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ABSTRACT 

 
 

Building on reciprocity theory, the current study investigated the role that 

gratitude and obligation, along with other consumer characteristics, play in purchasing at 

wineries.  While at wineries, visitors may feel grateful to winery personnel for the quality 

of services received.  These feelings of gratitude may trigger a desire to buy wine to show 

appreciation to the personnel.  Alternatively, a sense of obligation, rather than gratitude, 

may be dominant.  This sense of obligation may be the result of the free tasting and 

hospitality offered at the winery.  Gratitude and obligation may lead to a perceived need 

to buy wine in return for services received at a winery.  In this research, wine and 

souvenirs bought out of gratitude and obligation were defined as gratuity purchasing.  

The study was based on a survey of 357 visitors at six Texas wineries during summer 

2005.  A new instrument to measure gratitude and obligation was developed.  Based on 

the multivariate statistical analysis of the data, gratitude and obligation were found to be 

strong predictors of visitors’ purchasing behavior.  Product involvement, purchase 

involvement, and product knowledge also have predictive value for visitors’ purchasing 

decisions.  Additional results indicated that visitors who travel to wineries in smaller 

groups feel more grateful to winery personnel and more obliged to buy wine than those 

visitors who travel in larger groups.  Consequently, visitors who travel in smaller groups 

tend to spend more money on wine than larger groups. 

Key Words: wine tourism, gratitude, obligation, reciprocity 
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CHAPTER I 

INTRODUCTION 

 

Wine and tourism have been closely associated with each other for many years, 

but recently the importance of wine tourism as a major source of revenue has become 

increasingly recognized by researchers and industry specialists.  Wine tourism has been 

defined in the literature as “visitations to vineyards, wineries, wine festivals, and wine 

shows for which grape wine tasting and/or experiencing the attributes of a grape wine 

region are the prime motivating factors for visitors” (C. M. Hall, Sharples, Cambourne, & 

Macionis, 2000, p. 3). 

Wine tourism is big business across the United States and worldwide.  According 

to the Wine Institute (2004), a California-based wine industry group, more than 14 

million people visit Californian wine-producing areas each year.  Tourism directly related 

to the wine industry in California results in expenditures of $1.3 billion annually.  

California has a long history associated with wine.  However, wine tourism also has been 

developing in other U.S. states, which have not been traditional wine making regions.  

The Texas Wine Marketing Research Institute reported that the overall impact of the 

wine industry on the state economy was due to substantial expenditures in hospitality and 

tourism related to the wine industry.  In 2004, tourists visiting Texas wineries spent an 

estimated $27.7 million (Dodd, Kolyesnikova, & Revilla, 2004). 

In the worldwide context, Australia was one of the first countries to recognize that 

both national tourism and wine industries can capitalize on the growing interest in 
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visiting wine regions.  The Winemakers Federation of Australia (2005) recently reported 

that the estimated value of wine tourism in Australia is nearly $1 billion. 

Wine tourism has also blossomed in South Africa.  According to the South Africa 

Wine Industry Information and Systems Organization (2004), wine tourism is the fastest 

growing industry in the country.  Recently, some Eastern European countries like 

Hungary, have begun to establish wine trails in an effort to attract Western European 

tourists (C. M. Hall et al., 2000). 

Wine tourism is a large part of both the wine and tourism industries.  While 

visiting wine regions, tourists purchase not only wine and souvenir items.  They also 

spend money on food, lodging, gas, and other items.  Thus, wine tourism can provide 

positive contributions to both the wine and tourism industries, as well as to regional 

economies. 

Wine tourism is a significant source of revenue for many large and well-

established wineries.  Large California-based wineries, such as Robert Mondavi or 

Beringer, rely on wine tourism as a sales channel, promotion for business, and means for 

educating customers (Moulton & Lapsley, 2001).  For many small wineries, however, 

tourism is the core business and a key factor for viability of their production.  For 

example, in Texas eighty percent of all wineries are small businesses with less than ten 

thousand gallons of annual wine production (Dodd et al., 2004).  These wineries often do 

not have sufficient production to distribute through wholesale or retail channels.  

Therefore, small wineries are the most dependent on sales at their premises.  Tourism 

becomes exceptionally important to such wineries in terms of their ability to sell wine 
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either directly to visitors through their tasting rooms or to place customers on a direct 

mail order list.  

Small wineries are usually independent, family-owned businesses.  They are 

typically managed by one or two people undertaking all the management functions 

without the assistance of paid expertise.  It has been noted in wine marketing literature 

that sometimes these small businesses fail to recognize the importance of marketing (C. 

M. Hall et al., 2000; Macionis & Cambourne, 1998).  Spawton (1986) pointed out that the 

lack of profit in the wine industry was due to preoccupation within the industry with 

“making and selling rather than applying marketing concepts to winemaking activities” 

(p. 89).  At the heart of marketing is a good understanding of target consumers, 

specifically motivations to purchase and consumer relations to a product category or a 

specific brand.  An understanding of wine tourists’ purchasing behavior can help provide 

important insights for wineries managers. 

Although there has been a substantial growth of studies on wine tourists in recent 

years, the amount of research is extremely small compared to other service industries 

such as retailing.  The summary of research on wine tourists provided by Mitchell, Hall 

C. M., and McIntosh (2000) suggested that much of the early research on winery visitors 

has been conducted from the wineries’ perspective (supply-side research) rather than the 

visitors’ perspective (demand-side). 

 In the last decade, however, researchers began to focus directly on wine tourists 

as the need for understanding visitors’ behavior had been increasingly recognized in the 

industry.  Studies on wine tourists focused mainly on consumers’ sociodemographic 
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characteristics (Dodd & Bigotte, 1997), psychographic attributes (Charters & Ali-Knight, 

2002), combined with attitudinal measures (Dodd & Gustafson, 1997).  Several consumer 

behavior attributes were examined, including product and purchase involvement (Dodd, 

1994; Yuan & Dodd, 2001), experience and social interaction (R. Groves, Charters, & 

Reynolds, 2000), occasion (J.  Hall & Lockshin, 1999), and consumer knowledge about 

wine (Dodd, Laverie, Wilcox, & Duhan, 2005).  These attributes have been found 

explanatory for wine purchasing behavior. 

 Based on the overview of wine marketing literature, visitors’ involvement and 

knowledge about wine were chosen for investigation of purchasing behavior at wineries.  

Considering other potential mediating factors, Shamir (1992) suggested examining 

identity salience in the tourism context.  Identity salience is the relative importance of 

participation in a particular activity for defining one’s overall sense of self (Laverie, 

1995).  In the study reported herein, visitors’ identities as wine tourists were examined.  

A detailed overview of the relevant consumer behavior attributes is provided in the 

literature review section. 

Consumer purchasing behavior is a complex and a multifaceted phenomenon.  

Sometimes, purchasing decisions can be explained simply by objective characteristics of 

the product or experience, for example price of the wine or length of the tour.  Subjective 

consumer preferences are likely to have considerable impacts on purchasing decisions as 

well.  Subjective consumer preferences may include customer perceptions of the 

atmosphere in the tasting room, enjoyment of the tour, or taste of wine.  In many 

instances, however, the real reasons for purchases may be subconscious, obscure, and 
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difficult to identify.  For instance, visitors to wineries may feel grateful to winery 

personnel for the quality of services received.  These feelings of gratitude may trigger a 

desire to buy wine in order to show appreciation to people who provided services.  

Alternatively, a sense of obligation, rather than gratitude, may be dominant.  This sense 

of obligation may be the result of the free tasting and hospitality offered at the winery.  

The current study explored feelings of gratitude and obligation that may prompt 

purchasing at wineries. 

From the marketing approach, gratitude and obligation may lead to what is 

suggested to be called gratuity purchasing.  According to the Oxford English Dictionary, 

gratuity means, “a gift or present (usually of money), often in return of favor or services, 

the amount depending on the inclination of the giver” (Simpson & Weiner, 1989, p. 780).  

The Random House Webster’s College Dictionary suggested the following definition of 

gratuity: “(a) something given without claim or demand, (b) something given voluntarily, 

usually for service” (Random House Webster's College Dictionary, 1998, p. 43).  Thus, 

the term gratuity purchasing seems pertinent to the context of investigation.  Gratuity 

purchases then are products or services bought by consumers fully or partly due to a 

perceived need to repay benefits received from a business or its employees (Dodd & 

Kolyesnikova, 2005). 

No previous studies were located which examined feelings that may stimulate 

gratuity purchasing.  The current study attempted to approach the sociological 

perspective of winery visitors’ purchasing decisions.  It aimed to examine feelings of 
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gratitude and obligation that may lead to a perceived need to buy wine in return for 

services received at a winery. 

 Furthermore, the study investigated whether expenditures at wineries were 

influenced by the presence of travel companions at the time of purchasing.  The idea that 

other people’s opinions impact customers’ choices of products has been suggested for 

some time (Holbrook, O'Shaugnessy, & Bell, 1990; McCall & Simmons, 1978; Ward, 

1974).  Despite consumer researchers’ long recognition that social context (i.e., presence 

of other people) is of great significance to product consumption, there is a lack of 

research related to the social nature of consumer behavior.  The current study examined 

whether differences existed between smaller and larger groups of visitors in terms of 

gratitude, obligation, and purchasing behavior at wineries.  By drawing on consumer 

behavior, marketing, and social psychology literature, the study extended existing 

research on wine consumers. 

  

1.1  Major Theoretical Areas of Investigation 

 Gratuity purchasing can be theoretically supported by a concept that has been 

long known in social psychology as reciprocity.  The author of the original reciprocity 

theory was Alvin Gouldner (1960).  In a very basic form, the reciprocity rule posits that 

people feel a need to return favors when something nice has been done for them.  Simply 

put, people feel a need to repay, in kind, what other people have provided them.   

For example, when a person gives us a gift, we often feel we should give him/her a gift in 

the future.  If somebody helps us, we feel a need to repay the kindness later.  According 
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to the reciprocity norm then, people feel an emotional need to reciprocate for positive 

behavior received.  In other words, in response to friendly actions, people frequently 

behave nicer and more cooperatively than predicted by the self-interest model (Fehr & 

Gachter, 2000). 

Reciprocity has applications in numerous fields related to human behavior.  

Accordingly, it has attracted interests of scholars from a wide spectrum of disciplines, 

including philosophy (Fitzgerald, 1998), anthropology (Leakey & Lewin, 1978), social 

psychology and communication (Cialdini, 2001; Emmons & Crumpler, 2000; Goei, 

2003; Goei & Boster, 2005), and business (Cialdini & Rhoads, 2001; Pervan, Bove, & 

Johnson, 2004; Pervan & Johnson, 2000; Yau et al., 2000). 

In his well-known book on persuasion, Cialdini (2001) emphasized that the norm 

of reciprocity has the potential to illuminate a variety of issues.  To cite an illustration, 

market researchers have found that including a small monetary gift along with a mail-

survey questionnaire increases compliance significantly: an average of 65% increase in 

return rate over mail survey requests with no gifts (Church, 1993).  Church attributed the 

results to the essence of the reciprocity rule: the gift has triggered a need to reciprocate.  

Likewise, Cialdini (2001) noted that free samples generate sales, at least to some extent, 

due to the reciprocity norm. 

An overview of the research on the reciprocity norm suggested adequate reasons 

to believe that reciprocity can be explanatory for consumer behavior.  The reciprocity 

principle was thus applied for the current study to examine winery visitors’ buying 
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decisions.  If found significant in this investigation, the reciprocity principle can 

potentially be applied to increase customer loyalty in various contexts. 

As the marketplace becomes more competitive, companies spend a lot of money 

to establish customer relationship management (CRM) in order to develop customer 

loyalty.  Jackson (1985) first emphasized the need for “marketing oriented towards 

strong, lasting relationships with individual accounts” (p. 127).  More recently, Kotler 

and Armstrong (2004) defined CRM as the overall process of building and maintaining 

profitable customer relationships by delivering superior customer value and satisfaction.  

CRM has been proven a successful strategy to create a competitive edge for an 

organization, as well as to have a positive impact on organizational performance (Sin, 

Tse, & Yim, 2005).  The key theme of CRM revolves around building individual 

relationships with each customer.  These relationships need to be longitudinal in nature 

and both parties need to benefit in the relationship established.  By virtue of the 

reciprocity norm then, if the relationships are perceived as mutually beneficial, a need to 

reciprocate may come forward.  Purchasing can be one way for customers to fulfill this 

need. 

 

1.2  Definitions of Terms 

 Based on the theoretical background and literature review, the present research 

employed a number of consumer behavior characteristics as factors influencing gratuity 

purchasing at wineries.  Definitions that are central to this study are presented below. 
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 Gratitude –a warm sense of appreciation for somebody or something; a sense of 

goodwill towards that individual or thing; a disposition to act which flows from 

appreciation and goodwill (Emmons & Crumpler, 2000; Fitzgerald, 1998). 

 Gratuity Purchases - products or services bought by consumers fully or partly due 

to a perceived need to repay benefits received from a business or its employees (Dodd & 

Kolyesnikova, 2005). 

 Identity – a concept of self composed of the multiple roles we play in society 

(Stryker, 1968). 

 Identity Salience – relative importance of participation in a particular activity for 

defining one’s overall sense of self (Laverie, 1995).  

 Involvement – a person’s perceived relevance of an object based on inherent 

needs, values, and interests (Zaichkowsky, 1985). 

 Knowledge – the level of correct or incorrect factual recall and individual displays 

in relation to the behavior under investigation (Brucks, 1985). 

 Objective Knowledge – factual knowledge that is held in memory and that can be 

measured by testing consumers’ factual knowledge of a product category (Alba & 

Hutchinson, 1987). 

 Obligation – character of the feeling of indebtedness; aversive psychological 

tension (Goei, Massi Lindsey, Boster, Skalski, & Bowman, 2003). 

 Product Involvement – the degree of personal relevance an individual perceives in 

a product or in a product-related behavior (Zaichkowsky, 1985). 
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 Purchase Involvement – the extent of interest and concerns that a consumer brings 

to bear upon a purchase-decision task (Mittal, 1989). 

 Reciprocity – a mutually contingent exchange of benefits between two or more 

units (Gouldner, 1960). 

 Subjective Knowledge – consumer’s self-perceived knowledge of a product 

category (Flynn & Goldsmith, 1999). 

  

1.3  Problem Statement  

Although comprehensive research has been conducted recently on wine tourists 

(Brown & Getz, 2005; J. Bruwer, 2003; Charters & Ali-Knight, 2002; Mitchell et al., 

2000; Yuan, Cai, Morrison, & Linton, 2005), no previous studies were located which 

examined a need to buy wine in return for services provided at wineries.  The role of 

reciprocity in the wine tourism context has not been investigated previously. 

 

1.4  Purpose of the Study 

 Building on the theoretical considerations and wine marketing literature overview, 

the current study aimed to analyze the influence of various wine tourists’ characteristics 

on their decisions to buy wine at wineries.  The study attempted to explore whether or not 

winery visitors feel a need to buy wine due to a perceived need to reciprocate for services 

received at a winery.  Specifically, the purpose of the study was to investigate whether 

gratitude, obligation, product involvement, purchase involvement, product knowledge, 

and identity can predict gratuity purchasing at tasting rooms. 
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 In addition, this research aimed to examine the presence of travel companions 

with respect to gratuity purchasing.  In particular, the study investigated whether 

purchasing at wineries depended on how many people there were in the group. 

The current study attempted to combine insights from reciprocity theory, 

marketing, and tourism literature to offer a more comprehensive understanding of wine 

tourists.  The awareness of consumers’ perceptions related to wine tourism can assist 

marketing practitioners in knowing their visitors better and in developing better 

communication strategies.  If winery managers are aware of visitors’ attitudes towards 

different aspects of their business, improvements can be made in service, promotional, 

and positioning strategies.  Overall, the primary purpose of this study was to add to the 

knowledge about wine tourists. 

 

1.5  Research Questions 

 The current research was investigative in nature.  It was designed to collect 

exploratory data in order to examine relationships between purchasing wine and various 

winery visitor characteristics.  Because no previous studies were found that directly 

investigated the reciprocity principle in the consumer behavior framework, a decision 

was made to state the problem under investigation as workable research questions rather 

than statistical hypotheses.  A hypothesis is a formal statement regarding the relationship 

between variables, while a research question is a formally stated question intended to 

provide indications about variable relationships (Wimmer & Dominick, 2003).  Due to 
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the lack of sufficient empirical support for the relationship between the variables, 

research questions seemed more suitable for this exploratory study. 

Based on the purpose of the study, three key research questions were advanced.  

With regards to predictor variables to be tested, the research question was: 

RQ1.  Do gratitude, obligation, product involvement, purchase involvement, 

product knowledge, and identity salience predict visitors’ purchasing at wineries? 

 With regards to potential differences in visitors’ purchasing behavior based on the 

number of people in the group: 

 RQ2.  Do visitors of smaller and larger groups differ in terms of their purchasing 

behavior at wineries? 

 RQ3.  Are there differences between smaller and larger groups of visitors with 

respect to gratitude and obligation? 

 The journal article format was adopted as the dissertation style for the research 

reported herein.  The dissertation included two studies which were prepared for 

submission separately as journal articles.  An outline of the dissertation follows. 

 The introductory chapter explained the content of the entire dissertation and the 

relationship of the two studies.  Chapter II included a review of the literature related to 

the entire research project.  Chapter III described the methodology used to answer the 

three research questions.  Chapter IV described the first study.  The content of Chapter IV 

answered research question 1.  Chapter V included the second study and answered 

research questions 2 and 3.  Overall conclusions and recommendations were presented in 

Chapter VI. 
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CHAPTER II 

LITERATURE REVIEW 

 

A review and acknowledgment of previous social psychology, marketing, and 

tourism research that can contribute to the subsequent analysis of wine tourists’ 

purchasing behavior is included in this chapter.  The examination of previous research 

was undertaken to explore the empirical support for the theoretical background of this 

study.  In addition, the review investigated areas that would benefit from further 

exploration.  Throughout the chapter, relevant research concerning wine consumption, 

wine purchasing, and wine tourism was highlighted. 

Three major sections comprise the review of literature.  The first section outlines 

the theoretical framework of the present research.  The second section describes 

empirical support for the reciprocity theory.  The role of the two key antecedents of 

reciprocal behavior, gratitude and obligation, is described in detail.  The final section 

includes other relevant consumer behavior attributes that are expected to influence 

gratuity purchasing at wineries. 

 

2.1  Reciprocity Theory 

The theoretical foundation of this research draws upon reciprocity theory 

(Gouldner, 1960).  Traditionally, consumer behavior researchers use psychological 

theories as theoretical backgrounds for their studies.  Psychological theories have proven 

useful in examining consumers’ responses to different marketing communication 
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strategies as they illuminate cognitive processes and structures.  However, psychological 

theories do not fully explain the social nature of human behavior.  In contrast, social 

psychological theories focus on perceptions of individuals in terms of their interactions 

with others.  In essence, the basic proposition of social psychology is that the presence of 

other people has a strong effect on an individual’s behavior.  Sociological theories, 

therefore, are better suited for consumer behavior studies. 

Reciprocity theory is not essentially a psychological theory.  It does not focus on 

cognitive or reasoning processes.  Instead, the theory describes the importance of 

mutually dependent exchanges of benefits between two or more parties.  Therefore, 

reciprocity theory is a social psychological theory.  Reciprocity theory was selected as a 

theoretical groundwork for this research because it is suited to investigate reasons for 

some forms of consumer behavior.  At the same time, the particular approach to 

consumer behavior presented in the study reported herein has been supplemented by the 

marketing perspective. 

Reciprocity theory traces its roots to Hobhouse’s (1906) recognition of mutual 

exchanges of gratifications as “the vital principle of society” (p. 12).  The underlying 

premise of the reciprocity rule is that people feel obligated to make future repayments for 

what they have received.  Cultural anthropologists view reciprocity as the essence of 

what makes us human.  The distinguished archeologist Richard Leakey (1978) stated that 

the rule of reciprocation is a unique property of human culture.  He suggested that our 

ancestors learned to share food and skills “in an honored network of obligation.”  

Therefore, Leakey claimed that it is the “web of indebtedness” that makes us human. 
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The norm of reciprocity has long been recognized in social psychology (Becker, 

1956; Homans, 1958; Thurnwald, 1932).  Yet, while affirming the prime importance of 

reciprocity for social interactions, these early studies presented virtually no systematic 

explanation of the concept.  Alvin Gouldner (1960) was the first scholar to clarify the 

concept of reciprocity in order “to facilitate its theoretical employment and research 

utility” (p. 162).  Gouldner claimed that reciprocity is not simply an exchange pattern, but 

a universal norm that is needed for the maintenance of social system stability.  The theory 

posits that for a social system to be stable there must always be some “mutuality of 

gratification” (p. 168).  Presumably, the more people pay their social debts, the more 

stable the social system. 

Gouldner (1960) perceived the value of reciprocation so significant that he 

asserted that all human societies subscribe to this norm.  In explaining how the rule 

works, Gouldner stated, “Insofar as men live under such rule of reciprocity, when one 

party benefits from another, an obligation is generated.  The recipient is now indebted to 

the donor, and he remains so until he repays” (p. 174).  The norm of reciprocity, 

therefore, creates motives for returning benefits. 

Examples of how reciprocity is used in different contexts are numerous.  In 

negotiations, lawyers are often advised to use reciprocity to persuade their counterparts to 

make concessions.  One way to achieve concessions is for a lawyer to start with a 

concession.  This can create in a counterpart a sense of obligation to respond similarly 

(Guthrie, 2004).  In retailing, food stores offer free samples in hope that consumers will 

like the product and perhaps feel some obligation to buy (Cialdini, 2001).  Likewise, 

 15



banks offer free trial periods for new services; health clubs offer free workouts.  

Customers are thus exposed to products or services without taking a risk of purchasing 

them; but businesses also anticipate that free trials will make customers feel obliged to 

buy their goods or services.  Because reciprocity appears to be a universal phenomenon, 

it can be applied to virtually any aspect of social life, be it psychology, communication, 

law, political persuasion, retailing, or marketing, just to name a few. 

 

2.2  Empirical Support for Reciprocity Theory 

 In addition to numerous examples of how human behavior can be regulated by the 

reciprocity rule, there is ample empirical evidence to support reciprocity theory.  Social 

scientists argue that reciprocity is one of the earliest and most powerful moral principles 

taught to children, and therefore, is a social norm (Berkowitz, 1972; Cialdini & Rhoads, 

2001; Elster, 1989; Whatley, Webster, Smith, & Rhodes, 1999).  Stated differently, we 

are taught from early childhood that returning kindness is simply the proper thing to do.  

Most people almost instantly feel a sense of obligation after someone treats them kindly 

due to compliance with social norms (Whatley et al., 1999).  Furthermore, a person who 

violates the reciprocity rule by denying to return the good acts, is disliked by the social 

group (Cialdini, 2001). 

 Granting reciprocity the prominent status of a social norm is a significant 

consideration.  Numerous studies suggested that many human behaviors can be explained 

by people’s compliance with social norms.  The reciprocity norm has been studied from 

this perspective as well.  Extensive research has been conducted on the favor-compliance 
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relationship.  It is widely accepted that we more often comply with requests from those 

who have done us small favors (Boster, Rodriguez, Cruz, & Marshall, 1995; R. M. 

Groves, Cialdini, & Couper, 1992; D. J. Howard, 1995), especially if receiving a favor 

occurs in public conditions (Whatley et al., 1999), and if the relationship between a 

beneficiary and a benefactor are close (Bar-Tal, Bar-Zohar, Greenberg, & Hermon, 

1977), or expected to be long-termed (Pervan et al., 2004).  Most social scientists see 

reciprocity as the primary mediator for the favor-compliance relationship.  Further review 

of the theoretical background and empirical research leads to the introduction of the key 

forces that explain the norm of reciprocity, namely gratitude and obligation.

 

2.2.1  Gratitude and Obligation 

 In his original theory, Gouldner (1960) suggested that the two conditions that 

make the reciprocity rule work, are gratitude and obligation.  Gouldner mentioned that 

these two states operate as independent predictors of reciprocal behavior: “the sentiment 

of gratitude joins forces with the sentiment of rectitude and adds a safety-margin in the 

motivation to conformity” (p. 176).  To summarize this consideration, as beneficiaries of 

favors, people feel indebted to repay benefits due to compliance with social norms (state 

of obligation).  On the other hand, there is an alternative psychological condition that 

makes a grateful beneficiary reciprocate out of a desire to show appreciation to a 

benefactor (state of gratitude). 

