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WINE BRANDS OR BRANDED WINES?
THE SPECIFICITY OF THE FRENCH MARKET IN TERMS OF THE BRAND

Abstract

Purpose —The purpose of this article is to show that thenbied wine concept refers to a
very heterogeneous category as regards wine mdémmte, but this sort of wine can appeal
to certain types of consumers.

Design/methodology/approach -An initial qualitative study was carried out to éx@
consumer representation as regards branded wirsecdnd, quantitative, study enabled us,
through a cluster analysis, to identify brand-siresiconsumer segments in the wine field.
Findings — There is a divergence in consumer representatibmele® novices and experts.
The former consideA.O.Cs (Appellation d’Origine Controléea French official label of
protected geographical indication) and regions r@mds whilst the latter have a narrower
vision of what a branded wine means. The “discagérdhe youngest consumers (18-29
years old), who are interested in wine and havke lknowledge of it are most liable to be
influenced by wine brands. The novices and routmesumers are also brand sensitive but to
a lesser degree. The experts, on the other hamagainfluenced by brands.

Research limitations/implications —The influence of the brand derives from the detiea

A more indirect measure which mixes the brand wother wine attributes would be
preferable. The use of a sample of convenience snessults can only be generalized with
caution.

Practical implications — There indeed exists a place for branded wines errtench market
but an association is needed with other attribsiet as the origin and/or the grape variety.
Originality/value — Little research has been devoted to the Frenchucoass acceptance of
branded wines.

Keywords: Brand Equity, wine brands, branded wines, involgemsubjective knowledge
Paper type: Research Paper

Introduction

In France, regular consumption of wine is declinangd is being replaced by more
occasional consumption which is more closely foduse immediate pleasure and quality at a
reasonable price. In the face of such an obvioatersient of fact, certain producers have
adapted their production in accordance with thehess of these new, non-traditional
consumers. Individual or collective marketing stigaes have been put into place and have
been translated into: new brands; new packagings(daags in box and 25cl); new labels
which break with traditional codes and new waysailing (sales by Internet for example).

Among the various initiatives being taken one appéa stand out: the development of
a brand strategy. The major wines and spirits gsaapbarked on this strategy a long time
ago since it has enabled them to simplify what tbtgr to the consumer and provide the
latter with a product whose quality stays constdihie Baron Philippe de Rothschild group
were the first in France when they launchedMuwaiton Cadebrand, a mythical brand from
the 1930s, which capitalized on the renown b&téau Mouton Rothschil#ine merchants
rapidly followed this strategy by developing thewn brands and using their commercial
power to ensure their success (for exandpleChenetGrand Chaix de France groufgaron
de Lestac Castel group). Today, several trade syndicates dkevelop their brandd €
flacon, Cotes de Bourg e-motifs Bordeaux supérieur), as do retaileBefre Chanau
Auchan) and a few small producef®(de rienby Francois de Ligneris). The brand notion,
therefore, does not reflect a single coherent yeititthe wine field as much as it refers to
different production methods (blending in certaase&s, production from a single estate in
others) and therefore variable quality levels. Aseault, the brand notion is not clear in



consumers’ minds: Eight French consumers out ofcgemot give a correct name of a wine
brand, 60 % of them give the name dieaoir or achateauwhen they are asked to name a
brand (ONIVINS, 2003). Despite this poor knowledgertain wine brands achieve record
sales every year (36 million bottles in 2005 Yoeux Pape90 million bottles forJP Chenet

in 2004) which is a proof of the substantial patmnwhich characterizes this type of strategy.

The prime objective of this article is to clarifiget brand notion when it is applied to
wine in the French context. The article also aimsinderstand the scope of its influence on
consumers’ behaviour and identify possible grodpsasumers for whom the brand plays an
important role.

A review of the literature will highlight the nessy adaptation of the brand concept as
regards wines’ product category as well as the ttodé¢ the brand can potentially play in the
wine-purchasing process. A qualitative study wdlghto clarify the brand concept. It will be
followed by a quantitative one whose aim is to tdfgrbrand-sensitive consumers in the field
of wine. After these developments, we will disctiss interest the players have in embarking
on strategies aimed at developing branded wines.

Theoretical background

The brand is defined as “a name, term, sign, symdogotlesign, or a combination of these,
intended to identify the goods or services of oglées or group of sellers and to differentiate
them from those of competitorsAerican Marketing AssociatipnAccording to numerous
scholars, the pure and simple transposition ofdkiseric definition is problematic as regards
wine (Boulet and Laporte, 1997; D'Hauteville, 2084jeix, 2001). We therefore put forward
a specific notion of the wine brand: “a wine bras cluster of attributes which defines the
identity of the wine in the eyes of the buyer” (kehin, 2004). This ‘brand constellation’
notion, despite its interest, does not constitutgree brand definition in itself for it allows us
neither to clearly define the outline nor to classhe different branded wines found on the
market. Moreover, many empirical studies carriedl iauAustralia, the United States and
Europe show that the brand, as an attribute, hasdvdegrees of importance (Table I). For
the Australian consumer, the brand is only mentome fourth position, even though
“marketed” wines are widespread in Australia (Aeifle et al, 1999; Quester and Smart,
1996; Rasmussen and Lockshin, 1999). In the UnBtdes, the brand is found in third
position although the grape variety is the mostartgnt attribute (Zaichkowsky, 1985). For
the Irish, the brand is placed in second positjost, after the country of origin. (Koewn and
Casey, 1995). The manner in which the French coeswmhooses between different wine
attributes is still unknown.

