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ABSTRACT 

 

Regional marketing is an exercise that regions develop so that they can benefit from the 

region’s unique advantages and distinguish themselves from other regions. It happens in 

regions all around the world and with this marketing technique, these places can empower their 

brands and make the community stronger, it is also used by different industries. One problem 

that was not yet exploited by researchers is the relation between the region’s image as a wine 

producer and the individual brand equity of a company in the same region. To address this 

problem, the purpose of this study is exploring if an individual brand, Vinícola Goés, in a 

region, São Roque, can dislocate its image from the region’s negative image. To gather data, a 

survey was conducted with 100 respondents that followed Vinícola Goés on Instagram or that 

visited the area of São Roque and Vinícola Goés. The survey was conducted online and data 

lead to the study of the relations between Region’s Image as a wine producer, Perceived Quality 

of the region’s wine, Purchase Intention of the region’s wine and Brand Equity of an individual 

company in the region. Analyzing the relations between the variables it is possible to 

understand if a brand can dislocate its image from the region’s image and the variables that 

affect this relationship. This study may benefit companies in the wine industry, since the study 

analyzes the relationship between region of origin and brand equity, and therefore, these 

companies can understand if their investments in marketing will pay off if their product is 

segmented towards a different public than the region’s. Also, researchers and students in this 

field might be interested by the study since it brings a new component into the region of origin 

study. 
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RESUMO  

 

Diversos trabalhos relacionam variáveis à região de origem, muitos relacionam também, essa 

estratégia à indústrias do vinho, porém, poucos estudos empíricos analisaram a relação de 

região de origem no valor de marcas individuais da área, principalmente no Brasil e na indústria 

do vinho. Assim, este estudo correlaciona variáveis de outros estudos sobre região de origem 

como qualidade percebida dos produtos da região, intenção de compra e valor de marca, com 

o objetivo de entender se uma empresa consegue distinguir sua imagem da imagem geral da 

região. O estudo contribui com a literatura focando em uma vinícola brasileira, a Vinícola 

Goés, porque a empresa se encontra na região de São Roque, que apresenta uma imagem de 

produção de vinhos doces de mesa enquanto a empresa tem investido na produção de vinhos 

finos de alta qualidade. Uma análise quantitativa foi feita pelo método de survey para entender 

diversas variáveis aos olhos do cliente, imagem da região de origem como produtora de vinhos, 

qualidade percebida dos vinhos da região, intenção de compra dos vinhos da região e valor da 

marca. Para coletagem de dados, 100 surveys foram aplicados durante 3 semanas. No final, os 

dados foram analisados em um modelo para entender a relação entre as variáveis. Os resultados 

mostram que neste caso, a imagem da região de origem como produtora de vinho não contribui 

para a explicação da variável de valor individual da marca, a variável que influencia o valor da 

marca é a intenção de compra dos vinhos da região e há uma relação forte entre imagem da 

região como produtora de vinho e qualidade percebida dos vinhos da região e também intenção 

de compra dos vinhos da região. 

 

 

Palavra Chave: região de origem, valor de marca, Brasil, indústria do vinho, 

marketing regional 
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1.Introduction  

1.1 Market Context 

According to the report on Alcoholic Beverages in Brazil (2019), Brazil is one of the biggest 

markets for these products, representing the third country that most consumes alcoholic 

beverages in 2018, only behind China and USA. In 2018, the alcoholic beverage industry 

generated over 127 billion reais in net revenue, growing more than 200% when compared to 

the net revenue of 2010 (56 billion reais). 

Brazil represents a potential market for winemakers. The country has the biggest population in 

South America of over 210 million inhabitants in 2019, including more than 150 million that 

are legal aged drinking adults. The consumption of wine specifically is also very encouraging, 

since there has been a stable demand of over 3 million hectoliters for the past ten years 

(Alcoholic Beverages in Brazil, 2019). There are also several factors that would classify this 

market as a difficult area to operationalize, high taxes, high temperatures, the economy in 

recovery and the beer consumption culture is strong. But even though there are that many 

apparent difficulties, Brazil´s wine industry revenue amounts to US$6,455m in 2019, with the 

market being expected to grow 3.4% from 2019 to 2023 (Figure 1) (Alcoholic Beverages in 

Brazil, 2019). 

 

 

 

Figure 1- Revenue in The Wine Segment Evolution in Brazil, Wine Brazil (2019) 
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Brazil is the fifth largest producer of wine in the Southern Hemisphere, with a production of 

3.4 million hectoliters in 2018 (Alcoholic Beverages in Brazil, 2019), appearing before the 

well-known wine producer, New Zealand (Lander, 2018). Even though Brazil produces great 

amounts of wine, the current per capita consumption of wine is at 1.4 liters per capita in 2019 

and is far behind the top wine consumer countries of 2018 (Table 1). France, which was 

categorized as the biggest wine consumer country in 2018, has an average per capita 

consumption of 45,1 liters per capita (Per Capta Wine Consumption Worldwide in 2014 and 

2018, by country (in liters), 2019). 

 

 

Rank Country Liter/inhab./year 

1o France 45,1 

2o Italy 45,0 

3o Swiss 42,8 

4o Portugal 41,3 

5o Austria 41,2 

6o Greece 39,7 

7o Germany 36,5 

8o Denmark 34,3 

9o Belgian 32,1 

10o Argentina 31,3 

11o Hungary 31,0 

12o Australia 28,4 

13o New Zealand 27,5 

14o Netherlands 27,0 

15o Uruguay 26,4 

Table 1- Rank of Estimated Wine Consumption in 2018 (per capta), “Per Capta Wine 
Consumption Worldwide in 2014 and 2018, by country (in liters)”, (2019) 

 

 

In addition, there is competition between imported wine and national wine. In the country, the 

total consumption of national wine is around 65% while the consumption of imported wine is 
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35% (“Plataforma online é lançada para incentivar consumo de vinho no Brasil.”, 2019). The 

reasoning behind this fact is that the taxes charged over imported wines are very high and can 

amount to 65% of the total price, leading the imported product to be commercialized at higher 

prices. Also, the bureaucracy and slow processes in the ports makes it more difficult to access 

imported wine. Hence, it poses a competitive advantage to provide national wine (“Plataforma 

online é lançada para incentivar consumo de vinho no Brasil.”, 2019). 

In 2018 thought, many local producers struggled to recover after several years of poor harvests 

while international players strengthened their position in the Brazilian wine market.  South 

American and European brands are working to distribute and differentiate their brands in 

Brazil, which heightens competition, especially since Brazilians tend to perceive imported wine 

as higher quality wine, which increases demand, and aligned to the benefit of improved 

distribution channels, imported wine can practice economies of scale (Wine in Brazil, 2019).  

The Brazilian industry will continue to try and change the perception of consumers by working 

through the Brazilian Wine Institute (IBRAVIN) in marketing of place of origin, investing in 

campaigns promoting Brazilian wine, with the message that the national produce is as good as 

the imported product (Wine in Brazil, 2019). 

Vinícola Aurora is still the leader in the Brazilian market, accounting for 9% of overall sales 

in 2018. In this year, the winery opened another plant to produce table wine and grape juice 

that accounts to 45% of their annual revenue already. The company is also expanding towards 

the premium segment, increasing the production of higher quality wine to compete with 

imported products, and escalating the production of sparkling wine and table wine in the 

moderated priced category (Wine in Brazil, 2019). In second place of sales volume in 2018 

comes Vinhos Salton, they are investing in new premium wines, to increase the sales of their 

sparkling wines during new consumption occasions. The winery released a sparkling wine to 

be consumed with ice, to compete in the cocktail category, proven to be a successful tactic for 

manufacturers of spirits. Other players are also expected to release similar innovative products 

to increase consumption during different occasions (Wine in Brazil, 2019). 

Wine registered a positive performance in 2018, with steady consumption of sake, seasonal 

consumption of sparkling wine and continued growth of consumption of red wine due to the 

growth in local production and import of the product (Wine in Brazil, 2019). In 2018, glass 

bottle companies were operating at full capacity but failed to supply beer and wine companies 

with enough product, so beer companies were forced to package more beer in cans and wine 
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industries chose to produce high quality wine with the amount of bottles they could get, which 

is more expensive and therefore increase profit (Wine in Brazil, 2019). It is expected that the 

glass bottle industry will continue to show shortage of supply in early forecast periods, which 

may force the wine industry to start using other types of packaging such as liquid cartons, metal 

cans and bag-in-box formats (Wine in Brazil, 2019). 

Therefore, the Brazilian market, which poses as third biggest market of alcoholic beverages 

shows an increasing demand of wine in the country. Consequently, the competitive scenario is 

getting fiercer, with international brands establishing economies of scale to offer products at 

better prices to consumers while national brands grow by acquisitions and investing in 

innovative products. 

In this scenario it is imperative to understand the effects of region of origin and how individual 

brands are affected by their regional image. 

 

1.2. Theoretical Context 

1.2.1 Region of Origin 

The place of origin can affect the buyers perceived quality of the product, purchase intentions 

and preferences towards the product. The first sphere to be studied inside this theory was 

country of origin, and this trend has now evolved to the region-of-origin context (García-

Gallego, Chamorro-Mera, García-Galán, 2015). 

Regional marketing can occur in different ways, some brands offer the products that the region 

is well known for and others, offer products that are atypical of the area, but since these 

products are all originated from that specific locale, they count as part of the region’s products 

(Fernández-Ferrín, Calvo-Turrientes, Bande, Artaraz- Miñón, Galán-Ladero, 2018). These 

regions leave an impression on consumers and tourists that visit the area, due to the time they 

spent in the region that brings memories connected to these places (Hospers, 2011). 

Regions work on their image, claiming they are unique so that they can create value and gain 

advantage over other regions that produce similar products (Kotler, Jatusripitak, Maesincee, 

1997), the objective is to maintain sustainable growth, to gain consumers from other countries 

(Florida, 2007, Anholt, 2009) and other regions (Díaz Soria & Llurdés Coit, 2013), and to 

maintain the region and attract more residents (Terlouw, 2009). 
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Regions are differentiated by several aspects that are unique to their own, the region’s history, 

cultural, physical and geographical characteristics which in total make up the region’s identity 

(Kotler & Gertner, 2011). These characteristics are essential for the stories about the region 

and help build the region’s identity in the consumer’s perception (Agnew, 1999). The area with 

a regional identity presents characteristics that cannot be copied by other places with a different 

set of specifications (Bruwer & House, 2003), using region of origin in the branding of the 

place can lead to economic, social and political benefits of the overall region (Bruwer & 

Johnson, 2010). 

The problem is that clients will only be willing to pay for a regional nomination if there is a 

clear higher quality perception on these products (Thode & Maskulka, 1998). Hence, for this 

to be possible, a consistent message of the value of the place of origin has a higher chance of 

appearing as a top of mind message to the consumer, that is why companies have been working 

not only on regional brands but also sub-region appelations (Bruwer & Johnson, 2010). 

So, constantly repeating the positive message that a region wants to convey in the mind of 

consumers is part of the communication strategy of many companies (Bruwer & Johnson, 

2010). For some industries then, especially agricultural products, it is reasonable to use the 

region of origin effect to explain differences between products since the environmental factors 

such as soil and temperature affect the quality and taste of the produces directly. Industries 

where is common to explore this quality as a marketing advantage englobe tourism, agricultural 

goods and food and beverage markets (Bruwer & Johnson, 2010). 

