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Social factors

Introduction

To assess the quality of a product, consumers use cues that enable them to develop impressions of it (Darwar & Parker, 1994;[START_REF] Jacoby | Price, brand name and product composition characteristics as determinants of perceived quality[END_REF][START_REF] Richardson | Extrinsic and intrinsic cue effects on perception of store brand quality[END_REF][START_REF] Zeithaml | Consumer perceptions of price, quality and value. A means-end model and synthesis of evidence[END_REF]. Thus, several studies have highlighted the fact that brand, price, and name of origin are considered to be signs of quality [START_REF] Belik | Food retailing, quality signals and the customer defence[END_REF][START_REF] Giraud-Héraud | Les réponses de la recherche aux nouveaux enjeux de l'économie viti-vinicole [The answers of research to the new stakes of the vitivinicultural economy[END_REF]. These cues are used to evaluate the quality of the products offered to the consumer (e.g., [START_REF] Gil | Consumer preferences for wine attributes: a conjoint approach[END_REF][START_REF] Landon | The use of quality and reputation indicators by consumers: the case of Bordeaux wine[END_REF][START_REF] Lockshin | The effect of price and oak flavor on perceived wine quality[END_REF][START_REF] Lockshin | Using simulations from discrete choice experiments to measure consumer sensitivity to brand, region, price and awards in wine choice[END_REF][START_REF] Rasmussen | Wine choice behavior: the effect of regional branding[END_REF][START_REF] Verdù Jover | Measuring perceptions of quality in food products: the case of red wine[END_REF]. In addition to these cues which are very relevant in the context of wine marketing, it is also important to consider social factors such as gender and socio-economic status. Thus, this contribution aims to highlight the role of these social factors in order to show that wine quality depends on the quality of the product itself but is also socially constructed.

Understanding wine quality

Conceptualization of wine quality cues

The literature reveals that wine quality assessment is particularly concerned by these quality cues, involving, for example, a conceptualization that distinguishes intrinsic from extrinsic cues. Intrinsic cues refer to physical properties that cannot be modified without changing the nature of the product itself. In fact, changing an intrinsic characteristic would result in changing the product's entity [START_REF] Olson | Price as an informational cue: effects in product evaluation[END_REF][START_REF] Olson | Cue utilisation in the quality perception process[END_REF]. Extrinsic cues, however, are directly related to the product but are not physically part of it [START_REF] Olson | Price as an informational cue: effects in product evaluation[END_REF].

They are generated and mobilized in accordance with marketing policies [START_REF] Steenkamp | Product quality: an investigation into the concept and how it is perceived by consumers[END_REF].

According to this point of view, wine quality depends on these two kinds of characteristics, as demonstrated by the use of this taxonomy in several research works (e.g., [START_REF] Charters | I like it but how do I know if it's any good?: Quality and preference in wine consumption[END_REF], 2006, 2007;[START_REF] Mueller | Combining discrete choice and informed sensory testing in a two-stage process: Can it predict wine market share?[END_REF][START_REF] Mueller | The relative influence of packaging, labelling, branding and sensory attributes on liking and purchase intent: Consumers differ in their responsiveness[END_REF][START_REF] Spielmann | Anything but typical: how consumers evaluate origin products based on their cues[END_REF]Verdù Jover et al., 2004).

Factors at stake in perceived wine quality

The literature also reports that these cues are used differently by consumers depending on various factors related to their experience, such as perceived expertise (Perrouty, d'Hauteville, & Lockshin, 2006), and consumer involvement (Aurifeille, Quester, Lockshin, & Spawton, 2002;[START_REF] Barber | Purchase attributes of wine consumers with low involvement[END_REF][START_REF] Lockshin | Using simulations from discrete choice experiments to measure consumer sensitivity to brand, region, price and awards in wine choice[END_REF][START_REF] Quester | Product involvement in consumer wine purchases: its demographic determinants and influence on choice attributes[END_REF], 1998). Moreover, as noted by [START_REF] Rao | The moderating effect of prior knowledge on cue utilization in product evaluations[END_REF], there are differences in preferences for quality cues based on novice vs. expert status. For example, studying a sample of novice and expert wine consumers (i.e., with low and high involvement, respectively), the authors observed a significant interaction effect between the use of the price and the intrinsic cues. By contrast, they found that experts chose extrinsic cues only when intrinsic cues were not sufficient to diagnose the quality of the product satisfactorily. These cues may also be related to other concepts. This is notably the case with the distinction between expected vs. experienced quality (see [START_REF] Saeed | Expected and experienced quality as predictors of intention to purchase four new processed beef products[END_REF]. Considering these various aspects, the main objective of this research is to investigate the antecedents of the orientation toward certain cues. For example, with beef products, intrinsic and extrinsic quality cues influence the perceived expected quality [START_REF] Bello Acebrón | A influencia da denominacion de orixe na calidade percibida e na intención de compra de productos agroalimentarios: una aplicacion asdenominacions de orixe galegas[END_REF][START_REF] Bello Acebrón | The importance of intrinsic and extrinsic cues to expected and experienced quality: an empirical application for beef[END_REF]. Moreover, the higher the price, the higher the expectations in terms of quality increase. In the same way, a promotion will decrease expectations in terms of quality [START_REF] Bello Acebrón | The importance of intrinsic and extrinsic cues to expected and experienced quality: an empirical application for beef[END_REF]. It would seem that there are some extrinsic cues for diagnosing product quality available to the consumer.

