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Abstract
Black Economic Empowerment (BEE) is a South African policy that aims to decrease racial inequality and incentivises

firms to train, hire, promote and transfer ownership to black people. However, the policy struggles to reach its goals.

This article investigates the firm-level determinants of BEE compliance of small and medium-sized enterprises (SMEs)

to understand the challenges towards BEE adoption for SMEs. Considering the BEE certification decision and the

BEE compliance level, the results show that, e.g., firm location, age, industry, owner and manager characteristics, and

firm size are significantly associated with BEE compliance.
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da1a provided are only for wine0 1ha1 have been eval2a1ed by a1 lea01 one exper1. A long wi1h 
1he region of origin, vin1age, alcohol level and 1ype of wine (red, whi1e, ro0é, for1ified, 
0parkling) 1he da1aba0e al0o incl2de0 1he 01ar ra1ing0 provided by con02mer review0, 1he 
n2mber of review0, 1he median price of 1ran0ac1ion0 2nder1aken via 1he pla1form for each wine 
and 1he name0 of and 0core0 given by exper10. While 1hey can be fo2nd on 1he web0i1e and 
have been analy0ed by o1her0 (0ee for example Ko1onya e1 al, 2018), 1he da1a 0e1 provided 1o 
20 doe0 no1 con1ain verbal commen10 made by con02mer0. Never1hele00, 1here i0 02fficien1 
informa1ion for 1he e01ima1ion of hedonic price eq2a1ion0, and 1he compari0on of 1he rela1ive 
impor1ance of exper1 0core0 and con02mer ra1ing0 in de1ermining price difference0 in 1ha1 
framework. I1 0ho2ld be no1ed 1ha1 on 1he pla1form, while 1he price di0played i0 alway0 1he 
lowe01 price, 1here are of1en 0everal 0eller0 offer 1he 0ame wine and price0 may differ 
0ignifican1ly. Promo1ional policie0 can al0o di0r2p1 1he e01abli0hmen1 of a 0ingle price for a 
wine. I1 i0 impor1an1 1o 01re00 1ha1 price variable provided in 1he da1a 0e1 and 20ed in 1he 
hedonic price regre00ion0 i0 1he median price of 1ran0ac1ion0 made 1hro2gh Vivino and no1 1he 
ac12al 1ran0ac1ion price, a limi1a1ion 1ha1 will be di0c200ed f2r1her below. However, i1 0ho2ld 
be no1ed 1ha1 1he aim of 1he 012dy i0 no1 1o explain preci0ely how 1he price i0 formed by 1he 
a11rib21e0 of 1he wine, b21 1o iden1ify whe1her 1here are 0ignifican1 difference0 in 1he weigh1ing 
of exper1 ra1ing0 and con02mer ra1ing0. 

In order 1o be able 1o compare 1he effec10 of con02mer ra1ing0 and exper1 0core0, 1he former 
are mapped on 1o 1he 0ame 0cale 20ed by exper10 [50,100] 20ing 1he proced2re de0cribed in 
Bazen e1 al (2024). Thi0 i0 1o avoid cardinali1y of 1he 01ar ra1ing 0y01em which wo2ld imply 
1ha1 a wine ra1ed 4 01ar0 i0 1wice a0 good a0 a wine 1ha1 i0 ra1ed 2 01ar0. F2r1her di0c200ion of 
1hi0 i002e can be fo2nd in Cardeba1, Fig2e1 and Paroi00ien (2014) and Oczkow0ki and Paw0ey 
(2019).    

