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Search is defined as the intentional exposure to information prior to purchase (Moorthy et al.,
1997). The consumer behaviour literature classifies consumer information search into two types:
internal and external search (Blackwell et al., 2001). Internal searching refers to the process of
using relevant information from memory to find a solution to a problem, while external search
indicates the process of seeking additional information from external stimuli relevant to solving
the problem. This study examines the wine-related behaviour and information search of young
adults. It utilises a model which attempts to demonstrate the impact of past experience,
knowledge, sensory competence and self-confidence on external information search for wine. The
results show a positive relationship between prior experience and objective and subjective
knowledge. Furthermore, it was found that experience significantly influences sensory
competence in wine. Of the three factors influencing self-confidence, only subjective knowledge
was proved to have an effect, and this happens to be positive. The latter suggests that what an
individual believes they know about wine signals their confidence in purchase decisions. A
positive relationship was also found between consumers’ self-confidence and the importance of
label as a source of information. Moreover, self-confidence was shown to mediate the extent by
which subjective knowledge influences the use of personal sources and extrinsic label attributes.
The study supports the previous findings (Frgst and Noble, 2002) of no relationship between
objective knowledge and sensory expertise for wine, and a positive relation between objective
and subjective knowledge (Flynn and Goldsmith, 1999). Overall, the results of this study reinforce
and expand the previous work on information search regarding wine (Barber, 2009; Dodd et al.,
2005; Philippe and Ngobo, 1999; Raju et al., 1995) by specifically identifying how sensory
competence influences the wine behaviour and information search of young adults for wine.
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Iskanje je definirano kot namerna izpostavljenost informacijam pred nakupom (Moorthy in sod.,
1997). Literatura o vedenju potro$nikov uvrsca iskanje informacij potro$nikov v dve kategoriji:
notranje in zunanje iskanje (Blackwell in sod., 2001). Notranje iskanje se nanasa na pristop, pri
katerem se uporabljajo bistvene informacije iz spomina za resitev problema, medtem ko zunanje
iskanje oznacuje pristop, pri katerem se i§¢ejo dodatne informacije iz zunanjih stimulov, ki so
pomembni za reSevanje problema. Ta raziskava preucuje vedenje mladih odraslih v odnosu do
vina in iskanja informacij o vinih. Studija uporablja model, ki poskusa pokazati vpliv preteklih
izku$enj, znanja, senzori¢nih sposobnosti in samozavesti na zunanje iskanje informacij o vinih.
Rezultati kazejo pozitivno povezavo med predhodnimi izkuSnjami ter objektivnim in
subjektivnim znanjem o vinih. Poleg tega je bilo ugotovljeno, da izkusnje bistveno vplivajo na
senzori¢no kompetenco za vino. Na samozavest pozitivno vpliva le subjektivno znanje, kar
nakazuje, da kar posameznik meni, da ve o vinu, zaznamuje njegovo zaupanje v odloéitve o
nakupu. Pozitivno razmerje je bilo ugotovljeno tudi med samozavestjo potros$nikov in
pomembnostjo etikete kot vira informacij. Kljub temu se pokazalo, da samozavest opredeljuje
obseg, s katerim subjektivno znanje vpliva na uporabo osebnih virov in informacij glede
ekstrinzi¢nih lasnosti vina. Raziskava podpira predhodne ugotovitve, ki kaZejo, da ni povezave
med objektivnim in senzori¢nim znanjem 0 vinu (Frgst in Noble, 2002), kazejo pa pozitivho
razmerje med objektivnim in subjektivnim znanjem (Flynn in Goldsmith, 1999). Skupni rezultati
te raziskave s specificnim prepoznanjem, kako senzori¢ne sposobnosti mladih odraslih vplivajo
na njihovo vinsko vedenje in iskanje informacij o vinu, potrjujejo in razsirjajo predhodne
ugotovitve o iskanju informacij o vinu (Barber, 2009; Dodd in sod., 2005; Philippe and Ngobo,
1999; Raju in sod., 1995).
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1 INTRODUCTION

The wine market experienced significant changes in the past thirty years. The increase in
the production of wine in countries with no previous wine tradition and the markets’ fast
internationalisation have resulted in an increased market competion. This is compounded by the
decline in the consumption of wine in traditional wine producing countries and the change in
the consumption habits on the new wine markets towards choosing quality rather than quantity.
Thirty years ago Italy, France, and Spain produced slightly more than half of all the world’s
wine (Anderson and Nelgen, 2015). Also, these three countries contributed the most on the
demand side. However, during the past three decades things have changed. The consumption of
wine in the traditional wine producing countries has dramatically decreased to around 40% in
Italy and France and to 20% in Spain, which resulted in an oversupply of European wine
(Anderson and Nelgen, 2015; USDA, 2014; Weininstitut, 2017). At the same time the United
States and China, previously not considered traditional wine markets, have increased their wine
consumption. Moreover, consumers in these two countries have started to drink more expensive
and better quality wines, behaviour that was previously only characteristic of European wine
consumers (Kierath and Wang, 2013). The change in the global wine markets was quickly
recognised by the so called New Worldwine producers (Australia, New Zealand, Chile, USA,
South Africa, and Argentina), which have in the period of twenty years significantly increased
their exports from 2 to 15%, largely at the expense of “Old World” countries (France, Italy,
Spain, Portugal, and Germany) (Anderson and Nelgen, 2015; Kierath and Wang, 2013).

In terms of consumption, the wine market has also faced changes. They have manifested
both geographically and demographically. While in the past the import side of the market was
mainly dominated by Germany in terms of quantity and by the United Kingdom in value
(Kierath and Wang, 2013; USDA, 2014; Weininstitut, 2017), the recent data show a change on
the value side of the market, with the United States becoming the market value leader. Also,
beginning in 2013, the United States have become the world’s largest wine consumer, taking
over the primate from France (Weininstitut, 2014). Regarding the demographics, the influence
of the older generation is gradually giving way to younger cohorts, who in New World wine
countries drink wine more than any of the previous generations did at their age, while in the Old
World wine countries the younger cohorts present behaviour similar to the older generation and
drink less, but better quality wine (Mueller et al., 2011).

The global increase in the popularity of wine among young consumers has faced many
wine producers with the dilemma of whether to continue marketing their wines to mainstay
consumers of the past or shift their marketing activities towards easily influenced consumers of
the future. Over the past two decades, the successes of some wine companies in the New World
suggest that the answer may lie somewhere in between, which is reflected in the increased
interest for publishing studies of the group of young wine consumers.

The existing literature is focused on young consumers’ interaction with wine, their wine
preference, consumption, and purchasing behaviour (Agnoli et al., 2011; Ritchie and Valentin,
2011; Marinelli et al., 2013); the differences in wine behaviour from older consumers
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(Chrysochou et al., 2012; Fountain and Lamb, 2011; Garcia et al., 2013; Qenani-Petrela et al.,
2007); the lifestyle and attitudes regarding wine (Bruwer and Li, 2007; Charters et al., 2011);
and the importance given to wine attributes and information sources (Atkin and Thach, 2012;
Chrysochou et al., 2012; Hammond et al., 2013; Hristov and Kuhar, 2014a; Hristov and Kuhar,
2014b). Although important, little is known about the level of knowledge and self-confidence
of young consumers regarding wine. Moreover, there is a lack of previous information on the
influence of knowledge, specifically perceptual knowledge, and self-confidence on consumers’
selection of information sources for wine.

In the fast moving global environment of today, understanding how consumers acquire
information and what influences the information search process is of significant importance for
both marketing managers and public policy decision-makers (Srinivasan, 1990; Wilkie and
Dickson, 1991). For marketing managers, understanding the determinants of search is crucial
for designing effective marketing communication campaigns. On the other hand, understanding
how consumers seek and use information provides public policy decision-makers with
additional information on the basis of which they can prepare policies to improve the quality
and accessibility of information.

Researchers have established the difference between internal and external information
search activities (Fodness and Murray, 1999; Moore and Lehmann, 1980). While internal search
refers to retrieving stored information, external search encompasses all other activities the
consumers engage in to obtain relevant information to use in the purchase decision. Internal
search has received comparatively less attention in the information search literature. This is
owed to the empirical difficulties in determining product knowledge.

The literature distinguish two ways by which product knowledge can be measured, and
that is by using objective and the subjective measures (Brucks, 1985). To measure objective
knowledge usually some testing procedure is used, whereas subjective knowledge is measured
by means of self-evaluation. Objective knowledge measures detect consumers’ true knowledge,
while subjective measures may help define better consumer purchasing strategies as they are
based on individuals’ self-reported experience with the product (Park et al., 1994). The literature
has also discovered the correlation between these two measures (Flynn and Goldsmith, 1999).
Additionally, their separability was connected with their antecedents, and thus, objective
knowledge was considered to be largely dependent on stored information for a product class
and subjective knowledge on the other hand on the product experience (Park et al., 1994). Also,
the literature recognises another form of knowledge, and that is perceptual knowledge (Latour
K.A. and Latour M.S., 2010). According to Park et al. (1994) perceptual knowledge is related
to product usage frequency and is different from general knowledge of the product category.
The authors argue that expert consumers have high levels of both types of knowledge and, vice
versa, that novice consumers have low levels of both. The study of Frgst and Noble (2002)
investigated the relationship between conceptual and perceptual knowledge of wine and found
no correlation between the two types of knowledge. Moreover, they call for more studies on
larger and representative samples that would include participants with different experiences and
involvement in wine.
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The body of literature investigating external information search categorises information
sources into consumer-dominated, interpersonal (e.g. word-of-mouth recommendations from
friends and family), marketer-dominated (e.g. advertisements, brochures, product displays,
communication with salespeople), and neutral (i.e. objective market information contained in
consumer reports and newspapers). While marketer-dominated sources are controlled by the
marketer, consumer-dominated sources referr to interpersonal information channels over which
the marketer has little control. Neutral sources are controlled neither by the marketer nor by the
consumer (Olshavsky and Wymer, 1995).

While it is commonly accepted that the consumer can undertake information search before
making a purchase decision, it is also believed recommended that the extent of search from the
environment tends to be limited rather than extensive (Johnson and Bastian, 2007; Newman,
1977). According to Midgley (1983) consumers “rely on a small subset of all available
information sources (personal, neutral, and advertising)”. The limited search activities
undertaken by consumers ask for more comprehensive research on the external search
determinants (Mata and Nunes, 2010). In this context the present study investigates the effect
of prior experience, objective knowledge, subjective knowledge, sensory competence, and self-
confidence on the importance attached to three classes of information sources for wine. For this
purpose, the study proposes ten hypotheses focusing on two mediating effects and one
relationship among two latent variables. The first mediating effect relates to the impact of
knowledge (subjective, objective, and sensory) over prior experience on consumer self-
confidence in decision-making for wine. The second concerns the influence of self-confidence
over prior experience and knowledge (subjective, objective and sensory) on the selection of
information sources in decision-making for wine. The tenth hypothesis examines the
relationship between objective knowledge and sensory competence in wine.

The existing literature demonstrates the influence of past experience, knowledge, and self-
confidence of consumers on product decision-making (Bettman et al., 1998; Payne et al., 1999),
however their association specifically at the information search stage has not received
significant attention. A few studies have looked at the effect of knowledge and self-confidence
on consumers’ selection of product attributes and information sources (Mourali et al., 2005).
According to Fiske et al. (1994), the findings of these studies are inconsistent, on the one hand
due to the many different definitions for consumer information search, on the other hand because
of the different instruments used for measuring consumer knowledge and self-confidence. Thus
the current study, before analysing the effects proposed with the hypotheses, first develops two
new measurement instruments. The first instrument measures consumers’ Sensory competence
in wine and the second their search for external information on wine. In the construction of the
former a new methodology was used, wherein through a qualitative study of previously selected
sensory attributes it is first determined which wine samples are appropriate for the evaluation of
consumers’ Sensory competence in wine, and then a test questionnaire is designed to assess these
competences. In respect to the second measure pertaining to external information search, the
measuring items were selected though a qualitative study, while were determined using a recent
methodology Best-Worst scaling. The main data were collected using a quantitative study. The
sample was drawn from the population of young urban wine consumers by means of non-
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probability convenience sampling controlled for the respondents’ age, experience, and basic
knowledge in wine. The selection of the measurement scales, except for the previously
mentioned ones, was based on the existing literature. The analytical procedures included the
best-worst scaling method, latent class cluster analysis, as well as exploratory and confirmatory
factor analysis. To test the study hypotheses, a structural equation modelling method was used.
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2 LITERATURE REVIEW

This chapter aims to put the research problem into perspective by examining the relevant
literature and explaining the current understanding of consumers’ decision-making, information
search and purchase self-confidence. In the first sections of the chapter, fundamental concepts
of consumer behaviour are introduced, particularly decision-making behaviour. The evolution
of these theoretical concepts over half a century is discussed in detail, providing a basis for this
study. The later sections present consumer information search and purchase self-confidence
literature as well as specific literature on the wine is presented.

2.1 CONSUMER BEHAVIOUR AND DECISION-MAKING OVERVIEW

The science known today as Consumer Behaviour developed sometime in the 1960s.
Several disciplines have importantly contributed to its formation, most of all economics,
marketing, and behavioural sciences (Malhotra, 2011; Pachauri, 2001; Van Raaij et al., 2013).
As a relatively new science, in its beginnings, it adopted concepts developed by other scientific
disciplines such as psychology, sociology, social psychology, anthropology, and economics
(Smith and Rupp, 2003). There is a general consensus that the subjects studied by Consumer
Behaviour are part of the marketing concept (Blackwell et al., 2001; Quester et al., 2007), an
important orientation of marketing management (Kotler, 2000). It is widely accepted that
knowledge of Consumer Behaviour provides the marketer with an ability to understand and
predict the patterns of consumption and purchasing behaviours. Moreover, the different methods
used by the discipline help gain insights into the differences between consumers as well as
understand their behaviour and how it changes with time and purchase situation. The study of
Consumer Behaviour provides marketers with knowledge of the internal (individual)
determinants and external (environmental) factors that influence peoples’ behaviour. The
individual determinants usually investigated are psychological components such as personal
motivation and involvement, perception, learning and memory, attitudes, self-concept and
personality, and decision-making. Commonly studied environmental factors include
sociological, anthropological, and economic components such as family, social groups,
reference groups, social class, culture, sub-culture, cross-culture, and national and regional
influences.

Solomon et al. (2013) define Consumer Behaviour as “a study of the processes involved
when individuals or groups select, purchase, use, or dispose of products, services, ideas, or
experiences to satisfy needs and desires”. The term “Consumer” in the marketing context has
been recognised in relation not only to the act of purchase itself, but also to the activities
associated with it such as pre-purchase and post-purchase evaluation. The growing awareness
of a need or want and the search for and evaluation of information about products that could
satisfy it is a part of the pre-purchase activity. On the other hand, post-purchase includes product
assessment and the reduction of any anxiety that comes along with the purchase.
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An important aspect of consumer behaviour is the consumers’ approach to decision-
making strategies. Questions related to consumer decision-making have been of great interest
to researchers for a long time. According to Loudon and Della Bitta (1993) early studies of the
subject place more attention on the purchase action. The current concepts of marketing, which
include a wider range of consumer activities, were introduced after the 1960s (Engel et al.,
1990). Contemporary research indicates that consumers are involved in other activities apart
from the purchase itself. The research has shown that not only motivation related to purchase
outcome other factors as well influence consumer decision-making. A number of studies have
investigated these factors, and consequently, many models have been developed.

2.1.1 The evolution of consumer decision-making theories

Consumer decision-making theories have developed over time. On the evolutional scale,
their beginnings are with rational choice theories, also known as the economic view. They look
at the individual as a rational being free of emotions, which operates to maximise its benefits in
a buying situation (Pachauri, 2001; Quelch and Jocz, 2008). This observation assumes a rational
decision-maker who has clear preferences and a defined set options. Individuals assign to each
alternative in the choice set a certain utility score that is only dependent on the option itself.
Then each option is computed to maximise the utility, upon which the decision is made. From
this perspective, there is perfect competition in the marketplace where consumers make rational
decisions.

However, limitations exist in reality that render this theory unable to explain commonly
observed, less “rational” behaviour (Bettman et al., 1998). Also, the impulsive purchases that
happen due to the influence of commercials and advertisements, word-of-mouth
recommendations, as well as mood, emotions, and any other circumstances fall outside the scope
of rational decision-making (Smith and Rupp, 2003). For the economic view to be true,
consumers would have to be aware of all product alternatives, be able to correctly rank the
advantages and disadvantages of each alternative, and ultimately select the best alternative.
However, it is clear that this expectation is idealistic. In most cases, consumers do not have
access to “all the facts™, they lack time for extensive information searching, and they are not
proficient or motivated enough to make the “perfect” decision. They are generally “unwilling
to engage in extensive decision-making activities” and will satisfied with an option that is
sufficient rather than optimal (Pachauri, 2001). According to Wright (1975), consumers not only
assess the utility of a certain choice, but potentially also engage in a “cost-benefit” analysis in
selecting a decision-making procedure. In this regard, the theory goes beyond the choice of the
optimal solution. Regardless of the many criticisms, the rational choice theory has made a
significant contribution to the prediction of consumer decisions (Bettman et al., 1998), and
therefore merits certain attention.
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2.1.2 Early models of consumer choice behaviour

Two models from the middle of the 1960s have had a significant influence on the works
of consumer researchers (Andreasen, 1968; Nicosia, 1966). They attempt to describe consumer
buying decisions for new products. However, the two scholars differed in their approach.

The consumer choice behaviour model of Andreasen (1968) is centred on consumer
attitude formation and change. Moreover, it emphasises the combination of previous knowledge
with the information processing capabilities of the consumer. The model focuses on the decision
of consumer whether or not to purchase a new product. The author believes that the reactions of
consumers in purchase situations, whether favourable or unfavourable, are influenced by the
attitudes that have been formed about the products. To understand the choice behaviour of
consumers, according to Andreasen (1968) one has to determine the disposition of various
attitude subsystems in the time of the buying decision.

The author recognises five formative factors that might influence consumer attitudes about
products. They are the following:

- the individual consumer’s personality;

- information and feelings resulting from past experiences involving the satisfaction of
wants;

- the information yielded from past experiences not involving want-satisfaction;

- the individual’s social perception, i.e., their perceptions of the beliefs, norms, and values
of significant other;

- the individual’s attitudes towards objects relating to the product of interest, e.g. product
substitutes or complements.

Andreasen (1968) believes that the change of attitude towards a product happens when a
change in one or more of these factors occurs. Figure 1 presents the Andreasen model in the
form of a flow diagram. It depicts various informational and attitudinal “inputs” and behavioural
“outputs”. In the model, information is sought from four sources (advocate impersonal sources,
independent impersonal sources, advocate personal sources, and independent personal sources),
after which a “filtration process” takes place. This intermediate filtration simply mirrors the
effect of perceptual mechanisms on stimuli influencing the organism.

Andreasen (1968) contends that once the filtration process is finished, a variety of factors
(feelings, beliefs, and dispositions) interact with information, producing a resultant attitude
which affects behaviour. As indicated previously, three consumer choice behaviours are
possible. The consumer can choose the product, initiate an information search process, or take
no action. The purchase decision has to consider certain constraints (budget priorities, income,
household capacity and physical capacity). The other two decision alternatives
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(search or no action) encompass a feedback mechanism that affects future processes of filtration.

A year after Andreasen (1968) presented his model, Nicosia (1966) in his book “Consumer
Decision Processes: Marketing and Advertising Implications” proposed his own. The book is
distinctive in at least two aspects. It includes a comprehensive review of the mid-1960s literature
on consumer behaviour, and it lays out an original model describing new product consumer
choice behaviour.

Both Andreasen (1968) and Nicosia (1966) highlight the importance of the decision
processes occurring before the act of purchase. Unlike Andreasen (1968), Nicosia (1966) in his
model explicitly emphasises the role of the seller. The model puts forward the nature of the
interactive relationship between buyer and seller, particularly the communication between buyer
and seller, which happens in two directions. While sellers address buyers through marketing
messages, the communication of buyers with sellers is through the acts of purchase (or non-
purchase). Nicosia (1966) with his model demonstrates the circularity of these communication
patterns. To fully understand the complexity of the model, it is necessary to study the detailed
flow charts included in the author’s book. Figure 2 presents a summary depiction of the model.

Field: 1
Subfield 1 Subfield 2
Message
: Exposure Consumers Attributes
Firms b > . o » Attitude
Attribute (Especially Predisposition)
A
A
Field 2:
Search and Search for, and
evaluation evaluation of,
Experience mean-end(s)
A relation(s)
(pre-action field)
Motivation
Field 4: Consumption l
Feedback Storage
Decision Field 3:
(Action) Act of purchase
Purchasing

behaviour

Figure 2: Nicosia Model of Consumer Decision Process (Nicosia, 1966)
Slika 2: Nicosijev model procesa odlo¢anja potro$nikov (Nicosia, 1966)



Hristov H. The influence of ... knowledge, sensory competence and self-confidence in selection of information sources for wine purchases.

Doctoral Dissertation. Ljubljana, University of Ljubljana, Biotechnical Faculty, 2017

As indicated therein, the model comprises four basic fields:

- the chain of events starts with activation of company marketing message leading to
formation of consumer attitude;

- search and evaluation processes;

- the purchase act; and

- the feedback process.
The first field of the model is composed of two subfields. A company’s marketing and
communication activities that influence consumer attitudes are included in the first subfield. The
second subfield consists of psychological attributes, particularly the predispositions of
consumers that affect their reception of the company’s marketing messages. It also includes the
processes of search and evaluation. In particular, the focus is on the search or information
relevant to the purchase and the comparison of one option to the others. The outcome of these
processes is the motivation for buying the best option. If the decision is for purchasing the
brand, then the act of purchase is represented in the third field. The last, fourth stage provides
two types of feedback from the purchase act. The first feedback is to the company, observable
through sales data, and the second feedback is to the consumer, manifested as satisfaction or
dissatisfaction resulting from the purchase experience. This second feedback affects consumer
predispositions in respect to future marketing communications from the firm.

The model that Nicosia (1966) developed is adaptive. It emphases the continuing flows of
information through the four components. The latter, together with several others characteristics
such as the explicit recognition of the seller’s role in the buyer-seller relationship, have received
favourable comment by several researchers (Van Raaij et al., 2013). Hoverer, the model also
has its critics. Zaltman et al. (1973) addresses his criticism to the lack of precise specification
of the model’s variables. Moreover, concern has been raised about the misspecification of the
definitions for motivation and attitude (Rau and Samiee, 1981). Nonetheless, the model
significantly contributes to the literature of consumer behaviour, and is still receiving attention
fifty years after its development.

2.1.3 Contemporary models of consumer choice behaviour

The 1960s, as indicated above, were years when the models of Andreasen and Nicosia
dominated the consumer behaviour literature. However, in the absence of amendments to the
models that would incorporate recent developments in research and practice, the impact of these
models beyond this period was limited. The mid-1960s saw a significant increase in consumer
behaviour research activity, and much of this research was conducted with sophistication and
rigour that were missing from earlier studies in the field. The same period also marked an
increase in consumer activities that initiated a new emphasis by both business and government
on handling consumers’ complaints — an issue that is emphasised in Nicosia’s (1966) model, in
the part where feedback to the firm is stressed. While models that were not subject to further
development since the mid-1960s are expected to be outdated, the two models (the Howard-
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Sheth model and the Engel-Kollat-Blackwell model) presented in this section have not faced
obsolescence since they have been revised several times since their initial release.

2.1.3.1 The model of Howard-Sheth

Following the first model that was developed in 1963 by Howard, Howard and Sheth
(1969) in 1969 publish a second version of the model in their book “The Theory of Buyer
Behaviour”. This version attracted significant attention within the research community. It is
depicted in Figure 3. This consumer choice behaviour model distinguishes five stages of the
consumer decision process: attention, brand comprehension, attitude, intention, and purchase.
In the 1977 version of the model, three more stages were added: evoked set, arousal, and
memory.

Inputs Perceptual
Constructs Constructs Learning Outputs
Stimuli display >
Intention  tT™  purchase - -
Significate T Lo
a. Quality b
b. Price Confidence > b
¢. Distinctive Overt g D
T <« search : Do
d. Service | Intention | i
e. Availability : < b
= 5
Symbolic ' . . Lo
y ) <+ - -'-A- - Attitude [« ) PR
a. Quality | Attitude T4
b. Price . : 7y i
. imulus
c. Distinctive || - : l
. » ambiguity | i
d. Service . '
. Availability ' Brand Brand ) |
Motives Comprehension Comprehension !
1
Social 'y 4 4 1 |
. 1
a. Family Choice : i
b. Reference v Criteria ' !
groups Attention - 'y ! Attention |€ - -i
1
v : :
1
Perceptual | Satisfaction |#----------- -
bias

Figure 3: The Howard-Sheth model (Howard and Sheth, 1969)

Slika 3: Model Howard-Sheth (Howard in Sheth, 1969)
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The model reviewed in this section consists of five major types of variables: inputs,
perceptual constructs, learning constructs, outputs, and exogenous variables. Their meaning is
briefly explained below.

Three types of information from the environment are included in the input variables. The
physical or brand characteristics are subsumed under the significate stimuli. The symbolic
stimuli refer to visual or verbal information. The latter indirectly represent the product. The
consumers’ social environment is framed through a special type of symbolic stimuli labelled
social.

Compared to the models examined in previous sections, the Howard-Sheth model has
been extensively tested, however with no consistent support of the model hypothetical
relationships (Farley and Ring, 1970). At the time the model was developed, empirical tests
raised serious concerns of methodological problems. To relieve some of these concerns, Horton
(1984) stated “Perhaps the most important and general methodological limitation is that the
sheer complexity of the theory makes a truly comprehensive test at this time virtually
impossible” (Prasad and Jha, 2014). Moreover, Laroche and Howard (1980) explained that non-
linear relationships among the variables might be the reason for the poor fit of the model to the
behavioural reality. In spite of all, the model of Howard and Sheth (1969) is considered by many
consumer behaviour researchers as a base upon which to develop theories of consumer
behaviour (Van Raaij et al., 2013).

2.1.3.2 Engel-Kollat-Blackwell model of consumer decision making

In the middle of the 1960s three scholars Engel, Kollat and Blackwell engaged in a process
of writing a comprehensive consumer behaviour textbook. Since they could not find an
appropriate model of consumer behaviour to serve as a pattern was found, the authors developed
a new one with the assistance of their former student M. Lawrence Light. The model was firstly
published in the 1968 textbook “Consumer Behaviour”. The subsequent revisions of the
textbook in 1973, 1978, and 1982 present further elaborations of the model (Blackwell et al.,
2001; Engel et al., 1990).

Figure 4 depicts the latest version of the model. Two forms of the model have been
proposed. The one presented below pertains to high-involvement purchase decisions. The other
form refers to purchase decisions with low consumer involvement. As indicated by the authors,
the formulation of the model is similar to the Howard-Sheth (1969) model and the Howard
model from 1963 (Blackwell et al., 2001; Engel et al., 1990). The similarity was confirmed
using mathematical symbols to represent the components of these models in general equation
form. According to Engel et al. (1990), all three models Howard-Sheth (1969), Howard from
1963 and Engel-Kollat-Blackwell model “hypothesize a hierarchy of effects in which a change
in attitude leads to similar changes in intention and behaviour”. In terms of differences, Engel
et al. (1990) argue for the uniqueness of Engel-Kollat-Blackwell model “to highlight the
decision process and explicitly include the proven relationships of the Fishbein behavioural
intentions model under alternative evaluation”. However, Horton (1984) as indicated by Stone
and Desmond (2007) questioned the claim of uniqueness in highlighting the decision process.

12
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Nevertheless, the use of the Fishbein formulation in the model of Engel-Kollat-Blackwell is
indeed an original and significant contribution.

2.1.4 Overview of the consumer decision process

In the consumer decision theory, the behaviour of consumers is explained through a series
of processes where goods, services, or ideas are selected and used. As presented in Figure 4,
consumer buying behaviour includes five decision points: problem or need recognition, search
for information, alternatives evaluation, purchase, and post-purchase outcomes (Du Plessis et
al., 1990; Jansson-Boyd, 2010; Schiffman et al., 2008; Pachauri, 2001; Solomon et al., 2013;
Stone and Desmond, 2007; Wanke, 2008).

The first and crucial stage of the consumer decision-making process is recognition of the
need or problem. If the need is not recognised no purchase will happen. This phase of the process
is mainly dependent on the change of the balance between the actual state and the desired state
(Bruner and Pomazal, 1988). Consumers recognise a need or problem when the departure from
the homeostasis reaches a certain point. Changes in either actual or desired state trigger a need
or crate a problem, upon which action are taken. The Bruner (1983) study contends that Problem
Recognition Styles ranges between two extremes: Actual State Styles and Desired State Styles.
The Actual State Style considers the changes in actual state that lead to problem recognition,
and the Desired Style recognises a problem when changes in desired states occur. Scholars have
shown that problem recognition styles are related to the subsequent stages of the consumer
decision process, specifically pre-purchase processes such as the Information Search process
(Bruner, 1983; Bruner and Pomazal, 1988; Punj and Staelin, 1983).

The second stage of the consumer decision-making process is information search. This
stage consists of internal search and external search. The former refers to recalling information
from memory and is determined by existing knowledge about the products and by consumer
ability to retrieve relevant product information (Blackwell et al., 2001). When the internal search
is not sufficient to satisfy the consumer’s needs, external search is considered. The latter
involves mainly personal interaction or mass-market communication (Hirschman and Holbrook,
1982).

Bruner and Pomazal (1988) further classify external information into four quadrants based
on the type of information source: personal-marketer dominated (e.g. sales assistant), non-
personal-marketer dominated (e.g. paid advertisement), personal non-marketer dominated (e.g.
family members, friends), and non-personal non-marketer dominated (e.g. newspaper or
magazine articles not endorsing particular products). Bruner (1988) in his research about
consumers’ clothing product information search patterns finds that consumers rank “personal-
non-marketer dominated (information) sources the most important followed by non-personal-
marketer dominated (information) sources, with the other two information sources being of
lesser importance”.
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Figure 4: The Engel-Kollat-Blackwell model (Blackwell et al., 2001)
Slika 4: Model Engel-Kollat-Blackwell (Blackwell in sod., 2001)

The third phase of the consumer’s decision-making process is evaluation of the
alternatives. It is the process by which an alternative is evaluated and selected to meet the
consumer’s needs. Generally speaking, brand name, price, and country of origin are the most
referred criteria consumers use to make evaluation of the alternatives. The influence of these
three criteria on consumer’s product selections is different and some attributes have a greater
impact than others, which is defined as “salience” (Blackwell et al., 2001).

The fourth stage of the consumer decision process is purchase. Three purchase decision
categories have been identified by Blackwell et al. (2001): fully planned purchase (before the
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store is visited, the decision for the purchase has been made); partially planned purchase (there
is an intention to buy the product, but brand selection is deferred until shopping); impulse
purchase (both the product and the brand are chosen in the store). Also, due to situational factors
such as product promotion, store atmosphere, and weather, these three purchase types might
overlap.

The last stage of the consumer decision process is purchase outcome. It refers to te post-
consumption evaluation of the buying decision. The satisfaction or dissatisfaction with the
purchase action will affect the decision process in the next similar purchase, specifically at the
stages of need recognition and information search.

2.2 CONSUMER INFORMATION SEARCH

Information search is defined as “the motivated activation of knowledge stored in memory
or acquisition of information from the environment” (Blackwell et al., 2001). According to the
definition, information search can be either internal or external. The first is based on the retrieval
of knowledge from memory, and the second consists of collecting information from the
marketplace (Blackwell et al., 2001).

2.2.1 Internal search

When consumers realise that they have an information need, they first try to retrieve the
information from their memory; in other words, they first conduct an internal information search
(Engel et al. 1995). If the internal information search provides sufficient information regarding
a product, then external information search is obviously unnecessary (Beatty and Smith 1987).
Searching the memory for product-related information is fast and requires relatively little
cognitive effort (Punj and Staelin, 1983). The stored information stems largely from previous
product experiences. It can be also acquired from previous passive searches. Whether consumer
rely solely on internal information search heavily depends on the perceived adequacy and
quality of their existing knowledge.

2.2.1.1 Past product experience

Experience reflects past reasoning. It can be understood as existing domain specific
knowledge: knowledge content that accumulated over time as well as cognitive operations and
formatting processes that developed in relation to it (Alba and Hasher, 1983). Most commonly,
the past experience construct is conceptualised as the consumer’s actual purchasing and usage
behaviour with a product category (Bettman and Park, 1980). Direct experience, through
ownership, increases the consumer’s evaluation of a product (Hoch, 2002). Given prior
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experience with a product, consumers are more confident in their ability to evaluate the product
(Griffith and Chen, 2004).

According to Alba and Hutchinson (1987), experience is defined as the summation of a
consumer’s past product related consumption activities (Alba and Hutchinson, 1987), consisting
of (1) information search regarding the product class, (2) usage or consumption of the product,
and (3) ownership. When consumers are faced with a purchase decision, they first consider past
experience or memory of prior usage. It is expected that for the already experienced product,
the internal search of past experience strongly influences the expectation, which could be
manifested with repeated purchase or product refusal (Bettman, 1979; Bettman and Park, 1980;
Brucks, 1985; Dodd et al., 2005; Raju et al., 1995).

Brucks (1985) finds product experience to be positively related to objective knowledge.
Manffedo (1989) suggests that knowledge differences between experienced and inexperienced
consumers influence the acquisition of incoming information from external sources. Dodd et al.
(2005) applied a portion of the consumer decision-making model to wine purchase decisions.
Specifically, they analysed the relationship(s) among experience, subjective and objective
knowledge, and potential sources of information when consumers are faced with purchasing
wine for home or restaurant consumption. They find that for both types of consumption, past
experiences are positively associated with subjective and objective knowledge. Similarly,
Barber (2009), studying the relationship between past experience, knowledge, and purchase
self-confidence regarding wine, reports a positive relationship between prior experience and
subjective and objective knowledge of wine.

2.2.1.2 Product knowledge

Consumers’ product knowledge has been analysed in consumer behaviour literature in
two different aspects; (1) objective knowledge or subjective knowledge and (2) familiarity and
expertise (Alba et al., 1991; Brucks, 1985; Rao and Sieben, 1992). Objective knowledge is
accurate information stored in the memory (Brucks, 1985) while subjective knowledge refers to
people’s perceptions of what or how much they know about a product or product class (Park et
al., 1994). Familiarity denotes the number of product-related experiences that have been
accumulated through purchase, use, vicarious experiences, ongoing involvement, and learning.
Finally, expertise refers to the ability to perform product-related tasks. Familiarity represents
the early stages of learning, while expertise represents the later stages of learning. In the
following subsections, studies discussing the different forms of knowledge are presented.

Objective knowledge

The literature defines objective knowledge as an individual’s true knowledge, one that can
be practically demonstrated (Brucks, 1985). Objective knowledge is the knowledge that the
consumer has stored in their memory (Barber et al., 2008). According to Alba and Hutchinson
(1987), the cognitive structures and processes that determine expertise are included in objective
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knowledge. Alba and Hutchinson (2000) furthermore, explain that objective knowledge also has
to do with the accuracy of knowledge. Individuals exhibit objective knowledge on a topic when
they are able to give the correct answers to questions about that topic. The cognitive effort
required in decision-making decreases with increase in objective knowledge. Moreover,
objective knowledge improves “a consumer’s ability to analyse, elaborate on, and remember
product information” (Alba and Hutchinson, 1987). According to Srull (1983), knowledgeable
subjects recall and recognise more items than low knowledgeable subjects. Celsi and Olson
(1988) show that subjects with high domain knowledge generate more product-related thoughts.
Menguc and Uray (2015) explain that consumers with objective knowledge exhibit a richness
of information and more sophisticated knowledge organisation, which assists these consumers
in processing more complex information, in information presentations, and in more complex
learning environments.

Knowledge about products is developed through search and use of information as well as
through experience acquired through “advertising exposures, information search, interactions
with salespersons, choice and decision making, purchasing, and product usage in various
situations” (Alba and Hutchinson, 1987). Veale and Quester (2007) state that this knowledge is
developed as a result of cognitive learning as well as credible experience. According to Pechtl
(2008), knowledge may develop intentionally or incidentally. Incidental knowledge may be due
to mere exposure to stimuli, while intentional learning occurs when consumers make a
conscious attempt to memorise. When consumers seek information on which to make decisions,
they first search for information internally or in their memory. This happens before the onset of
external information search behaviour (Taylor et al., 2008).

Some consumers exhibit no desire of learning about products. They acknowledge their
low objective knowledge levels, have a low need for cognition, and are reltively ambivalent
towards the purchase decision. Their information search is limited and is restricted to seeking
opinions from others or using readily recalled marketing messages that highlight product
benefits (Maheswaran et al., 1996). For this group, therefore, the cognitive shortcut provided by
extrinsic cues such as price and country of origin is especially attractive. Consequently, unlike
experts, this type of consumers finds it much more difficult to correctly match the proper brand
or model with a specific usage situation (Brucks 1985).

Subjective knowledge

Subjective knowledge in the consumer behaviour literature refers to self-assumed
knowledge, or more simply to how much one thinks they know about a topic. Flynn and
Goldsmith (1999) define subjective knowledge as “a consumer’s perception of the amount of
information they have stored in their memory”. According to Alba and Hutchinson (2000),
confidence reflects subjective knowledge. Thus “purchase confidence reflects consumers’
subjective evaluations of their ability to generate positive experiences in the marketplace”
(Barber et al., 2008). Some researchers argue that because subjective knowledge reflects
confidence, it provides a better basis for understanding of decision making (Dodd et al., 2005;
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Park and Lessig, 1981; Raju et al., 1995). Selnes and Grgnhaug (1986) and Park et al. (1994)
find that subjective knowledge is a stronger motivator of purchase-related behaviours than
objective knowledge. According to Amyx et al. (1994), subjective environmental knowledge is
a “better predictor of ecological purchasing intentions compared to objective knowledge”. In
Ellen’s (1994) account, subjective knowledge is positively associated with more political action
behaviours and environmental behaviours such as recycling than objective knowledge. Self-
perceived experts have been found to search for less information in some product decisions
(Moore and Lehmann, 1980), but deem more attributes to be important than novices do (Viot,
2012).

Consumers relying on subjective knowledge lack an extensive collection of pertinent
information upon which to draw. They can usually only recall a few brand names and models,
and perhaps only one or two specific attributes about each (Mitchell and Dacin, 1996).
Consumers with high levels of self-assessed knowledge have been found to use their own
experiences as the basis for their expertise and limit their external search for up-to-date
information, believing they already “know enough”. However, the empirical evidence strongly
suggests they usually know much less about products than they believe (Alba and Hutchinson
2000) and that they are less accurate in their interpretation of collected product information
(Alba and Hutchinson, 1987). On the other hand, Packard and Wooten (2013) assert that “people
who believe they are knowledgeable about products tend to share product information more
with others”. According to Hadar and Sood (2014), consumers who lack subjective knowledge
are more likely purchase when there is a wide choice of brands. The authors explain that the
effect of the number of options in the considered set on purchasing behaviour is moderated by
subjective knowledge.

Product familiarity

Product familiarity has been recognised as an important factor in consumer decision-
making (Bettman and Park, 1980; Park and Lessig, 1981). According to Baker et al. (1986),
familiarity is a unidimensional construct that is directly related to the amount of time individuals
spend processing information about a product or service, regardless of the type or content of the
processing involved. Therefore, familiarity is described as awareness or perception of the
product/service and does not necessarily come from actual experience (Srull, 1983). According
to Alba and Hutchinson (1987), consumers’ familiarity is measured as a continuous variable
that reflects consumers’ direct and indirect knowledge of a product category.

Studies show that product familiarity has a direct impact on information utilisation. Park
and Lessig (1981) find that consumers with different levels of familiarity exhibit significant
differences in the use of functional and non-functional dimensions as well as in the confidence
in utilizing incoming information. In both familiar and unfamiliar product categories, consumers
may search the memory for certain information to help them make decisions. Consumers’
familiarity with a product category is likely to lead them to the direct acquisition of available
information from their memory (Brucks, 1985; Coupey et al., 1998). If sufficient information in
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the memory exists, there is no need for additional information and the decision is based purely
on internal information (Brucks, 1985). Furthermore, in familiar product categories, deciding is
likely to be an easily performed task because the consumer is likely to know which attributes
are most important and is thus likely to search for external information on those attributes
(Coupey et al., 1998). Searching for information on only a few specific attributes is likely to
make the informed consumer utilizing fewer external information sources compared to an
unfamiliar consumer. Therefore, familiar consumers are likely to rely on external information
sources to make decisions to a lesser extent than unfamiliar consumers.

There has been some scientific debate as to what the relationship between increasing
familiarity and the extent of cognition may be. Two competing curves have been discussed for
conceptualizing this relationship: an inverted U-shape curve and a positively climbing curve
(Johnson and Russo, 1984; Kardes and Strahle, 1986). The question has been raised as to which
of the two curves better depicts the relationship between familiarity and the extent of
information processing (Johnson and Russo, 1984). It appears plausible that the inverted U-
shaped curve depicts the relationship between familiarity and external information search, while
the positively climbing curve depicts the relationship between familiarity and internal
information search. With increasing familiarity, external information search is likely to become
less important while internal information search and processing is likely to increase.

According Schwalenstocker (2006), familiarity is strongly related to product typicality,
i.e. the degree to which a product is representative of its overall category concept. Generally,
consumers tend to be somewhat reluctant to try very new and unfamiliar products. This
reluctance stems from a lack of understanding of the product’s value and potential use as well
as from aversion to the learning costs associated with effectively using a new product
(Mukherjee and Hoyer, 2001). Whereas for familiar products, a consumer can easily retrieve
relevant characteristics and determine whether the product is appropriate for an intended use
more or less irrespective of context and external elements (Giacalone et al., 2015), the same task
is more difficult for unfamiliar products. For understanding new, unfamiliar products,
contextual elements can provide a frame of reference by e.g. orienting consumers towards
particular features that may be of salience in relation to a given context usage (Hoeffler, 2003).
Accordingly, extant literature on consumer research suggests that contextual influences might
be more relevant for the consumers’ choice of novel products, particularly because contexts
have been shown to facilitate consumers’ cognitive categorisation of unfamiliar items. Evidence
for this argument has emerged also in the field of food choice and acceptance. For instance,
Tuorila et al. (1994) and Mielby and Frgst (2010) have demonstrated that providing verbal
information increases the acceptability of unfamiliar food dishes. Other authors have suggested
that the acceptance and choice of familiar and well-liked foods might be relatively less
influenced by specific consumption contexts (King et al., 2007; King et al., 2004).
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Expertise

The early stages of learning are represented by familiarity, and the later stages by
expertise. The product related experience according to Alba and Hutchinson (1987) includes
openness toward advertising exposures, information search, interactions with salespersons,
choice and decision-making, purchasing, and product usage in various situations. In the
consumer behaviour literature, the term consumer expertise has been used in a broad sense in
the context of the cognitive structures and cognitive processes required to carry out product
related tasks effectively. An example of cognitive structures are beliefs concerning product
attributes, while cognitive processes are related to the the actions based on these beliefs beliefs.
Alba and Hutchinson (1987) argue that consumer expertise is a result of increased familiarity
with a product or service. However, the type of expertise needed to perform a product related
task is dependent on the type of task, and different tasks require various types of expertise. Thus,
to successfully perform a certain task, more than one type of knowledge is generally required
(Alba and Hutchinson, 1987). In light of this, Alba and Hutchinson (1987) have proposed five
qualitatively distinct aspects of expertise, which can be improved with increase in product
familiarity: automaticity, expertise in utilizing memory, expertise in building cognitive
structures, expertise in analysis, and expertise in elaboration (Alba and Hutchinson, 1987).

Alba and Hutchinson (1987) argue that simple repetition might improve task performance,
reduce the cognitive effort required to perform the task, and consequently increase familiarity.
The increased familiarity caused by repetition might lead to automatic performance. Moreover,
more sophisticated and more complete cognitive structures used to distinguish products might
be generated in the process. The increase in familiarity likely improves the ability of an
individual to analyse information and to be able to isolate the important and task relevant
information. Another consequence of increased familiarity is the improved ability for
elaborating given information. The latter might lead to the generation of accurate knowledge
which goes beyond what is presented and might improve the ability to remember information
about a product.

2.2.2 External search: Information sources

Understanding consumer information search is vital to an understanding of potential
customers’ information needs. It is therefore not surprising that there is a long tradition of
research into information search in the consumer behaviour literature, including Newman and
Staelin (1972), Kiel and Layton (1981), Punj and Staelin (1983), Beatty and Smith (1987),
Urbany et al. (1989), Srinivasan (1990), and, more recently, Moorthy et al. (1997) and Barber
(2009).

The temporal dimension of search distinguishes between information sought when a
purchase need arises and ongoing information search activities, which are independent of a
specific purchase need. Interestingly, past literature suggests that identical sources are often
used for both search processes. However, the purpose of the search is different. In the case of
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purchase related search, the goal is to make a better purchase decision. In the ongoing search
case, on the other hand, the goal is to build a knowledge base for future use or to achieve some
intrinsic satisfaction from the search process (Bloch et al., 1986; Fodness and Murray, 1999).
The operational dimension of search pertains to the relative value of the information
sought in terms of its influence on the final decision (Fodness and Murray, 1999). A piece of
information or a source of information which has a major influence on the choice decision is
referred to as decisive. Contrastingly, a source or a piece of information which may have some
influence, but has a limited impact on the final decision is referred to as contributory.

Compared to the previous dimensions, the extent of external search has attracted much
more interest from scholars. As early as 1987, Beatty and Smith (1987) identified over 50 studies
that dealt with the possible antecedents of information search extent. They also listed
approximately 60 variables that have been studied empirically as determinants of external
search. Based on the earlier work by Bettman (1979) and Newman (1977), Moore and Lehmann
(1980) developed five broad categories to classify the numerous determinants of the extent of
information search: market environment, situational variables, potential payoff/product
importance, knowledge and experience, and individual differences. Later, Beatty and Smith
(1987) have updated this list by adding two more categories: conflict and conflict resolutionas
well as cost of search. Beatty and Smith (1987) extensive literature review led them to the
following conclusions concerning the determinants of external search:

- “Consumers tend to engage in more search when purchasing higher priced, more visible,
and more complex products.”

- “Search is also influenced by individual factors, such as the perceived benefits of search
(e.g., enjoyment, self-confidence), demographic aspects, and product knowledge possessed.”

“Search efforts tend to be further influenced by factors in the market place such as store

distribution and by situational factors such as time pressure impinging on the shopper.”

Andreasen (1968) suggested five main types of information sources used by consumers:
impersonal advocate (e.g. mass media advertising), impersonal independent (e.g. consumer
reports), personal advocate (e.g. advice from sales assistants), personal independent (e.g.
recommendations from friends) and direct observation or experience (e.g. reading information
on the label). Conversely, Cox (1967) classified information sources into three categories:
consumer dominated, marketer dominated, and neutral sources. While marketer dominated
sources (i.e. packaging, promotion, advertising) are controlled by the marketer, consumer
dominated sources refer to interpersonal informational channels, over which the marketer has
little control. Neutral sources (i.e. consumer reports, newspapers) are controlled neither by the
marketer nor by the consumer. Thorelli and Engledow (1980) defined a consumer information
system as the “particular mix of sources existing at a given place and time” and proposed that
the elements of consumer information systems (commercial, personal, and independent) are
“interactive and potentially complementary.”

Kiel and Layton (1981) identified four major aspects of search, reflecting the source and
amount of search information: retailer search, media search, interpersonal search, and time.
Retailer search refers to retail store visits and discussions with salespeople. Media search
denotes the search of advertisements and articles in the media, regardless of their source.
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Interpersonal search refers to discussions with friends and relatives who may already own the
product being searched. Time designates the amount of time available for searching.
Subsequently, Duncan and Olshavsky (1982) broadened the interpersonal category to include
general consultations with relatives, friends, and neighbours, without regard to whether they
own the product, and added new elements such as neutral sources of information (e.g. consumer
reports). With this, media search became a search of marketer-dominated sources. Over time,
researchers have tended to put information sources into four categories: personal sources,
neutral sources, marketer- dominated sources, and experiential sources.

The purpose of an information source is to contain information. Many sources can contain
equivalent information. This leads to an interesting issue for an individual who requires
information to complete a task: they are confronted with the decision about which source to
select. One criterion by which individuals select information sources is the relationship they
form with the source. Research have explored the role of information source type in the search
process (Murray, 1991). Various studies found that different information source types carried
different perceived levels of credibility with consumers, and that consumers with different
search determinant characteristics utilised sources differently (Schmidt and Spreng, 1996). For
example, most consumers found marketer-dominated sources to be less credible than personal
or neutral sources of information. Yet, more experienced consumers seemed more willing to
consult marketer-dominated sources, ostensibly because they felt they had enough product
knowledge not to be easily deceived. The consumer, however, must not only search for
information, but must also judge when enough information has been collected to make a
satisfactory selection. Therefore, search is tied closely to the evaluation of information as well.
The more risk is perceived by the consumer, the more likely more search will ensue.

The length and depth of search is determined by variables such as personality, social class
and income, size of the purchase, past experiences, prior brand perceptions, and customer
satisfaction. If consumers are delighted with the brand of product they currently use, they may
repurchase the brand with little if any search behaviour, making it more difficult for competitive
products to catch their attention. When they are unhappy with current products, search expands
to include other alternatives.

External search studies have also focused on identifying different search patterns by
clustering individuals who utilised sources of information differently during the search process.
Midgley (1983), for example, found five clusters of consumers who differed in their style of
search for men’s suits: minimal external search (deliberate), peer assisted external search,
extensive external search, spouse assisted external search, and minimal external search
(decisive). Kiel and Layton (1981) also suggested that consumers can be classified into groups
according to their search behaviour for a car. They proposed three major groups: a low search
group, a high search group, and a selective search group. Similarly, Furse et al. (1984) identified
six distinctive search patterns among purchasers of automobiles: (1) a low search group, (2) a
purchase-pal-assisted group, (3) a high search group, (4) a high-self-search group, (5) a retail
shopper group, and (6) a moderate search group.
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2.3 CONSUMER SELF-CONFIDENCE

Self-confidence has been referred as an important construct in the study of consumer
behaviour (Bearden et al., 2001). Past research has studied the construct through the
psychological determinant of self-esteem, which has produced inconsistent results. In fact, the
limited association of self-esteem with consumer and marketplace is the reason for the poor
representativeness of the purchase self-confidence construct measure (Loibl et al., 2009).

In the literature, self-confidence has been cited as a determinant of product-specific
perceived risk (Locander and Hermann, 1979). In addition, its influence on consumers’ external
search behaviour has been reported (Barber et al., 2007). Scholars have most often used the
concept of self-confidence to define the perceived risk which in fact involves the uncertainty
and adverse consequences of buying a product or service (Barber et al., 2007; Bearden et al.,
2001; Locander and Hermann, 1979; Loibl et al., 2009; Olsen et al., 2003; Veale, 2008).
Specifically, the level of anxiety and concern regarding the marketplace purchase decision is
believed to be a critical component of the perceived risk. In this regard, interest is placed on
how buyers handle this anxiety that is to say on the results of perceived risk (Locander and
Herman, 1979).

Murray (1991) argues that the level of perceived risk may influence consumers to use
several risk reduction strategies. The two most important are search for additional information
and evaluation of alternatives. Cox (1967) contends that the “amount and nature of perceived
risk will define consumers’ information needs, and consumers will seek out sources, types, and
amounts of information that seem most likely to satisfy their particular information needs”. This
position in relation to depth of search, types of sources, types of risk, and personality factors is
supported by the literature (Locander and Hermann, 1979; Lutz and Reilly, 1973). Locander and
Hermann (1979), on the basis of five products, have focused on the effect of generalised and
specific self-confidence with respect to information sources and found significant use of sources
of information for individuals with increased perceived risk. The authors also reported that
consumers with high self-confidence were more likely to depend upon their past experience
rather than external search to reduce perceived risk. Andreasen (1968) contends that consumers
faced with a possible purchase decision risk will use a personal source, an impersonal source,
and/or a self-determined experience to reduce this risk. According to Alba and Hutchinson
(1987), experience with products strengthens a consumer’s objective knowledge, and thus
positively influences consumer confidence (Park and Lessig, 1981). Hammond et al. (2013)
maintains that consumers with a high level of self-confidence do not fear the social risks of
making wrong buying decisions and that they consider less external search compared to
consumers with a low level of self-confidence, who rely less on their own judgements and seek
help when making a purchase choice. In addition, a confident consumer is expected to seek less
advice from friends and to consider more information from commercial sources since they
believe to be better able to handle attempts of commercial “manipulation”. According to
Newman and Staelin (1972), significantly longer information search processes are recognised
for consumers with high confidence in their own ability to judge the product compared to those
who feel they have to trust others’ judgment. The examination of different sources of
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information by Mourali et al. (2005) has shown a positive relationship between consumer self-
confidence and their preference for interpersonal information sources. Conversely, Kiel and
Layton (1981), among a sample of car buyers, have documented a negative relationship between
self-confidence and search: consumers with low levels of self-confidence undertook the greatest
search efforts, a result that may be contextually specific.

The interpretation and use of both intrinsic and extrinsic cues has been reported to depend
on consumer self-confidence levels (Bearden et al., 2001; Jover et al., 2004; Veale, 2008;
Wilson and Brekke, 1994). It is believed that faced with a strong opposing opinion or predictive
extrinsic cues, individuals with low self-confidence allow their better judgment to be
overridden. This can also happen to an individual who is a true product expert in a specified
category. On the other hand, consumers with high self-confidence due strong self-belief are very
difficult to influence and made to change their opinions (Maio and Olson, 1999). Although such
individuals consider themselves “experts”, their knowledge is possibly only subjective. As this
variable has not been measured concurrently with all other aspects of knowledge including
perceptual knowledge, it might be one of the factors contributing to inconsistent and conflicting
results (Bearden et al., 2001; Veale, 2008). Nevertheless, the focus of the previous literature
suggests the need for a better understanding of the influence of information sources and
attributes on consumers’ purchase risk-reduction (Murray, 1991).

2.4 CONSUMER DECISION-MAKING BEHAVIOUR FOR WINE

Many studies have tried to better describe the behaviour of wine buyers and consumers.
They have tried to apply the principles of demand marketing, which state that it is up to the
producer to adapt to consumer expectations, needs, and desires, increasingly changing and
adopting diversified ways of life. A wide variety of consumer behaviour models have been
tested with more or less success in the wine industry.