Table | —Wine attributes importance in different countries

Australia Australia The United States Northern Ireland
Rasmussen and Aurifeille et al. Zaichoswsky Koewn andt Casey
Lockshin (1999) (1999) (1988) (1995)

Price Taste Grape variety Country of origin
Taste Price Vintage Brand
Origin (region) Type of wine Brand Grape variety
Brand Brand Country of origin Origin (region)
Style, Grape variety  Label, Packaging Price alcohol content
Label Others (alcohol Others Classifications
content, region, age
and colour)




But, if the power of the brand attribute is estsitdid in literature, only “strong” brands could
have such an effect on consumer behaviour. Thallstmength is conceptualized by the brand
equity construct. Brand equity is determined by ndraawareness, perceived quality,
consumers’ loyalty and brand associations or briamage (Aaker, 1996). For the French
market, what we usually consider as a brand for dtieer products categories is not
necessarily associated with a strong brand wheoriterns wine, although there are some
exceptions like Mouton Cadet, Baron de Lestac. m&mf them suffer from a lack of
awareness and/or their perceived quality is nog eggh. They are often associated to down-
market wines like La Villageoise, a wine sold iagic bottles.

Conceptual model and research propositions

From the consumer’s point of view, the brand asts deuristic of choice, as a risk limiter
according to Roselius (1971) and Jakoby and Kafl@72) and as a sign of quality which
gives consumers an indication of the quality of pheduct prior to consumption and/or helps
consumers to remember a level of quality associatgld a product they have already
consumed. A sign of quality is: “an information suary (an overall knowledge or a
concentration of learning) that is reinforced bgduct display, or a family of products, from
a signal allowing consumers to identify and recagrihe product: a logo, a symbol, a name,
etc.” (Mazéet al, 2001). By replacing other information, the brasichplifies the selection
process. In the food industry, the requirementgiaality means that the brand notion — seen
as a sign of quality — is a first-rate strategiseas(Belik, dos Santos and Green, 2001).
However, the brand notion applied to wine remaimbiguous for certain consumers. They
do not possess a clear perception of what a brawtezlis. Specifically, consumers tend to
infer the same status to generic types — graperegion — as they do to specific brands
(Gluckman, 1990). Certain regions or certimoirs in France (Bordeaux, Alsace, Provence,
Languedoc, Burgundy, etc.) take the role of thentbraoth for the foreign consumer (Mora,
2008, p. 21) and for the domestic one (Boulet aapdolte, 1997; Gluckman, 1990; Holter,
1996). Nevertheless, it is at best a generic bramolse identity is not necessarily very clear
since it is the result of a very high number ofdweers (more than 10, 000 for Bordeaux
alone). On the other hand, for the New World, thpraach is different: the consumer buys a
grape varietyCabernet Sauvigngna brand Casillero del Diabl9 or the name of a company
(Mondavj). In the last instance, the brand masks an extyemigle variety of origins: for
example,Mondavi buys wine in Italy and Chile and sells it undesiagle brand name. In
Australia, only involved consumers are considem@gion of origin as an important choice
factor in the wine-buying decision making proceds Cutcheron, Bruwer and Li, 2009).

The legal point of view strengthens the complerity=rench regulations on viti-vinicultural
brands. For example, to be registered as a brhadsign in question must be distinctive — it
must not be the necessary, generic or usual degignaf the product — and non-deceptive —
not mislead the public on the nature, quality acoggaphical origin of the product — (articles
711-1 and following of the Code of Intellectual peaty). Once these legal provisions have
been respected, the company has a wide choicegasdsethe creation of a brand name. A
place-name (name of @éhateay a hamlet) can be registered as a brand on condtat it
indeed corresponds to the vineyard in questiohateau Haut-Brion, PetrjsOnly A.O.C
wines can use the termsl6s (walled vineyard)chateay domaine tour (tower), mont cote
(hillside)”. However, local wines can mention theographical origin since they are produced
in a one and the sampdys (a départemenor aterroir : Vin du Pays d'Ocfor example) and
furthermore they can add qualitative terms such«asas» (traditional farmhouse) or
“domainé, considered as more characteristic of the coutitay the termc¢hateaud. On the
other hand, this is not possible for table windse ame of the owner can be established as a



brand Chateau Lynch-BaggsFinally, the brand can be unconventiodb(iton Cadet)The
name of the brand cannot refer to A©.C. As such, the brand3omaine de la Romanée
Conti, Fort Médocor Vieux Cahorsvere removed since they included a name dh.&nC.in
their denomination. A few exceptions to this prpieiexist:Bouquet de Provendghe brand
name existed before tl@otes de Provence ‘appellatigrandChateau Grillet which is both
the name of @hateauand anA.O.C.,for example. French law therefore makes a vergrcle
distinction between a brand and Aar©.C. This legal wide conception as regards the creatio
of wine brands could entail a bigger confusiononsumers’ mind.

