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Abstract: The purpose of the paper is to decipher cursory content study of Indian wine labels in 
relation to new world wine available in Indian wine markets, specific to Bangalore, which induces 
an impulse purchasing pattern based on the label design, colour and pictorial depictions for novice 
wine consumers in Bangalore, India. The decision to purchase a bottle of wine is often difficult 
for consumers. Influenced by levels of self-confidence, the decision to buy between competing 
characteristics of the wine products offered can affect the consumer’s decision behavior. Research 
has suggested that the front label conveys key information to consumers relating the benefits 
of purchasing a wine product (Barber, Nelson Ismail, Joseph; Taylor, D Christopher). Indian 
wines are retailed in multiple licensed outlets, competing with new world wines, across different 
formats, beginning from Government retail stores, wine boutiques, retail stores in shopping malls 
and counter beverage kiosks. In almost 75% of beverage retailing in India, it’s found that all 
Indian wines are retailed together along with imported label counterparts. As such, Indian wines 
and wine labels compete with the registered New World brands through catchy labels to be 
selected by discreet consumers. The millennial and experimental wine market in Bangalore is a 
large, but untapped important segment new to wine consumption. The study analyses, inspite of 
stringent and somewhat archaic wine licensing policies and coupled with a conservative bottled 
up cultural mind-set, New-world wine label designs appeal to millennial and novice consumers 
better, enhancing impulse buying more than Indian wines, through a unique on- your- face and 
somewhat hedonistic, label images that New World wines offer.The study concluded that new 
world wine labels were capable to create a wow factor, and enhance impulse buy, irrespective of 
the wine bottle content, to induce purchase and attracts different market segments rather than 
quality.The paper focuses on how Indian wine labels vis-a-vis to New World Wine label could 
enhance the buying awareness among novice wine consumers.
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Introduction

(Elliot & Barth, 2012) The wine market of millennial is large and very significant 
segment which is new to wine consumption. (Boudreaux & Palmer, 2007) suggests 
some charming facets to design a wine label and this proposed study to throw some 
light in Indian wine industry analysis the design as per the preference of millennials of 
South India and the information that needs to be provided to connect with the wine 
and wineries which would further induce purchases. According to (Laeng Bruno , 
Suegami Takashi, 2016) the gaze at a specific label of a wine bottle and the preference 
towards the same bottle has found to have a strong relationship and thus enhancing 
the design, colour and information on the wine label becomes more significant to 
act as a purchase driver. The study focuses on New World Wine labels as India is one 
of the New World wine producing regions and also according to (Duarte, Jeremy, 
Alonso, & Northcote, 2010) has stated that there very limited discussions on the 
emerging New World wine regions where traditional wine making is not followed 
and the same becomes a challenge. Though traditional wine making is a challenge in 
New World wine producing regions same time according to study (Wongprawmas, 
Spadoni, Wongprawmas, & Spadoni, 2018) innovation is one of the successful tools 
used in New World wine regions which the Old World wine regions lack. This has 
caused a rival competition between Old and New World wine regions as the New 
World wine regions have started to grow fast in the international market (Campbell 
& Guibert, 2006). Still, the persists situation where customers were willing to pay 
more for Old Wine region wines than New World wine regions (Moulard, Babin, & 
Griffin, 2015). The same study has found that the wine of New World wines with 
more information about the terroir had been more valued than the wines with vague 
information (Moulard et al., 2015). One of the ways to show up more information is 
the wine labels, in a country like India where advertisement of alcohol is not permitted. 

(Tonder & Mulder, 2016), states that the front label of the wine is the first point 
of contact for a customer and the elements on the label should not be undervalued. 
This paper focused on organic wine purchasing done by women and the elements of 
the front label which plays an important role as a purchase driver. (Wettlaufer, 2018), 
proves that alcohol label can act as a tool to create awareness and helps in monitoring 
alcohol consumption. (Mello & Borobia, 2008) states that the colour and shapes in the 
design on a wine label builds a perception in consumers in the perspective of the wine’s 
quality. (Thomas & Pickering, 2006) study proved that the information on the front 
label of a wine bottle is considered more important than the back label information. 
(Kelley, Hyde, Bruwer, Kelley, & Hyde, 2015) proves that back label wine information 
acts as a purchase driver more in women than men in United States as it includes the 
information on food pairings. (Roma et al., 2013) study gives a clear understanding to 
include details like geographical information, varietal, vintage, alcoholic content, etc. 
on a wine label as these are the factors which are considered in price formation. (Elliot 
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& Barth, 2012) the study tested the then consumers between the age group 19 – 22 
years on the factors on which they give importance during wine purchases and the 
result states that the consumers give importance to the brand, features, producer and 
origin. (Lim et al., 2009) describes an automatic wine label recognition system which 
deals with different styles and sizes of font and their obstacles. (Gawande, Shukla, & 
Mishra, 2017) , mentions the list of labelling regulations which include name, address 
of the wine maker, brand name, net quantity, month and year of manufacture and 
MRP (Maximum Retail Price). The wine label creates a connect with the winery and 
its background information(Kelley et al., 2015).  

Wine labels capable to create awareness, about the wine’s quality, and explain details 
of the wine, act as a first point of contact induce purchase and attracts different market 
segments. This paper hence aims to focus on how Indian wine label with regards to New 
World Wine label could enhance the buying awareness among novice wine consumers. 
This research objective was focused because the Indian wine market is growing 30% 
annually in the last 10 years and in the future the growth is predicted to be higher. 
Though the average per capita consumption is only 4.6 ml still it is considered to be in 
a better position when compared to the earlier days where there were no markets for 
wine in India. The various state governments of India have waived of the excise duty 
on wines to encourage more wine consumption. In a country like India, where whisky, 
brandy and rum dominates, the wine consumption is much lesser. Moreover, wines are 
considered to be highly sophisticated drink and given a choice to the customer, he or 
she would pick up an imported wine rather an Indian wine. This emphasis a study to 
be done to understand the level of Indian wine label awareness compared to the wine 
labels of New World wine producing countries. The findings of the study would help 
the wine manufacturers to enhance the wine labels as it is gets into the first contact 
with the customers (Tonder & Mulder, 2016) and would enable to market itself in 
India where there exists a ban on alcoholic advertising.