Figure 5 presents the model developed by Assael (2004) to explain the behaviour of wine
consumers. The model is centred on consumer decision making. The author contends that both
the consumer’s individual and environmental characteristics affect and control their decision-
making for wine. As indicated previously, when consumers face a purchase decision, they will
respond with either action (purchase) or non-action. The response of the consumer influences
not only their future decision making, but also their greater environment by means of word-of-
mouth communication.
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Figure 5: Model of wine consumer behaviour (Assael, 2004)

Slika 5: Model obnasanja potro$nikov vina (Assael, 2004)

Sanchez and Gil (1998) describe the wine decision making process with four stages: needs
recognition, search for information, evaluation of alternatives, and final choice. Figure 6
illustrates the authors” model. It highlights the key areas of consideration for understanding
preference, and choice. Three stages of the decision making process are indicated as important;
the search for information, the evaluation of alternatives, and, to a lesser extent, need
recognition. These stages are complex for the consumer and hence are of concern to wine
marketers. They are indicated as critical in wine brand formulation and positioning as well as
for preparing successful marketing strategies.

The first step in the consumer purchase decision model refers to satisfying two needs:
thirst and occasion of intended wine consumption. Thirst is a need that can be easily satisfied,
while occasion of wine consumption is something more important, something that generally
influences the wine decision-making process (Barber, 2009). Research discussing the difference
between preliminary decisions and decisions at the point of sale shows that if the wine consumer
does not make an impulse purchase, they will certainly decide first about the occasion of wine
drinking (Szolnoki et al., 2010). The study stresses the role of values in influencing the choice
for wine in different dining situations. It illustrates how the consequences of the desire for wine
consumption can influence the wine choice. The consequences investigated were impressing
others with one’s wine choice, complementing food with wine, best value for money wine, mood
enhancement, and avoiding negative emotions. In different circumstances, different
consequences are considered desirable: dinner with the family, good taste etc. In a business
related occasion, the preferable consequence is to impress others (Hall et al., 2001).

After realizing the need, consumers begin to search for information about wine. According
to Olsen and Thach (2001), the information search for wine can be defined with the actions that
consumers go through before making a wine selection. The search for wine information can be
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extensive or non-extensive. The determinants of search are product involvement, product
knowledge, situational involvement, perceived risk, and risk capital of the consumer (Blackwell
et al., 2001; Solomon et al., 2013). The importance of the purchase increases with an increase
of the these factors (Zaichkowsky, 1988). The amount of search is positively associated with
the importance of the purchase. The more important the purchase, the more likely it is for an
individual to search and use quality signals.

The preference and evaluation of wine attributes belongs to the stage that in the consumer
decision model by Kollat et al. (1972) is referred to as “evaluation of alternatives”. Johnson et
al. (1991) believes that in the consumer choice process is hierarchically structured. As the most
important attributes, the authors have indicated wine colour and style. In this regard, other
studies have presented different opinions, and thus Atkin and Thach (2012) have found the brand
to be the most important attribute, followed vintage and country of origin . Previous research
has also found that the perceived importance of wine attributes can vary substantially in different
markets. The analysis of Cohen et al. (2009) of the factors influencing wine choice across 12
countries has shown that previous wine taste and the recommendations of others exert the
greatest influence. Individual markets show particular wine attributes to influence the
consumers’ choice for wine. For instance, in Brazil and China, the most important influencer is
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Figure 6: Wine consumer decision-making process (Sanchez and Gil, 1998)
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brand (Cohen et al., 2009), while Irish consumers find brand the fifth most important wine
attribute (Geraghty and Torres, 2009). The grape variety is the top influencer in Austria (Cohen
etal., 2009), but for Irish consumers, it is the fourth most important attribute in purchasing wine.
For the international wine markets, these considerations are important as brands might need to
rely on different selling points depending on the country. The perceptions of the importance of
different attributes allow marketers to know what buyers identify as cues of quality. Upon on
this information, successful communication strategies can be developed.

2.4.1 Wine risk and the reduction strategies

The concept of risk has been separated by researchers into several categories such as
functional, social, economic, and psychological (Dowling and Staelin, 1994; Lee et al., 2005;
Mitchell and Greatorex, 1989; Spawton, 1991). Wine taste is an example of a functional risk,
whereas the risk associated with the value of wine is an economic risk. Psychological risks
concern self-confidence in terms of choosing the correct wine. To handle this risk, both internal
and external sources of information are considered. Specifically, a consumer will use
information from memory of past uses of a product first, if it exists, before absorbing
information from the environment. Consumers use the information to reduce the risk or
minimise uncertainty. The information helps in describing the unfamiliar (Dodd et al., 1996)
and guides the choice among the available options (Chaney, 2000). The search for information
could be used to increase consumer knowledge and reduce risk or minimise uncertainty,
however without purchasing and tasting the wine it is very difficult to assess its characteristics
such as colour and aroma (Barber et al., 2006). Scholars have shown wine consumers to rely
heavily on descriptions from labels, wine writers, journalists, and retail sales associates (Barber
et al., 2006; Chaney, 2000; Lee et al., 2005). Other studies indicate that those with a higher
knowledge of wine will rely more on a search of their own memory, which depends on their
past experiences. Thus, each positive consumption experience reduces the likeliness of using
external information sources and increases these consumers’ self-confidence. They will view
themselves as a source to be relied on and will be less likely to depend on a salesperson, wine
magazine, or other form of advertisement (Taylor et al., 2008). Consumers that are self-
confident about a specific product might be more inclined to experiment with a new wine label
or package design. Olsen et al. (2003) believes that if consumer confidence increases, it may
reduce anxiety and lead to testing and accepting new products.

2.4.2 Consumer wine knowledge

The measures for wine knowledge were established relatively late. The early researchers
were more interested in examining the comprehensibility of wine descriptions to consumers
than their actual knowledge of wine. The first knowledge measure for wine was developed in
1975 by Lehrer (1975). In her seminal work, she investigated knowledge of wine using a written
test. The author used the obtained scores for segmenting the respondents. Three segments
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emerged, with considerable differences in the analysed variables among the groups. In 1984,
the same instrument was used by Lowless (1984). She found subjects with formal training in
wine or employed in the wine industry (classified as experts) scoring significantly higher
compared to novices or non-experts. The next to develop a measure for wine knowledge was
Solomon (1990). The author segmented respondents according to their wine expertise using a
measure that did not include a written test. In his study, experts were limited to those with
professional involvement in wine while respondents who lacked experience in wine were
classified as novices. In a subsequent study, Solomon (1997) segmented respondents by means
of a self-directed questionnaire that included five questions into novices, intermediates, and
experts. To determine the respondents’ knowledge of wine, the author also considered the
frequency of wine consumption and the engagement towards improving wine knowledge.
Melcher and Schooler (1996), using a “General Wine Knowledge Test”, segmented respondents
into three classes. Similarly, to Solomon (1997), the authors included consumption frequency,
formal wine training, and professional involvement in wine as segmentation criteria. Parr et al.
(2002), analysing expertise in wine, used measures similar to those of Melcher and Schooler
(1996). With the purpose of investigating the differences in wine preferences among
respondents with different levels of conceptual and perceptual knowledge of wine, Fragst and
Noble (2002) developed a measure consisting of two tests. The first analysed respondents’
objective knowledge of wine, and the second their perceptual knowledge. Among other aspects,
the authors also examined the relationship between perceptual and conceptual wine knowledge
in their study. Their findings confirmed no correlation between the two forms of wine
knowledge. With the many measures for wine expertise that have been developed, weaknesses
related to validity have been observed. Moreover, few authors have tried to measure besides
conceptual knowledge of wine also perceptual knowledge (Frest and Noble, 2002; Hughson and
Boakes, 2001; Parr et al., 2002).

Scholars have found wine knowledge to significantly influence the extent of information
search and the sources used (Barber et al., 2009; Bishop and Barber, 2012; Dodd et al., 2005).
They have also recognised the importance of knowledge in evaluating wine attributes (Forbes
et al., 2008; Veale, 2008; Vigar-Ellis et al., 2015; Viot, 2012). Dodd et al. (2005) have
investigated the relationship between consumer experience, knowledge, and information
sources when making a decision about purchasing wine. Their findings stress the importance of
wine experience in forming a basis for both subjective and objective knowledge. Such
experience-based knowledge has been found to be positively related to the use of impersonal
sources (media information) when making a wine purchase decision. The authors’ result implies
that consumers with high levels of wine knowledge are more likely to depend on information
received from wine media compared to those with low levels of knowledge, who do not
recognise wine media as an important factor influencing wine purchases. Studies that have
measured the consumers’ subjective knowledge of wine have found that consumers with low
subjective knowledge have a narrower vision of what branding represents in relation to wine
(Viot and Passebois-Ducros, 2010), use fewer attributes in purchase decision making for wine
(Viot, 2012) and use mostly extrinsic cues (Spielmann, 2015), rely more on the use of personal
sources of information such as the recommendations of friends or others (Barber et al., 2009;
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Dodd et al., 2005), are characterised by a lesser degree of brand use (Bianchi et al., 2012), and
as a result have weaker purchasing intentions (Kim and Bonn, 2015) and ultimately prefer
different wines to those liked by consumers with a higher subjective knowledge (King et al.,
2012). Furthermore, they place greater value on wine quality signals such as region of origin or
awards compared to perceived experts (Perrouty et al., 2005). According to Dodd et al. (2005),
perceived wine experts tend to rely more on themselves and on impersonal sources of
information such as adverts and guides compared to recommendations by others. They have also
been found to exhibit “lower sensitivity to expert’s opinions” (Chocarro et al., 2013). According
to Barber et al., (2009), consumers with a high level of subjective knowledge of wine are more
prone to use published information such as articles in magazines and advertisements compared
to those with a low subjective knowledge of wine.

The study of Perrouty et al. (2005) on the effect of consumer expertise on the relationship
between product attributes and wine region equity suggests that the effects of wine attributes on
the perception of region of origin when making a wine choice is stronger for the expert group
compared to the novice group. Orth (2002), studying Czech wine consumers, has found that
when making a wine purchase, the segment with less knowledge of wine is more likely consider
the medals displayed on bottles an indicator of good quality. Particularly, these consumers use
the medals attribute as a means to conveniently and quickly identify samples that are worth
purchasing, implying that awards, specifically their importance, is a good signal for targeting
less knowledgeable consumers. In recent times, Wiedmann et al. (2014) and Bruwer and Buller
(2012) have shown that wine consumers who lack objective knowledge place more importance
to extrinsic cues when making wine selection.

Mitchell and Hall (2001) have examined a large sample of New Zealand’s winery visitors
in terms of how consumer subjective knowledge relates to other wine behaviour variables such
as consumption of wine at home, wine club participation, and median monthly wine purchases.
The authors report that wine subjective knowledge is significantly correlated with all of the
aforementioned behaviours. They further contend that this relationship also suggests a high level
of objective knowledge of wine. Forbes et al. (2008) have developed an objective wine
knowledge test and used it in conjunction with a combination of items from a general consumer
knowledge scale (Flynn and Goldsmith, 1999) as well as the subjective wine knowledge scale
developed by Perrouty et al. (2006) to investigate the relationship between objective and
subjective knowledge and how variables such as gender, age, education influence these two
constructs. The authors found that both aspects of wine knowledge are significantly associated,
and further that objective knowledge is significantly correlated with familiarity, that males have
a higher level of objective knowledge compared to females, and that a significant relationship
exists between higher objective knowledge and higher education level. Barber (2009), on a large
sample of wine consumers of different ages, has found that self-assessed knowledge of wine is
more closely related with past wine experience compared to actual knowledge of wine. In
addition, a higher subjective knowledge was detected for older respondents in comparison with
younger respondents (Barber et al., 2008) and for males compared to females (Barber et al.,
2008; Bruwer and Johnson, 2010).
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Beverland (2003), in a study conducted in New Zealand, considered consumer knowledge
of wine and found more knowledgeable consumers to be less prone to purchase in supermarkets
and general liquor stores. Moreover, consumers with higher levels of knowledge of wine were
found more likely to opt for better or high priced wine. Other studies also show that consumers
who possess high levels of objective knowledge of wine are able to recognise wines of a
particular category and typical of the class based on smell and taste alone (Ballester et al., 2008)
and are better able to match wines to descriptors (Hughson and Boakes, 2002).

2.4.3 Wine quality dimensions and values

Perceived quality is the consumer’s judgment about the benefits or performance of a
product (Zeithaml, 1988). The perceived quality of a wine is based on a number of dimensions.
These quality dimensions consist of higher level abstractions derived from more concrete lower
level quality signals (Zeithaml, 1988). The lower level quality signals therefore communicate
quality to the consumer by being highly associated with higher level abstractions. Covariation
occurs for example when consumers associate the quality of a wine with the reputation of the
country of origin or grape variety (Robinson et al., 2014). The more concrete lower level quality
signals differ across products, but the higher level abstract dimensions are more general for a
whole product category. The higher level abstractions of wine are called quality dimensions and
comprise sensory characteristics, pleasure, appearance, paradigmatic or signals that the
consumers associate with higher quality (eg. country of origin, brand), aging potential, and
sustainability.

Paradigmatic quality signals covariate with the quality dimension of both sensory
characteristics and appearance since they try to predict a wine’s sensory potential and outer
looks (Charters and Pettigrew, 2007). Awards covary with the sensory characteristics dimension
as well as with the pleasure dimension since they raise status. Sensory characteristics, pleasure,
appearance, paradigmatic and potential are the quality dimensions that define the perceived
quality of a wine (Charters and Pettigrew, 2007). Certifications of organic cultivation and social
responsibility are associated with the quality dimension of sustainability. Colour, concentration,
clarity, and structure are the concrete/ lower level signals grouped under appearance. This
dimension together with the other quality dimensions makes up the perceived benefits of a wine
(Charters and Pettigrew, 2007). The consumer perceives value when the perceived quality of a
product is combined with the perceived costs to obtain the product (Zeithaml, 1988). This trade-
off between benefits and costs is different for every consumer (Zeithaml, 1988).

2.5 WINE SENSORY EVALUATION

Wine sensory evaluation can be used for various purposes. One such purpose is to detect
elements within the wine such as “off” characteristics indicating spoilage. An example of off-
flavour is the detection of 2.4.6-trichloroanisole, which is the main chemical involved in cork
taint (Prescott et al., 2005). Another reason to use wine sensory evaluation is to communicate
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to the consumer what the wine tastes like (Gawel, 1997). The description of a wine testes serves
as an important marketing tool (Edwards et al., 1986). Thus, to communicate the properties of
the wine, they have to be described in sufficient detail to give the consumer an idea of what to
expect so as to help them determine if it is a product they would like to purchase.

2.5.1 Sensory components of wine and senses

The first sensory contact with a wine usually involves vision. The visual properties of a
wine can change the perceived odour and flavour of the stimulus (Leliévre et al., 2009; Parr et
al., 2003; Zampini et al., 2007). One famous example is the experiment by Pangborn (1963),
where white wine was coloured pink to resemble a rosé wine, a style that is often sweeter than
most white wines. The rosé version of the wine was rated as a sweeter wine than the white
version of the wine, despite the colouring having no taste. Visual cues in the wine can also be
used to determine wine characteristics such as age (older wines, both white and red, tend to have
a browner colour) and alcohol content (such as observing the viscosity of the wine by examining
the “legs”) as well as also to give cues about the winemaking technique (such as a cloudy wine,
where fining and filtration were not used).

The next sensation will usually be orthonasal olfaction (sniffing). The volatile odorants
react with olfactory receptor cells embedded in the olfactory epithelium. Whether or not these
odorants are then consciously perceived depends on the complexity of the wine, the salience of
the odorant (or combination of odorants), the skill of the person, and other factors such as
whether their attention has been directed towards or away from the odour with visual cues or
experimental instructions.

Following orthonasal olfaction, the next step is usually “tasting” the wine, where the
purpose is not just to detect the specific tastes (sourness, sweetness and perhaps bitterness), but
also to determine specific flavours through the combination of these taste elements with the
odours that are detected via retronasal olfaction, the trigeminal elements of sulphur and alcohol,
and the touch sensations of astringency, temperature, and effervescence.

2.5.2 Sensory expertise in wine

Wine expertise has been demonstrated to be the combination of conceptual and perceptual
knowledge of wine. Frgst and Noble (2002), studying wine expertise, report it to involve two
discrete components, which interact extensively during deployment of the special skill. The first
component is perceptual expertise, which seems to be acquired passively via experience
(Melcher and Schooler, 1996). The second component of expertise is semantic knowledge. It is
gained through active learning about the products (Solomon, 1990). One of the benefits of
semantic knowledge is the ability to verbally communicate about the product in a reliable
manner.

Gawel (1997) has described the difference between winemakers, who are not only highly
experienced in tasting wine, but have also undergone formal training, and subjects who have
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practical experience in wine but no formal training. The author defined experience as familiarity
with a class of products due to long-term exposure, where that exposure has occurred in
conjunction with “considered thought as to the product’s sensory characteristics”, whereas
training is “a uniform and directed program of instruction”. Melcher and Schooler (1996) have
outlined another categorisation scheme for wine experts. They used three groups for their
experiment. The first were non-red wine drinkers, who had virtually no perceptual or descriptive
experience with the stimulus. Participants in the second group were regular wine drinkers who
had developed a palate for red wine, that is, had perceptual experience, and yet did not know
how to describe wines with much precision. Finally, the wine expert group had developed
extensive vocabulary dedicated to the chemosensory properties of wines.

Many studies into wine expertise use the experience criterion rather than formal training.
For example, the experts in the study of Hughson and Boakes (2002) were required to have at
least 10 years of tasting experience in the wine industry, with no requirement of formal training.
Parr and colleagues used an even broader category, allowing not just established winemakers,
but also wine-science researchers, wine professionals (e.g. wine judges), graduate students in
Viticulture and Oenology, and people with more than 10 years of wine involvement (Parr et al.,
2002).

While there is no accepted definition of what constitutes a wine expert in the literature,
the majority of the studies agree that an expert requires not just a large amount of perceptual
experience, but also some sort of non-perceptual training (Hughson and Boakes, 2001, 2002,
2009).

In agreement with Hughson and Boakes (2002), a relatively old study examined the
detection abilities of wine experts and novices using wine-related stimuli (e.g. grape seed
tannins) and found no significant differences (Berg et al., 1955). Similarly, when testing
detection thresholds, Bende and Nordin (1997) found no significant difference between wine
experts and novices using 1-butanol, nor did Parr et al. (2002). However, 1-butanol is not a wine
related odour, although it is widely used for detection threshold measures (Auffarth, 2013). A
more recent study by Hayes and Pickering (2011) reports the testing of 331 participants who
were classified as novices or experts through the use of a questionnaire. A relationship was
found between the perceived bitterness of 6-n-propylthiouracil, a substance known as PROP
that is commonly used to determine sensitivity to bitterness and taste in general, and wine
expertise, such that mean rated PROP bitterness was significantly higher amongst wine experts
compared to novices. While experts do not appear to have the ability to detect odours that non-
experts cannot, there is some evidence that wine experts may be more sensitive to particular
sensations. Furthermore, there is some evidence to suggest that experts are better than novices
at discriminating between wine samples. Perceptual training using wine can increase
performance in tasks that requires a same/different judgement of two wines, despite an initial
and persisting bias towards a “different” judgement (Owen and Machamer, 1979, cited by
Hughson and Boakes, 2001). This has also been tested using a “triangle test”, where two of three
samples are identical and the task is to determine which one is different.

While experts perform better than novices in some experiments (Solomon, 1990), this
difference is not always observed (Solomon, 1997). Thus, there appears to be limited evidence
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that experts have superior detection or discrimination ability compared to novices, even for
wines.
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3 MATERIALS AND METHODS

This chapter provides an in-depth discussion of the research design and methodology
adopted in the thesis. The review of the literature has highlighted the importance of the research
questions addressed in this study. There is a lack of scientific knowledge of the relationship
between wine knowledge, wine sensory competence, and purchase self-confidence as well as
the influence they have on young adult consumers’ search for information. No studies uncovered
in the literature review have looked at the relationship between consumer wine sensory
competence and wine purchase self-confidence. Furthermore, only a limited number of studies
address the relationship between consumers’ objective knowledge and sensory competence in
wine (Frgst and Noble, 2002).

This chapter presents the research instruments, methods, and procedures used to collect
and analyse the data. The general research design is presented in the beginning of this section.
This is followed by the presentation of the research hypothesis. The qualitative study sampling,
data collection, and analysis are discussed in Subsection 3.3. The selection of the study
population, the sampling method, construct definition and measures, the pilot study, and the
development of the final instrument are described in Subsection 3.4. Subsection 3.5 provides an
overview of the analytical approach.

3.1 GENERAL RESEARCH DESIGN

The research design is the framework for implementing a specific marketing research
project and provides details on the procedures to be followed to obtain the information for
addressing the research objectives and problem statement. The approach outlined in this chapter
was developed following a comprehensive review of consumer behaviour and methodology
literature. The study is composed of four stages (Figure 7). The first is qualitative in nature. Its
purpose is to provide necessary information for the next three quantitative stages.

Stage 1 Stage 2 Stage 3 Stage 4
Qualitative study Quantitative Quantitative Quantitative
(focus groups) pilot study On-line study On-location study

Figure 7: Stages of the research

Slika 7: Faze raziskave

The first stage includes two focus groups. The subsequent sections outline the research
methodology, including the sampling plan as well as the data collection instruments, and
procedures.

Stage 2 consists of a self-administered pilot questionnaire. In this stage, respondents were
required to provide answers to questions asking about their experience and knowledge
(subjective and objective) in wine, purchase self-confidence, and use of information sources in
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wine purchases. The pilot questionnaire also included test questions evaluating respondents’
sensory competence in wine.

Using the questionnaire developed and refined in the pilot study, stage 3 consists of an
on-line survey, where all the variables, except one measuring respondents’ objective knowledge
and sensory competence in wine, were assessed. The survey link was sent to respondents, who
for this purpose were recruited from a poll of urban young wine consumers, visitors of wine
festivals, and purchasers of wines in wine stores.

In the fourth stage, the respondents with previously completed on-line surveys were
invited to participate in a wine tasting. This event was used to collect the remaining information
related to the respondents’ sensory and objective knowledge of wine.

3.2 RESEARCH HYPOTHESIS AND CONCEPTUAL MODEL

According to several scholars, no clear answers have been provided to what motivates
consumers in their wine selection. Although broad generalisations concerning choice processes
can be made, the ability to understand and predict a consumer’s behaviour is still weak (Hoyer,
1984).

The literature has shown that information search (Barber and Almanza, 2006; Dodd et al.,
2005; Barber, 2009), self-confidence (Spawton, 1989, 1990, 1991; Gluckman, 1990; Olsen et
al., 2003; McClund et al., 2015) and taste (Lange et al., 2002; Enneking et al., 2007) are thought
to play a major part in the decision-making process for wine. Studies have determined the
consumer characteristics that influence individual behaviour. Dodd et al. (2005), Olsen et al.
(2003), Lockshin et al. (2001), Spawton (1991) and Gluckman (1991) have found different risk
profiles or levels of self-confidence among different consumers. In this regard, some consumers
tend to make ‘safe” wine choices while others are more adventurous. According to Veale (2008),
the level of product self-confidence affects the number of product attributes used in the choice
process and also the way those attributes are used (Veale, 2008). Moreover, the level of product
self-confidence is reported to influence consumer’s use of different information sources and
channels in reducing the purchase risk (Barber, 2009).

This section proposes a model that analyses the relationships between past product
experience, objective and subjective product knowledge, product sensory competence, self-
confidence, and sources of information used in the wine purchase decision process. Figure 8
depicts the model adapted from the studies of Dodd et al. (2005), Raju et al. (1995) and Barber
(2009). As discussed earlier, it is modified to consider the influence of consumer sensory
competence. The aim is to reflect the process a consumer would follow from the state of
knowing a wine need to the point of selecting a source of information to finalise the purchase.

As has been presented in the literature review, knowledge and self-confidence can
influence the sources of information consumers rely on. The previous research showed
inconsistent information processing theories related to the different components of knowledge,
their relationship, and the relationship with other constructs. In addition, there is a lack of
information related to knowledge, specifically of the perceptual domain, and external
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information search. The following text presents the findings of previous studies. The
information presented in the literature was used to propose a hypotheses and develop a model.

- Brucks (1985), Dodd et al. (2005) and Barber (2009) refer to a positive relationship of
knowledge and various information sources.

- Brucks (1985) contends for a relationship between objective knowledge and information
such as product attributes, the kind of impersonal information usually found in advertising. The
author also suggests a relationship between subjective knowledge and oneself as a source of
information and between subjective knowledge and personal sources when making a purchase
decision.

- Park and Lessig (1981) have shown that subjective knowledge better explains consumers’
decision biases compared to objective knowledge, and that measures of subjective knowledge
can indicate self-confidence levels such that perceived self-confidence might influence decision
strategies and tactics.

- Park et al. (1994) have developed a model of self-assessed knowledge, including pre-
determinants, and compared the differential determinants of subjective and objective
knowledge. The authors have found no relationship between general level of self-confidence
and self-assessed knowledge. Comparing subjective to objective knowledge, the authors have
observed a stronger relationship between stored product class information and objective
knowledge compared to the relationship with subjective knowledge. Product experience was
also found to be more strongly related to self-assessed knowledge (Bettman and Park, 1980;
Brucks, 1985; Rao and Monroe, 1988).

- Dodd et al. (2005) and Park et al. (1994) have documented a stronger relationship between
prior experience with a product and self-assessed knowledge than with objective knowledge.
The authors recommend that consumers believe knowing more than they actually do.

- Experiences measured through wine purchase and consumption, wine club participation,
and winery visits have been positively correlated with consumer’s subjective knowledge of wine
(Forbes et al., 2008; Mitchell and Hall, 2001).

- Barber (2009) has found past experience to be the most significant predictor of a
consumer’s wine knowledge, particularly their level of subjective knowledge.

- Barber (2009) reports consumers with high levels of subjective knowledge as likely to
have high levels of self-confidence.

- Locander and Hermann (1979), investigating individuals who perceive an increased risk
in product purchasing, has found their level of self-confidence to relate to the use of sources of
information. In addition, high self-confidence was found to depend more likely upon
consumers’ past experience than on external search.

- Sheth (1974) has found that as confidence about a product declines, the consumer’s search
for information increases.

- Peter and Olson (2005) report that more confident consumers perform lower levels of
product search as compared to consumers with moderate or low levels of confidence.

- Increase in self-confidence leads to increase in relying on oneself as a source of wine
information (Barber, 2009).
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- Frest and Noble (2002) have found a lack of correlation between consumers’ objective
knowledge and sensory expertise in wine.

The model depicted in Figure 8 was developed upon the review of the literature. Nine
hypotheses were postulated to investigate the relationships between the constructs. The first
three examine the effect of prior experience on sensory competence as well as subjective and
objective knowledge. The following three investigate the effect of sensory competence as well
as subjective and objective knowledge on consumers’ self-confidence. The last three explore
the effect of self-confidence on the selection of different sources of information. The fourth
hypothesis, testing the relationship between objective knowledge and sensory competence in
wine, was not used in developing the model. It is analysed separately, by means of confirmatory
factor analysis. The proposed hypotheses are as follows:

- H1: Prior wine experience is related positively to subjective knowledge in decision
making.

- H2: Prior wine experience is related positively to objective knowledge in decision making.
- H3: Prior wine experience is related positively to sensory competence in decision making.
- H4: There is a relationship between objective knowledge and sensory competence in
decision making.

- H5: Sensory competence is related positively to self confidence in decision making.

- H6: Subjective knowledge is related positively to self-confidence in decision making.

- H7: Objective knowledge is related positively to self-confidence in decision making.

- H8: Self-confidence is related positively to direct observation of extrinsic product
attributes in decision making.

- H9: Self-confidence is related negatively to impersonal sources of wine information in
decision making.

- H10: Self-confidence is related negatively to personal sources of wine information in
decision making.
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Figure 8: Hypothesised model displaying the questions and latent constructs

Slika 8: Hipoteti¢ni model, ki prikazuje vpraSanja in latentne konstrukte

3.3 QUALITATIVE STUDY

The qualitative study was conducted by means of a focus group discussion to gain insight
into young adult consumers’ behaviour for wine and the importance given to wine attributes and
information sources in making decisions for wine.

From the literature it is known that group interviewing enables interaction amongst
participants and allows the researcher to easily and quickly gain valuable insight into consumer
opinions regarding topics of specific interest (Goldman, 1962; Malhotra and Birks, 2005). The
social science literature suggests focus groups as a useful way of triangulating information from
other sources and also as a method that can reveal new and unexpected findings for further
investigation (Naslund, 2002). To initiate discussion, topics presented in the studies of Atkin
and Thach, 2012; Ritchie and Valentin, 2011; Chaney, 2000; Chrysochou et al., 2012 were used.

After the group interview, the respondents were presented with a structured survey. It
consists of an objective knowledge test and seven point Likert type questions investigating the
importance assigned to the most citied wine attributes and information sources. The
questionnaire used for this purpose includes modified items previously developed in the studies
of Barber et al., 2009; Chaney, 2000; Dodd et al., 2005; Frgst and Noble, 2002; Hughson and
Boakes, 2002.
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Following the structured survey, the focus group respondents were asked to participate in
a wine sensory evaluation. Twenty-four wines were evaluated for six wine sensory
characteristics.

In the following subsections, sample selection and data collection methods are presented
first, followed by the protocols for the focus group discussion and sensory evaluation. In the last
subsection, the results of the qualitative study are shown.

3.3.1 Sample selection and data collection

A judgment sample of master’s students and young teaching staff from the Faculty of
Technology and Metallurgy in Skopje between 25 and 35 years of age participated in two groups
of 8 and 7 participants, respectively. While small judgment samples have limitations, in
particular that the views of such a limited number of participants are not generalizable, this
sampling method can be justified for use in qualitative, exploratory research (Malhotra and
Birks, 2005). Prior to final selection, all group members were screened to ensure they purchase
and consume wine on a regular base. The demographics of the group members are provided in
Table 1. The group interview, structured survey, and wine sensory evaluation were organised at
the premises of the Faculty of Technology and Metallurgy in Skopje.

Table 1: Demographic profile of focus groups participants

Tabela 1: Demografski profil fokusnih skupin udelezencev

Identification Gender  Age Highest education

Group 1

Resp.1 Male 26 Bachelor’s degree
Resp.2 Male 28 Bachelor’s degree
Resp.3 Female 25 Bachelor’s degree
Resp.4 Female 29 Bachelor’s degree
Resp.5 Male 28 Bachelor’s degree
Resp.6 Female 26 Bachelor’s degree
Resp.7 Female 27 Bachelor’s degree
Resp.8 Male 26 Bachelor’s degree
Group 2

Resp.9 Female 31 Master’s degree
Resp.10 Male 32 Master’s degree
Resp.11 Male 34 Master’s degree
Resp.12 Female 35 Doctoral degree
Resp.13 Male 35 Doctoral degree
Resp.14 Female 34 Master’s degree
Resp.15 Female 33 Master’s degree

3.3.2 The focus group discussion

The two focus group interview sessions were scheduled over two days and structured in
the same way around three topics: (1) wine purchase and consumption habits, (2) interest and
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motivation for wine, and (3) perception and use of wine attributes and information sources. A
discussion guide was produced to aid in directing the focus group participants in their
discussion. The moderator guided the discussion and raised topics following a guided
development approach to the focus group sessions (Langford and McDonagh, 2003). This
approach was necessary to keep the discussion within the allocated time period. However, the
moderator had the freedom to explore topics as they were raised if considered appropriate. Each
focus group session was 60—75 minutes in length and took place in the evening as it was the
most convenient time for the participants due to their study and work commitments during the
day. The two focus group sessions were recorded on individual score sheets and large sheets of
paper.

At the beginning of each session, after introducing himself to the participants, the
moderator provided an overview of the study, information on data use, and assurance about
confidentiality. After the introduction, the discussion was started by asking the participants
about their wine experience as well as purchasing and consumption habits. This was followed
by the discussion on the motivation to drink wine. The last topics were perception and use of
wine attributes and information sources for wine. After the focus group interviews, the
participants were presented with a short survey asking for responses on a combination of test
and seven-point Likert-type scale questions. The survey included questions measuring objective
knowledge of wine as well as preferences for wine attributes and information sources. The group
members were asked to rate 11 wine attributes and 13 information sources according to the
overall importance when making a choice. Furthermore, 10 test questions were used to measure
participants’ objective knowledge of wine. The questions pertained to knowledge about world
wine regions, grape varieties, and sensory and technical characteristics of wine. No prompting
or suggestions were given in relation to the survey questions. When the respondents completed
the survey, they were invited to participate in a wine sensory evaluation.

3.3.3 The wine sensory evaluation samples and procedure

Following the focus group discussions and the structured survey, a wine sensory
evaluation was conducted. The samples used in the sensory evaluation were sourced from five
different wineries from three Macedonian wine districts: Skopje, Tikves, and Bitola. The
selection of wines was made from the Vranec grape variety on the basis of five criteria: (1)
young wines, (2) semi-dry wines, (3) barrel aged wines, (4) astringent (bitter) wines, and (5)
faulty wines. Vranec wines were used since experts had recommended them in consultations for
being the most familiar to the wider population of wine consumers.

Sixteen inexpensive red wines, either purchased or donated by wineries, were included in
the experiment. Their vintages, wine districts, producers and alcohol contents are provided in
Table 2. Within each category except barrel aged wines, all wines were from the same vintage.
The samples of young and reductive wines were from the same producer, whereas the other
categories include wines from different producers. The category of wines with faults consisted
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of two subcategories: oxidative! and reductive? wines. The first were made in the laboratory as
they were not expected to be found in stores or in a winery. To simulate wine undergoing
oxidation, the chemical compound acetaldehyde was used. A base Vranec wine was spiked to
three different concentrations of acetaldehyde: 75 mg/L, 100 mg/L, and 150 mg/L. The
concentrations used in the experiment were within the range reported for oxidative wines in the
literature (Silva Ferreira et al., 2002). As for the young and reductive wines, they were sampled
in a winery, from the tank, upon the recommendation of the responsible winemaker. These wines
were from the latest harvest.

Table 2: Wines used in the laboratory sensory experiment

Tabela 2: Vina, uporabljena v laboratorijskem senzori¢nem poskusu

- . Wine Wine Alcohol
Abbreviation | Category Grape variety district Producer vintage  Volume (%)
YS131 Vranec Skopje Skovin 2013 115
YS132 Young wines Vranec Skopje Skovin 2013 12.0
YS133 Vranec Skopje Skovin 2013 12,5
SDT12 Vranec Tikves Tikves 2012 125
SDS12 Semidry wines Vranec Skopje Skovin 2012 125
SDST12 Vranec Tikves Stobi 2012 125
BAS210 Vranec Skopje Skovin 2010 135
BAP207 Barrel aged wines Vranec Tikves Popov 2007 13.0
BASTO09 Vranec Tikves Stobi 2009 135
AWD12 Vranec Bitola D\if]'('flo 2012 115
AWS11 Astringent wines Vranec Skopje Skovin 2012 12.5
AVST11 Vranec Tikves Stobi 2012 135
RWS131 Vranec Skopje Skovin 2013 12.0
RWS132 Wine with Reduction Vranec Skopje Skovin 2013 12,5
RWS133 faults Vranec Skopje Skovin 2013 12.0
OWS10 Oxidation Vranec Skopje Skovin 2010 13.0

Wine tasting procedure

Following the structured survey, the respondents were asked to participate in a wine
sensory evaluation. In groups of four, they were invited into a tasting room where they were
expected by a trained evaluator who explained the procedure: he instructed participants for each
wine first to look, then to sniff and place it in their mouth, move it around for few seconds, and
finally expectorate. Before the tasting of each wine, respondents were advised to rinse their
mouth with water and wait 15 seconds. To reduce sensory fatigue and remove the impact of the
previously tasted wines, respondents were provided with bits of bread crumbs. During the wine

! The term describes wine that has experienced too much exposure to oxidation.
2 The term is used to describe the evolution of volatile sulphur compounds in wine.
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tasting, communication between the participants was strictly prohibited. The wines were served
in clear wine glasses at room temperature, in a volume of 20 mL each.

The experiment consisted of two parts. In the first part, the intensity of five of the six wine
attributes were measured. The attributes considered were colour depth (related to the wine’s
vintage), sweetness level, oak flavour, reductive flavour (smell of rotten eggs), and level of
astringency (bitterness). The respondents were asked to evaluate sensorially three different wine
samples for each wine attribute. They were expected to rate the wines according to attribute
intensity on an interval scale with 1 meaning very low and 10 meaning very high . For instance,
a respondent was asked: “On a scale from 1 to 10, where 1 is very low and 10 very high, how
would you rate the intensity of the oak flavour in each of the three wines”. The same procedure
was used in the study by Lowengart (2010).

The second part analysed the sensitivity of the respondents to wine oxidation was
analysed. The sensory evaluation procedure was constructed on the basis of the triangle sensory
evaluation method. For this purpose, the participants were asked to taste nine wine samples
divided into three series of three wines each. In each set, two wine samples were the base Vranec
wine while the third was created by adding acetaldehyde in different concentration to the base
Vranec wine. The respondents were expected to identify the wine containing the off-flavour
(acetaldehyde) without being informed of its name: the attribute’s name was intentionally
withheld as it was assumed that it might help in easier recognition of the altered sample. The
samples containing acetaldehyde through the series were presented in ascending order; by
means of the concentration of acetaldehyde in the odd sample. The position of acetaldehyde
sample within each triangle test was randomised across each series and for every respondent.

3.3.4 Findings of the exploratory part

The qualitative study analysed informants’ perspectives on different subjects related to
the consumption and purchasing of wine. The primary goal was to determine the most important
attributes and information sources influencing the young consumers’ decisions for wine. The
first set of questions looked at the participants’ history of and reasons for drinking wine. Many
of the respondents indicated friends or family members as responsible for the first wine
experience. Some reported that they had tasted wine for the first time wine during a family meal.
Others first sampled wine in bars, clubs, or restaurants. Many of the respondents reported
pleasure and enjoyment as the most important reasons for drinking wine. They associated wine
with relaxation and facilitating social relations. In addition, wine was indicated as a drink to be
shared with others.

“I drink wine for personal pleasure. Wine makes me happy and relaxed”.
(Resp. 3)
“I keet a bottle of wine in the refrigerator and occasionally have a glass to relax when | get

home from work”.
(Resp.15)
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“I like to drink wine together with my friends. Drinking wine with friends allows me to share a
nice experience”.
(Resp.10)
“When a good wine is on the table, there is always something to talk about”.

(Resp.12)

Many interviewees made reference to the complementarity of wine and food. This

association appears to be highly conscious, and an important aspect of the decision to drink wine
is seen in the food consumption context:

“If I am eating I would much rather have wine” [...] “I think wine is just naturally associated
with food.”
“I can drink wine with or without food. I must admit I enjoy it more with food” [...] “There is
something about choosing wine for the food you are having that is appealing”.

(Resp.15)

Taste was indicated as the most important attribute for purchasing wines. For consumers

who do not feel confident in their taste, the interviewees agreed that it was better to ask for
someone’s advice or consider familiar brands.

“I usually purchase wines from producers whose wines | have already tasted. I rarely
experiment with new wine producers”.
(Resp. 8)
“The wines differ in taste to those who can discriminate between them. For those who can'*t,
it’s better to ask for someone’s advice, or to stick to familiar brands”.

(Resp. 1)

All the interviewed respondents prefered bottled wine, believing that wine in cartons was

cheap, of lesser quality, and only suitable for cooking. Some of the respondents regarded wine

as a sophisticated drink allowing people with higher incomes to differentiate themselves from
others.

“Some people want to be distinguished from others, and drinking expensive wines allows them
to do that”.
(Resp.7)
Regarding the use of wine attributes, the participants indicated grape variety, brand,
vintage, and price as the attributes with the highest credibility in terms of the expected quality
when selecting wine. Example of quotes concerning wine attributes are as follows:

Wine brand
“I only purchase wine from certain producers [...] 1trust in the quality of their products”.
(Resp.1)
“In my wine purchases, I always stick to brands I know”.
(Resp.5)

Grape variety
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“I believe Vranec wines are Of the highest quality” [...]
“I like Vranec because of its powerful and astringent taste”.

(Resp.2)
“My experience tells me that wines made from international grape varieties are fruitier and
tasty”.
(Resp.9)
Wine price

“When [ want to reduce the risk of purchasing a bad wine, | pay more” [...] “For wine I think
it stands that you only get what you pay for”.
(Resp.15)
“I don’t know a lot about wine, so 1'd be afraid to buy a cheap wine as a gift” [...] “I believe
that good wines are usually for those who appreciate them, and are expensive ”.
(Resp.12)
“I think that good quality wines with reasonable prices can be still found on the market” /...J
“In my opinion, price is not always a reliable indicator of the quality of the wine” [...] “I’ve
tried some known wine brands, domestic and foreign, whose price did not match the expected
quality”.
(Resp.1)
“Wines in restaurants are extremely expensive” [...] “It is more affordable to drink good
wines at home”.

(Resp.6)
Wine type and style
“I think most young people begin by drinking sweet wines.
As they become older, their taste changes towards dry”.
(Resp.7)
“Wines should have a sweet taste to be tasty”.
(Resp.1)
“White wines should be drunk younger, while red older”.
(Resp.12)

Wine vintage
“Vintage is an excellent indicator of the quality of wines. I think many wine consumers pay

little attention to this attribute”.
(Resp.6)
“It is not always true that wines from older vintages are of better quality”.
(Resp.3)
Country of origin
“I prefer drinking foreign wines. In our country, they are still relatively expensive. The same
brands can be found cheaper abroad”.

(Resp.11)
“I don’t think good wines are made in South Africa” [...] “South Africans don’t have a
tradition of wine, do they”?
(Resp.1)
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“I have heard a lot of wine is made in Argentina and Chile. The wines must be good”.
(Resp.2)
Medals and awards
“When I purchase wines, | usually look for ones are being awarded”.

(Resp.6)

“It’s a bit strange that only some wine producers are always being awarded medals.

Sometimes I doubt the regularity of this process in our country”.
(Resp.10)
Wine closure
“I do not know whether it is a snobbish view, but I think the screw cap signals low quality
wine” /...] “High quality, expensive wines have to have a cork”. [...] “Wines with a cork are
better as they can be stored for a longer time”.
(Resp.4)
The comments related to the use of information sources have been classified into three
categories: personal, impersonal, and label related. Several information sources emerged as
either important or not important in each group. Friends, family members, and experts
(sommeliers, wine sales assistants etc.) were considered important personal information sources.
The internet, television, and magazines were the three most mentioned, in positive and negative
contexts, impersonal sources. Wine labels (front and back), in-store information (particularly
that related to wine awards), and previous tasting experiences on the other hand were the most
frequently indicated sources of self-selection. The comments reflecting the importance of
information sources are as follows:

Personal wine information sources

“l usually ask my friends to recommend me a wine. They know more about wine than 1.
(Resp.14)
“My father is a hobby wine producer. When I purchase wine, I usually consider his opinion”.
(Resp.12)
“I think that liking a wine is related to social influence, in my case, it was my family” [...] “I

am used to drinking wine with my family, and I think this influences me more than ads”.
(Resp.7)

“Unexperienced wine consumers are better off considering the waiter’s opinion in a
restaurant, while in the store they should ask for a store assistant’s help .

(Resp.1)
“Some waiters, by the way how they describe the wines, I have a feeling they haven’t tried
them”.
(Resp.6)

Impersonal information sources
“I have never used the internet to search for information about wine. Every once in a while, |
see wine posts on Facebook, but I don’t pay them much attention”.
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(Resp.14)
“I like to cook, that is why I enjoy watching food and wine programmes” [...] “Food and
wine programmes educate wine consumers on how to pair wines with food. Matching wine
with food is something important to me in wine decision-making .
(Resp.10)
All of the focus group participants were aware of a particular TV sponsorship, although
they were not necessarily sure whether it was the Tikves or Stobi winery that was supporting
the most famous programme related to food and wine broadcast on the national TV. A
respondent indicated:

“Food and wine programmes broadcast on domestic television stations are paid
advertisement for the big corporate wineries” [...] “The best way to find information on wine
is searching the internet, or reading wine magazines. Also, it is very useful to search for wine

information using applications installed on mobile phones”.
(Resp.13)
Self-selection attributes
“In my wine purchases, I never experiment. I usually purchase recommended wines” [...]
“If it is possible, before I purchase a wine, I ask to taste it”.

(Resp.2)
“Sometimes the information presented on the wine labels is confusing” [...] “I very often find
labels with inconsistent information. They are usually related to the description of the wine’s
aroma and the combination with food”.
(Resp.7)
“I always look at the wine label for information about the grape variety and the wine’s
vintage. To me, they are very important signals of the quality of the wine”.
(Resp.9)
“Little information about wines is available in retail stores” [...] “Domestic retailers have
poorly organised wine shelves. Much time is wasted finding a wine according to the vintage
and appellation”.
(Resp.15)
Following the interviews, the respondents were provided with a structured survey. They
were asked to give answers to questions addressing preferences in wine attributes and
information sources. The respondents were also tested for their knowledge of wine. Apart from
determining the sample’s knowledge of wine, the test was also used to check for the respondents
understanding of the questions. The latter was particularly important as the objective knowledge
instrument was intended to be used in the quantitative study.

The results from the survey are presented in Table 3 and Table 4. The information sources
and wine attributes considered important by the group members when making decisions for

wine were measured on a Likert-type scale from 1 to 7, where 1 was not important at all and 7
extremely important.
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Table 3: Important wine information sources

Tabela 3: Pomembni viri informacij o vinu

Information sources listed Group 1" ratings (median score) ~ Group 2" ratings (median score)
Front label information

Back label information

Wine medal stickers

Point of sale information

Waiter recommendation

Family member recommendation
Friend or colleague recommendation
Salesperson recommendation

Wine expert recommendation

TV wine programs and advertisements
Online information

Magazines and newspapers
Information from billboards 2

" Scale item ratings 1-7, where 1 is not at all important and 7 is extremely important
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Table 4: Important wine attributes

Tabela 4. Pomembne lastnosti vina

Wine attributes listed Group 1" ratings (median score) Group 2" ratings (median score)
Wine type (red/white) 4
Wine style (dry/sweet)
Brand

Price

Wine medals and awards
Country of origin

Grape variety

Food and wine matching
Label design

Wine vintage

Bottle type

* Scale item ratings 17, where 1 is not at all important and 7 is extremely important
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Table 5 presents the aggregated results of 10 test questions measuring the respondents’
objective knowledge of wine. Each question included four possible answers, of which only one
was correct. The participants showed no problems with understanding the questions. Based on
the aggregated scores, the sample showed moderate knowledge of wine. Thus it met the study’s
aim of focusing on participants with an average knowledge of wine.

The respondents evaluated 24 wines according to the procedure explained in the previous
section. The average time needed for one group of five participants to finish the procedure was
45 (SD=1.2) minutes. The results of the sensory evaluation of the 15 wines, assessed on an
intensity scale from 1 to 10, are shown in Table 6, presenting the mean score and standard
deviation for each wine based on the attribute evaluated.
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Table 5: The sample’s objective knowledge of wine
Tabela 5: Objektivno znanje vzorca o vinih

. Number of Percentage of
Questions
correct answers  correct answers
Sample objective knowledge of wine 72 47.5
Which of the following is a red wine? 11 73.3
A peppery character is most associated with which wine? 3 20.0
Which of the following wines contains more tannins and astringent taste? 12 80.0
Which is not a famous French wine region? 6 40.0
Table wines have an alcohol content of: 13 86.7
Which of the following wine flavours is rarely found in barrel-aged wines? 5 33.3
Burgundy is the French term for which wine? 5 33.3
Which grapes are never used to make Champagne? 2 13.3
Which grape variety is used for making the wine “T’ga za Jug”? 8 53.3
What is the distinction between aroma and bouquet? 7 46.7

Table 6 The results for the intensity of wine sensory attributes

Tabela 6: Rezultati za intenziteto senzoriénih lastnosti vina

Sample number Attribute Mean intensity score SD
YS2013-1 5.33 1.07
YS2013-2 Colour intensity 7.47 1.36
YS2013-3 6.47 1.20
SDT2012 6.67 1.40
SDS2012 Sweetness taste 7.47 1.50
SDST2012 5.20 0.98
BAS2010 5.67 2.12
BAP2007 Oak flavour 7.47 1.15
BASTV2009 6.73 1.29
AWD2012 8.53 1.02
AWS2011 Astringent taste 7.27 1.29
AWST2011 7.13 1.09
RWS2013-1 6.27 1.44
RWS2013-2 Reductive flavour 7.27 0.85
RWS2013-3 5.07 1.12

The remaining nine wines were evaluated using the triangle discrimination sensory
evaluation test. The respondents were presented with three series of three wines each and were
expected to recognise in each series the wine containing acetaldehyde. To determine the
detection threshold as a function of acetaldehyde level, binominal distribution tables for triangle
tests were used (Prescott et al., 2005; Roessler et al., 1978).

The analysis of the results revealed that even at the lowest (75 mg/L) concentration of
acetaldehyde, more than half of the respondents correctly identified the odd sample (53.3%).
Figure 9 presents the results for the detection threshold (DT) with the percent of subjects
correctly identifying the sample. The lower bound of the confidence interval (CI) represents
chance responding (33%), while the higher bound indicates the 5% significance criterion
(58.5%) using the binominal distribution for the triangle test (N=15), which is reached at the
acetaldehyde concentration of 85 mg/L.
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Figure 9: Proportion of the sample that identified the wine with added acetaldehyde

Slika 9: Delez vzorca, ki je prepoznal vino z dodanim acetaldehidom

Table 7 presents general information and the chemical parameters of the wines included
in the quantitative analysis. Of the six wines, two were young, two from the 2012 vintage, one
from the 2010 harvest, and one an old vintage wine from the year 2007. In terms of sweetness
level, only one wine had a sugar content that classified it in the category of semi-sweet wines.
All considered wines were from the grape variety Vranec.

Table 7: Information and chemical parameters of the selected samples of wine

Tabela 7: Informacije o izbranih vzorcih vin in njihove kemijske lastnosti

- Volatile

. . . Alcohol Total acidity ...~ Free SO, Total SO, Sugar
Wine brand Producer Wine category Vintage vol. % glL pH acg;;jlity mg/L mg/L giL
;{’”"”ec Popov  Barrelaged 2007  13.50 543 330 080 33 150 35

eserve
Vianee  vMa  amic 2012 1140 419 350 035 19 41 5

Dihovo

Vranec Skovin Young 2013 11.53 6.10 334 024 34 68 1.3
Vranec Skovin Reductive 2013 11.42 5.93 3.37 0.23 31 71 35
Vranec

(Santa Skovin Semidry 2012 12.57 5.50 3.40 0.60 47 120 12
Marija)
Vranec Skovin Oxidative 2010 13.05 5.83 3.31 0.66 39 125 4.2
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3.4 QUANTITATIVE STUDY

The primary purpose of this study was to conduct a systematic assessment of the effects
of knowledge (objective and subjective), sensory competence, and self-confidence on the
sources of information selected by young adult wine consumers. The corresponding sample and
sampling procedures, data collection procedures, instrumentation, review of the pre-test, and
data analysis procedures are presented in the following sections/subsections.

3.4.1 Sample selection

The target population for this study were Macedonian young adult wine consumers. The
sampling frame consisted of consumers living in the capital city of Skopje and the second largest
town, Bitola. As it was practically impossible to use probability sampling methods in this study,
especially as the size of the population under investigation was unknown, a convenient sample
was used. A non-probability convenience sampling method was employed on purchasers of
wine in wine stores and visitors of wine festivals between 25 and 34 years of age. The sample
size was determined on the basis of existing results in the relevant literature. For testing the
proposed hypotheses, the study employs structural equation modelling. The sample size is very
important for this method, especially because it relies on tests which are responsive to size of
the sample and also to the size of differences in the covariance matrices. The literature suggests
different sample sizes for SEM based on the method of calculation:

- According to Hair et al. (2006), a minimum sample size of 100 is generally considered a
requirement for maximum likelihood estimation while samples between 100 and 200 are
considered suficient. Furthermore, the authors contend that sample sizes that are too large
(exceeding 400 to 500) may result in finding indicators that reflect poor goodnessof-fit because
of “over sensitivity” in finding differences between indicators, and suggest testing the model
with a sample size of 200 irrespective of the original sample size.

- Loehlin (2004) suggests samples sized from 200 to 400, and for models with 10-15
indicators samples of at least 100 cases, preferably 200.

- Chou and Bentler (1995) suggest a sample size of at least 200 for SEM models.

- Ding et al. (1995) review numerous studies and find that the minimum acceptable sample
size for applying a structural equation model should be 100 subjects.

- Asageneral rule, it is suggested that the minimum sample size should be no less than 200
(preferably no less than 400, especially when the observed variables are not multivariate
normally distributed) or 5-20 times the number of parameters to be estimated, whichever is
larger (Kline, 2005).

- Shah and Goldstein’s (2006) review of 75 structural equation models from four
management science journals reports a sample size median of 203 respondents.

The model in this study comprises 23 observed variables (see Figure 8). Following the
general rule of thumb recommended by Chou and Bentler (1995), Ding et al. (1995), and Hair
et al. (2006), a minimum of 150 respondents with clean and usable data were required to avoid
problems related to sample size in the analysis.
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3.4.2 Constructs and measures

This section details the measurement of the study constructs and the plan to demonstrate
the reliability and validity of these constructs. Each construct is defined conceptually and
operationally, as reflected in the model in Figure 8. The variables of interest in this dissertation
were measured using established scales from previous research studies, the only exception is
the measure for sensory competence in wine, which was specifically developed for the purpose
of this study. According to Bausell and Li (2002), using established measures whenever possible
enhances the replicability and generalizability of the results as well as reduces study costs.

Information search is a critical construct in this research. As discussed in the previous
chapter, information search includes both internal (i.e. knowledge and personal experience) and
external search. The key dimensions of information search included in this study are the sources
of information used. The information sources subsumed under the measure of external search
were determined on the basis of the results of the qualitative study. Six constructs are
investigated in this study: prior experience, subjective knowledge, objective knowledge, sensory
competence, external information search (personal, impersonal, and direct observation or
product experience), and self-confidence. The upcoming sections detail the measurement scales.

3.4.2.1 Consumer knowledge and expertise measure development

There are two distinct but related ways in which consumer knowledge is conceptualised
and measured: product familiarity or experience and product knowledge (Philippe and Ngobo,
1999). Brucks (1985) suggests that product knowledge consists of three distinct constructs:
subjective knowledge, objective knowledge, and familiarity or experience. Subjective
knowledge is what a consumer thinks they know about a product, objective knowledge is what
they actually know about a product class, and familiarity is their level of experience with regards
to the product. Studies incorporating wine knowledge as an independent measure have generally
used one of three approaches: 1) measuring the consumer’s actual knowledge using questions
related to particular features of a wine (Giraud et al., 2011), 2) asking respondents to rate their
knowledge relative to others (Viot, 2012), or 3) using respondents’ familiarity and experience
with wine as a proxy for knowledge (Philippe and Ngobo, 1999).

