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              Buy For Yourself or Buy For Others? 

The Role of Label Images and Bottle Forms on Consumers’ Perception of Icewine 

 

Rui Zhang                                               Advisor: 

University of Guelph, 2012                                 Dr. Lefa Teng 

 

 The primary objective of this research was to explore the icewine package 

design by conducting two experiments. In experiment 1, there was not congruity effect 

between label images and bottle forms for icewine. Additionally, in terms of natural label 

image, opaque Bordeaux bottle form was perceived to be more luxurious and more 

expensive than transparent Bordeaux bottle form for icewine; these results were only 

found for natural label image rather than delicate label images. Furthermore, opaque 

Bordeaux bottle form with maple leaf label image was found to be the optimal design for 

Canadian icewine. In experiment 2, there was no significant difference on consumers’ 

evaluations for congruent and moderately incongruent designs under the moderating 

effect of purchase context (i.e., buying for others and buying for self). The findings not 

only contribute to the icewine packaging literature but also contribute to Canadian 

icewine manufacturers, and the industry as a whole, with a competitive advantage. 
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Introduction 

  

 Finkelstein and Quiazon (2007) stated that wine consumption has been an object 

of intense social, cultural, as well as economic interactions. From history wine has been 

bound up with spiritual, religious, as well as nutritional qualities, thereby enabling wine 

as not only a beverage of prestige and distinction, but also a beverage of celebration and 

relaxation (Finkelstein and Quiazon, 2007).  

Icewine is different from the traditional red or white table wine. Icewine is a 

luxury product and has a higher status. There are some papers researching the effects of 

package design of wine but there is no research that has researched the effects of package 

design of icewine. The purpose of this research is to explore package design of icewine 

through two experiments. Experiment 1 investigates the congruity and consumers’ 

perceptions between label images and Bordeaux bottle forms for icewine. More 

specifically, icewine label images include natural label image (i.e., château and maple 

leaf) and delicate label image (i.e., coat of arms and tartan), and icewine bottle forms 

chiefly consist of Bordeaux styles (transparent and opaque). Experiment 2 investigates 

whether congruent and moderately incongruent designs influence consumers’ evaluations 

under the moderating effect of buying icewine for self and buying icewine for others.  

Experiment 1 consists of a 2 x 2 design where 165 participants observed icewine 

bottle designs and completed a questionnaire testing the congruity and consumers’ 

perceptions between label images and Bordeaux bottle forms for icewine. Experiment 2 
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consists of 2 x 2 x 2 design where 83 participants observed icewine bottle designs and 

completed a questionnaire to measure consumers’ evaluations of congruent and 

moderately incongruent designs under the moderating effect of buying icewine for others 

and buying icewine for self. ANOVAs and Regression were used to test the hypotheses. 

 

Literature Review 

 

The literature review is composed of a section about package design and brand 

personality dimension; a section about the theory of congruity; a section about the theory 

of self-benefit appeals and other-benefit appeals; a section about consumer perception of 

quality and luxury; a section about previous studies focused on wine packaging; and a 

section about the icewine label images, bottle forms and colours. 

Package Design and Brand Personality Dimension 

Package Design 

Packaging is any container or wrapping which the product is offered in for sale, 

and packaging is composed of a variety of materials such as glass, paper, metal or plastic, 

depending on what is to be contained (Brassington and Pettit, 1997). Packaging has two 

functions: logistic and marketing (Prendergast and Pitt, 1996). Silayoi and Speece (2004) 

proposed that there are four packaging elements which can affect consumer purchase 

decisions into two categories: visual and informational elements. Visual elements are 

composed of graphic, colour, and size/shape of packaging; these elements pertain more to 
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consumers’ affective side of decision-making. Informational elements are relevant to the 

information provided and technologies utilized in the package; these elements pertain 

more to consumers’ cognitive side of decision making (Silayoi and Speece, 2004). 

Package design is relevant for several considerations, from protecting the 

package’s contents to articulating and communicating marketers’ desired brand 

impressions (Orth and Malkewitz, 2008). The definition of package design is that the 

package design is taken as the various elements chosen and blended into a holistic design 

to achieve a particular sensory effect (Orth and Malkewitz, 2008). 

Nancarrow, Wright, and Brace (1998) pointed out that since the product features 

play an important role on communicating straightforwardly to the target consumers, the 

design traits of package should show up in a display of many other offerings. When 

designers make decisions concerning the form of a package or a product, traits including 

shape, scale, colour, texture, materials, proportions, as well as ornaments should be 

considered (Bloch, 1995). In terms of shape, Danger (1987) suggested that 1) simple 

shapes prevail over complex ones; 2) irregular shape is inferior to a regular shape in that 

the irregular one may beget mental blockage, thereby thwarting the consumer to other 

things; 3) a shape which is good on balance will be preferred; 4) rectangles are not so 

preferred as squares and a rectangle with no square root is not as appealing as rectangle 

with a square root; 5) shapes should be conspicuous and simple for the eye; 6) a concave 

shape is inferior to a convex shape; 7) shapes should be tangible and mellow; 8) men 

prefer angular shapes which are taken as more masculine and they also are prone to 
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choosing triangles over circles, whereas females are prone to choosing round shapes and 

circles over triangles. In terms of graphics, Meyers and Lubliner (1998) suggested that 

the informative messages concerning graphic should encompass the brand identity, 

product designation, size and contents, usage instructions, product description, benefit 

statement, warming or caution statements, promotion message, feature statement, sell 

copy, flavour or variety identification, nutrition elements and cross-reference to other 

goods.  

In terms of colours, packaging colour is picked up based on its capacity to be 

correlated with some targeted qualities such as elegance and naturalness (Moriarity, 

1991). More specifically, 1) red is regarded as being exciting, cheerful, powerful, 

disobedient, and hot (Moriarity, 1991). Grimes and Doole (1998) suggested that red also 

has the traits of expensive, premium, high quality, good tasting, and luxurious; 2) blue is 

considered as the happy colour and conveys peace, loyalty, security, and calmness 

(Moriarity, 1991). Grimes and Doole (1998) suggested that blue is also perceived as 

masculine, mature, and thoughtful; 3) yellow conveys a character of brightness and 

attracts high attention (Moriarity, 1991). Grimes and Doole (1998) suggested yellow is 

bound with high quality, expansive, luxury, happiness, and warmth ; 4) green is a quiet 

colour, suggesting hope, meditation, as well as serenity (Moriarity, 1991), and Grimes 

and Doole (1998) suggested that green is thought as inexpensive, and light; 5) black 

represents distress, defiance power, and hate (Moriarity, 1991). Grimes and Doole (1998) 

pointed that black is correlated with the meaning of mysterious, dangerous, and 
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aggression; 6) and white represents purity and cleanliness, and it can be related with the 

meaning of emptiness and silence (Moriarity, 1991). 

Orth and Malkewitz (2008) identified that there are five holistic types of package 

designs: massive, contrasting, natural, delicate and nondescript. There are ten impression 

items from managerially oriented literature: high quality, corporate, every day, cheap, 

feminine, happy memories, healthy, stylish, good impression, and value for money (Orth, 

2005; Orth, Wolf, and Dodds, 2005).  

Brand Personality Dimension 

    Brand communication should deliver a single, clear message that is difficult to 

misinterpret (Keller, 1993; Underwood, 2003). Brand personality is an important tool to 

capture and categorize facets of brands in order to generate consistent impressions from 

consumers (Aaker, 1997, 1999; Aaker, Benet-Martinez, and Garolera, 2001; Aaker, 

Fournier, and Adam, 2004). Consumer researchers have paid attention to this concept, 

and are especially interested in how brand personality makes consumers express their 

actual self (Belk, 1988; Sirgy, 1982), ideal self (Elliott and Wattanasuwan, 1998), or 

specific dimensions of self via brand acquisition and use (Fournier, 1998; McCracken, 

1986).  

There are five basic brand personality dimensions: sincerity, excitement, 

competence, sophistication, as well as ruggedness (Aaker, 1997). Aaker (1997) proposed 

that the sincerity brand personality dimension can be reflected in down-to-earth 

characteristics (e.g., family-oriented, small-town), honest characteristics (e.g., sincere, 
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real), wholesome characteristics (e.g., original), cheerful characteristics (e.g., sentimental, 

friendly). The excitement brand personality dimension can be reflected in daring 

characteristics (e.g., trendy), spirited characteristics (e.g., cool), imaginative 

characteristics (e.g., unique), up-to-date characteristics (e.g., independent). The 

competence brand personality dimension can be reflected in reliable characteristics (e.g., 

hardworking, secure), intelligent characteristics (e.g., technical, corporate), successful 

characteristics (e.g., leader). The sophistication brand personality dimension can be 

reflected in upper class characteristics (e.g., glamorous, good looking), charming 

characteristics (e.g., feminine, smooth). The ruggedness brand personality dimension can 

be reflected in outdoorsy characteristics (e.g., masculine, and western), and tough 

characteristics (e.g., rugged; Aaker, 1997).  

The Relationship between Package Design and Brand Personality Dimension 

There is a relationship between five holistic types of package design and five 

basic brand personality dimensions. Orth and Malkewitz (2008) concluded that 

consumers rate the massive package design the highest on excitement brand personality 

dimension, lowest on competence and sophistication brand personality dimensions, and 

average on sincerity and ruggedness brand personality dimensions. Additionally, 

consumers regard brand with massive packages as low in quality, inexpensive, less 

healthy, and not classy.  

  Orth and Malkewitz (2008) suggested that consumers rate the contrasting package 

design stronger level on ruggedness brand personality dimension, high level on 
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excitement brand personality dimension, average on sincerity brand personality 

dimension, and lowest on competence and sophistication brand personality dimensions. 

Additionally consumers regard contrasting package design as low quality, not feminine, 

and inexpensive (Orth and Malkewitz, 2008). 

Orth and Malkewitz (2008) suggested that consumers rate the nondescript 

package design as average on competence and sophistication brand personality 

dimensions, lowest on sincerity, excitement, and ruggedness brand personality 

dimensions. Additionally, consumers regard nondescript brand package design as little 

value for money and unable to evoke happy memory (Orth and Malkewitz, 2008). 

Orth and Malkewitz (2008) suggested that consumers rate the natural package 

design highest on sincerity, competence, and sophistication brand personality dimensions, 

average on ruggedness brand personality dimension, and lowest on excitement brand 

personality dimension. Additionally, consumers regard the brand with natural package 

design as high quality, feminine, healthy, expensive, a good value for money, and able to 

evoke happy memory (Orth and Malkewitz, 2008).  

Orth and Malkewitz (2008) suggested that consumers rate the delicate package 

design highest on competence and sophistication brand personality dimensions, average 

on sincerity, excitement, and ruggedness brand personality dimensions. Additionally, 

consumers perceive the brand with delicate package design as high quality, classy, and 

expensive (Orth and Malkewitz, 2008). 
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The Theory of Congruity 

Congruity is represented by a match between the features of an object or product 

and a relevant schema, whereas incongruity, either moderate or high, refers to some 

degree of mismatch (Mandler, 1982). Mandler (1982) proposed that the level of 

incongruity is decided by the ease with which anomalies can be resolved within the 

existing cognitive structure. Mandler (1982) also proposed that the affect created by 

responding to moderate incongruity will be more positive than the affect typically created 

by reacting to either congruity or high incongruity. A schema is depicted as the structure 

of previous knowledge in memory (Stayman, et al. 1992). Goodstein (1993) pointed out 

that a schema encompasses elements such as the features of a category, archetypes of a 

category, and feature to the category. Schema congruity is defined as the extent to which 

all the features of a product are represented within the activated schema (Meyers-Levy 

and Tybout, 1989). Given that schema congruent information fits a consumer ’s schema 

expectations, little or no cognitive processing is required (Hastie, 1980; Srull et al. 1985).  