 

1.2.2. Region of Origin and Wine 

Fine wine is one of the most frequently associated products with place of origin (Thode & 

Maskulka, 1998), and countries such as France have successfully employed place-based-

marketing in the wider sphere, country-of-origin marketing, with agricultural products like 

food and wine (Frochot, 2003). Therefore, the need to study the region of origin effect and the 

variables connected to it in the wine market was essential to the development of the marketing 

of the industry (Thode and Maskulka, 1998). 

To Frochot (2003), the wine and food industries are very complicated to study because most 

of the companies are small and medium enterprises (SMEs) and therefore it is harder for them 

to create a unique image for the region that is shared and concise. However, place based identity 
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is seen as a successful marketing procedure in the wine industry since companies from a region 

work together to create a regional image, the problem is how to implement such a strategy. 

Other industries may use examples of bigger enterprises, but in the wine sector the biggest 

companies use opposed approaches (Bruwer & Johnson, 2010). 

Constellation, one of the worlds largest wine companies grows by acquiring wine brands, 

depending on brand name awareness, while Gallo, the biggest family owned wine enterprise, 

grows by acquiring vineyards, depending on the regional uniqueness of the grapes to increase 

sales (Bruwer & Johnson, 2010).  

A region’s identity is created by the identification of companies of the region and willingness 

to form a unique, collective brand, having no conflict between the individual brands and the 

region’s identity. According to Klinger (2016), fine wine is the product that is the most 

dependent on its place of production. The association of official consortiums of different 

industries in the region and a national committee, play an essential role in creating a regional 

identity to the area, since the country-of-origin effect make it possible to create a regional 

identity as seen in the Austrian wine industry (Klinger, 2016).  

Another reason producers might concern themselves with creating a positive regional image is 

that, this positive association with a region, can increase the prices of their wines, generating 

more profit. Some companies are working towards marketing their products as local products, 

the consumers are becoming more environmentally concerned and therefore, consuming 

products from sustainable sources is impacting marketing decisions. The act of consuming 

products locally is seen as a strategic environmental impacting action (Klinger, 2016). Also, 

regarding brand equity of companies in the areas that use of place of origin marketing, 

according to Yasin (2007) brand equity and its dimensions are positively affected by the 

country-of-origin`s (COO) image. 

According to Paul (2016), fine wine is defined by individuality, what separates the producer 

from competition, personality, defined by the face of the brand, and regionality, where the wine 

comes from. A brand that uses all three attributes in balance is more successful, so when a 

brand does not have a favorable region, they must compensate on the other two characteristics. 

Another factor that has to be considered is that regional marketing isn’t actioned by the 

company’s marketing team but by generic marketers that have no control over the marketing 

mix and therefore, there might be a disconnection between the message and the reality (Paul, 

2016). 
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These marketers can’t control the pricing, the place they are sold, the products quality, nor the 

promotion of each wine brand specifically, they can only influence the promotion of the 

generalized area product and try to create a general message that leads to a ‘halo effect’ which 

therefore might not replicate the reality (Paul, 2016). 

In addition, maintaining a country denomination and brand for wines is dangerous since they 

mix the mainstream and premium wines in one denomination, and therefore, the consumer does 

not have the perception that the wines produced in that country can be different. The client, 

then, can use other factors on the choice of the wine from the country, such as price, which can 

negatively impact the sales of premium products with higher end prices (Paul, 2016). An area 

that is successful selling mainstream wine, such as Chile, may have difficulty producing 

premium wines and convincing consumers to buy their products even though the quality of the 

wine is becoming superior, according to Paul (2016) the more successful the region is in selling 

mainstream wine the harder it escalate to a premium category and sell finer wine.  

Therefore, companies must be careful when building their brands, as to maintain the 

equilibrium between regional and individual branding (Paul, 2016). Region of origin is not an 

isolated variable and several other variables have an influence over the consumer`s perception 

about wine and the region it comes from. Hence, many researchers have studied these variables 

and the relation they have with wine choice, wine purchase and region of origin. 

A review of the academic literature showed that the multitude of studies approach the 

importance of region of origin as a purchasing choice attribute, such as Atkin & Johnson (2010) 

study where the brand was classified as the most common attribute used to distinguish a quality 

wine for most consumers followed by place of origin, Casini, Corsi, Goodman (2009) study 

about consumption of wine in Italy, that discovered that when dining at home in Italy, even 

though most wine consumed were regional, consumers see as more relevant attributes such as 

familiarity with the wine and taste match between food and wine. 

Martinez, Brugarolas, Del Campo, Gomis and Martinez (2006) examined the variables of wine 

choice in two different environments, restaurants and retailers since the cues customers use in 

these places are different, and the consumption level measured were habitual, occasional and 

sporadic.They found that in restaurants, consumers are more sensitive to price, since wines 

tend to have a higher price in these settings. Also, that habitual wine drinkers tend to depend 

less on region of origin and price to guide them towards choosing a wine to consume, it is 
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explained by the authors that these consumers are more knowledgeable, hence they use type of 

wine as guide. 

Studies accomplished in Australia have varying results, while some report region of origin as 

one of the top three most important characteristics in the process of choosing wine to purchase 

(Lacey, Bruwer and Li, 2009; Atkin, Nowak and Garcia, 2007; Bruwer & House, 2003) others 

find different results, where region of origin (ROO) is not as important (McCutcheon, Bruwer, 

Li, 2009). 

The place of origin of wines is an important characteristic in labels of quality wines in Greece 

as showed in the study of Dimara & Skuras (2005). And Bruwer & Johnson (2010), determined 

that the wine`s region is the most important factor in determining a wine`s quality, 85% of 

consumers in California use this information when evaluating which wine to purchase. 

Besides the study about the importance of region of origin in purchasing decisions, other 

studies have conducted themselves through the variables that antecede this phenomenon such 

as the place’s overall image (Verlegh, Steenkamp and Meulenberg, 2005; Lee & Lockshin, 

2011; Lee, Lee and Lee, 2013), its image as a producer of a specific product (Van Ittersum, 

Candel, Meulenberg, 2003), if the client knowledge about a product have an effect on the region 

of origin marketing (Insch & McBride, 2004), if the client knowledge about the area and the 

products from that origin have an effect on regional marketing ( Lee & Lockshin, 2011). 

Also, demographic variables may affect how the customer perceives region of origin as an 

attribute (Schaefer, 1997). There is already a study by Garcia-Gallego; Chamorro-Mera; 

Garcia-Galan (2015) that approaches the effect of region of origin on purchase intention of 

regional wines taking into consideration variables such as the region’s overall image, the area’s 

image as a wine producer, the perceived quality of its products and consumer ethnocentrism. 

This study also considers the moderating role of knowledge about the product and knowledge 

about the product’s origin. 

According to Garcia-Gallego; Chamorro-Mera; Garcia-Galan, (2015), the perceived quality of 

the area’s wines is the factor that influences the most the purchase intentions of the customers. 

Although the region`s image as a wine producer statistically affects the perceived quality of 

the area’s wine. In addition, Brochado & Oliveira’s study (2019) approaches the factors that 

affect brand equity in the regional context in the wine industry, finding that the link between 

perceived quality and brand equity is significant. 
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1.3 Research Question 

Due to the above, there exists a need to further study the effect of region of origin on individual 

brands of that region. Using Garcia-Gallego; Chamorro-Mera; Garcia-Galan, (2015) study as 

a foundation, it can be noted that the study does not approach the effect of purchase intention 

of the region`s products on the individual brand equity of the region`s companies and any effect 

of the variables on individual brand equity of companies in the region. Brochado & Oliveira’s 

study (2019) approaches only the link between perceived quality and brand equity aspects of 

the wine industry. 

So, this paper aims to understand how variables of the previous study of Garcia-Gallego; 

Chamorro-Mera; Garcia-Galan, (2015), region’s image as a wine producer, the perceived 

quality of its products and purchase intention of regional wines affect the individual brand 

equity of companies in the region. 

 

1.4 São Roque 

São Roque city, inside São Paulo State, started with its winery activities right when the city 

was founded in the XVII century, the founder of the city, Pedro Vaz de Barros was certainly 

the first winery owner of São Roque. Even though there is no data about the type or quality of 

wine produced at that time (“História do Vinho em São Roque”, n.d.). 

For 200 years, the wine production had to stop in the entire country because of a Portuguese 

decree, Brazil was prohibited of producing wines. In the 1880s, wine started to slowly be 

produced again in the region, in the 1950s the production started to increase, and the area began 

to be known as a winery region, the mostly grown grape was labrusca Isabel, since it resists to 

the conditions of climate and soil of the region. With time, the region continued to produce 

table wine and grape juice, since most of the Brazilian consumers preferred these products 

(“História do Vinho em São Roque”, n.d.). While other areas such as Vale do São Francisco 

and Vale do Vinhedo improved techniques and invested in other types of grapes, with inclusion 

of vitis vinifera grapes, increasing their wine quality, São Roque gained the fame of producing 

bad quality table wine (Yassuda, 2016; Rodrigues, 2016).  

The region is located just 68 km away from São Paulo, and therefore has the potential to be a 

big supplier of wine to the metropolis. In the last couple of years, the wineries in the region 

have been working with more appealing labels and bottles and improving their wine quality, 

these wineries have been investing in cultivating vitis vinifera grapes to change the region’s  
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long time image of “bad wine producers” and attract more consumers (França, 2018; Yassuda, 

2016; Rodrigues, 2016).The problem, is that for the region, it becomes harder to re-brand it 

once people have formed an impression about the locale (Agnew, 2001), it can be done, but it 

is a very slow process (Klinger, 2016). 

 

1.5 Vinícola Goés 

Vinícola Goés is the biggest winery present in the region of São Roque. This winery started its 

production in 1910, and by 1920 the winery started to grow with the production of American 

wines such as Isabel and Niagara (“A história”, n.d.), table wines that are very sweet (França, 

2018). For a long time, the winery only produced table wine and grape juice, which contributed 

to the region’s fame of producer of low quality sweet, gallon wine (Yassuda, 2017), but by 

2001, the winery invested R$3.000.000,00 in the development of fine wine grapes and in 2007, 

the company started to produce wine from vitis vinifera such as Chardonnay and Tannat 

(Yassuda, 2017). 

At this time, the winery also started producing the Tempos line, which represented a new 

symbol of the winery, the grapes were 100% cultivated in São Roque region, producing fine 

wine from grapes such as Cabernet Sauvignon, Cabernet Franc and Lorena. In 2014, the 

Tempos Philosophia Cabernet Franc wine started to be recognized and won numerous prizes 

ever since, the wine was recognized as one of the most representative vintages for Avaliação 

Nacional de Vinhos in 2014, the first 100% paulista (from São Paulo) wine to win this prize, 

the line also won the Grande Ouro prize obtained in the 16th edition of the Concurso Mundial 

de Bruxelas- Brasil in 2018 (“Góes Tempos Philosophia é destaque no Concurso Mundial de 

Bruxelas-Brasil”, 2018). 