Measurement of prior experience

Product experience in the consumer behaviour literature has been presented as an
important factor for understanding consumer decision-making (Faye et al., 2013; Latour and
Latour, 2010; Raju et al., 1995). Alba and Hutchinson (1987) define experience as the
summation of a consumer’s past product related consumption activities, including (a)
information search regarding the product class, (b) usage or consumption of the product, and (c)
ownership. Most commonly, this construct is conceptualised as the consumer’s actual
purchasing and usage behaviour with a product category (Bettman and Park, 1980). Product
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usage forms a basis of experience that builds the consumer’s knowledge of a product or product
category.

To assess the subjects’ prior experience in wine, this study uses questions measuring the
incidence of drinking and purchasing wine (Table 8). The items developed for this purpose were
based upon the studies of Barber (2009), Dodd et al. (2005) and Flynn and Goldsmith (1999).
The frequency of wine drinking was examined by asking individuals how often they consumed
wine in the last year at home or in restaurants/bars. The options from which the respondents had
to choose were “every day”, “most days”, “weekly”, “fortnightly”, “monthly”, and “up to six
times a year”. To measure their frequency of wine purchasing, the respondents were asked to
indicate how much wine they had been purchasing in a given month.

Table 8: Measurement of prior wine experience

Tabela 8: Merjenje predhodnih izkuSenj z vinom

1. During the last year, how often did you drink wine at home?
2. During the last year, how often did you drink wine at a restaurant/bar?

3. Approximately how many bottles (750 ml equivalent) of wine do you purchase per month?

Note: See Annexes A3 and A4 for the complete survey questionnaire.

Subjective knowledge measurement

Flynn and Goldsmith (1999) have defined subjective knowledge as “a consumer’s
perception of the amount of information they have stored in their memory”. In a rigorous scale
development process, following the approach suggested by Churchill (1979), these authors have
constructed an eight-item self-report measure of a consumer’s perceptions of their own
subjective knowledge of a topic that can be adapted to various contexts. The scale has been
demonstrated to be unidimensional whereby scores on individual items can be summed to
produce a composite measure of subjective knowledge of a topic. The measure is also free from
methodological confounds and is easy to use. It exhibits Cronbach’s alpha coefficients of
reliability in the range from 0.80 (Forbes et al., 2008) through 0.82 (Bruner et al., 2001) to 0.89
(Flynn and Goldsmith, 1999). Evidence for aspects of internal validity is provided by Flynn et
al. (1996), with high positive correlations reported between subjective knowledge and opinion
leadership, innovativeness, and product involvement (Bruner et al., 2001).

To measure subjective knowledge of wine, six items (using a 7-point Likert scale) were
taken from the study of Flynn and Goldsmith (1999) with the aim of capturing consumers’
“feeling of knowing” facts about wine (Table 9). Two were 7-point scale items anchored at
either end with “not at all knowledgeable” and “very knowledgeable”, while the other four were
anchored with “strongly disagree” and “strongly agree”. The internal consistency of the scale
reported by Flynn and Goldsmith (1999) is 0.80.
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Table 9: Measurement of subjective wine knowledge

Tabela 9: Merjenje subjektivnega znanja o vinih

1. Compared to others you know, how knowledgeable are you about different types of wine?*
2. Compared to a wine expert, how much do you feel you know about wine?*

3. | know pretty much about wine?

4. | do not feel very knowledgeable about wine?

5. Among my friends, | am the wine expert?

6. 1 know less about wine than others do?

Scale range: (1) 1 = not at all knowledgeable, 7 = very knowledgeable; (2) 1 = strongly disagree, 7 = strongly agree
Stem: Please select the appropriate column to indicate your response to the following statement below.
Note: See Annexes A3 and A4 for the complete survey questionnaire.

Objective knowledge measurement

A number of marketing scholars have studied consumer objective knowledge with specific
reference to wine (Barber et al., 2009; Dodd et al., 2005; Forbes et al., 2008; Frgst and Noble,
2002; Giraud et al., 2011; Hughson and Boakes, 2001; Mueller et al., 2008; Philippe and Ngobo,
1999; Robson et al., 2014; Veale Roberta., 2008; Velikova et al., 2015; Vigar-Ellis et al., 2015).
Dodd et al. (2005) and Barber (2009) used a 10-item multiple choice test to measure consumer
wine knowledge, including questions on wine alcohol content, grape varieties, pairing, and
serving. Van Dijk and van Knippenberg (2005) used a different 10-item test, and in addition to
grape varieties, their questions included different vintages and various facts about the French
wine industry. Frgst and Noble (2002) used their own wine trivia quiz which consisted of 11
questions from an undergraduate class exam. The questions were of varying levels of difficulty,
and accordingly, varying points were awarded for each correct answer. Veale (2008)
implemented a 24-item test with specific emphasis on Chardonnay to fit the purpose of her
study. Mueller et al. (2008) used an unaided elicitation of grape varieties and Australian wine
regions to measure respondents’ objective wine knowledge. Forbes et al. (2008) assessed
consumer wine knowledge in four countries, so their six questions test pertained to knowledge
of various world wine regions and regional grape varieties. More recently, Velikova et al. (2015)
developed a 44-item test suitable for assessing wine knowledge across a broad spectrum of
expertise.

While many measures of objective wine knowledge have been developed, for the purpose
of this study the objective knowledge construct was measured with nine multiple choice
questions adopted with modifications from the studies of Dodd et al. (2005), Frgst and Noble
(2002), and Hughson and Boakes (2001). The measurement instrument includes questions
covering a range of subjects related to the expected knowledge of moderately involved young
wine consumers. Prior to use, the instrument was checked for any misunderstanding in the focus
groups. Poorly understood questions were modified. In Table 10, the measurement instrument
for objective wine knowledge is presented. The correct answers to the questions are shown in
italic.
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Table 10: Measurement of objective knowledge of wine

Tabela 10: Merjenje objektivnega znanja o vinih

1. Which of the following is a red wine?

a) Riesling, b) Semion, c) Rkatsiteli, d) Teran, €) Don’t know

2. Which of the following wines contains more tannins and has a more astringent taste?
a) Red, b) Sparkling, c) White, d) Rose, ¢) Don’t know

3. Which is not a famous French wine region?

a) Bordeaux, b) Champagne, c¢) Piedmont, d) Alsace, ¢) Don’t know

4. Table wines have an alcohol content of:

a) 1-3%, b) 4-7%, c) 8-14%, d) 15-24%, ¢) Don’t know

5. Which of the following wine flavors is rarely found in barrel-aged wines?

a) Vanila, b) Coffe, ¢) Mint, d) Coconut, ¢) Don’t know

6. Which of the following is the largest wine producer?

a) Portugal, b) China, ¢) France, d) Australia, €) Don’t know

7. Burgundy is the French term for which wine?

a) Cabernet Sauvignon, b) Merlot, ¢) Pinot Noir, d) Sauvignon Blank, ) Don’t know
8. Which grape variety is used for making the wine “T’ga za Jug”?

a) Cabernet Sauvignon, b) Merlot, ¢) Pinot Noir, d) Vranec, €) Don’t know

9. What is the distinction between aroma and bouquet?

a) Bouquet results from red grapes and aroma by white grapes

b) Bouquet occurs only in sparkling wines and aroma occurs only in still wines

¢) Aroma is based on climate, bouquet on soils

d) Bougquet comes from fermentation procedures whereas aroma has its origins in the grape alone
e) Don’t know

Note: See Annexes A3 and A4 for complete survey questionnaire.
Wine sensory competence measurement

A review of wine literature produced several studies measuring sensory expertise in wine
were found (Annett, 1996; Blackman et al., 2010; Cohen and Cohen, 2011; Frgst and Noble,
2002; Hughson and Boakes, 2002; Latour and Latour, 2010; Lehrner et al., 1999; Lesschaeve,
2007; Mueller et al., 2008; Parr et al., 2003; Perez-Magarino et al., 2011; Prescott et al., 2005).
The literature suggests different approaches in assessing subjects’ sensory knowledge of wine.
The methods can be classified into five broad categories: detection, recognition, differentiation,
threshold setting, and scaling. To develop the measure of sensory competence in wine, this study
used methods from the first two categories.

Modifying the procedure laid out by Frast and Noble (2002) and using the wine samples
selected in the qualitative study, an instrument consisting of six multiple choice questions was
created. Each question had three possible answers of which only one was correct. Table 11
presents the questions included in the instrument and the answers. The correct answers are
shown in italic.
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Table 11: Measurement of wine sensory competence

Tabela 11: Merjenje senzori¢ne sposobnosti poznavanja vin

1. Please taste the wine sample in front of you and classify it into one of the following categories:
a) Dry wine, b) Semidry wine, ¢) Sweet wine, d) Don’t know
2. Please taste the wine sample in front of you and from the following taste sensations identify the one that
stands out in the wine:
a) Sweet, b) Astringent (bitter), ¢) Sour, d) Don’t know
3. Please taste the wine sample in front of you and classify it into one of the following categories:
a) Young and fruity wine, b) Oak maturated, c) Old vintage stainless-steel maturated wine, d) Don’t know
4. The wine sample in front of you has a fault. Please taste the wine and from the following three identify which
wine fault it is:
a) Cork taint, b) Acetic acid, ¢) Oxidation, d) Don’t know
5. The wine sample in front of you has a fault. Please taste the wine and from the following three identify which
wine fault it is:
a) Cork taint, b) Reduction, ¢) Oxidation, d) Don’t know
6. Please taste the wine sample in front of you and from the following wine vintages identify the one that best
describe the wine:
a) Young wine - 2013 vintage, b) 2009 old vintage wine, c¢) 2002 old vintage wine, d) Don’t know
Note: See Annexes A3 and A4 for the complete survey questionnaire.

The instrument shown above addresses the sensory competences of young wine
consumers. It assessed the consumers’ ability to detect and recognise six Intrinsic wine
attributes. The first two questions assessed the respondents in terms of their ability to recognise
the sweetness level and the excess of tannins in wine. The respondents’ recognition of oak
flavour is involved in the third question. The following two questions addressed respondents’
knowledge for the two most common wine faults, oxidation and reduction. The last, sixth
question covered the respondents’ competence to detect change in colour, intensity of flavour,
and astringency in taste, characteristics related to the vintage of the wine. The maximum of six
correct answers was expected for the highest wine sensory competence.

3.4.2.2 Measurement of external search

Measures of external search generally include a variety of self-report measures. Among
those found in the literature are: the number of information sources used, the number of types
of information sought (Beatty and Smith, 1987; Claxton, et al., 1974; Feldman, et al., 2000;
Hoerger and Howard, 1995; Hugstad, et al., 1987; Tumlinson, et al., 1997), the importance of
the source and the number of alternatives considered (Feick and Price, 1987; Freiden and
Goldsmith, 1988; Murray, 1991; Swartz and Stephens, 1984), the perceived usefulness of the
information (Bettman, 1973), confidence or trust in the source (Bettman, 1973; Murray, 1991),
and the likelihood of using an information source (Feick and Price, 1987; Murray, 1991; Duhan
etal., 1997). Also, there are studies that have measured the number of retail stores visited prior
to purchase and the time spent on the purchase decision (e.g. Newman, 1977).
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In this study, nine information sources were used to measure consumers’ external search
for wine. The selection was based on the existing literature (Atkin et al., 2007; Atkin and Thach,
2012; Barber et al., 2008; Chaney, 2000; Chrysochou et al., 2012; Hristov and Kuhar, 2014a;
Hristov and Kuhar, 2014b) and confirmed using the qualitative study presented in Section 3.2.
The list of the information sources used to measure consumer external search for wine is
presented in Table 12. The importance rating of each information source was elicited using the
maximum difference scaling method (Lee et al., 2008; Marley and Louviere, 2005).

Table 12: List of information sources

Tabela 12: Seznam informacijskih virov

Information sources

. Front label (brand, grape variety, vintage, country of origin)

. Internet (social media, winery websites)

. Family member recommendation

. Friend or colleague recommendation

. Award stickers on the bottle

. Magazines and newspapers

. Back label (description of wine aroma and flavour, production method, combination with food)
. Expert opinion (winemakers, sommeliers, sales assistants)

. Information from the television (wine programmes)

© 00 N O O A~ W NP

Maximum difference scaling, also known as Best-Worst Scaling (BWS), is a relatively
new research method (Cohen 2003; Cohen and Orme 2004; Chrzan and Golovashkina 2006). It
is an extension of the method of paired comparisons, which has been used traditionally in social
science. Thurstone, in the 1920s, demonstrated that the paired comparisons method yields an
interval scale ordering of items. It is a scale free method, and there is a trade-off among
alternatives because subjects have to undertake repeated choices of the best (or the most
important) alternative (attribute) in choice sets with two alternatives. The number of choice sets
depends on the total number of alternatives, and their relation is exponential. Thus, the task can
be exhausting when the number of alternatives is very high. To overcome this limitation, Finn
and Louviere (1992) have proposed Best-Worst Scaling (BWS).

The Best-Worst Scaling (BWS) approach is an extension of Thurstone’s Random Utility
Theory (RUT). The BWS approach has a finite set of potential choice alternatives T (in this case
representing all attributes), also called the master set, and there are sub-sets X (they are the
choice sets), X € T, of available alternatives. Each choice set has J > 3 available alternatives
and subjects are invited to state the best (or the most important) as well as the worst (or the least
important) alternatives (attributes).

BWS provides more information than do paired comparisons, and it requires less input
from respondents. For example, if there are 7 attributes to be valued, participants would need to
undertake 42 evaluations and provide 21 responses in the paired approach. In the same
conditions, the BWS approach would involve 7 choice sets of 3 alternatives that would require
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21 evaluations and 14 responses (Jaeger et al., 2008). Although BWS is slightly more difficult
to perform than the paired comparison approach, subjects prefer to answer less choice sets,
which increase the relevance of BWS. Cohen (2009) explains that the paired comparison
approach is a task too repetitive for respondents when the number of choice sets is large.

The BWS approach is suitable for studies which demand trade-offs among alternatives.
This discrimination among alternatives is obtained as a consequence of decision processes.
During the decision process, subject q identifies and calculates the utility differences of every
pair of available alternatives [J (J —1)]® in a choice set and selects the pair that maximises the
utility (or importance) difference. Empirically, Cohen (2003) has contrasted the discriminative
powers of BWS, paired comparison, and rating tasks. He finds that BWS has the greatest
discriminative power, followed by paired comparison and rating (with a t-test result of 3.3). This
superior discriminative power of BWS represents another reason justifying its use.

The first stage in implementing a best-worst scaling survey is to choose a statistical design
to construct the comparison sets. Several procedures are available for creating the experimental
design of best-worst scaling experiments. They can take the form of Latin Square Designs, Full
Factorial Designs, Fractional Factorial Designs, and Balanced Incomplete Block Designs
(BIBD). Which type of design will be used depends of the type of best-worst scaling. Three
types of best-worst scaling have been discussed in the literature, namely the object case (case
1), the profile case (case 2), and the multiprofile case (case 3). A detailed explanation with
examples and associated analyses is presented by Flynn (2010).

As this research was considered with evaluation of the importance of information sources,
the best-worst scaling case 1 was selected (Louviere et al., 2013). For this type of best-worst
scaling, the literature suggests the BIBD procedure (Casini et al., 2009; Louviere et al., 2013).
The BIB design has the capability of greatly decreasing the number of choice sets to be evaluated
while maintaining the balanced appearance and co-appearance of items across the sets (Green,
1974; Raghavarao and Padgett, 2005).

To create the BIB design, the functions find.BIB and GYD from the crossdes package of
the R programming language were used (Sailer, 2004; R Development Core Team, 2014). Nine
wine information sources were combined into 12 different choice sets as presented in Table 13.
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Table 13: The balance incomplete block design for the choice sets

Tabela 13: UravnoteZzena zasnova nepopolnih blokov za izbiro setov

Choice sets
Information source 1 23 45 6 7 8 9 10 11 12 Appearance
1. Information on the front label X X X X 4
2. Information on the internet X X X X 4
3. Family member recommendation X X X 4
4. Friend or colleague recommendation X X X 4
5. Award stickers on the bottle X X X X 4
6. Magazines and newspapers X X X X 4
7. Information on the back label X X X 4
8. Expert opinion X X X X 4
9. Information from the television X X X X 4

Total information sources per choice set 3 33333333 3 3 3

Note: x denotes the information sources included in a choice set

Each choice set consisted of three different alternatives out of nine. The design ensured
that each information source appear in the same number of choice sets (four). Table 14 shows
an exemplary choice set which was applied in the questionnaire to ask for an evaluation of the
nine wine information sources presented above. Each choice task began with the following
question: “From the wine information sources proposed in the following table, please indicate
the most important and the least important to you to take into consideration when choosing a
wine”.

Table 14 Best-worst choice set

Tabela 14: Izbirni set najbolsi-najslabsi

V' Friend or colleague recommendation Friend or colleague recommendation

__Back label information (description of wine aroma | __ Back label information (description of wine aroma
and flavour, production method, combination with | and flavour, production method, combination with
food) food)

‘ Family member recommendation ‘ ' Family member recommendation

3.4.2.3 Measurement of the self-confidence construct

Many scholars have emphasised the importance of the self-confidence construct for
understanding consumer behaviour (Bearden et al., 2001; Locander and Hermann, 1979; Loibl
et al., 2009; Olsen et al., 2003). With researchers focusing on how buyers handle anxiety in
purchase situations, a variety of conceptualisations of the self-confidence construct have
emerged (Barber et al., 2009). The first measures of consumer self-confidence investigated
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personal self-esteem; the findings suggest the existence of a relation between self-esteem and
confidence in one’s judgment (Locander and Hermann, 1979). Other factors that contribute to
self-confidence include previous experiences, perceived locus of control, and dominance
(Bearden et al., 2001).

As the objective of this study was to clearly isolate respondent subjective knowledge from
self-confidence and measure the constructs independently, the items developed by Bearden et
al. (2001) were adopted. The construct of self-confidence as conceptualised by the authors
reflects two general dimensions. The first dimension is the consumer’s perception of their ability
to obtain and use information and to make good purchase decisions. This dimension is referred
to as “decision-making self-confidence” and reflects four separate aspects: 1) information
acquisition, i.e. knowing where to find information prior to making a purchase, 2) consideration-
set formation, i.e. knowing which brands will satisfy ones needs, 3) personal outcomes, i.e.
worry over purchase decisions, and 4) social outcomes, i.e. impressing others with one’s
purchase decisions. The second dimension of self-confidence reflects a consumer’s ability to
protect themself from being deceived or unfairly treated in the marketplace and is referred to as
the “protection” dimension. It has two components: 1) persuasion knowledge, i.e. knowing
when an offer is not legitimate, and 2) marketplace interferences, i.e. being afraid to complain
or say no to salespeople.

Five item statements measuring the concept of “personal outcomes in decision-making”
were used to capture the construct of self-confidence. In the scale presented in Table 15, a highly
self-confident person was defined as a respondent who strongly disagreed with all item
statements.

Table 15: Measurement of self-confidence in wine decision-making

Tabela 15: Merjenje samozavesti glede odlo¢anju o vinih

1. | often have doubts about the wine purchase decisions | make

2. | frequently agonise over which wine to buy

3. | often wonder whether | made the right wine decision

4. | never seem to find the right wine for me

5. Too often, the wine | buy is not satisfying
Scale range: 1 = strongly disagree, 7 = strongly agree
Stem: Please select the appropriate column to indicate your response to the following statement.
Note: See Annexes A3 and A4 for the complete survey questionnaire.

3.4.2.4 Demographics

Consumer demographics have been described as “vital statistics about consumers”
(Walters and Paul, 1970). Demographics are generally used to describe and categorise
populations. Demographic statistics may include a wide ranging number of variables, but the
four that have been most frequently measured by consumer behaviour researchers are age,
income, education, and gender (Pol, 1991). Following studies by Dodd et al. (2005), Barber
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(2009), and Forbes et al. (2008), the questionnaire collected demographic information on the
respondents’ gender, year of birth, level of education, employment status, and income.

3.4.3 Instrument development and data collection procedure

On the basis of the constructs defined in the previous sections, the two questionnaires used
for this study included items addressing a variety of general issues relating to consumer wine
knowledge, purchase self-confidence, wine sensory competence, usage experience, and sources
of information, as well as preference for wine attributes, purchase motivation, wine situational
use, and demographics. The measurement instruments in both English and Macedonian is
provided in Annexes A3 and A4.

There are 54 questions in the survey. Two survey questionnaires were used to collect the
data. The first, self-reported questionnaire was web based. It included six sections. The first
section was an introduction to the survey. Section 2 was designed to measure the participants’
general wine consumption. This section included nine questions. They covered experience in
wine, wine preferences, consumption situation, and place and frequency of wine consumption.
Similar questions can be found in the studies of Dodd et al. (2005), Veale (2008), Forbes et al.
(2008), and Barber (2009).

Section 3 of the instrument was designed to measure the participants’ wine purchase
behaviour and self-confidence. Seven questions were used to collect these data, four requiring
participants to provide purchase data while three were 7-point-type response questions, of which
one covered wine attributes, the other concerned purchase motivation factors, and the third
measured the self-confidence construct as presented in Table 15.

Section 4 of the instrument measured the respondents’ subjective knowledge. This section
consisted of four questions, of which two 7-point-type response questions were included in the
construct of subjective knowledge (Table 9). The remaining two questions requested the
participants to classify themselves according to their knowledge of wine and to indicate where
their knowledge of wine came from.

Section 5 of the instrument was designed to measure external information search. The
importance of wine information sources included in this construct was measured using the best-
worst scaling methodology. Nine information sources, which for this purpose were selected
through a qualitative interview, were included in the best-worst scaling design (see Table 12).

The final, sixth section of the first questionnaire collected demographic data from the
participants. Six questions were designed to obtain data on place of residence, gender, age,
income, education, and employment.

The second questionnaire included 16 questions divided into three sections. The first
measured objective knowledge of wine, the second section tested sensory competence in wine,
and the third collected demographic data. Nine multiple choice questions measured the construct
of objective knowledge of wine, and six multiple choice questions the construct of wine sensory
competence (see Table 10 and Table 11). The demographic section gathered data on place of
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residence, gender and age. To link a subject’s responses to both questionnaires the provided
email address was used.

In accordance with the research objectives, the recruiting procedure was set up to select
respondents between 25 and 34 years of age, that is to say young people interested in wine. To
meet the study requirements, participants were recruited at two wine festivals and in four wine
stores. These locations were chosen as subjects with an interest in wine were expected to be
found there. The visitors of the wine festivals and wine store customers were given a short pre-
questionnaire consisting of 12 questions (see Annex Al). Two of the questions regarding the
interviewees’ age and experience in wine were inclusion criteria (a five years minimum) while
fewer than three correct answers out of ten questions in the test for objective knowledge of wine
were the criterion for exclusion. Respondents who met both criteria, the inclusive and exclusive,
were selected to participate in the study. Prior to recruitment, respondents were informed that
participation in the study is voluntary and the analysis and results would preserve their
anonymity.

On 15 May 2014, an URL link with the first part of the questionnaire (see Annex A2) was
sent to the respondents. The web based questionnaire was developed on the basis of the
principles for constructing web based surveys set out by Dillman (2000). The link to the survey
was left open for a period of three weeks. To prevent duplicate responses, an IP-based duplicate
protection was used. To enhance the survey response rate and strengthen the study’s statistical
power, a second e-mail with the URL link was sent to all participants on 28 May 2014,
requesting their participation in the survey if they had not already done so. To encourage the
participants to complete the survey they were informed about participation in a wine tasting.
With the link to the online questionnaire a pre-invitation, addressed to two people, without
information about the date and the place of the wine tasting was sent. Participants were told that
following successful completion of the online survey, they would receive a second e-mail
informing them about the date and place of the wine tasting. The second questionnaire was
presented at the wine tasting (see Annex A4). It was used to collect data from the respondents
participating in the wine tasting events. The tasting events were organised at the premises of the
Faculty of Technology and Metallurgy in Skopje and Faculty of Biotechnical Sciences in Bitola.
At the faculty entrances, the participants were welcomed by the host. After being expressed
gratitude for participating in the study, they were instructed to complete the questionnaire. The
objective knowledge test was presented first, followed by the sensory competence test. The latter
requested from the respondents to taste four wines and to give answers to four single-answer
multiple choice questions, one for each wine. The respondents were guided through the
procedure by trained interviewers. The wines to be evaluated were presented in an identical
order for all subjects.

3.4.4 Pilot study

A pilot study was conducted with a standardised questionnaire design before
implementing the final survey (see Annex A2). It was conducted during the last two weeks of

61



Hristov H. The influence of ... knowledge, sensory competence and self-confidence in selection of information sources for wine purchases.

Doctoral Dissertation. Ljubljana, University of Ljubljana, Biotechnical Faculty, 2017

October 2013. Respondents from the sampling frame were selected using a convenience
sampling technique. Fifty one individuals from Skopje and Bitola were included in the testing
of the questionnaire. The participants were interviewed at two wine stores, one in Skopje and
one in Bitola. The respondents’ completed intercept questionnaires were used to check for face
validity (Haynes et al., 1995) to identify problems with the design of the questionnaire,
grammatical or spelling errors, and to assure that respondents would understand the directions
and questions.

The data from the pilot study were analysed and examined for frequency of the objective
knowledge and sensory competence section as well as for the reliability of the question scales.
Using Cronbach’s alpha coefficients for the item scales and the Kuder-Richardson formula 20
(KR-20) for the objective knowledge and sensory competence questions. The item scales
reported a Cronbach’s alpha above 0.70, whereas the test questions reported a KR-20 score
below 0.7. The reliability of the objective knowledge instrument was 0.6 KR-20, and the
reliability of sensory competence 0.3 KR-20. Furthermore, the analysis revealed that questions
5 and 6 in the sensory competence section and question 6 in the objective knowledge section
were impacting the results. Once they were removed, the KR-20 for sensory competence
increased to 0.50 and the KR-20 for objective knowledge to 0.7.

The result for sensory competence was well below the minimum recommendation for
reliability. However, the result was not much different compared to the one published by Barber
(2009) using a test and measuring objective knowledge of wine (KR-20=0.57). Based on these
results, it was decided that a second pilot test would not be performed. An analysis of the pilot
respondents’ demographics did not reveal any unusual characteristics that would require
modification of the survey.

Table 16: Exploratory factor analysis of external information search (N=51)

Tabela 16: Eksplorativna faktorska analiza za zunanje iskanje informacij (N=51)

. . . . Cronbach’s  Factor . Variance
External information search dimensions . Eigenvalue .
alpha loading explained %
Personal information sources 0.74 3.3 36.26
Family member recommendation 0.693
Friend or colleague recommendation 0.664

Expert opinion (winemakers, sommeliers, sales

i 0.661
assistants)
Impersonal information sources 0.76 2.5 27.75
Internet (social media, winery websites) 0.637
Magazines and newspapers 0.826
Information from the television (wine programmes) 0.499
Self-observation of extrinsic attributes 0.79 0.8 8.6
Front label (brand, grape variety, vintage ...) 0.789
Award stickers on the bottle 0.808
Back label (description of wine aroma and flavour, 0.410
production method, combination with food) '
The Kaiser-Meyer-Olkin measure of sampling adequacy 0.768
Bartlett’s test of sphericity (significance level) 0.001
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Based on the findings from the focus group study, nine items were utilised to conduct the
pretest of the external information search construct. In order to determine the scale items, a
factor analysis was performed (Table 16). The Kaiser-Meyer-Olkin measure of sampling
adequacy and Bartlett’s test of sphericity were examined to determine the appropriateness of
this method. The result of the Kaiser-Meyer-Olkin measure of sampling adequacy test indicated
an acceptable level (0.768) — a value of 0.60 or above is required for the data to be suitable for
factor analysis (Tabachnick and Fidel 2007). Bartlett’s test of sphericity was also found to be
significant at a level of 0.001. The maximum likelihood analysis revealed the presence of three
latent factors, accounting for 72.56% of the total variance. Each factor resulting from the
analysis was labelled according to the meaning of the loaded items. The first factor explains
36.26% of the variance and was named the personal information sources factor because of its
high correlation with family member recommendation (0.69), friend or colleague
recommendation (0.66), and expert opinion (0.66). The second factor was characterised by the
high positive correlation with the internet (0.63), television (0.50), and magazines and
newspapers (0.82). This factor embraces those consumers who pay great attention to impersonal
information sources. The third factor explains 8.6% of the total variance and the three items
most correlated with it were attributes on the front (0.79) and back label (0.41) as well as award
stickers on the bottles (0.81).

The examination of the Cronbach’s alpha reliability score indicated that all factors had
acceptable reliability scores. The results for the Cronbach’s alpha coefficient, factor loadings,
eigenvalue, and variance explained are presented in Table 16. Based on the findings, the
expectations that the external search construct would be explained by three dimensions appear
to have been correct.

3.4.5 Final survey instrument

The final web survey measured the influence of prior experience, subjective and objective
knowledge, sensory competence, and self-confidence on the choice of sources of information
on wine. The final instrument contained a total of 51 questions (Table 17). The eight constructs
were measured using 30 questions: prior experience (questions 4, 5 and 10), subjective
knowledge (question 19, items 1-2, as well as question 20, items 1-4) objective knowledge
(questions 40 to 47), sensory competence (questions 48 to 51), self-confidence (question 16,
items 1-5), and sources of information (questions 21 to 29).

The eight constructs include 35 variables. Table 18 presents a complete listing of the
constructs, the number of items measuring each construct, and their reliability levels. Internal
reliability concerns the degree to which scores are free of random measurement error. It ranges
from 0 to 1.0. Negative reliability coefficients usually indicate a serious problem with the scores.
The most commonly reported measure of reliability is Cronbach’s alpha coefficient. It measures
the internal reliability, or the degree to which responses are consistent across the items, with a
single measure. If the internal consistency is low, the content of the items may be heterogeneous
such that the total score is not the best analysis for the measure.
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Table 17: Final survey instrument construct questions

Tabela 17: Vprasanja konénega vprasalnika, ki merijo konstrukte

Construct of Past Experience

4. During the last year, how often did you drink wine at home? Every day/Up to six times per year

5. During the last year, how often did you drink wine at a restaurant/bar? Every day/Up to six times per year
10. Approximately how many bottles (750 mL equivalent) of wine do you purchase per month?

Less than 2/More than 15

Construct of Self-Confidence

16.1 | often have doubts about the wine purchase decisions | make: Not very important/Very important

16.2 | frequently agonise over which wine to buy: Not very important/Very important

16.3 | often wonder whether | made the right wine decision: Not very important/Very important

16.4 1 never seem to find the right wine for me: Not very important/VVery important

16.5 Too often, the wine | buy is not satisfying : Not very important/Very important

Construct of Subjective Knowledge

19.1 Compared to others you know, how knowledgeable are you about different types of wine? Not at all

knowledgeable/Very knowledgeable
19.2 Compared to a wine expert, how much do you feel you know about wine? Very little/Very much

20.1 I know pretty much about wine: Strongly disagree/Strongly agree

20.2 1 do not feel very knowledgeable about wine: Strongly disagree/Strongly agree

20.3 Among my friends, | am the wine expert: Strongly disagree/Strongly agree

20.4 1 know less about wine than others do: Strongly disagree/Strongly agree

Construct of External Information Search

21. Front label information (brand, grape variety, vintage, country of origin): Most important/Least important
22. Back label information (description of wine aroma and flavour, production method, combination with
food): Most important/Least important

23. Award stickers on the bottle: Most important/Least important

24. Family member recommendation: Most important/Least important

25. Friend or colleague recommendation: Most important/Least important

26. Expert opinion (winemakers, sommeliers, sales assistants): Most important/Least important
27. Internet (social media, winery websites): Most important/Least important

28. Information from the television (wine programmes): Most important/Least important

29. Magazines and newspapers: Most important/Least important

Construct of Objective Knowledge

40. Which of the following is a red wine?

41. Which of the following wines has more tannins and a more astringent taste?

42. Which is not a famous French wine region?

43. Table wines have an alcohol content of:

44. Which of the following wine flavours is rarely found in barrel-aged wines?

45, Burgundy is the French term for which wine?

46. Which grape variety is used for making the wine “T’ga za Jug”?

47. What is the distinction between aroma and bouquet?
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Table 17: Final survey instrument construct questions (continued)

Tabela 17: Vprasanja konénega vprasalnika, ki merijo konstrukte (nadaljevanje)

Construct of Sensory Competence

48. Using your sensory skills, please classify the wine into one of the following categories:
49. In the wine you are going to taste, one gustatory sensation stands out. Please identify it.
50. Using your sensory skills, please classify the wine into one of the following categories:
51. The wine has a fault. Using your wine sensory skills, please identify it.

Cronbach’s alphas of latent constructs were satisfactory for the six constructs (>0.6),
indicating acceptable internal consistency (Cronbach, 1951). Reliability for the objective
knowledge and sensory competence construct calculated using Kuder-Richardson’s formula
(KR-20), equivalent to Cronbach’s alpha, showed 0.72 for objective knowledge and 0.28 for
sensory competence. This result for the sensory competence construct was well below the
minimum recommendation for reliability suggested by Cronbach (1951), and therefore it was
decided that the dimensions have to be reduced before using the construct in the model. The
description of the instruments and the reliability measures are presented in the Table 18.

Table 18: Instrument used to measure constructs in specified model (N=165)

Tabela 18: Instrument, uporabljen za merjenje kontstruktov v opisanem modelu (N=165)

Number of observed Score ,

Constructs Type Variables Range Cronbach’s Alpha
Usage Experience Close ended 3 1t06 a=0.72
Subjective Knowledge Likert 6 lto7 0=0.86
Self-Confidence Likert 5 1to7 a=0.84
Personal Source Best-worst scale 3 -3to0 +3 a=0.66
Impersonal Source Best-worst scale 3 -3t0 +3 a=0.8
Objective Knowledge Multiple Choice 8 Oto8 KR-20=0.72
Sensory Competence Multiple choice 4 Oto4 KR-20=0.28
Extrinsic product attributes  Best-worst scale 3 -3t0 +3 a=0.66

3.5 ANALYTICAL APPROACH

The Structural Equation Modelling (SEM) was used to find the relationship among latent
constructs described in the theoretical framework. The SEM method is a confirmatory technique
based on a previously formulated theory, in contrast to exploratory factory analysis. In this
context, the data required screening before the analysis could be conducted. The data were
screened for missing values, outliers, normality, and linearity using the Statistical Package for
the Social Sciences (SPSS) version 21.0. IBM’s Analysis of Moment Structures (AMOS) 21.0
computer software was used to estimate the model in terms of the research hypotheses. In order
to obtain an overall representation of the sample, descriptive statistics such as frequencies,
means, and standard deviations were also employed. The reliabilities of the scales were
evaluated using Cronbach’s alpha coefficient, whereas individual factor loadings, construct
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average variance extracted, and shared variance between the constructs were employed to assess
the validity. The latent class (LC) cluster Analysis method was used to discover groups with
similar characteristics. Factor analysis was used to determine the underlying dimensions of the
external search construct, whereas principal component analysis for reducing the dimensionality
of the sensory competence construct.

3.5.1 Principal component and factor analysis

The term “factor analysis” encompasses various related techniques (Thompson, 2004).
One of the main distinctions is that between factor analysis and principal component analysis
(PCA). Factor analysis and principal component analysis are statistical techniques which are
used for a set of variables if the researcher is trying to discover which variables in the set form
coherent subsets while being relatively independent from each other (Tabachnick and Fidell,
2007). Variables are correlated with each other, and subsets of variables that are highly
independent from other subsets are combined into factors. PCA produces components and FA
produces factors.

Factor analysis and principal component analysis are similar in many ways and
researchers often use them interchangeably (Thompson, 2004). Both them produce a smaller
number of linear combinations from the original variables in such a way that most of the
variability in the pattern of correlations is captured. But there is a difference between them. In
principal component analysis, the original variables are transformed into a smaller set of linear
combinations and all the variance in the variables is analyzed. When doing factor analysis, a
mathematical model is used to estimate the factors and only the shared variance is analyzed.
Often however these two approaches produce similar results.

The goal of the researcher using principal component analysis is to reduce a big number
of variables to a smaller number of components, to describe in a compact way the relationships
among observed variables, or to test a theory about certain processes (Tabachnick and Fidell,
2007). In this study, both techniques were used. Principal component analysis was used to
determine the components of the sensory competence construct, and factor analysis to assess
the underlying structure of the external search construct. Principal component analysis produces
certain linear combinations of observed variables, and each linear combination is a component
(Tabachnick and Fidell, 2007). The components summarise the patterns of correlations in the
observed correlation matrix. In factor analysis, the original variables are defined as linear
combinations of the factors.

Kaiser’s criterion and the scree test were used to determine the number of factors. Kaiser’s
criterion or the eigenvalue rule shows total variance explained by the factor. According to this
rule, only factors with an eigenvalue of 1.0 or more should be retained for further investigation.

3.5.2 Best-worst scaling data analysis

The importance of the information sources and channels was measured using the BWS
method. The gathered data were analysed using a counting based method. The analysis involved
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the inspection of the total number of times an information source was chosen as “Best” (or
“Most important”) and the total number of times an information source was chosen as “Worst”
(or “Least important™). A best-worst score was constructed based on the difference total (Best)
— total (Worst) (Coltman et al., 2011). Count analysis was applied at the individual respondent
level and across all respondents (Louviere and Flynn, 2010). Positive values of B-W indicated
that the given information source was chosen more frequently as best than worst, and negative
values revealed that the information source was chosen more frequently as worst. The average
B-W scores were calculated by dividing the B-W score by the number of respondents and by
the appearance frequency of the information source in the design of the choice set.

3.5.3 Latent class (LC) cluster analysis

In general, latent variable modelling is appropriate when there is reason to believe that the
population of interest has an underlying structure defined by a latent construct that is not directly
observable, but rather can be indirectly measured using a collection of related indicator items
that pertain to different aspects of the underlying latent construct. Latent class analysis (LCA)
is a type of finite mixture modelling that is used to identify discrete and mutually exclusive
subgroups of individuals within a population based on observed response patterns to a set of
indicator items (Collins and Lanza, 2010). According to Vermunt and Magidson (2005), the
major assumption underlying LC cluster models is that objects in the same latent class share a
common joint probability distribution among the observed variables. Therefore, objects in the
same cluster are similar to each other with respect to these observed variables. Objects are
classified into the class with the highest posterior membership probability of belonging to that
class given a set of observed variables.

The LC cluster models with covariates have the following form:

£(Y|Z,0) = Zn(X|Z) £ (Y|X,Z, 0)

X

1)

where:
- Y is aset of dependent (clustering) variables;
- Zisaset of covariates;
- Xisanominal latent variable (having J classes);
- 0 1s a set of parameters to be estimated,
- 7w (X]Z) is the probability of belonging to a certain latent class given a set of covariate values;
- f(Y[X,Z,0) is the joint distribution specified for Y given a certain latent class and a set of

covariate values and parameters;

If the Y variables belonging to the different classes (of variable X) are assumed to be
mutually independent given the latent class and the covariates, the following equation is
obtained:
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f(Y|Z,0) =Zn(X|Z) nf (YmlX,Z,6) (2)

X

As the scores of the latent variable given the covariates are assumed to come from a
multinomial distribution, the probability of belonging to a given latent class can be calculated
as follows:

nx|z

X|Z) =5——
T =5 e ©
where the term n refers to a linear combination of the main effects of the latent variable (yx) and
the covariate effects on the latent variable (yzx;), defined as:

] L 7
Nxjz = ZYXJ + ZEYZ]'X]' ()
=1 1=1j=1

The two main methods to estimate the parameters of LC cluster models are maximum
likelihood (ML) and maximum posterior (MAP). In this study, to get ML estimates of the
parameters, the Expectation Maximisation (EM) algorithm was used.

To determine the best underlying model to explain the manifest variables, goodness-of-fit
measures such as log-likelihood, the likelihood ratio chi-squared (L?) (with lower values
corresponding to better model fit), and a corresponding p-value as well as parsimony statistics
such as the Bayesian information criterion or BIC (Schwartz, 1978) and the Akaike information
criterion or AIC (Akaike, 1973) were considered. The chi-squared test null hypothesis assumes
that the predicted model fits the observed model, therefore a non- significant p-value (p<0.05)
is desired. Although a good rule of thumb for the goodness-of-fit assessment are values of the
likelihood ratio chi-squared (L?) equal to or lower than the degrees of freedom, when the
contingency table is large and contains sparse data, such as when the number of possible rating
combinations for the set of variables becomes much larger than the sample size (Garson, 2011),
the likelihood ratio chi-squared (L?) may no longer follow a chi-squared distribution and,
although bootstrapping estimates of the p-value may be calculated, information criteria such as
BIC or AIC may be used to assess relative model fit (taking into consideration the model
parsimony) when comparing alternative models.

3.5.4 Reliability and Validity

Bausell and Li (2002) recommends verifying the reliability of research measures each
time an instrument is used and suggests several strategies for increasing the reliability of
measurement instruments. Using measures that are well constructed and tested, that address the
key constructs, and that are sensitive will enhance reliability. Strategies that are especially
relevant to the use of self-administered surveys are: 1) ensuring that directions for completing
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the survey are clear, 2) representing items as clearly and unambiguously as possible, and 3)
ensuring that the reading level of the survey matches the abilities of the target sample.

As discussed in Section 3.3, expert review, cognitive interviews, and pilot testing prior to
implementation were employed to enhance the reliability of the measures as well as the flow
and ease of completing the survey. Internal consistency was evaluated using Cronbach’s alpha
and composite reliability. Cronbach’s alpha estimates were examined for a 0.70 acceptance. The
composite reliability (CR) is a better measure of internal consistency because factor scores are
calculated from the actual loadings (Kim et al., 2008). The CR of each construct was calculated
by dividing the squared sum of the standardised loadings for the given construct by the squared
sum of the standardised loadings plus the sum of the measurement error for each indicator. The
constructs were considered reliable if the composite reliability score was 0.70 or higher
(Churchill Jr, 1979).

Convergent validity was tested by multiple means. The individual factor loadings were
evaluated for the hypothesised positive direction and significance as recommended by Bagozzi
and Yi (1988). In AMOS, the t-value is the critical ratio (C.R.) and is a calculation of the
parameter estimate divided by its standard error. A C.R. greater than 1.96 supports statistical
significance of the individual factor loadings (Byrne, 2004). Large factor loadings offer
evidence that the measured variables represent the underlying construct (Bollen, 1989). Bagozzi
and Yi (1988) suggest that loadings greater than 0.60 indicate convergent validity.

Convergent validity was also tested with the average variance extracted (AVE) method
(Fornell and Larcker, 1981). The AVE estimate is the average amount of variance that a latent
construct explains in the observed variables to which it is theoretically related (Hair, et al.,
1998). Latent constructs correlate with observed variables and the calculation is referred to as
the factor loading. The square of this loading is the amount of variance of the observed variable
accounted for by the latent variable. The AVE was calculated by squaring the factor loadings
and averaging the variances of the observed variables that are theoretically related to a latent
construct. Convergent validity is implied when the AVE exceeds 0.50 (Fornell and Larcker,
1981).

Discriminant validity was assessed following the Fornell and Larcker (1981)
methodology. The AVE of each construct was compared with the shared variance between
constructs. If the AVE for each construct was greater than its shared variance with any other
construct, and if the square root of AVE was greater than inter-construct correlations,
discriminant validity to be supported.

3.5.5 Structural equation modelling

In the last two decades, confirmatory factor analysis, path analysis, and structural equation
modelling have become important tools in the research repertoire of the social scientist,
particularly the one who is forced to deal with complex real-life phenomena in the domain of
political, social, educational, clinical, and industrial science, personality or developmental
psychology, sociology, marketing science, and consumer behaviour. According to Anderson
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and Gerbing (1988), one of the reasons for this is the possibilities that confirmatory methods
offer in assessing and modifying theoretical models. As most theories in social and behavioural
research are formulated by means of hypothetical constructs, which basically are theoretical
creations that cannot be observed or measured directly, they need previous specification.
Namely, the measurement of the hypothetical construct is conducted indirectly through one or
more observable indicators such as responses to questionnaire items that are assumed to
represent the construct adequately. When the theoretical constructs are defined using observable
indicators, the theory in the next step defines how the constructs are interrelated with
hypotheses. Based on their relationships, constructs can be classified into dependent
(endogenous) and independent (exogenous). The measurement part of the model is constituted
by the relationship between observable indicators and the theoretical constructs, and the
structural part of the model by the theoretical relationships between the constructs (Loehlin,
2004).

To evaluate a substantive theory with empirical data through a hypothesised model,
Structural equation modelling is usually used. The model represents a series of hypotheses
representing in turn relationships between the constructs. The parameters of the model are the
regression coefficients and the variables’ variances and covariances. To estimate the parameters
of the structural equation model, maximum likelihood (ML) and normal theory generalised least
squares (GLS) are typically used. Both estimation techniques assume that continuous variables
are measured and that multivariate normal distribution is assured. However, maximum
likelihood estimation has been the most commonly used approach in structural equation
modelling because ML estimations have been found to overcome the problems created by the
violations of normality, which means that estimates are good estimates even when the data are
not normally distributed. On the other hand, the GLS method has not been intensively studied
(Hoyle, 1995). Joreskog and Goldberger (1972) and Browne (1984) found that GLS estimates
are likely to be negatively biased compared to ML estimates. Therefore, the properties of the
items of the eight constructs in the proposed model as well as the hypotheses were tested using
the AMOS structural equation analysis programme with the maximum likelihood (ML) method
of estimation.

3.5.5.1 Measurement model estimation

As recommended by Sethi and King (1994) and Anderson and Gerbing (1988), first a
confirmatory measurement model specifying the posited relations of the observed variables to
the underlying constructs should be tested. The authors suggest the constructs to be allowed to
intercorrelate freely. Namely, the measurement model should aim specify the pattern by which
each measure loads on a particular factor. The most appropriate application of confirmatory
factor analysis is on measures that have been fully developed and their factor structure validated.
In testing for the validity of factorial structure for an assessment measure, the researcher seeks
to determine the extent to which the items that are designed to measure a particular factor
actually do so. According to Byrne (2004), the measuring instrument may represent one or more
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factors. In the case of more, it considers subscales representing different factors. Thus, all items
comprising a particular subscale are expected to load onto its related factor.

In building measurement models, it is important to measure each construct with multiple
observed indicators because multiple-indicator measurement models allow the most
unambiguous assignment of meaning to the estimated constructs. In multiple-indicator
measurement models, each indicator should measure only one construct because achieving
unidimensional measurement is a crucial undertaking in theory development and testing
(Anderson and Gerbing 1988). That is why it is important to make sure that the measures that
are posited as alternate indicators of each construct must be acceptably uni-dimensional
(Anderson and Gerbing 1988). Therefore, before testing the overall measurement model, the
measurement unidimensionality of each latent construct has to be assessed individually (Sethi
and King, 1994). The unidimensionality of the constructs that are measured with four or more
observed indicators is tested individually, whereas that of constructs with less than four
observed variables is tested by pairing the construct with another that also has less than four
observed indicators. Constructs with unacceptable fits were respecified in this study by deleting
the indicators that have not worked out as planned to preserve the potential to have
unidimensional measurement (Anderson and Gerbing 1988).

3.5.5.2 Model specification

When conducting structural equation modelling, first the theoretical, i.e. measured model
that is to be tested needs to be specified. The proposed model is usually developed upon a review
of literature or on the basis of an existing theoretical framework (Kline, 2005; Tabachnick and
Fidell, 2007). The model to be assessed should display the hypothesised relationships existing
between the participants’ observed responses and the measuring constructs. One type of
unadulterated measurement are confirmatory factor analysis models whereby there is
unmeasured covariance between each likely pair of latent variables, straight arrows from the
latent variables to their relevant indicators, and straight arrows from the error and disturbance
terms to their relevant variables.

3.5.5.3 Model identification

Following the model specification and before estimating the parameters, it is important to
handle the problem of model identification (Kline, 2005). The process by which the researcher
asserts which parameters are null, which fixed to a constant (usually 1), and which vary is called
model identification.

The effects of the variables in the model are represented with arrows, while null effects
correspond to the absence of an arrow. Fixed effects reflect either effects whose parameter has
been discussed in the literature, which is rare, or more commonly effects that are set to 1,
establishing the metric for a latent construct variable (Byrne, 2004). In SEM, Kline (2005)
suggests that each unobserved latent construct variable be explicitly assigned a metric which is
a measurement range. This is generally done by constraining, or fixing one of the paths from
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the latent variable to one of its indicator variables, by assigning the value of 1 to this path. The
remaining paths can then be estimated.

The constrained indicator is the reference item. Usually, the reference item is the one that
in factor analysis loads most heavily on the dimension represented by the latent variable, thereby
allowing it to anchor the meaning of that dimension (Garson, 2007). If problems with
identification occur, then parameters must be adjusted in order to make the model identifiable.
The software programmes used to perform structural equation modelling usually offer
suggestions, such as modification indices, on which parameters should be altered in order to
achieve a properly identified model (Byrne, 2004). When the model is properly identified, the
process of estimating the model parameters can begin.

3.5.5.4 Model estimation

According to Byrne (2004), the primary purpose of the estimation process in SEM is to
yield parameter values where the residual between the sample covariance matrix and the implied
model population covariance matrix is minimal. Furthermore, it is considered important to
estimate the extent to which a hypothesised model “fits”, that is to say adequately describes the
sample data.

Such an assessment of the model fit should draw from a variety of perspectives and be
based on several principles that from a range of perspectives can assess the model fit (Byrne,
2004). Generally, the focus is on two principles: adequacy of the parameter estimates and the
model as a whole (Byrne, 2004).

According to Schumacker and Lomax (2004), the initial step in evaluating the fit of
individual parameters in a model is to determine the viability of their estimated values. The
literature recommends that the starting point for parameter estimation be the creation of a
correlation matrix used to make comparisons between the sample and an estimated population
(Schumacker and Lomax, 2004).

In particular, parameter estimates should exhibit the correct sign and size, and be
consistent with the underlying theory. Byrne (2001) suggests that any estimate that falls outside
an admissible range is a clear indication that the model is either wrong or that the input matrix
contains insufficient information. Correlations larger than 1.0, negative variances, and
covariance or correlation matrices that are not positive are examples of parameters that exhibit
unreasonable estimates (Schumacker and Lomax, 2004).

3.5.5.5 Model evaluation statistics

Following the estimation of the parameters for the specified model, it was necessary to
determine how well the data fit the model and the extent to which the obtained sample data
supported the theoretical model. There are two key points to consider in this regard. The first is
an overall omnibus test of the fit of the entire model (Schumacker and Lomax, 2004), while the
second is the examination of the fit of the individual parameters to the model. There is a large
number of model fit indices for SEM. Some of these statistics involve comparing the actual
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covariance matrix to the implied covariance matrix. Subtracting the implied matrix from the
actual matrix gives the residual covariance matrix. Problems with the model are signalled by
large differences between these matrices (Keith, 2014).

Table 19 lists several useful fit statistics suggested by Keith (2014) for assessing the fit of
a single model. In addition to these indices of model fit, several other statistics are commonly
used in path analysis and SEM to generally compare the fit of alternative possible models for a
given set of data. These model-comparison statistics are described in the section 3.5.5.7.

Table 19: Measures of the fit of a single model

Tabela 19: Meritve skladnosti modela

Measure Interpretation

The o2 statistic measures the discrepancy between the observed covariance matrix and the one
predicted by the model. The smaller the chi-squared value, the better the model. Its p-value indicates
X the probability that the discrepancy between the two matrices is due to sampling variation. However,
this measure is problematic for the case of large sample size and when the multivariate normality
assumption is violated.
% [df: The rules of thumb for good fit is that the ratio ¥%/df should be less than 2.
The comparative fit index (CFI) provides a population estimate of the improvement in fit of the model
over a model in which all variables are assumed to be independent of each other (the null model).

CFl CFls close to 1.0 suggest a better fit. CFIs over 0.95 indicate a good fit and values over 0.90 suggest
an adequate fit.

TLI The Tucker-Lewis index (TLI) provides a slight adjustment of the CFI for parsimony and is
relatively independent of sample size. The TLI is interpreted in the same way as the CFlI.

= The inc(rjemental fit index by convention should be equal to or greater than 0.90 for the model to be
accepted.
Values for the normed-fit index range between 0 and 1, with values greater than 0.90 indicating a

NFI good fit. A major drawback to this index is that it is sensitive to sample size, underestimating fit for

samples less than 200, and is thus not recommended to be solely relied on.
RMSEA The root mean square error of approximation is used to assess the approximate fit of a model. Values
of the RMSEA below 0.06 indicate a close fit of the model relative to the degrees of freedom.
Source: Kline (2005) and Keith (2014).

3.5.5.6 Model modification

When the fit of the implied measured model is not strong, a modification of the existing
model and a subsequent evaluation of the new model is proposed. There are a number of
procedures available for the detection of specification errors through the process of specification
search so that more properly specified subsequent models may be evaluated. The goal of the
specification search is to modify the original model in the search of a model that is better fitting
and yields parameters with practical significance and substantive meaning, but no single
procedure is sufficient for finding a properly specified model (Kline, 2005; Schumacker and
Lomax, 2004).

However, two steps have been suggested to deliver meaningful results. The first is to
examine the statistical significance of the parameters to determine whether they should be
“fixed” in the subsequent model. The second to consider examining the residual matrix to see

73



Hristov H. The influence of ... knowledge, sensory competence and self-confidence in selection of information sources for wine purchases.
Doctoral Dissertation. Ljubljana, University of Ljubljana, Biotechnical Faculty, 2017

whether anything suspicious is occurring, for example large values for a particular observed
variable.

3.5.5.7 Model comparison statistics

AMOS provides several statistics that are useful for comparing competing models. The
model-comparison statistics recommended by Keith (2014) are listed in Table 20. The primary
model-comparison statistics that were used in this study to compare the hypothetical and the
saturated model were the AIC and Ay% They were used to assess the mediating strength of the
sensory competence and self-confidence construct. This analysis was needed to understand the
importance of these two constructs to consumers when choosing a source or channel of
information during the purchase decision.

Table 20: Model-Comparison Statistics
TAbela 20: Testi primerjalnih skladnosti modelov

Index Description and interpretation
, The difference in chi-squared statistics (y2) indicates whether the difference between the fit of two
Ax competing models is statistically significant. This statistic is calculated as the difference between
the chi-squared goodness-of-fit statistics for two competing, nested models.
The Akaike Information Criterion (AIC) is a model-selection criterion that provides a balance
AlIC between the competing goals of model simplicity (parsimony) and precision of model fit. Smaller
values of the AIC are better. The AIC can be used to compare both nested and non-nested models.
BIC The Bayes Information Criterion (BIC) is similar to the AIC, but it includes a slightly stronger

adjustment for parsimony than does the AIC. Smaller values of the BIC are better.