Moderate and high incongruities are distinguished by the ease with which an 

incongruity can be resolved within the activated schema, and high incongruity happens 

when consumers are unable to resolve the incongruity at any schema level (Meyers-Levy 

and Tybout, 1989). Schema congruity results in a positive response since other things 

being equal, consumers prefer objects conforming to their expectations (Mandler, 1982). 

Mandler (1982) hypothesized the nonmonotonic correlation (inverse-U shaped curve) 

between schema congruity/schema incongruity and evaluations. More specifically 
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Mandler (1982) stated that reacting to moderate incongruity results in more favorable 

assessments than does reacting to either congruity or high incongruity.  

Oakes (2007) indicated that relevancy and expectancy are two crucial factors in 

congruency effects in the context of advertisement. Relevancy refers to the extent to 

which stimuli either evaluating the fit between music and the advertised product, and it 

assists consumers in deriving meaning. Expectancy represents how well the stimulus 

matches consumers’ prior knowledge structures (Oakes, 2007). Lin and Mattila (2010) 

posited that perceived congruity positively relates to pleasure which in turn positively 

correlates with satisfaction. Mandler (1982) stated that consumers perceive moderate 

incongruity as novel (unlike congruity), and that moderate incongruity increases 

consumers’ cognitive processes and can be resolved (unlike high incongruity), thereby 

resulting in enhanced enjoyment of the product. 

Campbell and Goodstein (2001) suggested that consumers’ evaluation of 

congruent and moderately incongruent products differ under different risk levels. In detail, 

1) the congruent product (the norm) is evaluated significantly more positively than the 

moderately incongruent product under a high risk scenario; 2) there is no significant 

difference between evaluation of congruent and moderately incongruent products under a 

low risk scenario; 3) and consumers evaluate the moderately incongruent product more 

positively than the congruent product when there is no risk scenario (Campbell and 

Goodstein, 2001) 
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The Theory of Self-Benefit Appeals and Other-Benefit Appeals 

White and Peloza (2009) defined self-benefit appeals are appeals that refer to the 

consumers themselves as the main beneficiary. The authors defined other-benefit appeals 

as appeals that refer to others as the main beneficiary. Benefits can be either tangible or 

intangible, meaning that they could be like a tax receipt or gift, or some good feeling 

respectively (White and Peloza, 2009) 

White and Peloza (2009) explained that the efficacy of other-benefit appeals 

versus self-benefit appeals in the field of donation is moderated by contextual traits and 

personal differences; both of these moderating variables enhance public self-image 

considerations. More specifically, 1) other benefit appeals are more feasible for 

stimulating positive volunteer intention and monetary donations than self-benefit appeals 

when consumers’ reactions are public. On the contrary, self-benefit appeals show higher 

effectiveness when consumers’ reactions are private; 2) consumers with high public 

self-consciousness report more positive time donation intentions in response to 

other-benefit appeals than self-benefit appeals, even when their intentions are private; 3) 

consumers with high public self-consciousness are more apt to donate time in response to 

other benefit appeals than self-benefit appeals; 4) a desire to control impressions via 

behaving in normatively affirmed ways; 5) based on which norm is salient, consumers 

with the activated public self-image concerns change their donation intentions in reaction 

to other-benefit appeals than self-benefit appeals (White and Peloza, 2009). 
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Perception of Quality and Luxury 

Perception of Quality 

Objective quality can be taken as the measurable and verifiable superiority on 

some predetermined ideal benchmark or benchmarks (Zeithaml, 1988). On the other hand, 

perceived quality is the consumer’s judgment regarding an item’s comprehensive 

excellence or superiority, and perceived quality has four aspects deserving attention: 1) a 

global evaluation which in some cases resembles attitude, 2) different from objective or 

real quality, 3) a judgment often made within a consumer’s evoked set, and 4) a higher 

degree of abstraction other than a particular attribute of an item (Zeithaml, 1988).  

Perception of Luxury 

Luxury brands can be taken as the products whose proportion of functionality to 

price is low, but proportion of intangible and situational utility to price is high (Nueno 

and Quelch, 1998). There are five core luxury dimensions: perceived conspicuousness, 

perceived uniqueness, perceived quality, perceived hedonism, and perceived extended 

self (Vigneron and Johnson, 2004). Veblen (1899) and Bearden and Etzel (1982) 

suggested that a consumer places importance on perceived conspicuousness, whereby 

they are concerned about reference group effects when they are publicly consuming 

luxury items. Perceived uniqueness pertains to the assumption that consumers perceive a 

luxury product as being exclusive and rare (Verhallen and Robben, 1994; Groth and 

McDaniel, 1993). In terms of the perceived extended self, consumers might utilize luxury 

brands to make themselves different in relation to relevant others, however they might 
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also endeavor to combine the symbolic meaning into their own identity (Holt, 1995). 

Luxury-seekers pursue hedonic products because they want to receive emotional benefits 

obtained by purchasing and consuming such products, which they cannot receive by 

purchasing and consuming utilitarian products (Sheth, Newman, and Gross, 1991; 

Westbrook and Oliver, 1991). In terms of perceived quality, luxury brands provide 

superior item qualities and performance in contrast with non-luxury brands (Vigneron 

and Johnson, 2004).  

Previous Studies Focused on Wine Packaging 

Wine labels are not only merely composed of words that depict the contents of the 

bottle, they also have complicated social, cultural, and economic meaning, and help the 

hospitality provider in terms of the wine’s tasting qualities (Finkelstein and Quiazon, 

2007). Mueller and Lockshin (2008) listed that there are 16 extrinsic attributes for wine: 

the brand, mid-priced wine, promotional pricing, region of origin, medal awards, country 

of origin, bottle size, alcohol level, closure material, organic, capsule material, label style, 

bottle shape, bottle colour, label shape, and label colour.  

Thomas and Pickering (2003) showed that the front labels play a more important 

part than the back labels; however, this effect is mediated by level of education, marital 

status, wine type, respondent type, age, income as well as types of consumers. Batt and 

Dean (2000) suggested that wine label designs can be depicted as either traditional or 

modern/contemporary. Traditional label layout prevails over the modern one concerning 

consumer preference, perceived value, purchase intent, as well as perceived success 
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(Boudreaux and Palmer, 2007). 

Mueller and Szolnoki (2010) suggested that wine’s packaging includes the label 

style, label colour, bottle form, as well as the cork. The front label information can be 

divided into brand name, country of origin, grape variety, region of origin, wine specific 

information, as well as other general information. Mueller and Szolnoki (2010) posited 

that 1) the vast majority of the packaging and label information fulfill a significant price 

premium and discount on the red wine market in the United States; and 2) wine 

packaging is correlated to price differences that are almost as high as for the wine’s 

region of origin, whereas the impact of labeling information has the smallest price 

difference. 

Lockshin, Mueller, Louviere, Francies and Osidacz (2009) researched the 

Australian red wine market and discovered correlations between consumer segments and 

red wine attributes most often chosen. More female consumers belonging to brand driven 

segment, which account for 42% of the wine market, place the greatest importance on 

brand and medal, a low or medium to price level, prefer a château label style, and a grey 

or black colour. Female consumers do not place importance on the alcohol level.  

Lockshin, Mueller, Louviere, Francies and Osidacz (2009) found that the value 

for money segment, which accounts for 40% of the wine market, places great importance 

on star rating and discount, prefer a medium-price level, a traditional label style, an 

off-white colour, medium alcohol level, and brand and medals are of moderate 

importance. Price sensitive consumers, which account for 18% of the wine market, of 
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which most are male, place the greatest importance on low price and price discount, and 

high alcohol content; these consumers do not place importance on label style and colour, 

or brand and medal (Lockshin, Mueller, Louviere, Francies and Osidacz , 2009). 

Icewine Label Images, Bottle Forms and Icewine Two Colours 

Icewine Label Images 

Based on the holistic package design theory (Orth and Malkewitz, 2008), there are 

two types of label images that are appropriate for icewine’s high class status: natural label 

image and delicate label image. There are two specific label images which are capable of 

representing natural label image and delicate label image. A natural label image can be 

represented by a château label image and a maple leaf label image, the national symbol of 

Canada. A delicate label image can be represented by a coat of arms label image and a 

tartan label image. 

The reasons why natural and delicate label images lend well to an icewine bottle 

label are: 1) consumers perceive natural package design to be sophisticated, high quality, 

healthy, expensive, and a good value for money, and the label is capable of evoking 

happy memories; 2) consumers perceive a delicate package design as competent, 

sophisticated, high quality, classy and expensive. The reasons why massive, contrasting, 

and nondescript label images do not lend well to an icewine bottle label are 3) massive 

package design is low in quality, inexpensive, less healthy, and not classy; 4) consumers 

perceive a contrasting package design as low quality and inexpensive; and 5) consumers 

perceive a nondescript package design as offering little value for money and the label is 
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unable to evoke happy memories (Orth and Malkewitz, 2008).       

Icewine Bottle Forms 

The two major bottle forms for wine are Burgundy and Bordeaux. However, the 

Bordeaux bottle form is the predominant bottle form for icewine. As such, for this 

research I will use Bordeaux bottle form, both transparent and opaque. 

Icewine Two Colours 

There are two dominant colours of icewine: Golden colour and Rosé colour. 

 

Research Gap 

 

There is no research that has used icewine as the stimuli to research the 

relationship among purchase intentions and various icewine attributes. Specially, there 

are no studies that have examined congruity effects and consumers’ perceptions between 

icewine label image (natural label image reflected by château and maple leaf, and delicate 

label image reflected by coat of arms and tartan) and bottle form (transparent and opaque 

Bordeaux bottles) and icewine’s colours (Golden and Rosé). This is an important research 

gap in the icewine package design literature. Several questions remain unanswered: What 

kind of label image fits with Bordeaux Bottle forms? What are consumers’ perceptions on 

different icewine package designs when they want to buy for others and when they want 

to buy for themselves? As such, this research seeks to explore icewine package design by 

researching the relationship between label image and bottle form for icewine on 
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consumers’ perceptions. 

 

Hypotheses 

 

Although there are research studies in the package design literature that have 

examined consumers’ purchase intention and wine attributes, there is no research for 

icewine. The majority of papers used either red or white table wine as the stimuli. 

However, icewine is different from red or white table wine due to its upper-scale 

characteristics. Furthermore there is no research that takes icewine’s colours into 

consideration.  

The literature suggests that consumers perceive the natural package design to be 

sincere, competent, sophisticated, high quality, healthy, expensive, a good value for 

money, and is able to evoke happy memories. Additionally, consumers perceive a delicate 

package design as competent, sophisticated, high quality, classy, and expensive (Orth and 

Malkewitz, 2008). Therefore, the natural and delicate label images fit icewine’s 

characteristics of high class. The château and maple leaf label images can represent a 

natural image whereas the coat of arms and tartan label images can represent a delicate 

label image. The Bordeaux bottle is the predominant bottle form for icewine. Transparent 

Bordeaux bottle form boasts the impression of being down-to-earth, since consumers can 

see through the transparent bottle, whereas the opaque Bordeaux bottle form boasts the 

impression of high imagination since consumers cannot see inside the opaque bottle, 
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creating high propensity to guess. Therefore, based on the described literature, the 

following hypotheses are put forward: 

H1a: The natural label image is congruent with transparent Bordeaux bottle form  

H1b: The delicate label image is congruent with opaque Bordeaux bottle form 

The more a consumer perceives a package as being attractive, the more they will 

perceive the product as being high quality (Orth, Campana, Malkewitz, 2010). 

Additionally, consumers perceive a product more expensive as an indication of high 

quality (Rao and Monroe, 1989) and perceive luxury as being high quality (Vigneron and 

Johnson, 2004). Compared with transparent Bordeaux bottle form, consumers perceive 

the opaque Bordeaux bottle form as being imaginative and attractive. Taken together, I 

propose the hypotheses below: 

      H2a: As for natural label image, consumer will perceive the opaque Bordeaux 

bottle form as more luxurious than the transparent Bordeaux bottle form.  

