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The Double-Edged Effects of Visualizing Wine Style: Sweetness Scale on Wine Label
Abstract

Purpose — A visual sweetness scale with an arrow pointing to a specific sweetness level
is now required on all labels of AOC Alsace. The sweetness scale makes it easier for
consumers to understand what is in the bottle. What is less clear, however, is whether
such labeling is always effective. To fill this gap, the current research aims to examine
the positive and negative effects (double-edged effects) of a visual sweetness scale and
identify the boundary condition.

Design/methodology/approach — Two studies were conducted using a 2 (cue type: scale
vs. text) by 2 (consumer type: novices vs. experienced wine consumers) between-
subjects, quasi-experimental design.

Findings —The double-edged effects are only significant among wine novices.
Specifically, though wine novices are more likely to purchase wine with a sweetness
scale (vs. text) due to perceived diagnosticity (Study 1), they are unwilling to pay more
due to low perceived quality (Study 2).

Practical implications — The study findings provide practical implications for wine
producers, marketers, and restaurants regarding when and how to use the sweetness scale
on wine labels and wine service.

Originality/value —To the best of our knowledge, this research is the first to reveal the
impact of visualizing wine style on wine labels. More importantly, while most previous
research demonstrates the positive effects of using visual cues, this research sheds light
on its drawbacks and examines the underlying mechanisms.

Keywords: Wine label, Visual cue, Purchase intention, Willingness to pay (WTP), Wine
consumers



1. Introduction

Wine consumers typically rely on wine labels to get information while making
purchase decisions (Barbierato et al., 2023; Esau, 2019; Sherman & Tuten, 2011; Thomas
& Pickering, 2003). Labels are used not only to provide necessary information such as
region, vintage, or variety but are also increasingly used as a marketing tool by providing
additional information and cool designs (Annunziata et al., 2016; Barbierato et al., 2023,
Gmuer et al., 2015; Mann et al., 2012). For US-made wines, ‘Reserve’, ‘Riserva’, or
‘Reserva’ on the wine label doesn’t technically mean anything but is used as a marketing
gimmick. Some wine producers provide food paring suggestions or use images of exotic-
looking animals on wine labels to attract consumers. Recently, winemakers have been
required to use a new sweetness scale (a visual scale with sweetness levels and an arrow
pointing to a specific level; see Appendix for examples) on all labels of AOC Alsace,
starting with wines produced from the 2021 harvest (Boiling, 2022). Compared to
traditional texts indicating wine style and a sweetness level (e.g., Semi-Dry, Brut), the
sweetness scale makes it easier for consumers to understand what is in the bottle (Barth,
2022). Previous research shows that when consumers perceive wine labels or information
as easy to understand, they will evaluate the wine positively (Croijmans & Wang, 2022;
Gmuer et al., 2015; Karnal et al., 2014). What is less clear, however, is whether such
effects are always positive. To bridge this gap, the main purpose of this study is to
examine the double-edged effects of visualizing sweetness on wine labels. We argue that
the sweetness scale can assist consumers and increase their purchase intention (positive
effect), but it may also backfire regarding quality perceptions and willingness to pay
(negative effect).

Visual cues are perceived as more helpful and diagnostic than verbal cues, leading to
positive consumer responses such as purchase intention (Dens et al., 2011; Rebollar et al.,
2017). However, previous research indicates that consumers perceive premium and
expensive products as exclusive and less accessible to general consumers (Fuchs et al.,
2013; Khoi & Le, 2022; Lee & Cho, 2022; Park et al., 2020). The easily understandable
sweetness scale can make the wine appear inclusive and produced for the masses, giving
the perception that the wine is of low quality and thus reducing consumers’ willingness to
pay. Based on the Stereotype Content Model (SCM) (Fiske et al., 2007) and the
compensation effect of warmth and competence (Kim & Ball, 2021), we, therefore,
propose that though the sweetness scale might enhance purchase intention through its
diagnosticity (i.e., warmth), it can decrease consumers’ willingness to pay due to lower
perceived quality (i.e., competence). We also identify consumer type (novice vs.
experienced wine consumers) as a theoretical and practical boundary condition.

This research contributes to the literature by addressing several gaps. First, previous
research on wine labels mainly focuses on the type of information provided on the label.
It compares the influence of intrinsic wine attributes (attributes that are related to wine
characteristics, such as varietal and region) to extrinsic wine attributes (attributes that are
irrelevant to wine characteristics but can influence consumers, such as label color, label
style, imagery) (Celhay & Remaud, 2018; Laeng et al., 2016; Lunardo & Rickard, 2019;
Pickering et al., 2022; Popovich & Velikova, 2023), but overlooks the presentation
format of intrinsic attributes. The current research enriches research on wine labels by
investigating the influence of label presentation style of an intrinsic attribute (i.e.,



sweetness) on consumer responses. Second, while previous research in sensory marketing
has examined the positive effects of visual cues in label designs and advertising (Choi et
al., 2020; Tang et al., 2004), their drawbacks have received scant attention. This research
extends prior work by examining both the positive and negative effects of using visual
cues (i.e., visualizing the sweetness level on wine labels). In addition, the current study
reveals consumer type (novices vs. experienced wine consumers) as the boundary
condition, showing that visualizing the sweetness level has minimal effect among
experienced wine consumers. Third, while most previous research indicates a positive
relationship between purchase intention and willingness to pay (Barber et al., 2012;
Bougenvile & Ruswanti, 2017; Bower et al., 2003), this research shows that the two
constructs don’t always work in tandem. Lastly, this research provides guidance to wine
producers, marketers, and restaurants regarding when and how to use the sweetness scale
on wine labels and wine services.

2. Literature Review
2.1 Verbal and Visual Cues

According to the Dual-Coding Theory, information can be represented using visual
and verbal cues (Paivio, 1990, 1991). Wine label designers use verbal and visual cues to
communicate messages to consumers to attract them (Barbierato et al., 2023; Liu et al.,
2022; Ouyang & Sharma, 2019; Rebollar et al., 2017). Examples of verbal cues include
the region name, brand name, alcohol content, wine style, and varietal, clearly displayed
in text form. Images of chateaux or vineyards, label colors, and typefaces are examples of
visual cues. Previous research shows that visual and verbal cues elicit different responses.
Visual cues (e.g., color, imagery, form, scale) trigger unconscious, unintentional
responses and require lower cognitive effort than verbal cues (Ro et al., 2009;
Underwood & Klein, 2002).

In addition, previous research demonstrates the superior effect of visual cues on
consumer responses over verbal cues. Presenting information visually, like using a graph
or image, enhances clarity and information processing, leading to positive consumer
responses (Butcher & Pecot, 2022; Choi et al., 2020; Dens et al., 2011; Rebollar et al.,
2017). For example, consumers perceive potato crisps as more crunchy and healthier
when seeing an image of an oil cruet (vs. a text saying “with olive o0il”), leading to a
stronger purchase intention (Rebollar et al., 2017). In the context of wine consumption,
Laeng et al. (2016) used eye-tracking to investigate the influence of visual and verbal
cues on consumer responses. They find that visual cues on the wine label, such as the
pictorial graphics of the front label, capture more attention than verbal cues, such as the
winemaker’s name (Laeng et al., 2016). These results indicate the superiority of using
visual cues. However, intrinsic wine attributes that are related to the wine’s
characteristics (Quester & Smart, 1996), such as varietal, wine style, alcohol content, and
region, are typically depicted in “verbal” form on wine labels (e.g., using text: Brut,
Grand Cru). Considering the superiority of visual cues, we examine whether visualizing
intrinsic attributes on wine labels could also help or backfire. To that end, we consider
the tradeoff between warmth and competence.