Considering social factors…

Nevertheless, it is difficult to find research that focuses on the impact of social factors on the assessment of wine quality. In other words, social factors such as individuals' social positioning (i.e., their social characteristics) in terms of cultural factors, socio-economic status, cultural capital or even in terms of gender, have given rise to few studies of the cues involved in perceived wine quality and the perception of wine in general (see Araujo, Lo Monaco, de Menezes, & Bruch, 2019;[START_REF] Charters | Wine and society: The social and cultural context of a drink[END_REF][START_REF] Lo Monaco | Représentations sociales, pratique de consommation et niveau de connaissance: le cas du Vin [Social representations, consumption behaviour and level of knowledge: the case of Wine[END_REF], 2011;[START_REF] Lo Monaco | Alcohol 'use'and 'abuse': when culture, social context and identity matter[END_REF][START_REF] Lo Monaco | Social representations, correspondence factor analysis and characterization questionnaire: a methodological contribution[END_REF][START_REF] Mouret | Social representations of wine and culture: A comparison between France and New Zealand[END_REF][START_REF] Parr | Minerality in Wine: Towards the Reality behind the Myths[END_REF]Rodrigues, Ballester, PilarSaenz-Navajas, & Valentin, 2015). Yet, the approach seems to be relevant because of its complex character and the fact that it can be considered, when it is of high quality, as an elitist product; wine can be a vector for social differentiation and self-promotion. Indeed, as well as being a consumer product, wine is also symbolically invested. Indeed, according to sociological conceptions, consumption objects carry within them a set of meanings that allow them to be consumed in order to socially differentiate oneself from others [START_REF] Baudrillard | The consumer society: Myths and structures[END_REF][START_REF] Bourdieu | La distinction: critique sociale du jugement [The distinction: social criticism of judgment[END_REF][START_REF] Fischler | Food, self and identity[END_REF]. Thus, consuming wine, and moreover good wine, generates a transfer of its characteristics to the person who consumes it. [START_REF] Fischler | Food, self and identity[END_REF] speaks of an incorporation principle. [START_REF] Bourdieu | La production des croyances: contribution à une économie des biens symboliques [The production of beliefs: contribution to an economy of the symbolic goods[END_REF][START_REF] Bourdieu | La distinction: critique sociale du jugement [The distinction: social criticism of judgment[END_REF]) also talks about the incorporation of the social into the individual, as well as a line of thinking according to which the individual is in the social world, as much as the social world is within himself/herself. This helps us understand why it is so important to be interested in how wine is invested. Indeed, the image that wine may have plays an important role in the way it is invested by society. Thus, wine in addition to being a consumer product, also feeds the symbolic capital of the individuals and groups that consume it, that is any form of capital with special recognition within the society [START_REF] Beckert | Wine as a cultural product: Symbolic capital and price formation in the wine field[END_REF]. For example, in China, wine is perceived as socially and culturally sophisticated and is used as a status symbol to enhance one's social standing [START_REF] Zhao | China slowly acquiring taste for western wines[END_REF], cited by Somogyi, Li, Johnson, Bruwer, & Bastian, 2011). It is purchased as a gift for others in order to make a good impression and it has been demonstrated that young Chinese consumers buy foreign wines in order to appear sophisticated (e.g., [START_REF] Somogyi | The underlying motivations of Chinese wine consumer behaviour[END_REF][START_REF] Yu | Chinese choices: a survey of wine consumers in Beijing[END_REF].