 In social psychology literature, gratitude has been defined as the positive affective 

response to receiving a benefit or a favor (Emmons & Crumpler, 2000; Fitzgerald, 1998).  
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In contrast, obligation is a negative, uncomfortable state which is determined by 

normative demands and can be perceived aversive (Greenberg & Bar-Tal, 1976; 

Greenberg & Shapiro, 1971). 

 Despite the obvious conceptual differences between gratitude and obligation, 

differentiating between the two terms is not always straightforward.  Many scholars 

treated the two terms interchangeably (Cialdini, 2001; Greenberg, 1980; Greenberg & 

Bar-Tal, 1976; Lazarus & Lazarus, 1994).  This is not surprising since the two terms are 

usually interrelated within the framework of social norms.  In addition to the appreciation 

meaning, gratitude can have the obligatory connotation.  To some extent, to be grateful 

means to feel that something needs to be done in return.  As such, to be grateful means to 

be indebted or to allow oneself to be placed in the position of a recipient (Emmons & 

McCullough, 2003), which again conveys the obligation sense. 

 In fact, the conceptual interconnection between gratitude and obligation is so 

often assumed in everyday life that most thesaurus dictionaries do not distinguish 

between the two words.  A typical list of synonyms for grateful is a combination of 

gratitude and obligation terms: “thankful, appreciative, admiring, obliged, beholden, 

indebted” (Crystal, 1995; Kipfer & Chapman, 2001; Lindberg, 1999). 

 Both gratitude and obligation can be antecedents of reciprocal actions, either 

independently or jointly.  To illustrate this claim, consumers may feel obligated to 

purchase skin-care products in return for a free make-over at a cosmetic department due 

to compliance with social norms.  Similarly, visitors may feel a need to buy wine at a 

winery because leaving without a purchase may be perceived as deviation from social 
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norms, in this case - the reciprocity norm.  Yet, the same purchases can be made not so 

much due to the sense of obligation, but rather out of a desire to show gratitude for 

enjoyable experiences.  For example, consumers liked the make-over and felt 

appreciation to the make-up consultant.  Or, visitors learned a lot of new information 

about wine and felt thankfulness to the winery staff for an interesting tour.  Purchasing 

can then be a way to express gratitude. 

 Perhaps the complexity of differentiating between gratitude and obligation is due 

to the fact that in real life it is seldom “one way or the other.”  Typically, feelings of 

gratitude and obligation are interrelated, and consumers do not differentiate between the 

two, at least not intentionally.  Nevertheless, it is easy to imagine situations where a 

consumer may feel grateful, but not obliged; as well as obliged, but not grateful.  

Therefore, it is important to restate that conceptual differences between the two terms 

exist and should be distinguished. 

From the research perspective, many scholars acknowledge that the two 

constructs can operate independently.  Attempts have been made to investigate the impact 

of each factor on reciprocal behavior.  There is empirical evidence that gratitude can be a 

predictor of reciprocal actions (Goei & Boster, 2005; Graham, 1988).  Several studies 

implied that gratitude can potentially explain further compliance (Emmons & Crumpler, 

2000; McCullough, Kilpatrick, Emmons, & Larson, 2001).  The studies on obligation, on 

the other hand, provided inconsistent results regarding the role of obligation in the favor-

compliance relationships.  Some studies have found that favor increases obligation, and 

obligation, in its turn, increases compliance (Greenberg & Frisch, 1972; Greenberg & 
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Saxe, 1975).  Other studies reported no relationship between obligation and compliance 

(Goei & Boster, 2005). 

 The favor-compliance link, with the accompanying mediating role of gratitude 

and obligation, was an important foundation of the current study.  This research aimed to 

empirically test gratitude and obligation from the marketing approach.  In a pure sense, 

services at wineries are not a favor, and purchasing wine is not compliance.  However, 

some conceptual parallel can be drawn between consumer purchasing behavior at 

wineries and the favor-compliance relationship.  Obviously, consumers do not perceive 

services at tasting rooms as a favor.  It is reasonable to expect quality customer service at 

wineries.  Yet, if customers’ expectations were met, and especially if the expectations 

were exceeded, visitors may feel appreciative of the staff who provided services.  Most 

people have a natural tendency to feel an urge to reciprocate to those who assist them 

(Whatley et al., 1999).  In a way, feelings of gratitude while at a winery are similar to 

those that people experience when receiving a favor – that is, appreciation of those who 

treated them kindly. 

 Following the same reasoning, purchasing is not an equivalent to compliance.  

However, at least subconsciously, consumers understand that the seller will benefit if 

they purchase wine at the end of their visit to a tasting room.  In view of the reciprocity 

norm, the exchange of benefits should be mutually beneficial.  So, on the one hand, 

consumers may see purchasing as a way to express their gratitude.  Alternatively, 

purchasing can occur because of a perceived need to comply with the reciprocity norm, 

especially since “the exchange of benefits” takes place in public conditions.  Therefore, 
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in some way, purchasing can be approached as compliance with social norms.  In 

summary, there are good theoretical reasons to believe that gratitude and obligation may 

impact winery visitors’ purchasing behavior. 

Despite the stream of empirical research on reciprocity in social psychology, very 

little has been written about the subject in marketing.  Initial attempts have been made to 

highlight the need of reciprocity in the development of business relationships (Callaghan, 

McPhail, & Yau, 1995; Pervan et al., 2004; Pervan & Johnson, 2000; Yau et al., 2000).  

In the business context, reciprocity has been defined as the dimension of business 

relationship that causes either party to provide favors or make allowances for the other in 

return for similar favors or allowances to be received at a later date (Callaghan et al., 

1995; Yau et al., 2000).  Previous marketing research focused mainly on the role of 

reciprocity in the business-to-business context (Bagozzi, 1995; Pervan & Johnson, 2000; 

Yau et al., 2000).  The implications of these studies were that, along with other attributes, 

reciprocity is an appropriate dimension of the relationship marketing orientation.  

Important conclusions have been reached regarding the link between the relationship 

marketing orientation and business performance across industries.  However, to the 

researcher’s knowledge, no previous studies examined the norm of reciprocity from the 

consumer behavior viewpoint.  Previous marketing research on reciprocity virtually 

ignored the consumer perspective. 
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2.2.2  Quantitative Approach to Reciprocity 

Reciprocity has long been a subject of investigation in psychology (Bagozzi & 

Schnedlitz, 1985; Cialdini et al., 1975; Mowen & Cialdini, 1980).  However, most 

previous studies exploring the antecedents of reciprocity, gratitude and obligation, have 

employed scenario or experiment-based methodologies.  Very few attempts have been 

made to approach gratitude and obligation as measurable constructs. 

Notably, in the original theory, Gouldner (1960) specified that “reciprocity is not 

merely present or absent but is, instead, a quantitative variable - and may be treated as 

such” (p. 164).  In explaining the theoretical equality of benefits repayments, Gouldner 

stated that the exchange of benefits is not an “all or none” matter.  At one extreme, the 

benefits exchanged can be equal in value.  At the other logical extreme, one party may 

give nothing in return for benefits received.  However, both extremes are rare in real life.  

In most situations, the intermediate case is more common, where one party returns 

something that is perceived more or less equal to the value received.  Both extremes, as 

well as the in-between situations, are reasonable, as there is always an issue of the 

perceived benefit, which may vary among individuals.  The perceived worth of the 

benefit to the benefactor may be an important determinant of reciprocal actions (Berger, 

1975; McCullough et al., 2001). 

The quantitative approach to reciprocity leads to important expansion of the 

question of whether or not people feel emotionally obliged to repay what they have 

received.  In this respect, the current study not only investigated whether or not 

consumers see a purchase as the appropriate repayment for services received.  More 

 22



importantly, the present research examined whether there is a relationship between the 

level of gratitude and obligation and expenditures at wineries.  Simply put, the question 

was whether or not consumers were willing to spend more money on wine if they felt 

more gratitude and obligation while visiting tasting rooms.  Therefore, the study aimed to 

measure the extent of gratitude and obligation that may lead to gratuity purchasing. 

It is not until recently that significant attempts have been made to differentiate 

between gratitude and obligation operationally (Goei & Boster, 2005).  Much of the 

earlier research on testing the viability of the two constructs were methodologically 

insufficient (Goei et al., 2003).  Although a number of scholars acknowledged the 

conceptual distinction between the two terms, in many cases researchers used either 

unidimensional scales containing questions on both gratitude and obligation (Tesser, 

Gatewood, & Driver, 1968), or limited measurement to the obligation factor (Greenberg 

& Frisch, 1972; Greenberg & Saxe, 1975).  In some cases, the results were based 

primarily on the experiment conditions, and neither gratitude nor obligation were 

measured directly (Bagozzi & Schnedlitz, 1985; Boster et al., 1995; Whatley et al., 

1999). 

Goei and Boster (2005) were the first scholars to empirically test the 

dimensionality of the two constructs and to examine the relationship of each factor on 

compliance behavior.  The results of their study suggested that gratitude and obligation 

can be approached quantitatively and that the two factors can be distinguished 

empirically. 
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 In the study reported herein, gratitude and obligation were approached 

independently.  First, visitors’ feelings of gratitude and appreciation to winery personnel 

were measured.  Second, feelings of obligation and normative pressure were investigated.  

Items for measuring both sets of feelings were included on the final instrument.  The 

researchers then examined whether gratitude and obligation, in concert with other 

variables, can predict purchasing at wineries. 

 

2.3  Relevant Consumer Behavior Attributes 

The existing research on favor-compliance relationships focused mainly on the 

gratitude and obligation effects, with no reference to other characteristics of respondents.  

No previous studies were found that examined specific personality attributes, which can 

potentially influence respondents’ levels of gratitude and obligation, as well as the 

subsequent compliance.  However, several social scientists suggested that personality 

characteristics can increase the likelihood that a recipient would construe a favor in terms 

of gratitude (e.g., Emmons & McCullough, 2003; Lazarus & Lazarus, 1994). 

The minimum condition for gratitude to occur is for the recipient of a favor or a 

benefit to perceive it as valuable.  The issue of the benefit worth may vary among 

individuals depending on many factors.  For example, a highly knowledgeable visitor to a 

winery may perceive the educational aspect of the visit less valuable than a visitor who 

knows little about wine.  Consequently, their levels of gratitude towards the winery 

personnel who provided a tour or a talk about wine may differ greatly.  In this case, 

visitors’ knowledge about wine becomes a determinant of their levels of gratitude.  This 
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does not mean, however, that more knowledgeable visitors cannot feel grateful.  There 

are many other reasons to feel appreciation besides the educational side of the visit.  

Knowledgeable visitors may, for example, appreciate the opportunity to taste new wines. 

By the same logic, whether or not an individual feels obliged to repay what he/she 

received depends at the minimum on his/her willingness to comply with social norms.  

This willingness can also be influenced by a variety of personal factors. 

Given the preceding discussion, there appears a need to look at additional 

consumer attributes that can potentially influence purchasing at wineries.  In the proposed 

analysis, gratuity purchasing is approached as a combination of gratitude, obligation, and 

several consumer behavioral characteristics. 

Theoretically, the number of personality traits that can influence individual levels 

of gratitude and obligation is potentially infinite.  The extent to which an individual feels 

grateful or obliged can be determined by virtually anything, from family traditions to the 

relationship between the beneficiary and the benefactor.  However, one can rationally 

limit the number of factors to fit the scope of particular research.  From the wine 

marketing perspective, for example, a number of wine consumer characteristics can be 

influential.  For the purposes of this research, several attributes that reflect consumers’ 

overall interest in wine and wine tourism are expected to impact gratuity purchasing at 

wineries.  Below is an overview of these behavioral characteristics, namely product 

involvement, purchase involvement, product knowledge, and wine tourist identity. 
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2.3.1  Product Involvement 

Although the concept of involvement originated in the political persuasion area 

(Sherif & Cantril, 1947), it has gradually found its application in various disciplines.  

Original involvement conceptualizations related to consumer behavior focused on 

consumers’ attitudes towards products.  Zaichkowsky (1985) defined involvement as a 

degree of “a person’s perceived relevance of an object based on inherent needs, values, 

and interests” (p. 342).  Rothschild (1984) described involvement as a motivational state 

that determines the personal relevance of a purchase decision to a buyer. 

Involvement with a product category has been recognized as an important 

determinant of consumer purchasing decisions in marketing research (Ahmed et al., 

2004; Brodowski, 1998; Orth & Firbasova, 2003).  Some researchers also viewed 

involvement as an antecedent to information processing (Mittal, 1988).  Researchers have 

analyzed the influence of product involvement on consumers’ attitudes, brand 

preferences, and perceptions (Celsi & Olson, 1988; Quester & Smart, 1998). 

The decision to select product involvement as a variable of interest for the current 

study was supported by the demonstrated relevance of involvement in wine marketing.  

Previous research has found that depending on the level of involvement, wine consumers 

differ significantly in their choices of wine.  Differences have been found for a number of 

factors, including wine consumption quantities (Goldsmith, d'Hauteville, & Flynn, 1998), 

importance of different attributes while visiting tasting rooms (Dodd, 1994; Dodd & 

Gustafson, 1997), consumption situations (Quester & Smart, 1998; Yuan & Dodd, 2001), 

and preferences of region, grape variety, and price (Zaichkowsky, 1985).  In general, 
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highly involved wine consumers seek more information about the product and rely on 

this information when choosing wine.  Highly involved consumers are also interested in 

learning more about wine.  In contrast, low involved consumers tend to simplify their 

choices and to avoid the complexity associated with wine.  Low involved consumers 

often prefer to simply buy a familiar brand to reduce the risk of purchase. 

Product involvement has been used lately as a basis for wine market segmentation 

(Aurifeille, Quester, Lockshin, & Spawton, 2002; Lockshin, Quester, & Spawton, 2001; 

Lockshin, Spawton, & Macintosh, 1997).   These researchers grouped individual 

consumers into several clusters based on homogenous involvement levels.  Significant 

differences in wine consumption behavior were found depending on the level of product 

involvement. 

 The preceding analysis leads to the conclusion that product involvement 

influences wine purchases.  Due to the demonstrated relevance of the involvement factor 

to the wine context, it was expected that product involvement can also affect gratuity 

purchasing at wineries.  Since previous research found that high and low involved wine 

consumers differ considerably on many aspects, their levels of gratitude and obligation 

may be different as well.  Product involvement was thus included into the analysis for the 

study reported herein. 

 

2.3.2  Purchase Involvement 

Although consumers’ involvement with a product category has been found to be 

explanatory for purchasing decisions, consequences of a right choice of a particular 
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purchase can be equally important for customers.  It has long been suggested in the 

literature that there is more than one type of involvement (Celsi & Olson, 1988; Houston 

& Rothschild, 1978; Laurent & Kapferer, 1985; Richins, Bloch, & McQuarrie, 1992; 

Rothschild, 1984). 

The first attempts to differentiate between types of involvement were undertaken 

by Houston and Rothschild (1978) when they proposed three major dimensions of 

involvement: enduring, situational, and response involvement.  Houston and Rothschild 

defined enduring involvement as an ongoing importance of a product category; 

situational involvement as temporary feelings of involvement that accompany a particular 

situation; and response involvement as reaction to marketing strategies.  Response 

involvement has little relevance to the present investigation of involvement.  Enduring 

involvement is analogous with product involvement and was investigated separately 

within the framework of this research.  Situational involvement is different from an 

overall, continuing concern about a product category and is often investigated 

independently from product involvement (Quester & Smart, 1998; Richins et al., 1992).  

According to Belk (1974), any investigations of consumer behavior which ignores 

situational effects is most likely to provide unreliable results. 

Situational involvement suggests that different purchasing situations may create 

different levels of involvement.  While some consumers may have high levels of 

enduring involvement with a product class, others may only get involved with the product 

when making a particular purchase.  Sometimes, depending on a situation, a product 
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takes on a different degree of relevance for a person.  Situational involvement then is 

evoked by a particular purchase situation (Houston & Rothschild, 1978). 

In research literature, situational involvement is sometimes referred to as purchase 

involvement.  Mittal (1989) defined purchase involvement as the extent of interest and 

concerns that a consumer brings to bear upon a purchase-decision task.  Mittal’s 

definition of involvement has the purchase decision risk as its goal object. 

Levels of risk may vary with different buying situations.  The same product in 

different purchase situations may result in differences in behavior.  For wine, the risk 

associated with the product depends largely on the situation.  To illustrate this argument, 

consider different levels of importance that customers may assign to selecting a wine to 

be consumed during a regular family dinner at home as opposed to a wine to be served at 

a dinner party they are hosting.  The risk of mispurchase becomes even higher if the 

guests are known for being wine connoisseurs.  Many people feel uncomfortable 

selecting a wine for someone they believe is knowledgeable about wines (Otnes, Lowrey, 

& Chan Kim, 1993).  For these two situations, the risk of mispurchase is different, and so 

is the importance associated with each purchase.  Generally, the higher the risk associated 

with the particular purchase, the higher the level of purchase involvement. 

The type of involvement described above relates more to actual purchase 

situations than to an ongoing interest in the product.  A customer may or may not be 

involved with wine, but the particular buying situation makes him/her assign either a high 

or a low level of importance to purchasing wine.  Once the product is purchased, the 

importance of the product may become very low.  Notably, some researchers have found 
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that pre-existing levels of enduring involvement neither magnify nor suppress situational 

involvement occurring around the time of purchase (Richins et al., 1992). 

Perhaps because of potential differences between product and purchase 

involvement, wine has been frequently used as a product to measure involvement (Belk, 

1981; Laurent & Kapferer, 1985; Zaichkowsky, 1985; Zaichkowsky & Fraser, 1988).  

Previous research suggested that the importance of a particular purchase appears to affect 

wine consumers’ decision-making processes. 

Quester and Smart (1998) conducted a study to specifically examine the role of 

the consumption situation, independently from product involvement, in relation to wine 

consumer behavior.  In particular, the role of consumption situation was investigated in 

consumer choices of red wine.  By utilizing the conjoint analysis approach, these 

researchers found that consumption situation influenced consumer choices in terms of the 

importance of wine region, price, grape variety, and wine style.  Quester and Smart 

concluded that the interaction between product involvement and consumption situation 

contributes to explaining wine consumer behavior. 

In the study reported herein, purchase involvement was investigated separately 

from product involvement.  It is suggested that purchase involvement may influence 

gratuity purchasing independently from other factors.  To illustrate the difference 

between product and purchase involvement in terms of gratitude, consider two winery 

visitors: one is a highly involved and knowledgeable wine consumer, while the other is 

not necessarily knowledgeable about wines, but is very concerned with the outcome of 

the particular purchase (e.g., looking for a wine to give as a gift to someone special).  The 
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first visitor may appreciate, for example, special varietals that can be found only at the 

specific winery.  The second visitor may not be concerned about special wines, but still 

feel grateful for different aspects of the visit.  Since this customer assigns high 

importance to the particular purchase, he/she may appreciate a recommendation from the 

personnel, which facilitates his/her task to purchase wine.  Purchase involvement then 

can lead to feelings of gratitude.  In the present study, purchase involvement was 

approached as an independent factor that may influence gratuity purchasing. 

 

2.3.3  Product Knowledge 

While involvement has been found to be explanatory for examining wine consumer 

behavior, this research aimed to further examine the complex interaction between various 

consumer characteristics, which may “shed light” on purchasing decisions at wineries.  

One such factor that may be suitable for the context of the investigation is knowledge 

about wine.  Wine purchasing behavior is a complicated issue in that the level of 

knowledge is a significant factor dictating the processes undergone by consumers 

(Gluckman, 1990). 

Product knowledge has long been a subject of interest to researchers in consumer 

behavior.  Brucks (1985) described three categories of consumer knowledge: (a) 

subjective knowledge, (b) objective knowledge, and (c) previous experience with the 

product.  Subjective knowledge is consumer’s self-perceived level of knowledge (Flynn 

& Goldsmith, 1999).  Simply said, subjective knowledge is what consumers think they 

know about the product.  By contrast, objective knowledge is the factual knowledge that 
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is held in consumer’s memory and can be measured by a test (Alba & Hutchinson, 1987).  

In other words, objective knowledge is what consumers actually know about the product.  

A typology of consumer objective knowledge, developed by Brucks (1985), included 

terminology, product attributes, attribute evaluation, and brands. 

This three-element classification has been followed by many researchers in 

studying consumer behavior (Alba & Hutchinson, 1987; Flynn & Goldsmith, 1999; Park, 

Mothersbaugh, & Feick, 1994; Raju, Lonial, & Mangold, 1995).  The relationship 

between subjective knowledge, objective knowledge, and prior experience has been 

tested in the past.  Objective and subjective knowledge are generally considered the two 

components of knowledge, and experience a determinant of both (Dodd et al., 2005; Park 

et al., 1994; Raju et al., 1995). 

Previous research has also demonstrated that as the amount of prior knowledge 

about a product category increases, comprehension and recall of newly presented 

information also increases.  Alba (1983) found that highly knowledgeable consumers are 

capable of recalling significantly more information and therefore, are capable of making 

better decisions than less knowledgeable consumers.  Alba stated, “In the situations in 

which choice is determined by the quantity of retrieved information, high-knowledge 

consumers will be at a distinct advantage” (p. 579). 

With regards to wine marketing, the significance of product knowledge in wine 

purchasing has been recognized by many researchers (Dodd et al., 2005; Gluckman, 

1990; Spawton, 1991).  Knowledge plays an important role in wine purchasing decisions 

mainly because of a perceived risk associated with purchasing wine.  Spawton (1991) 
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noted that because of the perceived complexity of wine, in many situations customers 

prefer to simply use a familiar brand as a way to avoid complexity of information 

available.  In such situations, consumers’ purchasing decisions are based on either their 

knowledge about wine or on previous experience with the wine. 

Dodd et al. (2005) conducted a comprehensive study on the effect of knowledge 

about wines on sources of information used by consumers.  Consistent with the previous 

studies, these researchers found that experience with the product forms the basis for 

consumer’s knowledge.  Knowledge, in turn, is related to different sources of information 

consumers rely upon. 

In summary, the weight of empirical findings suggested that product knowledge 

has significant effects on consumer purchasing decisions.  It is important to note that for 

the purposes of this study, the knowledge construct was limited to the examination of 

consumers’ self-assessed knowledge about wine (subjective knowledge).  Previous 

research (e.g., Park et al., 1994) has found that prior experience with a product is more 

strongly related to subjective than to objective knowledge.  Subjective knowledge was 

found a better predictor of purchase decision than was objective knowledge (Raju et al., 

1995).  These findings were supported by research in the wine context (Dodd et al., 

2005).  By analyzing a large sample of subscribers to a wine accessories magazine, Dodd 

et al. observed that subjective knowledge is a combination of knowledge and self-

confidence.  Consumers with greater subjective knowledge about wine simply do not feel 

the need to ask for other sources of information (for example, a waiter, store salespeople, 

or a family member), because they feel confident using their existing level of knowledge.  
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Also, what consumers think they know about wine was more closely related to their 

experience with wine than to what they objectively know about the product. 

The current research was more interested in visitors’ perceptions of their 

knowledge about the product, rather than factual, objective knowledge.  Therefore, 

visitors’ subjective, self-assessed knowledge about wine appeared suitable for the context 

of this study. 

 

2.3.4  Identity 

 For years, researchers considered involvement the most inclusive attribute 

explaining consumer behavior.  With some variations in meaning, most research equated 

involvement with self-concept.  For example, McIntyre (1989) recognized four elements 

of the involvement profile: importance, enjoyment, self-expression, and centrality.  

However, Laverie, Kleine and Kleine (2002) argued that there is a clear distinction 

between the concept of involvement and that of identity.  These researchers further 

explained that while involvement is an ongoing interest in a product or a brand, identity 

is one’s self-concept that represents commitment to a certain role, for example, a role of a 

wine consumer.  Self-concept is a complex notion, which is different from simply an 

interest in a product or a brand. 

In essence, identity refers to a concept of self composed of the multiple roles we 

play in society (Stryker, 1968).  One’s self can be a combination of different roles, 

different self-definitions, that is, a combination of different identities.  Insurance agent, 

husband, sport memorabilia collector, cyclist, wine consumer can all be examples of one 
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person’s identities.  The roles that we play in society are linked in networks of social 

relationships (Stryker & Burke, 2000).  Indeed, when comparing two different roles in 

terms of consumer behavior (for example, cyclist versus wine consumer), it becomes 

evident that each role involves different social connections, different activities, and 

different products that a person consumes in relation to a given identity.  Therefore, 

various purchasing situations can be viewed through a prism of an individual’s different 

identities. 

Researchers often take the identity salience approach for examining the concept 

of identity (Callero, 1985; Hoelter, 1983; Laverie & Arnett, 2000; Shamir, 1992).  