Methodology

The study involves 46 novice consumers from Bangalore, who volunteered to be a part 
of this study located in the southern part of India. The sample size is stated as a research 
limitation, as only respondents willing to answer were involved in the study, reason being 
many consumers come from a conservative background and unwilling to be a part of the 
respondent. The consumers participated in the study are in the age group between 18 – 
25 years. This segment of consumers was targeted because they are the millennial group 
and who are the future consumers in the wine market. If wine awareness created on this 
group would definitely create an impact on the future wine consumption. The study 
used a questionnaire survey to collect the information about wine label awareness and 
the same was tested for its validity and the Cronbach’s alpha value of the questionnaire is 
0.7. As India falls into the category of New World wine producing region and the study 
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focusses to analyse how Indian wine labels could enhance the purchasing awareness in 
wine consumers, so, wine label images of nine New World Wine countries were used, 
namely, Argentina, South Australia, Canada, Chile, China, India, New Zealand, South 
Africa and USA were chosen. These wine labels were chosen as the wines of these New 
World countries are only sold in Bangalore.  The results of the study were run statistically 
using Minitab 17, VassarStats and Microsoft Excel worksheet. The statistical tools used 
for the study were Cronbach’s Alpha, paired t – test, correlation, one – way Anova and 
Tukey’s test. The framework of the study is mentioned precisely in Figure 1.

Literature Review of paper relevant to awareness on wine label and 
influence of purchase behaviour and wine consumption behaviours in India

Due to ban on alcoholic advertisement, one of option being the wine 
bottles to market itself by creating a best impression at the first sight of the 
consumers during purchase. This also involves consumers to possess some 
awareness toward wine

Comparative analysis with the help of a consumer group. The Indian label 
compared and analysed with the wine labels of other New World wine 
producing countries as India is fall into the category of New World wine 
region. The aim was examining how Indian wine labels can enhance the 
buying awareness

•	 	To	choose	nine	New	World	Wine	region’s	wine	labels	available	in	Bangalore
•	 Target	consumers	–	Volunteered	Millennials
•	 Sample	size	–	50
•	 Target	Place	–	Bangalore,	Karnataka,	India

•	 Demographic	and	Wine	Awareness	Study
•	 Label	Content	Impact	amongst	Novice	Consumers
•	 Wine	label	and	its	Impact	Quotient
•	 Correlation	between	the
 – Millennial alcohol consumption and age group
 –  Wine Consumption Frequency and Age Group
 – Label reading and age group
 – New World Wine Awareness and age group
 –  Wine Consumption Frequency and New World Wine Knowledge and 

Awareness
 –  Frequency of Label Reading and New World Wine Knowledge and Awareness
 – Millennial Consumption and New World Wine Awareness Knowledge
 – Millennial Consumption and Frequency of Drinking Wine
 –  New World Wine Knowledge and Awareness and its Impact on Wine Purchase
•	 	New	World	Wine	Knowledge	and	Awareness	Correlated	with	the	Deterrent	Factors	in	

Indian Wine Label
•	 	New	World	Wine	Knowledge	and	Awareness	Correlated	with	non-awareness	of	Wine	

labels	of	Various	Countries
•	 	The	Relationship	between	More	Appealing.	Comprehensive	Wine	Label	with	the	

Likely	to	be	Purchased	Wine	based	on	the	Wine	Label

Figure 1. Framework of the study

To be 
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Conclusion to address 
this problem

Purpose	of	
the	Study

Methodology
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Demographic and Awareness Study

Figure 2. Demographic detail – age group
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The sample size of the study was 50 and received 46 usable data. The data was 
collected through online and paper - pen survey through a framed questionnaire 
to understand the wine label awareness among millennial customer group those 
are novice wine drinkers. The group of population targeted for answering the 
questionnaire were between the age group 18 – 25 years old. In Figure. 2, the sample 
size of study involved members from the age group between 24 – 25 years old (46%), 
following that were the members between the age group 21 – 23 years (30%) and 
24% of the sample size had members from the age group between 18 – 20 years. In 
order to understand how much a customer knows about wine, the participants were 
requested to rate their level of wine knowledge and awareness in a 5-point Likert 
scale. The Figure 3, states the percentage of the wine awareness among the consumer 
group. As per the graph most of members (33%) who participated in the survey were 
slightly aware about wines and the customers who were extremely aware about the 
wine were only 17%. To measure the level of awareness among the consumer group, 
the data was run statistically using Anova One-way and the results are depicted in 
the Table 1.

Table 1. New World wine awareness

Anova: Single Factor      
SUMMARY      
Groups Count Sum Average Variance

Not at all Aware 46 8 0.173913 0.14686
Slightly Aware 46 15 0.326087 0.224638
Somewhat Aware 46 12 0.26087 0.197101
Moderately Aware 46 8 0.173913 0.14686
Extremely Aware 46 3 0.065217 0.062319

ANOVA
Source of Variation SS df MS F P-value F crit

Between Groups 1.8 4 0.45 2.892857 0.023061 2.411768
Within Groups 35 225 0.155556

Total 36.8 229  
        
Hypothesis: 
H0 = There is no significant difference between groups in terms of wine knowledge 
and wine awareness.
H1 = There is a significant difference between groups in terms of wine knowledge 
and wine awareness
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The results prove that the significant p-value is 0.02 which is lesser than the 
alpha value 0.05. Therefore, we reject the null hypotheses and the result proves that 
the groups are significantly different in terms of wine knowledge and awareness. 

