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CHAPTER I 

INTRODUCTION 

Background 

The modern Texas wine industry, although only 

twelve years old, exhibits great potential for 

producing excellent wines. Texas wines have proven to 

be competitive, in terms of quality, with wine produced 

anywhere in the world. Wineries throughout Texas are 

consistently producing excellent wines. In 1975 the 

first new commercial winery since before prohibition 

was established in Lubbock, Texas. Since 1975, Texas 

vintners have gained national and international 

recognition for the outstanding quality of their 

product. In 1986 two Lubbock, Texas, area wineries won 

gold and double gold medals at the San Francisco Wine 

Fair and Exposition, one of the most prestigious events 

of its kind. Texas wine was served in the White House 

in February 1987 (Texas Department of Agriculture, 

1986) . The production of Texas wines is increasing, but 

the industry is having a difficult time keeping up with 

demand. This is primarily due to a shortage of 

investment capital for expansion of production. 

Banks and investors have been reluctant to finance what 



they perceive to be a very speculative venture. In 

order to persuade the banks in the state to lend to the 

wineries for expansion, they must demonstrate a long-

term demand for their product. 

Problem 

In developing marketing strategies, wineries and 

distributors must analyze each retail outlet's 

marketing characteristics. Based on the assumption that 

each level of the traditional three-tier system affects 

the other two all three levels should be researched and 

understood individually. 

In order to market Texas wine it is important to 

understand restaurateurs' perceptions of Texas wines 

and to educate them about the outstanding quality of 

wines produced in Texas. The Texas wine industry is 

relatively small; therefore, it does not possess 

sufficient resources for extensive marketing research. 

This limits the industry's ability to measure consumer 

perceptions and to educate restaurateurs, distributors 

and consumers. 

This study will focus on one aspect of the retail 

market, restaurateurs, and their perception of Texas 

wines versus similarly priced and styled California 

wines. The California wine industry was chosen for 

comparison because California produces approximately 



ninety percent of the wine produced in the United 

States and accounts for a majority of the wine sold in 

the U.S. (Adams, 1985). 

While the demand for Texas wines is significant, it 

is at its greatest in Texas. The Llano Estacado Winery, 

Texas' leading winery in terms of sales, distributes 

approximately ninety-five percent of its wines in Texas 

(Lowey, 1987). Consequently this study examines only 

the perceptions of Texas restaurateurs. 

The Texas wine industry is at a crossroads in its 

development. There are many risks associated with the 

wine business. The break-even point for a 

vineyard/winery operation is not expected to be reached 

until sometime between the tenth and twelfth year after 

the first vines are planted (McKinney, 1987). There is 

a significant demand for the wine, but there is not 

strong support from the financial community for 

expansion capital. The industry must emphasize to 

potential investors that a strong, growing market does 

exist for Texas wines. 

Objective 

The purpose of this study was to determine Texas 

restaurateurs' perceptions of Texas wines when compared 

to similarly priced and styled California wines. The 

study also attempted to provide a demographic and 



psychographic portrait of those restaurateurs who rated 

the Texas wines equal to or better than the California 

wines. 

The information gathered and the knowledge gained 

may be utilized by Texas vintners and distributors in 

the planning of their marketing strategies. This 

information should be particularly of significance for 

market segmentation and targeting. 



CHAPTER II 

REVIEW OF LITERATURE 

Wine History 

Wine is one of the oldest food products in the 

world. Vineyards can be traced to the very beginnings 

of civilization. Since the early days of Western 

culture, wine has played a major role in religion, 

medicine and law (Adams, 1985). 

It is not known who first discovered wine. The 

grapes from which wine is made, Vitis vinifera, are 

believed to be native to Persia (Appendix A). It is 

known that wine was drunk in Persia, ancient Egypt and 

ancient Greece. Wine made its way into European culture 

via the major moves of early civilizations. The 

Phoenicians introduced wine to Spain, the Greeks to 

Italy, the Romans to Germany (Johnson, 1987). 

The Romans are credited with introducing wine to 

what are considered to be Europe's most prolific wine 

regions. As the Roman legions moved north they carried 

their wine and winemaking practices with them. Their 

typical mode of travel was by way of the river valleys. 