According to this approach, also known as identity theory (Stryker, 1968, 1980), 

identities are arranged hierarchically, meaning that under certain circumstances, some 

become more important (i.e., salient) than others.  For example, when given a choice, a 

person who assigns more importance to his/her wine consumer identity would more 

likely spend time reading wine magazines, visiting wineries, shopping for wine 

accessories, or simply enjoying wine.  Identity becomes particularly important for 

consumer behaviorists because identity salience is claimed to be a predictor of people’s 

behavior (Stryker, 1968, 1980). 

For this study, identity was chosen as a factor of interest because of its confirmed 

relevance to consumer behavior.  Laverie (1998) turned to identity to explore a range of 

factors that motivate people to participate in fitness activities.  In a later study related to 

voluntary leisure activities, Laverie et al. (2002) suggested that identity provides insights 

into why people buy certain goods and services.  Arnett, German, and Hunt (2003) 
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examined identity in terms of prediction of networking relationships between universities 

and alumni donors.  The behavior prediction aspect of identity is particularly important 

for marketing and consumer behavior research. 

Identity has also been explored in the tourism context (Shamir, 1992).  The 

researcher reported that the leisure identity salience (LIS) was related to the level of 

effort and skills involved in the activity, as well as to time investment.  Shamir noted that 

the LIS is an important psychological dimension of leisure. 

It is important to note that for the purposes of this study, the identity construct 

was limited to consumers’ perceptions of themselves as wine tourists.  In other words, the 

identity salience factor did not measure a broad wine consumer identity, but rather a 

specific part of it - a wine tourist identity.  There is a clear difference between the two 

identities.  A wine consumer identity is associated mainly with wine linked to one’s 

thoughts and feelings.  Simply put, a wine consumer identity suggests that wine is an 

important part of one’s self.  A wine tourist identity is also associated with wine, but in 

addition, it encompasses a number of wine tourism-related activities, such as visitations 

to wineries, vineyards, wine festivals, wine tasting, and others.  The population of interest 

of this study was wine tourists.  Therefore, identity salience was approached as a 

behavioral characteristic that represents commitment to a wine tourist role.  It was 

expected that while at a winery, visitors’ identities as wine tourists become salient, and 

when combined with a perceived norm to reciprocate, may predict visitors’ purchasing 

decisions. 
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In summary, the review of the literature suggested that there are strong theoretical 

reasons and sufficient empirical evidence to suggest that gratitude and obligation can 

have predictive value for purchasing at wineries.  It is expected that in combination with 

product involvement, purchase involvement, product knowledge, and identity, gratitude 

and obligation can explain the understudied area of consumer purchasing behavior – 

gratuity purchasing. 

 37



CHAPTER III 

METHODOLOGY 

 

 The purpose of the study was to investigate whether gratitude, obligation, product 

involvement, purchase involvement, product knowledge, and identity can predict gratuity 

purchasing at wineries.  The basic research design for testing relationships between the 

variables was a survey distributed to visitors to wineries. 

 To describe the methodology used in the study, this chapter begins with a 

description of the sample and the data collection procedures.  An overview of the 

instrument development and measurement of the constructs is presented next.  The 

development of new scales to measure gratitude and obligation is described in detail.  

Statistical methods that were used to analyze the data are included in the final section. 

 

3.1  Research Design 

3.1.1  Sample 

 The population of interest was visitors to Texas wineries.  Due to the exploratory 

character of the study, a non-probability, purposive sample was used.  A purposive 

sample includes subjects selected on the basis of specific characteristics or qualities 

(Wimmer & Dominick, 2003).  The sample was limited to people who visited one of the 

six Texas wineries.  A purposive sample was chosen with the understanding that it is not 

representative of the general population; rather it represents a specific portion of the 

population - wine tourists in Texas. 

 38



 Six wineries located in Texas were used as sites to gather data from visitors.  To 

obtain variability in the sampled population, the wineries were geographically dispersed 

throughout the state (see map in Appendix A).  Only wineries with tasting rooms were 

included in the study.  This condition was stipulated because the current research 

investigated visitors’ experiences related to wine tourism and was not limited to 

purchasing per se. 

 

3.1.2  Data Collection Procedures 

 Data collection was conducted during the weekends over a three-month period 

(July, August, and September 2005).  Weekends were selected as the best time for 

collecting the data because Saturday and Sunday are the busiest days for most wineries.  

Research personnel collected data by personal distribution of the questionnaire to visitors 

at six Texas wineries.  As visitors were leaving the winery, the researchers approached 

them, introduced the purpose of the study, and asked if they were willing to participate in 

the survey in exchange for a small gift in appreciation of their participation.  A guide of 

all Texas wineries was given as an incentive to participate.  Visitors were informed that 

participation was voluntary.  The researchers also notified the participants that all 

responses would be kept anonymous and used only for statistical analysis by the research 

personnel.  A brief scripted description of the research project was attached to the 

questionnaire (Appendix B).  If visitors agreed to participate, they were provided with the 

questionnaire and were asked to return it completed before leaving the winery in order to 

receive the guide. 
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It is important to note that attempts were made to include both visitors who 

bought wine and/or souvenirs at the tasting rooms and those who did not make a 

purchase.  The decision to include all visitors, regardless of their purchases, was 

determined by the purpose of the study to examine feelings of gratitude and obligation, or 

lack thereof, while at a winery.  

 

3.2  Instrument Development 

The questionnaire was designed to measure a number of factors that may affect 

consumer purchasing decisions at a winery.  Getz (2000) argued that wine tourism should 

be approached from three different perspectives: (a) the consumer, (b) the winery, and (c) 

the region.  The focus of the current research was primarily in the realm of wine tourist 

behavior.  Therefore, the study focused on the first perspective.  The study measured 

factors that may potentially lead to gratuity purchasing, namely levels of gratitude and 

obligation that visitors may feel while at a winery.  The study also examined a number of 

consumer characteristics associated with wine consumer behavior, including product 

involvement, purchase involvement, knowledge about wine, and identity as wine tourists.  

Additional sociodemographic characteristics included gender, age, education, income, 

occupation, place of residence, as well as wine consumption behavior and purchase 

quantities. 

Some of the constructs have long been subjects of investigation in marketing 

literature.  Considerable research has been done concerning involvement, product 

knowledge, and consumer identity related to a certain product or activities.  For these 
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constructs, extensive literature and a number of reliable scales were available.  For other 

constructs, however, no scale existed that could be directly applied to this research 

project.  For example, the reciprocity norm has been studied comprehensively in 

psychology and sociology.  However, to the researcher’s knowledge, most research 

concerning reciprocity was qualitative.  It is not until recently that significant attempts 

have been made to empirically test the dimensionality of the gratitude and obligation 

measures (Goei & Boster, 2005).  The current study was quantitative in nature.  A 

structured instrument to measure customers’ feelings regarding reciprocity was 

necessary. 

Various techniques were used to develop the instrument for this study.  In 

particular, several pre-existing scales were combined to measure product involvement, 

purchase involvement, product knowledge, and identity salience.  New scales were 

developed for gratitude and obligation. 

 

3.3  Construct Definitions and Measures 

The following section presents the constructs of the study.  Each construct is 

defined conceptually and operationally. 

 

3.3.1  Product Involvement 

There has been an extensive research debate concerning the approach to the 

involvement measurement.  One group of researchers, especially early researchers, 

viewed involvement as either an independent, single construct (Vaughn, 1980), or as a 
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single-item measure of perceived importance  (Hupfer & Gardner, 1971).  This 

unidimensional approach was largely criticized by later researchers, who argued that it is 

more appropriate to measure involvement as a combination of different facets (Laurent & 

Kapferer, 1985; Zaichkowsky, 1985).  Zaichkowsky (1985) viewed involvement as a 

combination of four factors: importance, relevance, hedonic, and attitude.  Laurent and 

Kapferer (1985) proposed a combination of five antecedents to the involvement 

construct: (a) perceived importance and risk of the product, (b) symbolic value of the 

product, (c) hedonic value of the product; (d) subjective probability of making a 

mispurchase, and (e) interest in the product. 

A contrary argument was proposed by Mittal (1995), who stated that a distinction 

needs to be made between facets that are essential to involvement and those that can be 

antecedents to involvement, yet are not the key components.  More specifically, Mittal 

argued that only one antecedent, namely “importance/significance,” is essential to 

product involvement.  While other aspects could lead to involvement (e.g., attitude or 

hedonic value of the product), they are not essential antecedents.  Mittal exemplifies his 

argument by referring to the importance of taxes.  Most consumers would rate taxes as 

undesirable, but they would not consider themselves indifferent (i.e., uninvolved) about 

taxes.  In the same way, a product need not be hedonic to be involving.  Involvement can 

occur without hedonic content because of other values of the product (utilitarian, for 

instance). 

Several existing scales to measure involvement were considered in terms of their 

validities, reliabilities, previous usage, and relevance to the current study.  The decision 
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was made to use a modified version of the Personal Involvement Inventory (PII) scale 

originally developed by Zaichkowsky (1985).  In 1995, Mittal conducted a comparative 

analysis of four scales of consumer involvement and proposed modified versions for each 

scale.  With regards to the PII, all items on the modified version had substantial factor 

loadings for the three products (beer and jeans in Study I, and cameras in Study II), and 

for both levels of involvement (purchase decision and product class).  All but two (out of 

30) loadings were above .70, and error variances were below .50.  Construct reliabilities 

were consistently high, all above .86, and variances captured were high as well, ranging 

from .57 to .74.  The unidimensional approach suggested by Mittal (1995) was selected 

because most studies in wine marketing approached product involvement as a single 

construct (Dodd, 1994; Lockshin et al., 2001; Yuan et al., 2005). 

 

3.3.2  Purchase Involvement  

Although Zaichkowsky (1985) suggested that the PII scale is appropriate to 

measure both product and purchase involvement, most of the items on the PII scale are 

related to a product category.  However, as noted earlier in the literature review, 

customers may attach different levels of importance to different purchase situations, even 

for the same product category (e.g., wine for personal consumption versus wine as a gift).  

For the purposes of this study, a separate scale to measure purchase involvement was 

added to the instrument. 

The Purchase Decision Involvement scale (PDI), modified by Mittal (1995) from 

his original scale (Mittal, 1989), was chosen.  The three-item PDI showed adequate 
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evidence of unidimensionality and internal consistency.  Reliability reported was .85, and 

captured variance was .66.  In the current research, the PDI was used to measure the 

extent of consumers’ interests and concerns related to particular purchases at wineries.  

 

3.3.3  Product Knowledge  

Product knowledge was measured by a three-item Likert type scale developed by 

Park, Mothersbaugh, & Feick (1994).  The original scale was developed to measure the 

extent of self-assessed knowledge a person reports about the product class (CD players).  

An alpha of .91 with item-total correlations ranging from .82 to .83 was reported.  The 

scale proved reliable and suitable to measure subjective knowledge.  It was later used in a 

variety of contexts, including tourism (Gursoy, 2001). 

 

3.3.4  Identity  

 Wine tourist identity salience was measured by a Likert type scale developed by 

Callero (1985).  The items on the scale refer to people’s perception of themselves in 

terms of their participation in a certain activity.  The items assess subjective feelings of a 

person’s commitment to a role associated with an activity.  A Cronbach’s alpha reliability 

coefficient of .81 was reported for the original scale. 

 The scale proved reliable and suitable to measure identity salience for various 

activities.  Originally, Callero (1985) used the scale for measuring blood donor salience.  

Laverie et al. (2002) used the scale to measure identity salience of people who 
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participated in athletic activities.  Arnett et al. (2003) used the scale to measure identities 

of university alumni donors. 

 The scale appears appropriate to measure people’s identity associated with 

different types of activities.  Wine tourism encompasses a combination of activities such 

as visiting wineries, festivals, wine shows, tasting wine, taking a tour, not merely 

consumer’s interest in wine.  Therefore, the scale seemed suitable to measure consumers’ 

identities related to wine tourism. 

 

3.3.5  Gratitude and Obligation  

The purpose of the study was not only to predict whether or not winery visitors 

feel a need to buy wine as gratuity purchasing, but also to examine the underlying reasons 

for gratuity purchasing.  The review of research on reciprocity revealed that there can be 

a myriad of potential causes for reciprocity (Emmons & McCullough, 2003; Lazarus & 

Lazarus, 1994; Whatley et al., 1999).  Consumers’ feelings that lead to a perceived need 

to reciprocate could be instinctual in nature.  Gratuity purchasing then could be a 

subconscious phenomenon.  The intuitive nature of gratuity purchasing does not mean, 

however, that gratuity purchasing cannot be predicted.  The analysis of literature on 

reciprocity suggested that the two antecedents of a need to reciprocate are gratitude and 

obligation.  

It was determined that in the present research gratuity purchasing should not be 

measured as a single construct, but rather be approached as a combination of reasons (i.e., 

antecedents).  In particular, both gratitude and obligation need to be investigated.  
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Therefore, multi-item constructs were developed.  Several items were included on the 

scales to allow for elimination of poor performing items through pretesting.  

Varying techniques were used to develop the instrument.  Smith and Albaum 

(2005) recommended both pretesting and pilot testing techniques to minimize potential 

research error of the final study.  Smith and Albaum differentiated between the two 

methods.  Pretesting was described as an activity related to the development of the 

questionnaire to be used in a survey or an experiment.  In contrast, a pilot study is a 

small-scale test of what the survey will be, including all activities that will go into the 

final survey.  Pretesting typically aims to examine wording and the content of the 

questions to be included on the instrument.  Pretesting does not, however, ensure that the 

questionnaire will be valid.  The pilot study is designed to ascertain whether all the 

elements of the survey fit together.  Both pretesting and pilot study were employed in the 

research reported herein. 

 

3.3.5.1  Pretesting  

Based on the analysis of literature on reciprocity, a pool of factors related to 

gratitude and obligation was generated.  The first pretest was administered to 59 

undergraduate hospitality students at a southwestern university.  Students were informed 

that they were participating in a pretest of an instrument to be used in a future study and 

that participation was voluntary.  The purpose of the pretesting was to obtain a 

comprehensive list of reasons for purchasing. 
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Two sets of simulated scenarios were developed to create situations similar to 

visiting a winery.  For male participants, the scenario featured a visit to a brewery with 

beer tasting and a tour.  For female participants, the scenario described a visit to a 

department store, where a make-up consultant offered them a free make-over.  Both 

scenarios ended with the same list of questions about feelings of gratitude, obligation, 

and other factors that could potentially lead to gratuity purchasing.  The series of 

questions included “yes/no” type questions, Likert type and semantic differentiation 

scales.  Most questions, however, were open-ended.  The participants were asked to 

describe feelings that they would experience at the end of the events.  Based on the 

analysis of the participants’ responses, an initial list of items that could potentially be 

antecedents to gratuity purchasing was developed. 

The researchers then employed a second pretesting to ensure the power of the 

items.  The second pretesting was conducted through focus group.  The focus group 

discussion was a research effort to obtain information on consumers’ attitudes related to 

wine tourism.  Twelve people were recruited to participate in the focus group.  The 

specifications for participant selection included individuals who had some interest in 

wine and who were moderately involved with wine tourism.  Specifically, the selection 

criteria were based on the following characteristics: (a) individuals who have visited 

wineries before, (b) individuals who have purchased wine and/or souvenirs during a visit 

to a winery, and (c) individuals who have visited at least five and not more than fifteen 

different wineries in their lifetimes (to exclude low and  high involved consumers). 
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The focus group session was conducted in a conference room specially designed 

for focus group research, equipped with video/audio capabilities and a one-way mirror 

for observation.  A professional moderator with advanced degrees in psychology and 

counseling guided the discussion.  The research team observed the focus group session 

from behind a one-way mirror.  The focus group discussion was video taped for the 

content analysis. 

The intent of the focus group was to promote the exchange of opinions, attitudes, 

and experiences among the participants.  The moderator led the participants through a 

series of questions directed at their perceptions related to wine tourism.  Specifically, 

questions were asked about factors that influenced the participants’ decisions to buy or 

not to buy wine and/or souvenirs at wineries.  Given that gratuity purchasing may be of a 

subconscious nature, questions about feelings of appreciation of winery personnel, 

obligation, normative pressure, and other factors related to gratuity purchasing were 

asked both indirectly and directly. 

Based on the content analyses of the scenarios generated for the pretest and the 

focus group, the final list of items to measure gratitude and obligation was created and 

included on the questionnaire.  A seven-point Likert type scale was used to measure the 

degree to which these factors affected visitors’ decisions to purchase wine (1= least likely 

to affect purchasing, 7 = most likely to affect purchasing).  Question 17 (Appendix C) of 

the questionnaire represents measurements of gratitude and obligation. 

A separate question on gratuity purchasing was added to the instrument to 

increase the power of measurement (Question 18, Appendix C).  This second 
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measurement took a form of ranking.  Ranking was chosen as an appropriate procedure 

because the purpose of measurement was to determine which factors have more weight 

for visitors’ purchasing decisions.  The researchers summarized the primary reasons for 

gratuity purchasing into four factors: (a) appreciation of the winery personnel, (b) feeling 

of indebtedness, (c) socially right thing to do, and (d) influence of people in the group.  

Respondents were asked to divide 10 points among the four factors to indicate how 

important each factor was for their decisions to purchase wine.  The instructions specified 

that the more important the factor was to a respondent, the more points should be given to 

the factor.  The researchers intentionally used the four factors and the 10-point system.  

Since ten cannot be evenly divided by four, the respondents were compelled to assign 

different weights to the factors. 

 

3.3.5.2  Pilot Study 

A pilot study was conducted to gain information about the data collection process, 

as well as to identify problems with regards to the developed questionnaire.  The primary 

purpose of the pilot study was to determine whether the instrument could be clearly 

understood by the respondents and to ensure the reliability of the instrument. 

For the pilot study, the instrument was administered to 30 visitors at a Texas 

winery in July 2005.  The data from the pilot study were analyzed and examined for the 

reliability of the instrument.  Reliability was examined using Cronbach’s alpha 

coefficients.  All scales in the pilot study obtained reliabilities above .70.  Two questions 
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on the gratitude and obligation scales and one question on the identity scale were 

reworded in an effort to raise the overall content validity of the constructs. 

Further analyses of the pilot data revealed that additional alterations to the 

instrument were necessary.  First, the possibility of a halo effect in several responses was 

observed.  The halo effect is a problem that arises in data collection when there is 

carryover from one judgment to another (Churchill, 2004).  The halo effect often 

becomes a problem in rating scales.  In the pilot study, several seven-point Likert scales 

measuring different attributes followed one another.  It was noted that a fair number of 

respondents assigned the same rating to different constructs.  This indicated that the halo 

effect could be a potential problem.  The order of the questions was changed to help 

respondents differentiate the items.  Rating scales were mixed with semantic differential, 

ranking, ordinal, and nominal scales.  

Analysis of demographics revealed that almost one-third of the respondents 

reported an annual household income over $100,000, which was the highest amount to 

choose from.  The decision was made to extend the options and include two more 

intervals of equal differences, where “over $140,000” became the highest amount. 

In order to obtain more comprehensive demographic information, an item about 

participants’ occupations was added.  Participants were asked to indicate their actual 

occupation.  The data were later coded by the researcher into groups according to the 

Occupational Classification System Manual developed by the Bureau of Labor Statistics 

(U.S. Department of Labor, 2001). 
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 One question was eliminated from the final instrument.  In the pilot study, 

participants were asked how many miles they traveled to get to the winery.  Additionally, 

in the demographic section, participants were asked to indicate their zip codes.  Distances 

estimated by the participants were compared with distances estimated by the research 

personnel based on the zip codes.  A number of discrepancies were found.  It is possible 

that the respondents could have been visiting friends or relatives in the area, and when 

asked to estimate miles traveled to the winery, considered the distance from the place of 

their current stay, rather than places of their residence.  To avoid this misunderstanding, 

the question about estimating the distance was eliminated from the final instrument.  

Participants’ residential zip codes were later used to classify their places of residence and 

to estimate the total distance traveled, from the participants’ places of residence to the 

winery’s location.  The estimation was performed by the researcher for each participant 

individually using an online search program (www.mapquest.com). 

 

3.4  Final Survey Instrument 

 The survey focused on measuring the impact of gratitude, obligation, product and 

purchase involvement, knowledge, and identity on visitors’ purchasing decisions at 

wineries.  The final instrument contained a total of 30 questions.  The six constructs 

measured were gratitude (question 17, items 1, 7, and 8), obligation (question 17, items 2, 

4, and 5), product involvement (question 15), purchase involvement (questions 19, 20, 

21), product knowledge (questions 12, 13, 14), and identity salience (questions 2, 3, 4, 

and 5).  Sociodemographic characteristics examined were gender, age, education, 
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income, occupation, and place of residence.  Behavioral characteristics examined were 

the total number of wineries visited in lifetime (question 1), first time versus repeat 

visitors (question 6), wine consumption quantities (question 10), and the amount of 

money spent on wine per month (question 11).  Questions 7 and 8 examined the structure 

of the group of visitors.  The final version of the survey instrument can be found in 

Appendix C. 

 

3.5  Data Analysis 

 Statistical analysis of the data was computed by using the Statistical Package for 

Social Sciences (SPSS 12.0 for Windows).  In order to obtain an overall representation of 

the sample, descriptive statistics were employed.  Before proceeding to the multivariate 

analysis, the data were screened for missing values, outliers, normality, linearity, and 

multicollinearity.  Factor analysis was then used to determine underlying structures of the 

independent variables.  Reliabilities of the scales were evaluated using Cronbach’s 

alpha’s coefficients.  Next, correlation analysis was employed to assess correlation 

indices between the variables.  Hierarchical multiple regression analysis was conducted 

to examine variables that contributed to visitors’ perceived need to buy wine at wineries 

as gratuity purchasing.  Finally, a series of ANOVA was employed to examine 

differences in purchasing behavior, gratitude, and obligation based on the number of 

visitors in the group.  The results of the statistical analyses were provided in the next two 

chapters, which were designed as articles for further publications. 
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CHAPTER IV 

THE ROLE OF GRATITUDE AND OBLIGATION  

IN WINE PURCHASES AT WINERIES 

 

4.1  Abstract 

Building on reciprocity theory, the study investigated the role that gratitude and 

obligation, along with other consumer characteristics, play in winery visitors’ purchasing 

behavior.  Wine and souvenirs bought out of gratitude and obligation were defined as 

gratuity purchasing.  Gratitude and obligation were found to be strong predictors of 

purchasing at wineries.  The results suggested that those visitors, who feel gratitude and 

obligation while at a winery, are likely to spend more money on wine and/or souvenirs at 

the end of their visits.  Product involvement, purchase involvement, and product 

knowledge also appear to be related to the decision to purchase wine at a winery.  

Implications for wine managers are discussed. 

Key Words: wine tourism, gratitude, obligation 

 

4.2  Introduction 

Wine tourism is a large part of both the wine and tourism industries.  While 

visiting wine regions, tourists purchase not only wine and souvenir items.  They also 

spend money on food, lodging, gas, and other items.  Thus, wine tourism can provide 

positive contributions to both the wine and tourism industries, as well as to regional 

economies. 
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The current study aimed to demonstrate the importance of consumer behavior in 

wine tourism.  At the heart of marketing is a good understanding of target consumers, 

specifically motivations to purchase and consumer relations to a product category or a 

specific brand.  An understanding of wine tourists’ purchasing behavior can help provide 

important insights for wineries managers. 

 Although there has been a substantial growth of studies on wine tourists in recent 

years, the amount of research is extremely small compared to other service industries 

such as retailing.  Studies on wine tourists focused mainly on consumers’ 

sociodemographic characteristics (Dodd & Bigotte, 1997), psychographic attributes 

(Charters & Ali-Knight, 2002), combined with attitudinal measures (Dodd & Gustafson, 

1997).  Several consumer behavior attributes were examined, including product and 

purchase involvement (Dodd, 1994; Yuan & Dodd, 2001), experience and social 

interaction (R. Groves et al., 2000), occasion (J.  Hall & Lockshin, 1999), and consumer 

knowledge about wine (Dodd et al., 2005).  These attributes have been found explanatory 

for wine purchasing behavior. 

 Based on the overview of wine marketing literature, visitors’ involvement and 

knowledge about wine were chosen for investigation of purchasing behavior at wineries.  

Considering other potential mediating factors, Shamir (1992) suggested examining 

identity salience in the tourism context.  Identity salience is the relative importance of 

participation in a particular activity for defining one’s overall sense of self (Laverie, 

1995).  In the present study, visitors’ identities as wine tourists were examined. 
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 Consumer purchasing behavior is a complex and a multifaceted phenomenon.  