Inference

On an average impulse buying of wines is impacted as 38-40% of novice consumers 
begins consuming of alcohol, but not wines and as such impulse buying does not 
apply in the initial purchase pattern. The respondents vary in terms of level of wine 
knowledge and awareness in the perspective of hedonic wine labels. The results 
prove that most of the consumers are ‘slightly aware’ about wines, least number 
of participants are ‘extremely aware’ about wines, still it is a positive sign when 
compared with few years back where the never existed any awareness. This evidences 
that India in emerging in the wine market. This also emphasis more wine awareness 
should be provided to the consumers. 

Label Content Impact amongst Novice Consumers

The study was done on the available wine labels of the countries which fall under New 
World Wine Region. As India is one among the New World wine producing countries, 
the study involved Indian wine label and attempted to understand the factor of the 
label which is not liked by the consumer group. The results are depicted in Figure 4.

Figure 4. Deterrent factors in Indian wine label
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As per the Figure 3, 43% of consumers stated that the Indian wine label is not 
eye catching. Information provided (28%) is the next factor which is a cause for 
the customer not liking the wine label. The least number of consumers (7%) have 
mentioned the colour of the label and writing style. the image of the label is not liked 
by 15% of the participants. 

To further statistically prove the significant difference among the consumer 
group, the data was run through One – Way Anova and the results are depicted in 
Table 2.

The study involved wine labels of 9 countries which fall under New World wine 
producing regions. The wine labels were from countries, namely, Argentina, South 
Australia, Canada, Chile, China, India, New Zealand, South Africa and USA. The 
study tested the consumer group to understand which country’s wine label was not 
aware among the participants. The results are given in Figure 5.

As per the Figure 4 the results state that largest percent (22%) of consumers were 
not aware of Argentina wine label. The results also prove that the awareness of Indian 
wine label was 100% which is evidence that India is emerging in the wine market 
and customers are aware about it. To further prove the significant difference, the data 
was run statistically and the results are stated in the Table 2.

Figure 5. Wine labels — not aware
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Table 2. One-way Anova—Deterrent factors in Indian wine label
Anova: Single Factor      
SUMMARY      
Groups Count Sum Average Variance

Colour of the label 46 3 0.065217 0.062319
Writing Style 46 3 0.065217 0.062319
Not eye catching 46 20 0.434783 0.251208
Image on the label 46 7 0.152174 0.131884
Information Provided 46 13 0.282609 0.207246

ANOVA
Source of Variation SS df MS F P-value F crit

Between Groups 4.626087 4 1.156522 8.087838 0.000 2.411768058
Within Groups 32.17391 225 0.142995

Total 36.8 229  
        
Hypothesis:
H0 = There is no significant difference among the factors not liked by the consumers 
in an Indian wine label
H1 = There is a significant difference among the factors not liked by the consumers 
in an Indian wine label

The p value of the data is 0.00 which is lesser than the alpha value which is 0.05 
and hence the null hypothesis is rejected and the result prove that there is significant 
difference among the consumers in relation to the factors not liked in an Indian wine 
label. Further, to identify where the significant difference is found a Tukey’s test was 
done using Vassar Stats and the results are stated in the Table 3.

Table 3. Tukey’s Test on deterrent factors in Indian wine label
HSD[.05]=0.22; HSD[.01]=0.26
M1 vs M2   nonsignificant
M1 vs M3   P<.01
M1 vs M4   nonsignificant
M1 vs M5   nonsignificant
M2 vs M3   P<.01
M2 vs M4   nonsignificant
M2 vs M5   nonsignificant
M3 vs M4   P<.01
M3 vs M5   nonsignificant
M4 vs M5   nonsignificant

Figure 1. Framework for the study
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The results in the Table 3 prove that the groups colour of the label (M1), Not eye 
catching (M3) and image on the label (M4) are significantly different and the major 
difference is found in group M3, that is, the factor of the wine label not eye catching.

Table 4. One-way Anova — Wine labels —Not aware
Anova: Single Factor      
SUMMARY      
Groups Count Sum Average Variance

A 46 10 0.217391 0.173913
B 46 5 0.108696 0.099034
C 45 6 0.133333 0.118182
D 46 4 0.086957 0.081159
E 46 6 0.130435 0.115942
F 46 0 0 0
G 46 3 0.065217 0.062319
H 46 4 0.086957 0.081159
I 46 8 0.173913 0.14686

ANOVA
Source of Variation SS df MS F P-value F crit

Between Groups 1.459122 8 0.18239 1.869369 0.063291 1.961329
Within Groups 39.41739 404 0.097568

Total 40.87651 412  
       
Hypothesis:
H0 = There is no significant difference among the groups in relation to non-awareness 
of wine labels
H1 = There is a significant difference among the groups in terms of now – awareness 
of wine labels

The results of the Table 4, prove that the p value is 0.06 and it is greater than the 
alpha value 0.05. So, the null hypothesis is accepted and hence proves that there is 
no difference among consumers and they are aware about wine labels from various 
countries.

