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Abstract 

Portugal finds itself in the middle of an international positioning dilemma in the wine 

sector. It belongs to the Old World of Wine and, therefore, has to bear high production 

costs due to the European wine classification system, which is associated with a 

differentiation strategy based on high quality and high prices. However, international 

consumers are not willing to reward the quality of Portuguese wine through prices, as 

they do with French and Italian wines. In this context, the main aim of this study is to 

identify which factors influence international consumers’ intention to buy and willingness 

to pay for Portuguese wine. 

Based on literature review, a questionnaire was built to analyse the influence of wine 

attributes, subjective knowledge, third-party opinions, perceived quality, and the quality 

image of Portugal as a wine producer on international consumers’ willingness to pay and 

intention to purchase Portuguese wines. We collected 354 valid responses from 

international consumers, which were analysed to test the hypothesized relationships. The 

data was analysed using the Chi-squared test. 

The results showed that all the factors studied have an impact on purchase intention. 

With regard to the willingness to pay, it was found that only the factors labelling, grape 

variety and the quality image of Portugal as a wine producer have an impact on willingness 

to pay a higher price for a Portuguese wine. 

In terms of literature, this project contributes to expanding knowledge about the 

consumer’s perspective on the wine market; and in terms of management, it helps 

companies to refine their strategies. 

 

Keywords: Wine; Portuguese Wine; Attributes; Subjective Knowledge; Third Parties’ 

Opinions; Perceived Quality; Purchase Intention; Willingness to Pay. 
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Resumo 

Portugal encontra-se no meio de um dilema de posicionamento internacional no 

sector do vinho. Pertence ao Velho Mundo do Vinho e, por isso, tem de suportar custos 

de produção elevados devido ao sistema europeu de classificação de vinhos, que está 

associado a uma estratégia de diferenciação baseada na alta qualidade e em preços 

elevados. No entanto, os consumidores internacionais não estão dispostos a recompensar 

a qualidade do vinho português através dos preços, como fazem com os vinhos franceses 

e italianos. Neste contexto, o principal objetivo deste estudo é identificar quais os factores 

que mais influenciam a intenção de compra e a disposição a pagar dos consumidores 

internacionais pelo vinho português. 

Com base na revisão da literatura, foi construído um questionário para analisar a 

influência dos atributos do vinho, do conhecimento subjetivo, da opinião de terceiros, 

da qualidade percebida e da imagem de qualidade de Portugal como produtor de vinho 

na disposição a pagar e na intenção de compra de vinhos portugueses por parte dos 

consumidores internacionais. Recolhemos 354 respostas válidas de consumidores 

internacionais, que foram analisadas para testar as relações hipotéticas. A análise dos 

dados foi efectuada através do teste Qui-quadrado.  

Os resultados revelaram que todos os fatores estudados têm impacto em relação à 

intenção de compra. Relativamente à disposição a pagar, verificou-se que apenas os 

fatores rótulo, qualidade da uva e imagem de qualidade de Portugal como produtor de 

vinho têm impactos na disposição a pagar um preço superior por um vinho português.  

Em termos de literatura, este projeto contribui para expandir o conhecimento sobre 

a perspetiva do consumidor no mercado do vinho; e em termos de gestão, ajuda as 

empresas a aperfeiçoar as suas estratégias. 

 

 

Palavras-Chave: Vinho; Vinho Português; Atributos; Conhecimento Subjetivo; 

Opinião de Terceiros; Qualidade Percebida; Intenção de Compra; Disposição a Pagar. 
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1. Introduction 

Wine is an ancient beverage (Estreicher, 2017) enjoyed by many since the beginning 

of its production (Elliot & Barth, 2012). If once its production and consumption were 

more concentrated in European countries (Campbell & Guibert, 2007), nowadays, it 

surpasses any territorial and cultural border (Bisson et al., 2002). In general, in the modern 

world, the wine market continues to grow, with more and more companies and regions 

producing and selling wine (Masset et al., 2023). This is because in some regions of the 

globe wine production and consumption are increasing significantly and 

disproportionately to the decrease in other regions, for example in Europe (Lombardi et 

al., 2016; Correia et al., 2019). To organize the wine market, experts and producers have 

divided it into two main blocks: Old World of Wine and New World of Wine, referring 

to groups of wine producing countries with similar characteristics, which allows to group 

them (Roberto et al., 2009); the Old World includes European countries, such as France, 

Italy, Spain and Portugal, while the New World includes non-European countries like  

Argentina, Australia, New Zealand and the United States of America.  

Although the Portuguese wine industry is relatively small when compared to other 

countries, such as the French or Italy, it has a lot of potential, both nationally and 

internationally (Costa et al., 2021). According to INE, the Portuguese wine production 

increased by 14,7% in 2021; in the previous year (2020), this sector recorded a revenue 

of approximately 1.6 billion euros, representing 55,7% of sales in the Beverage Industry. 

It is also relevant to add that, as reported by Informa D&B (2022), exports increased by 

8,6% in 2021 compared to the previous year, highlighting France, the United States of 

America (USA) and the United Kingdom (UK) as the main destination markets.  

Authors such as Galati et al. (2017) and Rebelo et al. (2019), state that global 

consumption is decreasing, which is a problem for wine exporters, such as Portugal. 

However, other authors state that while there is a decrease in the Old World, this does 

not happen in other markets, namely the Asian market, where the wine consumption is 

growing (Masset et al., 2016; García-Cortijo et al., 2019). In addition, Pomarici and 

Vecchio (2014) found that global consumers are increasingly interested in the wine 

culture, more knowledgeable about the product and more demanding about its quality. 

In that line, China, India, Turkey, Brazil, Mexico, and Chile are countries where there is 
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an increase in wine consumption and interest in a quality product, with an increase of 

luxury wine consumption in the last years (Wright et al., 2023). 

Despite the potential to grow in wine exports, Portugal numbers still fall short of its 

direct competitors, i.e., Old World producers. The explanation can be taken from Ries 

and Trout (1993) that stated that: “marketing is not a battle of products. It’s a battle of 

perceptions.” (p. 25). While consumers perceive the Old World as producing higher 

quality wine than the New World and are willing to pay a higher price for them (Schamel, 

2006), Portugal seems to not benefit from this perception. In fact, despite investing in 

the production of a good quality wine, the perception that international customers have 

of Portuguese wines is not consistent with the effort made by Portuguese producers 

(Miralles et al., 2008; Gouveia et al., 2017), making them unable to sell at the price of 

French and Italian wines (Ugaglia et al., 2019). Portugal cannot compete with the low 

prices of New World wines either, as they benefit from economies of scale and costs, 

unfeasible in small domestic markets (Castaldi et al., 2006). 

Although there are numerous recent studies on international wine market addressing 

consumer preferences (Moulard et al., 2015; Galati et al., 2017; Carsana & Jolibert, 2017; 

Ferro & Amaro, 2018; Hu & Baldin, 2018; Giacomarra et al., 2020; Masset et al., 2023; 

Toni et al, 2022), as well as studies on what Portuguese consumers value in the 

Portuguese wine market (Monteiro et al., 2020; Larentis et al., 2019; Campos & Lins, 

2022), there are few studies on what international consumers value the most in 

Portuguese wines (Santos & Ribeiro, 2012; Pérez-Rodríguez et al., 2022). Therefore, this 

project aims to fill this gap, specifically to identify “What factors influence international 

consumers’ purchase intention and willingness to pay for Portuguese wine”.  

We believe that this project can contribute both to the literature and to the 

management of wine companies in Portugal. In terms of literature, it extends existing 

knowledge on the wine industry, specifically regarding the understanding how 

international consumers perceive Portuguese wines and the factors that influence that 

perception. As for the practical implications, this study may provide Portuguese wine 

companies with important insights to improve their international strategies. 

This dissertation is composed of five chapters, besides the Introduction. Chapter 2 

explores previous studies that are important for a better understanding of the study’s 

main concepts (e.g., wine, Old World of Wine and New World of Wine, purchase 

intention, willingness to pay, and drivers of purchase intention and willingness to pay) 
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and presents the hypotheses and the theoretical model. Chapter 3 details the 

methodology applied in the study. Chapter 4 is reserved for the dissemination of the 

results obtained through the questionnaire and the discussion of these results. Finally, 

Chapter 5 presents the study’s main conclusions, its limitations and suggestions for future 

research, and its contributions to the literature and to management. 
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2. Literature Review 

This section is divided into two parts. The first highlights the concept of wine, as well 

as a notion of the Old and New World of Wine, to have a better understanding of this 

market.  The second part will emphasize the conclusions of some studies on the factors 

that most influence the purchase intention and willingness to pay of international 

consumers, thus defining variables that are intended to be used for the creation of a 

theoretical model, where the relationships between the variables will be exposed.  

 

2.1. Wine 

Wine is an alcoholic beverage that results from the fermentation of the juice of fresh 

or ripe grapes (Prado et al., 2013). From this fermentation arise numerous chemical 

compositions that give rise to different types of wine (Guerra, 2012). 

It is believed that wine is among the products consumed for the longest time in 

History. It is known that the oldest vineyards in the world were cultivated in 8.000 BC, 

in Georgia (Estreicher, 2017). Additionally, Elliot and Barth (2012) show that there are 

records of wine consumption dating back at least over 2.000 years and that its 

consumption continues to the present day, recalling that the Bible mentions it several 

times. Wine is also a product that has no border barriers, being marketed globally – “It 

is hard to find a product with greater reach and range in so many dimensions” (Elliot & 

Barth, 2012, p. 183).  

Several authors investigate the economic aspect of wine. According to Masset et al. 

(2023), wine is an experience good, which means that the consumer only notices its 

quality attributes, such as taste, after buying and tasting the product. Otherwise, the only 

source of information would be the bottle label (Nelson, 1970). Furthermore, Orrego et 

al. (2012) describe wine as a “… highly differentiated product …” (p. 207), meaning that 

no other production can be a perfect substitute for a given wine, i.e., each wine is a unique 

product. For these reasons and based on Rosen’s consumer theory (1974), consumers do 

not evaluate the product as a whole, but are predisposed to pay for the attributes of the 

good they value most.  

The consumer theory or the hedonic pricing model created by Rosen (1974), states 

that the prices of a good “… are defined as the implicit prices of attributes and are 

revealed to economic agents from observed prices of differentiated products and the 

specific amounts of characteristics associated with them.” (p. 34). In this way, and 
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according to Lancaster (1966) and Schäufele and Hamm (2017) wine can be broken down 

into the attributes, leading to the consumer’s choice being made through these qualities 

and not in the product as a whole. Finally, Nerlove (1995) presents a shorter version of 

the model, where he assumes “… that prices and attribute contents can be taken as 

exogenous to (…) consumer.” (p. 1697).  

Regarding the attributes of wine, Nelson (1970) classifies them by categories, namely 

into research, experience, and credence attributes. Research attributes are the features, 

where the consumer can obtain information about the product at the moment of product 

analysis, like the label, which helps to substantially decrease the “… information 

asymmetries …” (p. 182) existing in experience goods such as wine (Galati et al, 2017). 

This type of attributes can be subdivided into intrinsic attributes (“... objective 

characteristics of the product such as colour, type of wine, brand and alcohol content ...” 