Today the river valleys of France and Germany are major 

wine producing areas (Johnson, 1987). 
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The first wines in the New World were found in 

European settlements in South America and South Africa. 

The first wine produced in what is today the United 

States was made in the middle fifteen-hundreds by 

French Huguenots in Florida (Adams, 1985).. In the 

middle seventeenth century Spanish missionaries were 

producing wine from native grapes, in what is now 

Southwest Texas (Texas Department of Agriculture, 

1986). Wines began to be seen on the East coast of the 

United States in the late seventeenth century. The 

European settlers first made wines from the native 

American root stocks (Johnson, 1987). These grapes did 

not produce the style of wine to which they had grown 

accustomed in Europe, so it was not long before grapes 

from Europe were brought over. In time, the European 

grapes were bred with the native American grapes in 

order to develop a grape that would produce a wine more 

suited to the settlers' taste from a vine that would 

survive the growing conditions of the- Northeast 

(Lipinski and Lipinski, 1989). These grapes have come 

to be known as French-American hybrids (Appendix B). 

Later, in the middle eighteenth century, Franciscan 

friars introduced wine in what is today Southern 

California (Harlow, 1986). 

By the turn of the nineteenth century a commercial 

wine industry had developed in California, New York, 



Ohio, New Jersey, Missouri, and Texas as well as many 

other areas (Adams, 1985). The Eighteenth Amendment to 

the United States Constitution and the Volstead Act 

(1920), commonly referred to as Prohibition, made 

illegal the manufacture, sale or transportation of 

intoxicating liquors for beverage purposes. The only 

exceptions were beverages made for religious and 

medicinal purposes. Prohibition was repealed in 1933, 

but by this time most of the pre-prohibition winemakers 

had gone on into other careers. It was not until the 

late 1940's and early 1950's that the American wine 

industry begin to reemerge. At the time Prohibition 

began there were approximately sixteen wineries in 

Texas (Texas Department of Agriculture, 1986). 

Prohibition spelled the end for all but one winery in 

Texas, the Val Verde Winery in Del Rio, which is still 

in operation. Today wine is produced in almost every 

region of the United States (Figure 2.1). 

The inspiration for the modern commercial wine 

industry in Texas came from research conducted at Texas 

Tech University. In the early 1960's, Texas Tech 

operated a small experimental vineyard under the 

direction of horticulture professor Robert Reed. The 

university needed the land for expansion, so Reed took 

a sample of vines home and continued to grow them on 



8 

O 
J-J 
<0 
JJ 
Ui 

•D 
<U 
4J 

c 
D 
<U 

o 
0) 
c o 

c 
•H 

o 
"8 
a 
<u 
c 

•H 



his patio. After much success with these vines. Reed 

and Dr. Clinton McPherson, a chemistry professor at 

Texas Tech, began making wine from the homegrown 

grapes. The two experimented with a number of grape 

varieties on fifteen acres of land south of Lubbock. In 

1976, an interested investor from San Antonio, Texas, 

contributed $50,000 to build a pilot winery. In the 

early 1980's the winery began to produce some 

respectable wines. The investors realized a potential 

market for these wines existed and decided to expand 

into a small commercial winery. Since that time more 

than twenty commercial wineries have been established 

in Texas (Figure 2.2). 

Winemaking 

Wine, made from grapes, is produced on every 

continent on earth except for one, Antarctica. The best 

wine grapes are grown in a few specific areas. The 

character of the wine is directly related to its 

origin. The main factors in wine include geographic 

location, soil, weather, grape variety and the 

vinification (winemaking) process (Lembeck, 1983). 