Wine Label and its Impact Quotient

The study also attempted to understand the wine label which was found to be more 
comprehensive and appealing by the consumers. The customers were given the 
images of the registered nine wine labels of New World Wine producing countries in 
Bangalore. The results depicted in Figure 6.
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Figure 7. Wine labels — Most likely to be purchased

Figure 6. Wine labels—Most comprehensive and appealing
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The pooled standard deviation was used to calculate the intervals

Interval Plot of Most Labels to be Purchased
95% CI for the Mean
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The results show that the wine label of South Australia was found to be more 
comprehensive and appealing as the largest ratio of the participants (28%) have rated 
for the same. With a little difference, the next wine label which was more informative 
was the wine label of Canada as 22% of consumers have rated. The wine label of USA 
was not found to be informative and attractive as none of the participants have rated 
chosen the label. The next least comprehensive label was the wine label of Argentina. 
The results are statistically proven using One-way Anova and stated in the Table 5. 

The study focused to identify which wine would be preferred to be purchased 
based on the wine label information and attractiveness. The participants were 
requested to choose a wine which they would likely purchase based on the images of 
the nine New World wine region’s wine label. The results are depicted in Figure 7.

According to Figure 6, wines of two countries were chosen by the customers 
as they felt that they would likely purchase it based on the wine labels. The chosen 
wines were from South Australia (20%) and Canada (20%). The wine from South 
Africa was least likely to be purchased as only 2% of the participants opted for the 
same. The next least wines to be purchased were from USA (6%) and Argentina 
(4%). The results were run statistically using One – way Anova and the results are 
depicted in the Table 6.

Table 5. One- way Anova —Wine labels — Most comprehensive and appealing
Anova: Single Factor      
SUMMARY      
Groups Count Sum Average Variance

Argentina 46 1 0.021739 0.021739
S. Australia 46 13 0.282609 0.207246
Canada 46 10 0.217391 0.173913
Chile 46 5 0.108696 0.099034
China 46 3 0.065217 0.062319
India 46 7 0.152174 0.131884
New Zealand 46 6 0.130435 0.115942
S. Africa 46 1 0.021739 0.021739
USA 46 0 0 0

ANOVA
Source of Variation SS df MS F P-value F crit

Between Groups 3.36715 8 0.420894 4.543019 0.00 1.961272
Within Groups 37.52174 405 0.092646

Total 40.88889 413  
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Hypothesis:
H0 = There is no significant difference among the groups of wine labels in the 
perspective of being comprehensive and appealing 
H1 = There is a significant difference among the groups of wine labels in the 
perspective of being comprehensive and appealing 
 

According to the result stated in the Table 5, we accept the alternate hypothesis 
and prove that there is a significant difference among the groups in the perspective 
of more comprehensive and appealing wine label. This is because the p value of the 
data is lesser than the alpha value (0.00 < 0.05) and so the null hypothesis is rejected. 

Table 6. One-way Anova—Wine labels—Most likely to be purchased
Anova: Single Factor      
SUMMARY      
Groups Count Sum Average Variance

Argentina 46 5 0.108696 0.099034
S. Australia 46 9 0.195652 0.16087
Canada 46 9 0.195652 0.16087
Chile 46 4 0.086957 0.081159
China 46 6 0.130435 0.115942
India 46 7 0.152174 0.131884
New Zealand 46 2 0.043478 0.042512
S. Africa 46 1 0.021739 0.021739
USA 46 3 0.065217 0.062319

ANOVA
Source of Variation SS df MS F P-value F crit

Between Groups 14.54106 8 0.181763 1.866731 0.063709 1.961272
Within Groups 39.43478 405 0.0.09737

Total 53.97584 413  

Hypothesis
H0 = There is no significant difference among groups of wines that would likely to be 
purchased based on the wine label image.
H1 = There is a significant difference among groups of wines that would likely to be 
purchased based on the wine label image.

As per the results in the Table 6, the null hypothesis is accepted as the p value 
is greater than the alpha value (0.06 > 0.05). Therefore, this proves that there are no 
significant differences between the groups of wines that would be likely purchased 
based on the wine label images.
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Correlation and Regression Analysis

Millennial consumption and age group

As mentioned earlier the study involved the group of Millennial who fall into the 
age group of 18 – 25 years and the time since the participant drinking wine was 
also checked to understand the relationship between the both. The results of the 
Regression analysis are depicted in the Table 7.

Table 7. Regression analysis — Millennial consumption and age group

Regression Statistics

Multiple R 0.534091
R Square 0.285253
Adjusted R Square 0.269009
Standard Error 0.901228
Observations 46

ANOVA

Source of Variation df SS MS F Significance F

Regression 1 14.26265 14.26265 17.56024809 0.000132
Residual 44 35.73735 0.812212
Total 45 50  

Coefficients Standard 
Error

t Stat P-value Lower  
95%

Upper  
95%

Lower 
95.0%

Upper  
95.0%

Intercept 0.604741 0.358494 1.686892 0.098702671 -0.11776 1.327238 -0.11776 1.32723766

Age Group 0.648302 0.154708 4.190495 0.000131923 0.336509 0.960096 0.336509 0.960095508

Pearson r value = 0.53 and hence there is a moderate positive relationship 
between the time since the participants started to consume wine and the age factor. 
To get a significant value for the correlation to understand whether it is statistically 
significant or not a Regression analysis was done and the significant p value = 0.00 
which is lesser than the alpha value 0.05 and thus proving the significance between 
the correlation.