Finally, from the producer point of view, the natiof brand wine is confusing. Thousands of
labels and operators are present on wine marketnaost of them are emerging from
relatively small and family businessd@sl of these brands cannot be considered as remle'w
brands” because these small producers cannot dffemselves the powerful tools of
advertising and promotion indispensable to buildssnmarket awareness and brand equity.
More precisely, a survey of the managerial prasticeveals that the French commercial
environment is characterized by three major tygesand strategy.

The first, the “merchant brand”, corresponds toasirsold by merchants (Bomsel, 2003,
guoted by Gherbi, 2004) such Bfalesan Baron de LestgcCelliers des dauphins]. P.
Chenetetc. These are generally blended wines. It is mewvhich is made, bottled and
packaged by a merchant who puts his/her own nashé@md on the label. It is characterized
by the fact that it guarantees a result to the wares — the quality is constant — and by the fact
that the product has been made to suit the market.

For the second — the “producer brand” — the pradocprocess is the central element: it
guarantees a striving for quality, a means of petidn dedicated to obtaining a “good wine”
and the origin (Bomsel, 2003). This category inelidor example;shateauwines. Any wine
estate with the means to grow vines and make wandake the name ofchateauand sell its
wine under this name as long as it isfa@.C.

The third type includes wine sold under a storeat. These brands have an important place
in France since they accounted for more than 32%al#s in large and medium-sized retail
outlets in 2007, which represents 6 points growdmgared to 1998 (Viniflhor, 2008a). In
fact, this category covers clearly distinct strageg Gherbi, 2004). The case of a retailer's
brand name being displayed on the label remairatively rare since consumers are not
always prepared to show a wine carrying a retailexgo at their table (for example, wines
from Leader Price, a hard discounter). Reserveddsrare wines bottled exclusively for a
retailer Pierre Chanay Auchan’s own brand). The brand is only availahléhe outlets of a
single retailer but the same wine can be distritbitte a competitor under a different name.
“Reference” brands serve as a discreet remindéreofetailer’'s namelL@ sélection Auchgn
through the use of a fixed neck-band label.

In conclusion, branded wines, on the French manefer to a very heterogeneous
category of wines, especially as regards productiwihods. The existence of different
conceptions of brand, the strong reputation of sSé'@€ and the various brand strategies
followed by wine producers and wine merchants aigegconfusing for consumers while we
can suppose that it will not be the case for espent particular for people working in the
wine sector. That's why we formulate a first resbgsroposition P

P;. In the field of wine, the representation of brandwill differ between experts and
consumers.

The moderating role of involvement
The wine-buying process is influenced by severasq®al variables among which we
find involvement. “involvement is a state of intstiemotivation or arousal” (Rotschild, 1984).



Involvement towards the product is defined as agieed personal interest for the product
from a given consumer (Celsi and Olson, 1988).nfluences the consumer’s behaviour
(Flynn and Goldsmith, 1999 ; Laurent and Kapfel€®85). As regards the buying of wine,
the role of involvement has been empirically vakadbon several occasions (Aurifeit¢ al,
2002; Barber, Ismail and Dodd, 2008; Lockshin arall,H2003; Lockshinet al., 1997
Quester and Smart, 1996, 1998). Higher involvedsaorers use more information and are
interested in learning more, while low involved samers tend to simplify their choices and
use risk reduction strategies (Lockshin, 2003). &@mple, highly involved consumers place
less emphasis on the price than consumers who lbevevolvement (Zaichkowsky, 1998)
and low involved consumers tend to give importatweback label information (Barber,
Ismail and Dodd, 2008). The involvement shown i@ #ine can also have an impact on the
use or not of the “brand” attribute in a purcha&er{feille et al, 2002). Consumers with low
involvement simplify their choice by utilizing peclabel, design, grape variety and brand. By
contrast, consumers with high involvement are nmekned to use complex information cues
(Barber, Ismail and Dodd, 2008). Brand acts assk limiter and we can expect that this
attribute is more relevant for consumers who hawveihvolvement in wine, which leads us to
hypothesis K

H, — The involvement shown in the wine moderates thenpact of the brand in the choice

of the wine. The higher the involvement in the wingethe lower the brand influence on
consumer.