2.2 Tradeoff Between Warmth and Competence



The Stereotype Content Model (SCM) suggests that people tend to judge others based
on warmth and competence (Fiske et al., 2007; Septianto et al., 2022). Warmth embodies
friendliness, helpfulness, and approachability, while competence emphasizes capability
and performance (Fiske et al., 2007). While these two dimensions are essential in
interpersonal interactions and applicable to brand and product perceptions, a growing
body of research has identified the inverse relationship between perceived warmth and
competence, known as the compensation effect (Holoien & Fiske, 2013; Kim & Ball,
2021). There is an inherent tradeoff between warmth and competence, whereby a
decrease in competence perception accompanies an increase in warmth perception and
vice versa (Kim & Ball, 2021). For example, nonhumanoid robots are generally
perceived as more competent but less warm than humanoid robots (Choi et al., 2021).
Brands perceived as warm are viewed as inclusive, accessible, and designed for the
masses but raise doubts regarding quality and diminishing perception of value (Fuchs et
al., 2013; Park et al., 2020). Specifically, Fuchs et al. (2013) show that being “close” to
users by labeling a product as a user (vs. company) designed has a negative impact on
perceived quality. Park et al. (2020) indicate that a luxury brand is signaling friendliness
to consumers on social media by responding to consumers’ comments with emojis, which
results in lower value perceptions, leading to the dilution of brand competence.

Given the tradeoff between warmth and competence, prior studies have investigated
conditions where warmth or competence holds greater significance. For example,
perceived competence is more important for services that offer care for people (e.g.,
medical services) (GUntirkUn et al., 2020). Warmth (vs. competence) perceptions are
more important when there is a process service failure or when people care more about
the service process (Choi et al., 2021; GUntirkin et al., 2020). Therefore, enhancing
warmth or competence does not always lead to favorable outcomes. For example, Hess
and Melnyk (2016) indicate that when the product is recommended by a highly credible
source, increasing warmth perceptions by using feminine cues such as pink color and
round shape can enhance consumers’ purchase intention. However, increasing perceived
competence is more important when a source with low credibility recommends the
product. Consequently, employing feminine cues that enhance perceived warmth while
diminishing perceived competence leads to lower purchase intentions (Hess & Melnyk,
2016). In a similar vein, we argue that the sweetness scale, serving as a warmth cue that
makes it easier for consumers to understand what is in the bottle (i.e., perceived
diagnosticity), may elicit positive responses. However, there is a potential downside as
the sweetness scale may undermine perceived competence (i.e., perceived quality).
Specifically, we argue that the sweetness scale has a positive impact on perceived
diagnosticity (warmth perception), increasing purchase intention. On the other hand, it
may hurt perceived quality (competence perception), lowering willingness to pay.

2.3 Positive Responses through Warmth Perception: Perceived Diagnosticity and
Purchase Intention

Perceived diagnosticity plays an essential role in the purchase process, as consumers
tend to use easy-to-process cues to infer product attributes (Steenkamp, 1990; Van Ooijen
et al., 2017). Perceived diagnosticity refers to consumers' perceptions of the sufficiency
and helpfulness of information that can assist them in evaluating the product and making
decisions (Jiang & Benbasat, 2004). Previous research has demonstrated a positive



relationship between perceived diagnosticity and purchase intention (Cheng et al., 2022;
Liu & Yu, 2022; Liu et al., 2023; Uhm et al., 2022). For example, consumers are more
likely to purchase the product when the influential streamer (Liu & Yu, 2022), the
product presentation video (Cheng et al., 2022), or Augmented reality (AR) technology
(Uhm et al., 2022) provides sufficient and helpful product information. As discussed
previously, visual cues enable consumers to understand the product more vividly and
quickly than verbal cues (Rebollar et al., 2017; Underwood & Klein, 2002). Therefore,
showing a visual scale with sweetness levels with an arrow pointing to a specific level
seems more informative than simply stating “Semi-Dry”. However, such a positive effect
on purchase intention through perceived diagnosticity may depend on consumers'
expertise level.

2.4 Wine Novices vs. Experienced Wine Consumers

Wine novices drink wine infrequently, don’t include wine as part of their lifestyle,
and spend less time searching for information about wine (Barber et al., 2007; Latour &
Deighton, 2019). Due to the lack of extensive knowledge of wines, wine novices prefer
information that does not require technical knowledge and rely on explicit cues such as
price and label design to make purchase decisions (Agnoli et al., 2016; Charters &
Pettigrew, 2006; Mueller et al., 2010; Pecotich & Ward, 2007; Windsor et al., 2023). In
addition, they tend to rely on risk-reduction strategies to assist their decision-making
processes; therefore, clearly presenting information is critical (Agnoli et al., 2016; Barber
et al., 2007). For wine novices, showing a visual scale with sweetness levels and an arrow
pointing to a specific sweetness level seems more informative than textual information
(e.g., Semi-Dry), increasing purchase intention. In contrast, it is easy for experienced
wine consumers to make assumptions about the wine using complex cues such as “Semi-
Dry”, “Brut” and “Grand Cru” (Barber et al., 2007; Langner & Krengel, 2013). With
extensive knowledge, experienced wine consumers tend to make their purchase decisions
based on their own preference, past experiences, and their evaluation of specific wine
attributes (Agnoli et al., 2016; Czellar & Luna, 2010; Oyinseye et al., 2022; Pedroza &
Herrell, 2022). Consequently, the superiority of visual cues (i.e., the sweetness scale) on
purchase intention through perceived diagnosticity should be attenuated among
experienced wine consumers. Thus, we propose the following:

H1: The sweetness scale (vs. text) will increase wine novices’ purchase intention.
However, such an advantage will be attenuated among experienced wine consumers.

H2: For wine novices, perceived diagnosticity will mediate the impact of the cue type
(scale vs. text) on purchase intention, such that the sweetness scale will be perceived to
be more diagnostic, leading to higher purchase intention. Such a mediation will be
attenuated among experienced wine consumers.

While we propose the positive effects of visualizing sweetness on purchase intention
among novices through the warmth perception (i.e., perceived diagnosticity), we also
consider its negative influence on willingness to pay through the diminished competence
perception (i.e., perceived quality).