- Hu and Baldin, 2018, p. 1267) and extrinsic attributes (which, according to Gonzaga et 

al. (2022), represent the features associated with the wine, such as the country of origin, 

the regions of wine, the price, the packaging, the expertise of the winery, the opinion of 

the experts and the reputation of the wine, among others (Jover et al., 2004)).  

Concerning the experience attributes, these include the features that the consumer 

discovers and appreciates after buying the product, such as the visual, taste and smell of 

the wine (Orrego et al., 2012). To Nelson (1970) a clear notion about these attributes 

leads the customer to create an opinion about what he likes best and which brands meet 

his preferences.  

Lastly, credence attributes are features that the consumer does not have access to 

during the decision-making moment (Dalziel et al., 2019), such as the climatic conditions 

existing in the year of harvest, i.e., environmental issues, the production and storage 

processes (traditionally and culturally important in the Old World of Wine). Lerro et al. 

(2021) further add health, sustainability and social topics as examples of credence 

attributes. Therefore, Grunert et al. (2004) highlight the need for there to be a third entity, 

which has authority and can assure consumers of the existence of these attributes, “since 

the consumer is seldom able to evaluate whether a food product has actually been 

produced under the promised conditions.” (p. 269). In the case of Old World wines, 

there are certification bodies that guarantee the application of certain production 

methods by awarding these wines with certificates of appellation of origin.  
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2.2. Old World of Wine and New World of Wine 

The wine industry is catalogued according to some characteristics into two groups: 

the Old World of Wine, and the New World of Wine.   

The Old World countries are those with more historical and traditional productions 

and where there is a strong culture of wine consumption (Marco-Lajara et al., 2022). 

France, Italy, Spain, Portugal, and Germany are some examples of countries belonging 

to this group (Giacomarra et al., 2020). Contrarily, the New World countries are the ones 

that started producing wine after the European colonial expansion and are countries 

where wine is not a main actor in their habits and traditions, as in the case of Argentina, 

Chile, the United States of America (USA) and Australia (Vivas & Sousa, 2012; Banks & 

Overton, 2010). Wines produced by the Old World are globally recognised by their terroir 

(Ballantyne et al., 2019), more specifically by the fact that most of them have a certificate 

of appellation of origin. For this reason, the Old World wines are associated to the region 

where they are produced, since producers want to highlight this characteristic, which 

differentiates them from competitors (Tsiakis et al., 2022), as for example, the Port Wine 

produced in the Douro Demarcated Region. In the opposite spectrum, the wines 

produced by the New World are recognised by the consumer by their grape variety 

(Schamel, 2006; Giacomarra et al., 2020), for example the famous Merlot wines from the 

USA and the Cabernet Sauvignon from Argentina. 

Regarding Old World countries, which includes Portugal, a key concept, highly 

valued by consumers is terroir – “from the French terre (meaning land), to refer to the 

special characteristics of a place that impart unique qualities to the wine produced.” 

(Cross et al., 2011, p. 152). The previously mentioned special characteristics include 

environmental conditions like the morphology, meteorology and soil components of a 

certain region which directly conditions the wine attributes, for example flavour, colour, 

and body (Leeuwen & Seguin, 2006). This term is further conceptualised by consumers 

when the wine features designations of origin, such as PDO and PGI (Protection of 

Designations of Origin and Protection of Geographical Indications, respectively), as 

these are quality certificates that prove that such wine contains the characteristics of the 

region (Hu & Baldin, 2018), the age-old production methods and techniques and the use 

of specific grape varieties (Banks & Overton, 2010). Over the years, this type of 

appellations of origin have become a component of brand intellectual property and a 

guarantee of uniqueness and quality, for the world wine market, due to international 
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agreements and the bargaining power of European traders in this market (Josling, 2006). 

Although this concept is globally and historically associated with Old World countries, 

more recently there is a growing interest by New World producers in linking their 

products to this concept (Ballantyne et al., 2019), as consumers perceive it as an attribute 

of high product quality and authenticity (Moulard et al., 2015). 

Besides the historical reasons described, there are other characteristics that justify this 

division.  The Old World of Wine is characterised by a more artisanal production and 

knowledge about the processes and production techniques, based on practice and 

experience that was being improved and transmitted through generations among small 

producers (Vrontis et al., 2016). Along with others, this is one of the reasons why wines 

from the Old World are perceived by customers as wines of high differentiation, quality, 

and authenticity (Moulard et al., 2015); being this (reputation of both the product and the 

producer) their competitive advantage (Remaud & Couderc, 2006).   

Price is another distinguishing factor of Old World wines. Besides the perceived 

quality, the high costs that producers have to bear and the low economies of scale present 

in this context (Castaldi et al., 2006) are other reasons for the high price. The absence of 

large tracts of land where European vineyards can expand, the high cost of the square 

meter in these regions, and the high labour costs are factors that can explain the high 

production costs of Old World wine (Simpson, 2009). Finally, although the wine from 

the Old World is considered by most consumers as a product of excellent quality 

(Giacomarra et al., 2020), some experts and critics believe that protectionism and 

conservative business ideas persist, forcing producers to bear high costs and not allowing 

them to innovate in order to lower the production costs (Banks & Overton, 2010). 

In the opposite spectrum, New World wine producers are recognised for using 

production methods based on science, innovation, applying new oenological techniques 

and procedures, which result in higher quality values than those they initially produced 

(Wongprawmas & Spadoni, 2018). Their production is also characterised by being aimed 

at mass markets, i.e., large volumes and more affordable prices (Banks & Overton, 2010). 

These results are acquired through cost reduction and in leveraging high economies of 

scale (Stasi et al., 2016), due to their geographical conditions, i.e., large countries, where 

agricultural land prices are cheaper than in Europe and where (in most regions) the cost 

of labour is also lower. They also benefit of lower barriers to trade and export of wine 

(Castaldi et al, 2006; Cholette et al., 2005), thus allowing them to enjoy higher productivity 
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and exercise a lower price strategy than Old World wines, becoming more competitive 

(Clarke et al., 2012).  

In addition, they persist on a production based on the preferences of consumers, thus 

focusing more on the commercial phase (Remaud & Couderc, 2006).  On the contrary, 

Old World producers, more conservative, direct their activity on the production phase, 

taking in consideration quality and tradition (Festa et al., 2016).  

Finally, Nossiter (2004), in his documentary Mondovino, criticises the producers of 

the New World of Wine for contributing to the depreciation of the value of wine in a 

globalised manner, since their strategy of massification and standardisation may lead to a 

product similar to that of fast-food. Thus, it is essential the protection of uniqueness and 

quality of this industry.  

So, due to the increasing globalisation, the wine market becomes increasingly 

complex, as it is affected by forces of integration, agglomeration, and standardisation 

while, simultaneously, by market forces that demand maximum quality, exclusivity, and 

product differentiation (Banks & Overton, 2010).   

 

2.3. Purchase intention  

Purchase intention (PI) is related to consumer preference and behaviour (Schwartz, 

1992; Agarwala et al., 2019). According to Delbridge and Bernard (1998), consumer 

preference is “something that is preferred; the object of prior favour, or choice” (p. 908), 

which means that purchase decision of a consumer is preceded by preference (Xie et al., 

2021). Regarding the wine market, consumer preferences are often conditioned by the 

cultural and social background of the individual (Cezanne & Saglietto, 2014), which was 

visible in the European context, until recently, since the consumption for this product, 

over other beverages, was accompanied by history, customs, and tradition in wine 

production. 

Furthermore, the concept of consumer behaviour has undergone numerous changes 

since the early 1950s, with Katona’s theory (1951), which highlights two perspectives: 

economic and psychological. In the economic perspective, it is assumed that the 

consumer is rational and that all individuals always aim to maximise their utility. However, 

reality does not always match the theory and some consumers settle for what is 

acceptable, i.e., with a minimally satisfactory utility (Haghpour et al., 2022). The scarcity 

of important information on the product and on the competition at the purchasing 
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decision stage, and the difficulty in processing all the information provided, also explain 

the irrationality of consumers (Katona, 1964). The psychology perspective focuses on the 

intellectual and affective components of the individual, such as their experience with a 

certain product or recommendations from acquaintances, which directly influence the 

purchase decision, to understand “irrational” consumer attitudes (Sheth, 2021; Principato 

et al., 2021). Pleasure, price, advertising, and quality are also recognised as determinants 

that lead consumers to choose a certain product (Nassè et al., 2019). It is in the interest 

of organisations to frequently supervise consumers’ needs, tastes, and behaviours, so that 

they can provide quick and efficient responses (Chen et al., 2020). This control makes 

companies more effective and brings them competitive advantages (Nassè, 2021). 

On the other hand, intention translates consumers’ commitment to perform a 

specific behaviour (Fishbein & Azjen, 1980; Ajzen, 1991), making him/her feel willing 

to put this idea into practice and, therefore, it is something that precedes the act of buying 

(Eagly & Chaikenm, 1993).  

 

2.4. Willingness to pay 

Willingness to pay (WTP) is defined as the highest amount a consumer is willing to 

pay for a particular good or service (Vock et al., 2013). For this reason, companies 

consider that obtaining information and understanding the WTP of their consumers and 

potential consumers is very important, as it is a way for managers to understand what 

leads consumers to pay more for a product (Moscovici et al., 2021), thus being “the 

cornerstone of marketing strategy” (James et al., 1993, p.3). 

Since wine is an experience good, it is not perceived by consumers as a mere alcoholic 

drink in a bottle, being associated with an identity, a story told by the producers, where 

the details of the product’s trajectory are revealed from the beginning of its production 

until the moment the consumer holds the bottle in his or her hand (Flint & Golicic, 2009; 

Monaco & Guimelli, 2011; Foster et al., 2017). Furthermore, wine is composed of 

intrinsic and extrinsic attributes and its consumption depends on the consumer and his 

background. Ones will prioritize the country and/or region of origin, while others prefer 

to base their choice on the grape varieties used, others may already base their choice on 

friends and expert recommendations or international rankings, or even the price may 

become a crucial factor for choosing a wine (Espejel et al, 2011; Spielmann, 2015; 

Symmank, 2019). Thus, it is understandable that the consumer’s willingness to pay is also 
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related to the product attributes, i.e., the consumer will be willing to pay a higher price 

for products that contain the properties that he or she most values and perceives as 

quality attributes (Ruggeri et al., 2020).  

Having discussed and properly understood the meaning of PI and WTP, let’s now 

take a look at the factors that influence them in the following sections. 

 

2.5. Drivers of purchase intention and willingness to pay of wine 

2.5.1. Attributes of Wine 

In recent years there has been a decline in wine consumption in Europe, due to 

changes in consumption habits and the increasing appreciation of substitute products, 

such as beer and other higher alcoholic beverages (Vivas & Sousa, 2012; Pomarici & 

Vecchio, 2014; Rebelo et al., 2019). However, some authors have realised that this 

decrease in consumption has a higher effect on Western European countries 

(Crescimanno et al., 2014; Castellinin & Samoggia, 2018). Several studies such as Galati 

et al. (2017) and Hu and Baldin (2018) highlight the fact that Old World producers should 

start investing more in markets where, in the past, it was not common to drink wine, but 

where there is currently an increase in consumption, such as the Russian and Chinese 

markets. We can therefore conclude that the increase in New World and emerging 

countries offsets the decrease in Old World countries. 