The moderating role of knowledge

Expertise is a multi-dimensional construct resgltfrom familiarity with the product
category — the behavioural component of expertisgest is the result of experience with the
product (Alba and Hutchinson, 1987) — and knowledfy¢he product. It is defined as “the
possession of a large body of knowledge and proeédkill” (Chi et al, 1982). Knowledge
remains the most important determinant in wine aorgion (Hussain, Cholette and Castaldi,
2007). It is generally thought that knowledge imlgs a subjective dimension — what the
consumer believes he/she knows — and an objecdtiwendion — what he/she really knows —
(Alba and Hutchinson, 1987; Brucks, 1985; Patk al, 1994). Subjective knowledge
influences the choice of variables used to inferwhne’s quality level (Aurier and N'Gobo,
1999; Doddet alii 2005; Edward and Mort, 1991; Lockshin and Rhod®93; Perroutyet
al., 2004; Solomon, 1998). Among these studies, omty include a French sample. Aurier
and N'Gobo (1999) explored the impact of expertigsethe capacity to memorize attributes
and the importance given to attributes. Accordingat European study, carried out with
German, Austrian, British and French consumersyrdiggy et al, 2004), the importance
given to the brand varies according to the consshuergree of expertise. For the novices, it
is in fifth position whilst for the experts it i3 the bottom of the classification. On the other
hand, the “brand*region” interaction is the firgtrioute that the experts take into account.
This study only presents agglomerated results. efber, we cannot deduce the importance
that the French consumer gives to the brand butavesuppose that the brand influence
depends on the subjective knowledge of wine acogrthh previous studies (Perrowgy al.
2004). Because of the low number of empirical ®tsdievoted to the impact of the brand and
of subjective knowledge on wine-buying in a Frerodntext, it is relevant to formulate
hypothesis Kl

Hs; — Wine subjective knowledge moderates the impacf the brand in the choice of the

wine. The higher the wine knowledge, the lower thierand influence on consumer.

Methodology
Two studies were carried out. The first one is gplaratory qualitative study while the
second one is more explanatory and quantitative.



Study 1

The first study aims at found evidence for thet fiessearch proposition; fin the field of
wine, the representation of brand will differ beémeexperts and consumgrs$n order to
identify what the experts and the consumers consadea brand in the field of wine, a
gualitative study was carried out on two samples.dde hand, a sample of experts was
constituted thanks to students doing a Master iméMinarketing (see Table II for the
composition of expert sample) They are consideseexperts because they have a good level
of knowledge in wine marketing, wine business, wia& and wine production process. On
the second hand a sample of “average consumer’talested. This population is supposed
to be much more heterogeneous as regards itsdée&pertise.

Table Il - Study 1 - Sample composition

Sample 1 : experts sample Sample 2 : average consumer sample
Size 21 190
Age from 21 to 27 from 18 to 89
mean = 23 mean = 42
Origin Aquitaine : 33% Aquitaine : 52%

Other region producing  wineOther region producing wine
(Burgundy, Alsace, Languedoc): 66%Burgundy, Alsace, Languedoc) : 14%
Other French region : 0% Other French region : 33%

Two open questions were asked to the respondents.

Question 1: “How would you define a branded windPe answers highlight the consumers’ and
experts’ representations of branded wines.

Question 2: “Can you nhame the branded wines that kimow? Reply according to what you consider
to be a branded wirielThe answers give an indication of the objectieeel of knowledge towards the
wine, for experts and consumers.

The corpus was then subjected to a manual thegdiysis.

Study 2

The purpose of this second study (quantitativeygtisdto found evidence for hypothesis
H, (the moderating role of the consumer’s implicatoonthe importance granted to the brand
during the choice of the wine) and Hhe moderating role of the consumer’s expertis¢he
importance granted to the brand).

A questionnaire was given out to the sample of soress described above (n = 190).
The consumption frequency was measured by a nomnsicele with four categories: non
consumer; very occasional consumer (less than tm¢eice a week); occasional (once to
twice a week) and regular (every day or almost}etms of knowledge, a subjective measure
was used in accordance with the conclusions ofrFigmd Goldsmith (1999). Respondents
expressed their knowledge through 4 items reflgctn general feeling of knowledge,
expertise in comparison to others and familiaritthwvine (Korchia, 2004). Involvement in
wine was measured by a four-item scale inspiredhieybrand interest scale developed by
Korchia (2004), Table Ill. This scale initially deteped for the brand is suitable since it is
applied to wine. A single item of the 8 had to kbecdrded. The «involvement » and
« knowledge » dimensions provide satisfactory maereliability.



Table Ill — Wine interest and knowledge measurement scale

Factor
Cronbach

Know- Invol-

ledge vement
In your opinion, what is your level of knowledgewihes in 0.904 0.92
general? (1 = non-existent ; 4 = excellent)
Compared to the average consumer, would you saydioa 0.904
knowledge of wine is ((1 = non-existent ; 4 = elamt)
I am familiar with wine. (1 = totally disagree; 4otally 0.879
agree)
I know wine very well. (1 = totally disagree; 4 otdlly 0.815
agree)
| would like to know more about wine. (1 = totatlisagree; 0,985 0.92
4 = totally agree)
Wine is a product that interests me. (1 = totdisagree; 4 = 0,865
totally agree)
| am curious about wine. (1 = totally disagree; thtally 0,831
agree)

The influence of the brand when buying wine wassuead by an item (“The presence
of a brand on the label could positively influemag choice”) for which the respondents had
to indicate their degree of agreement on a 1 (yotikéagree) to 4 (totally agree) scale.