Hypotheses

Thus, with reference to these proposals, we can hypothesize that preferences expressed in terms of quality cues for assessing related wine quality can constitute identity cues for a social group aiming to differentiate itself from other social groups. Following this reasoning, choice differences in terms of quality cues would enable the expression of symbolic relationships in our Western societies. Indeed, it has been suggested that different social groups (men vs. women; low social status vs. high social status) construct a social image of wine with the aim of differentiating their identity (see Lo [START_REF] Lo Monaco | Hegemonic and polemical beliefs: culture and consumption in the social representation of wine[END_REF][START_REF] Lo Monaco | Social representations, correspondence factor analysis and characterization questionnaire: a methodological contribution[END_REF][START_REF] Mouret | Social representations of wine and culture: A comparison between France and New Zealand[END_REF] or even reproducing, through this object, an ethos of social class. Consequently, some indicators of these ways of thinking about the product are likely to be located in the chosen quality cues. Far from considering solely a determinism in the choices formulated by the social positions occupied by individuals, the use of these cues should also be considered from a dynamic perspective, on the basis of a social distinction principle. Thus, the mobilization of certain cues can be considered as based on a two-way movement. On the one hand, choice is determined by social position and, on the other hand, the objective of the mobilization is to maintain or move beyond the social position occupied.

In order to support our arguments and to detail them from a theoretical point of view, we refer to the proposals of [START_REF] Bourdieu | La production des croyances: contribution à une économie des biens symboliques [The production of beliefs: contribution to an economy of the symbolic goods[END_REF][START_REF] Bourdieu | La distinction: critique sociale du jugement [The distinction: social criticism of judgment[END_REF]. Putting forward the principle of structural homology within the framework of the Theory of Social Fields, this author suggests a correspondence between the objective conditions arising from the division of work (i.e., the positional asymmetries that take place in different social fields) and the positioning expressed by individuals. Within such a framework, the inter-individual variations in practices and/or expressed opinions are considered as the product of positional asymmetries as a whole, reflecting the place occupied by the individuals in the system of production relationships.

According to Bourdieu, this specific and determining position is obtained on the basis of two dimensions: economic capital and cultural capital. Thus, these two dimensions constitute symbolic capital which sorts individuals on the basis of the position they occupy in the social field. Far from referring to fixed positioning and considering that the author's proposal is based on a dynamic model, some strategies for confirming or progressing beyond one's social position are noteworthy. The former, which confirm a dominant position, are entitled social reproduction while the latter, which are associated with progressing beyond a dominated position, are referred to as ascendant social mobility. [START_REF] Bourdieu | La Domination masculine [The masculine domination[END_REF] Overall, our objective is to show that positions occupied in the social field are involved in determining and discriminating between the choices of cues for attributing quality to wine. Thus, theoretically, one can formulate the general hypothesis of a social construction of wine quality derived from a structural homology.

Empirical studies

Overview

The objective of this research is to analyze some antecedents of the choice of some cues (e.g., intrinsic vs. extrinsic) concerning the assessment of wine quality. To do so, a pretest was carried out to collect lexical material associated with "good wine". This generic induction was chosen in order to avoid influencing the result with reference to a particular wine (i.e., red, rosé or even white wine). Within the framework of the study, 15 of the associated quality cues were selected and suggested to the participants. The selection of the participants was identical in both the pre-test and the study. According to a study carried out by a French national observatory [START_REF] Franceagrimer | Les synthèses de FranceAgriMer[END_REF], in 2013, the consumption of rosé wine in France represented 37 per cent (i.e., 9 million hectoliters) of worldwide consumption (i.e., 24 million hectoliters) of this type of wine. French people generally prefer red wine, but the south of France is a region which has a particularly strong tradition of drinking not only red but also rosé wine and a lesser tradition of drinking white wine. Thus, within the context of the second study, we were interested in the effect of social position on the choice of quality cues concerning both red and rosé wine. Participants were asked to sort the quality cues according to a specific methodology related to "Q. Sort" (i.e. Qualitative Sort, see [START_REF] Stephenson | Correlating persons instead of tests[END_REF][START_REF] Lo Monaco | Social representations, correspondence factor analysis and characterization questionnaire: a methodological contribution[END_REF]See Lo Monaco, Piermattéo, Rateau, & Tavani, 2017, for a critical review) procedures. This study was carried out in order to highlight: (i) a structural homology involving social factors and revealing a social construction of wine quality; (ii) an ascendant mobility strategy concerning high socioeconomic status women (SES+ Women), predicting a similar choice of quality cues compared to those of SES+ and SES-men.