Wine consumption frequency and age group

Most of the participants (50%) are found to consume wine less than every 2 months 
and the data of the same was used to find the correlation with the age factor and the 
results are in the Table 8.
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Table 8. Regression analysis—Wine consumption frequency and age group

Regression Statistics

Multiple R 0.3
R Square 0.084117
Adjusted R Square 0.063301
Standard Error 1.004315
Observations 46

ANOVA

Source of Variation df SS MS F Significance F

Regression 1 4.075996 4.075996 4.041048228 0.050561
Residual 44 44.38053 1.008648
Total 45 48.45652  

Coefficients Standard 
Error

t Stat P-value Lower  
95%

Upper  
95%

Lower 
95.0%

Upper  
95.0%

Intercept 1.14542 0.3995 2.867132 0.006334529 0.34028 1.950559 0.34028 1.950559176

Age Group 0.346573 0.172404 2.010236 0.050561101 -0.00088 0.69403 –0.00088 0.694030147

Pearson r value = 0.3 and there is a moderate positive relationship between 
frequency of drinking wine and the age group. To get a significant value for the 
correlation to understand whether it is statistically significant or not a Regression 
analysis was done and the significant p value = 0.05 which is equal to the alpha value 
0.05 and thus proving the significance between the correlation.

Label reading and age group

Among the participants 38% of them have the practice of reading a label ‘Sometimes’. 
The study attempted to understand the relationship between this habit and the age 
group.

Table 9. Regression analysis — Label reading and age group

Regression Statistics

Multiple R 0.215636
R Square 0.046499
Adjusted R Square 0.024829
Standard Error 1.220303
Observations 46
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Table 9. (con’t)

ANOVA

Source of Variation df SS MS F Significance F

Regression 1 3.19529 3.19529 2.14573 0.150076284
Residual 44 65.5221 1.489139
Total 45 68.71739  

Coefficients Standard 
Error

t Stat P-value Lower  
95%

Upper  
95%

Lower 
95.0%

Upper  
95.0%

Intercept 2.71 0.49 5.58 0.00 1.73 3.69 1.73 3.69

Age Group 0.31 0.21 1.46 0.15 -0.12 0.73 -0.12 0.73

Pearson r value = 0.21 proving a weak positive relationship between two variables. To 
get a significant value for the correlation to understand whether it is statistically significant 
or not a Regression analysis was done and the significant p value = 0.15 which is greater 
than the alpha value 0.05 and thus proving no significance between the correlation.

New World wine awareness – knowledge and age group

As per the Figure 2, 38% of the participants have rated themselves to be slightly 
aware about wines. The study predicts that there would be a linear relationship 
between the level of wine awareness and the age factor. To test this regression analysis 
was done and proved in Table 10. 

Table 10. Regression analysis—New World Wine awareness —Knowledge and age group

Regression Statistics

Multiple R 0.123082
R Square 0.015149
Adjusted R Square -0.00723
Standard Error 1.165777
Observations 46

ANOVA

Source of Variation df SS MS F Significance F

Regression 1 0.919826 0.919826 0.67682 0.415119542
Residual 44 59.79757 1.359036
Total 45 60.71739  

Coefficients Standard 
Error

t Stat P-value Lower  
95%

Upper  
95%

Lower 
95.0%

Upper  
95.0%

Intercept 2.28 0.46 4.91 0.00 1.34 3.21 1.34 3.21

Age Group 0.16 0.20 0.82 0.42 -0.24 0.57 -0.24 0.57
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Pearson r value = 0.12 and proves a weak positive relationship between level 
of wine awareness and age group. To get a significant value for the correlation to 
understand whether it is statistically significant or not a Regression analysis was done 
and the significant p value = 0.42 which is greater than the alpha value 0.05 and thus 
proving no significance between the correlation.

Correlation Analysis and t-test

Wine consumption frequency and New World wine knowledge and awareness

Hypothesis:
H0 = There is no relationship between x & y in this group
H1= There is relationship between x & y in this group

Table 11. T-test — Wine consumption frequency and New World Wine knowledge and 
awareness 
t-Test: Paired Two Sample for Means  

Frequency of drinking 
wine

Level of wine awareness 
and knowledge

Mean
Variance
Observations
Pearson Correlation
Hypothesized Mean Difference
Df
t Stat
P(T<=t) one-tail
t Critical one-tail
P(T<=t) two-tail
t Critical two-tail

1.891304348
1.076811594

46
0.02

0
45

–3.252963849
0.001084613
1.679427393
0.00216923

2.014103389

2.63043
1.34928

46

According to Table 11, Pearson r value = 0.02 and hence no linear relationship 
between two variables. To get a significant value for the correlation to understand 
whether it is statistically significant or not a t-test analysis was done and to find out the 
significant p value = 0.002 which is lesser than the alpha value 0.05 and thus proving 
the significance between the correlation. Therefore, the null hypothesis is rejected.

Frequency of label reading and New World wine knowledge and awareness

As mentioned earlier 38% of the participants stated that they read product labels 
only sometimes. This study also focused to understand the relationship between 
wine knowledge and product label reading habit and the results depicted in Table 12.
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Table 12. T- test —Frequency of label reading and New World Wine knowledge and awareness 
t-Test: Paired Two Sample for Means  

Frequency of reading 
label of any product

Level of wine awareness 
and knowledge

Mean
Variance
Observations
Pearson Correlation
Hypothesized Mean Difference
Df
t Stat
P(T<=t) one-tail
t Critical one-tail
P(T<=t) two-tail
t Critical two-tail

3.369565
1.527053

46
0.3

0
45

3.452572
0.00061

1.679427
0.00122

2.014103

2.630435
1.349275

46

    
Pearson r value = 0.3 and so there is a moderate positive linear relationship 

between two variables. To get a significant value for the correlation to understand 
whether it is statistically significant or not a t-test analysis was done and to find out 
the significant p value = 0.001 which is lesser than the alpha value 0.05 and thus 
rejecting the null hypothesis and proving the significance between the correlation.

Millennial consumption and New World wine awareness and knowledge

The results of the correlation between since the consumer started to drink wine and 
the level of awareness was tested and depicted in Table 13. 