2.5 Negative Responses through Competence Perception: Perceived Quality and
Willingness to Pay



Due to the tradeoff between warmth and competence, friendliness can reduce
perceived competence and value for products and brands. According to Kim and
Dempsey (2019), brand acronyms that are easy for users to pronounce are perceived as
less competent than those that are difficult to pronounce. When product information is
easy to process, it diminishes the sense of exclusivity, leading to lower perceptions of
competence and value (Pocheptsova et al., 2010). That is because ease of processing can
shorten perceptions of psychological distance (Alter & Oppenheimer, 2008). As an
attribute closely associated with psychological distance, perceptions of competence tend
to be lower when individuals experience ease in information processing, negatively
influencing their evaluation of product competence aspects such as quality and
performance (Chu et al., 2021; Kim & Dempsey, 2019; Pocheptsova et al., 2010). In our
case, compared to traditional sweetness information such as “Semi-Dry” or “Demi-Sec”
on the wine label, a visual sweetness scale with an arrow pointing to a specific level is
easier to understand, especially friendly and helpful to wine novices who have limited
wine knowledge to understand the terms. It makes the wine more inclusive, accessible,
and produced for the masses, reducing psychological distance. Therefore, building on
previous work on the tradeoff between competence and warmth (Kim & Ball, 2021), we
argue that using an easy-to-understand sweetness description may hurt perceived quality
(i.e., one of the competence aspects), lowering willingness to pay.

Different from purchase intention, willingness to pay refers to the maximum amount
of money a consumer is willing to pay and reflects the value that a consumer assigns to
the product (Gonzdez-Rodr guez et al., 2019; Homburg et al., 2005; Zemke et al., 2015).
The perceived quality of wine can positively influence consumers' willingness to pay.
Consumers are usually willing to pay premium prices for organic wines due to higher
quality perceptions (Gassler et al., 2019). When it comes to low-alcohol wines,
consumers are less likely to pay premium prices due to lower quality perceptions (Bucher
et al., 2020). Therefore, if the sweetness scale hurts perceived quality, as discussed
above, it may lead to a lower willingness to pay. Moreover, as we have previously
theorized, compared to wine novices, experienced wine consumers are less likely to be
influenced by the label presentation style of an intrinsic attribute (i.e., sweetness). Thus,
we propose the following:

H3: The sweetness scale (vs. text) will lower wine novices’ willingness to pay.
However, such a disadvantage will be attenuated among experienced wine
consumers.

H4: For wine novices, perceived quality will mediate the impact of the cue type (scale
vs. text) on willingness to pay, such that the sweetness scale will lower the
perceived quality, leading to lower willingness to pay. Such a mediation will be
attenuated among experienced wine consumers.



Positively:
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(novice vs. experienced wine consumers)

Perceived Diagnosticity

Cue type . Purchase Intention
(scale vs. text)

Negatively:

Consumer Type
(novice vs. experienced wine consumers)

Perceived Quality

Cue type > Willingness to Pay
(scale vs. text)

Figure 1. Conceptual framework
3. Empirical Overview

Two studies were conducted to test our theorizing (see Figure 1 for the conceptual
framework). Study 1 investigates the positive effect of visualizing the sweetness level on
purchase intention via perceived diagnosticity and demonstrates consumer type based on
wine consumption frequency as the theoretical and practical moderator (H1 and H2).
Study 2 investigates the negative effect of visualizing the sweetness level on willingness
to pay via perceived quality and considers consumer type as the moderator (H3 and H4).
Considering perceived diagnosticity and perceived quality as one aspect of warmth and
competence, these two studies systematically examine the double-edged effects of using
the sweetness scale on wine labels based on the tradeoff between competence and
warmth.

4. Study 1. Positive Effect of Visualizing the Sweetness Level
4.1 Design and Participants

To test H1 and H2, Study 1 employed a 2 (cue type: scale vs. text) by 2 (consumer
type: novices vs. experienced wine consumers) between-subjects, quasi-experimental
design. A total of 200 US adults (at least 21 years old) were recruited through Prolific.
Among participants, 39.5% were male, 83% were between 21 and 49 years old, 66% had
a college degree or above, and 75.5% had an annual income of more than US$40,000.



4.2 Procedure and Stimuli

Participants were randomly assigned to one of the two versions of the wine label for a
demi-sec sparkling wine. The brand name, region, and other information were the same
on both versions of the wine label. The only difference was the presentation of the
sweetness level. ‘Demi-Sec’ was used on one label, while a visual scale with sweetness
levels and an arrow pointing to ‘Medium Sweet’ was used on the other. After their
exposure to the wine label, participants were asked to indicate their purchase intention
(Lunardo & Rickard, 2019) (1=very unlikely; very impossible; very improbable; 7=very
likely; very possible; very probable; a=.96). Two items were used to measure the
perceived diagnosticity of the sweetness description (e.g., “To what degree was the
sweetness description on the label helpful?”’; 1=not at all, 7=very much; r=.94) (Qiu et
al., 2012) To assess the realism of our stimuli, we asked participants to rate the realism of
the wine purchase scenario (1=highly unrealistic, 7=highly realistic). Lastly, they finished
a battery of questions, including wine consumption and preferences, followed by
demographic questions.

4.3. Results

Based on previous wine research (D’Alessandro & Pecotich, 2013; Latour &
Deighton, 2019), we define wine novices as those who consume wine infrequently and
experienced wine consumers (e.g., enthusiasts and experts) as those who consume wine
frequently. Participants who indicated that they consumed wine infrequently (never,
seldom, or occasionally) represented novices, while those who consumed wine frequently
(about half the time?, usually, very often, always) represented experienced wine
consumers. Scenarios were perceived as realistic (M=5.24) and didn’t vary by condition
(F (1, 196)=1.88, p>.05).

Purchase Intention. To test H1, a two-way ANCOVA on purchase intention was
conducted with the liking of sparkling wines as a covariate. The results showed that there
was a significant interaction of consumer type and cue type (F (1, 195)=4.68, p<.05). As
visualized in Figure 2, novices exhibited a higher purchase intention for sparkline wines
using the sweetness scale (vs. text) on the label (Mscale=4.85, Mwext=4.32; F (1, 195) =4.94,
p<.05). However, such a difference didn’t surface among experienced wine consumers
(Mscale=4.2, Mwext=4.69; F (1, 195) = 1.47, p>.05). Therefore, H1 is supported.

! To determine consumption frequency, “about half the time” is commonly used in previous research as the
cut-off point for determining whether certain consumptions or behaviors are frequent or infrequent (Mair et
al., 2013; Rossow et al., 2014; Single & Wortley, 1993).
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Figure 2. Purchase intention as a function of consumer type and cue type

Moderated Mediation. To test H2, PROCESS Model 8 (Hayes, 2017) was used with
cue type as the independent variable, consumer type as the moderator, perceived
diagnosticity as the mediator, and purchase intention as the dependent variable. The
moderated mediation by perceived diagnosticity was supported (index of moderated
mediation=1.04, SE=.28, 95% CI=[.541, 1.626]). Specifically, perceived diagnosticity
mediated the impact of cue type on purchase intention among wine novices (indirect
effect=-1.36, SE=.21, 95% CI=[-1.786, -.957]). However, such mediation was
insignificant among experienced wine consumers (indirect effect=-.32, SE=.20, 95%
CI=[-.726, .082]). Thus, H2 is supported.

5. Study 2. Negative Effect of Visualizing the Sweetness Level
5.1 Design and Participants

To test H3 and H4, Study 2 employed a 2 (cue type: scale vs. text) by 2 (consumer
type: wine novices vs. experienced wine consumers) between-subjects, quasi-
experimental design. A total of 200 US adults (at least 21 years old) were recruited
through Prolific. Among these participants, 43% were male, 91% were between 21 and
49 years old, 67.5% had a college degree or above, and 75.5% had an annual income of
more than US$40,000.