Geographic location is very important. Most red 

grapes require a longer growing season than white 

'' grapes, thus they are usually planted in the warmer, 

southern regions. The cooler northern regions are 
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Bluebonnet Hill Vineyards, Balinger 

Chateau Montgolfier Vineyards, Fort Worth 

Cordier Estates, Inc. Winery, Fort Stockton 

Cypress Valley Vineyards, Round Mountain 

Fall Creek Vineyard, Tow 

Guadulupe Valley Winery, New Braunfels 

Hill Country Cooler, Houston 

La Buena Vida Vineyards, Springtown 

La Escarbada XIT Winery, Hereford 

Llano Estacado Winery, Lubbock 

Messina Hof Winery, Bryan 

Mover Champagne Co., Austin 

Oberhellman Vineyards, Fredericksburg 

Pedernales Vineyards, Fredericksburg 

Pheasant Ridge Winery, Lubbock 

Piney Woods Country Wine, Orange 

Preston Trail Winery, Dallas 

S1aughter-Leftwich Winery, Austin 

St. Lawrence Winery, Garden City 

Tejas Vineyard and Winery, Mesquite 

Texas Cellars/Sanchez Creek, Dallas 

Texas Winery Products, Inc., Lubbock 

Val Verde Winery, Del Rio 

Wimberley Valley Wines, Inc., Harper 

FIGURE 2.2 Listing of bonded Texas wineries. 
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better suited for certain white grapes (Robinson, 

1986). Other important geographic factors include the 

proximity to water (rivers, oceans) and the slope of 

the land (hillsides/flatland). These factors 

contribute to the development of "microclimates," which 

influences the grape's character (Robinson, 1986). 

The soil is another major factor impacting the 

character of the grape. Grapes require soils which 

drain well. Sandy loam soils and loose soils located on 

a slope provide the best drainage. Grapes require 

relatively little water compared to most crops. 

The weather greatly affects cultivation. Since 

there is no way to control the weather, the quality of 

wine varies from year to year. Too much rain at harvest 

time reduces the concentration of sugar and other 

elements that are critical in winemaking. Spring frost 

and hail also affect grape quality and yield (Adams, 

1985). 

Grape variety is the most significant variable in 

the character of wine. Even untrained tasters can 

discern differences in wines made from different 

varieties of grapes (Amerine and Roessler, 1983). 

Winemaking is a series of steps or processes 

(Figure A.l). The steps include harvesting, crushing, 

fermenting, clarifying, blending, bottling and aging. 
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The most critical decision is when to harvest. The 

grower and the winemaker monitor the condition of the 

grapes on a daily basis as the grapes near maturity 

(Harlow, 1986). A sample of the juice from the grapes 

is analyzed for sugar and acid content. As the grapes 

ripen, the degree of sweetness increases while the 

level of acid decreases. The potential quality of the 

wine increases as the grape ripens. The amount of sugar 

influences the degree of alcohol, which gives wine its 

body and aging potential. Growers and winemakers fear 

heavy rain during the harvest season. The vines soak up 

the water which reduces the concentration of sugar. 

Mold and mildew can develop on wet grapes, spoiling 

flavors. Once the decision to harvest has been made the 

grapes are taken to the winery for crushing. 

Harvesting the grapes is the first step in the 

process. Once harvested the grapes are taken to the 

winery and placed into the "crusher-stemmer." The 

crusher-stemmer removes the stems and crushes the 

grapes to release the juice. The juice, skins and pulp 

mixture is called the "must" (Harlow, 1986). Depending 

on the variety and style of wine produced, the must is 

used in various ways during the fermentation process. 

The next step in the winemaking process is 

fermentation. Fermentation is the chemical process 

where yeast converts sugar into alcohol and carbon 
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dioxide gas. Tlie fermentation formula devised by 

Monsieur Gay Lussc in 1810 is Cg H.^ Og (Sugar Glucose) 

= 2C H OH (Ethyl Alcohol) + 200 (Carbon Dioxide). 

Grapes will ferment on their own if crushed, but the 

modern winemaker has more control over the process 

through the use of technologically advanced yeast. The 

fermentation of wine usually takes place over a period 

of a few days to a few weeks. There are two 

fermentation processes for wine. Cool fermentation, 

between forty-five and fifty-five degrees farenheit, 

for white wines. Warm fermentation, between seventy-

five and ninety-five degrees farenheit, is used for red 

wines. The cool fermentation process preserves the 

fruity character of the wine. Warm fermentation 

actually decreases the fruitiness of the wine, but 

melds the flavors into a more subtle blend, which is 

desirable in red wines (Harlow, 1986). 