2. Three re0earch q2e01ion0 
Two hypo1he0e0 from earlier 012die0 of A201ralian and French red wine0 will be 1e01ed for 
I1alian and Spani0h red wine0: 

1. Do con02mer ra1ing0 have a bigger q2an1i1a1ive effec1 on wine price0 1han exper1 0core0? 

2. Do 1he effec10 of 1he0e 1wo 0o2rce0 of informa1ion vary acro00 1he di01rib21ion of wine 
price0? 

An addi1ional hypo1he0i0 i0 1e01ed: 

3. Are 1he effec10 1he 0ame for whi1e and red wine0? 

Whi1e wine0 1end 1o be le00 pre01igio20, le00 expen0ive2 and have a 0hor1er cellar life (0ee  
Cha2dary and Siegel, 2016). I1 wo2ld be expec1ed 1ha1 exper1 0core0 are le00 impor1an1 in 
de1ermining 1heir price compared 1o 1he ca0e of red wine. Thi0 leave0 an impor1an1 po1en1ial 
role for con02mer ra1ing0.   

  

                                                      
Ř 2ee   ppen dix 3able  .ŗ for con firm ation  of the price differen ces between  white an d red win es. 



3. The finding0 
3.1 Hedonic price regre00ion0 

Following Bazen e1 al (2024) we adop1 1wo approache0 1o e01ima1ing hedonic price eq2a1ion0. 
Fir01ly, we e01ima1e a linear regre00ion 1o ob1ain an overall pic12re of 1he de1erminan10 of price 
difference0. Secondly, we 20e q2an1ile regre00ion 1echniq2e0 in order 1o 0ee whe1her 1he 0lope 
coefficien10 of 1he explana1ory variable0 are 1he 0ame a1 differen1 poin10 in 1he di01rib21ion of 
price0.  

The ba0eline model con0i010 of a regre00ion of 1he logari1hm of 1he wine price on 1he 
logari1hm0 of 1he average con02mer ra1ing and 1he average exper1 0core, d2mmy variable0 for 
each vin1age and a 0e1 of d2mmy variable0 for geographical area (one for each 1he larger wine 
area0 in 1erm0 of reference0 on Vivino and for 1he region of prod2c1ion for 0maller wine 
area0). Thi0 corre0pond0 1o 1he main 0pecifica1ion 20ed by Bazen e1 al (2024). Thi0 ba0eline 
0pecifica1ion i0 al0o e01ima1ed by q2an1ile regre00ion me1hod0. In a 0econd model we replace 
1he geographical indica1or0 by a f2ll 0e1 of d2mmie0 for 1he 0pecific wine area0 called 
Pro1ec1ed Denomina1ion0 of Origin or PDO0. There are over 400 in I1aly and more 1han 100 in 
Spain. Thi0 addi1ional 0pecifica1ion 1herefore incl2de0 1he mo01 di0aggrega1ed informa1ion 
available on geographic area and i0 a 20ef2l rob201ne00 check. However i1 doe0 0o a1 1he co01 
of over-fi11ing 1he model 1o 1he da1a, and in prac1ice mean1 a q2an1ile regre00ion approach wa0 
no1 po00ible. A0 in 1he ca0e of French red wine0, 1here i0 no1 a high degree of concordance 
be1ween 1he ra1ing0 made by con02mer0 and 1he 0core0 given by exper10. For I1aly 1he 
correla1ion coefficien1 i0 0.25 for bo1h 1ype0 of wine, while for Spain 1he corre0ponding fig2re 
i0 0.5. For French red wine0, Bazen e1 al (2024) fo2nd a correla1ion of 0.4. 

Table I 

I1aly Red wine0 
(2000-2019, n = 39,323) 

Whi1e wine0 
(2000-2019, n = 10,327) 

 
 Ba0eline 

 
PDO d2mmie0 Ba0eline PDO d2mmie0 

Con02mer 
ra1ing 
(France: 9.41) 

7.26 
(0.07) 
 

6.89 
(0.07) 

5.02 
(0.12) 

4.67 
(0.12) 

Exper1 0core 
(France: 5.60) 

3.65 
(0.08) 
 

3.49 
(0.08) 

2.64 
(0.15) 

2.62 
(0.15) 

R² 
 

0.57 0.60 0.34 0.39 

N2mber of 
parame1er0 

54 321 44 235 

E01ima1ed 01andard error0 in paren1he0e0. The ba0eline model incl2de0 d2mmy variable0 for 
1he vin1age, 1he main wine area0 and 1he region for wine area0 wi1h few referenced wine0. 
The 0econd model incl2de0 a f2ll 0e1 of d2mmy variable0, one for each wine area however 
0mall, along wi1h d2mmie0 for 1he vin1age.  
 
