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Abstract

Purpose This study investigates the effects consumer per– -
ceptions of wine attributes have on repurchase intention. It ex-
amineshow wine purchase channels (online or offline) influence
perceptions about wine attributes and repurchase intention.

Research design, data, and methodology A total of 390 re– -
sponses from Florida residents over 21 were collected using on-
line surveys. Responses were analyzed using exploratory factor
analysis to identify the underlying wine attribute factors. Multiple
regression and multi-group analysis were employed to test the
hypotheses.

Results Results revealed that consumer perceptions of wine–
attributes (sensory, origin, reputation, and price point) sig-
nificantly influence their repurchase intention. Additionally, the ef-
fects of wine attributes on repurchase intentions were found to
be significantly different based on the channel used. Findings in-
dicated that wine attributes pertaining to reputation and price
point strongly influenced repurchase behavior of online consum-
ers, while offline wine consumers were influenced more by sen-
sory and origin attributes.

Conclusions Study findings provide useful information for–
wine industry sales channels for developing new marketing strat-
egies to effectively attract wine consumers to repurchase wine.

Keywords: Wine Attributes, Consumer Repurchase Intention,
Purchase Channels, Online And Offline Channels,
Consumer Behavior.
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1. Introduction

Online purchasing channels gained popularity for conducting
commercial transactions for various types of products because
of perceived customer advantages including saving time, con-
venience, ease of searching and comparing information, and
price transparency (Kollmann et al., 2012;Yoo et al., 2015).
Many organizations have expanded their sales channels and at-
tempted to increase sales volume by using a combination of on-
line and offline sales channels (Jelassi & Leenen, 2003 Markey
& Hopton, 2000). Ample evidence provided by previous studies
document that adding an online channel to the traditional dis-
tribution channel system not only results in an increased sales
volume, but also improves customer loyalty (Chen & Popovich,
2003; Stone et al., 2002).

Given the explosive growth of electronic commerce, the wine
industry has strived to increase market share through expanding
distribution channels in this direction (Cho et al., 2014).
Supporting this position, Amazon.com, the largest Internet-based
retailer in the United States, began selling wine online in 2012,
and now offers the largest online selection of domestic wine in
the U.S. In recognition of this, the wine industry now expects
that adding a wine online sales channel will greatly contribute to
an increase in wine sales.

There are, however, contradictory opinions regarding online
wines sales. Some wine product categories are considered to
be unsuitable for selling on online channels due to the chal-
lenge of being unable to make wine characteristics tangible.
This includes touching, smelling and feeling (tasting) wine
products. One researcher in particular (Richardson, 2002) as-
serted that wine is not a proper product category for web-based
commerce because the wine purchase decision process is
greatly dependent upon consumer evaluations related to wine
sensory attributes (taste, flavor and color). On the other hand,
Lockshin (2000) documented that wine can be a suitable prod-
uct category to be sold through an online channel because on-
line wine shopping provides the very useful advantages of ease
of price comparison, capabilities for searching rare and unique
wines, and well-structured information pertaining to various wine
tastes. Based upon these findings, the appropriateness of wine
as being able to be sold online is questionable.
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Several previous studies have investigated online and offline
consumer buying attitudes and behaviors and found systematic
differences(Degeratu et al., 2000; Lynch & Ariely, 2000; Shankar
et al., 2001). These research studies revealed that consumers
with high price sensitivity tend to purchase products online rath-
er than purchasing products via offline markets. Brands and rep-
utations have also been found to be very important product at-
tributes that influence consumer purchasing channel decisions
regarding online and offline options. Because of this, it is very
important for the wine industry to obtain a better understanding
of the role consumer perceptions have upon wine attributes and
repurchasing intention when purchasing wine online and offline.
Therefore, this study attempts to 1) investigate the effects con-
sumer perceptions about wine attributes have upon repurchase
intention, 2) investigate if wine consumer repurchase intentions
would be different according to wine purchase channels, and 3)
exam whether or not significant differences in the effects of on-
line and offline purchase environments exist.

