxford University Press. 
Shimp, T. A., & Sharma, S. (1987). Consumer ethnocentrism: construction and validation of the 
CETSCALE. Journal of Marketing Research, 24(3), 280-289. 
Siemieniako, D., Kubacki, K., Glińska, E., & Krot, K. (2011). National and regional ethnocentrism: a 
case study of beer consumers in Poland. British Food Journal, 113(3), 404-418. 
Sjostrom, T., Corsi, A. M., Driesener, C., & Chrysochou, P. (2014). Are food brands that carry light 
claims different? Journal of Brand Management, 21(4), 325-341.  
Sumner, G. A. (1906). Folkways. New York: Ginn Custom Publishing 
Tajfel, H., & Turner, J. C., (1986). The social identity theory of inter-group behaviour. In S. Worchel & L. 
W. Austin (Eds.), Psychology of intergroup relations. Chicago: Nelson-Hall. 

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. 
  


	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