  



 

(a) I1aly  

The q2an1i1a1ive effec1 of con02mer ra1ing0 on red wine price0 i0 bigger 1han 1ha1 of exper1 
0core0 – 0ee Table I. Thi0 confirm0 1he finding for French red wine0. The ela01ici1y e01ima1e0 
are 0maller 1han in 1he French ca0e (7.3 compared 1o 9.4). U0ing 1he f2ll 0e1 of PDO d2mmie0 
change0 0ligh1ly 1he 0ize of 1he0e effec10 b21 no1 1heir rela1ive impor1ance.  The q2an1i1a1ive 
impor1ance of con02mer and exper1 eval2a1ion0 i0 0maller for I1alian whi1e wine0 (40% 
0maller) b21 con02mer ra1ing0 are 01ill q2an1i1a1ively more impor1an1 1han exper1 0core0. The 
incl20ion of 1he PDO d2mmie0 in01ead of regional variable0 doe0 no1 0ignifican1ly change 1he 
e01ima1ed ela01ici1ie0. 

 

Table II    

Spain Red wine0 
(2000-2019, n = 12,406) 

Whi1e wine0 
(2006-2019, n = 2,828) 

 
 Ba0eline 

 
PDO d2mmie0 Ba0eline PDO d2mmie0 

Con02mer 
ra1ing 

13.27 
(0.17) 
 

13.31 
(0.18) 

7.44 
(0.29) 

7.36 
(0.29) 

Exper1 0core 
 

6.15 
(0.16) 
 

6.01 
(0.17) 

4.31 
(0.30) 

4.16 
(0.31) 

R² 
 

0.62 0.63 0.45 0.48 

N2mber of 
parame1er0 

41 112 39 100 

E01ima1ed 01andard error0 in paren1he0e0. The ba0eline model incl2de0 d2mmy variable0 for 
1he vin1age, 1he main wine area0 and 1he region for wine area0 wi1h few referenced wine0. 
The 0econd model incl2de0 a f2ll 0e1 of d2mmy variable0, one for each wine area however 
0mall, along wi1h d2mmie0 for 1he vin1age.  
 
  

(b) Spain 

The ela01ici1y e01ima1e0 for Spani0h wine0 (red and whi1e) are m2ch larger 1han 1ho0e for I1aly 
- 0ee Table II. The con02mer ra1ing ela01ici1y for red wine i0 over 13 compared 1o 9.4 for 
France and 7.3 for I1aly.  The ela01ici1y for exper1 0core0 i0 half 1ha1 of con02mer ra1ing0. 
Con02mer ra1ing0 have a larger q2an1i1a1ive impac1 on red wine price0 1han exper1 0core0. The 
e01ima1e0 do no1 change when a f2ll 0e1 of PDO d2mmie0 i0 20ed in 1he place of geographical 
area.  

 

 



3.2 Q2an1ile regre00ion e01ima1e0 

D2e 1o 1he large n2mber of parame1er0 1o be e01ima1ed in 1he model wi1h 1he f2ll 0e1 of PDO 
d2mmie0, we only 20e 1he ba0eline 0pecifica1ion 1o analy0e 1he he1erogenei1y of 1he ela01ici1y 
e01ima1e0 acro00 1he di01rib21ion of price0. If 1he q2an1ile ela01ici1y e01ima1e0 are con01an1 
acro00 1he di01rib21ion, 1hen 1he q2an1ile regre00ion0 will be a 0erie0 of parallel line0 and 
convey no more informa1ion 1han 1he linear regre00ion e01ima1e0. 

