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WINE TOURISM EXPERIENCES IN NEW ZEALAND: AN 
EXPLORATORY STUDY 

By Abel Duarte Alonso 

Recently, New Zealand's wine industry has made remarkable progress. For example, 

the number of hectares planted in grapes increased from 4,880 in 1990, to 15,479 in 

2003, and the number of wineries increased from 175 in 1993 to 421 in 2003. 

Projections for 2006 indicate that the growth of wine exports should nearly double 

from 2003, with expected revenues of $NZ 736 million. 

However, despite this 9fowth, little has been reported about developments in New 

Zealand's wine tourism industry, or about consumer perceptions of the winery 

experience in the form of published academic research. The limited amount of 

information, particularly from the visitors' points of view, may not only be preventing 

winery operators and the wine industry in general from having a better understanding 

of. their visitors, but also from addressing the needs of different visitor segments. 

Resulting implications for winery operators may include forgone business 

opportunities, and customers not fully benefiting in terms of product and service 

quality. Recent studies indicate that this last element is particularly important in wine 

tourism. 

This study reports the results of an exploratory research project conducted in New 

Zealand wineries that investigated aspects of the winery experience, including wine 

involvement, satisfaction with the winery experience, and visitor demographics. An 

index to measure involvement with wine, the wine involvement index (WIX), was 

developed and utilised to investigate whether wine involvement had an impact on 

winery visitors' behaviour. 
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Data were collected from winery visitors via questionnaires distributed in a sample of 

wineries in different wine regions of New Zealand. A total of 609 usable responses 

were obtained (24.8% response rate). The results indicate a number of differences 

between the independent, dependent, and moderating variables. For example, it was 

found that age, whether visitors are domestic or international, and different levels of 

wine involvement appear to have a clear impact on winery expenditure. In addition, 

the WIX was confirmed to be a useful tool, for example, by identifying potential 

relationships between different groups of winery visitors. 

The results add new knowledge to the area of wine tourism, and offer useful 

information for wineries and the wine tourism industry. This information includes the 

potential commercial significance of some visitor groups. An additional contribution 

of this study is the 'complete wine tourism research model.' This concept presents an 

alternative to existing wine tourism models, and points out attributes and dimensions 

that playa major role in the winery experience. 

Key words: Wine, wine tourism, winery visitors, visitor segmentation, wine 

involvement, satisfaction, WIX. 
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CHAPTER ONE - INTRODUCTION 

1.1: Wine 

Wine is a traditional product in many European nations including France, Italy, 

Portugal, and Spain. In the last two c~nturies, however, the wine industry has rapidly 

developed in a number of New World countries (Cooper, 1984; Allen, Atkin, Cooper, 

Neill, Platter & St. Pierre, 1997; Arkell, 1999; Anderson, 2001; Hashimoto & Telfer, 

2003; Demhardt, 2003), accounting for major exports in Argentina, Australia, Chile, 

and South Africa. New Zealand's wine industry has also experienced significant 

development, with a rapid increase in the number of new wineries. This country 

became a net wine exporter for the first time in 1998 (Beverland, 2000), and 

projections for 2006 indicate that exports will nearly double from 2003 levels, with 

expected revenues of $NZ 736 million (Market New Zealand, 2003). Overall, 

according to Hall (2004), "the wine industry has been one of New Zealand's rural 

success stories in recent years" (p. 173). 

Wine has often been linked to socialising, relaxation, hospitality, and learning about 

new things (Dodd, 1995), and wlien consumed in moderation, it can provide a 

pleasurable experience, and even lead to potential health benefits (Dodd & Morse, 

1994; Klatsky, 1997; Maxwell, 1997). Today wine is purchased for a variety of 

reasons, and in different hospitality settings (Hall, O'Mahony & Lockshin, 2002), 

including the winery itself, at its cellar door, cafe or restaurant. Wineries play a 

crucial role as the place where the wine product is made and where people, the 

winery visitors, congregate (Leiper & Carlsen, 1998). The literature notes that the 

link between wine and these elements related to hospitality helps facilitate the 

marriage (Dodd, 1995; Bruwer, 2004) between the winery industry and tourism. This 

marriage is now considered a central part of today's leisure culture (Mitchell & 

Mcintosh, 1999), and the foundation of the concept of wine tourism. 

1.2: Wine tourism 

In the last few years both rural farm operators and economic development agencies 

have become increasingly interested in using tourism as a tool to generate business 

opportunities and supplementary revenues for rural areas (Williams, 2001). The 
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introduction of cellar door sales and hospitality facilities at wineries has helped 

facilitate product exposure and potential sales through a wider range of offerings, 

such as food, souvenirs, or accommodation. In addition, studies note that the 

interdependence between tourism and the wine industry has become increasingly 

recognised (Hall & Macionis, 1998). These developments form part of the wine 

tourism phenomenon, an activity that has grown and become popular in such tourist 

destinations as Australia (Carlsen, Getz & Dowling, 1998; Morris & King, 1998; 

Williams & Young, 1998), and the Napa and Sonoma Valleys in California (Brown, 

1981, in Hall, Sharples, Cambourne, Macionis, Mitchell & Johnson, 2000; Skinner, 

2000). f 

The literature defines wine tourism in a number of ways. For example, it is said to be 

the process of visiting vineyards to experience service production processes (O'Neill, 

Palmer, Charters, & Fitz, 2001), as well as tasting the actual tangible wine product 

(O'Neill, Palmer & Charters, 2002). Other studies note that wine tourism is simply 

about visiting cellar doors (Cambourne, 1998), wineries, vineyards, wine shows and 

festivals, where tasting wine and experiencing the characteristics of a wine region are 

visitors' main motivating factors (Hall & Macionis, 1998; Macionis, 1996, in Hall, 

Sharples, Cambourne, Macionis, Mitchell & Johnson, 2000). For Macionis and 

Cambourne (1998) wine tourism provides an additional travel motivation, while Jago, 

Issaverdis and Graham (2000) see it as a critical aspect of the travel experience. 

Although wine tourism is still considered in its infancy in some areas (Macionis, 1998) 

in others it is becoming more popular, as both tourism and food are increasingly 

being combined in wine tours and other forms of agri-tourism (Hjalager & Corigliano, 

2000). Wine tourism is well established in Germany and France (Howley, 1998; 

Frochot, 2000), and more recently, it has gained importance in Italy, where tours to 

wineries are provided in combination with historical attractions (Worldwide Boom, 

1997; Donaldson, 2004; Novelli, 2004). Numerous studies also note other areas of 

the world that either have the potential to develop wine tourism, or are benefiting 

from it already (Gilbert, 1992; Dodd & Bigotte, 1997; Howley, 1998; Howley & van 

Westering, 1998; Telfer, 2000; Hall, Sharples, Cambourne, Macionis, Mitchell & 

Johnson, 2000; Getz, 2000; Bruwer, 2003; Williams & Dossa, 2003; van VVestering & 

Niel, 2003; Correia & Ascencao, 2004; Loubser, 2004). 
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According to Jago, Issaverdis and Graham (2000), wine and its relationship with food 

offers a valuable image of a region's culture, potentially helping a region become the 

recipient of tourists' expenditures. One example is the Waipara region of Canterbury 

in New Zealand, where the successful opening of a winery with a restaurant in 1990 

started a small boom of nearby wineries offering restaurant facilities (Schuster, 

Jackson & Tipples, 2002). 

To understand the wine tourism concept in New Zealand, a number of factors need 

to be considered. These include the significance of tourism for New Zealand, the 

contribution of domestic and overseas tourists in terms of numbers of visits and 

economic gains, and the degree to which these groups may be involved in wine 

tourism. 

1.3: Tourism 

Despite reservations and scepticism of some commentators (Leiper, 1999; Page, 

Brunt, Busby & Connell, 2001; Middleton & Clarke, 2001), it has been suggested that 

tourism and travel combined form the world's largest industry, providing many jobs in 

both national and regional economies (Fennell, 1999; World Travel and Tourism 

Organization / wno, 1999; Briggs, 2001; World Tourism Organisation, WTO, 2002). 

Apart from providing jobs, an additional advantage of successful implementation of 

tourism is characterised by the money visitors spend in local communities. This 

element triggers additional expenditures on goods and services through the multiplier 

factor (Pearce, 1982; Wearing & Neil, 1999). 

Tourism has been an emerging economic force in New Zealand for most of the last 

century, but it has only been in the last decade that substantial growth has been 

achieved (Kearsley & Higham, 1997). Table 1.1 shows data in a number of areas 

that underline the significance of tourism for New Zealand's economy. The total 

tourism expenditure of international visitors has steadily increased, for example, at an 

annual average rate of 5% between 2001 and 2003. In the same period of time, the 

expenditure on food and beverage services increased by an annual average of 

7.4%, and that of accommodation services 7.3%. 
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Additional data from the Tourism Research Council (2005) indicate that, excluding 

goods and services tax (GST), import duties, and other taxes on production, 

tourism's direct and indirect value contributed $NZ 11.5 billion to New Zealand's 

Gross Domestic Product (GOP) or 9.6%. Tourism has also contributed 

approximately 17% of export earnings (Tourism Research Council, 2005). 

Table 1.1: Relevant factors associated with New Zealand tourism. 
Sources: Statistics New Zealand (2003a), Tourism Research Council (2004b). 

Progression in recent years 1999 2000 2001 2002 2003 

Breakdown of expenditures by tourists 

Accommodation services 1,073 1,214 1,311 1,426 1,502 
Food and beverage serving services 1,383 1,539 1,679 1,772 1,928 
Air passenger transport 2,695 3,040 3,437 3,285 3,315 
Other passenger transport 1,346 1,469 1,605 1,726 1,814 
Retail sales- fuel and other automotive products 1,056 1,157 1,313 1,314 1,340 
Retail sales- other 2,638 2,887 3,174 3,387 3,697 
Other tourism products 1,256 1,388 1,498 1,605 1,722 

Expenditures from international tourism 4,950 5,923 6,769 7,148 7,442 
Expenditures from domestic tourism 6,293 6,309 6,917 8,604 8,459 

Note: Data from 2004 not available (as at June 12,2005). Figures in millions of New Zealand dollars ($NZ). 

Table 1.2 illustrates the main purpose of travelling for both domestic and international 

visitors. The fact that close to 40% of domestic trips and over 50% of international 

visitors' trips to New Zealand were for holiday or leisure show the importance of 

these two groups. In addition, individuals visiting friends or relatives, travelling on a 

business trip or for other reasons, may also be involved in leisure activities, including 

wine tourism. 

Regarding the potential of the tourism industry, forecasts point to a gradual but 

consistent growth in domestic day and overnight trips, as well as in international 

visitors. This growth includes an increase in the expenditure by these two groups 

(Tourism Research Council, 2004a, 2004b, 2004c). From the countries listed in 

Table 1.2, it can be seen that visitors from Japan spent most during their visit ($NZ 

4,057 per person), while those from Australia spent the least ($NZ 1,868 per person). 

Finally, the number of jobs created in New Zealand's tourism industry has also been 

growing. However, overall this growth has been rather slow, possibly reflecting 

unsteady growth in the domestic visitor market. 
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Table 1.2: Visitors' purpose of travelling. Source: Statistics New Zealand (2003a, Tourism 
Research Council, 2004a, 2004b, 2004c, 2004d, 2005). 

Domestic overnight trips by 1999 2000 2001 2002 2003 2004 
purpose 

Holidav (1) 8,196 8,561 8,183 7,884 8,094 8,147 F 

Visiting friends and relatives (1) 7,687 7,471 7,053 8,013 6,477 6,572 F 

Business (1) 2,810 2,486 2,833 3,374 2,912 2,931 F 

Other (1) 1,350 1,787 1,567 1,730 2,045 1,943 F 

Total (1) 20,043 20,305 19,636 21,001 19,528 19,593 F 

Domestic day trips by purpose 

Holiday (1) 22,612 18,859 20,016 16,811 14,919 15,145 F 

Visiting friends and relatives (1) 13,985 11,037 10,789 12,983 10,307 10,447 F 

Business (1) 8,767 7,199 8,408 11,702 7,691 7,786 F 
Other (1) 6,603 6,685 6,729 7,105 7,226 7,317 F 
Total (1) 51,967 43,780 45,942 48,601 40,143 40,695 F 

International visitors by purpose 

Holiday 839,680 933,989 976,653 1,045,108 951,329 1,048,702 

Visiting friends and relatives 291,074 275,347 312,638 325,796 485,464 578,396 
Business 227,974 272,182 284,795 290,018 305,301 340,794 

Education 37,269 53,656 61,911 77,082 78,078 86,797 
Other 43,679 50,255 59,385 56,597 88,467 95,289 

Don't know f refused to answer 197 371 0 865 228 128 
Total arrivals 1,439,873 1,585,800 1,695,382 1,795,466 1,908,867 2,150,106 

Main countries where visitors originate 

Australia 457,776 492,239 542,333 523,266 639,592 769,548 

United KinQdom 156,536 180,935 191,655 221,232 243,417 264,441 
United States 159,227 184,151 175,960 181,760 192,883 198,260 
Japan 147,063 148,433 146,115 166,793 147,627 160,034 
South Korea 31,756 45,111 72,791 93,922 99,213 99,081 

Employment (full-time) directly 
88,000 96,000 99,000 100,000 104,000 nfa engaged in tourism 

(1) Figures in thousands (OOOs) F: Only forecast figures for 2004 are available. 

1.3.1: Relevance of domestic visitors 

The figures shown in Table 1.2 suggest that, as opposed to the constantly rising 

numbers of international visitors, domestic overnight and day trips have been rather 

inconsistent in recent years. The overall expenditure by domestic visitors confirm the 

importance of this group for New Zealand's economy. However, such importance 

does not appear to be reflected in the wine tourism industry. For example, from a list 

of 30 overnight and day trip activities, visiting friends and family, and dining at a cafe 

or restaurant were the most indicated by domestic travellers, with 27.5% and 26.1% 

of responses, respectively (Tourism Research Council, 2002). In contrast, only 1.6% 

of the total overnight trip activities, and 0.6% of day trips involved visiting vineyards. 

This small proportion of visitors suggests that overall wine tourism is still insignificant 

in terms of domestic tourist interest and participation. Compared to other overnight 
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trip activities, visiting a vineyard and wine trail was slightly more popular than going 

on a scenic boat cruise, but less popular than visiting a museum, or playing golf. Of 

interest, however, is that dining at a cafe or restaurant was the second most popular 

activity chosen by domestic visitors, suggesting future opportunities for wine tourism. 

For example, wineries investing in hospitality facilities may potentially attract visitors 

travelling to rural areas. 

1.3.2: The potential of international tourists 

Table 1.2 shows that the countries from which most international tourists originated 

were Australia, followed by the U.K., USA, Japan, and South Korea. With projections 

indicating further increases in the numbers of international arrivals of 5.8% per year 

(Tourism Research Council, 2004a), this segment may make an even greater 

contribution in the future. 

However, as was the case with domestic travellers, international visitors involved in 

wine trail and vineyard visitation only accounted for a very small proportion of their 

activity. In fact, from a list of 103 activities and attractions, wine trail and vineyard 

visitation was the thirty-second most preferred for this group. However, this activity 

has experienced a fourteen-fold increase from 11,220 visitors in 1997 to 159,078 in 

2004 (Tourism Research Council, 2004d). 

Overall, the figures suggest very limited involvement with wine tourism among 

overseas visitors. However, studies in New Zealand and Australia indicate that this 

group is becoming more relevant for the wine tourism industry. For example, AIi

Knight and Pitt (2001), and Robins (1998) noted that in 1994, 10% of Australia's 

winery visitors were from overseas. In 1998, Johnson's survey of New Zealand 

wineries (in Hall, Longo, Mitchell, & Johnson, 2000) reported around three million 

visits to wineries per year, with 19% from overseas. The figures in Mitchell'S winery 

visitor survey (Mitchell, 1999) reported that approximately 16% of respondents were 

international. Finally, Beames (2003) notes that currently of five million international 

visitors to Australia, 11 % visit wineries, and in some areas, this percentage is 

between 27 and 34%. 
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While research on international winery visitors continues to be limited, these figures 

indicate that this group represents a minority compared to domestic visitors. 

However, their growing numbers over the years suggests \hat they should be 

regarded as a genuine segment with future growth potential. 

1.4: Chapter summary 

The wine product is potentially the main motivational driver behind individuals' 

decision to visit wineries. Tourism also represents an important element in the form 

of activities and attractions, including visiting rural areas, where many of the wineries 

are located. The blending of wine and tourism results in the concept of wine tourism, 

featuring visitation of wineries, wine tasting, and learning about wines. These 

elements are closely linked, with the wine product and the winery facilities as the 

critical physical elements. 

The structure of this study follows a traditional approach. Models and concepts 

related to the winery experience and consumer behaviour are introduced and 

discussed in Chapter Two. The main objectives of this study are presented in 

Chapter Three, including models to be tested, followed by a chapter describing the 

methodology used in this study (Chapter Four). Findings are introduced in Chapters 

Five and Six. Chapter Seven presents, tests, and discusses the results of the 

expectations, perceptions, and importance (EPI) model, as introduced by Latu and 

Everett (1999). Chapter Eight discusses the findings, including the implications. 

Finally, Chapter Nine presents the conclusions and limitations of this study, followed 

by opportunities for future research. 
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CHAPTER TWO - LITERATURE REVIEW 

2.1: Introduction 

This chapter discusses existing research reports and literature that focused on a 

range of aspects of the winery experience. One of the objectives is to gain a better 

understanding of the literature on wine tourism and related dimensions, and find 

guidance for the subsequent development of this exploratory project. Emphasis is 

given to challenges in the wine tourism industry, to aspects of visitor or tourist 

behaviour, and to customer satisfaction. In addition, concepts such as consumer 

segmentation, profiling of winery visitors, and wine tourism models are presented. 

Potential gaps in the wine tourism literature are identified in this discussion, 

particularly regarding winery visitors' experiences, and the framework of some wine 

tourism models. Finally, concepts such as expectations, perceptions, importance, 

and value, all of which form critical components of the winery experience, are 

introduced and discussed. 

2.2: Opportunities and challenges in the wine tourism industry 

Part of the argument in various studies regards the potential of wine tourism for 

future growth (Hall, Cambourne, Macionis & Johnson, 1997; Jago, Issaverdis & 

Graham, 2000; Hort+Research, 2000). This also applies to wine tourism's potential 

benefits for the wine industry (Dodd, 1995; Hall, 1996, in Beverland, 1998), and even 

for the tourism industry (Dodd & Bigotte, 1997; Carlsen & Dowling, 1999; Charters & 

Ali-Knight, 2000; Hendery, 2001). Research has also emphasised wine tourism's 

benefits as an income earner (King & Morris, 1998a; Ali-Knight & Charters, 2001; 

Brandmeir, 2004), including gains for host communities and travel destinations (Getz, 

2000). 

Despite all this potential, the wine tourism industry faces numerous dilemmas, 

including its further successful development. Studies suggest that similar issues 

affecting wine tourism are also faced in the establishment of the rural tourism 

industry (Getz, 1998; Hackett, 1998, in Getz, 2000). Such issues include concerns 

about overcrowding, pollution, and environmental degradation in rural areas (Page & 

Getz, 1997, in Getz, 1998). Potential wine overproduction issues, resulting in wine 
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gluts and dropping wine and grape prices (Tough Times Ahead, 2003; Challenging 

Times Ahead 2004), and a lack of cooperation between the wine and tourism 

industries (Cambourne & Macionis, 2000; Beames, 2003) are also of concern. 

From a business perspective, potential challenges begin during the development of a 

winery business. For example, time is an issue, a~ wineries need about five years to 

develop their grape production, followed by their efforts, and additional time, to 

establish their wine brands (Beverland & Lockshin, 2001). For winery owners to 

extend their focus by providing hospitality facilities they must meet other 

requirements in addition to the original winery development process. These 

requirements could include building a tasting room, a cafe, a restaurant, or even 

accommodation facilities. This new development may not only involve extra costs 

(Jago, Issaverdis & Graham, 2000; Hall & Mitchell, 2005), but also learning very 

different skill sets. Moreover, winery operators may have to learn about customer 

service, tourism, and marketing, for which they may initially lack the necessary skills 

or experience (Macionis & Cambourne, 1997, in Beverland, 1998). 

An additional challenge is posed by the wine industry itself, particularly in New 

Zealand, as most wineries are limited in terms of production volume and the size of 

their workforce. One example is that in the late 1990s the big four wineries in New 

Zealand accounted for 78% of the domestic market, 285 competed for only 10%, and 

the balance of the market supply was imported (Scanlan, in Beverland, 2000). This 

suggests that for many family-size businesses the idea of building hospitality facilities 

may provide an outlet to market their wines. However, this may also require hiring 

staff to look after their operations. Consequently, the additional revenue stream also 

has associated costs. 

There is, however, additional evidence against New Zealand's wine industry 

becoming involved in wine tourism as a broad strategy. Some researchers note that 

wine tourism may prove a lUXUry for wineries using this concept to promote their 

wines, especially if the smaller wineries cannot supply enough product volume to 

their distributors (Beverland, James, James, Porter & Stace, 1998). The belief that 

wineries receive very limited direct benefits from visitors or tourists is another reason 

why some businesses are rather cautious about embracing the wine tourism concept 
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(Hall, Cambourne, Macionis & Johnson, 1997). Other studies note that visiting a 

winery does not automatically translate into either on-site or future consumer 

purchases; therefore, visitation may have very little value (Jago, Issaverdis & 

Graham, 2000). Further, even if many visitors purchase wines during their visit, their 

subsequent purchases from the same winery are usually rather low. Estimates 

reported by Jolley (2002) suggest that on-selling of wine brands to individuals after 

their winery visit was limited to only one-third of visitors. However, wineries depend 

highly on visitors' purchases to justify the costs of their operations (Jago et aI., 2000). 

Overall, these issues suggest that knowledge about the wine tourism concept, as a 

business strategy appears to be limited among winery entrepreneurs. Moreover, 

very limited information is available about owners' reasons for wine tourism 

involvement or non-involvement. While a few researchers have ventured into this 

area in recent times, for example, Fraser and Alonso (2003), for the most part these 

issues have been given little attention. This is also the case regarding the 

experiences of those businesses already involved in wine tourism. Getz (2000) 

discusses this dimension from an international perspective, but it has not been 

investigated in New Zealand wineries. 

Taylor and Warren (1998) present a further set of challenges faced by the wine 

tourism industry. One of these is the disadvantage that some wineries have in 

regard to their distant location from main tourist destinations. This problem is further 

aggravated by a lack of promotion due to the considerable costs involved, and lack of 

infrastructure in the form of accommodation, transportation, and support services 

(Taylor & Warren, 1998). These limitations may particularly affect out-of-region, out

of-country, and senior visitors, who may not possess the means to travel to these 

wineries. Further obstacles are posed in the form of regulations and laws, including 

dealing with local councils in rural areas, and with national government organisations 

such as Transit New Zealand, to allow appropriate signage (Taylor & Warren, 1998). 

As a result, wineries may not be able to advertise themselves to potential customers 

driving by. 

Despite these challenges, some studies suggest that developing an attractive image 

of wineries in New Zealand to the international visitor market might be a strategy to 
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follow. Van Aalst and Daly (2002) indicate that 75% of overseas visitors are not very 

familiar with New Zealand wines; however, when they learn about these, they value 

the experience. This suggests that promoting and improving visitors' perceptions of 

wineries, as well as their winery experience, may increase their interest and 

involvement. Therefore, Van Aalst and Daly (2002) suggest providing business 

hours that match visitor needs, especially in the case of winery restaurants. 

However, there is little evidence that these approaches would necessarily result in 

increased interest, sales, and future repeat-purchase of wines overseas. In addition, 

strategies such as wineries having opening hours to suit customer needs may result 

in extra costs for businesses, such as the need to hire more staff. 

Another issue is that while the number of wineries increased from 293 in 1998 to 421 

in 2003 (Wine Institute New Zealand, 2003; 2004), little has been reported about 

trends and developments in New Zealand's wine tourism industry in the form of 

published academic research. Similarly, a lack of research about the wine tourism 

industry, wine tourists' behaviour, and the theoretical development of wine tourism 

research has been part of the argument of several authors. These include Hall and 

Johnson (1998), Hall and Macionis (1998), Beverland, James, James, Porter and 

Stace (1998), Carlsen and Dowling (1999), Charters and Ali-Knight (1999), Getz, 

Dowling, Carlsen, and Anderson (1999), Getz (2000), Beames (2003), and Getz and 

Brown (2004). 

Together, these concerns not only illustrate the current and potential future difficulties 

of developing wine tourism in New Zealand, but they also highlight the need for 

further research in several areas. In addition, because winery visitors are the core of 

the winery experience, understanding what factors influence them to become 

involved in wine tourism is fundamental, as these factors provide the critical 

components of the winery experience. A first step is to learn about elements that are 

significant to people's travelling experience. 
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2.3: Psychological factors in tourists' experience 

The literature describing factors influencing individuals and their travelling experience 

is extensive. Among other researchers, a significant contribution has been made by 

Ryan (1995), who first notes that: 

the concept of tourism as a complex, individualistic matrix of experiences 
implies a process of chaos, role playing, deliberate ludic involvement on the 
part of the tourist, with a consequent complexity in assessing impacts (p. 
8). 

Ryan (1995) also explains that travelling experiences can be influenced by the nature 

of tourists' involvement, the role of stress undergone during a holiday, boredom and 

frustration felt during the experience, and a sense of flow. Flow in the tourism 

context is related to tourists' awareness of achievement through accomplishments 

(Ryan, 1995). Tourists have a particular state of mind, and look for alternatives in 

new places, for such reasons as intellectual, hedonistic or self-fulfilment (Ryan, 

2002). An example would be special events. According to Getz (1997, in Getz & 

Cheyne, 2002), these "provide opportunities for leisure, social or cultural experiences 

outside the normal range of choices or beyond everyday experience" (p. 137). 

In addition, when looking for alternatives, tourists assume different roles inherently 

linked to an element of "being different to" (Ryan, 2002, p. 3), or simply engaging in 

"alternatives to the norm" (Ryan, 2002, p. 3). These alternatives may include 

individuals' decisions to distance themselves from the typical tourists. This may take 

the form of travelling to places most people would not choose to go, developing an 

interest, such as in wine, and using travel as a learning experience. For Mowen 

(2000, in Sujan, 2001) these elements are part of the personality traits that have an 

effect on consumers' behaviour, including consumers' openness to try a new 

experience, their tendency to be conscientious, orderly, and extrovert. 

Other researchers argue that individuals take part in leisure activities "to satisfy and 

meet certain needs" (Rahgeb, 1980, p. 45). In addition, for Neulinger (1980) "the 

critical conditions for the experience of leisure are identified as perceived freedom 

and intrinsic motivation" (p. 9). In this context, motivation is referred to as "an internal 
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factor that arouses, directs and integrates a person's behaviour" (Iso-Ahola, 1982, in 

Getz & Cheyne, 2002, p. 137). 

These psychological elements appear to be present in the wine tourism experience. 

Moreover, individuals visiting wineries may do so for hedonistic reasons, such as 

experiencing the wine product, or a winery tour. The apparent association of these 

elements with wine tourism merits a more in-depth investigation about this industry, 

and especially about winery visitors. 

2.4: Rural tourism, wine tourism, and the winery visitor 

Published research emphasises the linkages between the tourism industry and the 

wine tourism concept. For example, Getz (1998) notes the attraction of wine 

combined with other forms of tourism, such as cultural, rural, urban, and industrial. 

Other studies also recognise wine tourism's rural setting (Dowling, 1998), or its 

agricultural base, as factors that could potentially playa major role in tourism (Dodd 

& Bigotte, 1997). In addition, Page and Getz (1997, in Getz, 1998) indicate that the 

close association of agricultural and wine regions suggests that wine tourism must 

exist within the rural tourism concept. For Dunstan (1990, in Getz, 1998), wine 

tourism integrates such elements as wine and culture, heritage conservation, and 

architecture of wineries (Dunstan, 1990, in Getz, 1998). Finally, McRae-Williams 

(2004) argues that: 

The wine industry and tourism industry are often co-located within a region 
and therefore share commonalities to do with geographic, economic, social 
and resource assets. The convergence or overlap of the wine and tourism 
industries in some instances can produce a hybrid industry wine-tourism; 
an industry that is emerging separately from the specific sectors of 
viticulture and wine making and tourism and hospitality (p. 237- 238). 

However, despite these apparent links there appears to be confusion in determining 

who the winery visitor really is. For example, while Jago, Issaverdis, and Graham 

(2000) agree that individuals visiting a winery could be labelled as wine tourists, they 

also note that: 

It is interesting how many people do not wish to be classified as tourists 
even though they are clearly participating in tourist activities. Tourists, it 
seems, are always other people (p. 67). 
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In their 2002 study, 'Who is the wine tourist?", Charters and Ali-Knight (2002) argue: 

Wine tourism is often part of an overall 'bundle of attractions' for a tourist - and it 
is likely that most visitors described as 'wine tourists' would not associate 
themselves with that label (p. 13). 

In contrast, Getz (2000) indicates that "wine tourism is initiated by consumers who 

travel specifically for wine-related experiences or by travellers who include wine 

experiences in their destination visits" (p. 4). This suggests that winery visitation can 

be labelled as consumer experiences (Getz, 2000). Another indication of these 

associations refers to trends in wine and rural tourism. These trends include 

travellers' need for peace and tranquillity, and an aging population that often favours 

rural experiences for health reasons or nostalgia, and a search for authenticity 

(Commonwealth Department of Tourism, 1994, in Getz, 1998). The importance for 

visitors of having a relaxing day out and the rural setting (McRae-Williams, 2004) are 

additional motivations to visit wineries. 

Research by Lew (1987, in Dodd & Bigotte, 1997) presents three tourism related 

dimensions that may help understand potential links between attractions and winery 

visitors. First, the idiographic dimension emphasises unique elements and attributes 

of a site, such as natural scenery, culture, festivals, and events. According to 

Carlsen (2002), these events may also contribute to boosting the consumption and 

sale of wines. Moreover, provided they are well structured and conceived, some of 

these events may have long-term effects, and help develop brand loyalty among 

winery visitors, and their relationship with the winery (Cambourne & Macionis, 2000). 

Second, under the organisational dimension, it is suggested that people travelling to 

wine regions can build a relationship with an area or region, as they may perceive 

wineries or vineyards as potential attractions. Finally, the cognitive dimension 

"organizes attractions according to how tourists perceive them" (Dodd & Bigotte, 

1997, p. 47) This dimension appears to fit with the involvement of operators in the 

organisation of wine festivals, or providing the wine tourism infrastructure; for 

example, tasting rooms or winery tours. 

Despite the views presented above regarding how individuals visiting wineries 

perceive themselves, there appears to be a close association between visitors, the 
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wine industry, tourism, and rural areas. Research on consumer behaviour has 

extended a number of dimensions, including the psychological, to identify consumers 

more specifically. The importance of these concepts has been applied in the wine 

tourism literature; for example, to segment winery visitors. 

2.5: Segmenting and profiling winery visitors 

Marketing research commonly describes the use of consumer segmentation 

variables, including geographic, demographic, psychographic, and behavioural 

(Kotler, Armstrong, Saunders & Wong, 1996; Wedel & Kamakura, 2000). Research 

on wine tourism suggests similar approaches for segmenting wine tourists (South 

Australian Tourism Commission, SATC, 1997, in Getz, 2000; Mitchell, Hall & 

Mcintosh, 2000; Charters & Ali-Knight, 2002; Mitchell, 2002). For example, the 

demographic approach has been used in a number of wine tourism studies (Howley 

& van Westering, 1998; Macionis & Cambourne, 1998, in Jago, Issaverdis & 

Graham, 2000; Nixon, 1998; SATC, 1997, in Charters and Ali-Knight, 2002; Jolley, 

2002, Bruwer, 2004; Tassiopoulos, Nuntsu & Haydam, 2004). This dimension 

investigates visitor characteristics such as age, level of education, occupation, level 

of wine knowledge, and income. 

A second approach, profiling, identifies visitors' psychographic characteristics, 

including attitudes, lifestyles and values (Charters & Ali-Knight, 2002). The concept 

of psychographics was introduced by Plog (1977, in Ryan, 1995), and it has been 

widely discussed by a number of researchers (Plog, 1991, 2001; Ross, 1994; 

Galloway, 1998; Kotler, Armstrong, Saunders & Wong, 1999; Lehto, O'Leary & 

Morrison, 2002; Ryan, 2003). Psychographics refers to personality and 

psychological characteristics of two types of travellers. The first, the psychocentric, 

focus their thoughts or concerns on the small problems of their daily lives (Plog, 

1991). These individuals prefer safety and security, and tend to travel to places they 

feel more comfortable and familiar with (Neal, 2003). The second group, allocentric 

travellers, are self-confident, extroverted individuals who seek variety when travelling. 

Individuals in this group have different, rich interest patterns, and focus these 

interests on a variety of challenges and pursuits (Plog, 1991). 

15 



The concept of psychographics appears to fit into the wine tourism dimension. Dodd 

(2000) discussed psychographics while investigating visitors' product and purchase 

involvement at the winery. Mitchell, Hall and Mcintosh (2000) explored winery 

visitors' psychographic profile based on studies from the mid and late 1990s by a 

number of researchers (see for example Dodd & Gustafson, 1997). Despite these 

studies, researchers recognise the limited amount of information in the literature on 

the psychographic profile of winery visitors (Mitchell, Hall & Mcintosh, 2000; Charters 

& Ali-Knight, 2002). 

Segmenting and profiling of winery visitors has simplified the process of identifying 

consumers; it has also emphasised a number of characteristics. For example, 

income is one of the most obvious predictors of wine consumption, and wineries use 

this element to target certain visitor groups (Dodd & Bigotte (1997). Another 

characteristic is winery visitors' wine lifestyle, including wine interest, wine cella ring 

behaviour, and wine club participation (Mitchell, Hall & Mcintosh, 2000; Mitchell & 

Hall, 2001). Studies in Italy have categorised several types of visitors in this 

dimension, including the professional, the impassioned neophyte, the hanger-on, and 

the drinker (Corigliano, 1996, in Mitchell et aI., 2000). Other studies have 

categorised a number of visitor groups such as the young optimists, traditional family 

life, socially aware, and visible achievers (Macionis & Cambourne, 1998). In studies 

conducted by Getz (1998), "the highest levels of participation in winery I vineyard 

visits were among two groups called 'visible achievers' (11 %) and the 'socially aware' 

(10%)" (p. 22). 

Other attempts have been made to identify alternative winery visitor groups. For 

example, Jago, Issaverdis and Graham (2000) used characteristics noted by other 

researchers above, and additionally included the planning of the visit, size of winery, 

main reason for visit, and length of stay in the wine region to identify the serious wine 

tourists. In addition, Charters and Ali-Knight (2002) segmented winery visitors by 

motivating factors and goals, based on visitors' knowledge about wine and interest in 

it, and identified segments they called the wine lover, the connoisseur, the wine 

interested, and the wine novice. Other common characteristics include age and 

levels of education. However, there appear to be clear differences among winery 
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visitors, and notably, as argued by Jago et al. (2000), there is the need for an 

instrument capable of assessing the profiling dimension more accurately. 

Overall, the development of segmentation and profiling techniques has had a 

significant impact on wine tourism research. As a result, a number of approaches 

that attempt to explain the winery experience or the wine tourism dimension have 

been developed. 

2.6: Models related to the winery experience 

One of the critical issues associated with winery visitation regards motivational 

factors influencing individuals to travel to wineries. However, while this element has 

not been thoroughly emphasised in the wine tourism literature (Weiler, Truong & 

Griffiths, 2004), some researchers, including Alant and Bruwer (2004) have 

developed frameworks illustrating motivational dimensions in wine tourism. Studies 

in New Zealand by Mitchell, Hall and Mcintosh (2000) rank external motives of winery 

visitors, including tasting or buying wine, and internal motives, such as relaxation or 

learning about wines. These researchers also argue that: 

There is more to wine and wine tourism than the simple consumption of a 
beverage or that this experience is limited to the senses and emotions 
associated with the wine alone. Wine tourism experiences (as with most 
tourism experiences) are much more than this, relying on ·the characteristics 
of the individual, the setting in which they occur, socialization with the 
personalities of wine, and interaction with other elements of the experience 
such as food, accommodation and other visitors. It is the sum of these 
elements, not each individually, that make up the winery experience (p. 130). 

These elements not only further confirm the close association between tourism and 

the winery experience, but they also serve as a foundation for the development of 

wine tourism related frameworks. 

Figure 2.1 illustrates the winery experience (Mitche", 1999, in progress, in Mitche", 

Hall & Mcintosh, 2000), based on four separate dimensions, each with their own 

related elements, and represented in a bunch of grapes. Firstly, the model illustrates 

the winery attributes, such as the setting and wine tasting on-site. Secondly, it 

illustrates the region, including regional wineries, regional population, regional 

cuisine, and accommodation. Thirdly, emphasis is placed on the experience of the 
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outside region, represented by restaurants, festivals, and wine shows. The final 

dimension represents the individual, or visitors' personal characteristics; these 

characteristics emphasise, among other elements, previous experience, and 

personality (Mitchell, 1999, in progress, in Mitchell et aI., 2000). 

3 

2 4 

Figure 2.1: Mitchell's winery experience. Source: Mitchell (1999, in progress, in Mitchell, 
Hall & Mcintosh, 2000). 

Although useful in explaining potentially significant elements surrounding the winery 

experience, the meanings of some elements in this model seem broad, even 

ambiguous. For example, other attractions, scenery, accommodation, staff 

empowerment, entertainment, empathy, and personality could not only be related to 

winery visitors' experience, but also apply to tourists looking for any attraction, 
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particularly while travelling in rural areas. Further, elements such as personal or 

attitude are presented as part of the experiential point of view (Mitchell, Hall & 

Mcintosh, 2000). However, the authors do not clearly indicate the true purpose or 

contribution of these elements in the visitor experience. Finally, critical dimensions in 

the winery experience, such as visitors' wine involvement, their learning experiences 

at the winery, or their satisfaction with their consumption or purchase do not appear 

to be an integral part of this model. 

Mitchell, Hall and Mcintosh (2000) argue that: 

Despite the recent proliferation of experiential research within tourism 
studies, there are still some areas that have not been dealt with at an 
empirical level. In particular, experiential studies have tended to be 
limited both in their temporal and spatial extent (p. 131). 

To deal with this limitation, Mitchell (in progress, in Mitchell, Hall & Mcintosh, 2000) 

proposes in Figure 2.2 a more holistic view by developing a tri-dimensional 

framework of the winery experience. This model combines the spatial (setting), 

temporal (stage of travel or time) with the activity of tourism. The main objectives of 

using this framework are investigating on-site, pre-visit, and post-visit experiences, 

as well as information on the "wider regional context (through an examination of 

visitors' other activities in the wine region)" (p. 134). 

Mitchell's dimensions of the winery experience can be used in a more generic way, 

including other tourism activities. This concept was to be tested in subsequent 

studies to help wineries gain more understanding about their customers (Mitchell, 

Hall & Mcintosh, 2000). 

This model mainly emphasises the wine product as a linking element in the 

dimensions presented. However, while the idea of investigating the winery 

experience using temporal and spatial concepts may seem significant, the omission 

of critical elements related to the winery experience, including visitors' expectations, 

their level of satisfaction after their visit, or the physical attributes of the winery, 

appears to be a limitation of this framework. 
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Other models take a different direction, and emphasise wine tourism from a business 

perspective. One such model is the traditional approach to the cellar door, 

developed from a concept by Gronroos (1987, in Morris & King, 1998). The model 

illustrates one way in which wineries could market themselves to visitors, that is, by 

using wine tourism as a tool "to reflect a total image and positioning not only of the 

wine but of the entire wine tourism product" (p. 225). Morris and King (1998) used 

this model to explain ways to develop wine tourism while investigating this industry in 

Margaret River, Australia. 
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Figure 2.2: Mitchell's dimensions of the wine tourism experience. Source: Mitchell (1999, in 
progress, in Mitchell, Hall & Mcintosh, 2000). 

The traditional approach of this model is divided into three phases. The first phase, 

the flower of cellar door service, is shown in Figure 2.3. This concept suggests that 

wine has been traditionally the main and most appealing element for wineries to sell 

their product. Sales are mainly conducted through the winery's cellar door. 

However, wineries are introducing new features emphasising the service aspect, 

including tourism-related products, such as local produce, souvenirs, or restaurants 

and cafes (Morris & King, 1998). Visitors' responses in this 1996 study confirmed 

that such tourism-related elements were needed . 
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Figure 2.3: Flower of cellar door service. Based on Gronroos (1987, in Morris & King, 1998). 

The second phase, represented by the flower of wine tourism in Figure 2.4, explains 

that if wineries want to obtain financial rewards from wine tourism, they need to 

change their present focus. This change should be from having wine as the core 

product, to wine tourism as the core product or service. Wineries could do this by 

extending the services they are currently offering. 

Figure 2.4: Flower of wine tourism. Based on Gronroos (1987, in Morris & King, 1998). 

For Morris and King (1998) this process should be two-fold. First, wineries need to 

introduce or extend their services, that is, restaurants or cafes, or local produce. 
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Second, elements that are purely related to tourism, such as tourist information, 

accommodation and wine tours need to be introduced. According to Morris and King 

(1998), larger, .more proactive wineries in the Margaret River region have introduced 

these alternatives successfully. 

The third phase, or total wine tourism product, focuses on capitalising on wine 

tourism by incorporating both a product and service approach (Morris & King, 1998). 

This step, as shown in Figure 2.5, requires facilitating services, that is, emphasising 

the quality service that wineries' management and frontline customer service staff 

can provide. 

Figure 2.5: Flower of integrated wine tourism service. Based on Gronroos (in Morris & King, 1998). 
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The concept of facilitating services emphasises several elements, including 

empowering personnel, effective communication between management and frontline 

employees and customers, and offering physical features that match the quality of 

the wine product and the service being provided (Morris & King, 1998). 

The successful implementation of the total wine tourism product is taken further by 

Morris and King (1998), and illustrated in Figure 2.6 using the service profit chain 

model, originally presented by Heskett, Jones, Loveman, Sasser & Schlesinger 

(1994, in Morris & King, 1998). The idea of providing a total wine tourism product, as 

presented in the flower of integrated wine tourism service model, emphasises a mix 

of service components suggested as fundamental within the winery experience. The 

usefulness of this model is that it shows in a simple way that through the 

development of those service components, wineries might be better equipped to 

service their visitors. Moreover, the components included in this model may playa 

critical role in linking the winery, the wine product, and winery visitors. 
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Figure 2.6: The wine tourism service-profit chain. Based on Heskett, Jones, Loveman, Sasser and 
Schlesinger (1994, in Morris & King, 1998). 

However, a number of questions appear to remain unanswered. For example, the 

data in this study were collected only from the Margaret River region in Australia. 

23 



Hence, while visitors' concerns with the low performance of service related 

components in this study might have been obvious, these gaps may not necessarily 

apply to wineries in general. If this is the case, however, then regardless of their size 

wineries might need to make significant investments in facilities and trained staff 

before making the transition from being product based to becoming product and 

service based. Morris and King (1998) note the need to invest in facilities in order to 

develop the wine tourism service. However, they do not discuss or address the issue 

of the need for capital, an element that wineries may lack, particularly the smaller, 

family owned businesses. 

Research by Getz (1998) proposes a framework with a list of "core elements" (p. 25) 

to develop wine tourism. As shown in Figure 2.7, consumers, suppliers, destination 

roles, and the resource base form the core of Getz's framework. He suggests that, 

apart from the more basic requirements, such as producing grapes, making wine, 

and providing visitor services, there is the need for additional attributes "to augment 

the basic product" (Getz, 1998, p. 25), and to contribute to wine tourism's success. 

These attributes include tours to and within the region, festivals, and special events 

with a wine theme (Getz, 1998). 

Consumers I travellers Destination Roles: Suppliers 

• Resource conservation 

Wine tasting Research and planning 
Transport 

• 
Dining Accommodation 

• Information; signage 
Sightseeing Catering 

• Theming (wine routes) 
Shopping Tours/guides 

• Marketing 
Learning Retailing 

• Special events 
Special events Recreation 

• Education of visitors 

Resource Base (includes climate, soils, moisture, and drainage). 

Figure 2.7: The wine tourism system by Getz (Source: Getz, 1998). 
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By considering the significance of the learning and recreation elements of the winery 

visitation, Getz's framework clearly differs from those proposed by Mitchell (in 

progress, in Mitchell, Hall & Mcintosh, 2000), and Morris and King (1998). However, 

one limitation of the wine tourism system is that it seems to be mainly applicable to 

wine regions with an already developed and solid winery infrastructure in place, 

including accommodation, transport, and catering. However, wine-producing areas 

that are still developing, competing with other attractions or with very limited visitor 

traffic may not possess the economic resources to invest in wine tourism. This 

obvious limitation appears to be similar to that discussed in the model by Morris and 

King (1998). 

Getz (1998) additionally presents a conceptual dimension of wine tourism as a value 

chain. Figure 2.8 shows that every stage related to the wine tourism industry adds 

more economic value. Further, by incorporating the tourism element into viticulture, 

production, and export of wines, as well as maintaining the region's resource base, 

more value could be added (Getz, 1998). This could help the economy of the wine 

region, and assist in diversification efforts. 

Resource base 

~ 
Viticulture 

~ 
Wine production 

(Wineries) 
~ 

Wine exports 011 ~ Wine tourism 

• Travel! sightseeing 
• Tasting 
• Learning 
• Shopping 
• Dining 
• Accommodation 
• Recreation 

Figure 2.8: The wine tourism value chain (Source: Getz, 1998). 
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However, Getz (1998) notes: 

Wine tourism also reinforces wine exports, as consumers educated and 
experienced in a wine-producing region are more likely to become loyal 
customers and to spread a positive word about the wines. (p. 25). 

Getz's concept does not take into account potential drawbacks of the wine tourism 

industry noted by Jago, Issaverdis and Graham (2000) regarding the often

misleading assumption that visitation and future wine purchases are related. 

Additionally, smaller wineries exporting their own wines may incur additional costs for 

their marketing and exporting efforts. Finally, in case of high demand further issues 

may arise, including limited wine stock to supply overseas buyers. 

Other wine tourism concepts are the antecedents and outcomes of (successful) wine 

tourism (Dodd, 2000), illustrated in Figure 2.9, and based on research conducted in 

the state of Texas, USA. Visitors' demographics, psychographic and behavioural 

characteristics form the foundation of this approach. In addition, Dodd proposed 

external markers, or "signals that consumers use to gather information about the 

tourism area of interest" (Leiper, 1990, in Dodd, 2000, p. 142). 

Visitors may search for information, both internally and externally, by means of those 

external and internal winery markers. For example, internal winery markers are 

represented by the environment and elements related to service and the wine 

product. These dimensions influence visitors' perceptions and beliefs about wine 

tourism, leading to a number of outcomes, including new attitudes toward the winery, 

and future relationships with the winery in the form of repeat visits or mail orders 

(Dodd, 2000). 

This approach presents a number of issues. For example, Dodd (2000) identifies 

product involvement as "the degree to which a consumer considers a particular 

product to be important in their life" (p. 141). Using this reasoning, it could be argued 

that wine knowledge and frequency of wine consumption are both associated with 

wine involvement, and not as separate psychographic or behavioural characteristics, 

as illustrated in Dodd's concept. Moreover, a certain degree of wine knowledge 

could be gained through more interaction with, or more learning about the wine 
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product. Interaction may result in higher, or even lower, wine involvement, 

particularly in cases where individuals have almost no interest in the wine product. 

Similarly, the degree of wine consumption suggests visitors having higher or lower 

interaction with wine. Hence, it could also be argued that consumption is an element 

measuring an individuals' involvement with the wine product. 

External markers 

External to the winery 
• Word-of-mouth 
• Media 

. Advertising 

. Public relations 

Visitor characteristics 

Demographics 

• Age 
• Income 
• Gender 
• Education 

Psychographic and behavioural 
characteristics 

• 
• 
• 
• 
• 

Lifestyles 
Wine knowledge 
Frequency of wine consumption 
Wine involvement 
Existing attitudes 

Customer internal 
and external 
search for 
information 

• Direct marketing and promotions 
(mail. brochures) 

• Signs 

Internal winery markers 

Environment 
• Location 
• 
• 
• 

Decor 
Landscape 
Building characteristics 

Service elements 

• 
• 
• 

Tour guides 
Wine-maker 
Retail sales personnel 
Allied activities and events 

Wine elements 
• Taste 
• Label 
• Price 

I I 
~ 

Perceptions and 
beliefs 

Outcomes for wineries 

• Number of winery visitors 
• Purchasers of wine and wine accessory items 
• Marketing information 

Consumer lists 
Consumer preference testing 

• Future relationships with the winery 
Mail orders 
Repeat visits 

• New attitudes towards the winery 

Figure 2.9: Antecedents and outcomes of winery tourism. Source: Dodd (2000). 
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Another issue in Dodd's concept is that under the internal wine markers dimension, 

price is listed as one wine element. However, price may also be part of wine 

involvement, as it may affect people's decision to purchase wines, choose one wine 

brand over the other, or even change their level of consumption. A final issue in this 

approach is that the element of customer satisfaction appears to be ignored. 

