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tourism. Employing a quantitative correlation design, the study 
used a non-probable sampling to gather participant data via an 

analysed for validity, reliability, and structural equation 

current research contributes to understanding nuanced factors 
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et al., 2017).

et al

consumer interest and sales (Alamanos et al

Smyczek et al., 
2020).

margins (Guedes et al

time-consuming (Nemethy et al., 2016). Nonetheless, it is essential to 

industry’s sustainability. 

regarding the purchasing and imbibing habits of Millennials, and the 

et al., 2022). Millennials have been optimistically labelled as open-minded, 

literature is missing an exhaustive model that explains the entire gamut of 



47

objectives, the study utilised a higher-order structural equation model to 

and their impact on purchasing intentions. The research delves into various 

traditions. Understanding these elements is essential for fostering the 

economic advancement. The authors of the study introduced a unique three-

literature.

2. Review of Literature 

vineyard, there is a multitude of elements that contribute to the complexity 
et al., 2013)

crucial role in helping consumers navigate the ever-evolving landscape. By 

aspects such as aroma, taste, texture, and overall quality, helping consumers 
(Spence, 2020).

further enhances the consumer’s understanding and appreciation of 

(Lai, 2019).

2.1. Wine Quality vs. Reviews: An Analysis

is intricate, encompassing both its chemical composition and sensory 
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past experiences, as indicated by Paschen et al. (2021). Their lexical analysis, 

describe sensory properties but also incorporate idealistic and hedonistic 

communicate emotional and experiential dimensions in addition to sensory 
characteristics.

quality attributes, past studies have underscored the strategic role of these 
attributes in comprehending consumer behaviour and preferences (Droli 
et al., 2019). In light of these insights, the researcher posits hypotheses for 

H1

2.2. Wine Packaging and Wine Reviews Analysis 

(Boncinelli 
et al., 2019).



49

strategies . Gaining insight into the impact 

turn affects their decision-making. Hence, it is apparent that the correlation 

2021). In the light of the above discussion, it is proposed to evaluate the 

H2

2.3. Wine Brand Awareness & Wine Reviews Analysis

(Passagem et al., 2020)

(Dressler 

and has a direct impact on a brand’s equity. Consumers rely on brand 

(Lee, 2012)

decision(Chen, 2019)

and value .

(Palmer & 
Chen, 2018)

(Paschen et al., 2021). 

. 
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by discerning consumers (Brochado et al., 2015). Therefore, the researcher 

H3  

2.4. Wine Review Social Impact Analysis Report

(Gergaud et al., 2021). These 

production  2023). Consumers connect sustainable and socially responsible 

pay a premium for these characteristics (Capitello & Sirieix, 2019). Studies 

et 
al., 2021). 

(Berghoef, 2021). Social customs play a 

These customs vary across different countries and regions, highlighting the 

The consumers’ perceptions and preferences for certain attributes, such 

and consumer preferences. Concerning the above discussion, the researcher 

H4

2.5. Conceptual Framework for Wine Reviews
The comprehensive analysis of the aforementioned relevant literature 

criteria under consideration encompass product quality, brand recognition, 
physical characteristics of packaging, and social conventions linked to the 

place of origin, grape type, and vintage year, as documented in previous 
studies (Palmer & Chen, 2018; Paschen et al., 2021; Droli et al., 2019). The 
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including its shape, the materials used for bottling and packaging, and the 
ease of opening the bottle (Soares et al., 2022; Boncinelli et al., 2019; Dressler 

is measured through various methods, including advertising, celebrity 

media presence (
Chen, 2018; et al., 2006). The social 
custom construct encompasses various factors such as traditions, the role 

Gergaud et al., 2021; Capitello & Sirieix, 2019; 
et al

is based on comments on social media platforms, expert evaluations, and 
et al., 

2012; Atkin & Thach, 2012; Corsi & Goodman, 2009).

Figure 1:
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3. Research methodology 

3.1. Research design 

participants selected using a simple random sampling method among the 

using the “inverse square root method” outlined by Kock and Hadaya 
(2018). Preceding the commencement of data collection, the respondent 

by both professionals and peers to eliminate bias.  