Sometimes, purchasing decisions can be explained simply by objective characteristics of 

the product or experience, for example price of the wine or length of the tour.  Subjective 

consumer preferences are likely to have considerable impact on purchasing decisions as 

well.  Subjective consumer preferences may include customer perceptions of the 

atmosphere in the tasting room, enjoyment of the tour, or taste of wine.  In many 

instances, however, the real reasons for purchases may be obscure and difficult to 

identify.  For instance, visitors to wineries may feel grateful to winery personnel for the 

quality of services received.  These feelings of gratitude may trigger a desire to buy wine 

in order to show appreciation to people who provided services.  Alternatively, a sense of 

obligation, rather than gratitude, may be dominant.  This sense of obligation may be the 

result of the free tasting and hospitality offered at the winery.  The study reported herein 

aimed to investigate feelings of gratitude and obligation that may prompt purchasing at 

wineries. 

From the marketing approach, gratitude and obligation may lead to what is 

suggested to be called gratuity purchasing.  In a general sense, gratuity means something 

(usually money) given voluntarily, often in return of favor or services.  The amount 

generally depends on the inclination of the giver.  Gratuity purchases then are products or 

services bought by consumers fully or partly due to a perceived need to repay benefits 

received from a business or its employees (Dodd & Kolyesnikova, 2005). 

No previous studies were located which examined feelings that may stimulate 

gratuity purchasing.  The current study attempted to approach the sociological 
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perspective of winery visitors’ purchasing decisions.  It aimed to examine feelings of 

gratitude and obligation that may lead to a perceived need to buy wine in return for 

services received at a winery. 

 

4.2.1  Major Theoretical Areas of Investigation 

 Gratuity purchasing can be theoretically supported by a concept that has been 

long known in social psychology as reciprocity.  In a very basic form, the reciprocity rule 

posits that people feel obligated to make future repayments for what they have received.  

Simply put, people feel a need to repay, in kind, what other people have provided them.  

For example, when a person gives us a gift, we often feel we should give him/her a gift in 

the future.  If somebody helps us, we feel a need to repay the kindness later.  According 

to the reciprocity rule then, people feel an emotional need to reciprocate for positive 

behavior received. 

Alvin Gouldner, the author of the original reciprocity theory (1960), claimed that 

reciprocity is not simply an exchange pattern, but a universal norm that is needed for the 

maintenance of social system stability.  The theory posits that for a social system to be 

stable there must always be some “mutuality of gratification” (p. 168).  Presumably, the 

more people pay their social debts, the more stable the social system. 

Gouldner (1960) perceived the value of reciprocation so significant that he 

asserted that all human societies subscribe to this norm.  In explaining how the rule 

works, Gouldner stated, “Insofar as men live under such rule of reciprocity, when one 

party benefits from another, an obligation is generated.  The recipient is now indebted to 
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the donor, and he remains so until he repays” (p. 174).  The norm of reciprocity, 

therefore, creates motives for returning benefits. 

An overview of the research on the reciprocity norm suggested adequate reasons 

to believe that reciprocity can be explanatory for consumer behavior.  The reciprocity 

principle was thus applied for the current study to examine winery visitors’ buying 

decisions. 

 

4.2.2  Problem Statement 

Although comprehensive research has been conducted recently on wine tourists 

(Brown & Getz, 2005; J. Bruwer, 2003; Charters & Ali-Knight, 2002; Mitchell et al., 

2000; Yuan et al., 2005), no previous studies were located which examined a need to buy 

wine in return for services provided at wineries.  The role of reciprocity in the wine 

tourism context has not been investigated previously. 

 

4.2.3  Purpose of the Study 

 Building on the theoretical considerations and wine marketing literature overview, 

the current study aimed to analyze the influence of various wine tourists’ characteristics 

on their decisions to buy wine at wineries.  The study attempted to explore whether or not 

winery visitors feel a need to buy wine due to a perceived need to reciprocate for services 

received at a winery.  Specifically, the purpose of the study was to investigate whether 

gratitude, obligation, product involvement, purchase involvement, product knowledge, 

and identity can predict gratuity purchasing at tasting rooms. 
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The current study attempted to combine insights from reciprocity theory, 

marketing, and tourism literature to offer a more comprehensive understanding of wine 

tourists.  The awareness of consumers’ perceptions related to wine tourism can assist 

marketing practitioners in knowing their visitors better and in developing better 

communication strategies.  If winery managers are aware of visitors’ attitudes towards 

different aspects of their business, improvements can be made in service, promotional, 

and positioning strategies.  Overall, the primary purpose of this study was to add to the 

knowledge about wine tourists. 

 

4.2.4  Research Question 

 The current research was investigative in nature.  It was designed to collect 

exploratory data in order to examine relationships between purchasing wine and various 

winery visitor characteristics.  Due to the lack of sufficient empirical support for the 

reciprocity principle in the consumer behavior framework, a decision was made to state 

the problem under investigation as a workable research question rather than a statistical 

hypothesis.  A research question seemed more suitable for this exploratory study.  Based 

on the purpose of the study, one research questions was advanced with regards to 

predictor variables to be tested: 

RQ1.  Do gratitude, obligation, product involvement, purchase involvement, 

product knowledge, and identity salience predict visitors’ purchasing at wineries? 

 

 

 58



4.3  Literature Review 

 Social scientists argue that reciprocity is one of the earliest and most powerful 

moral principles taught to children, and therefore, is a social norm (Berkowitz, 1972; 

Cialdini & Rhoads, 2001; Elster, 1989; Whatley et al., 1999).  Stated differently, we are 

taught from early childhood that returning kindness is simply the proper thing to do.  

Most people almost instantly feel a sense of obligation after someone treats them kindly 

due to compliance with social norms (Whatley et al., 1999).  Furthermore, a person who 

violates the reciprocity rule by denying to return the good acts, is disliked by the social 

group (Cialdini, 2001). 

 Granting reciprocity the prominent status of a social norm is a significant 

consideration.  Numerous studies suggested that many human behaviors can be explained 

by people’s willingness to comply with social norms.  The reciprocity norm has been 

studied from this perspective as well.  Extensive research has been conducted on the 

favor-compliance relationship.  It is widely accepted that we more often comply with 

requests from those who have done us small favors (Boster et al., 1995; R. M. Groves et 

al., 1992; D. J. Howard, 1995), especially if receiving a favor occurs in public conditions 

(Whatley et al., 1999), and if the relationship between a beneficiary and a benefactor are 

close (Bar-Tal et al., 1977), or expected to be long-termed (Pervan et al., 2004).  Most 

social scientists see reciprocity as the primary mediator for the favor-compliance 

relationship.  Further review of the theoretical background and empirical research leads 

to the introduction of the key forces that explain the norm of reciprocity, namely 

gratitude and obligation. 
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4.3.1  Gratitude and Obligation 

 In his original theory, Gouldner (1960) suggested that the two conditions that 

make the reciprocity rule work, are gratitude and obligation.  Gouldner mentioned that 

these two states operate as independent predictors of reciprocal behavior, “the sentiment 

of gratitude joins forces with the sentiment of rectitude and adds a safety-margin in the 

motivation to conformity” (p. 176).  To summarize this consideration, as beneficiaries of 

favors, people feel indebted to repay benefits due to compliance with social norms (state 

of obligation).  On the other hand, there is an alternative psychological condition that 

makes a grateful beneficiary reciprocate out of a desire to show appreciation to a 

benefactor (state of gratitude). 

 In social psychology literature, gratitude has been defined as the positive affective 

response to receiving a benefit or a favor (Emmons & Crumpler, 2000; Fitzgerald, 1998).  

In contrast, obligation is a negative, uncomfortable state which is determined by 

normative demands and can be perceived aversive (Greenberg & Bar-Tal, 1976; 

Greenberg & Shapiro, 1971). 

 Despite the obvious conceptual differences between gratitude and obligation, 

differentiating between the two terms is not always straightforward.  Many scholars 

treated the two terms interchangeably (Cialdini, 2001; Greenberg, 1980; Greenberg & 

Bar-Tal, 1976; Lazarus & Lazarus, 1994).  This is not surprising since the two terms are 

usually interrelated within the framework of social norms.  In addition to the appreciation 

meaning, gratitude can have the obligatory connotation.  To some extent, to be grateful 

means to feel that something needs to be done in return.  As such, to be grateful means to 
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be indebted or to allow oneself to be placed in the position of a recipient (Emmons & 

McCullough, 2003), which again conveys the obligation sense. 

 Both gratitude and obligation can be antecedents of reciprocal actions, either 

independently or jointly.  To illustrate this claim, consumers may feel obligated to 

purchase skin-care products in return for a free make-over at a cosmetic department due 

to compliance with social norms.  Similarly, visitors may feel a need to buy wine at a 

winery because leaving without a purchase may be perceived as deviation from social 

norms, in this case - the reciprocity norm.  Yet, the same purchases can be made not so 

much due to the sense of obligation, but rather out of a desire to show gratitude for 

enjoyable experiences.  For example, consumers liked the make-over and felt 

appreciation to the make-up consultant.  Or, visitors learned a lot of new information 

about wine and felt gratitude to the winery staff for an interesting tour.  Purchasing can 

then be a way to express gratitude. 

 Perhaps the complexity of differentiating between gratitude and obligation is due 

to the fact that in real life it is seldom “one way or the other.”  Typically, feelings of 

gratitude and obligation are interrelated, and consumers do not differentiate between the 

two, at least not intentionally.  Nevertheless, it is easy to imagine situations where a 

person feels grateful, but not obliged; as well as obliged, but not grateful.  Therefore, it is 

important to restate that conceptual differences between the two terms exist and should 

be distinguished. 

From the research perspective, many scholars acknowledge that the two 

constructs can operate independently.  Attempts have been made to investigate the impact 
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of each factor on reciprocal behavior.  There is empirical evidence that gratitude can be a 

predictor of reciprocal actions (Goei & Boster, 2005; Graham, 1988).  Several studies 

implied that gratitude can potentially explain further compliance (Emmons & Crumpler, 

2000; McCullough et al., 2001).  The studies on obligation, on the other hand, provided 

inconsistent results regarding the role of obligation in the favor-compliance relationships.  

Some studies have found that favor increases obligation, and obligation, in its turn, 

increases compliance (Greenberg & Frisch, 1972; Greenberg & Saxe, 1975).  Other 

studies reported no relationship between obligation and compliance (Goei & Boster, 

2005). 

 The favor-compliance link, with the accompanying mediating role of gratitude 

and obligation, was an important foundation of the current study.  This research aimed to 

empirically test gratitude and obligation from the marketing approach.  In a pure sense, 

services at wineries are not a favor, and purchasing wine is not compliance.  However, 

some conceptual parallel can be drawn between consumer purchasing behavior at 

wineries and the favor-compliance relationship.  Obviously, consumers do not perceive 

services at tasting rooms as a favor.  It is reasonable to expect quality customer service at 

wineries.  Yet, if customers’ expectations were met, and especially if the expectations 

were exceeded, visitors may feel appreciative of the staff who provided services.  Most 

people have a natural tendency to feel an urge to reciprocate to those who assists them 

(Whatley et al., 1999).  In a way, feelings of gratitude while at a winery are similar to 

those that people experience when receiving a favor – that is, appreciation of those who 

treated them kindly. 

 62



 Following the same reasoning, purchasing is not an equivalent to compliance.  

However, at least subconsciously, consumers understand that the seller will benefit if 

they purchase wine at the end of their visit to a tasting room.  In view of the reciprocity 

norm, the exchange of benefits should be mutually beneficial.  So, on the one hand, 

consumers may see purchasing as a way to express their gratitude.  Alternatively, 

purchasing can occur because of a perceived need to comply with the reciprocity norm, 

especially since “the exchange of benefits” takes place in public conditions.  Therefore, 

in some way, purchasing can be approached as compliance with social norms.  In 

summary, there are good theoretical reasons to believe that gratitude and obligation may 

impact winery visitors’ purchasing behavior. 

Despite the stream of empirical research on reciprocity in social psychology, very 

little has been written about the subject in marketing.  Initial attempts have been made to 

highlight the need of reciprocity in the development of business relationships (Callaghan 

et al., 1995; Pervan et al., 2004; Pervan & Johnson, 2000; Yau et al., 2000).  In the 

business context, reciprocity has been defined as the dimension of business relationship 

that causes either party to provide favors or make allowances for the other in return for 

similar favors or allowances to be received at a later date (Callaghan et al., 1995; Yau et 

al., 2000).  Previous marketing research focused mainly on the role of reciprocity in the 

business-to-business context (Bagozzi, 1995; Pervan & Johnson, 2000; Yau et al., 2000).  

The implications of these studies were that, along with other attributes, reciprocity is an 

appropriate dimension of the relationship marketing orientation.  Important conclusions 

have been reached regarding the link between the relationship marketing orientation and 
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business performance across industries.  However, to the researcher’s knowledge, no 

previous studies examined the norm of reciprocity from the consumer behavior 

viewpoint.  Previous marketing research on reciprocity virtually ignored the consumer 

perspective. 

 

4.3.2.  Quantitative Approach to Reciprocity 

Reciprocity has long been a subject of investigation in psychology (Bagozzi & 

Schnedlitz, 1985; Cialdini et al., 1975; Mowen & Cialdini, 1980).  However, most 

previous studies exploring the antecedents of reciprocity, gratitude and obligation, have 

employed scenario or experiment-based methodologies.  Very few attempts have been 

made to approach gratitude and obligation as measurable constructs. 

Notably, in the original theory, Gouldner (1960) specified that “reciprocity is not 

merely present or absent but is, instead, a quantitative variable - and may be treated as 

such” (p. 164).  In explaining the theoretical equality of benefits repayments, Gouldner 

stated that the exchange of benefits is not an “all or none” matter.  At one extreme, the 

benefits exchanged can be equal in value.  At the other logical extreme, one party may 

give nothing in return for benefits received.  However, both extremes are rare in real life.  

In most situations, the intermediate case is more common, where one party returns 

something that is perceived more or less equal to the value received.  Both extremes, as 

well as the in-between situations, are reasonable, as there is always an issue of the 

perceived benefit, which may vary between individuals.  The perceived worth of the 

 64



benefit to the benefactor may be an important determinant of reciprocal actions (Berger, 

1975; McCullough et al., 2001). 

The quantitative approach to reciprocity leads to important expansion of the 

question of whether or not people feel emotionally obliged to repay what they have 

received.  In this respect, the current study not only investigated whether or not 

consumers see a purchase as appropriate repayment for services received.  More 

importantly, the research examined whether there is a relationship between the level of 

gratitude and obligation and expenditures at wineries.  Simply put, the question was 

whether consumers were willing to spend more money on wine if they felt more gratitude 

and obligation while visiting tasting rooms.  Therefore, the study aimed to measure the 

extent of gratitude and obligation that may lead to gratuity purchasing. 

It is not until recently that significant attempts have been made to differentiate 

between the two constructs operationally (Goei & Boster, 2005).  The results of their 

study suggested that gratitude and obligation can be approached quantitatively and that 

the two factors can be distinguished empirically. 

 In the study reported herein, gratitude and obligation were approached 

independently.  Items for measuring both sets of feelings were included on the final 

instrument.  The researchers then examined whether gratitude and obligation, in concert 

with other variables, can predict purchasing at wineries. 
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4.3.3  Relevant Consumer Behavior Attributes 

The existing research on favor-compliance relationships focused mainly on the 

gratitude and obligation effects, with no reference to other characteristics of respondents.  

No previous studies were found that examined specific personality attributes, which can 

potentially influence individual levels of gratitude and obligation, as well as the 

subsequent compliance.  However, several social scientists suggested that personality 

characteristics can increase the likelihood that a recipient would construe a favor in terms 

of gratitude (e.g., Emmons & McCullough, 2003; Lazarus & Lazarus, 1994).   

The minimum condition for gratitude to occur is for the recipient of a favor or a 

benefit to perceive it as valuable.  The issue of the benefit worth may vary between 

individuals depending on many factors.  For example, a highly knowledgeable visitor to a 

winery may perceive the educational aspect of the visit less valuable than a visitor who 

knows little about wine.  Consequently, their levels of gratitude towards the winery 

personnel who provided a tour or a talk about wine may differ greatly.  In this case, 

visitors’ knowledge about wine becomes a determinant of their levels of gratitude.  This 

does not mean, however, that more knowledgeable visitors cannot feel grateful.  There 

are many other reasons to feel appreciation besides the educational side of the visit.  

Knowledgeable visitors may, for example, appreciate the opportunity to taste new wines. 

By the same logic, whether or not an individual feels obliged to repay what he/she 

received depends at the minimum on his/her willingness to comply with social norms.  

This willingness can also be influenced by a variety of personal factors. 
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Given the preceding discussion, there appears a need to look at additional 

consumer attributes that can potentially influence purchasing at wineries.  In the proposed 

analysis, gratuity purchasing was approached as a combination of gratitude, obligation, 

and several consumer behavioral characteristics. 

Theoretically, the number of personality traits that can influence individual levels 

of gratitude and obligation, is infinite.  The extent to which an individual feels grateful or 

obliged can be determined by virtually anything, from family traditions to the 

relationship between the beneficiary and the benefactor.  However, one can rationally 

limit the number of factors to fit the scope of particular research.  From the wine 

marketing perspective, for example, a number of wine consumer characteristics can be 

influential.  For the purposes of this research, several attributes that reflect consumers’ 

overall interest in wine and wine tourism were expected to impact gratuity purchasing at 

wineries, namely product involvement, purchase involvement, product knowledge, and 

wine tourist identity. 

  

4.3.3.1  Product Involvement 

The decision to select product involvement as a variable of interest for the current 

study was supported by the demonstrated relevance of involvement in wine marketing.  

Previous research has found that depending on the level of involvement, wine consumers 

differ significantly in their choices of wine.  Differences have been found for a number of 

factors, including wine consumption quantities (Goldsmith et al., 1998), importance of 

different attributes while visiting tasting rooms (Dodd, 1994; Dodd & Gustafson, 1997), 
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consumption situations (Quester & Smart, 1998; Yuan & Dodd, 2001), and preferences 

of region, grape variety, and price (Zaichkowsky, 1985).  In general, highly involved 

wine consumers seek more information about the product and rely on this information 

when choosing wine.  Highly involved consumers are also interested in learning more 

about wine.  In contrast, low involved consumers tend to simplify their choices and to 

avoid the complexity associated with wine.  Low involved consumers often prefer to 

simply buy a familiar brand to reduce the risk of purchase.  Product involvement has also 

been used as a basis for wine market segmentation (Aurifeille et al., 2002; Lockshin et 

al., 2001; Lockshin et al., 1997). 

 The preceding analysis leads to the conclusion that product involvement 

influences wine purchases.  Due to the demonstrated relevance of the involvement factor 

to the wine context, it was expected that product involvement can also affect gratuity 

purchasing at wineries.  Since previous research found that high and low involved wine 

consumers differ considerably on many aspects, their levels of gratitude and obligation 

may be different as well.  Product involvement was thus included into the analysis for the 

study reported herein. 

 

4.3.3.2  Purchase Involvement 

Although consumers’ involvement with a product category has been found to be 

explanatory for purchasing decisions, consequences of a right choice of a particular 

purchase can be equally important for customers.  Sometimes, depending on a situation, a 

product takes on a different degree of relevance for a person.  The same product in 
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different purchase situations may result in differences in behavior.  For wine, the risk 

associated with the product depends largely on the situation.  To illustrate this argument, 

consider different levels of importance that customers may assign to selecting a wine to 

be consumed during a regular family dinner at home as opposed to a wine to be served at 

a dinner party they are hosting.  The risk of mispurchase becomes even higher if the 

guests are known for being wine connoisseurs.  Many people feel uncomfortable 

selecting a wine for someone they believe is knowledgeable about wines (Otnes et al., 

1993).  For these two situations, the risk of mispurchase is different, and so is the 

importance associated with each purchase.  Generally, the higher the risk associated with 

the particular purchase, the higher the level of purchase involvement. 

Perhaps because of potential differences between product and purchase 

involvement, wine has been frequently used as a product to measure involvement (Belk, 

1981; Laurent & Kapferer, 1985; Zaichkowsky, 1985; Zaichkowsky & Fraser, 1988).  

Previous research suggested that the importance of a particular purchase appears to affect 

wine consumers’ decision-making processes. 

In the study reported herein, purchase involvement was investigated separately 

from product involvement.  It was also suggested that purchase involvement may 

influence gratuity purchasing independently from other factors.  To illustrate the 

difference between product and purchase involvement in terms of gratitude, consider two 

winery visitors: one is a highly involved and knowledgeable wine consumer, while the 

other is not necessarily knowledgeable about wines, but is very concerned with the 

outcome of the particular purchase (e.g., looking for a wine to give as a gift to someone 
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special).  The first visitor may appreciate, for example, special varietals that can be found 

only at a specific winery.  The second visitor may not be concerned about special wines, 

but still feel grateful for different aspects of the visit.  Since this customer assigns high 

importance to the particular purchase, he/she may appreciate a recommendation from the 

personnel, which facilitates his/her task to purchase wine.  Purchase involvement then 

can lead to feelings of gratitude.  In the present study, purchase involvement was 

approached as an independent factor that may influence gratuity purchasing. 

 

4.3.3.3  Product Knowledge 

The significance of product knowledge in wine purchasing has been recognized 

by many researchers (Dodd et al., 2005; Gluckman, 1990; Spawton, 1991).  Dodd et al. 

(2005) conducted a comprehensive study on the effect of knowledge about wines on 

sources of information used by consumers.  Consistent with the previous studies, these 

researchers found that experience with the product forms the basis for consumer’s 

knowledge.  Knowledge, in turn, is related to different sources of information consumers 

rely upon. 

It is important to note that for the purposes of this study, the knowledge construct 

was limited to the examination of consumers’ self-assessed knowledge about wine 

(subjective knowledge).  Subjective knowledge was found a better predictor of purchase 

decision than was objective knowledge (Raju et al., 1995).  These findings were later 

supported by research in the wine context (Dodd et al., 2005).  The current research was 

more interested in visitors’ perceptions of their knowledge about the product, rather than 
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factual, objective knowledge.  Therefore, visitors’ subjective knowledge about wine 

appeared suitable for the context of this study. 

 

4.3.3.4  Identity 

 In essence, identity refers to a concept of self composed of the multiple roles we 

play in society (Stryker, 1968).  One’s self can be a combination of different roles, 

different self-definitions, that is, a combination of different identities.  Insurance agent, 

husband, sport memorabilia collector, cyclist, wine consumer can all be examples of one 

person’s identities.   

Researchers often take the identity salience approach for examining the concept of 

identity (Callero, 1985; Hoelter, 1983; Laverie & Arnett, 2000; Shamir, 1992).  

According to this approach, also known as identity theory (Stryker, 1968, 1980), 

identities are arranged hierarchically, meaning that under certain circumstances, some 

become more important (i.e., salient) than others.  For example, when given a choice, a 

person who assigns more importance to his/her wine consumer identity would more 

likely spend time reading wine magazines, visiting wineries, shopping for wine 

accessories, or simply enjoying wine.  Identity becomes particularly important for 

consumer behaviorists because identity salience is claimed to be a predictor of people’s 

behavior (Stryker, 1968, 1980). 

Identity was chosen as a factor of interest for this study because of its confirmed 

relevance to consumer behavior (Arnett et al., 2003; Laverie, 1998; Laverie & Arnett, 

2000).  Identity has also been explored in the tourism context (Shamir, 1992). 
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It is important to note that for the purposes of this study, the identity construct 

was limited to consumers’ perceptions of themselves as wine tourists.  In other words, the 

identity salience factor did not measure a broad wine consumer identity, but rather a 

specific part of it - a wine tourist identity.  A wine consumer identity is associated mainly 

with wine linked to one’s thoughts and feelings.  Simply put, a wine consumer identity 

suggests that wine is an important part of one’s self.  A wine tourist identity is also 

associated with wine, but in addition, it encompasses a number of wine tourism-related 

activities, such as visitations to wineries, vineyards, wine festivals, wine tasting, and 

others.  The population of interest of this study was wine tourists.  Therefore, identity 

salience was approached as a behavioral characteristic that represents commitment to a 

wine tourist role.  It is expected that while at a winery, visitors’ identities as wine tourists 

become salient, and when combined with a perceived norm to reciprocate, may predict 

visitors’ purchasing decisions. 

 

4.4  Methodology 

4.4.1  Sample 

 The population of interest was visitors to wineries in Texas.  Due to the 

exploratory character of the study, a nonprobability, purposive sample was used.  A 

purposive sample includes subjects selected on the basis of specific characteristics or 

qualities (Wimmer & Dominick, 2003).  The sample was limited to people who visited 

one of the six Texas wineries.  A purposive sample was chosen with the understanding 
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that it is not representative of the general population; rather it represents a specific 

portion of the population - wine tourists in Texas. 