In 2016, 90% of the wine sold by the winery was still table wine while fine wine represented 

10% (França, 2018), these numbers didn’t change much from that time and the main product 

sold in the winery is still table wine. Vinícola Goés continues to follow trends and believes that 

producing fine wine brings a good image for the winery, giving it the reputation the brand 

needs to thrive. In parallel, the market for fine wines continues to grow, in 2018, the production 

of fine wine grew 12% per year while table wine’s growth was of 5% (“Góes Tempos 

Philosophia é destaque no Concurso Mundial de Bruxelas-Brasil”, 2018). 
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There has been a great investment by Vinícola Goés on the production of vitis vinifera to 

elaborate fine wines, including costs of P&D and marketing of the Tempos line. It can be said 

that the company is investing in individual branding. 

 

1.6 Justification 

The present topic was chosen since Brazil is the third biggest alcoholic market in the world 

(Wine Brazil, 2019), coming behind China and United States. As a potential wine market, 

Brazil is expected to grow 3.4% from 2019 to 2023 (Wine Brazil, 2019).  

With the increasing global competition, wineries around the world are looking for new markets 

for their products, and as Brazil poses itself as an attractive new potential consumer country, 

local wineries in Brazil are facing fierce competition of imported wines, especially European 

and South American wine. 

With Brazilian consumers learning to drink fine wines and the imported wines having a fame 

of having better quality wines, Brazilian wineries had to start investing in producing vitis 

vinifera, so that they could produce better quality wines that pleased the consumers. 

Vinícola Goés is one of the wineries that invested in new technology to produce better quality 

grapes and eventually wines, to promote their products they also invested in self-branding, 

promoting their products in wine contests. Yet, the winery is located in São Roque, an area that 

has the fame of producing bad quality sweet wine. 

Consulting the literature so far, there are no studies that embrace the effect that the region’s 

image as a wine producer has on the perceived quality of the region’s products, the effect the 

perceived quality of the region’s products has on the purchase of these products from the region 

and the effect this purchase intention has on the individual brand equity of companies in the 

region. 

Thus, this study embraces the relationships between the variables mentioned, taking as a base, 

the study of Garcia-Gallego, Chamorro-Mera, Garcia-Galan (2015), which already includes 

most of the variables mentioned, in addition, the brand equity of the individual companies is 

being analyzed using Brochado & Oliveira’s study (2019) link between perceived quality and 

brand equity, to understand the relationship between the different variables.  
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Therefore, this study is useful not only for Vinícola Goes executives, but also wineries in the 

São Roque area and wineries around the world that belong to a region with a wine culture, 

since it shows the relation between variables that affect their market and brand and therefore 

may affect their sales. Also, students, scholars and connoisseurs of wine may find this study 

useful since it brings new perspectives into the study of region of origin aspects in the wine 

industry. 
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2.0 Literature Review  

The geographical origin as a marketing factor began to evoke interest in researchers and 

industry leaders in the last couple of decades due to the globalization effect in the market. As 

companies started to expand their markets throughout the globe, competition increased and as 

a result, administrators started to look for differentiation qualities in their products. The 

geographic origin of a product then, started to be an attractive characteristic to explore (Garcia-

Gallego, Chamorro-Mera, Garcia-Galan, 2015). 

 

2.1. Region of Origin Effect 

According to Bagautdinova, Gafurov, Kalensaya and Novenkova (2013), regional marketing 

promotes the economic development of the locale, shaping the characteristics of the area so 

that they create an identity that generates competitive advantage for the region. Regional 

branding is part of a differentiation strategy in local and global markets (Bruwer & House, 

2003). Inside the sphere of influence that a product`s place of origin has on product purchase, 

customer preference and perceived quality of products of that location, the country of origin 

effect was the first to be thoroughly analyzed by researchers in different fields (Thode & 

Maskulka, 1998). 

It is easier thought to create a concise image of a region than a compact image of a country 

since it is a geographically smaller area and therefore the environmental and human variables 

present in the locale have a stronger similarity (Garcia-Gallego, Chamorro-Mera, Garcia-

Galan, 2015). So, while with country separation, the region of Barossa in Australia enterprises 

find it harder to sell and distinguish their premium wines at higher prices, since in the retailer, 

the wines are identified only as Australian, with region separations, a brand such as Burgundy 

can protect itself from the falling appreciation of the products of their neighbor region of 

Beaujolais (Paul, 2016). 

Therefore, developing regional identities is important since it adds another layer of protection 

on the image of the individual brand, if the country image as a producer decreases, the company 

can still protect itself with the region`s identity (Paul, 2016). 

The relevance of Region of Origin 

Cities and regions have always competed for resources such as people, companies, residents, 

tourists and the overall attention of the outside world. To be able to distinguish themselves 
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from these other places on the world, these locales apply geographical marketing as an 

instrument of attraction (Charton-Vachet & Lombart, 2018). The geographic proximity of the 

products origin brings reassurance to consumers which leads these products to grow on market 

share by capitalizing on their place of production and focusing on their identity. The result of 

this place branding leads to increased attractiveness of the region regarding the unique features 

of the area (Hospers, 2004). 

Also, regional marketing plays an important role in community unity and development, not 

only it can bring financial development of the locale but also social growth by enhancing the 

identity of the region and the connection of the commoners with their region of residence and 

involvement of all entities, social, economic and political (Karavatzis, 2004). Another positive 

facet of using region of origin attributes as a marketing strategy, is that this competitive 

advantage is an especially difficult characteristic to replicate. The reasoning behind this fact is 

that different components are involved, including human and environmental factors (Bruwer 

& Johnson, 2010). 

To be able to create value for the area and influence the perception of consumers, the 

community of the region must work together to communicate a coordinated image to other 

regions and people (Anholt, 2008). Geographical marketing has several subdivisions inside it, 

policy measures, which are part of geographical promotion, spatial activities and organizational 

activities. Geographical promotion aims to influence the decision of people so that they will 

prefer one area over another, its main goal is to change the image of the location, while the 

other two divisions aim at enhancing the infrastructure of the place (Ashworth & Voogd, 1990). 

Geographical promotion depends on the extent to which regional image can change, thought 

brands and images can be considered quite stable, slow change is possible. Events may help 

change the image of a region on the short term, and this change can extend itself to a medium-

term change (Ashworth & Voogd, 1990). The reasoning behind these changes can come from 

human and environmental alterations that happens in the locale but also, changes in perception. 

Although, these alterations could not be attributed to marketing campaigning by Ashworth & 

Voogd (1990). 

Regional identity is created by acknowledging the characteristics that are unique to that area, 

including human factors such as culture and knowledge about products and environmental 

elements such as climate and soil (Bruwer & House, 2003).  
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Structuring a concise regional identity demands taking many steps involved with regional 

strategy implementation. The locale must work on the regional strategy, which means 

accessing the regional capabilities, developing a vision for the place, aligning this vision with 

every brand in the region, identifying opportunities and estimating indicators of performance 

for the brand. After elaborating on the regional strategy, there must be a plan of implementation 

of this strategy which is called regional plan development, it involves recognizing and 

prioritizing the resources and generating a tactical market plan (Bagautdinova, Gafurov, 

Kalensaya and Novenkova, 2013). And finally, working on the regional deployment which is 

putting the plan in action, executing it, working on the performance indicators, generating a 

communication platform and best practices of the actions (Bagautdinova, Gafurov, Kalensaya 

and Novenkova, 2013). 

The community defines the meaning of the place for different entities which results in the 

exercise of place marketing (Merz & Vargo, 2009; Aitken & Campelo, 2011; Kavaratzis & 

Hatch, 2013), that could be done with the ones responsible for the community that help 

coordinate their actions (Vuorinen & Vos, 2013). 

A numerous number of regions have invested in place branding, regions in Australia such as 

Wales (Clifton, 2014), Western Australia (Crockett & Wood, 2000), Oresund region between 

Denmark and Sweden (Falkheimer, 2014), Veneto region in Italy (Pierantoni, 2015), Auvergne 

(Chanut & Rochette, 2012) as well as 21 other regions in France (Chamard et al., 2013) have 

been branded. 

Every place has an image and therefore exploring this image can be beneficial for the industries 

in these places (Papadopoulos & Heslop, 2002). Regional branding as a marketing tool has 

been utilized by different industries, specially tourism (Papadopoulos & Heslop, 2002) and 

food and beverages industries (Thode and Maskulka, 1998). 

 

2.2 Region of Origin and the Wine Industry 

One of the first products to be closely linked to their place of origin was wine (Bernabéu, 

Brugarolas, Martínez-Carrasco, Díaz, 2008; Bruwer and House, 2003) due to the taste and 

quality perception differences between wines produced in different locations by wine makers. 

Appellations, geographical designations that are used for food and beverages, have been 

present in history since before Christ, with the Falernian area, south of Rome being described 
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as a locale that produced wine (Bruwer & Johnson, 2010). And since 1935, most major wine 

regions have a legal system to define the wine appellations emulating the European application 

of the original French standard (European Commission, 2016). The oldest legally protected 

vineyard zone was established in Chianti, Italy in the early 1700s, followed by Tokay in 

Hungary in 1730s and Douro in Portugal in 1750s. (Bruwer & Johnson, 2010). 

There are numerous wine brands localized around the world’s different wine markets, which 

makes it more difficult for brands to stand out (Bruwer & House, 2003) and makes the 

consumer of wine feel overwhelmed by all the possibilities and differences amongst them 

(Vrontis & Papasolomou, 2007).  

After the creation of appellations, Old World wines tended to be separated regionally while 

New World wines were originally separated by country. With time, a new trend started with 

New World wines, that started to separate its wines by region, since this way, they can segment 

the premium wines from the mainstream proposition, protecting the fine wine areas (Tustin & 

Lockshin, 2001). The regional marketing strategy has been used successfully by New World 

Wines such as American and Australian companies and the results of it have been documented 

(Tustin and Lockshin, 2001). 

 

2.3. Region of origin and variables 

Region of origin is primarily explained by two variables, human and environmental factors that 

affect the product directly (Van Ittersum, 2003). This regional marketing influence can vary 

according to different attributes considered by consumers, human factors, such as 

demographics, knowledge about wine, knowledge about the region`s wine, frequency of 

consumption and factors that affect the product directly, such as price, label, different settings, 

grape variety and wine type. 

According to Schaefer`s (1997) study about elements of demographic and their impact on the 

country of origin effect in product evaluations of sparkling wine, while the gender doesn`t seem 

to have an effect in country of origin, the author suggests that there is an effect of age and 

socioeconomic group on the use of country of origin specifications on the choice of sparkling 

wine.  

Martinez, Brugarolas, Del Campo, Gomis and Martinez (2006) examined the variables of wine 

choice in two different environments, restaurants and retailers since the cues customers use in 
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these places are different, and the consumption level measured were habitual, occasional and 

sporadic. They found that in restaurants consumers are more sensitive to price, since wines 

tend to have a higher price in these settings. Also, that habitual wine drinkers tend to depend 

less on region of origin and price to guide them towards choosing a wine to consume, it is 

explained by the authors that these consumers are more knowledgeable, hence they use type of 

wine as guide.  

