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Abstract. The Ecuadorian wine market is currently saturated with international 

competitors, with insufficient brand differentiation for a bottle of wine to stand 

out. This study aims to identify the variables influencing consumption frequency, 

focusing on Generation Z and Millennials. It considers factors ranging from taste-

based wine type preferences to the visual elements of wine labels that influence 

consumer decision-making during purchase. Based on focus groups and surveys, 

price emerged as a key determinant influencing both origin and type of wine, 

making it the most impactful variable on consumption frequency. Conversely, 

the label was not considered a significant visual element by consumers. 
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1 Introduction 

The concept of sensory marketing encompasses the study, understanding, and stimula-

tion of the five human senses, examining how these affect behaviour during interactions 

with a brand and throughout the purchasing process of a product or service. Owing to 

these factors, it has been applied across various sectors, including the beverage industry 

[1].  

In the alcoholic beverages sector—particularly in the case of wine—sensory 

marketing plays a crucial role due to the complex experience it entails. This includes 

taste, aroma, texture, visual presentation, perceived quality, and even shelf positioning 

[2]. Despite the importance of this marketing tool, there is a lack of specific research 

on the implementation of sensory marketing in Ecuador, particularly within the national 

wine sector. Over the past decade, Ecuador has seen growth in wine culture and devel-

opment within the oenological sector. As of 2019, the alcoholic beverages market in 

Ecuador was valued at USD 835 million, dominated by three main categories: beer 

(75% of total sales), spirits and distilled beverages (23%), and wine production (2%) 
[3]. Notably, 97% of the wine consumed in Ecuador is imported, primarily from Ar-

gentina and Chile. Nevertheless, the domestic wine sector is expanding, presenting sig-

nificant opportunities for local producers [4]. This context presents a challenge: in-

creased market saturation intensifies competition and introduces significant difficulties 

for Ecuadorian wine brands attempting to establish distinctiveness in consumers’ minds 
[5]. Moreover, few wine bottles feature distinctive elements capable of capturing con-

sumer attention. When a buyer faces the shelf in a self-service store, they require at 
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least minimal knowledge regarding what type of wine to purchase—whether based on 

habit, preference, or recommendation [6]; however, it remains uncertain whether fac-

tors such as origin, labelling, or wine type contribute meaningfully to the prominence 

of one brand over another. Accordingly, this study seeks to identify the factors that 

influence the frequency of wine consumption. The central research question is: 

P1: Can individuals distinguish the origin and type of red wine solely by tasting it? 

Alongside this guiding question, the following hypotheses are proposed: 

H1: Consumption frequency depends on the label and origin as relevant product varia-

bles. 

H2: Consumption frequency is influenced by the visual elements comprising the label. 

H3: Consumption frequency is influenced by the product’s country of origin. 

2 Literature Review 

2.1 The Senses 

Rationality is a concept that distinguishes human beings from other animals, granting 

the ability to think, compare, and act according to a set of values, principles, and self-

interest [7]. However, the brain is fundamentally emotional—purchasing decisions are 

estimated to be 80% emotional and only 20% rational [8]. Therefore, human decisions 

are shaped by an interplay of emotional and desirous factors that are in constant feed-

back [7]. The brain continuously shapes behaviour every millisecond of every day [9], 

constructing both the reality as we know it and the competitive environment in which 

brands operate. It alone determines what is important enough to warrant attention, to 

be remembered, and to guide decision-making [10]. Therefore, only knowledge and 

messages presented correctly achieve reliable recognition of a brand, product, packag-

ing, or experience and it generates a greater impact on the consumer. 

Perception of the world, companies, products, and brands occurs through the 

senses, which generate emotions, images, memories, and opinions. The reality experi-

enced daily is a biological response of the brain [11]. Initially, the brain receives infor-

mation via the sensory systems in response to external stimuli. This information is pro-

cessed as images or representations through the psychological mechanisms within the 

limbic system. Subsequently, this input is interpreted in the rational brain, determining 

emotions and human behaviour—namely, decision-making [12]. Sensory marketing 

thus aims to stimulate the five senses at a deeper level to create greater impact within 

consumers’ brains. It identifies market needs through a personal and intimate lens, us-

ing experience to create and strengthen emotional bonds between brand and customer 

[10]. As a differentiating mechanism, it adds value to the purchase environment and the 

product itself. Applied subtly across various stages of consumer interaction, sensory 

marketing enhances competitiveness in a marketplace oversaturated with information 

[1]. Since consciousness is constructed through the senses, which impart meaning to all 



 

          329Aesthetics or Identity? The Importance of Wine Consumption …   

stimuli, brands must engage customers sentimentally to ensure their image is perma-

nently inscribed in consumer consciousness [9]. Consumers experience brand interac-

tions from their unique perspective across all touchpoints—possible only through the 

activation of all five senses, leaving a lasting imprint on awareness.  

