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Abstract: This study examines the importance of wine characteristics when choosing wine, such
as the shape and colour of the bottle, type of wine cork, information on the wine label, price and
ethnocentrism. Three research questions were proposed in this paper. A quantitative online survey
in the form of 458 participants was carried out in Slovenia. Participants were asked questions
relating to their wine consumption behaviour. The results of this study show the Spearman’s
correlation coefficient between ethnocentrism and country-of-origin importance. These findings
benefit winemakers who want to improve their wine sales and learn what characteristics of the wine
label are significant.

Keywords: buying and selling wine; wine consumer; wine market; wine label; communication

1. Introduction

Wine, as an experiential and hedonic product, is commonly associated with personal
enjoyment, relaxation, socialisation and hospitality [1]. As wine continues to play an im-
portant part in people’s lifestyles, an increased interest in visiting the places of production
has been witnessed, resulting in a rapid growth in the popularity of wine regions around
the world [2]. All this influences the consumption of wine, and because of that, a lot of
studies in this field have been carried out; however, fewer studies have been conducted
in Slovenia. A quantitative survey was made to understand the Slovenian wine-buying
behaviour phenomenon better. Data were collected through a survey questionnaire, where
participants were asked which characteristics are important when they are deciding what
kind of wine to purchase.

Little research has been conducted on the Slovenian wine market. The reason may lay
in the fact that it is a young field of research that scientists are just recognising as important
for the development of wine culture and marketing. Only a few previous research studies
have been identified that applied the CETSCALE in Slovenia. The research that has been
carried out, for example, was a study about the influence of consumer regiocentrism on
the perceived value of wine [3] and a study about the dimensions of the perceived value
for wine from the perspective of Slovenian wine consumers [4]. Bizjak et al. [3,4], in their
two studies, found out that the perceived value of wine consists of three dimensions:
Emotional–social, quality–price and terroir. A study by Vida et al. [5] sought to gain an
understanding of the role of factors underlying consumer choice of domestic vs. foreign
products and to explore the relationship between consumer brand awareness, ethnocentric
attitudes, demographic factors and actual behaviour in purchasing goods. Another study
by Reardon [6] demonstrated that the level of economic development operates as a moder-
ating variable for the relationship between ethnocentricity and formation of attitude toward
the brand. The study of Kolar et al. [7] carried out research in the economic direction.

The label on the wine bottle plays an important role, and that is why wine producers
are creating unique and compelling labels, unusual bottle shapes and colours to distinguish
their products from their competitors. Packaging wine products consists of a number
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of components. Some of them are historical and traditional, such as the bottle shape
and colour, the type of closure and the label presentation (design, logo and information
provided), while others offer a wide variety of new styles in closures (cork, technical
composite or screw top), bottle size, shape and colour. There is no question that these
characteristics influence consumers and help them choose between wines on a retail
shelf [8–13].

The front label is the first line of communication to entice the consumer; it is, therefore,
extremely important that the characteristics appearing on the label are visually attractive
to stand out on the retail shelf. Consumers shop with their eyes, and most wine producers
accept that [8,14]. Because some of a wine’s attributes, such as quality or sensory char-
acteristics (taste), can only be assessed during consumption, other attributes are more
important in this way, such as brand name, awards, production procedures and cellaring
advice, which are found on the wine’s front or back label, and may assist consumers when
deciding to purchase [13,15].

Front labels contain (with some exceptions) the most essential and legally required
information about the product: The winery’s name, grape variety, grape origin, vintage
year and alcohol content [12]. The back label often describes the sensory characteristics
of the wine, the winemaker’s notes and compatible meals for the specific style of wine.
Consumers consider the design and wine package to be directly correlated to the quality
of the product [8]. The graphic design of a wine package undoubtedly influences the
perception of products and wines [16,17]. In one study [14], they found that the colours,
image/picture and logo used in wine packaging are ranked higher by females as important
considerations when deciding on a wine purchase.

Consumers’ knowledge has long been studied to understand the decision-making
behaviour process of buying products, and wine is no exception. Various studies concluded
that there are two types of knowledge. The first one was how much an individual thinks
they know about a product, which is labelled as subjective knowledge, and what an
individual actually knows, which is labelled as objective knowledge [18,19]. Another study
found that consumers’ product evaluations depend on consumers’ familiarity with the
product. When consumers are not familiar with a country’s product, they will use the
country’s image as a “halo” in product evaluation [20]. This “halo effect” presumes that the
consumers infer the product’s quality from his or her stereotyped beliefs about the COO
(country of origin) [21]. Some research has been undertaken to prove whether the COO
affects product evaluation. It has been accepted that COO refers to “consumers’ overall
view of products from a particular country, based primarily on their prior perceptions of
that country’s strengths and weaknesses in production and marketing” [22]. Numerous
studies have indicated that the COO has a significant influence on consumer perception
and decision making [23–25]. The literature also revealed that the COO may incorporate
variables such as traditions, political status, economic liberalisation and general country
perceptions. Studies have shown that the COO influences consumers’ product evaluations
by signalling product quality when they are unable to detect the true quality of a country’s
product [26]. In particular, the COO can be an indicator of quality when it is difficult to
assess by other objective means [27]. Wall et al. [28] found that COO information is more
important in product quality assessment than price and brand information.