RMSEA The Root Mean Square Error of Approximation (RMSEA) can be used to compare models by
comparing the RMSEA for one model to the 90% confidence interval for another competing model.
Source: adapted from Keith (2014)
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4 RESULTS AND DISCUSSION

This chapter presents the results of the data analysis and hypothesis testing. It consists of
ten sections. The first section discusses issues related to the data collection process. The second
section analyses for missing values, outliers, normality, and multicolinearity. This is followed
by a section that provides information about the socio-demographic and winerelated
characteristics of the respondents. The latent class segmentation based on knowledge
(subjective, objective, sensory) and self-confidence of the respondents for wine is presented in
the next section. The fifth addresses the descriptive statistics for the constructs and elements,
while the sixth section focuses on the descriptive socio-demographics of the samples and
segments. Section 7 analyses the consumption and purchasing data of the samples and respective
segments. The findings on the importance of the information sources and channels for wine are
presented in the eighth section. The ninth section presents the outcome of the dimensionality
reduction of the sensory competence construct, and the tenth, last section reports the results of
the testing of the research hypotheses. To analyse the data, the chi-squared test, the Bonferroni
method, the z-test with Bonferroni adjustment, Latent Class Analysis, Exploratory and
Confirmatory Factor Analysis, and Structural Equation Modelling were used.

4.1 DATA COLLECTION AND RESPONSE RATES

The sample for this study was drawn from the young population aged between 25 and 34.
The participants were recruited in Skopje, the capital city, and Bitola, the second largest town
in the Republic of Macedonia. In the period from October 2013 to May 2014, 626 young people
were intercepted and pre-interviewed for participation in the study. The study requirements were
met by 563 respondents. On 15 May 2014, an URL link with the first part of the questionnaire
was sent to these subjects. The survey was completed by 241 respondents after the initial e-mail
request and by a further 60 after the second e-mail reminder sent two weeks later. After
preliminary data screening, 22 surveys were eliminated due to violating the criterion of a
minimum five years’ experience in wine. The remaining 279 surveys resulted in a 49.5%
response rate. In terms of size, the obtained sample is comparable with the samples presented in
numerous previous wine consumer studies (e.g. Chrysochou et al., 2012; Garcia et al., 2013;
Thach and Olsen, 2006). Regarding the response rate, the result is in agreement with that
reported by Baruch (1999) who, analysing 175 academic studies, found an average response
rate of 55.6% (SD = 19.5).

From the period of June to July 2014, five tasting sessions were organised, three at the
premises of the faculty of Technology and Metallurgy in Skopje and two at the faculty of
Biotechnical Sciences in Bitola. The 279 participants who have successfully completed the
online survey were invited to participate in the events. One month prior they were informed
about the dates and were asked to choose the date that best fit their schedules.

A total of 174 participants responded positively to these e-mail invitations. By confirming
their presence, they all agreed to carry out the final part of the study, which included the
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evaluation of their objective knowledge and sensory competence in wine. For this purpose, a
questionnaire that included test questions was used. Following their entrance into the faculty
building, respondents were approached by a member of the team and directed to four cabins
prepared for carrying out the sensory evaluation. Respondents were asked first to provide
answers to the objective knowledge test, followed by a testing of their sensory competence in
wine. Nine surveys of participants who provided incomplete data were eliminated, leaving 165
usable surveys for the further analysis. The final sample size is within the range considered
appropriate for structural equation modelling studies (Hair et al., 2006).

4.2 DATA ANALYSIS

The responses to the questionnaire were analysed using the Statistical Package for Social
Sciences (SPSS 21.0 for Windows) and AMOS (Analysis of Moment Structures, release
21/SPSS 21). To perform the latent cluster analysis, the poLCA package for the R software
environment was used (Linzer and Lewis, 2011). The segmentation was conducted based on the
respondents’ subjective and objective knowledge of wine, sensory wine competence, and self-
confidence in wine decision making. The chi-squared test and Bonferroni method were used for
association and pairwise comparison analyses, respectively. To obtain a representation of the
data set, descriptive statistics were employed. Finally, structural equation modelling (SEM) was
conducted because of its unique ability to examine the simultaneous interactions that are
hypothesised by the constructs of prior experience, subjective knowledge, sensory competence,
self-confidence, and sources of information in the proposed model. Before proceeding with the
statistical analysis, the data were screened for missing values, outliers, normality, linearity, and
multicollinearity.

4.2.1 Missing values

Missing data are a serious problem in data analysis, especially when the amount of missing
data are high or the pattern of the missing data is not random (Tabachnick and Fidell, 2007).
Tabachnick and Fidell (2007) say that if the missing data from a large data set are random and
little in quantity (below 5%), the difference between deleting the missing data or imputing is
not significant. Similarly, Hair et al. (2006) report that missing data of 10-15% for an individual
case can generally be ignored. Since the online survey was designed such that all questions
required an answer, that is to say the respondents were not be able to proceed to the next question
without answering the current, there were no missing values in this data set. However, the final
data set, which included answers to both questionnaires, the one presented online and the other
on-location questionnaire, lacked some answers to the questions assessing wine objective
knowledge and sensory competence. Indeed, by not participating in the on-location wine event,
114 respondents had not provided their answers to questions related to wine objective
knowledge and sensory competence, thus generating a relatively high amount of missing data.
On the other hand, the literature describes no methodology that would justify the imputation of
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non-randomly distributed missing data amounting to 40%. In accordance with study objectives,
the data analysis was therefore conducted on two data sets. Subjective knowledge and self-
confidence variables were analysed on the sample that provided answers to the online
questionnaire, whereas objective knowledge and sensory competence variables on the sample
that provided answers to both questionnaires. As for the SEM analysis, the methodology
required the data set to be free of missing values, therefore only the sample that provided
answers to both questionnaires was considered.

4.2.2 Outliers

Following the treatment of the missing values, the next step was to determine which
observations were substantially different from the rest of the data and what their influence was.
Generally, an outlier is an observation that lies outside the overall pattern of a distribution
(Langford and Lewis, 1998). It is usually connected with the presence of some sort of problem.
They can be identified using one or more of the following procedures: univariate (standardised
scores), bivariate (scatter plot), or multivariate methods (measuring the multidimensional
position) (Bakeman and Robinson, 2005). To determine which observations were outliers, in
this study the univariate procedure was used. Each item was checked for univariate outliers. All
of the items’ scores were changed to standard scores. If their standard score was less than —3.0
or greater than +3.0, the data were commonly identified as an outlier (Bakeman and Robinson,
2005). Accordingly, no outliers were detected in this study.

4.2.3 Normality

Normality is one of the key assumptions, particularly when performing multivariate
analysis and maximum likelihood estimation procedures (Hair et al., 2006). For most analyses
to work properly, the data need to follow a normal distribution. To assess the normality among
the variables in this study, skewness and kurtosis were examined. This was performed using
normal probability plots and univariate distributions. Skewness refers to how unevenly the data
can be distributed with a greater part of the scores stacked up on one side of the distribution and
a few responses (not necessarily outliers) set off in one tail of the distribution (Hair et al., 2006).
However, skewness violations are not always a concern because, as discussed, a skewed
distribution may actually be a desirable outcome of a criterion-referenced test (Tabachnick and
Fidell, 2007). The other assessment concerns kurtosis. It describes how “flat” or “peaked” a
distribution is. If too many or all of the scores are piled up on or around the mean, then the
distribution is too peaked and is not normal; otherwise, it is too flat.

The literature recommends some ranges of acceptability for skewness and kurtosis. To be
considered acceptable, the observed skewness should be between —2 and +2 according to
Hildebrand (1986), between —1 and +1 according to Balanda and MacGillivray (1988), and
between —7 and +7 according to West et al. (1995). Kline (2005) argues that a standardised
skewness greater than 3.0 is usually a serious problem. The author claims that expert opinions
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about the kurtosis index vary, but standardised kurtosis values greater than 10.0 might be
interpreted as signalling problem. If standardised kurtosis values are over 20.0, the problem is
more serious.

In this study, the results for most of the variables did not exceed the critical values; they
were within the range of —1 to +1 for both skewness and kurtosis. The variable “expert opinion”,
skewing slightly to the right in favour of experts’ opinion, was the exception to this. TO assess
the linearity between the variables, scatter plots were also used. With the exception of the
“expert opinion” variable, which had an expectedly high positive skewness, the scatter plots of
other variables were close to elliptical shapes. Considering all this, normality and linearity were
guaranteed.

4.2.4 Multicollinearity

Multicolinearity is a common statistical term used to describe the existence of a high
degree of linear correlation among more than two independent variables (Tabachnick and Fidell,
2007). With increasing multicollinearity, the ability to define the effect of any variable is
diminished. Namely, the presence of multicollinearity reduces the posibility of assessing the
effect of the independent variables on the dependent variable.

A reliable assessment of multivariate multicollinearity can be achieved through the
examination of tolerance and the variance-inflation factor (VIF), which are usually
recommended and are tested when conducting Collinearity Diagnostics. Both methods were
employed in this study. Tolerance cut-offs are usually set below 0.20 (e.g. Hair et al., 2006),
however, as a rule of thumb, if tolerance is less than 0.20, a problem with multicollinearity is
indicated (Hair et al., 2006; Tabachnick and Fidell, 2007). Similarly, a VIF greater than 4, an
arbitrary yet common cut-off criterion for deciding when a given independent variable displays
high multicollinearity, is also considered a problem (Hair et al., 2006; Tabachnick and Fidell,
2007). The diagnostic tests were performed on the sample data, revealing that all independent
variables had satisfactory tolerance and VIF scores. Therefore, no evidence of multicollinearity
was found to exist.

4.3 DESCRIPTIVE SOCIO-DEMOGRAPHIC AND WINE RELATED BACKROUND OF
THE SAMPLES

Given that the data collection process was conducted using online and on-location
questionnaires and since not all respondents who completed the online survey also completed
the paper-based questionnaire, the analysis of the data was carried out on two samples of
respondents. The socio-demographic data of both samples are summarised in Table 21.

The analyses of the samples based on the socio-demographics using the chi-squared
statistic confirm they both come from the same population. Of the respondents, 54.8% males
and 45.2% females completed the online survey, whereas both questionnaires were completed
by 60% males and 40% females. The higher frequency of males in the sample that completed
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both questionnaires is owed to the higher interest of males in participating in wine tastings.
Thirty-three percent of the respondents that provided answers to the online survey were between
30 and 34 years of age and two-thirds were younger than 30 years. Nearly the same distribution
was observed for the sample that completed both questionnaires.

Table 21 Socio-demographic characteristics of the samples

Tabela 21: Sociodemografske znacilnosti vzorcev

. Sample 1 (N=279) Sample 2 (N=165)
Variables Absolute % Absolute %
Age (mean years) 30 31
Age groups ¥?=0.6052 (p=0.44)

Younger group (25-29) 186 66.7 104 63

Older group (30-34) 93 33.3 61 37
Place of residence ¥?=1.5585 (p=0.46)

Bitola 117 42.0 75 45.5

Skopje 128 45.9 67 40.5

Other 34 12.1 23 14
Gender ¥?=1.1253 (p=0.29)

Male 153 54.8 99 60

Female 126 45.2 66 40
Education ¥?=0.0689 (p=0.97)

High School or lower 37 13.3 24 145

Bachelor’s degree 158 56.6 93 54.4

Post-graduate degree 84 30.1 48 29.1
Employment v?=0.3234 (p=0.85)

Employed 234 83.9 137 83

Unemployed 30 10.8 17 9.7

Student 15 5.4 11 7.3
Disposable income v?=0.6596 (p=0.88)

Very small 26 9.3 15 9.1

Below average 62 22.2 35 21.2

Average 173 62.0 101 61.2

Above average 18 6.5 14 8.5

Forty-two percent of the respondents who completed the online survey reported residency
in Bitola, 45.9% in Skopje, and the remaining 12.1% were residents of other urban places, but
worked in Skopje or Bitola. Fourteen percent of the respondents participating in the wine
tastings were not permanent residents of the town where they attended the tasting. In respect of
completed education, 86% of the respondents of both samples reported higher education. The
majority of the respondents reported average disposable income. Eighty-four percent of the
participants were employed. The number of unemployed participants was nearly the same in
both samples. In the sample of wine tasting participants, a higher prevalence of students was
observed.

Table 22 presents the results for the wine knowledge background of the survey
participants. The findings show the highest amount of the respondents’ knowledge of wine came
from communication with friends and family members (39.6% was the percentage of selection),
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followed by information acquired from the internet (23.8%). Few respondents reported having
formal education in wine (6.7%).

Table 22: Knowledge channels used for wine (N=279)

Tabela 22: Pomembnost kanalov znanja o vinih (N=279)

Of the following, indicate where the most of your knowledge of wine comes Whole sample
from? (multiple choice question) Count %
Communication with friends and family 124 39.6
Wine course attendance 21 6.7
Winery visits 37 11.8
Wine club membership 34 10.8
Books and magazines on wine 47 15.0
Information from the internet 87 16.1

4.4 ESTIMATION OF LATENT SEGMENTS

The next step in the analysis was segmenting the respondents into clusters based on their
knowledge (subjective and objective), sensory competence, and self confidence regarding wine.
For this purpose, latent cluster analysis was used. A critical step in the empirical application of
latent class models is determining the number of segments required to characterise the
underlying distribution of heterogeneity. However, formal statistical tests for the number of
segments in a population are not readily available. In particular, neither the likelihood ratio test
statistic, nor its Wald test and Langrange Multiplier test counterparts, meets the regularity
conditions necessary for a limiting chi-squared distribution (McLachlan and Peel, 2000).
Therefore, to determine the optimal number of latent classes, multiple fit statistics were assessed
(Nylund et al., 2007), including log-likelihood values, likelihood ratio chi-squared (L2), the
Akaike Information Criterion (AIC; Akaike, 1974), and the Bayesian Information Criterion
(BIC; Schwartz, 1978). Error! Reference source not found. 23 summarises the results for
different multi-segment models, ranging from one to five segment solutions for the subjective
knowledge and self-confidence segmentation and from one to three segment solutions for the
objective knowledge and sensory competence segmentation. For each of model, 10,000
iterations were done in order to find the global maximum of the log-likelihood function
(McLachlan and Krishnan, 1997). The log-likelihood values at convergence and the values of
the likelihood ratio chi-squared (L2) revealed improvement in model fit with addition of
segments to the model. All four segmentations showed a decrease in the values of AIC and BIC
with the increase of the number of segments, but tended to flatten out at the four segment model
for the subjective knowledge and self-confidence segmentation and at two segment model for
the objective knowledge and sensory competence segmentation. Following the
recommendations of Landa et al. (2012) and Petras and Masyn (2010), the model that yields the
final decrease of AIC and BIC before the values of these criteria started to increase again should
be selected as the best fitting model. In Table 23, the models that were been selected for further
investigation are bolded.
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Table 23: Comparisons of the fit of various latent class models (N=279)

Tabela 23: Primerjava skladnosti razli¢nih modelov latentnih razredov (N=279)

Number of 2 Log likelihood at

Segmentation characteristic Model Segments AIC BIC
parameters convergence (LL)

1 1 36 2704.8 —2880.3 5832.6 5963.4

Subiective knowledae of 2 2 43 2189.4 —622.6 5331.2 5487.4

ubjective knowledge o

wine (N=279) 3 3 50 2024.7 —2540.3 5180.5 5362.1
4 4 57 1893.4 —2474.6 5063.3 5270.3
5 5 64 1855.9 —2455.9 5039.8 5272.2
1 1 30 1889.5 —2360.0 4780.1 4889.0

self-confid 2 2 36 1490.6 —2160.6 4393.1 4523.8

elf-confidence

about wine (N=279) 3 3 42 1377.0 —2103.8 4291.6 44441
4 4 48 1312.0 —2071.3 42385 44128
5 5 54 1287.9 —2059.2 42264 44226

Obiective knowled 1 1 8 305.6 —797.2 1610.3 1635.2

jective knowledge

of wine (N=165) 2 2 17 151.6 —720.2 1474.3 1527.1
3 3 26 129.0 —708.8 1469.7 15504

S . 1 1 4 135 —408.0 824.0 836.4

ensory competence

in wine (N=165) 2 2 9 3.1 —402.8 823.6 851.6
3 3 14 2.0 —402.3 832.5 876.1

Note: L2 = likelihood ratio chi-squared; The parameters of the selected model are indicated in bold.
45 DESCRIPTIVE STATISTICS FOR CONTRUCTS AND ELEMENTS

The segmentation analysis generated four new variables. The first two, the subjective
knowledge and self-confidence variables, consist of four levels, and the second two, the
objective knowledge and sensory competence variables, include two levels. The first variable,
subjective knowledge, was categorised into “high subjective knowledge”, “some subjective
knowledge”, “low subjective knowledge”, and “very low subjective knowledge”. The second
variable, self-confidence, was categorised into “very high self-confidence”, “high self-
confidence”, “some self-confidence”, and “low self-confidence”. Of the 279 who completed the
online survey, 26 (9.16%) reported very low subjective knowledge in wine, 98 (34.96%)
reported low subjective knowledge, 125 (44.95%) some subjective knowledge, and 30 (10.93%)
high subjective knowledge. With regard to the self-confidence variable, 42 (15.06%)
respondents reported low self-confidence, 88 (31.34%) reported some self-confidence, 108
(38.67%) high self-confidence, and 41 (14.93%) very high self-confidence.

The third and fourth new variables were objective knowledge and sensory competence.
Both were categorised into “high” or “low”. Of the 165 respondents who provided answers to
the objective knowledge and sensory competence questions, 72 (43.6%) showed low and 93
(56.4%) high objective knowledge of wine. High sensory competence in wine was found for 74
(44.8%) respondents, and low for 91 (55.2%). The subjective knowledge and self-confidence
items’ means for the sample and respective segments are presented in Table 24 and Table 25.
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Table 24: Descriptive statistics for subjective knowledge variables for the sample and clusters (N=279)

Tabela 24: Opisna statistika spremenljivk subjektivnega znanja za vzorec in podskupine (N=279)

Subjective knowledge segments
Whole Very Low Low Some High
sample  (9.3%) (34.9%) (44.9%) (10.9%)
M sSD M sOD M SD M SD M SD

Subjective knowledge items (not at all/very
knowledgeable; very little/much; strongly
disagree/agree)

Overall subjective knowledge 36 15 16 07 31 10 42 10 57 10
Compared to others you know, how 39 13 21 16 32 08 44 07 60 07
knowledgeable are you ...?

Compared to a wine expert, how much.....? 23 12 10 08 15 05 26 08 41 13
I know pretty much about wine. 32 14 15 00 23 09 37 09 54 09
I don’t feel very knowledgeable about wine. R 41 17 13 05 37 16 46 13 59 14
Among my friends, | am the wine expert. 37 17 15 05 29 11 45 11 6.1 09
I know more about wine than others do. 48 16 20 06 49 13 55 12 6.7 05

Note: R indicates reverse coded question; M = mean; SD = standard deviation

Table 25: Descriptive statistics for self-confidence variables for the sample and clusters (N=279)

Table 25: Opisna statistika spremenljivk samozavesti za vzorec in podskupine (N=279)

Self-confidence segments

Self-Confidence items Whole Low Some High  Very High
(strongly disagree/agree) sample  (15.1%) (31.3%) (38.7%) (14.9%)

M SOD M SD M SD M SD M SD
Overall self-confidence 51 17 31 14 47 13 60 09 68 0.3

| often have doubts about the wine purchase

decisions 1 make. 51 16 30 13 47 12 59 09 69 02

| frequently agonise over which wine to buy. 44 18 19 08 38 12 54 11 6.6 07
| of_te_n wonder whether | made the right wine 49 18 22 09 44 11 61 07 70 02
decision.

Too often, the wine | buy is not satisfying. 57 15 41 20 54 15 64 07 70 00
I never seem to find right wine for me. 56 16 44 19 51 16 61 10 6.7 07

Note: M = mean; SD = standard deviation; The questions are reverse coded, higher values indicate higher self-
confidence about wine.

The results on a sample and segment basis showed higher item means for self-confidence
compared to subjective knowledge. This suggests a higher level of self-confidence than
subjective knowledge of wine among young adults. The highest sample mean for subjective
knowledge questions was found for the statement “I know more about wine than others do” (M
= 4.8; SD = 1.6), and the lowest for the statement comparing the wine knowledge of the
respondents to that of experts (M = 2.3; SD = 1.2). With regard to the self-confidence statements,
where the items were rephrased in a “negative” way, the respondents provided the highest mean
importance for the item “Too often, the wine | buy is not satisfying” (M = 5.7; SD = 1.5), while
the lowest importance was indicated for the reverse coded statement “I frequently agonise over
which wine to buy” (M = 4.3; SD = 1.8).

Table 26 and Table 27 present the findings related to objective knowledge and sensory
competence in wine. Average knowledge and sensory competence in wine were observed on a
sample base. Regarding the segments, more respondents have presented high objective
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knowledge of wine (56.4%), while for the sensory competence, with 55.2% of the respondents
being classified into the segment with low sensory competence in wine, the opposite was true.

Table 26: Percentage of correct answers to the questions assessing respondents’ objective knowledge of wine
(N=165)
Tabela 26: Odstotek pravilnih odgovorov na vpraSanja, ki ocenjujejo objektivno znanje anketirancev o vinu
(N=165)

Percent of correct answers
Objective knowledge items Objective knowledge
segments
Whole  Low High
sample (43.6%) (56.4%)

Overall objective knowledge of wine 47.6 45.5 67.1
Which of the following is a red wine? Teran 55.7 194 83.9
Which of the following wines has more tannins and more astringent taste? Red 69.0 41.7 90.3
Which is not a famous French wine region? Piedmont 22.4 14 38.7
Table wines have an alcohol content of: 8-14% 72.1 45.8 925
Burgundy is the French term for which wine? Pinot Noir 21.1 4.2 34.4
Which grape variety is used for making the wine “T’ga za Jug”? Vranec 715 52.8 86.0
Which of the following wine flavours is rarely found in barrel-aged wines? Mint 315 5.6 51.6
What is the distinction between aroma and bouquet?

Bouquet comes from fermentation procedures whereas aroma has its origins in 38.1 111 59.1
grape alone

Note: After each question, the correct answer is given in italic

With regard to the answers provided to the objective knowledge questions, the highest
knowledge was presented in the question related to the alcohol content of wine (72.1%),
followed by the question asking about the respondents’ knowledge about the grape variety used
for the production of the local wine “T’ga za Jug” (71.5%). In the other questions, the
respondents showed a lack of knowledge related to world wine regions and international grape
varieties.

In respect of the sensory competence questions, the analysis revealed the respondents to
have better mouthfeel than olfactory skills for wine. On a segment base in the cluster into which
respondents with higher sensory skills for wine were classified, observed equally good
mouthfeel and olfactory competences in wine were observed. At the opposite end, namely in
the low sensory competence segment, better mouthfeel than olfactory skills for wine were
observed.
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Table 27: Percentage of correct answers to the questions assessing respondents’ sensory competence in wine
(N=165)
Table 27: Odstotek pravilnih odgovorov na vprasanja, ki ocenjujejo senzori¢no kompetenco anketirancev za vino
(N=165)
Sensory competence items Percent of correct answers
Sensory competence
segments
Whole  Low High
sample (55.2%) (44.8%)

Overall sensory competence 48.8 27.4 70.0

Please taste the wine and classify it into one of the following categories:
Semidry wine

Of the following, please indicate the taste sensation that stands out?

Astringent (biter) taste

Using your wine sensory skills, classify the wine into one of the categories:
Oak maturated wine

The wine has a wine fault. Please indicate which of the following it is: Oxidised
wine

Note: After each question, the correct answer is given in italic

48.8 37.4 62.2

77.0 59.3 98.6

44.2 9.9 86.5

24.2 14.3 36.5

4.6 DESCRIPTIVE SOCIO-DEMOGRAPHICS OF THE SEGMENTS

After the clusters were established, the socio-demographic data were used to further
profile consumers into each segment. The socio-demographic characteristics tested for were
education, employment, disposable income, age, and gender.

The tables 28, 29, and 30 reflect the socio-demographic data for the objective knowledge,
subjective knowledge, sensory competence, and self-confidence segments.

Cross-tabulation was employed to determine whether statistically significant differences
among the clusters of the four segmentations with respect to the selected demographic
characteristics exist. The differences between the segments within a particular segmentation
were determined using the chi-squared test, followed by the z-test with the Bonferroni
adjustment.

The analyses showed that of the four segmentations, the two based upon the respondents’
objective and subjective knowledge of wine had the highest discrimination capacity. It appeared
that the objective knowledge and subjective knowledge clusters are significantly different with
respect to gender, age, educational levels, and income.

The analysis found a significant association between the level of objective knowledge of
wine and the variables gender and age group. Males and older respondents had higher objective
knowledge of wine than females and younger respondents. In addition, significantly more
respondents with above average disposable income were classified into the high objective
knowledge segment. The proportion of males to females was significantly higher in the segment
with high subjective knowledge of wine compared with other segments, suggesting that males
perceive their wine knowledge as higher than do females.
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With regard to the sensory competence and self-confidence segmentations, no significant
difference between the clusters in terms of socio-demographic characteristics was observed.

Table 28: Socio-demographic characteristics of the objective knowledge and sensory competence segments
(N=165)

Tabela 28: Analiza socialnodemografskih znacilnosti skupin, opredeljenih na podlagi objektivnega znanja in
senzori¢ne sposobnosti (N=165)

Objective knowledge segments Sensory competence segments
Variables Low High Low High
Absolute %  Absolute %  Absolute %  Absolute %

Cluster size 72 43.6 93 56.4 91 55.2 74 44.8
Age (mean years) 30° 32b 31 31
Age groups ¥?=6.137 (p=0.013) ¥?=0.043 (p=0.835)
Younger group (25-29) 53, 73.6 51p 54.8 58 63.7 46 62.2
Older group (30-34) 19, 26.4 42y 45.2 33 36.3 28 37.8
Place of residence ¥?=0.460 (p=0.794) ¥?=0.460 (p=0.794)
Bitola 33 45.8 42 45.2 40 44.0 35 47.3
Skopje 30 41.7 36 38.7 38 41.8 28 37.8
Other 9 12,5 15 16.1 13 13.2 11 14.9
Gender +2=8.690 (p=0.003) ¥2=0.588 (p=0.443)
Male 34, 47.2 65p 69.9 57 62.6 42 56.8
Female 38a 52.8 28y 30.1 34 374 32 43.2
Education v2=1.417 (p=0.049) ¥2=0.843 (p=0.656)
High School or lower 13 18.1 11 11.8 13 14.3 11 14.9
Bachelor’s degree 40 56.6 53 57.0 54 59.3 39 52.7
Post-graduate degree 19 26.4 29 31.2 24 26.4 24 324
Employment v?=0.783 (p=0.676) v?=0.470 (p=0.791)
Employed 60 83.3 77 82.8 74 81.3 63 85.1
Unemployed 8 11.1 8 8.6 10 11.0 6 8.1
Student 4 5.6 8 8.6 7 7.7 5 6.8
Disposable income ¥?=5.831 (p=0.120) ¥?=2.912 (p=0.405)
Very small 8 11.1 7 7.5 9 60.0 9.9 8.1
Below average 15 20.8 20 21.5 18 51.4 19.8 23.0
Average 47 65.3 54 58.1 59 58.4 64.8 56.8
Above average 2, 2.8 12y 12.9 5 35.7 5.5 12.2

Note: Values in the same row and sub-table not sharing the same subscript are significantly different at p<0.05
in the two-sided test of equality for column proportions. Tests are adjusted for all pairwise comparisons within
a row of each innermost sub-table using the Bonferroni correction.

85



Hristov H. The influence of ... knowledge, sensory competence and self-confidence in selection of information sources for wine purchases.
Doctoral Dissertation. Ljubljana, University of Ljubljana, Biotechnical Faculty, 2017

Table 29: Socio-demographic characteristics of the subjective knowledge segments (N=279)

Tabela 29: Analiza socialnodemografskih znacilnosti skupin, narejenih na podlagi subjektivnega znanja (N=279)

Subjective knowledge segments

Variables Very Low Low Some High
Absolute %  Absolute %  Absolute %  Absolute %
Cluster size 27 9.7 95 34.1 127 455 30 10.8
Age (mean years) 30 30 31 31
Age groups
Younger adults (25-29) 8 29.6 27 28.4 46 36.2 12 40.0
Older adults (30-34) 19 70.4 68 716 81 63.8 18 60.0
Place of residence
Bitola 10 37.0 40 42.1 56 441 11 36.7
Skopje 15 55.6 45 47.4 51 40.2 17 56.7
Other 2 7.4 10 10.5 20 15.7 2 6.7
Gender
Male 11, 40.7 42, 44.2 724 56.7 28y 93.3
Female 16, 59.3 53, 55.8 55, 43.3 2y 6.7
Education
High School or lower 3ab 11.1 124 12.6 13, 10.2 9 30.0
Bachelor’s degree 18 66.7 58 61.1 70 55.1 12 40.0
Post-graduate degree 6 22.2 25 26.3 44 34.6 9 30.0
Employment
Employed 23 85.2 82 86.3 106 83.5 23 76.7
Unemployed 3 11.1 10 10.5 13 10.2 3 10.0
Student 1 3.7 3 3.2 8 55 4 133
Disposable income
Very small 5 18.5 8 8.4 10 7.9 3 10.0
Below average 9 33.3 24 25.3 25 19.7 4 13.3
Average 13 48.1 60 63.2 79 62.2 21 70.0
Above average 3 3.2 13 10.2 2 6.7

Note: Values in the same row and sub-table not sharing the same subscript are significantly different at p<0.05
in the two-sided test of equality for column proportions. Tests are adjusted for all pairwise comparisons within
a row of each innermost sub-table using the Bonferroni correction.
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Table 30: Socio-demographic characteristics of the self-confidence segments (N=279)

Tabela 30: Analiza socialnodemografskih znacilnosti skupin, narejenih na podlagi samozavesti (N=279)

Self-confidence segments

Variables Low Some High Very High
Absolute %  Absolute %  Absolute %  Absolute %
Cluster size 42 15.1 84 30.1 111 39.7 42 15.1
Age (mean years) 29 30 30 31
Age groups
Younger adults (25-29) 9 21.4 31 36.9 37 33.3 16 38.1
Older adults (30-34) 33 78.6 53 63.1 74 66.7 26 61.9
Place of living
Bitola 17 40.5 38 45.2 42 37.8 20 47.6
Skopje 18 42.9 33 39.3 58 52.3 19 45.2
Other 7 16.7 13 15.5 11 9.9 3 7.1
Gender
Male 21 50.0 45 53.6 63 56.8 24 57.1
Female 21 50.0 39 46.4 48 43.2 18 429
Education
High School or below 8 19.0 9 10.7 12 10.8 8 19.0
Bachelor’s degree 23 54.8 40 47.6 72 64.9 23 54.8
Post-graduate degree 11 26.2 35 41.7 27 24.3 11 26.2
Employment
Employed 37 88.1 67 79.8 92 82.9 38 90.5
Unemployed 2 4.8 12 14.3 13 11.7 2 4.8
Student 3 7.1 5 6.0 6 5.4 2 2.4
Disposable income
Very small 6 14.3 9 10.7 8 7.2 3 7.1
Below average 9 21.4 19 22.6 28 25.2 6 14.3
Average 25 59.5 50 59.5 67 60.4 31 73.8
Above average 2 4.8 6 7.1 8 7.2 2 4.8

Note: Values in the same row and sub-table not sharing the same subscript are significantly different at p<0.05
in the two-sided test of equality for column proportions. Tests are adjusted for all pairwise comparisons within
a row of each innermost sub-table using the Bonferroni correction.
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4.7 WINE PURCHASE AND CONSUMPTION STATISTICS

The average number of years the respondents had been consuming wine for is 11.7. Those
participants with high objective knowledge and sensory competence, high subjective
knowledge, and very high self-confidence regarding wine had been drinking wine for
significantly longer than the lowest level opposites. Nearly 65% of the respondents reported
weekly wine consumption at home, while at restaurants and bars 50% reported consuming wine
on a weekly basis. Respondents with high objective knowledge consumed wine at home and at
restaurants and bars more often than respondents with low objective knowledge (Table 31). The
same was true of the subjective knowledge segmentation, where the frequency of wine
consumption at home and at restaurants and bars increased with increase in the level of
subjective knowledge of wine (Table 32).

With regard to wine type preference, the sample showed the highest preference for white
wine. In addition, with increase in the level of objective knowledge, sensory competence, and
subjective knowledge of wine, decrease in the preference of white wine and increase in the
preference of red wine was observed.

Eighty-four percent of the respondents reported apart from drinking wine produced by
registered wineries also drinking wine made by hobby wine producers. Production of wine at
home is a tradition usually connected with the older generations. The share of home-made wine
in the total wine consumed, based on the answers of the respondents confirming such wine
consumption, was 41%. This is not unusual for people living in the countries of the Balkans, as
a similarly high preference for home-made wines was also reported by Noev (2005) and
Tzimitra-Kalogianni et al. (1999) for Bulgarian and Greek wine consumers, respectively.

When respondents were asked how they consume wine, 90% reported they drank wine
with food. Of the respondents that indicated drinking wine without food, the highest proportion
were classified in the segment with very low subjective knowledge of wine (30%). In fact, the
wine consumption behaviour among the younger population, due to the less frequent drinking
of wine during family meals, showed late beginnings of the consumption of wine and habits that
less support drinking wine with food. This has been also noticed by Agnoli et al. (2011) and
Teagle et al. (2010), studying New World wine consumers.

Of the questions, one asked of the respondents to indicate where they usually consumed
wine. Restaurants (26.6%) were reported the most usual place for drinking wine, followed by
the home (23.6%). Wine tastings (3.7%) were ranked the last.

The second level analysis for the segments showed significantly more wine consumed
during wine tastings among respondents with high objective knowledge (64.7%) compared to
respondents with low of objective knowledge (33.3%), which in a way indicates where they had
acquired their knowledge of wine.
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Table 31: Wine consumption characteristics of the objective knowledge and sensory competence segments (N=165)
Tabela 31: Analiza znacilnosti porabe vina za skupine, narejene na podlagi objektivnega znanja in senzori¢nih
sposobnosti (N=165)

Whole Objective knowledge  Sensory competence

sample segments ' segments _
Low High Low High
Abs. % Abs. % Abs. % Abs. % Abs. %
Years of wine consumption (mean value) 11.7 10.4, 12.7, 11.2, 12.3p
Drinking wine at home
Up to 6 times a year 14 85 9 615 5 385 8 538 6 462
Monthly 15 91 13, 867 2, 133 10 667 5 333
Fortnightly 22 133 10 455 12 545 13 591 9 409
Weekly 43 261 20 465 23 535 26 605 17 395
Most days 59 358 17, 288 42, 712 29 49.2 30 50.8
Every day 12 73 3 250 9 750 5 417 7 583
Drinking wine at restaurants/bars
Up to 6 times a year 15 91 8 545 7 455 10 66.6 5 333
Monthly 22 133 15, 682 7, 318 12 545 10 455
Fortnightly 32 194 12 375 20 625 18 563 14 438
Weekly 63 382 24 381 39 619 36 571 27 429
Most days 33 200 13 406 20 594 15 438 18 56.3
Do you drink home-made wine? 139 833 50 86.2 45 804 53 869 42 79.2
Home-made wine consumed (% of total) 394 41.3 37.2 38.9 39.9

How do you usually consume wine (with food) 150 895 50 862 45 804 56 91.8 46 86.8
Type of wine preferred (multiple choice)

Red wine 67 406 31 46.3 36 537 36 537 31 46.3
White wine 78 473 38 48.7 40 513 44 564 34 436
Rosé wine 37 224 20 541 17 459 16 432 21 56.8
Sparkling wine 7 4.2 7 100 2 286 5 714
Place of wine drinking (multiple choice)
Restaurant 99 600 50 505 49 495 53 535 46 465
Bar 34 206 15 441 19 559 19 559 15 441
At wine tastings 17 103 6 353 11 647 8 471 9 529
At home 89 539 43 483 46 517 48 539 41 46.1
At a friend’s home 75 455 37 493 38 50.7 38 50.7 37 493
At gatherings/celebrations 71 430 32451 39 549 36 50.7 35 49.3

Note: Values in the same row and sub-table not sharing the same subscript are significantly different at p<0.05 in
the two-sided test of equality for column proportions or in the two-sided test of equality for column means. Tests
assume equal variances and are adjusted for all pairwise comparisons within a row of each innermost sub-table
using the Bonferroni correction.
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Table 32: Wine consumption characteristics of the subjective knowledge segments (N=279)

Tabela 32: Analiza znacilnosti porabe vina za skupine, narejene na podlagi subjektivnega znanja (N=279)

Subjective knowledge segments

Whole sample Very Low  Low Some High
Abs. % Abs. % Abs. % Abs. % Abs. %
Years of wine consumption (mean value) 11 10, 11.p 121 13p
Drinking wine at home
Up to 6 times a year 24 86 9, 39.1 11, 435 4, 174
Monthly 28 10.0 10, 35.7 13, 46.4 5. 179
Fortnightly 46 165 4 87 23 500 17 370 2 43
Weekly 72 258 1, 14 27, 375 39 542 5 6.9
Most days 97 348 3, 31 20, 20.6 56, 57.7 18, 18.6
Every day 12 43 l. 83 6ap 500 5, 417
Drinking wine at restaurants/bars
Up to 6 times a year 27 9.7 11, 409 10, 364 5, 182 1, 45
Monthly 54 194 12, 222 16, 29.6 24, 444 2, 3.7
Fortnightly 61 219 1 16 25 410 27 443 8 131
Weekly 89 319 2, 22 33, 371 46, 51.7 8, 9.0
Most days 48 172 1, 21 11, 234 25, 53.2 11, 21.3
Do you drink home-made wine? 235 842 27 100 73, 83 74, 822 18, 78.3
Home-made wine consumed (% of total) 41.3 35.4 38.0 44.3 50.6

How do you usually consume wine? (with food) 245 87.7 19,704 8, 909 80,5 89 21,p 913
Type of wine preferred (multiple choice)

Red wine 126 364 1 119 43 301 67 469 16 11.2
White wine 143 413 12 84 64 448 51 357 16 11.2
Rosé wine 65 188 7 108 21 323 30 46.2 7 108
Sparkling wine 12 35 1 83 9 750 2 16.7
Place of wine drinking (multiple choice)
Restaurant 200 26.6 21 105 79 395 80 40.0 20 10.0
Bar 61 81 6 98 25 410 24 393 6 98
At wine tastings 28 37 2 71 9 321 13 464 4 143
At home 178 236 15 84 67 376 74 416 22 124
At a friend’s home 151 20.1 18 119 56 371 60 39.7 17 11.3
At gatherings/celebrations 135 179 17 126 51 378 53 393 14 104

Note: Values in the same row and sub-table not sharing the same subscript are significantly different at p<0.05
in the two-sided test of equality for column proportions or in the two-sided test of equality for column means.
Tests assume equal variances and are adjusted for all pairwise comparisons within a row of each innermost sub-
table using the Bonferroni correction.
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Table 33 Wine consumption characteristics of the self-confidence segments (N=279)

Tabela 33: Analiza znacilnosti porabe vina za skupine, narejene na podlagi samozavesti (N=279)

Whole Self-Confidence
sample Low Some High  Very High
Abs. % Abs. % Abs. % Abs. % Abs. %
Years of wine consumption (mean value) 11 10, 11ap 11.p 12,
Drinking wine at home
Up to 6 times a year 24 86 3 130 10 435 9 391 1 43
Monthly 28 100 6 214 12 429 8 286 2 7.1
Fortnightly 46 165 5 109 16 348 19 413 6 130
Weekly 72 258 16 222 16 222 32 444 8 111
Most days 97 348 11 113 25 258 41 423 20 206
Every day 12 43 1 83 5 417 2 167 4 333
Drinking wine at restaurants/bars
Up to 6 times a year 27 97 1 200 1 200 1 200 2 400
Monthly 54 194 5 227 7 318 7 318 3 136
Fortnightly 61 219 8 148 19 352 23 426 4 74
Weekly 89 319 9 148 21 344 23 377 8 131
Most days 48 172 12 135 24 270 41 461 12 135
Do you drink home-made wine? 235 842 32 914 56 836 74 813 30 857
Home-made wine consumed (% of total) 41.3 41.3 41.2 415 40.6
How do you usually consume wine? (with food) 245 877 30 857 60 896 79 868 31 88.6
Type of wine preferred (multiple choice)
Red wine 126 364 22 154 40 280 61 427 20 140
White wine 143 413 26 182 42 294 51 357 24 16.8
Rosé wine 65 188 10 154 22 338 27 415 6 9.2
Sparkling wine 12 35 2 167 3 250 7 583
Place of wine drinking (multiple choice)
Restaurant 200 26.6 29 145 60 30.0 81 405 30 15.0
Bar 61 81 11 180 19 311 21 344 10 164
At a wine tasting 28 37 3 107 8 286 12 429 5 179
At home 178 236 25 140 46 258 75 421 32 180
At a friend’s home 151 201 27 179 39 258 61 404 24 159
At gatherings/celebrations 135 179 24 178 34 252 58 43.0 19 14.1

Note: Values in the same row and sub-table not sharing the same subscript are significantly different at p<0.05
in the two-sided test of equality for column proportions or in the two-sided test of equality for column means.
Tests assume equal variances and are adjusted for all pairwise comparisons within a row of each innermost sub-

table using the Bonferroni correction.

Fifty percent of the respondents reported between 2 and 10 bottles (750 mL) of wine
purchased per month, where respondents with high objective knowledge and sensory
competence in wine purchasing more wine than their opposites (Table 34). Something similar
was observed for the different subjective knowledge segments, where respondents with higher
levels purchased wine more frequently compared to low level opposites (Table 35 and Table

36).

Eighty-six percent of the respondents reported purchasing wine at supermarkets, followed
by wine stores (6.3%), grocery stores (5.3%), and wineries (2.4%). Respondents with high
objective knowledge and sensory competence in wine reported higher percentages of wine
purchases in wine stores. The same was observed for respondents with higher subjective
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knowledge and self-confidence regarding wine. However, the opposite was true with regard to
grocery stores. The respondents with low objective knowledge and sensory competence in wine
and those with lower levels of subjective knowledge and self-confidence reported higher
purchase rates at grocery stores.

With respect to the type of wine purchased, 62% of the wine purchased for in-house
consumption was in standard size (0.750 L) bottles, followed by 22% in medium (1 L) bottles.
Outside of their homes, the respondents reported 39% for wine purchased in standard size bottles
and 28% in small (0.187 L) bottles. Recently, a slight change in the preference of consumers
toward purchasing wines by the glass has been observed (Pecheu et al. 2016). With a 20.4%
frequency for this type of wine purchases, this study has also documented this phenomenon. In
general, the results related to purchasing and consumption behaviour on a sample basis are
comparable to those presented by other authors for the population of young wine consumers
(Atkin and Thach, 2012; Charters et al., 2011; Thach and Olsen, 2006; Thach, 2011).

Regarding the preferences of the segments, respondents with high objective knowledge
and sensory competence in wine reported more wine consumed in standard (0.750 L) and small
(0.187L) bottles compared to respondents with low objective knowledge and sensory
competence in wine. However, the opposite was true with regard to wine in bag-in-box and
plastic bottles, which were preferred more by respondents with low objective knowledge and
sensory competence in wine. Concerning the subjective knowledge segments, it was found that
the higher the level of subjective knowledge of wine, the higher the preference for purchasing
wine bottled in standard size (0.750L) bottles. Respondents with a very low level of subjective
knowledge of wine compared to the rest purchased more wine in medium size (1 L) bottles off-
premises, and significantly more wine in magnum size (1.5 L) bottles on-premises. Certain big
wineries use magnum size (1.5 L) bottles to bottle wine of medium to low quality. They have
seen advantage in the use of magnum bottles as they help them in releasing their supplies.
Accordingly, the perceived quality of wine bottled in magnum size bottles is low among
knowledgeable wine consumers. Regarding on-premise locations, the results show a high
amount of wine is purchased by the glass and in small wine bottles. A similar tendency toward
drinking wine from small wine bottles has been reported by Tzimitra-Kalogianni et al. (1999)
in a study of Greek wine consumers.

When respondents were asked about the wine purchasing situation, the majority responded
that they preferred drinking wine with their partner or spouse (M=5.7 on a 7-point scale),
followed by drinking wine with friends (M=5.2). Respondents with very low subjective
knowledge assigned the same importances to the purchase situation “meal and drink with partner
or spouse” (M=5.7) and the situation “gift for friends and family celebration” (M=5.7). The
latter refers to the common practice of bringing a bottle wine as a gift for friends and family
occasions.

With regard to the self-confidence segments, the findings show significant increase in the
importance for the purchase situations “business related gift” and “gift for friends and family
celebrations” with decrease in the level of self-confidence about wine. Tis is slightly unusual as
the opposite was expected, namely that such behaviour would be characteristic of respondents
with higher levels of self-confidence about wine.
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When respondents were asked about their purchase motivation for wine, “for personal
pleasure” received the highest mean importance score (M = 6.0; SD = 1.4 on a 7-point scale),
followed by “goes well with food” (M = 5.0; SD = 1.5). At the same time, the mean importance
score for the statement “to support the domestic wine industry”” was the lowest (M = 3.69; SD
=1.7). The second level analysis of the segments showed increase in the motivation for drinking
wine, represented by the motivation items’ mean scores, with increase of the segmentation level.

Similar to the previous study conducted by Hristov and Kuhar (2014), the present research
documented a high importance of style (M = 5.1; SD = 1.3 on a 7-point scale), grape varietal
wine (M =4.9; SD = 1.6), and brand name (M =4.9; SD = 1.5), while vintage (M =4.3; SD =
1.6) and country of origin (M = 4.4; SD = 1.2) had less of an influence. The analysis based on
the level of objective knowledge of wine identified significant differences between respondents
classified into the “low” and “high” segment group regarding the wine attributes “grape variety”
and “wine vintage”. The high knowledge segment assigned higher importances to both attributes
compared to the opposite segment. With regard to the subjective knowledge segments,
significant differences between the segments were observed for the wine attributes “grape
variety”, “wine style”, and “wine vintage”. In addition, increase in the mean importance score
of the aforementioned attributes as well as “country of origin” with increase in the level of
subjective knowledge of wine was noticed. Concerning the level of self-confidence and the
importance of packaging cues, significant differences regarding the importance of wine attribute
“price” between the high (M = 4.3; SD = 1.3) and very high (M =4.5; SD = 1.6) self-confidence
class on the one hand and the low self-confidence class (M = 5.3; SD = 1.5) on the other were
found. In addition, increase in the importance of price was observed with decrease in the level
of self-confidence about wine. Based on the sample results, the presented findings support the
previous findings of Atkin and Thach (2012) of the high importance of brand, but contrast with
the findings of de Magistris et al. (2011). On the other hand, the high preference of the low
subjective knowledge segment for “price” and of high subjective knowledge consumers for
“grape variety” agrees with those reported by de Magistris et al. (2014) for Spanish wine
consumers.
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Table 34: Wine purchase characteristics of the objective knowledge and sensory competence segments

Tabela 34: Analiza znadilnosti nakupa vina za skupine, narejene na podlagi objektivnega znanja in senzori¢nih
sposobnosti

Whole Obijective knowledge Sensory competence
sample segments segments
P Low High Low High

Abs % Abs % Abs % Abs % Abs %

Monthly off-premises wine purchase

Less than 2 bottles 52 315 30, 577 22, 423 30 577 22 423
More than 2, less than 5 bottles 64 388 24 375 40 625 35 547 29 453
More than 5, less than 10 bottles 22 133 5, 227 17, 773 13 591 9 409
More than 10, less than 15 bottles 7 4.2 1 143 6 8.7 1, 143 6, 857
More than 15 bottles 5 3.0 3 600 2 400 3 600 2 400
I don’t purchase wine off-premises 15 91 9 600 6 400 9 600 6 400
Purchase location
Wine store 4 3.0 1 2.0 3 40 1 19 2 4.3
At the wine producer 7 4.0 3 4.1 4 40 2 38 2 4.3
Local grocery store 7 4.0 5 6.1 2 20 3 57 1 2.2
Supermarket 147 888 70 87.7 74 90.0 47 886 41 89.2
Off-premises wine purchase (%)
Standard bottle (0.750 L) 64.3 61.2 67.9 62.3 67.2
Medium bottle (1 L) 22.7 23.0 22.4 23.3 21.5
Magnum bottle (1.5 L) 3.1 2.7 3.6 2.0 4.5
Bag-in-Box and soft packaging 8.3 10.1 6.5 10.2 6.1
Plastic bottle (various volumes) 1.6 3.1 0.1 2.3 0.7
On-premises wine purchase (%)
Wine by the glass 19.6 19.7 19.6 19.8 19.5
Small bottle (0.187 L) 24.1 21.3 27.2 22.3 26.6
Standard bottle (0.750 L) 40.6 435 37.9 41.2 40.1
Medium bottle (1 L) 15.6 15.8 15.5 16.8 14.4
Magnum bottle (1.5 L) 0.1 0.4 0.15 0.3
Wine purchase situation (mean)
Meal and drink with partner/spouse 5.7 5.4 59 55 5.8
Meal and drink with friends 5.3 5.1 5.4 5.1 5.5
Meal and drink with family 4.8 44 51 4.6 5.0
Gift for friends or family celebration 5.3 5.4 5.3 5.2 55
Business related gift 45 44 4.6 4.4 4.6
Wine purchase motivation (mean)
For personal pleasure 6.1 5.9 6.3 6.0 6.2
To support the domestic wine industry 3.7 34 3.9 3.6 3.8
Goes well with food 5.0 4.9 5.0 4.8 5.2
Wine is a sophisticated drink 5.1 5.1 5.1 4.9 5.3
Wine attribute importance (mean)
Wine price 4.6 4.5 4.7 4.7 45
Grape variety 4.9 4.4, 5.3p 4.9 4.9
Wine style 4.9 4.8 5.1 4.7 51
Wine brand 5.1 5.0 5.1 5.0 5.1
Wine vintage 45 4.0, 4.8, 44 4.5
Country of origin 4.3 4.2 4.3 4.2 4.3

Note: Values in the same row and sub-table not sharing the same subscript are significantly different at p<0.05
in the two-sided test of equality for column proportions or in the two-sided test of equality for column means.
Tests assume equal variances and are adjusted for all pairwise comparisons within a row of each innermost
sub-table using the Bonferroni correction.

Table 35: Wine purchase characteristics of the subjective knowledge segments (N=279)
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Tabela 35: Analiza znacilnosti nakupa vina za skupine, narejene na podlagi subjektivnega znanja (N=279)

Whole Subjective knowledge segments

sample Very Low Low Some High

Abs. % Abs. % Abs. % Abs. % Abs. %

Monthly off-premises wine purchase

Less than 2 bottles 8 75 15 176 33, 388 34, 40.0 3pc 35
More than 2, less than 5 bottles 129 305 6. 47 41,, 31.8 63,5, 488 19, 14.7
More than 5, less than 10 bottles 30 46.2 8 267 20 667 2 6.7
More than 10, less than 15 bottles 8 10.8 1 125 4 500 3 375
More than 15 bottles 8 2.9 1 167 3 500 2 333
I don’t purchase wine off-premises 21 22 6. 286 11, 524 3, 143 1. 4.8
Purchase location
Wine store 18 6.3 8 7.8 7 57 3 9.2
At the wine producer 7 2.4 1 4.8 1 1.3 4 23 1 45
Local grocery store 15 53 4 14.2 7 6.5 3 23 1 45
Supermarket 239 860 24 810 85 844 105 89.7 25 81.8
Off-premises wine purchase (%)
Standard bottle (0.750L) 62.1 41.4, 63.1ap 66.2, 63.2ap
Medium bottle (1L) 23.2 31.6 19.1 23.2 254
Magnum bottle (1.5L) 2.5 4.8 25 2.3 1.6
Bag-in-Box and soft packaging 10.1 18.6 11.6 7.1 8.4
Plastic bottle (various volumes) 2.1 3.6 3.7 1.2 1.4
On-premises wine purchase (%)
Wine by the glass 20.4 24.0 21.0 18.9 20.2
Small bottle (0.187L) 28.0 25.0 27.7 31.8 17.6
Standard bottle (0.750L) 38.6 36.1 40.1 36.1 47.6
Medium bottle (1L) 12.1 10.6 10.6 12.9 14.6
Magnum bottle (1.5L) 0.9 4.3, 0.6 0.3y
Wine purchase situation (mean)
Meal and drink with partner/spouse 5.7 5.4 5.9 55 5.8
Meal and drink with friends 5.2 5.1 5.4 5.1 5.5
Meal and drink with family 4.9 4.4 51 4.6 5.0
Gift for friends and family celebration 5.2 54 5.3 52 55
Business related gift 4.7 4.4 4.6 4.4 4.6
Wine purchase motivation (mean)
For personal pleasure 6.0 4.9, 5.9 6.3 6.5
To support the domestic wine industry 3.7 2.8, 3.5ab 3.9.c 4.6
Goes well with food 5.0 4.1, 4.9, 5.2 5.3b¢
Wine is a sophisticate drink 4.8 4.0, 4.5.p 5.2 5.3ap
Wine attribute importance (mean)
Wine price 4.7 5.3 4.6 4.5 4.8
Grape variety 4.9 4.0, 4.5, 5.1p 5.7,
Wine style 5.1 4.4, 5.0ap 5.3ap 5.6p
Wine brand 4.9 4.9 4.8 5.1 4.9
Wine vintage 4.3 3.8ap 3.6a 4.7y 5.1
Country of origin 4.4 4.2 4.2 4.5 4.7

Note: Values in the same row and sub-table not sharing the same subscript are significantly different at p<0.05
in the two-sided test of equality for column proportions or in the two-sided test of equality for column means.
Tests assume equal variances and are adjusted for all pairwise comparisons within a row of each innermost
sub-table using the Bonferroni correction.
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Table 36: Wine purchase characteristics of the self-confidence segments (N=279)
Tabela 36: Analiza znacilnosti nakupa vina za skupine, narejene na podlagi samozavesti (N=279)

Self-confidence segments

Whole sample Low Some High Very High
Abs. % Abs. % Abs. % Abs. % Abs. %
Monthly off-premises wine purchase
Less than 2 bottles 85 75 14 165 33 388 28 329 10 118
More than 2, less than 5 bottles 129 305 19 147 30 233 59 457 21 163
More than 5, less than 10 bottles 30 462 5 167 8 267 12 400 5 16.7
More than 10, less than 15 bottles 8 10.8 3 3r5 3 375 2 250
More than 15 bottles 8 2.9 3 500 1 167 2 333
I don’t purchase wine off-premises 21 2.2 4 190 7 333 8 381 2 9.5
Purchase location
Wine store 18 6.3 1 32 4 5.0 7 6.1 6 118
At the wine producer 7 2.4 1 32 3 3.3 3 2.5
Local grocery store 15 53 5 6.7 7 6.1 3 5.9
Supermarket 239 860 39 935 66 850 95 853 39 823
Off-premises wine purchase (%)
Standard bottle (0.750L) 62.1 51.6 65.2 65.1 60.2
Medium bottle (1L) 23.2 25.5 21.7 22.4 25.2
Magnum bottle (1.5L) 2.5 3.7 3.1 1.2 2.4
Bag-in-Box and soft packaging 10.1 14.4 7.9 9.5 11.3
Plastic bottle (various volumes) 2.1 4.8 2.1 1.8 0.9
On-premises wine purchase (%)
Wine by the glass 20.4 22.5 23.7 17.9 18.3
Small bottle (0.187L) 28.0 29.2 31.9 24.9 26.2
Standard bottle (0.750L) 38.6 37.3 34.2 41.6 422
Medium bottle (1L) 12.1 104 9.9 14.8 10.9
Magnum bottle (1.5L) 0.9 0.6 0.3 0.9 24
Wine purchase situation (mean)
Meal and drink with partner/spouse 5.7 5.9 5.6 5.6 5.8
Meal and drink with friends 5.2 5.7 5.1 5.1 5.0
Meal and drink with family 4.9 55 5.0 4.6 5.0
Gift for friends and family celebration 5.2 5.6p 5.4, 5.04 4.9,
Business related gift 4.7 5.4, 4.9.p 4.4, 4.5,
Wine purchase motivation (mean)
For personal pleasure 6.0 5.6 5.9 6.0 6.4
To support the domestic wine industry 3.7 34 3.7 3.8 3.8
Goes well with food 5.0 4.8 5.3 4.9 5.0
Wine is a sophisticated drink 4.8 4.9 5.0 4.6 4.8
Wine attribute importance (mean)
Wine price 4.7 5.3, 4.7 4.5 43¢
Grape variety 4.9 4.8 4.8 4.8 5.3
Wine style 51 4.9 5.2 5.0 5.4
Wine brand 4.9 5.0 5.0 4.9 4.8
Wine vintage 4.3 4.2 4.2 4.3 4.6
Country of origin 4.4 4.7 4.3 4.1 4.7

Note: Values in the same row and sub-table not sharing the same subscript are significantly different at p<0.05
in the two-sided test of equality for column proportions or in the two-sided test of equality for column means.
Tests assume equal variances and are adjusted for all pairwise comparisons within a row of each innermost sub-

table using the Bonferroni correction.
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4.8 IMPORTANCE OF WINE INFORMATION SOURCES AND CHANNELS

This section presents the findings for the importance of the information sources and
channels for the sample and the respective segments. The sample respondents assigned the
highest importance to the opinion of wine experts (BWS = 2.13), followed by recommendations
from friends and colleagues (BWS = 0.94). Wine labels were ranked next with a BWS-score of
0.84 for front labels and 0.54 for back labels. Family members’ recommendations and award
stickers on the bottle are the remaining two items which have positive scores. The results show
respondents attributing the lowest importance to the information on wine provided on the
television (BWS =-1.65), information found in magazines and newspapers (BWS =-1.66), and
information from the internet (BWS = -1.70) (see Table 37, second column).