2. Theoretical Background

2.1. Wine product attributes and consumer repurchase
intentions

Wine is regarded as a sophisticated and civilized alcoholic
beverage and is greatly affected by grape variety and country of
origin. Diverse agricultural and climatic environments of specific
regions are critical determinants of wine sensory attributes.
Because of these factors, wine product quality is widely
heterogeneous.

Wine product attributes have been found to be directly asso-
ciated with consumer purchase intentions and behavior (Dodd et
al., 2005). Lockshin et al. (2006) documented that wine is cate-
gorized into a very specific product category. They revealed that
wine attributes related to taste, vintage, brand, reputation and
country of origin greatly influence consumer wine preference,
and further become critical determinants of purchasing decision.
Another subsequent wine research study conducted by Barber
et al. (2008) demonstrated that wine attributes related to sen-
sory product characteristics (taste, aroma, and color) are key
components for wine purchasing decision.

Lockshin et al. (2006) asserted that wine origin and reputa-
tion attributes may play a very important role in purchasing wine
online because these attributes can be used as clues of wine
product quality. In support of these findings, Mueller & Szolnoki,
(2010) documented that country of origin and product reputation
representing brand, medal/ rating information and wine labels
were found to be critical product attributes influencing wine pur-
chasing decisions. Consistent with the important role product
price category has upon consumer purchase decision, wine
price has been found to be an important factor affecting con-
sumer wine purchase intentions(Thrane, 2004). Based upon the
evidence presented above, this study expects that consumer
perceptions about wine attributes greatly influence their wine re-

purchase intention. The following hypotheses were developed:
<Hypothesis 1>: Consumers’ perceived importance of wine at-

tributes positively influence their repurchase
intentions.

<Hypothesis 1a>: Consumers’ perceived importance of a wine
‘sensory’ attribute positively influences re-
purchase intention.

<Hypothesis 1b>: Consumers’ perceived importance of a wine
‘origin’ attribute positively influences re-
purchase intention.

<Hypothesis 1c>: Consumers’ perceived importance ofa wine
‘reputation’ attribute positively influences re-
purchase intention.

<Hypothesis 1d>: Consumers’ perceived importance of a wine
‘price point’ attribute positively influences
repurchase intention.

2.2. Online and Offline Wine Purchase Channels

Consumers seek different attributes and show different pur-
chasing behavior according to types of products and purchasing
channels such as with online and offline purchasing (Rohm &
Swaminathan, 2004). Generally, consumers perceive that online
shopping is better for providing the desired price and offering a
wide selection and more convenience than offline shopping.
Offline shopping is perceived to provide a better shopping expe-
rience involving see-touch-handle, personal service, no-hassle
exchange and speedy delivery compared with the online shop-
ping experience (Levin et al., 2003).

In support of this, Childers et al. (2002) revealed that price
sensitivity is found to be higher when consumers shop in the
online environment rather than in the offline setting. Degeratu et
al. (2000) revealed that brand name of a certain product cat-
egory is a more important factor in shopping online than in the
traditional offline shoppingenvironment.Also,research demon-
strates that online shopping provides various incentives such as
accessibility at any time of the day or night, broader selections,
continual information updates, and price comparison(Chen &
Gillenson, 2002; Keeney, 1999). However, web-based commerce
is not always successful when competing with traditional offline
channels, and continues to face formidable challenges with re-
spect to obtaining a better understanding of online consumer
needs, requirements and expectations.

A study conducted by Gurau et al. (2003) demonstrated that
offline shoppers expect to be able to purchase better quality
products compared with online shopping for the same products.
Offline shopping strength involving the ability to see, smell,
touch and feel products are especially important for clothing,
health food and beverages including wine (Shin & Park, 2006).
Therefore, most online purchasing channels strive to provide ex-
cellent website quality representing design, functionality, in-
formation, security, reliability and responsiveness (Ahn et al.,
2004). Considering the online shopping’s disadvantage with re-
spect to an inability for consumers to see and feel products, the
brand and reputation associate with products represent key in-
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dicators of product quality (Kumar & Venkatesan, 2005).
Consequently, consumers who purchase wine through online
channels may seek different wine product attributes compared to
when they purchase wine via a traditional offline channels. In
consideration of these situational differences, this study expects
that the relationship consumer perceptions of wine attributes have
upon repurchase intention would be affected by channels for pur-
chasing wine. In summary, the effects of consumer perceptions
about wine attributes upon repurchaseintentionswoulddifferdepend-
ing upon whether shopping channels were online or offline. With
this in mind, the following hypotheses were developed:

<Hypothesis 2>: The influences of consumer perceptions
about wine attributes upon repurchase in-
tentions are significantly different according
to channels used for purchasing wine.