5.2 Procedure and Stimuli

Similar to Study 1, participants were randomly assigned to read one of the two
versions of the wine label for a semi-dry Riesling. The brand name, variety, region, and
vintage were the same on both versions of the wine label, and the only difference was the
form of the sweetness level (sweetness scale vs. text). Then, participants were asked to
rate the expected quality of the wine and indicate the price they were willing to pay. We
set $30 as a reference price and limited the price range from $15 to $45. The reference
price was based on the price threshold used in previous wine studies (Bekkerman &
Brester, 2019), and according to the report of the Wine Market Council (2015) showing
that most wine consumers (around 95%) in the U.S. purchase wine at or less than $30 per



bottle. To assess the realism of our stimuli, we asked participants to rate the realism of
the wine purchase scenario (1=highly unrealistic, 7=highly realistic). Lastly, they finished
a battery of questions, including wine consumption, preferences, and demographic
questions.

5.3 Results

Same as Study 1, participants who indicated that they consumed wine infrequently
(never, seldom, or occasionally) represented novices, while those who consumed wine
frequently (about half the time, usually, very often, always ) represented experienced
wine consumers. Scenarios were perceived as realistic (M=5.5) and didn’t vary by
conditions (F (1, 196)=.001, p>.05).

Willingness to pay. To test H3, a two-way ANCOVA on willingness to pay was
conducted with the liking of Riesling wines as a covariate. The interaction effect was
significant (F(1, 195)=6.05, p<.05). Specifically, novices exhibited lower willingness to
pay for the wine with the sweetness scale (vs. text) (Mscale=24.15, Miext=26.94; F (1, 195)
=9.28, p<.05). However, such a significant difference was not observed among
experienced wine consumers (Mscale=25.07, Mwext=21.47; F (1, 195) = 2.22, p>.05).
Therefore, H3 is supported.

WTP (in dollar)
30
*
25 S
20
15
10
5
0
Wine Novice Experienced Wine Consumer
W Scale m Text

Figure 3. Willingness to pay as a function of consumer type and cue type

Moderated Mediation. To test H4, PROCESS Model 8 (Hayes, 2017) was used with
cue type as the independent variable, consumer type as the moderator, perceived quality
as the mediator, and willingness to pay as the dependent variable. The moderated
mediation by perceived quality was supported (index of moderated mediation=-2.31,
SE=1.29, 95% CI=[-5.009, -.005]). Specifically, perceived quality mediated the impact of
cue type on willingness to pay among wine novices (indirect effect=.90, SE=.48, 95%
CI=[.064, 1.932]). However, such mediation was insignificant among experienced wine
consumers (indirect effect=-1.41, SE=1.15, 95% CI=[-3.759, .699]). Thus, H4 is
supported.



6. General Discussion

The current research shows the positive and negative effects of using a sweetness
scale on wine labels. Consistent with previous research demonstrating the superior effect
of visual cues on consumer responses (Choi et al., 2020; Dens et al., 2011; Maclnnis &
Price, 1987; Rebollar et al., 2017), this research demonstrates that signaling the sweetness
level by a sweetness scale (vs. “Semi-Dry” or “Demi-Sec”) can be diagnostic, increasing
consumers’ purchase intention. However, this superiority effect only exists among wine
novices. More interestingly, using the sweetness scale might backfire in terms of
willingness to pay, especially among wine novices. They tend to perceive the wine with a
sweetness scale (vs. “Semi-Dry” or “Demi-Sec”) as being of lower quality, reducing their
willingness to pay. In addition, considering perceived diagnosticity and perceived quality
as one aspect of warmth and competence, the research findings align with previous
research demonstrating the tradeoff between competence and warmth. While the
sweetness scale might be diagnostic for wine novices (i.e., more warmth), they perceive
the wine with such scale as low quality (i.e., less competence), leading to higher purchase
intention but lower willingness to pay.

6.1 Theoretical Implications

This research makes several theoretical contributions. First, it provides new insights
into wine label research by shedding light on the influence of presentation style of
intrinsic wine attributes. Previous research has focused more on the influence of extrinsic
attributes such as image, color, layout, design genre, and label font on consumer
perceptions of the wine (Lunardo & Rickard, 2019; Barbierato et al., 2023), purchase
decisions (Lunardo & Rickard, 2019; Sherman & Tuten, 2011) and tasting evaluations
(Gmuer et al., 2015). However, only a handful of studies have investigated how to
display intrinsic wine attributes on wine labels. Liu et al. (2022) have considered
displaying country of origin information as a symbol. They use eye-tracking techniques
to compare consumers’ visual attention, tasting perceptions, and emotional responses to
the labels with a piece of the country-of-origin information in the textual form (i.e., New
Zealand) and the form of a symbol (i.e., fern-a well-known logo in New Zealand).
Similarly, the current research examines an alternative way to display wine style using a
sweetness scale instead of a textual form. However, it diverges from the work of Liu et
al. (2022) by investigating purchase behaviors, specifically purchase intention and
willingness to pay. Moreover, the current research examines the benefits and drawbacks
of visualizing intrinsic attributes and considers the influence of individual differences in
wine experience.

Second, this paper enriches research on sensory marketing by demonstrating the
double-edged effects of visualizing sweetness level and revealing consumer type as the
boundary condition. On the one hand, consistent with previous sensory marketing
research on visual cues (Dens et al., 2011; Maclnnis & Price, 1987; Rebollar et al., 2017),
our research demonstrates that a visual sweetness scale is perceived as helpful, enhancing
purchase intention, but such a positive effect depends on consumer type. A visual
sweetness scale is more effective among wine novices than their more experienced
counterparts. On the other hand, while previous research has mainly emphasized the
superior effects of visual cues in label designs and advertising (Choi et al., 2020;



Maclnnis & Price, 1987; Tang et al., 2004), little is known about the drawbacks of using
visual cues. To address this gap, this research examines the negative impact of using
visual cues. Specifically, a visual sweetness scale undermines wine novices’ willingness
to pay. Wine novices are less likely to pay more for wine with a sweetness scale because
they perceive it as low quality.

Third, unlike previous research considering different situations, this research enriches
the literature on the tradeoff between warmth and competence by demonstrating the
double-edged effects of visualizing sweetness levels on different consumer responses
(i.e., positively influencing purchase intention but negatively influencing willingness to
pay). Previous research has investigated how the tradeoff between warmth and
competence influences the same consumer responses differently in different situations.
For example, employees wearing conspicuous items are perceived as more competent but
less warm (Scott et al., 2013). Therefore, in exchange (communal) relationships that
emphasize competence (warmth), consumers have more positive (negative) attitudes and
favorable (unfavorable) behavior intentions when they are served by employees wearing
conspicuous items (Scott et al., 2013). Similarly, utilizing feminine cues increased
perceived warmth while having the opposite effect on competence. Therefore, utilizing
feminine cues (e.g., pink color, round shape) enhances purchase intentions when
consumers place less emphasis on competence but undermines purchase intentions when
consumers highly value competence (Hess & Melnyk, 2016). Instead of examining the
same consumer responses in different situations (e.g., in exchange or communal
relationships), our research extends previous work by examining how the tradeoff
between warmth and competence influences different consumer responses. Specifically,
visualizing sweetness on wine labels enhances perceived warmth while lowering
perceived competence (i.e., high perceived diagnosticity but low perceived quality),
increasing purchase intentions but decreasing willingness to pay, especially among wine
novices.