Table 13. T- test—Millennial consumption and New World Wine awareness and knowledge 
t-Test: Paired Two Sample for Means 

Time from drinking 
wine

Level of wine awareness 
and knowledge

Mean
Variance
Observations
Pearson Correlation
Hypothesized Mean Difference
Df
t Stat
P(T<=t) one-tail
t Critical one-tail
P(T<=t) two-tail
t Critical two-tail

2
1.111111111

46
0.11

0
45

-2.886878485
0.002979269
1.679427393
0.005958538
2.014103389

2.630434783
1.349275362

46
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Pearson r value = 0.11 and therefore, it is a weak positive linear relationship 
between two variables. To get a significant value for the correlation to understand 
whether it is statistically significant or not a t-test analysis was done and to find out 
the significant p value = 0.005 which is lesser than the alpha value 0.05 and thus 
proving the significance between the correlation and rejecting the null hypothesis.

Millennial consumption and frequency of drinking wine 

The results depicting time since drinking wine and its frequency is stated in Table 14.

Table 14. T- test—Millennial consumption and frequency of drinking wine 
t-Test: Paired Two Sample for Means  

Time from drinking 
wine

Frequency of drinking 
wine

Mean
Variance
Observations
Pearson Correlation
Hypothesized Mean Difference
Df
t Stat
P(T<=t) one-tail
t Critical one-tail
P(T<=t) two-tail
t Critical two-tail

2
1.111111111

46
0.609480948

0
45

0.79746631
0.214684138
1.679427393
0.429368276
2.014103389

1.891304348
1.076811594

46

Pearson r value = 0.6 and so there is a moderate positive linear relationship 
between two variables. To get a significant value for the correlation to understand 
whether it is statistically significant or not a t-test analysis was done and to find out 
the significant p value is 0.42 which is greater than the alpha value 0.05 and thus 
proving no significance between the correlations and accepting the null hypothesis.
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New World wine knowledge and awareness and its impact on wine purchase

Table 15. T- test —New World Wine knowledge and awareness and its impact on wine purchase 
t-Test: Paired Two Sample for Means 

Level of wine awareness 
and knowledg

Likely to purchase

Mean
Variance
Observations
Pearson Correlation
Hypothesized Mean Difference
Df
t Stat
P(T<=t) one-tail
t Critical one-tail
P(T<=t) two-tail
t Critical two-tail

2.63043478
1.34927536

46
-0.30188195

0
45

-3.41541795
0.00067976
1.67942739
0.00135952
2.01410339

4.065217
5.17343

46

  
According to the data analysed in Table 15, Pearson r value = -0.3 and so there 

is a moderate negative linear relationship between two variables. To get a significant 
value for the correlation to understand whether it is statistically significant or not 
a t-test analysis was done and to find out the significant p value = 0.001 which is 
lesser than the alpha value 0.05 and so the null hypothesis is accepted proving the 
significance between the correlation.

New World wine knowledge and awareness correlated with the deterrent factors 
in Indian wine label

Table 16. T- test —New World Wine knowledge and awareness correlated with the 
deterrent factors in Indian wine label 
t-Test: Paired Two Sample for Means 

Level of wine awareness 
and knowledge

Factor of not liking 
Indian wine label

Mean
Variance
Observations
Pearson Correlation
Hypothesized Mean Difference
Df
t Stat
P(T<=t) one-tail
t Critical one-tail
P(T<=t) two-tail
t Critical two-tail

2.63043478
1.34927536

46
0.11243769

0
45

-3.89388716
0.00016199
1.67942739
0.00032398
2.01410339

3.521739
1.366184

46
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As per Table 16, Pearson r value = 0.11 and therefore, there is a weak positive 
linear relationship between two variables. To get a significant value for the correlation 
to understand whether it is statistically significant or not a t-test analysis was done 
and to find out the significant p value = 0.0003 which is lesser than the alpha value 
0.05 and thus proving the significance between the correlation.

New World wine knowledge and awareness correlated with non-awareness of 
wine labels of various countries

Table 17. T- test—Level of wine knowledge and awareness correlated with non-awareness 
of wine labels of various countries

t-Test: Paired Two Sample for Means 
Level of wine awareness 

and knowledge
Not aware of which 

country label

Mean
Variance
Observations
Pearson Correlation
Hypothesized Mean Difference
Df
t Stat
P(T<=t) one-tail
t Critical one-tail
P(T<=t) two-tail
t Critical two-tail

2.63043478
1.34927536

46
-0.17184328

0
45

-3.84039104
0.00019091
1.67942739
0.00038182
2.01410339

4.543478
8.875845

46

 
According to Table 17, Pearson r value = -0.17 and so there is a weak negative 

linear relationship between two variables. To get a significant value for the correlation 
to understand whether it is statistically significant or not a t-test analysis was done 
and to find out the significant p value = 0.0003 which is lesser than the alpha 
value 0.05 and thus proving the significance between the correlation and the null 
hypothesis is rejected.
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The relationship between more appealing, comprehensive wine label with the 
likely to be purchased wine based on the wine label

Table 18. T- test —The relationship between more appealing, comprehensive wine label 
with the likely to be purchased wine based on the wine label

t-Test: Paired Two Sample for Means 
More appealing and 
comprehensive label Likely to purchase

Mean
Variance
Observations
Pearson Correlation
Hypothesized Mean Difference
Df
t Stat
P(T<=t) one-tail
t Critical one-tail
P(T<=t) two-tail
t Critical two-tail

4
3.82222222

46
0.30983603

0
45

-0.17707069
0.43012373
1.67942739
0.86024746
2.01410339

4.065217
5.17343

46

  
As per the data in Table 18, Pearson r value = 0.30 and it proves a weak negative 

linear relationship between two variables. To get a significant value for the correlation 
to understand whether it is statistically significant or not a t-test analysis was done 
and to find out the significant p value = 0.86 which is greater than the alpha value 
0.05 and thus proving no significance between the correlation.