One of the factors influencing our purchase may be ethnocentrism. It is a nearly uni-
versal syndrome of discriminatory attitudes and behaviours [29,30]. The attitudes include
seeing one’s own group (the in-group) as virtuous and superior and one’s own standards
of value as universal, while those of out-groups as contemptible and inferior. Behaviours
associated with ethnocentrism include cooperative relations within the group and the ab-
sence of cooperative relations with out-groups [30]. The term “consumer ethnocentrism” is
adapted from the general concept of ethnocentrism introduced more than 80 years ago [29].
In general, the concept of ethnocentrism represents the universal proclivity of people to
view their own group as the centre of the universe, to interpret other social units from the
perspective of their own group and to reject persons who are culturally dissimilar while
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blindly accepting those who are culturally like themselves [31,32]. The symbols and values
of one’s own ethnic or national group become objects of pride and attachment, whereas
symbols of other groups may become objects of contempt [30].

Shimp and Sharma [33] developed the CETSCALE to measure the construct of con-
sumer ethnocentrism. It is an instrument to measure consumers’ ethnocentric tendencies
related to purchasing foreign- versus home-made products. It consists of 17 items which
measure attitudes toward foreign-made products and purchase intentions. More ethnocen-
trism scales are available [34,35], but they do not have a lot in common with the study of
consumer behaviour and marketing.

In a study of American consumers, they showed that ethnocentric tendencies are
significantly negatively correlated with attitudes toward foreign products, and significantly
positively correlated with attitudes toward domestic products. They used the term con-
sumer ethnocentrism (CE) to describe consumers’ beliefs about the appropriateness and
morality of purchasing foreign-made products, which (from the perspective of ethnocentric
consumers) is wrong, because it hurts the domestic economy, causes the loss of jobs and
is unpatriotic. CE as a construct to study consumer behaviour has since been studied
extensively [5,36–38]. Regarding the Slovene population [39,40], it was shown that con-
sumers have concern for their country, and they have a preference for domestic products,
brands and institutions [5]. Ethnocentrism is an important factor in human behaviour.
Depending on the degree of ethnocentrism, we will buy certain products, or not. Consumer
ethnocentrism in Slovenia was measured with CETSCALE, but we only took statements
that were suitable for our research. In our research, we linked ethnocentrism to wine
tourism and found out the correlations between them. Slovenia is a wine country, and we
were interested in how respondents decide to buy wine.

Wine marketing is highly competitive and challenging. This led to wine marketers
recommending that the industry revisit their current segmentation strategies and begin
to find new populations of wine consumers [41,42]. It has been noted that successful
marketing involves seeing the business from the customers’ point of view [43]. Many
studies have acknowledged that consumers have significantly different perceptions about
products made in different countries, and that these general perceptions have important
effects on consumers’ evaluation of the products manufactured in a particular country [44].
Today’s wine consumers are causing the wine industry to rethink the traditional stereotype
of a wine drinker, not only because wine drinkers are a younger cohort, but also because
they bring a unique set of tastes and lifestyle choices [45,46].

2. Materials and Methods

The aim of the study was to understand the respondents’ opinions, perceptions,
behaviours and attitudes in correlation with ethnocentrism and wine in Slovenia.

2.1. Sampling Method

A convenience sampling method was chosen for this research. Respondents were
selected based on a non-probability sampling method. A mail survey was sent out to the
addresses of family and friends, and we asked them to send it to their friends. The survey
was also published in several Facebook groups about wine and winemaking. The sample
was a snowballing sample. To ensure we received a large sample of respondents who
expressed their own opinions about wine purchasing, explained their purchase criteria and
choice behaviour, a quantitative online survey was the chosen research method.