Fourth, this research shows a potential contradiction between purchase intention and
willingness to pay. Purchase intention and willingness to pay are commonly measured to
understand consumers’ purchase behaviors and are usually positively correlated (Barber
etal., 2012; Bougenvile & Ruswanti, 2017; Bower et al., 2003). However, some studies
reveal that they are not always directly related because financial constraints influence the
willingness to pay, whereas purchase intention simply indicates an inclination or interest
to buy a particular product or service (Bougenvile & Ruswanti, 2017; Febryan, 2010; Liu
et al., 2018). A consumer may have a strong intention to purchase a product but may be
unwilling to pay a high price due to low income (Zhang et al., 2018). In line with prior
research indicating a potential contradiction between purchase intention and willingness
to pay, the current research offers further insights to elucidate this. Besides financial
restrictions, our findings suggest that clearly showing information without technical
knowledge requirements can undermine the monetary value consumers assign to the
wine, especially among novice consumers. Wine novices are more likely to purchase
wine with a sweetness scale on the label, but they may believe that the wine using such a
scale targets entry-level consumers. Consequently, they infer low quality, leading to a
lower willingness to pay. In contrast, traditional sweetness information such as “Semi-
Dry” labels is hard for novices to understand, thus lowering their purchase intention.



However, they perceive such labels as signaling high quality, leading to a higher
willingness to pay.

Lastly, this research enriches our understanding of how different market segments
respond to wine labels with easy-to-understand information. Consistent with previous
research showing that wine novices (vs. experts) are more likely to be influenced by
attributes or signals not requiring technical knowledge (Agnoli et al., 2016; Carsana &
Jolibert, 2017), our findings demonstrate that wine novices (vs. experienced wine
consumers) are more likely to be influenced by the presentation style on wine labels.
They react more favorably in terms of purchase intention but unfavorably in terms of
willingness to pay when the sweetness level is indicated clearly by a sweetness scale
rather than a traditional text such as “Semi-Dry”. However, while previous research has
emphasized the importance of reducing complexity and enhancing the ease of
information processing to increase positive responses (e.g., satisfaction and purchase
intention) among novices (Agnoli et al., 2016; Langner & Krengel, 2013), the current
study challenges this notion by showing that a sweetness scale on wine labels can
negatively influence the perceived quality and consumers’ willingness to pay. These
findings reveal the drawbacks of using easy-to-understand information on wine labels,
which has received limited attention in previous research on wine labels.

6.2 Practical Implications

This research provides several practical implications. First, wine producers and
marketers should carefully consider using the sweetness scale on their wine labels. In
addition, policymakers and regulators should carefully develop and revise policies and
regulations related to visualizing the intrinsic attributes of wine labels. Visualizing the
intrinsic attributes (e.g., use of the sweetness scale) may not always result in positive
outcomes such as a higher willingness to pay. We show that wine novices are not likely
to pay more for wine with a sweetness scale on the label but are more likely to pay more
for wine using traditional texts such as “Semi-Dry” to describe wine style and sweetness
level. Therefore, wine producers and marketers should keep using traditional wine
attributes such as “Semi-Dry”” on wine labels for high-priced wines. In addition,
policymakers and regulators may consider relaxing the requirements of visualizing the
intrinsic wine attributes for high-quality and priced wines.

However, our results also indicate that wine novices are more likely to purchase wine
with a sweetness scale on the label. To counter the contradiction between purchase
intention and willingness to pay, wine producers and marketers might use the sweetness
scale for low-priced wines to satisfy wine novices' need for easy-to-understand
information and encourage wine consumption among general consumers. Additionally,
this initiative has the potential to positively impact public health and well-being, as
research has consistently demonstrated the potential health benefits of consuming wine in
low to moderate amounts (Hrelia et al., 2022). These benefits include but are not limited
to a decreased risk of cardiovascular disease, lowered glucose levels, and a reduced
incidence of diabetes (Da Luz et al., 2014; Levantesi et al., 2013).

In addition, previous research on visual perception reveals that elements located in
different areas are considered independent, and the relationship between these elements is
attenuated (Burris & Branscombe, 2005; Hou et al., 2018). For example, there is a



psychological contagion effect when displaying a menu item next to a picture of a
negative source item, such as smelly tofu. People evaluate the menu item negatively
because it is categorized into the same group as the negative source item. However,
separating these two items using dashed lines or different color backgrounds reduces the
psychological contagion effect (Hou et al., 2018). Similarly, sweetness scales on wine
labels are perceived as part of the wine product, influencing consumer evaluations.
Therefore, to attenuate this relationship, wine producers and marketers can display
sweetness scales on store shelves or online shopping websites instead of wine labels,
especially for high-priced wines. In this way, they can satisfy consumers' need for easy-
to-understand wine information, increasing purchase intention and avoiding the negative
influence on willingness to pay.

Besides, our findings provide implications for restaurant wine service. When
consumers order a bottle of wine, the sommelier or the server shows the wine label to
consumers. Therefore, restaurants should carefully consider placing high-priced wines
with a sweetness scale on the wine list. In addition, when consumers ask sommeliers for
wine recommendations, sommeliers should try to avoid recommending high-priced wines
with a sweetness scale, as consumers asking for recommendations are usually wine
novices (Dodd et al., 2005). Moreover, though restaurants cannot change wine labels,
they can provide additional information, such as the sweetness scale on wine menus, to
assist wine novices and increase orders.

6.3 Limitations and Future Research

Several limitations of this research point to future research. First, the study was
conducted in an experimental setting. Though participants perceived the stimuli as
realistic, a field study or secondary data examining consumer responses to the sweetness
scale and actual price would add value. Second, in the current research, wine novices and
experienced wine consumers were defined based on wine consumption frequency.
However, there are many ways to evaluate consumer experiences. Future research can
consider other ways (e.g., self-report, a wine quiz) to define novices and experienced
wine consumers to enhance the generalizability of our findings. In addition, future
research may consider including wine experts and comparing their responses to the
sweetness scale on wine labels with novices and experienced wine consumers. Third, our
research focused on the front label. Future research can explore whether displaying
sweetness scales on the front or back label makes a difference. Lastly, to demonstrate the
tradeoff between competence and warmth, the current research measured perceived
diagnosticity to represent warmth perception and perceived quality to represent
competence perception. Future research can measure the overall perceptions of warmth
and competence in a single study and see how using a sweetness scale on wine labels
influences consumers’ overall perceptions of warmth and competence, affecting their
purchase behaviors.



Appendix

Examples of Sweetness Scale

Reference

Agnoli, L., Capitello, R., and Begalli, D. (2016), “Behind intention and behaviour:
Factors influencing wine consumption in a novice market”, British Food Journal,
Vol. 118 No. 3, pp. 660-678.