When dining at home in Italy, even though most wine consumed were regional, consumers 

deem more important other attributes, such as familiarity with the wine and taste match 

between food and wine (Casini, Corsi, Goodman, 2009). And in winery tasting rooms visits, 

the region of origin is considered very important or somewhat important by consumers in the 

purchasing decision of a wine (Bruwer & House, 2003) 

 

The Model 

There are numerous researches involving the importance of place of origin in the wine industry 

and its effect in the purchase decision. 

The place of origin of wines is an important characteristic in labels of quality wines in Greece 

as showed in the study of Dimara & Skuras (2005). According to Engelbrecht, Herbst, Bruwer, 

(2014) one third of the respondents on his research about the South African wine market 

recognize region of origin as one of the factors to be considered before buying wine. Showing 

that a positive and concise image of the region can give some guidance to the consumer when 

choosing wine, influencing them to choose this specific area rather than others (Engelbrecht, 

Herbst, Bruwer, 2014). 

And in the study of Cacic, Tratnik, Kliusuric, Cacic, Kovacevic (2011), they discovered that 

before the customer can have a perception of the area`s products, the individual must be aware 

that the locale exists and produces certain types of products. So, wine region brand awareness 

can be created by using marketing tools, such as the repetition effect, in which the consumer is 

constantly exposed to an advertisement until the message is created in the individual’s mind.  

The place of origin affects the selection of wine process with every consumer group. While 

light wine purchasers are more affected by the country of origin effect, where they choose wine 

from familiar countries (Chrysochou, Lockshin, Habenschuss, Trinh, 2011), using their already 

formed perceptions of the place as an indicator of quality (Yasin, Noor, Mohamad, 2007),  
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heavy or frequent wine purchasers, which are associated with having more knowledge about 

the product are conditioned by the region of origin effect, focusing on wine from premium 

regions (Goodman, Lockshin, Cohen, 2006). While consumers that do not understand about 

the product at all don’t use place of origin references in the choice of their wines (Tootelian & 

Segale, 2004). 

High frequency wine drinkers are important to the wine industry since they purchase more 

wine, presenting a higher demand for products and also, may have opinions that influence other 

drinkers and help shape the perception of different wine brands (Thach and Olsen, 2015).  

Therefore, in the wine industry, it is more enlightening to study the effect of the region of 

origin. Previous studies have already shown that region of origin is an important characteristic 

when it comes to choosing wine, ranking third after price and grape variety in the Australian 

market (Bruwer & House, 2003). 

As we can note by reviewing the literature, most of the studies involving place of origin have 

a focus on the country of origin effect (Klinger, 2016; Schaefer, 1997; Chrysochou, Lockshin, 

Habenschuss and Trinh, 2011; Lee & Lockshin, 2011; Yasin, Noor, Mahamad, 2007). While 

some of the literature reviewed englobe the region of origin (Van Ittersum, Candel, 

Meulenberg, 2003; Martinez, Brugarolas, Del Campo, Gomis and Martinez, 2006; Bruwer & 

House, 2003; Engelbrecht, Herbst, Bruwer, 2014; Goodman, Lockshin, Cohen, 2006) there are 

still variables that must be studied. Hence, taking in consideration the literature, the following 

model shown in Figure 2 was designed to explain the region of origin effect of the São Carlos 

region in São Paulo, Brazil in the brand equity of Vinícola Goés. The main goal of the model 

is to understand if the region of origin identity affects the unique brands so, that they are unable 

to dislocate themselves from the umbrella image, even though they are reaching for other 

customer segments and developing different products. 

The model of Gárcia-Gallego, Chamorro-Mera and Gárcia-Galán (2015) was used as the base 

of the model shown below, their framework was chosen because it shows the influence that the 

region of origin image as a wine producer has on the purchase intention of the consumer leaving 

their model, one step behind the results this study wants to achieve. Using their model as the 

foundation of this study, it is possible to use an already statistically proven framework, adding 

a step to it, to understand how the region of origin image as a wine producer can affect the 

unique brand image of individual companies in the region. 

 



27 
 

 

 

Figure 2- The Model 

 

 

The variables taken in consideration by Gárcia-Gallego, Chamorro-Mera and Gárcia-Galán 

(2015) were region`s image, its image as a producer of a specific product, the perceived quality 

of the products of the region, purchase intention towards the products and consumer 

ethnocentrism. It was an exploratory, qualitative, longitudinal (2002-2008) study, with the 

objective of understanding the effect of these variables on the purchase intention and help 

winery managers understand more about the effects of regional marketing and protected 

designations of origin. 

 

The variables 

There are quite a few studies that relate place of origin to consumer choice of products 

(Botanaki & Tsakiridou, 2004; Mtimet & Albisu, 2006). 

In different geographies, such as Spain, Australia and Greece it has been shown that the 

region`s image as a wine producer affects the perceived quality of the product (Martínez – 

Carrasco, Brugarolas, Del Campo, Martínez, 2006; Bernabéu, Brugarolas, Martínez-Carrasco, 

Díaz, 2008; Lee & Lockshin, 2011; Dimara and Skuras, 2005). 

Another study that analyzes the place’s specific product production is that of Verlegh, 

Steenkamp, Meulenberg, (2005), in the study it can be inferred that taking in consideration 

only the region’s overall image when analyzing the perceived quality of a specific product 

category, results in the influence of regional overall image being low, consequently the image 
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of the region as a specific product category producer has to be analyzed. The first hypothesis 

is then inferred: 

 

H1: The region’s image as a wine producer affect the perceived quality of the region’s wines 

 

In addition, consumers use extrinsic cues to decide which wine to buy (Lockshin, Jarvis, 

d`Hauteville, & Perrouty, 2006) and therefore, a region’s perceived wine quality has an impact 

on the purchase decisions of consumers. Consumers from the New World, that purchased wine 

using the attribute of grape variety information, have also increasingly used the attribute of 

region of origin (Bruwer & House, 2003; Johnson & Bruwer, 2007). 

Studies accomplished in Australia have varying results, while some report region of origin as 

one of the top three most important characteristics in the process of choosing wine to purchase 

(Lacey, Bruwer, Li, 2009; Atkin, Nowak, Garcia, 2007; Bruwer & House, 2003) others find 

different results, where ROO is not as significant (McCutcheon, Bruwer, Li, 2009). And Batt 

(1998), showed that region of origin only ranked 13th on the list of most important attributes 

on the selection criteria. But with further research, in 2000, a study by Batt & Dean found that 

ROO came in third in a list of variables that influence consumers purchase decisions. 

For this reason, we posit the following hypothesis: 

 

H2: The perceived quality of the region’s wines affects the purchase intentions for the region’s 

wines 

 

Lockshin, Jarvis, d’Hauteville, Perrouty (2006) conclusion, is that a region that is famous for 

its wines does add value to the products from the area, regardless of other variables, such as 

price, brand size and involvement level of consumers. The more involved the consumer is, the 

more likely to increase the purchase of wines from well-known regions while the opposite also 

applies, low involvement consumers will reduce their purchases from well-known regions. 

Also, high involvement consumers are more open to buying wines from brands and regions 

unknown to them in comparison to low involvement customer.  
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Also, Lockshin, Jarvis, d’Hauteville, Perrouty (2006) found that the more well known the area 

the bigger the value of the regional brand to consumers and that knowing about a region 

increases the sales for the whole region, including small and medium enterprises, with results 

varying according to the involvement level of consumers and different price ranges of the 

product. 

According to Paul (2016) thought, the number of regions that implemented regional branding 

successfully is small, especially when considering the international markets, since most regions 

did not have acceptable results come from such a marketing strategy. Even though for regions 

such as Burgundy and Prosecco, where the overall regional image increases the purchase of 

products in the region, especially by knowledgeable consumers, with most regions, that does 

not occur. 

In these well-known areas also, there may be a problem of imbalance between the region’s 

identity and the brands identity, two problems may come from this unsteadiness. The problem 

of quality control, since some individual brands may benefit from the overall image of the area 

which leads to a higher number of purchases for the company even though this brand’s overall 

quality is lower than other companies’ products from the same region (Paul, 2016). In addition, 

another problem related to imbalance of awareness of region and brand is that because of the 

fame of the region, individual brands may not be recognized and even worse, when the regional 

image is positive, companies that produce average products have acceptable results, whereas a 

brand that is producing higher quality content may suffer (Paul, 2016). 

Therefore, the following hypothesis is posited: 

 

H3: The purchase intention for the region’s wines affect the individual brand equity of 

companies of the region. 

 

As mentioned above, the image of the region as a wine producer affects the purchase intention 

for the region’s wines in different scenarios and regions (Paul, 2016; Lockshin, Jarvis, 

d’Hauteville, Perrouty, 2006). Gárcia-Gallego, Chamorro-Mera and Gárcia-Galán (2015) study 

conveyed that there was a link between the reputation of a region and the intent to purchase 

products, however small. 
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According to Paul (2006), the industry trained consumers to filter their wine selection by region 

since retailers separate their wine selection this way. So, premium wine drinkers use the region 

of origin to guide them towards a purchase, also, the average consumer, that do not present 

such knowledge, guides themselves with the information they possess, thus having a positive 

image that resonates with the client is important. Since the opposite also applies, regions with 

negative images may drive consumers away from even considering the product, which means 

that all the effort and capital put into the individual brand may go to waste, working on the 

regional brand image may have utter importance. 

Van Ittersum, Candel, Meulenberg (2003) tried to show that the reputation of a region as a 

producer of a specific product has no direct impact on preferences for buying the products from 

the specific region, but the research was done with two products where there could not be 

proved that this hypothesis could be accepted. 

Hence, the hypothesis drawn from the literature is: 

 

H4: The region’s image as a wine producer affect the purchase intention for the region’s wines. 

 

Furthermore, according to Papadopoulos, Heslop (2003) the place of origin effect is defined as 

a combination of qualities associated with the place of origin that affect the value of brands to 

stakeholders. Many studied the link between the region of origin marketing and the brands of 

the region, some like Charton-Vachet & Lombart (2018), studied how the link that develops 

between consumers and their region influences consumers attitudes and behavior regarding the 

different brands from their region.  

And others, have shown that place-based branding has a positive effect on brand equity and 

economic benefits for companies (Atkin, Wilson, Thach, Olsen, 2017). They have 

demonstrated the positive impact of conjunctive labelling, presenting both the sub-region and 

the region in the label increased the awareness of Sonoma County and its subappelations. But 

according to Yue, Marette and Beghin (2006) and Paul (2016), even though regional branding 

may have positive repercussions on the individual’s brand image, many vineyards do not have 

the necessary resources to invest in both regional branding and their own company’s branding, 

hence, they have to choose in which to invest. When a company invests in their products 

quality, they will invest in self-branding since regional branding may not provide enough 
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rewards towards the investment, moreover, if a brand does not invest on their product quality, 

they will prefer to infuse capital on regional marketing as to divide the cost with other brands. 

Accordingly, the following hypothesis was formulated: 

 

H5: The region’s image as a wine producer affect the individual brand equity of companies of 

the region 

3.0 Methodology 

As to explain the method utilized in this study, J. W. Creswell (2019) incentivizes the use of a 

system to define which method is best suited for the research question. So, first and foremost, 

the philosophical worldview that is going to be framed in the study has to be chosen, the ideas 

behind the worldview framed and the reason that this specific paradigm shapes the research 

has to be explained. 