 Six wineries located in Texas were used as sites to gather data from visitors.  To 

obtain variability in the sampled population, the wineries were geographically dispersed 

throughout the state.  Only wineries with tasting rooms were included in the study.  This 

condition was stipulated because the current research investigated visitors’ experiences 

related to wine tourism and was not limited to purchasing per se. 

 

4.4.2  Data Collection Procedures 

 Data collection was conducted during the weekends over a three-month period 

(July, August, and September 2005).  Research personnel collected data by personal 

distribution of the questionnaire to visitors at six Texas wineries.  It is important to note 

that attempts were made to include both visitors who bought wine and/or souvenirs at the 

tasting rooms and those who did not make a purchase.  The decision to include all 

visitors, regardless of their purchases, was determined by the purpose of the study to 

examine feelings of gratitude and obligation, or lack thereof, that visitors may feel during 

their visits to a winery.  

 

4.4.3  Instrument Development 

Some of the constructs have long been subjects of investigation in marketing 

research.  Extensive literature and a number of reliable scales were available for 

involvement, product knowledge, and consumer identity related to a certain product or 
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activities.  Several pre-existing scales were combined to measure these constructs.  For 

other constructs, however, no scale existed that could be directly applied to this research 

project.  New scales were developed for gratitude and obligation. 

 

4.4.4  Construct Definitions and Measures 

4.4.4.1  Product Involvement 

Several existing scales to measure involvement were considered in terms of their 

validities, reliabilities, previous usage, and relevance to the current study.  The decision 

was made to use a modified version of the Personal Involvement Inventory (PII) scale 

originally developed by Zaichkowsky (1985).  In 1995, Mittal conducted a comparative 

analysis of four scales of consumer involvement and proposed modified versions for each 

scale.  With regards to the PII, all items on the modified version had substantial factor 

loadings.  Construct reliabilities were consistently high, all above .86, and variances 

captured were high as well, ranging from .57 to .74.  The unidimensional approach 

suggested by Mittal (1995) was selected because most studies in wine marketing 

approached product involvement as a single construct (Dodd, 1994; Lockshin et al., 

2001; Yuan et al., 2005). 

 

4.4.4.2  Purchase Involvement  

The Purchase Decision Involvement scale (PDI), modified by Mittal (1995) from 

his original scale (Mittal, 1989), was chosen.  The three-item PDI showed adequate 

evidence of unidimensionality and internal consistency.  Reliability reported was .85, and 
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captured variance was .66.  In the current research, the PDI was used to measure the 

extent of consumers’ interests and concerns related to particular purchases at wineries.  

 

4.4.4.3  Product Knowledge 

Product knowledge was measured by a three-item Likert type scale developed by 

Park, Mothersbaugh, & Feick (1994).  The original scale was developed to measure the 

extent of self-assessed knowledge a person reports about the product class (CD players).  

An alpha of .91 with item-total correlations ranging from .82 to .83 was reported.  The 

scale proved reliable and suitable to measure subjective knowledge.  It was later used in a 

variety of contexts, including tourism (Gursoy, 2001). 

 

4.4.4.4  Identity  

 Wine tourist identity salience was measured by a Likert type scale developed by 

Callero (1985).  The items on the scale refer to people’s perception of themselves in 

terms of their participation in a certain activity.  A Cronbach’s alpha reliability 

coefficient of .81 was reported for the original scale. 

 The scale appeared appropriate to measure people’s identity associated with 

different types of activities.  Wine tourism encompasses a combination of activities such 

as visiting wineries, festivals, wine shows, tasting wine, taking a tour, not merely 

consumer’s interest in wine.  Therefore, the scale seemed suitable to measure consumers’ 

identity related to wine tourism. 
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4.4.4.5  Gratitude and Obligation  

Varying techniques were used to develop a multi-item construct to measure 

gratitude and obligation.  Several items were included on the scales to allow for 

elimination of poor performing items through pretesting. 

The first pretest was administered to 59 undergraduate hospitality students at a 

southwestern university.  The purpose of the pretesting was to obtain a comprehensive 

list of reasons for purchasing.  Two sets of simulated scenarios were developed to create 

situations similar to visiting a winery.  For male participants, the scenario featured a visit 

to a brewery with beer tasting and a tour.  For female participants, the scenario described 

a visit to a department store, where a make-up consultant offered them a free make-over.  

Both scenarios ended with the same list of questions about feelings of gratitude, 

obligation, and other factors that could potentially lead to gratuity purchasing.  Most 

questions were open-ended.  The participants were asked to describe feelings that they 

would experience at the end of the events.  Based on the analysis of the participants’ 

responses, an initial list of items that could potentially be antecedents to gratuity 

purchasing was developed.  

The researchers then employed a second pretesting to ensure the power of the 

items.  The second pretesting was conducted through focus group.  Twelve people, who 

traveled to wineries in the past, were recruited to participate in the focus group.  The 

focus group session was conducted in a conference room specially designed for focus 

group research, equipped with video/audio capabilities and a one-way mirror for 

observation.  A professional moderator with advanced degrees in psychology and 
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counseling guided the discussion.  Participants were asked about factors that influenced 

their decisions to buy or not to buy wine and/or souvenirs at wineries.  Given that gratuity 

purchasing may be of a subconscious nature, questions about feelings of appreciation to 

winery personnel, obligation, normative pressure, and other factors related to gratuity 

purchasing were asked both indirectly and directly. 

Based on the content analyses of the scenarios generated for the pretest and the 

focus group, the final list of items to measure gratitude and obligation was created and 

included on the questionnaire.  A seven-point Likert type scale was used to measure the 

degree to which these factors may affect visitors’ decisions to purchase wine. 

A separate question on gratuity purchasing was added to the instrument to 

increase the power of measurement.  This second measurement took a form of ranking.  

Ranking was chosen as an appropriate procedure because the purpose of measurement 

was to determine which factors have more weight for visitors’ purchasing decisions.  The 

researchers summarized the primary reasons for gratuity purchasing into four factors: (a) 

appreciation of the winery personnel, (b) feeling of indebtedness, (c) socially right thing 

to do, and (d) influence of people in the group.  Respondents were asked to divide 10 

points among the four factors to indicate how important each factor was for their 

decisions to purchase wine.  The instructions specified that the more important the factor 

was to a respondent, the more points should be given to the factor.  The researchers 

intentionally used the four factors and the 10-point system.  Since ten cannot be evenly 

divided by four, the respondents were compelled to assign different weights to the 

factors. 
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Next, a pilot study was conducted to gain information about the data collection 

process, as well as to identify problems with regards to the developed questionnaire.  The 

primary purpose of the pilot study was to determine whether the instrument could be 

clearly understood by the respondents and to ensure the reliability of the instrument. 

For the pilot study, the instrument was administered to 30 visitors at a Texas 

winery in July 2005.  The data from the pilot study were analyzed and examined for the 

reliability of the instrument.  Reliability was examined using Cronbach’s alpha 

coefficients.  All scales in the pilot study obtained reliabilities above .70.  Two questions 

on the gratitude and obligation scales and one question on the identity scale were 

reworded to raise the overall content validity of the constructs. 

Several additional minor alterations to the instrument were made.  To avoid the 

halo effect and to help respondents differentiate the items, Likert rating scales were 

mixed with semantic differential, ordinal, and nominal scales.  In order to obtain more 

comprehensive demographic information, an item about participants’ occupations was 

added. 

  

4.5  Findings 

The sample was drawn from visitors to six wineries in Texas.  Initially, a total of 

371 questionnaires were collected.  The data set was initially checked for data entering 

and data coding accuracy.  After preliminary data screening, eleven incomplete 

questionnaires were eliminated.  Three multivariate outliers were later excluded from the 

data, leaving 357 cases for further analysis.  According to the recommendations of 
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Tabachnik and Fidell (2001), a rule of thumb for conducting multiple regression analysis 

is to have N ≥ 104 + m, where m is the number of independent variables (p. 117).  The 

current study aimed to examine six predictor variables.  Thus, 104 + 6 = 110 cases were 

required to test regression in the current research.  The obtained sample of 357 cases was 

determined adequate in order to ensure the sufficient statistical power to test the research 

questions.  Table 4.1 shows the number of responses from each winery.  

Table 4.1  Frequency of usable questionnaires from Texas wineries 

Winery Location Frequency Percent

Winery 1  (North Texas) 7 2.0

Winery 2  (North Texas) 80 22.4

Winery 3  (West Texas, Texas High Plains) 100 28.0

Winery 4  (South East Texas) 70 19.6

Winery 5  (Central Texas, Texas Hill Country) 42 11.8

Winery 6  (North Texas) 58 16.2

Total 357 100

 

4.5.1  Sociodemographic Characteristics of the Sampled Population 

 Descriptive statistics were employed to obtain a representation of the sample.  

The sociodemographic characteristics tested were gender, age, education, income, 

occupation, and place of residence. 

 Forty-six percent of the visitors were male, and 54% were female.  These 

numbers seemed consistent with other studies, which reported a similar gender 

percentage of wine consumers.  Females generally represent a higher percentage of wine 
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consumers compared to males (Adams Beverage Group, 2005; Barber & Almanza, 2006; 

Hoffman, 2000; Lesch, Luk, & Leonard, 1991). 

 The average age of the respondents was 41 years, ranging from 21 to 69 years old.  

Seventy-three percent of the respondents were under 51 years of age.  Notably, 18.5% 

were younger consumers, 21 to 30 years old.  This percentage represents U.S. national 

and international trends of the wine industry, where younger consumers start to develop 

more interest in wine (Fountain & Charters, 2004; Hammett, 1997; R. Howard & Stonier, 

2002) . 

 Respondents had considerably higher levels of education than the general U.S. 

population.  Two-thirds of the sample have earned either an undergraduate or graduate 

degree.  Almost six percent of the respondents reported that they have earned an associate 

degree from vocational or technical schools.  Only 5.6% of the visitors had not attended 

college.  To compare, the U.S. Census Bureau (2000) reported that less than one quarter 

(24.4%) of the U.S. population have a bachelor’s degree or more.  And only nine percent 

of the U.S. population have advance graduate degrees. 

 Participants’ income levels were also substantially higher than the general U.S. 

population, with only 16% of the sample earning less than $40,000 as a total annual 

household income.  Almost one-third of the respondents reported that their annual 

household income exceeded $100,000.  For comparison, the median income of the U.S. 

population in 2004 was $44,473 (U.S. Census Bureau, 2004). 

 Participants were asked about their occupations.  Their responses were later coded 

into groups according to the Occupational Classification System Manual developed by 
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the Bureau of Labor Statistics (U.S. Department of Labor, 2001).  The majority of the 

visitors’ occupations (58%) were professional/technical and executive/ managerial.  

Examples of the professional and technical occupational group include engineers, 

architects, lawyers, doctors, teachers, and scientists.  Examples of the executive and 

managerial occupational group include accountants, managers, administrators, and other 

business agents.  Fourteen percent of the visitors were in sales.  Over 12 percent were 

either retired, students, or in the private sector. 

 Participants’ residential zip codes were used to classify their places of residence. 

The results also indicated that 78.2% of visitors were from Texas and 21% were from 

other U.S. states.  Out-of-state respondents represented visitors from 22 U.S. states.  Less 

than one percent of respondents were international visitors. 

 Overall, the sociodemographic background of visitors to Texas wineries (middle-

aged, educated, and with higher incomes) mirrored the profile of wine consumers in 

general.  Other studies reported similar demographic characteristics of wine consumers 

(Barber & Almanza, 2006; Chaney, 2001; Dodd & Bigotte, 1997; Lesch et al., 1991; 

Overby, Gardial, & Woodruff, 2004).  A detailed description of the sociodemographic 

characteristics of the sample is provided in Table 4.2. 
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Table 4.2  Sociodemographic characteristics of the sampled population (N = 357) 
Trait Frequency Percent
Gender 
    Male 
    Female 

 
166 
191 

46.5 
53.5

Age 
    21 - 30 
    31 - 40 
    41 - 50 
    51 - 60 
    61 + 
 

 
66 

102 
92 
68 
29 

 
18.5 
28.6 
25.8 
19.0 

8.1

Education 
    Some high school 
    High school graduate  
    Vocational / technical school 
    Some college 
    Undergraduate degree  
    Graduate degree 

 
1 

19 
20 
85 

136 
95 

0.3 
5.3 
5.6 

23.8 
38.1 
26.6 

Income 
    Under $20,000   
    $20,000 - $39,999 
    $40,000 - $59,999 
    $60,000 - $79,999 
    $80,000  -$  99,999   
    $100,000 - $119,999 
    $120,000 - $139,999 
    Over $140,000 
 

 
25 
33 
57 
66 
59 
48 
17 
50 

 
7.0 
9.2 

16.0 
18.5 
16.5 
13.4 

4.8 
14.0 

Occupation 
    Professional and technical 
    Executive and managerial 
    Sales 
    Administrative support and clerical 
    Repair and transportation 
    Service 
    Farming 
    Retired, students, private sector 
 

 
142 

65 
50 
12 
13 
24 

7 
44 

 
39.8 
18.2 
14.0 

3.4 
3.6 
6.7 
2.0 

12.3

Place of residence 
    Texas  
    Other U.S. states 
    International 

 
279 

75 
3 

 
78.2 
21.0 

0.8
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4.5.2  Wine Consumption Behavioral Characteristics of the Sampled Population 

Visitors’ behavioral characteristics with respect to their monthly wine purchases 

were examined.  Respondents varied greatly in their wine consumption behavior.  On 

average, the respondents consume 4-5 bottles of wine per month (M = 4.67, SD = 4.79) 

and spend about $66 on wine monthly (M = 65.78, SD = 70.79).  However, these amounts 

represent overall averages, and averages can be misleading in reporting results since they 

can be greatly influenced by extreme scores.  For example, less than two percent of the 

respondents reported that they consume more than 20 bottles of wine a month and spend 

more than $300 a month on wine.  Since this is only a small percentage of the sample, 

these amounts do not represent behavioral characteristics of the majority of the visitors.  

However, these extreme numbers were used for calculating the overall averages, which 

consequently increased.  Median is a better indicator of the average representation.  The 

majority of the respondents (51%) reported that they consume 3 bottles of wine per 

month.  The median dollar amount spent on wine monthly was $40.00. 

 

4.5.3  Purchasing Behavior of the Sampled Population 

 During their visits to the wineries, seventy-five percent of the visitors purchased 

wine and/or souvenirs, while 25% did not make a purchase.  The mean of the total 

amount spent at the wineries was about thirty dollars (M = 30.29, SD = 34.39); the 

median was $20.00.  The total spending represented a combined amount that visitors 

spent on wine and souvenirs.  Wine sales per person had a mean of $27.37 (90.4% of 
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sales per person), while souvenirs sales per person accounted for an average of $2.92 

(9.6% of sales per person). 

 

4.6  Data Analysis 

Once the descriptive statistics were analyzed, a series of statistical procedures 

were performed to further investigate the research questions.  The data set was first 

screened for issues that may affect the results of the multivariate analysis.  Factor 

analysis was then computed to assess the structures of the variables, followed by the 

computation of reliability coefficients.  Correlation analysis was employed to examine 

the relationships between the variables.  Finally, hierarchical multiple regression analysis 

was conducted to examine variables that predict purchasing at wineries. 

 

4.6.1  Pre-Analysis Data Screening 

 Prior to multivariate analysis, the data were examined for quality assurance.  Data 

screening included testing for missing values, outliers, normality, linearity, and 

multicollinearity. 

 

4.6.1.1  Missing Values  

 The data set was first screened for missing values, primarily to check if patterns 

exist in the missing data.  The pattern of missing data is more important than the amount 

missing (Tabachnick & Fidell, 2001).  The missing values were very few (less than .5%) 

and were scattered randomly through the data matrix.  No specific pattern was observed 
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in the missing responses.  Therefore, for the subsequent analyses, SPSS Listwise default 

was utilized, in which subjects with missing values are removed only if the missing 

values are critical to the variables being analyzed. 

  

4.6.1.2  Outliers  

 Mahalanobis distance procedure was utilized to identify multivariate outliers.  

Mahalanobis distance is defined as the distance of a case from the centroid of the 

remaining cases, where the centroid is the point created by the means of all the variables 

(Tabachnick & Fidell, 2001).  With p ≤ .01, three cases were identified as multivariate 

outliers.  These outliers seem to be random in the data set.  With only three multivariate 

outliers in the data, these cases were deleted from the further analyses.  

 

4.6.1.3  Normality and Linearity 

 Normality among variables was assessed by the examination of skewness and 

kurtosis.  Only minor deviations from normality were detected; the values were closer to 

zero and ranged between – 1 and +1.  The observed skewness and kurtosis did not deviate 

enough from normal to make a meaningful difference in the analysis.  Linearity among 

variables was assessed through the inspection of the scatterplots.  Scatterplots were close 

to elliptical shapes.  The assumption was made that normality and linearity were met. 
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4.6.1.4  Multicollinearity 

 Several tests for multicollinearity were applied.  Initially, the squared multiple 

correlations (SMC) among the independent variables were examined.  The results of the 

SMC suggested that no multicollinearity was evident.  However, the SMC method is 

generally considered insufficient for assessing multicollinearity (Mertler & Vannatta, 

2002; Tabachnick & Fidell, 2001).  Inspection of the correlation matrix reveals only 

bivariate multicollinearity.  To reliably assess multivariate multicollinearity, the 

examination of tolerance and the variance-inflation factor (VIF) is usually recommended. 

 Evaluation of multicollinearity was further tested through Collinearity 

Diagnostics.  Collinearity statistics, both tolerance and VIF, were examined.  As a rule of 

thumb, if tolerance is less than .20, a problem with multicollinearity is indicated.  

Similarly, VIF greater than 4 is an arbitrary, yet common cut-off criterion for deciding 

when a given independent variable displays high multicollinearity (Mertler & Vannatta, 

2002).  Collinearity diagnostics revealed that all independent variables had satisfactory 

tolerance and VIF scores.  No evidence of multicollinearity was found.  

 

4.6.2  Factor Analysis 

 Factor analysis was computed to determine underlying structures of the six 

independent variables: gratitude, obligation, product involvement, purchase involvement, 

product knowledge, and identity.  Factor analysis was employed to identify factors that 

statistically explain variation among the variables. 
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 Factor analysis was conducted independently for two sets of constructs.  First, two 

constructs (gratitude and obligation) comprised of six items were entered into the 

analysis.  The decision to conduct a separate factor analysis for these two constructs was 

determined by the pre-existing theory (Gouldner, 1960) and previous research on 

dimensionality of gratitude and obligation (Goei & Boster, 2005).  In the original 

reciprocity theory, Gouldner considered gratitude and obligation to be independent 

predictors of reciprocal behavior.  In a recent empirical test of the dimensionality of the 

two constructs, Goei and Boster found that the two-factor solution was consistent with 

their a priori predictions.  Conversely, their data did not fit a unidimensional model 

suggesting that gratitude and obligation do not form a single factor.  Goei and Boster 

indicated that the two constructs should be differentiated.  Hence, a separate factor 

analysis was employed for gratitude and obligation to test if they were truly two separate 

factors. 

 The analysis of the constructs included two stages: factor extraction and factor 

rotation.  Factor extraction was conducted through principal axis factoring (PAF), also 

known as common factor analysis.  Principal axis factoring and principal component 

analysis (PCA), which is most commonly used in social research, involve the same 

procedures for extracting factors from the correlation matrix.  Where they differ, 

however, involves the variance that is analyzed.  In PCA, all the variance in the observed 

variables is analyzed.  In contrast, only shared (common) variance is analyzed in PAF.  

In brief, PAF is a correlation-focused approach seeking the least number of factors which 
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can account for the common variance (correlation) of a set of variables (Tabachnick & 

Fidell, 2001).  

 In choosing between the two methods, some writers suggested that PAF provides 

more interpretable solutions (Agresti & Finlay, 1997; Mertler & Vannatta, 2002; 

Tabachnick & Fidell, 2001).  In the comparative analysis between the two procedures,  

Widaman (1993) concluded that PAF provides more accurate results in terms of 

population factor loading than PCA.  Therefore, PAF was chosen as the extraction 

method for the current research. 

 Selection of the method for factor retention was based on two recent reports of the 

factor-analytical procedures used in social studies (Kellow, 2005; Russell, 2002).  The 

reports suggested that the dominant method for deciding the number of factors to retain is 

the Kaiser criterion of eigenvalues greater than 1.0.  Nevertheless, the decision was made 

not to consider eigenvalues as a defining factor extraction criterion for this research.  The 

decision was supported by an ample body of research that questioned the Kaiser’s 

approach (Fabrigar, Wegener, MacCallum, & Strahan, 1999; Stevens, 1992; Thompson 

& Daniel, 1996; Zwick & Velicer, 1986).  Empirical evidence suggested that sole 

reliance on the eigenvalues criterion may result in retaining factors of trivial importance 

(Stevens, 1992).  As noted by Fabrigar et al. (1999), the eigenvalue greater than 1 

criterion often leads to extracting too many factors, or overfactoring.  Preacher and 

MacCallum (2003) also concluded that “there is little justification for using the Kaiser 

criterion to decide how many factors to retain” (p. 23). 
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 Kellow’s (2005) and Russell’s (2002) reports suggested that the scree test is a 

simple, yet better and more reliable procedure for factor retention.  Although the use of 

this method has been criticized by a number of writers due to its subjectivity (e.g., Kaiser, 

1970), other scholars argued that examining the scree plots for breaks provides a 

reasonably accurate indication of the number of factors (Fabrigar et al., 1999). 

 Based on these considerations, the principal axis factoring was conducted.  Factor 

rotation was performed through the varimax (orthogonal) rotation procedure, which 

assumes that factors are uncorrelated.  Two factors were extracted.  The six items entered 

into the analysis, had loadings higher than .40.  A factor loading of .40 or above as 

worthy inclusion in interpreting factors was offered by Stevens (1992).  The factor 

loadings for the rotated solution can be found in Table 4.3. 

Table 4.3  Factor loading for gratitude and obligation 
Items Factor 
 1 

Gratitude 
2 

Obligation 
Appreciation of wine tasting 
Desire to thank personnel 
Appreciation of tour 

.81 

.74 

.74 

 
 

Purchase expectation 
Socially proper thing to do 
Ethical indebtedness 
 

 .82 
.43 
.42 

 

 Factor 1 included items, which measured positive affective response to receiving 

services at a winery, namely desire to say “thank you” to winery personnel, appreciation 

of the wine tasting, and appreciation of the tour.  Thus, factor 1 was labeled gratitude.  

Factor 2 included items which measured a negative, possibly uncomfortable, state that 

 89



visitors may experience.  Items on the second factor included ethical indebtedness, 

purchase expectation, and normative pressure (e.g., “I feel that buying wine is a socially 

proper thing to do”).  This factor was named obligation.  The two factors accounted for 

55.67% of the total variance.  The results of the factor analysis for gratitude and 

obligation were consistent with previous research on dimensionality of these constructs 

(Goei & Boster, 2005), and again confirmed that gratitude and obligation can be 

empirically differentiated. 

 Next, the same factor-analytical procedures were performed to generate factor 

structures for the other independent variables.  Factor analysis was conducted to confirm 

measurement of the product involvement, purchase involvement, product knowledge, and 

identity constructs.  Dimensionalities of these constructs were tested even though the 

scales were well-established by previous research and have a history of extensive use and 

acceptable reliabilities. 

 Four constructs comprised of sixteen items were entered into the analysis.  Again, 

principal axis factoring was employed utilizing varimax rotation.  The sixteen items 

loaded into four factors: product involvement, purchase involvement, product knowledge, 

and identity.  No item was found with loading less than .40.  The four factors accounted 

for 72.93% of the total variance.  The results of the factor analysis for the four 

independent variables are presented in Table 4.4. 
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Table 4.4  Factor analysis for product involvement, purchase involvement, knowledge,  
                and identity  

Rotation Sum of Squared Loadings Factor 
Total % of Variance Cumulative % 

1 - Product involvement 3.38 24.11 24.11 

2 - Purchase involvement 2.41 17.19 41.30 

3 - Product knowledge 2.34 16.75 58.05 

4 - Identity 2.08 14.88 72.93 

 

 Based on the results of the factor analysis, six factors were accepted for 

subsequent use as independent variables to measure gratitude, obligation, product 

involvement, purchase involvement, product knowledge, and identity.  Ratings on the 

constructs were then averaged to generate overall mean scores for the six dimensions.  

 

4.6.3  Reliabilities 

Coefficient alphas were computed to obtain internal consistency estimates of 

reliability for the six constructs.  All six constructs met the minimum Cronbach’s 

coefficient reliability of .70, which indicated satisfactory reliability (Cronbach, 1951).  A 

list of the constructs reliabilities is shown in Table 4.5. 