The winemaker controls the sugar content, color, 

acidity and alcohol levels during the fermentation 

process. By stopping the fermentation process while 

some residual sugar remains, a sweet wine is prodjoced. 

If the fermentation is allowed to end naturally, the 

wine will be completely devoid of sugar, "bone-dry." 

In the production of red wines the "must" ferments 

in contact with the juice for a period of a few days to 

a few weeks. The juice absorbs pigments from the 
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skins, producing a deep, purplish red color (Harlow, 

1986). As the fermentation progresses, the must floats 

to the top forming a "cap" over the juice. This "cap" 

is frequently mixed back into the juice, either by 

wooden paddle or by pumping the juice over the top of 

the "cap" (Lipinski and Lipinski, 1989). When the wine 

has fermented for the desired time with the must, it is 

pressed and the must is removed. The longer the wine 

ferments with the must, the more color and tannins it 

extracts from the must (Harlow, 1986). The decision of 

when to press depends on the style of wine desired 

(Harlow, 1986). Cabernet Sauvignon and Merlot are 

usually left in contact with the must for at least two 

weeks, regardless of how long it takes to complete the 

fermentation. Lighter styled red wines, such as Camay, 

Zinfandel, and Pinot Noir varieties are pressed as soon 

as four days and the fermentation is completed in 

stainless steel tanks or oak barrels (Lipinski and 

Lipinski, 1989). 

White wines are not fermented with the must. The 

juice is pressed from the must immediately after the 

grapes are crushed (Harlow, 1986). If the juice 

remains in contact with must, the wine will take on a 

bitter taste. 

Rose wines are made by fermenting red grapes with 

the must for only a few hours (Lipinski and Lipinski, 
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1989). Once the desired color is obtained, the juice 

is separated from the must and allowed to complete the 

fermentation process. White Zinfandel is a common rose 

wine which employs this practice. The "blush" category 

of wines is similar to rose wines in color and style 

but is often produced in a different way. Many blush 

wines and some rose wines are simply a blend of red and 

white wines. The process enables the winemaker to 

produce a very consistent wine from year to year. 

Once the fermentation is halted, at the desired 

sugar level, the process of clarifying the wine begins. 

The purpose of clarifying is to remove any sediment or 

dead yeast cells from the wine. Some winemakers believe 

that filtering a wine diminishes the character of the 

wine. Nevertheless the consumer prefers a wine that is 

free of sediment, therefore it is necessary to clarify 

wines (Winegrowers of California, 1986). 

There are four methods used for clarifying wine: 

racking, fining, filtering and centrifuging. Most 

wineries use at least one of these techniques. 

"Racking is the drawing off of clear young wine 

from one vat or cask or barrel to another" 

(Schoonmaker, 1980). The sediment is allowed to settle 

to the bottom of the vat or cask or barrel before the 

wine is pumped into another. 
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Fining is the traditional method of clarifying wine 

and is probably the oldest method. In fining certain 

substances are added to the wine which gradually settle 

to the bottom of the barrel, causing the solids to 

coagulate and settle out of the wine (Schoonmaker, 

1980). Egg whites were one of the first fining agents 

and they are still used today by some winemakers 

(Winegrowers of California, 1986). 

Filtering is the clarifying process that takes 

place just before bottling. The wine is passed through 

a thin paper filter to remove the solids. Many 

winemakers believe filtering diminishes the character 

of wine (Winegrowers of California, 1986) . Centrifuging 

is a process whereby the wine is spun forcing the 

sediments out of the wine. The wine is then removed by 

use of the racking method. 

All methods of clarifying wines have a common 

negative aspect. "They remove some of the heavier 

compounds that give flavor to the wine" (Harlow, 1986) . 

Over-filtering or over-clarifying can reduce the 

complexity of wine, so winemakers use great care during 

this step to retain the most complexity and still 

achieve an acceptable level of clarification. 

The decision of which method or combination of 

methods to use to clarify the wine depends on how 

technologically advanced the winery is and the style of 
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wine being produced (Harlow, 1986). Most wineries in 

the United States employ each of these techniques to 

varying degrees depending on the level of equipment 

they can afford. Certain wineries produce wine with 

only a minimum amount of clarification. Usually these 

wines are produced without any fining or filtering. 