Table 37: Information sources’ average best-worst scores and ranks for the objective knowledge and sensory
competence segments (N=165)

Tabela 37: Povpreéne ocene »best-worst« virov informacij in rangiranje segmentov, narejenih na podlagi
objektivnega znanja in senzori¢nih kompetenc (N=165)

Objective knowledge segments Sensory competence segments

. Whole sample Low High Low High
Information sources AvQ Avg Avg Avg Avg
BW  gws BW gws BW gws BW gws BW gws
Front label 145(3) 0.84 52(4) 072 93(2) 1.00 85(3) 093 60(2) 0381
Back label 81 (4) 054 12(5) 0.17, 69(3) 0.74 48(5) 053 33(5) 045

Awardstickerson g5 oy 034 4(6) 006 52(4) 056 19(6) 021 37(4) 05

the bottle
Magazines and
onoaners 260 (8) —158 —124(8) —1.72 —136(8) —1.46 —148(8) —1.63 —112(8) —151
:Qfgrrr:‘;?“"” oNthe  og4(9) —1.72 —130(8) —1.81 —154 (9) —1.66 —169(9) —1.86 —115(9) —1.55

Informationon TV —250 (7) —1.52 —120(7) —1.67 —130(7) —14 —143(7) —157 —107 (7) —1.45

Family member

recommendation 77 (5) 047 72(3) 1.00. 5(6) 0.05 51(4) 056 26(6) 0.35
Friend or colleague
recommendation 153(2) 094 102(2) 142, 51(5 0.55 98(2) 1.08 55(3) 0.74

Expert opinion 352(1) 213 158(1) 2.19 194(1) 2.09 197 (1) 216 155(1) 2.09

Note: Information sources’ ranks are presented in brackets next to the B-W score; Avg is abbreviation for
average, and TV for television; Values in the same row and sub-table not sharing the same subscript are
significantly different at p<0.05 in the two-sided test of equality for column means. Tests assume equal variances
and are adjusted for all pairwise comparisons within a row of each innermost sub-table using the Bonferroni
correction

The second level analysis of the clusters show experts and their opinion on wine as the
most important to members of all segments. On the other hand, the internet was ranked as the
least important wine information channel, except by consumers with very low subjective
knowledge, low self-confidence, and high self-confidence about wine. With regard to the second
highest ranked, it was “front label” for respondents with a high level of objective knowledge
and sensory competence and those with the highest level of subjective knowledge and self-
confidence regarding wine. On the other hand, “friends and colleagues” was the second highest
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for the low sensory competence, very low and low subjective knowledge, and low self-
confidence groups (Table 4.37, Table 38, and Table 39). In addition, significant differences were
observed between respondents with different objective knowledge levels with respect to the
importance assigned to “back label” and “friend or colleague recommendation”, with the former
being more important to respondents with high objective knowledge (BWS = 0.74) and the latter
to respondents with low objective knowledge (BWS = 1.42). Back labels were also significantly
more important to respondents with high subjective knowledge (BWS = 1.42) compared to
respondents with very low (BWS = 0.22) and low subjective knowledge of wine (BWS = 0.25)
(Table 38). Concerning the self-confidence segments, significant differences between the
segments were detected for the importance given for the information channel “front label” and
the information source “friend or colleague recommendation”. The former was more important
to respondents with very high self-confidence about wine (BWS = 1.38) compared to members
of other clusters, while the second to respondents with low self-confidence about wine compared
to respondents from other clusters (BWS = 1.69) (Table 39).

Table 38: Information sources’ and channels’ average best-worst scores and ranks for the subjective knowledge
segments (N=279)

Tabela 38: Povpreéne ocene »best-worst« virov informacij in rangiranje segmentov, narejenih na podlagi
sujektivnega znanja (N=279)

Subjective knowledge segments

. Very Low Low Some High
Information sources Avg Avg Avg Avg
BW  gws BW gws BW  gws BW  gws
Front label 12 (4) 0.44 61 (4) 0.64 125 (2) 0.98 43 (2) 1.43
Back label 6 (5) 0.22, 24 (5) 0.25, 77(4) 061, 43(2 1.43;

'k?c\)Ntt?erzd stickers on the 124 044 —10(6) 011 63(5 050 13(4) 043
Magazines and newspapers —55(7) —2.04 —155(8) —1.63 —200(7) —-157 -51(6) —1.70
Information on the internet  —47 (6) —1.74 —157(9) -1.65 -212(9) -1.67 -59(8) —1.97

Information on TV —55(7) 204 —146(7) —154 -204(8) —161 —54(7) —1.80
Family member
recommendation 32(3) 1.19 69 (3) 0.73  38(6) 0.30 4 (5) 0.13
Friend or colleague
recommendation 34 (2) 1.26 116 (2) 1.22 97 (3) 0.76 15 (3) 0.50

Expert opinion 61(1) 226 204(1) 215 269(1) 212  59(1) 197

Note: Information sources’ ranks are presented in brackets next to the B-W score. Values in the same row and
sub-table not sharing the same subscript are significantly different at p<0.05 in the two-sided test of equality for
column means. Tests assume equal variances and are adjusted for all pairwise comparisons within a row of each
innermost sub-table using the Bonferroni correction.

98



Hristov H. The influence of ... knowledge, sensory competence and self-confidence in selection of information sources for wine purchases.

Doctoral Dissertation. Ljubljana, University of Ljubljana, Biotechnical Faculty, 2017

Table 39: Information sources’ average best-worst scores and ranks for the self-confidence segments (N=279)

Tabela 39: Povpre¢ne ocene »best-worst« virov informacij in rangiranje segmentov, narejenih na podlagi
samozavesti (N=279)

Self-confidence segments

. Low Some High Very High
Information sources Avg Avg Avg Avg
B-W BWS B-W BWS B-W BWS B-W BWS
Front label 15(5) 036, 64(2) 076, 104(2) 0.94,, 58(2) 1.38
Back label 9(6) 0.21 37 (4) 0.44 54 (5) 0.49 50 (3) 1.19

Award stickers on the bottle 17 (4) 0.4 14 (6) 0.17 34 (6) 0.31 13 (6) 0.31
Magazines and newspapers —80 (9) —-1.9 —124(7) -1.48 -179(8) —-1.61 —78(8) —1.86
Information on the internet  —71(7) —1.69 -131(9) -156 —196(9) -—1.77 —77(7) -—1.83
Information on TV —74(8) —-1.76 —-127(8) —-151 —177(7) —-159 -81(9) —1.93

Family member
recommendation 44(3) 105 2809 0.3 56 (4) 0.5 15 (5) 0.36

Friend or colleague
recommendation 71(2) 1.69, 60 (3) 0.71 103 (3) 0.93, 28 (4) 0.67y

Expert opinion 81(1) 193 185(1) 2.2 239(1) 215  88(1) 2.1

Note: Information sources’ ranks are presented in brackets next to the B-W score. Values in the same row and
sub-table not sharing the same subscript are significantly different at p<0.05 in the two-sided test of equality for
column means. Tests assume equal variances and are adjusted for all pairwise comparisons within a row of each
innermost sub-table using the Bonferroni correction.

4.9 PRINCIPAL COMPONENT ANALYSIS OF THE SENSORY COMPETENCE
CONSTRUCT

Principal component analysis was performed on the three items of the sensory competence
construct (Table 40). The purpose was reducing the dimensionality of the uncorrelated items.
The appropriateness of the principal component analysis was determined using the Kaiser-
Meyer-Olkin measure of sampling adequacy and Bartlett's test of sphericity. The results for
these measures, as well as for the component loadings, eigenvalue, and variance, are presented
in Table 40.

Table 40: Principal component analysis on the sensory competence construct (N=165)

Tabela 40: Analiza glavnih komponent za konstrukt senzori¢nih kompetenc (N=165)

Sensory competence items Compc_)nent Eigenvalue Var!ance
loading explained %

Please taste the wine and classify it into one of the following ... 0.504

Of the following, please indicate the taste sensation that stands out: 0.716 1.264 42.1

Using your wine sensory skills, classify the wine into one of the ... 0.705

The Kaiser-Meyer-Olkin measure of sampling adequacy 0.62

Bartlett's test of sphericity (significance level) 0.05
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The analysis revealed the presence of one component with an eigenvalue above 1. 42.1%
of the variables’ variance was explained by this component. In addition, a scree plot was created
(Annex 5), which also confirmed the presence of one component.

The pricipal component analysis allows each respondent to be assigned a score. The
variable created in this procedure was named “sensory competence”. Hereafter, it is used in
estimating the construct assessing sensory competence in wine.

4.10 ANALYSIS OF THE HYPOTHESES

A considerable amount of research has been devoted to understanding the processes by
which consumers arrive at some type of purchase decision. Several researchers have suggested
that there are no clear answers to what motivates consumers in their selection of a wine. Thus,
the hypotheses in this study are:

- H1: Prior wine experience is related positively to subjective knowledge in decision
making.

- H2: Prior wine experience is related positively to objective knowledge in decision making.
- H3: Prior wine experience is related positively to sensory competence in decision making.
- H4: There is a relationship between objective knowledge and sensory competence in
decision making.

- H5: Sensory competence is related positively to self confidence in decision making.

- H6: Subjective knowledge is related positively to self-confidence in decision making.

- H7: Objective knowledge is related positively to self-confidence in decision making.

- H8: Self-confidence is related positively to direct observation of extrinsic product
attributes in decision making.

- H9: Self-confidence is related negatively to impersonal sources of wine information in
decision making.

- H10: Self-confidence is related negatively to personal sources of wine information in
decision making.

To test the hypothesised model, the structural equation modelling (SEM) process
described by Byrne (2004), Kline (2005) and Tabachnick and Fidell (2007) was followed. The
hypothesised model assumes no direct effects of the objective knowledge, subjective
knowledge, and sensory competence constructs on variables measuring the importance of
extrinsic attributes as well as personal and impersonal information sources, but rather presents
self-confidence as a mediating variable.

Using the Windows version of the Statistical Package for Social Sciences (SPSS 21), the
first step was determining the underlying structure of the sensory competence construct using
principal component analysis. The reason for this lied in the low reliability score, measured
using the Kuder-Richardson formula on the data from the pilot study. The second step was to
confirm the measurement model using the Analysis of Moment Structures (AMOS 21) software
package. Next, the hypothesised structural model was tested. After the hypothesised model and
hypotheses were fully tested, the saturated model was examined. It was analysed to determine
whether objective knowledge, subjective knowledge, and sensory competence had a mitigating
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effect on the self-confidence construct, and whether latter had a mitigating effect on consumers’
selection of different sources of information when making a wine purchase decision.

4.10.1 The measurement model

A confirmatory factor analysis of the hypothesised model was performed to identify
whether the measurement items reliably reflected the a priori latent constructs of prior
experience, objective and subjective knowledge, self-confidence, personal and impersonal
sources, and extrinsic product attributes. Following the work by Ryu and Jang (2007),
Cronbach’s alphas, item reliabilities, composite reliabilities, average variance extracted (AVE),
maximum shared variance (MSV), and average shared variance (ASV) were computed to check
whether the measurement items were valid in measuring each construct. The AVE should
exceed 0.50 in order for convergent validity to be met (Hair et al. 2006), the AVE for each
construct greater than the MSV and the ASV score. and the square root of AVE greater than
inter-construct correlations for discriminant validity to be supported.

The confirmatory factor analysis was computed to determine the underlying structures of
eight latent variables: prior experience, subjective knowledge, objective knowledge, sensory
competence, self-confidence, personal sources, impersonal sources, and direct observation of
extrinsic product attributes. The use of confirmatory factor analysis was similar to the approach
adopted in the studies of Ryu and Jang (2007) and Yuan et al. (2005). The indicators were
restricted to have nonzero coefficients only for their associated constructs, the error covariances
for the indicators were set to 0, and the coefficients of one indicator for each construct were set
to 1. All the restrictions imposed were sufficient to attain the necessary condition for the
identification of a structural equation system. Table 41 presents the scale items and confirmatory
factor analysis results. In addition, the criteria related to the construct reliability and validity are
presented.

With the exception of the factor loading scores of the items “How many bottles did you
purchase per month” (0.66) and “How often did you drink wine at restaurants/bars?”” (0.61), all
were above 70%, indicating acceptable internal consistency. Regarding the individual item
reliabilities (squared multiple correlations), which indicate the lower bound of the reliability the
estimates of all the items except for the aforementioned two ranged from 0.50 to 0.82, indicating
an acceptable level of reliability (Hair et al. 2006). The internal consistency of the constructs
measured with Cronbach’s alpha coefficient and the Kuder-Richardson formula was acceptable
and ranged from 0.70 to 0.90. The composite reliabilities of the constructs ranged from 0.73 to
0.88 and were in accordance with the recommendation by Hair et al. (2006) to exceed 0.7. The
convergent validity, in terms of the AVE value, in the six tested constructs was greater than 0.50
in all cases, confirming the acceptable level of validity. For the sensory competence variable,
the reliability and validity were not assessed since no suitable empirical tests exist (Coltman et
al. 2008). In the measurement model, the sensory competence variable was measured with a
single item. In addition, high correlations between the items of the different dimensions of the
external search construct were observed. This affected the fit of the model. In order to resolve
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this issue, items not fitting the desired model were removed, leaving the model with one latent
variable less. The variable excluded from the model was “impersonal information sources”.

Table 41: Scale items and confirmatory factor analysis results for the hypothesised model (N=165)

Tabela 41: Indikatorji lestvic in rezultati potrditvene faktorske analize za hipoteti¢ni model (N=165)

Target factor Item

. ... CR AVE ASV MSV
loadings  reliabilities

Constructs (Cronbach’s Alpha)

Prior experience (0.70) 0.73 050 0.16 0.42
How many bottles did you purchase per month? 0.66 0.44
How often did you drink wine at restaurants/bars? 0.61 0.40
How often did you drink wine at home? 0.81 0.65

Objective Knowledge (KR20 = 0.72)!
Sensory competence? (42% variance extracted with one principal component)

Subjective knowledge (0.82) 0.83 0.62 0.19 0.54
Compared to others you know, how .... 0.84 0.70
Compared to my friends, | am an expert 0.79 0.62
Compared to a wine expert, how knowledgeable ... 0.72 0.53

Self-confidence (0.87) 0.88 0.70 0.04 0.09
| often have doubts about the wine purchase ... 0.77 0.60
I often wonder whether 1 made the right ... 0.90 0.82
I frequently agonise over my purchases ... 0.83 0.70

Direct observation of extrinsic product attributes (0.75) 0.76 0.61 0.13 0.35
Front label (brand, grape variety, vintage etc.) 0.70 0.50
Back label (paring with food, aroma profile, storage
conditions, producer information etc.) 0.86 0.73

Impersonal sources (0.80) 0.8 057 015 0.40
Internet information (social media, winery webs) 0.74 0.54
Magazine and newspaper information 0.77 0.59
Information on television (wine programmes) 0.76 0.58

Personal sources (0.81) 0.81 0.69 0.17 0.40
Friend or colleague recommendation 0.86 0.64
Family member recommendation 0.80 0.73

Note: CR = Composite reliability; AVE = Average variance extracted; MSV = Maximum shared variance;
ASV = Average shared variance.

! the objective knowledge construct was measured with six binomial variables; two variables (questions 45 and
46) were excluded from the analysis as they affected the construct’s internal consistency

2 The sensory competence construct was measured using a single item with data obtained from the principal
component analysis.

The discriminant validity was established where Maximum Shared Variance (MSV) and
Average Shared Variance (ASV) were lower than the Average Variance Extracted (AVE). This
was detected for all constructs. In addition, the square root of AVE was confirmed to be greater
than inter-construct correlations, which demonstrated support to the discriminant validity (Table
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42). In summary, the measurement of the specified model showed good evidence of reliability
and validity for the operationalization of the latent constructs.

Table 42: Square root of AVE and inter-construct correlations

Tabela 42: Kvadratni koren AVE in korelacije med konstrukti

Constructs Personal OK Direct Prior sc Impersonal Sglf-
sources Observat.  EXp. sources confidence

Personal sources 0.828

Obijective knowledge —0.350 0.527

Direct observation of

extrinsic product —0.591 0.274 0.778

attributes

Prior experience —0.269 0.448 0.379 0.690

Sensory competence —0.309 0.257 0.022 0.241  0.403

Impersonal sources —0.636 0.085 —0.382 0.009 0.334 0.755

Self-confidence —0.126 0.151 0.242 0.303 0.046 —0.007 0.838

Subjective knowledge —0.356 0.524 0.351 0.647 0.247 0.136 0.281 0.785

Note: Inter-construct correlations are below the diagonal, the square root of AVE on the diagonal.

4.10.2 Hypothesised model

The relations among prior experience, subjective and objective knowledge, sensory
competence, self-confidence, observable extrinsic product attributes, and personal and
impersonal information sources and channels were explored in a structural model. The proposed
model, as a result of the high correlations between the items measuring the three dimensions of
external search, showed inadequate fit to the data. In order to improve the fit statistic,
insignificant pathways were removed from the hypothesised model, leading to the elimination
of the “impersonal sources of information” construct. The new model depicted in Figure 10 was
named “modified hypothesised model”. It included seven latent variables with 20 measuring
items. Dotted lines in the figure indicate non-statistically significant paths while solid lines show
significant paths.

The results of the standardised parameters’ estimate and significance values are shown in
Table 43. The results revealed causal relations between consumers’ past experiences with a wine
product and their subjective knowledge, objective knowledge, and sensory competence in wine;
the strongest was the relationship with subjective knowledge (B = 0.65, p < 0.01), supporting
Hypotheses 1, 2, and 3. The relationship with subjective and objective knowledge has also been
demonstrated in the research studies by Barber (2009), Dodd et al. (2005), and Raju et al. (1995).

Subjective knowledge (p = 0.42, p < 0.05) was found to be significant predictor of a
consumer’s self-confidence, a finding that supports Hypothesis 6 and was also reported in a
study by Barber (2009). The same was not found for objective knowledge and sensory
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competence. As a result, Hypotheses 5 and 7 were not supported. The results concerning
Hypothesis 7 contrast with those presented by Barber (2009), who found objective knowledge
to be a significant predictor of a consumer’s self-confidence. In addition, self-confidence was
found in the same study (Barber 2009) to affect the reliance on observable extrinsic product
attributes (B = 0.27, p < 0.01). This shows support for the statement presented in Hypothesis 8.
Finally, the path from self-confidence to the personal information sources (f = -0.15, p = 0.13)
was not significant, although the coefficient was directionally correct as stated in Hypothesis
10.

Objective
knowledge

Personal sources

-0,15.-""H10

Prior Experience Sensory competence  f----------------- Self-confidence

Direct observation
of extrinsic
attributes

Subjective
knowldge

Figure 10: Modified hypothesised model showing standardised path estimates
Slika 10: Spremenjeni hipoteti¢ni model s prikazom ocenjenih standardiziranih poti

The remaining findings for the modified hypothesised model show that more prior
experience has the indirect effect of increasing a consumer’s self-confidence (f = 0.2, p < 0.01),
decreasing their reliance on personal information sources (f = -0.26, p < 0.01), and increasing
the importance assigned to extrinsic product attributes (f = 0.27, p < 0.01) (Table 43). Indirect
effects were also found for subjective and objective knowledge. An increase in subjective
knowledge affects positively the reliance on label extrinsic attributes (f = 0.06, p < 0.05). The
opposite is true for objective knowledge. The results show more objective knowledge negatively
affects reliance on label extrinsic information (B = -0.02, p < 0.05). Regarding the strength of
these effects, none warrants particular attention.

Table 44 presents the findings for the fit indices for the modified hypothesised model.
After removing the “impersonal information sources” dimension of the external search
construct, the model’s fit statistics improved.
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Table 43: Modified hypothesised model: Standardised coefficients and p-values (N=165)

Table 43: Spremenjeni hipotetiéni model: Standardizirani koeficienti in p-vrednosti (N=165)

Hypothesised Path Standardised Coefficient Path p-value  Hypothesis
Self-confidence -> Personal -0.15 0.13 Hio: Not supported
Self-confidence -> Impersonal® Hs: Not supported
Self-confidence -> Direct observation of o

extrinsic product attributes 0.27 0.00 Hs: Supported
Objective knowledge -> Self-confidence -0.17 0.36 H7: Not supported
Subjective knowledge -> Self-confidence 0.42" 0.02 He: Supported
Sensory competence -> Self-confidence 0.06 0.74 Hs: Not supported
Prior experience -> Sensory competence 0.39" 0.04 Hs: Supported
Prior experience -> Objective knowledge 0.44™ 0.00 Ha: Supported
Prior experience -> Subjective knowledge 0.65™ 0.00 Hi: Supported

Note: Significance levels: " p < 0.05, ™ p < 0.01

Table 44: Overall goodness-of-fit comparisons for the modified hypothesised model

Tabela 44: Testi skladnosti za spremenjeni hipoteti¢ni model

2

Model e df L p  NFI IFI TLI  CFI RMSEA
Ratio
Hypothesised Model 238.68 162 147 000 081 093 091 093 0.05

NFI = Normed fit index

IFI = Incremental fit index

TLI = Tucker-Lewis fit index

CFI = Comparative fit index

RMSEA = Root mean square error of approximation

4.10.3 Partial mediating model

One of the objectives of this research study was to determine the effect, if any, of
knowledge (subjective and objective), sensory competence, and self-confidence on the selection
of different sources of information during wine purchase. Figure 11 presents the structural
equation diagram, showing the direction and magnitude of the direct impact using standardised
path coefficients. Dotted lines indicate non-statistically significant paths while solid lines show

significant paths.

3 The hypothesized model was tested as specified in Section 3.4. As significant direct and indirect paths toward the
construct representing impersonal sources of information were not found and since the hypothesized model with
impersonal sources of information provided very poor fit to the data, the hypothesized model was modified by
means of removing the construct of impersonal sources of information.
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Figure 11: Partial mediating model showing standardised path estimates
Slika 11: Delni posredovalni model s prikazom ocenjenih standardiziranih poti

In Table 45, the standardised coefficients and respective p-values of the saturated model
are presented. Significant direct paths were found from prior experience to subjective
knowledge (B = 0.66, p < 0.01), objective knowledge (B = 0.45, p < 0.01), and sensory
competence (= 0.18, p < 0.05). Moreover, a significant direct path was found from subjective
knowledge to self-confidence (p = 0.42, p < 0.05). There were no significant direct paths found
from subjective knowledge, objective knowledge, or sensory competence to the different
dimensions of external information search.
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Table 45: Partial Mediating Model: Standardised Coefficients and p-values (N=165)

Tabela 45: Delni posredovalni model: Standardizirani koeficienti in p-vrednosti (N=165)

Hypothesised Path Standardised Coefficients Path  p-value
Objective -> Direct observation of extrinsic product attributes -0.01 0.96
Objective -> Personal -0.13 0.56
Sensory -> Direct observation of extrinsic product attributes -0.06 0.46
Sensory -> Personal -0.11 0.20
Subjective -> Direct observation of extrinsic product attributes 0.38 0.16
Subjective -> Personal -0.27 0.21
Self-confidence -> Direct observation of extrinsic product attributes 0.14 0.16
Self-confidence -> Personal -0.03 0.72
Subjective -> Self-confidence 0.42 0.02
Objective -> Self-confidence -0.18 0.37
Sensory -> Self-confidence 0.01 0.72
Prior experience -> Objective knowledge 0.44 0.00
Prior experience -> Sensory competence 0.22 0.05
Prior experience -> Subjective knowledge 0.66 0.00

Note: Significance levels: * p <0.05; ** p < 0.01.

The results of the standardised parameter estimate and significance values are shown in
Table 46. This model, based upon the model-fit-indices (y2/df = 1.24, IFl = 0.97, CFI = 0.96
and RMSEA = 0.04), showed very good fit to the data.

Table 46: Overall goodness-of-fit comparisons for the partial mediating model

Tabela 46: Testi skladnosti za delni posredovalni model

2

Model 1 df R;‘tio p NFl IFl  TLI CFI  RMSEA

Partial Mediating

207.922 156 1.333 0.003 0.83 0.95 0.94 0.95 0.04
Model

NFI = Normed fit index

IFI = Incremental fit index

TLI = Tucker-Lewis fit index

CFI = Comparative fit index

RMSEA = Root mean square error of approximation

4.10.4 Parsimonious model

This section deals with finding the most parsimonious or the best fitting model. A
parsimonious model is defined as a model with as few parameters as possible for a given type
of model (Kline, 2005). For instance, saturated models always have perfect goodness-of-fit to
the data. According to Byrne (2004) and Kline (2005) the purpose of structural equation
modelling is eliminating some of the effects while still being able achieving satisfactory
goodness-of-fit.

A parsimonious model is the most incomplete model that still achieves a satisfactory level
of goodness-of-fit. The restricted model is tested to see if significantly differ from the saturated
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model. If significant difference is confirmed, then can be concluded that the effects omitted from
the saturated model were not needed to explain the observed distribution of data.

In this study the research hypotheses stated that the relationships of subjective knowledge,
objective knowledge, and sensory competence are mediated by the self-confidence construct
(modified hypothesised model) and would create a parsimonious model fit. This was tested by
constraining the direct effects of objective knowledge, subjective knowledge, and sensory
competence on extrinsic attributes and sources of information to zero in the partial mediated
model. Two methods are generally used to compare which hierarchical (nested) path models:
model trimming and model building. Typically, at least one previous path is fixed to zero and/or
another is set as a free parameter. Kline (2005) argue, as a model is trimmed, it becomes worse
(x*m increases), while conversely model fit improves when paths are added (%?m decreases). To
verify this result, the chi-squared difference test ( Kline, 2005; Tabachnick and Fidell, 2007)
was used. It was used to determine the statistical significance of the decrease in overall fit as
paths are eliminated and, ultimately, which model best fits the data and explains the sensory
competence and self-confidence constructs’ effects on the sources of information selected. In
addition, the AIC values were compared to determine the model with the lowest AIC value.

The comparison is made by subtracting the y?m of one model from the x*m of another, upon
which the y%pirr difference is examined using the dfpir difference of the degrees of freedom
between the two models. The y?pif statistic tests the null hypothesis of identical model fit to the
two hierarchical models using the same data. Smaller values of the y?pitt lead to failure and
having to reject the equal-fit hypothesis while larger values support the equal-fit hypothesis
(Kline, 2005; Tabachnick and Fidel, 2007).

Table 47: Overall goodness-of-fit comparisons for the Modified Hypothesised and Partial Mediating Models

Tabela 47: Testi skladnosti za hipoteti¢ni in delni posredovalni model

2
sz df R?;lctio p AIC NFI IFI  TLI CFI RMSEA

Model

'(\f'A‘;d'f'Ed hypothesised Model o307 165 147 000 35592 081 093 091 093  0.05

Partial Mediated Model (B) 2079 156 1.33 0.02 34170 0.83 095 094 095  0.04
X2Diﬁ dfoirr

Chi-squared Difference (A-B)  30.8 6 0.00

Note: NFI = Normed fit index; IFI = Incremental fit index; TLI = Tucker-Lewis fit index; CFl = Comparative
fit index; RMSEA = Root mean square error of approximation; AIC = Alkaline information criteria

When comparing the hypothesised model (A) with the partial mediated (saturated) model
(B), the model trimming resulted in the rejection of the equal-fit hypothesis, which suggests that
the full model had been oversimplified. However, the goal of model trimming and building is
to find a parsimonious model that still fits the data reasonably well; that is to say, one that has
the least number of paths. The results of the testing, reflected in Table 47, show that the modified
hypothesised model explains the data well.
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4.10.5 Relationship between objective knowledge and sensory competence

To investigate the relationship between objective knowledge and sensory competence,
confirmatory factor analysis was used. Namely, a correlation analysis was implemented, with
the objective knowledge variable calculated by summing respondents’ correct answers to the
questions of the objective knowledge test. With regard to the sensory competence variable, the
respondents’ scores from the principal component analysis were used. The objective knowledge
construct was measured using six of the eight items of the objective knowledge scale. Questions
45 and 46 were excluded from the calculation as they were found to negatively influence the
reliability of the measure.

Following Srinivasan and Ratchford’s (1991) recommendation, the constructs included in
the model were measured using a single item. The items’ loadings were fixed to 1 and the error
variance to 0.3. By doing this, 70% of the indicator’s variability was allocated to the latent
construct. For the objective knowledge variable, this was justified by the findings for the
construct’s internal consistency, which measured with the alpha coefficient showed that 72% of
the items’ variability had been explained by the latent construct. In respect of the sensory
competence variable, the methodology that had been applied in the selection of the wine samples
justified this approach. In addition, the two-stage sampling procedure ensured that the
respondents’ sensory skills in wine had been accurately determined.

The results of the confirmatory factor analysis showed no evidence of a relationship
between objective knowledge and sensory competence in wine (z = 1.75, p > 0.05). The
probability of getting a critical ratio as large as 1.75 in absolute value was 0.081, making the
covariance between objective knowledge and sensory competence, at the 0.05 level, not
significantly different from zero. In light of this, the hypothesis arguing for the existence of such
a relationship was rejected. The result obtained with this analysis is similar to the one published
by Frest and Noble (2002) indicating no relationship between consumers’ objective knowledge
and sensory expertise in wine.
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5 CONCLUSIONS

This study has provided an insight into the consumption and purchasing behaviour of
young wine consumers. It also revealed some of the factors influencing these behaviours. Whilst
this information carries practical benefits in terms of predicting the behaviour of young wine
consumers, it has also added to understanding of consumers on the theoretical level. It is
expected that these theoretical contributions will be of interest and assistance to subsequent
consumer behaviour researchers.

The primary aim of this research was to investigate the concept of consumer wine
information search. A theoretical model and a combination of online and on-location survey
was developed on the basis of an extensive literature review. Following this research,
hypotheses were formulated and investigated in order to determine the effect of prior
experience, subjective and objective knowledge, sensory competence, and self-confidence on
the selection of sources and channels of information on wine. This chapter draws conclusions,
provides suggestions for future research, and recognises limitations.

5.1 STUDY FINDINGS

Past research has clearly demonstrated the importance of information search within the
consumer buying process. Scholars have identified several sources used by consumers in order
to obtain information relevant to their purchase situation. The findings of this study have
provided confirmation of the previous studies, indicating that personal sources and product
extrinsic characteristics exert significant influence on the purchase decisions of consumers for
wine. The findings of this study also agree with the rich literature identifying labels as an
important source providing valuable information to consumers (Atkin and Thach, 2012; Elliot
and Barth, 2012). In agreement with previous research, the study shows reference groups
playing a significant role in young consumers’ decision for wine (Chaney, 2001; Hristov and
Kuhar, 2014a). However, the presented importance varies based upon subjects’ prior
experience, subjective knowledge, and self-confidence regarding wine. As presented by Atkin
and Thach (2012) and Alba and Hutchinson (1987), the study demonstrates a strong reliance of
young consumers on the expertise of others, specifically the advice of peers and wine experts.
This importance probably stems from the feedback and clarification opportunity available in
interpersonal exchanges, but also from the consumers’ perception of these non-commercial
sources as objective and neutral. Furthermore, both front and back label were rated high by
respondents, suggesting preferable assistance on young consumers’ wine decision choices.
Overall, front labels were seen as slightly more important than back labels, however the
importance of both was mediated by individuals’ subjective knowledge and self-confidence
regarding wine. Although the literature highlights the importance of media presented
information for wine (Olsen et al., 2006), the findings of this study do not provide confirmation
on this.
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The Latent Class Cluster Analysis conducted upon respondents’ subjective and objective
knowledge, sensory competence, and self-confidence regarding wine resulted in four subjective
knowledge and self-confidence cluster segments and two objective knowledge and sensory
competence cluster segments. Each of the clusters has its characteristics, adding valuable
theoretical and practical information about the wine behaviour of young adults.

With regard to product knowledge, this study was unusual in that it examined four aspects
of wine knowledge. The measurement of prior experience, objective knowledge, subjective
knowledge, and sensory competence enabled this study to consider how these constructs relate
to each other, and the results add considerably to the theory concerning consumer knowledge of
wine.

The present research has identified and empirically tested a model of potential the
influencers of consumers’ preferences in the search for wine information. Ten research
hypotheses were postulated to evaluate how past experience, knowledge (objective, subjective,
and sensory), and self-confidence affect purchasing decisions through the sources of
information selected. Hypotheses 1, 2, and 3 proposed a causal positive relationship between
past experiences with wine on the one hand and subjective and objective knowledge as well as
sensory competence on the other. The three hypotheses have found support in the strong causal
relationships identified. The relationship with subjective knowledge was the strongest,
suggesting that an increase in usage experience would significantly increase subjective
knowledge, while sensory competence and objective knowledge would increase by a lesser
extent. In fact, what the findings suggest is that what wine consumers believe they know about
wine is more closely associated to their wine experiences than to their actual wine knowledge.
The findings are in line with the previous research showing that the relationship between
objective knowledge and usage experience is not as strong as the relationship between usage
experience and subjective knowledge (Dodd et at, 2005; Park et al., 1994; Barber 2009).
Regarding sensory competence, a similar effect was observed as that found between prior
experience and objective knowledge.

Among the other findings, this study shows a difference in respect to the overall objective
knowledge as compared to the results of Barber (2009). In this study, 47.6% of the respondents’
answers in the objective knowledge test were correct, while Barber (2009) reported an overall
objective knowledge of 63.8% for his sample. The difference is probably to be explained with
the different data collection methods used in both studies. Barber (2009) collected data by means
of an online survey, whereas this study used a paper-based, on-location test. Regarding
subjective knowledge, comparable results were observed, more precisely the study by Barber
(2009) presents an average subjective knowledge of 3.4 out of 7, while this study found the
average subjective knowledge of 3.6 out of 7.

Alba and Hutchinson (1987) and Park et al. (1994) suggest that experience with a product
leads to product knowledge and that it can, regardless of low actual knowledge, build confidence
in knowledge. According to Loibl et al. (2009), this increase in knowledge can result in an
increase in self-confidence in purchasing decisions. In this context, the present research has
found that 11 years of experience with wine resulted in higher self-confidences (5.1 out of 7)
compared to subjective knowledge (3.4 out of 7) of wine.
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Of hypotheses 5, 6, and 7, only the sixth hypothesis was supported with a strong causal
relationship between subjective knowledge and self-confidence. Indeed, what Barber (2009)
found for the relationship between objective knowledge and self-confidence, this study has not
provided evidence for. Regarding subjective knowledge, the relationship with self-confidence
was strong, suggesting that what individuals believe to know about wine influences their self-
confidence.

Although Park and Lessig (1981) acknowledge that both objective and subjective
knowledge measures are valid measures of product class knowledge, their findings suggest that
subjective measures better explain consumer strategies because they are based upon perceptions,
i.e. what consumers think about their product knowledge.

The findings of this research show that the levels of self-confidence could possibly be
regarded as an addition to and part of perceived knowledge levels. The previous agree with what
Park and Lessig (1981) have found. The authors suggest that measures of self-assessed
knowledge can reflect both, self-confidence and objective knowledge levels. The other results
show that knowledgeable consumers are apt to rely on internal memory searches in their
purchase decisions. Because subjective knowledge has been demonstrated to increase with each
consumption experience, consumers who think they know much about wine could probably be
regarded as long-time wine users. Retaining these repeat customers by keeping them satisfied
might decrease their external search effort.

The next hypotheses tested were 8, 9, and 10. Of the three, only the eighth hypothesis was
supported and has confirmed the existence of a positive significant relationship between self-
confidence and direct observation of extrinsic product attributes. This finding was expected
since higher levels of self-confidence signal the consumer’s preference for label information as
a trusted source of information over external sources such as friends and relatives in wine
purchasing decisions.

Among the objectives of this study was determining the mediating effect of self-
confidence on objective knowledge, subjective knowledge, and sensory competence in using
information sources for wine. The literature has shown that subjective and objective knowledge
significantly influence the preference toward the three sources of information examined within
the study, however, the findings of the present study do not provide confirmation for this.
Although, not previous information exist, however expecting sensory competence to be
positively related to direct observation of extrinsic product attributes and impersonal sources,
and negatively related to personal information sources, the construct fails to attest a significant
relationship to any of the proposed dimensions of external information search. Testing the
partial mediated model resulted in no significant direct paths. In addition, no significant direct
paths were found from subjective knowledge to “label extrinsic attributes” and “personal
sources”, which is in contrast to what Dodd et al. (2005) and Barber (2009) report. In terms of
objective knowledge, the results support the findings of Barber (2009) of no relationship with
“personal sources” and “self”” while contrasting the findings of Dodd et al. (2005) of a significant
relationship with “impersonal sources” and “self”.

There was an indirect positive effect of subjective knowledge and indirect negative effect
of objective knowledge on “label extrinsic attributes” through self-confidence. Only a portion
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of the direct effect of subjective and objective knowledge on self-confidence is transmitted to
“direct observation of extrinsic attributes”, providing confirmation that self-confidence
mediates subjective and objective knowledge. The other findings show that more prior
experience indirectly affect consumers’ self-confidence, decreases reliance on personal
information sources, and an increases the importance of product extrinsic attributes.

This study provides confirmation of the importance of past experience in consumer wine
decision making. It shows that this construct is the most influential predictor of a consumer’s
level of sensory competence as well as subjective and objective knowledge. The study also
documents differences between consumers’ perceived and actual product knowledge. It shows
furthermore that higher levels of self-assessed knowledge correspond to higher levels of self-
confidence. This, in turn, increases the consumer’s probability of relying on themselves and
their own observations of extrinsic wine information rather than relying on other sources.
Objective knowledge and sensory competence play a smaller role in this process.

The findings agree with those presented by Frgst and Noble (2002) of no relationship
between objective knowledge and sensory competence in wine. The authors recommended both
components of wine expertise be examined separately and their influence on the behaviour of
consumers investigated independently. Their other findings include a positive relationship
between objective and subjective knowledge, which is also reported by Goldsmith and
d’Hauteville (1998), Philippe and Ngobo (1999), and Goldsmith (2000).

The primary aim of this study was establishing the validity and reliability of a consumer
behaviour model integrating several aspects of product knowledge. The tested model tested has
added to the existing body of knowledge of consumer wine behaviour by indicating that self-
confidence and the four aspects of wine knowledge are important constructs in the theory of
consumer decision making and that they might be crucial for a better understanding of consumer
wine behaviour.

I have approached this study with a desire to make progress in consumer behaviour
research as it pertains to the wine industry. The endeavour was undertaken with the belief that
concern and awareness about the role of cognitive and perceptual aspects of knowledge in
consumer decision theory is not a less popular topic, but rather a new paradigm in marketing
research. In order for any business to make continuous progress, it must keep up with product
innovations, understand consumers, and meet their demands. In this regard, the study offers
exclusive knowledge of an attempt at constructing a measure of consumer sensory competence
in wine. The process that | have gone through, despite following the accepted procedures on
latent scale development (Clark and Watson, 1995; Hinkin et al., 1997), did not deliver the
expected result. That is to say, the instrument used to measure young consumer’s Sensory
competence in wine has failed to produce a reflective latent construct. However, by use of
principal component analysis, the study has succeeded in developing a formative construct. The
rationale behind this failure lies in the difficulties with determining the causality in the relation
indicator—latent construct. This obstacle has been pointed out in the literature and was expected
when developing a measure for sensory expertise in wine. According to the literature, there is
no consent yet about what determines sensory expertise in wine. Parr et al. (2002) and Parr et
al. (2004) contend that superior perceptual skills rather than enhanced semantic and odour
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recognition memory structures are responsible for experts’ superior performance in wine. On
the other hand, Ballester et al. (2008) and Hughson and Boakes (2002) think that wine expertise
is the results of a superior cognitive rather than perceptual skill. The findings of this study show
that both arguments stand. The developed sensory competence instrument shows that if both
skills are assessed, the formative construct is what should be expected, or otherwise if only the
conceptual (experiential knowledge) skill is assessed, the reflective construct is likely to emerge.

The recommendation for a future study is to include a larger sample of respondents and
more questions for assessing different, but specific aspects of sensory competence in wine. In
this regard, the formulation of the questions is important. Depending on whether the instrument
encourages the investigation of specific experiential knowledge or requests the identification of
non-specific wine sensory skills, for instance the recognition of sweetness level, could affect the
direction of the causality and the reliability of the construct. The instrument created for this
study includes six items, of which four test experiential knowledge and two assess the ability of
the respondents to distinguish gustatory components not exclusive to wine. From the results, it
is evident that the combination of questions, although this was expected, did not provide a
reliabile reflective measure. A future study should include more sensory test questions which
through a process of filtration will be reduced into a few that will be able to produce a reliable
reflective latent measures.

5.2 MANAGERIAL IMPLICATIONS

With wine marketing being extremely challenging and highly competitive (Thach and
Olsen, 2006), there is a need for the global wine industry to improve its management skills
(Zalan and Lewis, 2014). One element of this improvement is the marketing management skill.
This research study aims to help addressing this need through a better understanding of young
consumer knowledge, external information search, and purchase self-confidence as well as its
implications for wine marketers.

Today consumers face an increasingly difficult challenge in making purchase decisions.
They are typically overwhelmed by information from different sources, which include
advertising, news articles, direct mailing, and the growing number of online communication
forms. That the variety of products and services available to consumers also continues to grow
serves to further compound their difficulties. Consequently, many consumers fear making the
wrong decision because of the possible repercussions in financial, social, and emotional terms.
On the other hand, marketers face challenge of choosing the right medium in order to present
consumers with information on which to base their decisions. This is not a simple task because
marketers do not necessarily know what information source an individual or group uses in the
search process. The findings of this study shed some light on this dilemma. They generally
indicate that young adults use various sources of information when deciding which wine to
purchase. More specifically, the study suggests that apart from the well-known socio-
demographic variables for segmenting consumers, marketers should use knowledge and self-
confidence when designing communication strategies aimed at young adults. These strategies
should be specifically designed to target segments based on knowledge and self-confidence via
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different information sources and channels. The latter was confirmed by significant differences
among different knowledge and self-confidence segments in the use of different sources of
information for wine. For example, the study has shown that a young adult with a high level of
objective knowledge of wine is more interested in seeking information on wine labels, which is
not the case with subjects with a high sensory competence in wine, who base their decision for
a wine upon the expertise of others. Furthermore, young adults with lower levels of subjective
knowledge of wine have been shown to be prone to seek word-of-mouth information.
Conversely, young adults with high levels of subjective knowledge are likely to search for
information on the labels.

Another suggestion is for marketers to attempt targeting consumers based on their
knowledge and preference of wine attributes. The findings of this study show that the style of
the wine, the grape variety, and the brand name are the most important attributes in young
consumers’ decisions for wine. Interestingly, the country of origin has less of an influence. The
analysis of a segment base has identified significant differences among consumers with different
levels of objective knowledge of wine. Consumers with high objective knowledge award higher
importance to “grape variety” and “wine vintage” compared to low objective knowledge
respondents. In respect to subjective knowledge, were observed significant differences between
the different segments for the attributes “grape variety”, “wine style”, and “wine vintage”. With
increased levels of subjective knowledge of wine was observed an increase in the mean
importance score of “grape variety”, “wine style”, “wine vintage”, and “country of origin”.
Furthermore, the results sugest using price when targeting consumers with different levels of
self-confidence regarding wine. The findings show increase in the importance of price with
decrease in the level of self-confidence regarding wine.

The study has provided a number of interesting insights into the wine behaviour and
information search of young adults. These insights are of importance to wine producers and
marketers. who must develop strategies to influence these consumers. It is essential that such
strategies are especially effective at a time when the global wine market is becoming
increasingly competitive. As young adults are a segment important for future market grow, the
study provides valuable information for targeting this population and for improving the
competitiveness of the wine sector against other alcoholic beverage sectors. Moreover, based
on the results regarding objective knowledge of and sensory competence in wine, much has to
be done in educating young adults about wine. By increasing their knowledge and sensory
experience, their confidence about wine will increase so that they might drink more and explore
new wine products. Through this education, wineries can remove the mystique surrounding
wine and change the consumers’ perception such that wine could be consumed on an everyday
basis, or they can enhance the knowledge of people who are already familiar with wine and want
to continue their practice and education.
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5.3 LIMITATIONS OF THE STUDY

There are several limitations to this study, as well as opportunities for future research. The
primary limitation is the small sample size that numbered 165 respondents with fully completed
objective knowledge and sensory competence questions. Although the initial sample size of
those who completed the online survey was large enough, was observed a low interest of the
respondents to participate in wine tastings, which resulted in a lower number of completed in-
place questionnaires. Another limitation is the non-probabilistic (judgment) sample limited to a
single country — the Republic of Macedonia. Moreover, the study only examines the young adult
segment of the wine market. It would be useful in a future study to increase the sample size and
to include other wine market segments.

54 RECOMMENDATIONS FOR FUTURE RESEARCH

The conclusions from this study open up many areas for future research. The current study
was an initial investigation of the effect of the sensory competence construct on consumers’
wine behaviour. The research answered a number of questions concerning the role that sensory
competence plays in wine purchases and information search, the relationship with past
experience, knowledge, and self-confidence regarding wine, but there is considerable room for
further investigation. Although not exhaustive, a number of research directions for future studies
are presented below.

The present dissertation has provided one initiative for developing a scale to measure
consumers’ sensory competence in wine. The construct was measured using six test questions,
each assessing a single aspect of consumer sensory expertise in wine. In order for more different
aspects to be examined, new studies are needed. Future research will therefore benefit from
developing and validating a reflective scale that could help in investigating different consumers’
wine behaviours. Moreover, the marketing practice will profit by getting a valuable tool for
consumer segmentation. Future research should also look into adopting this scale for use in
assessing the competences of wine experts as this is very important in the selection of panel
members for wine evaluations.

This research focuses on the construct of sensory competence in wine. The results suggest
it can be separated into two components: experiential and ability component. The second
component is more general and not related only to wine. Previous research has investigated the
nature of wine expertise, however to date no study has investigated whether wine experiential
knowledge elicits other sensory competences in foods and whether an individual’s sensory
ability to recognise different sensory compounds instigates a certain relationship toward a
product class of wine.

Given that respondents in this research study on average did not score high on subjective
knowledge questions compared to self-confidence questions, it would be interesting to
investigate what the reason for this high self-confidence is.
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For further validation, the proposed model should be tested using different samples. It is
fairly well known that consumers’ information search behaviour varies across different product
categories. Future research should therefore study the information search process of for instance
beer or other alcoholic beverages.

The results also indicate several future research possibilities, including a qualitative analysis of
reasons as to why young adults usually disregard impersonal sources in their wine decisions.
This research study considered the influence of knowledge and self-confidence on the purchase
decision of young adults. However, as discussed by Assael (1984), Bettman (1979) and Engel
et al. (2000), the exposure and attention to a particular products’ advertisement is also an
important consideration in the purchase decision process. A retrospective study that would
analyse the content of wine commercials within a period of time and compare this analysis to
changes in consumer socio-demographics as well as purchasing and consumption patterns
would greatly aid in the understanding of product advertisement. Furthermore, it is interesting
to include in the comparison the external search activity of older consumers and draw
conclusions about the evolution of information search with aging. Furthermore, it may be
fruitful to perform this survey on international samples to ascertain the differences in attitudes
and preferences of young adults in other countries. Finally, it could be illustrative to compare
different groups of young consumers based on either state or country to ascertain whether there
are differences in risk perception and information search depending on place of residence, in
which regard the contrast between urban and rural populations could also be investigated.
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6 SUMMARY (POVZETEK)
6.1 SUMMARY

The past decade has introduced significant changes into the world wine markets. Although
global wine production has remained relatively stable, consumption in many traditional wine
producing countries has declined (Weininstitut, 2014), introducing a new dynamic and a
continuing search for new markets and consumers. One segment that has emerged as important
in terms of balancing wine demand are young consumers. Previous studies of this consumer
group have focused on their interaction with wine as well as wine preferences, consumption,
and purchasing behaviour (Agnoli et al., 2011; Ritchie and Valentin, 2011; Marinelli et al.,
2013); differences in wine behaviour from older consumers (Chrysochou et al., 2012; Fountain
and Lamb, 2011; Garcia et al., 2013; Qenani-Petrela et al., 2007); lifestyle and attitudes
regarding wine (Bruwer and Li, 2007; Charters et al., 2011). Although considered important,
the theoretical concepts of information search (Barber et al., 2008; Teagle et al., 2010) and
purchase self-confidence (Lockshin and Hall, 2003; Veale and Quester, 2007) have been poorly
investigated for the segment of young consumers. Indeed, to make effective marketing
strategies, there is a need of understanding the consumers’ decision-making process, specifically
the process of searching for information.

The consumer decision making literature distinguishes between internal and external
information search activities (Fodness and Murray, 1999; Moore and Lehmann, 1980). While
internal search refers to retrieving stored information, external search encompasses all other
activities the consumers engage in to obtain relevant product information. Internal search has
received less attention in the information search literature compared to external search. This is
owed to the empirical difficulties of determining knowledge. However, it is commonly accepted
that internal search occurs before external search and that it influences the extent of external
search activity (Moore and Lehmann, 1980).

The consumer expertise for the product class of wine is well documented. It has been
demonstrated to involve two discrete components which interact extensively during the
deployment of the special skill for wine (Frgst and Noble, 2002). The first component is
perceptual expertise. It is acquired passively with experience in wine (Melcher and Schooler,
1996). The second component is semantic knowledge, gained through active learning about the
products (Solomon, 1990). The literature finds semantic knowledge significantly influencing
the extent of information search, sources, and attributes used (Barber et al., 2009; Bishop and
Barber, 2012; Dodd et al., 2005; Forbes et al., 2008; Veale, 2008; Vigar-Ellis et al., 2015; Viot,
2012). However, there is lack of research regarding perceptual knowledge and its influence on
information search and attribute evaluation.

The present study investigates the wine behaviour and wine information search of young
adults. It utilises a model which attempts to demonstrate the impact of prior experience,
knowledge (subjective and objective), sensory competence, and self-confidence on external
search for information about wine.
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Based on the research objectives, the recruiting procedure for the quantitative study was
set up to select respondents who were wine consumers between 25 and 35 years of age with a
proven basic knowledge regarding wine. The first step in the recruitment process was based on
a self-selected, non-probability judgment sample that included respondents participating at wine
festivals and purchasing wine in specialised wine stores in Skopje and Bitola. Visitors to the
events and wine store customers were given a short pre-questionnaire consisting of 12 questions.
Two questions regarding the interviewees’ age and experience in wine (a five-year minimum)
were inclusion criteria, while fewer than three correct answers out of ten questions in the test
for objective knowledge of wine were the criterion for exclusion. The knowledge test was used
to clear the sample of respondents with a low knowledge of wine. Respondents who met both
criteria, the inclusive and exclusive, were contacted by e-mail and provided with a URL link to
the first questionnaire. The second questionnaire, including the test questions for objective
knowledge and sensory competence, was provided to the respondents attending the event
organised as a token of gratitude for participation in this research.

To collect the data, a quantitative approach based on the information obtained from a
qualitative study was employed. A quantitative questionnaire was designed to assess the
subjects’ experience, knowledge (subjective and objective), sensory competence, self-
confidence, and sources of information regarding wine. Also investigated were respondents’
consumption and purchasing characteristics. The questionnaire was divided into two parts. The
first comprised questions related to consumption and purchasing behaviour, preference for wine
attributes and information sources, past experience, subjective knowledge, and self-confidence
regarding wine, as well as socio—demographic characteristics. This part of the questionnaire was
largely inspired by questions from Flynn and Goldsmith (1999), Dodd et al. (2005), Barber
(2009) and Bearden et al. (2001). The second part of the questionnaire aims at evaluating
objective knowledge and sensory competence regarding wine. The survey instrument
incorporates seven objective knowledge and four sensory competence questions designed on the
basis of questions from Dodd et al. (2005), Frast and Noble (2002), and Hughson and Boakes
(2001). These questions were validated in three steps: consultation with wine professionals,
qualitative study, and pilot study.