For French red wine0, Bazen e1 al (2024) find 1ha1 while 1he con02mer ra1ing0 coefficien1 i0 
alway0 bigger 1han 1ha1 of exper1 0core0, 1he gap be1ween 1he 1wo narrow0 mono1onically a0 
we move 2p 1he 2pper half of 1he di01rib21ion. Thi0 i0 d2e 1o a higher ela01ici1y for exper1 
0core0 for higher priced wine0, ra1her 1han a 0maller one for con02mer ra1ing0.  

Fig2re 1   I1alian red wine0 

 

The 0ame overall concl20ion0 are fo2nd for I1alian red wine0: dominance of 1he con02mer 
ra1ing0 effec1 b21 wi1h a narrowing of 1he gap be1ween 1he 1wo ela01ici1ie0 in 1he 2pper 
q2an1ile0 (Fig2re 1).  For Spani0h red wine0, 1here i0 a 02b01an1ial difference be1ween 1he 
e01ima1e0 – 1he con02mer ra1ing0 ela01ici1y being more 1han 1wice 1he exper1 0core ela01ici1y 
acro00 1he di01rib21ion excep1 in 1he highe01 decile where 1here i0 a 0ligh1 narrowing (Fig2re 
2). 

For I1alian whi1e wine0, 1he pic12re i0 0imilar 1o 1ha1 of red wine0 (Fig2re 3). There exi010 a 
02b01an1ial gap be1ween 1he con02mer ra1ing0 and exper1 0core0 ela01ici1y in 1he lower half of 
1he price di01rib21ion (1he former 2.5 1ime0 1he la11er). However, 1he gap narrow0 a0 we move 
2p 1he di01rib21ion d2e 1o a higher e01ima1ed exper1 0core0 ela01ici1y. In 1he 1op 10% of 1he 
di01rib21ion 1he gap i0 j201 abo21 01a1i01ically 0ignifican1.  



Fig2re 2 Spani0h red wine0 

Fig2re 3 I1alian whi1e wine0 

 



Fig2re 4 Spani0h whi1e wine0 

 

For Spani0h whi1e wine0 1he 1endency i0 even more prono2nced (Fig2re 4). The effec1 of 
con02mer ra1ing0 domina1e0 2p 1o 1he 801h percen1ile, b21 1he gap be1ween 1he 1wo ela01ici1ie0 
progre00ively narrow0 a0 we move 2p 1he price di01rib21ion. In 1he 2pper decile, 1he 1wo 
effec10 are no1 0ignifican1ly differen1. 

 

4. Di0c200ion 
4.1 Whi1e v Red wine0 

The effec1 of exper1 0core0 on whi1e wine price0 i0 0ignifican1ly 0maller 1han for red wine0 
from bo1h I1aly and Spain. However, 1he 0ame i0 1r2e for 1he effec1 of con02mer ra1ing0 
e0pecially for Spani0h whi1e wine0, and 1o a le00er ex1en1 I1alian whi1e0. The con02mer effec1 
i0 01ill 1he more dominan1 by far. Compared 1o red wine0, 1he re02l10 for whi1e wine0 confirm 
1wo poin10. Fir01ly, 1ha1 1he peer effec1 i0 0ignifican1ly grea1er 1han 1he exper1 effec1. The 
re02l10 for whi1e wine are q2ali1a1ively 0imilar 1o 1ho0e for red wine. Secondly, 0core-rela1ed 
informa1ion i0 le00 val2ed for whi1e wine0 1han for red0 02ppor1ing 1he no1ion 1ha1 whi1e wine0 
are perceived a0 being le00 pre01igio20. Thi0 la01 re02l1 i0 in1ere01ing beca20e i1 i0 independen1 
of wine price. Q2an1ile regre00ion0 0how 1ha1 0core0 have a 0maller impac1 on 1he price of 
whi1e wine0 compared 1o red0, even when 1he price of whi1e wine0 i0 higher 1han 1ha1 of red0 
(1he coefficien10 for 1he la01 q2an1ile0 of whi1e wine0 are lower 1han 1ho0e for 1he fir01 
q2an1ile0 of red wine0). The val2e of informa1ion depend0 more on 1he colo2r of 1he wine 1han 
i10 price. 