Lastly, from an exploratory perspective, the choice of quality cues for red and rosé wines was compared.

4.2. Pre-test 4.2.1. Population. One hundred wine consumers (M age = 41.08; SD = 14.15) were asked to fill out a questionnaire in the wine section of supermarkets located in the south of France. We emphasize that all stores were supermarkets, and none was classified as hard discount. This sample was composed of 54 men and 46 women (χ²(1) = 0.64, ns). Despite the constraints encountered, we tried to achieve a balanced distribution in terms of socioeconomic status (SES) between a lower one (SES-; N = 55, i.e., intermediate occupations, service staff and manual workers) and a higher one (SES+; N = 45, i.e., managers, professionals, heads of companies). Note that this division was based on the definitions of the French National Institute for Statistics and Economic Studies (see [START_REF] Desrosières | Les catégories socio-professionnelles [The socioprofessional categories[END_REF]. 4.2.2. Procedure. Participants were approached in the wine sections and asked if they wanted to participate in an opinion survey about wine. The survey was briefly presented, and the participants were instructed to associate the four main cues that came to their mind which enabled them to describe a wine as a good one. Then, they were asked to rank them according to their perceived importance from 1 for the most important to 4 for the least important (see [START_REF] Dany | Free associations and social representations: some reflections on rank-frequency and importance-frequency methods[END_REF][START_REF] Lo Monaco | Methods for studying the structure of social representations: a critical review and agenda for future research[END_REF]. Finally, they were asked to indicate their age, sex, and profession. 4.2.3. Data analyses. Verbal associations were classified according to two indices: frequency (high vs. low) and importance (high vs. low). Based on these two indices and the cross-tabulation of their modalities, 4 profiles were highlighted in a 2X2 table. In accordance with the recommendations in the literature (see [START_REF] Vergès | L'évocation de l'argent. Une méthode pour la définition du système central d'une représentation [The evocation of money. A method for defining the central core of a representation[END_REF][START_REF] Lo Monaco | Methods for studying the structure of social representations: a critical review and agenda for future research[END_REF], a threshold of 10% was chosen for the frequency (i.e., a cue associated with more or less than 10% of the sample). For importance, given that the participants were asked to associate 4 cues, a threshold corresponding to the theoretical average importance was chosen, which in our case was 2.5. As high importance was scored "1", the threshold was the following: high importance < 2.5 < low importance.

Results of the prototypical analysis of verbal associations.

The verbal association analysis highlighted the fact that the associated cues did not all have the same status in terms of accessibility (i.e., frequency) and importance (see Table 1 

below).

Insert Table 1 here As can be seen in Table 1, the associated cues agree with the literature (e.g., [START_REF] Charters | I like it but how do I know if it's any good?: Quality and preference in wine consumption[END_REF], 2006, 2007;Gil & Sanchez, 1997;Verdù Jover et al., 2004). One can also note the dichotomy established between intrinsic vs. extrinsic quality cues (e.g., for intrinsic cues: grape variety, taste, alcohol content; and for extrinsic ones: bottle shape, color, label, brand). Other cues, such as "prior knowledge" or "friends' advice", are quite difficult to place in this taxonomy. However, as our objective was to study the variations in the choice of quality cues as dependent on social position, this cue was considered important in terms of social distinction [START_REF] Bourdieu | La production des croyances: contribution à une économie des biens symboliques [The production of beliefs: contribution to an economy of the symbolic goods[END_REF][START_REF] Bourdieu | La distinction: critique sociale du jugement [The distinction: social criticism of judgment[END_REF]. 4.3. Study 4.3.1. Population. One hundred wine consumers (M age = 41.51; SD = 13.83), different from the first sample (i.e., pre-test), but similar in terms of units of time, place, and action, were recruited in the wine section of the same supermarkets. The sample was composed of 55 men and 45 women (χ²(1) = 1.00, ns). As in the pre-test, their profession was also recorded with the same encoding procedure based on the same criteria. Again, despite the constraints of this field study, we tried to balance the sample (χ²(1) = 0.64, ns) with regard to profession (i.e., SES-: N = 54; SES+: N = 46). Moreover, within the framework of this study, one of the differences was that participants were asked to assess either good red (N = 50) or good rosé wine (N = 50). 4.3.2. Procedure. The modalities of the data collection were identical to the first study;