A cluster analysis including the variables of ietr knowledge, consumption frequency
and age was carried out in order to identify thescmer segments where the brand has the
greatest influence. We took a three-stage clugfeapproach, according to Cannon and
Perreault (1999), and Homburg, Jensen and Kroh2@€8) procedures. The three core issues
in clustering are 1) determining the number of ®ts 2) assigning observations to clusters,
and 3) assessing the stability of cluster assigtsnen

Results of Study 1: the specificity of the wine bnad concept

The thematic analysis of the first questifiiow would you define a branded wine?).
enables us to clarify the brand notion in the miofdexperts and consumers.

For the experts (sample 1), five associations eeérgey represent the core meanings
of what wine represents in the minds of consumftsanded wine is:

(1) A wine with constant quality (43 % of respondets)

The experts associate a branded wine with a “wihihvhas a constant quality over

time” or with “regular quality”.

(2) A wine characterized by a strong marketing appoach (28 %)

The marketing approach can concern the packadieg;dmmunication, the distribution

and the merchandisinfeasy to pick out on the shelves [...] same marketimds as spirits”;

“it is a wine which is easy to pick out in the shtecause it has strong identifying

characteristics”; “a wine which is well distributgaresent in shops and in the media, with well

thought-out and sophisticated packaging and a silapdl suggestive name”.

(3) A standard wine (24 %)

A branded wine, according to the experts, refetfi¢d'standardization of the prodticto

“a standard quality wirie" democratic; and“not very complex’ It “goes against th&rroir”.

(4) A wine made by a merchant (24 %)

A branded wine is closely associated with a mertbavine resulting from blending.



(5) A mass-produced wine (9.5 %)
To a lesser extent, the experts associate branoes with high-volume production.

In the minds of the other group (n = 190), a braindeéne is defined by four types of
attribute:

(1) A wine whose origin is known:terroir and appellation (26 % of respondents),

chéateay estate (23 %)

The brand serves to identify the origin of the prdd either through the producer

(estatechateau or a region of production,tarroir. .

(2) A wine whose reputation is well established (Z&)

The respondents associate the branded wine teithwine which is known and

recognized” and with “reputation”

(3) A wine with high perceived quality (17 %)

According to the respondents, a branded wine isiaityy wine. Quality is expressed

both in gustatory terms 4"wine with a nice tastpand also in more objective terms in as

much as the wine is certified by recognized spest&a(“A recognized wine experts and

the general public” “A wine with a medalor through labels @& branded wine is one which

follows quality criteria such as t#eO.C").

(4) A wine with a powerful and prestigious image (3 %)

Branded wines, as seen by consumers, also ber@fit & distinctive and prestigious

image:“wine which has character and stands out from sthé&wine which is almost unique in

terms of taste and history”; “prestige”; “a wineialinyou cannot be indifferent to, which gently

stimulates your taste buds”.

In conclusion, two elements are apparent. On onel,hdranded wines represent
different things in the minds of consumers thathiwse of experts. For the group described as
experts, the wine brand conjures up associatiotts ‘wiarketed wines”. It is a narrow vision
when compared with that of the sample of consuntesthe latter, the perceived quality is
relatively high, whilst for the experts it is sea® simply standard or constant. According to
the consumers, the brand enables us to identifptigen of the wines terroir or producer -
whilst for the experts it is essentially a questminblended or merchants’ wines whose
producer cannot be identified. Finally, for consusnebranded wines are known and
recognized. They have a high awarenes value. Thstaiat quality, their standard character
and the association with a merchant’s wine arernedfeto by consumers but in a far lower
proportion than by experts. These answers prol@te from expert consumers who refer to
“marketed wines”.

The analysis made on the second question (hame womeebrands) enables us to go
further in terms of how a consumer describes a wiaad. Table IV shows the results of the
reclassifications carried out on the answers te thpen question (reorganisation of the
answers into 6 categories indicated in the tableve

Table IV — Classification of branded wines named

Total answers Sample 1 Sample 2
Sample 1 + 2 Expert Consumers
students n =190
N =21
Absolute Relative Relative Relative
Catégoriesi frequency frequency frequency frequency
Origin : AOC, terroirs, regions 530 54.8 0 64.6
Names ofthateaux 179 18.6 0 20.6
Commercial brandssf{ricto sensu 174 18 88 9.8




branded wines)

merchant wines 37 3.8 9.5 2.4
Grape varieties 27 2.8 0 2

Foreign wines 20 2 2.5 0.6
Total 967 100 100 100

The analysis of the content clearly shows thantbteon of the brand in the minds of the
consumers does not correspond to what we commaméedo call a brand and what experts
consider as a brand. TheO.Cs make up 64.6 % of the answers given as suppa@sadof
brands. They are followed by namesb&teaux Brands in the strict sense represent less than
10 percent of the answers given by consumers e represent 88 percent for experts.