Satisfaction may play a critical role, particularly regarding the internal winery 

markers. Furthermore, visitors' levels of satisfaction with the winery's environment 

and that of the service or product elements may influence subsequent perceptions or 

beliefs, and possibly future repeat visits. 

The experiences model, adapted from the consumer behaviour field, is an additional 

concept adapted to the wine tourism experience. This model is presented by Ali

Knight and Pitt (2001) based on ideas of previous researchers, including Schmidt 

(1999, in Ali-Knight & Pitt, 2001). Ali-Knight and Pitt note that experiences can range 

from active to passive, and they can also contribute to the absorption or immersion of 

consumers in their experiences. Figure 2.10 shows a description of the quadrants as 

developed by these researchers. The quadrant labelled entertainment ranges from 

active to passive, and includes some degree of absorption in the experience. One 

example of this could be watching a performance at a winery. The education 

element is applicable when consumers are actively involved in the informative aspect 

of the experience, absorbing events that unfold before them. An example of 

absorption in the educational dimension would be taking part in a wine seminar (Ali

Knight & Pitt, 2001). The quadrant labelled aesthetic applies when consumers view 

their experience as artistic and visual. In this dimension, consumers may become 

immersed in their experience, but have little to no significant effect on it (Ali-Knight & 

Pitt, 2001). A wine tour overseas would be an illustration of this dimension. Lastly, 

the escapist experience involves a much higher degree of immersion than the 

experiences of entertainment and education. An example of this dimension would be 

blending one's own wine (Ali-Knight & Pitt, 2001). 

As Ali-Knight and Pitt (2001) indicate, this model is "simplistic in approach," and 

"attempts to explain how good experiences are shaped" (p. 4). Further, the authors 

explain that "the 'E' Factor (emotion, engagement and entertainment) can also be 

placed on this model and expanded to include the educational component of the 
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experience" (p. 4). This apparent over-emphasis on education appears to limit the 

scope of the model, and as a result, additional aspects of the winery experience, 

such as tasting wines, or meeting the winery owners, are ignored. 

Although Ali-Knight and Pitt (2001) explain the terminology used in the experiences 

model, there seems to be some ambiguity regarding the dimensions of absorption 

and immersion. Moreover, the meaning of both these terms suggests that visitors 

are significantly involved in their winery experience. However, the authors did not 

intend a distortion between these terms. Possibly, attention to the wording would 

have made this model clearer. For example, using 'superficial involvement' in 

contrast to the concept of 'deep involvement' may be more helpful. 

Absorbed 

Entertainment Education 

Passive I 
Active 

Aesthetic I. Immersed 
Escapist 

Figure 2.10: The experiences model, featuring four different consumer experiences. 
Source: Ali-Knight and Pitt (2001). 

Charters and Ali-Knight (2002) present another model of the winery experience in the 

three dimensional analysis of the wine tourist, as shown in Figure 2.11. These 

authors note: 

The purpose of a wine tourist's visit to a specific winery can be graded from 
low to high involvement ('integration') with the wine experience. This has 
an obvious relevance to the practice of wine tourism - for it involves the 
consumer of wine also 'consuming' the site of production ... Within the 
process of wine tourism the lowest level of integration is merely to taste, the 
highest includes a comprehensive educative experience" (p. 321). 
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According to Charters and Ali-Knight (2001), this model can identify the type of 

visitors and their activity on any winery visit. As a result, wineries could gain a better 

understanding of visitors' purposes, motivations, expectations, and more effective 

ways to meet those expectations. This is particularly true when "examining the 

nature of the wine region" (Charters & Ali-Knight, 2002, p. 322). For example, some 

regions may attract wine tourists with high levels of motivation, but with a low 

relationship to alternative tourist attractions, and with little integration. 

p Highly Integrated 

u Learning 

R 
Cultural experience 

p 

o 
Eating and drinking 

5 Tasting (only) 

E Buying 

High 

Wineries visits fonn a small 
part of the mix of attractions 

Wineries are important 
along with other attractions 

Focusing entirely on the winery experience 

Low/Less 
Integrated 

No interest 
(Hangers on) 

Limited interest 
(Wine novices) 

Interested 
(Wine interested) 

TOURIST MOTIVATION 

High interest 
(Wine lovers) 

Note: Cultural experience = food, wine, environment, settinQ, Qalleries. 

High 

Figure 2.11: The wine tourist - a three dimensional analysis. Source: Charters and Ali-Knight (2002). 

The three dimensional analysis provides a broad framework capable of generating an 

extensive mix of visitor segments. This model emphasises involvement or integration 

in the winery experience. Hence, it is useful in describing consumers' levels and 

patterns of wine interest, winery visitation, or involvement with tourism. However, the 

three dimensional analysis presents wine involvement as one dimension based on 

different levels of interest only. Incorporating other characteristics of wine 

involvement could possibly result in a more thorough measurement of integration. In 

30 



addition, the element of satisfaction with the winery experience appears to be 

missing in this framework. 

The sequence of some of the elements leading to high integration appears to be 

inconsistent in this model. For example, it could be argued that buying would 

Indicate a higher level of integration than would only tasting the wine product. 

Similarly, eating and drinking may not necessarily be activities conducive to more 

Integration with wine tourism, although they may be indications of a higher 

relationship with other tourism activities. In addition, an aspect that could be part of 

the integration process and not mentioned in this model regards activities or interests 

related to wine after the actual winery visit. These interests, which include wine 

purchases, wine consumption, or learning about wines at home, denote a higher 

level of relationship with the wine tourism activity. Also, as was the case with some 

of the terms used in Table 2.10, a better wording choice could have been used to 

describe visitors' level of integration. For example, 'superficial' and 'deep 

involvement' could have been used instead of terms such as 'low / less integrated' 

and 'highly integrated.' 

Finally, Hall, Sharples, Cambourne, Macionis, Mitchell and Johnson (2000) present 

the concept of the wine tourism system, illustrated in Figure 2.12. The core element 

of this model is: 

the experience that the consumer, the visitor, has while he or she comes 
into contact with the elements that comprise the wine tourism product, such 
as wineries, vineyards, festivals, winescapes, and, of course, wine (p. 6). 

In addition, Hall, Sharples, Cambourne, Macionis, Mitchell and Johnson (2000) note 

that this model integrates "the demand and supply of the wine tourism experience" 

(p. 6), and recognize that "desired experiences and travel outcomes will differ from 

person to person and from culture to culture" (p. 6). The lower matrix of this model 

presents such elements as border control, environmental taxation, and institutional 

arrangements that suggest a broad emphasis of the model. In contrast, other 

elements that could be significant within the wine tourism system, including visitors' 

involvement with wine, or their satisfaction with the winery experience, are not 

explicitly indicated in this model. 
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The wine tourism models presented in this section attempt to provide useful insights 

into the wine tourism experience. As discussed above, some elements appear to be 

ignored in a number of these models, notably visitors' wine involvement and visitor 

satisfaction within the winery experience. However, satisfaction is critical in a 

number of ways, including the influence it may have on post-purchase behaviour, 

word-of-mouth recommendations, or on visitors' decision to return to the winery. In 

addition, while some models include wine involvement as part of the winery 

experience, there appears to be no clear agreement about the elements or 

characteristics to be included under wine involvement. 
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Wine Tourist 

Expectation 
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I Past Experience I Perception I Information I 
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Figure 2.12: The wine tourism system. Source: Hall, Sharples, Cambourne, Macionis, 
Mitchell and Johnson (2000). 
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Previous research thoroughly discusses the dimension of product involvement, 

including that of wine involvement, among wine consumers. Examples of studies 

conducted in these areas are numerous, and include Zaichkowsky (1985); Lockshin, 

Spawton and Macintosh (1997); Quester and Smart (1996, 1998); Lockshin and 

Spawton (2001); Dholakia (2001); Lockshin, Quester and Spawton (2001); Aurifeille, 

Quester and Lockshin (2002); d'Hautevilie (2003); Jarvis and Lockshin (2005); 

Hollebeek, Brodie and Jaeger (2005); Goodman, Lockshin and Cohen (2005); Atkin, 

Garcia and Lockshin (2005); and Wilson, Lockshin and Rungie (2005). 

However, this extensive knowledge does not appear to have been thoroughly 

incorporated in wine tourism models. These issues emphasise the need to 

investigate and understand more about the winery experience from visitors' 

perspectives. 

2.7: Elements of the consumer experience - expectations and 
perceptions 
The consumer behaviour literature notes a number of elements affecting individuals 

during their purchasing experience, including the significance of consumer 

expectations and perceptions (see for example Sultan & Simpson, 2000). When 

visitors initiate their purchasing experience, they have expectations, especially in 

terms of quality and value of the items they consume. For Heskett, Sasser and 

Schlessinger (1997) this so-called moment of truth (Norman, 1984, in Reisinger & 

Turner, 2003; Gronroos, 1988) is the crucial stage for businesses to show their best 

performance of product and service quality, to promote themselves, and to benefit 

from visitors' consumption. For Parasuraman, Zeithaml and Berry (1993), the 

expectations element: 

is a general measure and pertains to customers' normative standards, that 
is, the service levels customers believe excellent companies in a sector 
must deliver (p. 141). 

However, there are several definitions of the expectations element. According to 

Lewis (1993), expectations are referred to as desires or wants, "what one feels that a 

service provider should offer, rather than would offer" (p. 4). Expectations are also 

referred to as "predictors (probabilities) made by a consumer about what is likely to 
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happen during an impending transaction" (Oliver, 1981, in Lewis, 1993, p. 4). 

Further, Ross (1994, in Fluker & Turner, 1998) defines expectations as "a belief 

about the likelihood or particular behavioural act will lead to a particular outcome" (p. 

58), while Ennew, Reed and Binks (1993) note that: 

the customer's expectations represent a norm against which performance is 
compared and they may, in principle, take many forms varying from some 
minimum tolerable level of performance through to some concept of the 
ideal or perfect service (p. 59). 

Other researchers point out that "customer expectations are just as important an 

element of perceived value as what is actually delivered" (Heskett, Sasser & 

Schlesinger (1997, p. 133). Finally, Barsky (1995) offers the simple definition that 

"expectations are what people think is likely to occur in the future" (p. 19). 

Apart from being a complex concept influencing the consumption experience 

(Kristensen, Martensen & Gronholdt, 1999), the element of expectations can also be 

influenced by consumers' demographic characteristics, such as nationality (Sultan & 

Simpson, 2000), income, age, gender and ethnicity (Webster, 1989, in Gagliano & 

Hathcote, 1994). Moreover, expectations can vary from one consumer to another; in 

different situations expectations can vary for the same individual, and also for 

different elements of a service (Parasuraman, Berry & Zeithaml, 1991; Hoffman & 

Bateson, 1997, in Diaz-Martin, Iglesias, Vazquez & Ruiz, 2000). Austin (1992, in 

Gagliano & Hathcote, 1994) explains that the level of customer satisfaction (CS) 

depends on how well consumers' expectations are matched by the service they 

receive in their purchasing experience. In this context, Parasuraman, Berry and 

Zeithaml (1991) emphasise the role of the tolerance zone, that is, an area 

"separating the desired service level from the adequate service level" (p.42). 

The expectations concept has also been contentious in the consumer behaviour 

literature. For example, Kristensen, Martensen and Gronholdt (1999) explain that it 

is difficult to obtain valid and reliable measures of expectations, because as a 

concept expectations do not have a definite influence on creating customer 

satisfaction. Furthermore, they call for the dismissal of expectations from customer 

satisfaction measurements, and point out that some studies conclude that customer 
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expectations, either positive or negative, have minimal impact on satisfaction. 

Finally, Olshavsky and Kumar (2001) refer to a number of authors, including Wirtz 

and Mattila (2001, in Olshavsky and Kumar, 2001) who suggest that expectations 

play only a minor role in the formation of satisfaction judgements. Clearly, while 

expectations are significant in consumers" purchasing experience, there is 

disagreement about the extent of such significance. 

The element of perceptions, on the other hand, is related to organising, processing 

and interpreting information received by the senses (Markin, 1974, in Williams, 1981; 

Johns & Tyas, 1997). This concept is also explained as "customers' perceptions of a 

given company's service within the sector" (Parasuraman, Zeithaml & Berry, 1993, p. 

141). Perceptions can be affected by the way service providers, customers, and the 

environment of the service organisation interact (Schneider & Bowen, 1995, in Yagil, 

2001). In addition, perceptions are an integral part of service quality measurements. 

For example, Parasuraman, Zeithaml and Berry (1985) developed a service quality 

base model (SERVQUAL) suggesting four gaps affecting consumers' perceptions of 

service quality. These authors also defined perceived service quality as "the 

difference between consumer expectations and perceptions" (Zeithaml, Berry & 

Parasuraman, 1988, p. 36). 

The implications of perceptions are of great importance for businesses, and this has 

been emphasised by a number of researchers. For Yagil (2001) consumers' 

perceptions of the service quality provided by an organisation "are expected to 

determine their willingness to stay with that organisation" (p. 345). Brady and Cronin 

(2001) present further evidence of the positive relevance of perceptions: 

Overall perceptions of the quality of an organization's service transactions 
(OSQ) have both a direct and indirect impact on behavioural outcomes 
(80). Specifically, from the perspective of customers, being customer 
oriented enhances the perceptions of the quality of an organization's overall 
market strategies, which, in turn, increases customer loyalty, repurchase, 
and the willingness to offer positive word-of-mouth recommendations (p. 
249). 
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While the intangible nature of perceptions may result in potential challenges, 

including the way to measure them optimally, there are also clear benefits for 

organisations to work towards improving consumers' perceptions. 

Numerous studies have emphasised the importance of expectations and perceptions 

for consumers. However, there appear to be additional elements influencing their 

purchasing experience. 

2.7.1: Importance 

Sykes (1982), Thompson (1982) and Wordsmyth (2002) define the concept of 

importance as weight, significance, personal consequence, and even dignity. 

Although the relevance of the importance attribute in consumers' experiences 

appears to have been overshadowed by that of expectations and perceptions, 

importance has been discussed to some extent in the hospitality literature. For 

example, some studies have investigated the importance dimension in combination 

with expectations and perceptions (Latu and Everett, 1999), while others have also 

added the satisfaction element to those of expectations, perceptions, and importance 

to study winery visitors (Griffin & Loersch, 2004). Other studies, however, emphasise 

the relevance of the importance element when exploring consumers' experiences. In 

this context, importance is suggested as a tool to gather information about 

customers, and to make improvements in certain areas of an organisation (Chu, 

2002; Roszkowski, 2003). 

2.7.2: Value 

A number of studies indicate that the way consumers perceive the value of the 

product or service being delivered to them largely determines their satisfaction 

(Brooks, 2000; Oh, 2000). In addition, for Heskett, Sasser and Schlesinger (1997): 

Customers today are strongly value-oriented. They seek results and service 
process quality that far exceeds the price and acquisition costs they incur for a 
service (p. 23). 

There are different definitions of the value concept, and a certain degree of ambiguity 

when defining it (Parasuraman, 1997; Woodruff, 1997). For example, value can be 

determined by a customer's evaluation of gaining or losing in a transaction (Oh, 
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2000), suggesting a positive relationship between perceived quality value and 

satisfaction. For Rust and Oliver (1994), "value includes not only quality, but also 

price. A service may be of excellent quality, but still be rated as a poor value if its 

price is too high" (p. 2-3). Woodruff (1997) presents a broader definition of the value 

concept: 

Customer value is a customer's perceived preference for and evaluation of 
those product attributes, attribute performances, and consequences arising 
from use that facilitate (or block) achieving the customer's goals and purposes 
in use situations (p. 142). 

Overall, the wine tourism literature addresses the value element, particularly from a 

visitor's point of view, to a very limited extent. Further, there is an absence of 

information on how winery visitors rate their winery experience in terms of value 

received. However, some authors have suggested ways that add value to winery 

visitors' experiences. For instance, Getz (1998) notes that some wineries use their 

vineyards as selling and educational venues; for example, educating visitors on 

viticulture, wine, geography, or history. O'Neill and Charters (2000) describe 

additional value added elements that businesses provide to attract customers, 

including the offerings of restaurant and accommodation facilities. It is also 

suggested that strong growth may be the reason motivating winery managers to 

e.xtend their operations and include hospitality facilities (King & Morris, 1998a). 

However, in a number of cases it may be that wineries are trying to match visitors' 

demands. Hence, by providing more elements in the form of facilities, product or 

service improvements, wineries may add value to visitors' consumption experiences. 

Together, expectations, perceptions, importance, and value form a mix of critical 

elements potentially affecting consumers' behaviour. These elements are also 

helpful in assessing consumers' purchasing experiences in terms of service quality 

and overall satisfaction. 

2.8: Customer satisfaction (CS) 
Although Peyrot, Cooper and Schnapf (1993) argue that some studies often equate 

service quality with customer satisfaction (CS), other researchers emphasise 

differences between the two. For example, Lewis (1993) notes that: 
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Definitions of service quality focus on meeting customers' needs and 
requirements and how well the service delivered matches customers' 
expectations.... Definitions of consumer satisfaction relate to a specific 
transaction, the difference between predicted service and perceived service 
in contrast with attitudes, which are more enduring and less situationally 
oriented (p. 5). 

Westbrook and Oliver (1991) refer to CS as "the core of the postpurchase period" (p. 

84), while for Vavra (1995, in Fluker & Turner, 1998) CS is "the extent to which 

customers' expectations about a service are met by the actual benefits they receive" 

(p. 57). Research by Sultan and Simpson (2000), Kristensen, Martensen and 

Gronholdt (1999), latu and Everett (1999), Anderson and Fornell (2000), and 

Drummond and Anderson (2004) emphasises the significance of CS for 

organisations wanting to increase their value and performance. Pizam and Ellis 

(1999) and Yasin and Yavas (1999) argue that CS is critical in securing 

organisational survival, while for Barsky (1995) CS could potentially yield improved 

profits by increasing the chances for repeat purchase and customer expenditure. 

Gagliano and Hathcote (1994), and Anderson and Fornell (2000) note that poor 

levels of CS can have negative consequences for businesses in terms of costs, both 

in the short- and long-term. Hence, some of the most common objectives for 

organisations to assess CS include measuring and achieving continuous 

improvement, measuring competitive strengths and weaknesses, and linking 

customer satisfaction data to internal systems (Nauman, 1995, in Pizam & Ellis, 

1999). 

Satisfaction is achieved when the product or service performs at or above standard, 

while dissatisfaction occurs when performance falls below standard (Wells & 

Prensky, 1996; Oliver, 1996, in O'Neill, Williams & MacCarthy, 2000; Maclaurin & 

Maclaurin, 2002). Dissatisfied consumers may "discourage other potential 

consumers through negative word-of-mouth" (Oppermann, 1998, p. 74). However, 

CS does not guarantee keeping customers or gaining their loyalty, but it is a 

prerequisite for loyalty. Hence, to build loyalty, consumers' expectations must be met 

or exceeded (Barclay, Cano, Drummond & Miller, 2001). 

In the context of the tourism experience, part of the argument of several authors, 

including LaTour and Peat (1980, in Reisinger & Turner, 2003), is that satisfaction "is 
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a function of pre-travel expectations and post-travel experiences" (p. 176). In 

addition, for Pizam, Neuman and Reichel (1978, in Reisinger & Turner, 2003), tourist 

satisfaction can also be defined as the outcome of comparing "expectations about 

the destination and a tourist's experience at the destination visited" (p. 176). 

However, some researchers also note that the satisfaction concept can be relative. 

For example, Hughes (1991, in Reisinger & Turner, 2003) found that while tourists' 

expectations were not fulfilled, they could still experience satisfaction. 

Because of the existence of a service or product relationship between wineries and 

visitors, the implications of CS within the winery experience are significant. In this 

context, Getz (2000) and Hall, Johnson, Longo and Mitchell (2000) suggest the 

importance of the service quality component in the form of recommendations, 

previous experiences, and word-of-mouth as motivating factors for visitors choosing 

to visit a winery. 

A number of researchers have investigated the CS dimension within the winery 

visitation.' For example, Griffin and Loersch (2004), and Taylor (2004), explored this 

area in Australian wine regions, while others,' including Mitchell (1999), and Mitchell 

and Hall (2003) did so in New Zealand wineries. Mitchell and Hall (2003) also 

indicate that customer satisfaction can be influenced by the quality of the interaction 

between frontline employees and winery visitors. Moreover, research by Mitchell 

(1999) notes a strong correlation between visitors' satisfaction with wine and with 

their experience at the winery. 

Wineries need to ensure that visitors' demands and expectations are being fulfilled, 

and to do so, they should consider measuring or monitoring the performance of their 

service quality (Getz, 2000). However, the consumer behaviour literature also notes 

the existence of a number of issues regarding the usefulness and reliability of current 

service and product quality measurements. 

2.9: Challenges of measuring customer satisfaction 

Part of the argument of Bowen and Schneider (1999) is that the act of delivering 

quality to consumers dictates the need to continue increasing their satisfaction, and 
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enhancing their overall experience in an ever-competitive marketplace. One of the 

results is that many businesses use information provided by customers, including 

that in the form of surveys, to make important operational and strategic decisions 

(Barsky & Huxley, 1992). 

However, as service organisation managers make efforts to improve CS they usually 

face challenges, including not knowing what aspects are important when evaluating a 

service product, or not having reliable, relevant, and valid instruments to measure CS 

(Heide, Gronhaug & Engset, 1999). One clear limitation is that service quality is one 

of the most difficult dimensions to be measured in an accurate and efficient way 

(Dalton, 2002), partly because it is perceived subjectively (Gronroos, 1988). 

Limitations include the way consumer surveys are structured, and the existence of 

temporary factors that may affect respondents (Wilson, 2002). One example is the 

way consumer surveys are conducted in the hospitality industry, where the 

representativeness of the sample may be undermined, leading to poor business 

decisions (Barsky & Huxley, 1992). 

Other researchers express their concern about the consistency of 'service quality 

measurements across different industries, arguing that the intangible nature of 

service quality is not as simple to measure as physical goods (O'Neill, Palmer & 

Beggs, 1998). Yet other studies suggest that individuals' perceptions "are not stable 

over time" (Abercrombie, 1967, in O'Neill & Palmer, 2000, p. 2). Perceptions can 

also be influenced by expectations, as these may differ between settings (Carman, 

1990). In addition, Woodruff (1997) points out that: 

Even when organizations initially find a strong relationship between 
satisfaction scores and performance, that relationship may decline over 
time. This can occur when customer satisfaction measurement (CSM) 
does not keep up with changes in what customers need or want (p. 139). 

These issues clearly indicate that if not assessed or reviewed regularly, the value of 

service quality research, as well as that of CS, will not make any substantial impact. 

Despite these challenges, studies on customer satisfaction have attempted to assess 

the CS dimension in a number of ways. 
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2.10: Models used to measure customer satisfaction 

Over the last decade, numerous studies have been conducted to examine vital 

elements of the consumption experience. One of the most commonly used service 

quality measurements in recent times has been the SERVQUAL model 

(Parasuraman, Zeithaml & Berry (1985, 1988). This concept emphasises a "general 

measurement instrument of customer satisfaction and related construct" (Heide, 

Gronhaug & Engset, 1999, p. 203). However, alternative models have been 

developed and used to measure service quality, and to identify whether service or 

product providers are fulfilling consumers' expectations. Some of these models 

Include the Evaluative Congruity Model, by Chon and Olsen (1991), and the 

Importance-Performance Analysis (IPA), originally designed by Martilla and James 

(1977), modified by Yavas (1999, 2001), and Slack (2001), and used in wine tourism 

research by O'Neill and Palmer (2004). 

While some of these concepts, in particular the IPA analysis, have been instrumental 

in a large number of studies, there are alternative approaches in consumer behaviour 

research that have been tested to a lesser extent. For example, several researchers 

have adapted, or further refined SERVQUAL in their studies. Examples of these 

variations include LODGSERV, developed by Knutson, Stevens, Wullaert, Patton 

and Yokoyama (1991, in Johns, 2001), I NTERSERVQUAL, by White and Rudall 

(1999), DINESERV, by Stevens, Knutson and Patton (1995), and SERVPERF, by 

Cronin and Taylor (1992,1994). 

The expectations, perceptions, and importance (EPI) model used by Latu and Everett 

(1998a, 1998b, 1998c, & 1999) is yet another extension of SERVQUAL. Moreover, 

Latu and Everett (1999) explain that the EPI model expands and synthesises not only 

the SERVQUAL approach, but also SERVPERF, or service performance, 

importance-performance analysis (IPA), and HOLSAT (Tribe & Snaith, 1998), or 

holiday satisfaction. 

A total of five formulae originating from these approaches symbolize the scope of this 

evaluative process. The following four represent the foundation of the EPI model: 

41 



• Perceptions (P) can used alone to predict and compare. According to Latu and 

Everett (1999) perceptions can often be used as the only indicator of attainment 

of an attribute. However, using perceptions alone can sometimes lead to 

complacency in organisations that constantly receive high perception scores. 

• The formula (P - E), representing the performance-evaluation gap, is the 

difference between the perception score and expectations. Latu and Everett 

(1999) believe this formula is incomplete because it does not consider the 

importance of the attribute to the consumer. 

• The formula (P x I) results from multiplying perceptions and importance scores, 

and represents the performance rating. According to Latu and Everett (1999), it 

is a true indicator of performance. However, this approach does not consider 

consumers' expectations. 

• The formula (E x I) stands for anticipation rating, and is obtained by multiplying 

expectations and importance scores. Latu and Everett (1999) note that the 

expectation score by itself indicates customers' expectations, and proves 

"useful in indicating the level of expectations - but not in determining whether, 

and to what extent, the particular attributes are of importance to the customer" 

(p.27). 

While Latu and Everett (1999) identify their departure from the original SERVQUAL 

model in several areas, they also caution that: 

the term 'service quality' is ambiguous and seems to imply the non-inclusion of 
products, or a differentiation of service from product. The word quality is all
inclusive. Concepts such as process, service, product, customer (internal and 
external) price, value, service quality, satisfaction, encounter, experience, image, 
and so on are encompassed by the word quality (p. 27). 

Further, Latu and Everett (1999) note that some studies suggest that the importance 

element is a repetition of the expectations set. However, contrary to this assumption, 

Latu and Everett depart from the original SERVQUAL concept by adding the 

importance dimension to those of expectations and perceptions. Their reasoning for 

this modification is that expectations and importance are not synonymous: 
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expectations are influenced by factors that are external to the customer 
such as advertising and promotions, past experience, and price. 
Importance is affected by factors that are intrinsic to the customer; it is 
influenced by personal and cultural considerations such as price and 
religion (p. 27). 

Latu and Everett agree with Parasuraman, Zeithaml and Berry (1988, 1991, and 

1993) regarding the five dimensions of the SERVQUAL concept, that is, tangibles, 

reliability, responsiveness, assurance, and empathy. However, they also depart from 

SERVQUAL in regard to the 22-item format of the questionnaire, arguing that the 

SERVQUAL format is "too restrictive" (p. 27), and propose its expansion. The 

wording and question format are also modified to allow more spontaneity. Figure 

2.13 shows an example of the questionnaire format. 

Expectations Perceptions Importance to you 

Lo Hi 

(~ ..... Attractiveness of dining room ..... U 

Figure 2.13: EPI question format. Source: Latu and Everett (1999). 

A final area in which Latu and Everett (1999) depart from the SERVQUAL model 

regards a qualitative section. They emphasise the strengths that the qualitative 

approach adds to the research in the form of comments by respondents. The 

combination of the different approaches taken by these researchers resulted in 

modifying the SERVQUAL model in their studies, eventually devising the fifth and last 

formula symbolising the EPI model: (P - E) x I. This formula is defined as: 

the discrepancy between what the customer expected and what he I 
she perceives was actually received, multiplied by how important that 
particular attribute was to the customer. The end result of this 
formula is to make a rankable rating of the attributes, thereby 
prioritising areas for improvement (Latu & Everett, 1999, p. 27). 

Latu and Everett (1999) recognise the complex nature of the quality and service 

quality concepts, mainly because of their intangible nature. The EPI formula is then 
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designed to provide practical and different variations that can be used to investigate 

whether consumers' expectations, needs, and wants are being met or exceeded. 

The EPI model was tested in various university halls of residence. These included 

accommodation, food service, hospitality, and education; further plans included 

developing the EPI instrument in tourism-related areas (Latu & Everett, 1999). To 

date the EPI tool does not appear to have been tested within the context of the 

winery experience, and therefore little is know about its potential usefulness in this 

area. 

2.11: Chapter summary 

Chapter Two discussed a number of areas related to this exploratory research, 

including current challenges faced by wine entrepreneurs and the wine tourism 

industry as a whole. In addition, elements such as winery visitors' characteristics, 

their behaviour, and consumer-related models were presented. A final area 

discussed concepts measuring consumer attitudes. 

Previous studies have argued that the literature on wine tourism is clearly limited, 

including information on new trends and developments. Also, attempts have been 

made to classify winery visitors in terms of their age, level of education, and income, 

or to identify patterns of behaviour, including winery or wine festival visitation. 

However, there are still numerous unexplored areas. For example, causal 

relationships between wine knowledge, income, and other attributes have not 

received well-deserved attention in published research. These elements could have 

practical use for winery operators to understand and service their customers better. 
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CHAPTER THREE - OBJECTIVES AND RESEARCH MODEL 

3.1: Introduction 

This chapter presents the problem statement of this research, proposes a number of 

objectives, and develops a comprehensive research framework to address some of 

the shortcomings identified. 

3.2: Problem statement 

Previous studies investigated a wide range of elements closely linked to the winery 

experience, including winery visitors, and wine consumers (Hall, Cambourne, 

Macionis & Johnson, 1998; Morris & King, 1998; Charters & Ali-Knight, 2000; Jago, 

Issaverdis & Graham, 2000). However, some areas have not been thoroughly 

explored, including service quality at the cellar door and its implications for winery 

operators (O'Neill, Palmer & Charters, 2002). Other issues, such as differences in 

wine involvement and the amounts of money spent at the winery between age 

groups, genders, and between domestic and overseas visitors could equally have 

implications for business operators, but appear to be ignored in research. This 

limited amount of information about the winery experience, particularly from visitors' 

points of view, may not only be preventing winery operators and the wine industry in 

general from having a better understanding of their visitors, but also from addressing 

the needs ot" different visitor segments. Resulting implications for winery operators 

may include missing business opportunities, while customers may not be fully 

benefiting in terms of product and service quality. This last element is particularly 

essential in wine tourism (Crockett, 1998). 

In the same way, other aspects of the winery visit, such as how consumers rate 

elements of their experience in terms of their expectations and perceptions, and 

which of these elements have the greatest importance, have not been thoroughly 

addressed. Additionally, a number of wine tourism models (Morris & King, 1998, 

Mitchell, in progress, in Mitchell, Hall & Mcintosh, 2000; Ali-Knight & Pitt, 2001) 

attempt to examine the actual winery experience, but equally ignore other elements, 

such as a clear description of how wine involvement could be measured. 
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Finally, the value of the winery experience for visitors, not only in terms of 

expenditure made at the winery, has been investigated to a very limited extent. 

Together these issues indicate clear limitations in the current wine tourism literature; 

at the same time, they suggest an obvious need to explore different dimensions of 

the winery experience. 

3.3: Objectives of this research project 

This project has three broad aims. Firstly, it further investigates areas of the winery 

experience that have only been partly identified, and answer questions that are more 

specifically stated as: 

• What factors and relationships moderate consumers' winery experiences? 

• Which of those factors and relationships do wineries need to understand in 

order to better meet consumers' demands? 

To assist in investigating these, this study introduces and tests a new instrument 

identified as the wine involvement index (WIX). This measurement tool is presented 

in more detail in Section 3.6. 

The second objective of this project is to answer a number of questions regarding the 

winery experience from customers' points of view. To explore the answers to these 

questions, this project adapts and tests the usefulness and consistency of the EPI 

model, as used by Latu and Everett (1998a, 1998b, 1998c, 1999) with a number of 

items related to the winery experience. As mentioned in Section 2.10, there is no 

evidence that the EPI model has been tested in a wine tourism situation, and it offers 

an alternative way of exploring the winery experience from visitors' points of view. 

Moreover, the EPI provides the opportunity to assess three different dimensions 

within the winery experience. Using a tool not only capable of testing and identifying 

potential product or service gaps, but also assessing the importance of items related 

to visitors' experiences may offer additional benefits for winery operators in the form 

of information about their customers. These potential advantages suggest the use of 

the EPI in this study over other available measurement tools. 
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Lastly, this project aims to investigate the demographic characteristics of winery 

visitors, and contrasting them, where applicable, to those of previous research 

studies. Examples of elements investigated include reasons for winery visitation, 

purchases made at the winery, and the contrast between domestic versus overseas 

visitors in a range of areas related to the winery visit. This information could 

generate benefits for all parties involved in this industry. 

3.4: EPI-related research questions 

Chapter Two outlined several studies describing characteristics of wine tourists. 

Anticipating their usefulness and relevance, characteristics identified by these studies 

were selected as independent variables. As Figure 3.1 shows, these variables and 

wine involvement level (WIX) are contrasted, or the same variables and the EPI tool 

formed by expectations, perceptions, and importance. 

Independent variables 

• Gender 
• Domestic and international visitors 
• Ethnicity 
• Age 
• Religion 
• Influence of religious beliefs on 
daily life 

• Educational levels 
• Annual income 
• Travel companion 
• Travel preferences 
• Expenditure 
• Planned or non-planned visit 
• Travel budget 
• Season of visit 

Moderating 
variable: 

• Wine 
involvement 
index (WIX) 

EPI model: Dependent variables 

• What are winery visitors' expectations 
of their winery visit? 

• How do they perceive those elements 
after their experience? 

• What importance do visitors give to 
each element? 

Figure 3.1: Basic illustration of the wine tourism research model. 

3.5: Model developed preceding the general research questions 

Appendix 1 shows the sequence of dimensions and events leading to the wine 

tourism research model presented in this study. This sequence includes two wine 

tourism models selected: The flower of integrated wine tourism service, based on 

Gronroos (1987, in Morris & King, 1998), and Mitchell's winery experience model 
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(1999, in progress, in Hall, Sharples, Cambourne, Macionis, Mitchell & Johnson, 

2000). These models were contrasted with five additional dimensions. These are 

first proposed in the following sections, and then encompassed in the model in this 

research. 

3.5.1: Dimensions and basic steps toward the proposed model 

This first dimension is visitors' demographics. The sequences of influences and 

presumed outcomes shown in Figure 3.2 are in accord with Moulton and Lapsley 

(2001), who conclude that demographic factors determine how consumers behave 

toward wine. Other studies further support the usefulness of this dimension, 

Including Mitchell, Hall and Mcintosh (2000) who indicate that demographic 

characteristics are a simple means of segmenting wine tourist markets. 

Demographic 
factors, 
including: 

• Age 
• Education 
• Income 

Behaviour toward 
wine, including: 

• Wine knowledge 
• Visitation of: 

Wineries, 
Wine regions 
Wine festivals, 

• Wine consumption 

Wine 
involvement 

Figure 3.2: The impact of demographic factors. 

Dependent Variables 

• EPI items 
• Winery expenditures 
• Value in terms of: 

Time, 
Effort 
Money invested 

The second dimension is associated to hedonism and hedonic consumption. 

According to Hirschman and Holbrook (in Holbrook, 1995), hedonic consumption is 

an open-ended hedonic gratification that is part of recreational pastimes, and 

aesthetic experience. In other words, individuals may seek pleasure by being 

involved in leisure experiences. In addition, some studies on wine tourism focus on 

the experiential view. This concept recognises the particular nature of both products 

and services with hedonic components, including wine (Dodd & Gustafson, 1997). 

Hence, as shown in Figure 3.3, visitors with hedonistic tendencies may be more 

involved with wine. Such involvement might be in the form of visitation for tasting, or 

for purchasing new wines. At the same time, it could also be argued that wine 

involvement may lead to hedonism or hedonic consumption, thus making the 
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relationship between these two dimensions a two-way relationship, where either one 

can lead to the other. 

Hedonism and hedonic consumption 
Wine involvement 

Pleasure-seeking activities: 

• Wine tasting 
• Experiencing new wines 
• Drinking wine for pleasure 

Figure 3.3: The role of hedonism and hedonic consumption. 

The third dimension is presented as a basic sequence of influences related to 

visitors' lifestyle characteristics, and is iIIus'trated in Figure 3.4. The information 

described in Chapter Two on the age groups of winery visitors indicates that typically 

these individuals favour the outdoors and a healthier lifestyle (Commonwealth 

Department of Tourism, 1994, in Getz, 1998). Additional motivational factors related 

to this aspect noted in some studies include the rural setting of the winery and the 

importance of having a relaxing day out (McRae-Williams, 2004). Hence, travelling 

to wineries to enjoy the rural and peaceful outdoor setting, and complemented with 

the desire to enjoy wines for health purposes may determine individuals level of wine 

involvement. 

Wine tourists' 
lifestyle 
characteristics 

Winery visitation. 

Main reasons for visit, including: 

• Wine consumption in moderation, for 
health purposes . 

• Enjoy the peaceful rural, outdoor 
setting of the winery. 

Figure 3.4: The influence of visitors' lifestyle characteristics. 

49 

Wine 
involvement 



Figure 3.5 describes the fourth dimension, the process of travel and tourism 

involvement, and its relevance in regards to the winery experience. In accordance 

with studies by Plog (1991), and Ryan (1995), individuals' intrinsic characteristics and 

their motives for travelling appear to influence their involvement with travel and 

tourism. Their choice of travelling to different destinations, including rural areas, may 

eventually result in winery visitation. Moreover, the discovery of the wine product by 

some individuals, or their experience with wine may result in increased wine 

involvement. 

A desire for: 
Self-fulfilment, self
development when 
travelling. 

Individuals with 
psychocentric and 
allocentric characteristics 

Travel and tourism 
involvement 

Alternatives in new 
places, that is, 
visitation to rural areas 

Wine 
involvement 

Figure 3.5: General travel and tourism involvement linked to wine tourism. 

The final dimension, wine involvement, is a major factor in the winery experience. 

One study in particular conceptualises wine involvement as the excitement, interest, 

and enthusiasm that consumers demonstrate towards the product category (Bloch, 

1986, in Goldsmith, d'Hauteville & Flynn, 1998). As shown in Figure 3.6, people's 

level of wine involvement is determined by their behaviour toward wine, including 

their participation in wine related activities, as well as performing traditional wine

related rituals. These rituals are part of consumers' interest, enthusiasm, and 

excitement, and include buying wine for later consumption, adding to one's collection, 

and becoming a wine club member. 

Behaviour toward wine 

Taking part in wine-related activities: 
• Consumption, purchase 
• Wine club membership Wine involvement 
• Visit wine festivals 
• Own a wine cellar 

Figure 3.6: Potential impacts of wine involvement. 



3.6: The wine involvement index (WIX) 

The wine marketing literature extensively discusses wine involvement. For example, 

Zaichkowsky (1985) tested product involvement using high and low scales to 

measure individuals' involvement with red wine. Quester and Smart (1996, 1998) 

investigated wine involvement among Australian wine purchasers in retail outlets, 

using such attributes as price, wine region, wine variety, and wine style. Another 

study conducted among Australian retail outlets by Lockshin, Spawton and 

Macintosh (1997) proposed a model based on three dimensions of wine involvement: 

product, brand decision, and purchasing. Lockshin and Spawton (2001) discuss 

brand equity theories and wine buyers' high and low product involvement, and point 

out that these concepts can help develop wine tourism strategies. Lockshin, Quester 

and Spawton (2001), and Au rife ill e , Quester, Lockshin and Spawton (2002), studied 

wine shoppers in Australia and France using average price paid for a bottle of wine 

as a dependent variable. Finally, d'Hauteville (2003) used a household survey to 

measure wine involvement, personal values, and perceptions of wine attributes, 

including price and taste for wine, among French respondents. 

Regarding tools to measure involvement with wine, Atkin, Garcia, and Lockshin 

(2005) propose medium-low, medium-high, and high levels of involvement with wine 

based on the following statements: I have a strong interest in wine; wine is important 

to me in my lifestyle; drinking wine gives me pleasure. These researchers also 

propose a number of features to be measured against wine involvement, including 

wine type, region, price, winery type, and closure style of the wine bottle. However, 

this study falls short of proposing a comprehensive index to assess wine involvement. 

In addition, the data for this study were not gathered among winery visitors, but 

through a web-based survey among US, Australia and New Zealand respondents. 

Clearly, the existence of previous measures developed to investigate consumers' 

involvement with wine must be acknowledged. This acknowledgment also includes 

the numerous contributions of the consumer literature defining and investigating 

product and wine involvement (see for example Zaichowsky, 1985, or Bloch, 1986, in 

Goldsmith, d'Hauteville & Flynn, 1998). 
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The present study proposes an alternative assessment of wine involvement among 

winery visitors. It uses Bloch's conceptualisation of wine involvement as a point of 

departure, and adds a number of attributes to the definition of wine involvement. 

Specifically, wine involvement describes and measures individuals' response towards 

the wine product, in terms of their knowledge, purchases, consumption, interest, and 

enthusiasm. The intensity of these dimensions determines people's level of wine 

involvement. Some of the dimensions are summarised as follows: 

• Wine knowledge: Winery visitors' willingness and desire to learn and become 

more familiar with the wine product. 

• Wine purchases: Number of bottles bought per month, and the average amount 

of money paid for a bottle of wine. 

• Wine consumption: Number of glasses consumed weekly. 

• Interest in wine: Buying wine books, or having wine bottles stored in a wine 

cellar. 

• Enthusiasm about wine: Becoming a wine club member, or subscribing to wine 

magazines. 

According to Lockshin and Spawton· (2001), "highly involved people relate to a 

product category as part of their lifestyle, and it holds an important place in their daily 

existence" (p. 73). These individuals, although not necessarily experts, seek 

information. In contrast, those with a low involvement may still enjoy the product 

category, but do not cognitively process information. 

A total of ten characteristics originating from the dimensions noted above were 

utilised to develop a wine involvement index (WIX). The WIX was then used as a 

standard measure of wine involvement, and as a potential moderating variable when 

testing relationships between the independent and dependent variables. As Table 

3.1 illustrates, six of the ten characteristics were labelled low, medium, and high. 

These characteristics were awarded one, two, and three points respectively. Interest 

in wine was awarded one point for those respondents who had been interested 

between one and ten years, and two points for those whose interest exceeded 
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eleven years of more. Regarding this characteristic, it was thought that age might 

have contributed to the number of years respondents had been interested in wines. 

An alternative procedure was carried out dividing this characteristic into low, medium, 

and high levels of interest. However, in the absence of any notable differences of the 

overall WIX score, it was decided to divide these characteristics into low and high 

levels only. Finally, respondents who had no subscription to wine magazines and no 

wine club membership received zero points, while those who did have a subscription 

and membership received one point for each. 

Table 3.1: Scoring system for the wine involvement index (WIX). 

Characteristics Median Scale Level 
New scales and 
levels 

1-3 = low 1 = low 
1) Wine knowledge 4 4 = medium 2 = medium 

5-7 = high 3 = hiQh 
1 -12 = low 1 = low 

2) Price paid per bottle of wine 16 13-24 = medium 2 = medium 
25 + = high 3 = high 
1-4 = low 1 = low 

3) Glasses of wine consumed per week 6 (1) 5-9 = medium 2 = medium 
10 + = high 3 = high 
1-9 = low 1 = low 

4) Bottles in own cellar or rack 30 10 -120 = medium 2 = medium 
121+ = high 3 = high 

1 = low 1 = low 
5) Wine books owned 3 2-8 = medium 2 = medium 

9+ = high 3 = high 

1-4 = low 1 = low 
6) Average of bottles and casks of wine 

6 5-9 = medium 2 = medium 
purchased per month 

10 + = high 3 = high 

1 -10 = low 1 = low 
7) Years interested in wine 10 

11 + high 2 = high = 
8) Subscription to wine magazines (2) 

o = non-subscriber ----
1 = subscriber 

9) Wine club membership (2) 
o = non-member 

----
1 = member 

10) Visitation of winery where questionnaire 
(2) 

1 = visit ----
was taken 

(1) Median score was 6.50; rounded to 6. (2) No midpoint was allocated for this characteristic. 

Visitation to wineries, wine regions and wine festivals during the past year were not 

fully included in the WIX, as geographic constraints might automatically exclude a 

number of potential visitors, and would thus contribute to a misrepresentation of their 
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level of wine involvement. Glasses of wine consumed per week were used as the 

general wine consumption measurement. 

As shown in Table 3.2, overall WIX scores ranged from a minimum of 1 to a 

maximum of 23 points. The frequency distribution of the WIX scores approximates 

the shape of a normal distribution, as illustrated in Figure 3.7. This allowed an 

alternative categorisation of respondents using three different levels of wine 

involvement. The first level represents approximately the lowest 16% of individuals; 

these would be considered to have low levels of wine involvement. The second level 

represents approximately the middle 68%, medium or average wine involvement, 

while the third level, or approximately the upper 16%, would be considered to have 

high wine involvement. 

Scores (1) 

1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
13 
14 
15 
16 
17 
18 
19 
20 
21 
22 
23 

Total 

Table 3.2: Sums of WIX scores and three categories of wine involvement. 

Frequency % 

5 0.8 
7 1.1 
3 0.5 
4 0.7 
15 2.5 
19 3.1 
38 6.2 
32 5.3 
35 5.7 
39 6.4 
46 7.6 
50 8.2 
47 7.7 
44 7.2 
42 6.9 
43 7.1 
39 6.4 
30 4.9 
21 3.4 
22 3.6 
12 2.0 
11 1.8 
5 0.8 

609 100.0 

Valid % 

0.8 
1.1 
0.5 
0.7 
2.5 
3.1 
6.2 
5.3 
5.7 
6.4 
7.6 
8.2 
7.7 
7.2 
6.9 
7.1 
6.4 
4.9 
3.4 
3.6 
2.0 
1.8 
0.8 

100.0 

Cumulative % 

0.8 
2.0 
2.5 
3.1 
5.6 
8.7 
14.9 
20.2 
2.5.9 
32.3 
39.9 
48.1 
55.8 
63.1 
70.0 
77.0 
83.4 
88.3 
91.8 
95.4 
97.4 
99.2 
100.0 

Range 1 - 7= Lower wine 
involvement. 

Using a cumulative percentage 
between 0 and 14.9 (14.9%) as 
closest approximation to 16% in a 
distribution curve approach. 

Range 8 - 17= Medium wine 
involvement. 

Using a cumulative percentage 
between 14.9 and 83.4 (68.5%) 
as closest approximation to 68% 
in a distribution curve approach. 

Range 18 - 23= Higher wine 
involvement. 

Using a cumulative percentage 
between 83.4 and 100.0 
(16.6%) as closest 
approximation to 16% in a 
distribution curve approach. 

(1) Scores are represented by total number of accumulated points. 

The results in Table 3.2 show that the percentages conform to the normal 

distribution, where the middle-most standard deviation (-1 sd < 0 < +1 sd) defines 
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68% of the population, while 16% of the distribution is allocated to either end. In 

addition, Table 3.2 and Figure 3.7 indicate that the spread of the score range 

between each of these categories was consistent, allowing a similar distribution of 

wine involvement levels. In view of these potential advantages, it was decided to 

divide the WIX following a normal distribution approach. 

To measure the internal consistency of the data in the WIX, a Cronbach's Alpha was 

run. Ryan (1995) suggests values of "approximately 0.7 or above in order to proceed 

with any further tests ... " (p. 254). However, some studies note that lower scores 

have been used in research (Hair, Anderson, Tatham & Black, 1998; Santos, 1999; 

Scales and Standard Measures, 2004). The resulting Cronbach's Alpha value of 0.7 

is consistent with the guidelines included in these studies. 

o 5 10 15 20 25 

Figure 3.7: Histogram representing the WIX scores. 

3.7: The complete wine tourism research model 

Figure 3.8 illustrates all dimensions identified in Section 3.5.1, as well as their 

relationships, leading to the final research model. The EPI model is also related to 

this explanatory model in the form of dependent variables, that is, in the assessment 

of expectations, perceptions, and importance. However, other variables, including· 

winery expenses, trade-offs related to the winery experience, and overall satisfaction, 

are also included. 
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Figure 3.8: The complete wine tourism research model. 

Demographic factors (1) 

Hedonism and hedonic consumption 
(2) 

Wine tourists' lifestyle characteristics 
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(1) Information from Hall and Macionis, 1998 (in Charters & Ali-Knight, 2002). 

Dependent variables 

Expectations, perceptions, importance (EPI) 
Other outcomes (satisfaction, value) 

Behaviour toward wine (1) 

Wine consumption Visitation: 
Price paid for wine Wineries 
Wine knowledge Wine regions 

Wine festivals 

Segmentation (1) 

Market 1 (Younger, older consumers) 
Market 2 (Overseas consumer market) 
Market 3 (Genders) 
Market 4 (High income, low income consumers) 

Wine-related pleasure seeking activities (2) 

Wine tasting, experiencing new wines 

Main reasons for winery visit (3): 

Wine consumption in moderation, for health 
purposes. 