participants were asked to participate in an opinion survey. However, the questionnaire was different, being composed of 15 cues chosen from the associations collected in the first study (see Lo [START_REF] Lo Monaco | Social representations, correspondence factor analysis and characterization questionnaire: a methodological contribution[END_REF]. It was important to select cues based on their frequency and average importance indices, but to vary them by not only taking into account those with high frequency and high importance. This prevented speculation about cues that were not part of the lay vocabulary used by the participants themselves. They were instructed to sort the cues according to a precise methodology. Of the 15 cues presented in the questionnaire, they were asked to circle the 5 cues that were, according to them, the most important to consider when choosing a good wine (i.e., a red or rosé wine according to the condition). Of the 10 remaining cues, they had to cross out those that were, according to them, the 5 least important to consider when choosing a good wine. The participants were asked to leave the 5 remaining cues, that they had neither chosen nor rejected, alone. Finally, they filled out a document recording their profession, sex and age. 4.3.3. Data analyses. The data encoding procedure was the following: for each participant, the 5 cues considered the most important were coded "1", the 5 cues considered the least important were "-1" and the 5 remaining cues "0". This provided a mean for each cue varying between -1 and 1.

Then, to reveal the order of the different profiles of the participants related to gender and socioeconomic status (SES) variables, a multidimensional data analysis was used which is able to reveal the latent structure of a data table by creating profiles on the basis of the cross-tabulation of the modalities of the different variables involved in the study. This data analysis is called the Guttman effect in principal component analysis (PCA; [START_REF] Flament | Un effet Guttman dans l'analyse des représentations sociales [A Guttman effect in the analysis of social representations[END_REF], 2005, 2010;[START_REF] Gaymard | The representation of old people: comparison between the professionals and students[END_REF][START_REF] Lo Monaco | Hegemonic and polemical beliefs: culture and consumption in the social representation of wine[END_REF]Milland & Flament, 2010). In this way, by taking into account the cross-tabulation of the independent variables, Gender according to its 2 modalities Men vs. Women, and SES according to its two modalities SES+ vs. SES-, one obtains four conditions, and thus four profiles. The main interest of this analysis is that the identified sequence and thus the order of the profiles is obtained objectively, and it is possible to reveal the degree of proximity and distance between the different profiles (i.e., in our case, the profiles obtained by means of Gender and SES variable cross-tabulation).

From a theoretical point of view, the Guttman effect is well-known within the context of correspondence factor analysis (e.g., [START_REF] Benzécri | L'analyse des données[END_REF][START_REF] Rouanet | Analyse des données multidimensionnelles[END_REF][START_REF] Lebart | Statistique exploratoire multidimensionnelle[END_REF] and has been highlighted by Flament andMilland (2003, 2005) in PCA. The data submitted to analysis are no longer the individual responses of the participants, but the means obtained for each item (i.e., the cues in our case) in each one of the conditions (i.e., experimental or not, the profiles in this study). A table is obtained in which our profiles (i.e., each case obtained by means of Gender and SES variable cross-tabulation) are represented in columns, and the different cues in rows. At the intersection of each column and each row are the means. Once this table is constructed, the data are submitted to a PCA. A Guttman effect will be highlighted when an order of the profiles is identified and when the percentage of explained variance by the two factors extracted from the PCA is ≥ 90% [START_REF] Flament | Un effet Guttman dans l'analyse des représentations sociales [A Guttman effect in the analysis of social representations[END_REF], 2005;[START_REF] Gaymard | The representation of old people: comparison between the professionals and students[END_REF][START_REF] Lo Monaco | Hegemonic and polemical beliefs: culture and consumption in the social representation of wine[END_REF]. This sequence will be interpreted in the sense of a unique dimension (or a unique principle). While Factor 1 (called the "size component") identifies a convergence and homogeneity between the profiles, by contrast, Factor 2 (called the "diagonal component") highlights differences and reveals a sequence organizing the order between the profiles. 4.3.4. Operationalized hypotheses. Considering the propositions formulated by [START_REF] Bourdieu | La production des croyances: contribution à une économie des biens symboliques [The production of beliefs: contribution to an economy of the symbolic goods[END_REF][START_REF] Bourdieu | La distinction: critique sociale du jugement [The distinction: social criticism of judgment[END_REF][START_REF] Bourdieu | La Domination masculine [The masculine domination[END_REF] on structural homology (i.e., the correspondence between symbolic and social structures), social reproduction (i.e., maintaining the status quo in order to confirm a dominant position) and ascendant mobility strategy (i.e., progressing beyond a dominated position), it is possible to predict that a choice of quality cues referring, for example, to "prior knowledge" will be more common in dominant than in dominated groups.