After the worldview is chosen, there is a specific method that will be suited for your worldview 

and that leads to a specific design of research. In conclusion, the methodology involves the 

strategy chosen for a study, the procedures to be followed so that the research question is 

answered properly (Figure 3) (Creswell, 2009). 
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Figure 3- A Framework for Research - The Interconnection of Worldviews, Designs, 
and Research Methods, Creswell (2019) 

 

 

The premise of this study is that understanding the effect of regionalism in individual brands 

is very important in a diverse number of industries, such as tourism, food and beverage sectors. 

In addition, this effect in the wine industry and specially in the Brazilian market has not yet 

been studied. Thus, this study aims to empirically measure the effect of region of origin in the 

individual brands of that specific region. 

 

3.1. Philosophical Worldview and Research Philosophy 

In the selection of worldview for the project, four different perspectives were considered, 

Postpositivist, Constructivist, Transformative and Pragmatic worldviews. The Transformative 

worldview would not apply to this study, in the sense that this study does not involve 

marginalized individuals in the society nor issues of power and social justice and so, does not 

help these marginalized individuals and transform their lives. It is not intertwined with politics 

to confront social oppression (Mertens, 2010). This is mainly because wine isn’t a product that 

segregates sexual, political preferences, the product selected for analysis is a higher end product 
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presenting higher prices that would fit mostly higher social classes. Also, this study mainly 

wants to understand a phenomenon that may occur from the perception of wine buyers and 

drinkers. 

The Postpositivist Worldview focus on downsizing theories into specific hypothesis so they 

can be tested, and therefore, provide insights about the causes of certain phenomena. It is 

commonly known as the scientific method of research and has been used by numerous 

researchers, such as Comte, Newton and Locke (Creswell, 2009). This perspective is useful in 

this study as it recognizes that we cannot be positive about our claims of knowledge when 

studying the behavior and actions of humans (Philips & Burbules, 2000) and also, that causes 

determine effects. Hence, there is the need to identify the causes that influences outcomes, 

usually through experiments and surveys. It is also reductionist, since it reduces ideas into 

small, discrete testable variables that comprise hypotheses and research questions. The analysis 

is observed and measured.  

The research begins with a theory, collects data that either support or refutes the theory, 

analyses the data collected and concludes whether the hypothesis created can or cannot be 

rejected. Since this worldview identifies that when studying human behavior, we cannot be 

certain about the claims we make, the hypothesis can never be proved, the data indicates a 

failure to reject the hypothesis (Creswell, 2009). 

In the beginning of the research, claims are made only to be refined by data analysis or to be 

refuted and transformed into other claims. Data, evidence and rational considerations shape 

knowledge, the information is collected on instruments based on measures completed by 

participants or by observations recorded by the researcher. And the objective is to provide a 

statement that is relevant and true, explaining the situation of concern. And finally, there is an 

examination of the analysis for bias, the methods and conclusions part of the study (Creswell, 

2009). 

Therefore, to understand the influence that the region-of-origin effect has on individual brands 

of that region the Postpositivist philosophical view was chosen, since not only this worldview 

has already been explored in different researches about region of origin and the intention of 

purchase, but it also makes sense to use this perspective, as hypothesis need to be tested. 
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3.2. Research Design and Research Method 

The worldview assumption brought to the study was the Postpositivist view, and therefore the 

quantitative approach of design was chosen, since this approach is used to test theories and 

examine how variables behave and relate (Creswell, 2009). 

The quantitative approach tests objective theory examining the relation between variables, the 

data is analyzed using statistical mechanisms and the structure of the report is more rigid, 

following a preconceived plan including introduction, literature, theory, methods, results and 

discussion. The style used is deductive, protecting the data against bias and controlling the test 

for alternative explanations, following the rules and using this approach it is possible to 

generalize and replicate findings (Creswell, 2009). 

The research method involves the forms of data collection, analysis and interpretation that 

researchers propose for their studies, the specific methods of research that brings the 

quantitative approach to practice can be experiment or survey. While the experiment research 

compares the reactions of two or more groups to one specific variable, the survey method of 

research can be used to analyze a sample of a population with the intent of analyzing a 

populations beliefs and behavior. Hence, the last was chosen as a research method for this study 

(Creswell, 2009).  

The survey method reflects Postpositivist philosophical assumptions, determinism suggests 

that examining the relationships between and among variables is central to answering questions 

and hypotheses through surveys (Creswell, 2009). The reduction to a quantifiable set of 

variables, tightly controlled through design and statistical analysis, provides measures for 

testing a theory. Hence, the study will use of survey research, providing a numeric description 

of attitudes and opinions of a population, by studying a sample of that population, using 

questionnaires for data collection with the intention of generalizing from a sample to a 

population (Fowler, 2009).  

This method was used in the study to understand the consumers perspectives on the image of 

the São Roque region as a wine producer, the perceived quality of the wine produced in the 

region, the intention of purchase towards the region’s wines, the perceived value of the 

Vinícola Goés brand. 

The Quantitative Research 
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The main purpose of the survey is to understand if the consumer perception of Vinícola Goés 

produced wines is different from the wine produced in the rest of the region of São Roque. A 

survey was designed with quantitative questions, so we can understand if the perception of 

Vinícola Goés is affected by numerous variables such as region’s image as a wine producer, 

perception of quality of the region’s products, purchase intention towards the region’s products 

and brand equity of the winery. 

Survey was the preferred data collection procedure, also because of the economy of the design 

and the rapid turnaround in data collection, where it is possible to collect data from a small 

group of individuals and generalize the results for a whole population (Creswell, 2009). 

The data was collected through the (Qualtrics™) software to guarantee a reliable statistical 

analysis, to gather the data, a link that lead to the research was shared with people of interest, 

such as people that follow the Instagram account of Vinícola Goés. The survey was applied to 

a sample of the population of visitors in the region, so that inferences could be made about the 

behavior and attitudes of this population. 

Population: Wine drinkers that visited the region of São Roque and Vinícola Goés after the 

winery won prizes for the Tempos line and are over the age of 18. The exact number of people 

that visited the winery after the implementation of the new process of producing fine wine and 

after winning the awards is unknown, also, it takes some time for the image of a place to be 

able to change its image (Ashworth & Voogd, 1990), hence the number of visitors of the last 

year was estimated and used as a population for this study. 

Taking in consideration that 700.000 people visit the region of São Roque annually (Filoso, 

2011), and 62,45% visit the Vinícola Goés (Goés, Macedo, Feltrin & Vasconcelos, 2017) and 

98,05% are adults it is possible to assume that 428.625 people visit the winery annualy. 

The population for this study therefore is 428.625 people. 

Sample Type: Non probabilistic and convenience sampling. 

Sample: Taking in consideration the number of the population of 428.625 people and using 

Fowler’s (2009) advice on how to calculate a sample size, a table of required sample size 

related to population size, confidence percentage and margin of error (Research Advisors, 

2006) was utilized to facilitate the calculation of the appropriate sample. Hence, tolerating a 

margin of error of 5% and with a confidence level of 95%, margin of error of 5%, the sample 

size used should be of 384 people. 
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However, due to the constraint of time on the study and permission issues it was not possible 

to apply the survey in the winery, which lead to the use of internet to get responses on the 

research. 

The only found method to apply the survey was using Instagram, since you can access the 

followers of the winery and message them even though you don’t follow them and through 

personal contacts. 

The sample then, consisted of 96 people that follow the Vinícola Goés page on Instagram or 

that have visited the winery at least once, the variables were collected during surveys conducted 

online and the surveys were conducted in Portuguese with only Brazilian people.  

The sampling procedure was non probabilistic and it was a convenience sampling.  

Field Dates: October 4 to October 25, 2019 

Techniques: The scale used to measure the variables was Likert Scale from 1 to 7 and the 

questions were adapted from the García-Gallego, Chamorro-Mera, García-Galán (2015) study 

and Brochado and Oliveira’s (2019) study. The reasoning behind the use of their questionnaires 

on this research is that García-Gallego, Chamorro-Mera, García-Galán (2015), already 

embraced the research between most of the variables used in this study such as Image of a 

region as a wine producer, Perceived quality of a region’s wine, Purchase Intention towards 

the region’s wines. Brochado and Oliveira’s (2019) study questionnaire complete the cycle of 

questions needed for this study, since the study aims to understand the different associations 

between brands and perceived quality, which complements the objective of this study, to 

understand if an individual brand can dislocate its image from the overall image of the region. 

Data Collection: Online surveys sent to the above 18 year old people that visited the winery 

after the Tempos line was recognized as a quality wine. All participants were asked if they 

were willing to give permission so the data could be used for this study. 

Survey Questions: The validity and reliability were ensured through a varied selection of wine 

consumers regarding age, financial literacy, region and, by adapting already valid and reliable 

questions from other researchers. 

García-Gallego, Chamorro-Mera, García-Galán (2015) tested the instrument in their study 

taking in consideration the validity and reliability of the questionnaire. They ran several tests 

resulting in an indication that over 50% of the variance was explained by the construct, after 
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four rounds of tests, several questions were eliminated from the scales and the average variance 

extracted was greater than 0.5, resulting in a convergent validity of the model. As a result, the 

reliability and convergent validity of the questionnaire surpassed the critical values for 

acceptance. 

Regarding the instrument of brand equity adapted from Brochado and Oliveira’s (2019) study, 

it also presents validity and reliability, ensured by a number of different tests to ensure that 

only items with adequate Cronbach’s alpha coefficients were retained in the instrument. 

Most of the questions adapted from the García-Gallego, Chamorro-Mera, García-Galán (2015) 

study maintained the same scale, 7 point Likert Scale, and the main meaning of each question, 

adapting it to the São Roque and Vinícola Goés scenario.  

Furthermore, the scale used in the Brand Equity instrument is a 7 point Likert, differing from 

the 5 point Likert Scale used by Brochado and Oliveira (2019), since the 7 point Likert was 

used throughout the rest of the variables, Brand Equity had to follow the same Scale as to 

conveniently analyze its relation to other variables. 

To ensure the accuracy of the translation of the questionnaire items, a reverse translation 

approach was used, with the participation of two fellow International Management Master 

Candidate Students, with one of them being Brazilian and residing in Toronto, Canada and the 

other being Brazilian and residing in London, United Kingdom. Since the translations were 

100% validated, there was no need to change the questions. 

The questionnaire is presented below in Table 2. 

 

 

Construct 

Image of the ROO as a wine producer 

São Roque has a long tradition in producing wine 

There is a profound wine-making culture in São Roque 

São Roque has the suitable raw materials to produce wine 

São Roque has a suitable natural environment for wine production 

The soil and the land in São Roque are suitable for wine production 

The climate in São Roque is suitable for wine production 
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The perceived quality of the region’s wine 

The quality of São Roque’s wines is high 

The quality/price relationship of São Roque`s wines is good 

São Roque’s wines are reliable wines 

Purchase intention towards the region’s wines  

I will mainly buy in shops that make a special effort to sell wine produced in São 

Roque 

I am willing to buy São Roque wines whenever possible 

If two wines are similar in quality, but one is from São Roque and the other is not, 

I am willing to pay 10% more for the São Roque one 

When I buy wine, I usually opt for brands from São Roque 

Brand equity of individual company in the region 

It makes sense to buy Vinícola Goés instead of any other brand, even if they are 

the same. 