Table 4.5  Reliability of the constructs 
Construct  Cronbach’s Alpha 
Gratitude .87 

Obligation .73 

Product Involvement .97 

Purchase Involvement .89 

Product Knowledge .91 

Identity .78 
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4.6.4  Correlation Analysis 

 Correlation analysis between the major independent variables was conducted to 

examine relationships between the variables.  Additionally, relationships between the 

independent variables and the dependent variable (total dollars spent at wineries) were 

tested.  Pearson correlation coefficients were computed.  A complete correlation matrix 

between the variables is provided in Table 4.6. 

Table 4.6  Independent and dependent variables correlation matrix  
 Gratitude Obligation Product 

Involvement 
Purchase 
Involvement 

Knowled
ge 

Identity Total 
spending 

Gratitude _ .59** .18** .09 .15** .08 .51** 
Obligation  _ -.15** -.13* -.11* -.15** .36** 
Product 
Involvement   _ .45** .74** .62** .32** 
Purchase 
Involvement    _ .42** .46** .23** 
Knowledge     _ .59** .32** 
Identity      _ .21** 
Total 
spending        _ 

 
Note: * p < .05.  ** p < .01. 
 

 Correlation analysis revealed no signs of high correlation between the 

independent variables, except for a relatively high positive correlation between visitors’ 

knowledge about wine and visitors’ involvement with wine (r = .74, p < .01).  These 

findings are hardly surprising.  Usually consumers who are highly involved with a 

product tend to seek more information about the product and therefore, possess higher 

levels of knowledge than low involved consumers.  Despite the high correlation between 

product involvement and knowledge, the decision was made to retain both variables in 
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the regression analysis because the correlation between the two variables seemed logical.  

Furthermore, from the statistical viewpoint, the two constructs loaded on two separate 

factors.  Collinearity diagnostics revealed no evidence of multicollinearity between the 

two variables. 

 Further examination of the correlation matrix revealed that gratitude significantly 

positively correlated with two independent variables, product involvement and 

knowledge (r = .15, p < .01; r = .17, p < .01, respectively).  These results suggested that 

the higher the levels of involvement and knowledge, the higher the levels of gratitude. 

 Contrary to gratitude, the direction of the relationships between obligation and the 

independent variables was negative.  Although the relationship was not strong, obligation 

was significantly correlated with visitors’ product involvement (r = -.15, p < .01), 

purchase involvement (r = -.13, p < .05), knowledge (r = -.11, p < .05), and identity (r = -

.15, p < .01).  In other words, as the level of visitors’ involvement, knowledge, and 

identity increases, the level of obligation to make a purchase decreases. 

 The negative relationship between obligation and wine consumer characteristics 

seemed reasonable.  Highly involved and knowledgeable consumers, as well as those 

who identify themselves as experienced wine tourists, are usually more discriminating in 

their choices.  For such visitors, certain aspects of their visits to wineries are particularly 

important, for example assortment of wines or highly educated winery personnel.  Since 

their priorities are set differently from those of less involved visitors, highly involved 

visitors feel less obliged to buy wine.  Typically, their expectations of the quality of 

services at wineries are high.  Unless those expectations are met or exceeded, highly 

 93



involved and knowledgeable visitors are unlikely to feel obligated to buy.  If, however, 

such visitors are satisfied with their experiences at a winery, they feel appreciation.  In 

contrast to obligation, higher levels of involvement, knowledge, and identity do not 

appear to lower feelings of gratitude. 

 Similarly, correlation between purchase involvement and obligation was found 

negative.  Perhaps those visitors, who assign high levels of importance to a particular 

purchase, focus more on the product characteristics and less on obligation to buy.  In 

addition, visitors who are highly involved with a particular purchase may come to a 

winery with an already developed sense of obligation - the need to find the right wine.  If 

the purchase is really important to a visitor, such internal obligation can be so strong that 

it diminishes other types of obligation - compliance with social norms in particular. 

 Another interesting finding was a relatively high positive correlation between 

gratitude and obligation (r = .59, p < .01).  These results mirrored the proposition of the 

original reciprocity theory that while gratitude and obligation operate independently, they 

are closely interrelated (Gouldner, 1960).  Previous research on gratitude and obligation 

dimensionality also revealed significant positive correlation between the two constructs 

(Goei, 2003). 

 With reference to the relationship between the dependent and the independent 

variables, total spending at wineries significantly correlated with all six independent 

variables, and the relationships were positive.  Pearson correlation coefficients for 

individual variables were examined.  The correlation between gratitude and the amount 

of money spent at wineries was the highest (r = .51, p < .01), followed by the correlation 

 94



between obligation and total spending at wineries (r = .36, p < .01).  These findings 

suggested that the higher visitors’ feelings of gratitude and obligation while at a winery, 

the more they are going to spend on wine and/or souvenirs. 

Significant correlations between gratitude, obligation, and the dollar amount spent 

at wineries were consistent with the results of additional measure of gratuity purchasing 

in the present study.  For additional measurement of gratitude and obligation, the 

researchers summarized the key reasons for gratuity purchasing into four factors.  

Respondents were asked to determine the weight of each factor for their decisions to 

purchase wine.  The total number of points assigned to the four factors must add to 10.  

The results of the ranking suggested that visitors assigned the highest number of points to 

the “appreciation of the winery personnel” factor (M = 4.66, SD = 2.73), followed by 

“buying wine was a socially right thing to do” (M = 3.28, SD = 2.63).  Thus, gratitude 

and obligation seem to be the most influential factors for visitors’ buying decisions.  In 

general, the results of the correlation analysis suggested that factors chosen as the 

independent variables for this study significantly correlated with the amount of money 

spent at wineries, and therefore, may be significant predictors of purchasing.  Multiple 

regression analysis was further conducted to test the prediction relationships. 

  

4.6.5  Multiple Regression Analysis 
 
 Hierarchical multiple regression was employed to predict visitors’ purchasing at 

wineries.  The criterion variable was purchasing at wineries (i.e., total dollars spent).  The 

predictor variables were divided into two sets.  The first set of predictors included 
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product involvement, purchase involvement, product knowledge, and identity, while the 

second set included gratitude and obligation.  The decision to separate the predictors into 

two sets was based on conceptual differences between the factors. 

 Involvement, knowledge, and identity are consumer characteristics, which 

represent the importance of wine and wine tourism in visitors’ lives.  In contrast, 

gratitude and obligation are not necessarily related to visitors’ overall interest in wine, but 

rather represent feelings that visitors may experience while at a winery.  These feelings 

are primarily associated with visitors’ perceptions of services and winery personnel.  

Visitors may experience gratitude and obligation, regardless of the significance of wine 

in their lives.  However, when combined with certain consumer characteristics, such as 

involvement, knowledge, and identity, gratitude and obligation may enhance visitors’ 

decision to buy wine.  The six constructs were expected to predict purchasing at wineries 

and therefore, were included in the regression analysis as the independent variables.  The 

results of the hierarchical regression are presented in Table 4.7. 

Table 4.7  Summary for hierarchical multiple regression analysis for predicting    
      purchasing at wineries (N = 357) 

Step R2 Adjusted R2 R2 change F change df1 df2 Significance 
F change 

1 .12 .11 .12 12.28 4 351 .00** 

2 .36 .35 .24 64.60 2 349 .00** 

 
Note:   ** p < .01. 
 1. Predictors:  product involvement, purchase involvement, knowledge, identity. 
 2. Predictors:  product involvement, purchase involvement, knowledge, identity, 
   gratitude, obligation. 
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 The regression analysis was conducted in two steps to determine how well each 

set predicts the criterion over and above the other set.  The first step was used to evaluate 

whether involvement, knowledge, and identity predict purchasing at wineries.  The four 

measures accounted for a significant proportion of the purchasing variability, R2 = .12, 

adjusted R2 = .11, F(4, 351) = 12.28, p < .01. 

 After controlling for the level of involvement, knowledge, and identity, the 

change in R2 associated with adding the second block of variables was examined to 

evaluate the increment value of gratitude and obligation.  The change of R2 from the first 

set to the second set was statistically significant, R2 change = .24, F(2, 349) = 64.59,  

p < .01.  These results suggested that gratitude and obligation explained 24% of the 

unique variance in the criterion variable.  Therefore, gratitude and obligation were found 

to be positively associated with the amount of money visitors spend at wineries.  All six 

predictor variables accounted for 36% of the variance in the dependent variable.   

 The coefficient matrix was further examined to evaluate contributions of the 

individual predictors.  Six independent variables were entered into the regression analysis 

to test whether these variables can predict visitors’ purchasing behavior.  The results 

indicated that gratitude, obligation, product involvement, purchase involvement, and 

knowledge predict gratuity purchasing at wineries.  Coefficients for each predictor in the 

regression analysis are presented in Table 4.8. 
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Table 4.8  Coefficients for predictors of purchasing at wineries (N = 357) 
Step Predictor Variables   B SE B Beta   p 
1 Product Involvement 

Purchase Involvement 

Knowledge 

Identity 

3.44 

2.00 

3.39 

-1.03 

1.57 

1.11 

1.55 

1.54 

.18 

.10 

.17 

-.05 

.03* 

.04* 

.03* 

.50 

2 Product Involvement 

Purchase Involvement 

Knowledge 

Identity 

Gratitude 

Obligation 

2.79 

2.17 

2.82 

-.14 

6.09 

4.79 

1.36 

.96 

1.33 

1.32 

1.05 

1.25 

.14 

.11 

.14 

-.01 

.34 

.22 

.04* 

.02* 

.04* 

.92 

.00** 

.00** 

 
Note: * p < .05.  ** p < .01.  
  

 Coefficients for product and purchase involvement, as well as for product 

knowledge, were significant.  It can be concluded, therefore, that higher levels of product 

involvement, purchase involvement, and product knowledge predict larger expenditures 

at wineries. 

 Although a significant relationship between purchasing at wineries and visitors’ 

identities as wine tourists was expected, none was found.  Identity salience was not found 

a statistically significant predictor.  The results of the study suggested that the tourism 

aspect of visits to wineries was important to visitors (M = 4.57, SD = 1.51).  The 

correlation matrix revealed a positive significant relationship between identity and other 

consumer characteristics, such as product involvement, purchase involvement, and 

knowledge.  In addition, visitors’ identities as wine tourists positively correlated with the 
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amount of money spent at wineries (r = .21, p < .01).  However, in combination with the 

other predictor variables, identity did not contribute significantly to visitors’ purchasing.  

It appears that the relationship between identity salience and expenditures at wineries was 

mediated by the relationship between other factors and total dollars spent at tasting 

rooms.  Perhaps, the other independent variables were such strong predictors of 

purchasing that they surpassed the power of the identity variable.  As a result, identity 

salience was not discriminated as an independent predictor of purchasing. 

 Both gratitude and obligation accounted for a significant amount of purchasing 

variability, indicating that those visitors who feel gratitude and obligation while visiting 

wineries spend more money on wine and/or souvenirs.  Moreover, gratitude and 

obligation were found to be the most influential predictors of purchasing (β = .34, β = 

.22, respectively).  It can be concluded that as visitors’ feelings of gratitude and 

obligation increase, the amount of money they spend on wine and/or souvenirs at tasting 

rooms also increases. 

The research question asked whether gratitude, obligation, visitors’ product 

involvement, purchase involvement, product knowledge, and identity can predict visitors’ 

decisions to purchase wine at a winery.  The results of the regression analysis indicated 

that out of the six independent variables, five were found predictors of how much visitors 

will spend at wineries.  These predictors are gratitude, obligation, product and purchase 

involvement, and knowledge.  Together these attributes explain purchasing at wineries 

and aid to understanding reasons that motivate people to buy wine. 
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4.7  Conclusions, Implications, and Recommendations 

The purpose of the study was to investigate the role that gratitude and obligation, 

along with other consumer characteristics, play in wine purchases at wineries.  The 

results of this research empirically supported the basic proposition of reciprocity theory 

that people feel appreciation and a need to reciprocate for positive behavior received.  

The study demonstrated that gratitude and obligation, widely investigated concepts in 

psychology and sociology, are also applicable to consumer behavior.  Gratitude and 

obligation were found to be strong predictors of visitors’ purchasing behavior at wineries. 

The research found that those visitors, who feel gratitude and obligation while at a 

winery, are likely to spend more money on wine and/or souvenirs at the end of their 

visits.  When customers feel thankful to the personnel for the time spent with them 

providing a tour, wine tasting, and other educational assistance, they may feel that buying 

a bottle of wine is the least they can do to repay the hospitality.  It is also possible that 

when visitors get free wine tasting, for example, they feel obliged to buy wine.  Thus, 

gratitude and obligation can predict purchasing at wineries. 

Product involvement, purchase involvement, and product knowledge also appear 

to be related to the decision to purchase wine at a winery.  The results of this study 

indicated that involvement (both product and purchase) and knowledge about the product 

can predict visitors’ purchasing at tasting rooms.  Identity salience, however, was not 

discriminated as an independent significant predictor of purchasing at wineries. 

Generally, highly involved and knowledgeable wine consumers tend to spend 

more money on wine than less involved and knowledgeable consumers.  This research 
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additionally found that if highly involved and knowledgeable winery visitors feel 

appreciation for their experiences, they are likely to spend more money at wineries.  If, 

however, they are not fully satisfied with their visits, they do not feel obligated to buy 

wine.  Since such customers posses higher levels of knowledge about the product, they 

are more selective in their buying decisions and more demanding with respect to services 

at wineries.  It appears that highly involved and knowledgeable visitors buy wine at 

tasting rooms only when they feel grateful, but not obliged. 

Wineries’ managers need to consider the effect of gratitude and obligation on 

visitors’ purchasing decisions.  Since gratitude and obligation appear such strong 

predictors of buying decisions, visitors’ experiences at wineries need to be enjoyable for 

gratitude to occur.  Gratitude, in turn, can lead to obligation to repay the hospitality of the 

personnel. 

The most effective way to generate feelings of gratitude is high quality customer 

service.  However, in today’s highly competitive business world, customers have more 

choices of where to spend their money.  As an illustration, wine prices are typically 

higher at the winery than at retail stores.  Even if visitors liked the wine, they can still 

decide not to buy it at the tasting room, but to purchase the wine later at a grocery or 

liquor store.  Thus, winery managers need to make sure their visitors really enjoyed the 

visit to the tasting room, and not merely enjoyed the wine. 

Customers’ expectations should no longer be simply met, but need to be exceeded 

in order for customers to feel gratitude and appreciation.  With more people getting 

interested in wine, one outcome that visitors may expect from their visits to a winery is 
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learning more about the product.  Many people admit that they have a lack of confidence 

when choosing wine and are afraid to appear unknowledgeable when discussing wine.  

Any marketing effort from winery management offering reassurance is likely to win 

consumer support.  Customers are looking for knowledgeable winery personnel at tasting 

rooms.  At the same time, people who work at wineries should be careful not to appear 

superior in their knowledge.  Visitors will feel appreciation only when they feel genuine 

hospitality.  The tasting rooms managers need to assure that their customers leave with 

positive attitudes towards the winery and its wines. 

It may also be possible that when consumers feel appreciative, not only do they 

spend more money on wine at a winery, but their feelings of gratitude may carry over to 

customer loyalty.  A visit to a tasting room can become a foundation for deeper 

relationships between the winery and its customers.  Customer loyalty is the key 

objective for winery management as repeat customers tend to spend more money on 

subsequent visits.  Further research needs to be conducted to investigate whether the 

relationship exists between gratitude and brand loyalty.  

 102



CHAPTER V 

IMPORTANCE OF WINERY VISITOR GROUP SIZE  

ON FEELINGS OF GRATITUDE AND OBLIGATION 

 
 

5.1  Abstract 

 Building on reciprocity theory, the study investigated the role of gratitude and 

obligation in wine purchases at tasting rooms.  In addition, the research examined the 

presence of travel companions with respect to purchasing behavior.  Specifically, the 

study investigated whether purchasing at wineries depended on how many people there 

were in the group. Gratitude and obligation strongly correlated with visitors’ purchasing 

at wineries.  Also, visitors who traveled to wineries in smaller groups felt more grateful 

to winery personnel and more obliged to buy wine than those visitors who traveled in 

larger groups.  Implications for wine managers are included. 

Key Words: wine tourism, gratitude, obligation 

 

5.2  Introduction 

 Wine tourism is big business across the United States and worldwide.  According 

to the Wine Institute (2004), more than 14 million people visit Californian wine-

producing areas each year.  Tourism directly related to the wine industry in California 

results in expenditures of $1.3 billion annually.  California has a long history associated 

with wine.  However, wine tourism also has been developing in other U.S. states, which 

have not been traditional wine making regions.  The Texas Wine Marketing Research 

Institute reported that the overall impact of the wine industry on the state economy was 
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due to substantial expenditures in hospitality and tourism related to the wine industry.  In 

2004, tourists visiting Texas wineries spent an estimated $27.7 million (Dodd et al., 

2004). 

 In the worldwide context, Australia was one of the first countries to recognize that 

both national tourism and wine industries can capitalize on the growing interest in 

visiting wine regions.  The Winemakers Federation of Australia (2005) recently reported 

that the estimated value of wine tourism in Australia is nearly $1 billion. 

 Wine tourism has also blossomed in South Africa.  According to the South Africa 

Wine Industry Information and Systems Organization (2004), wine tourism is the fastest 

growing industry in the country.  Recently, some Eastern European countries like 

Hungary, have begun to establish wine trails in an effort to attract Western European 

tourists (C. M. Hall et al., 2000).  Thus, wine tourism can provide positive contributions 

to both the wine and tourism industries, as well as to regional economies. 

 The current study aimed to demonstrate the importance of consumer behavior in 

wine tourism.  An understanding of wine tourists’ purchasing behavior can help provide 

important insights for wineries managers.  By drawing on the consumer behavior and 

social psychology research, this study extended current wine marketing literature. 

 Sometimes, wine purchasing decisions can be explained simply by objective 

characteristics of the product, for example price of the wine.  Subjective consumer 

preferences, such as taste of wine or preferences for certain varietals, are likely to have 

considerable impacts on purchasing decisions as well. 
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 In many instances, however, the real reasons for purchases may be subconscious 

and difficult to identify.  For example, visitors to wineries may feel grateful to winery 

personnel for the quality of services received while at the winery.  These feelings of 

gratitude may trigger a desire to buy wine to show appreciation to winery personnel.  

Alternatively, a sense of obligation, rather than gratitude, may be dominant.  This sense 

of obligation may be the result of the free tasting and hospitality offered at the winery.  

The current study attempted to investigate feelings of gratitude and obligation that may 

prompt purchasing at wineries. 

 From the marketing approach, gratitude and obligation may lead to what is 

suggested to be called gratuity purchasing.  According to the Oxford English Dictionary, 

gratuity means, “a gift or present (usually of money), often in return of favor or services, 

the amount depending on the inclination of the giver” (Simpson & Weiner, 1989, p. 780).  

The Random House Webster’s College Dictionary suggested the following definition of 

gratuity: “(a) something given without claim or demand, (b) something given voluntarily, 

usually for service” (Random House Webster's College Dictionary, 1998, p. 43).  Thus, 

the term gratuity purchasing seems appropriate to the context of investigation.  Gratuity 

purchases then are products or services bought by consumers fully or partly due to a 

perceived need to repay benefits received from a business or its employees (Dodd & 

Kolyesnikova, 2005). 

 No previous studies were located which examined feelings that may stimulate 

gratuity purchasing.  The current study aimed to examine feelings of gratitude and 
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obligation that may lead to a perceived need to buy wine in return for services received at 

a winery. 

 Furthermore, the study investigated whether expenditures at wineries were 

influenced by the presence of travel companions at the time of purchasing.  The idea that 

other people’s opinions impact customers’ choice of products has been suggested for 

some time (Holbrook et al., 1990; McCall & Simmons, 1978; Ward, 1974).  Despite 

consumer researchers’ long recognition that social context (i.e., presence of other people) 

is of great significance to product consumption, there is a lack of research related to the 

social nature of consumer behavior.  The current study examined whether differences 

existed between smaller and larger groups of visitors in terms of gratitude, obligation, 

and purchasing behavior at wineries.  By drawing on consumer behavior, marketing, and 

social psychology literature, the study extended current research on wine consumers. 

 

5.2.1  Problem Statement 

 Although comprehensive research has been conducted recently on wine tourists 

(Brown & Getz, 2005; J. Bruwer, 2003; Charters & Ali-Knight, 2002; Mitchell et al., 

2000; Yuan et al., 2005), no previous studies were located which examined a need to buy 

wine in return for services provided at wineries.  The role of gratitude and obligation has 

not been investigated previously in the wine tourism context. 
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5.2.2  Purpose of the Study 

 The current study aimed to analyze the influence of various factors on visitors’ 

decisions to buy wine at wineries.  Specifically, the study attempted to explore whether or 

not winery visitors feel a need to buy wine due to a perceived need to reciprocate for 

services received at tasting rooms.  Furthermore, the study aimed to examine whether 

differences existed with respect to gratitude and obligation depending on the number of 

visitors in the group.  Overall, the primary purpose of this study was to add to the 

knowledge about wine tourists. 

 

5.2.3  Research Questions 

 Based on the purpose of the study, two research questions were advanced. 

 RQ1.  Do visitors of smaller and larger groups differ in terms of their purchasing 

behavior at wineries? 

 RQ2.  Are there differences between smaller and larger groups of visitors with 

respect to gratitude and obligation? 

  

5.3  Literature Review  

 Gratuity purchasing can be theoretically supported by a concept known in social 

psychology as reciprocity.  The basic proposition of the reciprocity rule is that people 

feel obligated to make future repayments for what they have received.  Simply put, 

people feel a need to repay, in kind, what other people have provided them.  For example, 

if somebody helps us, we often feel a need to repay the kindness later.  Most people 
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almost instantly feel a sense of obligation after someone treats them kindly (Whatley et 

al., 1999).  According to the reciprocity norm, people feel an emotional need to 

reciprocate for positive behavior received.  In other words, in response to friendly 

actions, people frequently behave nicer and more cooperatively than predicted by the 

self-interest model (Fehr & Gachter, 2000). 

 In explaining how the rule works, the author of the original reciprocity theory, 

Alvin Gouldner (1960), stated, “Insofar as men live under such rule of reciprocity, when 

one party benefits from another, an obligation is generated.  The recipient is now 

indebted to the donor, and he remains so until he repays” (p. 174).  The norm of 

reciprocity, therefore, creates motives for returning benefits. 

 Reciprocity has applications in numerous fields related to human behavior.  In 

negotiations, lawyers are often advised to use the reciprocity rule to persuade their 

counterparts to make concessions.  One way to achieve concessions is for a lawyer to 

start with a concession.  This can create in a counterpart a sense of obligation to respond 

similarly (Guthrie, 2004).  In retailing, food stores offer free samples in hope that 

consumers will like the product and perhaps feel some obligation to buy (Cialdini, 2001).  

Likewise, banks offer free trial periods for new services; health clubs offer free workouts.  

Customers are thus exposed to products or services without taking a risk of purchasing 

them; but businesses also anticipate that free trials will make customers feel indebted to 

buy their goods or services.  Because reciprocity appears to be a universal phenomenon, 

it can be applied to virtually any aspect of social life, be it psychology, communication, 

law, political persuasion, retailing, or marketing, just to name a few. 
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 In addition to numerous examples of how human behavior can be regulated by 

reciprocity, there is ample empirical evidence to support reciprocity theory.  Social 

scientists argue that reciprocity is one of the earliest and most powerful moral principles 

taught to children, and therefore, is a social norm (Berkowitz, 1972; Cialdini & Rhoads, 

2001; Elster, 1989; Whatley et al., 1999).  Stated differently, we are taught from early 

childhood that returning kindness is simply the proper thing to do.  Furthermore, a person 

who violates the reciprocity rule by denying to return the good acts, is disliked by the 

social group (Cialdini, 2001).  Further review of the theoretical background leads to the 

introduction of the key forces that explain the norm of reciprocity, namely gratitude and 

obligation. 

 

5.3.1  Gratitude and Obligation 

 In his original theory, Gouldner (1960) suggested that the two conditions that 

make the reciprocity rule work, are gratitude and obligation.  Gouldner mentioned that 

these two states operate as independent predictors of reciprocal behavior, “the sentiment 

of gratitude joins forces with the sentiment of rectitude and adds a safety-margin in the 

motivation to conformity” (p. 176).  To summarize this consideration, as beneficiaries of 

favors, people feel indebted to repay benefits due to compliance with social norms (state 

of obligation).  On the other hand, there is an alternative psychological condition that 

makes a grateful beneficiary reciprocate out of a desire to show appreciation to a 

benefactor (state of gratitude). 
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 Both gratitude and obligation can be antecedents of reciprocal actions, either 

independently or jointly.  To illustrate this claim, visitors to wineries may feel a need to 

buy wine because leaving without a purchase may be perceived as deviation from social 

norms, in this case - the reciprocity norm.  Yet, purchasing can occur not so much due to 

the sense of obligation, but rather out of a desire to show gratitude for enjoyable 

experiences.  For example, visitors learned a lot of new information about wines and felt 

appreciation to the winery personnel for an interesting tour.  Purchasing can then be a 

way to express gratitude. 