Giving priority to these cues allows them to express a perceived expertise about wine and to represent their dominant position in the social field. A first hypothesis H1 can be formulated according to which the cues referring to the elitist dimension of the product and to knowledge about it will be chosen more by the dominant than the dominated.

Moreover, and more specifically, one can also predict that the group in the ascendant social mobility position (i.e., SES+Women) will give priority to this kind of quality cue. Such a choice would express their relationship to the dominant group and would represent the adoption of a cognitive structure in line with the desire to progress beyond their social condition by converging with the dominant's way of thinking about the object. A second hypothesis H2 can thus be formulated according to which the positions expressed by the SES+ Women will not differ from those of the Men as a whole (i.e., both SES + and SES-).

Concerning the quality cues that do not express such expertise, they will be chosen more by the group in a dominated position and not engaged in an ascendant social mobility strategy (i.e., SES-Women). Finally, a third hypothesis H3 can be formulated according to which only the dominated groups will consider those cues referring to the aesthetic dimension as important, that is, the cues that do not reflect a knowledge of the product. 4.3.5. Results obtained using the Guttman effect. The PCA carried out on the responses collected around 15 quality cues revealing a Guttman effect on data concerning both good red and good rosé wines. (See Figures 1a and1b below).

Insert here Figures 1a and1b Figures 1a and1b above represent the sequence that highlights the Guttman effect for each of the two types of wine. This was obtained by projecting the profiles on an orthonormal basis according to their coordinates, which refer to the factor loadings obtained on the two factors within the framework of the PCA (see Table 2 

below).

For both good red and rosé wines, and in accordance with what was found from a graphical point of view, the sequence follows a circular arc (i.e., like the well-known horseshoe effect in correspondence factor analysis). Concerning good red wine, the total percentage of explained variance is 90.71% with contributions of 74.99% for Factor 1 and 15.72% for Factor 2. Concerning good rosé wine, the total percentage of explained variance is 87.10% with contributions of 62.30% for Factor 1 and 24.80% for Factor 2. Although Flament andMilland (2003, 2005) recommend a threshold of 90% in order to confirm such a Guttman effect, they also conclude (Flament & Milland, 2003, p. 215) that the presence of such an effect does not reach this threshold and justify this conclusion by the clarity of the effect from a graphical point of view. For rosé wine, a similar case is observed and the proximity between the profiles and the presence of the circular arc prove the existence of such an effect. In addition, we stress the importance of the diagonal component that reveals a divergence of the profiles and, from this point of view, leads us to take this effect into account.

Insert here Table 2 Thus, for both good red and good rosé wines, the overall analyses show, by means of the Guttman effect, a divergence in terms of choices of quality cues between socially dominated and socially dominant individuals. In other words, the analysis reveals a convergence between SES+ and SES-Men and SES+ Women.

However, given that the Guttman effect highlights an overall effect, the cues concerned by this phenomenon should be checked. This requires a contrast analysis (see [START_REF] Rosenthal | Contrasts and effect sizes in behavioral research: A correlational approach[END_REF] to be carried out, opposing the three profiles to the fourth one. This will enable hypotheses H1 and H3 to be tested.

Contrast analyses on quality cues. After carrying out a Multivariate Analysis of

Variance (MANOVA) involving the independent variables according to the following design 2 (Gender: men vs. women) X 2 (SES: SES+ vs. SES-), which revealed a marginally significant effect (R/Rao (15,78) = 1.72, p < .07) i , following the patterns in terms of the Guttman effect, we tested a contrast for each of the quality cues. Table 3 presents the results obtained for both good red and good rosé wines.