This produces a wine heavy in sediments but very rich 

in character (Harlow, 1986). 

The next step in the winemaking process is 

blending. Blending is the "practice of mixing or 

'marrying' wines of somewhat different characteristics, 

or origin, or age, for any one of many diverse reasons" 

(Schoonmaker, 1980). The winemaker may use only one 

variety of grape to emphasize the varietal 

characteristics of the wine. If a balance of varietal 

characteristics is desired, then the winemaker will 

blend several different varieties. A vintage-dated wine 

would contain a blend of grapes which were all grown in 

the same year. This practice is used to accentuate the 

flavor characteristics developed during a particular 

growing season (Winegrowers of California, 1986). Wine 

which is a blend of non-vintage wines is usually one 

that is of a consistent style and character from year 

to year. 

Once the wine is blended it is ready to be aged. 

The amount of aging varies depending on the type of 
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wine. There are three types of aging: wood, stainless 

steal and bottle. Most white wines are aged in 

stainless steel in order to preserve the fresh fruity 

character, which consumers find easy to drink (Lipinski 

and Lipinski, 1989). There are a few white wines aged 

in wood. Chardonnay and Sauvignon Blanc are the white 

wines most commonly aged in wood. 

Barrel aging takes place immediately following 

fermentation (Figure 2.3). "The type of wood, size of 

the barrel, and the length of the aging period are 

determined by the winemaker, depending on the degree of 

'oakiness' desired" (Winegrowers of California, 1986). 

In general, an intense oak character is achieved by: 

new wood barrels, smaller barrels and aging periods 

between twelve and twenty-four months (Lipinski and 

Lipinski, 1989). 

The final step in the winemaking process is bottle 

aging. Not all wines require bottle aging. To age a 

wine in the bottle it must be stored* in a dark, cool 

place in order to prevent any damage due to heat or 

direct light. "Bottle aging allows the components of 

the wine to blend and harmonize" (Winegrowers of 

California, 1986). Many wineries allow wine to age in 

the bottle prior to releasing it to the public, but in 

most cases the consumer is responsible for this final 

step in the winemaking process. 
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RED WHITES 

Cabernet Sauvignon 
Merlot 
Pinot Noir 
Barolo 
Barbaresco 

Chardonnay 
Sauvignon Blanc 

FIGURE 2.3 Wines aged in oak (Winegrowers of 
California, 1986). 
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The Wine Industry Today 

California produces ninety percent of the wine sold 

in the U.S. The current consumption trend among 

California wines is toward the premium segment. Premium 

wines are wines which retail for over four dollars. The 

premium segment represented ten percent of the 

California wine sold in 1985 (Wine Institute, 1987). 

This represented a twelve percent increase over 1984 

for wine priced over five dollars per bottle (Wine 

Institute, 1987). Wines priced over seven dollars per 

bottle experienced a seventeen percent increase in 

sales in 1985 (Wine Institute, 1987). In 1986, the 

premium wine segment increased twenty-one percent and 

accounted for twenty percent of the wine sold which 

represents forty-five percent of all revenue from wine 

(Wine Institute, 1987). 

In 1986, the per capita consumption of wine in 

Texas stood at 1.9 gallons, nearly forty percent lower 

than the national rate (Texas Department of 

Agriculture, 1986). However, per capita consumption in 

Texas increased sixty-nine percent between 1970 and 

1980, approximately ten percent faster than the U.S. 

growth rate (Texas Department of Agriculture, 1986). 

Similar growth was experienced between 1980 and 1986. 

Texas has one of the lowest per capita consumption 

rates in the country, yet the market is the sixth 
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largest in terms of total wine consumption (Furlotte, 

1988) . This growth rate combined with sheer size of its 

market makes Texas one of the greatest potential 

markets for wine in America. 

In 1987 premium wine sales in the United States 

realized a twenty-one percent increase over the 

previous year (Wine Institute, 1987). The growth in 

popularity for premium wine in the U.S. is a positive 

trend for Texas vintners, who primarily produce this 

type of wine. 