<Hypothesis 2a>: The influence of a wine ‘sensory’attribute
on repurchase intention is greater when
purchasing wine using offline channels
than when using online channels.

<Hypothesis 2b>: The influence of a wine ‘origin’ attribute on
repurchase intentions is greater when pur-
chasing wine using offline channels than
when using online channels.

<Hypothesis 2c>: The influence of a wine ‘reputation’attribute
on repurchase intentions is greater when
purchasing wine using online channels than
when using offline channels.

<Hypothesis 2d>: The influence of a wine ‘price point’ attrib-
ute on repurchase intentions is greater
when purchasing wine using online chan-
nels than when using offline channels.

Based upon our hypotheses, the study’s research conceptual
model was established and shown in Figure 1.
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<Figure 1> Research model

3. Methodology

3.1. Data collection and sampling

This study was performed in Florida (United States)where on-
line wine purchasing to adult residents is permitted. Potential re-
spondents were identified from a list of over 5,000 wine club
members provided by a wine retail company based in Florida.
Wine club members had all previously agreed to voluntarily re-
ceive occasional information from that company pertaining to
wine-related subjects. All individuals were sent emails inviting
them to participate in this study. Using the incentive of receiving
a discount on their next purchase of a bottle of wine, a total of
1,255wine club members agreed to participate in this research
study (Rong-Da & Lim, 2011; Chiou et al., 2005). All re-
spondents met the study’s requirements of being Florida resi-
dents, over the age of 21 years old and having purchased wine
online and offline within the past 12 months. All individuals were
provided information pertaining to the study’s purpose, the aver-
age time required to complete the survey, and the link to the
survey site, which included instructions for completing the
survey. The main online survey was conducted during a two
week period.

A total of 390 usable responses (31%) from the overall list of
1,255 wine club members agreeing to participate in the study
were obtained from individuals willing to report their experience
in purchasing wine via online sites (39.5%) and offline shops
(60.5%). Demographic characteristics of the overall respondents
represented females (50.3 %) having earned an undergraduate
or graduate degree (93.8%). Age groups were reported to in-
clude individuals between 31-40 years of age (27.2%), followed
by respondents classified as being 51-60 years old (23.3 %),
41-50 years old (22.8%), 21-30 years old (13.6 %) and 61
years old or older (13.1 %). Respondent indicated they pur-
chased between 1-3 bottles of wine each month (73.3 %), and
spent up to $50 per month (50.3%) using online wine channels.
Offline wine purchasing channels were reported at the rate of
between 1-3 bottles of wine per month (47.9 %) while spending
up to $50 dollars per month (36.4%) to do so.

3.2. Instrument and measurement

The survey instrument consisted of three sections. The first
two sections contained two constructs pertaining to (1) the im-
portance of wine attributes influencing a wine purchase decision
process and (2) wine repurchase intentions. The last section of
this study contained items related to socio-demographics and
behaviors associated with online and offline wine purchasing.
The importance of wine attributes was measured using 12 items
affecting wine purchasing and included taste, aroma, color, qual-
ity, region, grape varietal, wine type, brand, aging, price, label
and medal/award/rating score based upon wine attributes which
were all used in previous studies (Jaeger et al., 2010;
Tzimitra-Kalogianni et al., 1999; Quester and Smart, 1996).To
measure wine repurchase intentions, five items were adapted
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from Baker et al. (2002)’s study and an example statement was
"I intent to keep purchasing wine using a primarily purchased
shop (online sites or offline shops)".All items were measured us-
ing a five point scale asking respondents to indicate their level
of agreement or disagreement with each statement (1 equaling
‘strongly disagree’ and 5 equaling ‘strongly agree’). This study
also included socio-demographic information (gender, level of
education, and age), and prior experience with online and offline
wine purchasing (frequency and average amount spent per bot-
tle per month).To classify our respondents into online and offline
consumers, one item was used to require our respondents to
choose only one shopping channel (online/ offline) that they
mainly use to purchase wine.