What can appear at first sight as confusion inrthieds of consumers enables us to
highlight three elements. Firstly, the brand in thiae field is a cluster of attributes. It takes
on a more complex character than in other areasoasumption. Secondly, what the
consumer names as a wine brand (regiappellation chatea) possesses all the
characteristics of a brand in the “marketing” seokthe term. Therefore it is appropriate to
talk of a “region equity” (Orthet al, 2004) and of achateauequity” which become key
elements upon which the players in this sector rbase their sales efforts. These attributes
function as a brand and act upon consumers’ buyaaisions. Equally, if confusion is great
for the large majority of respondents, it remaibsemt for the group defined as experts.

Based on the results of the qualitative surveig, fossible to clarify the brand notion in
the wine context. We could represent the diffebeahds of wine in two ways: a) the assumed
quality associated with the brand (high low) and b) the level of expertise in wine (expert
vs.average consumers). Thanks to this distinctiorge levels of wine brands appear (figure
1) which represent different degrees of brand cptscapplied to the word of wine: wine
brands, branded wines and ladtyicto senswranded winegor « marketed » winesYhese
three levels of wine brands are associated witly ddferent product attributess shown in
figurel.

The first level corresponds to the consumer peragept(wine brands)rhis is the most
heterogeneous representation which gathers alkekments considered as brands by the
consumer. Within this level of representation, vea ¢herefore include, for example, the
origin, the grape variety and theckateau» term.

The second one is the branded wines representatimh is close to the legal notion of
the viti-cultural brand. This category includesrima created by merchantgns de paysvith
a brand name and retailers’ own label brands, xanmgple. These names have to possess a
high level of consumer awareness and a good intageder to play the full role of the brand
in the eyes of the consumer.

The third degree is the experts’ representatiorbrahded wines. It isnade up of
« marketed » wines atricto sensubranded wines. Thesmn be defined as blended wines
made in cellars by merchants or by other produffersexample, wine cooperatives), sold
under powerful brand names, targeting constantstamtiard quality and produced on a large
scale. In our empirical study, the experts’ nottonresponds more closely to the definition of
thestricto sensibranded wine.
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Figure 1.
Representations of brands in the French wine contex
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Result of Study 2: the role of the brand in the wie buying process

To perform the cluster analysis, people who dedalatebuying and not consuming wine
were discarded from the sample. Only 177 respongge used. To begin with, a graphic
analysis (hierarchical classification) is carried to determine the number of clusters. Thanks
to this analyse, four groups are identified. Theasuee used is the square of the Euclidian
distance with Ward’s aggregation method. The degrdmo displays the existence of four
distinct groups. Finally, clustering 20 randomlyes¢ed sub samples from the data, each
containing two-thirds of the sample, we found stysapport for a four-cluster solution.

In the second stage, a dynamic cluster analysida§Di1973; Diday, 1993) was carried
out in order to specify the profile of the groupslan order to assign observations to clusters
(Table IV). Dynamic cluster analysis is equivalémtK-means method used by Homburg,
Jensen and Krohmer (2008) according to Jourdadalitzert (2006, p. 371).

Tableau IV — Cluster analysis

Class F Test
Novice . Routine Expert F Stat. sign.
Discoverers
consumers consumers consumers
Consumption Lessthan1to 1to2times 1to 2times Every day or 36,47 <0.001
habits 2 times per per week per week almost

week
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Average 1.38 2.36 2.44 3.09 134,91 < 0.001
knowledge of

wine

Average 1.85 3.32 2.45 3.70 87,45 <0.001
involvement in

wine

Age 30-45 18-29 More than 45 More than 45 63,47 0.001
Percentage of 16,5 30 30 23,5 - -
respondents

Finally, to asses the stability of cluster assigntneve randomly split the sample in
halves and perform a discriminant analysis. Thiglysis involves deriving the linear
combination(s) of the independent variables thdlt discriminate best between tlaepriori
defined groups, that is to say, novice consumexgjire consumers, discoverers and expert
consumers. In discriminant analysis, independentiables are multiplied by their
corresponding weight and these products are addgdhter. The result is a discriminant score
for each individual. The average of these discraninscores within a particular group is
referred as centroid. The first sub sample was tsé@tentify the discriminant function(s) and
determine the centroids. Then, each object in dw®red half were assigned to the nearest
cluster centroid obtained from the first half. Asesult, we obtained four cluster assignments
for each object. The cross-validation indicates &6 percent observations were correctly
assigned. More over, 94 percent of non-selectedreasons were correctly assigned. Thus
the stability of the cluster assignment is dematstt.