Enjoy the peaceful setting of the winery 

Visitation to wineries among other destinations (4) 

(2) Information from Hirschman and Holbrook (1982, in Holbrook, 1995), Holbrook (1995), Mitchell, Hall & Mcintosh, 2000 
(2000), and O'Shaughnessy and O'Shaughnessy (2002). 

(3) Information from Macionis and Camboume (1998, in Jago, Issaverdis & Graham, 2000), Dunstan (1990, in Getz, 1998), 
Commonwealth Department of Tourism (1994, in Getz, 1998), Getz (1998), Jago et al. (2000), Mitchell and Hall (2001), 
Charters and Ali-Knight (2002), and McRae-Williams (2004). 

(4) Information from Dodd and Bigotte (1997), Um and Crompton (1990, in Pearce, Morrison & Rutledge, 1998), Ryan (1995, 
2002), Plog (1991, 2001), Kotler, Armstrong, Saunders and Wong (1999), Lehto, O'Leary and Morrison (2002). 
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3.8: General research questions 

Areas of consideration in this section relate to visitors' demographics, their levels of 

travel budget, and whether or not they planned their winery visit. The explanatory 

model provided in Figure 3.8 defines wine involvement as a possible moderating 

variable of all dimensions, leading to a comprehensive set of elements, including 

dependent variables, the EPI sections, and different outcomes from the winery 

experience. The following are specific objectives for this exploratory research: 

1) To investigate the relationships between the independent variables, and the 

dependent variables. 

2) To investigate potential relationships between the independent variables and wine 

involvement. 

3) To investigate potential relationships between wine involvement and the 

dependent variables. 

3.9: Chapter summary 

This chapter introduced the problem statement, and identified a number of gaps in 

the body of knowledge related to the winery experience. A framework in the form of 

the complete wine tourism research model was developed and presented, as were 

specific objectives leading to the research questions. 

In addition, a wine involvement index (WIX) was introduced. This tool not only 

represents one of the main contributions of this study, but also a critical part in the 

assessment of wine involvement among winery visitors. The WIX is used as a 

moderating variable when testing relationships between dependent and independent 

variables. 
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CHAPTER FOUR - METHODOLOGY 

4.1: Introduction 

The methodological approach of this study was in general quantitative. However, 

where it was deemed appropriate qualitative data were also gathered. Although the 

study was exploratory in nature, it also drew elements from previous research such 

as the dimensions discussed in Chapter Three. An additional area regarded 

decisions involving what tests to use, that is, parametric versus non-parametric, once 

the data had been collected. These issues are further developed in the following 

sections. 

4.2: The research approach 

One of the main objectives of this research was to study the winery experience from 

the visitors' perspectives. The tourism literature refers to quantitative and qualitative 

methods as adequate alternatives to record and measure visitors' experience (Ryan, 

1995). While it could be argued that both data collection methods offer advantages 

and disadvantages, there are strong reasons for choosing self-completion survey 

questionnaires over a qualitative approach in this research. One fundamental reason 

is that financial constraints precluded the ability to travel and spend time interviewing 

individuals. This issue considerably offset the advantages of this approach. In 

addition, in the study conducted by Latu and Everett (1999) questionnaires were also 

used to test the EPI mode\. The intention to test this model required similar tools and 

methods to those originally used by Latu and Everett. Finally, quantitative 

approaches using questionnaires have been used in contemporary hospitality, as 

well as in wine tourism related research (see for example Clark & Wood, 1998; 

Mitchell, 1999; O'Neill & Charters, 2000; and Yuksel & Yuksel, 2002). 

4.3: The instrument design 

The questionnaire was divided into four sections (see Appendix 2). Three sections 

were structured to include questions from the five dimensions developed in Chapter 

Three, and illustrated in Figure 3.8. Section A investigated ways in which 

respondents visited the winery, and emphasised attributes related to travel and 

tourism involvement, as well as hedonism. Section B mainly focused on 
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respondents' wine involvement and wine consumption. Finally, Section 0 was 

designed to investigate demographic aspects of visitors, including their age, 

nationality, income, levels of education, and gender. The questions in these three 

sections were developed using the relevant tourism and wine tourism literature (see 

for example Section 3.5.1). 

Section C tested the EPI model approach using items related to the winery 

experience that were developed by the researcher; Table 4.1 illustrates these items. 

The EPI section items were developed from a review of the wine tourism literature, 

by discussing with personnel at visitor centres located in New Zealand, and by 

personal interviews with interested individuals at Lincoln University. 

Table 4.1: EPI-related items in Section C of the questionnaire. 

Fully disagree 234 5 6 7 Fully agree;· No opinion: 0 

Before After Importance to you 

This winery is easily accessible. 1 2 3 4 5 6 

The winery offers a pleasing atmosphere. 1 2 3 4 5 6 

Products offered in this winery (wine, foods) are presented attractively. 1 2 3 4 5 6 

Winery staff are knowledgeable about the available products. 1 2 3 4 5 6 

Several kinds of wines are available for tasting at this winery. 1 2 3 4 5 6 

The quality of the wines is high. 1 2 3 4 5 6 

Visitors to this winery can learn about wines. 1 2 3 4 5 6 

Visitors can enjoy the 'total' winery experience (e.g., try local products, 
enjoy the winery atmosphere, learn about wine-related activities, meet 1 2 3 4 5 6 
the wine maker). 

Food is available. 1 2 3 4 5 6 

The quality of food(s) is high (if not available please leave blank). 1 2 3 4 5 6 

A total of 80 people were asked about their main reasons for visiting wineries. After 

categorising and collating all the given reasons, the ten most frequently indicated 

were selected. Choosing only ten items is a significant variation to the 22 in the 

original SERVQUAL model, and to the 34 in the EPI model tested by Latu and 

Everett (1998a, 1998b, 1998c, 1999). However, one of the main reasons for this 

choice was concern over the length of this section of the questionnaire, which might 

lead to respondent fatigue and an increased withdrawal rate. According to Ryan 
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(1995), this condition can compromise the consistency of the answers. Another 

reason was the need to keep the EPI-related section at a manageable number of 

items. 

The ten items most frequently chosen by the respondents in this phase of the study 

were also associated with SERVQUAL's dimensions (tangibles, reliability, 

responsiveness, assurance, and empathy). However, it was decided to exclude 

reasons such as cleanliness and affordable prices, as these are elements that 

visitors expect as a rule in any customer service related environment. 

A total of four different EPI formats were designed, including that used by Latu and 

~verett (1999). This strategy consisted of interchanging the position of the three 

main sections: expectations (before), perceptions (after), and importance (see 

Appendices 17 - 20). This was done to test the effect of order of presentation on the 

EPI outcomes, and to investigate whether the order of the formats resulted· in 

different response patterns. In addition, Section C included questions related to 

visitors' experience. One of these questions relates to the value of the experience in 

terms of trade-offs; for example, between the price paid for the wine versus the 

quality received. Other questions were concerned with respondents' levels of 

satisfaction with the experience, and with the expenditures made during their visit. 

A number of decisions were made during the process of designing the questionnaire. 

One of these was to include a limited number of agree-disagree statements, as some 

researchers suggest that these statements are prone to acquiescence bias, and to 

effects on the wording of questions (Converse & Presser, 1986; Schuman & Presser, 

1981, in Gendall, Assendelft & Hoek, 1991). Another decision made was to include 

zeros as an answering option to indicate an inability to comment on any given item. 

This is in accord with Ryan (1995), who suggests the use of a zero is an appropriate 

means to represent respondents' inability to comment. Alreck and Settle (1995) 

recommend a similar option, namely 'I don't know,' in case of no knowledge. The 

questionnaire also features several open-ended questions to allow visitors to express 

their thoughts on issues the questionnaire did not address, and to allow more 

flexibility in their responses. Space at the end of the questionnaire also invited 

respondents to make additional comments. 
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A final decision was made regarding the use of rating scales, including Likert and 

numerical I interval scales. These scales allow individuals to respond in different 

degrees to each item describing a service or product (Hayes, 1998; Boyce, 2002). 

However, Garland (1991) suggests that market researchers would prefer 

respondents to make definite choices rather than choosing intermediate or neutral 

positions on a scale, such as when choosing a four in a 7-point Likert scale. Hence, 

a scale without a mid-point would be more suitable as long as either the reliability or 

the validity of responses is not affected (Garland, 1991). In contrast to Garland's 

argument, Worcester and Burns (1975, in Garland, 1991) note that the absence of 

midpoints can inadvertently lead respondents towards a positive end of the scale. 

While both alternatives present advantages and disadvantages, this study uses 7-

point Likert and other interval scales without mid-points in a number of questions, 

including the EPI items. In most cases, one end of the scale was labelled with a one 

for lowest (for example, strongly disagree), and the other end with a seven for 

highest (for example, strongly agree). This approach was similar to the EPI question 

format used by Latu and Everett (1999). 

4.4: The initial phases 

The initial stages of developing the methodology for this research involved 

approaching wineries in the Canterbury region. In the first stage, a small sample of 

businesses near Lincoln University and within an hour's drive of Christchurch was 

used to conduct preliminary studies, with both interviews and questionnaires. In 

addition to collecting preliminary data about winery owners, this stage also served 

several purposes. First, it allowed the researcher to learn more about winery owners 

and managers, including their reasons and motivations for being in the wine industry. 

Second, it helped the researcher develop a rapport with the subject, the winery 

owner or manager, as a starting point for subsequent stages. Third, it allowed for 

tentatively securing the future participation of businesses in the study of winery 

visitors. Finally, this stage allowed for refinement of the survey questionnaire, and for 

improving its content. 

In the second stage, wineries and vineyards open to the public in Canterbury and· 

other wine regions of New Zealand were identified and invited to take part in this 
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research. These businesses provided such facilities as a tasting room, restaurant, 

cafe, accommodation, or were part of a wine trail. Finally, a total of 110 wineries 

from across New Zealand open to the public and identified in the previous two stages 

were contacted. Of these, 66 (60%) agreed to distribute questionnaires to their 

visitors at a later stage. 

4.5: Sampling methods 

A number of studies conducted in hospitality settings using questionnaires have 

shown that response rates between 20% and 30% are frequent (Smith, Bolton & 

Wagner, 1999; Hartline, Woolridge & Jones, 2003; Skogland & Siguaw, 2004). In 

other studies (see for example Quester & Smart, 1996, 1998; Bowen & Chen, 2001; 

Smith & Bolton, 2002) offering incentives appeared to increase response rates. 

Moreover, in one large-scale study on wine tourists in New Zealand by Mitchell 

(1999),3,000 questionnaires were distributed, with incentives being offered. Mitchell 

obtained 1090 usable replies, a response rate of 36.3%. However, budgetary 

limitations made it prohibitive to use any sort of incentive in this research. It was 

anticipated that to obtain a sufficiently large number of responses, assuming 20% 

and 30% response rate, distribution of 2,100 questionnaires would be needed. To 

minimise costs it was decided to mail sets of questionnaires to the 66 wineries that 

had originally agreed to participate in this research. Targeting these 66 businesses 

specifically means the sample became something of a convenience sample. 

4.6: The questionnaire distribution process· 
The first batch of survey questionnaires containing a total of 2,080 was mailed to 

wineries in December 2003, and a second batch was planned to follow in March 

2004. Mailing questionnaires this way allowed comparisons between respondents 

and seasons, and minimised potential waste. For example, this could have been the 

case if the distribution process at some wineries had been hampered by unexpected 

events. In addition, the decision to mail the questionnaires during the summer and 

autumn months was in accord with Mitchell (1999), who suggested that winery 

visitors in New Zealand favour the months from January through March to visit 

wineries. 
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Different amounts of questionnaires were allocated to wineries based on some 

simple convenience criteria. For example, wineries that were identified as having 

restaurant facilities with capacity for 100 or more people may host larger numbers of 

visitors; these businesses were mailed 100 questionnaires each. Wineries with 

restaurant facilities for fewer than 100 customers, were assumed to host fewer 

visitors based on their smaller size, and were mailed 40 questionnaires each. 

Finally, wineries without restaurant facilities, but only cellar door sales and tasting 

rooms were assumed to have an even more limited number of visitors, and were 

mailed only 20 questionnaires each. 

Approximately four weeks after mailing the questionnaires, the wineries were 

contacted to enquire whether they had received the questionnaires, and whether they 

were being distributed. It was found that some businesses had delayed the 

distribution of the questionnaires, or did not distribute them at all. For example, some 

owners and managers had changed their initial decision about their participation, or 

claimed that work or business commitments made it difficult for them to continue any 

distribution efforts. This was aggravated 'by the fact that some businesses had 

changed management or even ownership, or had been leased to a third party who 

was unaware of the original agreement to participate. This follow-up contact 

identified that 23 of the 66 wineries (34.8%) had not followed through with the 

distribution. As a result, the managers or owners of these businesses were asked to 

return their allocated questionnaires. A total of 927 or 44.6% percent of the total 

original number of mailed blank questionnaires were returned. At the end of 

February 2004, only 153 valid responses had been obtained from the remaining 

1,153 questionnaires initially mailed, an overall rate of 13.3%. 

In light of the low response rate, five wineries with restaurants in the Canterbury and 

Marlborough regions were' contacted to ask for permission for the researcher to 

personally distribute survey questionnaires at their premises. All the managers or 

owners agreed to this alternative strategy of data collection. This allowed reaching 

the public more effectively, as opposed to the original intent of having the 

questionnaires statically placed with little, or in some cases no exposure, to potential 

respondents. Direct questionnaire distribution was carried out once a month during 

weekends in each of these five wineries. Winery visitors were approached, the 
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researcher introduced himself, described the programme, and the purpose of the 

study. Potential respondents were to complete the questionnaires at home and mail 

them to the researcher. A total of 681 questionnaires were distributed by this means 

in March 2004. The anonymous nature of the questionnaire distribution did not allow 

identifying what percentage of those 681 questionnaires was returned. 

By targeting the five wineries, and because these received large numbers of visitors, 

the data collection further compromised the randomness and representativeness of 

the sample. However, this decision was made in the light of the realisation that the 

sample had already been contaminated. This was because specific written directions 

given to business managers and staff to facilitate a random distribution of survey 

questionnaires (see Appendix 3), were not observed. Directions included asking 

owners or managers to ensure that the questionnaires were collected by different 

customer groups arriving on different dates, and were completed only by visitors who 

were English speakers and older than 17 years of age. However, simply placing 

questionnaires on tables or counters was not an effective way to attract the 

participation of visitors of all age groups, that is, above 17 years of age, or from all 

walks of life. Ryan (1995) notes a case in which data were collected by leaving 

questionnaires at households. The older age groups were more likely to have the 

time to complete the questionnaires; inevitably other age groups in the households 

remained underrepresented. Hence, there are cases where the researcher is unable 

to correct or control such issues as who actually completes the questionnaire, 

potentially leading to the existence of a dominant respondent group. 

The second and final batch of questionnaires mailed to wineries contained a total of 

624. These were mailed in March 2004 to 38 of the remaining 43 wineries that had 

participated in December 2003, and who were willing to continue doing so in this final 

stage. The number of questionnaires mailed to each winery in this second stage was 

decreased to 20 for those with restaurant facilities regardless of seating capacity, and 

to 10 for wineries with only cellar door sales or tasting facilities. Complementing 

these questionnaires mailed to the 38 wineries was the direct distribution to the five 

wineries previously mentioned, making the total of participating businesses 43. 

Mailing to participating businesses and directly contacting winery visitors in the five 

chosen wineries allowed for the total distribution of 2,458 questionnaires between 
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December 2003 and March 2004. From these, 622 responses were obtained, with 

13 of these being unusable. The total number of usable responses was therefore 

609, representing an overall response rate of 24.8%. This number of responses was 

sufficient for analytic purposes. 

4.7: Some considerations before beginning the analysis of the data 

The next two sections discuss two critical aspects that need to be taken into 

consideration before analysing the data. The first is related to the level of reliability of 

the data and the second considers the normality of the distribution in the data. 

4.7.1: Internal reliability of the data 

Cronbach's Alpha was run to test internal reliability in areas of the questionnaire 

using interval scales. As illustrated in Table 4.2, the appropriate level of acceptability 

of 0.7 suggested by Ryan (1995) was reported regarding the ten EPI items and the 

five trade-offs of the winery experience in Section C. In Section A, Alpha levels 

below 0.7 were reported regarding the importance of different activities when 

respondents travelled for pleasure. Alpha levels below 0.7 were also reported 

regarding items that described respondents as travellers, and rating the importance 

of different elements when purchasing a bottle of wine. According to Hair, Anderson, 

Tatham, and Black (1998) some of these Alpha levels below 0.7 would be considered 

to be at the lower level of acceptance. However, it was decided not to include areas 

with a Cronbach's Alpha score below 0.7 in any analysis other than strictly 

descriptive. 

4.7.2: Parametric versus non-parametric tests 

According to Bryman and Cramer (1997), in order to use parametric statistical tests, 

the following three conditions need to be satisfied: 

The level or scale of measurement is of equal interval or ratio scaling, i.e. 
more than ordinal, the distribution of the population scores is normal, the 
variances of both variables are equal or homogeneous (Bryman & Cramer, 
1997, p. 117). 
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Table 4.2: Internal reliability of areas in the questionnaire using interval scales. 

Section A: Importance of activities when travelling for pleasure. 
Cronbach's Alpha .649 

Cronbach's Alpha based on standardised items .660 

Number of items 11 

Number of valid cases (1) 545 

Section A: Indications of how well the following items describe respondents as travellers . 
Cronbach's Alpha . 573 

Cronbach's Alpha based on standardised items .553 

Number of items 8 

Number of valid cases (1) 568 

Section B: Importance of elements when purchasing a bottle of wine. 
Cronbach's Alpha .631 

Cronbach's Alpha based on standardised items .620 

Number of items 9 

Number of valid cases (1) 553 

Section C: Expectations of ten items related to the winery experience. 
Cronbach's Alpha .907 

Cronbach's Alpha based on standardised items .909 

Number of items 10 

Number of valid cases (1) 215 

Section C: Perceptions of ten items related to the winery experience. 
Cronbach's Alpha .879 

Cronbach's Alpha based on standardised items .881 

Number of items 10 

Number of valid cases (1 >- 251 

Section C: Importance of ten items related to the winery experience. 
Cronbach's Alpha .849 

Cronbach's Alpha based on standardised items .856 

Number of items 10 

Number of valid cases (1) 315 

Section C: Rating the trade-offs of five additional items. 
Cronbach's Alpha .894 

Cronbach's Alpha based on standardised items .897 

Number of items 5 

Number of valid cases (1) 271 

(1) From a total of 609 cases. 

The need to fulfil these three conditions as the basis for using parametric tests has 

encountered strong resistance. Bryman and Cramer (1997) refer to previous studies 

(Boneau, 1960; Games & Lucas, 1966), in which deliberate changes to values of 

statistical information of population samples were made to demonstrate that non

fulfilment of the three conditions listed above does not necessarily result in different 

values. In regard to the first condition, Sekaran (2000) indicates that the "interval 

scale is used when responses to various items that measure a variable can be 

tapped on a five-point (or seven-point, or any other number of points) scale, which 

can thereafter be summated across the items" (p. 193). Sekaran (2000) includes 

Likert and numerical scales in this measurement. Because the bulk of the data 
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measured in some areas of this research, particularly those testing the EPI model, is 

in the form of interval scales, the first condition is fulfilled. 

For the second condition stated in Bryman and Cramer (1997), the results using tests 

of normality indicate that the population is not normally distributed (see Appendix 4). 

Moreover, 53 out of 67 scale items of responses in the questionnaire appear to be 

negatively skewed. However, this may not necessarily present a deficiency in 

normality. For example, the nature of the scale-based questions allowed 

respondents to rank different dimensions of their winery experience. Nevertheless, 

the fact that the majority of respondents ranked most items of the questionnaire 

rather high, that is, five or above in the 7-point interval scale, suggests a general 

negative pattern in skewness. 

In situations where the distributions of scores are non-normal, the following 

alternatives are suggested: 

a) The results of both parametric and non-parametric tests can be compared, or 

b) A parametric test should be run on those scores that were transformed closer to 

normality (Bryman & Cramer, 1997). 

Bryman's and Cramer's alternative of comparing results of non-normal distribution 

scores by running both parametric and non-parametric tests was chosen. This 

approach involved combining scale items used in the questionnaire with one constant 

variable forming groups. First, using the independent samples t-test under the 

'compare means option,' the grouping variable local versus non-local visitor was 

contrasted to a total of 30 scale items of the EPI sections. This total corresponded to 

ten items under each dimension of expectations, perceptions, and importance. The 

same subsets were then compared using the non-parametric Mann-Whitney test (see 

Appendix 5). This approach is in accord with Norusis (1990, 1991), who suggests 

that the Mann-Whitney test is the main non-parametric alternative to the independent 

sample t-test. The results indicate that using either parametric or non-parametric 

tests did not produce any substantial differences. The t-test appears to be the more 

conservative approach as contrasted to the non-parametric Mann-Whitney 

procedure. An advantage of the more conservative approach is that it helps reduce 
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the likelihood of Type 1 errors (Fraser, 2000). Using additional grouping variables, 

such as planned versus spontaneous visit, religion versus no religion, and summer 

versus autumn visitors reported very similar results by using either parametric or non

parametric tests. Hence, the parametric procedure would appear to be acceptable in 

this case as well. 

The third condition noted in Bryman and Cramer (1997) requires equality of 

variances, or homogeneity between variables. In line with the suggestions of Norusis 

(1991) and Coakes and Steed (1999) both t-test and Levene's test were run to 

establish equality in the variances. The grouping variable domestic versus 

international winery visitors was used and contrasted with all 30 EPI items of Section 

C of the questionnaire. The results indicate that Levene's test for equality of 

variances showed homogeneity in the majority of the scale items (see Appendix 6), 

an indication that the third requirement stipulated by Bryman and Cramer (1997) was 

generally fulfilled. Further comparisons between parametric and non-parametric 

tests using other grouping variables produced similar results. Accordingly, it was 

decided to use parametric tests in some areas of this research. However, non

parametric tests were also used where appropriate. 

4.8: Chapter summary 

Chapter Four has presented the sequence of steps involved in the development of 

the methodology for this research. The designing of the questionnaire tool, including 

its content, as well as the process of distributing the questionnaires were outlined. A 

number of issues regarding the limited amount of responses obtained in the initial 

phase of the questionnaire distribution, as well as the randomness and 

representativeness of the sample, were discussed along with the appropriateness of 

parametric and non-parametric analytical procedures. 
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CHAPTER FIVE - RESULTS 

5.1: Introduction 

This chapter reports the overall responses and presents some discussion. 

Responses are presented in a different order from the survey instrument. In the 

presentation below, the sum of mal.es and females or domestic and overseas 

respondents may not match the overall figures in the tables, as some respondents 

did not identify themselves as belonging to any of these groups. In addition, 

numbers are rounded to the first significant place. 

5.2: Demographics 

As illustrated in Table 5.1, the majority of respondents, 373 (61.3%), lived in New 

Zealand, while 215 (35.3%) lived overseas. Regarding respondents' origin, a total of 

356 (58.5%) were from New Zealand, and 232 (38.1%) were international. Some of 

the reported results differ from other studies about New Zealand winery visitors. For 

example, the proportions of visitors from the United Kingdom (7.0%), and North 

America (4.5%) reported by Mitchell (1999) are different. Mitchell's study (1999) also 

reported that only approximately 16% respondents lived overseas, a lower 

percentage than the 35.3% indicated above. In addition, in this study the largest 

group of international visitors live in the United Kingdom (UK), followed by those who 

live in Australia and in North America. The'se results also differ from Mitchell's 

(1999), who noted that the UK and North America were visitors' two main places of 

residence outside New Zealand. 

Table 5.1: Winery visitors' country of residence and their citizenship. 

Country of residence f % Country of citizens hiD f % 
New Zealand 373 61.2 New Zealand 356 58.5 

UK 75 12.3 UK 92 15.1 
Australia 54 8.9 Australia 54 8.9 
USA 35 5.7 USA 32 5.3 
Canada 19 3.1 Canada 18 3.0 
Other countries 32 5.3 Other countries 36 5.9 
Total visitors living overseas 215 35.3 Total overseas visitors 232 38.1 
Sub-total all visitors 588 96.6 Sub-total 588 96.6 
Missing 21 3.4 MissinQ 21 3.4 
Total visitors 609 100.0 Total 609 100 
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Differences in these two studies appear to reflect the steady increase of international 

visitor arrivals to New Zealand, and the higher percentages of these individuals 

visiting wineries. For example, between 1999 and 2004 the number of international 

visitors travelling to New Zealand increased by 49.3% (Chapter One, Table 1.2), 

while the upward trend of wine trail and vineyard visitation among international 

visitors suggests an increase of over 311.6% between 1999 and 2004. However, the 

data also suggest that significant segments of the visitor arrivals group are not 

attracted to wineries. According to data from the Tourism Research Council (2004d), 

Australian visitors to New Zealand account for the largest group, with 35.8%. 

Further, visitors from the UK represent 12.3%, while those from North America 

account for 11 %. Although the percentages of these last two groups appear to 

match the number of arrivals from these areas to New Zealand, the percentage of 

Australian winery visitors do not. Hence, this last group appears to be 

underrepresented. One of the reasons may be the availability of a large number of 

wineries in Australia, or that these visitors travel to New Zealand for reasons other 

than winery visitation. 

Despite the large participation of international respondents in this study as compared 

to other studies, local visitors are clearly more numerous. It should also be noted 

that the large proportion of overseas visitors might simply be a quirk of who was 

sympathetic to completing the questionnaires. Because of this possibility, the results 

have been treated cautiously with respect to any generalisation that might be drawn 

from them. 

Visitors' ethnic background was also explored. As illustrated in Table 5.2, the vast 

majority of visitors identified themselves as Caucasian, white, or Pakeha. Only 26 

(4.3%) of the total indicated belonging to other ethnic groups, such as Maori, mixed 

Caucasian-Maori, Japanese, Chinese, and African-American. In addition, 65 (10.7%) 

did not identify their ethnic background. Because the predominance of one ethnic 

group was so obvious, no further considerations were given to this variable in regard 

to whether ethnic background explains variation in other variables. 
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Table 5.2: Ethnic background. 

Categories f % 

Caucasian! White! Pakeha 518 85.0 
Other 26 4.3 
SUb-total 544 89.3 

Missing 65 10.7 
Total 609 100.0 

Visitors were asked to identify their main occupation. Completing this question 

generated a very diverse range of occupations. To facilitate analysis, these 

occupations were grouped by frequency of occurrence in 19 different fields shown in 

Table 5.3. Careers in the marketing field were most frequent, followed by technical, 

medical, and educational. These results are in accord with previous research (South 

Australian Tourism Commission, 1997, in Charters and Ali-Knight, 2002; Jolley, 

2002) suggesting that a professional career is a common winery visitor characteristic. 

Having a professional career also suggests that visitors' incomes may be higher than 

average, resulting in more disposable income and a higher likelihood of affording the 

winery visit. 

Table 5.3: Primary occupations. 

Occupation f % 
Marketing! sales, advertising 85 14.7 

Technical careers (IT, scientist, design, engineering) 71 12.3 

Medical! health 51 8.8 

Education 41 7.1 

Analyst, consultant, research, adviser, surveyor, planner 40 6.9 

Retired 28 4.8 

Banking, accounting, controller 27 4.7 

Student 26 4.5 

Business owner, freelance 25 4.3 

Administration (e.g., director) 22 3.8 

Law and order (e.g., police officer, solicitor) 22 3.8 

Building, manufacturing 19 3.3 

Office! secretarial work 17 2.9 

Land (e.g., farming) 15 2.6 

Housewife 13 2.2 

Govemment iob, military 11 1.9 

Labour! manual work 10 1.7 

Management, manager, logistics 9 1.6 

Other occupations (for example, constable, boat skipper, support person) 47 8.1 

Total 579 100.0 

When investigating the gender profiles, females accounted for the majority of visitors, 

315 (51.7%), slightly outnumbering the 281 (46.1 %) males. The overall results are 
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consistent with other winery visitor studies (Mitchell, 1999; Johnson, 1998, in 

Mitchell, Hall & Mcintosh, 2000). A larger percentage of domestic females than 

males, 55.9% against 43.8%, visited the winery, while overseas males (51.7%) were 

more represented than their female counterparts (47.8%). This result differs from 

studies conducted by Collins (2003) in Australia, where 53% of female visitors 

against 47% of males were reported among international visitors. 

It is unknown whether females or males completed the questionnaires voluntarily, or 

were asked to do so by their partners, family relatives, or travelling party members. 

In addition, some questionnaires might have been taken by parties composed of one 

gender only, further limiting the chances of obtaining a true and representative visitor 

population. Hence, it must be acknowledged that the given figures may not 

accurately represent the gender distribution of winery visitors. 

Chi-square (x2
) tests and Cramer's V statistics were used to test for statistical 

significance between genders and origin of visitors. However, despite the differences 

reported in Table 5.4, no statistically significant relationships were achieved. Hence, 

it was decided to use genders as an independent variable in subsequent analysis. 

Table 5.4: Gender composition. 

Categories Domestic Overseas Overall 
f % f % f % 

Males 156 43.8 120 51.7 281 46.1 
Females 199 55.9 111 47.8 315 51.7 
Sub-tot~1I 355 99.7 231 99.6 596 97.8 
Missing 1 .3 1 0.4 13 2.1 
Total 356 100.0 232 100.0 609 100.0 

In anticipation that religious affiliation may moderate views about wine, visitors were 

asked to identify their religion. The results in Table 5.5 suggest two distinct groups of 

respondents. One group was represented by those who considered themselves 

Christians, including such denominations as Church of England, Catholic, Protestant, 

and Methodist. Those not professing any religion, for example, who identified 

themselves as atheists, formed the second group. 
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Table 5.5: Religion. 

Categories Males Females Domestic Overseas Overall 

f % f % f % f % f 
Christian I Catholic I Protestant 135 48.0 161 51.1 178 50.0 115 49.6 296 

No religion I atheist 91 32.4 101 32.1 116 32.6 74 31.9 192 

Other (non-practicing Christians, 
5 1.8 6 1.9 4 1.1 7 3.0 11 

Jehovah's witnesses, Jewish, etc.) 

Sub-total 231 82.2 268 85.1 298 83.7 196 84.5 499 

Missing 50 17.8 47 14.9 58 16.3 36 15.5 110 

Total 281 100.0 315 100.0 356 100.0 232 100.0 609 

An additional 110 (18.1 %) respondents did not identify their religion, while another 

group was composed of eleven various religious denominations. This latter group 

was considered too small, and therefore ignored in subsequent analysis. Finally, as 

illustrated above, differences between all four groups, that is, between males and 

females, or between domestic and overseas visitors, were minimal. 

Furthermore, so respondents could indicate the potential religious influence on their 

daily lives, a 7-point interval scale item was used, ranging from one, no influence at 

all, to seven, complete influence. As illustrated in Table 5.6, three separate groups 

were generated dividing the reported scores. For example, those who indicated that 

their religious beliefs had no influence at all in their daily lives represented the largest 

group, with 339 (55.7%) responses. In contrast, 134 (22%) reported they were either 

somewhat influenced or completely influenced by their religious beliefs. Differences 

between males and females, and between domestic and overseas respondents were 

only slight in this dimension. 

Table 5.6: Influence of religious beliefs on daily life. 

Categories Males Females Domestic Overseas Overall 

% 

48.6 

31.5 

1.8 

81.9 

18.1 

100.0 

f % f % f % f % f % 

1-3: Limited to no influence at all 158 56.2 173 54.9 196 55.1 130 56.0 339 55.7 

4: Neutral 29 10.3 36 11.4 47 13.2 18 7.8 66 10.8 

5-7: Some to compJete influence 61 21.7 73 23.2 83 23.3 50 21.6 134 22.0 
Sub-total 248 88.3 282 89.5 326 91.6 198 85.3 539 88.5 

Missing 33 11.7 33 10.5 30 8.4 34 14.7 70 11.5 
Total 281 100.0 315 100.0 356 100.0 232 100.0 609 100.0 

The mean age of winery visitors was 46 years, while Table 5.7 shows two main age 

groups. One group was aged between 31 and 40 years old, and the second between 

51 and 60 years old. Each of these groups accounted for just over 20% of the 
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respondents. Visitors over 60 years old represented 106 (17.4%) of the responses. 

Notably, a higher percentage of female and international visitors were 30 years old or 

younger. Further, the percentage of female respondents of ages between 41 and 50 

was also higher than that of males. This was also true of domestic visitors as 

compared to their international counterparts, while the percentage of males of ages 

between 61 and 70 was higher than that of female visitors. 

Table 5.7: Age. 

Categories Males Females Domestic Overseas Overall 

f % f % f % f % f % 
30 years old and below 33 11.7 68 21.6 46 12.9 53' 22.8 102 16.8 

31-40 62 22.1 71 22.5 80 22.5 51 22.0 135 22.2 

41-50 36 12.8 71 22.5 73 20.5 33 14.2 109 17.9 

51-60 68 24.2 67 21.3 87 24.4 48 20.7 137 22.5 

61-70 57 20.3 22 7.0 47 13.2 30 12.9 80 13.1 

71 + 17 6.0 8 2.5 14 3.9 9 3.9 26 4.3 

Sub-total 273 97.2 307 97.5 347 97.5 224 96.6 589 96.7 

Missing 8 2.8 8 2.5 9 2.5 8 3.4 20 3.3 

Total 281 100.0 315 100.0 356 100.0 232 100.0 609 100.0 

Visitors' responses regarding their educational levels are illustrated in Table 5.8. 

Respondents who had completed university degrees represented the largest group, 

followed by those who had completed secondary or high school. The next main 

group of respondents was composed of individuals who had completed some 

university and a polytechnic or other tertiary qualification. This information is again in 

accord with previous research indicating higher-than-average educational levels as 

one of the main characteristics of winery visitors (King & Morris, 1998b; South 

Australian Tourism Commission, 1997, in Charters and Ali-Knight, 2002; Jolley 

2002). 

Table 5.8: Level of education completed. 

Categories Males Females Domestic Overseas Overall 

f % f % f % f % f % 
University undergraduate degree 76 27.0 64 20.3 69 19.4 70 30.2 141 23.2 
University postQraduate deQree 65 23.1 64 20.3 56 15.7 70 30.2 130 21.4 
Secondary school I High school 56 19.9 66 21.0 94 26.4 26 11.2 122 20.0 

Other tertiary 24 8.5 50 15.9 54 15.2 20 8.6 79 13.0 
Polytechnic 23 8.2 34 10.8 41 11.5 14 6.0 58 9.5 
Some university 26 9.3 26 8.3 31 8.7 20 8.6 53 8.7 

Other (university diploma, reQistered nurse) 3 1.1 5 1.6 4 1.1 4 1.7 8 1.3 

Primary school I Junior high school 1 .4 1 .3 1 0.3 1 .4 2 0.3 

SUb-total 274 97.5 310 98.4 350 98.3 225 97.0 593 97.4 
Missing 7 2.5 5 1.6 6 1.7 7 3.0 16 2.6 
Total 281 100.0 315 100.0 356 100.0 232 100.0 609 100.0 
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According to Statistics New Zealand (2005), 20.2% of the population in New Zealand 

has an advanced vocational qualification, a bachelor degree, or higher. A total of 

156 or 43.8% of all domestic respondents to this study had either some university, an 

undergraduate, or a postgraduate university qualification. In comparison, a notably 

higher percentage of overseas visitors, 160 or 69% had completed some university, 

or attained university degrees. Comparisons between genders indicate that a higher 

percentage of males had completed university undergraduate degrees. Males also 

appeared to complete university postgraduate degrees at higher levels than females. 

However, differences in this area were less obvious. 

Travel budget was also investigated. A 7-point interval scale was used, where one 

represented very limited, and seven unlimited. As Table 5.9 shows, respondents 

were divided into three groups, each representing a different dimension of travel 

budget. A total of 292 (47.9%) respondents indicated travelling with no budget 

limitations, while only 116 (19.1%) were travelling with budget limitations. Overall, 

overseas visitors appeared to have fewer restrictions in their travel budget than 

domestic respondents, and the same appeared to be true of male respondents when 

compared to their female counterparts. 

Table 5.9: Travel budget available. 

Categories Males Females Domestic Overseas Overall 

f % f % f % f % f % 
5-7: Somewhat unlimited to fully 

147 52.3 142 45.1 165 46.3 120 51.7 292 47.9 'unlimited' 

4: Neither limited nor unlimited 79 28.1 107 34.0 114 32.0 69 29.7 190 31.2 
1-3: Somewhat limited to very limited 51 18.1 63 20.0 74 20.8 38 16.4 116 19.1 
Sub-total 277 98.6 312 99.0 353 99.2 227 97.8 598 98.2 
Missing 4 1.4 3 1.0 3 .8 5 2.2 11 1.8 
Total 281 100.0 315 100.0 356 100.0 232 100.0 609 100.0 

Regarding their approximate yearly household income, respondents' answers 

indicate an average of $NZ 103,530, and a median income of $NZ 83,000. 

According to Statistics New Zealand (2004a), the median annual income for New 

Zealand households in 2004 was $NZ 47,616. Table 5.10 shows that visitors earning 

above $NZ 48,000 accounted for 421 (69.1%), and only 106 (17.4%) earned $NZ 

48,000 or less. Missing data accounted for the remaining 13.5% of respondents. 

The majority of domestic visitors, 242 or 68%, earn above-average incomes. Data 
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on demographics in countries where most international visitors originate indicate the 

following annual household incomes: $NZ 47,448 in Australia (Australian Bureau of 

Statistics, 2004), $NZ 64,350 in Canada (Statistics Canada, 2003), $NZ 68,000 in 

both the US (US Census Bureau, 2004), and the UK (National Statistics, 2005). The 

figures in Table 5.10 show that the majority of international visitors in this study, 143 

or 61.6%, earn over $NZ 70,000 per year, clearly suggesting above-average 

household incomes. 

Table 5.10: Approximate annual household income. 

Categories Males Females Domestic Overseas Overall 

f % f % f % f % f % 
Above $NZ 100,000 97 34.5 74 23.5 65 18.3 104 44.8 174 28.6 

$NZ 70,001 -100,000 65 23.1 73 23.2 97 27.2 39 16.8 139 22.8 

$NZ 48,001 - 70,000 53 18.9 54 17.1 80 22.5 26 11.2 108 17.7 

$NZ 48,000 or less 35 12.5 69 21.9 79 22.2 23 9.9 106 17.4 

SUb-total 250 89.0 270 85.7 321 90.2 192 82.8 527 86.5 

Missin~ 31 11.0 45 14.3 35 9.8 40 17.2 82 13.5 

Total 281 100.0 315 100.0 356 100.0 232 100.0 609 100.0 

The results confirm previous research (Dodd, 1995; Dodd & Bigotte, 1997; Macionis 

& Cambourne, 1998; Jolley, 2002; South Australian Tourism Commission, 1997, in 

Charters and Ali-Knight, 2002) that indicates winery visitors have higher-than

average income levels. Further analysis indicates that 295 (48.4%) respondents 

earn above $NZ 80,000. This result differs significantly from Mitchell's study (1999), 

when he concluded that only 18.2% of respondents earned over $NZ 80,000 per 

year. 

Regarding gender comparisons, 34.5% of male respondents indicated earning above 

$NZ 100,000 against only 23.5% of females. In the lower income bracket, or 

earnings of $NZ 48,000 and below, females (21.9%) were more represented than 

males (12.5%). 

A final area of demographics that was explored separated respondents into two 

groups according to the season they had visited the winery. Those who had 

completed their questionnaires between December 2003 and the end of February of 

2004 were labelled summer season respondents, while those arriving between 

March and April of 2004 were labelled fall or autumn respondents. The main reason 
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for this was to investigate whether season was a factor influencing visitors' 

behaviour. As shown in Table 5.11, the majority of respondents, 406 (66.7%), had 

travelled to the winery during autumn. 

Table 5.11: Comparisons between summer and autumn visitors. 

Categories Males Females Domestic Overseas Overall 

f % f % f % f % f % 
Summer 102 36.3 94 29.8 106 29.8 84 36.2 203 33.3 

Autumn 179 63.7 221 70.2 250 70.2 148 63.8 406 66.7 
Total 281 100.0 315 100.0 356 100.0 232 100.0 609 100.0 

5.3: Investigating visitors as travellers 

In this section, respondents were first asked to identify their most preferred travel 

destination from the five alternatives shown in Table 5.12. Of all 609 respondents, 

458 (75.2%) chose nature-based settings, including rural areas, beaches, and 

mountains. The fact that a rural area was the most chosen item suggests an 

association between respondents' preferences and the location of the wineries. For 

these individuals, visiting a winery may well represent an extension of their travelling 

or leisure activities in rural areas. The results further s.uPport some of wine tourists' 

lifestyle characteristics identified in the literature (Commonwealth Department of 

Tourism, 1994, in Getz, 1998; McRae-Williams, 2004). Males appear to favour rural 

areas and mountains more than females, while a higher percentage of females 

indicated a combination of destinations. Finally, domestic visitors preferred the 

beach and the city more than overseas respondents, while a higher percentage of 

these favoured mountain areas. 

Table 5.12: Most preferred travel destination. 

Categories Males Females Domestic Overseas Overall 

f % f % f % f % f % 
Rural area 109 38.8 99 31.4 127 35.7 77 33.2 211 34.7 
Beach 70 24.9 86 27.3 109 30.6 46 19.8 160 26.3 
Cit)' 31 11.0 46 14.6 61 17.1 16 6.9 79 13.0 
Mountain 48 17.1 36 11.4 27 7.6 56 24.1 87 14.3 
Other 17 6.0 41 13.1 27 7.6 30 12.9 59 9.7 
Sub-total 275 97.9 308 97.8 351 98.6 225 97.0 596 97.9 
Missing 6 2.1 7 2.2 5 1.4 7 3.0 13 2.1 
Total 281 100.0 315 100.0 356 100.0 232 100.0 609 100.0 
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Frequency of travel away from home per month was sought under three possible 

categories: travelling for pleasure, for work, and for other reasons. Respondents had 

the option to indicate a zero, or more than one category at the same time. In the 

absence of zeros, frequency was measured by a range from once to more than three 

times per month. As shown in Table 5.13, respondents' most common reason for 

travelling was pleasure. Only 171 (28.1 %) indicated travelling for work reasons, 

while 122 (20%) travelled at least once per month for other reasons. While these 

results do not necessarily confirm that the majority of respondents are pleasure 

seekers, the fact that at least 16% travel three or more times per month for pleasure 

suggests a certain level of hedonism among them. Of those individuals who 

indicated travelling for pleasure at least once a month, 112 (22.9%) were retired, and 

22 (4.5%) were students. These two groups of respondents may have more time to 

travel than those working fulltime. 

Table 5.13: Travelling away from home for pleasure and work reasons. 

Travelling for pleasure Males Females Domestic Overseas Overall 

f % f % f % f % f % 
1-2 times per month 183 65.1 194 61.6 225 63.2 147 63.4 387 63.6 

3 + timesp_er month 53 18.9 48 15.2 65 18.3 34 14.7 103 16.9 
SUb-total 236 84.0 242 76.8 290 81.5 181 78.0 490 80.5 

Missing 45 16.0 73 23.2 66 18.5 51 22.0 119 19.5 
Total 281 100.0 315 100.0 356 100.0 232 100.0 609 100.0 

Travelling for work Males Females Domestic Overseas Overall 

f % f % f % f % f .% 

1-2 times p. month 62 22.1 37 11.7 62 17.4 36 15.5 100 16.4 
3 + times p. month 48 17.1 21 6.7 40 11.2 29 12.5 71 11.7 
Sub-total 110 39.1 58 18.4 102 28.7 65 28.0 171 28.1 

MissinQ 171 60.9 257 81.6 254 71.3 167 72.0 438 71.9 
Total 281 100.0 315 100.0 356 100.0 232 100.0 609 100.0 

The freedom to travel away from home was assessed using the number of days 

taken off work each year by respondents. As indicated in Table 5.14, the majority 

(381 or 62.6%) indicated taking between one and 30 days off work per year, while 69 

(11.3%) took more than 30 days off in the same period. Of these respondents, only 

five identified themselves as retirees, and only one as a student. No relationship 

between winery visitation and number of days off could be established, as the 

questionnaire did not specifically investigate this dimension. While a slightly larger 

percentage of female respondents indicated taking more days off than males, 

differences were more obvious between domestic and overseas respondents. A 
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larger percentage of this group (16.4%), indicated enjoying more than 31 days off per 

year, as compared to domestic visitors (7.9%). 

Table 5.14: Number of days off work taken per year. 

Categories Males Females Domestic Overseas Overall 

f % f % f % f % f % 
1-30 days off per year 171 60.9 203 64.4 245 68.8 124 53.4 381 62.6 

31 + days off per year 29 10.3 38 12.1 28 7.9 38 16.4 69 11.3 

Sub-total 200 71.2 241 76.5 273 76.7 162 69.8 450 73.9 

MissinQ 81 28.8 74 23.5 83 23.3 70 30.2 159 26.1 

Total 281 100.0 315 100.0 356 100.0 232 100.0 609 100.0 

In terms of distance travelled to visit the winery of choice, Table 5.15 shows that 358 

(58.8%) visitors reported travelling at most 100 kilometres. Among these visitors, 66 

were retired individuals, 52.8% of all retired respondents in this study. The 

convenience of living locally might have been a factor encouraging them to visit 

Wineries. Further, of those 100 respondents who indicated travelling more than 500 

kilometres, 65 identified themselves as international visitors. Only 28 or 22.4% of all 

retired respondents travelled more than 500 kilometres, and from these, 21 were 

International visitors. This suggests that retired individuals do not travel far from 

home, unless it is part of a major trip, including going overseas. 

Table 5.15: Distance travelled to the winery. 

Distance Males Females Domestic Overseas Overall 

f % f % f % f % f % 
1-100 kilometres 162 57.7 187 59.4 236 66.3 108 46.6 358 58.8 

101-500 kilometres 47 16.7 48 15.2 64 18.0 29 12.5 98 16.1 
501 + kilometres 53 18.9 46 14.6 34 9.6 65 28.0 100 16.4 
Sub-total 262 93.2 281 89.2 334 93.8 202 87.1 556 91.3 
Missing 19 6.8 34 10.8 22 6.2 30 12.9 53 8.7 
Total 281 100.0 315 100.0 356 100.0 232 100.0 609 100.0 

Of all respondents who reported travelling between one and 100 kilometres, 108 

(30.2%) also identified themselves as international visitors. In these cases, it was not 

clear whether these visitors were reporting the distance travelled from their city of 

arrival, for example, Auckland, Wellington, or Christchurch. One possible reason is 

that a number of them may have indicated the distance travelled to the winery from 

their last place of accommodation in New Zealand. Finally, when comparing males 
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to females on the distance travelled to the winery, no clear differences were 

documented. 

A total of 603 individuals answered the question about whom they had travelled with 

to the winery. Table 5.16 shows that the largest group of respondents did so with a 

partner only, followed by those travelling with friends. Travelling with other family 

members only was the third most common response. These figures indicate the 

importance of the winery as a place favoured by couples, and to a lesser extent, by 

friends and other family members. The responses also suggest that fewer 

individuals chose wineries as a place to take both their partner and underage or even 

adult children. This may be partly due to a customer perception that wineries may 

not be suited to host families with children. Moreover, when asked to state the 

reasons for their visit in their own words, nine respondents indicated that they had 

chosen to travel to the particular winery either because there was a children's 

playground in the premises, or a family or children-friendly atmosphere. These 

individuals also emphasised that this aspect was ignored in other wineries they had 

visited before. 

Table 5.16: Travel companion. 

Categories Domestic Overseas Overall 

f 0/0 f 0/0 f 0/0 
With partner only 116 32.6 127 54.7 252 41.4 
With friends 84 23.6 41 17.7 132 21.6 
With other family members only 63 17.7 27 11.6 93 15.3 
With.partner and underage children 26 7.3 10 4.3 36 5.9 
Alone 21 5.9 9 3.9 30 4.9 
With partner and adult children 16 4.5 7 3.0 ·25 4.1 
Relatives and friends 12 3.4 6 2.6 18 3.0 
With co-workers 11 3.1 1 0.4 12 2.0 
Other 4 1.1 1 0.4 5 0.82 
Sub-total 353 99.2 229 98.7 603 99.0 
Missing 3 0.8 3 1.3 6 1.0 
Total 356 100.0 232 100.0 609 100.0 

As might be expected, because of potential issues of limited travel budget, a larger 

percentage of overseas respondents visited wineries with one other person only. 

The opposite was true for domestic respondents, as larger percentages of these 

individuals travel to the winery in larger parties, that is, with family members, friends, 

or co-workers. 
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When asked who had made the decision to visit the winery, 262 (43%) respondents 

indicated that they had made a joint decision. Table 5.17 shows that the next most 

frequent decision was the responding individual, or myself. Comparing males and 

females shows that a higher percentage of females made individual decisions. The 

same was true of domestic visitors. However, the percentage of domestic visitors 

making an individual decision was higher than that of overseas respondents. In 

contrast, a higher percentage of these respondents favoured making joint decisions. 