As the primary data analysis method, Structural Equation Modelling (SEM) was used to
find the relationship among latent constructs described in the theoretical framework. The SEM
method is a confirmatory technique based on previous formulated theory. In this context,
screening the data before conducting an analysis was necessary. The obtained data were
screened for missing values, outliers, normality, and linearity using the Statistical Package for
the Social Sciences (SPSS) version 21.0. Descriptive statistics such as frequencies, means, and
standard deviations were employed to obtain an overall representation of the sample. The
reliability of the scales was evaluated using Cronbach’s alpha coefficient, while individual
factor loadings, construct average variance extracted, and shared variance between the
constructs were used to assess the validity. The factor analysis served to determine the
underlying dimensions of the external search and sensory competence constructs. The latent
cluster analysis was used to discover groups with similar characteristics. To evaluate the model
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and answer the research hypotheses, the Analysis of Moment Structures (AMQOS) programme
by IBM was employed.

The findings of this research study have provided confirmation for the previous studies
indicating personal sources and product extrinsic characteristics as important factors influencing
the wine purchase decisions of young consumers. The results agree with the considerable body
of literature identifying labels as an important source of valuable information on wine (Atkin
and Thach, 2012; Elliot and Barth, 2012). Among personal sources, the most important were
wine experts (Chaney, 2001; Hristov and Kuhar, 2014a). However, the study has shown that the
importance of information sources depends on subjects’ prior experience, knowledge, and self-
confidence regarding wine. In this regard, respondents with a high knowledge (objective and
subjective), sensory competence, and self-confidence regarding wine assigned high importance
to the information provided on front and back labels. Conversely, the wine decisions of
consumers with a low knowledge (objective and subjective), sensory competence, and self-
confidence regarding wine primarily depend on the recommendations of other people.

The relationship among prior experience, subjective and objective knowledge, sensory
competence, self-confidence, extrinsic attributes of labels, and personal and impersonal
information sources were explored in a structural model. As a result of the high correlations
between the indicators of external information search constructs, the model proposed with the
hypotheses shows inadequate fit to the data. The fit statistic was improved by removing the
insignificant pathways from the model. Among them one with the highest impact on the model
fit were pathways of impersonal information source construct. The new model that resulted from
this modification was named the “modified hypothesised model”.

The “modified hypothesised model” confirms a causal positive relationship between prior
experience and objective knowledge, subjective knowledge, and sensory competence in wine.
Next, subjective knowledge was shown to positively relate to self-confidence, and self-
confidence positively relates to labels as a source of extrinsic wine attributes. The findings also
show that self-confidence mediates the extent by which subjective knowledge influences the use
of personal sources and label extrinsic attributes. Among other results, the study provides
support to the findings of Fragst and Noble (2002) who detected no relationship between
objective knowledge and sensory expertise in wine, and to the findings of Flynn and Goldsmith
(1999) who identified a positive relationship between objective and subjective knowledge.
Overall, the results of this study reinforce and expand previous work on information search
regarding wine (Barber, 2009; Dodd et al., 2005; Philippe and Ngobo, 1999; Raju et al., 1995)
by specifically identifying how sensory competence relates to different aspects of product
knowledge.

This study contributes to a better understanding of consumer information search in the
context of wine. The knowledge generated as a result of this research will be of great interest to
behavioural scientists, marketing practitioners, and public policy makers. The first will benefit
as the study has introduced new relationships that had not been studied before, specifically for
the group of young consumers. The second will find the study useful as it provides information
that could help improve the marketing and advertising strategies aiming at the important
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segment of young adults. The third will gain invaluable information upon which policies that
could improve the quality and accessibility of wine information can be formed.
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6.2 POVZETEK

V zadnjih treh desetletjih so svetovni trg vina zaznamovale velike spremembe. Poveéana
proizvodnja v drzavah brez poprejs$nje vinske tradicije in pospeSena internacionalizacija trga sta
povzroc€ili poveano konkurenco na trgu. K slednji je prispeval Se upad povprasevanja v
tradicionalnih drzavah proizvajalkah ter premik od kvantitete h kvaliteti na novih vinskih trgih.
Pred tridesetimi leti so Italija, Francija in Spanija skupaj proizvedle nekaj ve¢ kot polovico vsega
vina (Anderson in Nelgen, 2015), generirale pa so tudi vefino svetovnega povprasevanja.
Dandanes je drugace: poraba vina je v tradicionalnih drzavah proizvajalkah moc¢no upadla, na
40 odstotkov v Italiji in Franciji ter na le 20 odstotkov v Spaniji, &esar posledica so presezki
evropskega vina (Anderson in Nelgen, 2015; USDA, 2014; Weininstitut, 2017). V istem
obdobju je poraba narasla v ZDA in na Kitajskem, ki nista veljali za tradicionalni vinski drzavi,
hkrati pa so potrosniki v teh dveh drzavah zaceli posegati po drazjih in kvalitetnej$ih vinih, kar
je bilo poprej znacilno le za evropske potrosnike vina (Kierath in Wang, 2013). Te spremembe
na svetovnem trgu so hitro zaznale in izkoristile proizvajalke iz novega sveta — Avstralija, Nova
Zelandija, Cile, ZDA, Juznoafriska Republika in Argentina, ki so v zadnjih dveh desetletjih
mocno povecale svoj izvoz, z dveh na 20 odstotkov, predvsem na ra¢un proizvajalk iz starega
sveta — Francije, Italije, Spanije, Portugalske in Nem¢ije (Anderson in Nelgen, 2015; Kierath in
Wang, 2013).

Tudi z vidika potroSnje se je svetovni trg vina spremenil, tako geografsko kot
demografsko. Nekdaj je v uvozu vodila Nemcija po koli¢ini in Velika Britanija po vrednosti
(Kierath in Wang, 2013; USDA, 2014; Weininstitut, 2017), zadnji podatki pa na vrh lestvice
uvoza vina po vrednosti postavljajo ZDA. Od leta 2013 so ZDA tudi najvecji svetovni porabnik
vina, kjer so s prvega mesta izrinile Francijo (Weininstitut, 2014). Z demografskega vidika se
starejSa generacija postopoma umika mlajSim potroSnikom, ki v drzavah vinskega novega sveta
spijejo ve¢ vina kot katera koli generacija pred njimi, medtem ko se v tradicionalnih vinskih
drzavah mlajSi obnasSajo podobno kot starejsi in pijejo manj vina boljSe kvalitete (Mueller in
sod., 2011).

Sprico v svetovnem merilu narasc¢ajoce priljubljenosti vina med mladimi potro$niki se je
mnogo proizvajalcev vina znaslo pred vprasanjem, ali Se naprej svoja vina trZiti tradicionalnim
potro$nikom ali preusmeriti svojo trzenjsko dejavnost k bodo¢im potroSnikom, na katere je laze
vplivati. Po uspehu nekaterih poizvajalcev iz novega sveta bi se dalo sklepati, da je odgovor
nekje vmes, kar se odraza tudi v poveCanem zanimanju za raziskave segmenta mladih
potros$nikov vina.

Obstojeca literatura obravnava predvsem izkusnje mladih potrosnikov z vinom, njihove
preference, znacilnosti nakupovanja in potrosnje (Agnoli in sod., 2011; Ritchie in Valentin,
2011; Marinelli in sod., 2013), razlike v odnosu do vina v primerjavi s starejSimi potro$niki
(Chrysochou in sod., 2012; Fountain in Lamb, 2011; Garcia in sod., 2013; Qenani-Petrela in
sod., 2007), zivljenjski slog in pogled na vino mladih potro$nikov (Bruwer in Li, 2007; Charters
in sod., 2011) ter pomembnost, ki jo pripisujejo lastnostim vina in virom informacij (Atkin in
Thach, 2012; Chrysochou in sod., 2012; Hammond in sod., 2013; Hristov in Kuhar, 2014a;
Hristov in Kuhar, 2014b). O stopnji znanja in samozavesti pri mladih potrosnikih, ¢eprav sta
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pomembna dejavnika, je znanega le malo, kakor tudi o vplivu znanja, predvsem senzori¢nega,
in samozavesti na izbiro vira informacij o vinu pri potrosnikih.

V danasnjem naglo spreminjajo¢em se globalnem okolju je tako za trznike kot za politicne
odlocevalce zelo pomembno vedeti, kje si potrosniki priskrbujejo informacije o vinu in kaj
vpliva na iskanje informacij (Srinivasan, 1990; Wilkie in Dickson, 1991). Trzniki morajo
poznati dejavnike, ki odlocilno vplivajo na iskanje, da lahko nacrtujejo ucinkovite marketinske
strategije, politicnim odlo¢evalcem pa razumevanje procesa iskanja in uporabe informacij pri
potrosnikih zagotavlja dodatne informacije, s pomocjo katerih lahko oblikujejo ukrepe za
izboljsanje dostopnosti in kakovosti informacij o vinu.

Literatura o odlocanju potrosnikov razlikuje med notranjim in zunanjim iskanjem
informacij (Fodness in Murray, 1999; Moore in Lehmann, 1980). Medtem ko se notranje iskanje
nanasa na priklicevanje v zavesti shranjenih podatkov, zunanje iskanje zajema vse druge nacine,
na katere potroSniki pridobivajo ustrezne informacije o izdelku. Notranje iskanje je bilo v
primerjavi z zunanjim deleZzno manj pozornosti v raziskavah o iskanju informacij. Razlog za to
je tezavnost empiri¢nega vrednotenja znanja.

V literaturi se razlikuje dva nacina, po katerih se da meriti znanje o nekem izdelku, in sicer
s pomocjo objektivnih ali subjektivnih mer (Brucks, 1985). Objektivno znanje se obicajno meri
s takSnim ali drugac¢nim testiranjem, subjektivno pa s samoocenjevanjem. Medtem ko se z
meritvami objektivnega znanja ugotavlja dejansko znanje potrosnikov, temelji stopnja
subjektivnega znanja na posameznikovem lastnem mnenju o izkuSenosti z nekim izdelkom in
je kot taka v pomoc€ pri opredeljevanju nakupnih strategij potro$nikov (Park in sod., 1994).
Raziskovalci so opisali tudi povezavo med obema merama (Flynn in Goldsmith, 1999). Nadalje
je bilo ugotovljeno, da sta locljivi na podlagi predhodnikov: objektivno znanje tako velja za
pretezno odvisno od obstojeCega znanja o neki vrsti izdelkov, subjektivno znanje pa naj bi
temeljilo na izkusnjah z izdelkom (Park in sod., 1994). Literatura opisuje Se eno vrsto znanja:
senzori¢no znanje (Latour K.A. in Latour M.S., 2010). Park in sod. (1994) senzori¢no znanje
povezujejo s pogostostjo uporabe izdelka; razlikujejo ga od sploSnega znanja o vrsti izdelkov.
Po ugotovitvah iste raziskave imajo izkusSeni potro$niki visoko stopnjo obeh vrst znanja,
neizvedeni potro$niki pa obratno nizko stopnjo obojega. Frast and Noble (2002) sta v svoji
Studiji preucevala razmerje med konceptualnim in senzori¢nim znanjem o vinu; odkrila nista
nobene povezave, vendar pozivata k nadaljnjim raziskavam na vzorcih sodelujocih z razli¢nimi
izku$njami in povezavo z vinom.

Raziskave zunanjega iskanja informacij deli vire informacij na pretezno medosebne (npr.
priporocila prijateljev in sorodnikov), pretezno trzniske (npr. reklame, brosure, pogovori s
prodajalci) in nevtralne (tj. objektivne informacije o trgu v cCasopisih in potrosnisSkih
publikacijah). Medtem ko trzniki nadzorujejo pretezno trzniSke vire, imajo malo vpliva na
pretezno potroSniske vire, pod ¢imer se razume medosebni pretok informacij. Na nevtralne vire
ne vplivajo niti trzniki niti potrosniki (Olshavsky in Wymer, 1995).

Splosno je sprejeto, da ima potroSnik pred nakupom moznost iskanja informacij, velja pa
tudi, da je obseg iskanja informacij iz okolja razmeroma omejen (Johnson in Bastian, 2007;
Newman, 1977). Po Midgleyju (1983) se potrosniki »zanasajo na majhen izbor virov informacij
izmed vseh, ki so jim na voljo (osebni, nevtralni in reklamni)«. Omejeni obseg iskanje
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informacij pri potrosnikih navaja k podrobnemu raziskovanju dejavnikov, ki odlo¢ilno vplivajo
na zunanje iskanje (Mata in Nunes, 2010). V tem okviru pricujoca $tudija preiskuje vpliv
predhodnih izkuSenj, objektivnega znanja, subjektivnega znanja, senzoricne kompetence in
samozavesti na pomembnost, ki jo potrosniki pripisujejo trem vrstam virov informacij o vinu.
Studija postavlja deset hipotez, ki se osredinjajo na dva posredovalna uéinka in na razmerje med
dvema latentnima spremenljivkama. Prvi posredovalni ucinek se tice moc¢nega vpliva znanja
(subjektivnega, objektivnega in senzoricnega) v primerjavi z vplivom predhodnih izkuSenj na
samozavest pri odlo¢anju za nakup vina. Drugi posredovalni ucinek zajema mocni vpliv
samozavesti v primerjavi z vplivom predhodnih izkuSen;j in znanja (subjektivnega, objektivnega
in senzori¢nega) na izbor virov informacij za odloCanje o nakupu vina. Deseta hipoteza
obravnava razmerje med objektivnim in senzori¢nim znanjem o vinu.

V obstojeci literaturi je dokazan vpliv predhodnih izkuSenj, znanja in samozavesti
potro$nikov na odlo¢anje o nakupu izdelka (Bettman in sod., 1998; Payne in sod., 1999),
povezanost teh dejavnikov v okviru iskanja informacij pa ni podrobno preucena. Nekaj Studij je
opazovalo uinek znanja in samozavesti na izbor lastnosti izdelka in virov informacij pri
potro$nikih (Mourali in sod., 2005), toda po Fisku in sod. (1994) so ugotovitve teh Studij
nekonsistentne, po eni strani kot posledica veliko razli¢nih definicij potro$niskega iskanja
informacij, po drugi strani pa zaradi razlicnih orodij za merjenje potroSniskega znanja in
samozavesti. V pricujo¢i Studiji sta tako pred analizo ucinkov, ki se jih ticejo hipoteze,
predstavljeni dve novi orodji. Prvo meri senzoricno znanje potro$nikov o vinu, drugo pa
potro$nisko zunanje iskanje informacij o vinu. Pri oblikovanju prvega orodja je bila uporabljena
nova metodologija, v okviru katere se na podlagi kvantitativne $tudije izbranih senzori¢nih
lastnosti najprej izbere vzorce vina, primerne za ocenjevanje senzoricne kompetence
potro$nikov, nato pa se za potrebe ocenjevanja sestavi vprasalnik. Elementi drugega orodja, ki
se tice zunanjega iskanja informacij, so bili izbrani na podlagi kvalitativne Studije, merjeni pa s
pomocjo aktualne inacice metode lestvi¢enja po nacelu najboljSi-najslabsi.

Za zbiranje podatkov je bil uporabljen kvantitativni pristop, ki temelji na podatkih,
pridobljenih s kvalitativno raziskavo. Za potrebe ocenjevanja izkusenj anketirancev, njihovega
znanja (subjektivnega in objektivnega), senzori¢nih sposobnosti, samozavesti in virov
informacij o vinu je bil zasnovan kvantitativni vprasalnik, ki je poleg tega vrednotil tudi
znacilnosti potroSnje in nakupa. Vprasalnik je razdeljen na dva dela. Prvi vsebuje vprasanja,
povezana s potro§nimi in nakupnimi navadami potro$nikov, njihovimi preferencami za lastnosti
vina in vire informacij, predhodnimi vinskimi izku$njami, subjektivhim znanjem o vinu in
samozavestjo glede vina, kakor tudi socialno-demografskimi znacilnostmi. Ta del vprasalnika
je v veliki meri sestavljen po zgledu vprasanj Flynna in Goldsmitha (1999), Dodda in sod.
(2005) in Barberja (2009). Drugi del vprasalnika je namenjen ocenjevanju objektivnega in
senzoricnega znanja o vinu. Instrument ankete vklju¢uje sedem vprasanj glede objektivnega
znanja in §tiri glede senzori¢ne kompetence, zasnovana na podlagi vprasanj Dodda in sod.
(2005), Fresta in Nobla (2002) ter Hughsona in Boakesa (2001). Ta vprasanja so bila preverjena
v treh korakih: s posvetovanjem z vinskimi strokovnjaki, kvalitativno raziskavo in pilotno
raziskavo.
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Z ozirom na namen Studije je bil izbor anketirancev za kvantitativno raziskavo pripravljen
tako, da je zajel med 25 in 35 let stare vinske potro$nike z dokazanim osnovnim znanjem o vinu.
Prvi korak rekrutiranja je temeljil na nenaklju¢nem, namensko izbranem vzorecu, v katerega so
bili zajeti udelezenci vinskih festivalov in kupci vina v specializiranih vinskih trgovinah v
Skopju in Bitoli.

Obiskovalci prireditev in stranke vinskih trgovin so prejeli kratek predhodni vprasalnik z
12 vprasanji. VkljucCitvena kriterija sta bili vpraSanji o starosti anketirancev in njihovih
izku$njah z vinom (najmanj pet let), medtem ko je bilo merilo za izkljucitev pravilen odgovor
na manj kot tri od desetih vprasanj v zvezi z objektivnim znanjem o vinu. Namen preizkusa
znanja je bil izkljuciti iz vzorca anketirance z majhnim znanjem o vinu. Anketiranci, ki so
izpolnjevali tako vkljucitvene kot izkljucitvene kriterije, so po elektronski posti prejeli spletno
povezavo na prvi vprasalnik. Drugi vprasalnik, ki obsega vprasanja v povezavi z objektivnim in
senzori¢nim znanjem o vinu, je bil predlozen udelezencem dogodka, organiziranega v zahvalo
za sodelovanje v raziskavi.

Kot metoda za iskanje povezave med latentnimi konstrukti, opisanimi v teoreticnem
okviru, je bil uporabljen model strukturnih ena¢b (MSE). MSE je potrditvena tehnika, ki temelji
na predhodni teoriji. V tem kontekstu je bilo potrebno preverjanje podatkov pred izvedbo
analize. Pridobljeni podatki so bili pregledani za manjkajoce vrednosti, osamelce, normalnost
in linearnost z uporabo programskega orodja SPSS 21.0. Parametri opisne statistike — frekvence,
povprecja, standardni odkloni — so bili uporabljeni za pridobitev pregleda nad vzorcem
Zanesljivost lestvic je ocenjena s pomocjo cronbachovega koeficienta alfa, veljavnost pa s
faktorjem obremenitve, povprecno ekstrahirano varianco in skupno varianco med konstrukti. Za
dolocitev osnovne dimenzije zunanjega iskanja in konstrukta za senzori¢no kompetenco je bila
uporabljena faktorska analiza. S pomocjo analize latentnih razredov so bile ugotovljene skupine
s podobnimi lastnostmi. Ocenjevanje modela in preverjanje hipotez raziskave je potekalo v
programu IBM Analysis of Moment Structures (AMOS).

Izsledki pricujoCe Studije potrjujejo ugotovitev predhodnih Studij, da osebni viri
informacij in ekstrinzi¢ne lastnosti izdelkov znazno vplivajo na odlo€itev potro$nikov o nakupu
vina. Prav tako izsledki pricujoce Studije soglasajo s spoznanjem obseznega korpusa literature,
da so etikete za potroSnike pomemben vir dragocenih informacij (Atkin in Thach, 2012; Elliot
in Barth, 2012). Kot v predhodnih so bile tudi v pricujo¢i Studiji referen¢ne skupine prepoznane
kot pomemben dejavnik pri odlo¢anju mladih potrosnikov za vino (Chaney, 2001; Hristov in
Kuhar, 2014a), vendar je njihova pomembnost odvisna od posameznikovih predhodnih
izkusenj, subjektivnega znanja in samozavesti glede vina. Kot so pokazali ze Atkin in Thach
(2012) ter Alba in Hutchinson (1987), se tudi po izsledkih pricujoce Studije mladi potroSniki
moc¢no zana$ajo na znanje drugih, predvsem vrstnikov in vinskih strokovnjakov. Razlog za to
je verjetno dvosmernost tak$ne komunikacije in moznost dodatnih pojasnil, hkrati pa tudi
objektivnost in nevtralnost, ki jo potroSniki pripisujejo takSnim virom informacij. Sodelujoci v
anketi so nadalje visoko ocenili tudi sprednjo in zadnjo etiketo, ki jima o€itno pripisujejo velik
pomen pri odlocitvi za nakup vina. Sprednja etiketa je bila pri tem ocenjena nekoliko vise kot
zadnja, na pomembnost obeh pa negativno vpliva posameznikovo subjektivno znanje in
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samozavest glede vina. Ceprav obstojete raziskave poudarjajo vlogo iz mnoZi¢nih medijev
pridobljenih informacij o vinu (Olsen in sod., 2006), se v tej Studiji ni izkazala kot pomembna.

Z analizo latentnih razredov so bili subjektivno in objektivno znanje, senzori¢na
kompetenca ter samozavest glede vina pri sodelujo¢ih v anketi razvrs¢eni v Stiri skupine po
subjektivnem znanju in samozavesti ter dve po objektivnem znanju in senzori¢ni kompetenci.
Vsaka skupina ima doloCene znacilnosti ter tako zagotavlja dragocene teoreti¢ne in prakticne
informacije o odnosu mladih odraslih do vina.

S staliS¢a znanja o izdelku je pricujoca Studija neobicajna, saj je izmerila in preucila Stiri
vidike znanja o vinu: predhodne izkusnje, objektivno znanje, subjektivno znanje in senzori¢no
kompetenco. Ugotovitve o njihovih medsebojnih povezavah so znaten prispevek k teoriji
potros$niskega znanja o vinu.

V pricujoci Studiji je bil predstavljen in empiri¢no preizkusen model potencialnih vplivov
na potroS$niSke preference pri iskanju virov informacij o vinu. Z desetimi hipotezami se je
preverjalo u¢inek predhodnih izkusenj, znanja (objektivnega, subjektivnega in senzori¢nega) ter
samozavesti na nakupne odlocitve preko izbire virov informacij. Hipoteze 1, 2 in 3 predlagajo
pozitivno vzro¢no razmerje med predhodnimi izkuSnjami z vinom na eni strani ter objektivnim,
subjektivnim in senzori¢nim znanjem na drugi strani. Ugotovljena je bila izrazita vzro¢na
povezanost, kar potrjuje te hipoteze. Najmocnejsa je zveza med predhodnimi izkuSnjami in
subjektivnim znanjem, v skladu s ¢imer bi bilo pri¢akovati, da se pri ve¢ izkuSnjah moc¢no
poveca subjektivno znanje in nekoliko manj poveca objektivno in senzori¢no znanje. V bistvu
rezultati pricujoCe Studije kazejo, da je to, kar potroSniki mislijo, da vedo o vinu, bolj povezano
z izku$njami z vinom kot pa z dejanskim znanjem o vinu. Ta ugotovitev soglasa s predhodnimi
raziskavami, po katerith je razmerje med objektivhim znanjem in izkuSnjami SibkejSe od
razmerja med izkuSnjami in subjektivnim znanjem (Dodd in sod., 2005; Part in sod., 1994;
Barber, 2009). Na senzoricno kompetenco je bil v tej Studiji ugotovljen podoben ucinek
predhodnih izkuSenj kot na objektivno znanje.

Med drugimi rezultati te raziskave je drugacno sploSno objektivno znanje, kot ga navaja
Barber (2009); pravilnost odgovorov sodelujocih na vpraSanja v pricujoci je bila 47,6 odstotka,
pri Barberjevem vzorcu pa 63,8 odstotka. Razliko gre verjetno pripisati razlicnim nac¢inom
zbiranja podatkov — pri Barberju (2009) je bil to spletni vprasalnik, v tej Studiji pa fizi¢ni
obrazec, izpolnjevan in situ. Obe Studiji sta izmerili podobno stopnjo subjektivnega znanja,
Barber (2009) 3,4/7 in ta Studija 3,6/7.

Alba in Hutchinson (1987) ter Park in sod. (1994) trdijo, da izku$nje z nekim izdelkom
gradijo znanje o tem izdelku in da lahko ne glede na morebitno nizko stopnjo dejanskega znanja
povecajo samozavest glede znanja. Loibl in sod. (2009) nadalje trdijo, da poviSana stopnja
znanja lahko poviSa nakupno samozavest. V tem okviru je pricujoca Studija ugotovila, da 11-
letne izkuSnje z vinom bolj povecajo samozavest (5,1/7) kot subjektivno znanje (3,4/7).

Od hipotez 5, 6 in 7 je bila potrjena le 6., in sicer z izrazitim vzro¢nim razmerjem med
subjektivnim znanjem in samozavestjo. Za povezavo med objektivnim znanjem in
samozavestjo, ki jo ugotavlja Barber (2009), pri¢ujoca Studija ne prinaSa potrditve. Je pa
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subjektivno znanje moc¢no povezano s samozavestjo, iz ¢esar bi se dalo sklepati, da stopnja
znanja o vinu, Ki si jo pripisuje posameznik, vpliva na njegovo samozavest.

Park in Lessig (1981) priznavata ustreznost objektivnega in subjektivnega znanja kot mere
za znanje o vrsti izdelka, vendar njune ugotovitve kazejo tudi, da subjektivne mere bolje
opisujejo potrosniske strategije, ker temeljijo na dojemanju, torej na tem, kako potrosnik
ocenjuje svojo stopnjo znanja o izdelku.

Rezultati pri¢ujoce Studije navajajo stopnjo samozavesti obravnavati kot morda dodatek,
del stopnje samoocenjenega znanja. To je v skladu z ugotovitvami Parka in Lessiga (1981), po
katerih lahko izmerjeno samoocenjeno znanje odraza tako samozavest kot objektivno znanje.
Med drugimi izsledki pri¢ujoce Studije je nagnjenost potro$nikov z visoko stopnjo znanja k
iskanju po lastnem spominu pri nakupnih odloc¢itvah. Ker se subjektivno znanje dokazano
poveca z vsako izkusnjo z idelkom, bi se potrosnike, ki menijo, da vedo o vinu veliko, verjetno
lahko $telo za dolgoletne potro$nike vina. Obseg zunanjega iskanja pri takih stalnih strankah se
morebiti da znizati z vzdrZzevanjem njihovega zadovoljstva.

Od naslednjih hipotez — 8, 9 in 10 — je bila potrjena le osma. Ugotovitev, da je med
samozavestjo in upostevanjem ekstrinzi¢nih lastnosti izdelka izrazito pozitivno razmerje, je bila
pricakovana, saj visoka stopnja samozavesti napoveduje potroSnikovo vecéje zaupanje v
informacije z etiket v primerjavi z zunanjimi viri informacij (npr. prijatelji, sorodniki) pri
odlocitvah za nakup vina.

Med nameni te raziskave je bilo med drugim opredeliti posredovalni ucinek
samozavesti na objektivno znanje, subjektivno znanje in senzori¢no kompetenco pri uporabi
virov informacij o vinu. Predhodne Studije ugotavljajo izrazit vpliv subjektivnega in
objektivnega znanja na izbor med vrstami virov informacij, obravnavanih v tej raziskavi, ¢esar
pa tukajsnji izsledki ne potrjujejo. Vpliv senzoricne kompetence na izbor virov informacij doslej
ni bil preucen; pozitivno razmerje bi bilo pri¢akovati med senzoricno kompetenco na eni strani
in upoStevanjem ekstrizi¢nih lastnosti ter neosebnih virov na drugi strani, negativno razmerje
pa med senzori¢no kompetenco in osebnimi viri informacij, vendar konstrukt ni pokazal nobene
povezave senzori¢ne kompetence s katero od opazovanih dimenzij zunanjega iskanja infomacij.
Delni posredovani model ni razkril nobenih znacilnih neposrednih povezav. Poleg tega, v
nasprotju z raziskavami Dodda in sod. (2005) ter Barberja (2009), ni bila odkrita nobena
znacilna neposredna povezava med subjektivnim znanjem na eni ter »ekstrinzicne lastnosti na
etiketi« in »osebni viri« na drugi strani. Kar se ti¢e objektivnega znanja, ta Studija enako kot
Barber (2009) ni odkrila nobene povezave z »osebni viri«, drugace kot Dodd in sod. (2005) pa
tudi nobene povezave z »neosebni viri«.

Zabelezen je bil posreden pozitiven u€inek subjektivnega znanja in posreden negativen
ucinek objektivnega znanja na »ekstrinzi¢ne lastnosti na etiketi« preko samozavesti. Le del
neposrednega ucinka subjektivnega in objektivnega znanja na samozavest se prenasa na
»upoStevanje ekstrinzi¢nih lastnosti«, kar potrjuje posredovalni ucinek samozavesti na
subjektivno in objektivno znanje. Med drugim je bilo v tej Studiji ugotovljeno Se, da vec
predhodnih izkuSenj posredno vpliva na samozavest potroSnikov, zmanjSuje zanaSanje na
osebne vire informacij in pove€uje pomen ekstrinzi¢nih lastnosti izdelka.
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Izsledki pricujoCe raziskave potrjujejo pomembno vlogo predhodnih izkuSen; v
potro$niskem odlo¢anju za vino. Konstrukt predhodnih izkuSenj se je izkazal kot najboljsi
pokazatelj stopnje potrosnikove senzoricne kompetence, pa tudi subjektivnega in objektivnega
znanja. V Studiji je opisana tudi razlika med samoocenjeno in dejansko stopnjo znanja
potro$nikov. Nadalje je bila prikazana zveza med visoko stopnjo samoocenjenega znanja in
visoko stopnjo samozavesti. Slednja povzroca vecjo nagnjenost potrosnika k zanaSanju nase in
na lastno opazanje ekstrinzi¢nih informacij o vinu kot na druge vire informacij. Manjsa je pri
tem vloga objektivnega znanja in senzori¢ne kompetence.

Izsledki te raziskave soglasajo s tistimi Fresta and Nobla (2002), da med
objektivnim in senzori¢nim znanjem o vinu ni povezave. Avtorici pozivata k lo¢eni obravnavi
vsakega od obeh elementov znanja o vinu in k lo¢eni preucitvi njunih uc¢inkov na vedenje
potro$nikov. Med njunimi drugimi ugotovitvami je pozitivno razmerje med objektivnim in
subjektivnim znanjem, o cemer pisejo tudi Goldsmith in d’Hauteville (1998), Philippe in Ngobo
(1999) ter Goldsmith (2000).

Glavni namen te Studije je bil ugotoviti veljavnost in zanesljivost modela vedenja
potro$nikov, ki zdruzuje ve¢ vidikov znanja o izdelku. PreizkuSeni model prispeva k
obstoje¢emu korpusu znanja o odnosu potrosnikov do vina z dognanjem, da so vsi §tirje vidiki
znanja o vinu pomembni konstrukti teorije potrosniSskega odlocanja in da so nemara klju¢ni za
boljSe razumevanje odnosa potroS$nikov do vina.

Pricujoce raziskave sem se lotil z zeljo po novih odkritjih na podrocju raziskav vedenja
potrosnikov v okviru vinarstva in s prepricanjem, da zavedanje in upostevanje vloge kognitivnih
in senzori¢nih vidikov znanja v teoriji potrosniskega odlocanja ni zanemarjena tema, marvec
nova paradigma trzenjskih raziskav. Podjetja morajo za uspesno poslovanje slediti produktnim
inovacijam ter razumeti in upoStevati potro$nike. S tega staliS¢a vsebuje priCujoca Studija
ekskluzivno znanje o poskusu oblikovanja mere za senzori¢no kompetenco potrosnikov za vino.
Ceprav sem uposteval uveljavljene postopke oblikovanja latentnih lestvic (Clark in Watson,
1995; Hinkin in sod., 1997), me izbrana pot ni privedla do pri¢akovanega rezultata. Z drugimi
besedami, moje orodje za merjenje senzori¢ne kompetence mladih potrosnikov za vino ni dalo
reflektivnega latentnega konstrukta. Z uporabo glavnih komponent pa mi je vseeno uspelo
razviti formativni konstrukt. Razlog za neuspeh je teZavnost doloCevanja vzrocnosti v zvezi
kazalec-latentni konstrukt, na kar opozarja literatura in kar sem imel pri oblikovanju mere za
senzori¢no kompetenco za vino tudi v mislih. Parr in sod. (2002; 2004) trdijo, da je vi§ja
senzori¢na kompetenca, in ne morda boljsi semanti¢ni spomin ali boljSe prepoznavanje vonjev,
razlog za boljse dosezke vinskih izvedencev. Po drugi strani pa Ballester in sod. (2008) ter
Hughson in Boakes (2002) menijo, da je izvedenost v vinu posledica ve¢je kognitivne, ne
senzori¢ne sposobnosti. PriCujoca Studija prinaSa podporo obema pogledoma: orodje za
merjenje senzoricne kompetence pri preuc¢evanju obeh sposobnosti hkrati da formativni
konstrukt, pri preuevanju le konceptualnega (izkustvenega) znanja pa reflektivni konstrukt.

Pri¢ujocCa raziskava ima ve¢ omejitev, ponuja pa tudi moznosti za nadaljnje raziskave.
Glavna omejitev je majhnost vzorca — 165 sodelujocih je v celoti odgovorilo na vpraSanja v
zvezi z objektivnim znanjem in senzori¢no kompetenco. Ceprav je bil zaéetni vzorec teh, ki so
izpolnili spletni vpraSalnik, dovolj velik, je le malo sodelujo¢ih pokazalo zanimanje za
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degustaciji vina, zaradi ¢esar je bilo in situ izpolnjenih malo vprasalnikov. Druga omejitev je
neverjetnostno (tipicno) vzorcenje v le eni drzavi — Republiki Makedoniji. Povrhu Studija
preucuje le en segment vinskega trga, namre¢ mlade odrasle. V bodoce raziskave bi bilo koristno
vkljuciti vedji vzorec, sestavljen tudi iz drugih segmentov.

Pricujoce delo je zacetna Studija uinka konstrukta senzori¢ne kompetence na odnos
potrosnikov do vina. Odgovorila je na ve¢ vprasanj, povezanih z vlogo senzori¢ne kompetence
v nakupu vina in iskanju informacij 0 vinu ter z razmerjem med predhodnimi izku$njami,
znanjem in samozavestjo glede vina, vendar je za nadaljnje raziskave Se ve¢ kot dovolj snovi.
Spodnji napotki niso iz¢rpni, ponujajo pa nekaj iztocnic za bodoce Studije.

Prihodnje raziskave naj vkljucijo vecje Stevilo sodelujocih in vecje Stevilo vprasanj za
ocenjevanje razli¢nih podrobnih vidikov senzori¢ne kompetence za vino. Formulacija vpraSanj
je pri tem pomembna. Instrument lahko navaja k preucevanju dolocenega vidika izkustvenega
znanja ali pa zahteva prepoznavanje nespecifi¢nih senzori¢nih senzori¢nih sposobnosti v zvezi
z vinom, recimo zaznavo stopnje sladkosti, v vsakem primeru pa njegova zasnova vpliva na
smer vzrocnosti in na zanesljivost konstrukta. V tej Studiji uporabljeni instrument obsega Sest
delov, od katerih Stirje preverjajo izkustveno znanje, dva pa sposobnost sodelujo¢ih za
prepoznavanje okusnih elementov, ki jih ne vsebuje le vino. Rezultati kazejo, da izbrana
kombinacija vprasanj ni dala zanesljive reflektivne mere, kar pa je bilo pri¢akovano. Bodoce
Studije naj v senzoricnem delu vkljucijo ve¢ vprasanj, izmed katerih bo s filtracijo izbrano
manjse Stevilo taks$nih, na podlagih katerih se da dobiti zanesljivo reflektivno latentno mero.

Pricujoca disertacija vsebuje izhodis$¢e za razvoj lestvice za merjenje senzori€nega znanja
potro$nikov o vinu. Ta konstrukt je bil merjen s pomocjo Sest vpraSanj, vsako usmerjeno na en
posamezen vidik senzoricne kompetence potroSnikov za vino. Za preucitev drugih vidikov so
potrebne nadaljnje Studije. Prihodnjim raziskovalcem se v tem okviru svetuje razviti veljavno
reflektivno lestvico za preucevanje odnosa razli¢nih potrosnikov do vina. Trznikom bi bilo tako
orodje dragoceno za segmentacijo potroSnikov. Bodoce raziskave naj taks$no lestvico poskusijo
uporabiti tudi za ocenjevanje kompetence vinskih izvedencev, saj je to nadvse pomemben
kriterij za izbor v komisije ocenjevalcev vin.

Ta raziskava se osredinja na konstrukt senzori¢ne kompetence za vino, ki ga je v skladu z
izsledki moc¢ razdeliti na dve komponenti, izkustveno in sposobnostno. Slednja je sploSnejsa in
ni omejena na vino. Predhodne raziskave so preucevale znacilnosti izvedenstva v vinu, nobena
pa se doslej ni ukvarjala z vprasanjem, ali izkustveno znanje o vinu vpliva na senzori¢no
kompetenco za hrano in ali posameznikova senzori¢na sposobnost za prepoznavo dolo¢enih
organolepti¢nih spojin predvideva taksen ali drugacen odnos do doloCenih vrst vina.

Glede na dejstvo, da sodelujoci v tej raziskavi v povprecju niso dosegli visoke ocene pri
subjektivnem znanju v primerjavi s samozavestjo, bi bilo zanimivo preuciti razloge za to
samozavest.

Za izboljSanje veljavnosti modela bi ga bilo treba preveriti na razli¢nih vzorcih.
Znano je, da je potrosnisko iskanje informacij razli¢no pri razli¢nih izdelkih, zato naj bodoce
raziskave preucijo proces iskanja informacij o, denimo, pivu ali drugih alkoholnih pijacah.
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Izsledki te raziskave nakazujejo ve¢ moznih prihodnjih usmeritev. Med njimi je
kvalitativna analiza razlogov, zakaj mladi odrasli obi¢ajno ne upostevajo medosebnih virov pri
odlocitvah glede vina. Kakor pa trdijo Assael (1984), Bettman (1979) ter Engel in sod. (2000),
je izpostavljenost oglasom za doloCen izdelek pomemben dejavnik v procesu odlocitve o
nakupu. Za razumevanje vpliva oglasevanja bi bila zelo koristna retrospektivna Studija, ki bi
preucila vsebino oglasov za vino znotraj doloCenega obdobja in rezultate primerjala s socialno-
demografskimi trendi med potrosniki ter vzorci nakupovanja in potrosnje v istem obdobju.
Poleg tega bi bilo zanimivo v primerjavo vkljuciti dejavnost zunanjega iskanja informacij med
starejSimi potrosniki in odkriti razvoj iskanja informacij s staranjem. TakSna raziskava bi bila
zlasti plodna na mednarodnih vzorcih, saj bi lahko pokazala razlike med pogledi in preferencami
mladih odraslih iz razli¢nih drzav. Preucitev skupin mladih potroSnikov iz razli¢nih drzav ali
regij, nenazadnje, bi utegnila osvetliti morebitne razlike v dojemanju tveganj in iskanju
informacij med prebivalci razlicnih obmocij; v tem okviru bi se dalo primerjati tudi znacilnosti
prebivalcev mest in podezelja.

130



Hristov H. The influence of ... knowledge, sensory competence and self-confidence in selection of information sources for wine purchases.

Doctoral Dissertation. Ljubljana, University of Ljubljana, Biotechnical Faculty, 2017

7 BIBLIOGRAPHY

Agnoli L., Begalli D., Capitello R. 2011. Generation Y's perception of wine and consumption
situations in a traditional wine-producing region. International Journal of Wine Business
Research, 23, 2: 176-192

Akaike H. 1973. Maximum likelihood identification of Gaussian autoregressive moving average
models. Biometrika, 60, 2: 255-265

Alba J. W., Hasher L. 1983. Is memory schematic? Psychological Bulletin, 93, 2: 203-231

Alba J. W., Hutchinson J. W. 1987. Dimensions of consumer expertise. Consumer Research,
13, 4: 411-454

Alba J. W., Hutchinson J. W. 2000. Knowledge calibration: What consumers know and what
they think they know. Journal of Consumer Research, 27, 2: 123-156

Alba J. W., Hutchinson J. W., Lynch J. G. 1991. Memory and decision making. In: Handbook
of consumer theory and research, Harold H. Kassarjian and Thomas S. Robertson, (eds.).
New Jersey, Prentice-Hall Inc.,: 1-49

Amyx D. A., DeJong P. F., Lin X., Chakraborty G., Wiener J. L. 1994. Influencers of purchase
intentions for ecologically safe products: An exploratory study. In: Marketing Theory
and Applications Proceedings of the AMA Winter Educators Conference, Chicago, IL,
05-07, February, 1994. Park, C.W. and Smith, D.C. (eds.). Chicago, American
Marketing Assosiation: 341-347

Anderson J. C., Gerbing D. W. 1988. Structural equation modeling in practice: A review and
recommended two-step approach. Psychological Bulletin, 103, 3: 411-423

Anderson K., Nelgen S. 2015. Global wine markets, 1961 to 2009: A statistical compendium.
Adelaide, University of Adelaide Press: 504 pp.

Andreasen A. R. 1968. Attitudes and Customer Behavior: A Decision Model. In: Perspectives
in Consumer Behavior. Kassarjian H.H., Robertson T.S. (eds.). Glenview, IL, Scott,
Foresman and Company: 498-510

Annett J. M. 1996. Olfactory memory: A case study in cognitive psychology. The Journal of
Psychology, 130, 3: 309-319

Assael H. 2004. Consumer behavior: a strategic approach. Boston, MA, Houghton Mifflin
Company: 631 pp.

Atkin T., Nowak L., Garcia R. 2007. Women wine consumers: information search and retailing
implications. International Journal of Wine Business Research, 19, 4: 327-339

Atkin T., Thach L. 2012. Millennial wine consumers: Risk perception and information search.
Wine Economics and Policy, 1, 1: 54-62

Auffarth B. 2013. Understanding smell—the olfactory stimulus problem. Neuroscience &
Biobehavioral Reviews, 37, 8: 1667-1679

Bagozzi R. P., Yi Y. 1988. On the evaluation of structural equation models. Journal of the
Academy of Marketing Science, 16, 1. 74-94

Bakeman R., Robinson B. F. 2005. Understanding statistics in the behavioral sciences. Mahwah,
NJ, Lawrence Erlbaum Inc.: 336 pp.

131



Hristov H. The influence of ... knowledge, sensory competence and self-confidence in selection of information sources for wine purchases.

Doctoral Dissertation. Ljubljana, University of Ljubljana, Biotechnical Faculty, 2017

Baker W. H., Hutchinson J. W., Moore D., Nedungadi P. 1986. Brand Familiarity and
Advertising: Effects on the Evoked Set and Brand Preferences. Advances in Consumer
Research, 13, 1: 637-642

Balanda K. P., MacGillivray H. 1988. Kurtosis: a critical review. The American Statistician, 42,
2: 111-119

Ballester J., Patris B., Symoneaux R., Valentin D. 2008. Conceptual vs. perceptual wine spaces:
Does expertise matter? Food Quality and Preference, 19, 3: 267-276

Barber N. 2009. Wine consumers information search: Gender differences and implications for
the hospitality industry. Tourism and Hospitality Research, 9, 3: 250-269

Barber N., Barbara A. Almanza, Donovan J. R. 2006. Motivational factors of gender, income
and age on selecting a bottle of wine. International Journal of Wine Marketing., 18, 3:
218-232

Barber N., Dodd T., Ghiselli R. 2008. Capturing the Younger Wine Consumer. Journal of Wine
Research, 19, 2: 123-141

Barber N., Dodd T., Kolyesnikova N. 2009. Gender differences in information search:
implications for retailing. Journal of Consumer Marketing, 26, 6: 417-428

Barber N., Ismail J., Taylor D. C. 2007. Label fluency and consumer self-confidence. Journal
of Wine Research, 18, 2: 73-85

Bausell R. B. and Li Y. F. 2002. Power analysis for experimental research: a practical guide for
the biological, medical and social sciences. Cambridge, Cambridge University Press:
362 pp.

Bearden W. O., Hardesty D. M., Rose R. L. 2001. Consumer self-confidence: Refinements in
conceptualization and measurement. Journal of Consumer Research, 28, 1: 121-134

Beatty S. E., Smith S. M. 1987. External search effort - An investigation across several product
categories. Journal of Consumer Research, 14, 1: 83-95

Berg H., Filipello F., Hinreiner E., Webb A. 1955. Evaluation of thresholds and minimum
difference concentrations for various constituents of wines. 1. Water solutions of pure
substances. Food Technology, 9, 1: 23-26

Bettman J. R. 1979. Memory Factors in Consumer Choice: A Review. Journal of Marketing,
43, 2: 37-53

Bettman J. R., Luce M. F., Payne J. W. 1998. Constructive consumer choice processes. Journal
of Consumer Research, 25, 3: 187-217

Bettman J. R., Park C. W. 1980. Effects of prior knowledge and expertise and phase of the
choice process on consumer decision-processes - A protocol analysis. Journal of
Consumer Research, 7, 3: 234-248

Beverland M. 2003. An exploratory investigation into NZ consumer behaviour. The Australian
and New Zealand Wine Industry Journal, 18, 1: 90-98

Bianchi C., Drennan J., Proud W. 2012. Brand loyalty in the Australian wine industry. An
European Marketing Association Conference, 22-25, May, Lisbon, Portugal. Brisbane,
Queensland University of Technology: 7pp.
http://eprints.qut.edu.au/53465/2/53465.pdf (25 March, 2014)

Bishop M., Barber N. 2012. A market segmentation approach to esteem and efficacy in
information search. Journal of Consumer Marketing, 29, 1: 13-21

132



Hristov H. The influence of ... knowledge, sensory competence and self-confidence in selection of information sources for wine purchases.

Doctoral Dissertation. Ljubljana, University of Ljubljana, Biotechnical Faculty, 2017

Blackman J., Saliba A., Schmidtke L. 2010. Sweetness acceptance of novices, experienced
consumers and winemakers in Hunter Valley Semillon wines. Food Quality and
Preference, 21, 7: 679-683

Blackwell R. D., Miniard P. W., Engel J. F. 2001. Consumer Behavior. 9th ed. Orlando, FL,
Harcourt College Publishers: 570 pp.

Bloch P. H., Sherrell D. L., Ridgway N. M. 1986. Consumer search: An extended framework.
Journal of Consumer Research, 13, 1: 119-126

Bollen K. A. 1989. A new incremental fit index for general structural equation models.
Sociological Methods & Research, 17, 3: 303-316

Browne M. W. 1984. Asymptotically distribution-free methods for the analysis of covariance
structures. British Journal of Mathematical and Statistical Psychology, 37, 1: 62-83

Brucks M. 1985. The effects of product class knowledge on information search behaviour.
Journal of Consumer Research, 12, 1: 1-16

Bruner G. C. 1983. Problem recognition in the homeostatic process of consumer decision
making: its definition, measurement and use. Doctoral disertation, Denton, Texas, Texas
State University: 101 pp.
https://digital.library.unt.edu/ark:/67531/metadc332286 (10 June, 2013)

Bruner G. C., Pomazal R. J. 1988. Problem recognition: The crucial first stage of the consumer
decision process. Journal of Services Marketing, 2, 3: 43-53

Bruwer J., Buller C. 2012. Country-of-origin (COO) brand preferences and associated
knowledge levels of Japanese wine consumers. Journal of Product & Brand
Management, 21, 5: 307-316

Bruwer J., Johnson R. 2010. Place-based marketing and regional branding strategy perspectives
in the California wine industry. Journal of Consumer Marketing, 27, 1: 5-16

Bruwer J., Li E. 2007. Wine-related lifestyle (WRL) market segmentation: demographic and
behavioural factors. Journal of Wine Research, 18, 1: 19-34

Byrne B. M. 2004. Testing for multigroup invariance using AMOS graphics: A road less
traveled. Structural Equation Modeling, 11, 2: 272-300

Celsi R. L. Olson J. C. 1988. The role of involvement in attention and comprehension processes.
Journal of Consumer Research, 15, 2: 210-224

Chaney 1. 2000. External search effort for wine. International Journal of Wine Marketing, 12,
11: 5-21

Chaney 1. M. 2001. Opinion leaders as a segment for marketing communications. Marketing
Intelligence & Planning, 19, 5: 302-308

Charters S., Pettigrew S. 2007. The dimensions of wine quality. Food Quality and Preference,
18, 7: 997-1007

Charters S., Velikova N., Ritchie C., Fountain J., Thach L., Dodd T. H., Fish N., Herbst F.,
Terblanche N. 2011. Generation Y and sparkling wines: a cross-cultural perspective.
International Journal of Wine Business Research, 23, 2: 161-175

Chocarro R., Cortifias M., Villanueva M.-L. 2013. Situational variables in online versus offline
channel choice. Electronic Commerce Research and Applications, 12, 5: 347-361

133



Hristov H. The influence of ... knowledge, sensory competence and self-confidence in selection of information sources for wine purchases.

Doctoral Dissertation. Ljubljana, University of Ljubljana, Biotechnical Faculty, 2017

Chou C.-P., Bentler M. P. 1995. Estimates and tests in structural equation modeling. In:
Structural equation modeling: Concepts, issues, and applications. Hoyle R. (ed.). 1 ed.
Thousand Oaks, CA, Sage Publications: 37-54.

Chrysochou P., Krystallis A., Mocanu A., Lewis R. L. 2012. Generation Y preferences for wine:
An exploratory study of the US market applying the best-worst scaling. British Food
Journal, 114, 4: 516-528

Churchill Jr G. A. 1979. A paradigm for developing better measures of marketing constructs.
Journal of Marketing Research, 16, 1: 64-73

Clark L. A., Watson D. 1995. Constructing validity: Basic issues in objective scale development.
Psychological assessment, 7, 3: 309-319

Cohen E., Goodman S., Goodman S. 2009. An international comparison of retail consumer wine
choice. International Journal of Wine Business Research, 21, 1: 41-49

Cohen J., Cohen E. 2011. Can Consumers discriminate between sensory attributes in wine the
case of bordo reds. In: 6th AWBR International Conference, Bordeaux Management
School, Bordeaux, France, 9.-10. June, 2011. Academy of Wine Business Research: 9
Pp.
http://academyofwinebusiness.com/wp-content/uploads/2011/09/75-
AWBR2011_Cohen_Cohen.pdf (25 April, 2014)

Collins L. M., Lanza S. T. 2010. Latent class analysis with covariates. In: Latent class and latent
transition analysis: With applications in the social, behavioral, and health sciences.
Collins Linda, Lanza Stephanie (eds.). New York: Wiley: 149-177

Coltman T. R., Devinney T. M., Keating B. W. 2011. Best-worst scaling approach to predict
customer choice for 3PL services. Journal of Business Logistics, 32, 2: 139-152

Coltman, T., Devinney, T. M., Midgley, D. F., Venaik, S. 2008. Formative versus reflective
measurement models: Two applications of formative measurement. Journal of Business
Research, 61, 12: 1250-1262

Coupey E., Irwin J. R., Payne J. W. 1998. Product category familiarity and preference
construction. Journal of Consumer Research, 24, 4: 459-468

Cox D. F. 1967. Risk handling in consumer behaviour - An intensive study of two cases. In:
Risk taking and information handling in consumer behavior. Cox D. F. (ed.). Boston,
Harvard University Graduate School of Business: 389—-398.

de Magistris T., Gracia A., Albisu L.-M. 2014. Wine consumers’ preferences in Spain: an
analysis using the best-worst scaling approach, Spanish Journal of Agricultural
Research, 12, 3: 529-541

de Magistris T., Groot E., Gracia A., Albisu L.M. Do Millennial generation’s wine preferences
of the ‘New World’ differ from the ‘Old World’? A pilot study. International Journal of
Wine Business Research, 23, 2: 145-160

Ding L., Velicer W. F., Harlow L. L. 1995. Effects of estimation methods, number of indicators
per factor, and improper solutions on structural equation modeling fit indices. Structural
Equation Modeling: A Multidisciplinary Journal, 2, 2: 119-143

Dodd T., Pinkleton B., Gustafson W. 1996. External Information Sources of Product
Enthusiasts: Differences between Variety Seekers, Variety Neutrals, and Variety
Avoiders. Psychology and Marketing, 13, 3: 291-304

134



Hristov H. The influence of ... knowledge, sensory competence and self-confidence in selection of information sources for wine purchases.

Doctoral Dissertation. Ljubljana, University of Ljubljana, Biotechnical Faculty, 2017

Dodd T. H., Laverie D. A., Wilcox J. F., Duhan D. D. 2005. Differential effects of experience,
subjective knowledge, and objective knowledge on sources of information used in
consumer wine purchasing. Journal of Hospitality and Tourism Research, 29, 1: 3-19.

Dowling G. R., Staelin R. 1994. A model of perceived risk and intended risk-handling activity.
Journal of Consumer Research, 21, 1: 119-134

Du Plessis P. J., Rousseau G. G., Blum N. H. 1990. Consumer Behaviour. A South African
Perspective. Pretoria, Sigma: 319 pp.

Duncan C. P., Olshavsky R. W. 1982. External search: The role of consumer beliefs. Journal of
Marketing Research, 19, 1: 32-43

Edwards W. D., Gabel W. J., Hosmer F. E. 1986. On the physical death of Jesus Christ. JAMA,
255, 11: 1455-1463

Ellen P. S. 1994. Do we know what we need to know? Objective and subjective knowledge
effects on pro-ecological behaviors. Journal of Business Research, 30, 1: 43-52

Elliot S., Barth J. E. 2012. Wine label design and personality preferences of millennials. Journal
of Product & Brand Management, 21, 3: 183-191

Engel J. F., Blackwell R. D., Miniard P. W. 1990. Consumer Behavior 6th ed. Chicago, The
Dryden Press: 481 pp.

Farley J. U., Ring L. W. 1970. An empirical test of the Howard-Sheth model of buyer behavior.
Journal of Marketing Research, 7, 4. 427-438

Faye P., Courcoux P., Giboreau A., Qannari E. M. 2013. Assessing and taking into account the
subjects’ experience and knowledge in consumer studies. Application to the free sorting
of wine glasses. Food Quality and Preference, 28, 1: 317-327

Fiske C. A., Luebbehusen L. A., Miyazaki A. D., Urbany J. E. 1994. The relationship between
knowledge and search: It depends. Advances in Consumer Research, 21, 1: 43-50Flynn
L. R., Goldsmith R. E. 1999. A short, reliable measure of subjective knowledge. Journal
of Business Research, 46, 1: 57-66

Fodness D., Murray B. 1999. A model of tourist information search behavior. Journal of Travel
Research, 37, 3: 220-230

Forbes S., Cohen D., Dean D. 2008. An assessment of wine knowledge amongst global
consumers. In: 4th International Conference of the Academy of Wine Business
Research, Siena, Italy, 17.-19. July, 2008. Siena, Academy of Wine Business Research:
11 pp.
https://researcharchive.lincoln.ac.nz/handle/10182/3405?show=full (13 April, 2015).