3.2. Instrument development

and delicate phenomenon, and it is the focus of the current investigation. All 

study. A systematic literature study has revealed 19 

aroma, vintage year, country of origin and grape variety (Palmer & Chen, 
2018; Paschen et al., 2021; Droli et al., 2019). The physical appearance or 

(Soares et al., 2022; 
Boncinelli et al

(Passagem et al ). 

(Gergaud et al., 2021; Capitello & Sirieix, 
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converted into a statement to a self-administered questionnaire to gauge 

use in a variety of academic disciplines, including the social sciences (Cheng 
et al., 2021). The Likert scale is based on the premise that 

3.3. Statistical tools and analyses
The current study investigated the many elements that impact consumers’ 

using structural equation modelling (SEM) to establish the relationship 

assessed by using z-score normalisation. The normal distribution of data is 

correlations (HTMT) is used to assess the discriminant validity and average 

convergent validity of the constructs. The data’s internal consistency and 

to investigate the validity of the structural model.

Table 1:
Latent Variables Number of items 

3 .720
6 .731
4 .701
5 .778

Social customs 4 .753
Overall 22 .893

4. Data Analysis

on the feedback provided by a sample of 50 individuals belonging to the 
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exceeded in every category (Hair et al., 2019). The overall value of Cronbach 

consistency (Nunnally & Bernstein, 1994). The questionnaire’s content 

industry professionals examined the results of the pilot study.

4.2. Demographic analysis

the millennial population (Chiavarone, 2019). In addition, table 2 reveals 
that 100% of respondents have an income source. At the same time, 100 % 
of respondents have a disposable income. In addition, the demographic 

of the responses gathered for the study. The respondents’ demographic 

Table 2:
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4.3. Outlier and normality tests
The process of identifying multivariate outliers entails the computation 
of the z-score for each variable item. The current investigation employed 

values of all replies did not exceed the predetermined threshold of ±3.29, 

initial component accounted for 28.07% of the overall variation, falling 

covariation cannot be ascribed solely to a singular component. Additionally, 

range of ±1.96 (Hair et al
permitted range, indicating that all items adhere to a normal distribution 
(Table 7).

4.4. Construct’s reliability in model

four criteria. The current investigation found that the composite reliability 

the minimal requirement of 0.7 (Hair et al., 2022). The results demonstrate 

described by Hair et al
Cronbach’s alpha values surpassed the standard threshold of 0.70 (Nunnally 
& Bernstein, 1994), suggesting a reasonable level of construct reliability.
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Table 3: 

4.5. Construct’s convergent validity in the model

extracted (Hair et al
0.437 and does not meet the minimum threshold of 0.5, but it is suggested by 

Table 4: Convergent validity of constructs in the model

4.6. Construct’s discriminant validity

discriminant validity of a concept in a closed-ended questionnaire has been 

introduced by Henseler et al. (2015) and Gold et al. (2001). According to 

discriminant.

Table 5: HTMT ratios of constructs in the model
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4.7. Multi-collinearity of constructs in the model

poses a challenge to researchers as it impairs their capacity to accurately 

concern in the study (Hair et al., 2017).

the variables’ ability to accurately measure the construct of interest. The 
researcher manipulates the factors in order to establish the relationship 

implementing data reduction strategies, “It is highly recommended to assess 
the appropriateness of the samples” (Hair et al., 2017). Bartlett’s sphericity 
test assesses the strength of correlations in the data to see if they are 

suitability of a data set for factor analysis by evaluating the null hypothesis 
that the variables in the population correlation matrix are not correlated. 

2) value of 2387.383, 231 degrees of freedom, 
and a p-value of 0.000. Given that the p-value is less than or equal to 0.05, 
it is appropriate to reject the null hypothesis. Bartlett’s test result suggests 

making it appropriate for dimension reduction (Table 6).