 In reality, however, it is seldom “one way or the other.”  Typically, feelings of 

gratitude and obligation are interrelated, and consumers do not differentiate between the 

two, at least not intentionally.  Nevertheless, it is easy to imagine situations where a 

consumer may feel grateful, but not obliged; as well as obliged, but not grateful.  

Therefore, it is important to note that conceptual differences between gratitude and 

obligation exist and the two terms should be distinguished empirically. 

 From the research perspective, many scholars acknowledge that the two 

constructs can operate independently.  Attempts have been made to investigate the impact 

of each factor on reciprocal behavior.  There is empirical evidence that gratitude can be a 

predictor of reciprocal actions (Goei & Boster, 2005; Graham, 1988).  Several studies 

implied that gratitude can potentially explain further compliance (Emmons & Crumpler, 

2000; McCullough et al., 2001).  The studies on obligation, however, provided 

inconsistent results regarding the role of obligation in the favor-compliance relationships.  

Some studies have found that favor increases obligation, and obligation, in its turn, 
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increases compliance (Greenberg & Frisch, 1972; Greenberg & Saxe, 1975).  Other 

studies reported no relationship between obligation and compliance (Goei & Boster, 

2005). 

 Despite the stream of empirical research on reciprocity in social psychology, very 

little has been written about the subject in marketing.  Initial attempts have been made to 

highlight the need of reciprocity in the development of business relationships (Callaghan 

et al., 1995; Pervan et al., 2004; Pervan & Johnson, 2000; Yau et al., 2000).  In the 

business context, reciprocity has been defined as the dimension of business relationship 

that causes either party to provide favors or make allowances for the other in return for 

similar favors or allowances to be received at a later date (Callaghan et al., 1995; Yau et 

al., 2000).  Previous marketing research focused mainly on the role of reciprocity in the 

business-to-business context (Bagozzi, 1995; Pervan & Johnson, 2000; Yau et al., 2000).  

The implications of these studies were that, along with other attributes, reciprocity is an 

appropriate dimension of the relationship marketing orientation.  However, to the 

researcher’s knowledge, no previous studies examined the norm of reciprocity from the 

consumer behavior viewpoint.  Previous marketing research on reciprocity virtually 

ignored the consumer perspective. 

 With a very few exceptions, the existing research on reciprocity did not take into 

consideration additional external or internal factors that may influence individual levels 

of gratitude and obligation.  Some researchers examined the effect of public versus 

private conditions on gratitude and obligation (Whatley et al., 1999).  Others investigated 

the relationship between a beneficiary and a benefactor (Bar-Tal et al., 1977; Goei & 

 111



Boster, 2005).  However, previous research on factors that can potentially influence 

individual levels of gratitude and obligation is very limited.  Yet, several social scientists 

suggested that personality characteristics, for example, can increase the likelihood that a 

recipient would construe a favor in terms of gratitude (e.g., Emmons & McCullough, 

2003; Lazarus & Lazarus, 1994). 

 There appears a need to look at additional factors that can potentially influence 

purchasing at wineries.  In the present research, gratuity purchasing was approached not 

only as a combination of gratitude and obligation, but also with respect to the number of 

visitors in the group.  The presence of travel companions was investigated with respect to 

gratuity purchasing.  In other words, the research examined whether purchasing at 

wineries depended on how many people there were in the group. 

 

5.3.2  Wine Tourism Research Overview 

 Although there has been a substantial growth of studies on wine tourists in recent 

years, the amount of research is extremely small compared to other service industries 

such as retailing.  Studies on wine tourists focused mainly on consumers’ 

sociodemographic characteristics (Dodd & Bigotte, 1997), psychographic attributes 

(Charters & Ali-Knight, 2002), combined with attitudinal measures (Dodd & Gustafson, 

1997).  Several consumer behavior attributes were examined, including product and 

purchase involvement (Dodd, 1994; Yuan & Dodd, 2001), experience and social 

interaction (R. Groves et al., 2000), occasion (J.  Hall & Lockshin, 1999), and consumer 

knowledge about wine (Dodd et al., 2005).  These attributes have been found explanatory 
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for wine purchasing behavior.  However, no studies were found that addressed the social 

psychological perspective of wine tourists’ behavior. 

 Wine consumer researchers previously have recognized the importance of social 

situations for wine consumption (Johan Bruwer, Li, & Reid, 2002; Gouldner, 1960; R. 

Groves et al., 2000; Spawton, 1991).  In social situations, people may be concerned about 

what others will think of their wine selection and how they will appear if they make a 

poor choice (J. Hall & Winchester, 2000).  Yet, most of these studies did not use social 

situations as a subject of primary investigation.  With reference to wine tourism, winery 

visitors are often viewed as individuals who travel to wineries alone.  In reality, however, 

wine tourists most often travel in the presence of others and tourists’ choices of 

destination, as well as purchasing decisions, may be influenced by travel companions. 

 The brief overview of the wine tourism research revealed a need to approach wine 

tourists behavior from the sociological perspective.  Specifically, the current research 

examined the role of gratitude and obligation in gratuity purchasing.  In addition, the 

importance of travel companions’ presence was investigated in the wine tourism context. 

 

5.4  Methodology 

 The population of interest was visitors to wineries in Texas.  Six wineries 

geographically dispersed throughout the state of Texas, were used as sites to gather data 

from visitors.  Data collection was conducted during the weekends of summer 2005.  

Research personnel collected data by personal distribution of the questionnaire to winery 

visitors.  It is important to note that attempts were made to include both visitors who 
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bought wine and/or souvenirs at the tasting rooms and those who did not make a 

purchase.  The decision to include all visitors, regardless of their purchases, was 

determined by the purpose of the study to examine feelings of gratitude and obligation, or 

lack thereof, while at a winery.  

 The questionnaire was designed to measure a number of factors that may affect 

consumer purchasing decisions at wineries.  With respect to gratitude and obligation, no 

scale was located that could be directly applied to the current study.  Most research on 

reciprocity in psychology and sociology was qualitative and employed scenario or 

experiment-based methodologies.  It is not until recently that significant attempts have 

been made to empirically test the dimensionality of the gratitude and obligation measures 

(Goei & Boster, 2005).  Goei and Boster found that the two constructs can be empirically 

distinguished. 

 The current study was quantitative in nature.  A structured instrument to measure 

visitors’ feelings of gratitude and obligation was necessary.  It was determined that 

gratuity purchasing should not be measured as a single construct, but rather be 

approached as a combination of reasons (i.e., antecedents).  Therefore, a multi-item scale 

was developed to measure gratitude and obligation.  Several items were included on the 

scale to allow for elimination of poor performing items through pretesting. 

 Both pretesting and pilot study were employed in the study reported herein.  

Pretesting was administered to undergraduate hospitality students at a southwestern 

university.  Simulated scenarios were developed to create a situation similar to visiting a 

winery.  The scenarios ended with a list of open-ended questions about feelings of 
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gratitude, obligation, and other factors that could potentially lead to gratuity purchasing.  

The purpose of the pretesting was to obtain a comprehensive list of reasons for 

purchasing.  Based on the analysis of the participants’ responses, an initial list of items 

that could potentially be antecedents to gratuity purchasing was developed. 

 The researchers then employed a second pretesting to ensure the power of 

measurement.  The second pretesting was conducted through focus group.  Twelve 

people, who have visited wineries previously, were recruited to participate in the focus 

group.  During the focus group discussion, questions were asked about factors that 

influenced the participants’ decisions to buy or not to buy wine and/or souvenirs while at 

a winery.  Given that gratuity purchasing may be of a subconscious nature, questions 

about feelings of appreciation to winery personnel, obligation, normative pressure, and 

other factors related to gratuity purchasing were asked both indirectly and directly. 

 Based on the content analyses of the scenarios generated for the pretest and the 

focus group, the final list of six items to measure gratitude and obligation was included 

on the questionnaire.  A seven-point Likert scale was used to measure gratitude and 

obligation.  A pilot study was conducted to gain information about the data collection 

process, as well as to identify problems with regards to the developed questionnaire.  

Several minor alterations to the instrument were made as a result of the pilot study. 

 The data were analyzed using a number of statistical procedures including 

descriptive statistics, factor analysis, correlation, and ANOVA.  Descriptive statistics 

were employed to provide an overview of visitors to Texas wineries and some of their 

behavioral characteristics, such as wine consumption quantities and the amount of money 
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spent on wine monthly.  Factor analysis was computed to determine underlying structures 

of the gratitude and obligation constructs.  Correlation analysis was used to assess 

correlation indices between the variables.  Finally, a series of ANOVA was employed to 

examine differences in purchasing behavior, gratitude, and obligation based on the 

number of visitors in the group. 

 

5.5  Findings 

5.5.1  Sociodemographic Characteristics of the Sampled Population 

 A total of 357 questionnaires were collected at Texas wineries.  Descriptive 

statistics were employed to obtain a representation of the sample.  The sociodemographic 

characteristics tested were gender, age, education, and income.  Forty-six percent of the 

visitors were male, and 54% were female.  These numbers seemed consistent with other 

studies, which reported a similar gender percentage of wine consumers.  Females 

generally represent a higher percentage of wine consumers compared to males (Adams 

Beverage Group, 2005; Barber & Almanza, 2006; Hoffman, 2000; Lesch et al., 1991). 

 The average age of the respondents was 41 years, ranging from 21 to 69 years old.  

Seventy-three percent of the respondents were under 51 years of age.  Notably, 18.5% 

were younger consumers, 21 to 30 years old.  This percentage represents U.S. national 

and international trends of the wine industry, where younger consumers start to develop 

more interest in wine (Fountain & Charters, 2004; Hammett, 1997; R. Howard & Stonier, 

2002). 
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 Respondents had high levels of education.  Two-thirds of the sample has earned 

either an undergraduate or graduate degree.  Almost six percent of the respondents 

reported that they have earned an associate degree from vocational or technical schools.  

Only 5.6% of the visitors had not attended college. 

 Participants’ income levels were substantially higher than the general U.S. 

population, with only 16% of the sample earning less than $40,000 as a total annual 

household income.  Almost one-third of the respondents reported that their annual 

household income exceeded $100,000.  For comparison, the median income of the U.S. 

population in 2004 was $44,473 (U.S. Census Bureau, 2004). 

 Overall, the sociodemographic background of visitors to Texas wineries (middle-

aged, educated, and with higher incomes) mirrored the profile of wine consumers in 

general.  Other studies reported similar demographic characteristics of wine consumers 

(Barber & Almanza, 2006; Chaney, 2001; Dodd & Bigotte, 1997; Lesch et al., 1991; 

Overby et al., 2004). 

 Visitors’ behavioral characteristics were examined with respect to their monthly 

wine consumption quantities and purchases.  The majority of the respondents (51%) 

reported that they consume 3 bottles of wine per month.  The median dollar amount spent 

on wine monthly was $40.00. 

 During their visits to the wineries, seventy-five percent of the visitors purchased 

wine and/or souvenirs, while 25% did not make a purchase.  The mean of the total 

amount spent at the wineries was about thirty dollars (M = 30.29, SD = 34.39); the 

median was $20.00.  The total spending represented a combined amount that visitors 
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spent on wine and souvenirs.  Wine sales per person had a mean of $27.37 (90.4% of 

sales per person), while souvenirs sales per person accounted for an average of $2.92 

(9.6% of sales per person). 

 

5.5.2  Factor Analysis 

 Principal axis factoring with a varimax rotation was used to examine underlying 

structures of the gratitude and obligation constructs.  Six items were entered into the 

analysis.  Two factors were extracted.  Factor 1 included items which measured positive 

affective response to receiving services at a winery, namely desire to say “thank you” to 

winery personnel, appreciation of the wine tasting, and appreciation of the tour.  Factor 1 

was labeled gratitude.  Factor 2 included items which measured a negative, possibly 

uncomfortable, state that visitors may experience.  Items on the second factor included 

ethical indebtedness, purchase expectation, and normative pressure (e.g., “I feel that 

buying wine is a socially proper thing to do”).  The second factor was named obligation.  

No item was found with loading less than .40.  The two factors accounted for 55.67% of 

the total variance.  

 Coefficient alphas were then computed to obtain internal consistency estimates of 

reliability of the scales.  Both constructs met the minimum Cronbach’s coefficient 

reliability of .70, which indicated satisfactory reliability (Cronbach, 1951).  The 

coefficient alphas for gratitude and obligation were .87 and .73, respectively. 
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5.5.3  Correlation Analysis 

 Correlation analysis was conducted to examine relationships between the 

variables.  Correlation analysis revealed a relatively high positive significant correlation 

between gratitude and obligation (r = .59, p < .01).  These results mirrored the 

proposition of the original reciprocity theory that while gratitude and obligation operate 

independently, they are closely interrelated (Gouldner, 1960).  Previous research on 

gratitude and obligation dimensionality also revealed significant positive correlation 

between the two constructs (Goei, 2003). 

 With reference to the relationship between gratitude, obligation, and dollar 

amounts spent at wineries, the relationships were significant and positive.  The 

correlation between gratitude and the amount of money spent at wineries was the highest 

(r = .51, p < .01).  Correlation between obligation and total dollars spent at wineries was 

also significant (r = .36, p < .01).  These findings suggested that the higher visitors’ 

feelings of gratitude and obligation while at a winery, the more they are going to spend 

on wine and/or souvenirs. 

 Additional correlation analyses were employed to examine relationships between 

the number of visitors in the group, gratitude, obligation, and dollar amounts spent at 

wineries.  The relationships were found significant and negative.  In other words, as the 

number of people in the group increases, the level of gratitude and obligation, as well as 

the dollar amount spent at wineries, decreases.  A complete correlation matrix between 

the variables is provided in Table 5.1. 
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Table 5.1  Correlation matrix for gratitude, obligation, number of people in group, and   
   dollar amount spent at wineries 
 Gratitude Obligation Number of people 

in the group 
Dollar amount 
spent at wineries 

Gratitude _ .59** -.51** .51** 

Obligation  _ -.26** .36** 
Number of people in 
group   _ -.39** 

Dollar amount spent 
at wineries     _ 

 
Note: **p < .01. 

 
5.5.4  ANOVA 

 A series of analyses of variance was employed to further investigate the 

relationship between the variables.  The sample was divided into three groups: (a) visitors 

who traveled in groups of one or two people, (b) visitors who traveled in groups of three 

or four people, and (c) groups of five visitors and more.  The three groups served as three 

levels of the independent variable.  The dependent variables were the dollar amount spent 

at wineries and the overall mean scores for gratitude and obligation.  Three one-way 

ANOVA were employed to determine if differences existed between the groups.  The 

overall ANOVA results are presented in Table 5.2. 

Table 5.2  Analyses of variance for dollar amount spent, gratitude, and obligation 
 df F η2 p 

2 Dollar amount spent at wineries 
354 

34.68 .16 .00** 

2 Gratitude 
330 

65.94 .29 .00** 

2 Obligation 
353 

14.51 .08 .00** 

 
Note:  **  p < .01. 
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 With respect to spending at wineries, the ANOVA was significant F(2,354) = 

34.68, p ≤ .01.  The number of people in the group factor accounted for 16% of the 

variance of the dependent variable.  In terms of gratitude, the overall ANOVA was also 

significant F(2,330) = 65.94, p ≤ .01.  The strength of the relationship between the 

number of people in the group and the gratitude factor was strong, with the number of 

people factor accounting for 29% of the variance of the dependent variable.  With regards 

to obligation, the overall ANOVA was significant F(2,353) = 14.51, p ≤ .01.  The number 

of visitors in the group factor accounted for 8% of the variance of the obligation variable.  

 Because the F-values were significant, post-hoc analyses were conducted to 

evaluate specific differences between the groups.  The mean differences between the 

groups for the three ANOVA are reported in Table 5.3. 

Table 5.3  Mean differences for analyses of variance between groups 
Dependent Variables 

Dollar amount spent 
at wineries Gratitude Obligation Independent variable 

(Number of visitors in 
the group) 

Mean1 SD Mean1 SD Mean1 SD 

1-2 visitors 44.61a 33.78 5.23a 1.41 3.76a 1.63 

3-4 visitors 32.57b 33.70 4.93a 1.45 3.56a 1.50 

5 and more visitors 12.19c 26.77 3.08b 1.73 2.79b 1.33 
 

Note: 1 Means with different subscripts differ significantly at p < .05 in the Tukey 
honestly significant difference comparison 

 

 The post-hoc test revealed significant differences in buying behavior among the 

three groups.  Visitors who traveled in groups of one or two people spent significantly 

 121



more money than visitors who traveled in groups of three or four people, and 

significantly more than groups of five or more people.  

 Follow-up tests were also conducted to evaluate pairwise differences among the 

means for the gratitude factor.  The results indicated that visitors who traveled in smaller 

groups (less than four people in the group) experienced stronger feelings of gratitude 

towards the winery personnel than those visitors who traveled in larger groups. 

 Similar analysis was conducted to investigate the relationship between visitors’ 

feelings of obligation to buy wine at a winery and the number of visitors in the group.  

The results of post-hoc tests were similar to the gratitude factor.  Visitors of groups of 

one or two people and groups of three or four visitors had similar levels of obligation to 

buy wine.  However, visitors who traveled in groups of five and more people differed 

significantly from smaller groups in terms of their feelings of obligation.  Therefore, 

larger groups’ visitors reported considerably less obligation than visitors who traveled in 

smaller groups. 

 

5.6  Conclusions, Implications, and Recommendations 

 The purpose of the study was to investigate the role that gratitude and obligation 

played in wine purchases at wineries.  The study demonstrated that gratitude and 

obligation, widely investigated concepts in psychology and sociology, are also applicable 

to consumer behavior. 

 Gratitude and obligation strongly correlated with visitors’ purchasing behavior at 

wineries.  The research found that those visitors, who experience feelings of gratitude and 
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obligation while at a winery, are likely to spend more money at the end of their visits.  

Specifically, the results indicated that as feelings of gratitude and obligation increase, so 

does the amount of money visitors spend on wine and/or wine souvenirs. 

 In addition, the results of the study indicated that purchasing behavior was 

strongly influenced by the presence of travel companions at the time of purchasing.  In 

particular, the research found that purchasing at wineries differed depending on the 

number of visitors in the group.  It appears that visitors who travel in smaller groups 

experience higher levels of gratitude and obligation than visitors of larger groups.  

Consequently, visitors who come to wineries in smaller groups tend to spend more 

money on wine and/or wine souvenirs than larger groups. 

 There may be several reasons that smaller groups spend more money at wineries.  

Perhaps, the fact that purchasing at tasting rooms takes place in public conditions may 

trigger a perceived need to comply with the reciprocity norm.  Cialdini (2001) claimed 

that reciprocation almost always unfolds in a public way.  Previous research has indicated 

that public conditions generally create greater compliance than private conditions 

(Whatley et al., 1999).  In other words, if people know that their behavior is observable 

by other people, they are more likely to comply with social norms.  With fewer visitors 

then, purchasing becomes more visible.  Therefore, tourists who come to wineries in the 

company of one or two people are more likely to buy wine because their purchasing is 

more visible to their travel companions and to the winery personnel.  Alternatively, 

purchasing is less visible for larger groups of visitors.  If visitors are aware that their 
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purchasing behavior is less noticeable, they may feel less need to buy wine at the end of 

their visits. 

 In addition, if other people within the group have purchased wine, visitors may 

feel that this has also discharged their obligation to buy and has provided a type of cover 

for them.  The others in the group may engage in conversation with the winery tour guide 

and this perhaps provides a distraction or creates an atmosphere where there is less focus 

and pressure to purchase. 

 It is also possible that visitors of larger groups have fewer chances to 

communicate directly with the winery personnel, and therefore, experience less gratitude 

and obligation to buy wine.  This may be important as developing a personal bond or 

relationship with consumers is likely to create a greater degree of gratitude and obligation 

that could translate into purchases. 

 Additional purchases by people in smaller groups may also be partly caused by 

less crowded conditions in the tasting room and at the cash register.  It is possible that, in 

some situations with larger groups, visitors do not want to wait in line to make a purchase 

and because of time constraints, simply decide to leave. 

 Differences in purchasing behavior between the groups may also develop from 

different motivational factors to visit a winery.  Perhaps visitors who come in smaller 

groups focus more on the product characteristics and their experiences at tasting rooms.  

In contrast, the primary reason for visiting a winery in a large group may be socializing 

rather than to experience with wine.  Therefore, visitors who come in larger groups may 

concentrate more on spending time with other people in their group rather than learning 
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about the wine and the winery.  Motivations for visiting tasting rooms were beyond the 

scope of the current research, but it is likely that a combination of motivations and group 

dynamics play an important part in purchase activities.  Future studies are necessary to 

determine whether differences in motivational factors exist between smaller and larger 

groups of visitors. 

 It is also logical to assume that at least to some extent, the relationships within the 

group of visitors can determine purchasing behavior at wineries.  Stated differently, 

purchasing behavior may vary depending on the structure of the group (i.e., who visitors 

travel with).  For example, consider differences in behavior for a visitor who travels with 

his/her family versus a visitor who travels with his/her business associates.  It is possible 

that not only purchasing, but also levels of gratitude and obligation, will be different 

depending on travel companions.  Travel companions are likely to generate certain 

feelings of conformity to social norms, feelings of guilt or pride, and a variety of other 

social and psychological responses.  Future research needs to examine the role of the 

structure of the group on purchasing behavior at wineries. 

 Wineries’ managers need to consider the effect of gratitude and obligation on 

visitors’ purchasing decisions.  Since strong relationships were found between gratitude 

and purchasing behavior, visitors’ experiences at wineries need to be enjoyable for 

gratitude to occur.  Winery personnel need to find ways to enhance visitors’ feelings of 

gratitude.  The most effective way to generate feelings of gratitude is high quality 

customer service.  Although developing feelings of obligation may have an impact on 

sales, obligation may also create feelings of not wishing to return.  It may be important 
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for winery managers to consider the extent to which they would like to have people 

feeling obligated or guilty about making a purchase. 

 In addition, different selling strategies seem necessary for smaller and larger 

groups of visitors.  With larger groups, winery personnel rarely have sufficient time to 

communicate with each member of the group and to establish individual relationships 

with visitors.  As a result, visitors of larger groups experience less appreciation of the 

personnel than visitors of smaller groups.  This does not mean, however, that larger 

groups cannot feel grateful for their experiences at wineries.  There are many reasons to 

feel appreciation for a visit to a tasting room.  To enhance feeling of gratitude, winery 

management may consider more than one sales person for larger groups of visitors to 

help them connect with individual visitors.  Since sales people at wineries often work on 

a part-time basis, management may require reservations for larger group of visitors to 

maximize efficiency of their workforce. 

 Given that spending time with other people within larger groups can be the 

primary motivational factor to visit tasting rooms, winery managers may consider 

providing opportunities for socializing while at a winery.  For example, if the facility 

permits, picnic or dining areas can be added to the winery. 

 In summary, this research provides evidence that if customers enjoy their visits to 

wineries, they feel grateful for their experiences.  Gratitude, in turn, can lead to obligation 

to repay the hospitality of the personnel.  Buying a bottle of wine or a wine souvenir is 

one way for customers to reciprocate and show their appreciation. 
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CHAPTER VI 

CONCLUSIONS 

 

6.1  Findings 

 The purpose of the study was to investigate the role that gratitude and obligation, 

together with other consumer characteristics, play in wine and/or wine souvenir 

purchases at wineries.  The results of this research empirically supported reciprocity 

theory and previous experimental evidence that people feel appreciation and a need to 

reciprocate for positive behavior received.  People also feel obligated to return kindness 

provided to them.  The study demonstrated that gratitude and obligation, widely 

investigated concepts in psychology and sociology, are also applicable to consumer 

behavior.  Gratitude and obligation were found to be strong predictors of visitors’ 

purchasing behavior at wineries. 

 Three research questions were advanced to evaluate factors that influence 

purchasing at tasting rooms.  The first research question was developed to examine 

variables that can predict gratuity purchasing.  In particular, the question asked whether 

gratitude, obligation, product involvement, purchase involvement, product knowledge, 

and identity predict visitors’ purchasing at wineries.  Based on the results of the 

hierarchical multiple regression, gratitude and obligation were found to be positively 

associated with expenditures at wineries.  The results indicated that as visitors’ feelings 

of gratitude and obligation increase, the dollar amounts spent on wine and/or souvenirs at 
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tasting rooms also increase.  Thus, gratitude and obligation can predict purchasing at 

wineries. 