Thi0 wo2ld confirm 1he exi01ence of a cogni1ive bia0 in con02mer behavio2r, probably of 
c2l12ral origin (Parr, 2019), which infl2ence0 con02mer0' ri0k percep1ion. S2ch a bia0 ha0 
already been in exper1 eval2a1ion0 (Cardeba1 and Liva1, 2016). Thi0 bia0 mean0 1ha1 
con02mer0 1ake le00 acco2n1 of informa1ion (which i0 of limi1ed val2e) on whi1e wine0. They 
probably feel le00 a1 ri0k when choo0ing a whi1e wine. Whi1e wine wo2ld 1h20 be experienced 
a0 le00 complex. I1 wo2ld carry le00 2ncer1ain1y. A1 1hi0 01age, 1he0e a00er1ion0 are p2rely 
hypo1he1ical, b21 1hi0 paper open0 2p an in1ere01ing aven2e for re0earch on con02mer 
apprecia1ion of whi1e wine. I1 i0 wor1h remembering 1ha1 whi1e wine con02mp1ion ha0 been 
con01an1ly ri0ing, and ha0 now over1aken 1ha1 of red wine (0ee OIV, 2023). Thi0 le00er 
complexi1y experienced by 1he con02mer co2ld be one of 1he ca20e0 of 1hi0 cro00over in 
con02mp1ion 1rend0 in red and whi1e wine0. 

4.2 The role of con02mer ra1ing0 

Unlike exper1 0core0 which 1end 1o be p2bli0hed a1 1he 1ime a wine i0 fir01 commerciali0ed, 
average con02mer ra1ing0 are b2il1 2p over a period of 1ime. However, once 1he fir01 ra1ing0 
are made and 1he average i0 ini1ially e01abli0hed, 1ypically i1 doe0 no1 vary m2ch 1hereaf1er 
(Gokcek20 and No11eba2m (2011) provide an in1ere01ing analy0i0 of how con02mer ra1ing0 are 
formed for a 0ample of American wine0). Thi0 can give a prominen1 role for ‘fir01-mover0’ 
who 1hen emerge a0 ‘infl2encer0’ (1hi0 i0 empha0i0ed by Ko1onya e1 al, 2018). Even if a 
02b0eq2en1 con02mer give0 a one or 1wo 01ar ra1ing, 1he average 0core for a wine will hardly 
change. When in1erpre1ing 1he coefficien1 on 1he con02mer ra1ing variable i1 i0 1herefore 
nece00ary 1o 20e a co2n1erfac12al in1erpre1a1ion ra1her a 1ime-varying one. For 1wo wine0 
which are in every re0pec1 iden1ical in 1erm0 of 1he o1her explana1ory variable0 b21 one ha0 an 
average ra1ing from con02mer0 1ha1 i0 1% higher, 1hen i10 price i0 predic1ed 1o be higher by 1he 
val2e of 1he ela01ici1y in percen1age 1erm0.  

A 0econd i002e i0 1ha1 1he kind of con02mer b2ying 0ome1ime0 very expen0ive wine0 and 
ra1ing 1hem on 1he Vivino web0i1e, 1end0 1o be more knowledgeable 1han 1he average wine 
con02mer. In 1he pa01 1hey wo2ld have been called ‘wine b2ff0’ and in more modern lang2age, 
‘wine geek0’. For 1he0e people, wine i0 a hobby and no1 j201 a con02mer good. The 2biq2i1o20 
na12re of 1he in1erne1 and co01le00 acce00 1o 1heir eval2a1ion0, mean0 1ha1 0ome of 1hem 
emerge a0 infl2encer0 who are affec1ing po1en1ial con02mer0’ deci0ion0 and (2nin1en1ionally) 
compe1ing wi1h exper10 in 1he provi0ion of informa1ion abo21 wine0.   