Insert Table 3 here Although the results show convergence between the two types of wine, they also highlight some clarifying divergences. For example, for each type of wine the three profiles representing a dominant position prefer the cues referring to knowledge of the product, such as the grape variety or even the taste, which indicates a closer relationship to wine and revealing, at least, a desire to present themselves as having a high level of expertise. For these profiles, we also observe, particularly for good red wine, an interesting marginal effect that reflects the idea of being a connoisseur (i.e., for the "prior knowledge" cue). This interpretation is true for both types of wine if "year" and "grape variety" are considered as quality cues. Taken as a whole, these results confirm our H1 hypothesis and thus the structural homology effect concerning the preference for quality cues. By contrast, for the "SES-Women" profile, they add value to the extrinsic quality cues referring to aesthetic aspects of the product for both good red and good rosé wines. This last result confirms our H3 hypothesis.

Discussion

In line with our hypotheses, it seems that the convergence between three dominant profiles highlights a higher perceived level of knowledge than that of the "SES-Women" profile. In fact, the latter pay more attention to the aesthetic aspects of the product. This result seems to support our general theoretical hypothesis in terms of a structural homology corresponding to a social construction of wine quality. More precisely, the contrast analysis showed that cues referring to the elitist dimension of the product and knowledge about it (e.g., "prior knowledge" or "grape variety") were chosen more by the dominant than the dominated. This validates our H1 hypothesis. Moreover, the sequence revealed by the Guttman effect confirmed a similar positioning on choices concerning wine quality cues by "SES+ men", "SES-Men" and SES+ Women". This validates hypothesis H2 according to which positions expressed by the SES+ Women will not differ from those of the Men as a whole (i.e., both SES + and SES). Finally, the contrast analyses revealed that the dominated group considered those cues referring to the aesthetic dimension as important. This validates our H3 hypothesis.

However, a noteworthy difference appeared when we addressed the question of the brand as a quality cue. The contrast analysis revealed a significant effect concerning this cue for rosé wine only. It seems that the idea that the brand may be a cue for inferring the quality of rosé wine, on average, was only not rejected by the "Women SES-" profile. The shape of the bottle also revealed a greater contrast for good rosé wine than for good red wine while the choice of the wine color was only observed for the same profile and for good rosé wine. It seems that in terms of purchasing strategy, and more for rosé than for red wine, the "SES-Women" look for a beautiful bottle (i.e., an aesthetic assessment) while the other three profiles look for a good wine (i.e., a quality assessment).

Knowledge of the product is thought to be an indicator of sociological anchoring, itself highlighting a structural homology, that is, a correspondence between social and cognitive structures [START_REF] Bourdieu | La production des croyances: contribution à une économie des biens symboliques [The production of beliefs: contribution to an economy of the symbolic goods[END_REF]. As a reminder, social anchoring refers to the position occupied in society according to a set of social variables such as gender, socioeconomic status, religion, political preferences etc. (e.g., [START_REF] Doise | The quantitative analysis of social representations[END_REF][START_REF] Lo Monaco | Social representations, correspondence factor analysis and characterization questionnaire: a methodological contribution[END_REF][START_REF] Mouret | Social representations of wine and culture: A comparison between France and New Zealand[END_REF]. Social anchoring effects refer to the role played by these variables concerning the variations in the participants' answers concerning a particular object.

As a limitation, we emphasize that it is more appropriate to speak of perceived knowledge, because the objective knowledge of the participants was not specifically measured. In fact, in the framework of this study, we wanted to work on "spontaneous" responses reflecting the manner in which the quality of wine is constructed and perceived and not what it refers to from an objective point of view. Therefore, asking people to reflect on their objective knowledge did not seem to fall within the scope of this type of research. On the other hand, it is probable that supermarket wine buyers do not, on average, have a very high level of knowledge of the product. Moreover, in these two studies, participants were interviewed in the wine section of supermarkets. Although this seems relevant and ecological, the indicators were available to people, particularly in the first study, which we believe was a hindrance to spontaneity. On the other hand, and specifically for the second study, we would have liked to ensure convergence between the indicators proposed and shared by the second sample. However, it seemed difficult to ask participants to associate wine quality cues before letting them complete the questionnaire itself. This would have constituted a bias and limited the spontaneity of the responses of the participants once again. Finally, it should be noted that the small number of participants can be justified by their lack of availability, as people were there primarily to make their purchases. Difficulties were also encountered in terms of agreement to participate in our investigation in the majority of the supermarkets approached. Despite these limitations, the literature enables us to strengthen our interpretations of perceived knowledge. According to some authors, knowledge is not a one-dimensional construct. This construct, acquired through experience or during social interactions, orientates consumer choices and influences the different steps of the decision-making process [START_REF] Bettman | Effect of prior knowledge and experience and phase of choice process on consumer decision processes: a protocol analysis[END_REF][START_REF] Maheswaran | Acquisition and impact of consumer expertise[END_REF][START_REF] Mitchell | The assessment of alternative measures of consumer expertise[END_REF]. It has also been shown that knowledge of the product is a relevant variable regarding the choice of a wine, that it leads consumers to engage cognitively in the process of choosing and influences the processing of information by limiting stereotyped judgments and guiding the choice towards the most relevant cues (Aurier & N'Gobo, 1999;[START_REF] Dodd | Differential effects of experience, subjective knowledge and objective knowledge on sources of information used in consumer wine purchasing[END_REF]. The literature enables us to provide details supporting the results obtained in this study.