Even if another brand has the same features as Vinícola Goés, I would prefer to 

buy Vinícola Goés. 

If there is another brand as good as Vinícola Goés, I prefer to buy Vinícola Goés. 

If another brand is not different from Vinícola Goés in any way, it seems smarter 

to purchase Vinícola Goés. 
 

Table 2- The Questionnaire 

 

 

4. Data Analysis 

In recent years, the use of PLS-SEM has become more common as a multivariate analysis 

method, especially since many authors contributed to expand the awareness and knowledge 

about this method of analysis (Hair, Black, Babin and Anderson, 2018). 

There are many advantages of using PLS-SEM, the method presents high levels of 

statistical power and also presents the ability to estimate complex models from smaller 

samples than CB-SEM (Hair, Risher, Sarstedt, Ringle, 2019). To do so, the algorithm in 

the model uses separate ordinary least square regressions to calculate the partial regression 

relationship in the measurement and structural model relationships, identifying relevant 
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relationships that are present in the population and therefore providing greater statistical 

results (Hair, Risher, Sarstedt and Ringle, 2019). 

This study uses a structural model that is complex and includes many indicators, a model 

relationship, and also, due to the small population of the area, restrictiveness of the 

population that visited the region and the winery and tasted their wine, a small sample is 

presented. Hence, the PLS-SEM method is the one selected for this study, following Hair, 

Risher, Sarstedt and Ringle (2019) recommendation. 

The measurement model was analyzed using the reflective and formative perspectives, so 

the results were more robust, taking in account the individual item reliability and the 

constructs’ discriminant validity. 

First, the loadings were calculated for each factor onto the respective latent variable, results 

were considered valid when they were above 0.708, since according to Hair, Risher, 

Sarstedt and Ringle’s (2019) this indicates that more than 50 per cent of the indicator’s 

variance can be explained by the construct and therefore the item reliability is acceptable. 

As seen in Table 3, only two items did not meet this criteria, “São Roque has a long tradition 

in producing wine” and “There is a profound wine-making culture in São Roque”, both in 

the “Image of the ROO as a wine producer” scale. Hence, they were removed from the 

model, which was re-run to identify if any more items did not meet the criteria established.  

 

 

Construct Loadings 
Cronbach's 

Alpha 

Composite 

Reliability 
AVE 

Image of the ROO as a wine producer  0.888 0.916 0.648 

São Roque has a long tradition in 

producing wine 
0.695    

There is a profound wine-making culture 

in São Roque 
0.615    

São Roque has the suitable raw 

materials to produce wine 
0.8    
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São Roque has a suitable natural 

environment for wine production 
0.889    

The soil and the land in São Roque are 

suitable for wine production 
0.874    

The climate in São Roque is suitable for 

wine production 
0.914    

The perceived quality of the region’s 

wine 
 0.894 0.934 0.825 

The quality of São Roque’s wines is high 0.934    

The quality/price relationship of São 

Roque`s wines is good 
0.869    

São Roque`s wines are reliable wines 0.921    

Purchase intention towards the 

region`s wines  
 0.879 0.917 0.734 

I will mainly buy in shops that make a 

special effort to sell wine produced in 

São Roque 

0.868    

I am willing to buy São Roque wines 

whenever possible 
0.844    

If two wines are similar in quality, but one 

is from São Roque and the other is not, I 

am willing to pay 10% more for the São 

Roque one 

0.835    

When I buy wine, I usually opt for brands 

from São Roque 
0.879    

Brand equity of individual company in 

the region 
 0.924 0.946 0.814 

It makes sense to buy Vinícola Goés 

instead of any other brand, even if they 

are the same. 

0.911    

Even if another brand has the same 

features as Vinícola Goés, I would prefer 

to buy Vinícola Goés. 

0.908    
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If there is another brand as good as 

Vinícola Goés, I prefer to buy Vinícola 

Goés. 

0.903    

If another brand is not different from 

Vinícola Goés in any way, it seems 

smarter to purchase Vinícola Goés. 

0.886    

 Table 3- Indicators Results (Loading, Chronbach’s Alpha, Composite Reliability and 
AVE) 

 

There were no more items to be removed so the model was tested twice for this measurement. 

Analyzing the Composite Reliability in Table 4, none of the factors were between the range of 

0.7 and 0.9 indicating a “satisfactory to good” reliability, but they were all below 0.95 which 

still indicates a valid result, since values above 0,95 mean there could be the presence of  

undesirable response patterns, leading to an inflated correlations among the indicators’ error 

terms (Hair, Risher, Sarstedt and Ringle, 2019).  

Another measure of internal consistency reliability is Cronbach’s Alpha, which is between 

0.696 and 0.93 showing a good reliability among each construct’s factor (Hair, Risher, Sarstedt 

and Ringle, 2019).  

To measure the convergent validity of the model, how much the construct explains the variables 

in the model, the Average Variance Extracted is calculated, by squaring the loading of each 

item on a set and calculating the mean value. Since all the values found are above 0.5 the 

model’s convergent validity is accepted, meaning that, at the very last, 50 per cent of the 

variance of the indicators is explained by the construct (Hair, Risher, Sarstedt and Ringle, 

2019).  

As a result, all the reliability and convergent validity indices were accepted as valid. 

 

 

Construct Loadings 
Cronbach's 

Alpha 

Composite 

Reliability 
AVE 



42 
 

Image of the ROO as a wine 

producer 
 0.917 0.942 0.803 

São Roque has the suitable raw 

materials to produce wine 
0.810    

São Roque has a suitable natural 

environment for wine production 
0.928    

The soil and the land in São Roque 

are suitable for wine production 
0.904    

The climate in São Roque is suitable 

for wine production 
0.935    

The perceived quality of the 

region’s wine 
 0.894 0.934 0.825 

The quality of São Roque’s wines is 

high 
0.934    

The quality/price relationship of São 

Roque`s wines is good 
0.870    

São Roque`s wines are reliable wines 0.920    

Purchase intention towards the 

region`s wines  
 0.879 0.917 0.734 

I will mainly buy in shops that make a 

special effort to sell wine produced in 

São Roque 

0.868    

I am willing to buy São Roque wines 

whenever possible 
0.844    

If two wines are similar in quality, but 

one is from São Roque and the other 

is not, I am willing to pay 10% more for 

the São Roque one 

0.835    

When I buy wine, I usually opt for 

brands from São Roque 
0.879    

Brand equity of individual company 

in the region 
 0.924 0.946 0.814 
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It makes sense to buy Vinícola Goés 

instead of any other brand, even if 

they are the same. 

0.911    

Even if another brand has the same 

features as Vinícola Goés, I would 

prefer to buy Vinícola Goés. 

0.909    

If there is another brand as good as 

Vinícola Goés, I prefer to buy Vinícola 

Goés. 

0.903    

If another brand is not different from 

Vinícola Goés in any way, it seems 

smarter to purchase Vinícola Goés. 

0.885    

Table 4- Re-run Indicators Results (Loading, Chronbach’s Alpha, Composite 
Reliability and AVE) 

 

In addition, the discriminant validity measures how different one construct is from another in 

the model. In this metric, each group of items AVE is compared to the squared inter-construct 

correlation of that same group of items and all other related measures in the model, this metric 

does not perform well when all the indicators values are between 0.65 and 0.85, but in this 

study the numbers do not belong only to this range, so it is appropriate to use this metric (Hair, 

Risher, Sarstedt and Ringle, 2019). According to Hair, Risher, Sarstedt and Ringle’s (2019), if 

the own construct AVE is higher than the shared value, the construct has discriminant validity 

(Table 5). 

 

 

  

Brand 

Equity 

Perceived 

Quality 

Purchase 

Intention 

Image of the 

ROO 

Brand Equity 0.902 
   

Perceived Quality 0.379 0.909 
  

Purchase Intention 0.494 0.802 0.857 
 

Image of the ROO 0.372 0.742 0.688 0.896 

Table 5- Discriminant Validity 
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As a second measurement of discriminant validity, the heterotrait-monotrait (HTMT) ratio of 

the correlations is calculated, with this analysis, there are discriminant validity problems when 

the values are close or greater than 0.90 for conceptually similar constructs and for conceptually 

different constructs when the value approaches 0.85 (Hair, Risher, Sarstedt and Ringle, 2019). 

In this study, it is possible to see that the only value that surpasses 0.85 is the relation between 

Purchase Intention and Perceived Quality, but the value of 0.897 found is still below 0.9. So, 

this result, combined with the AVE results, leads to the conclusion that the construct presents 

discriminant validity. Therefore, the analysis can proceed to the structural model evaluation 

(Table 6). 

 

 

  

Brand 

Equity 

Perceived 

Quality 

Purchase 

Intention 

Image of the 

ROO 

Brand Equity 
    

Perceived Quality 0.418 
   

Purchase Intention 0.547 0.897 
  

Image of the ROO 0.399 0.819 0.761   

Table 6- HTMT Ratio 

 

The bootstrapping method is used to evaluate if the relations are significant in the structural 

model, where, if the t-value is higher or equal 1.96, which is equivalent to a p  0.05, the 

hypothesis is significant, and Ho is rejected. 

As shown in Table 7, most relationships are significant, presenting very high T- values, and 

therefore the Ho (null) hypothesis are rejected. The only exception is the relation between the 

Region's Image as a wine producer and Brand Equity, the T-value for this relation is below 

1.96 (0.471) and the P-value above 0.05 (0.638), therefore the null hypothesis in this case could 

not be rejected. 
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Construct T-Value P- Value 

Perceived Quality --> Purchase Intention 7.348 0.000 

Purchase Intention --> Brand Equity 3.809 0.000 

Region's Image as a wine producer --> Brand Equity 0.471 0.638 

Region's image as a wine producer --> Perceived Quality 19.673 0.000 

Region's Image as a wine producer --> Purchase Intention 2.087 0.037 

Table 7- T- Value and P-Value 

 

The hypothesis number 5, H5: The worse the region`s image as a wine producer the worse the 

individual brand equity of companies of the region, then, is not supported. 

In this second step of evaluation, before analyzing the structural relationships, the collinearity 

is examined through the VIF indicator, so that the regression results are not biased, values 

above 5 indicate probable collinearity issues in the midst of the predictor construct, there can 

be problems in VIFs in the range of 3 to 5 and ideally the value would be close to 3 or lower 

values (Hair, Risher, Sarstedt and Ringle, 2019). 

As shown in Table 8, most of the VIFs are near or lower than 3, the VIFs of all the items are 

under 5, with only two items presenting values over 4, “São Roque has a suitable natural 

environment for wine production” with a value of 4.328 and “The climate in São Roque is 

suitable for wine production” which presents a value of 4.478. Therefore, the results show that 

there is no probable collinearity in the items. 