      H2b: As for delicate label image, consumer will perceive the opaque Bordeaux 

bottle form as more luxurious than the transparent Bordeaux bottle form.  

      H3a: As for natural label image, consumer will perceive the opaque Bordeaux 

bottle form as higher quality than the transparent Bordeaux bottle form.  

      H3b: As for delicate label image, consumer will perceive the opaque Bordeaux 

bottle form as higher quality than the transparent Bordeaux bottle form.  

      H4a: As for natural label image, consumer will perceive the opaque Bordeaux 

bottle form more expensive than the transparent Bordeaux bottle form.  
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      H4b: As for delicate label image, consumer will perceive the opaque Bordeaux 

bottle form more expensive than the transparent Bordeaux bottle form.  

Given that the maple leaf is the national symbol of Canada, the opaque Bordeaux 

bottle form can be perceived as being imaginative and attractive, so I propose the 

hypothesis below: 

       H5: Opaque Bordeaux bottle form with maple leaf label image is the optimal 

design for Canadian icewine. 

As previously mentioned, Campbell and Goodstein (2001) found that the 

evaluations for congruent and moderately incongruent products differ under different risk 

levels. More specifically, 1) congruent products are evaluated more positively under high 

risk scenario; 2) there is no significant difference between congruent and moderately 

incongruent products under low risk scenario; 3) and the moderately incongruent product 

is evaluated more positively under no risk scenario (Campbell and Goodstein, 2001). 

Icewine’s colours chiefly consist of golden and rosé. Authentic label images for 

château and maple leaf can be depicted by the colours yellow and red, respectively. 

Therefore, the yellow château label with golden icewine, and the red maple leaf label 

with rosé icewine are both congruent pairings. Conversely, the yellow château label with 

rosé icewine and the red maple leaf with golden icewine are both moderately incongruent 

pairings. Based on the described literature, the following hypothesis is put forward: 

H6: Purchase context (i.e., buying for others or buying for self) moderates the 

influence of congruent and moderately incongruent designs on consumers’ evaluations 
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pertaining to icewine. 

 

Research Methods 

 

Experiment 1 Overview 

Experiment 1 is designed to test hypotheses 1 to 5, which state that a natural label 

image is congruent with transparent Bordeaux bottle form whereas a delicate label image 

is congruent with opaque Bordeaux bottle form, and as for the images (natural and 

delicate), the opaque Bordeaux bottle form is perceived as more luxurious, higher quality, 

and more expensive than the transparent Bordeaux bottle form, and the opaque Bordeaux 

bottle form with the maple leaf label image is the optimal design for Canadian icewine. 

Experiment 1 has a 2 (label images: natural label image vs. delicate label image) x 2 

(Bordeaux bottle form: transparent vs. opaque) design.  

Participants and Procedure 

One hundred and sixty five students (94 males, 71 females) from University of 

Guelph participated in Experiment 1. Students received extra credit for participating in 

the experiment. Each participant was presented with two Bordeaux icewine bottles; both 

bottles had the same label image (i.e., château, maple leaf, coat of arms, and tartan): one 

bottle was transparent and the other was opaque. The bottles were next to each other for 

each participant to observe and compare. Each participant observed the two designs while 

answering a questionnaire (see Appendix B, C, D, and E) to test hypotheses 1 to 5. After 
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completing the questionnaires, participants were thanked and dismissed.  

Examining Measurement Items 

      Factor analysis and varimax rotation were conducted to examine the measurement 

item. Factor loading higher than 0.5 is accepted as being significant (Hair et al, 1998). 

      Cronbach's alpha is the measure of internal consistency, and Cronbach’s alpha 

above 0.7 can be considered to be good reliability, meaning that the set of items reliably 

measure the same construct. 

      The congruity between label images and the Bordeaux bottle form for icewine 

was assessed using three items. This construct had a Cronbach’s Alpha of 0.76 (see Table 

2). The perception of luxury was measured by semantic differential scale with two items. 

This construct had a Cronbach’s Alpha of 0.749 (see Table 2). The perception of quality 

was also measured by semantic differential scale, and the construct had a Cronbach’s 

Alpha of 0.854 (see Table 2). 

Experiment 1 Results  

Congruity 

ANOVA results indicated that the congruity (F=2.351, p=0.073<0.1) was 

marginally significantly different among the four design groups. However, the Post Hoc 

Tests, which specifically compared the four design groups, indicated that there was no 

significant difference between any of two design groups among the four design groups 

(see Table 3). Therefore H1a, which states that a natural label image is congruent with 

transparent Bordeaux bottle form is not supported. Additionally, H1b, which states that a 
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delicate label image is congruent with opaque Bordeaux bottle form is not supported. 

Perception of Luxury 

There was a main effect of Bordeaux bottle form on perception of luxury 

(F=16.638, p=0.000<0.05), whereas there was neither a main effect of label image on 

perception of luxury nor an interaction effect of Bordeaux bottle form and label image on 

perception of luxury (see Table 4). ANOVA results indicated that the perception of luxury 

(F=5.762, p=.001<0.05) was significantly different among the four design groups. The 

Post Hoc Tests, which specifically compared the four design groups., The results 

indicated that the natural image label image with an opaque bottle was perceived as 

significantly more luxurious than the natural label with a transparent 

bottle(p=0.008<0.05). The results also indicated that there was no significant difference 

in perceived luxury between the delicate label image with a transparent bottle and the 

delicate label image with an opaque bottle (p =0.155>0.1; see Table 5). Therefore, these 

results indicate that, for a natural label image, opaque Bordeaux bottle form is perceived 

as more luxurious than transparent Bordeaux bottle form whereas for a delicate label 

image, there is no significant difference between opaque Bordeaux bottle form and 

transparent Bordeaux bottle form. These results support H2a but reject H2b. In addition, 

the delicate label image with an opaque bottle form was perceived as more luxurious than 

a natural label image with a transparent bottle form (p=0.025<0.05), and the natural label 

image with an opaque bottle form was perceived as more luxurious than the delicate label 

image with a transparent bottle form (p=0.066<0.1; see Table 5). Therefore, in terms of 
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perception of luxury, the results also show that a delicate image with an opaque Bordeaux 

bottle form is perceived as more luxurious than a natural label image with a transparent 

bottle form, and that a natural label image with an opaque Bordeaux bottle form is 

perceived as more luxurious than a delicate label image with a transparent Bordeaux 

bottle form. 

Perception of Quality 

There was a main effect of Bordeaux bottle form on perception of quality 

(F=4.817, p=0.029<0.05). However, there was neither a main effect of label image on 

perception of quality nor an interaction effect of Bordeaux bottle form and label image on 

perception of quality (see Table 6). ANOVA results indicated that perception of quality 

(F=2.286, p=0.079<0.1) was marginally significantly different among the four design 

groups. However, the Post Hoc Tests, which specifically compared the four design groups, 

indicated that, in terms of natural label image, there was no significant difference 

between a natural label image with a transparent bottle form and a natural label image 

with an opaque bottle (p=0.231>0.05). In terms of delicate label image, there was no 

significant difference between a delicate label image with a transparent bottle form and a 

delicate label image with an opaque bottle form (p=0.797>0.05; see Table 7). Therefore, 

these results indicate that H3a, which states that, as for natural label image, consumers 

will perceive the opaque Bordeaux bottle form as higher quality than the transparent 

Bordeaux bottle form, is not supported. Additionally, H3b, which states that, as for 

delicate label image, consumers will perceive the opaque Bordeaux bottle form as higher 
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quality than the transparent Bordeaux bottle form, is not supported. 

Perception of Expensiveness 

The perception of expensiveness also was analyzed. There was a main effect of 

Bordeaux bottle form on perception of expensiveness (F=6.676, p=0.01<0.05). However, 

there was neither a main effect of label image on perception of expensiveness nor an 

interaction effect of Bordeaux bottle form and label image on perception of 

expensiveness (see Table 8). ANOVA results indicated that the perception of 

expensiveness (F=2.884, p=0.036<0.05) was significantly different among the four 

design groups. The Post Hoc Tests, which specifically compared the four design groups, 

indicated that, in terms of natural label image, the natural label image with an opaque 

bottle form was perceived as significantly more expensive than the natural label image 

with a transparent bottle (p=0.053<0.1). In terms of delicate label image, there was no 

significant difference between the delicate label image with a transparent bottle and the 

delicate label image with an opaque bottle (p=0.865>0.1; see Table 9). Therefore, these 

results suggests that H4a, which states that consumers will perceive the natural label 

image with an opaque Bordeaux bottle form to be more expensive than the natural label 

image with a transparent Bordeaux bottle form, is supported. However, H4b, which states 

that consumers will perceive the delicate label image with an opaque Bordeaux bottle 

form to be more expensive than the delicate label image with a transparent Bordeaux 

bottle form, is rejected. 
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Maple Leaf Label Image 

The results showed that there was a significant difference between the maple leaf 

label image with an opaque Bordeaux bottle form and the maple leaf image with a 

transparent Bordeaux bottle form for perception of luxury (F=8.949, p=0.004<0.05), 

perception of quality (F=3.803, p=0.055<0.1), and perception of expensiveness (F=6.984, 

p=0.01<0.05; see Table 10). The results consistently showed that maple leaf label image 

with an opaque Bordeaux bottle form was perceived as more luxurious, higher quality, 

and more expensive than the maple leaf image with a transparent Bordeaux bottle form 

(see Table 10). Given that maple leaf image is the most unique national symbol of 

Canada, the hypothesis that the opaque Bordeaux bottle form with a maple leaf label 

image is the optimal design for Canadian icewine is supported. 

Experiment 1 Discussion 

Experiment 1 results showed that consumers perceive the natural label image with 

an opaque Bordeaux bottle form as more luxurious and more expensive than the natural 

label image with a transparent Bordeaux bottle form. Additionally, the results 

demonstrated that the opaque Bordeaux bottle form with a maple leaf label image is the 

optimal design for Canadian icewine.  The best explanation for these results is that, 

when consumers react to moderate incongruity, their product evaluations are more 

favorable than when they react to either congruity or high incongruity (Mandler, 1982).  

Experiment 2 Overview 

The objective of experiment 2 is to test hypothesis 6, which states that the 
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purchase context (i.e., buying for others or buying for self) moderates the influence of 

congruent and moderately incongruent designs on consumer evaluations pertaining to 

icewine. The differences between experiment 2 and experiment 1 are that: first, 

experiment 2 adds two dominant icewine colours, which are rosé and golden; second, 

experiment 2 focuses on the yellow château label image and red maple leaf image, which 

represents the majority of authentic label colours for château and maple leaf label images; 

third, the yellow château with golden icewine and red maple leaf with rosé icewine are 

considered to be congruent pairings, and the yellow château with rosé icewine and red 

maple leaf with golden icewine are considered to be moderately incongruent pairings. 

Experiment 2 is a 2 (natural label images: yellow château vs. red maple leaf) x 2 (icewine 

colours: golden icewine vs. rosé icewine) x 2 (purchase context: buying for others vs. 

buying for self) design.  

Participants and Procedure 

Eighty three students (48 males, 35 females) from University of Guelph 

participated in experiment 2. Students received extra credit for participating. Participants 

evaluated two icewine bottles: yellow château label image with transparent Bordeaux 

bottle and golden icewine (congruent design), and yellow château label image with 

transparent Bordeaux bottle and rosé icewine (moderately incongruent design); or red 

maple leaf label image with transparent Bordeaux bottle and rosé icewine (congruent 

design), and red maple leaf with transparent Bordeaux bottle and golden icewine 

(moderately incongruent design). Both icewine bottles were displayed next to each other 
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on a table for each participant to observe and compare. Participants completed a 

questionnaire (see Appendix G and H), which was designed to test H6. After completing 

the questionnaire, participants were thanked and dismissed. 