Thus, wine producing and distributing companies should analyse the various drivers 

that condition the purchase intention and the willingness to pay of international 

consumers of Portuguese wine, so they can adapt their strategies to the needs and 

preferences of their consumers and potential consumers. 

Wine is a product that has numerous attributes that help the consumer to create an 

opinion before purchasing it (Quester & Smart, 1996). Depending on the study and the 

target audience that is analysed, the relevant attributes during decision making will be 

different (Barber et al., 2012). A market study can lead to the identification of patterns 

among consumers “which may allow the segmentation of international markets base on 

consumption and/or purchase situations” (Aurifeille et al., 2002, p. 373).  For this 

research, the following attributes will be analysed: labelling, country of origin, regions of 

wine, grape variety, and price, since the literature refers to them as influential attributes 

for purchase intention and willingness to pay (Botonaki & Tsakiridou, 2004; Erraach et 
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al., 2014; Cassago et al., 2021; Gonzaga et al., 2021), for the consumers studied. Thus, 

the first and second hypotheses of the theoretical model emerge: 

H1: The importance of wine attributes influences the purchase intention of 

Portuguese wine.  

H2: The importance of wine attributes has an influence on the willingness to pay of 

Portuguese wine. 

The next subsections discuss the specific wine attributes that are integrated in this study. 

 

2.5.1.1. Labelling 

Since wine is an experience product, the label becomes a crucial factor in the 

customer’s decision making at the moment of purchase (Elliot & Barth, 2012). Carsana 

and Jolibert (2017) consider the label an important attribute, because if the consumer 

buys a wine in a shop without any help of a specialist member of staff, the label is the 

only source of information at his/her disposal about the product. The label also 

constitutes an important component for the wine image (Ritchie, 2007) and a marketing 

element for the brand, since it is used as a tool to attract the consumer, differentiating 

themselves from other similar products (Lunardo & Rickard, 2020).   

Retorta (1992) establishes that label is a silent way to advertise the product and a 

means of communication between the winemaker and the consumer. The main functions 

of labels are to identify the product and the brand; to capture the consumer’s attention; 

to enlighten the consumer about the components of the product; and to concentrate and 

provide important information about the product, such as the expiration date (Lindon et 

al., 2011). Thus, it is possible to conclude that the label has these two roles: informative 

and advertising. So, companies choose to display two labels (Todd et al., 2021). The more 

objective, rational, and informative section about the wine is found in the label inserted 

in the back of the bottle, while the front unique label includes the more emotional and 

commercial functions, to identify the product and attract the consumer (Retorta, 1992; 

Pabst et al., 2019). 

The literature shows several studies with divergent consumer’s opinions about wine 

labels. According to Sáenz-Navajas et al. (2013) for the Old World label design is “an 

important factor where judging quality, and the present study suggests that a modern 

label is an indicator of low quality wine” (p. 51). Contrarily, Castellinin and Samoggia 

(2018), that studied the French consumers have found that the generational factor is quite 
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relevant, since Millennials prefer more colourful labels. On the other hand, Barber et al. 

(2007) and Chrea et al. (2011) analysed the preferences of New World consumers and 

found that both type of consumers prefer more traditional labels, with more “classic” 

designs. However, the study justifies the choice of Australians by the fact that such 

consumers have a high level of subjective knowledge and involvement with the product.  

Therefore, labelling is an attribute that in many cases weighs on consumers’ decision 

during their choice of wine, due to its impact on purchase intention and willingness to 

pay. Although some studies reveal that, depending on some factors, such as gender, age, 

and consumer knowledge, the labelling neither has much influence on purchase intention 

(Escandon-Barbosa & Rialp-Criado, 2019), nor on willingness to pay (Pickering et al., 

2022). Thus, I state the first and second sub-hypothesis of the theoretical model: 

H1.1: The importance of label design and information influences the purchase 

intention of Portuguese wine.  

H2.1: The importance of label design and information has an influence on the 

willingness to pay of Portuguese wine. 

 

2.5.1.2. Country of Origin  

The country of origin, also known as perceived country image, is an extrinsic attribute 

of the wine, which as the name implies, refers to the country where a particular wine was 

produced and helps the consumer form an idea or an opinion about the product (Bruwer 

et al., 2014; Valentin et al., 2021), during decision making.  

Wine producers have long adopted a marketing strategy based on country of origin, 

particularly Old World wine producers, because they are aware that the concept of terroir, 

as well as the perception of the culture and traditions of the producing countries have a 

very positive and significant impact on the perceived quality and authenticity of the 

products (Fernández-Ferrín et al., 2019). Furthermore, although there are some 

discrepancies in the results of past studies (McCutcheon et al., 2009), there are therefore 

authors who mention the importance of the country of origin for wine, since consumers, 

namely those with a high degree of knowledge and involvement with the product 

(Trindade-Carlos et al., 2019), believe that the country of production has an influence on 

the characteristics of the product (Suhaily & Darmoyo, 2017). Additionally, ethnocentric 

tendencies (“... the biased preference for domestic products over foreign alternatives...” 

(Balabanis and Siamagka, 2017, p. 166)), also make the country of origin an attribute that 
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some consumers consider during decision-making, but in this case, if the wine is from a 

country other than their own, the consumer tends to reject its purchase. 

In contrast, other authors reveal that some consumers do not give as much 

importance to this attribute. The most inexperienced consumers prefer attributes such as 

price and medals, identifying them as synonymous with quality (Tamaş, 2016).  

Regarding the international market, there are countries known as good wine 

producers. France and Italy, of the Old World, and Argentina and the USA, of the New 

World, are good examples (Howley & Van Westering, 2008; Anderson, 2013). For this 

reason, it is natural that the average consumer, who is not willing to take risks, is 

predisposed to pay a higher value for a product he knows than to buy unknown product, 

even with a lower price (Sellers-Rubio & Nicolau-Gonzalbez, 2016). Thus, the third and 

the fourth sub-hypothesis of the theoretical model is developed: 

H1.2: The importance of country of origin influences the purchase intention of 

Portuguese wine.  

H2.2: The importance of country of origin has an influence on the willingness to pay 

of Portuguese wine. 

 

2.5.1.3. Region of Wine 

The concept of wine region encompasses “multidimensional facets in combination 

with inter-related winescape elements to define a wine’s unique sensory and tactile 

characteristics, and one which can often be traced back to a single source or locality.” 

(Famularo et al., 2010, p. 362). Often the concept of wine region is confused with country 

of origin. However, Pucci et al. (2017) distinguished the two concepts, stating that there 

are two key reasons for this differentiation. On the one hand, the attributes, and qualities, 

of products, such as wine, cheese, and other alcoholic drinks have associated factors that 

are designed by human specificities (namely techniques and procedures used) and natural 

specificities (including climate and soil) characteristic of the very region where these are 

produced and that may not exist in the rest of the national territory (Van Ittersum et al., 

2003). On the other hand, many companies use the concept of wine region as a way to 

differentiate themselves from international competitors, but also from domestic 

competitors (Pucci et al., 2017).  

The designation of origin system is a set of quality indications and certificates, 

awarded by regional wine commissions and approved by the European Commission 
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(Candiago et al., 2022), that prove the authenticity, history, and quality of a product, 

conveying trust and credibility to the consumer (Carsana & Jolibert, 2018; González & 

Dans, 2018). In other words, the certificates confirm that the wine complies with all the 

human aspects (production methods and techniques) and natural aspects (characteristics 

of the region) provided by the place where it is produced (Banks & Overton, 2010; Hu 

& Baldin, 2018). Designations of origin also serve to control production and protect 

unique regions and traditions, which, if not preserved, may cease to exist (Banks & 

Overton, 2010; Carter, 2018). They work to ensure also for fair competition between 

national and international producers (Malorgio et al., 2008). 

The literature shows us that designation of origin has different effects on different 

foreign consumers. The older European consumers believe that certificates displayed on 

labels are an important sign of wine quality (Ginon et al., 2014). However, some New 

World wine consumers are not as aware of the added value acquired through designations 

of origin and therefore do not consider them as a significant factor in their product choice 

(Giacomarra et al., 2020). For this reason, Spielmann (2015) states that sometimes a wine 

having a certificate of region of origin is important, but it is not enough for the winery 

to have a long-term competitive advantage. Therefore, it is important to denote that 

consumers should know about certificates and consider them as a sign of authority, trust, 

and credibility so that they are willing to pay for a higher price (Moscovici et al., 2021).  

In the Old World of Wine, the most well-known certificates are the Protected 

Designation of Origin (DOP) and the Protected Geographical Indication (PGI), i.e., 

industrial property rights, originally created and recognized by the European Union, 

being adopted by countries, such as Portugal, France, Italy, and Spain (Garavaglia & 

Mariani, 2017). The main purpose of such certificates is to defend products from specific 

regions with production methods and unique qualities alluding to their geographical area 

(Barbosa, 2003). 

In 2009, due to the new European regulations implemented to this sector, the two 

new concepts DOP and PGI analogous to the already existing designations, emerged 

(Santos & Ribeiro, 2012). Currently, the Portuguese wine sector can award its wines 

through the European Union certificates belonging to the geographical indications 

system shown in Figure 1, including the Controlled Denomination of Origin (DOC) and 

DOP (Freire & Truninger, 2012; Melo, 2017). Thus, the fifth and sixth sub-hypothesis 

hypothesis of the model arises: 
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H1.3: The importance of wine regions, such as DOC or DOP, influences the 

purchase intention of Portuguese wine.  

H2.3: The importance of wine regions, such as DOC or DOP, has an influence on 

the willingness to pay of Portuguese wine. 

 

2.5.1.4. Grape Variety  

Grape varieties are groups of vines that through their specificities produce a unique 

wine (Kupe et al., 2021). Part of the uniqueness found in the grape varieties are 

transmitted by the terroir of the region, as grape varieties react differently to distinct terroirs 

(Andrés-De Prado et al., 2007). The same grape variety planted in different regions of 

the planet may originate products with different flavour, aroma, and colour. 

The studies that analyse the effect of grape varieties on consumers’ purchase 

intention and perception of quality, present some divergences in their results. Some 

authors indicate that the grape variety is a decisive factor in wine choice (McCutcheon et 

al., 2009; Banks & Overton, 2010; Ferro & Amaro, 2018). Nevertheless, novice 

consumers tend to base their choices on extrinsic attributes, such as price and medals, 

rather than intrinsic ones, such as grape varieties (Brata et al., 2022). Moreover, grape 

variety is an attribute that requires time, involvement, and experience with the product, 

so that the consumer can distinguish the types of grape varieties that exist and their 

individual characteristics (Agnoli et al., 2016). In addition, other authors, such as Masset 

et al. (2023) and Galati et al. (2017) highlight the fact that some consumers distinguish 

between national and international varieties preferring the second ones. On the contrary, 

Ramos and Thompson (1996) refer the potentiality and the valorisation of the national 

Figure 1 Examples of the Portuguese Quality Assurance Seals 
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grape varieties in foreign markets. More recently, Silva and Santos (2020) state that one 

of the great competitive advantages is “a large number of native wine grape varieties that 

confers differentiation to the Portuguese wines regarding the rest of Europe and the 

world wines” (p. 119). Therefore, the next sub-hypothesis of the theoretical model is: 

H1.4: The importance of grape variety influences the purchase intention of 

Portuguese wine.  

H2.4: The importance of grape variety has an influence on the willingness to pay of 

Portuguese wine. 