Alter, A. L., and Oppenheimer, D. M. (2008), “Effects of fluency on psychological
distance and mental construal (or why New York is a large city, but New York is
a civilized jungle)”, Psychological Science, Vol 19 No. 2, pp.161-167.

Annunziata, A., Pomarici, E., Vecchio, R., and Mariani, A. (2016), “Do Consumers Want
More Nutritional and Health Information on Wine Labels? Insights from the EU
and USA”, Nutrients, Vol 8 No. 7

Barber, N., Ismail, J., and Dodd, T. (2007), “Purchase attributes of wine consumers with
low involvement”, Journal of Food Products Marketing, Vol 14 No. 1, pp. 69-86.

Barber, N., Kuo, P., Bishop, M., and Goodman, R. (2012), “Measuring psychographics to
assess purchase intention and willingness to pay”, Journal of Consumer
Marketing, Vol 29 No. 4, pp.280-292.

Barbierato, E., Berti, D., Ranfagni, S., Hernéndez-Alvarez, L., and Bernetti, |. (2023),
“Wine label design proposals: an eye-tracking study to analyze consumers’ visual
attention and preferences”, International Journal of Wine Business Research,
(ahead-of-print).

Barth, J. (2022), “A New Sweetness Scale Is Required On Alsace Wine Labels”,
available at: https://www.forbes.com/sites/jillbarth/2022/02/22/a-new-sweetness-
scale-is-required-on-alsace-wine-labels/ (accessed 05 August 2023)

Bekkerman, A., and Brester, G. W. (2019), “Don't judge a wine by its closure: Price
premiums for corks in the US wine market”, Journal of Wine Economics, Vol 14
No. 1, pp. 3-25.

Boiling, C. (2022), “Alsace standardises sweetness levels on labels”, available at:
https://www.internationalwinechallenge.com/Canopy-Articles/alsace-
standardises-sweetness-levels-on-labels.html (accessed 05 August 2023)



https://www.forbes.com/sites/jillbarth/2022/02/22/a-new-sweetness-scale-is-required-on-alsace-wine-labels/
https://www.forbes.com/sites/jillbarth/2022/02/22/a-new-sweetness-scale-is-required-on-alsace-wine-labels/
https://www.internationalwinechallenge.com/Canopy-Articles/alsace-standardises-sweetness-levels-on-labels.html
https://www.internationalwinechallenge.com/Canopy-Articles/alsace-standardises-sweetness-levels-on-labels.html

Bougenvile, A., and Ruswanti, E. (2017), “Brand equity on purchase intention
consumers’ willingness to pay premium price juice”, IOSR Journal of Economics
and Finance, Vol 8 No. 1, pp.12-18.

Bower, J. A., Saadat, M. A., and Whitten, C. (2003), “Effect of liking, information and
consumer characteristics on purchase intention and willingness to pay more for a
fat spread with a proven health benefit”, Food Quality and Preference, Vol 14
No. 1, pp. 65-74.

Bucher, T., Frey, E., Wilczynska, M., Deroover, K., and Dohle, S. (2020), “Consumer
perception and behaviour related to low-alcohol wine: do people
overcompensate?”, Public Health Nutrition, Vol 23 No. 11, pp. 1939-1947.

Butcher, J., and Pecot, F. (2022), “Visually communicating brand heritage on social
media: champagne on Instagram”, Journal of Product & Brand Management, Vol
31 No. 4, pp. 654-670.

Burris, C. T., and Branscombe, N. R. (2005), “Distorted distance estimation induced by a
self-relevant national boundary”, Journal of Experimental Social Psychology, Vol
41 No. 3, pp. 305-312.

Carsana, L., and Jolibert, A. (2017), “The effects of expertise and brand schematicity on
the perceived importance of choice criteria: A Bordeaux wine investigation”,
Journal of Product & Brand Management, Vol 26 No. 1, pp.80-90.

Celhay, F., and Remaud, H. (2018), “What does your wine label mean to consumers? A
semiotic investigation of Bordeaux wine visual codes”, Food Quality and
Preference, Vol 65, pp. 129-145.

Charters, S., and Pettigrew, S. (2006), “How effectively do we communicate about
wine”, paper presented at the Proceedings of the 3rd International Wine Business
and Marketing Research Conference, July 6-8, Montpellier.

Cheng, Z., Shao, B., and Zhang, Y. (2022), “Effect of Product Presentation Videos on
Consumers’ Purchase Intention: The Role of Perceived Diagnosticity, Mental
Imagery, and Product Rating”, Frontiers in Psychology, Vol 13.

Choi, Y., Mehraliyev, F., and Kim, S. (Sam). (2020), “Role of virtual avatars in
digitalized hotel service”, International Journal of Contemporary Hospitality
Management, Vol 32 No. 3, pp. 977-997.

Choi, S., Mattila, A. S., and Bolton, L. E. (2021), “To err is human (-oid): how do
consumers react to robot service failure and recovery?”, Journal of Service
Research, Vol 24 No. 3, pp. 354-371.

Chu, X. Y., Chang, C. T., and Lee, A. Y. (2021), “Values created from far and near:
Influence of spatial distance on brand evaluation”, Journal of Marketing, Vol 85
No. 6, pp. 162-175.

Combris, P., Lecocq, S., and Visser, M. (1997), “Estimation of a Hedonic Price Equation
for Bordeaux Wine: Does Quality Matter?”, The Economic Journal, Vol 107 No.
441, pp. 390-402.

Croijmans, 1., and Wang, Q. J. (2022), “Do you want a description with that wine? The
role of wine mental imagery in consumer's desire to drink using the revised
Vividness of Wine Imagery Questionnaire (VWIQ-II)”, Journal of Sensory
Studies, Vol 37 No. 1.



Czellar, S., and Luna, D. (2010), “The effect of expertise on the relation between implicit
and explicit attitude measures: An information availability/accessibility
perspective”, Journal of Consumer Psychology, Vol 20 No. 3, pp. 259-273.

D’Alessandro, S., and Pecotich, A. (2013), “Evaluation of wine by expert and novice
consumers in the presence of variations in quality, brand and country of origin
cues”, Food Quality and Preference, Vol 28 No. 1, pp. 287-303.

Da Luz, P. L., Coimbra, S., Favarato, D., Albuquerque, C., Mochiduky, R. 1., Rochitte, C.
E., ... and Laurindo, F. R. (2014), “Coronary artery plaque burden and calcium
scores in healthy men adhering to long-term wine drinking or alcohol
abstinence”, Brazilian Journal of Medical and Biological Research, Vol 47, pp.
697-705.

Dens, N., De Pelsmacker, P., and Puttemans, B. (2011), “Text or pictures? Effectiveness
of verbal information and visual cues in advertisements for new brands versus
extensions”, Advances in Advertising Research, Vol 2, pp. 341-355.

Dodd, T. H., Laverie, D. A., Wilcox, J. F., and Duhan, D. F. (2005), “Differential Effects
of Experience, Subjective Knowledge, and Objective Knowledge on Sources of
Information used in Consumer Wine Purchasing”, Journal of Hospitality &
Tourism Research, Vol 29 No. 1, pp.3-19.