4. Results

The survey instrument consisted of three sections. The first
two sections contained two constructs pertaining to (1) the im-
portance of wine attributes influencing a wine purchase decision
process and (2) wine repurchase intentions. The last section of
this study contained items related to socio-demographics and
behaviors associated with online and offline wine purchasing.
The importance of wine attributes was measured using 12 items
affecting wine purchasing and included taste, aroma, color, qual-
ity, region, grape varietal, wine type, brand, aging, price, label
and medal/award/rating score based upon wine attributes which
were all used in previous studies (Jaeger et al., 2010;
Tzimitra-Kalogianni et al., 1999; Quester and Smart, 1996).

4.1. Validity and reliability of measurements

Prior to hypotheses validation, the reliability and validity of
measurement tools were tested (Table 1). First, an exploratory
factor analysis (EFA) using principal component analysis with
Varimax rotation was performed. Two wine attributes items
(aging and quality) produced a factor loading below the 0.5
cut-off, and were removed. The remaining items were factor an-
alyzed again. This processes successfully generated five factors
having eigenvalues greater than 1. Internal consistency of each
construct estimated with coefficients of Cronbach’s alpha ranged
from 0.734 and 0.848, surpassing the criteria for reliability ac-
ceptability (Nunnally, 1978). Therefore, construct validity and reli-
ability measures used in this study were deemed to meet ac-
ceptable levels.

<Table 1> Validity and reliability of measurements

Factor Extraction:Principal Component Analysis
Rotation:Varimax with Kaiser Normalization.
Factors were converged after 6 rotations.

Table 2 contains the means, standard deviations and the cor-
relation matrix for all the variables included in this study. The
average values of wine attributes pertaining to ‘sensory’ (4.09)
and ‘price point’ (4.02) were found to be highest, followed by
‘origin’ (3.86) and ‘reputation’ (3.63). All four wine attributes
were found to significantly correlate to consumer repurchase
intentions.

<Table 2> Descriptive Statistics and Correlation of Variables

Variables Mean Std. 1 2 3 4

1. Sensory 4.09 .65

2. Origin 3.86 .746 439**

3. Reputation 3.63 .76 .456** .365**

4. Price point 4.02 .88 .334** .152** .234**

5. Repurchase
intentions 3.67 .58 .335** .252** .211** .017

*p<.05, **p<.01.Items
Factors Cronbach’s

alpha1 2 3 4 5
Sensory: Color .560 .184 .388 .277 .198

.786
Sensory: Aroma .597 .238 .294 .093 .191

Sensory: Taste .833 .134 .001 .129 .092
Origin: Geographic

Region .185 .817 .133 .036 .093
.734Origin: Type .269 .508 .041 .141 .095

Origin: Grape Varietal .169 .836 .167 -.050 .090
Reputation: Brand

name .360 .053 .664 -.177 .074

.778Reputation: Wine
Label Appearance -.081 .090 .805 .329 .000

Reputation:Medal/Awar
d/Rating Information .122 .187 .735 -.017 .145

Price Point .243 .000 .116 .881 -.033
Repurchase
intentions1 .106 .001 .135 .022 .782

.848

Repurchase
intentions2 .173 .053 .024 .023 .789

Repurchase
intentions3 .259 .053 -.076 .177 .758

Repurchase
intentions4 -.099 .197 .146 -.032 .747

Repurchase
intentions5 .048 .046 .083 -.156 .817
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4.2. Hypotheses testing

4.2.1. The Relationships between Wine Attributes and
Repurchase Intentions

Hypotheses 1a to 1 dexpected that the wine attributes have
an impact on wine repurchase intentions. To test these hypoth-
eses, we analyzed the regression equations with the in-
dependent variables (sensory, origin, reputation, and price point
attributes) and dependent variable (wine repurchase in-
tentions).The results are presented in Table 3. As predicted, re-
sults showed that all wine attributes have a positive association
with wine repurchase intention. The ‘price point’ attribute was
shown to have the strongest effect upon wine repurchase in-
tention ( = 0.218), followed by ‘reputation’ ( = 0.189), ‘origin’β β
( = 0.171) and ‘sensory’ ( = 0.126). Therefore, Hypothesis 1β β
is fully supported.