 

 

Construct VIF 

Image of the ROO as a wine producer  

São Roque has the suitable raw materials to produce wine 1.958 

São Roque has a suitable natural environment for wine production 4.328 

The soil and the land in São Roque are suitable for wine production 3.393 

The climate in São Roque is suitable for wine production 4.478 

The perceived quality of the region’s wine 
 

The quality of São Roque’s wines is high 3.468 
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The quality/price relationship of São Roque`s wines is good 2.158 

São Roque`s wines are reliable wines 3.236 

Purchase intention towards the region`s wines  
 

I will mainly buy in shops that make a special effort to sell wine produced 

in São Roque 
2.413 

I am willing to buy São Roque wines whenever possible 1.984 

If two wines are similar in quality, but one is from São Roque and the 

other is not, I am willing to pay 10% more for the São Roque one 
2.106 

When I buy wine, I usually opt for brands from São Roque 2.564 

Brand equity of individual company in the region  

It makes sense to buy Vinícola Goés instead of any other brand, even if 

they are the same. 
3.735 

Even if another brand has the same features as Vinícola Goés, I would 

prefer to buy Vinícola Goés. 
3.174 

If there is another brand as good as Vinícola Goés, I prefer to buy 

Vinícola Goés. 
3.424 

If another brand is not different from Vinícola Goés in any way, it seems 

smarter to purchase Vinícola Goés. 
2.897 

Table 8- VIF 

 

The first indicator to be analyzed in the structural relationship is Pearson’s coefficients (R²), it 

is calculated to evaluate the overall quality of the adjusted model, measuring the variance of 

the endogenous variables. This measure is used to indicate the explanatory power of the model. 

As we can see in the Table 9 below, the model indicates an acceptable predictive level, the 

model explains 24,6% of the variance in Brand Equity, 55% of the variance in Perceived 

Quality and 66,2% in Purchase Intention. According to García-Gallego; Chamorro-Mera; 

García-Galán (2015), these numbers are acceptable. 

 

 

  Pearson's Coefficient (R²) 

Brand equity of individual company in the region 0.246 
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The perceived quality of the region’s wine 0.550 

Purchase intention towards the region`s wines  0.662 

Table 9- Pearson's Coefficient 

 

To evaluate the power of prediction of the model, the Stone-Geisser Indicator (Q²) is calculated, 

and according to Hair, Hult, Ringle, Sarstedt (2014) values between 0 and 0.25 are accepted as 

small power of prediction, values in the range of 0.25 and 0.5 have medium predictive 

relevance and values above 0.5 depict large predictive relevance of the overall model (Hair, 

Risher, Sarstedt and Ringle, 2019). 

As shown in the Table 10 below, the indicator is above 0 in all of the endogenous items, in 

Brand Equity it shows a small predictive relevance (0.182), in Perceived Quality and Purchase 

Intention predictive relevance is medium. 

The Cohen’s Indicator or Effect Size (F²) is calculated to understand the usefulness of each 

construct in the model, how relevant each construct is on justifying another construct in the 

model. According to Cohen (1998) values of 0.02, 0.15 and 0.35 are considered small, medium, 

and large effect sizes. 

Since all the constructs have values higher than 0.35 it is possible to conclude that all the 

constructs have large effect sizes and are relevant for the model. 

 

 

  Q² F² 

Brand Equity 0.182 0.642 

Perceived Quality 0.438 0.589 

Purchase Intention 0.468 0.529 

Image of the ROO 0.000 0.629 

Table 10- Stone Geisser Indicator and Cohen's Indicator 

 

And finally, PLSpredict addresses the predictive power of the model, it is a set of procedures 

that compares out-of-sample data(LM) on an analysis sample and data from a holdout sample 

(Hair, Risher, Sarstedt and Ringle, 2019).  
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According to Hair, Risher, Sarstedt and Ringle (2019), if all or most of the values found on the 

PLS sample root mean square error (RMSE) are higher than the LM sample RMSE than the 

model lacks predictive power, if a minority of the values found on the PLS sample root mean 

square error (RMSE) are higher than the LM sample RMSE than it indicates a medium 

predictive power and if none of the values found on the PLS sample root mean square error 

(RMSE) are higher than the LM sample RMSE than the model has a high predictive power 

(Hair, Risher, Sarstedt and Ringle, 2019).  

Since 72 per cent of PLS RMSE are lower than LM RMSE, the predictive power of the model 

is medium (Table 11). 

 

 

  RMSE(PLS) RMSE(LM) 

Q4_1 1.741 1.804 

Q4_2 1.59 1.585 

Q4_3 1.654 1.693 

Q4_4 1.716 1.786 

Q2_1 1.24 1.286 

Q2_2 1.145 1.21 

Q2_3 1.173 1.26 

Q3_1 1.549 1.589 

Q3_2 1.536 1.554 

Q3_3 1.744 1.797 

Q3_4 1.428 1.468 

Table 11- Sample Root Mean Square Error (RMSE) 

 

As a Goodness of Fit estimation, the Standardized Root Mean Square Residual (SRMR) and 

Normed Fit Index (NFI) have been calculated for this PLS-SEM model, even if a 

comprehensive assessment of these measures has not been concluded so far (Hair, Risher, 

Sarstedt and Ringle, 2019).  

The SRMR calculates the average discrepancies between observed and expected correlations 

and avoids model misspecification and a value of 0.08 or less is considered a good fit, whereas 
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NFI represents an incremental fit measure, where the closer the value to 1, the better the fit of 

the model, with values above 0,9 representing acceptable fit (Hair, Hult, Ringle and Sarstedt, 

2017) 

The SRMR of the model is 0.056, which is accepted as a good fit, and the NFI of the model is 

0.862 which is not representing an acceptable fit. 

Finally, with the path coefficient’s analysis it is possible to understand the extent that an 

independent variable affects a dependent variable, the interpretation of this indicator has to be 

conjoint to the use of the weight’s indicator, which shows the significance of that relation, it 

varies from minus 1 to plus 1 (Hair, Risher, Sarstedt and Ringle, 2019). 

Therefore, in Table 12 it is shown that Purchase Intention for the region’s wines is the variable 

that most contributes to the explanation of Brand Equity on an individual company in the 

region, increasing this first variable by 1 increases the Brand Equity variable by 45.3%, the 

Region’s image as a wine producer does not have a significant effect on the Brand Equity. And 

analyzing the other variables, the Region’s image as a wine producer has an influence on 

Perceived Quality (74.2%) and on a lesser extent the first variable has an influence over 

Purchase Intention (20,8%), it is also possible to understand that Perceived Quality contributes 

to the explanation of Purchase Intention (64,7%). 

 

 

Causal Relations 
Path 

Coefficient 

T-

Value 

Region's image as a wine producer --> 

Perceived Quality 
0.742 

19.033 

Region's Image as a wine producer --> Brand 

Equity 0.06 0.481 

Region's Image as a wine producer --> Purchase 

Intention 
0.208 

2.064 

Perceived Quality --> Purchase Intention 0.647 7.361 

Purchase Intention --> Brand Equity 0.453 3.731 

Table 12- Path Coefficient and T-Value  
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5. Implications 

The study correlates previous studies about the region of origin effect in numerous variables, 

such as perceived quality, purchase intention, different knowledge about wine and brand 

equity. It attempts to contribute to literature focused on this Brazilian winemaker, Vinícola 

Goés, because the winery is in an exceptional situation, where the region it belong to has a 

negative reputation and a number of wines from Vinícola Goés has won prizes, showing they 

have been working on producing high quality fine wine and investing in marketing to attract 

more consumers. 

First of all, this study defines region of origin and demonstrate how it is studied around the 

world, related to a different set of variables. A multitude of researchers have already studied 

the effect of region of origin on purchasing intentions, finding different results as of the 

importance of this attribute in the purchasing intention depending on situation and country of 

research. 

Place of origin denominations started to be used as a marketing strategy with the rise of 

globalization, since companies started to go abroad, competition increased and therefore 

enterprises felt they needed to be able to differentiate themselves, firstly country of origin was 

used, but following the trend region of origin denominations started to be used as well since it 

added another layer of protection to the individual brands of the area, which could harvest the 

positive influence of belonging to a country known for the product and also a region that was 

famous for producing that specific product. In addition, this strategy is hard to be replicated by 

other areas since it involves environmental and human factors such as culture and climate. 

Au contraire to what Ashworth and Voogd (1990) found in their research, in this study, it is 

possible to attribute the difference between brand equity and region’s image as a wine producer 

as a marketing effort, since the environmental factors continue to be the same and do not differ 

from different vineyards in the same region, in addition, the culture of the place has changed 

slightly, shifting to become a touristic area for families, full of restaurants that please upper 

and middle classes, in contradiction to the past decades where it was known to be a place where 

lower classes would visit. But it can be said that for all of the region, the visitors are the same, 

so there is no significant difference between the community that visits one vineyard to another. 

The wine industry was one of the first to use the regional identity as a marketing strategy, due 

to the high importance of environment in grape growing and wine production. 
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Old World wines are usually separated by region of origin, presenting appellations stigmas in 

the bottle, New World Wines started to differentiate themselves by country and slowly 

migrated to separation by region as to distinguishing fine wine producer locales. 

Brazil presents one of the biggest markets for alcoholic beverages, the main drink that 

Brazilians consume is beer, but there is also a great potential for winemakers since the 

population is the biggest in Latin America and even though the per capta consumption isn’t as 

high as in countries where the wine culture is already installed, the number of hectoliters 

consumed has remained stable and is higher than 3 million and is expected to grow in future 

years. 

Brazil is one of the largest producers of wine but there is intense competition between imported 

and national wine. With many different options, players are working on differentiating their 

product, this increased the rivalry since the Brazilian consumer perceives the imported product 

as having a higher quality than the Brazilian product. The Brazilian Wine Institute is working 

on changing this image in the mind of consumers by propagating the message that Brazilian 

wine is as good as foreign wine. 

Taking in consideration the high number of players in the market and therefore increased 

competition, Brazilian winemakers are investing in diversifying their portfolio of wine by 

working on higher quality fine wines and wines for different types of consumption. 

São Roque’s region has been producing wine since the XVII century, and for a long time, 

produced only table wine and grape juice earning the region the fame of a bad quality wine 

producer. And therefore, when producers started to show interest and produce higher quality 

wine, it became difficult to change the consumer’s perception about the area and its products. 

Vinícola Goés is the biggest winery in São Roque’s region and like other wineries in the region, 

started its business by selling sweet table wine and grape juice. By 2001, the company’s 

administration changed its perspective and started to invest in fine wines, after working on the 

product’s quality, their Cabernet Franc of the Tempos line won numerous awards. 

Even though their investment in producing and marketing fine products was high and the wines 

were recognized by their higher quality, most of the sales of the winery are still composed by 

table wine and grape juice.  
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Taking in consideration the literature reviewed, there were still no studies that embraced the 

analysis of a brand that worked towards producing high quality products but belonged to a 

region with a bad reputation. 

This study can benefit enterprises in the wine industry since it analyzes the relationship 

between the image of the region of origin and the effect it has on brand equity as well as the 

relation of purchase intention and perceived quality. Hence, they can understand if the region’s 

negative image has a strong influence over their brand equity, or if, with investments in higher 

quality products and marketing, it is possible to detach itself from the region’s reputation. In 

addition, students and scholars of wine or marketing may also find the study useful since it 

works to explain the relations between variables that were not correlated before. 