Measures 

Each participant observed the two icewine bottle designs and was required to 

imagine the situation of buying for others and buying for self. In terms of buying for 

others, each participant will imagine that he/she is going to purchase an icewine to take to 

the parents of his/her deeply-loved girlfriend or boyfriend when he/she visits them for the 

first time. In terms of buying for self, each participant will imagine that he/she is going to 

purchase an icewine to have it at home. Participants answered four seven-point items for 

consumers’ evaluation anchored by unfavorable/very favorable, bad/good, 

unappealing/appealing, as well as undesirable/desirable (Campbell and Goodstein, 2001).  

Experiment 2 Results 

Consumers’ Evaluation 

      Backward Regression: 

      The backward regression means that the SPSS will delete from the most 

insignificant variables step by step in the model until only significant variables remain in 

the model.  

The Cronbach’s Alpha was 0.922>0.7, meaning that the measurement items 

reliably measure consumers’ evaluation. The results indicated that there was neither a 

main effect nor an interaction effect (see Table 11). In addition, the backward regression 
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results also confirmed that there was neither a main effect nor an interaction effect (see 

Table13). ANOVA results (F=0.309, p=0.95>0.05) showed that there was no significant 

difference among the design groups (see Table 12). So hypothesis 6, that purchase 

context (i.e., buying for others and buying for self) moderates the influence of congruent 

and moderately incongruent designs on consumers’ evaluations pertaining to icewine is 

not supported. 

Experiment 2 Discussion 

The results of experiment 2 prove that consumers’ evaluations for congruent and 

moderately incongruent designs do not have significantly different effects based on 

purchase context (i.e., when consumers are buying icewine for others or buying icewine 

for themselves). The reasons could be interpreted that consumers choose icewine design 

based on their personal propensity and liking, regardless of purchase context. 

 

Summary of Findings 

 

 The main goal of this research is to determine whether there is a congruity effect 

for icewine label images and Bordeaux bottle forms, and whether consumers’ perception 

of luxury, quality, and expensiveness are affected by the icewine label images and the 

Bordeaux bottle forms. The secondary purpose of the research is to investigate whether 

the purchase context (i.e., buying for others and buying for self) would moderate the 

influence of congruent and moderately incongruent designs on consumers’ icewine 
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evaluation. The results of experiment 1 support the hypotheses that: 1) H2a: as for natural 

label image, consumer will perceive the opaque Bordeaux bottle form as more luxurious 

than the transparent Bordeaux bottle form; 2) H4a: As for natural label image, consumer 

will perceive the opaque Bordeaux bottle form more expensive than the transparent 

Bordeaux bottle form; 3) H5: opaque Bordeaux bottle form with maple leaf label image is 

the optimal design for Canadian icewine. However, experiment 1 does not support 1) H1a: 

The natural label image is congruent with transparent Bordeaux bottle form; 2) H1b: The 

delicate label image is congruent with opaque Bordeaux bottle form; 3) H2b: As for 

delicate label image, consumer will perceive the opaque Bordeaux bottle form as more 

luxurious than the transparent Bordeaux bottle form; 4) H3a: As for natural label image, 

consumer will perceive the opaque Bordeaux bottle form as higher quality than the 

transparent Bordeaux bottle form; 5) H3b: As for delicate label image, consumer will 

perceive the opaque Bordeaux bottle form as higher quality than the transparent 

Bordeaux bottle form; 6) H4b: As for delicate label image, consumer will perceive the 

opaque Bordeaux bottle form more expensive than the transparent Bordeaux bottle form. 

The results of experiment 2 prove that that consumers’ evaluations for congruent and 

moderately incongruent design do not have a significantly different effect when 

consumers are buying icewine for others or buying icewine for themselves. 
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Theoretical and Managerial Contributions 

 

Theoretical Contributions 

The theoretical contributions are that 1) this research extends the literature on the 

types of label images that fit icewine bottles based on the five package design theory 

(Orth and Malkewitz, 2008); 2) this research extends the literature on transparent and 

opaque Bordeaux bottles for icewine; 3) this research provides insight on the congruity 

and consumers’ perceptions between label images and bottle forms for icewine using 

experimental design. 

Managerial Contributions 

The managerial contributions are that 1) the findings help marketers and 

manufacturers to adjust icewine packaging to be perceived as classier, which is important 

in gift giving societies like China and during holiday seasons; 2) the findings indicate that 

the maple leaf label image with the opaque Bordeaux bottle form is a optimal package 

design for icewine sold in Canada and Canadian icewine sold abroad. These contributions, 

especially the latter, will provide Canadian icewine manufacturers, and the industry as a 

whole, with a competitive advantage. 
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Limitations and Future Research 

 

Limitations 

The limitations of this research are that 1) since it is an experiment, the icewine 

Bordeaux bottle forms (transparent vs. opaque), and the label images (château, maple leaf, 

coat of arms, and tartan) are not really authentic icewine Bordeaux bottle forms and label 

images; 2) the experiments were conducted in a classroom which differs from the real 

scenario for selling icewine like in the LCBO, which may have a different effect on 

consumers perception of icewine packaging. 

Future Research 

The future research directions are 1) to investigate icewine consumer segments to 

determine which characteristics vary by icewine drinkers; 2) to add some other attributes 

(e.g., brand, label information) in order to examine whether congruity exists among them; 

3) to use participants from different cultural backgrounds in order to investigate whether 

cultural effects influence icewine package design. 

 

Conclusion 

 

The current findings show that there are not congruity effects for icewine label 

images and Bordeaux bottle form pairings. In addition there is a consistent trend that as 

for natural label image, the opaque Bordeaux bottle form is perceived as more luxurious, 
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and more expensive than the transparent Bordeaux bottle form for icewine. The 

contribution for Canadian icewine manufacturer is that the maple leaf label image with 

opaque Bordeaux bottle form is an optimal package design for icewine sold in Canada 

and Canadian icewine sold abroad. The findings also show that there is no significant 

difference for consumer evaluations for congruent and moderately incongruent icewine 

designs, regardless of whether consumers are purchasing icewine for others or for 

themselves.                 
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      Appendices                                            

Appendix A-Experiment 1 

                                                                                   

                

      

      
 

 

 

 

 

 

 

 

1 The researcher will provide you with two bottles of icewine. 

Please take your time to look at each bottle very carefully. 

2 After looking at all the details of each bottle, complete the 

questions in the survey. Answer the survey questions line by 

line, by answering the first question for both bottles, before 

continuing to the second, third, etc.  

3 Some questions are on a seven-point scale; for these 

questions, please circle the number that you think best 

corresponds to your opinion. Other questions do not have 

numbers; for these questions, place a check mark closer to the 

word/adjective that you think best corresponds to your 

opinion. Please pay attention to the difference between the 

words on the survey scale for these questions. 
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Appendix B               

  Château Label Image with Transparent Bordeaux Bottle Form 

 

Q1-a: The label image of Château fits the Transparent Bordeaux 

bottle form for icewine: 

Strongly disagree   1   2   3   4   5   6   7  Strongly agree 

 

Q2-a: How novel is the design of Château label image with 

Transparent Bordeaux bottle form for icewine? 

Not at all novel  1    2   3   4   5   6   7  Extremely novel 

 

Q3-a: How likely is it that an icewine comes in the design of Château 

label image with Transparent Bordeaux bottle form? 

Very unlikely      1   2   3   4   5   6   7      Very likely  

 

Q4-a: How well does the design of Château label withTransparent 

Bordeaux bottle match your expectation for icewine in general? 

Not at all well     1   2   3   4    5   6   7      Very well 

 

 

 

Château Label Image with Opaque Bordeaux Bottle Form 

 

Q1-b: The label image of Château fits the Opaque Bordeaux bottle 

form for icewine: 

Strongly disagree   1   2   3   4   5   6   7  Strongly agree 

 

Q2-b: How novel is the design of Château label image with Opaque 

Bordeaux bottle form for icewine? 

Not at all novel  1    2   3   4   5   6   7  Extremely novel 

 

Q3-b: How likely is it that an icewine comes in the design of Château 

label image with Opaque Bordeaux bottle form? 

Very unlikely      1   2   3   4   5   6   7      Very likely  

 

Q4-b: How well does the design of Château label with Opaque 

Bordeaux bottle match your expectation for icewine in general? 

Not at all well     1   2   3   4    5   6   7      Very well 
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Château Label Image with Transparent Bordeaux Bottle Form 

 

Q5-a: The design of the Château label image with the Transparent 

Bordeaux bottle form makes the icewine look: 

Noticeable  ___:___:___:___:___:___:___   Conspicuous  

For well-off   ___:___:___:___:___:___:___   For wealthy 

Elitist   ___:___:___:___:___:___:___   Popular 

Extremely expensive  ___:___:___:___:___:___:___  Affordable 

 

 

 

Q6-a: The design of the Château label image with Transparent 

Bordeaux bottle form makes you feel the uniqueness of icewine 

Valuable    ___:___:___:___:___:___:___   Precious 

Uncommon    ___:___:___:___:___:___:___   Rare 

Unusual     ___:___:___:___:___:___:___   Unique 

Very exclusive     ___:___:___:___:___:___:___   Fairly exclusive 

 

 

 

Château Label Image with Opaque Bordeaux Bottle Form 

 

Q5-b: The design of the Château label image with the Opaque 

Bordeaux bottle form makes the icewine look: 

Noticeable  ___:___:___:___:___:___:___  Conspicuous  

For well-off   ___:___:___:___:___:___:___   For wealthy 

Elitist   ___:___:___:___:___:___:___   Popular 

Extremely expensive  ___:___:___:___:___:___:___  Affordable 

 

 

 

Q6-b: The design of the Château label image with Opaque Bordeaux 

bottle form makes you feel the uniqueness of icewine 

Valuable    ___:___:___:___:___:___:___   Precious 

Uncommon    ___:___:___:___:___:___:___   Rare 

Unusual     ___:___:___:___:___:___:___   Unique 

Very exclusive     ___:___:___:___:___:___:___   Fairly exclusive 
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   Château Label Image with Transparent Bordeaux Bottle Form 

 

Q7-a: The design of Château label with Transparent Bordeaux bottle 

makes you feel the social status that the icewine contributes to you: 

Influential     ___:___:___:___:___:___:___   Leading 

Fairly powerful     ___:___:___:___:___:___:___   Very Powerful 

Pleasing      ___:___:___:___:___:___:___   Rewarding 

Well regarded      ___:___:___:___:___:___:___   Successful 

 

 

 

Q8-a: The design of Château label with Transparent Bordeaux bottle 

makes you feel the enjoyment that the icewine brings to you: 

Tasteful       ___:___:___:___:___:___:___   Exquisite 

Memorable    ___:___:___:___:___:___:___   Stunning 

Glamorous     ___:___:___:___:___:___:___   Attractive 

 

 

 

 

Château Label Image with Opaque Bordeaux Bottle Form 

 

Q7-b:The design of Château label with Opaque Bordeaux bottle 

makes you feel the social status that the icewine contributes to you: 

Influential     ___:___:___:___:___:___:___   Leading 

Fairly powerful     ___:___:___:___:___:___:___   Very Powerful 

Pleasing      ___:___:___:___:___:___:___   Rewarding 

Well regarded      ___:___:___:___:___:___:___   Successful 

 

 

 

Q8-b: The design of Château label with Opaque Bordeaux bottle 

makes you feel the enjoyment that the icewine brings to you: 

Tasteful       ___:___:___:___:___:___:___   Exquisite 

Memorable    ___:___:___:___:___:___:___   Stunning 

Glamorous     ___:___:___:___:___:___:___   Attractive 
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Château Label Image with Transparent Bordeaux Bottle Form 

 

Q9-a: The design of Château label image with Transparent Bordeaux 

bottle form makes you feel the quality of icewine: 

Manufactured     ___:___:___:___:___:___:___     Crafted 

Good quality     ___:___:___:___:___:___:___     Best Quality 

Original      ___:___:___:___:___:___:___     Sophisticated 

Better       ___:___:___:___:___:___:___     Superior 

Luxurious      ___:___:___:___:___:___:___     Upmarket 

 

 

 

 

 

Q10-a: The icewine packaged by Château label image with 

Transparent Bordeaux bottle form looks expensive: 

Strongly disagree   1   2   3   4   5   6   7  Strongly agree 

 

  Château Label Image with Opaque Bordeaux Bottle Form 

 

Q9-b: The design of Château label image with Opaque Bordeaux 

bottle form makes you feel the quality of icewine: 

Manufactured     ___:___:___:___:___:___:___     Crafted 

Good quality     ___:___:___:___:___:___:___     Best Quality 

Original      ___:___:___:___:___:___:___     Sophisticated 

Better       ___:___:___:___:___:___:___     Superior 

Luxurious      ___:___:___:___:___:___:___     Upmarket 

 

 

 

 

 

Q10-b: The icewine packaged by Château label image with Opaque 

Bordeaux bottle form looks expensive: 

Strongly disagree   1   2   3   4   5   6   7  Strongly agree 
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 Appendix C 

 

Maple Leaf Label Image with Transparent Bordeaux Bottle Form 

 

Q1-a: The label image of Maple Leaf fits the Transparent Bordeaux 

bottle form for icewine: 

Strongly disagree   1   2   3   4   5   6   7  Strongly agree 

 

Q2-a: How novel is the design of Maple Leaf label image with 

Transparent Bordeaux bottle form for icewine? 