 

2.5.1.5. Price 

Price is an attribute that has different impacts on consumers (Erdem et al., 2002). On 

the one hand, it is an indicator of quality, especially for consumers with less knowledge, 

since they believe that more expensive wines are higher quality wines (Atkin & Thach, 

2012; Stasi et al., 2014; Boncinelli et al., 2019), while the experts can distinguish its quality 

through other attributes and knowledge (Lewis & Zalan, 2014). However, the price also 

acts as a constraint, as it prevents access to consumers with lower financial resources, 

which affects a wide range of consumers (Erickson & Johansson, 1985; Wakefield & 

Inman, 2003). Moreover, wine is not an essential good, and is even often interpreted as 

the “nectar of the gods”, i.e., a luxury good, especially those with a premium price (Heine 

et al., 2016), which even affect the middle-class consumers (Erickson & Johansson, 1985).   

Therefore, wine companies must act in a rational way regarding the price 

(Hinterhuber, 2015). Typically, companies can position themselves in the market by 

opting for a strategy of product differentiation or price competitiveness (Munteanu, 

2015). Commonly the differentiation is done through an increase of the product quality, 

which consequently leads to an increase in price (Chenavaz, 2017; Wang et al., 2021). As 

far as the wine market is concerned, consumers’ quality perception of a brand and, 

consequently, its reputation, largely influence this strategy (Masset et al., 2023). On the 

opposite side of the spectrum, the price competitiveness approach applies production 

models based on product standardisation and massification to achieve economies of 

scale, and low production costs, enabling be highly competitive through the prices (Putra 

et al., 2018). 

Due to the globalisation of markets, wine competition between firms has been 

increasingly intensifying (Lima & Carvalho, 2018). Therefore, pricing has become a 
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crucial strategy for companies (Rebelo et al., 2019; Wu & Chiu, 2023). Nevertheless, due 

to the economic and financial instability of recent years, many wine companies that used 

the price competitiveness strategy realised that their competitors that bet on 

differentiation, even with high prices, did suffer less with this type of crisis, since 

consumers were insensitive to prices in this market segment (Del Rey & Loose, 2023). 

For this reason, a considerable number of companies have begun to change their strategy 

towards higher quality and product differentiation and higher prices (Gehani, 2013). 

Thus, to protect themselves against possible exogenous crises in the wine market and to 

improve their international image, it is crucial for Portuguese companies to understand 

whether the price of their product is an attribute that foreign consumers consider 

important and whether it affect their purchase intention and willingness to pay.  

H1.5: The importance of price influences the purchase intention of Portuguese wine.  

H2.5: The importance of price has an influence on the willingness to pay of 

Portuguese wine. 

 

2.5.2. Product Knowledge  

The purchase decision is a complex process, which becomes more difficult for 

consumers who do not have extensive knowledge about the product (Staub & Siegrist, 

2022). 

Product knowledge can be defined as the amount and quality of information retained 

in the consumer’s mind, as well as the consumer’s perception of that knowledge (Stanton 

& Cook, 2019). Therefore, this factor is composed of objective and subjective 

knowledge. Objective knowledge, also called real or factual knowledge consists of all the 

information that the consumer acquires and memorizes about a product (Bruwer et al., 

2017). Since it is fact-based knowledge, it is possible to know whether the consumer is 

correct or wrong. In contrast, subjective knowledge is a singular perception of the 

quantity and quality of his objective knowledge about the product (Yang & Choi, 2022), 

which directly influences their confidence about their purchase choices and their 

willingness to pay (Utkarsh et al., 2019). Subjective knowledge is just an opinion, a 

perception, and, therefore, is not possible to classify it as right or wrong (Ellis & Caruana, 

2018). 

Previous studies highlight the importance of analysing the knowledge that a 

consumer has about the product, as a factor that directly conditions his behaviour and, 
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consequently, his purchase decision (Guo & Meng, 2008; Cakici & Shukla, 2017; Taylor 

et al., 2018; Muñoz et al., 2019). It should be added that subjective knowledge assumes a 

greater influence on consumer behaviour than objective knowledge (Xin & Seo, 2020), 

since, as mentioned earlier, consumers attach greater importance to the image and idea 

they have of a brand than to what the brand actually is (Ries & Trout, 1993), and the 

same applies to their knowledge (Çelik & Dağıstan, 2018).  

Other researchers such as Quester and Smart (1998) concluded that age and income 

are the main causes for a consumer to develop their wine knowledge. In fact, older 

consumers will have had more years and opportunities to try more varieties of wine and 

acquire greater knowledge about the product (Ellis & Thompson, 2018). Likewise, 

consumers with higher incomes can spend more money on wine and taste different types 

of wine quality (Bruwer & Campusano, 2018). Therefore, it is understandable that 

consumers to acquire greater knowledge spend more time choosing the product that 

satisfies their desires and are willing to pay for a higher price to be able to buy it. 

Contrariwise, consumers with less knowledge about the product will base their choice 

solely on price, opting for more expensive wines because they are allegedly associated to 

higher quality (Hollebeek et al., 2007). Consumer culture is another factor that 

compromises the knowledge of products associated with other cultures, which 

consequently affects the purchase intention of these consumers (Pookulangara & 

Koesler, 2011); for example, a Norwegian consumer, naturally, will not have a deep 

knowledge about regional products from Lebanon and he will prefer the products that 

he already knows and that are present in his culture. According to Hu and Baldin (2018), 

the lack of more widespread knowledge about grape wine compromises Chinese 

consumers’ purchase relative to traditional western wine, compared to rice wine, that is 

very present in Chinese culture. The same may happen in relation to Portuguese wines, 

i.e., different cultures and lack of knowledge about wine may affect the importance that 

international consumers give to the analysis of wine attributes. For these reasons, product 

knowledge has become an important variable for the consumer during the buying process 

(Toni et al., 2022). Therefore, although the consumer may even think he knows about 

wine, in general, he may assume that he does not have much knowledge about a particular 

wine or a particular wine producing country and all the particulars that characterize its 

product, such as Portugal and Portuguese wine. Thus, I present the third the fourth 

hypothesis of this study: 
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H3: A higher subjective knowledge about wine impacts on the purchase intention of 

Portuguese wines.  

H3.1: A higher subjective knowledge about wine in general impacts on the 

purchase intention of Portuguese wines.  

H3.2: A higher subjective knowledge about Portuguese wines impacts on the 

purchase intention of this product. 

H4: A higher subjective knowledge about wine impacts on willingness to pay of 

Portuguese wines.  

H4.1: A higher subjective knowledge about wine in general impacts on 

willingness to pay of Portuguese wines.  

H4.2: A higher subjective knowledge about Portuguese wines impacts on 

willingness to pay of this product. 

 

2.5.3. Third-party Opinions  

Since wine is an experience good and its quality is only fully perceived after purchase, 

consumers try to base their purchasing decisions on the opinions of people they trust, 

such as friends and family who have already tasted the wine, or on renowned expert in 

the field (Ashenfelter & Jones, 2013; Agnoli et al., 2016).  

According to Marks (2015) an expert is “… someone who seems widely known and 

influential among consumers according to published evidence of popularity (e.g., 

circulation numbers for a newsletter or magazine, particularly if it is purchased; regular 

appearance over time of citations in widespread advertising)” (p. 320). When an expert 

comments and evaluates a wine, besides the visibility it gives to the product, it also helps 

the customer to have a more accurate perception of quality about the wine, contributing 

to the reduction of uncertainty and risk during the purchase (Ferro & Amaro, 2018). 

Depending on the type of consumers studied, the group of people who influence them 

can be different. On the one hand, Aqueveque (2008) stated that consumers attach great 

importance to expert opinion because they consider their reviews as a “... measure of 

“objective” quality ...” (p. 38). Ferro and Amaro (2018) also state that the high 

classification attributed by experts and juries in public ratings is one factor that most 

influence its price in a positive way. On the other hand, Sheth (2021) gives great relevance 

to the advice and recommendations of friends and family in consumers’ perception of 
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product quality and, consequently, in their intention to purchase for wine. Thus, the 

hypothesis formed for this variable are: 

H5: Positive reviews or recommendations from third parties (experts, family, friends, 

and acquaintances) have an impact on purchase intentions of Portuguese wines. 

H6: Positive reviews or recommendations from third parties (experts, family, friends, 

and acquaintances) have an impact on willingness to pay of Portuguese wines.  

 

2.5.4. Perception of quality  

The concept of a consumer’s perception of quality of a given product is regularly 

misunderstood with that of perceived value, which in turn is confused with that of 

customer satisfaction (Sweeney & Soutar, 2001). Satisfaction is the opinion formed by 

the consumers after bought and used the product (Oliver, 1981), while perceived value 

is “the consumer’s overall assessment of the utility of a product based on perceptions of 

what is received and what is given.” (Zeithaml, 1988, p. 14); this means that the perceived 

value accompanies the whole purchase process, from the initial stage to the post-

purchase (Woodruff, 1997), and the customer does not necessarily have to buy the 

product, i.e., he/she may consider that a certain product has high quality and not feel the 

need to obtain it, thus making the perceived value independent of the purchase decision 

(Charters & Pettigrew, 2003).  

The perception of quality can be a complex concept to define because it is something 

very subjective and depends mainly on the opinion of each individual (Cammarano et al., 

2023). For this reason, several interpretations of the concept may arise (Charters and 

Pettigrew, 2003). Zeithaml (1988) defines quality as something that provides the product 

“... superiority or excellence.” (p.3).  

Perception of quality can be divided into objective and subjective categories. 

Subjective quality perception is each consumer’s idea of quality, i.e., it is the value 

judgement made by customers or potential customers about a given product or service 

(Aaker, 1991; Aschemann-Witzel & Peschel, 2019) and which depends on the cultural, 

educational, socioeconomic context and preferences of each individual, being, therefore, 

an exclusively individual choice (Steenkamp, 1990, Mascarello et al., 2015). In a pre-

purchase phase, the subjective quality perception is more dependent on the extrinsic 

attributes of the products, such as reputation (Ramos et al., 2011).  
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The objective quality perception is judged by observable attributes that differentiate 

the product from other competitors (Hoffmann et al., 2021). The quality of this type of 

attributes is assessed through some custom, standard, or social convention accepted by 

most people and, therefore, it is not an individual perception, but a collective one 

(Zeithaml, 1988; Jover et al., 2004). Contrary to subjective quality perception, it derives 

from the intrinsic attributes of the product, such as colour and alcohol content, in the 

case of wine (Ramos et al., 2011). Among the two types of quality, subjective quality 

perception is the one that stands out in studies carried out in the area of marketing, since 

it is the one that occupies a more important position in consumer choice (Charters & 

Pettigrew, 2003), and, therefore, it is the one that arouses more interest both in academics 

and in managers who want to understand consumer behaviour (Olshavsky, 1985). 

In the case of experience products, such as wine, the perception of quality can only 

be made after the consumer purchases and experiences the product (Charters and 

Pettigrew, 2003). For the same authors, any prior assessment is mere speculation and not 

a final opinion formed by the customer. In contrast, Beckert et al. (2014) believe that the 

value of wine often comes from symbolism associated by society and subjective 

characteristics, which depend on the perspective of each individual. 

Finally, according to Shapiro (1983), reputation is the sum of consumers’ perceptions 

of product quality, i.e., it is the information they have about a good and with which they 

create an image about the product or company, facilitating their purchasing decision. 