<Table 3> Results of Testing Hypothesis 1

Independent Variables Dependent Variable

Wine Attributes Wine Repurchase Intentions

Sensory Attribute .126(2.145)**

Origin Attribute .171(3.141)**

Reputation Attribute .189(3.574)***

Price Point Attribute .218(4.229)***

R2 .238

Adjusted R2 .230

F value 30.003***

Standardized regression coefficients are reported (t values are in
parentheses).
p<.10, *p<.05, **p<.01, ***p<.001.†

4.2.2. Wine Purchase Channels: Offline vs. Online

This study employed the two group comparison analysis ap-
proach to verify the moderating effect. In order to test the mod-
erating effect of the types of wine purchasing channels in the
relationship between wine attributes and wine repurchase in-
tentions, 390 samples were divided into two groups based upon
their main wine purchasing channel. One group comprised in-
dividuals that primarily used offline wine shops for purchasing
wine (n=236), and the other group represented consumers who
primarily purchased wine through online sites n=154). Using the
2 test, the path coefficient related to the impact of sensory atχ -

tribute ( = .202, p < .01) and price point attribute ( = .136, pβ β
<.05) on wine repurchase intentions were verified to discern
whether results differ between the two groups. Results revealed
that there was a significant difference between these two groups
(‘sensory’ attribute: 2/ df = 3.540, p < .05, ‘price point’ attribΔχ Δ -
ute: 2/ df = 3.255, p < .05). Regarding the impact thatΔχ Δ

‘origin’ and ‘reputation’ attributes have on wine repurchase in-
tentions, the moderating effect of the type of wine purchase
channels was not supported as 2 values did not significantlyχ
change following changes in the degrees of freedom.
Hypotheses 2a and 2d were supported, but hypotheses 2b and
2c were not supported. The results are presented in Table 4.

<Table 4> Results of Testing Hypothesis 2

Hypotheses
Type of Channels

2χ∆
Offline Online

H2a. Sensory attribute →
Wine repurchase intentions .202(2.561)** -.024(-.272)ns 3.540

(p < .05)

H2b. Origin attribute →
Wine repurchase intentions .190(2.734)** .142(1.633)ns .021(ns)

H2c. Reputation attribute →
Wine repurchase intentions .128(1.799)† .217(2.676)** 1.047(ns)

H2d. Price point attribute →
Wine repurchase intentions .136(2.000)* .279(3.732)*** 3.255

(p < .05)

Standardized regression coefficients are reported (t values are in
parentheses).
p<.10, *p<.05, **p<.01, ***p<.001.†

5. Discussion

5.1. Conclusions and implications

This study investigated consumer perceptions about wine at-
tributes and their influence upon repurchase intentions. In addi-
tion, the impact of wine purchase channels (online and offline)
upon the relationships between wine attributes and repurchases
intentions was also examined.

Results revealed that wine consumers expressing high im-
portance on wine attributes pertaining to ‘sensory’, ‘origin’,
‘reputation’ and ‘price point’ are more likely to repurchase wine.
As expected, the ‘price point’ attribute is the most powerful influ-
ential factor for increasing wine consumer repurchase intention.
The ‘reputation’ and ‘origin’ attribute were also found to have a
significant influence on repurchase intention. This result sup-
ported the (MacDonald et al., 2013) study proposition that wine
attributes involving brand, wine label design, and wine rating
and natural environmental characteristics (e.g., country of origin,
style, and grape varietal) are directly associated with consumer
attitudes and purchasing behavior toward wine products. The
‘sensory’attribute was also found to have a significant effect for
increasing repurchase intention.