Sight is the most developed of the senses—83% of retained information is 

visual—thus greatly impacting memory and consumer behaviour regarding products 
[10]. Humans comprehend the world and form thoughts through vivid mental imagery 

that can be recalled repeatedly, especially when triggered by the appropriate stimuli 
[11]. A brand’s visual identity extends beyond the product itself. Environment, adver-

tising, and service provision play a vital role in building brand awareness and favoura-

ble brand recall [13]. Tangible product elements—design, packaging, shape, colour, 

texture, even lighting—serve as communicators and identifiers of a brand’s values and 

personality. Moreover, a product’s shelf placement influences perception and purchas-

ing choice [14]. Each colour also has a psychological impact on the neocortex, activat-

ing memories, thoughts, and behaviours. Brands should therefore select representative 

colours consistent with their overall graphical identity to enhance consumer recognition 

and recall [7]. 

With smell, olfactory stimuli reach the limbic system directly—the brain’s 

centre for emotion and memory [14]. This sense is powerful: upon encountering a fa-

miliar or evocative scent, the brain automatically reconstructs the initial experience as-

sociated with it, complete with detailed recollections of what, where, and when it oc-

curred—especially for childhood-related scents [9]. A brand’s fragrance should there-

fore reflect its identity. When congruent with the product, the right scent enhances 

brand messaging and ensures a more authentic sensory experience [10]. The correct 

aroma not only encourages further purchases but also enhances satisfaction and con-

sumer loyalty.  

Taste is created in conjunction with the other senses. It operates in synergy 

with sight, touch, sound, and especially smell to deliver a holistic sensory experience 

when tasting a product, whether food or beverage [1]. Between 80% and 90% of fla-

vour perception derives from smell. A clear example is a wine tasting, where both 

senses are stimulated independently and collectively [14]. Brand image is particularly 

crucial in the food and beverage sector. Strong brands are frequently perceived as more 

reliable, of higher quality, and more consistent than lesser-known alternatives [15]. 

2.2 Sensory Marketing and Wine 

A sensory experience engages the senses of smell, hearing, sight, taste, and touch sim-

ultaneously. When these five senses are activated in a coherent manner, they leave a 

lasting imprint on the emotional consciousness of the individual, enabling consumers 

to identify and select a brand easily from the shelf, repeatedly choosing it over others 
[1]. Through sensory engagement, an individual develops a personalised emotional ex-

perience around a product, forming stimuli perceived as intimate and unique to their 

body and perception [14]. Sensory marketing must be structured under a strategic 

framework that reflects the values and identity of the brand, assigning purpose to each 

sensory activation point and presenting the brand to the consumer in a more humanised 
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way. This approach is essential to convey a coherent message, enhance customer value, 

and increase personal satisfaction [13]. The challenge for brands lies in activating all 

five senses at every touchpoint, thereby constructing a holistic environment that com-

municates the brand’s essence and personality. The result is a symbiotic relationship 

between the soul of the brand and that of the consumer [7]. 

Various elements influence the visual perception of red wines when customers 

view them on self-service shelves. The label acts as the wine’s calling card, allowing 

for recognition and differentiation by reflecting the brand’s essence through its compo-

nents. It impacts both the perceived quality of the wine and consumer purchasing be-

haviour. On many occasions, consumers make visual-based purchases, relying on the 

label either due to lack of product knowledge or simply because of its aesthetic appeal. 

Many consumers—particularly Millennials—choose wine based on the label, associat-

ing it with perceptions of high quality or expense, even when such perceptions may not 

be accurate [16]. Multiple factors must therefore be considered when analysing wine 

labels. The shape of the label influences buying behaviour. Most labels are rectangular 

and centrally positioned on the front of the bottle. Recently, however, brands have be-

gun to use more unconventional formats and diverse materials to attract younger con-

sumers—such as paper, wood, metal, fabric, and other adhesives that complement the 

main label [17]. Another crucial factor is colour. Traditional labelling tends to favour 

muted tones, with cream backgrounds and dark text, or the reverse, often accented with 

gold. Colour-coding is also frequently used to differentiate wine types within the same 

brand—e.g. green, red, brown, burgundy, purple, or blue. Recently, vibrant and metal-

lic colours have gained popularity, complementing new label shapes and creating novel 

visual illusions that capture consumers’ attention more readily [18]. Finally, the origin 

information presented visually on the label helps to convey the wine’s natural essence 

and provenance. This origin can be categorised as historical, geographical, biological 

(grape variety), or artisanal, complementing other label elements with positive associ-

ations that influence red wine purchasing decisions [19]. 