This further suggests that the small size of overseas visitor groups, composed of 

mainly two individuals, may be an influencing factor on who makes the decision to 

visit the winery. 

Asked whether they had planned their winery visit, 356 (58.5%) respondents 

indicated they had, while 243 (39.9%) had not. These results differ from previous 

research by Mitchell (1999), whose study indicated that only 12.5% of visitors had 

not planned their winery visit. The results also suggest that for almost 40% of the 

respondents in this study the winery visit is a spontaneous event, a clearly higher 

percentage compared to Mitchell's results. In addition, 216 (60.7%) of all domestic 

respondents in this study had planned their visit, compared to 127 (54.7%) overseas 

visitors, who perhaps are somewhat more spontaneous. 

Table 5.17: Decision maker. 

Categories Male Female Domestic Overseas Overall 

f % f % f % f % f % 

Joint decision 131 46.6 128 40.6 145 40.7 110 47.4 262 43.0 
Myself 60 21.4 81 25.7 101 28.4 40 17.2 142 23.3 
Partner 34 12.1 37 11.7 33 9.3 27 11.6 64 10.5 
Friend(s) 24 8.5 25 7.9 34 9.6 23 9.9 61 10.0 
Relative 10 3.6 23 7.3 23 6.5 9 3.9 36 5.9 
Other 18 6.4 11 3.5 14 3.9 15 6.4 29 4.7 
SUb-total 277 98.6 305 96.8 350 98.3 224 96.6 594 97.5 
Missing 4 1.4 10 3.2 6 1.7 8 3.4 15 2.5 
Total 281 100.0 315 100.0 356 100.0 232 100.0 609 100.0 

Respondents were next asked to rate the importance of a number of aspects when 

they travelled for pleasure. The mean scores in Table 5.18 indicate some clear 

preferences among the various choices. Five of the mean scores are above a 4 in a 

7 -point interval scale, or -,neither extremely important nor totally unimportant': 

sightseeing, the local foods, taste the area's wines, for peace and quiet, and learn 
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about the area I am visiting. The positive rating for 'peace and quiet' supports wine 

tourists' lifestyle characteristics noted by the Commonwealth Department of Tourism 

(1994, in Getz, 1998), and McRae-Williams (2004). 

The activities sightseeing and learn about the area I am visiting appear to be in line 

with Ryan's view of tourists "seeking alternatives in new places" (2002, p. 3). Other 

activities, such as the local foods, and 'taste the area's wines' seem to fit the 

dimension on hedonism and hedonic consumption, as part of the argument by 

Holbrook (1995) and O'Shaughnessy and O'Shaughnessy (2002). The item 'learn 

about the area I am visiting' also suggests respondents' allocentric nature. However, 

the low scores given by respondents to the item 'adventure tourism' does not appear 

to support this view. At the low end, the items 'enjoy nightlife' and 'buy local 

souvenirs' had the lowest mean scores, with 2.52 and 2.59 respectively, suggesting 

very low interest among respondents for these activities. This is also illustrated by 

the progressively changing values of the skewness, that is, from negative to positive. 

In contrast, the values of the standard deviation and kurtosis are inconsistent, 

suggesting no clear pattern in the responses. 

Table 5.18: Importance of activities when travelling for pleasure. 

Activities n Mean Std. Dev. Skew Kurtosis 

Sightseeing 585 5.17 1.48 -.89 .349 

The local foods 588 5.12 1.45 -.74 .154 

Taste the area's wines 584 4.94 1.62 -.55 -.465 

For peace and Quiet 580 4.75 1.71 -.59 -.502 

Learn about area I am visiting 584 4.63 1.58 -.44 -.532 

Meet the local people 580 4.09 1.70 -.22 -.781 

Practice my favourite hobby 574 4.06 1.98 -.11 -1.262 

Attend events 581 3.57 1.58 .064 -.892 

Adventure tourism 574 3.12 1.76 .397 -.976 

Buy local souvenirs 573 2.59 1.55 .834 -.127 

Enjoy nightlife 568 2.52 1.73 1.065 .166 

Note: using a 7-point interval scale, where 1= totally unimportant, 7= extremely important. 

Visitors were also asked to rate themselves when travelling for pleasure, by using the 

list of items reported in Table 5.19. The range of the mean scores indicates distinct 

differences regarding respondents' preferences. Those items that were above a four 

in a 7 -point interval scale, or between 'neither very much like me nor not like me at 

all,' further confirm a tendency for hedonic consumption referred to by Holbrook 

(1995), and O'Shaughnessy and O'Shaughnessy (2002). This appears to be 
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particularly true for the item 'pleasure seeking is my main reason for travelling.' 

Other items, such as 'I like to travel frequently,' and 'I tend to be very active when I 

travel' appear to be in line with allocentric characteristics discussed by Plog (1991). 

Table 5.19: Level of agreement about activities when travelling for pleasure. 

Categories n Mean Std. Dev. Skew Kurtosis 

I like to travel frequently 587 5.07 1.60 -.70 -.248 
Pleasure seeking is my main reason for travelling 581 5.05 1.63 -.70 -.243 
I tend to be very active when I travel 585 4.57 1.57 -.43 -.411 
I am an adventurous traveller 585 4.24 1.69 -.34 -.704 
I prefer to invest my income on travel 582 3.76 1.77 .038 -.979 
I tend to keep a tight budget when travelling 586 3.73 1.63 .117 -.744 
I consider myself a demanding traveller 583 2.92 1.72 .633 -.633 
I like to go to the same travel destination every time 586 1.97 1.26 1.61 2.542 

Note: using a 7 -point interval scale, where 1 = not like me at all, 7= very much like me. 

Notably, the items 'I like to go to the same destination every time' (1.97), and 'I 

consider myself a demanding traveller' (2.92) suggest that respondents seek variety 

and have a relaxed attitude about what they experience. Of course, respondents 

may simply not wish to portray themselves in a negative way as demanding travellers, 

or by admitting that they travel to the same destination. A further reason may be that 

respondents are unlikely to repeat the same destination. However, the data do not 

allow insight into these issues. 

5.4: Visitors' wine'involvement 
The emphasis of this section was mainly on aspects of visitors' wine involvement. 

First, as Table 5.20 shows, respondents' rated their level of wine knowledge using a 

7-point interval scale. A total of 406 (66.7%) of all visitors reported an average to 

extensive wine knowledge. These results support the view that wine tourists have 

higher wine knowledge, as reported by Macionis and Cambourne (1998). Domestic 

visitors rated themselves as having slightly higher wine knowledge than overseas 

respondents, while males indicated being more wine knowledgeable than females. 
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Table 5.20: Visitors' wine knowledge. 

Categories Males Females Domestic Overseas Overall 

f % f % f % f % f % 

5-7: Above average to extensive wine 
134 47.7 111 35.2 153 43.0 89 38.4 247 40.6 

knowledge 

4: Average wine knowledge (middle) 58 20.6 95 30.2 95 26.7 53 22.8 159 26.1 

1-3: Little to no wine knowledge 56 19.9 73 23.2 73 20.5 55 23.7 131 21.5 

Sub-total 248 88.3 279 88.6 321 90.2 197 84.9 537 88.2 

Missing 33 11.7 36 11.4 35 9.8 35 15.1 72 11.8 

Total 281 100.0 315 100.0 356 100.0 232 100.0 609 100.0 

Note: using a 7-point interval scale, where 1= no wine knowledgeable at all, 7= extensive wine knowledge. 

When asked how much they pay for wine, Table 5.21 shows that the most frequent 

response was between $NZ 11 and $NZ 22 per bottle, indicated by 424 (69.6%) of 

respondents. Only 57 (9.4%) spent between $NZ 5 and $NZ 10 per bottle, while 105 

(17.2%) spent over $NZ 22. The results show that visitors have some clear price 

preferences, and suggest that overseas visitors are prepared to pay more. This also 

appears to be true for males regarding prices above $NZ 22, while higher 

percentages of females reported paying between $NZ 11 and $NZ 22. 

Table 5.21: Price paid per bottle of wine (in NZ dollars). 

Most selected Males Females Domestic Overseas Overall 
prices f % f % f % f % f % 

$NZ 5-10 30 10.7 27 8.6 34 9.6 23 9.9 57 9.4 

$NZ 11-16 91 32.4 123 39.0 149 42.0 61 26.3 218 35.8 

$NZ 17-22 84 29.9 117 37.1 114 32.1 84 36.2 206 33.8 

$NZ23 + 64 22.8 38 12.1 49 13.8 52 22.4 105 17.2 

Sub-total 269 95.7 305 96.8 346 97.5 220 94.8 586 96.2 

Missing 12 4.3 10 3.2 9 2.5 12 5.2 23 3.8 

Total 281 100.0 315 100.0 355 100.0 232 100.0 609 100.0 

In terms of when visitors consume wine, only 63 (10.3%) indicated they drink wine 

with their mid-day meals, suggesting that this is an unusual practice among 

respondents of this study. Of these 63 individuals, 56 (89%) indicated drinking 

between one and two glasses of wine with a meal at mid-day. In contrast, 470 

(77.2%) visitors indicated consuming wine with their evening meals. Of these, 368 

(78.3%) consume between one and two glasses, and 102 (21.7%) consume at least 

three glasses with their evening meals. 

84 



In terms of total weekly wine consumption, Table 5.22 shows that 424 (69.6%) of all 

respondents consumed between one and ten glasses of wine per week, while 142 

(23.3%) consumed at least 11 glasses. In general, drinking wine throughout the 

week appears to be common among respondents, and not only limited to the 

occasion of their winery visit. These results also confirm studies by Macionis and 

Cambourne (1998) who suggested that on average winery visitors consume wine 

more regularly. When comparing domestic and international respondents, very 

similar consumption patterns were reported. Finally, the results of comparing 

genders indicate that a higher percentage of males drink eleven or more glasses of 

wine per week than females. 

Table 5.22: Glasses of wine consumed per week (approximately). 

Quantity Males Females Domestic Overseas Overall 
f % f % f % f % f % 

1 -5 glasses 71 25.3 105 33.3 137 38.5 89 38.4 235 38.6 
6 -10 glasses 85 30.2 98 31.1 109 30.6 74 31.9 189 31.0 
11 + glasses 110 39.1 87 27.6 86 24.1 54 23.3 142 23.3 
Sub-total 266 94.7 290 92.1 332 93.3 217 93.5 566 92.9 
Missing 15 5.3 25 7.9 24 6.7 15 6.5 43 7.1 
Total 281 100.0 315 100.0 356 100.0 232 100.0 609 100.0 

Respondents were also asked to identify the main reasons why they consumed wine. 

They were given three reasons to choose from: to enhance a meal, because of my 

health, and only for pleasure. In addition, respondents were given' space in the 

questionnaire for them to include other reasons. Although most respondents (401 or 

65.8%) indicated drinking wine to enhance a meal, a large number indicated more 

than one reason, as shown in Table 5.23. For example, 297 (48.8%) respondents 

consumed wine both to enhance a meal and for pleasure. This suggests the 

association between wine consumption and hedonism among winery visitors referred 

to in other studies (see for example Dodd & Gustafson, 1997). A larger percentage 

of females indicated drinking wine for these reasons, while a larger percentage of 

males did so for health reasons, for all three reasons combined, and also for other 

reasons, including relaxation, and wine appreciation. Comparisons between . ' 
domestic and international visitors only yielded minor differences between these 

groups. However, a larger percentage of international respondents indicated drinking 

wine for health reasons. 
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Table 5.23: Reasons for consuming wine. 

Reasons Males Females Domestic Overseas Overall 

f % f % f % f % f % 

Only to enhance a meal 190 67.6 203 64.4 235 66.0 155 66.8 401 65.8 

To enhance a meal and for pleasure 128 45.6 163 51.7 178 50.0 112 48.3 297 48.8 

Only for pleasure 74 26.3 98 31.1 105 29.5 63 27.2 175 28.7 

Only because of my health 55 19.6 35 11.1 46 12.9 42 18.1 91 14.1 

3 reasons: To enhance a meal, for 49 17.4 32 10.2 43 12.1 36 15.5 82 13.5 
pleasure, and because of my health 

Other reasons (relaxation, 
16 5.8 10 3.1 16 4.6 10 4.3 27 4.4 

appreciation, in company of others) 

Note: Percentages were calculated using total number of males (281), females (315), domestic respondents (356), 
overseas respondents (232), and total number of respondents (609). 

As shown in Table 5.24, the importance of a number of attributes related to 

purchasing wine was also investigated. Using a 7 -point interval scale, responses 

were divided into three ranges: low level of importance (1 - 3), neither low nor high 

(4), and high level of importance (5 - 7). The mean scores indicate that only three 

attributes are above a mark of four. Moreover, these attributes were ranked below a 

five, suggesting that respondents did not rate these items highly. 

Table 5.24: What is important to visitors when purchasing a bottle of wine. 

Attributes Range f %+ Mean Std. Dev. Skew Kurtosis 

Low= 1-3 86 14.7 

Price Neither low nor high= 4 117 20.0 4.91 1.42 -.58 -.007 

High= 5-7 383 65.4 

Low= 1-3 146 25.3 
Friend's 

Neither low nor high= 4 146 25.3 4.33 1.62 -.455 -.309 
suggestion 

High= 5-7 286 49.5 

Low= 1-3 205 35.2 
Match wine with 

Neither low nor hiQh= 4 125 21.5 4.04 1.67 -.217 -.763 
food 

High= 5-7 252 43.3 

Low= 1-3 204 35.5 
Wine seller's 

Neither low nor high= 4 140 24.3 3.92 .95 -.301 -.68 
advice 

High= 5-7 231 40.2 

Low= 1-3 252 43.4 

Brand Neither low nor high= 4 100 17.2 3.79 1.64 -.051 -.988 

High= 5-7 228 39.3 

Low= 1-3 275 48.3 

Taster's rating Neither low nor high= 4 94 16.5 3.49 1.77 .002 -1.101 

High= 5-7 200 35.1 

Low= 1-3 281 49.2 
Published 

Neither low nor high= 4 111 19.4 3.45 1.69 .002 -1.091 
review 

High= 5-7 179 31.3 

Low= 1-3 438 76.8 

Ageing potential Neither low nor high= 4 48 8.4 2.34 1.49 1.044 -.072 

High= 5-7 84 14.7 

Low= 1-3 532 95.2 
As a financial 

Neither low nor high= 4 13 2.3 1.42 1.60 3.006 10.351 
investment 

High= 5-7 14 2.5 

Note: using a 7-point'interval scale, where 1= totally unimportant, 7= extremely important. 
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The price attribute was the most considered by respondents, followed by suggestions 

from friends, and match wine with food. All other attributes received scores below a 

mark of four. Moreover, at least 35% of respondents considered the attribute match 

wine with food, wine seller's advice, brand, and the rest of the items following these 

as less significant reasons for buying wine. This was particularly true regarding the 

attribute of ageing potential, and especially as a financial investment. Both the 

values of the kurtosis and those of the range of responses of this last item indicate 

that very few visitors are seeking to add wines to their cellars, or are involved in 

investment collections. These results also suggest that overall wine is a more 

personal product for relatively immediate consumption. 

Further analysis of wine involvement regarded the type of wine purchased, that is, 

between white, red, and rose wines. Not unexpectedly, white and red wines are 

almost equally predominant among respondents, with only a minimal proportion of 

rose wines being part of their wine purchases. 

Visitors were also asked to indicate the number of wineries, wine regio·ns, and wine 

festivals visited over the past twelve months. Table 5.25 shows that almost half of 

the respondents had visited more than six or more wineries over the past year, and 

just over 40% had visited three or more wine regions. Some studies note that wine 

festivals are more numerous and popular than ever (Hardesty, 1997, in Getz, 2000). 

However, only 181 (29.7%) respondents reported having visited wine festivals. This 

may reflect the limited number of wine festivals offered in New Zealand as compared 

to wine regions or wineries. 

Males notably appeared to be more involved in visitation of wineries and wine 

regions. Further, a higher percentage of domestic visitors indicated visiting more 

wineries, wine regions and wine festivals than their international counterparts. One 

reason for this may be the geographic proximity of wineries to domestic respondents, 

as opposed to those living far from wineries or wine regions in countries such as 

Canada, the USA, or the UK. 
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Table 5.25: Winery, wine region, and wine festival visitation in the past year. 

Wineries visited Males Females Domestic Overseas Overall 

f % f % f % f % f % 

1-5 109 38.8 160 50.8 157 44.1 109 47.0 274 45.0 
6+ 154 54.8 140 44.4 190 53.4 99 42.7 299 49.1 
SUb-total 263 93.6 300 95.2 347 97.5 208 89.7 573 94.1 
Missing 18 6.4 15 4.8 9 2.5 24 10.3 36 5.9 
Total 281 100.0 315 100.0 356 100.0 232 100.0 609 100.0 

Wine regions Males Females Domestic Overseas Overall 
visited f % f % f % f % f % 

1-2 114 40.6 151 47.9 163 45.8 99 42.7 271 44.5 
3+ 126 44.8 116 36.8 150 42.1 90 38.8 246 40.4 
Sub-total 240 85.4 267 84.8 313 87.9 189 81.5 517 84.9 
Missing 41 14.6 48 15.2 43 12.1 43 18.5 92 15.1 
Total 281 100.0 315 100.0 356 100.0 232 100.0 609 100.0 

Wine festivals Males Females Domestic Overseas Overall 
visited f % f % f % f % f % 

1-2 75 26.7 85 27.0 105 29.5 51 22.0 163 26.8 
3+ 10 3.6 8 2.5 12 3.4 6 2.6 18 3.0 
Sub-total 85 30.2 93 29.5 117 32.9 57 24.6 181 29.8 
Missing 196 69.8 222 70.5 239 67.1 175 75.4 428 70.2 
Total 281 100.0 315 100.0 356 100.0 232 100.0 609 100.0 

An alternative way of measuring visitors' wine involvement was asking them the 

number of wine bottles they had in their cellars or wine racks. As shown in Table 

5.26, the majority of respondents, 409 (67.2%), indicated having wines stored at their 

homes. When comparing groups of visitors it was noticed that in most categories 

domestic visitors had a larger collection number than overseas respondents. 

However, the percentage of overseas visitors who indicated having more than 100 

bottles at home was higher than that of domestic respondents. Comparisons 

between genders showed that a larger percentage of males owned more bottles of 

wine, especially in the category of more than 100 bottles. 

Table 5.26: Number of bottles in cellar or rack. 

Number of bottles Males Females Domestic Overseas Overall 
f % f % f % f % f % 

1-10 33 11.7 55 17.5 56 15.7 32 13.8 89 14.6 
11-20 43 15.3 40 12.7 53 14.9 27 11.6 86 14.1 
21-30 28 10.0 31 9.8 37 10.4 22 9.5 60 9.9 
31-40 11 3.9 19 6.0 18 5.1 11 4.7 30 4.9 
41-50 10 3.6 5 1.6 8 2.2 7 3.0 17 2.8 
51-100 34 12.1 18 5.7 31 8.7 20 8.6 52 8.5 
101 + 52 18.5 23 7.3 38 10.7 37 15.9 75 12.3 
Sub-total 211 75.1 191 60.6 241 67.7 156 67.2 409 67.2 
Missing 70 24.9 124 39.4 115 32.3 76 32.8 200 32.8 
Total 281 100.0 315 100.0 356 100 232 100.0 609 100.0 
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Regarding monthly wine purchases, Table 5.27 shows that 403 (66.2%) respondents 

bought between one and ten bottles of wine per month, while 168 (27.6%) bought 

over ten bottles. Males indicated making larger purchases than females. Only 

minimal differences were reported between domestic and international respondents, 

suggesting very similar purchasing patterns. 

Table 5.27: Bottles purchased per month. 

Number of Males Females Domestic Overseas Overall 
bottles f % f % f % f % f % 
1-5 90 32.0 134 42.5 131 36.8 92 39.7 226 37.1 
6-10 87 31.0 86 27.3 107 30.1 64 27.6 177 29.1 
11 + 88 31.3 77 24.4 96 27.0 65 28.0 168 27.6 
Sub-total 265 94.3 297 94.3 334 93.8 221 95.3 571 93.8 
Missing 16 5.7 18 5.7 22 6.2 11 4.7 38 6.2 
Total 281 100.0 315 100.0 356 100.0 232 100.0 609 100.0 

Subscription to wine magazines and ownership of wine books among winery visitors 

were also investigated. Only 83 (13.6%) respondents indicated being subscribers to 

one or two wine magazines, while 343 (56.3%) owned wine books. Among these, 

248 (72.3%) owned between one and five wine books, and 95 (27.7%) owned more 

than five. When asked how many years respondents had been interested in wine, 

and whether they belonged to a wine club, 291 (47.8%) respondents had been 

interested in wine between one and ten years, followed by 242 (39.7%) who had 

been interested in wine for more than ten years. Regarding wine club membership, a 

total of 146 (24%) respondents indicated being members of wine clubs for at least 

one year. 

5.5: The winery experience 

This section explores the EPI dimensions, and additional outcomes, including 

measuring the value of the winery experience to visitors in five different dimensions, 

and levels of satisfaction. All the EPI items were scored using a 7 -point interval scale 

ranging from one, fully disagree, to seven, fully agree. A zero was available to 

indicate no opinion. In line with Ryan's (1995) suggestion, zero scores were 

removed and treated as missing data. An additional column was added to the tables 

dividing the scale into three different response ranges: Low scores were labelled 

between one and three, neither low nor high was represented by a four, and scores 

between five and seven represented high. 
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As shown in Table 5.28, winery visitors' expectations about the ten different items of 

the winery experience were high, that is, between the scales of five and six. Only the 

item 'visitors can enjoy the total winery experience' was slightly below a five, but 

clearly above a score of four. Respondents' expectations were higher regarding the 

range of wines offered at the winery they were visiting. However, they also had 

higher expectations of other items, including the winery's accessibility, the high 

quality of foods offered, and the product knowledge of the winery staff. 

Table 5.28: Mean scores of expectations. 

Item Range f % Mean Std. Dev. Skew Kurtosis 

Several kinds of wines High= 5-7 334 79.9 
are available for Neither low nor high= 4 46 11.0 5.63 1.42 -1.07 .742 
tasting at this winery. Low= 1-3 38 9.1 

High= 5-7 347 79.6 
This winery is easily 

Neither low nor high= 4 50 11.5 5.57 1.48 -1.046 .627 
accessible. 

Low: 1-3 39 8.9 

The quality of food(s) High= 5-7 235 79.9 
is high (if not available Neither low nor hig!l= 4 32 10.9 5.56 1.41 -.974 .569 
please leave blank). Low= 1-3 27 9.2 
Winery staff are High= 5-7 333 81.4 
knowledgeable about Neither low nor high= 4 43 10.5 5.56 1.34 -1.015 .887 
the available 
products. Low= 1-3 33 8.1 

High= 5-7 353 80.4 
The winery offers a 

Neither low nor high= 4 45 10.3 5.51 1.37 -.974 .65 
pleasing atmosphere. 

Low= 1-3 41 9.3 
High= 5-7 328 77.7 

The quality of the 
Neither low nor high= 4 60 14.2 5.49 1.35 -.773 .283 

wines is high. 
Low= 1-3 34 8.1 

High= 5-7 296 75.5 
Food is available. Neither low nor high= 4 40 10.2 5.46 1.75 -1.102 .297 

Low= 1-3 56 14.3 

Products offered in High= 5-7 324 77.1 
this winery (wine, Neither low nor high= 4 67 16.0 5.43 1.3 -.845 .58 
foods) are presented 
attractively. Low= 1-3 29 6.9 

High= 5-7 272 70.5 
Visitors to this winery 

Neither low nor high= 4 66 17.1 5.25 1.49 -.628 -.242 
can learn about wines. 

Low= 1-3 48 12.4 

Visitors can enjoy the High= 5-7 243 63.6 
'total' winery Neither low nor high= 4 80 20.9 4.96 1.53 -.544 -.222 
experience. Low: 1-3 59 15.4 

Note: Mean scores were measured using a 7-point interval scale, where 1= fully disagree, 7= fully agree. 

It needs to be noted that only 294 (48.3%) respondents completed the item regarding 

the quality of the foods. One reason is that the food product might not have been 

offered at the particular winery where visitors had collected the questionnaire. The 

results could also suggest that visitors had mainly travelled to the winery to taste or 

buy wines, and simply were not very concerned about the availability of food. 
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However, the mean of 5.46 suggests that expectations were high among 

respondents for whom food is available. For the most part, it can be noticed that as 

the mean scores decrease, the kurtosis and skewness values are consistent with the 

decreasing mean scores. 

Table 5.29 shows the results of respondents' perceptions about the same ten items. 

Comparing the overall mean scores of Tables 5.28 and 5.29 indicates that visitors' 

Initial expectations were met. Further, the mean of the item regarding the pleasing 

atmosphere of the winery was highest with 5.98. 

Table 5.29: Mean scores of perceptions. 

Item Range f % Mean Std. Skew Kurtosis 
Dev. 

High= 5-7 481 91.6 
The winery offers a 

Neither low nor high= 4 20 3.8 5.98 1.17 -1.591 3.15 plea.sing atmosphere. 
Low= 1-3 24 4.6 

Winery staff are High= 5-7 426 88.0 
knowledgeable about Neither low nor high= 4 38 7.9 5.90 1.19 -1.325 1.99 
the available 

Low= 1-3 products. 20 4.1 

Several kinds of wines High= 5-7 422 85.1 
are available for Neither low nor high= 4 41 8.3 5.84 1.35 -1.432 1.913 
tasting at this winery. Low= 1-3 33 6.7 

High= 5-7 422 84.2 
This winery is easily 

Neither low nor high= 4 47 9.4 5.82 1.36 -1.265 1.346 
accessible. 

Low= 1-3 32 6.4 

The quality of food{s) High= 5-7 290 85.3 
is high (if not available Neither low nor high= 4 22 6.5 5.81 1.38 -1.412 1.67 
please leave blank). Low= 1-3 28 8.2 

Products offered in High= 5-7 439 85.9 
this winery (wine, Neither low nor high= 4 42 8.2 5.74 1.24 -1.193 1.524 foods) are presented 

Low= 1-3 30 5.9 attractively. 

High= 5-7 433 85.4 
The quality of the 

Neither low nor high= 4 47 9.3 5.73 1.27 -1.262 1.842 wines is high. 
Low= 1-3 27 5.3 
High= 5-7 378 82.0 

Food is available. Neither low nor high= 4 31 6.7 5.69 1.69 -1.455 1.32 

Low= 1-3 52 11.3 

High= 5-7 355 75.9 
Visitors to this winery 

Neither low nor high= 4 59 12.6 5.44 1.54 -.972 .324 can learn about wines. 
Low= 1-3 54 11.5 

Visitors can enjoy the High= 5-7 305 66.7 
'total' winery Neither low nor high= 4 81 17.7 5.04 1.57 -.709 -.033 
experience. Low= 1-3 71 15.5 

Note: Mean scores were measured using a 7-point interval scale, where 1= fully disagree, 7= fully agree. 

In contrast, respondents' perceptions about the item 'visitors can enjoy the total 

winery experience' were lowest. It can be noticed that the values of the standard 

deviation tend to increase as the means decrease, documenting more dispersion in 
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visitors' responses. The values of the kurtosis confirm that visitors' positive 

responses in a number of items are highly concentrated within the high range. For 

example, more than 90% of respondents rated the item regarding the pleasing 

atmosphere of the winery between a five and a seven. However, the progressively 

decreasing values of the kurtosis in the remaining items suggest more variability in 

visitors' responses, despite the fact that these responses continue to be clearly 

positive for the most part. 

Regarding the importance scores, Table 5.30 shows that once again the means of 

most items were positive, above a five in the 7 -point interval scale. However, 

compared to the results of expectations and perceptions, the importance scores 

suggest a number of response patterns. For example, the values of the standard 

deviation progressively change from lower to higher, indicating more dispersion in the 

responses. The increasing number of responses in the categories by four (neither 

high nor low), and that between one and three (low) further supports this. Further, 

the skewness values progressively increase, and the high kurtosis values, especially 

in the first four items, show that respondents' scores are concentrated between five 

and seven. However, as the mean scores decrease, the kurtosis values also 

progressively decrease. 

The item about the high quality of the wines appears to· be the most important for 

visitors during their visit. Almost equally as important is staff's knowledge about the 

available products, and the pleasing atmosphere of the winery, while the availability 

of several wines for tasting is less important. Noticeably, the mean score in Table 

5.28 (5.56) indicates that the quality of the foods was the third most highly expected 

item in visitors' experience. However, in terms of perceptions (5.81) and importance 

(5.76), this item was only the fifth most considered. In addition, the availability of 

food was ranked eight in terms of importance. These results confirm that 

respondents were more concerned with other areas of their visit, and food was less 

relevant to them. 
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Table 5.30: Mean scores of importance. 

Item Range f % Mean Std. Dev. Skew Kurtosis 

High= 5-7 429 91.7 
The quality of the wines is 

Neither low nor hiQh= 4 20 4.3 6.01 1.2 -1.879 4.595 high. 
Low= 1-3 19 4.1 

Winery staff are High= 5-7 419 88.8 
knowledgeable about the Neither low nor high= 4 27 5.7 5.93 1.28 -1.693 3.267 
available products. Low= 1-3 26 5.5 

High= 5-7 429 89.0 
The winery offers a 

Neither low nor high= 4 25 5.2 5.90 1.22 -1.536 2.804 pleasing atmosphere. 
Low= 1-3 28 5.8 

Several kinds of wines are High= 5-7 406 86.4 
available for tasting at this Neither low nor high= 4 30 6.4 5.83 1.36 -1.562 2.531 
winery. Low= 1-3 34 7.2 

The quality of food(s) is HiQh= 5-7 299 82.8 
high (if not available Neither low nor high= 4 29 8.0 5.76 1.53 -1.49 1.76 
please leave blank). Low= 1-3 33 9.1 

Products offered in this High= 5-7 382 81.1 
winery (wine, foods) are Neither low nor hiQh= 4 44 9.3 5.52 1.39 -1.114 .977 
presented attractively. Low= 1-3 45 9.6 

High= 5-7 335 73.6 
Visitors to this winery can 

Neither low nor high= 4 55 12.1 5.33 1.6 -.893 .086 learn about wines. 
Low= 1-3 65 14.3 

HiQh= 5-7 312 66.8 
Food is available. Neither low nor high= 4 63 13.5 5.18 1.87 -.80 -.503 

Low= 1-3 92 19.7 

High= 5-7 312 69.2 
Visitors can enjoy the 

Neither low nor hiQh= 4 64 14.2 5.13 1.63 -.73 -.251 'total' winery experience. 
16.6 Low= 1-3 75 

High= 5-7 319 65.1 
This winery is easily 

Neither low nor high= 4 81 16.5 4.98 1.67 -.612 -.376 accessible. 
Low= 1-3 90 18.4 

Note: Mean scores were measured using a 7 -point interval scale, where 1 =fully disagree, 7= fully agree. 

The next question asked respondents why they had visited their winery of choice. A 

total of 97 (15.9%) respondents cited more than one reason; the 25 most commonly 

cited were ranked by frequency of occurrence, and are presented in Table 5.31. The 

largest group of respondents indicated recommendations, suggestions, or word-of

mouth as their reason for their visit. These elements are also noted in wine tourism 

research as significant with regard to the service quality dimension (Getz, 2000; Hall, 

Johnson, Longo & Mitchell, 2000). 

The second most common reason was due to being nearby, in the area, or visiting 

the region at the time of the winery visit. These reasons suggest that respondents 

had no initial intention of travelling to the winery, their visit seemingly a spontaneous 

decision. In addition, for this subgroup of visitors the wine product did not appear to 

be related to their visit. However, there are other reasons for visiting that suggest no 
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involvement with wine, or no clear intention to visit the winery. For example, visiting 

to eat suggests that these respondents may have visited the winery to make a stop 

along their journey, or even to experience the winery's foods. Other examples 

include proximity, on the way to another destination, and passing by and seeing the 

road sign. Overall, if these segments of visitors are added together, a total of 157 

(25.8%) might have stopped at the winery simply by chance. 

Table 5.31: Main 25 reasons why respondents visited the winery. 

n Reason f % 
1 Recommendation I sUfLgested I word of mouth. 67 11.7 

2 Proximity, nearby, close by, visiting the region, in the area. 62 10.8 

3 Repeat visitor, repeat buyer. 50 8.7 
4 Wine tour, on a wine tour, tour package. 42 7.3 
5 To eat. 37 6.5 

6 Repu.tation. 32 5.6 

7 On the way, on route to another destination I attraction. 29 5.1 

8 Road sign, saw it passing by from the road, drove past. 29 5.1 

9 Enjoy this winery's wines, I like the wines, good range I quality of wines. 26 4.5 

10 Read about it, heard about it, knew about it, saw it in a map I brochure. 21 3.7 

11 Joint party, gathering of friends I group outing, family gathering. 18 3.1 

12 To see, to try, new to us, had not been there before, to check out. 17 3.0 

13 Wine trail, on the wine route, one of a number visited. 15 2.6 

14 Sudden decision, by chance, the bad weather, no particular reason. 15 2.6 
15 Appearance, invitinq. 12 2.1 

15 Function (work), prearranged function (conference, weddinq, birthday lunch). 12 2.1 
16 Good atmosphere, I like the atmosphere. 12 2.1 

17 Location. 10 1.7 

18 Accessible, easy access, easy to find. 9 1.6 

19 Wine tastinq activity, to taste wine. 9 1.6 

20 To buywine. 9 1.6 

21 Saw it advertised. 9 1.6 
22 Children'S playground available I family friendly. 9 1.6 
23 Convenient, handy. 8 1.4 
24 Interested in products. 7 1.2 

25 Good food. 7 1.2 

Total 573 100.0 

Thus, it could be argued that approximately one-quarter of all visitors in this study 

were not necessarily involved with wines, nor was the product wine among their main 

reasons for visiting the winery. This issue is especially relevant, as it has not been 

taken into account in the models presented in the wine tourism literature. Moreover, 

these models appear to assume that winery visitors are involved with wine, or that 

wine is their main motivation for visiting. However, the results of this study indicate 

that for a rather large number of respondents this may not be the case. Hence, the 

inclusion of this subgr9uP in wine tourism models is necessary to reflect the visitors , 
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that are not wine consumers, or perhaps not involved with wine, but still visit 

wineries. 

The third most frequently stated reason for visitation was being a repeat visitor, 

suggesting that respondents' previous positive experience at the winery was at least 

acceptable. Further, being on a wine tour was a reason for 42 (7.3%) respondents. 

This figure increased to 57 (10%) when adding 15 additional respondents who 

indicated being on a wine trail, a wine route, or visiting a number of wineries. 

Table 5.32 presents the mean ratings and associated statistics for five dimensions 

respondents were asked to consider with regard to their visit. These dimensions are 

related to the value of the visit, the quality of the wines, and the quality and quantity 

of the food in relation to the time, effort, and price invested. Overall, the mean scores 

indicate respondents' positive evaluations of the trade-offs between what they had 

invested and what they received in return during their winery experience. 

Respondents' mean scores were higher when trade-offs only involved time and 

effort. However, in the three cases where money was involved respondents 

appeared to be less satisfied. This was the case between the quality of the food, the 

quantity of the food, and the quality of the wines, versus the price paid for them. 

Table 5.32: Five trade-offs of the winery experience. 

Item Range f % Mean Std. Skew Kurtosis 
Dev. 

High= 5-7 483 85.5 
This visit was worth all the 

Neither low nor high= 4 40 7.1 5.78 1.33 -1.402 1.868 time I invested to get here 
Low= 1-3 42 7.4 

High= 5-7 480 85.1 
This visit was worth all the 

Neither low nor high= 4 39 6.9 5.74 1.35 -1.387 1.845 effort I invested to get here 
Low= 1-3 45 8.0 

The quality of the wines was High= 5-7 412 82.6 
worth the price I paid for Neither low nor high= 4 45 9.0 5.60 1.29 -1.076 .990 
them Low= 1-3 42 8.4 

High= 5-7 253 79.3 
The quality of the food was 

Neither low nor high= 4 27 8.5 5.52 1.59 -1.098 .570 worth the price I paid for it 
Low= 1-3 39 12.2 

High= 5-7 249 77.6 
The quantity of the food was 

Neither low nor high= 4 33 10.3 5.49 i.54 -1.103 .591 worth the price I paid for it 
Low= 1-3 39 12.1 

Note: Mean scores were measured using a 7-point interval scale, where 1= not at all, 7= extremely. 
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When asked what they had purchased during their winery visit, 303 (49.8%) 

respondents indicated purchasing more than one item. As would be expected, most 

respondents purchased wine during their visit. For example, Table 5.33 shows that 

those who indicated buying a glass of wine accounted for 233 (38.3%) respondents, 

followed by purchasing a meal, with 212 (34.8%). Combining those who purchased 

at least one bottle of wine, either to drink at the premises, or to take home totalled 

300 (49.3%) respondents. Only nine (1.5%) visitors indicated buying accommodation, 

which may be attributable to the lack of accommodation facilities at most wineries in 

New Zealand. In addition, a total of 30 (4.9%) respondents did not purchase any 

items during their visit, or their overall expenditures were minimal, that is, only limited 

to buying coffee. 

A higher percentage of domestic visitors purchased a glass of wine, a meal, and two 

or more bottles of wine, while purchasing one bottle of wine was more prevalent 

among international respondents. These differences suggest different motives for 

visiting of each group. For example, domestic visitors may travel to wineries to have 

a meal with a group of relatives or friends, while international visitors appear to be 

more interested in the wine product than in food. For the most part, males and 

females had similar purchasing patterns. However, a higher percentage of females 

than males purchased a meal, souvenirs, and a wine tasting selection. 

Table 5.33: Visitors' purchases at the winery. 

Item Males Females Domestic Overseas Overall 

f % f % f % f % f % 
A glass of wine 106 37.7 127 40.3 169 47.5 61 26.3 233 38.3 

A meal 88 31.3 124 39.4 161 45.2 48 20.7 212 34.8 
2+ bottles of wine for my cellar 78 27.8 84 26.7 113 31.7 49 21.1 162 26.6 
1 bottle of wine for my cellar 61 21.7 58 18.4 60 16.9 57 24.6 119 19.5 

Snack 46 16.4 52 16.5 60 16.9 39 16.8 99 16.3 
Souvenirs 6 2.1 21 6.7 11 3.1 15 6.5 27 4.4 
A wine tasting selection (e.g., a 

7 2.5 17 5.4 14 3.9 10 4.3 24 3.9 tasting tray) 

A bottle of wine to drink at the 
6 2.1 13 4.1 10 2.8 8 3.4 19 3.1 premises 

Nothing 8 2.8 8 2.5 5 1.4 10 4.3 16 2.6 
Coffee only 6 2.1 9 2.9 13 3.7 2 0.9 15 2.5 
Accommodation 4 1.4 5 1.6 3 0.8 6 2.6 9 1.5 

Note: Percentages were calculated using total number of males (281), females (315), domestic respondents (356), 
overseas respondents (232), and total number of respondents (609). 
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When asked how they had discovered the winery, a total of 79 (13%) respondents 

indicated at least one reason. As Table 5.34 shows, word-of-mouth was the main 

motive behind respondents' winery visit, with 265 (43.5%) responses. Written 

information collected from brochures, magazines, maps, newspapers, travel books, 

or through the Internet was the second most important way in which respondents 

discovered the winery, with 224 (36.8%) respondents. This suggests the importance 

for wineries of not only providing a satisfying experience, but also advertising their 

business effectively. 

Table 5.34: How visitors discovered the winery. 

Reason 
Males Females Domestic Overseas Overall 

f % f % f % f % f 

Word of mouth 108 38.4 155 49.2 190 53.4 72 31.0 265 

Brochures 58 20.6 55 17.5 48 13.5 64 27.6 113 

Magazines 29 10.3 28 8.9 30 8.4 27 11.6 57 
Passed by 21 7.5 34 10.8 35 9.8 20 8.6 55 
Other written information (maps, Lonely 

19 6.8 23 7.3 15 4.2 26 11.2 42 Planet, newspapers) 

Wine tour 15 5.3 11 3.5 11 3.1 15 6.5 26 
Repeat visitor 13 4.6 10 3.2 21 5.9 2 0.9 23 
Signage 7 2.5 8 2.5 12 3.4 3 1.3 15 

Websites 3 1.1 9 2.9 4 1.1 8 1.3 12 
Have known it for a long time 9 3.2 1 0.3 8 3.4 2 0.9 10 
Local knowledge 1 0.4 8 2.5 7 2.0 1 0.4 9 
Tried products before 2 0.7 5 1.6 4 1.1 3 1.3 7 
Tourist information centre 2 0.7 4 1.3 1 0.3 5 2.2 6 

Note: Percentages were calculated using total number of males (281), females (315), domestic respondents (356), 
overseas respondents (232), and total number of respondents (609). 

% 
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Some differences were documented between domestic and international visitors. For 

example, the effect of word-of-mouth advertising was much stronger among domestic 

visitors. This may be due to the closer geographic location of these visitors, and the 

fewer constraints faced when travelling to the winery as compared to international 

visitors. International visitors appeared to learn more about the winery through 

written information, while a higher percentage of domestic visitors were repeating 

their visit, and had noticed the winery while driving by. Regarding genders, the main 

difference is the effect of word-of-mouth as a reason for visitation. This motive is 

more prevalent among females than males. 

The questionnaire also asked how much money respondents had spent at the 

winery. In order to identify individual spending, the expenditures of the visiting party 
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were divided by the number of members in each. Parties larger than nine people and 

bus tours were excluded in order to avoid potential distortions, especially as 

respondents may not have known the total expenditures of the larger group. Overall, 

the individual average spending of respondents was $NZ 32.13, and the median $NZ 

20. Male visitors spent $NZ 34.52 on average, while females spent $NZ 30.19. 

Domestic visitors spent on average $NZ 38.20, which is distinctively higher than 

overseas visitors, at $NZ 21.89. Further examination showed that domestic males 

had spent $NZ 43.82 on average, as compared to domestic females, whose average 

was $NZ 35.62. International male respondents spent $NZ 25.82, slightly more than 

their female counterparts, with $NZ 23.87. In addition, it should be noted that 33 

visitors indicated making no expenditures during their visit; of these, 18 were males 

and 15 females. However, the number of international visitors making no 

expenditures was considerably higher than that of domestic visitors, with 24 

respondents versus nine. 

Regarding their level of satisfaction with the winery experience, Table 5.35 shows 

that for the majority of visitors, 498 (81.8) their experience had been at least 

satisfying. Of these respondents, 139 (22.8%) considered their experience extremely 

satisfying. In addition, for 50 (8.2%) respondents, their winery experience had been 

neither satisfying nor dissatisfying, while 40 (6.6%) considered their experience to 

have been dissatisfying to extremely dissatisfying. Finally, domestic visitors 

appeared to be only slightly more satisfied than those from overseas, and a higher 

percentage of females were more satisfied than males. 

Table 5.35: Satisfaction with the winery experience. 

Category Males Females Domestic Overseas Overall 

f % f % f % f % f % 
5-7: Satisfying to extremely satisfying 227 80.8 270 85.7 305 85.7 188 81.0 498 81.8 

4: Neither satisfyill~ nor dissatisfying_ 24 8.5 25 7.9 24 6.7 25 10.8 50 8.2 

1-3: Dissatisfying to extremely 
24 8.5 16 5.1 22 6.2 18 7.8 40 6.6 dissatisfying 

Sub-total 275 97.9 275 97.9 351 98.6 231 99.6 588 96.6 

Missing 6 2.1 6 2.1 5 1.4 1 .4 21 3.5 

Total 281 100.0 281 100.0 356 100.0 232 100.0 609 100.0 
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5.6: Summary comparing findings with other studies 

In the absence of published material on winery visitors in New Zealand in recent 

years, the national winery visitor survey (Mitchell, 1999) was chosen as a starting 

point to make comparisons in regard to demographic aspects. A number of 

differences were reported between the studies; some of these were pointed out in 

Section 5.2. In addition, the level of wine knowledge reported among visitors was 

clearly higher in this study compared to Mitchell's. In contrast, in terms of age, a 

higher percentage of younger visitors were reported in Mitchell's study (1999). The 

same was true about a higher percentage of respondents visiting the winery with 

friends, or visiting alone. 

5.7: Chapter summary 

This chapter has reported the data collected from 609 respondents in the different 

sections of the questionnaire. A number of characteristics discussed by other 

researchers were compared and some similarities and differences noted. The 

following chapter investigates a number of research questions that explore what can 

be drawn from the data that have been gathered. 
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CHAPTER SIX - ANALYSIS OF RESULTS 

6.1: Introduction to the first section - differences between 
independent and dependent variables 
The first section analyses the dependent variables in relation to the independent 

variables directly. A total of nine research questions (RQs) were generated and 

tested in this section. 

In view of the nominal nature of a number of variables, Chi-square (x2
), and Cramer's 

V statistics were used where appropriate, in line with White and Korotayev (2003). 

Cramer's V values from 0 to .25 are categorised as no relationship to weak 

relationship, those between .26 and .50 being moderate, and between .51 and 1.00 

seen as strong to perfect (Losh, 2002). This interpretation is used throughout the 

analysis. 

In addition, depending of the nature of the data, Scheffe tests, and independent t

tests were used as appropriate. The independent t-test is also used as appropriate 

throughout the analysis. Other tests, such as factor analysis, were considered, but 

as they did not add any greater insight, they were not included. 

To facilitate analysis, a number of variables, including responder.Jts' age, were 

grouped in the same manner as the overall scores of the WIX in Chapter Three, that 

is, by using a distribution curve approach. The rationale for this decision lies in the 

nature of the data obtained, for example, variables with frequencies scattered within 

a wide range. However, the approach of using three categories for low, medium, 

and high with approximately 33% of respondents each is also used as applicable. 

Finally, it should be noted that numbers are rounded to the first significant place in 

this chapter. 

RQ 1: What is the impact of visitors' place of origin on the winery 
experience? 
One of the first areas to be investigated was the relationship between the origin of 

visitors, that is, domestic or international, and their expenditure at the winery. In the 

questionnaire, responHents had completed the expenditure question in terms of their 
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party's total expenditure, from which average expenditure was calculated. The 

minimum expenditure per person was reported as zero dollars ($NZ 0), while the 

maximum was $NZ 450. However, the bulk of respondents' expenditures were in the 

range of $NZ 0-40, with a mean of $NZ 32.13, and a median of $NZ 20. A positive 

skew was noticed in the distribution. In the absence of a normally distributed 

frequency of expenditure, results were divided into three groups with approximately 

33% of respondents in each. Using this approach, the first category represented 

expenditures between $NZ 0 and 13, the second between $NZ 14 and 30, and the 

third $NZ 31 and above. 

As Table 6.1 shows, a larger percentage of domestic visitors indicated incurring 

higher expenditure than did international. For example, the largest group of domestic 

visitors, 120 (38%), spent over $NZ 30 during their visit, while the largest group of 

international visitors, 83 (44.4%), spent between $NZ 0 and $NZ 13. Hence, from 

the value of x2 
(2, n= 500) = 21.793, (p= 0.000) a relationship between domestic and 

overseas respondents and their level of expenditures can be inferred. However, 

Cramer's V (0.209) indicates a weak relationship. 

Table 6.1: Domestic and international visitors versus expenditure. 

Expenditure Domestic Overseas Total Chi-Square Tests Value df Asymp. Sig. 
f % f % (2-sided) 

$NZ 0-13 83 27.0 83 44.4 166 Pearson Chi-Square 21.793 2 .000 

$NZ 14-30 110 35.0 64 34.2 174 Symmetric Measures Approx. Sig. 

$NZ 31 + 120 38.0 40 21.4 160 Cramer's V .209 .000 

Total 313 100.0 187 100.0 500 

Table 6.2 presents seven EPI items reporting statistically significant differences 

between domestic and international respondents. From these differences, a number 

of relationships can be inferred between these two groups. For example, domestic 

visitors' expectations, perceptions, and the level of importance placed on the 

pleasing atmosphere of the winery were much higher than those of their international 

counterparts. Similar results were reported regarding both the attractive way in 

which the winery products were presented, and the availability of food. Domestic 

respondents' perceptions about these items were higher. This group also considered 

these same items more important than did international respondents. Additional 

items yielding statistically significant differences include the quality of the wines, and 
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both the availability and quality of the food. In these cases, domestic respondents' 

once again reported higher perceptions than did international respondents. 

Regarding the quality of food, domestic visitors' expectations about this item were 

much higher as well, and so was the importance they placed on this same item. In 

contrast, overseas visitors considered the knowledge of the winery staff more 

important than domestic visitors. Finally, overseas respondents considered learning 

about wines while visiting the winery more important than did domestic visitors. 

Table 6.2: Domestic and international visitors versus EPI items. 