Not at all novel  1    2   3   4   5   6   7  Extremely novel 

 

Q3-a: How likely is it that an icewine comes in the design of Maple 

Leaf label image with Transparent Bordeaux bottle form? 

Very unlikely      1   2   3   4   5   6   7      Very likely  

 

Q4-a: How well does the design of Maple Leaf with Transparent 

Bordeaux bottle match your expectation for icewine in general? 

Not at all well     1   2   3   4    5   6   7      Very well 

 

 

 

Maple Leaf Label Image with Opaque Bordeaux Bottle Form 

 

Q1-b: The label image of Maple Leaf fits the Opaque Bordeaux 

bottle form for icewine: 

Strongly disagree   1   2   3   4   5   6   7  Strongly agree 

 

Q2-b: How novel is the design of Maple Leaf label image with 

Opaque Bordeaux bottle form for icewine? 

Not at all novel  1    2   3   4   5   6   7  Extremely novel 

 

Q3-b: How likely is it that an icewine comes in the design of Maple 

Leaf label image with Opaque Bordeaux bottle form? 

Very unlikely      1   2   3   4   5   6   7      Very likely  

 

Q4-b: How well does the design of Maple Leaf with Opaque 

Bordeaux bottle match your expectation for icewine in general? 

Not at all well     1   2   3   4    5   6   7      Very well 
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Maple Leaf Label Image with Transparent Bordeaux Bottle Form 

 

Q5-a: The design of the Maple Leaf label image with the Transparent 

Bordeaux bottle form makes the icewine look: 

Noticeable  ___:___:___:___:___:___:___   Conspicuous  

For well-off   ___:___:___:___:___:___:___   For wealthy 

Elitist   ___:___:___:___:___:___:___   Popular 

Extremely expensive  ___:___:___:___:___:___:___  Affordable 

 

Q6-a: The design of the Maple Leaf label image with Transparent 

Bordeaux bottle form makes you feel the uniqueness of icewine 

Valuable    ___:___:___:___:___:___:___   Precious 

Uncommon    ___:___:___:___:___:___:___   Rare 

Unusual     ___:___:___:___:___:___:___   Unique 

Very exclusive     ___:___:___:___:___:___:___   Fairly exclusive 

 

 

 

 

 

Maple Leaf Label Image with Opaque Bordeaux Bottle Form 

 

Q5-b: The design of the Maple Leaf label image with the Opaque 

Bordeaux bottle form makes the icewine look: 

Noticeable  ___:___:___:___:___:___:___   Conspicuous  

For well-off   ___:___:___:___:___:___:___   For wealthy 

Elitist   ___:___:___:___:___:___:___   Popular 

Extremely expensive  ___:___:___:___:___:___:___  Affordable 

 

Q6-b: The design of the Maple Leaf label image with Opaque 

Bordeaux bottle form makes you feel the uniqueness of icewine 

Valuable    ___:___:___:___:___:___:___   Precious 

Uncommon    ___:___:___:___:___:___:___   Rare 

Unusual     ___:___:___:___:___:___:___   Unique 

Very exclusive     ___:___:___:___:___:___:___   Fairly exclusive 
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Maple Leaf Label Image with Transparent Bordeaux Bottle Form 

 

Q7-a: The design of Maple Leaf with Transparent Bordeaux bottle 

makes you feel the social status that the icewine contributes to you: 

Influential     ___:___:___:___:___:___:___   Leading 

Fairly powerful     ___:___:___:___:___:___:___   Very Powerful 

Pleasing      ___:___:___:___:___:___:___   Rewarding 

Well regarded      ___:___:___:___:___:___:___   Successful 

 

Q8-a: The design of Maple Leaf label with Transparent Bordeaux 

bottle makes you feel the enjoyment that the icewine brings to you: 

Tasteful       ___:___:___:___:___:___:___   Exquisite 

Memorable    ___:___:___:___:___:___:___   Stunning 

Glamorous     ___:___:___:___:___:___:___   Attractive 

 

 

 

 

 

 

Maple Leaf Label Image with Opaque Bordeaux Bottle Form 

 

Q7-b: The design of Maple Leaf with Opaque Bordeaux bottle makes 

you feel the social status that the icewine contributes to you: 

Influential     ___:___:___:___:___:___:___   Leading 

Fairly powerful     ___:___:___:___:___:___:___   Very Powerful 

Pleasing      ___:___:___:___:___:___:___   Rewarding 

Well regarded      ___:___:___:___:___:___:___   Successful 

 

Q8-b: The design of Maple Leaf label with Opaque Bordeaux bottle 

makes you feel the enjoyment that the icewine brings to you: 

Tasteful       ___:___:___:___:___:___:___   Exquisite 

Memorable    ___:___:___:___:___:___:___   Stunning 

Glamorous     ___:___:___:___:___:___:___   Attractive 
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Maple Leaf Label Image with Transparent Bordeaux Bottle Form 

 

Q9-a: The design of Maple Leaf label image with Transparent 

Bordeaux bottle form makes you feel the quality of icewine: 

Manufactured     ___:___:___:___:___:___:___     Crafted 

Good quality     ___:___:___:___:___:___:___     Best Quality 

Original      ___:___:___:___:___:___:___     Sophisticated 

Better       ___:___:___:___:___:___:___     Superior 

Luxurious      ___:___:___:___:___:___:___     Upmarket 

 

 

Q10-a: The icewine packaged by Maple Leaf label image with 

Transparent Bordeaux bottle form looks expensive: 

Strongly disagree   1   2   3   4   5   6   7  Strongly agree 

Maple Leaf Label Image with Opaque Bordeaux Bottle Form 

 

Q9-b: The design of Maple Leaf label image with Opaque Bordeaux 

bottle form makes you feel the quality of icewine: 

Manufactured     ___:___:___:___:___:___:___     Crafted 

Good quality     ___:___:___:___:___:___:___     Best Quality 

Original      ___:___:___:___:___:___:___     Sophisticated 

Better       ___:___:___:___:___:___:___     Superior 

Luxurious      ___:___:___:___:___:___:___     Upmarket 

 

 

Q10-b: The icewine packaged by Maple Leaf label image with 

Opaque Bordeaux bottle form looks expensive: 

Strongly disagree   1   2   3   4   5   6   7  Strongly agree 
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Appendix D 

Coat of Arms Label Image with Transparent Bordeaux Bottle Form 

 

Q1-a: The label image of Coat of Arms fits the Transparent 

Bordeaux bottle form for icewine: 

Strongly disagree   1   2   3   4   5   6   7  Strongly agree 

 

Q2-a: How novel is the design of Coat of Arms label image with 

Transparent Bordeaux bottle form for icewine? 

Not at all novel  1    2   3   4   5   6   7  Extremely novel 

 

Q3-a: How likely is it that an icewine comes in the design of Coat of 

Arms label image with Transparent Bordeaux bottle form? 

Very unlikely      1   2   3   4   5   6   7      Very likely  

 

Q4-a: How well does the design of Coat of Arms with Transparent 

Bordeaux bottle match your expectation for icewine in general? 

Not at all well     1   2   3   4    5   6   7      Very well 

 

 

 

Coat of Arms Label Image with Opaque Bordeaux Bottle Form 

 

Q1-b: The label image of Coat of Arms fits the Opaque Bordeaux 

bottle form for icewine: 

Strongly disagree   1   2   3   4   5   6   7  Strongly agree 

 

Q2-b: How novel is the design of Coat of Arms label image with 

Opaque Bordeaux bottle form for icewine? 

Not at all novel  1    2   3   4   5   6   7  Extremely novel 

 

Q3-b: How likely is it that an icewine comes in the design of Coat of 

Arms label image with Opaque Bordeaux bottle form? 

Very unlikely      1   2   3   4   5   6   7      Very likely  

 

Q4-b: How well does the design of Coat of Arms with Opaque 

Bordeaux bottle match your expectation for icewine in general? 

Not at all well     1   2   3   4    5   6   7      Very well 
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Coat of Arms Label Image with Transparent Bordeaux Bottle Form 

 

Q5-a: The design of the Coat of Arms label image with the 

Transparent Bordeaux bottle form makes the icewine look: 

Noticeable  ___:___:___:___:___:___:___   Conspicuous  

For well-off   ___:___:___:___:___:___:___   For wealthy 

Elitist   ___:___:___:___:___:___:___   Popular 

Extremely expensive  ___:___:___:___:___:___:___  Affordable 

 

Q6-a: The design of the Coat of Arms label image with Transparent 

Bordeaux bottle makes you feel the uniqueness of icewine 

Valuable    ___:___:___:___:___:___:___   Precious 

Uncommon    ___:___:___:___:___:___:___   Rare 

Unusual     ___:___:___:___:___:___:___   Unique 

Very exclusive     ___:___:___:___:___:___:___   Fairly exclusive 

 

 

 

 

 

Coat of Arms Label Image with Opaque Bordeaux Bottle Form 

 

Q5-b: The design of the Coat of Arms label image with the Opaque 

Bordeaux bottle form makes the icewine look: 

Noticeable  ___:___:___:___:___:___:___   Conspicuous  

For well-off   ___:___:___:___:___:___:___   For wealthy 

Elitist   ___:___:___:___:___:___:___   Popular 

Extremely expensive  ___:___:___:___:___:___:___  Affordable 

 

Q6-b: The design of the Coat of Arms label image with Opaque 

Bordeaux bottle makes you feel the uniqueness of icewine 

Valuable    ___:___:___:___:___:___:___   Precious 

Uncommon    ___:___:___:___:___:___:___   Rare 

Unusual     ___:___:___:___:___:___:___   Unique 

Very exclusive     ___:___:___:___:___:___:___   Fairly exclusive 
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Coat of Arms Label Image with Transparent Bordeaux Bottle Form 

 

Q7-a: The design of Coat of Arms with Transparent Bordeaux bottle 

makes you feel the social status that the icewine contributes to you: 

Influential     ___:___:___:___:___:___:___   Leading 

Fairly powerful     ___:___:___:___:___:___:___   Very Powerful 

Pleasing      ___:___:___:___:___:___:___   Rewarding 

Well regarded      ___:___:___:___:___:___:___   Successful 

 

Q8-a: The design of Coat of Arms label with Transparent Bordeaux 

bottle makes you feel the enjoyment that the icewine brings to you: 