The first class is made up of very occasional coress (they drink wine less than 1 or
2 times per week), whose knowledge and involverirentine is the lowest. These amevice
consumers. They are between 30 and 45 years old.

The second group comprises young, occasional cagrsufthey drink wine 1 or to
times per week), aged between 18 and 29. Their lauge of wine is average but their
involvement in it is high. These agéscovererswho would like to becomexpert consumers
(they wish to know more about wine).

The third class gathers together occasional consumieo are more than 45 years old.
Their knowledge of wine is relatively high and thieivolvement in it is average compared to
discoverers and experts. Theserargine consumers.

Finally, the last group is dominated bypert, regular consumers of wine (they drink
wine every day or almost) and are more than 45syelt. It is in this group that knowledge
of wine and involvement in it are the greatest.

A one-way ANOVA was then conducted to compare tifleénce of brand between the
four clusters. Even thought the brand influencstienger for less knowledgeable consumers
(m=2.73 for novices; m=2.78 for discoverers) coregarmore knowledgeable one (m= 2.67
for routine consumers; m=2.67 for experts), théedéinces are not statistically significans.(F
163 = 0,229, p > 0.05). More over, the brand influerscstronger for discoverers while their
involvement in wine is higher compared to the newc to the routine consumers.

We decided to split the sample in three parts gards to wine subjective knowledge:
low (n=46; subjective knowledge < 2), average (n=fibjective knowledge between 2 and
2.75) and high knowledge (n=66; subjective knowkedg 2.75). The average level of
subjective knowledge was 2.39 and the standardatieni0.73. A new one- way ANOVA
was carried out in order to compare the brand emfte between the three groups. The brand
influence is stronger for the low knowledgeableugrqm=2.98) and weaker for the high
knowledgeable group (m=2.2). The difference betwien“low knowledge” group and the
“high knowledge” group as well as the differencéween the “average knowledge” group
(m=2.93) and the “high knowledge” group are sigrfit (p<0.05)Thus, hypothesisl, (the
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involvement shown in the wine moderates the impéthe brand in the choice of the wine: the higher
the involvement in the wine, the lower the brarftlience on consumei$ partially supported.
Finally, the same procedure was used to comparedbrdluence between low, average and
high involvement groups but none of the differeneesre significant. Thus H(Wine
subjective knowledge moderates the impact of thadin the choice of the wine. The higher the wine
knowledge, the lower the brand influence on consyirsenot supported.

General discussion and conclusion

What emerges from the first study is that expems @onsumers have different
representations of brand in the field of wine. Expeconsider that only standard mass-
produced “marketed wines” made by wine merchargdeaanded wines while, in consumers’
mind, wine brands are associated to high qualitgsige, reputation and awareness. More
over, the brand concept is not clearly perceivedhigyconsumer: there is confusion between
the brand and thA.O.C. Several factors account for this confusion. RirstiertainA.O.C.
wines are price-positioned very closely to marketades (between 1.5 and 2.5 euros).
However, theA.O.C alone does not suffice to sell a wine. Spared 2004, this segment has
been affected by the crisis since then. With it 4ppellations what it offers is often
considered complex whilst theins de pays with greater room for manoeuvre, have
introduced marketing strategies designed to simplihat they sell. For exampl&oire et
Mangeris a range of wine with colourful packaging whiiggest which dishes go with the
wines (fish, lamb or poultry). Secondly, certaimagirces foster confusion between brand and
chateau Many chateauxsell branded wines. A novice consumer could easilgfuse a
Mouton Cadetvith aChateau Mouton Rothschil@ertain brands make multiple references to
our imagination of life in thechateauthrough the nameB@ron de Lestac, anagram of
Caste), in the packagingchateaude Cadillac on the label of thées hauts de Lestagine)
or in commercial communication (joint advertisinigtiee Cellier des Dauphingrand and of
Chateau de Rochegudrelais etChateau de la Drom)eand maintain this confusion.

The second study shows that the brand is probablgppropriate response to certain
consumer segments although our results are naststally significant. This can be first
explained by the measure of brand influence we usd¢ke quantitative study. This was an
influence expressed by the respondents and noditeet measurement of behaviour. A
second explanation of this result concerns whah emoup of consumer (novice or expert)
considers as a wine brand. More over, it is adngrtb what she/he considers as a brand that
each respondent has answered this question. Thigatjua study has shown that the
consumer has a very broad perception of the bratidm Experts and novice consumers are
probably not influenced by the same branding sgsat&he study 1 shows that consumers are
sensitive to awareness, reputation and prestige.the novice consumers, perhaps AOC,
regions, “chateaux” are more able to reach theaeackeristics than wine merchants’ brands,
except some well known brands like “Mouton Cad#throducers and wine merchants want
to convince consumers to buy branded wines, theg tacapitalize on existing brands or to
create new strong brands. More over, the clustalyae reveals the existence of an
interesting class of wine consumers “the discogérefhey are young “emerging wine
learners” coming from the novices group. They decta be positively influenced by brands.
It's important to differentiate novice consumersnfr discoverers because they tend to be
sensitive to more complex attributes, traditionalbed by the experts, like origin, vintage and
production (Barber, Ismail and Dodd, 2008).