Items Origin Expectations Perceptions Importance 
n Mean SO Sig. n Mean SO Sig. n Mean SO 

2·t 2·t 
This winery offers a Domestic 267 5.70 1.337 .000 316 6.08 1.148 .011 296 5.97 1.221 
pleasing 

International 165 5.18 1.380 200 5.81 1.209 176 5.74 1.218 atmosphere. 
Winery staff are Domestic 246 5.58 1.373 287 5.92 1.147 287 5.79 1.352 
knowledgeable 
about the available International 157 5.54 1.273 ns 189 5.91 1.219 ns 175 6.13 1.140 
products. 
The quality of the Domestic 201 5.70 1.371 .008 237 5.86 1.367 240 5.95 1.307 
food(s) is high. International 87 5.23 1.403 95 

ns 
5.63 1.430 113 5.32 1.863 

The quality of the Domestic 253 5.58 1.368 306 5.84 1.220 .012 284 5.97 1.209 
wines is high. International 162 

ns 
5.37 1.318 192 5.54 1.337 174 6.06 1.201 

Products offered in Domestic 261 5.58 1.282 .001 312 5.84 1.178 .008 291 5.67 1.327 
this winery (wine, 
foods) are 

International 153 5.16 1.308 191 5.53 1.321 171 5.26 1.457 presented 
attractively. 
Food is available. Domestic 242 5.73 1.601 .000 287 5.88 1.618 .001 289 5.55 1.723 

International 142 4.99 1.900 164 5.29 1.775 168 4.49 1.942 
Visitors to this Domestic 228 5.18 1.577 273 5.43 1.564 276 5.16 1.621 
winery can learn ns ns 
about wines. International 153 5.35 1.360 187 5.42 1.527 169 5.63 1.511 

Note: Using independent t-tests. Only statistically significant items are reported. Respondents rated items, where 1 = fully 
disagree, 7= fully agree. For full list of items see Appendix 7. 

As introduced in Chapter Five and illustrated in Table 5.32, respondents rated their 

experience with five dimensions related to the value of their winery visit. These 

represented the level of value to visitors of the following trade-offs: 

• This visit was worth all the time I invested to get here. 

• This visit was worth all the effort I invested to get here. 

• The quality of the wines was worth the price I paid for them. 

• The quality of the food was worth the price I paid for it. 

• The quantity of the food was worth the price I paid for it. 
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Table 6.3 shows that only one statistically significant difference was reported. This 

difference, the quality of food received versus the price paid for it, indicates domestic 

respondents' higher satisfaction with this trade-off. The absence of statistical 

significance in the other four items suggests that both domestic and overseas visitors 

perceived these trade-offs in a very similar manner. 

Table 6.3: Domestic and international visitors versus five trade-offs. 

Item Origin n Mean St. Dev. Sig.2-t 

The quality of the food was worth the price I paid for it. 
Domestic 228 5.58 1.507 .039 
International 88 5.17 1.776 

Note: Using independent t-tests. Respondents rated items, where 1 = not at all, 7= extremely. 

Table 6.4 reports a statistically significant difference between domestic and overseas 

visitors regarding their satisfaction with the winery experience. Respondents in the 

domestic group experienced higher satisfaction; however, this result was somewhat 

expected. For example, the results of Table 6.2 showed that domestic visitors not 

only had expected more of their visit, but also their expectations had been matched 

for the most part. However, although differences between these two groups do exist, 

it must be acknowledged that such differences are rather small. 

Table 6.4: Domestic and international visitors versus overall satisfaction. 

Question Origin n Mean SO Sig.2-t 

Overall, how satisfying was your experience at this winery? 
Domestic 351 5.72 1.186 .018 
International 231 5.48 1.275 

Note: Using independent t-tests. Respondents rated items, where 1= extremely dissatisfying, 7= extremely satisfying. 

RQ 2: What is the impact of gender on the winery experience? 

Potential relationships were investigated between males, females, and the 

dependent variables. Table 6.5 shows the results of comparing genders versus 

winery expenditures. As the percentages suggest, males and female respondents 

have similar expenditure patterns. This is confirmed by the absence of any 

statistically significant difference between these variables. Hence, no relationship 

can be inferred between genders and winery expenditures. 
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Table 6.5: Males and females versus expenditure. 

Expenditure Males Females Total Chi-Square Tests Value df Asymp. Sig. 
f % f % (2-sided) 

$NZ 0-13 76 33.5 92 33.2 168 Pearson Chi-Square 1.886 2 .389 
$NZ 14-30 84 37.0 89 32.1 173 Symmetric Measures Approx. Sig. 
$NZ 31 + 67 29.5 96 34.7 163 Cramer's V .061 .389 
Total 227 100.0 277 100.0 504 

Comparing males and females to the EPI items resulted in a number of statistically 

significant differences. For example, females' expectations were higher in all items 

presented in Table 6.6. These expectations were also matched in all the same 

items, especially in regard to the pleasing atmosphere of the winery, and its easy 

accessibility. In terms of importance, females also considered the pleasing 

atmosphere of the winery more important than did males. Males' highest importance 

mean was in regard to the quality of the wines. This result suggests that the 

opportunity to taste or buy wines may be one of males' main motives for visiting the 

winery. 

Table 6.6: Males and females versus EPI items. 

Items Gender Expectations Perceptions Importance 
n Mean SO Sig. n Mean SO Sig. n Mean SO 

2·1 2·t 
This winery Males 200 5.30 1.424 240 5.83 1.182 209 5.58 1.306 
offers a 
pleasing Females 233 5.69 1.296 .003 278 6.11 1.155 .006 266 6.14 1.090 
atmosphere. 

This winery is Males 203 5.36 1.562 227 5.60 1.412 216 4.58 1.782 
easily 
accessible. 

Females 227 5.75 1.376 .007 267 6.01 1.288 .001 267 5.29 1.516 

The quality of Males 125 5.23 1.566 144 5.58 1.475 158 5.44 1.664 
the food(s) is 
high. 

Females 164 5.82 1.194 .001 190 5.97 1.287 .012 197 6.02 1.366 

Products Males 193 5.27 1.378 236 5.55 1.312 207 5.26 1.455 
offered in this 
winery (wine, 

Females 221 5.56 1.214 .025 268 5.90 1.153 .002 258 5.74 1.298 

foods) are 
presented 
attractively. 

The quality of Males 197 5.31 1.363 234 5.61 1.329 206 5.93 1.220 
the wines is Females ns 
high. 219 5.67 1.314 .006 266 5.83 1.210 256 6.07 1.186 

Food is Males 175 5.07 1.848 206 5.38 1.795 206 4.78 1.952 
available. Females 211 5.79 1.591 .000 248 5.92 1.569 .001 254 5.49 1.748 
Visitors to this Males 180 5.15 1.526 217 5.24 1.586 197 5.23 1.602 
winery can 
learn about 

Females 200 5.35 1.452 ns 244 5.61 1.491 .011 251 5.43 1.584 

wines. 

Visitors can Males 178 4.85 1.544 216 4.80 1.577 199 5.01 1.611 
enjoy the 'tolal' 
winery 

Females 198 5.07 1.498 ns 234 5.24 1.534 .003 246 5.22 1.636 

experience. 

Note: Using t-tests. Respondents rated items, where 1 = fully disagree, 7= fully agree. For full list of items see Appendix 8. 
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However, this was only partly confirmed when comparisons were made between 

genders and items purchased at the winery (see Chapter Five, Table 5.33). The fact 

that eighteen statistically significant differences were reported between males and 

females in the EPI items below suggests a number of relationships between gender 

and the winery experience. However, as seen in the expectations, perceptions, and 

importance means of both genders, these differences were rather modest. 

In regard to the five trade-offs about respondents' winery experience, Table 6.7 

shows that females appeared to be more satisfied than males in all five items. This 

was indicated by their level of agreement regarding the time, effort and price invested 

during their winery experience. Differences between males and females were more 

obvious regarding the trade-off between price and quality of the wine, as well as 

between the trade-off value of the visit versus effort invested to arrive at the winery. 

Males were most satisfied with the trade-off between time to get to the winery and 

the value of the visit, but they valued the trade-offs between quality, and quantity of 

food versus the price paid for it less than females did. This confirms the results in 

Table 6.6, where males valued the importance of the availability of food rather 

modestly. 

Table 6.7: Males and females versus five trade-offs. 

Items Gender n Mean St. Dev. Sig.2-t 

This visit was worth all the time I invested to get here. 
Males 266 5.65 1.333 

Females 294 5.89 1.324 .028 

This visit was worth all the effort I invested to get here. 
Males 264 5.57 1.363 

Females 295 5.88 1.327 .006 

The quality of the wines was worth the price I paid for them. 
Males 239 5.40 1.362 

Females 256 5.78 1.201 .001 

The quality of the food was worth the price I paid for it. 
Males 133 5.27 1.684 

Females 185 5.63 1.513 .046 

The quantity of the food was worth the price I paid for it. 
Males 131 5.29 1.581 

Females 185 5.67 1.502 .031 

Note: Using t-tests. Respondents rated items, where 1 = not at all, 7= extremely. 

When males' and females' levels of satisfaction with their winery experience were 

compared, the means of the groups shown in Table 6.8 indicate that both were 

satisfied with their winery visit, with females reporting higher satisfaction than males. 

The statistical significance not only confirms that these groups are different, but also 

suggests a relationship between genders and satisfaction. The results also suggest 
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that wineries appear to be performing well, and that perhaps no changes need to be 

implemented to satisfy these groups. 

Table 6.8: Males and females versus overall satisfaction. 

Question Gender n Mean SO Sig.2-t 

Overall, how satisfying was your experience at this winery? 
Males 275 5.48 1.230 
Females 311 5.76 1.207 .006 

Note: Using t-tests. Respondents rated items, where 1 = extremely dissatisfying, 7= extremely satisfying. 

RQ 3: What is the impact of religion on the winery experience? 
Religion was an additional variable considered as meaningful in explaining response 

patterns among visitors. Two groups of respondents, that is, those claiming a 

religion versus those not claiming a religion, were compared with respect to the 

expenditure they incurred at the winery. However, as shown in Table 6.9, the 

reported value of X2 
(2, n= 411) = 1.618, (p=0.445) indicates no statistically significant 

differences between these variables. 

Table 6.9: Religion and no religion versus expenditure. 

Expenditure Religion . No religion Total Chi-Square Tests Value df Asymp. 
f % f % Sig. 

(2-sided) 

$NZ 0-13 81 32.4 53 32.9 134 Pearson Chi-Square 1.618 2 .445 

$NZ 14-30 93 37.2 51 31.7 144 Symmetric Measures Approx. Sig. 

$NZ 31 + 76 30.4 57 35.4 133 Cramer's V .063 .445 

Total 250 100.0 161 100.0 411 

Comparisons were also made between respondents claiming and those not claiming 

a religion, and the ten EPI items. Table 6.10 presents six statistically significant 

differences reported between these groups in four different items. Expectations 

about the high quality of the wines were met more often for respondents claiming a 

religion. However, respondents claiming no religion considered this item more 

important. 

A statistically significant difference was also reported regarding the availability of 

several wines for tasting. For this item expectations and level of importance were 

higher among individuals claiming no religion. However, the perceptions about this 

same item were higher among those claiming a religion. Another statistically 
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significant difference was identified in regard to the importance of the availability of 

food. First, the mean scores indicate that expectations of this item were higher for 

respondents claiming a religion. Further, the mean scores indicate that these 

expectations were met for both groups. Finally, respondents claiming a religion 

considered the availability of food as more important. 

Table 6.10: Religion and no religion versus EPI items. 

Items Group Expectations Perce ptions Importance 
n Mean SO Sig. n Mean SO Sig. n Mean SO 

2-t 2-t 

This winery Religion 212 5.51 1.465 256 6.12 1.096 .039 238 5.95 1.195 
offers a pleasing ns 
atmosphere. No religion 143 5.47 1.246 168 5.89 1.155 154 5.92 1.146 

The quality of the Religion 205 5.56 1.351 250 5.83 1.244 .027 233 5.91 1.208 

Sig. 
2-t 

ns 

wines is high. No religion 139 5.36 
ns 

1.291 164 5.57 1.249 150 6.19 1.097 .023 

Several kinds of Religion 202 5.63 1.478 243 5.90 1.349 .042 233 5.79 1.367 
wines are 
available for 
tasting at this No religion 141 5.70 1.263 ns 161 5.76 1.349 152 5.89 1.348 

winery. 

Food is Religion 198 5.53 1.715 235 5.68 1.674 237 5.37 1.741 
available. ns ns 

No religion 123 5.32 1.835 141 5.67 1.771 146 4.81 2.062 

Visitors to this Religion 189 5.23 1.564 228 5.59 1.401 0.21 227 5.30 1.623 
winery can learn No religion ns 
about wines. 123 5.18 1.385 147 5.20 1.707 144 5.34 1.561 

Note: Using independent t-tests. Respondents rated items, where 1 = not at all, 7= extremely. For full list of items see 
Appendix 9. . 

Regarding potential relationships between respondents claiming and not claiming a 

religion, and the five trade-offs of the winery experience, Table 6.11 reports only one 

statistically significant difference. In this case, respondents claiming a religion 

appeared to be more satisfied with the trade-off time to get to the winery versus the 

value of the visit. However, the mean scores suggest that differences between the 

two groups were rather small. Finally, when these two groups were compared 

against their overall satisfaction with the winery experience, no statistically significant 

differences were reported. 

Table 6.11: Religion and no religion versus five trade-ofts. 

Item Group n Mean St. Dev. Sig.2-t 

This visit was worth all the time I invested to get here. 
ReliQion 282 5.93 1.158 .040 
No religion 180 5.68 1.388 

Note: Using independent t-tests. Respondents rated items, where 1 = not at all, 7= extremely. 

Different levels of religious influence on respondents' daily lives were also 

investigated against the available dependent variables. To measure religious 
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influence, a 7 -point interval scale was made available for respondents in the 

questionnaire. These scores were divided into three categories. Scores between 

one and three represented low level of religious influence, a four medium level, and 

between a five and a seven high level. As shown in Table 6.12, when these three 

levels of religious influence were compared to three levels of expenditwes, no 

statistically significant differences were reported. 

Table 6.12: Levels of religious influence versus expenditure. 

Expenditure Low Medium High Total Chi-Square Value df Asymp. 
f % f % f % Tests Sig. 

(2-sided) 

$NZ 0-13 92 33.2 23 38.3 34 30.1 149 
Pearson 
Chi-Square 

1.661 4 .798 

$NZ 14-30 95 34.3 20 33.3 44 38.9 159 
Symmetric Approx. 
Measures Sig. 

$NZ 31 + 90 32.5 17 28.3 35 31.0 142 Cramer's V .043 .798 
Total 277 100.0 60 100.0 113 100.0 450 

A further comparison involved levels of religious influence versus the ten EPI items. 

Table 6.13 shows that statistically significant differences were only reported 

regarding the easy accessibility of the winery. This item appeared to be more 

important for individuals with a high level of religious influence in their lives, and 

clearly less so for respondents with a low or medium level of religious influence in 

their lives. 

Table 6.13: Levels of religious influence versus EPI items. 

Item Scheffe post hoc Importance 

Level of religious influence n Mean SD Sig. 

Low (1) 270 4.89 1.694 
This winery is easily accessible. Medium (2) 53 4.70 1.395 .041(2,3) 

High (3) 114 5.36 1.646 .041(3,2) 

Note: Respondents rated items, where 1 = fully disagree, 7= fully agree. For full list of items see Appendix 10. 

When comparing levels of religious influence with the five trade-offs of the winery 

experience, Table 6.14 reports two statistically significant differences. Respondents 

whose lives were highly influenced by religion appeared more satisfied with the 

trade-offs regarding the effort to get to the winery and the value of the visit. This 

group was also more satisfied with the trade-off between quality of the food versus 

the price paid for it. 
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Table 6.14: Levels of religious influence versus five trade-offs. 

Items Scheffe post hoc 
Level of religious n Mean St. Dev. Sig. 
influence 
Low (1) 318 5.67 1.363 .034(1,3) 

This visit was worth all the effort I invested to get here. Medium (2) 62 5.81 1.143 
High (3) 129 6.02 1.247 .034(3, 1) 

Low 170 5.38 1.584 
The quality of the food was worth the price I paid for it. Medium 40 5.25 1.532 .038(2,3) 

High 84 5.92 1.515 .038(3,2) 

Note: Respondents rated items, where 1 = not at all, 7= extremely. 

Levels of religious influence were also compared with overall satisfaction with the 

winery experience. As shown in Table 6.15, no statistically significant differences 

were reported. The means suggest that all three groups were similarly satisfied with 

their experience. These results, as well as those comparing respondents claiming 

and not claiming a religion suggest that the religion dimension does not explain 

response patterns among winery visitors. 

Table 6.15: Levels of religious influence versus overall satisfaction. 

Question Scheffe post hoc 
Group n Mean St. Dev. Sig. 

Low 329 5.56 1.244 
Overall, how satisfying was your experience at this winery? Medium 64 5.83 1.001 ns 

High 132 5.86 1.173 

Note: Respondents rated items, where 1= extremely dissatisfied, 7= extremely satisfied. 

RQ 4: What is the impact of age on the winery experience? 

When different age groups of respondents were compared to three levels of 

expenditures incurred at the winery, a statistically significant difference was reported. 

As shown in Table 6.16, a much higher percentage of individuals of ages 35 and 

below indicated making minimal expenditures, that is, between $NZ 0 and $NZ 13, 

while at the other end, those aged 56 and above had for the most part spent above 

$NZ 13. 

Further analysis between age groups and items purchased during the winery visit 

indicated that respondents of ages 35 and below mainly favoured a glass of wine, a 

meal, and one or two bottles of wine. Visitors between the ages of 36 and 55 had 

also favoured similar items, with six of them additionally choosing accommodation as 
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one of their purchases. In contrast, respondents of ages 56 and above mainly 

preferred a glass of wine, a meal, two bottles of wine, and a snack. This suggests 

that this latter visitor group was more involved with food at the winery, and appears to 

explain their higher expenditure, as compared to visitors below the age of 56. While 

the value of X2 
(4, n= 492) = 18.292, (p= 0.01) infers a relationship between age and 

expenditures at the winery, Cramer's V (0.136) reflects the weakness of this 

relationship. 

Table 6.16: Age versus expenditure. 

Expenditure 35 and below 36-55 56+ Total Chi-Square Value df Asymp. Sig. 

f % f % f % Tests 12-sided) 

$NZ 0-13 76 46.9 55 32.4 40 25.0 171 
Pearson 

18.292 4 
.001 

Chi-Square 

$NZ 14-30 43 26.5 56 32.9 64 40.0 163 
Symmetric Approx. 
Measures Sig. 

$NZ 31 + 43 26.5 59 34.7 56 35.0 158 Cramer's V .136 .001 

Total 162 100.0 . 170 100.0 160 100.0 492 

Additional analyses were conducted between age and the ten EPI items. However, 

as Table 6.17 indicates, only one statistically significant difference was reported. 

Respondents between the ages of 36 and 55 years considered the availability of food 

more important, while respondents of ages 35 and below appeared to be the least 

interested in this item. In addition, when testing potential relationships between age 

and five trade-offs of the winery experience, as well as between age and overall 

satisfaction with the winery visit, no statistically significant differences between these 

variables were reported. These results suggest that age only explains response 

patterns among winery visitors to a very limited extent. 

Table 6.17: Age versus EPI items. 

Scheffe post hoc Importance 

Item Group n Mean St. Dev. Sia. 

35 and below (1) 157 4.82 1.966 .018(1,2) 
Food is available. 36- 55 (2) 156 5.42 1.789 .018(2, 1) 

56+ (3) 143 5.28 1.836 

Note: Respondents rated items, where 1 = fully disagree, 7= fully agree. For full list of items see Appendix 11. 
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RQ 5: What is the impact of educational attainment on the winery 
experience? 
Respondents had been asked in the questionnaire to indicate their highest level of 

educational attainment by selecting one of eight available choices. These choices 

Included primary or junior high school, secondary or high school, some university, 

polytechnic, other tertiary, university undergraduate, university postgraduate degree, 

and other. Responses were divided into three distinct levels of educational 

attainment. One group was those with primary or high school education; the second 

group those with some university, polytechnic, or other tertiary; and lastly those with 

undergraduate or postgraduate degrees formed the third group. The last option 

given in the questionnaire (other) was ignored in this part of the analysis as the 

responses were ambiguous, and only 16 or 2.6% reported under this option. 

Table 6.18 compares these levels of educational attainment with expenditure 

incurred at the winery. The value of Pearson's x2 
(4.n=482) = 4.067, (p= 0.397) confirms 

that there is no relationship between these variables. 

Table 6.18: Educational attainment versus expenditure. 

Expenditure P/H School (1) Su/P/OT (2) Uu/PD (3) Total Chi-Square Value df Asymp. 
f % f % f % Tests Sig. 

(2-sided) 

$NZ 0-13 38 35.5 41 27.5 83 36.7 162 
Pearson 4.067 4 .397 
Chi-Square 

$NZ 14-30 35 32.7 58 38.9 71 31.4 164 
Symmetric Approx. 
Measures Sig. 

$NZ 31 + 34 31.8 50 33.6 72 31.9 156 Cramer's V .065 .397 

Total 107 100.0 149 100.0 226 100.0 482 

(1) Primary / high school. (2) Some university / polytechnic lather tertiary. (3) Undergraduate I postgraduate university degree. 

Further, when comparing educational attainment and the ten EPI items, statistically 

significant differences were identified in only three items. For example, in the item 

regarding the easy accessibility of the winery, Table 6.19 shows that perceptions of 

respondents with primary and high school were higher in comparison to groups with 

higher educational attainment. This group also considered the easy accessibility of 

the winery, as well as the item 'products offered in this winery are presented 

attractively' more important than the other groups. Regarding the availability of food, 

both perceptions a,nd the level of importance were higher for two groups, namely that 

with primary and high school education, and that with some university, polytechnic, or 
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other tertiary qualification. In addition, it must be noted that no statistically significant 

differences were reported for the five trade-offs of the winery experience and the 

overall satisfaction of respondents' visit. These results further confirm the very 

limited impact of educational attainment on the winery experience. 

Table 6.19: Educational attainment versus EPI items. 

Items Schefte post hoc 
Educational n Mean St. Dev. Sig. 
attainment 

Perceptions 

P/H school (1) 103 6.10 1.233 .020(1,3) 
This winery is easily accessible. SUIP/OT (2) 161 5.88 1.283 

UUlPD (3) 212 5.64 1.452 .020(3, 1) 

P/H school 97 6.00 1.561 .006(1,3) 
Food is available. SUIP/OT 151 5.91 1.447 .006(2,3) 

UUlPD 191 5.34 1.862 
Importance 

P/H school 105 5.33 1.708 .030(1,2) 
This winery is easily accessible. SUIP/OT 153 4.77 1.703 .030(2, 1) 

UUlPD 209 4.93 1.617 

Products offered in this winery (wine, foods) are 
P/H school 102 5.75 1.375 .037(1,3) 
SUIP/OT 147 5.65 1.214 

presented attractively. 
UUlPD 199 5.32 1.500 .037(3, 1) 

P/H school 103 5.69 1.709 .000(1,3) 
Food is available. SUIP/OT 148 5.41 1.753 .002(2,3) 

UUlPD 194 4.70 1.970 

Note: Respondents rated items, where 1= fully disagree, 7= fully agree. (1) Primary I high school; (2) Some university I 
polytechnic lather tertiary; (3) Undergraduate I postgraduate university degree. For full list of items see Appendix 12. 

RQ 6: What is the impact of income on the winery experience? 

Examination of the frequency of respondents' incomes indicated a positively skewed 

distribution, hence using a measurement based on the assumption of a normal or 

near-normal distribution curve was considered inappropriate. Instead, a more 

conservative approach was chosen. Respondents were divided into three equal 

sized groups. This resulted in household incomes of $NZ 60,000 and below in the 

low group, those between $NZ 60,001 and $NZ 100,000 in the middle, and those 

over $NZ 100,000 in the upper or high-income group. As Table 6.20 indicates, 

respondents of all three income groups indicated spending almost equally in each of 

the three categories of expenditure. Not surprisingly, no statistically significant 

differences were reported between income and expenditures incurred at the winery. 
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Table 6.20: Income versus expenditure. 

Expenditure $NZ60,000 $NZ60,001- $NZ100,001+ Total Chi-Square Value df Asymp. 
and ~elow 100,000 Tests Sig. 

f % f % f % (2-sided) 

$NZ 0-13 45 30.2 51 35.9 45 29.8 141 
Pearson 

2.868 4 .580 
Chi-Square 

$NZ 14-30 59 39.6 47 33.1 52 34.4 158 
Symmetric Approx. 
Measures Sig. 

$NZ 31 + 45 30.2 44 31.0 54 35.8 143 Cramer's V .081 .580 
Total 149 100.0 142 100.0 151 100.0 442 

Table 6.21 shows that when levels of yearly household income were compared to the 

EPI items, six of the ten comparisons yielded statistically significant differences. For 

example, respondents earning $NZ 60,000 and below expected more from the way 

products were presented at the winery. Visitors whose yearly household income was 

::tbove $NZ 100,000 had the lowest expectations about this same item. Regarding 

the item, 'winery staff are knowledgeable about the available products,' respondents 

in the highest income bracket considered this item more important than the other two 

groups. One reason may be that individuals earning higher incomes have higher 

expectations of quality of service performed at wineries. In addition, perceptions 

were higher for respondents in the lowest income bracket regarding the availability of 

several wines for tasting than for the other two groups. 

Regarding the availability of food, visitors with the highest household incomes had 

lower expectations about this item as compared to groups earning lower incomes. 

However, initial expectations were matched by all three groups. In addition, 

respondents from the two groups earning below $NZ 100,000 considered the 

availability of food more important than did the group earning more than $NZ 

100,000. Lastly, visitors in the lowest household income bracket expected much 

more from the quality of the food than those with higher incomes. 

Regarding the five trade-offs related to the winery experience, overall respondents 

were satisfied with the different value related trade-offs. However, no statistically 

significant differences were reported when testing these variables. The same was 

true when comparing different levels of household income with overall satisfaction at 

the winery. While the reported statistically significant differences suggest some 
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relationships between income and dependent variables, the overall impact of income 

on the winery experience appears to be limited. 

Table 6.21: Income versus EPI items. 

Item Scheffe post hoc 
Income level n Mean St. Dev. Sig. 

Expectations 

$NZ 60,000 and below (1) 119 5.61 1.243 .039(1,3) 
Products offered in this winery (wine, foods) 

$NZ 60,001-100,000 (2) 120 5.52 1.257 are presented attractively. 
$NZ 100,001+ (3) .039(3, 1) 130 5.18 1.374 
$NZ 60,000 and below 114 5.84 1.526 .001(1,3) 

Food is available. $NZ 60,001-100,000 117 5.58 1.773 .028(2,3) 
$NZ 100,001+ 116 4.98 1.779 
$NZ 60,000 and below 93 5.80 1.256 .008(1,3) 

The quality of the food(s) is high. $NZ 60,001-100,000 94 5.64 1.302 
$NZ 100,001+ 76 5.13 1.586 .008(3, 1) 

Perceptions 

$NZ 60,000 and below 144 6.08 1.144 .029(1,2) 
Several kinds of wines are available for tasting 

$NZ 60,001- 100,000 141 5.66 1.428 .029(2,1) at this winery. 
$NZ 100,001+ 154 5.75 1.412 
$NZ 60,000 and below 140 5.96 1.451 .014(1,3) 

Food is available. $NZ 60,001- 100,000 140 5.60 1.790 
$NZ 100,001+ 132 5.36 1.854 .014(3, 1) 

Importance 

$NZ 60,000 and below 145 5.78 1.397 .030(1,3) 
Winery staff are knowledgeable about the $NZ 60,001- 100,000 136 5.74 1.322 .018(2,3) 
available products. 

$NZ 100,001+ 
.030(3,1) 

133 6.19 1.088 .018(3,2) 

$NZ 60,000 and below 145 5.57 1.739 
.000(1,3) 

Food is available. 
.019(1, 2) 

$NZ 60,001-100,000 137 5.23 1.860 .019(2, 1) 

$NZ 100,001+ 130 4.59 1.960 .000(3, 1) 

$NZ 60,000 and below 143 5.91 1.267 
The quality of the wines is high. $NZ 60,001- 100,000 136 5.82 1.236 .021(2,3) 

$NZ 100,001+ 133 6.23 1.084 .021(3,2) 

(1) Statistically significant when compared to respondents with low income. For full list of items see Appendix 13. 

RQ 7: What is the impact of travel budget on the winery 
experience? 
Some differences in terms of percentages between visitors' level of travel budget and 

their winery expenditures are reported in Table 6.22. For example, a higher 

percentage of respondents on a limited travel budget had only spent between $NZ 0 

and $NZ 13. In contrast, a higher percentage of respondents on a high travel budget 

had spent more than $NZ 13, and even more above $NZ 31. Overall, these 

differences were only marginal, as confirmed by the absence of a statistically 

significant X2
• Similarly, when comparing levels of travel budget with the ten EPI 

items with the five trade-offs of the winery experience, or with the overall satisfaction 
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with the visit, no statistically significant differences were reported. This demonstrates 

that travel budget has little to no impact on the winery experience. 

Table 6.22: Travel budget versus expenditure. 

Expenditure Low budget Medium budget High budget Total Chi-Square Value df Asymp. 

f % f % f % Tests Sig. 
(2-sided) 

$NZ 0-13 39 40.6 55 34.0 69 28.8 163 
Pearson 

6.099 4 .192 
Chi-Square 

$NZ 14-30 30 31.3 60 37.0 83 34.6 173 
Symmetric Approx. 
Measures Sig. 

$NZ 31+ 27 28.1 47 29.0 88 36.6 162 Cramer's V .078 .192 

Total 96 100.0 162 100.0 240 100.0 498 

RQ 8: What is the impact of planning the winery visit on the winery 
experience? 
The results of Pearson's l (2.n=504) = 10.983, (p=0.004) shown in Table 6.23 indicate a 

statistically significant relationship between planning the winery visit and visiting 

spontaneously versus expenditures at the winery. A larger percentage of 

respondents who had planned their visit indicated spending above $NZ 30 at the 

winery. The opposite was true for spontaneous visitors, with a higher percentage of 

them spending between $NZ 0 and $NZ 13. From these results, a relationship can 

be inferred between these variables. However, the value of Cramer's V (0.148) 

demonstrates the weakness of this relationship. 

Table 6.23: Planning and visiting spontaneously versus expenditure. 

Expenditure Planned Not planned Total Chi-Square Tests Value df Asymp.Sig. 
f % f % (2-sided) 

$NZ 0-13 82 28.7 86 39.5 168 Pearson Chi-Square 10.983 2 .004 

$NZ 14-30 96 33.6 78 35.8 174 Symmetric Measures Approx. Sig. 

$NZ 31 + 108 37.7 54 24.7 162 Cramer's V .148 .004 

Total 286 100.0 218 100.0 504 

The comparison of planned and spontaneous winery visits with the EPI items yielded 

statistically significant differences for only two of the ten items. These are presented 

in Table 6.24. Initial expectations of no difference between the groups regarding the 

pleasing atmosphere were met, with respondents who had planned their visit being 

more satisfied. The importance of the pleasing atmosphere of the winery suggests 

the value of this item to those planning their visit. In addition, while this group of 
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respondents expected more from the quality of the food, initial expectations were met 

by both groups. 

Table 6.24: Planning and visiting spontaneously versus EPI items. 

Items Group Expectations Perce ptions Iml!ortance 
n Mean SO Sig. n Mean SO Sig. n Mean SO Sig. 

2-t 2-t 

This winery Planned 256 5.55 1.413 304 6.08 1.053 .021 291 5.96 1.190 
offers a Not 175 5.46 1.316 ns 213 5.83 1.326 187 5.80 1.271 
pleasing 

planned atmosphere. 

The quality of Planned 176 5.76 1.297 .003 205 5.87 1.348 214 5.86 1.467 
the food(s) is Not ns 
high. planned 114 5.24 1.547 130 5.72 1.436 143 5.64 1.608 

Note: Using independent t-tests. Respondents rated items, where 1= fully disagree, 7= fully agree. For full list of items see 
Appendix 14. 

2-t 

ns 

ns 

When comparing respondents of these two groups with the five trade-offs of the 

winery experience, no statistically significant differences were reported. However, as 

shown in Table 6.25, a statistically significant difference was reported between them 

in regard to their overall satisfaction with their winery experience. Those who had 

planned their visit were more satisfied than those visiting spontaneously. However, 

the means of each group indicate that these differences were rather modest. Overall, 

planning or visiting the winery spontaneously appears to have some impact on the 

winery experience, though this impact is rather limited. 

Table 6.25: Planning and visiting spontaneously versus overall satisfaction. 

Question Group n Mean SO Sig. 
2-tailed 

Overall, how satisfying was your experience at this winery? 
Planned 342 5.73 1.190 .006 
Not planned 237 5.45 1.260 

Note: Using independent t-tests. Respondents rated items, where 1= extremely dissatisfying, 7= extremely satisfying. 

RQ 9: What is the impact of visiting during the summer versus 
autumn on the winery experience? 
Table 6.26 indicates only slight differences between the winery expenditures of 

summer and autumn visitors. Overall, a higher percentage of summer visitors 

indicated spending above $NZ 30, while a higher percentage of autumn respondents 

spent only between $NZ 0 and $NZ 13. However, the absence of a statistically 

significant relationship indicates that season was not a factor influencing 

respondents' expenditures at the winery. 
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Table 6.26: Season of visit (summer and autumn) versus expenditure. 

Expenditure Summer Autumn Total Chi-Square Tests Value df Asymp. Sig. 
f % f % (2-sided) 

$NZ 0-13 51 30.5 117 34.6 168 Pearson Chi-Square 2.701 2 .259 

$NZ 14-30 54 32.3 120 35.5 174 Symmetric Measures Approx. Sig. 

$NZ 31 + 62 37.1 101 29.9 163 Cramer's V .073 .259 

Total 167 100.0 338 100.0 505 

Further, the mean scores in Table 6.27 show that initial expectations of summer and 

autumn visitors regarding some EPI items were met. Moreover, nine statistically 

significant differences between these two groups were identified. For example, 

autumn visitors had higher expectations than summer visitors regarding the pleasing 

atmosphere of the winery. The relationship, however, was at the limit of statistical 

significance, at p='O.05. In addition, summer visitors were more pleased with staff's 

knowledge about the products at the winery, and considered this item more important 

than those who visited during autumn. The importance given to the quality of the 

wines was also higher among those who had visited during the summer. Autumn 

visitors expected much more from the availability of food, and their initial 

expectations about this item were matched more as compared to autumn visitors. 

Table 6.27: Season of visit (summer and autumn) versus EPI items. 

Items Season Expectations Perceptions Importance 
n Mean SO Sig. n Mean SO Sig. n Mean SO Sig. 

2-t 2-t 

The quality of Summer 145 5.48 1.318 172 5.79 1.225 151 6.16 1.084 
the wines is ns 

Autumn 277 5.50 1.366 335 5.70 1.289 ns 317 5.94 1.244 high. 

Winery staff Summer 147 5.60 1.286 172 6.09 1.097 .010 151 6.15 1.134 
are 
knowledgeable 
about the Autumn 262 5.53 1.369 ns 312 5.80 1.223 321 5.83 1.326 
available 
products. 

This winery Summer 143 5.33 1.398 174 5.94 1.159 150 5.88 1.226 
offers a 
pleasing Autumn 296 5.60 1.349 .050 351 6.01 1.182 ns 332 5.90 1.218 
atmosi>here. 

Food is Summer 118 5.03 1.781 141 5.26 1.799 142 4.64 1.907 
available. Autumn 274 5.64 1.711 .001 320 5.87 1.605 .001 325 5.41 1.813 
The quality of Summer 72 5.26 1.538 78 5.87 1.313 98 5.41 1.734 
the food(s) is 

Autumn 5.65 1.363 
ns 

high. 222 .042 262 5.80 1.401 263 5.89 1.421 

Several wines Summer 147 5.67 1.279 173 5.99 1.208 .049 151 5.91 1.383 
are available 
for tasting at Autumn 271 5.61 1.494 

ns 
323 5.76 1.418 319 5.79 1.349 

this winery. 

Note: Using independent t-tests. Respondents rated items, where 1= fully disagree, 7= fully agree. For full list of items see 
Appendix 15. 
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Autumn respondents also considered the availability of food more important than did 

summer visitors. This group expected much more of the quality of food, and 

considered this item more important than did summer visitors. However, summer 

visitors appeared to be slightly more satisfied about this same item. 

No statistically significant differences were reported when comparing summer and 

autumn respondents with the five trade-offs of the winery experience. Similarly, 

when comparing these two groups of visitors and their overall satisfaction with the 

winery visit no statistically significant differences were discovered. These results 

suggest that overall, visiting the winery in the summer or autumn does not appear to 

make a difference to the winery experience. 

Table 6.28 summarises statistically significant differences reported from the nine 

research questions generated· by testing the independent versus the dependent 

variables. From these results, a number of relationships were inferred, including that 

between domestic and overseas respondents versus expenditures incurred at the 

winery. It must be emphasised, however, that in cases when Pearson's x2 was run, 

Cramer's Vs suggested weak relationships for the most part. 

Table 6.28: Independent versus dependent variables tested in Section 6.1. 

Tested variables Statistically Level of Strength of 
significant significance Cramer's V 

items 
Domestic and overseas visitors vs. winery expenditure 1 *** Weak 
Domestic and overseas visitors vs. EPI items 7 (*), (**), (***) (n/a) 
Domestic and overseas visitors vs. 5 trade-offs 1 * nfa 
Domestic and overseas visitors vs. overall satisfaction 1 * nfa 
Males and females vs. EPI items 8 (*1J**1J***) (nfa) 
Males and females vs. 5 trade-offs 5 J*),J**) nfa 
Males and females vs. overall satisfaction 1 ** nfa 
Religion and no religion vs. EPI items 5 (J...1*~ nfa 
Religion and no religion vs. 5 trade-offs 1 * nfa 
Religious and non-religious influence vs. EPI scores 1 * nfa 
Religious and non-religious influence vs. 5 trade-offs 2 * nfa 
Age groups vs. winery expenditure 1 ** Weak 
Age groups vs. EPI items 1 * nfa 
Educational attainment vs. EPI items 3 J:M':1.f'*:t n/a 
Household income vs. EPI items 6 (:1.f':1.f'**) nfa 
Planned and unplanned visit vs. expenditure 1 * Weak 
Planned and unplanned visit vs. EPI items 2 (*), (**) nfa 
Planned and unplanned visit vs. overall satisfaction 1 * n/a 
Season of visit (summer vs. autumn) vs. EPI items 6 fl,J*:11**:t nfa 

.y 

* p<O.05 ** p<O.01 *** p=O.OOO nfz: Not applicable. 
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6.2: Introduction to the second section - independent variables 
versus the wine involvement index (WIX) 
In line with the objectives outlined in Chapter Three, Section 3.8, relationships 

between the independent variables and the moderating variable (WIX) are explored. 

Similar testing tools as those introduced in the previous section, including Chi-square 

(x2
), and Cramer's V statistics, are used throughout the analysis as appropriate. 

RQ 10: What is the impact of independent variables on different 
levels of WIX? 

The first area investigated males and females versus the WIX. As the results in 

Table 6.29 indicate, men and women significantly differed in their levels of WIX. 

More females had low WIX than males. However, there was a larger percentage of 

females than males at the medium WIX level. Males' percentage was substantially 

larger at the high level of WIX. The value of x2 
(2, n=596) =17.805, (p=O.OOO) indicates a 

significant relationship between gender and WIX. However, Cramer's V (0.173) 

suggests that the strength of this relationship is weak. 

Table 6.29: Gender versus WIX. 

WIX Males Females Total Chi-Square Tests Value df Asymp. Sig. 
f 0/0 f 0/0 (2-sided) 

Low 30 10.7 56 17.8 86 Pearson Chi-Square 17.805 2 .000 
Medium 187 66.6 224 71.1 411 Symmetric Measures Approx. Sig. 

High 64 22.7 35 11.1 99 Cramer's V .173 .000 

Total 281 100.0 315 100.0 596 

Comparisons were also made between different categories of respondents' incomes 

and levels of WIX. Table 6.30 shows that a higher percentage of respondents 

whose income was $NZ 60,000 and below appeared to be less involved with wine. 

However, as the household income increased, percentages under a low level of WIX 

decreased, and with higher levels of income WIX increased. At the medium level of 

WIX, all three groups had similar percentages, while at the high level of WIX, there 

was a larger percentage of individuals earning above $NZ 100,000. 

These results underline important differences among the various groups. From the 

results of Pearson's x2 
(4, n= 527) = 25.172, (p= 0.000) shown in Table 6.30 a positive 
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relationship can be inferred between visitors' annual incomes and their level of WIX. 

However, the value of Cramer's V (0.155) documents that this relationship is weak. 

Table 6.30: Annual household income versus WIX. 

WIX $NZ 60,000 Between Over Total Chi-Square Value df Asymp. 
and below $NZ 60,001 $NZ 100,000 Tests Sig. 

and 100,000 (2-sided) 
f % f % f % 

Low 35 19.2 26 15.2 10 5.8 71 
Pearson 

25.172 4 .000 Chi-Square 

Medium 131 72.0 121 70.8 116 66.7 368 Symmetric Approx. 
Measures Sig. 

High 16 8.8 24 14.0 48 27.6 88 Cramer's V .155 .000 

Total 182 100.0 171 100.0 174 100.0 527 

In addition, as already noted in Chapter Five, Table 5.10, overseas visitors were 

more represented at the highest income level. This may explain in part the high 

percentage of incomes over $NZ 100,000 found in this sample. A total of 143 

(61.6%) of all international respondents in this study indicated earnings above $NZ 

70,000. Of this total, 129 (90.2%) indicated earning over $NZ 80,000. For these 

individuals, earning upper-medium incomes can make their visit to New Zealand 

. more easily affordable than for groups with lower incomes. In comparison, 204 

(57.3%) of all domestic visitors earned $NZ 60,000 and above. Of these, 151 (74%) 

earned $NZ 80,000 and above. Hence, if the national average household income 

nO.ted in Chapter Five is used as a benchmark, then it is clear that a significant 

number of domestic visitors in this study belong to somewhat elite income groups. 

To investigate potential relationships between domestic and international visitors 

versus their household incomes, an additional x2 test was run. The results in Table 

6.31 confirm a statistically significant relationship between both groups, with 

Pearson's x2 
(4. n=513) = 65.014, (p= 0.000). 

Table 6.31: Domestic and international visitors versus annual household income. 

Origin $NZ 60,000 Between Over Total Chi-Square Value df Asymp. 
and below $NZ 60,001 $NZ 100,000 Tests Sig. 

and 100,000 (2-sided) 
f % f % f % 

Domestic 138 78.4 118 70.2 65 38.5 321 Pearson 65.014 4 .000 
Chi-Square 

International 38 21.6 50 29.8 104 61.5 192 Symmetric Approx. 
.. ,.' Measures Sig. 

Total 176 100.0 168 100.0 169 100.0 513 Cramer's V .356 .000 
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The subsequent analysis shown in Table 6.32 explored whether differences existed 

between age groups and the WIX. Individuals of ages 35 and below were more 

represented in the low WIX than respondents of other age groups, while those above 

the age of 35 were more represented in the high WIX level. This outcome may be 

due to visitors in this last group earning higher incomes, or at least having more 

disposable income, particularly those above the age of 55. This is argued from the 

assumption that visitors aged 56 and above have fewer financial and family 

commitments. Fewer commitments may also result in both more money and time to 

invest in their involvement with wine. However, when the potential relationship 

between age and income was tested (see Table 6.33), a higher percentage of 

respondents of ages between 36 and 55 earned above $NZ 100,000. In contrast, 

respondents older than 55 years of age earned for the most part $NZ 60,000 and 

below, which suggests that this group has more retired individuals with fixed 

incomes. Overall, Pearson's x2 
(4. n=589) = 27.519, (p=O.OOO) suggests that a 

relationship between age groups and levels of WIX exists. However, the value of 

Cramer's V (0.153) indicates a weak relationship. 

Table 6.32: Age versus WIX. 

WIX 35 years old Between 56+ Total Chi-Square Value df Asymp. 
and below 36 - 55 years old Tests Sig. 

f % f % f % (2-sided) 

Low 37 18.3 23 11.9 26 13.4 86 Pearson 27.519 4 .000 
Chi-Square 

Medium 153 75.7 129 66.8 122 62.9 404 
Symmetric Approx. 
Measures Sig. 

High 12 6.0 41 21.2 46 23.7 99 Cramer's V .153 .000 

Total 202 100.0 193 100.0 194 100.0 589 

The potential relationship between age and levels of WIX may not necessarily 

indicate that income was the major factor influencing involvement with wine. 

However, the fact that 65.4% of respondents' household income was at least $NZ 

60,000 per year suggests that the majority of visitors in this sample could afford such 

activities. That 56.5% of visitors older than 55 earn above $NZ 60,000 further 

supports the view that these individuals have the time and disposable income to 

spend. The results in Table 6.33 show a statistically significant relationship between 

age groups and income, with Pearson's x2 
(4, n= 520) = 9.887, (p=0.042). It must be 

noted that once again eramer's V (0.098) confirms the weakness of this relationship. 

121 



Table 6.33: Age versus income levels. 

Income 35 years old Between 56+ Total Chi-Square Value df Asymp. 
and below 36 - 55 years old Tests Sig. 
f % f % f % (2-sided) 

$NZ60,000 
54 31.0 51 28.7 73 43.5 178 

Pearson 
9.887 4 .042 

and below Chi-Square 

$NZ60,001 
62 36.0 62 34.8 46 27.3 170 

Symmetric Approx. 
.100,000 Measures Sig. 

$NZ1 00,001 + 58 33.0 65 36.5 49 29.2 172 Cramer's V .098 .042 

Total 174 100.0 178 100.0 168 100.0 520 

The resulting Pearson x2 
(4,n=576) = 10.366, (p= 0.035) reported in Table 6.34 indicates 

a statistically significant relationship between the three levels of education and levels 

of WIX. A larger percentage of respondents who had completed a primary or a high 

school education appeared under the low level of WIX than those with higher 

educational attainment. At the medium WIX level, all three groups were represented 

almost equally, while at the high WIX level, the percentages of those respondents 

with some tertiary education and those with university degrees were higher than 

those with primary or high school education only. From the results below a 

relationship between levels of education and WIX can be inferred. However, the 

value of Cramer's V (0.095) points to another weak relationship. 

Table 6.34: Educational attainment versus WIX. 

WIX P/H school (1) Su/P/OT (2) Uu/PD (3) Total Chi-Square Value df Asymp. 
f % f % f % Tests Sig. 

(2-sidedl 

Low 28 22.6 31 16.0 30 11.5 89 
Pearson 

10.366 4 .035 
Chi-Square 

Medium 82 66.1 127 67.0 181 69.0 390 
Symmetric Approx. 
Measures Sig. 

High 14 11.3 32 17.0 51 19.5 97 Cramer's V .095 .035 

Total 124 100.0 190 100.0 262 100.0 576 

(1) Primary I high school. (2) Some university I polytechnic I other tertiary. (3) Undergraduate I postgraduate university degree. 

Additional analysis compared levels of education with both age group and average 

household incomes. As shown in Table 6.35, age and educational attainment were 

tested. The results indicate a statistically significant relationship. A larger 

percentage of respondents of ages 35 and below had obtained a university degree 

compared to the other two groups, particularly to respondents aged between 36 and 

55. At the higher end, a larger percentage of respondents of age 56 and above had 

only completed primary or high school. The reported higher percentages of visitors 

of ages 35 and below with more educational attainment is an indication that this 
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group composed of younger, more educated, and wealthier wine tourists may 

become an important visitor segment for wineries in the future. Moreover, this group 

could become an alternative to other groups, including those branded Baby 

Boomers, and Generation Xs, discussed in some studies (see for example Mitchell, 

2002). Despite Pearson x2 
(4, n= 567) = 33.539, (p= 0.000), the value of Cramer's V 

(0.172) suggests a weak relationship. 

Table 6.35: Age versus educational attainment. 

Educational 35 and below 36-55 56+ Total Chi-Square Value df Asymp. Sig. 
attainment f % f % f % Tests (2-sided) 

P/H school (1) 24 12.2 44 23.8 54 29.2 122 
Pearson 

33.539 4 .000 
Chi-Square 

SUIP/OT (2) 54 27.4 75 40.5 57 30.8 186 Symmetric Approx. 
Measures Sig . 

UUlPD (3) 119 60.4 66 35.7 74 40.0 259 Cramer's V .172 . 000 

Total 197 100.0 185 100.0 185 100.0 567 

(1) Primary / high school. (2) Some university / polytechnic / other tertiary. (3) Undergraduate / postgraduate university degree. 

A statistically significant relationship between household incomes and educational 

levels was observed and presented. Moreover, as Table 6.36 shows, 104 or 63.4% 

of those earning over $NZ 100,000 had university degrees, a much larger percentage 

than those with some university or polytechnic, or with primary and high school 

education. Only 21.8% of respondents with university degrees earned $NZ 60,000 or 

below, but over 46% with lesser education were also earning this income. While the 

results of Pearson x2 
(4, n= 509) = 40.439, (p= 0.000) document a relationship between 

these variables, Cramer's statistic (0.199) once again indicates the weakness of the 

relationship. 