From the supply point of view, producers with higher reputations can charge higher 

prices, since consumers are willing to pay more to acquire more quality (Shapiro, 1983). 

Thus, the seven and eight hypothesis of the theoretical model emerges: 

H7: A positive perceived quality influences the purchase intention of Portuguese 

wine.   

H8: A positive perceived quality has an influence on the willingness to pay of 

Portuguese wine.  

 

In the wine industry, a factor that provides a higher reputation is the region of origin 

where the wine is produced (Masset et al., 2023) and this positive relationship is 

reinforced when the wine has specific appellations of origin (Galati et al., 2017). Although 

it is world famous for its Port Wine (Machado & Ribeiro, 2017), Portugal has not yet 

achieved the same recognition for table wines, not being, therefore, among the first 
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options that international consumers have in mind when they think about buying wine, 

thus affecting their purchase intention and willingness to pay (Rebelo & Caldas, 2013). 

Thus, here are presented the ninth and tenth hypothesis of the theoretical model: 

H9: A positive quality image of Portugal as a wine producer influences the purchase 

intention of Portuguese wine.   

H10: A positive quality image of Portugal as a wine producer has an influence on the 

willingness to pay of Portuguese wine.   

 

To sum up, in this chapter we have started out by distinguishing between the Old 

World of Wine and the New World of Wine. We then moved on to give an explanation 

on the factors that influence the independent and dependent variables of the proposed 

model, as well as the relationships between them.  

H1: The importance of wine attributes influences the purchase intention of 

Portuguese wine.  

H1.1: The importance of label design and information influences the purchase 

intention of Portuguese wine.  

H1.2: The importance of country of origin influences the purchase intention of 

Portuguese wine. 

H1.3: The importance of wine regions, such as DOC or DOP, influences the 

purchase intention of Portuguese wine.  

H1.4: The importance of grape variety influences the purchase intention of 

Portuguese wine. 

H1.5: The importance of price influences the purchase intention of Portuguese 

wine. 

H2: The importance of wine attributes has an influence on the willingness to pay of 

Portuguese wine. 

H2.1: The importance of label design and information has an influence on the 

willingness to pay of Portuguese wine. 

H2.2: The importance of country of origin has an influence on the willingness to 

pay of Portuguese wine. 

H2.3: The importance of wine regions, such as DOC or DOP, has an influence 

on the willingness to pay of Portuguese wine.  



23 
 

H2.4: The importance of grape variety has an influence on the willingness to pay 

of Portuguese wine. 

H2.5: The importance of price has an influence on the willingness to pay of 

Portuguese wine. 

H3: A higher subjective knowledge about wine impacts on the purchase intention of 

Portuguese wines.  

H3.1: A higher subjective knowledge about wine in general impacts on the 

purchase intention of Portuguese wines.  

H3.2: A higher subjective knowledge about Portuguese wines impacts on the 

purchase intention of this product. 

H4: A higher subjective knowledge about wine impacts on willingness to pay of 

Portuguese wines.  

H4.1: A higher subjective knowledge about wine in general impacts on 

willingness to pay of Portuguese wines.  

H4.2: A higher subjective knowledge about Portuguese wines impacts on 

willingness to pay of this product. 

H5: Positive reviews or recommendations from third parties (experts, family, friends, 

and acquaintances) have an impact on purchase intentions of Portuguese wines. 

H6: Positive reviews or recommendations from third parties (experts, family, friends, 

and acquaintances) have an impact on willingness to pay of Portuguese wines.  

H7: A positive perceived quality influences the purchase intention of Portuguese 

wine.   

H8: A positive perceived quality has an influence on the willingness to pay of 

Portuguese wine.  

H9: A positive quality image of Portugal as a wine producer influences the purchase 

intention of Portuguese wine.   

H10: A positive quality image of Portugal as a wine producer has an influence on the 

willingness to pay of Portuguese wine.   
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3. Methodology 

This chapter is divided in two parts.  First, it recalls the study’s main research question 

and presents the theoretical framework. Then, it presents the methodology used, namely 

the data collection. Finally, it presents and explains the statistical tests used to analyse the 

data.   

This study adopted a quantitative methodology, which according to Creswell (2013) 

is a way of evaluating theoretical questions or hypotheses, applying them to the reality of 

the population to be studied. According to the same author, surveys, as the one used in 

this study, are adequate to investigate a “quantitative or numerical description of trends, 

attitudes or opinions of a population by studying a sample of that population.” (Creswell, 

2013, p. 29). Furthermore, since statistical methods are applied in quantitative studies, 

this makes it easier to diagram the data (Creswell, 2013), and they become more reliable 

and accurate in the eyes of the scientific community (Bowen, 2009; Queirós et al., 2017). 

 

3.1. Theoretical Framework   

The main goal of this research is to understand which are the attributes that most 

influence the purchase intention and willingness to pay related with Portuguese wine by 

international consumers. Therefore, the main question that the research aims to answer 

is: “What factors influence international consumers’ purchase intention and willingness 

to pay for Portuguese wine?”. 

The theoretical model proposed in Figure 2 integrates the hypotheses presented in 

Chapter 2, which are based on the adaptation of conceptual models suggested by other 

researchers over time, thus shaping the scientific literature (McCutcheon et al., 2009; 

Danner et al., 2017; Amato et al, 2017; Escandon-Barbosa & Rialp-Criado, 2019; 

Monteiro et al., 2020; Tong et al., 2020; Orlowski et al., 2022). Such relationships as the 

relationship between wine attributes (WA) and purchase intention (PI) and between WA 

and willingness to pay (WTP) have been revealed in models such as McCutcheon et al. 

(2009), Escandon-Barbosa and Rialp-Criado (2019) and Orlowski et al. (2022). On the 

other hand, the relationship between subjective wine knowledge (SWK) and PI and 

between SWK and WTP was mentioned by Amato et al. (2017) and recently by Tong et 

al. (2020). Finally, the models by Monteiro et al. (2020) and Danner et al. (2017) tested 

the relationship between perceived quality (PQ) and purchase intention and between PQ 

and willingness to pay (WTP), respectively. Thus, in order to test the ten hypotheses 
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presented below and understand their relationships with the dependent variables 

(purchase intention and willingness to pay for Portuguese wines by foreign consumers) 

and with the independent variables (including wine label, country of origin, region of 

wine, grape variety, price, subjective wine knowledge, third-party opinion about the 

product, perceived quality and the quality image of Portugal as a producer of wine), a 

theoretical framework is presented:  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

3.2. Data Collection 

An online questionnaire was used as it makes it possible to study a large sample 

without requiring a long period of time to collect the data, since several respondents can 

answer the questionnaire simultaneously (Choy, 2014) anywhere in the world (Meho, 

2006). Another advantage is that as all the questionnaires were answered online and 

anonymously, the pressure of a possible judgment felt by the respondents in relation to 

their opinions is reduced, which promotes greater freedom and confidence for the 

respondents to answer truthfully, resulting in a study that is more faithful to the reality 

of the market (Vissak, 2010).  

The questionnaire prepared for data collection contains three main sections. The first 

focuses on international consumers’ subjective knowledge of wine, on their opinions on 

the attributes they consider important when deciding to buy a wine, and on their 

perception of wine produced in Portugal. The second part of the survey centres on 

Figure 2 Proposed Conceptual Model 
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consumers’ intention and willingness to pay for Portuguese wine. The last section covers 

demographics, such as age, gender, nationality, country of residence and income.  

The questionnaire used scales found in previous studies dealing with consumer 

behaviour and the wine market, with some adaptations (see Table 1). Using scales based 

on scientific literature made the questionnaire more succinct, direct, and quicker to 

answer, as well as promoting greater effectiveness and efficiency in testing the proposed 

model (Okoli & Pawlowski, 2004). Most of the questions used a five-point Likert scale, 

since this scale “allows researchers to collect quantitative estimates of subjective traits, 

producing numerical data that can be summarized” (South et al., 2022, p. 43).  

 

Table 1 Constructs and Measurement Items 

Constructs  Source Measurement Adaptations 

Importance of wine attributes (WA) 

Rate the importance given to each attribute of the wine: 

WA_LB1 

Viot (2012) 

Shape and design of bottle/label Shape and design of bottle/label 

WA_LB2 
Information on the label and back-

label  

Information on the label and back-label  

WA_COO Country of Origin  Country of Origin 

WA_RW1 AOC DOC / DOP 

WA_RW2 Region of production (terroir) Region of production (terroir) 

WA_GV Grape variety Grape variety 

WA_P Price Price 

Subjective Wine Knowledge (SWK) 

SWK_1 Sellers-

Rubio & 

Gonzalez 

(2016) 

In a five-point scale, how would you 

describe your level of knowledge 

about wine culture? 

In a five-point scale, how would you 

describe your level of knowledge about 

wine culture? 

SWK_2 

In a five-point scale, how would you 

describe your level of knowledge about 

Portuguese wine culture? 

Subjective Knowledge of Portuguese Wine (SKPW) 

SKPW_1 

Pucci et al. 

(2016) 

I am familiar with Italian wines. I am familiar with Portuguese wines. 

SKPW_2 
I like to read content about Italian 

wines. 

I like to read content about Portuguese 

wines. 

SKPW_3 
I can distinguish among different 

wine regions of Italy. 

I can distinguish among different wine 

regions of Portugal. 
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Third-Party Opinion (TPOP) 

Rate the importance given to each attribute of the wine: 

TPOP_1 

Viot (2012) 

Opinion of the press Opinion of the press 

TPOP_2 Experts’ opinion (Parker. R, 

Hachette, …) 

Experts’ opinion (Parker. R, Hachette, 

…) 

TPOP_3 Recommendations from friends or 

co-workers 

Other people’s referrals (friends and 

colleagues) 

Perceived Quality (PQ) 

PQ_1 

Costa et al. 

(2021) 

Well known and highly reputed. Portuguese wines are well known and 

highly reputed. 

PQ_2 Highly appreciated in foreign 

markets. 

Portuguese wines are highly appreciated 

in foreign markets. 

PQ_3 That received prizes and highly 

favorable reviews from wine critics. 

Portuguese wines have received awards 

and very favourable reviews from wine 

critics. 

PQ_4 Of exceptional quality. Portuguese wines are having an 

exceptional quality. 

PQ_5 Whose quality varies widely across 

harvest years, depending on climate 

conditions and grape quality. 

Portuguese wines’ quality varies widely 

across harvest years, depending on 

climate conditions and grape quality. 

Quality image of Portugal (QIP) 

QIP_1 

Pucci et al. 

(2017) 

Tradition/Culture Tradition/Culture 

QIP_2 Elegance Elegance 

QIP_3 High Quality High Quality 

QIP_4 Exclusivity Exclusivity 

QIP_5 Age Age 

QIP_6 Trendy Trendy 

QIP_7 Expensive Expensive 

QIP_8 Local grape variety Local grape variety 

Purchase Intention (PI) 

PI_1 

Toni et al. 

(2022) 

I will buy larger quantities of wines 

in the coming months. 

I will buy larger quantities of 

Portuguese wines in the coming 

months. 

PI_2 

I will consider wine as my first 

purchase option concerning other 

categories of beverages. 

I will consider Portuguese wine as my 

first purchase option concerning other 

categories of beverages. 