Conclusion

Modern day millennial consumers, pose a challenge for domestic wine players 
and marketers to be able to compete, with well rehearsed and seasoned imported 
companies. More so when imported labels with well thought label layout techniques 
are far better in style than Indian counterparts. (Jaykumar, 2016). The study used a 
sample size of 46 novice wine consumers (50% of the group consume wine less than 
every 2 months). The involved participants fall under the age group of 18 – 25 years. 
The consumers are less aware about wines as 33% rated themselves as slightly aware 
(p value = 0.02). The habit of label reading is found to be at an average level as 38% 
read a label only sometimes and 23% always read. 

The factors like Millennial consumption (time since drinking wine) (r = 0.53), 
frequency of drinking wine (r = 0.3) have a moderate linear relationship with the 
age factor. This proves that as they grow elder the consumers opt to drink wine 
more frequently which would further increase the per capita wine consumption in 
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the future. When hypothesis was tested in both cases with p-value of 0.00 and 0.05 
respectively. Label reading (r= 0.21) and level of wine awareness (r = 0.12) show a 
weak linear relationship with age factor with a p value of 0.15 and 0.41 respectively. 
Though weaker, there is a relationship between label reading, wine awareness and age 
factor. So as per the result if the wine labels are attractive and comprehensive that 
would create an impact of label reading habit and thus in turn improves the wine 
awareness and knowledge. In particular, it is the infrequent and new wine drinkers 
who rely most heavily on label information in comparison to regular drinkers. 
(Statia; J.E. (Joe) Barth).

The relationship between wine consumption frequency and level of wine 
knowledge (r= 0.02) show no linear relationship in the group with a p – value 0.002 
which means the wine consumers consume wine without any wine awareness. This 
can be overcome with a label with more information about the wines, pairing food, 
winery information, wine making information, etc. in an appealing manner because 
more wine knowledge results more purchases as one of the results of the study state 
that when the participants were asked the deterrent factor in an Indian wine label – 
43% stated that is it not eye catching (p = 0.000).

The factors that create impact on wine awareness and knowledge are habit of 
label reading (r = 0.3, p = 0.001) and Millennial consumption (time since drinking 
wine) (r = 0.61, p = 0.005). In turn, the wine awareness creates an impact on wine 
purchases (r = -0.3, p = 0.001), factors deterrent in an Indian wine (r = 0.11, p = 
0.0003) and non – awareness of wine labels of different countries (r = -0.17, p = 
0.003). 

The findings of the study state that the consumers were less aware about the 
wines and the habit of label reading is found to be at an average level. The study 
suggests winery and other wine authorities of Karnataka, India to plan and take 
measures in educating customers on wines and motivate label reading. As per the 
result the factor deterrent in the Indian wine label is ‘not eye catching’. This would 
be the reason for the consumers in not developing the practice of label reading. The 
wine makers, therefore, should design the wine label to target the Millennial segment 
of the customers as the result of the study only involves Millennials as the sample and 
proves that as they grow elder they consume more wine. As wine awareness is found 
to have a linear relationship with the wine purchases. 

The more comprehensive and appealing label had its impact on wine purchases 
(r = 0.30) which proves the label information and attractiveness acts as a purchase 
driver. The awareness about Indian wine label was found in all the participants (0% 
unaware) which is an evidence that India is booming into the wine industry. The 
most unaware wine label among consumers was the Argentina wine label (22%) and 
the p value = 0.06 states that there was no significant difference found in the group. 

The most comprehensive and appealing was South Australian wine label (28%) 
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and least being USA and the group was found to be significantly different (0.00). 
This result had a reflection on the most likely to be purchased wine which was South 
Australian (20%) and Canada (20%) wines. The least likely to be purchased was 
South African wines. The labels are suggested not only to be eye catchy but also to 
be more comprehensive and try to connect the customers with the wineries and its 
background, as this would influence a customer to visit the destination (Tourism 
& Consumers, 2005) which produces his/her favourite wine. As the consumers are 
aware about the country’s wine making, the wine makers of India should take more 
efforts in attracting the visitors to the vineyard and winery thus developing a brand 
image and wine tourism. This can be done by enhancing the wine information and 
design on a wine label.

The Millennial consumers are novice drinkers the wine awareness would make 
them sensible drinkers and future wine consumers who would show less interest 
towards high alcoholic liquors. The winemakers shall make use of the findings in 
designing their wine labels with more information and attractiveness. The Indian 
wine makers to give more emphasis on making their label eye – catching and more 
wine information on the labels would help the bottle to market itself and overcome 
the issue of ban on alcohol advertisement in India. Therefore, the findings of the 
study would be useful to all the stakeholders of the Indian wine industry, namely, 
wine makers, wine distributors, wine retailers and more importantly the consumers.

When we buy them, we don’t know whether these weirdly packaged wines will 
be good, but we do know they will be fun to try simply because of their container or 
goofy label. And that’s good enough reason for us. (Dan and Krista Stockman). Wine 
labels attracted by millennial tend to be very non-traditional in terms of the image 
selected, name of wine, colour choice and overall label design. New wine consumers 
in the 18 to 25-year-old category are much more likely to select wine based on 
package features, such as name and image, than based on product features, such as 
producer and country-of-origin.

The limitations of this paper would be the less sample size and the study focused 
on the novice wine consumers of Millennials in Bangalore. Alcohol labels are a taboo 
wherein though the researcher would have a caution during the study exaggerating 
the study requires Government norms and regulations to be relaxed and hence the 
limited respondents and limited scope. Future research can be done on a large sample 
involving different age group of consumers as the results would definitely vary.