For several years, brands have been presentetheia@e solution to enable the French
wine industry to escape from the crisis. Has thiggened? We must bear in mind that the fall
in wine consumption in France is a structural pinegon (70 litres per inhabitant per year in
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2005 compared to 160 in 1965). Brands alone camwvetse this trend. However, our results
can help producers in defining brand strategiese litea five-point answer.

1. French wine making is closer to a craft thanimgustrial process while high
production volumes are necessary to hope to retloepgnvestments needed to develop a
brand. Often, small producers have to be brougbetter before a genuine marketing
approach can be embarked upon.

2. The development of powerful brands should nottbethe detriment of the
consumer’s expectations in terms of quality andeorin 2008, the average price paid in
France was 2.99 euros per litre (VINIFLHOR, 2008H)e qualitative study shows that even
if consumers have difficulties naming branded wintkgy have a very clear view of the
gualities that they should possess. It must beifgewhose quality is known and recognized”
(Study 1). Quality and awareness are two deternsnainbrand equity (Aaker, 1996). In this
respect, wine is the same as other product cagsggdhe brand should reassure the consumer.
It is unlikely that consumers will be satisfied ke wine with merely an image.

3. Producers and merchants must focus on ranged$resich reduce marketing
investments, facilitate a change in attitude towandw products and strengthen consumer
awareness of the brand equity. This is, for examible strategy followed by the Grands
Chaix de France with th@P Chenetbrand. The same brand name is used to sell ditfere
wines all around the world. In a longitudinal studyilcox et al. (2008) found a positive
relationship between brand equity (brand recogmiiad perceived quality) and probability
of brand survival. A stretched brand is more ablenatch consumer awareness and, thus, to
survive.

4. Co-branding strategies must be given top pyiontorder to reassure the consumer.
Several types of wine-specific alliances can beisaged. Thebrand/name of merchant
alliance is desirable if the merchant group hasoadgreputation. The Cordier firm, for
example, puts its name on most of its win@sllection privee Agathe,Prestigeand Terres
d’'Héritage  The brand/origin alliance is particularly interesting given that fhetwo
attributes are closely linked in the mind of thensmer. The origin/brand interaction is
certainly an asset to be exploited for both\ims de paysind theA.O.C.The origin provides
an extra guarantee. In this alliance, the placeiregquity and the brand equity interact to
strengthen the product image. For examBlardeaux can play such a role. Thrand/grape
variety/origin alliance can also serve as a guarantee. Althougbegvariety is traditionally
considered as a secondary attribute in Franceyst mot be neglected given the healthy state
of the varietalvins de paysegment (+ 18.3 % in value and + 17.8 % in volum2007),
(VINIFLHOR, 2008a). In this category, red wingdldrlot and Cabernet Sauvignogrape
varieties) make up the greatest market share (6With)an increase of 24 % in 2007. But
rosé varietavins de paygwith a 21% market share) are also enjoying grgwsnccess: +
27.5 % in volume foCinsaultand + 19.8 % fofGrenache This is another way to strengthen
brand equity.

5. Finally, the brand can provide an appropriagpoase to certain consumer segments,
especially to discoverers. New brand names convegemantic change and show a
willingness to stand out from the field of tbleateau E-motifs Le flacon Virginie de France
«Maestral L'infernal and Tandem by DPIt is not sure that breaking existing codes is
desirable for traditional consumers and for necsoamers (author, 2009). This remark is also
applicable to the foreign consumer. When she/hes luyrench wine, she/he is probably
looking for one which is typical of this categolther than a wine which appears closer to a
New World one because of its packaging. The branvdees which have the best sales in
France are those which « copghéteauwines in terms of design and packaging.

In conclusion, this research has certain limitsahtonstitute paths to improvement.
Firstly, the influence of the brand has been careid as an isolated attribute and from the
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brand name point of view. In reality, the brandars attribute among others and we need to
add other attributes, by using, for example, a@ohjgnalysis or an information display board
to better understand the importance of the branihenchoice of a wine compared to other
cues like intrinsic cues, aesthetic cues and pacsgagnd information on back label, for
example. Such a method would allow to by-pass #wadative measure of brand influence
used in this research.

Secondly, the changes in the French market arerasdticted to purely quantitative
aspects. The occasions when wine is drunk arecilanging (Aurier, 2004). The image of
wine as a drink accompanying daily meals is in gldecline — when it is associated with a
meal, it is essentially for a festive or a weekend — and new occasions when wine is drunk
are developinggpéritif and a moment of relaxation with friends). Theuefice of the brand
can vary according the occasion.

Finally, it would be appropriate to explore therattion of French branded wines for
international consumers. When they buy a Frenclewane they attracted by a branded wine
or by one which respects the traditional codes ?
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