Tasteful       ___:___:___:___:___:___:___   Exquisite 

Memorable    ___:___:___:___:___:___:___   Stunning 

Glamorous     ___:___:___:___:___:___:___   Attractive 

 

 

 

 

 

 

Coat of Arms Label Image with Opaque Bordeaux Bottle Form 

 

Q7-b:The design of Coat of Arms with Opaque Bordeaux bottle 

makes you feel the social status that the icewine contributes to you: 

Influential     ___:___:___:___:___:___:___   Leading 

Fairly powerful     ___:___:___:___:___:___:___   Very Powerful 

Pleasing      ___:___:___:___:___:___:___   Rewarding 

Well regarded      ___:___:___:___:___:___:___   Successful 

 

Q8-b: The design of Coat of Arms label with Opaque Bordeaux 

bottle makes you feel the enjoyment that the icewine brings to you: 

Tasteful       ___:___:___:___:___:___:___   Exquisite 

Memorable    ___:___:___:___:___:___:___   Stunning 

Glamorous     ___:___:___:___:___:___:___   Attractive 
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Coat of Arms Label Image with Transparent Bordeaux Bottle Form 

 

Q9-a: The design of Coat of Arms label image with Transparent 

Bordeaux bottle form makes you feel the quality of icewine: 

Manufactured     ___:___:___:___:___:___:___     Crafted 

Good quality     ___:___:___:___:___:___:___     Best Quality 

Original      ___:___:___:___:___:___:___     Sophisticated 

Better       ___:___:___:___:___:___:___     Superior 

Luxurious      ___:___:___:___:___:___:___     Upmarket 

 

 

Q10-a: The icewine packaged by Coat of Arms label image with 

Transparent Bordeaux bottle form looks expensive: 

Strongly disagree   1   2   3   4   5   6   7  Strongly agree 

Coat of Arms Label Image with Opaque Bordeaux Bottle Form 

 

Q9-b: The design of Coat of Arms label image with Opaque 

Bordeaux bottle form makes you feel the quality of icewine: 

Manufactured     ___:___:___:___:___:___:___     Crafted 

Good quality     ___:___:___:___:___:___:___     Best Quality 

Original      ___:___:___:___:___:___:___     Sophisticated 

Better       ___:___:___:___:___:___:___     Superior 

Luxurious      ___:___:___:___:___:___:___     Upmarket 

 

 

Q10-b: The icewine packaged by Coat of Arms label image with 

Opaque Bordeaux bottle form looks expensive: 

Strongly disagree   1   2   3   4   5   6   7  Strongly agree 
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Appendix E 

Tartan Label Image with Transparent Bordeaux Bottle Form 

Q1-a: The label image of Tartan fits the Transparent Bordeaux bottle 

form for icewine: 

Strongly disagree   1   2   3   4   5   6   7  Strongly agree 

 

Q2-a: How novel is the design of Tartan label image with 

Transparent Bordeaux bottle form for icewine? 

Not at all novel  1    2   3   4   5   6   7  Extremely novel 

 

Q3-a: How likely is it that an icewine comes in the design of Tartan 

label image with Transparent Bordeaux bottle form? 

Very unlikely      1   2   3   4   5   6   7      Very likely  

 

Q4-a: How well does the design of Tartan label with Transparent 

Bordeaux bottle match your expectation for icewine in general? 

Not at all well     1   2   3   4    5   6   7      Very well 

 

 

 

 

Tartan Label Image with Opaque Bordeaux Bottle Form 

Q1-b: The label image of Tartan fits the Opaque Bordeaux bottle 

form for icewine: 

Strongly disagree   1   2   3   4   5   6   7  Strongly agree 

 

Q2-b: How novel is the design of Tartan label image with Opaque 

Bordeaux bottle form for icewine? 

Not at all novel  1    2   3   4   5   6   7  Extremely novel 

 

Q3-b: How likely is it that an icewine comes in the design of Tartan 

label image with Opaque Bordeaux bottle form? 

Very unlikely      1   2   3   4   5   6   7      Very likely  

 

Q4-b: How well does the design of Tartan label with Opaque 

Bordeaux bottle match your expectation for icewine in general? 

Not at all well     1   2   3   4    5   6   7      Very well 
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Tartan Label Image with Transparent Bordeaux Bottle Form 

 

Q5-a: The design of the Tartan label image with the Transparent 

Bordeaux bottle form makes the icewine look: 

Noticeable  ___:___:___:___:___:___:___   Conspicuous  

For well-off   ___:___:___:___:___:___:___   For wealthy 

Elitist   ___:___:___:___:___:___:___   Popular 

Extremely expensive  ___:___:___:___:___:___:___  Affordable 

 

Q6-a: The design of the Tartan label image with Transparent 

Bordeaux bottle makes you feel the uniqueness of icewine 

Valuable    ___:___:___:___:___:___:___   Precious 

Uncommon    ___:___:___:___:___:___:___   Rare 

Unusual     ___:___:___:___:___:___:___   Unique 

Very exclusive     ___:___:___:___:___:___:___   Fairly exclusive 

 

 

 

 

 

Tartan Label Image with Opaque Bordeaux Bottle Form 

 

Q5-b: The design of the Tartan label image with the Opaque 

Bordeaux bottle form makes the icewine look: 

Noticeable  ___:___:___:___:___:___:___   Conspicuous  

For well-off   ___:___:___:___:___:___:___   For wealthy 

Elitist   ___:___:___:___:___:___:___   Popular 

Extremely expensive  ___:___:___:___:___:___:___  Affordable 

 

Q6-b: The design of the Tartan label image with Opaque Bordeaux 

bottle makes you feel the uniqueness of icewine 

Valuable    ___:___:___:___:___:___:___   Precious 

Uncommon    ___:___:___:___:___:___:___   Rare 

Unusual     ___:___:___:___:___:___:___   Unique 

Very exclusive     ___:___:___:___:___:___:___   Fairly exclusive 
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Tartan Label Image with Transparent Bordeaux Bottle Form 

 

Q7-a: The design of Tartan label with Transparent Bordeaux bottle 

makes you feel the social status that the icewine contributes to you: 

Influential     ___:___:___:___:___:___:___   Leading 

Fairly powerful     ___:___:___:___:___:___:___   Very Powerful 

Pleasing      ___:___:___:___:___:___:___   Rewarding 

Well regarded      ___:___:___:___:___:___:___   Successful 

 

Q8-a: The design of Tartan label with Transparent Bordeaux bottle 

makes you feel the enjoyment that the icewine brings to you: 

Tasteful       ___:___:___:___:___:___:___   Exquisite 

Memorable    ___:___:___:___:___:___:___   Stunning 

Glamorous     ___:___:___:___:___:___:___   Attractive 

 

 

 

 

 

 

Tartan Label Image with Opaque Bordeaux Bottle Form 

 

Q7-b:The design of Tartan label with Opaque Bordeaux bottle makes 

you feel the social status that the icewine contributes to you: 

Influential     ___:___:___:___:___:___:___   Leading 

Fairly powerful     ___:___:___:___:___:___:___   Very Powerful 

Pleasing      ___:___:___:___:___:___:___   Rewarding 

Well regarded      ___:___:___:___:___:___:___   Successful 

 

Q8-b: The design of Tartan label with Opaque Bordeaux bottle 

makes you feel the enjoyment that the icewine brings to you: 

Tasteful       ___:___:___:___:___:___:___   Exquisite 

Memorable    ___:___:___:___:___:___:___   Stunning 

Glamorous     ___:___:___:___:___:___:___   Attractive 
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Tartan Label Image with Transparent Bordeaux Bottle Form 

 

Q9-a: The design of Tartan label image with Transparent Bordeaux 

bottle form makes you feel the quality of icewine: 

Manufactured     ___:___:___:___:___:___:___     Crafted 

Good quality     ___:___:___:___:___:___:___     Best Quality 

Original      ___:___:___:___:___:___:___     Sophisticated 

Better       ___:___:___:___:___:___:___     Superior 

Luxurious      ___:___:___:___:___:___:___     Upmarket 

 

 

Q10-a: The icewine packaged by Tartan label image with 

Transparent Bordeaux bottle form looks expensive: 

Strongly disagree   1   2   3   4   5   6   7  Strongly agree 

Tartan Label Image with Opaque Bordeaux Bottle Form 

 

Q9-b: The design of Tartan label image with Opaque Bordeaux 

bottle form makes you feel the quality of icewine: 

Manufactured     ___:___:___:___:___:___:___     Crafted 

Good quality     ___:___:___:___:___:___:___     Best Quality 

Original      ___:___:___:___:___:___:___     Sophisticated 

Better       ___:___:___:___:___:___:___     Superior 

Luxurious      ___:___:___:___:___:___:___     Upmarket 

 

 

Q10-b: The icewine packaged by Tartan label image with Opaque 

Bordeaux bottle form looks expensive: 

Strongly disagree   1   2   3   4   5   6   7  Strongly agree 
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Appendix F-Experiment 2 

 

      

      

 

 

 

 

 

 

 

1 The researcher will provide you with two bottles of 

icewine. Please take your time to look at each bottle very 

carefully. 

 

2 After looking at all the details of each bottle, complete 

the questions in the survey. Answer the survey questions 

line by line, by answering the first question for both 

bottles, before continuing to the second, etc. 

 

3 The questions are on a seven-point scale; please circle 

the number that you think best corresponds to your 

opinion.  
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Appendix G 

Rosé Icewine with Yellow Château Label Image in Transparent 

Bordeaux Bottle Form 

 

Q1-a: Imagine that you are going to purchase an icewine to take to 

the parents of your deeply-loved boyfriend or girlfriend when you 

visit them for the first time. So what is your evaluation of the Rosé 

Icewine with Yellow Château label in Transparent Bordeaux Bottle: 

Unfavorable    1   2   3   4   5   6   7     Very favorable 

Bad   1     2     3     4     5     6     7      Good 

Unappealing      1   2   3   4   5   6   7      Appealing 

Undesirable   1    2    3    4    5    6    7   Desirable 

 

 

  

 

Golden Icewine with Yellow Château Label Image in Transparent 

Bordeaux Bottle Form 

 

Q1-b: Imagine that you are going to purchase an icewine to take to 

the parents of your deeply-loved boyfriend or girlfriend when you 

visit them for the first time. So what is your evaluation of Golden 

Icewine with Yellow Château label in Transparent Bordeaux Bottle: 

Unfavorable    1   2   3   4   5   6   7     Very favorable 

Bad   1     2     3     4     5     6     7      Good 

Unappealing      1   2   3   4   5   6   7      Appealing 

Undesirable   1    2    3    4    5    6    7   Desirable 
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Rosé Icewine with Yellow Château Label Image in Transparent 

Bordeaux Bottle Form 

 

Q2-a: Imagine that you are going to purchase an icewine to have it at 

your room. What is your evaluation of Rosé Icewine with Yellow 

Château label image in Transparent Bordeaux Bottle: 

Unfavorable    1   2   3   4   5   6   7     Very favorable 

Bad   1     2     3     4     5     6     7      Good 

Unappealing      1   2   3   4   5   6   7      Appealing 

Undesirable   1    2    3    4    5    6    7   Desirable 

 

 

  

 

Golden Icewine with Yellow Château Label Image in Transparent 

Bordeaux Bottle Form 

 

Q2-b: Imagine that you are going to purchase an icewine to have it at 

your room. What is your evaluation of Golden Icewine with Yellow 

Château label image in Transparent Bordeaux Bottle: 

Unfavorable    1   2   3   4   5   6   7     Very favorable 

Bad   1     2     3     4     5     6     7      Good 

Unappealing      1   2   3   4   5   6   7      Appealing 

Undesirable   1    2    3    4    5    6    7   Desirable 
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Appendix H 

Rosé Icewine with Red Maple Leaf Label Image in Transparent 

Bordeaux Bottle Form 

 