Data were collected using an Internet survey in March and April 2020, which was
conducted in the Slovenian language. Participants were at least 18 years old and had
bought wine at least once within the previous year. Non-wine consumers had to mark
that they did not drink wine, and they only answered questions about buying wine (for a
present, for example). The participants in this study were those who drink wine and those
who do not, but still buy it.
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2.2. Questionnaire

The questionnaire used set out to gather data regarding wine tourists’ behaviour,
motivations and wine interest. The questionnaire consisted of 24 questions and 108 vari-
ables and used closed-ended and five-point Likert-type scale questions. They were also
asked to indicate their degree of importance on a five-point scale (1 = completely dis-
agree, 5 = completely agree), and what characteristics are important when buying wine.
Questions were included to explore purchasing behaviour related to ethnocentrism. The
questions were written according to the following criteria: relevant, clear, brief, inoffensive,
unbiased and specific. The questionnaire encompassed open- and closed-ended questions
to measure the tourists’ behaviour and establish their profile. The questionnaire consisted
of three sections to collect consumption and purchasing behaviours. In the first part, we
asked the respondents about the attitudes related to wine, about the characteristics that
are important to them when buying wine in the middle part, and in the last part of the
questionnaire, the questions were related to wine and ethnocentrism. Before data collection
procedures began, the questionnaire was pilot tested with college research for one month
before the survey took place to assess the content validity and clarity of the questions,
with modifications made accordingly. At the end of the questionnaire there were several
demographic variables related to gender, age, education and income.

The format for the questions about ethnocentrism followed the research studies of
Shimp and Sharma [33], with the questions according to CETSCALE. It measured con-
sumers’ ethnocentric tendencies related to purchasing foreign- versus home-made products.
Thirteen of those tendencies were used, those that were suitable for our research. Partic-
ipants were also asked to indicate their degree of agreement on a five-point Likert-type
scale (1 = completely disagree, 5 = completely agree). Other formats for the questions were
taken from the studies of Brunner and Siegrist [47].

2.3. Data Analysis

A total of 458 usable questionnaires were collected, and the data were analysed using
the Statistical Package for the Social Sciences (SPSS), version 25. We used frequencies
and percentages to represent descriptive variables, and average, standard deviation, and
median to represent ordinal and numerical variables. For numerical variables, we also
checked the normality of the distribution with the Kolmogorov–Smirnov and Shapiro–Wilk
tests. Due to the violation of the assumption of distribution normality for most variables, we
used the nonparametric Spearman correlation coefficient to answer the research questions.

The final size sample of the study was n = 458, which resulted in a 43% response rate.
In the study, 167 men (36.4%) and 291 women (63.5%) participated. The average age of
the respondents was 36.3 years, and the average education of the respondents was college
or university. Regarding income, the majority of respondents were in the EUR 901-1200
group, which was 24%. The average monthly gross salary in Slovenia is EUR 2021.21 and
the inimum wage for 2021 is EUR 1024.24 [48].

2.4. Research Questions

The three major research questions were formulated based on the literature review
conducted earlier:

Research question 1: How is ethnocentrism related to the importance of the country
of origin when buying wine?

Research question 2: How is the motive of entertainment related to the importance of
geographical identifiers?

Research question 3: How is the motive of entertainment related to the importance of
health identifiers?

3. Results

Table 1 shows the demographic profile of the respondents by gender, education,
income and age. The number of male respondents (36.4%) was lower than that of female
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respondents (63.5%), and these results were similar to data collected from other surveys
conducted [45,49,50].

Table 1. Descriptive Characteristics of the Participants.

Demographic Data N Percentage

Gender

Male 167 36.4%

Female 291 63.5%

Age Average Standard Deviation

36.3 15.1

Highest level of education achieved

Primary School 0 0

High School 123 27%

Bachelor’s degree 221 48%

Master’s degree or specialisaton 95 21%

Doctorate degree 11 2%

I do not want to answer 8 2%

Income

EUR 600–900 83 18%

EUR 901–1200 109 24%

EUR 1201–1500 64 14%

EUR 1501–1900 46 10%

EUR 1901–2500 33 7%

EUR 2501 or more 23 5%

I do not want to answer 100 22%

Participants were asked about their frequency of drinking wine (Figure 1). The most
common responses were once a month (221 participants, 48.3%) and a couple of times a
week (160 participants, 34.9%).
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Figure 1. Frequency of drinking wine.

The main question of our research was which factors and characteristics are the most
important when buying a bottle of wine. Respondents had the opportunity to choose from
30 listed characteristics (Table 2).
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Table 2. The importance of characteristics when buying wine.

