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Cue incongruity in wine
personality formation and

purchasing

Louise A. Heslop, David Cray and Anahit Armenakyan
Sprott School of Business, Carleton University, Ottawa, Canada

Abstract

Purpose — The purpose of this paper is to examine the direct and interaction effects of brand name
(BN) of wine and country-of-origin (COO) on perceptions of the personality image of the wine,
expected price, and willingness to engage with the wine.

Design/methodology/approach — A field experiment in which label information for a fictitious
wine was presented to wine consumers with a questionnaire on wine perceptions and response
measures. The label information was manipulated across subjects using four BNs and three COOs.
Findings — The study confirms BN and COO effects on perceived wine personality and responses to
the wine. Findings also indicate the effects of BN and COO as well as a BN-COO interaction effect on
price expectations.

Research limitations/implications — Findings link different personality dimensions to the two
different cues, suggesting greater independence of the cues than originally expected. However, some
BN-COO incongruity effects are found particularly regarding price perceptions. A small set of wine
BNs and COOs are tested and sample size/treatments are limited. With larger sample sizes, some
weak effects might prove more significant. For more substantive support of these findings, the study
could be repeated in different locations with different BN and COO examples.

Practical implications — The results suggest consumers are open to some fluidity in brand name
use across wine-producing countries with appropriate pricing strategies. They also highlight the
importance of understanding consumer perceptions of wine personality in assessing consumer
responses and price expectations.

Originality/value — The research addresses BN and COO direct and interaction effects on many
aspects of wine evaluation and the central role of personality dimensions in wine assessments. The
paper provides evidence of value in a rapidly evolving marketplace for wine and insights into the



The primary purpose of this literature
review was to assess how consumer
perceptions and purchase decisions in
the wine industry are influenced by
Brand Recognition, Country of Origin
Label Design, Critic’ Grading, and

. The review
discussed a wide range of literature
that explains how branding, marketing,
labelling, and brand criticism are
associated with consumer perceptions
of quality and their buying behaviour
and influenced customer decision-
making process.




The research question has been
highly derived from the study gap
since the research seeks to feel the
gap of uncertainty in the wine
industry. The study design was
well-highlighted in this study, first
elucidating how suitable country of
origin and brand names in a pre-
test and the primary experiment
was well described. The design of a
suitable brand name and country of
origin for assessing entailed pre-
assessing of different personal and
amalgamations of the two cues.
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Methodology and Spectrum of research

The sample brand names utilized varied in levels of
relationship with the nations required for testing in
the major experiment. The research methodology for
this study was indeed reliable as the researcher
gathered information from willing respondents.

The samples includes 4 countries of origin and 3
wine brand names. The participants were wine
experts who were aware of the various cues in wine
marketing that influence consumer perception and
purchase decisions.



The research question is logically derived from the study gap.

Heslop et al. (2010) mentioned that several cues, such as brand name, price, personality, labels, and
package design have been regarded as crucial to customers’ selection of winery products

The goal of the study was to evaluate the straight and related impacts of wine brand and NOO on
consumer insights of the liquor image, anticipated price, and the readiness to purchase the wine.



Heslop et al. (2010) applied a field experiment approach to permit the feasible manipulation and
NOO cues in information presented to the consumers.

The research question is further derived from the uncertainty and danger as well as hardship in
accessing information. Thus, customers always rely on alternative measures of wine quality, such as
brand name, price, and NOO. Thus, the researcher wanted to identify how brand name-NOO

incongruity effects can influence consumer perceptions of wine products.



To identify how impacts of NOO on personality trait and
reaction opinions and permit for both incompatible and
compatible brand name matching, nations representing
the old winemakers versus modern manufacturers were
selected through analysing the wine industry data and
retailer managers aware with the research’s local
customers.



In the research, France was selected to -,
represent the traditional society nation e S by
well-developed and properly-known for ‘
wine takers.

e

Chile was further selected as a
comparatively new developed wine
manufacturing country but with a history
of winemaking in a traditional style.

Australia was utilised as an instance of t
a contemporary wine yielding nation 3
with a quickly expanding market share.

Lastly, Canada was selected as o
another modern wine produced with an
extended history of manufacturing and
local wine industry maker. . y
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Brand Recognition, Awareness, and Personality




Brand Recognition, Awareness, and Personality

The concept of brand personality and how it influences
purchasing choices recognises the emotional and
cognitive implications that symbolise the consumer appeal
and offers wine users extra motives, beyond functional
attributes, to link with a certain brand in the market.

The argument of Heslop and the team is significant and
clear to the topic of discussion since it emphasises on
how there are an ever-increasing and wide range of
entities who have focused on the relevance of cue
incongruity in personality development as an approach for
wine companies to differentiate and position their products
in the market.



The authors identified the gap as the challenges that consumers encounter when presented with a variety of
wine brands. In a normal situation, average wine buyers are often overwhelmed by the amount and diversity
of options displayed on supermarket shelves. Similarly, the wine industry is a rapidly changing marketplace
due to ever-shifting consumer tastes and preferences as well as the need for safe and healthy products.

Therefore, for a company to stand out in the highly competitive wine industry, it has to incorporate incongruity
effects in its marketing efforts. As a result, this will help them to meet the customers’ needs and expectations
while remaining relevant in the market.




Ethical Considerations

The following ethical considerations were upheld:

The respondents were not subjected to any form of danger at all. During the data collection process, the
researcher respected the dignity of the respondents and made it a primary priority in their brand name
testing. Before the study, full consent was obtained from all the participants. The researcher ensured the
protection of the participants’ privacy and sufficient level of confidentiality was maintained throughout the
study. The investigation ensured the anonymity of people and businesses that participated in the data
collection process. Moreover, the researchers avoided any possible deceptions or exaggeration regarding
the purpose or goals of the study. Lastly, the research declared affiliation in the forms and all forms of

payment as well as conflicts of interest
15
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Coherence and consistency of the paper

The researchers used coherence between each word by parallelism. In other quarters, the study has similar
grammatical construction between words and sentences. Further the authors use repetition between
sentences to reiterate same ideas in the paper. The research is easy to read and clearly communicates the
intentions of the researchers. The paper is very consistent in the reference section. The references were
highly related to the research topic. Prior to conducting the study, the researchers identified a research
problem. As a result, this helped them to create a foundation for the paper. Personally, | think this research
was comprehensive and well-related to the thesis topic. Every section is well-articulated and communicates
vividly to bring out the meaning. The researchers first identified a research problem in the market and

attempted to find ways on how to address it using incongruity effects. 6



The significance of a reputable brand to a successful business firm is undeniable. The brand
name, personality, recognition, and packaging are important contributors to the ultimate equity
of a certain product.

This literature review analysed various tools that influence consumer perception in the wine
industry. They include brand recognition, label designs, critic’'s grade, and winery marketing.
These tools not only affect the consumers’ perceptions, but influence their decision making
process and buying choices.

Moreover, this review identified that package design, consumer knowledge, and relationship
with a brand influence consumer perception in the wine markets. The wine industry has a wide
range of brands in retail shops. Therefore, a company has to establish a unique approach to
differentiate and position its brand in the market. This literature review analysed the various
tools that can help winemakers achieve this goal.
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