Esau, D. (2019), “The taste of a label: Do visual sensory cues on a wine label impact the
sensory taste of the wine?”, Doctoral dissertation, University of British Columbia.

Febryan, F. (2010), The power of selling. Elex Media Komputindo.

Fiske, S. T., Cuddy, A. J., and Glick, P. (2007), “Universal dimensions of social
cognition: Warmth and competence”, Trends in Cognitive Sciences, Vol 11 No. 2,
pp. 77-83.

Fuchs, C., Prandelli, E., Schreier, M., and Dahl, D. W. (2013), “All That is Users Might
Not be Gold: How Labeling Products as User Designed Backfires in the Context
of Luxury Fashion Brands”, Journal of Marketing, Vol 77 No. 5, pp. 75-91.

Gassler, B., Fronzeck, C., and Spiller, A. (2019), “Tasting organic: The influence of taste
and quality perception on the willingness to pay for organic wine”, International
Journal of Wine Business Research, Vol 31 No. 2, pp. 221-242.

Gmuer, A., Siegrist, M., and Dohle, S. (2015), “Does wine label processing fluency
influence wine hedonics?”, Food Quality and Preference, Vol 44, pp. 12-16.

Gonzdez-Rodr guez, M. R., D rz-Fernadez, M. C., and Font, X. (2019), “Factors
influencing willingness of customers of environmentally friendly hotels to pay a
price premium”, International Journal of Contemporary Hospitality Management,
Vol 32 No. 1, pp. 60-80.

GintUrk{n, P., Haumann, T., and Mikolon, S. (2020), “Disentangling the differential
roles of warmth and competence judgments in customer-service provider
relationships”, Journal of Service Research, Vol 23 No. 4, pp. 476-503.

Hayes, A. F. (2017), Introduction to mediation, moderation, and conditional process
analysis: A regression-based approach. Guilford publications.

Hess, A. C., and Melnyk, V. (2016), “Pink or blue? The impact of gender cues on brand
perceptions”, European Journal of Marketing, Vol 50, pp. 1550-1574,

Holoien, D. S., and Fiske, S. T. (2013), “Downplaying positive impressions:
Compensation between warmth and competence in impression management”,
Journal of Experimental Social Psychology, Vol 49 No. 1, pp. 33-41.



Homburg, C., Koschate, N., and Hoyer, W. D. (2005), “Do Satisfied Customers Really
Pay More? A Study of the Relationship between Customer Satisfaction and
Willingness to Pay”, Journal of Marketing, Vol 69 No. 2, pp. 84-96.

Hou, Y., Sun, Y., Wan, Li. C., and Yang, W. (2018), “How can psychological contagion
effect be attenuated? The role of boundary effect on menu design”, Journal of
Hospitality & Tourism Research, Vol 42 No. 4, pp. 606-626.

Hrelia, S., Di Renzo, L., Bavaresco, L., Bernardi, E., Malaguti, M., and Giacosa, A.
(2022), “Moderate wine consumption and health: a narrative
review”, Nutrients, Vol 15 No. 1, pp. 175.

Jiang, Z., and Benbasat, 1. (2004), “Virtual Product Experience: Effects of Visual and
Functional Control of Products on Perceived Diagnosticity and Flow in Electronic
Shopping”, Journal of Management Information Systems, Vol 21 No. 3, pp. 111-
147.

Karnal, N., Wendt, M., Bouzdine-Chameeva, T., Cornwell, T. B., and Orth, U. R. (2014),
“Love at second sight: Temporal effects of design typicality on brand liking”,
paper presented at the 8" International Conference, Jun 28-30, Geisenheim,
Germany.

Khoi, N. H., and Le, A. N.-H. (2022), “Is coolness important to luxury hotel brand
management? The linking and moderating mechanisms between coolness and
customer brand engagement”, International Journal of Contemporary Hospitality
Management, Vol 34 No. 7, pp. 2425-2449.

Kim, H. J., and Dempsey, M. A. (2019), “Processing Difficulty Increases Perceived
Competence of Brand Acronyms”, Canadian Journal of Administrative Sciences /
Revue Canadienne Des Sciences de I’Administration, Vol 36 No. 1, pp. 47-56.

Kim, T., and Ball, J. G. (2021), “Unintended Consequences of Warmth Appeals: An
Extension of the Compensation Effect between Warmth and Competence to
Advertising”, Journal of Advertising, Vol 50 No. 5, pp. 622-638.

Laeng, B., Suegami, T., and Aminihajibashi, S. (2016), “Wine labels: An eye-tracking
and pupillometry study”, International Journal of Wine Business Research, Vol
28 No. 4, pp. 327-348.

Langner, T., and Krengel, M. (2013), “The mere categorization effect for complex
products: The moderating role of expertise and affect”, Journal of Business
Research, Vol 66 No. 7, pp. 924-932.

Latour, K. A., and Deighton, J. A. (2019), “Learning to Become a Taste Expert”, Journal
of Consumer Research, Vol 46 No. 1, pp. 1-19.

Lee, J. E., and Cho, J. R. (2022), “The effects of a Disney masstige brand collaboration
on perceptions of brand luxury: Vertical versus horizontal product line extension
strategies”, Journal of Product & Brand Management, Vol 32 No. 1, pp. 138-
156.

Levantesi, G., Marfisi, R., Mozaffarian, D., Franzosi, M. G., Maggioni, A., Nicolosi, G.
L., ... and Marchioli, R. (2013), “Wine consumption and risk of cardiovascular
events after myocardial infarction: results from the GISSI-Prevenzione
trial”, International journal of cardiology, Vol 163 No. 3, pp. 282-287.

Liu, D., and Yu, J. (2022), “Impact of perceived diagnosticity on live streams and
consumer purchase intention: Streamer type, product type, and brand awareness



as moderators”, Information Technology and Management.
https://doi.org/10.1007/s10799-022-00375-7

Liu, R., Liu, X., Pan, B., Zhu, H., Yuan, Z., and Lu, Y. (2018), “Willingness to pay for
improved air quality and influencing factors among manufacturing workers in
Nanchang, China”, Sustainability, Vol 10 No. 5, p. 1613.

Liu, Z., Li, J., Wang, X., and Guo, Y. (2023), “How search and evaluation cues influence
consumers’ continuous watching and purchase intentions: An investigation of
live-stream shopping from an information foraging perspective”, Journal of
Business Research, Vol 168.

Liu, C., Sharma, C., Xu, Q., Gonzalez Viejo, C., Fuentes, S., and Torrico, D. D. (2022),
“Influence of label design and country of origin information in wines on
consumers’ visual, sensory, and emotional responses”, Sensors, Vol 22 No. 6, p.
2158.

Lunardo, R., and Rickard, B. (2019), “How do consumers respond to fun wine labels?”,
British Food Journal, Vol 122 No. 8, pp. 2603-2619.

Maclnnis, D. J., and Price, L. L. (1987), “The Role of Imagery in Information Processing:
Review and Extensions”, Journal of Consumer Research, Vol 13 No. 4, pp. 473—
491.