N
Average St. Deviation Median

Valid Missing

Price of the wine 450 8 3.39 0.931 4.00

Wine colour 448 10 3.84 0.918 4.00

Smell 447 11 4.01 0.854 4.00

Taste 447 11 4.66 0.564 5.00

Year of production 444 14 2.98 1.003 3.00

Country of origin 445 13 3.67 0.991 4.00

Wine region 445 13 3.47 1.010 4.00

Label layout 448 10 3.12 1.055 3.00

Bottle shape 451 7 2.90 1.039 3.00

Bottle colour 450 8 2.81 1.045 3.00

Environmentally friendly packaging 450 8 3.17 1.101 3.00

Grape variety 443 15 3.66 1.067 4.00

Ingredients 445 13 3.70 1.031 4.00

Alcohol content (%) 450 8 3.17 1.024 3.00

Sugar content of the wine 448 10 3.58 1.027 4.00

Added additives in the
wine’s production 442 16 3.71 1.081 4.00

Environmental certificates on the wine 442 16 3.35 1.042 3.00

Ratings, wine awards 445 13 3.25 0.995 3.00

Winemaker 447 11 3.53 1.019 4.00

Trademark 448 10 3.47 0.980 4.00

Best value for money 447 11 3.83 0.906 4.00

Closures (cork, technical composite or
screw top) 446 12 3.21 1.067 3.00

For which food I buy wine 444 14 3.68 1.011 4.00

Indigenous Slovenian wine 447 11 3.70 0.949 4,00

Benefits and reductions 446 12 3.08 1.029 3.00

Advertising, commercials 447 11 2.47 0.963 3.00

Recommendations from friends 447 11 3.94 0.905 4.00

Seller’s recommendations 448 10 3.20 0.985 3.00

PGI code (Protected
Geographical Indication) 443 15 3.15 1.072 3.00

PDO code (Protected Designation
of Origin) 442 16 3.14 1.044 3.00

For purpose of our study, we took a 5-point Likert-type scale (where 5 = strongly
agree, 1 = strongly disagree). The highest agreement with the statement and thus, the
most important characteristics chosen, were “Taste” with an average of 4.66, then “smell”
at 4.01 and “Recommendations from friends” with a 3.94 average. The lowest average
score, and thus, the lowest agreement, were for characteristics “Advertising, commercials”
at 2.47, “bottle colour” at 2.81 and bottle shape with a “2.90” average. Based on the
results, we concluded that people do not find the shape of the bottle important. To a
customer, it does not matter if the bottle is a Burgundy, Bordeaux or Alsace bottle. It is
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also evident from the results that the advertisements do not have as much power (average
answer 2.47) as a friend’s recommendation (3.94) when buying wine. Regardless of all
the information provided by the wine label, taste (4.66) and smell (4.01) are still the most
important characteristics, and the most convincing.

Ethnocentrism is reflected, among other things, in the area from which the respondents
prefer wine. Participants were asked if they would be more likely to choose foreign or
domestic wines. A total of 421 people (91.9%) answered that they would choose a domestic
origin of wine, and only 37 people (8.1%) would choose a foreign origin of wine. From the
results, we can understand the high affiliation to the domestic product and the importance
of the origin of the product. Participants were asked to choose from three Slovenian wine
regions. As we can see from Figure 2, only 71 people (16.9%) chose the Posavje Wine
Region. Next, 117 people (27.8%) chose the Podravska Wine Region, and half of the asked
participants, 233 (55.3%), chose the Primorska Wine Region. This raises the question of
why the Primorska region is so successful. One of the reasons could be good marketing.
Winemakers from that area are working on promotion and are aware of its importance. The
result is reflected in the visibility of their wines and the perception of people who choose a
wine from that area. A total of 37 respondents (8.1%) did not answer, because they had
answered in the previous question that they did not drink wine.

Sustainability 2021, 13, x FOR PEER REVIEW 7 of 15 
 

wine. From the results, we can understand the high affiliation to the domestic product 
and the importance of the origin of the product. Participants were asked to choose from 
three Slovenian wine regions. As we can see from Figure 2, only 71 people (16.9%) chose 
the Posavje Wine Region. Next, 117 people (27.8%) chose the Podravska Wine Region, and 
half of the asked participants, 233 (55.3%), chose the Primorska Wine Region. This raises 
the question of why the Primorska region is so successful. One of the reasons could be 
good marketing. Winemakers from that area are working on promotion and are aware of 
its importance. The result is reflected in the visibility of their wines and the perception of 
people who choose a wine from that area. A total of 37 respondents (8.1%) did not answer, 
because they had answered in the previous question that they did not drink wine. 

 
Figure 2. Wine region of domestic wine. 

Participants were asked from which country would they buy wine if they had to 
choose a foreign one. As we can see from Figure 3, more than half of the participants 
(68.5%/313 people) chose France. The next country was Spain, with (24.9%/114 people), 
and the third answer was “another country” with 82 participants (17.9%). The high 
response for France did not surprise us, as the country is known as one of the best wine 
producers. 