Table 6:
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4.9. 

tolerable range of 0.30 (Hair et al

effectiveness of the measurement model (Gaskin & Lim, 2016; Hair et al., 2010; 

et al

Table 7:
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Figure 2:

2

less than the maximum cut-off value of 0.06, and the parsimony-adjusted 

Table 8:

Obtained Value Interpretation Cut-off Criteria & Interpretation

Terrible Acceptable Excellent
411.265 -- -- -- --

195 -- -- -- --
P- Value 0.000 -- -- -- --

2.109 Excellent >5 >3 >1
9.03 Acceptable <0.90 <0.95 >0.95
0.059 Excellent >0.08 >0.06 <0.06
0.702 Excellent -- -- < 3
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4.11. Hypothesis validation

analysis conducted through CB-SEM enables the researcher to validate or 
disprove each hypothesis and get a deeper understanding of the correlation 

et al

et al
2) of each endogenous latent variable to identify any patterns in their 

2 of a latent variable is determined by comparing the 
amount of variation it explains to the total variance. According to Nitlz et 
al 2

Table 9: Testing of hypotheses 1-4

2

millennials. The remaining 14% represents the variation attributed to errors. 
2 value of 0.52, signifying that the 

2 value for brand 
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2

39% represents error variation. All the assumptions presented in the 

and t

brand recognition, and social conventions.

5. Conclusion

preferences and biases have a substantial impact on the formation of 

et al. (2021), and Droli et al. (2019). It implies that a customised strategy for 
marketing and product development is essential for achieving success in the 

effectively cater to the different requirements of their target audience. 

evaluations and impressions. The aesthetic, composition and overall display 

of their packaging to cater to the tastes and expectations of consumers. The 

et al. (2022), Boncinelli et al

of building strong brand recognition and reputation. Consumers place great 
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in brand-building and marketing efforts to enhance their visibility and 

is not a one-time task but rather an ongoing effort that requires consistent 
communication, customer engagement, and innovation. The results are in 

et al. (2020), 
).

The results of the present analysis indicate social customs have a 

enjoyed. Understanding the local customs and traditions enhances one’s 

By being mindful of social customs, individuals navigate through various 

and creating memorable experiences. Additionally, the diverse range of 

substantiated by many earlier researches (Gergaud et al., 2021; Capitello & 
et al

social custom.

5.1. Theoretical implications
Exploring the psychology of taste perception and the elements that impact a 

may be enriched by studying the function of sensory assessment and the 
effect of individual variations in taste sensitivity (Lee, 2020).

nuances of the tasting experience for all consumers 
2013)

perception and judgment (Parr, 2019). In addition, the shape and design of 
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.

5.2. Managerial implications

their products and customer satisfaction
2023). By focusing on enhancing the key elements that contribute to positive 

a competitive advantage in the market(Carlsen & Boksberger, 2013). The 
current research highlights the importance of considering packaging as an 

consumer behaviour and brand perception. In conclusion, the packaging of 
(Thompson 

et al., 2021). It is not only important for the containment, protection, 
and preservation of the product, but it also serves as a visual cue that helps 

purchase et al., 2023)

enhance the overall product experience and differentiate themselves from 
competitors.

focus on storytelling and creating a unique brand narrative that resonates 

marketing strategies effectively. It is achieved through market research, 

to prioritise and invest in building and maintaining a strong brand presence 
et al., 2022).

become extremely important since they provide information about the 
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Moscarola, 2010). 

5.3. Limitations 

some readers to interpret or understand the nuances of the evaluations. It 

potential lack of diversity in samples (Spence, 2020). That may restrict the 
applicability of the results to a broader demographic et al., 2021). 

consumer perception .

5.4. Future scope of research

comprehensive understanding of the psychological and emotional elements 

evaluations might provide a more thorough comprehension of consumer 

might provide a comprehensive evaluation of consumer perspectives. 
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Gaining a comprehensive understanding of the impact of eco-friendly 
practices, ethical production techniques, and environmental concerns on 

and consumers in the changing realm of sustainable consumer choices.

Incorporating sensory research and the science of taste perception into 

researchers can uncover the intricate sensory dimensions that shape 

expert vs novice evaluations on customer behaviour and decision-making 

prospective study paths possess the capacity to enhance our comprehension 

novel opportunities for study.

5.5. Ethics statement 
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