PI_3 
I intend to increase the volume of 

wine consumption. 

I intend to increase the volume of 

Portuguese wine consumption. 
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PI_4 

I will encourage friends, neighbours 

and/or relatives to buy and consume 

wine. 

I will encourage friends, neighbours 

and/or relatives to buy and consume 

Portuguese wine. 

Willingness to Pay (WTP) 

WTP_1 Sellers-

Rubio & 

Nicolau-

Gonzalbez 

(2016) 

How much you are willing to pay for 

a higher price?  

How much do you usually pay for a 

bottle of wine? 

WTP_2 

Would you be willing to pay an extra 

charge for wine? 

Would you be willing to pay an extra 

charge for a Portuguese wine? 

 

A pre-test was carried out with seven consumers to detect potential problems with 

the length, clarity, and adequacy of the survey. Based on the respondents’ feedback, some 

changes were introduced, namely clarifying some questions, and eliminating some 

redundancies.  

The study has three restrictions regarding the respondents. The first was age, as only 

consumers with the legal age to drink should answer the survey. 18 was the minimum 

age for drinking alcoholic beverages in most countries. The second restriction was 

nationality. Since the aim is to study foreign consumers, this questionnaire was addressed 

exclusively to non-Portuguese wine consumers. As the survey is aimed at international 

consumers, the questionnaire was translated into six different languages, namely 

Portuguese (for citizens of CPLP - Comunidade dos Países de Língua Portuguesa - countries, 

except Portuguese), English, French, Italian, Spanish, and German, to overcome the 

language barrier and broaden the range of respondents. All versions were validated by 

native speakers of each language, to avoid translation errors and misinterpretations. The 

last restriction was related to familiarity and interest in this product, since individuals who 

have never had contact with wine are unable to form an opinion. 

The survey was distributed in different ways: (1) the researcher’s social media and by 

email to foreign friends, who in turn also circulated it to their friends, family, and 

acquaintances; (2) in an event of World Youth Day 2023 in the city of Porto; (3) with QR 

Codes for the questionnaire, which were distributed to tourist on the streets of Porto. 

The survey was available online from July 25, 2023, to August 15, 2023.  

365 responses were collected, considering all the different language versions of the 

questionnaire. 11 responses were eliminated as respondents stated that they were not at 

all familiar with wine. The final sample is 354 answers, well above the indications of 
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Tabachnick and Fidell (2007) that refer that the number of respondents is good when N 

> 50 + 8m (where “m” is the number of explanatory variables), which would be 106 

respondents in this study. 

 

Table 2 Demographic profile of the sample 

Demographic variables  

N = 354 

Total 

Frequency (N) Percentage (%) 

Nationality   

Brazilian 134 37,9% 

Italian  47 13,3% 

French 42 11,9% 

Spanish  30 8,5% 

German 26 7,3% 

Ukrainian  11 3,1% 

Venezuelan 11 3,1% 

Swiss 8 2,3% 

North American 8 2,3% 

Angolan 6 1,7% 

Canadian 6 1,7% 

Polish  5 1,4% 

Belgian 3 0,8% 

English  3 0,8% 

Mozambican 3 0,8% 

Peruvian 3 0,8% 

Hungarian  2 0,6% 

Croatian 2 0,6% 

Turkish 1 0,3% 

Irish  1 0,3% 

Argentinian    1 0,3% 

Country of Residence   

Brazil 99 28,0% 

Italy 53 15,0% 

France 43 12,1% 
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Portugal 39 11,0% 

Germany 34 9,6% 

Spain 32 9,0% 

Venezuela 10 2,8% 

Switzerland 8 2,3% 

Canada 5 1,4% 

United States of America 5 1,4% 

Angola 4 1,1% 

Belgium 3 0,8% 

Mozambique 3 0,8% 

United Kingdom 3 0,8% 

Ukraine 2 0,6% 

Argentina 2 0,6% 

Croatia 2 0,6% 

Hungary 2 0,6% 

Peru 2 0,6% 

Irland 1 0,3% 

Poland 1 0,3% 

Finland 1 0,3% 

Gender   

Male 164 46,3% 

Female 189 53,4% 

I prefer not to say 1 0,3% 

Age   

18 – 29 45 12,7% 

30 – 40  78 22,0% 

41 – 50  74 20,9% 

51 – 60  97 27,4% 

61 or older 60 16,9% 

Income   

Finding it very difficult on present income. 1 0,3% 

Finding it difficult on present income. 15 4,2% 

Living reasonably on present income. 193 54,5% 
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Living comfortably on present income. 140 39,5% 

I prefer not to say. 5 1,4% 

 

As Table 2 reveals, the nationality and the country of residence that stand out for 

their significant number of responses are the Brazilian nation and Brazil, representing 

around 40% and 28%, respectively. The nationalities with the second highest percentage 

are French and Italian, with approximately 12% of the sample. Regarding the rest, no 

other nationality reached 9% representation in the sample. In addition to this 

information, Table 2 also shows a predominance of women (53%). The age group with 

the highest number of respondents was between 51 and 60 and the lowest was 18-29 

years old. Finally, as for the respondents’ income, the majority of the sample live 

reasonably (around 55%) or comfortably (40%) on their current income. 

 

3.3. Data Analysis 

As analysis techniques and methods for the study, we initially started by assessing the 

internal consistency between the constructs and their measurement and, in order to do 

so, we used the Cronbach’s Alpha test. This is a statistical test that determines whether 

the indicators used to measure the constructs, when combined with each other, result in 

a good measurement for that same variable (Tavakol & Dennick, 2011). According to 

this test, the alpha coefficient is expressed as any value between 0 and 1, and the higher 

this coefficient (i.e., the closer to 1), the greater the reliability. However, to prove that 

there is a good degree of reliability, the alpha coefficient must be greater than 0,700, and 

in certain cases if the alpha is 0,600, internal consistency is considered reasonable (Hair 

et al., 2022). 

With the aim of obtaining the value of the dependent variables Purchase Intention 

(PI) and Willingness to Pay (WTP), we performed an average of the answers to the 

questions relating to these variables, i.e., the value of the PI variable is given by the 

average of questions PI_1, PI_2, PI_3 and PI_4 and the value of the WTP variable is 

obtained by the average of questions WTP_1 and WTP_2  (as shown in Table 6, 

Appendix). While for the independent variables (including each of the wine attributes 

considered, subjective wine knowledge, subjective knowledge of Portuguese wine, third-

party opinion, perceived quality, and quality image of Portugal), we included the question 

posed in the questionnaire to evaluate each one of the variables. 
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In order to actually test them and if there is any sort of relationship we used the Chi-

squared test. It is a statistical method used to determine if there is a significant association 

between two categorical variables. It compares observed with expected data to assess 

whether any differences between them are due to chance or if there is a genuine 

relationship between them. As it is often used in hypothesis testing to determine if there’s 

a statistically significant relationship between categorical variables, it is the type of 

methodology we decided to use in this dissertation (Maroco, 2007). Thus, the following 

generic hypotheses were considered for this type of test: 

H0 - Null hypothesis, meaning the variables are independent 

H1 – Alternative hypothesis, meaning the variables are dependent 

To interpret the Chi-Square test, the value that must be analysed is the p-value < α 

(Goodman et al., 2019) (assuming α (test significance level) of 0,05), if p-value < 0,05, 

then the model is significant, that is, the independent variable has significant effects on 

the dependent variable. Otherwise, if p-value > 0,05 the model is not globally significant. 

SPSS (Statistical Package for the Social Science) software was used to process the 

data and carry out these statistical tests, considering all the versions of the questionnaire 

released. 
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4. Results and Discussion 

The main objectives of the following chapter are (1) to reveal the results to the validity 

and reliability test; (2) expose the responses to hypothesis tests and interpret them, to 

understand which of the hypotheses were statistically confirmed or rejected; (3) compare 

the study conclusions with those from the literature review; (4) present possible reasons 

that explain unexpected results. 

 

4.1. Validity and reliability  

As mentioned, a Cronbach’s Alpha test was used to test their internal consistency. In 

this study, most of the constructs have an alpha coefficient of over 0,700 (as shown in 

Table 6, Appendix), which demonstrates the good reliability of the instruments, except 

for the WTP_Mean construct, which has an alpha coefficient of 0,507.  

 

4.2. Hypothesis Test  

To test the hypotheses, the study was divided into two parts. The first part focused 

on the dependent variable Purchase Intention and the second on the dependent variable 

Willingness to Pay. A Chi-squared test was then used to test the hypotheses for all the 

independent variables listed above. 

 

4.2.1. Purchase Intention as dependent variable 

In the first phase, as mentioned, it was analysed the relationship between the 

independent variables (wine attributes - labelling, country of origin, region wine, grape 

variety, and price; consumers’ subjective knowledge of wine culture in general and 

Portuguese wine culture; third-party opinion; perceived quality; and the quality image of 

Portugal as a producer) and the Portuguese wine purchase intention (PI) variable, which 

means that the hypotheses H1, H3, H5, H7 and H9 and their respective sub-hypotheses 

were tested. 

 

Table 3 Hypothesis testing – Model 1 

Constructs Items Significance Level (p-

value) 

Hypothesis Conclusion  

Wine Attributes  
WA_LB1 <,001 Reject H0 

H1.1 is supported 
WA_LB2 <,001 Reject H0 
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WA_COO <,001 Reject H0 H1.2 is supported 

WA_RW1 <,001 Reject H0 
H1.3 is supported 

WA_RW2 <,001 Reject H0 

WA_GV <,001 Reject H0 H1.4 is supported 

WA_P <,001 Reject H0 H1.5 is supported 

Subjective Wine 

Knowledge  

SWK_1 <,001 Reject H0 
H3.1 is supported 

SWK_2 <,001 Reject H0 

Subjective Knowledge 

of Portuguese Wine  

SKPW_1 <,001 Reject H0 

H3.2 is supported SKPW_2 <,001 Reject H0 

SKPW_3 <,001 Reject H0 

Third-Party Opinion 

TPOP_1 <,001 Reject H0 

H5 is supported TPOP_2 <,001 Reject H0 

TPOP_3 <,001 Reject H0 

Perceived Quality 

PQ_1 <,001 Reject H0 

H7 is supported 

PQ_2 <,001 Reject H0 

PQ_3 <,001 Reject H0 

PQ_4 <,001 Reject H0 

PQ_5 <,001 Reject H0 

Quality Image of 

Portugal  

QIP_1 <,001 Reject H0 

H9 is supported 

QIP_2 <,001 Reject H0 

QIP_3 <,001 Reject H0 

QIP_4 <,001 Reject H0 

QIP_5 <,001 Reject H0 

QIP_6 <,001 Reject H0 

QIP_7 <,001 Reject H0 

QIP_8 <,001 Reject H0 

 

Table 3 allows us to conclude that all the hypotheses and sub-hypotheses studied 

were confirmed, since they all have a p-value < 0,05, which means that H0 for each of 

the variables was rejected. In this case, we can also conclude that H1 and H3 were 

supported, since all their sub-hypotheses were supported. Thus, the results of this study 

suggest that all wine attributes, such as: labelling, country of origin, region of wine, grape 

variety and price are influential factors in the intention to purchase Portuguese wine for 

international consumers, which is in line with the conclusions reached by authors of 

previous studies (Olshavsky, 1985; Botonaki & Tsakiridou, 2004; Aqueveque, 2008; 

Erraach et al., 2014; Yang & Paladino, 2015; Muñoz et al., 2019; Sheth, 2021; Cassago et 

al., 2021; Gonzaga et al., 2021). In this way, it can be concluded that Portuguese wine 
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companies, when deciding how to present their product and/or brand to the market, 

should consider this set of attributes more carefully, as these factors will contribute to a 

greater or lesser purchase intention, thus compromising the sale or not of the product. 