 
Figure 3. Foreign wine. 

For the purpose of our study, we redesigned and adjusted the 17-part CETSCALE to 
make it suitable for our research. Shimp and Sharma (1987) took as their study format a 
7-point Likert-type scale (7 = strongly agree, 1 = strongly disagree). We took a 5-point 
Likert-type scale, 5 = strongly agree, 1 = strongly disagree). 

As can be seen from Table 3, respondents showed a very different degree of 
agreement with the different claims that were tied to ethnocentrism. The final sample of 
size of the study was n = 458. Under »missing« are those who did not know, or they did 
not want to answer. The highest agreement, and thus, the strongest ethnocentrism was 
detected in statement number 5: We have to buy Slovenian wines to support the Slovenian 
economy and Slovenian winemakers. The average answer from 1 to 5 was 4.02. In 
statement number 10: Foreigners should be banned from selling their products in our 

27.80%
16.90%

55.30%

0.00%

20.00%

40.00%

60.00%

Podravska Wine Region Posavje Wine Region Primorska Wine Region

34
65

313
30

20
33

114
17

82

0 50 100 150 200 250 300 350

Australia
Chile

France
South Africa

Germany
New Zealand

Spain
USA

Another

Figure 2. Wine region of domestic wine.

Participants were asked from which country would they buy wine if they had to
choose a foreign one. As we can see from Figure 3, more than half of the participants
(68.5%/313 people) chose France. The next country was Spain, with (24.9%/114 people),
and the third answer was “another country” with 82 participants (17.9%). The high response
for France did not surprise us, as the country is known as one of the best wine producers.
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Figure 3. Foreign wine.

For the purpose of our study, we redesigned and adjusted the 17-part CETSCALE to
make it suitable for our research. Shimp and Sharma (1987) took as their study format
a 7-point Likert-type scale (7 = strongly agree, 1 = strongly disagree). We took a 5-point
Likert-type scale, 5 = strongly agree, 1 = strongly disagree).
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As can be seen from Table 3, respondents showed a very different degree of agreement
with the different claims that were tied to ethnocentrism. The final sample of size of the
study was n = 458. Under »missing« are those who did not know, or they did not want
to answer. The highest agreement, and thus, the strongest ethnocentrism was detected in
statement number 5: We have to buy Slovenian wines to support the Slovenian economy
and Slovenian winemakers. The average answer from 1 to 5 was 4.02. In statement number
10: Foreigners should be banned from selling their products in our market, we found the
least agreement with the statement, where the average value of the answer was 1.91. If we
look at how many statements were above grade 3, we can see that there were 6 out of 12. We
can conclude that, for the group of people who answered our questionnaire, ethnocentric,
domestic products and the part of being »a true Slovenian« are partly important.

Table 3. Degree of agreement with ethnocentric claims.

N
Average Standard Deviation Median

Valid Missing

Slovenians should buy wine of
Slovenian origin. 454 4 3.84 1.034 4.00

Only those products that are not
available in Slovenia should be

imported into Slovenia.
451 7 3.20 1.208 3.00

I buy Slovenian wine. Always,
without exception. 449 9 3.15 1.156 3.00

Buying foreign wines is not a sign of
»a true Slovenian«. 430 28 2.82 1.098 3.00

We have to buy Slovenian wines to
support the Slovenian economy and

Slovenian winemakers.
450 8 4.02 0.926 4.00

A true Slovenian should always buy
Slovenian products. 450 8 2.98 1.189 3.00

We should buy products produced in
Slovenia so as not to enable other

countries to become rich at
our “expense”.

444 14 2.89 1.183 3.00

Slovenians are not supposed to buy
foreign products because it harms
domestic companies and causes

unemployment.

447 11 2.90 1.098 3.00

Even if Slovenian wine is more
expensive, I would rather buy it than

a foreign one.
447 11 3.43 1.033 4.00

Foreigners should be banned from
selling their products in our market. 447 11 1.91 0.903 2.00

Slovenian consumers who buy
foreign products are responsible for

Slovenians being out of work.
447 11 1.92 0.944 2.00

We produce enough quality and
premium wine in Slovenia, so there is

no need to buy foreign wine.
440 18 3.18 1.209 3.00

The survey was also interested in the reasons why respondents drink wine. A study
by Brunner and Siegrist [47], who combined different approaches for segmenting a market,
namely, segmentation based on involvement, motive/lifestyle and purchasing, is similar
to ours. In their study, 6 segments with distinct wine consumption patterns were iden-



Sustainability 2021, 13, 12098 9 of 16

tified, namely: The price-conscious wine consumer; the involved, knowledgeable wine
consumer; the image-oriented wine consumer; the indifferent wine consumer; the basic
wine consumer; and the enjoyment-oriented, social wine consumer.