Q1-a: Imagine that you are going to purchase an icewine to take to 

the parents of your deeply-loved boyfriend or girlfriend when you 

visit them for the first time. So what is your evaluation of the Rosé 

Icewine with Red Maple Leaf label in Transparent Bordeaux Bottle: 

Unfavorable    1   2   3   4   5   6   7     Very favorable 

Bad   1     2     3     4     5     6     7      Good 

Unappealing      1   2   3   4   5   6   7      Appealing 

Undesirable   1    2    3    4    5    6    7   Desirable 

 

 

  

 

Golden Icewine with Red Maple Leaf Label Image in Transparent 

Bordeaux Bottle Form 

 

Q1-b: Imagine that you are going to purchase an icewine to take to 

the parents of your deeply-loved boyfriend or girlfriend when you 

visit them for the first time. So what is your evaluation of Golden 

Icewine with Red Maple Leaf label in Transparent Bordeaux Bottle: 

Unfavorable    1   2   3   4   5   6   7     Very favorable 

Bad   1     2     3     4     5     6     7      Good 

Unappealing      1   2   3   4   5   6   7      Appealing 

Undesirable   1    2    3    4    5    6    7   Desirable 
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Rosé Icewine with Red Maple Leaf Label Image in Transparent 

Bordeaux Bottle Form 

 

Q2-a: Imagine that you are going to purchase an icewine to have it at 

your room. What is your evaluation of Rosé Icewine with Red Maple 

Leaf label image in Transparent Bordeaux Bottle: 

Unfavorable    1   2   3   4   5   6   7     Very favorable 

Bad   1     2     3     4     5     6     7      Good 

Unappealing      1   2   3   4   5   6   7      Appealing 

Undesirable   1    2    3    4    5    6    7   Desirable 

 

 

  

Golden Icewine with Red Maple Leaf Label Image in Transparent 

Bordeaux Bottle Form 

 

Q2-b: Imagine that you are going to purchase an icewine to have it at 

your room. What is your evaluation of Golden Icewine with Red 

Maple Leaf label image in Transparent Bordeaux Bottle: 

Unfavorable    1   2   3   4   5   6   7     Very favorable 

Bad   1     2     3     4     5     6     7      Good 

Unappealing      1   2   3   4   5   6   7      Appealing 

Undesirable   1    2    3    4    5    6    7   Desirable 
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Appendix I- Demographic Information 

Please indicate your demographic information in this section. 

Please write your age: 

_________ 

 

Please indicate your gender: 

_______ Male                                                  _______ Female 

 

Please indicate term status: 

_______ Full time                                               _______ Part time 

 

Please indicate residence status: 

_______Live on campus                                            _______Live off campus 
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Please indicate student status: 

______ Freshman                                                 ______ Sophomore 

______ Junior                                                    ______ Senior 

______ Graduate Student                                           ______ Special Status 

 

Please indicate your family (parents) income: 

______ under $20,000                            ______ $20,000 to $29,000 

______ $30,000 to $39,000                        ______ $40,000 to $49,000 

______ $50,000 to $59,000                        ______ $60,000 to $69,000 

______ $ 70,000 or more                          _______I don’t know 
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Do you drink Icewine? 

_____ No 

_____ Yes.  If yes, what do you feel the taste of icewine? 

 

                                          

______________________________________________________________________________
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     Appendix J: Picture of Château Label Image with Bordeaux Bottle Form    
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Appendix K: Picture of Maple Leaf Label Image with Bordeaux Bottle Form 
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Appendix L: Picture of Coat of Arms Label Image with Bordeaux Bottle Form 
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Appendix M: Picture of Tartan Label Image with Bordeaux Bottle Form 
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Appendix N: Picture of Yellow Château Label with Rosé/Golden Icewine 
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Appendix O: Picture of Red Maple Leaf Label Image with Rosé/Golden Icewine 
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Tables 

    Table 1: Attributes with Levels 

Natural Label Image Château Maple Leaf 

Delicate Label Image Coat of Arms Tartan 

Bordeaux Bottle Transparent  Opaque 

Colours of Icewine Golden Rosé 

Purchase Context Buy for others Buy for self 
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Table 2-Experiment 1 Measurement Items 

 
 

Construct Items Anchors Loadings Cronbach’s 

Alpha 

Source 

Congruity C1: Label 

image fits 

bottle form 

Strongly 

disagree/Strongly 

agree 

0.751 0.760 Own 

scale 

C2: How 
likely is it that 

icewine 

comes within 
this label 

image and 

bottle form 

Very 
unlikely/Very 

likely 

0.822 Campbell 
and 

Goodstein 

(2001) 

C3: How well 
does the 

design match 

your 
expectation 

Not at all 
well/Very well 

0.834 

Perception of 

Luxury 

L1: The 

design makes 

your social 
status: 

 

Very powerful 
Successful 

Rewarding 

 

 

 
 

Semantic 

Differential Scale 

 

 

 
 

 

0.520 
0.680 

0.563 

 

 
 

 

 
0.704 

0.690 

0.749 Vigneron 

and 

Johnson 
(2004) 

L2: The 

design makes 
you feel the 

enjoyment: 

 
Exquisite 

Stunning 

Perception of 

Quality 

The design 

makes you 
feel the 

quality of the 

icewine: 
 

Crafted 

Best quality 

Sophisticated 
Superior 

 

 
 

 

Semantic 
Differential Scale 

 

 
 

 

 
 

0.826 

0.814 

0.733 
0.743 

0.854 Vigneron 

and 
Johnson 

(2004) 
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Table 3-Results for Congruity 

 

                              ANOVA 

 

Congruity 

 

  
Sum of 

Squares df 

Mean 

Square F Sig. 

Between 

Groups 

13.032 3 4.344 2.351 .073 

Within 

Groups 

449.043 243 1.848 
    

Total 462.075 246       
                

 

 

                             Post Hoc Tests 

      

 

     Multiple Comparisons 

 

 

 

Congruity Scheffe 

 

(I) Design 

Group 

(J) Design 

Group 

 

Mean 

Difference 

(I-J) 

 

 

 

Std. 

Error 

 

 

 

Sig 

95% Confidence 

Interval 

Lower 

Bound 

Upper 

Bound 

1 2 .04227 .25526 .999 -.6763 .7609 

1 3 .14656 .24057 .946 -.5307 .8238 

1 4 .57096 .24144 .136 -.1087 1.2506 

2 3 .10429 .24989 .982 -.5992 .8078 

2 4 .52868 .25073 .220 -.1772 1.2345 

3 4 .42439 .23575 .358 -.2393 1.0881 
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Congruity 

 

Design 

Group Mean N Std. Deviation 

1 4.4699 61 1.40420 

2 4.4277 53 1.32268 

3 4.3234 67 1.35583 

4 3.8990 66 1.34986 

Total 4.2686 247 1.37053 
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Table 4-Main Effect and Interaction Effect for Perception of Luxury 

 

Dependent Variable: Perception of luxury 

Source 

Type III 

Sum of 

Squares df 

Mean 

Square F Sig. 

Corrected 

Model 

24.455 3 8.152 5.762 .001 

Intercept 4723.129 1 4723.129 3338.299 .000 

Natural 

label and 

Delicate 

label 

.100 1 .100 .071 .790 

Transparent 

bottle and 

Opaque 

bottle 

23.540 1 23.540 16.638 .000 

Natural 

label and 

Delicate 

label * 

Transparent 

bottle and 

Opaque 

bottle 

1.101 1 1.101 .778 .378 

Error 461.235 326 1.415 
  

Total 5214.480 330 
   

Corrected 

Total 

485.690 329 
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Table 5-Results for Perception of Luxury 

ANOVA 

 

Perception of luxury 
 

  
Sum of 

Squares df 

Mean 

Square F Sig. 

Between 

Groups 

24.455 3 8.152 5.762 .001 

Within 

Groups 

461.235 326 1.415 
    

Total 485.690 329       

                             

                                 

 

                               Post Hoc Test 

 

 

Multiple Comparisons 

 

Perception of Luxury Scheffe 

 

(I) 

Design 

Group 

(J) 

Design 

Group 

 

Mean 

Difference 

(I-J) 

 

 

 

Std. 

Error 

 

 

 

Sig 

95% Confidence 

Interval 

Lower 

Bound 

Upper 

Bound 

1 2 -.65000
*
 .18807 .008 -1.1785 -.1215 

1 3 -.15044 .18528 .883 -.6711 .3702 

1 4 -.56926
*
 .18528 .025 -1.0899 -.0486 

2 3 .49956 .18528 .066 -.0211 1.0202 

2 4 .08074 .18528 .979 -.4399 .6014 

3 4 -.41882 .18246 .155 -.9316 .0939 
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Perception of Luxury 

 

Design Group Mean N Std. Deviation 

1 3.4425 80 1.23768 

2 4.0925 80 1.23900 

3 3.5929 85 1.14619 

4 4.0118 85 1.13698 

Total 3.7855 330 1.21502 
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Table 6-Main Effect and Interaction Effect for Perception of Quality 

 

Dependent Variable: Perception of Quality 

Source 

Type III 

Sum of 

Squares df 

Mean 

Square F Sig. 

Corrected 

Model 

15.465 3 5.155 2.286 .079 

Intercept 5237.401 1 5237.401 2322.203 .000 

Natural 

label and 

Delicate 

label 

3.419 1 3.419 1.516 .219 

Transparent 

bottle and 

Opaque 

bottle 

10.864 1 10.864 4.817 .029 

Natural 

label and 

Delicate 

label * 

Transparent 

bottle and 

Opaque 

bottle 

1.408 1 1.408 .624 .430 

Error 735.247 326 2.255     

Total 5984.813 330       

Corrected 

Total 

750.712 329 
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Table 7- Results for Perception of Quality  

 

                             ANOVA 

Perception of Quality 

 

  
Sum of 

Squares df 

Mean 

Square F Sig. 

Between 

Groups 

15.465 3 5.155 2.286 .079 

Within 

Groups 

735.247 326 2.255 
    

Total 750.712 329       

                          

 

                          Post Hoc Test   

 

 

Multiple Comparisons 

 

 

Perception of Quality Scheffe 

 

(I) Design 

Group 

(J) Design 

Group 

 

Mean 

Difference 

(I-J) 

 

 

 

Std. 

Error 

 

 

 

Sig 

95% Confidence 

Interval 

Lower 

Bound 

Upper 

Bound 

1 2 -.49375 .23745 .231 -1.1610 .1735 

1 3 .07298 .23394 .992 -.5844 .7304 

1 4 -.15938 .23394 .927 -.8168 .4980 

2 3 .56673 .23394 .120 -.0907 1.2241 

2 4 .33438 .23394 .564 -.3230 .9918 

3 4 -.23235 .23036 .797 -.8797 .4150 

 

 

 

 

 

 

 



 

79 
 

Perception of Quality 

 

Design Group Mean N Std. Deviation 

1 3.8406 80 1.45678 

2 4.3344 80 1.54518 

3 3.7676 85 1.50039 

4 4.0000 85 1.50347 

Total 3.9826 330 1.51056 
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Table 8- Main Effect and Interaction Effect for Perception of Expensiveness 

 

Dependent Variable: Perception of Expensiveness 

Source 

Type III 

Sum of 

Squares df 

Mean 

Square F Sig. 

Corrected 

Model 

23.483 3 7.828 2.884 .036 

Intercept 5904.390 1 5904.390 2175.301 .000 

Natural 

label and 

Delicate 

label 

.426 1 .426 .157 .692 

Transparent 

bottle and 

Opaque 

bottle 

18.121 1 18.121 6.676 .010 

Natural 

label and 

Delicate 

label * 

Transparent 

bottle and 

Opaque 

bottle 

5.180 1 5.180 1.908 .168 

Error 871.286 321 2.714 

    

Total 6797.000 325       

Corrected 

Total 

894.769 324 
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Table 9- Results for Perception of Expensiveness 

ANOVA 
 

Perception of Expensiveness 
 

  
Sum of 

Squares df 

Mean 

Square F Sig. 