Furthermore, sub-hypotheses H3.1 and H3.2, when supported, suggest that greater 

subjective knowledge about both general wine culture and Portuguese wine culture has 

an impact on the purchase intention of the consumers analysed for Portuguese wine. 

Given that the sample of data collected showed that respondents have a relatively low 

general subjective knowledge of wine and Portuguese wine culture (revealing an average 

value of 2,5 and 2,4, respectively, on a Likert scale of 1-5), it is considered important that 

Portuguese wine companies find promotional strategies to become better known, such 

as participation in internationally known wine fairs. According to Razak et al. (2018), this 

type of strategy is not often used by small and medium-sized companies, as it requires 

some capital that these companies don’t have, which is the case for many Portuguese 

companies (Oliveira et al., 2019). Therefore, a strategy that can and has already been 

implemented by some Portuguese wine companies, such as the Douro Boys, is the 

creation of alliances, where it is possible to share the costs of marketing and promoting 

the brand, such as participating in these international events in a competitive way and 

thus make their existence known to the market and/or improve their market image 

(Rebelo & Muhr, 2012). 

Finally, the other factors that influence purchase intention, according to the model 

studied, are: positive opinion and recommendations from third parties (i.e. the press, 

experts, friends and family), perceived quality and the image of Portugal as a wine-

producing country, which are conclusions supported by the literature review (Shapiro, 

1983; Rebelo & Caldas, 2013; Ferro & Amaro, 2018; Sheth, 2021). 

 
 

4.2.2. Willingness to Pay as dependent variable 

Regarding this second part, it was analysed the relationship between the independent 

variables and the willingness to pay (WTP) variable, meaning that the hypotheses H2, 

H4, H6, H8 and H10 were tested, as well as their sub-hypotheses. 

 

 



36 
 

Table 4 Hypothesis testing – WTP 

Constructs Items Significance Level 

(p-value) 

Hypothesis Conclusion 

Wine Attributes  

WA_LB1 <,001 Reject H0 
H2.1 is supported 

WA_LB2 <,001 Reject H0 

WA_COO ,283 Support H0 H2.2 is rejected 

WA_RW1 ,357 Support H0 H2.3 is partially 

supported WA_RW2 ,028 Reject H0 

WA_GV ,011 Reject H0 H2.4 is supported 

WA_P ,067 Support H0 H2.5 is rejected 

Subjective Wine 

Knowledge  

SWK_1 ,157 Support H0 
H4.1 is rejected 

SWK_2 ,129 Support H0 

Subjective 

Knowledge of 

Portuguese Wine  

SKPW_1 <,001 Reject H0 

H4.2 is rejected SKPW_2 <,001 Reject H0 

SKPW_3 <,001 Reject H0 

Third-Party 

Opinion 

TPOP_1 ,010 Reject H0 
H6 is partially 

supported 
TPOP_2 ,153 Support H0 

TPOP_3 ,301 Support H0 

Perceived Quality 

PQ_1 ,095 Support H0 

H8 is partially 

supported 

PQ_2 <,001 Reject H0 

PQ_3 <,001 Reject H0 

PQ_4 <,001 Reject H0 

PQ_5 ,008 Reject H0 

Quality Image of 

Portugal  

QIP_1 <,001 Reject H0 

H10 is supported 

QIP_2 ,001 Reject H0 

QIP_3 <,001 Reject H0 

QIP_4 <,001 Reject H0 

QIP_5 <,001 Reject H0 

QIP_6 ,007 Reject H0 

QIP_7 ,001 Reject H0 

QIP_8 <,001 Reject H0 

 

Table 4 shows that for the dependent variable WTP there are some hypotheses and 

sub-hypotheses that were rejected. According to the Chi-squared test, hypothesis H2 was 

partially supported. To this end, it was found that its sub-hypotheses H2.2 and H2.5 were 

rejected, H2.3 was only partially accepted and H2.1 and H2.4 were fully supported, since 

the variables for the latter recorded p-values of less than 0,05, demonstrating that they 
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are statistically significant for WTP. The data makes it possible to conclude that wine 

attributes have a partial influence on WTP, since only the label and the grape variety were 

found to influence the willingness of international consumers to pay for a Portuguese 

wine. On the other hand, the rest of the results do not show any impact on WTP, which 

is not in line with the literature review. Regarding the non-influence of the country of 

origin and the partial impact of the region of wine on willingness to pay, these can be 

explained by the fact that the sample revealed relatively low subjective knowledge, which 

according to Trindade-Carlos et al. (2019) and Giacomarra et al. (2020) influences the 

importance given to these attributes, i.e., individuals with more subjective knowledge give 

more importance to these factors during their decision-making. 

Likewise, H4, H6 and H8 were also only partially supported, as one of their sub-

hypotheses was rejected (H4.1) and the other supported (H4.2). The conclusions drawn 

from this data are that subjective knowledge of wine does not have a total impact on 

willingness to pay, with subjective knowledge of Portuguese wine being the component 

that contributes most to this factor having some effect on willingness to pay. This result, 

although unlikely, is not completely inconceivable, as the fact that a consumer becomes 

aware of an aspect of general wine culture (thus increasing their subjective knowledge), 

for example, discovering that there is a red wine grape variety called Merlot, in no way 

contribute to increasing your willingness to pay for Portuguese wine. However, if they 

increase their subjective knowledge about Portuguese wine culture, such as knowing that 

the oldest demarcated region in the world is the Douro Demarcated Region, this could 

make the consumer willing to pay more for a Portuguese wine, mainly a wine from this 

region. However, it is important to highlight that such justification is just an assumption 

that could explain these results obtained, since all the studies we found on this topic show 

that subjective knowledge effectively influences the willingness to pay .On the other 

hand, according to Table 4, H6 is partially supported as the respondents’ responses reveal 

that only the press’s opinion is relevant to their willingness to pay, which may explain 

why the sample has relatively low subjective knowledge about wine. As these consumers 

do not consider themselves very knowledgeable in wine, it is likely that many of them do 

not know or are actively aware of the opinions and recommendations of wine experts 

and, therefore, it has no effect on the decision to pay for a Portuguese wine. On the other 

hand, in relation to advice from family and friends, the model reveals that these opinions 

arouse some interest in the consumer and, therefore, this has an impact on purchase 
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intention, but the same opinion is not so influential to the point that the individual is 

willing to pay for Portuguese wine. 

Finally, we can state that H10 was supported, as its p-value resulted in a value lower 

than 0,05, which indicates that there is statistically sufficient evidence to reject the null 

hypothesis and support H10. These values reveal that the variable image quality of 

Portugal as a wine producing country has an impact on WTP_Mean, as demonstrated by 

studies by Rebelo and Caldas (2013). 

Lastly, to summarize the results of the hypothesis testing, Table 7 (Appendix) 

describes the hypotheses and sub-hypotheses of the proposed theoretical model and 

reports their outcome, i.e., whether they were supported or not. 
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5. Conclusion 

It was noticed that Portugal is a relatively well-known wine-producing country on the 

international market, largely due to its history and tradition in wine production. Despite 

that, Portuguese companies were not able to create a strong enough image (unlike their 

direct competitors, such as France and Italy - countries in the Old World of Wine), which 

is reflected in the number of sales and the price that international consumers are willing 

to pay for a bottle of their wine. Because of that, we set out to understand what 

international consumers are looking for in a quality wine, in order to help Portuguese 

companies to sell their product abroad. This study aims to investigate the main factors 

that influence the purchase intention and willingness to pay for Portuguese wine by 

international consumers.  

This chapter is composed of three parts: (1) presentation of the main conclusions (2) 

contribution of the study to literature and business management; (3) study limitations 

and improvements for future research. 

  

5.1. Main Conclusions 

As previously mentioned, the model created for this study is based on previous 

research, bringing together all the constructs and their relationships in a single model. To 

carry out this study, a questionnaire was created which received 354 responses and the 

data was processed and analysed using SPSS software, applying the Chi-squared test to 

test the hypothesis. In addition, the data was also subjected to statistical tests to assess its 

validity and reliability. 

In the first part we analysed the relationship between the independent variables (wine 

attributes - labelling, country of origin, region of wine, grape variety, and price; 

consumers’ subjective knowledge of wine culture in general and Portuguese wine culture; 

third-party opinion; perceived quality image; and the quality image of Portugal as a 

producer) and the Portuguese wine purchase intention variable. Relating to this variable, 

all hypothesis (H1, H3, H5, H7 and H9) were supported, meaning that all the factors 

above affect the wine purchase intention.  

For the second part, the same variables were used, but now related to willingness to 

pay for a Portuguese wine. Here, the hypothesis H2.1 – labelling, H2.4 – grape variety 

and H10 – quality image of Portugal as a producer were supported, which means these 

factors affect the willingness to pay. As for hypothesis H2.3 – region of wine, H6 – third-
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party opinions and H8 – perceived quality of wine, these were only partially supported 

and hypothesis H2.2 – country of origin, H2.5 – price and H4 – subjective wine 

knowledge were completely rejected. 

In conclusion, this study has helped to corroborate the idea that Portuguese wine 

does not yet have a well-established and positive market positioning and image in the 

minds of international consumers. Although we noticed that foreigners are willing to buy 

Portuguese wine, they are not willing to pay a higher price when compared to a French 

or Italian wine. In addition, the results also showed that there is still a long way to go for 

Portuguese wine producers. However, by implementing the right measures, Portuguese 

wine companies will have the opportunity to change and improve the image of Portugal 

and its wines on international markets. 

 

5.2. Contributions to management and literature 

This study is believed to be a good contribution to both literature and management. 

Regarding the literature, as mentioned above, there are several studies that deal with the 

area of wine, from the initial production phase to the moment the consumer buys the 

bottle. In addition to studying the market, there is a wide range of research that has 

focused on the Portuguese market (both on the supply and demand side), and others that 

have focused on international producers and consumers, but there are not many in-depth 

studies that combine these two aspects. We therefore believe that this research into the 

internationalization of Portuguese wine, with an emphasis on the perspective of the 

international consumer, will help to fill this gap in the literature and, consequently, help 

to diversify knowledge about this market. 

Concerning the managerial contribution is believed that the results of the study will 

help managers of Portuguese companies with the mapping and re-structuring of 

strategies applied to the international marketing of Portuguese wine. As the research 

studies the factors that influence the purchase intention and willingness to pay of 

international consumers for Portuguese wine, companies can use it to analyse whether 

the strategies they are using, are in line with what consumers are looking for and, if they 

are not, they can adapt them. For example, the study shows that international consumers 

consider the opinion of third parties (experts, friends, and family) to be an important 

factor in their intention to purchase Portuguese wine. This means that the manager of a 

Portuguese company should devise strategies which, on the one hand, get wine experts 
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and influencers to try their products and share their opinions with their followers. On 

the other hand, for the company to reach the friends and family of these consumers, it 

can implement strategies such as selling its wines in restaurants that are frequented by 

tourists. In this way, these foreign consumers can taste them and then spread the word 

about their experiences in their home country. 