Statements were taken from their research [47] and the individual variable was calcu-
lated. The main statement was: »I drink wine . . . « and then the statements were arranged
into seven units representing the individual variables.

Under the variable “Self-expression”, there were these statements: Because I want to
be accepted in society, to be different from the others, for self-fulfillment, I want to give
the impression of good social status, because I want to be respected, because it gives the
appearance that I have succeeded in life, because it gives the appearance of a responsible
person and because, with the knowledge of wine, I make an impression on others. Under
the variable “Sociability”, there were these statements: That I am sociable, because it helps
with socialising, because it creates a pleasant atmosphere, when I want to share something
important, when I want to create memories, when I want to relive memories and because it
connects generations. Under the variable “Health”, there were these statements: Because I
think it’s healthy, because it speeds up digestion, because it is a natural drink, for thirst,
because it is a “light” drink. Under the variable “Food” there were these statements: To
improve the taste of food, because a glass of wine belongs to a pleasant meal and because
it creates a special atmosphere at the meal. Under the variable “Pleasure” there were
these statements: For pleasure, because I like the taste of the wine and only at important
events, otherwise I don’t like it at all. Under the variable “Tradition” there were these
statements: Because it is a ritual, because it is a tradition in the family and because of my
cultural background. Under the variable “Fun” there were these statements: For fun, while
celebrating the occasion, to feel good, and lastly, because wine is a pleasure and a pleasant
part of my life. Respondents rated the statements based on the Likert scale: how much
they agreed with each statement on a scale of 1 to 5, where 1 was do not agree at all and 5
was completely agree. The final sample of size of the study was n = 458. Under »missing«
were those 44 who do not drink wine; and there were also those who did not know or did
not want to answer (Table 4).

Table 4. Level of agreement with the statements about the reasons for drinking wine.

N
Average Standard Deviation Median

Valid Missing

Because I want to be accepted
in society. 413 45 1.42 0.715 1.00

To be different from the others. 411 47 1.32 0.571 1.00

For self-fulfilment. 408 50 1.93 1.159 1.00

I want to give the impression of good
social status. 411 47 1.45 0.751 1.00

Because I want to be respected. 411 47 1.40 0.700 1.00

Because it gives the appearance that I
have succeeded in life. 410 48 1.38 0.675 1.00

Because with the knowledge of wine
I make an impression on others. 412 46 1.71 1.000 1.00

That I am sociable. 411 47 2.36 1.244 2.00

Because it helps with socialising. 411 47 2.55 1.269 3.00

Because it creates a
pleasant atmosphere. 409 49 3.15 1.315 4.00

When I want to share
something important. 406 52 2.36 1.276 2.00

When I want to create memories. 408 50 2.41 1.291 2.00
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Table 4. Cont.

N
Average Standard Deviation Median

Valid Missing

When I want to relive memories. 410 48 2.42 1.284 2.00

Because it connects generations. 408 50 2.71 1.370 3.00

Because I think it’s healthy. 409 49 2.91 1.251 3.00

Because it speeds up digestion. 403 55 2.40 1.208 2.00

Because it is a natural drink. 409 49 2.87 1.335 3.00

For thirst. 412 46 1.91 1.140 1.00

Because it is a “light” drink. 410 48 2.26 1.200 2.00

To improve the taste of food. 410 48 3.12 1.365 4.00

Because a glass of wine belongs to a
pleasant meal. 406 52 3.72 1.176 4.00

Because it creates a special
atmosphere at the meal 407 51 3.54 1.243 4.00

For pleasure. 404 54 4.04 1.091 4.00

Because it’s a family tradition. 410 48 2.56 1.330 2.00

Because of my cultural background. 406 52 2.21 1.246 2.00

For fun. 406 52 3.30 1.289 4.00

To celebrate an occasion. 404 54 4.15 0.903 4.00

To feel good. 407 51 2.78 1.299 3.00

Because wine is a pleasure and a
pleasant part of my life. 404 54 3.33 1.325 4.00

We calculated those 7 variables. As can be seen from Table 5, “Pleasure” is the most
strongly represented with the median 4.00, the next one is “Food” with 3.67 and “Fun”
with a 3.50 median value. The lowest is “Self-expression” with 1.29, and the next one is
“Tradition” with a 2.00 median value.

Table 5. Calculated variables.