In addition, this study investigated the impact wine purchase
channels have upon the relationship between consumer percep-
tions about wine attributes and repurchase intentions. Results
showed significantly different influences of consumer perceptions
about wine attributes upon repurchase intention when purchasing
wine via online channels compared with purchasing via offline
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channels. In particular, the ‘sensory’ and ‘origin’ attributes have
a significant influence on repurchase intention when purchasing
wine via offline channels, but these two attributes do not show
any significant influence when purchasing wine via online
channels. This result implies that wine consumers placing a high
importance upon wine sensory and origin attributes are more
likely to continue to purchase wine via traditional offline wine
channels.

The wine ‘reputation’ attribute was found to be a critically im-
portant determinant of online wine consumer purchasing
behavior. Online wine consumer perceptions pertaining to
‘sensory’ and ‘origin’ attributes are less important, but they were
found to focus on brand name, label, and award information.
This finding can be supported in consideration of online shop-
ping characteristics that represent consumer inabilities to see,
feel, taste and smell wine products. Therefore, online wine con-
sumers are more likely to rely on wine attributes pertaining to
brand names, wine labels, and medal/ award/ rating information
that can represent wine product qualities. Additionally, the ‘price
point’ attribute was shown to have a significant influence on re-
purchase intention when purchasing wine from both online chan-
nels and offline channels. However, this study’s result docu-
mented that online wine consumer perceptions about wine price
influenced their repurchase intentions more highly than it did for
those wine consumers primarily purchasing wine offline. This
finding supported Childers et al. (2002)’s proposition that online
shoppers are more sensitive to product prices than are offline
shoppers.

Most importantly, this study contributes to the existing body of
knowledge in terms of understanding consumers purchase be-
havior through the investigation of wine purchase channels and
its effects upon consumer perceptions about wine attributes and
repurchase intention. Because some of wine attributes were
found to be more important when purchasing wine through on-
line channels than through offline channels, wine business man-
agers using multiple sales channels (online and offline) can now
begin to develop effective marketing strategies based upon
these study findings. Wine consumers are becoming more
aware of various wine purchase channels and have begun to
look for a more beneficial wine market (Thrane, 2004). This can
provide empirical evidence that wine online channels should de-
velop effective and successful wine website strategies. This
study confirmed that consumer having a high importance level
of sensory attributes might be less likely to purchase wine using
offline channels. However, this study also demonstrated that
when wine websites can provide reliable information on wine
reputation and can sell wines at more reasonable prices, online
wine sales volume can greatly be increased. Therefore, for a
successful online wine business, customized information on wine
products should be delivered through well-organized websites.

Previous studies have emphasized that ‘channel extension’is
one very useful tool to increase market share and improve busi-
ness performance (Agatz et al., 2008 Gensleret al., 2012;
Kollmann et al., 2012). Therefore, wine business owners should
develop differential marketing strategies that can be applied to
online and offline consumers respectively. Especially considering

the rapid growth of online sales volume, wine business manag-
ers should focus on increasing online consumer loyalty through
various promotions and advertisements of their wine brands.

5.2. Limitations and Recommendations for Future
Research

Limitations exist with this study, and with this in mind, the
findings should be interpreted with caution. First, an online
cross-sectional survey having purchased wine online during the
previous 12 months was conducted. Even though the method-
ology employed was designed to reduce sampling bias issues,
the findings are not generalizable to apply to all wine
consumers. Therefore, future research studies should use more
robust sampling methods to prove significant differences in re-
purchasing behavior between online wine consumers and offline
wine consumers. Another limitation of this study is that re-
spondents were all residents of Florida, who were permitted to
shop and purchase wine online and have their purchases ship-
ped to their Florida residence. Therefore, future wine studies
need to investigate wine consumer attributes and behavior to-
ward different wine purchase channels residing in locations other
than Florida.

Lastly, due to using email invitation, the response rate of this
study’s survey was low. Therefore, it is recommended that fu-
ture research involving email data collection of online and offline
wine consumers that show low response rates should conduct a
nonresponse bias check.
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