Table 6.36: Income versus educational attainment. 

Income P/H school (1) SUIP/OT (2) UUlPD (3) Total Chi-Square Value df Asymp. 
f % f % f % Tests Sig. 

(2-sided) 

$NZ60,000 49 46.2 76 46.3 52 21.8 177 Pearson 40.439 4 .000 
and below Chi-Square 

$NZ60,001- 35 33.0 50 30.5 83 34.7 168 Symmetric Approx. 
100,000 Measures Sig. 

$NZ100,001+ 22 20.8 38 23.2 104 43.5 164 Cramer's V .199 .000 

Total 106 100.0 164 100.0 239 100.0 509 

(1) Primary / high school. (2) Some university I polytechnic / other tertiary. (3) Undergraduate / postgraduate university degree. 

Differences betweep travel budget versus wine involvement were also tested. In the 

questionnaire, respondents were to indicate a number from a 7 -point interval scale. 
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The nature of the factor variable, that is, three levels of WIX, and the scale response 

of the independent variable suggested the use of the Scheffe test, run in conjunction 

with one-way ANOV A. The results illustrated in Table 6.37 clearly indicate 

statistically significant differences, from which the existence of a relationship between 

travel budget and levels of WIX can be inferred. 

Table 6.37: Travel budget versus WIX using Scheffe post hoc. 

Scheffe post hoc 

WIX f Mean Std. Dev. Sig. 

Low WIX(1) 90 3.90 1.391 
Medium (2) 408 4.35 1.203 .006(1,2) 

High WIX (3) 100 4.92 1.022 .000(1,3) 
.000(2,3) 

Alternatively, a x2 test was run by dividing travel budget into three levels. Low level 

was used for a scale between one and three, medium was represented by a four, 

while high was used for a scale between five and seven. The results in Table 6.38 

indicate a statistically significant difference between travel budget and WIX, with 

P~arson x2 
(4, n=598) = 33.683, (p= 0.000). 

A larger percentage of respondents with low WIX had a lower or more limited travel 

budg~t than did the other two groups. In contrast, respondents with a high level of 

WIX were represented in larger percentages of high or unlimited budget than those 

with low level of WIX. Overall, while a relationship between the levels of budgetand 

those of the WIX is inferred, once again the reported Cramer's V statistic (0.168) 

points to a weak relationship. 

Table 6.38: Travel budget versus WIX using X2
. 

WIX Low budget Medium budget High budget Total Chi-Square Value df Asymp. 
f % f % f % Tests Sig. 

(2-sided) 

Low 28 24.1 34 17.9 28 9.6 90 Pearson 33.683 4 .000 
Chi-Square 

Medium 79 68.1 136 71.6 193 66.1 408 Symmetric Approx. 
Measures Sig. 

High 9 7.8 20 10.5 71 24.3 100 Cramer's V .168 .000 
Total 116 100.0 190 100.0 292 100.0 598 
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Additional x2 tests were run to confirm potential links between travel budget and other 

variables, such as income and age. Firstly, travel budget versus income were tested. 

Table 6.39 shows a statistically significant relationship, with Pearson x2 
(2, n= 527) = 

74.754, (p=O.OOO). Hence, a relationship between income and travel budget can be 

inferred. As would be expected, the percentage of respondents with the highest 

household incomes and with a high travel budget was much higher than that of those 

with the same income and a more limited travel budget. Similarly, respondents 

earning between $NZ 60,001 and $NZ 100,000 travelled on a high budget as well. 

Not surprisingly there appears to be a positive relationship between visitors' 

household incomes and their travel budget. The reported Cramer's V (0.266) 

suggests a weak-moderate relationship. 

Table 6.39: Travel budget versus income. 

Travel $NZ60,000 $NZ60,001- $NZ100,001+ Total Chi-Square Value df Asymp. 
budget and below 100,000 Tests Sig. 

f % f % f % (2-sided) 

Low 60 33.0 24 14.0 11 6.3 95 
Pearson 

74.754 4 .000 
Chi-Square 

Medium 71 39.0 55 32.2 42 24.1 168 
Symmetric Approx. 
Measures Sig. 

High 51 28.0 92 53.8 121 69.5 264 Cramer's V .266 .000 

Total 182 100.0 171 . 100.0 174 100.0 527 

Secondly, travel budget was tested with three age groups. The results in Table 6.40, 

with Pearson x2 
(2, n= 585) =' 23.968, (p=O.OOO) indicate a statistically significant 

relationship between these variables. It is also reported that the younger the 

respondents, the lower their travel budget. Similarly, the older the respondents, the 

less limited was their travel budget. Hence, there appears to be a positive 

relationship between these two variables. 

Table 6.40: Travel budget versus age. 

Travel 35 and below 36-55 56 + Total Chi-Square Value df Asymp. 
budget f % f % f % Tests Sig. (2-sided) 

Low 55 27.6 30 15.5 26 13.5 111 Pearson 23.968 4 .000 Chi-Square 

Medium 70 35.2 63 32.6 53 27.5 186 Symmetric Approx. 
Measures Sig. 

High 74 37.2 100 51.8 114 59.0 288 Cramer's V .143 .000 

Total 199 100.0 193 100.0 193 100.0 585 
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Statistically significant results were also obtained when using Scheffe's multiple 

comparisons in conjunction with one-way ANOV A. Despite these results, the value 

of Cramer's V (0.143) indicates only a weak relationship. 

Potential relationships between season of visit and levels of WIX were also tested. 

As shown in Table 6.41, Pearson's x2 
(2, n= 599) = 8.409, (p=0.015) indicates a 

statistically significant relationship. The results show that a slightly larger percentage 

of summer visitors had higher WIX than did respondents who travelled in autumn. In 

contrast, differences were significant at the low WIX, with a much larger percentage 

of autumn visitors represented at this level. Once again, it must be noted that 

Cramer's V (0.118) indicates a weak relationship. 

Table 6.41: Season (summer and autumn) versus WIX. 

WIX Summer Autumn Total Chi-Square Tests Value df Asymp. Sig. 

f % f % (2-sided) 

Low 19 9.4 72 18.0 91 Pearson Chi-Square 8.409 2 .015 

Medium 144 70.9 273 67.0 417 Symmetric Measures Approx. Sig. 

High 40 19.7 61 15.0 101 Cramer's V .118 .015 

Total 203 100.0 406 100.0 599 

Table 6.42 shows the results of testing domestic and international visitors using the 

moderating WIX variable. In each of the three levels of WIX, the percentages of 

domestic and international visitors suggest an almost identical level of wine 

involvement. Not surprisingly, no statistically significant relationship was reported 

between these two groups and their level of wine involvement. Hence, the origin of 

winery visitors, and respondents' level of WIX do not appear to be related. 

Table 6.42: Domestic and international visitors versus WIX. 

WIX Domestic Overseas Total Chi-Square Tests Value df Asymp. Sig. 

f % f % (2-sided) 

Low 48 13.4 38 16.4 86 Pearson Chi-Square .944 2 .624 

Medium 248 69.7 156 68.2 404 Symmetric Measures Approx. Sig. 

High 60 18.9 38 16.4 98 Cramer's V .040 .624 

Total 356 100.0 232 100.0 588 

Religion was also tested with levels of WIX. A first analysis explored the potential 

relationship between respondents claiming and those not claiming a religion with the 

WIX variable. The results in Table 6.43 document the absence of a relationship 
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between these variables. Clearly, both groups had very similar levels of WIX, and 

the x2 test indicates no statistically significant relationship. Hence, religion is not 

related to visitors' WIX. 

Table 6.43: Religion and no religion versus WIX. 

WIX Religion No religion Total Chi-Square Tests Value df Asy~p. Sig. 
f % f % (2-sided) 

Low 40 13.6 26 13.7 66 Pearson Chi-Square .080 2 .961 
Medium 205 69.5 130 68.4 335 Symmetric Measures Approx. Sig. 
High 50 16.9 34 17.9 84 Cramer's V .013 .961 

Total 295 100.0 190 100.0 485 

Another dimension of religion, that is, levels of religious influence on respondents' 

lives, and their level of WIX were investigated. The nature of the data in this 

question, with the three levels of WIX, and a 7 -point interval scale used to measure 

the independent variable, suggested the use of one-way ANOV A. This decision is in 

line with Green, Salkind and Akey (1997) who note that to use one-way ANOVA, 

each individual or case must have scores on two variables, and the dependent 

variable has to differentiate respondents on a quantitative dimension. As Table 6.44 

shows, there was no statistically significant impact of religious influence on. WIX. 

Table 6.44: Level of religious influence versus WIX using one-way ANOV A. 

One-way ANOVA Sum of df Mean F-value Sig. 
Squares Square 

Between Groups 2.722 2 1.361 
Within Groups 2133.664 536 3.981 .342 .711 

Total 2136.386 538 

Alternatively, Pearson's x2 test was run by dividing religious influence into three 

levels, and using respondents' scores of the 7 -point interval scale provided in the 

questionnaire. As was the case when using one-way ANOVA above, the results in 

Table 6.45 confirm the absence of a statistically significant relationship between 

religious influence and WIX. 
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Table 6.45: Level of religious influence versus WIX using X2
. 

WIX Low influence Medium High Total Chi-Square Value df Asymp. 
influence Tests Sig. 

f % f % f % (2-sided) 

Low 48 14.2 10 15.2 20 14.9 78 Pearson .398 4 .983 
Chi-Square 

Medium 235 69.3 47 71.2 92 68.7 374 Symmetric Approx. 
Measures Sig. 

High 56 16.5 9 13.6 22 16.4 87 Cramer's V .019 .983 

Total 339 100.0 66 100.0 134 100.0 539 

Groups of respondents who had planned or visited the winery spontaneously were 

compared with their levels of WIX. The percentages reported in Table 6.46 show 

very similar levels of WIX between these groups. Not surprisingly, no statistically 

significant relationship was reported. 

Table 6.46: Planned and unplanned visit versus WIX. 

WIX Planned Unplanned Total Chi-Square Value df Asymp. Sig. 
f % f % Tests (2-sided) 

Low 52 14.6 37 15.2 89 
Pearson .508 4 .776 
Chi-Square 

Medium 
242 68.0 169 69.6 411 Symmetric Approx. 

Measures Sig. 

High 62 17.4 37 15.2 99 Cramer's V .029 .776 
Total 356 100.0 243 100.0 599 

Table 6.47 summarises the results of the analysis of Research Question (RQ) 10. A 

total of 12 statistically significant relationships were identified, six of them involving 

the WIX. Although these results are encouraging in terms of testing the usefulness 

of the WIX, the scores of the Cramer's Vs show that nearly all of these relationships 

were weak. 
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Table 6.47: Group of variables tested in Section 6.2. 

Tested variables Statistical Strength Findings 
significance Cramer's V 

Genders versus WIX ... Weak Males reported higher level of WIX than females 

Annual household income ... Weak 
The higher the income the higher the level of 

versus WIX WIX 

Domestic and international 
A higher percentage of international than 

visitors versus annual ... Weak-moderate 
household income 

domestic visitors earned above $NZ 100,000 

Age versus WIX ... Weak 
The older the respondents the higher their level 
of WI X 

Age versus income levels · Weak 
The younger the visitors (Le. ages 36-55) the 
higher their income. 

Educational attainment ... Weak 
The higher the level of educational attainment 

versus WIX the higher the WIX 

Age versus educational · Weak 
The younger the respondents the higher their 

attainment level of educational attainment 
Income versus educational ... Weak 

The higher the educational attainment the higher 
attainment the income 

Travel budget versus WIX (1) ... Weak The higher the travel budget the higher the WIX 

Travel budget versus income ... Weak-moderate 
The higher the income the higher the travel 
budget 

Travel budget versus age ... Weak 
The older the visitors (36 and above) the higher 
their travel budget 

Season (summer and · Weak 
A higher percentage of summer visitors had 

autumn) versus WIX higher levels of WIX 

(1) Scheffe tests were also run, reporting statistical significance (p<0.01, and p=O.OOO) .• p<0.05 •• p<0.01 ••• p=O.OOO 

6.3: Introduction to the third section levels of WIX and selected 
dependent variables 
This last section investigates potential relationships between levels of the WIX and 

the dependent variables. These include expenditures incurred at the winery, the 

expectations, perceptions, and importance (EPI) items, five trade-offs of the winery 

experience, and respondents' level of satisfaction regarding their visit. 

RQ 11: What is the impact of different levels of WIX on dependent 
variables? 
The first area investigated compared levels of WIX and expenditures at the winery. 

Based on Pearson's x2 
(4,n=505) = 13.574, (p=0.009), reported in Table 6.48, it can be 

inferred that a relationship between expenditures and WIX exists. The results 

indicate that the levels of WIX and that of the expenditures were positively related. 

From a business point of view, visitors with high WIX represent a more attractive 

customer segment. However, the value of Cramer's V (0.116) shows that this 

relationship is weak. 
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Table 6.48: WIX versus winery expenditure. 

Expenditure Low WIX Medium HighWIX Total Chi-Square Value df Asymp. 
Tests Sig. 

f % f % f % (2-sided) 

$NZ 0-13 32 46.4 118 33.3 18 22.0 168 Pearson 13.574 4 .009 
Chi-Square 

$NZ 14-30 25 36.2 117 33.1 32 39.0 174 Symmetric Approx. 
Measures Sig. 

$NZ 31 + 12 17.4 119 33.6 32 39.0 163 Cramer's V .116 .009 
Total 69 100.0 354 100.0 82 100.0 505 

In the following section, two approaches were considered to investigate potential 

relationships between the WIX and the items measuring expectations, perceptions, 

and importance. As these items use an interval type rating, one-way ANOVA and the 

Scheffe test appeared to be valid options despite the negative skew obtained when 

running the frequencies of the data. However, X2 tests with responses divided into 

three categories were also considered. Using this approach, a score from one to 

three represented low, a four represented medium, and a score from five to seven 

represented high. In most cases there were several cells with frequencies as low as 

four. As suggested by Green, Salkind and Akey (1997), this would considerably 

weaken the validity of any results obtained; hence, the Scheffe test was chosen as 

the more conservative approach to determine group differences. 

The results in Table 6.49 show that the WIX helped identify statistically significant 

differences in four items related to the winery experience. For example, all three 

groups' expectations about the availability of food were exceeded. This was 

particularly the case among respondents with low and medium WIX. For those with a 

high WIX, food does not appear to be a relevant item in their visit. This is further 

confirmed when comparing the importance scores of all three groups about the 

quality of foods. Respondents with a low and medium WIX considered the easy 

accessibility of the winery much more important than those with high level of WIX. 

Those with a low WIX also regarded the pleasing atmosphere of the winery as more 

important than those with high WIX. 
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Table 6.49: WIX versus EPI items. 

Item Scheffe Dost hoc 

WIX n Mean St. Dev. Sig. 

Expectations 

Low (1) 56 5.73 1.612 .024(1,3) 
Food is available. Medium (2) 273 5.54 1.723 .020(2,3) 

High (3) 63 4.86 1.891 

Perceptions 

Low 66 6.12 1.494 .000(1,3) 
Food is available Medium 324 5.75 1.584 .002(2,3) 

High 71 4.99 2.094 
Low 57 5.63 1.588 

The quality of food(s) is high. Medium 232 5.95 1.232 .031(2,3) 

High 51 5.39 1.662 .031(3,2) 

Importance 
Low 68 5.38 1.630 .003(1,3) 

This winery is easily accessible. Medium 340 5.02 1.624 .023(2,3) 

High 82 4.46 1.779 

Low 70 6.09 1.225 .033(1,3) 
The winery offers a pleasing 

Medium 331 5.94 1.185 atmosphere. 
High .033(3,1) 81 5.57 1.303 
Low 69 5.77 1.708 .000(1,3) 

Food is available Medium 322 5.25 1.791 .000(2,3) 
High 76 4.32 2.086 

For full list of items see Appendix 16. 

Overall, these results may suggest that respondents with a high level of WIX 

travelled to the winery mainly for the wine. However, the mean scores of the EPI 

items regarding two items, namely the availability of several wines for tasting and the 

quality of the wines, appear to suggest otherwise (see Appendix 16). Expectations 

and perceptions of these two items were higher among respondents with low and 

medium levels of WIX. However, respondents with high WIX considered the quality 

of the wines more important during their visit than respondents with lower levels of 

WIX. In contrast, when responses of the three groups with different levels of WIX 

were measured against the items purchased at the winery, it became clear that 

purchases of respondents with a high level of WIX were concentrated on wine. 

Hence, it could be inferred that the wine product is the main reason for this group to 

travel to the winery, while other elements, including food, easy accessibility to the 

winery, and its pleasing atmosphere, are secondary to them. 

Respondents were also asked to rate their experience with regard to five trade-offs 

related to their experience. As shown in Table 6.50, statistically significant 

differences were only reported between respondents with different levels of WIX and 

two elements: the quality and the quantity of the food versus price paid for it. 
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Respondents in the medium level of WIX appeared to be more satisfied with the 

trade-off between quality and quantity of the food versus price paid than were 

respondents in the low WIX group. 

Table 6.50: WIX versus five trade-offs. 

Items Scheffe post hoc 
WIX n Mean St. Dev. Sig. 
Low (1) 51 4.90 1.803 .010(1,2) 

The quality of the food was worth the price I paid for it. Medium (2) 222 5.64 1.419 .010(2, 1) 
High (3) 48 5.38 1.942 
Low 52 5.04 1.857 .038(1,2) 

The quantity of the food was worth the price I paid for it. Medium 220 5.65 1.418 .038(2, 1) 

High 47 5.47 1.627 

A final aspect in this section investigated potential relationships between the WIX and 

the overall satisfaction with the winery experience. The mean scores of Table 6.51 

show that respondents from the three WIX groups rated their overall satisfaction in 

almost equally positive terms. Not surprisingly, no statistically significant differences 

were reported between these two variables. 

Table 6.51: WIX versus overall satisfaction. 

Question Schefte post hoc 

WIX n Mean St. Dev. Sig. 

Low 83 5.58 1.363 
Overall, how satisfying was your 

Medium 407 5.65 1.173 ns 
experience at this winery? 

High 98 5.54 1.317 

Table 6.52 summarises the relationships identified in this section between the WIX 

and three dependent variables. The most obvious difference among visitors with 

different levels of WIX was regarding the availability of food at the winery, especially 

when respondents assessed the importance of this item within their experience. As 

suggested previously, visitors with a high WIX do not seem to value this item nearly 

as much as those with a low WIX. This suggests once again that while respondents 

of the latter group may have visited wineries to make a stop along the way, those 

under a high level of WI X may have done so to experience wines. 
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Table 6.52: WIX versus dependent variables. 

Statistical Statistically Level of Strength of 
Relationship being tested with the WIX significance significant significance Cramer's V 

items 

WIX versus three levels of expenditure. Yes 1 ** Weak 

WIX versus EPI scores. Yes 4 (*), (**), (***) nfa 

WIX versus five value-related trade-offs. Yes 2 * nfa 

* p<0.05 ** p< 0.01 *** p=O.OOO 

Further analysis compared the findings of visitor groups identified in Sections 6.2 and 

6.3 to three individual levels of winery expenditures. The primary objective was to 

investigate if particular visitor profiles explain expenditure patterns. The results 

indicate some distinct patterns, particularly among six groups that had high levels of 

WIX as a common feature. These groups include males, respondents travelling on a 

high budget, those travelling in the summer, 56 years of age and older, high income 

earners, and those with high educational attainment. 

Figure 6.1 illustrates the makeup of these relationships. Group A relates to those 

four groups that clearly spent more during their visit, that is, above $NZ 31. Group B 

is composed of two groups that spent above $NZ 13 but below $NZ 31. These 

findings further support the usefulness of the WIX as a practical tool to identify 

aspects of winery visitors' behaviour. 

Previous wine tourism studies conducted in New Zealand have indicated that the 

majority of winery visitors purchase wine, and that the bulk of expenditure ranges 

between $NZ 10 and $NZ 50 (Mitchell, 1999). The information discussed in previous 

sections of this chapter as well as in Chapter Five support Mitchell's findings. 

However, apart from these details, there is no attempt in the wine tourism literature to 

determine the character of the visitor groups. The information provided in this 

section identifies some characteristics of groups that may have potential marketing 

application. 
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Figure 6.1: The influence of group characteristics and WIX on winery expenditure. 

Group A 
Gender (males) 
Summer visitors 
Age (56 years of age and above) 
High travel budget 

Group B 
High level of educational attainment 
High level of income 

6.4: Chapter summary 

High level of WIX Expenditure 

A total of eleven research questions were tested in this chapter. It must be noted 

that the majority of the tests (cross tabulations) conducted using Pearson's x2 

indicated weak Cramer's Vs. While the weakness must be acknowledged, the 

existence of statistically significant differences indicates possible relationships 

between some variables, including domestic and international respondents versus 

expenditure incurred at the winery. 
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CHAPTER SEVEN EVALUATING THE EXPECTATIONS, 
PERCEPTIONS, AND IMPORTANCE (EPI) MODEL IN WINE TOURISM 

7.1: Introduction 

As discussed in Chapter Two, the EPI model offers an alternative means of 

assessing the importance of items related to the purchasing experience. This 

chapter investigates the validity of this concept within the context of the winery 

experience. 

7.2: Reliability of interval scales 

Cronbach's Alpha was used to determine the reliability of the data for this stage of 

the research. One single test was conducted for all ten items included under each 

category of expectations, perceptions, and importance. The results listed in Table 

7.1 show that the scale items of the EPI concept are reliable, with each section 

comfortably exceeding Ryan's (1995) suggested threshold of 0.7. 

Table 7.1: EPI sections tested for reliability using Cronbach's Alpha. 

7.3: Interpreting the (P - E) x I formula 

In their 1999 study, Latu and Everett suggested a set of interpretation guidelines for 

the EPI scores. As shown in Table 7.2, the column representing the performing gap 

P - E indicates the possible different values that may be found. These range from 

extremely satisfying to extremely dissatisfying. However, for purposes of calculating 

the satisfaction rating or overall EPI score, the performance gap P - E is multiplied 

by the importance rating given by the customer, using the interval scale from one to 

seven. Accordingly, the overall score may range from +42, or very high satisfaction, 

to -42, or very low satisfaction, while scores of +3 to -3 are indicative of medium 

satisfaction rating. When assessing the overall satisfaction rating of consumers, Latu 

and Everett (1999) note that it is: 

calculated for e9ch respondent, and the reported value is the mean rating, 
rather than taking the mean gap multiplied by the mean importance. This 
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approach is believed to present a truer picture of the actual satisfaction of 
the pool of responding customers (p. 27). 

A similar interpretation of these ratings was followed in this study. 

Table 7.2: Suggested rating interpretation guidelines. Source: Latu and Everett (1999). 

Gap (P - E) x Importance (I) = Satisfaction rating 
+6to+2 Extreme Satisfaction 1: Very Low +42 to + 15 Very High 

+ 2 to + 1 Major Satisfaction 2: Low +15 to +9 High 

+ 1 to 0 Minor Satisfaction 3: Moderately Low + 9 to + 3 Moderately High 

0 No Gap 4: Medium +3 to- 3 Medium I Neutral 

o to-1 Minor Dissatisfaction 5: Moderately High -3to-9 Moderately Low 

-1-2 Major Dissatisfaction 6: High -9to-15 Low 

-2-6 Extreme Dissatisfaction 7: Very High -15 to- 42 Very Low 

7.4: Calculating the (P - E) x I formula 

Table 7.3 summarises the results of calculating the EPI formula using ten items. 

related to the winery experience. Scores include calculations from the formula (P -

E) x I, both including and omitting the zeros resulting from these calculations. The 

column of satisfaction rating (1), which includes zeros, was calculated using the 

mean gap (P - E) multiplied by the mean importance (I). The next column of 

satisfaction rating (2) also uses zeros in addition to the approach suggested by Latu 

and Everett (1999) of calculating each respondent's value. Both approaches resulted 

in very similar mean scores. In addition, when compared to the guidelines in Table 

7.2, the satisfaction ratings for the columns that included zeros reported scores within 

the medium or neutral level of satisfaction. These scores do not indicate any 

significant gaps, but rather only slight satisfaction with ratings between +1 and +3. 

One of the main reasons for these rather bland outcomes is the very narrow gap that 

resulted from the calculation of P - E. Overall, however, these results confirm that 

respondents' expectations were met, but not greatly exceeded. 

When zeros were excluded the number of means falling into this category was five, 

using traditional rounding. The remaining five fell into the moderately high range. 

However, even in this case, all the resulting scores were concentrated between +1 

and +6, indicating modest satisfaction for the sample as a whole. Further, no areas 

Df improvement were identified, confirming that respondents were satisfied with their 

experience. 
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Table 7.3: The EPI formula (P-E) x I calculated to determine levels of satisfaction (first approach). 

Items (1) Including zeros Not including zeros 
Latu's & Everett's Latu'" 8. EVllrett's 

Mean Mean Satisfaction satisfaction Mean Mean Satisfaction satisfaction 
Gap ofl rating (2) rating (3) Gap ofl rating (2) rating (3) 
P-E (P-E) x I (P-E)xl P-E (P-E) x I (P-E)xl 

n(4) Moan 

6) The quality of the 
0.22 6.01 1.32 1.12 0.53 6.01 3.19 243 2.97 wines is high. 

4) Winery staff are 
knowledgeable about the 0.36 5.93 2.13 1.84 0.80 5.93 4.74 221 4.43 
available products. 

2) This winery offers a 0.49 5.90 2.89 2.53 1.13 5.90 6.67 248 6.47 pleasing atmosphere. 

5) Several kinds of wines 
are available for tasting 0.16 5.83 0.93 0.73 0.41 5.83 2.39 252 2.13 
at this winery. 

10) The quality of the 
0.26 5.76 1.50 1.42 0.56 5.76 3.23 148 3.27 food(s) is high. 

3) Products offered in 
this winery (wine, foods) 

0.34 5.52 1.88 1.71 0.69 5.52 3.81 214 3.81 are presented 
attractively. 

7) Visitors to this winery 
0.23 5.33 1.23 0.98 0.49 5.33 2.61 200 2.37 can learn about wines. 

9) Food is available. 0.24 5.18 1.24 1.11 0.71 5.18 3.68 251 3.50 

8) Visitors can enjoy the 
0.13 5.13 0.67 0.71 0.23 5.13 1.18 178 1.47 'total' winery experience. 

1) This winery is easily 
0.27 4.98 1.34 1.17 1.15 4.98 5.72 331 5.69 accessible. 

(1) Order of items in Table 7.3 differs from order in the questionnaire as the items are ranked from highest to lowest mean 
importance (Mean of I). 

(2) Calculating satisfaction ratings by using the means of P-E multiplied by the mean of I. 
(3) Using Latu's and Everett's (1999) calculation of individual ratings, where the reported value represents the mean ratings. 
(4) Number of respondents excluded due to zero ratings. 

Table 7.4 provides further evidence of the bland nature of the overall results using 

the EPI model as an assessment tool of the winery experience. For example, the 

minimum and maximum scores of the gap P - E reported both positive and negative 

extremes of - 6 and +6, while the scores of the satisfaction formula (P - E) x I had a 

minimum rating score of - 42 and a maximum of +42. In both cases, these minimum 

and maximum scores were present from the same items, namely five, six, seven, 

eight, and ten. Overall, the number of respondents with percentages of below-zero 

scores in all 10 EPI items was clearly low. This suggests that only a very small 

proportion of respondents rated their experience negatively. A total of 68 (20.4%) of 

those who completed the question 'visitors can enjoy the total winery experience' 

appeared to be rather dissatisfied. This item may potentially represent one of the few 

areas for improvement. Finally, the responses yielding above-zero ratings were 

between 16.7% and 31.2%. These scores, added to the higher percentages of zero

ratings; suggest a tendency by respondents to rate their experience in a rather 

positive way. 



Table 7.4: The EPI formula (P-E) x I calculated to determine levels of satisfaction (second approach). 

Items 
Min. Max. Min. Max. Below Zero Zero rating Above Zero 
gap gap Satisf. Satisf. rating rating 
P-E P-E (P-E) x I (P-E) x I (P-E) x I (P-E) x I (P-E) x I 

(1) (2) (3) (4) n % n % n % 

1) This winery is easily accessible. -4 6 -28 42 17 4.1 331 79.4 69 16.7 

2) This winery offers a pleasing 
-5 5 -35 35 32 7.9 248 60.9 127 31.2 

atmosphere. 

3) Products offered in this winery -5 6 -30 42 53 13.7 214 55.2 121 31.2 
(wine, foods) are presented attractively. 

4) Winery staff are knowledgeable 
-4 6 -28 42 44 11.6 221 58.5 113 29.9 

about the available products. 

5) Several kinds of wines are available 
-6 6 -42 42 51 13.3 252 65.8 80 20.9 

for tasting at this winery. 

6) The quality of the wines is high. -6 6 -42 42 48 12.4 243 62.3 99 25.4 

7) Visitors to this winery can learn -6 6 -42 42 48 14.5 200 58.7 93 27.3 
about wines. 

8) Visitors can enjoy the 'total' winery -6 6 -42 42 68 20.4 172 51.5 94 28.1 
experience. 

9) Food is available. -5 6 -30 42 36 9.8 251 68.2 81 22.0 

10) The quality of the food(s) is high. -6 6 -42 42 37 14.2 148 56.7 76 29.1 

(1) Minimum gap P-E. (2) Maximum gap P-E. (3) Minimum satisfaction (P-E) x I. (4) Maximum satisfaction (P-E) x I. 

7.5: Comparing four different EPI formats 

The questionnaire featured four different variations of the EPI model where the order 

of the EPI sections was altered (see Appendices 17-20). This approach was taken 

to investigate whether the order of the sections had any impact on how visitors rated 

their winery experience. Table 7.5 shows a breakdown of the four different formats 

of the EPI items using percentages of below zero, zero, and above zero ratings. 

A number of differences between the ten EPI items and the four questionnaire 

formats were identified. For example, the below zero, zero, and above zero 

percentage ratings for some items increased or decreased to some extent across 

formats. However, these changes were for the most part marginal, and did not alter 

the overall outcome of visitors' responses. This suggests that any of the four formats 

resulted in a similar response from respondents. 
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Table 7.5: Testing the four different EPI formats (1). 

Items Format 1 (IEP) (2) Format 2 (II EP) (3) 

Below Zero Above Below Zero Above 
zero Zero zero Zero 

1) This winery is 2.0 83.5 14.5 4.6 79.3 16.1 
easily accessible. 

2) This winery offers 
a pleasing 5.8 63.8 30.4 9.9 62.6 27.5 
atmosphere. 

3) Pro~ucts offered in 
this winery (wine, 10.4 62.6 27.0 10.7 59.5 29.8 
foods) are presented 
attractively. 

4) Winery staff are 
knowledgeable about 
the available 

10.3 63.2 26.5 8.6 54.3 37.1 

products. 

5) Several kinds of 
wines are available 14.1 68.1 17.8 12.3 67.9 19.8 
for tasting at this 
winery. 

6) The quality of the 11.6 66.7 21.7 11.6 57.0 31.4 
wines is high. 

7) Visitors to this 
winery can learn 11.0 67.7 21.3 11.4 51.4 37.2 
about wines. 

8) Visitors can enjoy 
the 'total' winery 18.0 60.7 21.3 15.7 48.6 35.7 
experience. 

9) Food is available. 8.9 71.8 19.3 10.5 63.2 26.3 

10) The quality of the 8.1 73.0 18.9 15.8 56.1 28.1 
food(s) is high. 

(1) Measuring percentages of below zero, zero, and above zero scores. 
(2) Format 1: Number of respondents ranged from 74 to 152. 
(3) Format 2: Number of respondents ranged from 57 to 91. 
(4) Format 3: Number of respondents ranged from 78 to 102. 
(5). Format 4: Number of respondents ranged from 42 to 76. 

Format 3 (EP II) (4) 

Below Zero Above 
zero Zero 

6.9 76.5 16.6 

8.8 60.8 30.4 

18.4 48.0 33.6 

18.4 56.3 25.3 

13.0 64.1 22.9 

12.9 64.5 22.6 

20.3 54.4 25.3 

24.4 42.3 33.3 

7.8 72.5 19.7 

19.3 45.5 35.2 

Format 4 (EPI) (5) 

Below Zero Above 
zero Zero 

3.9 75.0 21.1 

7.9 53.9 38.2 

16.7 45.8 37.5 

9.5 56.8 33.7 

13.3 61.3 25.4 

13.7 57.5 28.8 

15.4 53.8 30.8 

25.0 48.4 26.6 

13.6 60.6 25.8 

11.9 52.4 35.7 

An alternative way of comparing the questionnaire formats, namely by using zero 

ratings and by omitting these, is illustrated in Table 7.6. As shown in the column 

where zeros from the calculation (P - E) x I were included, for the most part the 

scores fell within the satisfaction range, that is, within the medium or neutral mark. 

Further, when satisfaction ratings were computed without considering the zeros from 

the same calculation, the overall scores changed somewhat. However, as seen 

below, these changes were for the most part rather marginal. 

To assess whether the differences among the formats were statistically significant, 

parametric and non-parametric procedures were used. The results of using either 

Kruskall-Wallis or one-way ANOVA reported no statistically significant differences 

(see Appendix 21). An alternative comparison of all four formats excluded zero 

ratings while computing the same non-parametric and parametric procedures (see 

Appendix 22). Again tge results indicate that changing the format of the EPI sections 

in the questionnaire was not a factor contributing to different responses. 
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Table 7.6: Satisfaction ratings using four EPI formats. 

Items (1) FORMAT 1 FORMAT 2 FORMAT 3 FORMAT 4 
Satisfaction Satisfaction Satisfaction Satisfaction 

rating (P - E) x I rating (P - E) x I rating (P - E) x I rating (P - E) x I 

Zeros No zeros Zeros No zeros Zeros No zeros Zeros No zeros 

11 This winery is easily accessible. 1.27 7.72 0.79 3.83 1.08 4.58 1.54 6.16 

2) This winery offers a pleasing atmosphere. 2.36 6.52 1.84 4.91 2.56 6.53 3.62 7.86 

3) Products offered in this winery (wine, foods) are 
1.66 4.44 1.42 3.50 1.84 3.53 1.97 3.64 presented attractively. 

4) Winery staff are knowledgeable about the 
1.24 3.36 2.89 6.32 0.63 1.45 3.22 7.44 available products. 

10) The quality of the food(s) is high. 0.77 2.85 1.32 3.00 1.26 2.31 3.02 6.35 

9) Food is available. 0.79 2.80 1.79 4.86 1.25 4.54 0.74 1.88 

6) The quality of the wines is high. 0.64 1.93 2.07 4.81 0.68 1.91 1.47 3.45 

5) Several kinds of wines are available for tasting 
0.41 1.30 0.36 1.12 0.83 2.30 1.57 4.07 at this winery. 

8) Visitors can enjoy the 'total' winery experience. -0.24 0.60 2.09 4.06 1.17 2.02 0.47 0.91 

71 Visitors to this winery can learn about wines. 0.08 0.24 2.14 4.41 0.44 0.97 2.14 4.63 

(1) The order of the items was altered by using mean ratings of Format 1 (no zeros) from highest to lowest. 

7.6: Discussion 

There are a number of issues deserving attention in regard to these results, including 

the absence of a clear gap between visitors' expectations and their perceptions, and 

the mean satisfaction ratings shown in Table 7.3. Visitors' overall expectations of the 

ten EPI items were high. Further, the scores of the P - E gap show that while the 

differences were minimal; respondents' initial expectations were met overall, with no 

significant service or product gaps being identified. This may be an indication that 

wineries are performing well, and that they may be implementing the right strategies 

to satisfy their customers. 

While there may be simple causes of the overall negative skew of respondents' 

scores, including their positive assessment of wineries, there may be other equally 

important underlying factors. For example, testing only ten items in the questionnaire 

as opposed to 22 used in the SERVQUAL model, or the 34 in the study conducted by 

Latu and Everett (1999) may have been too restrictive. Further, the fact that the 

more generic items, such as cleanliness and price, were not included in the current 

study limited the opportunity for visitors to indicate what may be more obvious gaps. 

However, it could be argued that by not including these items alternative areas of the 

winery experience were explored. One of the ideas for using the ten item approach 

was to focus respond~nts on what were thought to be more critical aspects of the 

winery experience. The results show that this may not the case, as visitors' 
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responses were positive overall, and no areas for improvement were identified. This 

view is further supported by the high percentages of zero ratings reported in Table 

7.4 when assessing the formula (P - E) x I. 

Some other conceptual issues were noticed when using the EPI model in this study. 

For example, the calculation of P - E may lead to a zero rating, or to no delivery gap, 

in a large number of responses. Multiplying these zeros by the importance score 

would result in an overall EPI zero rating regardless of the value of the importance (I) 

scores. Ryan (2003) questions this potential outcome within the holiday experience 

by posing the following question: "If expectation (E) is 1, and evaluation or 

satisfaction with the holiday (S) is also 1, (for example, E = S = 1), in what way can a 

gap of zero measure service quality?" (p. 89). This issue poses a dilemma to winery 

operators, as they may have no other alternative but to use only (high) importance 

indicators in the absence of service or product delivery gaps. In other words, the 

importance score may provide clues to winery operators as to what elements they 

need to focus on regardless of the performance ratings. 

However, using only importance may also pose some conceptual issues. For 

example, there appears to be no single definition of the importance concept 

associated with measurement methods (Jaccard, Brinberg & Ackerman, 1986, in Oh, 

2001). In addition, Oh (2001) argues that importance-performance analysis based 

studies in tourism and hospitality "have tended to operationalise importance simply 

as the level of salience of an attribute that is likely to be a determinant of an imminent 

purchase decision" (p. 618-619). Hence, further investigation is needed to confirm 

whether importance itself can be a reliable indicator in making accurate assessments 

within the winery experience. 

Considering the large percentage of zeros resulting from the calculation P - E raises 

another issue. Latu and Everett (1999) explain that when individual scores are 

calculated, the overall reported value results in the mean rating. However, if a large 

number of consumers' responses do not identify any gaps, as was the case in this 

study, the resulting high percentage of zero ratings affects· the overall mean 

satisfaction rating. Consequently, only medium or neutral levels of satisfaction may 

be identified, resulting in little useful information for winery operators. One alternative 
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to this issue may be only taking into account those responses that identify gaps in 

product or service delivery, hence ignoring zero ratings. In two different cases 

Tables 7.3 and 7.6 show that excluding the zero ratings results in clearer information, 

as only those responses identifying, gaps in service or product delivery will be 

emphasised or accounted for. 

For the most part, the issues presented have not been clearly addressed or 

accounted for by the EPI literature, and further investigation is necessary to gain 

more insights regarding the potential usefulness of this model. 

7.7: Chapter summary 

This chapter discussed the overall results of testing the EPI model within the context 

of the winery experience. Visitors tended to either stay neutral, or rate their winery 

experience positively. While these results may suggest that businesses are fulfilling 

visitors' demands, some conceptual issues associated with the EPI formula were 

identified and discussed. 

In addition, using four different questionnaire formats, interchanging expectations (E), 

perceptions (P), and importance (I) did not show any significantly different results. 

Further discussion and conclusions on the EPI items is included in Chapter Nine. 
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CHAPTER EIGHT - DIS'CUSSION OF RESULTS 

8.1: Introduction 

This chapter is divided into three sections. First, the findings of comparing 

independent versus dependent variables are discussed. The second part focuses on 

the results of the comparison between the independent variables versus the 

moderating variable represented by the wine involvement index (WIX). In the final 

section, emphasis is given to the discussion of the results of comparing the WIX 

versus the dependent variables. 

8.2: Independent versus dependent variables 

When analysing the independent versus the dependent variables in Chapter Six, 

Section 6.1, a number of statistically significant relationships were inferred from the 

results. One was the comparison of domestic and international respondents versus 

their expenditures, with domestic visitors clearly spending more. A number of 

reasons may contribute to this outcome. For example, the responses of domestic 

visitors indicate that a higher percentage of these individuals travelled in larger 

parties, with one or more friends and family members. This suggests that for this 

group the winery visit is an opportunity to socialise, and that the winery is just another 

restaurant rather than a special unique experience. The items they purchased most, 

a glass of wine and a meal, further support these views. Domestic respondents also 

indicated higher satisfaction with their winery experience than did international 

visitors. Overall, the domestic segment has more commercial potential for wineries 

that provide food as well as wine sales. 

A number of indications suggest that when visiting wineries international visitors were 

less interested in food, and favoured wines. In addition, their lower expenditures 

incurred at the winery as compared to domestic respondents suggest that they may 

be more sensitive to the prices. As noted in Chapter Five, Table 5.16, the majority of 

international visitors, or 127 (54.7%) respondents, travelled to the winery with one 

partner only. The small size of their party may help their mobility, making it easier for 

them to travel to several wineries while visiting New Zealand, and possibly purchase 

different kinds of wine. However, space limitations to take wines back to their home 
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countries due to baggage restrictions or customs control may discourage them from 

making larger wine purchases . 

. Another area where domestic and international visitors differed related to the 

availability of food and the trade-off regarding the quality of the food versus price paid 

for it. International visitors' mean scores for this item were much lower than were 

those of domestic visitors. In addition, notably fewer overseas respondents 

completed the questions about the quality of the food (EPI items) and the questions 

about the trade-off between the quality and quantity of food versus price paid. This 

provides some evidence that the availability of food may not be one of the main 

reasons for visiting wineries in New Zealand. These results also suggest that 

international visitors may be looking for the wine experience, rather than the food 

offered with wine. Their most purchased items, a glass of wine, as well as one, two 

or more bottles of wine appear to confirm this. 

International visitors earned higher incomes, and indicated a higher level of 

educational attainment than did domestic respondents. However, these elements 

had no impact on the winery expenditures of this group, and had a very limited 

impact on the winery experience overall. A total of 104 (60%) visitors with incomes 

higher than $NZ 100,000 were international, but only 22 (21.2%) of these visitors 

spent more than $NZ 30 during their visit, while the clear majority, 70 (67.3%), spent 

$NZ 30 or less. In contrast, 31 (48%) of all domestic visitors whose incomes were 

over $NZ 100,000 spent more than $NZ 30 during their visit. 

Although there are clear differences between domestic and overseas winery visitors, 

the findings made in the present study suggest that overseas visitors do offer 

commercial opportunities for wineries. For example, these individuals earn higher 

incomes and travel with higher budgets, which suggests that they are better able to 

afford travel and winery visitation. Another indication of this group's potential is their 

relatively younger age. In fact, 43.3% of all international respondents were aged 35 

and under compared to 28.5% of domestic visitors. These visitors may continue 

developing their wine knowledge as well as increasing their involvement with wine, 

including wine purchases from New Zealand. Overall, it appears that wineries are 

failing to encourage international visitors into making greater expenditures. The 
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international visitor segment merits further investigation to help business operators 

better understand and tap into this group. 

The comparison of males and females also yielded a number of differences. First, by 

using yearly average income as an indicator of affordability of winery expenditures, a 

larger percentage of males indicated earning notably higher yearly incomes than 

females. These results are not unexpected, but a reflection of income gaps between 

the genders found in New Zealand (Statistics New Zealand, 2004b). Further analysis 

shows that 33.3% of females were represented within the lowest household income 

category, that is, $NZ 60,000 and below, as opposed to 26.3% of males. The 

percentage of males earning above $NZ 100,000 was 34.5%, higher than that of 

females (23.5%). Males' higher incomes may suggest their higher purchasing power, 

or more disposable income to invest in the winery visit. However, the absence of 

statistically significant differences between genders regarding their winery 

expenditures suggests these expenditures are not dependent on visitors' incomes. 

This had also been the case regarding the absence of a relationship between 

international visitors' overall higher incomes and their expenditures at the winery 

discussed above. 

Females were more satisfied than males in all ten EPI items. Females had higher 

mean scores for both expectations and perceptions, and also placed more 

importance on all ten items than did males. This is further supported by females' 

positive responses regarding the five trade-offs from their winery visit. Males' 

expectations were just met in nine of the ten EPI items. Their lower mean on 

perceptions scores suggests that they were less satisfied than female visitors. 

However, in most cases these means were above the satisfaction level, or five on the 

7 -point interval scale, also suggesting that males were satisfied with their experience. 

Overall, the absence of statistically significant differences between males and 

females regarding their winery expenditures, and the fact that both groups appeared 

satisfied with their experience suggests that wineries are adequately meeting the 

needs of these two groups. 

The potential impact ~f age on the winery experience was also assessed with only a 

few notable outcomes. First, a statistically significant relationship was reported when 
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testing age groups with the expenditures they incurred at the winery. A higher 

percentage of respondents under the age of 36 earned higher incomes, but they had 

spent less. The opposite was true for respondents older than 55 years of age. 

These individuals indicated earning less, but they seemed to be willing to spend 

more during their visit. 

The results in Chapter Six also suggested that some visitors aged 56 and above may 

be enjoying retirement, or at least may have fewer family or professional 

commitments. In comparison to the other age groups, a larger percentage of 

respondents aged 56 and above earned $NZ 60,000 and below. However, members 

of this group may still have more disposable income to spend, for example, in the 

form of life savings, than other segments of winery visitors. Hence, a lower income 

after retirement does not seem to limit their level of wine involvement, nor affect the 

way they spend at the winery. Moreover, a higher percentage of these visitors 

indicated spending more under the middle category, that is, above $NZ 13, than the 

other age groups. This suggests their commercial potential, and that wineries might 

want to pay more attention to this group. 

The impact of respondents' spontaneity on the winery experience was also assessed. 

Differences between those who planned and those who were spontaneous were 

found in terms of their expenditures at the winery. Respondents who had planned 

their visit spent more than those who had visited spontaneously. This group also had 

higher expectations and perceptions about the quality of the food, and considered 

this item more important than did respondents travelling spontaneously. 

Respondents planning their visit were also more satisfied with their experience than 

were spontaneous visitors. While the overall impact of planning or visiting 

spontaneously on the winery experience is limited, these comparisons further confirm 

the importance of the food item among some visitor segments. Wineries, especially 

those with restaurant facilities, need to be aware of the need to maintain a quality 

product. 

Analysis confirms that season has no significant impact on the winery experience. 

From a business perspective, the results suggest that wineries do not need to 

implement any new strategies to provide for their summer or autumn visitors. 
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A final area investigated the impact of religion in two different ways. Respondents 

with and without a religion were compared. Then, low, medium, and high levels of 

religious influence on respondents' lives were also compared. As noted in Chapter 

Six, the impact of religion on the winery experience was minimal. Consequently, 

wineries do not need to consider this aspect when developing new products or 

service strategies. 

8.3: Discussion of the results of testing the impact of independent 
variables on different levels of WIX 

Investigation of the various relationships between independent variables and the 

moderating variable WIX reported a number of statistically significant differences. 

For example, the results of comparing males and females suggest that a larger 

percentage of males had higher level of WIX than females. Females in turn were 

more predominant at low WIX levels. It was also found that males reported higher 

levels of wine knowledge overall, were prepared or able to pay more for a bottle of 

wine, and consumed more wine on a weekly basis. Males also owned more bottles 

of wine, purchased more bottles and casks of wine per month than did women, had 

been interested in wines longer, and were more likely to have wine club membership 

than females. Together, this information confirms that gender has an impact on the 

level of WIX. Moreover, wine involvement and wine purchases are more associated 

with males. 

However, the importance of the female segment should not be undervalued by 

wineries. For example, a study on demographic aspects of winery visitors in Texas, 

USA, indicated that most visitors were educated females with high incomes (Dodd, 

1995). In addition, females do accompany their partners as members of larger 

parties visiting wineries. Hence, while not as obvious as that of males, females' 

impact on the winery experience may take other forms. 

When comparing the level of wine involvement between domestic and overseas 

winery visitors, it was found that these two groups were very similar. The absence of 

a statistically significant difference and the similar percentages between these groups 

confirm this. When the individual components of the WIX were compared, only the 
'" 

amount paid per bottle of wine showed a statistically significant difference between 
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the groups. Overseas respondents indicated they were prepared to pay higher 

prices for a bottle of wine than domestic visitors. Among other reasons, this outcome 

could reflect either the effects of the exchange rate, higher income, the higher living 

costs in nations where these visitors came from, or possibly a conditioned 

acceptance of higher wine prices. From a business point of view, having two groups 

of customers that do not greatly differ in their level of WIX such as these suggests 

that wineries can use a common approach to both groups. However, the significantly 

higher expenditures made by domestic visitors during their winery visit shows a 

difference in the potential worth of each group. Domestic visitors may be more 

accustomed to the restaurant concept found in a number of wineries in New Zealand, 

or they may find it convenient to travel to a winery close to their home. In contrast, 

having a meal at a winery seems to be less usual for international visitors. 

Income was identified as a factor determining respondents' level of WIX. It was 

found that respondents with higher income were more involved with wine than were 

those with lower incomes in a number of areas. Visitors with higher income were 

more knowledgeable about wine and prepared to pay more for a bottle of wine, 

consumed more wine weekly, owned 'more bottles stored in cellars, purchased more 

wine per month, subscribed to more wine magazines, and were more likely to have 

wine club membership. Undoubtedly, having more money available not only 

increases the affordability of making larger wine purchases, visiting wineries, and 

other areas related to higher WIX, but also translates into increased reported 

behaviour toward wine. 