N
Average Standard

Deviation Median
Valid Missing

Self-expression 413 45 1.52 0.592 1.29

Sociability 412 46 2.57 1.032 2.69

Health 413 45 2.47 0.928 2.60

Food 412 46 3.47 1.082 3.67

Pleasure 404 54 4.04 1.091 4.00

Tradition 410 48 2.39 1.188 2.00

Fun 410 48 3.40 0.905 3.50

4. Discussion

Firstly, we checked the normality of the distribution of the numerical variables. As can
be seen from Table 6, the results of the Kolmogorov–Smirnov and Shapiro–Wilk tests are
statistically significant for all numerical variables except ethnocentrism. For these variables,
the distribution deviated from normal, so we will use nonparametric methods to answer
the research questions.
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Table 6. Normality test of distribution of the numerical variables.

Kolmogorov–Smirnov Shapiro–Wilk

Statistics df p Statistics df p

Self-expression 0.191 413 <0.001 0.834 413 <0.001

Sociability 0.087 412 <0.001 0.950 412 <0.001

Health 0.078 413 <0.001 0.961 413 <0.001

Food 0.143 412 <0.001 0.929 412 <0.001

Pleasure 0.310 404 <0.001 0.750 404 <0.001

Tradition 0.162 410 <0.001 0.901 410 <0.001

Fun 0.114 410 <0.001 0.967 410 <0.001

The three major research questions were:
Research question 1: How is ethnocentrism related to the importance of the country

of origin when buying wine?
Ethnocentric tendencies are significantly positively correlated with attitudes toward

domestic products. It means they support domestic production, which also includes the
geographical area of production. From Table 2 of characteristics, what is important when
buying wine, we have selected geographical indicators. These are: Country of origin, Wine
region, Autochthonous Slovenian wine, PGI code and PDO code. As can be seen from
Table 7, the Spearman’s correlation coefficient between ethnocentrism and country of origin
importance is 0.340, representing a positive and medium-strong correlation between the
variables. This is also statistically significant (p < 0.001), so we can say that ethnocentrism
is related positively to the importance of the country of origin.

Table 7. Spearman’s correlation coefficient between ethnocentrism and the importance of different geographical identifiers.

Country of origin

Spearman’s correlation coefficient 0.340

p1 <0.001

N2 445

Wine region

Spearman’s correlation coefficient 0.230

p <0.001

N 445

Autochthonous Slovenian wine

Spearman’s correlation coefficient 0.345

p <0.001

N 447

PGI code (Protected Geographical Indication)

Spearman’s correlation coefficient 0.223

p <0.001

N 443

PDO code (Protected Designation of Origin)

Spearman’s correlation coefficient 0.214

p <0.001

N 442

p1 = the probability, N2 = number of cases studied.

Research question 2: How is the motive of entertainment related to the importance of
geographical identifiers?

Under the variable “Fun” there were these statements: For fun, while celebrating the
occasion, to feel good, and lastly, because wine is a pleasure and a pleasant part of my
life. We were interested in whether the entertainment motive and geographical indicators
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have any connection when buying wine. Spearman’s correlation coefficient was positive,
but very small. From 0–0,1 is negligible connectivity, and p is not less than 0.05. We can
conclude that this correlation is not statistically significant, but we cannot say it exists. If
we look at wine regions, there is no connection at all. Entertainment is not related to any of
these geographic indicators. We can conclude that, when people are buying wine for fun
or to celebrate occasions, geography does not play any role when selecting wine to buy.
Therefore, when it comes to entertainment, ethnocentrism is no longer as important as in
other purchases (Table 8).

Table 8. Spearman’s correlation coefficient between entertainment (fun) motive and the importance of different geographical
identifiers in wine purchase.

Country of origin

Spearman’s correlation coefficient 0.073

p 0.146

N 401

Wine region

Spearman’s correlation coefficient −0.003

p 0.958

N 403

Autochthonous Slovenian wine

Spearman’s correlation coefficient 0.066

p 0.188

N 403

PGI code (Protected Geographical Indication)

Spearman’s correlation coefficient 0.004

p 0.929

N 401

PDO code (Protected Designation of Origin)

Spearman’s correlation coefficient −0.049

p 0.325

N 400

Research question 3: How is the motive of entertainment related to the importance of
health identifiers?

We were interested in whether the entertainment motive and geographical indicators
have any connection when buying wine. We took health identifiers: “Content of sugar in
wine”, “added additives in wine production” and “Environmental Certificate on wine”.