3 Methodology 

This study employed a cross-sectional qualitative and quantitative analytical design. In 

the initial phase, two focus groups comprising eight participants each were conducted 

(millennials and gen Z). During these sessions, a blind tasting was carried out to assess 

three variables: 

a) The label; b) Recognition of origin; and c) Recognition of wine type.

The wines used were from the Ecuadorian winery Dos Hemisferios, a com-

pany with over ten years of production experience and five years in the market. Dos 

Hemisferios is a pioneer in the production and commercialisation of fine wines from 

grapes cultivated in Ecuadorian soil and has received numerous national and interna-

tional awards throughout its history [20]. The study aimed to address the following 

research question: 
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P1: Can individuals distinguish the origin and type of red wine solely by 

tasting it? 

Each focus group session was structured into three parts. In the first, partici-

pants were asked questions to assess their knowledge of the wine market in Ecuador, 

their consumption frequency, and the factors influencing their wine purchasing deci-

sions. The second part comprised questions about preferences regarding wine type and 

origin, followed by a blind tasting of three different wines, after which participants were 

asked to identify the wine’s type and origin. The final part involved the presentation of 

various wine labels. Participants were asked to select which one they would choose for 

purchase and to indicate which label elements—colour, typography, illustration, shape, 

and origin information—were most influential in their decision-making. 

The quantitative study was conducted with a population of 59,949 individuals 

in the city of Guayaquil and a non-probabilistic convenience sample size of n = 382 

(confidence level z = 95% and margin of error e = 5%) individuals aged between 20 

and 30 years (millennials and gen Z), from socio-economic levels A and B (upper and 

upper-middle classes, respectively). A structured questionnaire was used as the data 

collection instrument, which included questions related to wine consumption, prefer-

ences regarding type and origin, key factors influencing purchase decisions (price, fla-

vour, recommendation, label, quality, brand, taste, time, type, origin), and the graphic 

elements of wine labels (colour, shape, illustration, information, type) of Ecuadorian 

wines from the Dos Hemisferios winery. 

To analyse the data, the chi-square test of independence was applied to the 

study variables. Additionally, Cramér’s V and the contingency coefficient were em-

ployed to determine the degree of association between variables. The analysis was sup-

plemented with dimensionality reduction graphs and optimal scaling to visualise the 

relationships. 

The following three hypotheses were established based on the reviewed liter-

ature: 

H1: Consumption frequency depends on the label, brand, price, and origin as 

relevant product variables. 

This hypothesis seeks to demonstrate that sensory product elements (label and brand) 

are more relevant than non-sensory variables (price and origin) in influencing consump-

tion frequency. 

H2: Consumption frequency is influenced by the elements that comprise the 

label. 

The aim of this hypothesis is to determine whether any specific sensory element of the 

label is associated with the frequency of wine consumption. For this variable, the label 

was analysed based on colour, shape, illustration, typography, and information (regard-

ing origin). 

H3: Consumption frequency is influenced by the product’s country of origin. 

This hypothesis seeks to establish an association between the wine’s country of origin 

and its frequency of consumption. 



Focus group 1 
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4 Findings and conclusions 

Sight, taste, and smell influence the wine experience—from the moment a bottle ap-

pears on a retail shelf to when it is poured into a glass [21]. Based on the data analysed, 

it was possible to determine the role these senses play and the elements that affect them 

in greater depth. First and foremost, individual taste preferences determine the type of 

wine a person consumes, which in turn guides purchasing preferences and decisions. 

While smell is one of the most important senses involved in this experience, its influ-

ence is limited to the moment of consumption, as it primarily serves to stimulate 

memory upon interaction with the wine. However, it does not significantly influence 

the purchasing process or decision. In contrast, the sense of sight enables consumers to 

recognise a wine brand by identifying various bottle characteristics, particularly the 

label, and how its visual elements affect purchasing decisions at the point of sale. The 

qualitative findings from the focus groups demonstrated that participants were gener-

ally unable to distinguish either the origin or type of wine. The blind tasting revealed 

that most individuals failed to correctly identify the wine type or its provenance (see 

Table 1). 

