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Introduction

❑ Sales of wine through tasting rooms plays a significant 
role in overall wine sales.

❑ Tasting rooms facilitate the consumer choices through 
tasting experiences.

❑ But in  a highly differentiated product market like  wine, 
tasting lists substantially differ among wineries. 

❑ Additionally, wineries often provide sensory notes to 
support consumer decision making, which could either 
increase or decrease search costs. 

❑ We examine the impact of wine list composition and 
sensory notes on tasting behavior. 

❑ Also, we examine how the initial attractiveness to taste a 
wine reflected in the subsequent purchasing decision. 

Materials and methods

❑ A two by two between subject experimental design was 
suggested.
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Discussion & Conclusion

❑ Having many choices in the choice list decreases the probability of tasting wine, 

consistent with the choice paradox literature. 

❑ Providing sensory notes does not have a significant impact on tasting behavior. 

❑ Subjects who have tasted wine are willing to pay more for the tasted wines than the 

subjects who have not tasted a wine.

❑ The results help wineries to optimize the design of tasting lists and tasting notes to 

reduce search costs and choice paradox impacts for wine consumers.
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Tasting notesTasting list

Variables

With 6 
wines

Objective information

(vintage, variety, region)

Objective information+ 

Subjective information 
(sensory notes + 

food-wine pairings)

With 18 
wines

Objective information

(vintage, variety, region)

Objective information+ 

Subjective information 
(sensory notes + 

food-wine pairings)

(1) (2) (3) (4)
tasting_list (the impact of full tasting list compared to selective 

tasting list on tasting behavior) -0.095*** -0.096*** -0.099*** -0.089***

(0.028) (0.029) (0.029) (0.030)
tasting_note (the impact of full tasting notes compared to reduced 

tasting notes on tasting behavior) 0.031 0.032 0.033 0.029

(0.028) (0.031) (0.032) (0.034)

Observations 1134 1116 1116 1116

Socioeconomic controls included no yes yes yes

Item specific characters included no no yes yes

Time dummies included no no no yes

Standard errors in parentheses

* p<.10, ** p<.05, *** p<.01

Bid #3 Bid #2 Bid #1 Bid #7 Bid #5

Draw “auction clearing Price”

Bid #4Bid #6

Low bids High bids