Using the model of Gárcia-Gallego, Chamorro-Mera and Gárcia-Galán (2015), that explained 

the relation between region of origin as a wine producer and purchase intention, as a 

foundation, it was possible to add a further variable, brand equity and understand the relations 

between region’s image as a wine producer, perceived quality of the region’s wines, purchase 

intention for the region’s wines and individual brand equity of a company present in the region.  

All of the hypothesis from H1 to H4 were accepted, the Purchase Intention of the region’s 

products has an effect on Brand Equity of the individual company, the Region’s image as a 

wine producer contributes to explain the Perceived Quality of the region’s products and the 

Purchase Intention towards the region’s products and the Perceived Quality has an influence 

over the Purchase Intention.  

The only hypothesis that could not be accepted was H5 where the Region’s Image as a wine 

producer has an effect on Brand Equity of the individual company. 
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6. Conclusion  

The region of origin effect has been studied for many industries, tourism, clothing confection, 

food and beverage, with the wine industry playing an important part in the discoveries. 

The wine industry was the first to use this type of strategy and is recognized for the use of it, 

specially because the wine production depends heavily on environmental and human factors. 

In Brazil, the wine market is divided between local brands and imported brands. The problem 

thought, is that, Brazilian vineyards started their business producing sweet table wine, which 

built a reputation for the local wine. With globalization, many wine companies in Brazil started 

to invest in producing fine table wine, to continue to be relevant in the market and conquer 

another segment of the market. 

São Roque region thought, is still known as a region where the wine produced is sweet table 

wine and grape juice. Vinícola Goés, the biggest winery in the region, started to invest in 

technology of production and new types of grapes, vitis vinifera, in the 00’s and in the next 

decade was able to produce prize winning wines. 

Therefore, this study focused on understanding if this prize-winning winery was able to 

dislocate their image from the region’s image as a wine producer. The analysis shows that this 

was possible for Vinícola Goés, since the Region’s image as a wine producer does not have a 

significant effect on the Brand Equity. 

The industry lacked scientific and data-driven research to examine the influence of region of 

origin effect on brand equity, specially when the region’s scenario was negative, and the brand 

was investing in marketing to move further away from the regional image. Also, this type of 

research in the wine industry in Brazil was nonexistent, and therefore, this study contributes to 

complement the existing literature. 

It is very important for companies to understand if by working on their products quality and 

individual marketing, if their marketing efforts are paying off and their brand is seen by 

customers differently from the region, if they present a better brand equity than the region’s. 

As in any project, there are limitations to be considered. First of all, only one company has 

been examined, even though it is the biggest wine producer in the region, in a specific region 

that is not considered one of the big wine producing region’s in Brazil, with a very specific 

situation, trying to dislocate itself from the region’s negative image, and it assumes that 

understanding if individual marketing efforts are paying off is of interest of the whole industry, 
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since companies are focused in profiting from product sales. There might be a difference 

between wineries of different sizes, production and region than Vinícola Goés. Secondly, in 

order to meet deadlines, this research was applied through the internet during three weeks 

approximately, and therefore, only 93 usable answers were gathered. To have a broader view, 

it would be recommended to have 368 answers, since Vinícola Goés has 2000 visitors per 

weekend.  

Future studies could have a broader view of different wineries in Brazil and maybe the world, 

a bigger sample size, and understand if the model actually works for different region’s, winery 

sizes and different countries. 
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7. Appendix 

The instrument used in the survey is illustrated below for further understanding of the research. 

Questionnaire of the Survey 

Q6. Olá, 

Sou aluna do Mestrado Profissional em Gestão Internacional da Fundação Getúlio Vargas e estou 

fazendo um estudo sobre regiões produtoras de vinho e vinhedos nessas áreas. 

Gostaria de saber se você poderia me auxiliar e responder algumas perguntas do meu questionário e 

também se tenho sua permissão para publicar as respostas. 

(Os nomes dos entrevistados não serão divulgados) 

- Sim 

- Não 

Image of the ROO as a wine producer 

Q1_1. O quanto você concorda com as seguintes frases? - São Roque tem uma longa tradição em 

produção de vinhos. 

- Discordo Totalmente 

- Discordo 

- Discordo Parcialmente 

- Não Concordo nem Discordo 

- Concordo Parcialmente 

- Concordo 

- Concordo Totalmente 

Q1_2. O quanto você concorda com as seguintes frases? - Existe uma cultura significativa em fazer 

vinhos em São Roque. 

- Discordo Totalmente 

- Discordo 

- Discordo Parcialmente 

- Não Concordo nem Discordo 

- Concordo Parcialmente 

- Concordo 

- Concordo Totalmente 

Q1_3. O quanto você concorda com as seguintes frases? - São Roque apresenta matéria prima 

adequada para produzir vinhos. 



56 
 

- Discordo Totalmente 

- Discordo 

- Discordo Parcialmente 

- Não Concordo nem Discordo 

- Concordo Parcialmente 

- Concordo 

- Concordo Totalmente 

Q1_4. O quanto você concorda com as seguintes frases? - São Roque tem um ambiente natural 

adequado para produção de vinhos. 

- Discordo Totalmente 

- Discordo 

- Discordo Parcialmente 

- Não Concordo nem Discordo 

- Concordo Parcialmente 

- Concordo 

- Concordo Totalmente 

Q1_5. O quanto você concorda com as seguintes frases? - O solo e terra em São Roque é adequado 

para produção de vinhos. 

- Discordo Totalmente 

- Discordo 

- Discordo Parcialmente 

- Não Concordo nem Discordo 

- Concordo Parcialmente 

- Concordo 

- Concordo Totalmente 

Q1_6. O quanto você concorda com as seguintes frases? - O clima em São Roque é adequado para 

produção de vinhos. 

- Discordo Totalmente 

- Discordo 

- Discordo Parcialmente 

- Não Concordo nem Discordo 

- Concordo Parcialmente 
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- Concordo 

- Concordo Totalmente 

The perceived quality of the region’s wine 

Q2_1. O quanto você concorda com as seguintes frases? - A qualidade dos vinhos de São Roque é 

alta. 

- Discordo Totalmente 

- Discordo 

- Discordo Parcialmente 

- Não Concordo nem Discordo 

- Concordo Parcialmente 

- Concordo 

- Concordo Totalmente 

Q2_2. O quanto você concorda com as seguintes frases? - O relacionamento qualidade/preço dos 

vinhos de São Roque é boa. 

- Discordo Totalmente 

- Discordo 

- Discordo Parcialmente 

- Não Concordo nem Discordo 

- Concordo Parcialmente 

- Concordo 

- Concordo Totalmente 

Q2_3. O quanto você concorda com as seguintes frases? - Os vinhos de São Roque são vinhos 

confiáveis. 

- Discordo Totalmente 

- Discordo 

- Discordo Parcialmente 

- Não Concordo nem Discordo 

- Concordo Parcialmente 

- Concordo 

- Concordo Totalmente 

Purchase intention towards the region`s wines  
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Q3_1. O quanto você concorda com as seguintes frases? - Eu compro vinhos principalmente em lojas 

que fazem um esforço extra para vender vinhos produzidos em São Roque. 

- Discordo Totalmente 

- Discordo 

- Discordo Parcialmente 

- Não Concordo nem Discordo 

- Concordo Parcialmente 

- Concordo 

- Concordo Totalmente 

Q3_2. O quanto você concorda com as seguintes frases? - Eu estou disposto(a) a comprar vinhos de 

São Roque sempre que possível. 

- Discordo Totalmente 

- Discordo 

- Discordo Parcialmente 

- Não Concordo nem Discordo 

- Concordo Parcialmente 

- Concordo 

- Concordo Totalmente 

Q3_3. O quanto você concorda com as seguintes frases? - Se dois vinhos são similares em qualidade, 

mas um é de São Roque e o outro não, eu estou disposto(a) a pagar 10% a mais pelo vinho de São 

Roque. 

- Discordo Totalmente 

- Discordo 

- Discordo Parcialmente 

- Não Concordo nem Discordo 

- Concordo Parcialmente 

- Concordo 

- Concordo Totalmente 

Q3_4. O quanto você concorda com as seguintes frases? - Quando eu compro vinho, eu 

normalmente opto por marcas de São Roque. 

- Discordo Totalmente 

- Discordo 

- Discordo Parcialmente 
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- Não Concordo nem Discordo 

- Concordo Parcialmente 

- Concordo 

- Concordo Totalmente 

Brand equity of individual company in the region 

Q4_1. O quanto você concorda com as seguintes frases? - Faz sentido comprar Vinícola Goés ao 

invés de outra marca, mesmo se as marcas forem iguais. 

- Discordo Totalmente 

- Discordo 

- Discordo Parcialmente 

- Não Concordo nem Discordo 

- Concordo Parcialmente 

- Concordo 

- Concordo Totalmente 

Q4_2. O quanto você concorda com as seguintes frases? - Mesmo se outra marca tiver as mesmas 

qualidades que a Vinícola Goés, eu prefiro comprar Vinícola Goés. 

- Discordo Totalmente 

- Discordo 

- Discordo Parcialmente 

- Não Concordo nem Discordo 

- Concordo Parcialmente 

- Concordo 

- Concordo Totalmente 

Q4_3. O quanto você concorda com as seguintes frases? - Se existe outra marca tão boa quanto 

Vinícola Goés, eu prefiro comprar Vinícola Goés. 

- Discordo Totalmente 

- Discordo 

- Discordo Parcialmente 

- Não Concordo nem Discordo 

- Concordo Parcialmente 

- Concordo 

- Concordo Totalmente 
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Q4_4. O quanto você concorda com as seguintes frases? - Se outra marca não é diferente da Vinícola 

Goés em nenhuma forma, parece mais inteligente comprar Vinícola Goés. 

- Discordo Totalmente 

- Discordo 

- Discordo Parcialmente 

- Não Concordo nem Discordo 

- Concordo Parcialmente 

- Concordo 

- Concordo Totalmente 

Moderating Factors 

Q5_1. O quanto você concorda com as seguintes frases? - Eu tenho familiaridade com vinhos. 

- Discordo Totalmente 

- Discordo 

- Discordo Parcialmente 

- Não Concordo nem Discordo 

- Concordo Parcialmente 

- Concordo 

- Concordo Totalmente 

Q5_2. O quanto você concorda com as seguintes frases? - Eu tenho familiaridade com vinhos de São 

Roque. 

- Discordo Totalmente 

- Discordo 

- Discordo Parcialmente 

- Não Concordo nem Discordo 

- Concordo Parcialmente 

- Concordo 

- Concordo Totalmente 

Q7. Sexo: 

- Feminino 

- Masculino 

Q8. Idade: 

Q9. CEP: 
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Q10. Estado Civil: 

- Solteiro 

- Casado 

- Divorciado 

- Viúvo 

Q11. Grau de instrução do chefe de família  

- Analfabeto / Fundamental I incompleto 

- Fundamental I completo / Fundamental II incompleto 

- Fundamental II completo / Médio incompleto 

- Médio completo / Superior incompleto 

- Superior completo 

Q12. Tem água encanada na sua residência? 

- Sim 

- Não 

Q13. A sua rua é pavimentada? 

- Sim 

- Não 

Q14. Quantos dos seguintes objetos/cômodos há na sua casa? 
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