Table 1. Frequency of correct and incorrect identifications regarding origin and wine type 

Brand Type Correct Incorrect Origin Correct Incorrect

Peñasol 2 7 Spain 6 3 

Armonía Merlot 2 7 Ecuador 5 4 

Casillero del Diablo 4 5 Chile 5 4 

Focus group 2 

Brand Type Correct Incorrect Origin Correct Incorrect

Del Morro 1 7 Ecuador 3 5 

Santa Ana Cabernet 0 8 Argentina 1 7 

Travesía 0 8 Ecuador 4 4 

In the quantitative analysis, hypothesis H1 was accepted. This demonstrated 

that consumption frequency is influenced by both sensory and non-sensory variables 

(label, brand, price, and origin). Among these, origin was cited by consumers as the 

most influential factor for those who consume wine more than once per week. However, 

hypothesis H3 was rejected, as no significant relationship was found between consump-

tion frequency and any particular country of origin. 

Similarly, in analysing the associations under H1, it was found that label, brand, and 

wine type were associated variables for individuals who consume wine once per week. 

Nonetheless, like H3, hypothesis H2 was also rejected, as no specific sensory element 

of the label stood out as significantly influencing consumption frequency. The results 

are shown in Table 2. 

Table 2. Association tests for consumption frequency with relevance, label, and origin varia-

bles 
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Study variables Value Asymptotic 

Significance 

df Cramer’s 

V 

Contingency 

Coefficient 

Hypothesis

Consumption & rele-

vant vars 
55,386 0,001 27 0,198 0,324 Accepted 

Consumption & label 6,551 0,886 12 0,068 0,011 Rejected 

Consumption & ori-

gin 
32,782 0,332 30 0,152 0,255 Rejected 

The above findings demonstrate that consumers respond consciously when se-

lecting wine for consumption, indicating what they believe to be relevant variables. 

However, the hypothesis tests reveal no actual decision-making based on label or 

origin. Additional tests showed a dependency relationship between consumption fre-

quency, wine type, and price, as well as a moderate association between price and origin 

and between price and wine type (Table 3). These findings indicate that consumption 

is driven by a logical-emotional relationship, where wine type acts as the emotional 

(sensory) factor, while price and origin function as logical factors (see Figure 1). 

Table 3. Association tests for variables of consumption frequency, price, and type 

Study variables Value Asymptotic 

Significance 

df Cramer’s 

V 

Contingency 

Coefficient 

Hypothesis

Consumption & type 64,074 0,000 18 0,213 0,346 Accepted 

Consumption & price 21,603 0,010 9 0,124 0,209 Accepted 

Price & origin 80,627 0,000 30 0,239 0,382 Accepted 

Price & type 50,634 0,000 18 0,189 0,311 Accepted 
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Fig. 1. Relationship analysis of label, origin, price, and wine type variables with consumption 

frequency using dimensionality reduction and optimal scaling 

Although the label is often cited as a key element in wine selection [16] [17] 

[18], in the Ecuadorian context, the information on origin presented on the label appears 

to hold greater significance, aligning with origin as a major factor in the purchasing 

decision [19]. Furthermore, wine type—linked to the sense of taste [1] —is another 

key factor influencing purchase frequency, reinforcing the role of personal preference 

in consumer behaviour. 

In the blind test evaluations conducted during the exploratory study, there was 

a very low recognition of the type of wine and a moderate error in identifying its origin. 

This, together with the quantitative results, leads us to infer that price is a highly rele-

vant factor that serves as a guide for consumers when making decisions about their 

wine consumption. The quantitative study also suggests that individuals report purchas-

ing attributes in a rational manner. The label, as an element that conveys information 

about the origin and type of wine, is a variable linked to the emotional dimension of the 

purchase, beyond the intrinsic attributes of the wine or its bottle. An important finding 

is the identification of a moderate association between price and origin, indicating that 

the latter variable indirectly influences consumption frequency. 

The research was limited to the variables of packaging, label, type, origin, and 

price, excluding sensory attributes such as colour, aroma, and alcohol content, as these 

are more relevant to more discerning consumers. This study serves as a foundation for 

further, more complex research that incorporates these variables within what may be 

considered a complete multisensory product experience. 
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