Open Access: This article is distributed under the terms of the Creative Commons Attribution 
License (CC-BY 4.0) which permits any use, distribution and reproduction in any medium, 
provided the original author(s) and the source are credited.

03_APJIHT 8(AESI)_P3_2nd.indd   24 11/17/19   8:43 PM



APJIHT Vol. 8 [7th Asia Euro Conference 2018: Tourism, Hospitality & Gastronomy], 2019 

A Cursory Content Study of Indian Wine Label vis-à-vis New World Wine Label  
to Enhance Impulse Buying among Novice Wine Consumers

 25

References

Barber, N., Ismail, J., & Taylor, D. C. (2007). Label fluency and consumer self-confidence. 
Journal of Wine Research, 18(2), 73.

Iyer, R. (2012, Mar 19). Consumption of premium liquor on the rise in India. McClatchy - 
Tribune Business News

Daley, B. (2004, Aug 30). Judging a wine by its label. Knight Ridder Tribune News Service
Teague, L. (2015, May 29). OFF DUTY – eating & drinking – on wine: What goes into 

wine-label design?
Dan and Krista Stockman the, Journal Gazette. (2004, Sep 25). Uncorked: Judge bottle by 

its label and have fun with wine.
Elliot, S., & J.E. (Joe) Barth. (2012). Wine label design and personality preferences of 

millennials. The Journal of Product and Brand Management, 21(3), 183-191. doi:http://
dx.doi.org/10.1108/10610421211228801

Tootelian, DH, & Ross, K 2000, ‘Product Labels What Information Do Consumers Want, 
and Will They BelieveIt?’, Journal of Food Products Marketing, vol. 6, no. 1, p. 25.

Boudreaux, C. A., & Palmer, S. E. (2007). A Charming litle Cabernet.
Campbell, G., & Guibert, N. (2006). Introduction Old World strategies against New 

World competition in a globalising wine industry, 108(4), 233–242. https://doi.
org/10.1108/00070700610657092

Duarte, A., Jeremy, A., Alonso, A. D., & Northcote, J. (2010). Wine , history , landscape : 
origin branding in Western Australia. https://doi.org/10.1108/00070700911001068

Elliot, S., & Barth, J. E. J. (2012). Wine label design and personality preferences of millennials, 
3, 183–191. https://doi.org/10.1108/10610421211228801

Gawande, S. S., Shukla, P., & Mishra, A. A. (2017). Study on Wine Policies , Regulations 
and Standards in Maharashtra , India, 1(2), 12–22. https://doi.org/10.11648/j.
stpp.20170102.11

Kelley, K., Hyde, J., Bruwer, J., Kelley, K., & Hyde, J. (2015). U . S . wine consumer 
preferences for bottle characteristics , back label extrinsic cues and wine composition. 
https://doi.org/10.1108/APJML-09-2014-0140

Laeng Bruno , Suegami Takashi, A. (2016). Wine labels : an eye-tracking and pupillometry 
study.

Lim, J., Kim, S., Park, J., Lee, G., Yang, H., & Lee, C. (2009). Recognition of Text in Wine 
Label images, 1–5.

Mello, L. de, & Borobia, R. P. G. de. (2008). MESSAGE ON A BOTTLE: COLOURS 
AND SHAPES IN WINE LABELS Message, 17–19.

Moulard, J., Babin, B. J., & Griffin, M. (2015). How aspects of a wine’s place affect 
consumers’ authenticity perceptions and purchase intentions: The role of country of 
origin and technical terroir.

Roma, P., Martino, G. Di, Perrone, G., Roma, P., Martino, G. Di, & Perrone, G. (2013). 
What to show on the wine labels : a hedonic analysis of price drivers of Sicilian wines 
What to show on the wine labels : a hedonic analysis of price drivers of Sicilian wines, 
(April), 37–41.

03_APJIHT 8(AESI)_P3_2nd.indd   25 11/17/19   8:43 PM



APJIHT Vol. 8 [7th Asia Euro Conference 2018: Tourism, Hospitality & Gastronomy], 2019 

26 M. Thashneem Thaqseen Bhanu and V. Jaykumar

Thomas, A., & Pickering, G. (2006). The importance of Wine Label Information.
Tonder, E. M. Van, & Mulder, D. (2016). Marketing communication for organic wine : 

Semiotic guidelines for wine bottle front labels MARKETING COMMUNICATION 
FOR ORGANIC WINE : SEMIOTIC GUIDELINES FOR WINE BOTTLE FRONT 
LABELS, 167(March). https://doi.org/10.1080/02500167.2015.1011179

Jaykuma,rV.(2016) Indian wine Label Contour and Content Narration and its influence 
on buying pattern of consumers in South India, Advances in Social Sciences Research 
Journal – Vol.3, No.11. DoI:10.14738/assrj.311.2210

Tourism, W., & Consumers, W. (2005). Linking Wine Preferences to the Choice of Wine Tourism 
Destinations, 43(February), 266–276. https://doi.org/10.1177/0047287504272027

Dan and Krista Stockman, The, Journal Gazette. (2004, Sep 25). Uncorked: Judge bottle by 
its label and have fun with wine.

Wettlaufer, A. (2018). Can a Label Help me Drink in Moderation ? A Review of the Evidence 
on Standard https://doi.org/10.1080/10826084.2017.1349798

Wongprawmas, R., Spadoni, R., Wongprawmas, R., & Spadoni, R. (2018). Is innovation 
needed in the Old World wine market ? The perception of Italian stakeholders. https://
doi.org/10.1108/BFJ-07-2017-0409

03_APJIHT 8(AESI)_P3_2nd.indd   26 11/17/19   8:43 PM