Fornell C., Larcker D. F. 1981. Structural equation models with unobservable variables and
measurement error: Algebra and statistics. Journal of Marketing Research, 18, 3: 382-
388

Fountain J., Lamb C. 2011. Generation Y as young wine consumers in New Zealand: how do
they differ from Generation X? International Journal of Wine Business Research, 23, 2:
107-124

Frast M., Noble A. 2002. Preliminary study of the effect of knowledge and sensory expertise.
American Journal of Enology and Viticulture, 53, 3: 275-284

Furse D. H., Punj G. N., Stewart D. W. 1984. A typology of individual search strategies among
purchasers of new automobiles. Journal of Consumer Research, 10, 4: 417-431

135



Hristov H. The influence of ... knowledge, sensory competence and self-confidence in selection of information sources for wine purchases.

Doctoral Dissertation. Ljubljana, University of Ljubljana, Biotechnical Faculty, 2017

Garcia T., Barrena R., Grande 1. 2013. The wine consumption preferences of young people: a
Spanish case study. International Journal of Wine Business Research, 25, 2: 94-107

Gawel R. 1997. The use of language by trained and untrained experienced wine tasters. Journal
of Sensory studies, 12, 4: 267-284

Geraghty S., Torres A. M. 2009. The Irish wine market: a market segmentation study.
International Journal of Wine Business Research, 21, 2: 143-154

Giacalone D., Frgst M. B., Bredie W. L., Pineau B., Hunter D. C., Paisley A. G., Beresford M.
K., Jaeger S. R. 2015. Situational appropriateness of beer is influenced by product
familiarity. Food Quality and Preference, 39: 16-27

Giraud G., Tebby C., Amblard C. 2011. Measurement of consumers’ wine-related knowledge.
Enometrica, 4, 1: 33-42

Goldman A. E. 1962. The group depth interview. The Journal of Marketing, 26, 3: 61-68

Goldsmith R. E. 2000. Identifying wine innovators: A test of the domain specific innovativeness
scale using known groups. International Journal of Wine Marketing, 12, 2: 37-46

Goldsmith R. E., d’Hauteville F. 1998. Heavy wine consumption: empirical and theoretical
perspectives. British Food Journal, 100, 4: 184-190

Griffith D. A., Chen Q. 2004. The influence of virtual direct experience (VDE) on on-line ad
message effectiveness. Journal of Advertising, 33, 1: 55-68

Hadar L., Sood S. 2014. When knowledge is demotivating: Subjective knowledge and choice
overload. Psychological science, 25, 9: 1739-1747

Hair J. F., Black W. C., Babin B. J., Anderson R. E., Tatham R. L. 2006. Multivariate data
analysis. 6th ed.. New Jersey, Pearson Prentice Hall: 899 pp.

Hall J., Lockshin L., Barry O'Mahony G. 2001. Exploring the links between wine choice and
dining occasions: Factors of influence. International Journal of Wine Marketing, 13, 1:
36-53

Hammond R., Velikova N., Dodd T. H. 2013. Information sources used by millennial restaurant
wine consumers. Journal of Foodservice Business Research, 16, 5: 468-485.

Hayes J. E., Pickering G. J. 2012. Wine expertise predicts taste phenotype. American Journal of
Enology and Viticulture, 63: 80-84

Haynes S. N., Richard D., Kubany E. S. 1995. Content validity in psychological assessment: A
functional approach to concepts and methods. Psychological assessment, 7, 3: 238-247

Hildebrand, D.K. 1986. Statistical thinking for behavioral scientists. Boston, Duxbury Press:
500 pp.

Hinkin T. R., Tracey J. B., Enz C. A. 1997. Scale construction: Developing reliable and valid
measurement instruments. Journal of Hospitality & Tourism Research, 21, 1: 100-120

Hirschman E. C., Holbrook M. B. 1982. Hedonic consumption: emerging concepts, methods
and propositions. The Journal of Marketing, 46, 3: 92-101

Hoch S. J. 2002. Product experience is seductive. Journal of Consumer Research, 29, 3. 448-
454

Hoeffler S. 2003. Measuring preferences for really new products. Journal of Marketing
Research, 40, 4: 406-420

Howard J. A., Sheth J. N. 1969. The theory of buyer behavior. New York, John Wiley and Sons,
Inc.: 458 pp.

136



Hristov H. The influence of ... knowledge, sensory competence and self-confidence in selection of information sources for wine purchases.

Doctoral Dissertation. Ljubljana, University of Ljubljana, Biotechnical Faculty, 2017

Hoyer W. D. 1984. An examination of consumer decision making for acommon repeat purchase
product. Journal of Consumer Research, 11, 3: 822-829

Hoyle R. 1995. The Structural Equation Modeling Approach: Basic Concepts and Fundamental
Issues. In: Structural Equation Modeling: Concepts, Issues, and Applications. Hoyle
R.H. (ed.). Thousand Oaks, Sage: 1-15

Hristov H., Kuhar A. 2014a. Young urban adults preference for wine information sources: An
exploratory study for Republic of Macedonia. In: XIVth Congress of the European
Association of Agricultural Economists, Ljubljana, Slovenija, 26.-29. August 2014.
AgEcon Search, Research in Agricultural & Applied Economics: 19 pp.
http://ageconsearch.umn.edu/bitstream/184855/2/14th_EAAE_Congress_Contrib.Pape
r_Hristov_Kuhar.pdf (29 August 2014)

Hristov H., Kuhar A. 2014b. Young urban adults’ preference for wine attributes applying best-
worst scaling: An exploratory study for Republic of Macedonia. Bulgarian Journal
Agricultural Science, 20, 3: 541-551

Hughson A. L., Boakes R. A. 2009. Passive perceptual learning in relation to wine: Short-term
recognition and verbal description. The Quarterly Journal of Experimental Psychology,
62, 1: 1-8

Hughson L. A., Boakes A. R. 2001. Perceptual and Cognitive Aspects of Wine Expertise.
Australian Journal of Psychology, 53, 2: 103-108

Hughson L. A., Boakes A. R. 2002. The knowing nose: the role of knowledge in wine expertise.
Food Quality and Preference, 13, 463-472

Jansson-Boyd C. V. 2010. Consumer psychology. New York, Open University Press: 258 pp.

Johnson E. J., Russo J. E. 1984. Product Familiarity and Learning New Information. Journal of
Consumer Research, 11, 1: 542-550

Johnson L. W., Ringham L., Jurd K. 1991. Behavioural segmentation in the Australian wine
market using conjoint choice analysis. International Marketing Review, 8, 4: 26-31

Johnson T. E., Bastian S. E. P. 2007. A preliminary study of the relationship between Australian
wine consumers' wine expertise and their wine purchasing and consumption behaviour.
Australian Journal of Grape and Wine Research, 13, 3: 186-197

Joreskog K. G., Goldberger A. S. 1972. Factor analysis by generalized least squares.
Psychometrika, 37, 3: 243-260

Jover A. J. V., Montes F. J. L., Fuentes M. d. M. F. 2004. Measuring perceptions of quality in
food products: the case of red wine. Food Quality and Preference, 15, 5: 453-469

Kardes F. R., Strahle W. M. 1986. Positivity and negativity effects in inferences about products.
Advances in Consumer Research, 13, 1: 23-26

Keith T. Z. 2014. Multiple regression and beyond: An introduction to multiple regression and
structural equation modeling. 2 ed. New York, Routledge: 600 pp.

Kiel G. C., Layton R. A. 1981. Dimensions of consumer information seeking behavior Journal
of Marketing Research, 18, 2: 233-239

Kierath T., Wang C. 2013. The Global Wine Industry, Slowly Moving from Balance to
Shortage. London, Morgan Stanley Research. Commerce and Economic Development
Bureau: 77 pp.

137



Hristov H. The influence of ... knowledge, sensory competence and self-confidence in selection of information sources for wine purchases.

Doctoral Dissertation. Ljubljana, University of Ljubljana, Biotechnical Faculty, 2017

http://www.wine.gov.hk/doc/en/Morgan_Stanley Global Wine_Industry Research_O
ct2013.pdf (23 September, 2013)

Kim D. J., Ferrin D. L., Rao H. R. 2008. A trust-based consumer decision-making model in
electronic commerce: The role of trust, perceived risk, and their antecedents. Decision
support systems, 44, 2: 544-564

Kim H., Bonn M. A. 2015. The moderating effects of overall and organic wine knowledge on
consumer behavioral intention. Scandinavian Journal of Hospitality and Tourism, 15, 3:
295-310

King E. S., Johnson T. E., Bastian S. E., Osidacz P., Leigh Francis I. 2012. Consumer liking of
white wines: segmentation using self-reported wine liking and wine knowledge.
International Journal of Wine Business Research, 24, 1: 33-46

King S. C., Meiselman H. L., Hottenstein A. W., Work T. M., Cronk V. 2007. The effects of
contextual variables on food acceptability: A confirmatory study. Food Quality and
Preference, 18, 1. 58-65

King S. C., Weber A. J., Meiselman H. L., Lv N. 2004. The effect of meal situation, social
interaction, physical environment and choice on food acceptability. Food Quality and
Preference, 15, 7: 645-653

Kline R. 2005. Principles and Practice of Structural Equation Modeling. 3' ed.. New York,
Guilford: 427 pp.

Kollat D. T., Blackwell R. D., Engel J. F. 1972. The current status of consumer behavior
research: Developments during the 1968-1972 period. In: SV - Proceedings of the Third
Annual Conference of the Association for Consumer Research. Chicago, 3.-5.
November 1972. M. Venkatesan (eds.). Chicago, IL, Association for Consumer
Research: 576-585.

Kotler P. 2000. Marketing management millenium edition. Boston, Main, Pearson Custom
publishing: 456 pp.

Langford I. H., Lewis T. 1998. Outliers in multilevel data. Journal of the Royal Statistical
Society: Series A (Statistics in Society), 161, 2: 121-160

Langford J., McDonagh D. 2003. Focus Groups: Supporting Effective Product Development.
London, Taylor and Francis: 222 pp.

Laroche M., Howard J. A. 1980. Nonlinear relations in a complex model of buyer behavior.
Journal of Consumer Research, 6, 4: 377-388

Latour K. A., Latour M. S. 2010. Bridging aficionados’ perceptual and conceptual knowledge
to enhance how they learn from experience. Journal of Consumer Research, 37, 4: 688-
697

Lee K., Zhao J., Ko J.-Y. 2005. Exploring the Korean wine market. Journal of Hospitality &
Tourism Research, 29, 1: 20-41

Lehrner J. P., Gluck J., Laska M. 1999. Odor identification, consistency of label use, olfactory
threshold and their relationships to odor memory over the human lifespan. Chemical
Senses, 24, 3: 337-346

Lelievre M., Chollet S., Abdi H., Valentin D. 2009. Beer-trained and untrained assessors rely
more on vision than on taste when they categorize beers. Chemosensory perception, 2,
3: 143-153

138



Hristov H. The influence of ... knowledge, sensory competence and self-confidence in selection of information sources for wine purchases.

Doctoral Dissertation. Ljubljana, University of Ljubljana, Biotechnical Faculty, 2017

Leon G. Schiffman, Kanuk L. L., Hansen H. 2008. Consumer behaviour: A European outlook.
Harlow, UK, Prentice Hall: 479 pp.

Lesschaeve 1. 2007. Sensory Evaluation of Wine and Commercial Realities: Review of the
curent practices and perspectives. American Journal of Enology and Viticulture, 58, 2:
252-258

Locander W. B., Hermann P. W. 1979. The effect of self-confidence and anxiety on information
seeking in consumer risk reduction. Journal of Marketing Research, 16, 2: 268-274

Loehlin J. C. 2004. Latent variable models: An introduction to factor, path, and structural
equation analysis. 4" ed.. Mahwah, New Jersey, Lawrence Erlbaum Associates, Inc.:
309 pp.

Loibl C., Cho S. H., Diekmann F., Batte M. T. 2009. Consumer Self-Confidence in Searching
for Information. Journal of Consumer Affairs, 43, 1: 26-55

Loudon D. L., Della Bitta A. J. 1993. Consumer behavior: Concepts and applications. New
York, NY, McGraw-Hill: 553 pp .

Louviere J. J., Flynn T. N. 2010. Using best-worst scaling choice experiments to measure public
perceptions and preferences for healthcare reform in Australia. The Patient: Patient-
Centered Outcomes Research, 3, 4: 275-283

Lowengart O. 2010. Heterogeneity in Consumer Sensory Evaluation as a Base for Identifying
drivers of Product choice. Journal of Business and Management, 16, 1: 37-50

Lutz R., Reilly P. 1973. An Exploration of the Effects of Perceived Social and Performance
Risk on Consumer Information Acquisition. Advances in Consumer Research, 1, 1: 393-
405

Maheswaran D., Sternthal B., Guerhan Z. 1996. Acquisition and impact of consumer expertise.
Journal of Consumer Psychology, 5, 2: 115-133

Maio G. R., Olson J. M. 1999. Why we evaluate: Functions of attitudes. Mahwah, NJ, Erlbaum:
453 pp.

Malhotra N. K. 2011. Analyzing Accumulated Knowledge and Influencing Future Research. In:
Review of Marketing Research: Special Issue—Marketing Legends. Bingley, Emerald
Group Publishing Limited: 9-17.

Malhotra N. K., Birks D. F. 2005. Marketing Research: An Applied Approach. Harlow, UK,
Prentice Hall, Inc.: 752 pp.

Marinelli N., Fabbrizzi S., Sottini V. A., Sacchelli S., Bernetti 1., Menghini S. 2013. Generation
Y, wine and alcohol. A semantic differential approach to consumption analysis in
Tuscany. Appetite, 75, 1. 117-127

Mata R., Nunes L. 2010. When less is enough: Cognitive aging, information search, and
decision quality in consumer choice. American Psychological Association 25, 2: 299-
309

Melcher J. M., Schooler J. W. 1996. The misremembrance of wines past: Verbal and perceptual
expertise differentially mediate verbal overshadowing of taste memory. Journal of
Memory and Language, 35, 2: 231-245

Menguc B., Uray N. 2015. An Extended Model of Consumer Knowledge Assessment: A Cross-
National Study. In: Global Perspectives in Marketing for the 21st Century. Proceedings

139



Hristov H. The influence of ... knowledge, sensory competence and self-confidence in selection of information sources for wine purchases.

Doctoral Dissertation. Ljubljana, University of Ljubljana, Biotechnical Faculty, 2017

of the 1999 World Marketing Congress. Manrai A. K., Meadow H. L. (Eds.). Cham,
Springer: 148-157

Midgley D. F. 1983. Patterns of interpersonal information seeking for the purchase of a symbolic
product. Journal of Marketing Research 20, 1. 74-83

Mielby L. H., Frast M. B. 2010. Expectations and surprise in a molecular gastronomic meal.
Food Quality and Preference, 21, 2: 213-224

Mitchell A. A., Dacin P. A. 1996. The Assessment of Alternative Measures of Consumer
Expertise. Journal of Consumer Research, 23, 3: 219-239

Mitchell V.-W., Greatorex M. 1989. Risk reducing strategies used in the purchase of wine in
the UK. European Journal of Marketing, 23, 9: 31-46

Moore W. L., Lehmann D. R. 1980. Individual differences in search behavior for nondurable.
Journal of Consumer Research, 7, 3: 296-307

Moorthy S., Ratchford B. T., Talukdar D. 1997. Consumer information search revisited: Theory
and empirical analysis. Journal of Consumer Research, 23, 4: 263-277

Mourali M., Laroche M., Pons F. 2005. Antecedents of consumer relative preference for
interpersonal information sources in pre-purchase search. Journal of Consumer
Behaviour, 4, 5: 307-318

Mueller S., Charters S., Mueller S., Remaud H., Chabin Y. 2011. How strong and generalisable
is the Generation Y effect? A cross-cultural study for wine. International Journal of Wine
Business Research, 23, 2: 125-144

Mueller S., Leigh F., Lockshin L. 2008. The relationship between wine liking, subjective and
objective wine knowledge: Does it matter who is in your ‘consumer’ sample? In: 4th
International Conference of the Academy of Wine Business Research, Siena, Italy, 17-
19, July, 2008. Siena, Academy of Wine Business Research: 17 pp.
http://academyofwinebusiness.com/wp-content/uploads/2010/04/The-relationship-
between-wine-liking_paper.pdf (09. May 2015).

Mukherjee A., Hoyer W. D. 2001. The effect of novel attributes on product evaluation. Journal
of Consumer Research, 28, 3: 462-472

Murray K. B. 1991. A test of services marketing theory: consumer information acquisition
activities. The Journal of Marketing 55, 1: 10-25

Né&slund D. 2002. Logistics needs qualitative research—especially action research. International
Journal of Physical Distribution and Logistics Management, 32, 5: 321-338

Newman J. W. 1977. Consumer external search: Amount and determinants. In: Consumer and
Industrial Buying behavior. Woodside A. G.. Sheth, J.N., Bennett P. (eds.). New York,
Elsevier North Holland: 79-94

Newman J. W., Staelin R. 1972. Prepurchase information seeking for new cars and major
household appliances. Journal of Marketing Research: 249-257

Nicosia F. M. 1966. Consumer decision processes: marketing and advertising implications. New
Jersey, USA, Prentice-Hall: 284 pp.

Noev, N. 2005. Wine quality and regional reputation: hedonic analysis of the bulgarian wine
market, Eastern European Economics, 43, 6: 5-30

140



Hristov H. The influence of ... knowledge, sensory competence and self-confidence in selection of information sources for wine purchases.
Doctoral Dissertation. Ljubljana, University of Ljubljana, Biotechnical Faculty, 2017

Olsen J., Elizabeth T., Nowak L. 2006. Consumer Socialization of US Wine Consumers. In: 3rd
International Wine Business and Marketing Research Conference, Montpellier, France,
July, 6.-8. 2016. Academy of Wine Business Research: 19 pp.
http://academyofwinebusiness.com/wp-content/uploads/2010/05/olsen.pdf (26
December, 2016).

Olsen J., Thach L. 2001. Consumer behaviour and wine consumption: A conceptual framework.
The Australian and New Zealand Wine Industry Journal, 16, 6: 123-129

Olsen J. E., Thompson K. J., Clarke T. K. 2003. Consumer Self-Confidence in Wine Purchases.
International Journal of Wine Business Research, 15, 11: 40-51

Olshavsky R. W., Wymer W. 1995. The desire for new information from external sources. In:
Proceedings of the Society for Consumer Psychology. San Diego, 10.-11. February,
1995. MacKenzie B. Scott and Stayman Douglas (eds.). Printmaster Bloomington,
IN:17-27
https://www.researchgate.net/publication/291354598 Olshavsky Richard and_Walter
_Wymer_1995 The_Desire_for_New_Information_from_External_Sources_Proceedin
gs_from_the 1995 Society of Consumer_Psychology Conference_Scott B _MacKen
zie_Douglas_Stayman_eds_p (22 February, 2016).

Owen D. H., Machamer P. K. 1979. Bias-free improvement in wine discrimination. Perception,
8, 2: 199-209

Pachauri M. 2001. Consumer Behaviour: a Literature Review. The Marketing Review, 2, 3:
319-355

Packard G. M., Wooten D. B. 2013. Compensatory knowledge signaling in consumer word-of-
mouth. Journal of Consumer Psychology, 23, 4: 434-450

Pangborn R. 1963. Relative taste intensities of selected sugars and organic acids. Journal of
Food Science, 28, 6: 726-733

Park C. W., Lessig V. P. 1981. Familiarity and its impact on consumer decision bieases and
heuristics. Journal of Consumer Research, 8, 2: 223-230

Park C. W., Mothersbaugh L. D., Feick L. 1994. Consumer Knowledge Assessment. Journal of
Consumer Research, 21, 1: 71-82

Parr W. V., Geoffrey White K., Heatherbell D. A. 2003. The nose knows: influence of colour
on perception of wine aroma. Journal of Wine Research, 14, 2-3: 79-101

Parr W. V., Heatherbell D., White K. G. 2002. Demystifying wine expertise: olfactory threshold,
perceptual skill and semantic memory in expert and novice wine judges. Chemical
Senses, 27, 8: 747-755

Pechey, R., Couturier, D. L., Hollands, G. J., Mantzari, E., Munafo, M. R., and Marteau, T. M.
2016. Does wine glass size influence sales for on-site consumption? A multiple
treatment reversal design, BMC Public Health 16, 1: 390-396

Pechtl H. 2008. Price knowledge structures relating to grocery products. Journal of Product and
Brand Management, 17, 7: 485-496

Perez-Magarino S., Ortega-Heras M., Gonzalez-Sanjose M. L. 2011. Wine consumption habits
and consumer preferences between wines aged in barrels or with chips. Journal of Food
Science and Agriculture, 91, 5: 943-949

141



Hristov H. The influence of ... knowledge, sensory competence and self-confidence in selection of information sources for wine purchases.

Doctoral Dissertation. Ljubljana, University of Ljubljana, Biotechnical Faculty, 2017

Perrouty J., D’Hauteville F., Lockshin L. 2005. The influence of wine attributes on region of
origin equity : An analysis of the moderating effect of consumer’s perceived expertise.
Agribusiness, 22, 3: 322-341

Perrouty J. P., d'Hauteville F., Lockshin L. 2006. The influence of wine attributes on region of
origin equity: An analysis of the moderating effect of consumer's perceived expertise.
Agribusiness, 22, 3: 323-341

Philippe A., Ngobo P. V. 1999. Assessment of consumer knowledge and its consequences: A
multi-component approach. Advances in Consumer Research, 26, 1: 569-575

Prasad R. K., Jha M. K. 2014. Consumer buying decisions models: A descriptive study.
International Journal of Innovation and Applied Studies, 6, 3: 335-351

Prescott J., Norris L., Kunst M., Kim S. 2005. Estimating a “consumer rejection threshold” for
cork taint in white wine. Food Quality and Preference, 16, 4: 345-349

Punj G. N., Staelin R. 1983. A model of consumer information search behavior for new
automobiles. Journal of Consumer Research, 9, 4: 366-380

Qenani-Petrela E., Wolf M., Zuckerman B. 2007. Generational differences in wine
consumption. Journal of Food Distribution Research, 38, 1: 119-127.

Quelch J. A, Jocz K. E. 2008. Milestones in marketing. Business History Review, 82, 04: 827-
838

Quester P., Neal C., Pettigrew S., Grimmer M., Davis T., Hawkins D. 2007. Consumer
behaviour: Implications for marketing strategy. Sydney, McGraw-Hill: 655 pp.

Raju P. S., Lonial S. C., Glynn Mangold W. 1995. Differential effects of subjective knowledge,
objective knowledge, and usage experience on decision making: An exploratory
investigation. Journal of Consumer Psychology, 4, 2: 153-180

Rao A. R., Monroe K. B. 1988. The moderating effect of prior knowledge on cue utilization in
product eveluation. Journal of Consumer Research, 15, 2: 253-264

Rao A. R., Sieben W. A. 1992. The Effect of Prior Knowledge on Price Acceptability and the
Type of Information Examined. Journal of Consumer Research, 19, 2: 256-270

Rau P., Samiee S. 1981. Models of consumer behavior: The state of the art. Journal of the
Academy of Marketing Science, 9, 3: 300-316

Ritchie C., Valentin D. 2011. A Comparison of Wine Drinking Behaviors in Young Adults in
the UK and France. In: 6th AWBR International Conference, Bordeaux Management
School — BEM — France, 9 — 10 June 2011. Academy of Wine Business Research: 14
Pp.
http://academyofwinebusiness.com/?page_id=565 (25 Maj, 2014).

Robinson A. L., Boss P. K., Solomon P. S., Trengove R. D., Heymann H., Ebeler S. E. 2014.
Origins of grape and wine aroma. Part 1. Chemical components and viticultural impacts.
American Journal of Enology and Viticulture, 65, 1: 1-24

Robson K., Plangger K., Campbell C. 2014. Objective and Subjective Wine Knowledge:
Evidence from an Online Study. In: Academy of wine business research VIIM
International Conference, Geisenheim, Germany, June 28-30, 2014. Hochschule
Geisenheim University: 1 pp.

142



Hristov H. The influence of ... knowledge, sensory competence and self-confidence in selection of information sources for wine purchases.

Doctoral Dissertation. Ljubljana, University of Ljubljana, Biotechnical Faculty, 2017

http://www.hs-
geisenheim.de/fileadmin/user_upload/Betriebswirtschaft_und_Marktforschung/AWBR
_Conference_2014/Abstracts/CB_02_Robson_Karen_abstract.pdf (23 June, 2015).

Roessler E., Pangborn R., Sidel J., Stone H. 1978. Expanded statistical tables for estimating
significance in paired-preference, paired—difference, duo—trio and triangle tests. Journal
of Food Science, 43, 3: 940-943

Ryu, K., Jang, S. S. 2007. The effect of environmental perceptions on behavioral intentions
through emotions: The case of upscale restaurants. Journal of Hospitality and Tourism
Research, 31, 1: 56-72

Sanchez M., Gil J. M. 1998. Consumer preferences for wine attributes in different retail stores:
A conjoint approach. International Journal of Wine Marketing, 10, 1: 25-38

Schmidt J. B., Spreng R. A. 1996. A proposed model of external consumer information search.
Journal of the Academy of Marketing Science, 24, 3: 246-256

Schumacker R. E., Lomax R. G. 2004. A beginner's guide to structural equation modeling. New
York, Routledge, Taylor and Francis Group: 495 pp.

Schwalenstocker E. S. 2006. Consumer use of external information in choosing health plans; A
model of external information search and its relationship to personal influence. Doctoral
thesis. The George Washington University: 574pp.
https://search-proquest-com.nukweb.nuk.uni-
lj.si/docview/305336957/fulltextPDF/C56 CD1F8C2F94C48PQ/1?accountid=16468
(18, June 2015)

Selnes F., Grgnhaug K. 1986. Subjective and Objective Measures of Product Knowledge
Contrasted. Advances in Consumer Research, 13, 1: 67-71

Sethi V., King W. R. 1994. Development of measures to assess the extent to which an
information technology application provides competitive advantage. Management
Science, 40, 12: 1601-1627

Shah R., Goldstein S. M. 2006. Use of structural equation modeling in operations management
research: Looking back and forward. Journal of Operations Management, 24, 2: 148-
169

Silva Ferreira A. C., Guedes de Pinho P., Rodrigues P., Hogg T. 2002. Kinetics of oxidative
degradation of white wines and how they are affected by selected technological
parameters. Journal of Agricultural and Food Chemistry, 50, 21: 5919-5924

Smith A. D., Rupp W. T. 2003. Strategic online customer decision making: leveraging the
transformational power of the Internet. Online Information Review, 27, 6: 418-432

Solomon G. E. A. 1990. Psychology of novice and expert wine talk. The American Journal of
Psychology, 103: 495-517

Solomon G. E. A. 1997. Conceptual change and wine expertise. Journal of the Learning
Sciences, 6, 1: 41-60

Solomon M., Bamossy G., Askegaard S., Hogg K. M. 2013. Consumer behaviour: A European
perspective. 5" ed. London, Pearson Education: 672 pp.

Spawton T. 1991. Marketing Planning for Wine. European Journal of Marketing, 25, 3: 6-48

Spielmann N. 2015. Anything but typical: how consumers evaluate origin products based on
their cues. International Journal of Wine Business Research, 27, 1: 23-39

143



Hristov H. The influence of ... knowledge, sensory competence and self-confidence in selection of information sources for wine purchases.

Doctoral Dissertation. Ljubljana, University of Ljubljana, Biotechnical Faculty, 2017

Srinivasan N. 1990. Pre-purchase external search for information. In: Review of Marketing, 4.
Zeithaml Valarie (eds.). Pitsburg, American Marketing Assosiation: 153-189

Srinivasan, N., Ratchford, B. T. 1991. An empirical test of a model of external search for
automobiles. Journal of Consumer Research, 18, 2: 233-242

Srull T. K. 1983. Affect and memory: The impact of affective reactions in advertising on the
representation of product information in memory. Advances in Consumer Research, 10,
1: 520-525

Stone M. A., Desmond J. 2007. Fundamentals of marketing. New York, Routledge: 460 pp.

Szolnoki G., Herrmann R., Hoffmann D. 2010. Origin, grape variety or packaging? Analyzing
the buying decision for wine with a conjoint experiment. Working Paper 72. November
2010. American Association of Wine Economists.
http://www.wine-economics.org/aawe/wp-content/uploads/2012/10/AAWE_WP72.pdf
(12 January, 2015).

Tabachnick B., Fidell L. 2007. Multivariate analysis of variance and covariance. Using
Multivariate Statistics, 3: 402-407

Taylor D. C., Dodd T. H., Barber N. 2008. Impact of wine education on developing knowledge
and preferences: An exploratory study. Journal of Wine Research, 19, 3: 193-207.

Teagle, J., Mueller, S. and Lockshin, L. 2010. How do Millennials’ wine attitudes and behavior
differ from other generations?, paper presented at the 5th International Academy of Wine
Business Research Conference, Auckland, 8-10 February 2010. Academy of Wine
Business Research: 8 pp.
http://academyofwinebusiness.com/wp-content/uploads/2010/04/Teagle-How-do-
millenials-wine-and-behaivior-differ.pdf (19, July 2013).

Thach E. C., Olsen J. E. 2006. Market segment analysis to target young adult wine drinkers.
Agribusiness, 22, 3: 307-322

Thach L. 2011. Wine for breakfast: exploring wine occasions for gen 'y, 6th AWBR International
Conference 9-10 June 2011, Bordeaux Management School, BEM, France. Academy of
Wine Business Research:16 pp.
http://academyofwinebusiness.com/wp-content/uploads/2011/09/3-AWBR2011-
Thachl.pdf (25, May, 2015)
Thompson B. 2004. Exploratory and confirmatory factor analysis: Understanding concepts and
applications. Washington, DC, US, American Psychological Association: 195pp.
Thorelli H. B., Engledow J. L. 1980. Information seekers and information systems: A policy
perspective. The Journal of Marketing 44, 2: 9-24

Tuorila H., Meiselman H. L., Bell R., Cardello A. V., Johnson W. 1994. Role of sensory and
cognitive information in the enhancement of certainty and linking for novel and familiar
foods. Appetite, 23, 3: 231-246

Tzimitra-Kalogianni, 1., Papadaki-Klavdianou, A., Alexaki, A. and Tsakiridou, E. 1999. Wine
routes in Northern Greece: consumer perceptions, British Food Journal, 101, 11. 884-
892

Urbany J. E., Dickson P. R., Wilkie W. L. 1989. Buyer uncertainty and information search.
Journal of Consumer Research, 16, 2: 208-215

144



Hristov H. The influence of ... knowledge, sensory competence and self-confidence in selection of information sources for wine purchases.
Doctoral Dissertation. Ljubljana, University of Ljubljana, Biotechnical Faculty, 2017

USDA. 2014. EU-28 wine annual report and statistics 2014. U.S. Department of Agriculture,
Foreign Agricultural Service: 28 pp.
https://gain.fas.usda.gov/Recent%20GAIN%20Publications/Wine%20Annual_Rome_
EU-28 2-26-2014.pdf (22, November, 2015).

Van Dijk E., Van Knippenberg D. 2005. Wanna trade? Product knowledge and the perceived
differences between the gains and losses of trade. European journal of social Psychology
35, 1: 23-34

Van Raaij W. F., van Veldhoven G. M., Wérneryd K.-E. 2013. Handbook of economic
psychology. Tilburg, Netherlands, Springer Science: 683 pp.

Veale R. 2008. Sensing or knowing?: Investigating the influence of knowledge and self-
confidence on consumer beliefs regarding the effect of extrinsic cues on wine quality.
International Journal of Wine Business Research, 20, 4: 352-366

Veale R., Quester P. 2007. Consumer expertise: Measuring consumer objective knowledge. In:
ANZMAC Conference 2007. Dunedin, University of Otago, New Zealand: 2109-2114
https://www.researchgate.net/publication/292988215 Consumer_Expertise_Measuring
_Consumer_Objective_Knowledge (23, October 2014)

Velikova N., Howell R. D., Dodd T. 2015. The development of an objective wine knowledge
scale: the item response theory approach. International Journal of Wine Business
Research, 27, 2: 103-124

Vermunt J. K., Magidson J. 2005. Technical guide for Latent GOLD Choice 4.0: basic and
advanced. Belmont, Massachussetts, Statistical Innovations Inc: 167 pp.

Vigar-Ellis D., Pitt L., Caruana A. 2015. Knowledge effects on the exploratory acquisition of
wine. International Journal of Wine Business Research, 27, 2: 84-102

Viot C. 2012. Subjective knowledge, product attributes and consideration set: a wine
application. International Journal of Wine Business Research, 24, 3. 219-248

Viot C., Passebois-Ducros J. 2010. Wine brands or branded wines? The specificity of the French
market in terms of the brand. International Journal of Wine Business Research, 22, 4:
406-422

Wanke M. 2008. Social psychology of consumer behavior. New York, Teylor and Francis
Group, Psychology Press: 387 pp.

Weininstitut D. 2014. Deutscher Wein Statistik 2014-2015, Mainz, Germany, Weininstitut: 40
pp.

Weininstitut D. 2017. Deutscher Wein Statistik 2016-2017, Mainz, Germany, Weininstitut: 40
Pp.

West S. G., Finch J. F., Curran P. J. 1995. Structural equation models with nonnormal variables:
Problems and remedies. In: Structural equation modeling: Concepts, issues and
applications. Hoyle RH (eds.). Newbery Park, CA, Sage: 56-75.

Wiedmann K.-P., Hennigs N., Henrik Behrens S., Klarmann C. 2014. Tasting green: an
experimental design for investigating consumer perception of organic wine. British Food
Journal, 116, 2: 197-211

Wilkie W., Dickson P. 1991. Shopping for appliances: consumers’ strategies and patterns of
information search. In: Perspectives in Consumer Behaviour, 4th ed. Kassarjian H.,
Robertson T. (eds.). Englewood Cliffs, NJ., Prentice-Hall: 1-27.

145



Hristov H. The influence of ... knowledge, sensory competence and self-confidence in selection of information sources for wine purchases.
Doctoral Dissertation. Ljubljana, University of Ljubljana, Biotechnical Faculty, 2017

Wilson T. D., Brekke N. 1994. Mental contamination and mental correction: unwanted
influences on judgments and evaluations. Psychological Bulletin, 116, 1: 117-142

Wright P. 1975. Consumer Choice Strategies: Simplifying vs. Optimizing. Journal of Marketing
Research, 12, 1: 60-67

Zaichkowsky J. L. 1988. Involvement and the price cue. In: NA - Advances in Consumer
Research VVolume 15. Micheal J. Houston (eds.). Provo, UT : Association for Consumer
Research: 323-327.
http://acrwebsite.org/volumes/6833/volumes/v15/NA-15 (17 Junary, 2015).

Zalan T., Lewis G. 2014. Wine Business Education in a Networked World. In: International
Conference of the Academy of Wine Business Research, 28.-30 June, 2014, Geisenheim,
Germany.
http://academyofwinebusiness.com/wp-
content/uploads/2014/07/EDUOQ3_Zalan_Tatiana.pdf (19 June, 2015)

Zaltman G., Duncan R., Holbek J. 1973. Innovations and organizations. New York, Wiley
Interscience: 68 pp.

Zampini M., Sanabria D., Phillips N., Spence C. 2007. The multisensory perception of flavor:
Assessing the influence of color cues on flavor discrimination responses. Food Quality
and Preference, 18, 7: 975-984

Zeithaml V. A. 1988. Consumer perceptions of price, quality, and value: a means-end model
and synthesis of evidence. The Journal of Marketing 52, 3: 2-22

Yuan K. H. 2005. Fit indices versus test statistics. Multivariate Behavioral Research, 40, 1:
115-148

146



Hristov H. The influence of ... knowledge, sensory competence and self-confidence in selection of information sources for wine purchases.

Doctoral Dissertation. Ljubljana, University of Ljubljana, Biotechnical Faculty, 2017

ACKNOWLEDGMENTS

As by finishing my PhD studies | am closing one important chapter of self-growing
(improving) in my life | would like to express my profound and sincere gratitude to my mentor
prof. dr. Ales Kuhar. I appreciated his encouragement, his patience, his enthusiasm and his
availability for help despite his responsibility as a professor. | feel fortunate to have benefited a
lot from his teaching and his experience not only as a guiding authority through my studies but
also as a precious person in my life. Likewise, I must mention the Chair of Agricultural
Economics Politics and Law at the Department of Animal Science at Biotechnical Faculty in
Ljubljana giving me motivation, support and inspiration during my PhD studies. | would like to
express deep appreciation to Public Scholarship, Development, Disability and Maintenance
Found of Republic of Slovenia funding me through the whole my adventure, enabling me to
accomplish my project and being patient for finishing it.

My thanks go to all members of guidance committee accepting to be part of my PhD
studies and directing me and helping for writhing my PhD thesis.

Lastly, I would like to thank to whole my family giving me support through all that days
with more or less inspiration of this journey, believing in me and celebrating my victories and
commiserate in my struggles.

This thesis is dedicated to my son Simon.



Hristov H. The influence of ... knowledge, sensory competence and self-confidence in selection of information sources for wine purchases.

Doctoral Dissertation. Ljubljana, University of Ljubljana, Biotechnical Faculty, 2017

ANNEXES
Annex 1:

WINE SCREENING SURVEY

1 How old are you?
2 Do you consume alcoholic beverages? Yes O No O

3 Which one of the following alcoholic beverage category you consume the most?
O Spirits (raki, whisky, votka etc,)

O Wineand sparkling wines

O  Beer

O  sweet alcoholic drinks

O Mix of alcoholic and non-alcoholic drinks

4 How many times in the week on average you consume alcoholic drinks?

5 Of that, how many times do you consume wine?
6 How long have you been a wine consumer? No, year(s) (if less than 1 year, use 1):

7 Which is the most prevalent white grape variety in Republic of Macedonia?

Riesling [], Chardonnay [_], Smederevka [ ],  Stanushina[_],  Don’t know [_]
8 What style is the famous Macedonian wine “T’ga za jug”?

Dry barrel aged wine [_], Sweet barrel aged wine [_],

Semy-Dry wine [_], Don’t know [_]

9 Tannins give to the wine:

Bitter (astringent) taste [_], Sweettaste [ |, Sourtaste [ ], Saltytaste [ ], Don’t know [ |

10, Mark the characteristic colour of the following wines?

Rakaciteli Sira Merlot Semion Zilavka Muscato Kratoshia
Red
White
Don’t
know
11 What is your gender?
Male [], Female []

12 Place write your e-mail address if you agree to cooperate further in our study?
13 In the case you don’t you e-mail address frequently, please indicate your telephone number?
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BUHCKU ITPAIITAJIHUK 3A PET'PYTALIUJA

1 Koja e BamaTa Bo3pact?
2 Jlanu KOHCYMHUpaTe aKOXOJHU TIHjaJaIi? a O He O

3 Kowu aBe o1 HaBeZIeHUTE KaTeTOPUH HA ATKOXOJIHH ITHjalaly HajMHOTY Tv Tipedepupare?
O XKecroku nujananm (pakuja, BUCKH ,,)
O Buno u nennuBu BuHa

O  Tueo
O JIukepu
O Memmanu ankoXoIHU co 6e3aTKOXONHH nujananu (Mukc)

3 Koinky neHa HEIeTHO BO MTPOCEK KOHCYMHUPATE allKOX0J?

4 On OpojOT ICHOBH OATOBOPESHH BO MPETXOMHOTO Mpalllake, KOJIKY JIeHa KOHCYMHPATE BUHO?

6 Konky Bpeme koH3ymupate BuHO? bpoj Ha roauH(1) (IOKONKY € moManky ox 1, HanmmeTe 1)

7 Koja on HaBeIeHUTE COPTH HA TPO3je € Haj3acTaneHa Oena copra Bo Makemonuja?

Pussunr [, Iapmone [, Cmenepeska [ |,  Cramymmna [_], He 3nam [_]
8 KakoB Bup (ctun) e Buaoto T’ra 3a Jyr?

Cygo BuHO 6¢e3 apomu o1 6ype [ ], Iony cyBo BuHO 6e3 apomu o1 6ype [ |
CyBO BMHO CO MHTEH3HBHA apoma Ha 1a6 [, Crnarko BuHO [, He 3nam [_|

9 TanuHHUTE HA BUHOTO My J1aBaat?
I'opunus (TprikaB) BKyc [ ], Cnamok BKYC [], Kucen BKYC [ ], Conen BKYC [ ], Hesnam [ ]
10 OzHauere ja TpaguIOHaTHATa 00ja Ha CIEIHUTE BUHA?

Pkanutenu | Cupa | Mepio | Cemmjon | XKunaBka | Myckar | Kparommuja

IlpBena
bena

He
3HaM

11 Konky ronnuu nmare?

12 Koj e Bammot non?
Max [], XKena []
13 Koja e Bamiara eJeKTpoHCKa momTa?

14 Koj e Bammor TenedoHcku 0poj?
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Annex 2:

PILOT QUESTIONNAIRE
1 How long have you been a wine consumer? No, year(s) (if less than 1 year, use 1)

2 Approximately how many bottles of wine do you purchase per month (750 ml Equivalent)

w

I drink wine at home:
O Every day,

O Most days,

O Weekly,

O Fortnightly,

O Monthly,

O Up to six/year

O I don’t drink wine at home

4 1 drink wine outside of home?
O Every day,

O Most days,

O Weekly,

O Fortnightly,

O Monthly,

O Up to six/year

I don’t drink wine in restaurant/bar

O

5 How important are the following wine attributes in your decision to purchase wine?

Grape variety Q o QO |O |O | O Q
Brand o o o 1o O |0 O
Vintage o o o 1o O |0 O

6 For each of the following tables, pick the ONE source of information that MOST influence your wine
choice and one that LEAST
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1 THE LEAST SOURCE OF WINE INFORMATION THE MOST
] Information written on the front label ]
v ] Information on the internet ] "1
] Recommendation from family members L]
2 THE LEAST SOURCE OF WINE INFORMATION THE MOST
] Recommendation from friends and colleagues ]
.’ ] Award stickers on the bottle U] ¥
] Information on the internet ] ~
3 THE LEAST SOURCE OF WINE INFORMATION THE MOST
] Information for wine from magazines and/or newspapers ]
v ] Award stickers on the bottle ] L
| Information written on the back label | ~
4 THE LEAST SOURCE OF WINE INFORMATION THE MOST
] Recommendation from friends and colleagues ]
v’ ] Information written on the back label ] L
] Recommendation from family members ] =
5 THE LEAST SOURCE OF WINE INFORMATION THE MOST
] Award stickers on the bottle ]
.’ ] Expert opinion U] ¥
] Information written on the front label ] =
6 THE LEAST SOURCE OF WINE INFORMATION THE MOST
O] Information on the internet ]
¥’ ] Information written on the back label ] L
] Expert opinion ] =
7 THE LEAST SOURCE OF WINE INFORMATION THE MOST
] Expert opinion ]
.’ ] Information found on television U] ¥
] Recommendation from friends and colleagues ] =
8 THE LEAST SOURCE OF WINE INFORMATION THE MOST
] Information written on the front label ]
L ] Recommendation from friends and colleagues ] x
] Information for wine from magazines and/or newspapers ] ~
9 THE LEAST SOURCE OF WINE INFORMATION THE MOST
] Information written on the front label ]
v’ ] Information written on the back label ] L
O Information found on television O =
10 THE LEAST SOURCE OF WINE INFORMATION THE MOST
] Information found on television ]
v ] Information for wine from magazines and/or newspapers ] x
] Information on the internet ] -
11 THE LEAST SOURCE OF WINE INFORMATION THE MOST
] Recommendation from family members ]
v ] Expert opinion ] L
] Information for wine from magazines and/or newspapers ] ~
12 THE LEAST SOURCE OF WINE INFORMATION THE MOST
] Recommendation from family members ]
v ] Award stickers on the bottle ] 4
] Information found on television ] -
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7 In making my purchase selection of wine:

Strongly Disagree  Strongly Agree

No | Personal outcomes decision making wine
1 | often have doubts about the wine purchase decisions I 1 sl3lalslel7
make
2 | frequently agonize over which wine to buy 1 213]4]5]6 7
3 I often wonder if | made the right wine decision 1 213|4|5]|6 |7
4 I never seem to find the right wine for me 1 213|4|5]|6 |7
5 | Too often the wine | buy is not satisfying 1 213|4|5|6 |7
8 Please select the appropriate column to indicate your response to the following statement below:
No Not at all knowled, Very knowledge
1 Compared to others you know_, how knowledgeable are 1l2l3lalsl6]l7
you about different types of wine?
Very little Very Much
Compared to a wine expert, how much do you feel you
2 knovf about wine? i ’ ! L]12]3]4]5]6]7
Strongly Disagree Strongly Agree
3 | I know pretty much about wine 112 |3 |4 |5 |6 |7
4 | 1 do not feel very knowledgeable about wine 1123|456 |7
5 | Among my friends | am the wine expert 112134567
6 | | know less about wine then others do 1123|456 |7

DEMOGRAPHICS

9 Where you from?

o

Bitola
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Skopje
Kavadarci
Negotino
Other:
10 In what year were you born?
11 What is your gender?
O  Male
O  Female
12 What was the level of education you have completed?
QO  Elementary
QO  High school
O  Graduate
QO  Postgraduate (Maters and PhD)
13 What is your employment status?
Employed
Unemployed
Volunteer
Student
Other
Describe your monthly disposable income:
Very low
Low
Average
High
Very high
15 Please write your e-mail address as we needed to send you the invitation for the organized free wine
tasting?

o
o
o
o

OCOC0OO0OO0OR QOOO0OO0OO0
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WINE OBJECTIVE KNOWLEDGE

16 Which of the following is a red wine?
Riesling [_], Chardonnay [_], Malbec [ ], Rkaciteli [ ], Don’t know [_]

17 Which of the following wines has more tannins and more astringent taste?
Red wine [_], Sparkling wine [_], White wine [ ], Rosewine[ ],  Don’t know [_|

18 Which is not a famous French wine region?

Bordeaux [_], Champagne [ ],  Piedmont [_], Alsace [ ], Don’t know [_]
19 Table wines have an alcohol content of:

1-3% [ ], 4-7%[], 8-14% [, 15-24%[ |, Don’t know [ |

20 Which of the following is not barrel-aged flavor?
Vanilla [], Coffee L], Mint [ ], Coconut [], Don’tKnow [ ]

21 Which of the following is the largest wine producer?
Portugal [ ], China[_], France [ ], Australia[ ], Don’t Know [ ]

22 Burgundy is the French term for which wine?
Cabernet Sauvignon [_], Merlot ], Pinot Noir [_], Sauvignon Blank ], Don’t know []

23 What is the main grape variety used in “T’ga za Jug”?
Cabernet Sauvignon [ ], Merlot ], Pinot Noir [ ], Vranec ], Don’t know [ ]

24 What is the distinction between aroma and bouquet?

Bouquet is produced by red grapes and aroma by white grapes []

Bouquet occurs only in sparkling wines and aroma occurs only in still wines []

Aroma is based on climate, bouquet on soils []

Bouquet comes from fermentation procedures whereas aroma has origins in the grape alone []
Don’t Know [_]
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SENSORY COMPETENCE IN WINE

25 Using your sensory skills, please classify the wine in one of the following categories:
Dry stainless steel fermented and aged wine [_], Semidry wine [_],
Sweet wine [_], Don’t Know [_]

26 In the wine you are going to taste one gustatory sensation stands out. Please identify which one it is.
Sweet taste [ ],  Bitter (Astringent) [_],
Sour [_], Don’t Know [ ]

27 Using your sensory skills, please classify the wine in one of the following categories:
Oak maturated [ ], Young wine with intensive fruity aroma [,
Old vintage stainless-steel maturated wine [_], Don’t Know [_]

28 The wine has a wine fault, Using your wine sensory skills please identify it,
Cork taint [_], Acetic acid [_],
Oxidation [_], Don’t Know [_]

29 The wine has a wine fault. Using your wine sensory skills please identify which one it is.
Cork taint [_], Reduction (smell on rotten eggs) [ ],
Oxidation [_], Don’t Know [ ]

30 Which of the following wine vintages best describe the wine you are tasting?
Young wine - 2013 vintage [_], 2009 vintage wine [ ],
2002 vintage wine [_], Don’t Know [ ]
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IMNJIOT UCTPAXKYBAIE 3A HABUKUTE U OAHECYBABETO HA MJIAJJUTE KOH BUHOTO

IlountyBanu,

[IpamanHuk KOj TO AOOUWBTE € AEN OJ] UCTPAXKyBamhe IMOCBETCHO HAa HABUKHUTE U OJHECYBAIETO HA
MJIaJIUTe KOH BUHOTO, 3a Jla C€ OBO3MOXH OBaa CTyauja JbyOe3Ho Be MonmMe na aanere oAroBop Ha
CUTE TOCTaBeHH TIpallama, 3a IEJIOCHO IOIMOJIHYyBarkhe Ha aHKeTaTa IUIAHWPAHO € Ja MOocBeTHTe 15
MUHYTH 0] Bamrero cno6omHO Bpeme,

CtpykTypa Ha IpalIaJTHUKOT KOj Tpeba Ja ro NONOJIHHUTE € ClIeIHAaTa:

- IPBHOT J€J C€ COCTOM O] Ipalliamha MOBP3aHH CO KYIyBaYKUTE HABUKUTE M MICKYCTBOTO CO BHHO,
- BTOPHUOT JIeJI TO UCTIATYBa Cy0jeKTHBHOTO 3HACH-E U caMo10BepOa BO M300POT Ha BUHO,

- TPETUOT JIeJI TO IPOYydyBa 3HAUCHETO HAa H3BOPUTE HA HH(POPMAIIHH,

- YeTBPTUOT JIeJ1 BKJIy4UyBa IIpallamba 0J] COLU0-AeMOorpa)cku KapakTep

-[IETTHOH JIeJ BKIIy4yBa Mpaliamka MOBP3aHH CO BallleTO 00jeKTUBHO M CEH30PCKO MO3HABAE€ HA BUHOTO

HocraBenute mnyan nHGOPMAITUH Ke OMIAT TPETUPAHH CO JOBEPIUBOCT, McTuTe Ke OumaT KOpUCTEHN
caMo 3a HCTPa)KyBauKH IIEJH,

Bamiata momoIir u mocBeTeHo BpEMC MHOT'Y I'0 ICHUME,
Hckpeno cme Bu Gmaronaphu 3a copaboTkara,



Hristov H. The influence of ... knowledge, sensory competence and self-confidence in selection of information sources for wine purchases.