Mair, C., Cunradi, C. B., Gruenewald, P. J., Todd, M., and Remer, L. (2013), “Drinking
context-specific associations between intimate partner violence and frequency and
volume of alcohol consumption”, Addiction, Vol 108 No. 12, pp. 2102-2111.

Mann, S., Ferjani, A., and Reissig, L. (2012), “What matters to consumers of organic
wine?”, British Food Journal, Vol 114 No. 2, pp. 272-284.

Mueller, S., Lockshin, L., Saltman, Y., and Blanford, J. (2010), “Message on a bottle:
The relative influence of wine back label information on wine choice”, Food
Quality and Preference, Vol 21 No. 1, pp. 22-32.

Ouyang, Y., and Sharma, A. (2019), “Consumer-citizen willingness to pay for healthy
eating messages”, International Journal of Contemporary Hospitality
Management, Vol 31 No. 2, pp. 890-909.

Oyinseye, P., Suaez, A., Saldafs, E., Fern&ndez-Zurbano, P., Valentin, D., and S&nz-
Navajas, M. P. (2022), “Multidimensional representation of wine drinking
experience: Effects of the level of consumers’ expertise and involvement”, Food
Quality and Preference, Vol 98, p. 104536.

Paivio, A. (1990), Mental representations: A dual coding approach. Oxford university
press.

Paivio, A. (1991), “Dual coding theory: Retrospect and current status”, Canadian Journal
of Psychology/Revue Canadienne de Psychologie, Vol 45 No. 3, p. 255.

Park, M., Im, H., and Kim, H.-Y. (2020), “““You are too friendly!” The negative effects of
social media marketing on value perceptions of luxury fashion brands”, Journal of
Business Research, Vol 117, pp. 529-542.

Pecotich, A., and Ward, S. (2007), “Global branding, country of origin and expertise: An
experimental evaluation”, International Marketing Review, Vol 24 No. 3, pp.
271-296.

Pedroza, M. A., and Herrell, R. (2022), “Exploring emotions as a new quality parameter
in wine”, Wine Business Journal, Vol 5 No. 1, pp. 6-26.

Pickering, G. J., Duben, M., and Kemp, B. (2022), “The importance of informational



components of sparkling wine labels varies with key consumer
characteristics”, Beverages, Vol 8 No. 2, p. 27.

Pocheptsova, A., Labroo, A. A., and Dhar, R. (2010), “Making products feel special:
When metacognitive difficulty enhances evaluation”, Journal of Marketing
Research, Vol 47 No. 6, pp. 1059-1069.

Popovich, D., and Velikova, N. (2023), “The impact of nutrition labeling on consumer
perceptions of wine”, Journal of Consumer Marketing, Vol 40 No. 6, pp. 748-
757.

Qiu, Lingyun, Jun Pang, and Kai H Lim (2012), "Effects of Conflicting Aggregated
Rating on Ewom Review Credibility and Diagnosticity: The Moderating Role of
Review Valence," Decision Support Systems, Vol 54 No. 1, pp. 631-43.

Quester, P. G., and Smart, J. (1996), “Product Involvement in Consumer Wine Purchases:
Its Demographic Determinants and Influence on Choice Attributes”, International
Journal of Wine Marketing, Vol 8 No. 3, pp. 37-56.

Rebollar, R., Gil, I., Lid&n, ., Martm, J., Fernadez, M. J., and Rivera, S. (2017), “How
material, visual and verbal cues on packaging influence consumer expectations
and willingness to buy: The case of crisps (potato chips) in Spain”, Food
Research International, Vol 99, pp. 239-246.

Ro, T., Singhal, N. S., Breitmeyer, B. G., and Garcia, J. O. (2009), “Unconscious
processing of color and form in metacontrast masking”, Perception &
Psychophysics, Vol 71 No. 1, pp. 95-103.

Rossow, 1., M&el& P., and Kerr, W. (2014), “The collectivity of changes in alcohol
consumption revisited”, Addiction, Vol 109 No. 9, pp. 1447-1455.

Scott, M. L., Mende, M., and Bolton, L. E. (2013), “Judging the book by its cover? How
consumers decode conspicuous consumption cues in buyer—seller relationships”,
Journal of Marketing Research, Vol 50 No. 3, pp. 334-347.

Septianto, F., Seo, Y., and Zhao, F. (2022), “The Effects of Competence and Warmth
Appeals on Luxury and Sustainable Brand Advertising: The Moderating Role of
Construal Level”, Journal of Advertising, Vol 51 No. 3, pp. 369-384.

Sherman, S., and Tuten, T. (2011), “Message on a bottle: The wine label’s influence”,
International Journal of Wine Business Research, Vol 23 No. 3, pp. 221-234.

Single, E., and Wortley, S. (1993), “Drinking in various settings as it relates to
demographic variables and level of consumption: Findings from a national survey
in Canada”, Journal of Studies on Alcohol, Vol 54 No. 5, pp. 590-599.

Steenkamp, J.-B. E. M. (1990), “Conceptual model of the quality perception process”,
Journal of Business Research, Vol 21 No. 4, pp. 309-333.

Tang, E., Fryxell, G. E., and Chow, C. S. F. (2004), “Visual and Verbal Communication
in the Design of Eco-Label for Green Consumer Products”, Journal of
International Consumer Marketing, Vol 16 No. 4, pp. 85-105.

Thomas, A., and Pickering, G. (2003), “The Importance of Wine Label Information”,
International Journal of Wine Marketing, Vol 15 No. 2, pp. 58-74.

Uhm, J.-P., Kim, S., Do, C., and Lee, H.-W. (2022), “How augmented reality (AR)
experience affects purchase intention in sport E-commerce: Roles of perceived
diagnosticity, psychological distance, and perceived risks”, Journal of Retailing
and Consumer Services, Vol 67.



Underwood, R. L., and Klein, N. M. (2002), “Packaging as brand communication: Effects
of product pictures on consumer responses to the package and brand”, Journal of
Marketing Theory and Practice, Vol 10 No. 4, pp. 58-68.

Van Ooijen, I., Fransen, M. L., Verlegh, P. W. J., and Smit, E. G. (2017), “Packaging
design as an implicit communicator: Effects on product quality inferences in the
presence of explicit quality cues”, Food Quality and Preference, Vol 62, pp. 71—
79.

Wine Market Council (2015), “US Wine Market Research and Insights”, available at:
http://winemarketcouncil.com/research (accessed 05 August 2023)

Windsor, L. C., Tatara, J. H., Peters, C. B., Kronsted, C., and Windsor, A. (2023), “The
language of wine reviews”, Journal of Wine Research, Vol 34 No. 2, pp. 81-100.

Zemke, D. M. V., Neal, J., Shoemaker, S., and Kirsch, K. (2015), “Hotel cleanliness:
Will guests pay for enhanced disinfection?”, International Journal of
Contemporary Hospitality Management, Vol 27 No. 4, pp. 690-710.

Zhang, B., Fu, Z., Huang, J., Wang, J., Xu, S., and Zhang, L. (2018), “Consumers’
perceptions, purchase intention, and willingness to pay a premium price for safe
vegetables: A case study of Beijing, China”, Journal of Cleaner Production, Vol
197, pp. 1498-1507.



http://winemarketcouncil.com/research