Between 

Groups 

23.483 3 7.828 2.884 .036 

Within 

Groups 

871.286 321 2.714 
    

Total 894.769 324       

                             

 

                              Post Hoc Test 
 

 

Multiple Comparisons 

 

 

Perception of Expensiveness Scheffe 

 

(I) Design 

Group 

(J) Design 

Group 

 

Mean 

Difference 

(I-J) 

 

 

 

Std. 

Error 

 

 

 

Sig 

95% Confidence 

Interval 

Lower 

Bound 

Upper 

Bound 

1 2 -.725 .260 .053 -1.46 .01 

1 3 -.180 .257 .920 -.90 .54 

1 4 -.400 .260 .502 -1.13 .33 

2 3 .545 .257 .214 -.18 1.27 

2 4 .325 .260 .670 -.41 1.06 

3 4 -.220 .257 .865 -.94 .50 
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Perception of Expensiveness 

 

Design Group Mean N Std. Deviation 

1 3.94 80 1.625 

2 4.66 80 1.567 

3 4.12 85 1.700 

4 4.34 80 1.691 

Total 4.26 325 1.662 
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Table 10- Overall Results for Maple Leaf Label Image 

 
 
 

ANOVA 

 

 
Report 

Perception of Luxury 

 

Perception of Luxury 

 
Sum of 

Squares df 

Mean 

Square F Sig. 

 

Transparent  
and 

Opaque Mean N 

Std. 

Deviation 

Between 

Groups 

16.118 1 16.118 8.949 .004 

 

1 3.3368 38 1.28703 

Within 

Groups 

133.281 74 1.801 

  

 

2 4.2579 38 1.39490 

Total 149.399 75 
   

 

Total 3.7974 76 1.41138 

 

 

ANOVA 

 
Report 

Perception of Quality 

 

Perception of Quality 

 
Sum of 

Squares df 

Mean 

Square F Sig. 

 

Transparent  

and 

Opaque Mean N 

Std. 

Deviation 

Between 

Groups 

9.771 1 9.771 3.803 .055 

 

1 3.6711 38 1.53132 

Within 

Groups 

190.100 74 2.569 

  

 

2 4.3882 38 1.67120 

Total 199.871 75 
   

 
Total 4.0296 76 1.63247 

 

 

 

ANOVA 

 

 

 

Report 

Perception of Expensiveness 
 

Perception of Expensiveness 

 Sum of 

Squares df 

Mean 

Square F Sig. 

 

 

Transparent 
and           

Opaque Mean N 

Std. 

Deviation 

Between 

Groups 

18.013 1 18.013 6.984 .010 

 

1 3.55 38 1.572 

Within 

Groups 

190.868 74 2.579 

  

 

2 4.53 38 1.640 

Total 208.882 75 
   

 

Total 4.04 76 1.669 
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Table 11- Main Effect and Interaction Effect of Consumers’ Evaluation 

 

Source 

Type III 

Sum of 

Squares df 

Mean 

Square F Sig. 

Corrected 

Model 

4.206 7 .601 .309 .950 

Intercept 7172.869 1 7172.869 3692.639 .000 

ChatMap 1.821 1 1.821 .937 .334 

CandIncongr .791 1 .791 .407 .524 

OtherSelf .394 1 .394 .203 .653 

ChatMap * 

CandIncongr 

.047 1 .047 .024 .876 

ChatMap * 

OtherSelf 

.178 1 .178 .091 .763 

CandIncongr 

* OtherSelf 

.391 1 .391 .201 .654 

ChatMap * 

CandIncongr 

* OtherSelf 

.692 1 .692 .356 .551 

Error 629.363 324 1.942 

    

Total 7818.750 332       

Corrected 

Total 

633.569 331 
      

 

 

NOTE: ChatMap (CM) = Château and Maple Leaf 

   CandIncongr (CI) =Congruent and Moderately Incongruent  

   OtherSelf (OS) =Others and Self 
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Table 12-Results for Consumers’ Evaluation 

 

ANOVA 

Evaluations 

  
Sum of 

Squares df 

Mean 

Square F Sig. 

Between 

Groups 

4.206 7 .601 .309 .950 

Within 

Groups 

629.363 324 1.942 
    

Total 633.569 331       

 

 

Evaluations 

Design 

Group Mean N Std. Deviation 

1 4.5455 44 1.26362 

2 4.5455 44 1.61953 

3 4.6420 44 1.51485 

4 4.5966 44 1.33949 

5 4.7692 39 1.29445 

6 4.8141 39 1.39633 

7 4.8077 39 1.26369 

8 4.5321 39 1.39215 

Total 4.6521 332 1.38351 
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Table 13-Backward Regression for Consumers’ Evaluation 

 

Variables Entered/Removed 

Model 

Variables 

Entered 

Variables 

Removed Method 

1 cmcios, 

CandIncongr, 

OtherSelf, 

ChatMap, cios, 

cmos, cmci 

. Enter 

2 . ChatMap Backward (criterion: 

Probability of 

F-to-remove >= .100). 

3 . OtherSelf Backward (criterion: 

Probability of 

F-to-remove >= .100). 

4 . cios Backward (criterion: 

Probability of 

F-to-remove >= .100). 

5 . CandIncongr Backward (criterion: 

Probability of 

F-to-remove >= .100). 

6 . cmci Backward (criterion: 

Probability of 

F-to-remove >= .100). 

7 . cmcios Backward (criterion: 

Probability of 

F-to-remove >= .100). 

8 . cmos Backward (criterion: 

Probability of 

F-to-remove >= .100). 

 

NOTE: ChatMap (CM) = Château and Maple Leaf 

   CandIncongr (CI) =Congruent and Moderately Incongruent  

   OtherSelf (OS) =Others and Self 
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                           Coefficients 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 5.294 2.379   2.225 .027 

ChatMap -.464 1.533 -.168 -.303 .762 

CandIncongr -.643 1.505 -.233 -.427 .669 

OtherSelf -.547 1.505 -.198 -.364 .716 

cmci .501 .969 .391 .517 .606 

cmos .456 .969 .356 .471 .638 

cios .411 .952 .325 .432 .666 

cmcios -.366 .613 -.538 -.597 .551 

2 (Constant) 4.611 .764   6.037 .000 

CandIncongr -.234 .660 -.085 -.354 .724 

OtherSelf -.138 .660 -.050 -.209 .835 

cmci .223 .306 .174 .727 .468 

cmos .178 .306 .139 .581 .562 

cios .166 .497 .131 .333 .739 

cmcios -.199 .267 -.292 -.745 .457 

3 (Constant) 4.501 .549   8.199 .000 

CandIncongr -.167 .578 -.061 -.290 .772 

cmci .223 .306 .174 .728 .467 

cmos .134 .224 .105 .600 .549 

cios .083 .300 .066 .277 .782 

cmcios -.173 .235 -.254 -.734 .463 

4 (Constant) 4.501 .548   8.210 .000 

CandIncongr -.043 .361 -.015 -.118 .906 

cmci .146 .134 .114 1.092 .275 

cmos .134 .223 .105 .601 .548 

cmcios -.122 .148 -.179 -.826 .409 

5 (Constant) 4.442 .227   19.577 .000 

cmci .142 .128 .111 1.106 .270 

cmos .156 .128 .122 1.213 .226 

cmcios -.135 .099 -.198 -1.365 .173 

6 (Constant) 4.604 .173   26.590 .000 

cmos .096 .117 .075 .826 .409 

cmcios -.050 .062 -.073 -.803 .423 

7 (Constant) 4.604 .173   26.605 .000 

cmos .022 .071 .017 .309 .758 

8 (Constant) 4.652 .076   61.268 .000 
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                    Excluded Variables 

 

Model 

Beta 

In t Sig. 

Partial 

Correlation 

Collinearity 

Statistics 

Tolerance 

2 ChatMap -.168 -.303 .762 -.017 .010 

3 ChatMap .013 .054 .957 .003 .052 

OtherSelf -.050 -.209 .835 -.012 .054 

4 ChatMap .013 .054 .957 .003 .052 

OtherSelf .014 .094 .925 .005 .147 

cios .066 .277 .782 .015 .054 

5 ChatMap .022 .118 .906 .007 .089 

OtherSelf .005 .036 .971 .002 .178 

cios .012 .082 .935 .005 .139 

CandIncongr -.015 -.118 .906 -.007 .178 

6 ChatMap .081 1.055 .292 .058 .518 

OtherSelf -.066 -.882 .378 -.049 .536 

cios -.076 -.764 .445 -.042 .308 

CandIncongr .025 .199 .843 .011 .193 

cmci .111 1.106 .270 .061 .301 

7 ChatMap .081 1.056 .292 .058 .518 

OtherSelf -.066 -.883 .378 -.049 .536 

cios -.069 -1.106 .270 -.061 .780 

CandIncongr -.035 -.633 .527 -.035 1.000 

cmci .004 .067 .946 .004 .768 

cmcios -.073 -.803 .423 -.044 .365 

8 ChatMap .054 .975 .330 .054 1.000 

OtherSelf -.024 -.436 .663 -.024 1.000 

cios -.046 -.832 .406 -.046 1.000 

CandIncongr -.035 -.634 .526 -.035 1.000 

cmci .011 .208 .836 .011 1.000 

cmcios -.013 -.239 .811 -.013 1.000 

cmos .017 .309 .758 .017 1.000 

 

NOTE: ChatMap (CM) = Château and Maple Leaf 

       CandIncongr (CI) =Congruent and Moderately Incongruent  

       OtherSelf (OS) =Others and Self 
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Table 14 -Experiment 1 Demographic Information 

 
 

Descriptive Statistics 

  N Minimum Maximum Mean 
Std. 

Deviation 

Statistic Statistic Statistic Statistic Std. Error Statistic 

Age 165 18 33 19.30 .124 1.587 

Valid N 
(listwise) 

165 
          

 

 

Gender 

  
Frequency Percent 

Valid 
Percent 

Cumulative 
Percent 

Valid Male 94 57.0 57.0 57.0 

Female 71 43.0 43.0 100.0 

Total 165 100.0 100.0   

 

                              Age 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid 18 46 27.9 27.9 27.9 

19 69 41.8 41.8 69.7 

20 28 17.0 17.0 86.7 

21 13 7.9 7.9 94.5 

22 6 3.6 3.6 98.2 

23 1 .6 .6 98.8 

25 1 .6 .6 99.4 

33 1 .6 .6 100.0 

Total 165 100.0 100.0   
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Table 15 -Experiment 2 Demographic Information 

 

Descriptive Statistics 

  N Minimum Maximum Mean 
Std. 

Deviation 

Statistic Statistic Statistic Statistic Std. Error Statistic 

Age 83 18 34 19.30 .208 1.892 

Valid N 
(listwise) 

83 
          

 

 

Gender 

  
Frequency Percent 

Valid 
Percent 

Cumulative 
Percent 

Valid Male 48 57.8 57.8 57.8 

Female 35 42.2 42.2 100.0 

Total 83 100.0 100.0   

 

                              Age 

 
Frequency Percent 

Valid 
Percent 

Cumulative 
Percent 

Valid 18 23 27.7 27.7 27.7 

19 35 42.2 42.2 69.9 

20 16 19.3 19.3 89.2 

21 7 8.4 8.4 97.6 

22 1 1.2 1.2 98.8 

34 1 1.2 1.2 100.0 

Total 83 100.0 100.0   
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Figures 

Figure 1-Mean Values of Perception of Luxury among Four Design Groups 
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Figure 2-Mean Values of Perception of Quality among Four Design Groups 
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Figure 3-Mean Values of Perception of Expensiveness among Four Design Groups 
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