Product involvement, purchase involvement, and product knowledge also appear 

to be related to the decision to purchase wine at a winery.  The results of the current study 

indicated that involvement (both product and purchase) and knowledge about the product 

can predict visitors’ purchasing at tasting rooms.  Identity salience, however, was not 

discriminated as an independent significant predictor of purchasing at wineries. 

Generally, highly involved and knowledgeable wine consumers tend to spend 

more money on wine than less involved and knowledgeable consumers.  This research 

additionally found that if highly involved and knowledgeable winery visitors feel 

appreciation for their experiences, they are likely to spend more money at wineries.  If, 

however, they are not fully satisfied with their visits, they do not feel obligated to buy 

wine.  Since such customers posses higher levels of knowledge about the product, they 

are more selective in their buying decisions and more demanding with respect to services 

at wineries.  It appears that highly involved and knowledgeable visitors buy wine at 

tasting rooms only when they feel grateful, but not obliged. 

In summary, based on the results of this study, gratitude and obligation were 

found to be the most influential predictors of purchasing at wineries.  It can be concluded 

therefore that those visitors who feel gratitude and obligation while at a winery are likely 

to spend more money on wine and/or souvenirs at the end of their visits.  In addition, 

higher levels of visitors’ involvement and knowledge about wine also predict larger 

expenditures at tasting rooms. 
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 The second and the third research questions revolved around the presence of 

travel companions at the time of purchasing.  Specifically, this study examined whether 

differences in visitors’ purchasing behavior existed based on the number of people in the 

group.  Research question two asked whether visitors of smaller and larger groups differ 

in terms of the amount of money they spend at wineries.  Research question three 

examined potential differences between smaller and larger groups with respect to 

visitors’ feelings of gratitude and obligation. 

 The research found that purchasing at wineries significantly differs depending on 

the number of visitors in the group.  It appears that visitors who travel in smaller groups 

experience higher levels of gratitude and obligation than visitors of larger groups.  

Consequently, visitors who come to wineries in smaller groups tend to spend more 

money on wine and/or wine souvenirs than visitors who come in larger groups. 

 There may be several reasons that smaller groups spend more money at wineries.  

Perhaps, the fact that purchasing at tasting rooms takes place in public conditions may 

trigger a perceived need to comply with the reciprocity norm.  Cialdini (2001) claimed 

that reciprocation almost always unfolds in a public way.  Previous research has indicated 

that public conditions generally create greater compliance than private conditions 

(Whatley et al., 1999).  In other words, if people know that their behavior is observable 

by other people, they are more likely to comply with social norms.  With fewer visitors 

then, purchasing becomes more visible.  Therefore, tourists who come to wineries in the 

company of one or two people are more likely to buy wine because their purchasing is 

more visible to their travel companions and to the winery personnel.  Alternatively, 
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purchasing is less visible for larger groups of visitors.  If visitors are aware that their 

purchasing behavior is less noticeable, they may feel less need to buy wine at the end of 

their visits. 

 In addition, if others within the group have purchased wine, those visitors who did 

not make a purchase may feel that this has discharged their obligation to buy and has 

provided a type of cover for them.  Others in the group may engage in conversation with 

the winery tour guide and this perhaps provides a distraction or creates an atmosphere 

where there is less focus and pressure to purchase. 

 It is also possible that visitors of larger groups have fewer chances to 

communicate directly with the winery personnel, and therefore, experience less gratitude 

and obligation to buy wine.  This may be important as developing a personal bond or 

relationship with consumers is likely to create a greater degree of gratitude and obligation 

that could translate into purchases. 

 Additional purchases by people in smaller groups may be partly caused by less 

crowded conditions in the tasting room and at the cash register.  It is possible that, in 

some situations with larger groups, visitors do not want to wait in line to make a purchase 

and because of time constraints, simply decide to leave. 

 Difference in purchasing behavior between the groups may develop from different 

motivational factors to visit a winery.  Perhaps visitors who come in smaller groups focus 

more on the product characteristics and their experiences at tasting rooms.  In contrast, 

the primary reason for visiting a winery in a large group may be socializing rather than to 

experience with wine.  Therefore, visitors who come in larger groups may concentrate 

 130



more on spending time with other people in their group rather than learning about the 

wine and the winery. 

 It is also logical to assume that at least to some extent, the relationships within the 

group of visitors can determine purchasing behavior at wineries.  Put another way, 

purchasing behavior may vary depending on the structure of the group (i.e., who visitors 

travel with).  For example, consider differences in behavior for a visitor who travels with 

his/her family versus a visitor who travels with his/her business associates.  It is possible 

that not only purchasing, but also levels of gratitude and obligation will be different 

depending on travel companions.  Travel companions are likely to generate certain 

feelings of conformity to social norms, feelings of guilt or pride, and a variety of other 

social and psychological responses.  In summary, the results of this study demonstrated 

that expenditures at wineries are strongly influenced by the presence of travel 

companions at the time of purchasing. 

 

6.2  Managerial Implications 

 Wineries’ managers need to consider the effect of gratitude and obligation on 

visitors’ purchasing decisions.  Since gratitude and obligation appear such strong 

predictors of buying decisions, visitors’ experiences at wineries need to be enjoyable for 

gratitude to occur.  Gratitude, in turn, can lead to obligation to repay the hospitality of the 

personnel.  Winery personnel need to find ways to enhance visitors’ feelings of gratitude.  

Although developing feelings of obligation may have an impact on sales, obligation may 

also create feelings of not wishing to return.  It may be important for winery managers to 
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consider the extent to which they would like to have people feeling obligated or guilty 

about making a purchase. 

 The most effective way to generate feelings of gratitude is high quality customer 

service.  However, in today’s highly competitive business world, customers have more 

choices of where to spend their money.  As an illustration, wine prices are typically 

higher at the winery than at retail stores.  Even if visitors liked the wine, they can still 

decide not to buy it at the tasting room, but to purchase the wine later at a grocery or 

liquor store.  Thus, winery managers need to make sure their visitors really enjoyed the 

visit to the tasting room, and not merely enjoyed the wine. 

Customers’ expectations should no longer be simply met, but need to be exceeded 

in order for customers to feel gratitude and appreciation.  With more people getting 

interested in wine, one outcome that visitors may expect from their visits to a winery is 

learning more about the product.  Many people admit that they have a lack of confidence 

when choosing wine and are afraid to appear unknowledgeable when discussing wine.  

Any marketing effort from winery management offering reassurance is likely to win 

consumer support.  Customers are looking for knowledgeable winery personnel at tasting 

rooms.  At the same time, people who work at wineries should be careful not to appear 

superior in their knowledge.  Visitors will feel appreciation only when they feel genuine 

hospitality.  The tasting rooms managers need to assure that their customers leave with 

positive attitudes towards the winery and its wines. 

It may also be possible that when consumers feel appreciative, not only do they 

spend more money on wine at a winery, but their feelings of gratitude may carry over to 
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customer loyalty.  A visit to a tasting room can become a foundation for deeper 

relationships between the winery and its customers.  Customer loyalty is the key 

objective for winery management as repeat customers tend to spend more money on 

subsequent visits. 

 In addition, different selling strategies seem necessary for smaller and larger 

groups of visitors.  With larger groups, winery personnel rarely have sufficient time to 

communicate with each member of the group and to establish individual relationships 

with visitors.  As a result, visitors of larger groups experience less appreciation of the 

personnel than visitors of smaller groups.  This does not mean, however, that larger 

groups cannot feel grateful for their experiences at wineries.  There are many reasons to 

feel appreciation for a visit to a tasting room.  To enhance feeling of gratitude, winery 

management may consider more than one sales person for larger groups to help them 

connect with individual visitors.  Since sales people at wineries often work on a part-time 

basis, management may require reservations for larger group to maximize efficiency of 

their workforce. 

 Given that spending time with other people within larger groups can be the 

primary motivational factor to visit tasting rooms, winery managers may consider 

providing opportunities for socializing while at a winery.  For example, if facility 

permits, picnic or dining areas can be added to the winery. 

 In summary, this research provides evidence that if customers enjoy their visits to 

wineries, they feel grateful for their experiences.  Gratitude, in turn, can lead to obligation 
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to repay the hospitality of the personnel.  Buying a bottle of wine or a wine souvenir is 

one way for customers to reciprocate and show their appreciation. 

 

6.3  Limitations of the Study 

 There were several limitations that may have impacted the results of this study.  

One limitation to the present research revolved around the sampling method.  The sample 

was limited to visitors to Texas wineries.  Texas is not a traditional wine region.  The 

state wine industry is still in the developing stage.  The results of this research may be 

region specific.  For example, feelings of gratitude and obligation to buy wine may 

develop from a sense of loyalty to local products and businesses.  Texans could be very 

loyal towards products made in their state.  Loyalty, in turn, could carry over to a desire 

to support local wineries, which could be one potential mediating factor that influenced 

visitors’ feelings of gratitude and obligation.  Generalizations to other wine tourism sites 

are not warranted. 

 An additional issue associated with the sampling method is the fact that most 

wineries in Texas are privately owned.  Winery owners often make their own wines, as 

well as perform all the operations related to the tasting room management.  Visitors know 

that the wine has been personally made by the people who provided services to them 

during their visits.  In many cases, visitors can feel a special bond between a wine maker 

and his/her wine.  This atmosphere can enhance senses of gratitude, appreciation of the 

hosts, and consequently, obligation to buy.  The results may be specific to this type of 
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winery.  The findings could be different if the same survey was conducted in commercial 

wineries. 

 Furthermore, the research did not account for other potential moderating variables 

that could increase or decrease feelings of gratitude and obligation.  For example, some 

researchers argue that people have predispositions to respond to favors or acts of 

politeness with gratitude or with obligation (Perugini & Gallucci, 2001).  Accordingly, 

individual differences could affect personal levels of gratitude and obligation.  

Theoretically, the number of such individual characteristics is unlimited.  However, some 

factors could be proposed and included in surveys.  For instance, visitor mood is an 

important mediating variable that could potentially impact levels of gratitude or 

obligation. 

 Another limitation to this study involved a possibility of socially desirable biases - 

that is, a tendency of respondents to respond to questions according to their perceptions 

of what is correct and socially acceptable (Fisher & Katz, 2000; Gordon, 1987).  The risk 

of getting social desirable responses becomes even higher if research involves requesting 

some type of private information from participants. 

 In the study reported herein, questions on gratitude and obligation asked visitors 

to reveal their attitudes towards the winery personnel or the atmosphere in the winery.  

Specifically, several questions asked about visitors’ feelings (e.g., “I felt that buying wine 

was a socially proper thing to do”; “I felt purchase expectation from the winery 

personnel”).  This type of information could potentially be considered personal by some 

respondents.  Although anonymity was guaranteed to all the participants, the extent to 
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which people were willing to respond truthfully and frankly to these questions is 

unknown.  Given that obligation is generally considered a negative state, there is a chance 

that some respondents were not willing to disclose their feelings.  Such participants could 

either leave the questions unanswered or simply deny feelings of obligation. 

 The current study was not unique in this type of limitation.  With almost any self-

reported data, there is always a risk that consumers are not completely open in their 

responses.  While these concerns need to be acknowledged as limitations, in most cases 

they are out of researchers’ control.  There are some conditions - such as anonymity, 

trust, or rewards offered in exchange for disclosure – that may affect the degree to which 

people are willing to respond to personal questions.  However, with the exception of 

anonymity, the conditions of trust and rewards had no application to the present research. 

 Finally, limitations associated with the measurement tools should be noted.  This 

research was one of the first consumer behavior studies which aimed to quantitatively 

measure the effect of the reciprocity norm on purchasing behavior.  No previous scale 

was located that could be directly applied to the context of this investigation.  For the 

purposes of this research, a new scale was developed to measure gratitude and obligation.  

Although the new instrument performed reliably in the present study, ways to further 

refine the scale should be explored.  Therefore, using the instrument in various settings is 

recommended. 
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6.4  Recommendations for Future Research 

 The current study was an initial investigation of the effect of the reciprocity norm 

on purchasing behavior in the wine tourism context.  The research answered a number of 

questions concerning the role that gratitude and obligation play in wine purchases, but 

there is considerable room for further investigation of these issues.  Although not 

exhaustive, a number of research directions for future studies are suggested in this 

section. 

 One limitation to this study was the fact that the sample was selected at Texas 

wineries.  Inferences drawn from this type of sample may be limited to the specific 

region.  To increase generalization of the results, replication of this research in a variety 

of settings is recommended. 

 First, similar research can to be conducted in other U.S. states and in other 

countries.  People from other countries, where wine is an integral part of their cultures, 

may feel differently while visiting tasting rooms.  There might be significant variations in 

terms of gratitude and obligation depending on the place of data collection. 

 Second, because Texas wineries are mostly independent, family-owned 

businesses, it is not clear if the results of this study can be generalized to other types of 

winery.  It is recommended that future studies include commercial wineries into the 

sample.  Comparison between visitors of privately owned and commercial wineries can 

bring new insights into research on reciprocity. 

 Third, future research needs to examine the norm of reciprocity in different 

circumstances.  It has been recognized by social psychologists that reciprocity works 
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differently under different conditions.  For example, some scholars argue that the 

reciprocity rule works better in smaller cities than it does in larger cities (Myers, 1999).  

Although every effort was made to collect the data from wineries geographically 

dispersed throughout the state of Texas, it is possible that the results could be different if 

other regions were included.  Future studies can specifically examine differences between 

levels of gratitude and obligation for customers in larger cities versus rural settings. 

 Fourth, the suggested approach to purchasing behavior through reciprocity can 

also be used in other research contexts.  In the present study, wine tourism was the focus 

of investigation.  To add to empirical evidence of the reciprocity norm, extension of this 

study to other areas of the hospitality or retailing industries is highly recommended. 

 In addition, several mediating factors that may potentially impact levels of 

gratitude and obligation need to be considered in future studies.  For example, this 

research suggested that the respondents’ loyalty towards local products may have 

influenced their levels of gratitude and obligation.  The impact of customers’ attitudes 

towards Texas-made products would be an important area for future research. 

Furthermore, wine purchases may involve various intrinsic customer attitudes and 

perceptions, such as consumers’ involvement with wine, the importance of a particular 

purchase, perceptions of social norms, etc.  These attributes were examined in the current 

research.  However, a decision to purchase or not to purchase wine may be influenced by 

a variety of external factors that are outside of consumers’ control, yet may have a 

significant effect on final purchasing decisions.  Some examples of such extrinsic factors 

may include quality of services at a winery, personnel professionalism, winery ambience, 
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bottle label, etc.  These factors need to be investigated by future studies on visitors’ 

purchasing behavior at tasting rooms. 

 Other areas of consideration for future research were based on the assumptions 

drawn from the results of the current study.  One suggestion was that differences in 

purchasing behavior between smaller and larger groups of visitor may develop from 

different motivational factors to visit a winery.  Motivations for visiting tasting rooms 

were beyond the scope of the current research.  Yet, it is likely that a combination of 

motivations and group dynamics play an important part in purchase activities.  Future 

studies are necessary to determine whether differences in motivational factors exist 

between smaller and larger groups of visitors. 

 It is also suggested that relationships within the group of visitors can impact 

purchase activities at wineries.  Purchasing can differ significantly depending on travel 

companions.  Future research needs to examine the effect of different group dynamics on 

purchasing behavior at tasting rooms.  Researchers can include techniques such as in-

depth interviews or focus groups, as well as the use of quantitative surveys. 

  It would be also interesting to compare gender differences in terms of gratitude, 

obligation, and purchasing at wineries.  Previous research found that males are more 

likely to comply with a request when accompanied by another person (Rind & Benjamin, 

1994).  Future research can examine if differences between males and females exist with 

respect to gratitude and obligation while at a winery. 

Another interesting angle of studying gratitude and obligation would be 

comparing wineries that charge a fee for wine tasting with wineries that offer free tasting.  
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In other words, studies can examine whether differences exist in a perceived need to buy 

wine between visitors who paid for wine tasting and those who tasted wine for free. 

This research also suggested that visitors’ feelings of gratitude may carry over to 

customer loyalty to the brand and the product.  It is possible that when consumers feel 

appreciative, not only do they spend more money on wine, but their visits to a tasting 

room can become a foundation for deeper relationships between the winery and its 

customers.  Further research needs to investigate whether the relationship exists between 

gratitude and brand loyalty.  

And finally, future testing of the instrument developed for the current study is 

recommended.  A scale to measure gratitude and obligation in the wine tourism context 

was created for the present research.  The scale produced an acceptable reliability value, 

but efforts should continuously be made to further refine the instrument in order to 

increase its validity and reliability.  One suggestion is to exclude the purchasing context 

from the questions on gratitude and obligation.  In the present study, the respondents 

were asked whether or not their feelings of gratitude and obligation affected their 

purchasing decisions.  In a way, by linking gratitude and obligation with purchasing 

decisions, the researchers could have provided a source of invalidity by giving a clue to 

the respondents.  For future studies, on questions about gratitude and obligation, 

consumers should not be asked about the specific purchase.  Put another way, the 

questions should simply ask whether or not visitors feel gratitude and/or obligation.  

Conclusions about the relationship between gratitude, obligation, and expenditures at 

wineries should be based solely on the statistical analyses. 
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Future research endeavors should consider revising the survey instrument to make 

it more valid and reliable.  Because the instrument had not been tested previously to the 

research reported herein, its construct validity needs to be examined in a variety of 

settings.  The more a construct is used in different settings with outcomes consistent with 

theory, the higher its construct validity (Agresti & Finlay, 1997). 

To summarize, this research offered insights into the understudied area of 

consumer behavior research - the effect of the reciprocity norm on purchasing behavior.  

Gratitude and obligation were found to be strong predictors of consumer purchasing 

decisions.  Future researchers and practitioners can make use of the measurement tools 

and the findings described in the present study to extend knowledge about wine consumer 

behavior. 
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2005 WINE TOURISM SURVEY 
 
Dear Invited Participant: 

 The Texas Wine Marketing Research Institute is conducting a survey to 

obtain information on consumers’ attitudes and interests related to wine tourism.  

We are interested in your opinion.  Your contribution is very important to the 

success of this study.  The questionnaire is not designed to sell you anything or 

solicit money from you in any way.  There are no right or wrong answers.  

Participation is voluntary.  All responses will be kept anonymous and will be used 

only for statistical analysis by the research personnel.  Even though some questions 

may look alike, it is extremely important that you answer all the questions carefully 

in order for us to interpret the results. 

 If you have any questions or if you would like to know the results of the 

study, please contact Natalia Kolyesnikova at (806) 742-3077 or email us at 

texaswine@ttu.edu 
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1. Approximately how many different wineries have you visited in your lifetime? ___wineries 

  Strongly                                                        Strongly 
 Disagree                                                         Agree  
2. Visiting a winery is something I rarely think about ___    ___  ___ ___ ___ ___ ___ 

3. For me, visiting a winery means more than just  
    drinking wine                                                          ___     ___  ___ ___ ___ ___ ___ 
 
4. Visiting wineries is an important part of who I am___     ___  ___ ___ ___ ___ ___ 
 
5. I really don’t have any clear feelings about   
    visiting wineries  ___     ___  ___ ___ ___ ___ ___ 
 
 
6. How many times have you visited [winery name] BEFORE today’s visit?  _____times 

 
7. Who are you visiting [winery name] with today?  (Check as many as apply) 

 Alone    With relative(s) 
 With spouse      With business associate 
 With significant other     Organized tour group  
 With friend(s)      Other – [Please specify]: ____________ 

 
8. How many people (including yourself) are in your group?  _____ people 

9. How important are the following factors in your decision to purchase wine at [winery name]? 

      Not At All                      Extremely 
      Important                    Important 

Variety of wines   ___ ___ ___ ___ ___ ___ ___ 

Level of customer service  ___ ___ ___ ___ ___ ___ ___ 

Taste of the wine  ___ ___ ___ ___ ___ ___ ___ 

Bottle label  ___ ___ ___ ___ ___ ___ ___ 

Friendly winery personnel ___ ___ ___ ___ ___ ___ ___ 

Winery décor ___ ___ ___ ___ ___ ___ ___ 

Price of the wine ___ ___ ___ ___ ___ ___ ___ 

Reputation of winery ___ ___ ___ ___ ___ ___ ___ 

Wine tasting ___ ___ ___ ___ ___ ___ ___ 

Winery tour  ___ ___ ___ ___ ___ ___ ___ 

Entertaining winery personnel ___ ___ ___ ___ ___ ___ ___ 

Display of wines ___ ___ ___ ___ ___ ___ ___ 

Knowledgeable winery personnel ___ ___ ___ ___ ___ ___ ___ 
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10. Approximately how many bottles of wine do you consume per month     _____bottle(s) per month 

11. On the average, how much money do you spend on wine each month? $ _____each month 

 

12. How much do you feel you know about wine? 

 Very little ___ ___ ___ ___ ___ ___ ___ Very much 

13. Compared to your friends and acquaintances, how much do you feel you know about wine? 

 Very little ___ ___ ___ ___ ___ ___ ___ Very much 

14. Compared to a wine expert, how much do you feel you know about wine? 

 Very little ___ ___ ___ ___ ___ ___ ___ Very much 
 
 

15. WINE to me is: 

Unimportant ___ ___ ___ ___ ___ ___ ___ Important 

   Means nothing to me ___ ___ ___ ___ ___ ___ ___ Means a lot to me 

Insignificant  ___ ___ ___ ___ ___ ___ ___ Significant 

   Does not matter to me___ ___ ___ ___ ___ ___ ___ Matters to me  
 
 

16. How many different wines did you taste at [winery] TODAY?   ________ wines 
 

 
17. To what extent did the following factors affect your decision whether to purchase wine at 
      [winery name]? 

                                                                        Did Not At All Affect                        Strongly Affected 
                                                                                     My Decision                               My Decision 
                                                                                     to Buy Wine                                                 to Buy Wine  

Desire to say “thank you” to the winery personnel ___ ___ ___ ___ ___ ___ ___ 

Felt it was a socially proper thing to do ___ ___ ___ ___ ___ ___ ___ 

Response to suggestions of people I came with ___ ___ ___ ___ ___ ___ ___ 

Felt an ethical indebtedness ___ ___ ___ ___ ___ ___ ___ 

Felt a purchase expectation from winery personnel___ ___ ___ ___ ___ ___ ___ 

Influenced by others purchasing ___ ___ ___ ___ ___ ___ ___ 

Wanted to buy wine in return for wine tasting ___ ___ ___ ___ ___ ___ ___ 

Wanted to buy wine in return for the tour        ___ ___ ___ ___ ___ ___ ___ 

 160



 

18. Please divide 10 points among the four factors listed below to indicate how important each 
factor was to your decision whether to purchase wine TODAY.  The more important the factor 
was to you, the more points you should give it.  Please remember:  

THE TOTAL NUMBER OF POINTS YOU GIVE MUST ADD UP TO 10. 
 

 NUMBER OF POINTS 
     Appreciation of the winery personnel ________ 
     Ethical indebtedness ________ 
     Social right thing to do ________ 
     People I came with  ________ 

                                            YOUR   TOTAL   MUST   ADD   UP TO   10  Points 

19. In choosing from the types of wine available at [winery name] TODAY, would you say that 

I would not care at all   I would care a great deal 
as to which one to buy   ___    ___  ___ ___ ___ ___ ___ as to which one I buy 

20. How important was it for you to make a right choice of wine at [winery name] TODAY?  
Not at all important       ___      ___  ___ ___ ___ ___ ___        Extremely important 

21. How concerned were you about the outcome of your choice of wine at [winery name] TODAY? 
 Not at all concerned      ___      ___  ___ ___ ___ ___ ___        Very much concerned 

22. Did you purchase / are you planning to purchase wine at [winery name] TODAY? 

    Yes     No 

23. How much money did you spend / planning to spend on wine at [winery name] TODAY? $_____ 

24. How much did you spend / planning to spend on items other than wine at [winery name]? $_____ 

25. Are you:         Male    Female 

26. What is the highest education level that you have completed?  

  Some High School    Some College  
  High School Graduate    Undergraduate Degree  
  Vocational / Technical School   Graduate Degree  
  
27. What year were you born?  19 _______ 

28. Your residential zip code is:  ________ 

29. What is your occupation?      _______________________________________ 

30. Which of the following categories comes closest to your total annual household income?    
 Under $20,000     $  80,000  -$  99,999    

  $20,000 - $39,999    $100,000 - $119,999 
 $40,000 - $59,999    $120,000 - $139,999 
 $60,000 - $79,999    Over $140,000 
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