Thus, through a more in-depth analysis of the factors that influence international 

consumers to buy more and be willing to pay more for Portuguese wine, company 

managers can have a more realistic view of which attributes and marketing strategies 

make sense to invest in to create a stronger image for Portuguese wine on the 

international market. 

 

5.3. Limitations and Future research 

As with all academic studies, this research has some limitations, however they can be 

resolved with improvements in future researches. The sample obtained in this research 

was mostly made up of respondents who did not know much about wine, especially 

Portuguese wine - which means that the results were very “neutral”, i.e., in most of the 

questions, the respondents chose to answer 3, on a Likert scale of 1 to 5. Obviously, this 

was not the desirable result, so our recommendation is to continue this interesting topic 

encompassing a wider sample of people with a higher proportion of consumers more 

knowledgeable about wine. Furthermore, another limitation of the sample is its 

concentration in a single country, i.e., even though this is a study of international 

consumers, and that any nationality can respond, the sample is heavily based on Brazilian 

consumers (around 38%). The second most responded-to nationality was Italian, but the 

percentage of Italians is much lower than the nationality with the most responses (13%), 

hence our previous recommendation. 

Future studies may also explore moderation effects, such as the moderation effect of 

“Perceived Quality” between wine attributes and third-party opinion and purchase 

intention and willingness to pay. Moreover, it is also possible to use control variables 

(demographic variables), to analyse whether there are differences in the impacts on the 

dependent variables. For example, whether being male or female (gender) influences 

willingness to pay more for a Portuguese wine, or whether age influences purchase 

intention. 
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7. Appendix 

7.1. Questionnaire 

 

My name is Marta Ribeiro and I am a student of the Master in Management at FEP 

- School of Economics and Management of the University of Porto.  

This survey is part of my Master dissertation that focuses on the perception of 

international consumers about Portuguese wine. The study will help to understand the 

current image of Portuguese wine and how to improve it internationally. 

The questionnaire takes about approximately 5 minutes to answer. There are no right or 

wrong answers; please give your sincere opinion. 

The survey is anonymous and confidential, and the information collected will be used 

only for the purpose of this research.   

If you are interested in receiving the results of the study, please provide your email at 

the end of the form. 

Your answer is crucial to the development of this investigation. Thank you for your 

collaboration! 

 

Table 5 Questionnaire “International consumers’ perception of Portuguese wine” 

Section Question Answer 

Wine Interest  
Are you a person who appreciate wine and/or 

interested in this product? 

- Yes 

- No 

Subjective Wine 

Knowledge 

(Sellers-Rubio & 

Nicolau-Gonzalbez, 

2016) 

How would you describe your level of 

knowledge about wine culture? 

Please rate your level of 

agreement with the question 

on a scale from 1 (I am a 

beginner) to 5 (I am an 

expert). 

How would you describe your level of 

knowledge about Portuguese wine culture? 

Subjective 

Knowledge of 

Portuguese Wine 

Culture 

(Pucci et al., 2016) 

I am familiar with Portuguese wines. Classify, on a scale of 1 (Not 

agree) to 5 (The highest 

agreement), your level of 

agreement for each of the 

following statements. 

I like to read content about Portuguese wines. 

I can distinguish among different wine regions 

of Portugal. 

Importance of 

Attributes 

Grape variety Please rate the degree of 

importance of each attribute Price 
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(Viot, 2012) Medals/ awards below when buying a wine, 

on a scale from 1 (Not 

important) to 5 (Very 

important). 

Designation of Controlled Origin (DOC)/ 

Protected Designation of Origin (DOP) 

Country of origin 

Region of production (terroir) 

Shape and design of bottle/label 

Information on the label and back-label 

Opinion of the press 

Experts’ opinion (Parker. R, Hachette) 

Other people’s referrals (friends or colleagues) 

Product Image of 

Country of Origin 

(Pucci et al, 2017) 

Tradition/Culture 

Classify, on a scale of 1 

(Strongly Disagree) to 5 

(Strongly Agree), to what 

extent would you associate 

the following attributes with 

Portuguese wine. 

Elegance 

High Quality 

Exclusivity 

Age 

Trendy 

Expensive 

Local grape variety 

Perceived Quality 

(Costa et al., 2021) 

Portuguese wines are well known and highly 

reputed. 

Regarding the quality of 

Portuguese wine, classify, on 

a scale of 1 (Not at all 

associated) to 5 (Very much 

associated), your level of 

agreement for each of the 

following statements. 

Portuguese wines are highly appreciated in 

foreign markets. 

Portuguese wines have received awards and 

very favorable reviews from wine critics. 

Portuguese wines are having an exceptional 

quality. 

Portuguese wines’ quality varies widely across 

harvest years, depending on climate conditions 

and grape quality. 

Purchase Intention 

(Toni et al., 2022) 

 

I will buy larger quantities of Portuguese wines 

in the coming months. 
Please rate, on a scale of 1 

(Strongly Disagree) to 5 

(Strongly Agree), your level 

of agreement regarding your 

I will consider Portuguese wine as my first 

purchase option concerning other categories of 

beverages. 
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I intend to increase the volume of Portuguese 

wine consumption. 

intention to purchase 

Portuguese wines. 

I will encourage friends, neighbours and/or 

relatives to buy and consume Portuguese wine. 

Willingness to Pay 

(Sellers-Rubio & 

Nicolau-Gonzalbez, 

2016) 

How much do you usually pay for a bottle of 

wine? 

- Less than 3 euros 

- Between 3 and 5 euros 

- Between 5 and 7 euros 

- Between 7 and 10 euros 

- More than 10 euros 

Would you be willing to pay an extra charge for 

a Portuguese wine? 

- Yes, less than 10% 

- Yes, between 10 and 20% 

- Yes, between 20 and 30% 

- Yes, more than 30% 

- No 

Demographic  

Questions 

(Visalli et al., 2023) 

What is your nationality? Short answer  

What is your country of residence? Short answer 

Gender 

- Male 

- Female 

- Other  

- I prefer not to say 

Age 

- 18–29 

- 30–40 

- 41–50 

- 51–60  

- 61 to order 

How would you characterize your income? 

-Living comfortably on 

present income 

- Coping on present income 

- Finding it difficult on 

present income 

- Finding it very difficult on 

present income 

- I prefer not to answer 
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Table 6 Descriptive Statistics and Cronbach’s alpha values 

Constructs  Mean Standard 

Deviation 

Cronbach’s alfa 

WA 3,405 0,810 0,833 

 WA_LB1 3,04 1,133 

WA_LB2 3,54 1,004 

WA_COO 3,79 1,147 

WA_RW1 3,46 1,207 

WA_RW2 3,60 1,167 

WA_GV 3,13 1,246 

WA_P 3,27 1,109 

SWK 2,53 0,967 0,832 

SWK_1 2,74 1,073 

SWK_2 2,32 1,016 

SKPW 2,43 0,973 0,843 

SKPW_1 2,49 1,046 

SKPW_2 2,54 1,164 

SKPW_3 2,26 1,131 

TPOP 3,39 1,045 0,852 

TPOP_1 2,83 1,183 

TPOP_2 3,41 1,301 

TPOP_3 3,94 1,076 

PQ 3,36 0,916 0,902 

PQ_1 3,49 1,127 

PQ_2 3,41 1,118 

PQ_3 3,22 1,016 

PQ_4 3,41 1,077 

PQ_5 3,28 1,061 

QIP 3,18 0,829 0,913 

QIP_1 3,79 1,020 

QIP_2 3,28 1,006 

QIP_3 3,62 1,012 

QIP_4 3,16 1,045 

QIP_5 3,42 1,141 

QIP_6 2,58 1,188 
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QIP_7 2,35 0,911 

QIP_8 3,27 1,072 

PI 3,16 1,011 0,909 

PI_1 3,12 1,184 

PI_2 2,95 1,164 

PI_3 3,17 1,084 

PI_4 3,40 1,130 

WTP 2,89 0,774 0,507 

WTP_1 3,05 0,861 

WTP_2 2,73 1,024 

 

Table 7 Summary of hypothesis testing 

Hypothesis 

No. 

Hypothesis It was 

supported? 

H1 The value that international consumers give to wine attributes 

has a positive and significant influence on their purchase 

intention of wine Portuguese. 

No 

H1.1 The importance of label design and information has a positive 

and significant influence on the purchase intention of 

Portuguese wine. 

No 

H1.2 The weight given to the country of origin when choosing a 

wine has a positive and significant influence on the purchase 

intention of Portuguese wine. 

No 

H1.3 The importance of wine regions, such as DOC or DOP, has 

a positive and significant impact on the purchase intention of 

Portuguese wine. 

No 

H1.4 The value that international consumers give to grape variety 

has a positive and significant influence on the purchase 

intention of Portuguese wine. 

No 

H1.5 The importance of price has a positive and significant impact 

on the purchase intention of Portuguese wine.   

No 

H2 The value that international consumers give to wine attributes 

has a positive and significant influence on willingness to pay 

of wine Portuguese. 

Partially 
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H2.1 The importance of label design and information has a positive 

and significant influence on the willingness to pay of 

Portuguese wine. 

Yes 

H2.2 The weight given to the country of origin when choosing a 

wine has a positive and significant influence on the 

willingness to pay of Portuguese wines. 

No 

H2.3 The importance of wine regions, such as DOC or DOP, has 

a positive and significant impact on the willingness to pay of 

Portuguese wines. 

No 

H2.4 The value that international consumers give to grape variety 

has a positive and significant influence on the willingness to 

pay of Portuguese wines. 

No 

H2.5 The importance of price has a positive and significant impact 

on the willingness to pay of Portuguese wines.   

Yes 

H3 A higher wine subjective knowledge affects positively on the 

purchase intention of Portuguese wines.   

Partially 

H3.1 A higher subjective knowledge about wine in general impacts 

positively on the purchase intention of Portuguese wines. 

No 

H3.2 A higher subjective knowledge about Portuguese wines 

impacts positively on the purchase intention of this product. 

Yes 

H4 A higher wine subjective knowledge affects positively on 

willingness to pay of Portuguese wines.   

No 

H4.1 A higher subjective knowledge about wine in general impacts 

positively on willingness to pay of Portuguese wines. 

No 

H4.2 A higher subjective knowledge about Portuguese wines 

impacts positively on willingness to pay of this product. 

No 

H5 Positive reviews or recommendations from third parties 

(experts, family, friends, and acquaintances) have a greater 

impact on purchase intentions of Portuguese wines. 

Yes 

H6 Positive reviews or recommendations from third parties 

(experts, family, friends, and acquaintances) have a greater 

impact on willingness to pay of Portuguese wines.  

No 

H7 The higher the quality image perceived by the consumer, the 

higher the purchasing intention of Portuguese wines. 

Yes 
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H8 The higher the quality image perceived by the consumer, the 

higher the willingness to pay of Portuguese wines. 

Yes 

H9 The better the consumer’s perceived quality image of 

Portugal as a wine producer has a significant impact on the 

purchase intention of Portuguese wines. 

Yes 

H10 The better the consumer’s perceived quality image of 

Portugal as a wine producer has a significant impact on the 

willingness to pay of Portuguese wines. 

Yes 

 