As shown in Table 9, Spearman’s correlation coefficient between the entertainment
motive and the importance of the sugar content in the wine is −0.037, representing a
negative and negligible correlation between the variables. However, this is not statistically
significant (p = 0.456), so we cannot claim that the entertainment motive is related to the
importance of the sugar content in wine. We can, therefore, conclude that, when people are
selecting wine for fun or to celebrate occasions, they do not look at health indicators. The
content of sugar, added additives and certificates do not have any important part in it.

The results of this study were compared to the general population from other studies.
Studies about consumer ethnocentrism in connection with domestic and foreign smart
phone brands were made by Sun et al. [51]. They found out that consumer ethnocentrism
has a positive effect on brand equity for domestic brands but does not have a negative effect
on brand equity for foreign brands. Compared to our research, these are slightly different
results. One of the reasons can be in the different cultures and different mindsets of the
people who were included in both surveys. Depending on the result, consumers are more
negatively tuned in Slovenia in connection with domestic brands. In Bryła’s [52] study, the
impact of the Consumers in the Schwartz store was measured. He was interested in the
willingness to pay a price for domestic food products, and in differences by gender. He
claims that the willingness to pay (WTP) a higher price for domestic products is affected by
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the tradition and universalism values. He found out that consumers who respect tradition,
follow customs and care for the environment are more likely to pay a higher price for food
from their home country. The results of this research are similar to ours. We can conclude
that tradition has a strong impact when buying food. It would be interesting to see how
oriented in the case of ethnocentrism people from the survey of Bryła would be.

Table 9. Spearman ‘s correlation coefficient between entertainment motive and the importance of different health identifiers.

Content of sugar in the wine.

Spearman’s correlation coefficient −0.037

p 0.456

N 405

Added additives in the wine‘s production.

Spearman’s correlation coefficient −0.119

p 0.017

N 400

Environmental Certificate on the wine.

Spearman’s correlation coefficient −0.080

p 0.112

N 400

It needs to be pointed out that this study makes several significant theoretical con-
tributions to the existing body of literature regarding wine-purchasing behaviour. First,
this research adds new knowledge about wine consumers not seen in past research by
including ethnocentrism when analysing wine consumers and their intent to buy wine.
The results of the study are also recommendations for winemakers on what qualities wine
buyers focus on while they are choosing wine. The concept of consumer ethnocentrism and
its measurement via the CETSCALE helps to understand consumer behaviour. Our survey
is important for politics and decision makers in the country. Now they have information
that the origin of products is important to customers. Now they know it is important to
encourage domestic production and not to import so many foreign-originating foods to
the country.

Communicating is an essential part of the wine industry, and it requires a professional,
digitalised and state-of-the-art approach, with contemporary information. It is suggested
that wine producers and marketers be aware of various segments of wine consumers
with diverse needs that need to be addressed. Customers search for different things in a
bottle of wine, and the new information provided by this research enables them to gain a
competitive advantage through the results, which is the main contribution of the research.
Such data are significant because they can empower winemakers, stores and others who
trade with wines. In our research, it was confirmed that ethnocentrism is related positively
to the importance of the country of origin when buying wine. It was also established that
entertainment is not related to any of the geographic indicators: Country of origin, Wine
region, Autochthonous Slovenian wine, PGI code or PDO code. It is essential to point out
that an additional value of this research is also in the fact that winemakers would have to
order and pay to obtain information about customers and their habits, while this paper
offers the research data free of charge.

This research is important because it relives the purchase patterns of wine buyers. The
sample was Slovenia, but we believe that the results can be applied to other countries too.
The research is also important for the company’s retailer and all types of stores, from small
boutiques to supermarkets, as it reveals what is important to the Slovenian customer and
what they consider when deciding to buy. The study brings important new information
for winemakers, as it reveals which components on a bottle of wine are important to the
consumer. Because of this research, they may be able to choose a different bottle shape
next time, change the look of the label to perhaps a different graphic, highlight the area
of the vineyard and the origin, and therefore, be more successful in selling than if they
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did not have this information. Wine labels and bottle shapes enable efficient and targeted
communication of wine producers and influence the perception of a particular wine brand
on the market.

5. Limitations and Recommendations for Future Research

There are certain limitations that may impact the results of this study. One limitation
is the sampling method. The sample was diverse groups known to the researcher. Despite
the snow-balling concept, the results of this study may not be generalised to the entire
population. The second limitation can be the situation the world was in at the time of the
research—the Covid-19 pandemic. At the time of the »first wave« and the closure of the
country, the situation was unknown and the future uncertain. People lost their jobs and
spent their days at home waiting for the outcome. If we were to repeat the research today,
one year later, we believe we would get a different picture regarding the amount of alcohol
consumption at home. Further research with a different sample and/or purchase situations
may lead to a different conclusion.
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