 

5. Some limi1a1ion0 
While 1he da1a 0e1 ob1ained con1ain0 over 145,000 reference0, i1 i0 in fac1 only a 02b0e1 of 1he 
wine0 li01ed on Vivino for 1he co2n1rie0 012died. The aim of 1he re0earch projec1 wa0 1o 
compare exper1 0core0 and con02mer ra1ing0 a0 de1erminan10 of price difference0, and 0o only 
wine0 which have a1 lea01 one exper1 eval2a1ion are incl2ded. Con02mer ra1ing0 will cer1ainly 
have an effec1 on 1he price0 of o1her wine0 which exper10 have no1 con0idered. In 1ha1 0en0e 
1he re02l10 here 0ho2ld be viewed in 1erm0 of 1he rela1ive effec1 of con02mer and exper1 
eval2a1ion0. 

A 0econd limi1a1ion which i0 pre0en1 in any hedonic price analy0i0 of wine i0 1ha1 1he price of 
a given wine i0 no1 2niq2e. I1 depend0 where i1 i0 p2rcha0ed – winery, 02permarke1, re01a2ran1 
– and mark-2p0 will vary. In 1he da1a 0e1 provided 1he variable i0 1he median price for 



1ran0ac1ion0 made via 1he pla1form and 0o 1hi0 he1erogenei1y i0 1herefore ignored. Hedonic 
analy0e0 in wine price re0earch 1ypically 02ffer from 1hi0 limi1a1ion. Even when ac12al 
1ran0ac1ion price0 are 20ed, 0ignifican1 di0pari1ie0 may exi01 in 1he price of 1he 0ame wine 0old 
in 1he 0ame area and a1 1he 0ame da1e, a0 1he law of one price i0 no1 pre0en1 in 1he marke1 for 
wine (0ee A0henfel1er, 1989; Cardeba1 e1 al., 2017). The limi1a1ion of 1he q2ali1y of price da1a 
i0 1herefore clear, b21 i1 i0 inheren1 in all 012die0 in 1hi0 field. 

Thirdly, an i002e which i0 common 1o cro00 0ec1ion da1a 0e10 which con1ain 1ime-varying 
variable0 (02ch a0 d2ra1ion0) i0 1ha1 1he 0nap0ho1 ob0erved i0 1he o21come of c2m2la1ive 
proce00e0. The ideal form of da1a 1o analy0e how con02mer ra1ing0 0hape wine price0 wo2ld 
be one 1ha1 follow0 ‘cohor10’ of wine0 from 1he momen1 1hey come on1o 1he marke1 and 
regi01er0 how 1heir price0 evolve in rela1ion 1o 1he con02mer eval2a1ion0 po01ed on 1he web0i1e 
over 1ime. While 1he cro00 0ec1ion hedonic price analy0i0 con1rol0 for vin1age, i1 will no1 
cap12re how change0 in con02mer0’ ra1ing0 lead 1o price varia1ion0.  

Fo2r1hly, 20ing average 0core0 (from 20er0 and exper10) can hide informa1ion. Depending on 
who i0 ra1ing, 1he b2yer may be more or le00 infl2enced in 1he price 1hey are willing 1o pay. To 
1ake a 0imple example, an excellen1 ra1ing given by Rober1 Parker ha0 an infl2ence on price 
1ha1 goe0 well beyond an average ra1ing given by a panel of exper10 (Ma00e1 e1 al, 2015). Thi0 
problem of aggrega1ion in 1he wine world ha0 been highligh1ed by 0everal a21hor0 (0ee, for 
example, Cao and S1oke0, 2017; Kwong and S2n, 2018). However, i1 mainly concern0 1he 
mo01 0o2gh1-af1er, fine wine0. F2r1hermore, 20er ra1ing0 do no1 benefi1 from image effec10 
02ch a0 1he “Parker effec1,” even if 20er0 are known by 1heir p0e2donym0 and can crea1e 
comm2ni1ie0. Informa1ion on 1he name0 20er0 m201 be 0o2gh1 0pecifically, and only average 
ra1ing0 appear direc1ly on 1he web0i1e. They were no1 incl2ded in 1he da1a 0e1 provided. Thi0 
limi1a1ion on 1he aggrega1ion effec1 i0 2nlikely 1o invalida1e 1he analy0i0 ba0ed on an average 
ra1ing. 