As explained in Chapter Five, the annual median household income in New Zealand 

was $NZ 47,616, while that of countries most represented among international 

visitors in this study varied between $NZ 47,448 and $NZ 68,000. Of those 

respondents earning above $NZ 70,000 a total of 162 (51.8%) were domestic, and 

143 (45.7%) international. In addition, 37.4%% of all visitors earning above $NZ 

100,000 were domestic versus 59.8% international. These appear to be relatively 

well-off individuals, suggesting that wine tourism mainly attracts individuals who 

generally are wealthier than the average citizen. ,Alternatively, this may be an 

outcome of business ,strategies designed by winery operators to attract wealthier 
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groups of visitors, as it appears to be the case in other parts of the world, such as the 

Napa Valley (Howard, in Getz, 2000). 

Potential relationships between different age groups and levels of WIX were also 

investigated. The results indicate that respondents older than 35 years of age, and 

especially those above 55 years, had higher levels of WIX than those of age 35 and 

below. Visitors older than 35 years indicated having more wine knowledge, and 

consumed more wine on a weekly basis. In addition, as may be expected due to 

their age, visitors 56 years old and above had been interested in wine for a longer 

period of time and reported more wine club membership than younger respondents. 

Individuals of ages between above 36 and 55, on the other hand, had more bottles of 

wine stored at home, and subscribed to more wine magazines than the age group 

below 36 and above 55, respectively. Lastly, visitors of ages above 35 purchased 

more bottles than respondents of ages 35 and under. Overall, these results suggest 

a relationship between the WIX and age. 

When incomes were compared to age groups, it was identified that despite earning 

on average lower incomes than visitors of ages 55 and below, 56.5% of respondents 

older than 55 years earned above $NZ 60,000. These results further support the 

view that the majority of visitors over 55 years of age have the time and the money to 

afford visitation and consumption. In addition, 107 (55.2%) respondents over the age 

of 55 were retirees. A total of 51 (47.7%) of these visitors earned incomes below 

$NZ 60,000, and of these, 34 (66.7%) earned between $NZ 30,000 and $NZ 60,000. 

However, even the majority of these respondents (19 or 56%) spent at least $NZ 14 

during their visit. These results suggest that wineries should be aware that segments 

earning higher incomes might not necessarily translate into higher expenditures. 

Consequently, business operators should also pay attention to less wealthy 

segments that may have at least similar commercial potential as those earning higher 

incomes. From a business perspective, the group of visitors over 55 years of age 

has commercial potential for wineries. 

When age and educational attainment were compared, it was clear that 

predominantly more re~pondents under the age of 36 had attained higher education 

than had the groups of more mature respondents. When income was tested with 
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educational attainment, a higher percentage of winery visitors with university degrees 

earned $NZ 100,000 or more than those without a university degree. Visitors of ages 

below 56 earned the highest incomes. These findings suggest that these wealthier 

and more highly educated individuals may be able to afford greater involvement with 

wine in the future. 

A positive relationship was found between levels of educational attainment and WIX. 

Moreover, a larger percentage of respondents with university degrees indicated 

having a higher level of WIX than those who had completed some university, a 

polytechnic qualification, or high school. Additional analysis was conducted to 

explain other factors that may enable respondents with different levels of education 

to be involved in wine. The results suggest that levels of educational attainment 

were also related to income; these elements were also partly dependent on whether 

respondents were from New Zealand or from overseas. I n fact, comparing 

educational attainment between domestic and overseas respondents showed that 

62.8% of international visitors had earned a university degree compared to only 35% 

of domestic visitors. While educational attainment has a clear impact on the WIX, the 

absence of relationships between winery expenditures and educational attainment· 

suggests that wineries may not need to develop any new strategies to provide for 

individuals with different levels of educational attainment. 

No statistically significant differences were found between travel budget and the WIX. 

However, analysis did suggest a relationship between travel budget and some 

individual elements of the WIX. For example, respondents with a less limited travel 

budget also had higher wine knowledge. These individuals were prepared to pay 

higher prices for a bottle of wine, and consumed much more wine on a weekly basis 

than did respondents with medium or more limited travel budget. A higher available 

travel budget appears to result in more freedom for visitors to invest more resources 

in their wine involvement, including their disposable income and time. 

Similarly, no statistically significant differences were uncovered by comparing 

respondents planning their visit and those travelling to the winery spontaneously 

versus the WIX. This was further confirmed by the absence of significant differences 

150 



when additional tests were conducted between individual elements included in the 

WIX and the two groups of visitors. 

Finally, season of visit (summer versus autumn) versus the WIX, and religion versus 

the WIX were also investigated, but found no statistically significant differences. 

These outcomes suggest that neither season of visit nor religion impact visitor WIX 

levels, and therefore have no measurable effect on winery visitation. 

8.4: Discussion of the results of testing the impact of different 
levels of WIX on dependent variables 
The analysis between levels of WIX and visitors' expenditures at the winery indicated 

a positive, significant relationship. Moreover, while expenditures among 46% of 

individuals with a low WIX were minimal, that is, between $NZ 0 and $NZ 13, the 

expenditures of 39% of visitors with a high WIX were over $NZ 30. Wine" 

involvement level appears to have an impact on visitors' spending behaviour at the 

winery. 

Relationships between the WIX and the ten EPI items of the winery experience were 

also investigated. Moreover, significant differences were identified between levels of 

WIX and expectations, perceptions, and importance for items related to the easy 

accessibility to the winery, its pleasing atmosphere, the availability of food, and the 

quality of the food. Respondents with low and medium WIX considered these items 

more relevant in their experiences than did those with high WIX. Expectations about 

the availability of food were higher for groups with low and medium WIX, while the 

expectations of those with high WIX were low in comparison. Similar results wer~ 

reported regarding the perceptions and importance of the availability of food. Overall, 

these results suggest that the WIX had a limited impact on this dimension of the 

winery experience. 

When the WIX was compared with five trade-offs of the winery experience, significant 

differences were only identified regarding the quality and quantify of food versus 

price paid for it. In both these cases, visitors with medium WIX indicated higher levels 

of satisfaction than those with a low WIX, and similar levels of satisfaction as those 

with high WIX. Regarding the overall satisfaction with the winery experience, no 
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statistically significant differences were reported between the WIX and visitors' 

satisfaction. While these results suggest that the WIX has a limited impact on 

visitors' satisfaction, the results confirm respondents' positive views about their visit, 

and about satisfaction and performance of wineries. 

8.5: Discussion of the overall results 

Table 8.1 compares the outcomes of using the three approaches introduced in this 

study, that is, comparing independent versus dependent variables, a second 

comparing independent variables versus the WIX, and a third comparing the WIX 

versus the dependent variables. All three approaches provided different ways to 

assess visitors' behaviour, yielding some interesting outcomes. For example, using 

the first approach it was possible to assess the impact of domestic and international 

visitors on a range of perceptions and behaviours. However, comparing these same 

variables versus the WIX as a moderating variable no impact was reported (second 

approach). In addition, using the first approach to assess the variable planning the 

visit and visiting spontaneously reported some impact, but no impact using the WIX 

as the moderating variable. 

When either the first or the second approach was used to assess the impact of 

gender, age, or religion, similar outcomes resulted. These results suggest that the 

impact of these three variables on the winery experience, particularly regarding 

religion, is negligible. In addition, measuring the WIX with the dependent variables 

reported mixed results. The impact of the WIX on winery expenditures was clear, but 

it was limited when compared versus other variables. For example, the WIX had an 

impact on only four EPI items, and on only two of the five trade-offs related to the 

winery experience. Finally, levels of WIX had no impact on visitors' overall 

satisfaction. 

Overall, each of the three approaches presented offers useful alternatives to assess 

different dimensions of visitors' winery experience. The WIX may be of more use in 

conjunction with the first approach of comparing independent versus dependent 

variables, and adding further inSight into the process of assessing visitor behaviour. 
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Table 8.1: Assessing the impact of three approaches on the winery experience. 

First approach: Impact 
Independent on dependent variables 
Domestic and international visitors Significant 

Planning or visiting spontaneously Medium 

Gender Low 

Summer / autumn visitation Low 

Age Low 
Educational attainment V~low 

Income Very low 

Religion and no religion Very low 

Religious influence Very low 

Travel budget None 

Second approach: Impact 
Independent variables on WIX 
Gender on WIX Significant 

Summer / autumn visitation on WIX Significant 

Educational attainment on WIX Significant 

Income on WIX Significant 

Travel budget on WIX Significant 

AgeonWIX None 

Religion and no religion on WIX None 

Religious influence on WIX None 

Domestic and international visitors versus WIX None 

Planning or visiting spontaneously on WIX None 

Third approach: Impact 
WIX on dependent variables 
WIX on expenditures Significant 

WIX on EPI items Low 
WIX on 5 trade-offs Low 

WIX on satisfaction None 
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CHAPTER NINE - CONCLUSIONS 

9.1: Introduction 

At the outset of this study, the limited published research on wine tourism in New 

Zealand was noted. Among the latest published data in New Zealand Mitchell (1999) 

described visitor demographics. However, it was argued that data on other areas 

related to the winery experience, such as levels of wine involvement, or winery visitor 

expenditure, appear to be very limited. Following the main objectives set out in 

Chapter Three, the present study investigated winery visitors in these and other 

areas. The following sections present the conclusions of the overall study. 

9.2: Conclusions relating to the first broad aim of this study -
critical factors and relationships within the winery experience 
It was anticipated that identifying factors and relationships of visitors' wine 

involvement, as well as other factors playing a role during their winery experience, 

would serve the purpose of assisting businesses to better understand their 

customers. While wine involvement is thoroughly discussed in the wine marketing 

literature (see for example Chapter Three), the wine tourism literature does not 

clearly explain how this dimension is manifested in visitors, or how it could be 

assessed. It appears, at least partially, that wine involvement is considered in the 

wine tourism literature as a given factor. 

To address this, the present study developed and tested the wine involvement index 

(WIX) within the context of the winery experience. This tool contributed to a better 

understanding of visitor behaviour in a number of ways. For example, the level of 

wine involvement not only appears to have a clear impact on visitor expenditure, but 

relationships were also identified when tested with other variables, including gender, 

or educational attainment. In this study, the WIX also led to a number of suggestions 

(see for example Chapter Eight) about the winery experience that wineries might 

consider to better accommodate their visitors' needs and wants. 

Overall, the WIXwas a fundamental contribution to this study. However, while the 

overall conclusions support the use of the WIX, future research should further 

investigate its reliability and usefulness and try further combinations. 
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9.3: Conclusions relating to the second broad aim of this study -
the winery experience from customers' points of view using the EPI 
model 
The service quality literature presents several concepts, including SERVQUAL and 

the Importance-Performance analysis (IPA), as tools that businesses can use to 

assess their service or product quality. However, while these concepts have been 

frequently used in research, other models have been utilised to a much lesser extent, 

particularly in the context of the winery experience. This is the case of the 

expectations, perceptions, and importance model (EPI), previously tested by Latu 

and Everett (1999) in a university hostel setting. The current study made another 

contribution by testing the EPI concept within the winery context. 

Using the EPI model in the context of the wineries helped emphasise items related to 

the winery experience that visitors considered more relevant than others. For 

example, the data analysis in Chapter Six indicated that food was an important 

component of the winery experience for a number of segments, including females, 

domestic visitors, and for those with lowest level of income. In contrast, the food 

element was less significant for other visitor segments, including international 

visitors. 

The easy accessibility of the winery was another EPI measure that appeared more 

relevant for a number of segments, including females, domestic visitors, and visitors 

with low WIX. While some of these groups do not have any great commercial impact 

on the winery visit in terms of expenditure, it is important for businesses to be aware 

of the importance of this item for some customer groups that may otherwise not 

make the extra effort to look for the winery, with the potential loss of business 

opportunities. 

The results of testing the EPI model suggested that as a whole wineries are 

performing well, but these results do not imply a complete absence of areas for 

improvement. In addition, the clearly positive scores obtained when testing the EPI 

may have been the result of issues originating during questionnaire completion, 

including respondent fatigue. 
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The high percentage of zero ratings reported suggests a clear tendency among 

visitors to rate their experience in terms of medium or neutral satisfaction scores. 

However, it also documents the absence of gaps when calculating P - E. It was 

argued in Chapter Seven that by obtaining a zero rating, subsequent calculation of (P 

- E) x I would be redundant, as the importance scores (I) multiplied by zero would 

still yield a zero. This presents a clear conceptual issue of the EPI measurement tool 

that the literature regarding this approach has not adequately dealt with. 

Finally, using four different formats of the EPI test section in the questionnaires 

distributed in the current study, it was possible to investigate whether visitors' 

responses were substantially affected by such format changes. Overall, a small 

number of differences in percentage terms were noted, and discussed in Chapter 

Seven. However, the results of subsequent parametric and non-parametric tests 

performed to assess the relevance of these differences indicate that altering the 

order of the EPI items in the questionnaires provides similar results. 

While the objectives of the second broad aim of this study were generally 

accomplished, as suggested above, there are clear conceptual issues regarding the 

EPI tool that pose some concerns about the validity of this approach. However, it 

could be argued that the questions generated regarding the EPI items may not have 

been as critical as they might be in other hospitality-related environments. One 

reason is the substantially different setting of study compared to that of Latu and 

Everett (1999). Further, a different set of questions, and adding more detail to the 

items may have helped identify areas for improvement. 

9.4: Conclusions relating to the third broad aim of this study -
demographic characteristics of winery visitors 
A number of conclusions dravvn from the descriptive analysis in Chapter Five, where 

a large number of demographic aspects of winery visitors had been identified, 

represent a further contribution of this study. These have a number of implications 

for wineries. This is the case regarding the reasons given by respondents as to why 

they had travelled to the winery. For example, word-of-mouth, suggestions, and 

recommendations by third parties were notably indicated as factors influencing 
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respondents' decisions to visit wineries. Repeat visitation, reputation, and the quality 

of the wines are additional reasons selected by respondents suggesting that 

businesses are continually under critical scrutiny. 

The fact that for 21 % of respondents the elements of proximity, seeing the winery 

sign, or simply driving by and making a stop while en route to another destination are 

among the main reasons given for visitation has particular implications for 

businesses. These elements emphasise the crucial importance of distinctive signage 

and easy accessibility. Wineries need to provide these elements, not only thinking of 

their mainstream customer segments, but also of those individuals who may visit by 

chance. The findings show that most individuals who visited spontaneously did so 

for those three reasons. 

Additional implications for wineries were identified when investigating visitors' wine 

consumption. For example, while the majority of respondents purchased between 

one and ten bottles of wine per month, when it comes to buying a bottle of wine, 

individuals are clearly price conscious. In fact, price is the main factor affecting their 

decision to buy a bottle of wine; hence, wineries need to be aware that their visitors 

are sensitive to wine prices. The positive relationship between the price paid and the 

level of household income fits the logic that only the wealthier segments may be 

prepared to pay higher prices. Winery managers need to be aware that other 

potential customer segments, such as groups with lower household incomes, might 

not be prepared to spend as much on a bottle of wine. 

The third main objective of this study, namely to study demographic characteristics of 

winery visitors, was largely accomplished. Overall, this study is an extension from 

existing wine tourism studies (Macionis & Cambourne, 1998; Mitchell, 1999; Jago, 

Issaverdis & Graham, 2000; Jolley, 2002). It identifies and discusses other 

demographic characteristics of winery visitors that are absent from the wine tourism 

literature, including differences of expenditures between a number of visitor groups. 

Other characteristics identified by Mitchell (1999) were compared to the findings in 

this study. This was done using both descriptive data and the WIX. Some 

characteristics descr!bed by Mitchell (1999) were confirmed; others differed 

substantially. The results suggest that visitors' demographic characteristics are 

157 



changing; for example, that winery visitors are becoming more wine-educated and 

diverse. If this is the case, wineries need to be aware of such changes, and to make 

appropriate adjustments, to better provide for visitors. 

9.5: Conclusions about wine tourism 

The literature on wine tourism by Dodd (1995), Hall (1996, in Beverland, 1998), and 

Hort+Research (2000), and particularly on wine tourism in Australia (Getz, 1998; 

Jago, Issaverdis, & Graham, 2000; Charters & Ali-Knight, 2000; Jolley, 2002) notes 

the potential opportunities this industry has to offer the wine industry and rural areas. 

Others are more cautious, and recognise challenges for business operators (Dodd, 

1995; Beverland, 1998; Fraser & Alonso, 2003), or discuss development issues of 

the industry (O'Neill, Palmer & Charters, 2002). The data available (Tourism 

Research Council, 2002, 2004d) show that vineyard visitation represents only a 

miniscule proportion of the pursued leisure activities in New Zealand. This indicates 

that by no means is wine tourism currently a significant phenomenon in this country. 

However, the growth of the wine industry itself, and the much larger number of 

wineries open to visitors are indications that belief in the potential for wine tourism as 

a leisure activity in New Zealand exists. The projected growth of tourism in New 

Zealand in the coming decade may also have implications for wine tourism. 

Moreover, since 1998 total expenditure by both domestic and international tourists 

has been constantly increasing. One of the reasons for this growth is the forecast 

increase in numbers of overseas tourists and domestic day and overnight trips in 

New Zealand. According to the Tourism Research Council (2003, 2004a, 2004b, 

2004c, 2004d) this expected growth includes the expenditure made by these tourist 

groups. Further, these expenditures include food and beverage services (Statistics 

New Zealand, 2003a, 2003b). It must be noted, however, that the published tourism 

research reviewed for this study does not specify what proportion is spent on wine or 

on winery visitation. However, the growing tourism figures are indicative of future 

economic potential. 

A final point is the role that wineries play in enhancing the likelihood of repeat 

customers, or improving their brand image. For many visitors the chance of 
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repeating their visit within a short-term may be rather unlikely, particularly for those 

living far from the winery or wine region. Hence, as discussed in other studies 

(O'Neill, Palmer, Charters, & Fitz, 2001) word-of-mouth, or looking for the winery's 

product when visitors return home are two ways wineries can benefit. The reasons 

given by respondents as to why they visited wineries suggests the significance of 

these elements. 

9.6: Overall conclusions 

This study set out to accomplish a number of goals related to wine tourists and the 

winery experience. The underlying reason for these goals was to close some 

knowledge gaps in the wine tourism literature. For example, the limited amount of 

published research on wine tourism is an issue that several studies have noted in the 

past (Beverland, James, James, Porter & Stace, 1998; Getz, Dowling, Carlsen & 

Anderson, 1999). In addition, a selected number of the models (Morris & King, 1998; 

Getz, 1998; Mitchell, 1999, in progress, in Mitchell, Hall, & Mcintosh, 2000; Ali-Knight 

& Pitt, 2001) feature different dimensions of the winery experience. While useful in 

identifying potential areas of significance, some of these models are not specifically 

about wine tourism, and incorporate elements beyond the wine tourism area. 

Moreover, despite the usefulness of these models in developing new dimensions of 

the winery experience and beyond, their validity for the most part has not been tested 

or confirmed in further research. 

Additional contributions of this study in this area are represented by the development 

of a complete wine tourism research model (Figure 3.8). This model emphasises 

variables that may influence visitors' behaviour. These impacts were discussed in 

Chapter Six, and included the use of the WIX as a moderating variable. 

9.7: Limitations 

Although the objectives of the study were generally met, there are a number of 

issues that remain unresolved. For example, the original goal of this process was to 

obtain a representative sample of visitors by collecting data from wineries nationwide. 

However, of the total of 43 wineries participating in this study, 27 (63%) were located 

in the South Island 6f New Zealand, while only 16 (37%) in the North Island. 
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Because it is estimated that 191 (55.7%) of all wineries open to the pubic are in the 

North Island, the sample obtained is not representative of the geographic distribution 

of wineries in New Zealand, at least in terms of the north and south split. 

In addition, because several participating wineries were much larger in physical size 

and restaurant seating, the percentage of responses obtained might have been 

disproportionately large, or unrepresentatively small. For example, a number of 

wineries had a restaurant facility with capacity for over 100 people, while other 

wineries had only cellar door sales or tastings and thus far fewer visitors. 

Consequently, obtaining a high percentage of responses from the larger businesses 

in relation to the responses from smaller wineries may have affected the 

representativeness of the respondents sampled. However, the inability to identify 

which winery responses were received prevented determining this in an accurate 

manner. Anonymity also prevented determining whether visitors' responses changed 

depending on the winery they had visited. 

Another limitation arises from the way in which questionnaires were distributed. As 

described in Chapter Four, the initial low number of responses obtained prompted a 

change in the means used to collect responses, with the researcher directly 

distributing at wineries. Travelling to a number of wineries in the Canterbury region, 

and in other regions of the South Island to distribute questionnaires directly to visitors 

was a practical way to collect more data. However, this might have led to an over

representation of the South Island. Also, the selection of a limited number of 

wineries, and by distributing at these wineries only on weekends, the 

representativeness of the sample may have been further distorted. For example, the 

greater opportunity for local visitors to be free to visit on weekends meant this group 

may have become a disproportionate part of the overall sample. 

In addition, as the data collection process sampled only winery visitors, the sample of 

respondents of this study may have led to biased generalisations. For example, 

nothing is known of tourists who may previously have visited wineries and became 

disenchanted with the experience. Therefore, generalisations about tourists in 

general cannot be made. This presents another limitation in this study. 
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In order to obtain a representative sample of winery visitors, direct distribution of the 

questionnaires was carried out selecting individuals from different age groups, size of 

party and gender. This might not have been representative of the large population of 

winery visitors. However, these same criteria may not have been met at the wineries 

when the researcher was not present. As noted in Chapter Four, individuals 

completing the questionnaires might have been from a particular age group that had 

more time, or was perhaps more sympathetic to the purpose of this study, or with the 

researcher. This may have further distorted the representativeness of the sample, as 

one particular group of visitors may have been dominant in terms of numbers of 

questionnaires completed. 

Finally, mention must be made regarding the uniformly positive responses obtained 

when testing the EPI measurement tool using 7 -point interval scales. While the 

results suggest that visitors were overall satisfied with their experience, a number of 

factors, such as respondent fatigue, may have had an impact on visitors' responses. 

Hence, this issue must be acknowledged as an additional potential limitation in this 

study. 

9.8: Possible directions for future research 

As noted previously in Chapter One, wine tourism appears to play an insignificant 

role in comparison to other tourist attractions. Further, the reasons for visiting the 

winery given by respondents in this study suggest that for 25.8% of them wineries 

only represent a place to stop and have a meal. While these visitors may become 

wine purchasers, their visit is not necessarily related to a deliberate intention to visit 

wineries, or to be involved with wines. For these visitors, a winery may be as 

significant as any other place where they can have a meal before proceeding to their 

final destination. Although this segment of visitors may be important, and perhaps 

even commercially crucial for a number of wineries, these visitors' interest in wine is 

secondary. This raises a number of potential issues for future research: 

Do these individuals categorise themselves as wine tourists? Can they be 

categorised as wine tourists? Do they visit to buy or consume what they could well 

buy or consume in a c;~fe or restaurant? Is the existence of a winery tourist attraction 

justified in these cases? 
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This study also presented the argument that wineries appear to be ignoring other 

customer segments that may also offer commercial potential. For example, wineries 

seem to project an image of their customer base as visitors earning higher incomes. 

This may discourage other segments of the population from becoming involved in 

wine tourism. However, there may be individuals who regardless of their household 

income, or travel budget, visit wineries to indulge themselves. These individuals may 

identify themselves with an upmarket environment, that is, of individuals earning 

higher incomes, though they actually may not belong to the wealthier segments of 

society. These issues lead to the following questions: 

Are wineries currently ignoring customer segments other than those considered 

wealthy? Are there visitor segments that travel to wineries mainly because of their 

upmarket image? If so, how large are these segments? 

In addition, a number of researchers, including Beames (2003), have noted the 

importance of wine festivals, wine tastings, and cellar door visits for developing wine 

tourism. Others point out that wine festivals contribute to individuals gaining 

knowledge, and their encountering the wine product first hand (Mitchell, Hall & 

Mcintosh, 2000). Further, Cam bourne and Macionis (2000) explain that well 

conceived and structured wine festivals can have long-term effects among winery 

visitors by developing a relationship with a winery, or brand loyalty. However, in 

general the wine tourism literature has not proven or confirmed the long-term effects 

of these events, or their implications over time. These constitute critical elements for 

the further investigation of the following issues: 

Do wine festivals truly serve the purpose of spreading the reputation of wineries, or 

wine regions on a nationwide or international scale? Are these events mainly serving 

local visitors? Do wine festivals have any effect at all on winery visitation? Do wine 

festivals have any effect at all on increasing wine consumption at wineries? Are 

wineries and wine regions promoting themselves appropriately? 

Further research should be continued in other areas investigated in this study. For 

example, the usefuln~<ss of the EPI-model as tested within the winery context merits 

research. As discussed in Chapter Seven, it became clear that using the EPI in this 
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study did not result in identifying any gaps in product or service quality, with 

respondents' views being overall very positive. However, perhaps the wineries' 

performances are only satisfactory in regard to the ten items tested. Future 

research using the EPI could be conducted in the following areas: 1) Separating the 

three EPI dimensions and structuring the questions in more specific terms may prove 

more practical and so produce more meaningful results. 2) Separating the E, P, and 

I into individual sections, as this may also increase the practicality of the EPI 

instrument. 3) Keeping the number of items being asked to a minimum; this may 

contribute to more simplicity and clarity in regard to the questions being asked. 

Clearly, the further development of the EPI rationale and application may increase its 

value. 

The wine involvement index (WIX) developed in this study also merits further 

investigation. Using this assessment tool showed that individuals with higher levels 

of wine involvement tended to purchase and consume more wine, and were prepared 

to pay more per bottle. Overall, the WIX contributed to a more thorough investigation 

of winery visitors, and helped identify a number of relationships and patterns among 

them. The WIX may therefore represent a significant contribution for wine marketers 

studying their consumers. While the overall conclusions support the use of the WIX, 

future research is needed to confirm or deny its reliability and usefulness, and to try 

further combinations. One example would be testing the WIX by extending or 

limiting the number of elements forming it. Another example could see the WIX 

being used in combination with the EPI model to test different categories of wine 

consumers. 

In addition, it could be argued that if the individual WIX items had been asked in a 

different way, for example, emphasising respondents' levels of wine knowledge or 

wine interest, different scores may have been obtained, altering the overall values of 

the WIX. Another consideration could be given to the measurements of variables 

tested with the WIX, perhaps using alternative wealth measurements rather than only 

income. Such other alternatives include budget travelling versus first class travelling, 

or type of accommodation chosen, if any, at the time of the winery visit. Finally, 

using the WIX as a te,mplate, other indices could also be developed to study visitors 
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in other tourism-related activities such as adventure tourism, eco-tourism, or even 

dark tourism. 

9.9: Overall summation 

The present study provides an alternative view of the winery experience from visitors' 

points of view. It identifies relevant areas of the winery experience not thoroughly 

addressed in the wine tourism literature. It also presents tools of potential usefulness 

that merit further investigation. While this exploratory study of the winery experience 

is not without its limitations, these were acknowledged. These limitations may have 

had an impact on the overall quality of this research. However, these were the 

challenges of this journey investigating dimensions of wine tourism. 

While there may be much to be gained from a successful development of wine 

tourism in New Zealand, it is important for winery operators to make this activity not 

only an enjoyable learning experience, but also an attraction for all consumer 

segments. This study presented new evidence that most domestic and overseas 

winery visitors belong to rather wealthier customer segments. However, there is also 

evidence of the existence of additional segments that have commercial potential, but 

who are not considered wealthy. Hence, while winery operators need to develop an 

appealing visitor attraction, at the same time they need to think of the long-term 

effects of their business strategies. If the winery experience' represents a rather 

prohibitive lUxury for many individuals, then this relatively new industry may continue 

to be regarded as an activity for the few. 
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Appendix 1: Dimensions, events, and elements leading to the wine tourism research model 

Elements featured in the flower of 
integrated wine tourism service, based on 
Gronroos (1987, in Morris & King, 1998). 

External communication 

Internal communication 

Customer service resources 

Restaurants and cafes 

Tourist information 

Local produCe & souvenirs 

Accommodation 

WINE t 
Cellar door tasting 

Entertainment 

Galleries 

Winery tours 

Staff empowerment 

Physical appearance & 
ambience 

Responsiveness 

Empathy 

Elements featured in Mitchell's winery experience 
model (1999, in progress, in Hall, Sharples, Cambourne, 

Macionis, Mitchell & Johnson, 2000). 

I Wine tasting 
on-site 

Winery 

Personal 

Winery 
setting 

Inter
personal 

Outside region 

Attitude 

Festival Wine shows 

Restaurant Expectation 

Region 

I Accommodation 

I 
Festivals & 

events 

Scenery 

Previous 
experience 

Regional 
cuisine 

Architecture 

Individual 

Socio
demographic 

Home 

Internal 
motives 

Regional 

I population 

Regional 
wineries 

Other 
attractions 

Personality 

I 

Individuals' motivations, activities, and characteristics. 

Related Dimensions 

Travel & general t---
tourism 

involvement 

I Wine involvement I-

I 
Hedonism & hedonic I-

consumption I 

Wine tourists' 
lifestyle I--

characteristics 

Elements related to 
visitors' I--

demographics 

"The tourist possesses a specific state of mind, 
that of the person seeking alternatives in new 
places- whether the motive is hedonistic or 
intellectual self-fulfilment ... " (Ryan, 2002, p. 3). 

Belongs to a wine club. Co/:]sumes wine 
regularly. Has greater wine knowledge than the 
average visitor (Jago, Issaverdis & Graham, 
1999). 

~------------------------------~ 

Hedonism views that pleasure as the only good 
in life. "Psychological hedonism claims that 
pleasure is the only possible object of desire .. ." 
(O'Shaughnessy & O'Shaughnessy, 2002, pp. 
527). 

The need for peace and tranqUility. 
An aging population that often favours rural 
experiences for health reasons or nostalgia 
(Commonwealth Department of Tourism, 1994, 
in Getz, 1998). 

Demographic factors such as income, education, 
age, and culture determine consumer behaviour 
toward wine (Moulton & Lapsley, 2001). 

Additional areas being tested: 

What are winery visitors' expectations and perceptions from their experience? 
What items are most important to them in their visit? 
What is the value they place to their overall purchasing experience? 
What is visitors' overall level of satisfaction with their winery experience? 

Testing tools: Expectations, Perceptions & Importance model (EPI) 
The wine involvement index (WIX) 
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Appendix 2 - Sample survey questionnaire 

"Customer Satisfaction and Wine Tourism Experiences: A Development of the 
Expectations, Perceptions and Importance (EPI) Model Applied to the Cases of New 

Zealand Wineries." 

Dear winery / vineyard visitor: 

You are invited to participate in a project entitled: "Customer Satisfaction and Wine Tourism 
Experiences: A Development of the Expectations, Perceptions and Importance (EPI) Model 
Applied to the Cases of New Zealand Wineries" by completing the following questionnaire. 

The aim of the project is to make findings about winery / vineyard visitors, which can add to the 
existing knowledge of the wine tourism industry in New Zealand. In addition, it may be a great 
opportunity to measure the industry's overall service and product quality. Resulting findings 
could be quite beneficial, especially regarding the relationship between the service provider and 
customers. 

The questionnaire is anonymous, and you will not be identified as a respondent unless you ask me 
to do so. You may at any time withdraw your participation, including withdrawal of any 
information you have provided. Also, you are free to decline to answer any questions at any point 
in the questionnaire. 

If you complete the questionnaire, however, it will·be understood that you have consented to 
participate in the project and consent to publication ofthe results of the project with the 
understanding that anonymity will be preserved. 

Please note that some of the questions in this survey may be circled with a zero (0), meaning 'no 
opinion' or 'don't know.' Other questions may not have matching answers, may ask you to tick, 
circle using a numerical scale, or answer in writing. 

I would like to emphasise that all information will remain confidential; it will also be processed 
and reported without in anyway identifying your individual input. 

The questionnaire takes approximately 30 minutes to complete. Should you have any questions, 
please do not hesitate in contacting me: 

Abel D. Alonso - Freepost 36, Lincoln University, Canterbury 
Phone: 325-3627 extn 8920, After hours: 325-3838 extn 8920, Email: alonsoa2@lincoln.ac.nz 

Thank you very much for agreeing to participate inJhis project! 
~)·ffi 

Best regards, 

Abel D. Alonso 
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Appendix 2: Sample survey questionnaire (Page 1) 

Thank you VERY MUCH for taking your time to complete this survey! 

Please note that some of the questions in this survey may be answered with a zero (0), meaning 'no opinion' 
or 'don't mow.' Other questions may not have matching answers, may ask you to tick, circle using a 
numerical scale, or answer in writing. The word 'winery' is used in this questionnaire to describe wineries / 
vineyards. 

Section A: The following questions attempt to describe you as a traveller. 

1) When travelling, where do you most prefer to go? Please tick one. 
Rural area 

Beach 

City 

Mountain 

Other (please specify): 

2) How often do you travel away from home? 

For pleasure times per month. 

For work times per month. 

For other reasons times per month. 

3) On average, how many days do you take off from work annually? 

I take about days off from work each year. 
I am retired. 

I am a student. 

4) I travelled around (please write): 

miles to visit this winery. 

kilometres to visit this winery. 

5) I am travelling (please tick): 
Alone 

With partner only 

With partner and adult children 

With partner and underage, p:Qildren 

With friends 

With co-workers 

Other (please specify): 

6) Including myself, there are ___ people in my party today. 

7) Today's visit was planned in advance. Yes No 
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Appendix 2 continued (Page 2) 

8) Who made the decision to travel here today? 

Partner 

Relative 

Joint decision 

Friend 

Myself 

Other (please specify): 
9) How important are the 

following activities to you when travelling for pleasure? Please write using the scale. 

T9talIYwntllPQij~t~;';i.1iii;~,D;ijJl~r~~~;;j[f:%~~f83/,'> ": 4 "';/i{,$;;{,;i";; ~;~:' •.... ..•.... ..''1V;'JN:;~i''ii~,t£em~il~Jli~9!f~t 

Attend events in the area (e.g., fairs, festivals). 

Sightseeing (e.g., museums, landscapes). 

Practice my favourite hobby (e.g., fishing, tramping, painting). 

Enjoy nightlife (e.g., night-clubs, bars). 

Learn about the area I am visiting (e.g., culture, history, art). 

Adventure tourism. 

The local foods. 

For peace and quiet. 

Taste the area's wines. 

Buy local souvenirs. 

Meet the local people. 

Other (please specify): 

10) Using the scale below, please indicate how well each item describes you as a traveller: 

I tend to keep a tight budget when travelling. 

I like to go to the same travel destination every time. 

I consider myself a demanding traveller. 

I am an adventurous traveller. 

I like to travel fre~uently. 

I prefer to invest my income on travel. 

I tend to be very active when I travel. 

Pleasure seeking is my main reason for travelling. 

Section B: The following elements describe aspects of your involvement with wine. 

1) Please use the following scale to define your level of wine knowledge. (Please circle only one 
number) 

Nt)· win¢ ··kl1owledg~·~t>~ll('·· ·>g,,;'<"g~iJi;;'3t;;;;:;;·~t~1~~~~i;j';~:\r¥~~t&!·J:i!t,~;i~.~~,J?:~~~!~TI$IX~~~rIT~·mi~~I~ag~ 

2) Please indicate the price you ordinarily pay for a bottle of wine (bottle: 750ml): 

NZ$ er bottle. Other currency (please s ecify): 

188 



, 
Appendix 2 continued (Page 3) 

3) Do you drink wine? Please write. 

Yes, with my meals about glasses at mid-day, and glasses in the evening. 

In total I drink approximately __ glasses of wine weekly (If you don't drink wine at all, please 
write a zero). 

4) If you n h ? PI WIlle, w y. h k lltht ease c ec a a appy. 
To enhance the meal 

Because of my health 

Simply for pleasure 

Other (please specify): 

5) How important are the following when purchasing a bottle of wine? Please write the number 
using the.ss~le below. 
TQt'alIyliiilp1poit3iit".·.···· 

Price 

Match with food 

Brand 

As a financial investment 

Aging potential 

Taster's rating 

Published review 

Friend's suggestion 

Wine seller's advice 

6)Wh t a: propo IOn 0 your WIlle purc rt· f 

Red wine? % 
~ 

'Rose (pink wine)? % 

White wine? % 

h ases IS pease wn e . ( 1 ·t ): 

7) Please estimate the number of each of the following items. 

In the past year, I have visited a total of about __ wineries, __ wine regions, and 
wine festivals. 

I subscribe to wine magazines. 

I have a wine cellar at home with around bottles of wine. 

I own about books on wine. 

I have been interested in wine for about . years. 

On average, I buy about __ bottles of wine per month, and about __ casks per 
month. 

I have been a member of a wine club for approximately years. 
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Appendix 2 continued (Page 4) 
1) Using the following scale please indicate what you expected before visiting this winery, and how 
you felt after your experience on the following items: 

Before After 

This winery is easily accessible. 

The winery offers a pleasing atmosphere. 

Products offered in this winery (wine, foods) are presented attractively. 

Winery staff are knowledgeable about the available products. 

Several kinds of wines are available for tasting at this winery. 

The quality of the wines is high. 

Visitors to this winery can learn about wines. 

Visitors can enjoy the 'total' winery experience (e.g., try local products, enjoy the winery 
atmosphere, learn about wine-related activities, meet the wine maker). 

Food is available. 

The quality offood(s) is high (iffood was not available please leave blank). 

2) Now I would like to ask you how important these same items were to you on this occasion 
(please ci:t;€le). 
TbtaHyiliiiliipbftant ,." f" >-2/ · .. ·3~~4'·, ... · ';:5 >,C'. :0~F"": ·)·7:~':~;\~~R~m:~rY$Jnfpqm@tiN&~W!;~~PRW.{Qit: .. :Q 

Importance to you 

This winery is easily accessible. 1 2 3 4 5 6 7 0 

The winery offers a pleasing atmosphere. 1 2 3 4 5 6 7 0 

Products offered in this winery (wine, foods) are presented attractively. 1 2 3 4 5 6 7 0 

Winery staff are knowledgeable about the available products. 1 2 3 4 5 6 7 0 

Several kinds of wines are available for tasting at this winery. 1 2 3 4 5 6 7 0 

The quality ofthe wines is high. 1 2 3 4 5 6 7 0 

Visitors to this winery can learn about wines. 1 2 3 4 5 6 7 0 

Visitors to this winery can enjoy the 'total' winery experience (e.g., try local products, 1 2 3 4 5 6 7 0 
enjoy the winery atmosphere, learn about wine-related activities, meet the wine maker). 

Food is available. 1 2 3 4 5 6 7 0 

The quality offood(s) is high (if food was not available please leave blank). 1 2 3 4 5 6 7 0 

3) Why did you visit this particular winery? __________________ _ 
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Appendix 2 continued (Page 5) 

4) Please indicate your experience at this winery by rating the following elements: 

This visit was worth all the time I invested to get here 1 2 3 4 5 6 7 0 

This visit was worth all the effort I invested to get here 1 2 3 4 5 6 7 0 

The quality of the wines was wOlih the price I paid for them 1 2 3 4 5 6 7 0 

The quality of the food was worth the price I paid for it 1 2 3 4 5 6 7 0 

The quantity of the food was worth the price I paid for it 1 2 3 4 5 6 7 0 

5) Wh d'd at I you purc h d' .. ? ase unng your VISIt. 

A snack 

A meal 

A glass of wine 

1 bottle of wine for my cellar 

2+ bottles of wine for my cellar 

Accommoqation 

Souvenirs (e:g., corkscrew, apron) 

Other (please specify): 

6) I d' Iscovere d thO rf IS pa ICU ar wmery thr h oug 
Brochures 

Magazines 

Websites 

Word-of-mouth 

Other (please specify): 

7) My party (including myself) spent around NZ$ _____ during this winery visit. 

8) Overall, how satisfying was your experience at this winery? Please circle one number. 

1) Where is home for you? I live in: Town __________ Country _______ _ 

2) I am a citizen of __________ (nation). 

3) I am of _________ ethnic descent / background (e.g., Caucasian / Pakeha, Maori). 

4) What is or was your primary occupation? . _________________ _ 

5)Iam Female Male 

6) What is your religion (if any)? ______________ _ None ---
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" Appendix 2 continued (Page 6) 

7) How much do your religious beliefs influence your daily life? (please be reminded that all your 
responses are anonymous and confidential). 

8) I was born in 19 ___ _ 

9) What is the highest level of education you have completed? Please tick one. 

Primary school/Junior high school 

Secondary school/High school 

Some university 

Polytechnic 

Other tertiary 

University undergraduate degree 

University postgraduate degree 

Gther (please specify): 

10) My travel budget is (please circle one): 

11) Please state your approximate yearly household income in your home currency. (Please be 
reminded that all your responses are anonymous and confidential). 

NZ$ ____________ _ Other currency (please specify) _________ _ 

THANK YOU FOR YOUR TIME! Please feel free to write any comments in the space available. 
Upon completion, please return this questionnaire using the attached freepost envelope. 
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Appendix 3: Instructions to businesses for questionnaire distribution 
xxxxxxxxxxxx 
xxxxxxxxxxxx 
xxxxxxxxxxxx 
xxxxxxxxxxxx 

Dear owner / manager: 

Thank you very much for accepting my invitation to participate in the visitor survey at your business. As 
part of my doctoral study at Lincoln University, this research, which has been approved by the Lincoln 
University Human Ethics Committee, is designed to extend the existing knowledge of wine tourism in 
New Zealand. At the same time, it is a great opportunity to measure customers' perceptions of the 
industry's overall service and product quality. Resulting findings should benefit both providers and 
customers. 

The visitor questionnaire is anonymous, and takes between 20 and 30 minutes to complete. Your 
customers will not be identified as individuals at any stage of the study. They may at anytime withdraw 
their consent to part~cipate, including withdrawal of any information they have provided, and they are 
free to decline to answer any questions in the questionnaire. The information will remain confidential, 
only being seen by myself and my supervisors. Please find enclosed 40 survey questionnaires to be 
completed by your customers. You will receive a total of 80 questionnaires sent in 2 sets of 40 each; 
these 40 you are receiving today, and a second set in February 2004. In order to ensure both a more 
random and diverse selection of your customer population, I would ask you to adopt the following 
suggestions: 

• Each week place a few of the survey questionnaires in such a manner that interested customers can 
easily notice them. For instance, by placing some of them on tables where your customers sit for 
lunch, on a tasting room's counter, or near the cash register. Also, ensuring that survey 
questionnaires are collected by different customer groups (e.g., different families and / or visitor 
parties) arriving at your business on different dates and / or for different events. One way of 
achieving this is by placing some questionnaires for visitors arriving on weekends, and some for 
those visiting during the week, and for different purposes such as wine tasting, weddings, lunch, 
etc. 

• In order to avoid inaccurate / misleading data collection and parental consent issues, it would be 
greatly appreciated if you could ensure that the survey questionnaires are only collected by 
individuals who are English speakers and by visitors who are 18 years old and older. 

• Finally, while you are free to randomly ask your visitors to participate in this project, because of 
potential ethical concerns that may subsequently arise, it would be highly preferred if your visitors 
are simply invited to participate in this project voluntarily without any extra encouragement. 

The data from this study will be analysed as overall national outcomes. However, if you would like to 
receive individualised information about your winery's own results, please identify in some way the 
questionnaires distributed from your winery, e.g., business card, or name attached. 

I am looking forward to receiving valuable feedback from your customers, as well as sharing the 
findings of this study with you. If you decide to decline participating, please return the questionnaires in 
the provided freepost envelope and accept my apologies. Should you have any questions or comments, 
please contact either myself or my thesis supervisor: 

Abel D. Alonso, PhD student 
Phone: 325-3627 Ext 8920 

Freepost 36 - Commerce Division - Lincoln University - Canterbury 
Email: alonsoa2@lincoln.ac.nz 

Dr. R. A. Fraser, PhD supervisor Commerce Division - PO Box 84 - Lincoln University - Canterbury 
Phone 3253838 Ext 8286 Email-fraserrl@lincolIi.ac.nz 

Thank you very much! 

Best regards, 

Abel D. Alonso 
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Appendix 4: Testing normal distribution of scale 
EPI items using the Kolmogorov-Smirnov test 

Scale items One sample t-test 
K-S df 

Statistic 

Expectations 
This winery is easily accessible .197 436 

The winery offers apleasing atmosphere .215 439 

Products offered in this winery are presented attractively .217 420 

Winery staff are knowledgeable about the available products .217 409 

Several kinds of wines are available for tastinQ at this winery .225 418 

The ~uality of the wines is hig_h .189 422 

Visitors to this winery can learn about wines .174 386 

Visitors to this winery can enjoy the 'total' winery experience .153 382 

Food is available .221 392 

The quality offood(s) is hiQh .201 294 

Perceptions 
This winery is easily accessible .228 501 

The winery offers a pleasing atmosphere .244 525 

Products offered in this winery arepresented attractively .243 511 

Winery staff are knowledgeable about the available products .247 484 

Several kinds of wines are available for tasting at this winery .255 496 

The quality of the wines is high .240 507 

Visitors to this winery can learn about wines .215 468 

Visitors to this win€ill' can enjQY the 'total' winery experience .177 457 

Food is available .251 461 

The quality of food(s) is high .259 340 

Im~ortance 
This winery is easily_ accessible .156 490 

The winery offers a pleasing atmosphere .266 482 

Products offered in this winery are presented attractively .237 471 

Winery staff are knowledgeable about the available products .267 472 

Several kinds of wines are available for tasting at this winery .263 470 

The quality of the wines is high .262 468 

Visitors to this winery can learn about wines .207 455 

Visitors to this winery can enjoy the 'total' winery experience .188 451 

Food is available .220 467 

The~uali!y of food~ is high .260 361 

(1) Levels of significance for all the EPI sections. The levels of p= 0.000 show that 
the data is not normally distributed. 
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Appendix 5: Comparing significance between parametric and non
parametric tests using local visitors versus non-local visitors as a 
grouping variable 

Scale items Levene's test for T-test for Mann-Whitney 
equality of variances equality Test 

of means 

Expectations Sig. Asymp. Sig. 
F Sig. (2-tailed) (2-tailed) 

(1 ) (2) (3) 
This winery is easily accessible 1.483 .224 .071 .068 
The winery offers a pleasing atmosphere .731 .393 .027 .003 
Products offered in this winery are presented attractively 1.650 .200 .031 .030 
Winery staff are knowledgeable about the available .037 .848 .239 .166 
products 

Several kinds of wines are available for tasting at this .658 .418 .058 .026 
winery 

The quality of the wines is high .655 .419 .025 .024 
Visitors to this winery can learn about wines .533 .466 .031 .028 
Visitors to this winery can enjoy the 'total' winery .007 .935 .742 .561 
experience 

Food is available 3.575 .059 .583 .120 
The Quality offood(s) is high .323 .570 .383 .149 

Perceptions 
This winery is easily accessible .747 .388 .145 .090 
The winery offers a pleasing atmosphere .260 .610 .104 .008 

Products offered in this winery are presented attractively .504 .478 .250 .230 

Winery staff are knowledgeable about the available .248 .618 .357 .105 
products 

Several kinds of wines are available for tasting at this 2.037 .154 .154 .189 
winery 

The Quality of the wines is high .770 .381 .034 .018 

Visitors to this winery can learn about wines 1.749 .187 .245 .044 

Visitors to this winery can enjoy the 'total' winery .994 .319 .986 .653 
experience 

Food is available 1.131 .288 .831 .313 

The quality of food(s) is high .470 .494 .556 .428 

Importance 
This winery is easily accessible .094 .759 .156 .148 

The winery offers a pleasing atmosphere .061 .804 .347 .092 

Products offered in this winery are presented attractively .193 .661 .398 .319 

Winery staff are knowledgeable about the available 5.358 .021 .013 .028 
products 

Several kinds of wines are available for tasting at this .063 .802 .490 .414 
winery 

The quality of the wines is high .019 .892 .079 .024 

Visitors to this winery can learn about wines .100 .752 .003 .001 

Visitors to this winery can enjoy the 'total' winery .056 .813 .661 .653 
experience 

Food is available 3.084 .080 .974 .527 

The quality of food(s) is high .810 .369 .525 .128 

Note: All bolded items are statistically significant. (1) Significance (p>.05) of equality of variances assumed. 
(2) Statistically significant items (parametric, t-test). (3) Statistically significant items (non parametric, Mann-Whitney test). 
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Appendix 6: Establishing homogeneity using New Zealand 
versus overseas visitors as a grouping variable 

Scale items Levene's test for 
equality of variances 

Expectations F Sig. 
(1 ) 

This winery is easily accessible .001 .972 

The winery offers a pleasinQ atmosphere .011 .915 

Products offered in this winery are presented attractively .346 .557 

Winery staff are knowledgeable about the available products 1.260 .262 

Several kinds of wines are available for tasting at this winery .014 .905 
The quality of the wines is high .077 .782 

Visitors to this winery can learn about wines .845 .359 

Visitors to this winery can enjoy the 'total' winery experience .119 .731 

Food is available 6.315 .012 

The quality of food(s) is hiQh .015 .903 

Perceptions 
This winery is easily accessible 3.499 .062 

The winery offers a pleasinQ atmosphere 3.402 .066 

Products offered in this winery are presented attractively 5.174 .023 

Winery staff are knowledgeable about the available products 1.013 .315 

Several kinds of wines are available for tasting at this winery .009 .924 

The quality of the wines is high 3.386 .066 

Visitors to this winery can learn about wines .014 .907 

Visitors to this winery can enjoy the 'total' winery experience 2.314 .129 

Food is available 4.399 .037 

The quality of food(s) is high 1.200 .274 

Importance 
This winery is easily accessible .312 .577 

The winery offers a pleasing atmosphere 2.404 .122 

Products offered in this winery are presented attractively 1.897 .169 

Winery staff are knowledQeable about the available products 6.274 .013 

Several kinds of wines are available for tasting at this winery 5.141 .024 

The quality of the wines is high .090 .764 

Visitors to this winery can learn about wines 1.072 .301 

Visitors to this winery can enjoy the 'total' winery experience .927 .336 

Food is available 5.724 .017 

The quality of food(s) is hiQh 28.024 .000 

Note: All bolded items are statistically significant. 
(1) Significance (p>.05) of equality of variances assumed. 
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Appendix 7: Domestic and international visitors versus EPI items 

Items Origin Expectations Perceptions Importance 
n Mean SD Sig. n Mean SD Sig. n Mean SD Sig. 