Doctoral Dissertation. Ljubljana, University of Ljubljana, Biotechnical Faculty, 2017

1 Konky monro koncymupate BuHO? HaBenere Opoj Ha roguHH (JOKOJKY KOHCYMHpPATe MOMAJIKY O]l
e/lHa roJuHa Hamnuiere 1)

2 Konky mummmkba BUHO, IPOCEYHO, KymyBaTre Meceuno? (KonmunnaTa na 6mae m3pazeHa BO OJTHOC Ha
e of 750 mi,)

ITomanky ox 2,

TToBeke on 2 momManky of 5,
TToeke o 5 momanky ox 10,
IToseke 10 momanky on 15,
TloBeke ox 15,

OO000O0O

He xynyBam BuHO

w
~

OHCYMHpaM BHHO JIOMa;
Cekoj neH,
Hexonky natu HenenHo,
Ennam nenenno,
Enxnam Ha n1Be HEOenH,
Ennam ma mecert,

Jlo 1miecT maTy roJIMIlHO,

O00OO0O0O

He koncymupam BUHO JoMa

4 KoHcymupam BHHO BO PECTOpaH WU Kadye:
Cekoj neH,

Hexonky natu HenenHo,

Ennam nenenno,

Enxnam Ha nBe Hemenw,

Ennamr ma mecerr,

Jlo 1mecT maTu roJuIIHO,

O00OO00O0

He xoHCyMupam BHHO BO pecTopaH Wi Kadyie

5 Konky ce 3Hauajuu 3a Bac cienHuTe BUHCKH atpulyTy Ha Baimmot n36op Ha BUHO?

Copra Ha rpo3jero o ‘ o ‘ O ‘ O ‘ ©) ‘ ©) ‘ Q
Buncku Openp Q Q Q Q Q Q Q
TlNogunHa Ha OepOa o o O] O] OO Q

6 Ox nooJy HaBeIEHUTE U3BOPU Ha MH(pOpMalny 3a BUHO, Be MojiaM nocouere EJIEH koj HajMHOryY
Bivjae 1 EJIEH koj HajManky BiMjae Ha BalIMOT M300p MpH KyIyBame WM HapauyBame HA BHHO,
TaGenuTe qageHu BO MPOJODKEHHUE MOMOIHETE T KAKO BO HPUKAKAHUOT MPUMED,
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INPUMEP:

HAJMAJIK

X[«

HN3BOP HA UTHOOPMAIIMJA

Hudopmanuu najeHu Ha IpeHaTa CTUKETa
Hudopmarnuu n1oOueH 01 MHTEPHET
ITpemopaka oz wieH Ha damuija

[AJMHOI'Y

]
]
X

Bo cexkoja on npukaxkanute Tabenu ce gagenn paznnuan KOMBHUHALINU on HajuecTo KOpUCTEHUTE
n3BopH Ha WH(popManuu 3a BHHO, 3a cekoja Tabenma o3madere EJIEH m3Bop Ha mH(bopMmaimja koj
HajmHory Biujae 1 EJIEH koj Hajmanky Bimjae Ha BammoT n300p Ha BHHO,

1 HAJMAJIKY HN3BOP HA TH®OPMAIINJA HAJMHOTI'Y
Wudopmanuu najeHu Ha peaHaTa eTuKeTa U]
L ] Nudopmanny no6ueHn o1 HHTEPHET ] =
] [Ipemopaka ox wieH Ha dpamuTHja ] =
2 HAJMAIJIKY HU3BOP HA UH®OPMALIMJA HAJMHOTI'Y
L] [penopaka ox mpujartes U Kojera ]
. ] Peknama 3a Harpaja 3a BUHO Ha eTHKeTa U] —
U] Wudopmanuu 100ueHH 01 UHTEPHET ] =
3 HAJMAIJIKY HN3BOP HA HH®OPMALIMJA HAJMHOTI'Y
] Hudopmanyja 3a BHHO BO CIIHCaHH]ja M BECHUIIH ]
¥ - ] Pexnama 3a Harpazna 3a BUHO Ha €THKETa ] —
] Wupopmanuu 1aieHN Ha 3aHATA ETHKETa ] N
4  HAIMAJKY W3BOP HA MHOOPMAIAJA HAJMHOT'Y
] [penopaka ox npujaTen u Kojera U]
L ] Wupopmanuu 1aieHn Ha 3aIHaTa eTHKETa ] L
] Ipenopaka of1 4wieH Ha paMuiIHja O =
5 HAJMAIJIKY HU3BOP HA HH®OPMALIMJA HAJMHOTI'Y
L] Pexnama 3a Harpasia 3a BHHO Ha €THKETa ]
o ] Mucnerme 106MeHO IIPH KOMYHHKALH]ja CO €KCIIEPT U] L
U] Wudopmanum najeHu Ha peHaTa eTuKeTa ] =
6 HAJMAIJIKY HU3BOP HA HH®OPMALIMJA HAJMHOTI'Y
] Wudopmanmu noOueHH o1 HHTEPHET ]
L U] Wudopmannu 1afgeHu Ha 3aJHaTa €THKETa ] -
] Mucneme 100HeHO TPU KOMYHHUKAIHja CO eKCIEePT ] N
7 HAJMAJIKY HN3BOP HA UH®OPMAIINJA HAJMHOTI'Y
Ol Mucnewme 100ueHO TPpH KOMYHHUKAIHja CO eKCIIEPT ]
L S ] Wudopmanmu noOueHH 0] TEJICBH3H]ja ] -
] IIpenopaka of IpHjaTen i KoJIera ] =
8 HAJMAJIKY HN3BOP HA UH®OPMAIIUJA HAJMHOTI'Y
WNudopmanum najeHu Ha peaHaTa eTHKeTa ]
. ] I[Ipenopaka oj IpujaTen 1 Kouera ] —
U] Wudopmanyja 3a BHHO BO CIHCAHH]ja U BECHUIH ] =
9 HAJMAJIKY HN3BOP HA UH®OPMAIIUJA HAJMHOTI'Y
WNudopmanum najeHu Ha peaHaTa eTHKeTa U]
L U] Wudopmannu nageHu Ha 3aJHAaTa €THKETa ] -
] Wudopmanmu noOueHH 0] TEICBH3H]ja ] ¥
10 HAJMAIJIKY HN3BOP HA UH®OPMAIINJA HAJMHOTI'Y
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] HNudopmanuu nobueHu oJ1 TeICBU3M]ja ]
v - ] Wudopmanyja 3a BHHO BO CITHCaHH]ja M BECHUIIH ] v’
[] Wudopmanmy nobreHn o HHTEpHET ] =
11  HAJMAJIKY HN3BOP HA UH®OPMAILIUJA HAJMHOTI'Y
] [Ipenopaka ox 4seH Ha GpaMuiInja ]
v ] Micneme 1o0HeHO pY KOMYHHKAIH]ja CO eKCIIePT ] v’
[] Wudopmanuja 32 BUHO BO CIIMCaHKja ¥ BECHUIIN ] =
12 HAJMAJIKY HN3BOP HA UH®OPMALIMJA HAJMHOTI'Y
] IIpenopaka ox wieH Ha GamMuauja ]
v Ol Peknama 3a Harpazia 3a BHHO Ha €THKETa ] -’
] Uudopmaruu 106MeHN 0] TeleBH3Hja ] =

7 Co 320KpyKyBame Ha OpojkaTa BO COOJIBETHATa KOJIOHA BE MOJIaM, OIFOBOPETE HA HABEICHUTE HCKA3H:

EPOJ Boomnmiro He ce cornacyBam [ToTnonno ce
COrJIacyBam

1 YecTto ce coMHEBaM BO HCHpPaBHOCTA Ha 1 5 3 4 5 6 7
MOMTE OJUTYKH 33 U300p Ha BUHO

2 UecTo ce ABOyMaM Koe BUHO Ja TO Kynam 1 2 3 4 5 6 7
YecTto ce mpamryBaM Jand ja HalpaBUB

3 BHUCTHMHCKaTa OJAJyKa INpH KymyBame Ha | 1 2 3 4 5 6 7
BHHO

4 He Moxam 51a ro W3HajnaM BHCTHHCKOTO 1 5 3 4 5 6 7
BUHO 332 MEHE

5 MHory 4ecTo BUHOTO KO€ I'0 KylyBam He 1 5 3 4 5 6 7
M€ 3310BOJIyBa

6 I'm wuMmnpecnoHupam JIyfeTo CO MOjOT 1 5 3 4 5 6 7
n300p Ha BHHA

7 3Ham fa m3depam 100po BUHO 3a IOJIAPOK 1 2 3 4 5 6 7

8 I[oﬁnBaM KOMIUIUMEHTH OJl JIPYTHTE 33 | 4 5 3 4 5 6 7
MOjOT U300p Ha BHHA
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8 Co 3a0KpYKyBamhC Ha 6pojI<aTa BO COOABCTHATA KOJIOHA, BE€ MOJIaM OATOBOPETC HAa HABCICHUTC UCKAa3U:

BPOJ

MHory mManky

MHory moBeke

Bo cnopexba co apyrute mrTo I 3Haere,

KOJIKY HMaTe TI03HaBame 3a pasnuuHure | 1 2 3 5 6 7
TUIIOBU BUHO?

MHory Manky MHory noBeke
Bo criopenda co exeH excriepT 3a BUHO, KOJIKY 1 2 3 5 6 7
MUCITUTE JeKa J0OpO To MMo3HaBaTe BUHOTO?

Boommro ITotnion=o ce

HE cecornacyBam COTIacyBam
3HaM MPIIIMYHO MHOTY 32 BUHO 1 2 3 5 6 7
He ce uyBcTBYyBaM J0BOJIHO 100ap MO3HABAY 1 2 3 5 6 7
Ha BUHO
[Tomery MownTe mpHjaTens CyM UCKITyYUTEITHO 1 2 3 5 6 7
no0ap mo3HaBad Ha BUHO
3HaM 3a BHHO ITOMAJIKY OJ] IPYTHTE 1 2 3 5 6 7

COLI1O-IEMOT'PA®UIA
9 On xazne cre?

(ONONONON®,

burona

Ckorje

KaBamapuu

Heroruno

JlokoJKy *KuBeeTe BO IPYyro MECTO HaBEJETE:

10 Koja ronuna cre poaexu?

11 ITon?
Q Marmku
Q Kencku

12 Koj e crenenoT Ha Barero 3agpiieHo oOpa3oBanue?

000

OCHOBHO

Cpenno

JoauniaomMcku cTyuu
IMocTnumiomMcku cTyauu

13 Koj e Bammor craryc Ha BpaboTyBame?

000

BpaboreH co cBou npruMama
Hespaboten

Bosonrtep

CryaeHt
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Q Hpyro

14 Kako 61 T0 onuImiasne BamoT PacIioIOKINB MeceueH Oyier?
MHory Man

Man

Cpenen

I'onem

0000

MHory roiem

15 Be ™omuMe Hanumere ja Bamara enektpoHcka momTa (email) 3a unentuduxarnmja?
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OBJEKTHMBHO IIO3HABAKE HA BUHA

16 Koe ox cinenauTe BHHA € IPBEHO BHHO?
Pusmunr [, CemujoH L], Tepan L], Pxanurenn [, He 31am [_]

17 Koj BUI BUHO COAPIKY HAjMHOTY TAHUHH?
Lipseno Buno [_|, TIlenmuso Buno [_|, Bemo Buno [_], Po3e Buno [, He 3nam [_]

18 Koj ox HaBeneHUTE BUHCKY PETMOHU HE € (PpaHIlyCKH BUHCKH PETHOH?
Bordeaux [_], Champagne [ ],  Piedmont [_], Alsace[ ], He3nam[ ]

19 Tpne3HuTe BUHA UMaaT COJP>KHHA HA aJTKOXOd O
1-3%[], 47%[], 8-14% [, 15-24%[ ], He suam ]

20 Koja o1 HaBeJIcHUTE apOMHM HE € KapaKTePUCTUYHA apoMa 3a BUHO OJIeKaHO BO Oype?
Bammna ||, Kage [ ], Menton [], Koxoc [_], He3nam [_]

21, Koja o HaBeICHUTE JIP>KaBU € HAJTOJIEM MPOU3BOIUTEI HA BUHO?
Hopryranuja [ ], Kuna [ ], ®pannyja [_|, Ascrpamuja[ ], He 3nam []

22 Burgundy e ¢paHITycKu TEpMUH 32 €IHO OJ1 HABEJICHNUTE BIUHA?
Cabernet Sauvignon [ ],  Merlot ],  Pinot Noir [ ], Sauvignon Blank [ ], He 3nmam [ ]

23 Koja e riiaBHa copta Ha rpo3sje Bo BUHOTO T’ra 3a jyr?
Cabernet Sauvignon [ ], Merlot[_], Pinot Noir [ ], Vranec[ ], Hesnam[ ]

24 Koja e pa3nukara noMery BAHCKUTE TEPMHUHHU apoMa 1 Oyke?
Byke ce 1061Ba O TIPOM3BO/CTBO Ha IIPBEHO BUHO, a apOMAaTa co MPOM3BOCTBO Ha Gesto [ ]

Byke ce nojaByBa caMo Kaj HeHIMBH BHHA,  apOMa Kaj MUPHHU CyBH BUHA [_|
Apomata Ha BUHO € OJipejieHa o/l KIMMaTa, a GyKeTo 0Jl perHOHOT BO KOj € 3acajieHo rposjero ||
Byke ce pa3BuBa co (epMeHTaIMja, J0/ieKa apoMaTa joara o copraTa Ha rposje [ |

He 3nam [_]
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CEH30PCKO (JEI'YCTALIMOHO) IO3HAAILE HA BUHA

25 BUHOTO KO€ TO JIeTyCTUpaTe Mpumara BO KaTeroprjara Ha:
Cysu BuHa [, [ony cysu Buna [ |,  Cnarku Buna [, He 3xam [_|

26 Ox HaBeneHHWTE BKycOBH Be MoiaM mocodere TO OHOj KOj HQjMHOTY TO UyBCTBYBaTe 3a BpeMe Ha
JerycTralujaTa Ha BHHOTO:

Cnanok [_], Topunus (tpnkas) [ ], Kucenskyc[ ]|, Hesmam [ |

27 BUHOTO KO€ ro IerycTupaTe uMa KapakTePUCTHYHA apoMa 3a:
Mnazo oBomHO BUHO ||, CTapo BHHO OIeXkaHo Bo 6ype [,
CTapo BHHO He OfIeXkaHo Bo 6ype [ |, He 3nam [

28 BuHOTO 1ITO IO AETyCcTHpATE €:
Mnamo [], Crapo [ ], Crapo BHHO 3peeHo Bo Oype [, He 3nam [|

29 Koja ox HaBeneHUTE BUHCKU TPELIKH ja ©UMa BUHOTO KOE TO JIeTyCTUpaTe:
Mupuc vatana ||,  Mupuc Ha oner [, Oxcunupano Buso ||, He 3mam [|

30 Koja ox HaBeneHUTE BUHCKU TPEIKH ja ©UMa BUHOTO KOE TO JIeTyCTUpaTe:
Mupuc HaTana ||,  PegyktuBHo BumO [_|,  Oxcmaupano BuHO [, He 3xam [_|
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Annex 3:

ONLINE SURVEY

Research for the wine behaviour of young consumers in Republic of Macedonia
I. INTRODUCTION TO THE SURVEY
Dear participant,

My name is Hristo Hristov, and | am a PhD student at the University of Ljubljana, at the interdisciplinary
study program of Bioscience on the scientific field economics of natural resources.

I am currently working on my doctoral thesis, where the aim is to explore consumers’ knowledge
(objective and subjective), sensory competence and self-confidence in wine decision-making.
Furthermore, the doctoral thesis is to obtain information about consumption and purchasing behaviour
of the young wine consumers. Also the study will measure the preference for wine attributes and
information sources.

The survey is a fundamental part of my research, and | would be very thankful if you would take your
time and answer it.

The survey is divided in two parts. The first part includes questions about your wine consumption and
purchasing, purchase self-confidence, subjective knowledge, and preference for wine attributes and
information sources. The second part include wine sensory competence and objective knowledge test,
The sensory competence test we will expect from you to taste four red wines and provide answers on
questions concerning wines’ sensory characteristics. Objective knowledge test aims to test your actual
knowledge in wine.

The time it takes to answer the questions from the first part is approximately 15 minutes. The sensory
testing procedure and the objective knowledge test will be conducted at the wine tasting event on which
you will be invited after you complete this survey. The second part of the research will take additional
15 minutes at the location, where the tasting will be organized.

If you have any question please feel free to contact me on my e-mail hristovhristo@outlook.com

The provided personal information will be treated with confidentiality. They will be used only for
research purposes.

Thank you for your time and your willingness to participate the study!

Sincerely,
Dipl, Ing, Hristo Hristov
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Il. WINE CONSUMPTION
1 How long have you been a wine consumer? No, year(s) (if less than 1 year, use 1):

2 Which type of wine do you prefer? (On the following question more answers are allowed)
U Redwine

O  White wine

O  Rose wine

O Sparkling wine

3 How do you usually consume your wine?
O  With food
O  Without food

4 During the last year how often you consume wine at home:
Every day

Most days

Weekly

Fortnightly

Monthly

Up to six/year

I don’t drink wine at home

(ONONONONONONG,

5 During the last year how often you consume wine at restaurant/bar:
Every day

Most days

Weekly

Fortnightly

Monthly

Up to six/year

I don’t drink wine at home

000000

6 Do you consume homemade amateur wines?
O  Yes
O No

7 If you answer on the previous question with Yes, than from the amount of wine you drink, please
indicate what percentage belongs to homemade wines: (max=100%, all the wine I drink is produced at
home; min=0%):

%
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8 Where do you usually consume wine?
In restaurant

In bar

In winery/on tastings

At home

At friends place

On celebrations

Other

ocoo0oo0oOo

9 For each of the following situations rate the level to witch these are important to you when you purchase
awine?

unused | SO | 2|3 45| 6 | e
Meal and drink with partner/spouse) o o QO 0|0 |0 |0
Meal and drink with friends o o OO0 O] 0|0 O
Meal and drink with family o o OO0 O] 0|0 O
Business related gift O O QO 0|0 |0 |0
Friend or family celebration o o OO0 O] 0|0 O

I11. WINE PURCHASE

10 Approximately how many bottles of wine do you purchase per month (750 ml Equivalent)
Less than 2

More than 2 less than 5

More than 5 less than 10

More than 10 less than 15

More than 15

I don’t purchase wine

(O ONONCNONGC)

11 Which of the following is your primary source of wines purchased for home consumption?
(Check only ONE)

Wine specialty shop

Corner shop

Winery/at wine producer

Supermarket store

Other

0000

12 When buying wine at a store, indicate the percentage purchase of: (total should = 100%)
750 ml, (standard size)
1 L (medium size)

1.5 L (magnum)

Bag-in-Box

Plastic
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13 When buying wine at a restaurant/bar, indicate the percentage purchase of :
(total should = 100%)

On-glass

175 ml, (small size)
750 ml, (standard size)
1L (medium size)

1.5 L (magnum)

14 How important are the following motivations in your decision to purchase wine:

Not Very Very
456

Important Important
For pleasure ©) QO] O Ol O] O
For support of domestic wine o o oo ooo
industry
Goes well with food @) O O O O OO
Wine is sophisticate drink o Q O O O O] O

15 How important are the following wine attributes in your decision to purchase wine?
Not Very

Very

’ 2 ‘ 314 ’ ° Important

Important

Price o O 0| 0o 0|0 |0
Grape variety O O IO BN IO IO NGO
Style (dry, semidry) o O OO0 O 0 O
Brand o O 0|0 0|0 |0
Vintage o QO OO0 O 0 O
Country of origin o O OO0 O 0 O

16 Please select the appropriate column to indicate your response to the following statement below:

St_rongly sl3lals5l 6 Strongly
Disagree Agree

I often have doubts about the wine purchase decisions | o ol oo o o

make

| frequently agonize over which wine to buy Q QO O O o

| often wonder if | made the right wine decision O QO] Ol O o

| never seem to find the right wine for me Q QO O O o

Too often the wine | buy is not satisfying O QO] Ol O o
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IV. WINE SUBJECTIVE KNOWLEDGE

17 With respect to your current knowledge in wine, how would you classified yourself?
Amateur

Somewhat knowledgeable

Wine enthusiast

Expert

000

18 Where does your wine knowledge come from?

(On the following question more answers are allowed)
Friends/Family

Wine course

Winery visits

Wine club membership

Books and magazines for wine

Information on the internet

Other

00

(I Iy W Wy

19 Please select the appropriate column to indicate your response to the following statement below:

Not at all Very
knowledge,/Very | 2 | 3 | 4 | 5| 6 | knowledge,/

little Very Much

Compared to others you know, how

knowledgeable are you about different types of o Ol OO O O O
wine?

Compared to a wine e>§pert, how much do you o ooooo o
feel you know about wine?

20 Please select the appropriate column to indicate your response to the following statement below:

| el |2|a]e]s|e] Spon
| know pretty much about wine o QO O O O o
| do not feel very knowledgeable about wine o O OO O O o
Among my friends | am the wine expert o Q O O QO Q
I know less about wine then others do o Q] O] O O] O o
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V. WINE IMFORMATION SOURCES

For each of the following tables, pick the ONE source of information that MOST influence your wine

choice and one that LEAST,

21 Combination 1
MOST IMPORTANT |

Information written on the front label
(brand, grape variety, vintage, country of origin)

Information on internet (social media,
winery webs)

Recommendation from family members

LEAST IMPORTANT

Information written on the front label
(brand, grape variety, vintage, country of origin)

Information on internet (social media,
winery webs)

Recommendation from family members

22 Combination 2
MOST IMPORTANT ’

Recommendation from friend and
colleagues

Award stickers on the bottle

Information on internet (social media,
winery webs)

LEAST IMPORTANT

Recommendation from friend and
colleagues

Award stickers on the bottle

Information on internet (social media,
winery webs)

23 Combination 3
MOST IMPORTANT ’

Information for wine from magazines
and/or newspapers

Award stickers on the bottle
Information for wine written on the back

label (description of wine aroma and flavor,
production method, combination with food)

LEAST IMPORTANT

Information for wine from magazines
and/or newspapers

Award stickers on the bottle
Information for wine written on the back

label (description of wine aroma and flavor,
production method, combination with food)

24 Combination 4

MOST IMPORTANT

Recommendation from friend and
colleagues

Information for wine written on the back
label (description of wine aroma and flavor,
production method, combination with food)

Recommendation from family members

LEAST IMPORTANT

Recommendation from friend and
colleagues

Information for wine written on the back
label (description of wine aroma and flavor,
production method, combination with food)

Recommendation from family members
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25 Combination 5
MOST IMPORTANT ’
Award stickers on the bottle

Expert  opinion

(winemakers,
sommeliers, sales assistants)

Information written on the front label
(brand, grape variety, vintage, country of origin)

Award stickers on the bottle

LEAST IMPORTANT

Expert opinion (winemakers, sommeliers, sales
assistants)

Information written on the front label
(brand, grape variety, vintage, country of origin)

26 Combination 6
MOST IMPORTANT ’

Information on internet (social media,
winery webs)

Information for wine written on the back
label (description of wine aroma and flavor,
production method, combination with food)

Expert  opinion (winemakers,
sommeliers, sales assistants)

LEAST IMPORTANT
Information on internet (social media,
winery webs)

Information for wine written on the back
label (description of wine aroma and flavor,
production method, combination with food)

Expert opinion (winemakers, sommeliers,
sales assistants)

27 Combination 7
MOST IMPORTANT

Expert opinion (winemakers, sommeliers,
sales assistants)

Information on television (programme for
wine)

Recommendation from friend and

colleagues

’ LEAST IMPORTANT

Expert  opinion (winemakers,
sommeliers, sales assistants)

Information on television (programme
for wine)

Recommendation from friend and
colleagues

28 Combination 8
MOST IMPORTANT

Information written on the front label
(brand, grape variety, vintage, country of origin)

Recommendation from friend and
colleagues

Information for wine from magazines
and/or newspapers

’ LEAST IMPORTANT

Information written on the front label
(brand, grape variety, vintage, country of origin)

Recommendation from friend and
colleagues

Information for wine from magazines
and/or newspapers
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29 Combination 9

MOST IMPORTANT ’ LEAST IMPORTANT |

Information written on the front label Information written on the front label
(brand, grape variety, vintage, country of origin) | (brand, grape variety, vintage, country of origin)

Information for wine written on the back Information for wine written on the back
label (description of wine aroma and flavor, | label (description of wine aroma and flavor,
production method, combination with food) production method, combination with food)

Information on television (programme for Information on television (programme for
wine) wine)

30 Combination 10
MOST IMPORTANT ’ LEAST IMPORTANT

Information on television (programme for Information on television (programme for
wine) wine)

Information for wine from magazines Information for wine from magazines
and/or newspapers and/or newspapers

Information on internet (social media, Information on internet (social media,
winery webs) winery webs)

31 Combination 11

MOST IMPORTANT ’ LEAST IMPORTANT
Recommendation from family members Recommendation from family members
Expert  opinion (winemakers, Expert  opinion (winemakers,
sommeliers, sales assistants) sommeliers, sales assistants)
Information for wine from magazines Information for wine from magazines
and/or newspapers and/or newspapers

32 Combination 12
MOST IMPORTANT LEAST IMPORTANT

Recommendation from family members
Award stickers on the bottle

Award stickers on the bottle

Recommendation from family members |

Information on television (programme for Information on television (programme for

wine) wine)
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VI. DEMOGRAPHICS
33 Where you from?
Bitola

Skopje
Kavadarci
Negotino

Other:

0000

34 In what year were you born?
35 What is your gender?

Q Male

O  Female

36 What was the level of education you have completed?
Elementary

High school

Graduate

Postgraduate (Maters and PhD)

000

37 What is your employment status?
QO  Employed
O  Unemployed
O  Volunteer

O  Student

O  Other

38 Describe your monthly disposable income:
QO  Verylow
O Low

O  Average
Q  High

QO  Very high

39 Please write your e-mail address as we needed to send you the invitation for the organized free wine
tasting?
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I/ICTpancyBa}Le 34 HABUKUTC 1 OAHCCYBAKLCTO HA MJIAANTC KOH BUHOTO
I BOBEJ
IlountyBanu,

Moeto ume ¢ Xpucto XpUCTOB, H CYM IOKTOPCKH CTYACHT Ha YHHUBEp3HTETOT BO JbyOibaHa, Ha
WUHTEPIUCIMIIMHAPHUTE CTYAUH o broHayKa, HaCOKa EKOHOMHUKA Ha IIPUPOJHH PECYPCH,

Bo moMenTOT paboTam Ha MojaTa JOKTOpPCKa Te3a, BO KOja O UCTPAKyBaM 3HACHETO (CYOjeKTHBHO H
00jeKTHBHO), CEH30PCKUTE MO3HABaWka U caMojoBepOaTa Ha MIaIUTe MOTPOILIyBauuTe Ha BHHO MpPHU
HOCEHE Ha OJUTYKH 3a BUHO. VICTO Taka HCTpaXXyBameTO BKIIy4dyBa Mpalllamka 3a ynoTpedaTa Ha BUHCKHUTE
aTpuOyTH ¥ N3BOPHUTE Ha HH(OpPMANUH IPU HOCSHETO Ha OJTYKH 3a KyITyBamhe Ha BHHO,

[MpamagHUKOT WTO TO NOOMBTE € (yHAAMEHTAICH JAed O MOETO HCTpaXyBame, U OM OWI MHOTY
OnarogapeH JOKOJIKY M3/IBOMUTE JIe] O] BAILIETO JParoleHo BpeMe Ja AafeTe OArOBOp Ha MOCTaBEHUTE
Ipallamka. 32 UEJIOCHO MONOJHYBakEe Ha aHKETaTa IIAHUPAaHO € Ja noceetute 15 MunyTH o Bamero
CII000THO BpeMe.

CTpyKTypa Ha MpalagTHUKOT KOj Tpeba J1a ro MOIMOIHHUTE € CIIeAHATA:

- IPBHOT JEJ C€ COCTOM O] Ipalliamha MOBP3aHH CO KYIyBauYKUTE HABUKUTE M HCKYCTBOTO CO BHHO,
- BTOPHUOT JIeJ TO UCTIATYBa Cy0jeKTHBHOTO 3HACH-E U caMoJ0BepOa BO M300POT Ha BUHO,

- TPETHOT JIeJI TO MPOydyBa 3HAYCHETO HA U3BOPUTE HA HH(POPMAIINH,

- 4YeTBPTHOT JIeJI BKJIy4dyBa Ipalllamba 0J] COLU0-AeMOrpad)cKu KapakTep

JIoKOJIKY MMaTe HEKOH TIpalliatba U JOKOJIKY cakare ja Be mHpopmupame 3a pesynrarute oj Bamrara
ankeTa Be Mmonume na He konTakTHpare Ha hristovhristo@outlook,com

JocTtaBenuTe muuHN HHPOPMALUH Ke OUAaT TPETUPAaHHU CO A0BepauBOCT. McTuTe ke OumaT KOpUCTEeHH
CaMo 3a UCTPAKyBAuKU LIEJIH.

Bamnrara momor 1 mocBeTeHO BpeMe MHOTY TO [[eHaM.
Hckpeno cym Bu 6marogapen 3a copaboTkara,
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I ITOTPOTYBAYKHN HABUKHM 3A BUHO

1 Konky monro xorcymupate BuHO? HaBemere Opoj Ha rouHU:

2 Koj tun Ha BUHO K0j T0 npedepupare? (Ha nageHoro npamiame ce JO3BOJICHH MTOBEKE OJITOBOPH)
IlpBeHo BuHO

beno BuHO

Po3se BuHO

ODOo0D

IlenmBo BUHO

3 Kane BooOmuaeHo koHCymMupare BuHO? (Ha gameHoTo npamame ce J03BOJISHH MTOBEKE OATOBOPH)
Bo pectopan

Bo xadyne

Bo Bunapuja

Joma

Kaj npujarenn

Ha npocnasu

Apyro

ocoodo0dood

4 Kako BOOOWYaeHO KOHCYMHpATE BHHO?
O  Coxpana
O  Besxpana

5 Konky 4ecTo KOHCyMHpaTe BUHO J0Ma:
Cexkoj nen

Hekonky matu HenemHo

Ennaim nenenxo

Ennam Ha nBe Henenu

Ennam Ha mMeceng

Jo mecT naTv roJiMIiHoO

(ONONONCNONONG,

He KOHCyMHUpAaM BHUHO JOMa

6 Jlanmm KoOHCYyMHpaTe BHHO MPOHU3BEACHO BO JOMAIIHU YCIOBU?

QO Jla

O He

7 Op konuuMHATa Ha BHUHO KOja ja KOHCYMHUpare, HaBEJCTEe KOJIKAB IPOIEHT oOThara Ha BHHO
MIPOU3BEICHO BO JOMAIITHU YCIIOBH (JIOMAIITHO BHHO) %




Hristov H. The influence of ... knowledge, sensory competence and self-confidence in selection of information sources for wine purchases.

Doctoral Dissertation. Ljubljana, University of Ljubljana, Biotechnical Faculty, 2017

I KYITYBAUYKU HABUKU 3A BUHO

8 Bo mpocek KoNKy MIMIINE-a BUHO KYIyBaTe MECEYHO 3a JAoMalrHa moTpomryBadka? (Kommumnaara ma
Ouje u3paseHa Bo 0JTHOC Ha mmuie o 750 mi,)

ITomanky on 2

IToBeke on 2 moManky ox 5

TToeke on 5 momanky ox 10

IToseke 10 momanky ox 15

IToBeke ox 15

He xynyBam BHHO 3a joMa

(O ONONCNONGC)

9 Kane BooOWUIaeHO KymmyBaTe BUHO?
[MponaBHuIa 32 BUHO (BUHOTEKA)

Bo BuHapuja / mpou3BOIUTEN HA BHHO
JlokanmHa Wi Maajcka Ipo/IaBHHLA
CynepMmapkeT

Apyro

0000

10 O BUHATa KOM TM KyITyBaTe HaBe/eTe KOJKaB MPOLEHT OTrara Ha:
(BxymHaTa cyma of JaJieHuTe OAroBopH Tpeba na e ennaksa Ha 100%)
750 M7, (cTanmapHA TOJIEMUHA)
1 nurtap (cpenHa roneMuHa)
1.5 nutpu (Maraym)
BuHo Bo kapToHCKa ambanaxa
BuHo Bo mimactuyHa amOanaxa

11 3a cexoj 0/ HaBeICHNTE HACTAHH PAHIMPAjTe KOJIKY € BaxkeH 3a Bac npu KymyBarme Ha BUHO:

3a T0j HacTtaH He | MaJky 45
KyIlyBaM BUHO Ba)KCH

VYkuBamke BO BHHO BO JPYIITBO Ha o 00 o0 o
naptHep(ka)/conpyr(a)

VYkuBamke BO BHHO BO JPYIITBO Ha o o oo ooo o
TIpHjaTenn

VYKuBawkbe BO BHHO BO JPYLITBO Ha o o oo o oo o
hammmja

ITomapok 3a ciiaBu H MPOCIIaBH @) O OINOINOGINOGINOING)
Ilomapok Ha BHMHO IO OCTBapeHa o o) oo o ooo
copaboTka
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12 Kosiky 4ecTo KOHCyMUpaTe BUHO BO PECTOPaH WM KadyIie:
Cekoj neH

Hexkonky natu HepemHo

Ennam nenenno

Ennam Ha nBe Henenu

Ennam Ha mecent

o mrect maTu roAuIHO

(ONCNONCNONON®,

He xoHCyMupaM BHHO BO pecTOpaH Wi Kadyie

13 On BMHATa KOW T'M HapadyBaTe BO pecTopaH W/win Oap, HaBedeTe KOJKaB MPOLEHT OTmara Ha:
(BxynHaTa cyma ox naneHure oarosopu tpeda na e enHaksa Ha 100%)

HanupHo BUHO (uarra/0okain)

175 M7, (Maio muire)

750 M7, (cTanmapHA TOJIEMUHA)

1 nutap (cpemHa roreMuHa)

1.5 nutpu (Maraym)

14 Kouiky ce 3HauajHu 3a Bac ciaenHuTe NpUYMHY 3a KYITyBambe Ha BUHO:

Hajmanky Hajmuory
4 |5 |6
BAXKHO Baxno

3a TMYHO 3a]I0BOJICTBO o O 100 0|0|0

3a MOJIPIIKA ~ HA  JIOMAIIHATA ~ BUHCKA | o olo o ol o
UHIYCTpHja

BuHoTO oxroBapa co pa3nuyHa XpaHa o O 1 O|/0]|O0 0|0

BuHOTO € copucThmpan nujanak o O 1 O/0]|O0 0|0

15 Kouky ce 3Hauajuu 3a Bac ciaennuTe BuHCKH aTpuOyTH Ha Bammor uz6op Ha BUHO?
(Be Monam paHrupajTe T HaBEACHUTE aTPUOYTH KOPUCTEjKH ja ClIeHATa CKaJla)

Hajmuory
Ba)KHO

Hajmanky

BaXXHO

23456’

IleHa Ha BUHOTO o ORNONNO INO INONNG;
Copra Ha rpo3jero O ONNO IO RO NGO NNO]
Crtun Ha BHHO (CYBO, TOJIyCYBO, MOJYCIATKO H o oo oo oo
CJIaTKO BUHO)

Buncku OpeHz O Q|0 0]0|0 0O
I'oguna Ha Gepba Q Q00000
3eMjaTa Ha IMOTEKIIO O QOO0 0]0|0 0O
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16 Co oOenexyBame Ha OpojkaTa BO COOJBETHAaTa KOJIOHA Be Moiam, oaroBopere Ha HaBEICHHTE
UCKa3H:

Boomniro e IToTmomnHo ce
ce corylacyBam coracyBam
YecTo ce COMHEBAM BO HCIIPABHOCTA Ha
p o) 0/ 00 0 0o
MOMTE OJUTYKH 32 H300p Ha BUHO
YecTo ce 1BOyMaM KO€ BHHO Ja TO Kylam o Ol Ol O O O O
YecTto ce mpamryBaM Jajd ja HanpaBuB
palllyBam Jaiu p o) 0/ 00 0 0o
BHCTHHCKATA OJUIyKa IIPH KyIlyBarhe Ha BUHO
He moxaM 1a ro u3Haj1aM BUCTUHCKOTO BUHO
a I o) 000 0 0o
3a MEHE
MHoOry 4ecTo BUHOTO KOE T'O KYITyBaM He Me
y yiy o) QO 0 0 0 0o
3aJI10BOJIyBa

IV CYBJEKTHBHO 3HAEKE 3A BUHO

17 Bo ogHOC Ha BaieTo MOMEHTaIIHO 3HACH:E 3a BUHO KaJie O ce Kiacuduuupare:
IToyeTHuk

CpenHo 3Haewe

BuHcku eHTy3HjacT (JbyOHUTEN HA BUHO)

000

Ekcnepr 3a BUHO

18 Ox xaze qoara Barmero 3Haeme 3a BUHOTO?

(Ha manenoTo mpamame I03BOJICHU CE IOBEKE OJITOBOPH)
[pujarenu/CemejcTBO

(M.

Kypc 3a mo3naBame Ha BUHO
[Tocera Ha BUHapHja
UneHcTBO BO BUHCKH KITy0
Kuuru u cniucanuja 3a BUHO
Wudopmanum Ha HHTEPHET

Hpyro

oo0oO0

19 Co obenexyBamwe Ha OpojkaTa BO COOJBETHATa KOJIOHAa, Be MoyiaM 0JIrOBOpeTe Ha HaBEICHHUTE
HCKa3u:

BO CITOPCEC, 6a CcO UTC IITO T'M 3HACTC, KOJIKY MMATC
pea ApyrT ’ y @) QO QO 00 0o
IIO3HABaAKC 3a paSHI/I‘IHI/ITe TUIIOBHU BI/IHO?

BO CIIOPEC 6a CO C€JICH CKCIIEPT 3a BHUHO, KOJIKY MUCIIUTC
Pl A P » KOJIKY o) Q0 0 QO 0 0o
JieKa J100po ro 1mo3HaBaTe BUHOTO?
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20 Co obenexyBame Ha OpojkaTta BO COOJIBETHAaTa KOJIOHA, Be Monam oaroBopere Ha HaBEICHUTE

HCKa3u:

Boomnmro He ce

coriacyBam

IToTmomnHo ce
corjacyBam

3HaM MPUINYHO MHOTY 32 BUHOTO o

He ce 4yBcTByBaM m0BOJMHO m00ap o
N03HaBa4 Ha BUHO

ITomery MowTe mpujaTenu  CyMm
UCKITYYHUTETHO Jo0ap mo3HaBau Ha | Q
BUHO

3HaM 3a BUHO TIOMAJIKy oj1 ocTaHatute | Q

V U3BOPU HA UTHO®OPMAILIMHN 3A BUHO

Bo nBerte kononu ob6enexere mo EJIEH nu3Bop Ha nnpopmaruja ko) HAIMHOT'Y u HAJMAJIKY Bu

nomara Bo BammoT n360p Ha BUHO,

21 KombuHarmja 1
HAJMHOI'Y 3HAYAEH

WNudopmaruja Ha mpemaHa eTUkeTa Ha
BUHO (OpeH/I, copTa Ha rpo3sje, roJuHa Ha Oepoa,
3eMja Ha IMOTEKIIO)

Undopmanuja Ha UHTEpHET (COLMjaIHU
MpEXH, HHTEPHET CTPAaHUIM HA BHUHAPUH,
opymm)

IIpenopaka 3a BHHO OJ 4IEH Ha
CEMEjCTBO

HAIJMAIJIKY 3HAYAEH

WNudopmarmja Ha mpenHa eTHUKETa Ha
BUHO (OpeH/I, copTa Ha rpo3sje, roJuHa Ha Oepoa,
3eMja Ha IMOTEKIIO)

Wndopmanuja Ha UHTEpHET (COLMjaIHU
MpEXH, HHTEPHET CTPAHULIU HAa BUHAPUH,
hopymm)

Ilpenopaka 3a BHHO OJ 4IEH Ha
CEMEjCTBO

22 Kombunanuja 2

HAJMHOI'Y 3HAYAEH

[penopaka 3a BUHO O] TMpHjaTeNl WM
KoJera

O3Haka 3a Harpajga Ha BUHO- HAJICIIKa Ha

HIumre
Undopmanuja Ha UHTEpHET (COLMjaTHA
MpEXH, HMHTEpHET CTPAaHWIM HAa BHHAPUH,

opymn)

MPEXKH,

HAIJMAJIKY 3HAYAEH

[pernopaka 3a BUHO Oj TpHjaTesl HIIH
KoJera

O3Haka 3a Harpajia Ha BUHO- HaJIeNKa Ha
HIumie
Wndopmanuja Ha UHTEpHET (COLMjaTHH
WHTEpHET CTPAaHWIM Ha BHHApUH,
topymm)




Hristov H. The influence of ... knowledge, sensory competence and self-confidence in selection of information sources for wine purchases.

Doctoral Dissertation. Ljubljana, University of Ljubljana, Biotechnical Faculty, 2017

23 KomOuHnanuja 3
HAJMHOI'Y 3HAYAEH

WNudopmarmja mobueHna on medaTeHH
MeIyMH (CIMCaHWe 3a BHHO, THEBEH BECHHK,
KHHTa 32 BUHO)

O3nHaka 3a Harpaja Ha BUHO- HAJICTIKa Ha
LAY

Wudopmanuja Ha 3a1Ha €TUKETa HA BUHO
(omuc Ha CTWJIOT HAa BHHO M METOJOT Ha
MIPOM3BOCTBO, MH(pOpMaIHja 3a KOMOHHAIIH]a CO
XpaHa)

HAJMAIJIKY 3HAYAEH

WNudopmarmja nobueHa onx mevdaTeHH
MeIuyMH (CIMCaHHe 32 BHHO, JHEBEH BECHHK,
KHHTa 32 BUHO)

O3naka 3a Harpaja Ha BUHO- HaAJICTIKa Ha
IIUIIc

Wudopmanmja Ha 3a1Ha €TUKETA HA BUHO
(ommc Ha CTWJIOT HAa BHHO M METOJOT Ha
MIPOM3BOCTBO, MH(OpMaIFja 3a KOMOHHAIIH]a CO
XpaHa)

24 KombuHarnuja 4

HAJMHOI'Y 3HAYAEH

[Ipenopaka 3a BUHO OJ HpHjaTeN WIN
KoJera

HNudopmaryja ox 3agHaTa e€THKETa Ha
BUHOTO (OMHC Ha CTHJIOT HA BUHO M METOJOT Ha
MPOM3BOICTBO, MH(pOpMaIHja 32 KOMOWHAITH]a CO
XpaHa)

Wudopmanmja nobueHa oj dwieH Ha
CEeMejCTBO

HAIJMAIJIKY 3HAYAEH

IIpenopaka 3a BUHO OJ HpHjaTeN WIN
KoJIera

HNudopmarmja on 3agHaTa eTHKeTa Ha
BUHOTO (OMHC Ha CTHJIOT HA BUHO M METOJIOT Ha
MIPOM3BOCTBO, MH(pOpMaIHja 32 KOMOHWHAIIH]a CO
XpaHa)

Wudopmanuja nobueHa ojn wieH Ha
CEMEjCTBO

25 KombOuHarwmja 5

HAJMHOI'Y 3HAYAEH

O3nHaka 3a Harpaaa Ha BUHO- HaJICTIKa Ha
e

Mucneme o1 excrepT (€HOJOT, BHHCKU
KPUTUYAp, COMEIINED)

Wudopmarmja ox npeaHata eTHKeTa Ha
BUHOTO (OpeHj, copTa Ha Tpo3je, roJUHa Ha
Oepba, 3eMja Ha ITOTEKIIO)

HAIJMAIJIKY 3HAYAEH

O3nHaka 3a Harpaja Ha BUHO- HaJICIIKa Ha
ormmIe

Mucneme o excrepT (€HOJIO0T, BUHCKHU
KpUTHUYAp, COMEJINED)

Wudopmanmja ox npeaHata eTHKeTa Ha
BUHOTO (OpeHI, copTa Ha rposje, TOJAMHA Ha
Oepba, 3eMja Ha ITOTEKIIO)
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26 KombOunanuja 6
HAJMHOI'Y 3HAYAEH

Wudopmarija o WHTEpHET (COIHjaTHI
MpEKH, HMHTEpHET CTPAaHWIM Ha BHHAPUH,
dopymmu)

HNudopmarmja ox 3aaHaTa eTwkera Ha
BHUHOTO (OIHC Ha CTWJIOT HAa BUHO M METOJOT Ha
MPOM3BOJICTBO, MH(OpMaIKja 3a KOMOWHAIIH]a CO
XpaHa)

Mucneme o1l eKCcriepT (€HOJIOT, BUHCKH
KpUTHYap, COMETHED)

HAJMAIJIKY 3HAYAEH

WNudopmaruja o uHTEpHET (COIHjaTHU
MpEXH, HWHTEpHET CTPAaHWIM Ha BHHApUH,
bopymu)

HNudopmarmja ox 3agHaTa eTwkera Ha
BHHOTO (ONHC Ha CTWJIOT HA BUHO M METOAOT Ha
MPOU3BOJCTBO, MH(MOpMalyja 3a KoMOWHaIja co
XpaHa)

Mucneme o1 eKCrepT (€HOIOT, BUHCKH
KpUTHYap, COMETHED)

27 Kombunanuja 7

HAJMHOI'Y 3HAYAEH

Mucneme o ekcnepT (€HOJOT, BUHCKH
KpUTHYAp, COMETHED)

HNudopmaruja Ha TeneBu3uja (mporpaMu
3a BUHO U XpaHa, peOPTaXH 32 BUHCKU PErHOHH)

[Iperopaka 3a BHHO OX IIpHjaTesl WA
KoJera

HAJMAIJIKY 3HAYAEH

Mucnewme ox  ekcrepT (€HOJIOT,
CIETVjalTU3uPaH BUHCKU MPO/IaBay, COMEINeEp)

HNudopmaryja Ha TeneBusmja (mporpaMmu

3a BUHO M XpaHa, PETIOPTAXKH 32 BUHCKU PETHOHH)

[Ipemopaka 3a BHHO Of TpHjaTeN HIH
KoJIera

28 KombOuHnamuja 8
HAJMHOI'Y 3HAYAEH

Wudopmarnja ox npeaHata eTHKeTa Ha
BUHOTO (OpeHa, copTa Ha TIpo3je, rOJUHA Ha
Oepba, 3eMja Ha ITOTEKIIO)

[peropaka 3a BUHO OJ TpHjaTeNl HIH
KoJiera

Wndopmanmja ox meyaTeHd MeIuyMH
(CHI/IcaHI/Ie 3a BHHO, JTHCBCH BCCHHUK, KHHI'A 3a
BHHO)

HAJMAIJIKY 3HAYAEH

Wudopmanmja ox npeaHata eTHKeTa Ha
BUHOTO (OpeHa, copTa Ha TIposje, roJuHa Ha
Oep0a, 3eMja Ha ITOTEKIIO)

Hudopmaija 3a BUHO 0J1 IpHjaTe UK
KoJera

Wndopmanmja on medaTeHn MeIUyMH
(criucanme 3a BMHO, THEBEH BECHHK, KHHra 3a
BHHO)
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29 KombOunanuja 9
HAJMHOI'Y 3HAYAEH

Wudopmarmja o npegHara eTukera Ha
BUHOTO (OpeHn, copTa Ha Tpo3je, TOAWHA Ha
Oepba, 3eMja Ha TTOTEKIIO)

HNudopmarmja ox 3aaHaTa eTwkera Ha
BHUHOTO (OIHC Ha CTWJIOT HAa BUHO M METOJOT Ha
MPOM3BOJICTBO, MH(OpMaIKja 3a KOMOWHAIIH]a CO
XpaHa)

Wudopmaruja Ha TeneBusmja (mporpamMu
3a BUHO U XpaHa, PEIOPTaKH 32 BUHCKH PETUOHU )

HAJMAIJIKY 3HAYAEH

WNnudopmaruja on npegHara eTukera Ha
BUHOTO (OpeHn, copTa Ha rpo3je, TOAWHA Ha
Oepba, 3eMja Ha TTOTEKIIO)

HNudopmarmja ox 3agHaTa eTwkera Ha
BHHOTO (ONHC Ha CTWJIOT HA BUHO M METOAOT Ha
MPOU3BOJICTBO, MH(OpMalyja 3a KoMOUHaIuja co
XpaHa)

Nudopmaryja Ha TeneBusmja (mporpamMu
3a BUHO U XpaHa, PeOPTaKH 32 BUHCKH PETUOHU )

30 Kombunarmmja 10
HAJMHOI'Y 3HAYAEH

Wudopmaiiyja Ha TeneBu3mja (mporpamMu
32 BHHO M XpaHa, PEIOPTaKU 32 BUHCKH PETUOHH )

WNudopmaruja o medaTeHH MeIuyMH
(criucanue 3a BHHO, THEBEH BECHUK, KHUTa 32

BHHO)
Wudopmaruja o UHTEpHET (COIHjaTHU
MpPEXH, HWHTEPHET CTpaHWUIM Ha BHUHApUH,

bopymu)

HAJMAJIKY 3HAYAEH

WNudopmaruja Ha TeneBusuja (porpamu
3a BHHO U XpaHa, PeOPTaKU 32 BUHCKH PETHOHH )

WNudopmaruja o medaTeHH MeIuyMH
(criucanme 3a BMHO, THEBEH BECHHK, KHHTra 3a

BHHO)
WNudopmaruja o uHTEpHET (COIMjaTHU
MpPEXH, WHTEPHET CTpaHWIM Ha BUHAPHH,

(opymn)

31 KombOunanuja 11

HAJMHOI'Y 3HAYAEH

Ilperopaka 3a BHHO O 4WIEH Ha
CEMEjCTBO

Mucneme o1 ekcrepr  (€HOJOT,
CIeIMjaJIu3UpaH BUHCKH NPO/IaBay, COMEIIHEp)

Wndopmanmja ox neyaTeHH MeIuyMH

(criicanue 3a BMHO, THEBEH BECHHUK, KHHUra 3a
BHHO)

HAJMAIJIKY 3HAYAEH

[Iperiopaka 3a BHHO O] WIEH Ha
CEMEjCTBO

Mucneme o ekcrepr (€HOJIOT,
CIICIMjaJIU3UPaH BUHCKH MPOIaBay, COMEJIUEp)

Wndopmanmja ox nedaTeHn MeIUyMHU

(ciicanue 3a BMHO, THEBEH BECHHK, KHHUra 3a
BHHO)

32 KombOunanuja 12
HAJMHOI'Y 3HAYAEH

Ilpenopaka 3a BUHO OJ Wi€H Ha
CEMEJCTBO

OsHaka 3a Harpaja Ha BUHO- HaJICTIKa Ha
HINIIe

Hudpopmaiiyja Ha TeneBu3mja (mporpamMmu
3a BUHO U XpaHa, PEMOPTaKHU 32 BUHCKH PETHOHH )

HAJMAIJIKY 3HAYAEH

Ilpenopaka 3a BUHO OJ Wi€H Ha
CEMEJCTBO

OsHaka 3a Harpaja Ha BUHO- HaJIeNKa Ha
HINIIIe

Hupopmaiiyja Ha TeneBu3mja (mporpamu
3a BUHO ¥ XpaHa, PEMOPTaKH 32 BUHCKH PETHOHH )
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VI COOHMOAEMOTPAD®UIJA
33 On kage cre?

burona

Ckorje

Kapamapuu

Herotuno

0000

JlokoJKy KUBEeTe BO IPYro MECTO HaBeleTe:

34 Koja ronuHa cte poaeHu?

35 Ilon?
Q Marku
O  JKencknu

36 Koj e crenenoT Ha Bamiero 3aBpiuieHo oOpa3oBanue?
O OcHoBHO

O  Cpenno

O  JIoaumIoOMCKH CTYIHH

O TIoCTAMIUTOMCKH CTYAUU

37 Koj e Bammor craryc Ha BpaboTyBame?
BpaboteH co cBou npuMama
HeBpaboten

Bonontep

CryneHt

Hpyro

(ONONONCNO,

38 Onumere ro BalIMOT MECEYEH PACHIOTIOXKIIUB OYyIIET:
MHory man

Man

Cpenen

I'onem

0000

MHory rongem

39 Be wmonume Hanumiete ja Bamara enekTpoHcka momTa

(email)

3a uneHtudukamnuja?
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Annex 4:

ON-LOCATION TEST QUESTIONNAIRE
| OBJECTIVE KNOWLEDGE

The following questions are intended to determine what consumers really know about wine, Please
answer as accurately as you can,

40 Which of the following is a red wine?
Riesling [], Semion [], Teran [ ], Rkaciteli [], Don’t know [

41 Which of the following wines has more tannins and more astringent taste?
Red wine [_], Sparkling wine [ ],  White wine [_], Rose wine [ ], Don’t know [_]

42 Which is not a famous French wine region?
Bordeaux [_], Champagne [ ],  Piedmont [_], Alsace [ ], Don’t know [_]

43 Table wines have an alcohol content of;
1-3% [_], 4-7% ], 8-14% [ ], 15-24%[ ], Don’t know [_]

44, Which of the following wine flavors is rarely found in barrel-aged wines?
Vanilla [], Coffee L], Mint [ ], Coconut [], Don’tKnow [ ]

45 Burgundy is the French term for which wine?
Cabernet Sauvignon [ ], Merlot[_], Pinot Noir [], Sauvignon Blank [], Don’t know [ ]

46 Which grape variety is used for making the wine “T’ga za Jug”?
Cabernet Sauvignon ],  Merlot ], Pinot Noir ], Vranec[ ], Don’t know [ ]

47 What is the distinction between aroma and bouquet?

Bouquet is produced by red grapes and aroma by white grapes []

Bouquet occurs only in sparkling wines and aroma occurs only in still wines []

Bouquet comes from fermentation procedures whereas aroma has origins in the grape alone []
Aroma is based on climate, bouquet on soils []

Don’t Know [_]
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I1 SENSORY COMPETENCE

The following test questions investigates your practical (sensory) competence in wine, In this experiment
you will be provided with four wines, and you will need to answer to four questions, one for each wine,
The questions have one correct answer, Please answer as accurately as you can,

48 Using your sensory skills, please classify the wine in one of the following categories:
Drywine [ ],  Semidrywine [ ],  Sweet wine [], Don’t know [_]

49 In the wine you are going to taste one gustatory sensation stands out, Please identify it,
Sweet [ ], Astringent (biter) [], Sour [, Don’t know [ ]

50 Using your sensory skills, please classify the wine in one of the following categories:
Young and fruity wine [_], Oak maturated wine [_],
Old vintage stainless-steel maturated wine [_], Don’t know [_]

51 The wine has a wine fault, Using your wine sensory skills please identify it,
Corktaint[],  Vinegartaint [ ],  Oxidation [ ], Don’t know [_]

1l DEMOGRAPHICS

52 Where you from?
QO Bitola

Q  Skopje

QO  Kavadarci

O  Negotino

Q  Other:

53 In what year were you born?

54 What is your gender?
O Male
O  Female

55 Please write your e-mail address for identification
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| OBJEKTUBHO I[TO3HABAKE HA BUHA

40 Koe o ceqauTe BUHA € IIPBEHO BUHO?
Pusmunr [, CemujoH ] Tepan [], Pxanwuremu [ ], He 3Ham [_]

41 Koj BUJ BUHO COJPKH HAJMHOTY TAHUHH?
Lipseno Buno [ |, Ilenmuso BuHO [, Beno Buro [_], Po3se Buno [, He 3nam [_]

42 Koj on HaBeieHUTE BUHCKH PETHOHH HE € (PPaHIyCKH BUHCKH PErHOH?
Bordeaux [_], Champagne ],  Piedmont [_], Alsace [ ], Heszuam[ |

43 Tpne3HuTe BUHA UMaaT COAP>KUHA HA aJTKOXOd O
1-3%[]  4-7%[], 8-14% [ ], 15-24%[_], He 3nam [ ]

44 Koja o1 HaBEJICHUTE apOMH HE € KapaKTepUCTHYHA apoMa 3a BUHO OJIJIeKaHO BO Oype?
Bammna ||, Kage [ ], Menton [], Kokoc [, He 3uam [_]

45 Burgundy e dpaHIlycku TEpMUH 3a €IHO OJ1 HABEACHUTE BUHA?
Cabernet Sauvignon[_], Merlot_ ],  Pinot Noir[ ], Sauvignon Blank[ ], He 3uam [_]

46 Koja e rimaBHa copTa Ha Tpo3je Bo BUHOTO T°ra 3a jyr?
Cabernet Sauvignon[_],  Merlot[_], Pinot Noir[_],  Vranec[ ], He 3nam [_]

47 Koja e pa3nukara momery BUHCKUTE TEPMHHU apoMa 1 Oyke?
Byke ce 1061Ba cO IPOM3BO/ICTBO HA IIPBEHO BUHO, a apOMAaTa co MPOM3BOCTBO Ha Gero [ ],

Byke ce 1ojaByBa caMo Kaj EHIMBU BUHA,  apOMa Kaj MUPHU CyBM BHHA [_],

Apomata Ha BUHO € OJIpeJieHa o/ KiIuMaTa, a 6ykeTo oj1 perHoHOT BO KOj € 3acajieHo rpo3jeto [ |,
Byke ce pasBuBa co GepMeHTaIuMja, 10/IeKa apoMaTa jjoafa o coprata Ha rposje [,

He 3xam []
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Il CEH30PCKO (AET'YCTALMOHO) IIO3HABAKBE HA BUHA

48 BuHOTO KO€ To AeTycTupare mpuiiara Bo KaTeropujaTa Ha:
Cysu BuHa [, [ony cysu Buna [ |,  Cnarku Buna [, He 3xam [_|

49 Op maBenmeHNTE BKYCOBH Be MoiaM mmocodere To OHOj KOj HajMHOTY I'O YyBCTBYBaTe 3a BpeMe Ha
JerycTralujaTa Ha BHHOTO:

Cnanok [_], Topunus (tpnkas) [ ], Kucenskyc[ ]|, Hesmam [ |

50 BUHOTO KO€ I'0 JeryCTUpaTe UMa KapaKTepUCTUIHA apoma 3a:
Mnago oBomHo BuHO [ |,  CTapo BHHO ojexaHo Bo 6ype [,
CTapo BHHO He OfIeXkaHo Bo 6ype [ |, He 3nam [

51 Koja on HaBereHUTE BUHCKH TPEIIKH ja ©Ma BUHOTO KOE TO JITYCTHpAaTe!
Mupuc HaTana ||,  Mupuc Ha oner [, Oxcuaupano suso [ ],  He suam []

I1.COINO-JEMOI'PADOUIA

52 Opn kage cre?
buroma
Ckorije
KaBagapuu
Heroruna
Hpyro mecro:

(ONONONONG,

53 Kora cte poaeHu?

54 Koj e BamwuoT mon?
O  Mamku
O  Kencku

55 Be w™ommve wHanummere ja Bamara enektpoHcka momTa (email) 3a wmaentuduxamnmja?

Annex 5:
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Scree plot from principal component analysis of sensory competence items