For example, some works reveal the role of the degree of expertise in the choice of indicators for inferring wine quality. Thus, it seems that consumers who believe they have a good level of knowledge orient their choice by relying on intrinsic quality cues such as taste, while individuals who think they have a low level of knowledge of the product rely more on cues such as price, advice from a friend or an expert or even the label [START_REF] Edward | The expert wine taster[END_REF][START_REF] Lockshin | The effect of price and oak flavor on perceived wine quality[END_REF][START_REF] Perrouty | The influence of wine attributes on region of origin equity: An analysis of the moderating effect of consumer's perceived expertise[END_REF][START_REF] Solomon | Psychology of novice and expert wine talk[END_REF].

Perspectives on wine quality research

Given these results, a reflection on the taxonomy distinguishing extrinsic and intrinsic cues seems necessary. While the intrinsic cues seem to be the prerogative of experts and the extrinsic cues are more shared by novices, another distinction involving cues referring to knowledge of the product more generally versus the indicators focused on the aesthetic dimension of the product seems to be required. This distinction would enable us to extend our reflection on the basis of a more general opposition in terms of purchasing strategy between thoughtful and impulsive purchasing behaviors. Thus, cues that are not necessarily intrinsic are mobilized to assert knowledge of the product and thus allow the affirmation of a distinctive position in the words of Bourdieu (1979, p. 524) or even those of [START_REF] Baudrillard | The consumer society: Myths and structures[END_REF]. Indeed, the choice of a wine based on the appearance of the bottle is probably not, from a social perspective, a guarantee of credibility concerning knowledge about the product.

Here, it should be put into perspective that all the reflections about notions are not based on objective and rational human activity but are in line with a social construction of meaning attributed to a reality understood as subjective [START_REF] Berger | The social construction of reality[END_REF].

Conclusion

All the elements presented within the framework of this contribution are part of a more general reflection concerning the ways of considering and studying wine quality. In fact, wine quality, and more precisely perceived wine quality, must take into account the role of social factors in order to highlight the effect of symbolic capital in the way we think about wine and behave around it (in terms for example of purchasing intentions or behaviors). These results would interest persons in charge of marketing policies or strategies as well as researchers in social sciences and humanities. Finally, as taste can also be considered to be influenced by social factors, this type of research may be useful for developing research trends in line with the social construction of taste in sensory studies. 
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 1 Figure 1. Guttman effects for good red wine (1a) and good rosé wine (1b)
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  Abbreviations for the profiles: MSES+ = Men with high socio-economic status MSES-= Men with low socio-economic status WSES+ = Women with high socio-economic status WSES-= Women with low socio-economic status

  

Table 1 :

 1 Frequency and importance indices for each word associated as a quality cue for good wine.The number in parentheses next to each cue indicates the frequency of association; values on the right of the frequency of association indicate the average importance obtained for each cue.

	Note.

Table 2 :

 2 Sequence of the profiles and factor loadings obtained by means of PCA and meansfor each quality cue concerning good red wine and good rosé wine.

i The R/Rao obtained in the multivariate analysis of variance (MANOVA) is equivalent to the F of the univariate analysis of variance. If this F is significant, this means that the independent variables explain a part of the variance of all the dependent variables taken as a whole.

Table 3: Contrast analysis carried out for the two types of wine opposing, for each cue, the three "Men SES+", "Men SES-" and "Women SES+" profiles to the "Women SES-" profile. 1 Means that the contrast analysis reveals that the three "Men SES+", "Men SES-" and "Women SES+" profiles prefer more or reject less these cues than the "Women SES-" profile.

Type of wine

2 Means that the contrast analysis reveals that the "Women SES-" profile prefers more or rejects less these cues than the three "Men SES+", "Men SES-" and "Women SES+" profiles.