2-t 2-t 2-t 

This winery offers a pleasing Domestic 267 5.70 1.337 .000 316 6.08 1.148 .011 296 5.97 1.221 I .049 
atmosphere. International 165 5.18 1.380 200 5.81 1.209 176 5.74 1.218 

Winery staff are Domestic 246 5.58 1.373 287 5.92 1.147 287 5.79 1.352 
knowledgeable about the available 

International 
ns ns 

.006 
products. 157 5.54 1.273 189 5.91 1.219 175 6.13 1.140 

This winery is easily accessible. Domestic 267 5.63 1.480 304 5.85 1.303 300 5.03 1.665 

International 
ns ns ns 161 5.46 1.508 188 5.76 1.468 180 4.87 1.699 

Several kinds of wines are available Domestic 248 5.64 1.447 292 5.81 1.363 287 5.75 1.427 
for tasting at this winery. ns ns ns 

International 163 5.63 1.396 195 5.87 1.348 174 5.94 1.259 

The quality of the food(s) is high. 
Domestic 201 5.70 1.371 .008 237 5.86 1.367 240 5.95 1.307 .001 

ns 
International 87 5.23 1.403 95 5.63 1.430 113 5.32 1.863 

The quality of the wines is high. 
Domestic 253 5.58 1.368 306 5.84 1.220 .012 284 5.97 1.209 

International 
ns 

1.201 
ns 

162 5.37 1.318 192 5.54 1.337 174 6.06 

Products offered in this winery (wine, Domestic 261 5.58 1.282 .001 312 5.84 1.178 .008 291 5.67 1.327 .002 
foods) are presented attractively. International 153 5.16 1.308 191 5.53 1.321 171 5.26 1.457 

Food is available. 
Domestic 242 5.73 1.601 .000 287 5.88 1.618 .001 289 5.55 1.723 .000 

International 142 4.99 1.900 164 5.29 1.775 168 4.49 1.942 

Visitors to this winery can learn about Domestic 228 5.18 1.577 273 5.43 1.564 276 5.16 1.621 
wines. ns ns 

.002 International 153 5.35 1.360 187 5.42 1.527 169 5.63 1.511 

Visitors can enjoy the 'total' winery Domestic 225 4.92 1.581 268 5.06 1.629 272 5.01 1.681 
ns ns ns experience. International 152 5.02 1.444 181 4.97 1.479 169 5.28 1.527 

Note: Using t-tests. Respondents rated items, where 1 = fully disagree, 7= fully agree. Statistically significant relationships are balded. 
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Appendix 8: Males and females versus EPI items 

Items Gender Expectations Perceptions 
n Mean SO Sig. n Mean SO Sig. 

2-t 2-t 

This winery offers a pleasing atmosphere. 
Males 200 5.30 1.424 240 5.83 1.182 
Females 233 5.69 1.296 .003 278 6.11 1.155 .006 

This winery is easily accessible. 
Males 203 5.36 1.562 227 5.60 1.412 
Females 227 5.75 1.376 .007 267 6.01 1.288 .001 

Winery staff are knowledgeable about the Males 194 5.49 1.382 229 5.88 1.109 
available products. ns ns 

Females 210 5.65 1.275 249 5.95 1.230 

Several wines are available for tasting at this Males 197 5.54 1.466 232 5.77 1.410 
winery. Females 

ns 
5.91 

ns 
216 5.73 1.375 258 1.296 

The quality of the food(s) is high. 
Males 125 5.23 1.566 144 5.58 1.475 
Females 164 5.82 1.194 .001 190 5.97 1.287 .012 

Products offered in this winery (wine, foods) Males 193 5.27 1.378 236 5.55 1.312 
are presented attractively. Females 221 5.56 1.214 .025 268 5.90 1.153 .002 

The quality of the wines is high. 
Males 197 5.31 1.363 234 5.61 1.329 
Females .006 

ns 
219 5.67 1.314 266 5.83 1.210 

Food is available. 
Males 175 5.07 1.848 206 5.38 1.795 
Females 211 5.79 1.591 .000 248 5.92 1.569 .001 

Visitors to this winery can learn about wines. 
Males 180 5.15 1.526 217 5.24 1.586 
Females 

ns 
.011 200 5.35 1.452 244 5.61 1.491 

Visitors can enjoy the 'total' winery Males 178 4.85 1.544 216 4.80 1.577 
experience. ns 

Females 198 5.07 1.498 234 5.24 1.534 .003 

Note: Using t-tests. Respondents rated items, where 1 = fully disagree, 7= fully agree. Statistically significant relationships are balded. 

Importance 
n Mean SO Sig. 

2-t 

209 5.58 1.306 

266 6.14 1.090 .000 

216 4.58 1.782 
267 5.29 1.516 .000 

207 5.83 1.379 

258 6.01 
ns 

1.195 
206 5.74 1.417 

259 5.89 1.319 ns 

158 5.44 1.664 

197 6.02 1.366 .000 

207 5.26 1.455 
258 5.74 1.298 .000 

206 5.93 1.220 
ns 

256 6.07 1.186 

206 4.78 1.952 

254 5.49 1.748 .000 

197 5.23 1.602 

251 5.43 
ns 

1.584 

199 5.01 1.611 ns 
246 5.22 1.636 
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Appendix 9: Religion and no religion versus EPI items 

Items Group Expectations Perceptions 
n Mean 50 5ig. n Mean 50 5ig. 

2·t 2·t 

This winery is easily accessible. 
Religion 219 5.48 1.548 250 5.84 1.369 
No religion 136 

ns 
5.77 1.346 

ns 
5.60 1.411 159 

This winery offers a pleasing atmosphere. Religion 212 5.51 1.465 256 6.12 1.096 .039 

No religion 143 
ns 

5.47 1.249 168 5.89 1.155 

Products offered in this winery (wine, Religion 207 5.46 1.339 252 5.81 1.233 
foods) are presented attractively. No religion 

ns ns 
133 5.37 1.203 162 5.67 1.189 

Winery staff are knowledgeable about the Religion 199 5.61 1.392 238 5.99 1.131 
available products. No religion 

ns ns 
134 5.51 1.206 152 5.84 1.197 

Several kinds of wines are available for Religion 202 5.63 1.478 243 5.90 1.349 .042 
tasting at this winery. No religion 141 

ns 
5.76 5.70 1.263 161 1.349 

The quality of the wines is high. 
Religion 205 5.56 1.351 250 5.83 1.244 .027 
No religion 139 

ns 
5.36 1.291 164 5.57 1.249 

Visitors to this winery can learn about Religion 189 5.23 1.564 228 5.59 1.401 .021 
wines. No religion 123 

ns 
5.20 5.18 1.385 147 1.707 

Visitors can enjoy the 'total' winery Religion 193 4.91 1.574 232 5.01 1.496 
experience. No religion 

ns ns 
118 4.96 1.423 138 5.03 1.652 

Food is available. 
Religion 198 5.53 1.715 235 5.68 1.674 
No religion 

ns ns 
123 5.32 1.835 141 5.67 1.771 

The quality of the food(s) is high. 
Religion 154 5.68 1.293 181 5.80 1.315 
No religion 

ns ns 
85 5.36 1.438 94 5.82 1.466 

Note: Using t·tests. Respondents rated items, where 1 = fully disagree, 7= fully agree. Statistically significant relationships are bolded. 

Importance 
n Mean 50 5ig. 

2·t 
244 5.01 1.635 

156 4.89 1.687 
ns 

238 5.95 1.195 

154 5.92 1.146 
ns 

237 5.57 1.368 

149 5.46 1.450 
ns 

235 5.86 1.337 

151 6.03 1.216 
ns 

233 5.79 1.367 
152 5.89 1.348 

ns 

233 5.91 1.208 
150 6.19 1.097 .023 

227 5.30 1.623 

144 5.34 1.561 
ns 

227 5.05 1.586 

144 5.10 1.709 
ns 

237 5.37 1.741 .006 

146 4.81 2.062 

189 5.74 1.538 

105 5.88 1.446 
ns 



N 
o 
o 

Appendix 10: Levels of religious influence versus EPI items 

Items Level of Expectations Perceptions Importance 
religious n Mean SO Sig. n Mean SO Sig. n Mean SO 
influence 2-t 2-t 

Low 240 5.63 1.366 283 5.83 1.304 270 4.89 1.694 
This winery is easily 

Medium 50 5.34 1.768 ns 54 5.67 1.554 ns 53 4.70 1.395 
accessible. 

High 100 5.53 1.617 113 5.90 1.376 114 5.36 1.646 

Low 249 5.50 1.323 299 5.96 1.168 266 5.88 1.173 
This winery offers a 

Medium 50 5.52 1.446 ns 54 6.15 1.219 ns 53 5.55 1.395 
~easing atmosphere. 

High 6.05 1.327 I 92 5.62 1.547 114 6.12 1.176 111 

Products offered in this Low 240 5.41 1.238 289 5.75 1.165 257 5.44 1.394 
winery (wine, foods) are Medium 50 5.48 1.403 ns 54 5.72 1.338 ns 53 5.42 1.406 
presented attractively. High 87 5.55 1.370 111 5.89 1.282 110 5.75 1.389 
Winery staff are Low 235 5.55 1.298 279 5.91 1.163 262 5.93 1.332 
knowledgeable about the Medium 49 5.67 1.420 ns 52 6.10 1.125 ns 52 5.67 1.354 
available products. 

High 87 5.62 1.383 104 5.94 1.173 107 5.94 1.258 

Several kinds of wines are Low 239 5.58 1.429 284 5.86 1.289 263 5.79 1.414 
available for tasting at this Medium 47 5.74 1.375 ns 51 5.69 1.679 ns 50 5.76 1.393 
winery. High 88 5.82 1.443 107 6.04 1.258 107 5.84 1.340 

Low 243 5.50 1.331 290 5.78 1.225 263 6.02 1.212 
The quality of the wines is 

Medium 47 5.53 1.349 ns 54 5.69 1.301 ns 52 5.81 1.387 high. 
High 87 5.68 1.351 108 5.83 1.249 104 5.96 1.123 

Low 222 5.24 1.450 269 5.48 1.549 253 5.38 1.601 
Visitors to this winery can 

Medium 43 5.33 1.507 ns 49 5.73 1.440 ns 49 5.14 1.607 learn about wines. 
High 80 5.30 1.610 100 5.45 1.424 104 5.36 1.636 

Low 215 4.99 1.499 258 5.06 1.536 251 5.21 1.579 
Visitors can enjoy the 'total' 

Medium 44 4.75 1.542 ns 48 5.17 1.492 ns 48 4.94 1.616 winery experience. 
High 83 105 1.689 5.12 1.618 102 5.10 1.570 5.05 
Low 222 5.32 1.796 261 5.63 1.699 258 5.08 1.951 

Food is available. Medium 45 5.49 1.646 ns 50 5.58 1.739 ns 52 5.13 1.509 
High 86 5.77 1.740 104 5.85 1.717 109 5.59 1.722 
Low 166 5.51 1.374 182 5.80 1.413 193 5.75 1.605 

The quality of the food(s) is Medium 39 5.33 1.344 ns 41 5.59 1.245 ns 42 5.43 1.364 high. 
High 66 5.85 1.428 83 6.07 1.286 94 5.94 1.494 

Note: Using Scheffe post hoc. Respondents rated items, where 1 = fully disagree, 7= fully agree. Statistically significant relationships are bolded. 

Sig. 
2-t 

.041(2,3) 

.041(3,2) 

ns 

ns 

ns 

ns 

ns 

ns 

ns 

ns 

ns 
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Appendix 11: Age versus EPI items 

Items Age group Expectations Perceptions 
n Mean SO Sig. n Mean SO Sig. n 

2·t 2·t 
35 and below 141 5.56 1.436 165 5.72 1.392 162 

This winery is easily accessible. 36·55 144 5.49 1.542 ns 170 5.84 1.365 ns 166 
Above 55 140 5.64 1.465 154 5.90 1.309 150 
35 and below 144 5.36 1.336 177 5.89 1.243 163 

This winery offers a pleasing 
36·55 145 5.57 1.413 ns 177 6.05 1.167 ns 160 atmosphere. 
Above 55 139 5.61 1.354 159 6.02 1.122 147 

Products offered in this winery 35 and below 137 5.31 1.211 172 5.67 1.194 160 
(wine, foods) are presented 36·55 136 5.39 1.399 ns 172 5.74 1.249 ns 157 
attractively. Above 55 136 5.60 1.219 155 5.83 1.244 142 
Winery staff are knowledgeable 35 and below 132 5.50 1.299 161 5.87 1.256 159 
about the available products. 36·55 135 5.49 1.376 ns 164 5.88 1.217 ns 158 

Above 55 134 5.65 1.339 149 5.98 1.068 143 
35 and below 138 5.58 1.366 167 5.83 1.308 160 

Several kinds of wines are 
36·55 136 5.49 1.535 169 5.71 1.482 160 available for tasting at this winery. ns ns 
Above 55 136 5.80 1.349 150 6.00 1.232 139 
35 and below 140 5:40 1.291 169 5.69 1.240 159 

The quality of the wines is high. 36·55 134 5.51 1.444 ns 166 5.83 1.249 ns 157 
Above 55 .137 5.60 1.257 160 5.66 1.298 141 
35 and below 129 5.13 1.388 162 5.38 1.479 157 

Visitors to this winery can learn 
36·55 121 5.25 1.433 ns 154 5.46 1.568 ns 154 about wines. 
Above 55 125 5.33 1.635 140 5.46 1.607 132 
35 and below 127 4.88 1.406 156 5.12 1.339 155 

Visitors can enjoy the 'total' 
36·55 120 4.78 1.627 ns 151 4.97 1.732 ns 154 winery experience. 
Above 55 124 5.17 1.545 138 4.93 1.628 131 
35 and below 128 5.46 1.688 157 5.55 1.700 157 

Food is available. 36·55 126 5.63 1.695 ns 152 5.83 1.698 ns 156 
Above 55 130 5.27 1.850 143 5.64 1.693 143 
35 and below 90 5.54 1.359 98 5.70 1.494 114 

The quality of the food(s) is high. 36·55 95 5.62 1.453 ns 120 5.94 1.272 ns 119 
Above 55 104 5.50 1.407 114 5.75 1.418 120 

Note: Using Scheffe post hoc. Respondents rated items, where 1 = fully disagree, 7= fully agree. Statistically Significant relationships are bolded. 

Importance 
Mean SO Sig. 

2·t 
4.93 1.545 

4.98 1.773 ns 

4.96 1.714 

5.88 1.146 

5.95 1.278 ns 

5.83 1.263 
5.31 1.406 
5.60 1.409 ns 

5.67 1.346 

5.98 1.139 
5.91 1.313 ns 

5.93 1.341 
6.03 1.046 
5.67 1.537 ns 
5.81 1.397 
6.14 1.034 
5.87 1.326 ns 

6.03 1.165 
5.40 1.493 
5.31 1.622 ns 

5.30 1.689 

5.25 1.564 
4.99 1.597 ns 

5.19 1.701 
4.82 1.966 .018(1,2) 

5.42 1.789 .018(2,1) 

5.28 1.836 
5.69 1.699 
5.92 1.290 ns 

5.69 1.571 
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Appendix 12: Educational attainment versus EPI items 

Items Educational Expectations Perceptions Importance 
attainment n Mean SO Sig. n Mean SO Sig. n Mean SO Sig. 

2·t 2·t 2·t 
P/H school (a) 92 5.86 1.552 103 6.10 1.233 .020(1,3) 105 5.33 1.708 .030(1,2) 

This winery is easily 
SUIP/OT (bl 138 5.55 1.425 161 5.88 1.283 153 4.77 1.703 .030(2,1) accessible. 
UUlPO (el 

ns 
.020(3,1) 184 5.46 1.467 212 5.64 1.452 209 4.93 1.617 

P/H school 97 5.59 1.512 109 6.02 1.298 106 5.92 1.278 
This winery offers a pleasing 

SUIP/OT 141 5.57 1.316 ns 167 6.01 1.103 ns 152 5.93 1.245 ns atmosphere. 
UUlPO 1.341 1.166 201 5.87 1.178 179 5.45 224 5.95 

Products offered in this P/H school 93 5.49 1.551 108 5.82 1.465 102 5.75 1.375 .037(1, 3) 
winery (wine, foods) are SUIP/OT 132 5.53 1.182 ns 162 5.77 1.140 ns 147 5.65 1.214 
presented attractively. 

UUlPD 176 5.35 1.251 217 5.67 1.202 199 5.32 1.500 .037(3, 1) 

Winery staff are P/H school 93 5.67 1.440 102 6.02 1.202 103 5.94 1.364 
knowledgeable about the SUIP/OT 129 5.70 1.291 153 5.90 1.113 ns 146 5.88 1.251 ns 
available products. UUlPO 169 5.43 1.313 

ns 
206 5.87 1.231 200 5.97 1.276 

Several kinds of wines are P/H school 94 5.68 1.533 103 5.76 1.550 103 5.84 1.419 
available for tasting at this SUIP/OT 128 5.67 1.375 ns 156 5.85 1.301 ns 144 5.74 1.408 ns 
winery. UUlPO 178 5.61 1.415 213 5.91 1.270 201 5.89 1.327 

P/H school 89 5.53 1.531 102 5.78 1.398 102 5.90 1.278 
The quality of the wines is 

SUIP/OT 134 5.64 1.288 ns 161 5.67 1.274 ns 144 6.09 1.090 ns high. 
UUlPD 180 5.40 1.314 5.73 1.237 200 6.01 1.230 219 
P/H school 85 5.39 1.481 96 5.45 1.589 98 5.31 1.683 

Visitors to this winery can 
SUIP/OT 124 5.26 1.508 ns 149 5.49 1.505 ns 142 5.35 1.585 ns learn about wines. 
UUlPD 159 5.23 1.493 200 5.41 1.563 193 5.32 1.601 
P/H school 82 5.10 1.512 92 5.10 1.697 96 5.18 1.622 

Visitors can enjoy the 'total' 
SUIP/OT 122 5.05 1.542 ns 144 5.22 1.543 ns 142 5.27 1.611 ns winery experience. 
UUlPO 159 4.81 1.540 197 4.82 1.520 192 4.97 1.670 
P/H school 86 5.64 1.735 97 6.00 1.561 .006(1,3) 103 5.69 1.709 .000(1,3) 

Food is available. SUIP/OT 130 5.59 1.650 ns 151 5.91 1.447 .006(2,3) 148 5.41 1.753 .002(2,3) 

UUlPD 159 5.26 1.837 191 5.34 1.862 194 4.70 1:970 
P/H school 73 5.71 1.349 84 5.89 1.389 88 5.82 1.543 

The quality of the food(s) is 
SUIP/OT 96 5.66 1.471 ns 114 5.89 1.362 ns 119 5.96 1.298 ns high. 
UUlPO 115 5.37 1.429 126 5.66 1.438 138 5.56 1.717 

Note: Using Scheffe post hoc. Respondents rated items, where 1 = fully disagree, 7= fully agree. (a) Primary I high school; (b) Some university / polytechnic lather tertiary; 
(c) Undergraduate I postgraduate university degree. Statistically significant relationships are bolded. 



Appendix 13: Income versus EPI items 
Items Income group Expectations Perceptions Importance 

n Mean SO Sig.2-t n Mean SO Sig.2-t n Mean SO Sig.2-t 
$NZ 60,000 and below 123 5.67 1.496 149 5.99 1.216 148 5.26 1.574 

This winery is easily accessible. $NZ 60,001-100,000 128 5.60 1.433 ns 144 5.78 1.319 ns 143 4.80 1.625 ns 

$NZ 100,001+ 131 5.52 1.443 149 5.79 1.453 138 4.86 1.748 
$NZ 60,000 and below 127 5.65 1.281 154 6.04 1.137 148 6.02 1.204 

This winery offers a pleasing 
$NZ 60,001-100,000 122 5.53 1.427 ns 151 5.97 1.180 ns 140 5.77 1.316 ns atmosphere. 
$NZ 100,001+ 135 5.36 1.290 157 5.94 1.207 134 5.89 1.142 

Products offered in this winery $NZ 60,000 and below 119 5.61 1.243 .039(1,3) 147 5.84 1.200 144 5.69 1.375 
(wine, foods) are presented $NZ 60,001-100,000 120 5.52 1.257 151 5.71 1.257 ns 136 5.45 1.460 ns 
attractively. $NZ 100,001+ 130 5.18 1.374 .039(3, 1) 154 5.68 1.288 134 5.41 1.287 
Winery staff are knowledgeable $NZ 60,000 and below 117 5.56 1.335 142 5.92 1.145 145 5.78 1.397 .030(1,3) 
about the available products. $NZ 60,001-100,000 111 5.61 1.273 ns 133 5.95 1.068 ns 136 5.74 1.322 .018(2,3) 

$NZ 100,001+ 
129 5.49 1.359 150 5.91 1.269 133 6.19 1.088 

.030(3,1) 

.018(3,2) 
$NZ 60,000 and below 117 5.86 1.203 144 6.08 1.144 .029(1,3) 144 5.90 1.345 

Several kinds of wines are available 
$NZ 60,001-100,000 116 5.56 1.428 141 5.66 1.428 .029(2,3) 137 5.78 1.259 for tasting at this winery. ns ns 

$NZ 100,001+ 135 5.52 1.496 154 5.75 1.412 133 5.81 1.404 
$NZ 60,000 and below 116 5.56 1.274 147 5.79 1.142 143 5.91 1.267 

The quality of the wines is high. $NZ 60,001-100,000 119 5.52 1.419 ns 144 5.60 1.281 ns 136 5.82 1.236 .021(2,3) 

$NZ 100,001+ 134 5.43 1.317 156 5.71 1.401 133 6.23 1.084 .021(3,2) 

$NZ 60,000 and below 107 5.39 1.386 135 5.55 1.480 143 5.33 1.560 
Visitors to this winery can learn 

$NZ 60,001- 100,000 109 5.16 1.529 ns 131 5.45 1.442 ns 129 5.19 1.567 ns about wines. 
$NZ 100,001+ 119 5.18 1.551 143 5.35 1.658 129 5.33 1.693 
$NZ 60,000 and below 109 5.20 1.496 136 5.03 1.619 137 5.12 1.615 

Visitors can enjoy the 'total' winery 
$NZ 60,001-100,000 107 4.81 1.506 ns 127 5.01 1.520 ns 131 5.06 1.626 ns experience. 
$NZ 100,001+ 118 4.81 1.552 141 4.92 1.682 131 5.06 1.640 

$NZ 60,000 and below 114 5.84 1.526 .001(1,3) 140 5.96 1.451 .014(1, 3) 145 5.57 1.739 .000(1,3) 
Food is available. $NZ 60,001-100,000 117 5.58 1.773 .028(2,3) 140 5.60 1.790 137 5.23 1.860 .019(2, 3) 

$NZ 100,001+ 116 4.98 1.779 132 5.36 1.854 .014(3,1) 130 4.59 1.960 
$NZ 60,000 and below 93 5.80 1.256 .008(1,3) 109 5.85 1.290 118 5.85 1.337 

The quality of the food(s) is high. $NZ 60,001- 100,000 94 5.64 1.302 109 5.72 1.441 ns 114 5.75 1.549 ns 
$NZ 100,001+ 76 5.13 1.586 .008(3, 1) 86 5.73 1.514 87 5.62 1.747 

Note: Using Scheffe post hoc. Respondents rated items, where 1= fully disagree, 7= fully agree. Statistically significant relationships are bolded. 
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Appendix 14: Planning or visiting spontaneously versus EPI items 

Items Group Expectations Perceptions Importance 
n Mean SO Sig. n Mean SO Sig. n Mean 

2-t 2-t 

This winery is easily accessible. 
Planned 255 5.54 1.500 291 5.85 1.347 293 4.99 
Spontaneous 

ns ns 
174 5.62 1.472 203 5.78 1.401 193 4.95 

This winery offers a pleasing Planned 256 5.55 1.413 304 6.08 1.053 .021 291 5.96 
atmosphere. Spontaneous 175 

ns 
1.326 5.46 1.316 213 5.83 187 5.80 

Products offered in this winery Planned 246 5.45 1.338 297 5.76 1.219 287 5.61 
(wine, foods) are presented Spontaneous 166 

ns ns 
attractively. 5.37 1.266 206 5.68 1.278 180 5.38 

Winery staff are knowledgeable Planned 240 5.59 1.369 284 5.92 1.174 288 5.99 
about the available products. Spontaneous 162 

ns ns 
5.50 1.306 192 5.88 1.222 180 5.86 

Several kinds of wines are Planned 244 5.67 1.457 287 5.91 1.283 285 5.91 
available for tasting at this winery. Spontaneous 167 5.57 1.377 

ns 
201 5.71 1.455 

ns 
181 5.70 

The quality of the wines is high. 
Planned 247 5.52 1.343 297 5.79 1.234 286 6.06 
Spontaneous 167 

ns ns 
5.44 1.365 202 5.61 1.323 178 5.92 

Visitors to this winery can learn Planned 225 5.28 1.560 271 5.50 1.537 272 5.40 
about wines. Spontaneous 

ns ns 
153 5.21 1.403 189 5.32 1.563 179 5.23 

Visitors can enjoy the 'total' Planned 226 4.92 1.617 269 5.10 1.576 274 5.23 
winery experience. Spontaneous 

ns ns 
150 5.01 1.397 182 4.93 1.568 174 4.95 

Food is available. 
Planned 233 5.48 1.793 273 5.67 1.766 283 5.25 

ns ns 
Spontaneous 152 5.43 1.721 181 5.71 1.597 180 5.04 

The quality of the food(s) is high. 
Planned 176 5.76 1.297 .003 205 5.87 1.348 214 5.86 
Spontaneous 114 

ns 
5.24 1.547 130 5.72 1.436 143 5.64 

Note: Using t-tests. Respondents rated items, where 1= fully disagree, 7= fully agree. Statistically significant relationships are balded. 

SO Sig. 
2-t 

1.662 
1.684 

ns 

1.190 
1.271 

ns 

1.325 

1.488 
ns 

1.263 
1.304 

ns 

1.306 
1.442 

ns 

1.150 
1.282 

ns 

1.600 
1.603 

ns 

1.612 
1.655 

ns 

1.859 
1.904 

ns 

1.467 
1.608 

ns 
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Appendix 15: Season (summer and autumn) versus EPI items 

Items Season Expectations Perceptions 
n Mean SO Sig. n Mean SO Sig. n 

2·t 2·t 

This winery is easily accessible. 
Summer 146 5.46 1.509 168 5.79 1.392 151 

ns ns 
Autumn 290 5.62 1.467 333 5.84 1.345 339 

This winery offers a pleasing atmosphere. 
Summer 143 5.33 1.398 174 5.94 1.159 150 

.050 
ns 

Autumn 296 5.60 1.349 351 6.01 1.182 332 

Products offered in this winery (wine, Summer 139 5.32 1.251 173 5.69 1.246 149 
foods) are presented attractively. ns ns 

Autumn 281 5.48 1.329 338 5.77 1.238 322 
Winery staff are knowledgeable about the Summer 147 5.60 1.286 172 6.09 1.097 .010 151 
available products. Autumn 262 5.53 

ns 
312 5.80 1.223 321 1.369 

Several wines are available for tasting at Summer 147 5.67 1.279 173 5.99 1.208 .049 151 
this winery. ns 

Autumn 271 5.61 1.494 323 5.76 1.418 319 

The quality of the wines is high. 
Summer 145 5.48 1.318 172 5.79 1.225 151 

Autumn 277 
ns 

5.70 1.289 
ns 

317 5.50 1.366 335 

Visitors to this winery can learn about Summer 137 5.20 1.420 167 5.43 1.530 148 
wines. ns ns 

Autumn 249 5.28 1.524 301 5.45 1.548 307 

Visitors can enjoy the 'total' winery Summer 137 4.94 1.484 162 5.03 1.550 146 
experience. Autumn 

ns ns 
245 4.97 1.552 295 5.04 1.577 305 

Food is available. 
Summer 118 5.03 1.781 141 5.26 1.799 142 
Autumn 274 5.64 1.711 .001 320 5.87 1.605 .001 325 

The quality of the food(s) is high. 
Summer 72 5.26 1.538 78 5.87 1.313 98 
Autumn 222 5.65 1.363 .042 1.401 

ns 
263 262 5.80 

Note: Using t·tests. Respondents rated items, where 1 = fully disagree, 7= fully agree. Statistically significant relationships are bolded. 

Importance 
Mean SO Sig. 

2·t 
4.93 1.701 

ns 
5.00 1.656 
5.88 1.226 

5.90 1.218 
ns 

5.40 1.380 
5.58 1.392 ns 

6.15 1.134 .008 

5.83 1.326 

5.91 1.383 

5.79 1.349 
ns 

6.16 1.084 .049 

5.94 1.244 

5.41 1.573 

5.30 1.609 
ns 

5.08 1.523 

5.15 1.677 
ns 

4.64 1.907 

5.41 1.813 .000 

5.41 1.734 

5.89 1.421 .014 
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Appendix 16: The WIX versus EPI items 

Items WIX Expectations Perceptions 
n Mean SO Sig. n Mean SO Sig. n 

2·t 2·t 

Low 62 5.63 1.652 68 6.12 1.240 68 
This winery is easily accessible. Medium 293 5.61 1.466 

ns 
342 5.81 1.392 340 ns 

High 81 5.38 1.401 91 5.66 1.301 82 
Low 61 5.62 1.496 

ns 
75 6.19 1.087 70 

The winery offers a pleasing 
Medium 300 5.49 1.384 358 5.98 1.193 ns 331 atmosphere. 
High 

ns 
78 5.50 1.214 92 5.85 1.157 81 

Low 54 5.56 1.462 69 5.93 1.298 64 
Products offered in this winery (wine, 

Medium 289 5.39 1.262 ns 351 5.73 1.206 ns 327 foods) are presented attractively. 
High 77 5.48 5.64 1.353 91 1.321 80 

Winery staff are knowledgeable about Low 47 5.77 1.355 60 6.17 1.107 64 
the available products. Medium 284 5.56 1.337 ns 333 5.87 1.191 ns 328 

High 78 5.42 1.334 91 5.85 1.210 80 
Low 53 5.66 1.556 65 5.97 1.311 66 

Several kinds of wines are available for 
Medium 285 5.69 1.365 339 5.83 1.338 323 tasting at this winery. ns ns 
High 80 5.40 1.514 92 5.79 1.441 81 
Low 48 5.52 1.502 63 6.00 1.270 60 

The quality of the wines is high. Medium 293 5.54 1.328 351 5.74 1.173 327 
ns ns 

High 81 5.31 1.329 93 5.51 1.551 81 
Low 45 5.09 1.593 57 5.56 1.402 57 

Visitors to this winery can learn about 
Medium 267 5.32 1.446 325 5.46 1.534 ns 321 wines. ns 
High 74 5.11 1.566 86 5.28 1.650 77 
Low 46 5.11 1.538 55 5.36 1.544 57 

Visitors can enjoy the 'total' winery 
Medium 262 5.02 1.539 ns 317 5.06 1.582 ns 313 experience. 
High 74 4.66 1.455 85 4.73 1.483 81 
Low 56 5.73 1.612 .024(1,3) 66 6.12 1.494 .000(1, 3) 69 

Food is available. Medium 273 5.54 1.723 .020(2,3) 324 5.75 1.584 .002(2,3) 322 
High 63 4.86 1.891 71 4.99 2.094 76 
Low 45 5.51 1.502 57 5.63 1.588 60 

The quality of food(s) is high. Medium 206 5.63 1.362 ns 232 5.95 1.232 .031(2,3) 249 
High 43 5.28 1.563 51 5.39 1.662 .031(3,2) 52 

Note: Using Scheffe post hoc. Respondents rated items, where 1 = fully disagree, 7= fully agree. Statistically significant relationships are bolded. 

Importance 
Mean SO Sig. 

2·t 

5.38 1.630 .003(1,3) 

5.02 1.624 .023(2,3) 

4.46 1.779 
6.09 1.225 .033(1,3) 

5.94 1.185 

5.57 1.303 .033(3, 1) 

5.67 1.512 

5.53 1.347 ns 

5.40 1.463 
5.97 1.469 

5.92 1.229 ns 

5.95 1.311 

5.73 1.651 
5.90 1.227 ns 

5.63 1.577 
5.75 1.580 
6.06 1.094 

ns 
6.00 1.265 

5.49 1.804 

5.38 1.518 ns 

5.04 1.735 
5.18 1.794 

5.22 1.571 ns 

4.73 1.681 

5.77 1.708 .000(1, 3) 

5.25 1.791 .000(2,3) 

4.32 2.086 
5.95 1.307 
5.78 1.511 ns 

5.44 1.787 



Appendix 17: Questionnaire Format 1 
Section C: Your winery visit. 

1) Using the following scale please circle a number to indicate how important the following items 
were to you on this occasion (left side). Then, on the right side, please indicate what you expected 
before visiting this winery, and how you felt after your experience on the same items. 

Importance to you Before After 

1 2 3 4 5 6 7 0 This winery is easily accessible. 

1 2 3 4 5 6 7 0 The winery offers a pleasing atmosphere. 

1 2 3 4 5 6 7 0 Products offered in this winery (wine, foods) are presented 
attractively. 

1 2 3 4 5 6 7 0 Winery staff are knowledgeable about the available 
products. 

1 2 3 4 5 6 7 0 Several kinds of wines are available for tasting at this 
wmery. 

1 2 3 4 5 6 7 0 The quality of the wines is high. 

1 2 3 4 5 6 7 0 Visitors to this winery can learn about wines. 

Visitors can enjoy the 'total' winery experience (e.g., try 
1 2 3 4 .5 6 7 0 local products, enjoy the winery atmosphere, learn about 

wine-related activities, meet the wine maker). 

1 2 3 4 5 6 7 0 Food is available. 

1 2 3 4 5 ·6 7 0 The quality offood(s) is high (if not available please leave 
blank). 

2) Why did you visit this particular winery? ___________________ _ 

3) Please indicate your experience at this winery by rating the following elements (please circle): 

This visit was worth all the time I invested to get here 1 2 3 4 5 6 7 0 

This visit was worth all the effort I invested to get here 1 2 3 4 5 6 7 0 

The quality of the wines was worth the price I paid for 
1 2 3 4 5 6 7 0 

them 

The quality of the food was worth the price I paid for it 1 2 3 4 5 6 7 0 

The quantity of the food was worth the price I paid for it 1 2 3 4 5 6 7 0 
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Appendix 18: Questionnaire Format 2 

Section C: Yonr winery visit. 

1) How important were the following items to you on this occasion? (please circle) 

~gtMiyjWiImpPtt4~~;i;/~'S"i;;;'i';~igJ;"~;;;; .. i<~~\?: ~1~;<%;~~;;$;~;1't~i'£r§2if!1~f?t~17J~r~lt~:i~!r:im~t~1rmnQE1!l1~~t:~iJ!~~QRlm&~~tQ 
Itt mpor ance o you 

This winery is easily accessible. 1 2 3 4 5 6 7 0 

The winery offers a pleasing atmosphere. 1 2 3 4 5 6 7 0 

Products offered in this winery (wine, foods) are presented 1 2 3 4 5 6 7 0 
attractively. 

Winery staff are knowledgeable about the available products. 1 2 3 4 5 6 7 0 

Several kinds of wines are available for tasting at this winery. 1 2 3 4 5 6 7 0 

The quality of the wines is high. 1 2 3 4 5 6 7 0 

Visitors to this winery can learn about wines. 1 2 3 4 5 6 7 0 

Visitors to this winery can enjoy the 'total' winery experience (e.g., 1 2 3 4 5 6 7 0 
try local products, enjoy the winery atmosphere, learn about wine-
related activities, meet the wine maker). 

Food is available. 1 2 3 4 5 6 7 0 

The quality of food(s) is high (if food was not available please leave 1 2 3 4 5 6 7 0 
blank). 

2) Using the following scale please indicate what you expected before visiting this winery, and how 
you felt after your experience on the following items: 

Fti,UY. disag.t~¢ 
Before After 

This winery is easily accessible. 

The winery offers a pleasing atmosphere. 

Products offered in this winery (wine, foods) are presented attractively. 

Winery staff are knowledgeable about the available products. 

Several kinds of wines are available for tasting at this winery. 

The quality of the wines is high. 

Visitors to this winery can learn about wines. 

Visitors can enjoy the 'total' winery experience (e.g., try local products, enjoy 
the winery atmosphere, learn about wine-related activities, meet the wine maker). 

Food is available. 

The quality offood(s) is high (if food was not available please leave blank). 
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Appendix 19: Questionnaire Format 3 
1) Using the following scale please indicate what you expected before visiting this winery, and how 
you felt after your experience on the following items: 

Before After 

This winery is easily accessible. 

The winery offers a pleasing atmosphere. 

Products offered in this winery (wine, foods) are presented attractively. 

Winery staff are knowledgeable about the available products. 

Several kinds of wines are available for tasting at this winery. 

The quality of the wines is high. 

Visitors to this winery can learn about wines. 

Visitors can enjoy the 'total' winery experience (e.g., try local products, enjoy the 
winery atmosphere, learn about wine-related activities, meet the wine maker). 

Food is available. 

The quality of food(s) is high (if food was not available please leave blank). 

2) Now I would like to ask you how important these same items were to you on this occasion 
(please circle). . 

Tsit'itlY@Jmp9Haat"> •• ··1:<.~~:2/. ; .•.• ·{3·!.4;\l:i~~~$:£J2:i·;rc~i;~;t i§~{ii{i~it~t~~i'rt~jY;iiPp~H@Hi~";.;t.· ~~;'RP{i}i,8~::'Q 
Importance to you 

This winery is easily accessible. 1 2 3 4 5 6 7 0 

The winery offers a pleasing atmosphere. 1 2 3 4 5 6 7 0 

Products offered in this winery (wine, foods) are presented attractively. 1 2 3 4 5 6 7 0 

Winery staff are knowledgeable about the available products. 1 2 3 4 5 6 7 0 

Several kinds of wines are available for tasting at this winery. 1 2 3 4 5 6 7 0 

The quality of the wines is high. 1 2 3 4 5 6 7 0 

Visitors to this winery can learn about wines. 1 2 3 4 5 6 7 0 

Visitors to this winery can enjoy the 'total' winery experience (e.g., try 
local products, enjoy the winery atmosphere, learn about wine-related 1 2 3 4 5 6 7 0 
activities, meet the wine maker). 

Food is available. 1 2 3 4 5 6 7 0 

The quality offood(s) is high (if food was not available please leave 1 2 3 4 5 6 7 0 
blank). 
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" Appendix 20: Questionnaire Format 4 

Section C: Your winery visit. 

1) Using the following scale please indicate what you expected before visiting this winery, and how 
you felt after your experience on the same items. Finally, on the far right side, please circle a 
number to indicate how important these same items were to you on this occasion. 

Before After Importance to you 

This winery is easily accessible. 1 2 3 4 5 6 7 

The winery offers a pleasing atmosphere. 1 2 3 4 5 6 7 

Products offered in this winery (wine, foods) are presented 1 2 3 4 5 6 7 
attractively. 

Winery staff are knowledgeable about the available products. 1 2 3 4 5 6 7 

Several kinds of wines are available for tasting at this winery. 1 2 3 4 5 6 7 

The quality of the wines is high. 1 2 3 4 5 6 7 

Visitors to this winery can learn about wines. 1 2 3 4 5 6 7 

Visitors can enjoy the 'total' winery experience (e.g., try local 
products, enjoy the winery atmosphere, learn about wine-
related activities, meet the wine maker). 1 2 3 4 5 6 7 

Food is available. 
1 2 3 4 5 6 7 

The quality offood(s) is high (ifnot available please leave 
1 2 3 4 5 6 7 blank). 

2) Why did you visit this particular winery? ___________________ _ 

3) Please indicate your experience at this winery by rating the following elements (please circle): 

This visit was worth all the time I invested to get here 1 2 3 4 5 6 7 0 

This visit was worth all the effort I invested to get here 1 2 3 4 5 6 7 0 

The quality of the wines was worth the price I paid for them 1 2 3 4 5 6 7 0 

The quality of the food was worth the price I paid for it 1 2 3 4 5 6 7 0 

The quantity of the food was worth the price I paid for it 1 2 3 4 5 6 7 0 
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Appendix 21 (A): Testing potential differences among the four EPI 
formats using non-parametric and parametric tests (1) 

Kruskal-Wallis Scheffe post hoc 

EPlltem Format n Mean Test Value Format n Mean SO 
rank statistics 

1) This winery is easily 1 152 209.00 1.
2 1.303 Format 1 152 1.27 4.840 

accessible. 2 87 206.56 df 3 Format 2 87 .79 4.218 

3 102 204.16 Asymp. .728 Format 3 102 1.08 6.671 

4 76 218.29 Sig. Format 4 76 1.54 4.038 

2) This winery offers a 1 138 204.43 x2 2.356 Format 1 138 2.36 7.586 
pleasing atmosphere. 2 91 193.82 df 3 Format 2 91 1.84 6.991 

3 102 201.92 Asymp. .502 Format 3 102 2.56 7.438 

4 76 218.20 5ig. Format 4 76 3.62 6.953 

3) Products offered in 1 134 191.65 y"2 .657 Format 1 134 1.66 6.460 
this winery 2 84 192.25 df 3 Format 2 84 1.42 4.592 
(wine, foods) are 

98 1.84 9.249 presented attractively. 3 98 194.00 Asymp. .883 Format 3 

4 72 203.11 5ig. Format 4 72 1.97 8.387 

4) Winery staff are 1 136 184.81 1.
2 6.789 Format 1 136 1.24 7.416 

knowledgeable about 2 81 206.19 df 3 Format 2 81 2.89 6.843 
the available products. 

87 .63 8.003 3 87 171.26 Asymp. .079 Format 3 

4 74 201.30 5ig. Format 4 74 3.22 8.031 

5) Several kinds of 1 135 186.27 x2 1.082 Format 1 135 .41 8.064 
wines are available 2 81 191.10 df 3 Format 2 81 .36 7.015 
for tasting at this 92 .83 8.599 3 92 195.23 Asymp. .781 Format 3 
winery. 

4 75 199.33 5ig. Format 4 75 1.57 7.706 

6) The quality of the 1 138 190.30 '1.2 1.992 Format 1 138 .64 6.546 
wines is high. 2 86 207.14 df 3 Format 2 86 2.07 6.279 

3 93 189.84 Asymp. .574 Format 3 93 .68 8.880 

4 73 198.84 5ig. Format 4 73 1.47 8.054 

7) ViSitors to this 1 127 164.40 X
2 5.504 Format 1 127 .08 7.073 

winery can learn about 2 70 190.57 df 3 Format 2 70 2.14 8.238 
wines. 

79 7.888 3 79 160.39 Asymp. .138 Format 3 .44 

4 65 175.72 5ig. Format 4 65 2.14 7.792 

8) ViSitors can enjoy 1 122 160.27 1.
2 3.632 Format 1 122 -.24 7.258 

the 'total' winery 2 70 184.01 df 3 Format 2 70 2.09 7.231 
experience. 

78 1.17 9.577 3 78 169.89 Asymp. .304 Format 3 

4 64 160.30 5ig. Format 4 64 .47 8.342 

9) Food is available. 1 124 181.45 x2 .693 Format 1 124 .79 5.802 

2 76 191.77 df 3 Format 2 76 1.79 5.305 

3 102 183.35 Asymp. .304 Format 3 102 1.25 6.816 

4 66 183.64 5ig. Format 4 66 .74 7.152 

10) The quality of the 1 74 124.24 '1.
2 1.997 Format 1 74 .77 6.963 

food(s) is high. 2 57 128.36 df 3 Format 2 57 1.32 5.785 

3 88 133.13 Asymp. .573 Format 3 88 1.26 11.016 

4 42 142.04 5ig. Format 4 42 3.02 9.262 

(1) Including zero ratings from the formula (P - E) x I. 
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Appendix 21 (B): Testing potential differences among the four EPI 
formats using non-parametric and parametric tests (1) 

Kruskal-Wallis Scheffe post hoc 

EPlltem Format n Mean Test Value Format n Mean SO Sig. 
rank statistics 

1) This winery is 1 25 49.78 '12 3.161 Format 1 25 7.72 9.775 
easily accessible. 2 18 39.44 df 3 Format 2 18 3.83 8.813 

24 38.48 24 4.58 13.367 
ns 

3 Asymp. 
.367 

Format 3 

4 19 45.42 Sig. Format 4 19 6.16 6.158 

2) This winery offers 1 50 80.46 ·l .995 Format 1 50 6.52 11.543 
a pleasing 2 34 74.04 df 3 Format 2 34 4.91 10.850 
atmosphere. 

40 80.13 40 6.53 10.804 
ns 

3 Asymp. Format 3 
.802 

4 35 84.99 Sig. Format 4 35 7.86 8.507 

3) Products offered 1 50 89.90 '12 .801 Format 1 50 4.44 10.033 
in this winery 2 34 81.59 df 3 Format 2 34 3.50 6.748 
(wine, foods) are 

51 86.40 51 3.53 12.643 
ns 

presented 3 Asymp. Format 3 
Sig. 

.849 
attractivelv. 4 39 91.01 Format 4 39 3.64 11.189 

4) Winery staff are 1 50 76.95 ./ 7.246 Format 1 50 3.36 12.010 
knowledgeable 2 37 87.86 df 3 Format 2 37 6.32 9.040 
about the available 

38 64.29 38 1.45 12.152 
products. 3 Asymp. 

.064 
Format 3 ns 

4 32 89.42 Sig. Format 4 32 7.44 10.931 

5) Several kinds of 1 43 64.38 X
2 .276 Format 1 43 1.30 14.364 

wines are available 2 26 64.79 df 3 Format 2 26 1.12 12.513 
for tasting at this 33 66.56 33 2.30 14.380 

ns 
3 Asymp. Format 3 

winery. Sig. .965 
4 29 68.84 Format 4 29 4.07 12.101 

6) The quality of the 1 46 72.41 ./ .726 Format 1 46 1.93 11.309 
wines is high. 2 37 79.00 df 3 Format 2 37 4.81 8.919 

33 71.27 33 1.91 14.976 
ns 

3 Asymp. Format 3 
Sig. 

.867 
4 31 73.29 Format 4 31 3.45 12.190 

7) Visitors to this 1 41 66.04 X2 4.567 Format 1 41 .24 12.551 
winery can learn 2 34 82.18 df 3 Format 2 34 4.41 11.471 
about wines. 

36 63.49 .97 
ns 

3 Asymp. Format 3 36 11.753 

30 Sig. .206 
4 74.13 Format 4 30 4.63 11.047 

8) Visitors can enjoy 1 48 76.01 '12 2.916 Format 1 48 -.60 11.636 
the 'total' winery 2 36 92.44 df 3 Format 2 36 4.06 9.739 
experience. 

45 81.80 45 2.02 12.600 
ns 

3 Asymp. Format 3 
Sig. .405 

4 33 77.14 Format 4 33 .91 11.687 

9) Food is available. 1 35 58.80 X2 1.424 Format 1 35 2.80 10.770 

2 28 63.52 df 3 Format 2 28 4.86 7.920 

28 60.48 Asymp. 28 4.54 12.583 
ns 

3 Format 3 
26 Sig. .700 

4 52.81 Format 4 26 1.88 11.434 

10) The quality of the 1 20 55.03 '1.2 1.333 Format 1 20 2.85 13.417 
food(s) is high. 2 25 55.22 df 3 Format 2 25 3.00 8.534 

3 48 55.57 Asymp. 48 2.31 14.904 
ns 

Fonmat3 
Sig. .721 

4 20 64.63 Format 4 20 6.35 12.762 

(1) Excluding zero ratings from the result of the EPI formula (P - E) x I. 
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