A final poin1 1ha1 ha0 already been addre00ed by Oczkow0ki and Paw0ey (2019) and Bazen e1 
al (2024) i0 1he po00ibili1y 1ha1 price i0 a fac1or 1ha1 affec10 con02mer ra1ing0 (eg good val2e 
for money), giving ri0e 1o a form of rever0e ca20ali1y. The paper0 ci1ed 20e an in01r2men1al 
variable0 approach 1o explore 1hi0 po00ibili1y, b21 nei1her find0 evidence of bia0 a0 a re02l1 of 
price being 02ch a fac1or. O1her evidence 20ing Vivino da1a in Ko1onya e1 al (2018) confirm0 
1he finding 1ha1 price0 are no1 really relevan1 for con02mer eval2a1ion0 of wine0. The ab0ence 
of 02ch an effec1 may be beca20e when a con02mer make0 a p2rcha0e, 1he deci0ion on wha1 
price 1o pay ha0 been de1ermined by 1he con1ex1 in which i1 i0 1o be con02med (for example a 
0pecial occa0ion or gif1). Af1er all, 1he price0 in 1he 0ample0 20ed here are no1 negligible (1he 
median price0 r2n from 15 1o 28 e2ro0 a bo11le). 

 

6. Concl20ion0 
The finding0 in 1hi0 paper for I1aly and Spain confirm 1he finding0 for France, namely 1ha1 
con02mer ra1ing0 are q2an1i1a1ively more impor1an1 1han exper1 0core0 in 1he de1ermina1ion of 
wine price0. The informa1ion provided on 1he Vivino pla1form and 1he average 01ar ra1ing 
provide pro0pec1ive con02mer0 wi1h informa1ion abo21 1he q2ali1y of wine over and above 
wha1 can be gleaned from 1he label. Thi0 0o2rce i0 al0o an al1erna1ive 1o 1he informa1ion 
provided by exper10, who0e role i0 apparen1ly le00 impor1an1 q2an1i1a1ively 1han peer ra1ing0. 



From a marke1ing per0pec1ive, 1he Vivino con02mer ra1ing co2ld be 20ed along wi1h exper1 
0core0 and wine prize0 a0 an addi1ional 0elling poin1. In 1he con1ex1 of 1he marke1 for 
informa1ion, o2r finding0 02gge01 1he emergence of peer ra1ing0 may be occ2rring a1 1he 
expen0e of exper10’ eval2a1ion0. Thi0 re02l1 i0 line wi1h 1he emerging li1era12re on 1he join1 
role of peer0 and exper10 in 1he ho0pi1ali1y 0ec1or (Keh and S2n, 2018; Yoo and S2h, 2022). 
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APPENDIX  

 

Table A.1.   De0crip1ive 01a1i01ic0 
 
                                            Mean                   Median                Minim2m               
Maxim2m 
 
I1alian Red (�= ͻ͵,͵ʹ )͵ 

Exper1 0core 88.3 88.0 57 100 

Con02mer ra1ing 3.95 3.96 2.34 5 

Price in e2ro0 43.10 27.20 3.11 934.16 

 

Spani0h Red (�=ͳʹ,ͶͲ͸) 

Exper1 0core 90.4 90 74 100 

Con02mer ra1ing 3.91 3.91 2.30 4.88 

Price in e2ro0 35.14 21.07 3.01 995 

 

I1alian Whi1e (�=ͳͲ,͵ʹ ͹) 

Exper1 0core 88.05 88.0 71 100 

Con02mer ra1ing 3.74 3.75 2.41 4.80 

Price in e2ro0 19.60 15.34 3.00 521.90 

 

Spani0h Whi1e (�= ,ͅʹʹ )ͅ 

Exper1 0core 90.15 90 76 100 

Con02mer ra1ing 3.83 3.83 2.6 4.68 

Price in e2ro0 21.13 16.87 3.04 333.30 

 

So2rce: Vivino.com 


