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Abstract  
◦Purpose – South African Chenin Blanc accounts for 18% of South Africa’s vineyard area, 53% 
of global Chenin Blanc production and 53% of South African old vine (OV) plantings (Budd, 
2019; SAWIS, 2017). However, the category is stigmatised as a “workhorse” variety globally. 
In contrast, the OV category is perceived as having high status and recent OV certification1 
has been widely embraced by South African (SA) Chenin Blanc producers. We ask: Why and 
how wine categories become stigmatised, and whether and to what extent the spanning of wine 
categories, specifically SA Chenin Blanc and OV, positively influences consumer choice? 
 
Market categories are socially legitimated baskets of products sharing similar attributes 
(Durand and Khaire, 2016). Objectively evaluable, categories compete for market position, and 
members of stigmatised categories, with core offerings vilified and subsequently negatively 
evaluated face reputational challenges (Barlow, Verhaal and Hoskins, 2018; Delmestri and 
Greenwood, 2016). Category reinterpretation and status-change literature informed the extant 
understanding of category spanning, or multi-category membership, and its role in category 
reputation and value change (Negro, Hannan and Rao, 2011). Two divergent views illustrate 
the research problem. Delmestri and Greenwood (2016) argue that category status can be 
radically elevated by allusion, involving decoupling from the stigmatised category and 
associating with higher status categories. In contrast, Negro et al. (2011) argue that category 
reinterpretation, whereby existing categories are associated with new schema, leads to loss of 
consumer appeal. 
 
◦Design/methodology/approach – Wine media netnographic analysis, the ethnographic study 
of online communities (Kozinets, 2002), framed the problem. Qualitative coding of a broad 
sample of relevant articles raised concepts to constructs (Gioia, Corley, and Hamilton, 2012). 
The resulting data structure was abductively transitioned into a theoretical model explaining 
stigmatisation of the global Chenin Blanc category and status-elevation of the OV category. A 
discrete choice model (DCM), or choice-based conjoint analysis will analyse consumer 
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preference trade-offs (Lockshin, Jarvis, d’Hauteville, and Perrouty, 2004). A set of optimal 
profiles with different combinations of vine age, origin, grape variety and price attributes were 
converted to digitized wine bottle images and are being presented to wine drinkers. A DCM 
analysis model will compute comparative utilities, importances and market simulation models. 
 
◦Findings – Qualitative data analysis revealed three stigmatising constructs for Chenin Blanc 
(Figure 1). Commodifying refers to rendering of Chenin Blanc identity as a “workhorse” 
variety with neutral taste. Commodifying influences doubting or nagging perceptions of Chenin 
Blanc as mediocre, influencing market obscurity. These two constructs influence low category 
reputation and price (Figure 2).  In contrast, three status-elevating constructs framed 
perceptions of OV wines (Figure 3). Premium refers to perceptions of rarity, influencing high 
quality and critical acclaim. Legacy involves the proud veneration of OV’s. These two 
constructs influence inspiration, preservation and category growth, thereby unlocking value 
(Figure 4). Incomplete netnographic and DMC findings preclude fully answering the question. 
 
◦Practical implications – Theoretically, the study will provide insight into the effect of spanning 
wine categories with different reputations and value, specifically SA Chenin Blanc and OV. 
Practically, the study will provide insight into the relative demand-side utility, importance and 
potential market value of SA OV Chenin Blancs. 
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Figure 1. Chenin Blanc data structure 
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Figure 2: Stigmatisation drivers for Chenin Blanc 
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Figure 3: OV data structure 
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Figure 4: Status-elevating drivers for OV 

 