The projected per capita wine consumption in Texas 

for 1990 is 3.3 gallons (Texas Department of 

Agriculture, 1986). The dollar value of the grapes 

produced in Texas will increase to $224 million by 

1990, up from $1.8 million in 1985 (Texas Department of 

Agriculture, 1986). If all the wine projected to be 

produced in 1990 were sold at the current average 

retail price of sixty-six dollars per case, the Texas 

wine industry would generate $1.6 billion in sales 

(Texas Department of Agriculture, 1986). 

Characteristics of Wine 

The quality of wine is usually evaluated on the 

basis of color/clarity, bouquet, taste and finish. 

These characteristics are interrelated and all are 

important for a fine wine. The chemical components 
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found in all wines influence each of these 

characteristics (Figure 2.4). 

Color/clarity is a characteristic which can 

determine the quality and age of wine. All well-made 

wines should be clear and brilliant and free of 

sediments (Schoonmaker, 1980). The most effective 

method for the evaluation of a wine's color requires 

that the wine be viewed while the glass is held in 

front of a white backdrop or light (Schoonmaker, 1980) . 

The actual color of a wine can vary depending upon 

the style, age, and variety of the wine (Figure 2.5 and 

Figure 2.6). Younger white wines have a lighter almost 

greenish tint. This is common among wines from cool 

climates. Slightly more mature wines take on a gold or 

yellow gold tint. Eventually a white wine will turn a 

brownish color due to oxidation (Johnson, 1987). Rose 

wines are generally pink in color, with few exceptions. 

Only those from warm growing regions take on an orange 

tint. "Most of the wines in the world are red, and for 

them there is a wide range of acceptable colors, 

depending on the variety of the grape and duration of 

aging" (Amerine and Roessler, 1983). Red wines progress 

from a deep purple color when very young to an 

amber/brown color when very mature (Figure 2.6). 

Bouquet is the complete scent of the wine. It 

should be intense and composed of many odors—the land 
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Sensory Degree of 
Major Components 

Water 

Alcohol 
Ethanol 

Methanol 

Hydrocarbons 

Aldehydes 

Ketones 

Phenols (Tannins) 

Sulfides 

Esters 

Lactic Acid 

Sugar 

Characteristics 

Taste 

Odor 
Taste 
Body 

Odor 
Taste 

Not known 

Odor 

None 

Odor 
Taste 

Odor 

Odor 

Odor 

Taste 
Body 

Sensory Impact 

Very slight 

Moderate 
Very Significant 
Very Significant 

Slight 
Slight 

Slight 

Very Significant 
Very Significant 

Significant 

Significant 

Very Significant 

Very Significant 
Moderate— 
Significant 

Gases Body Very Slight to 
•Significant 

FIGURE 2.4 Major components in wine and their impact 
on sensory evaluation (Amerine and Roessler, 1983). 
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AGE CHARACTERISTIC 

Very young 

Majority of dry wines 

Mature/sweeter wines 

Older/may be bad 

Very old/excess oxidation 

COLOR 

Green-tinged 

Straw-colored 

Gold-colored 

Light brown 

Brown/amber 

FIGURE 2.5 The effects of aging on the color of white 
wines (Osterland, 1980). 

AGE CHARACTERISTICS 

Young, immature 

Some aging 

Several years 

Mature wine 

Considerable maturity 

Very old or prematurely 
aged; usually unsound 

COLOR 

Purple 

Ruby red 

Red 

Red-brown 

Mahogany 

Amber/brown 

FIGURE 2.6 The effects of aging on the color of red 
wines (Osterland, 1980). 
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complexity is a desirable trait. The olfactory is the 

most sensitive of all the sensory systems (Amerine and 

Roessler, 1983). 

The taste of a wine is characterized by its balance 

and body. The balance of a wine is the relationship 

between the components of the wine. It deals with the 

ratio between the acid content and the aftertaste left 

in the mouth. A certain amount of acid, however, is 

desired to give the wine a dry character, but a wine 

that is too acidic will have a "bite" of vinegar. 

The body of the wine is the weight that the wine 

has on the tongue. This is characterized as ranging 

from thin and watery to full, or like milk (Amerine and 

Roessler, 1983). The component in wine which 

contributes most to the body of a wine is ethanol. 

Wines with low ethanol content are thin in body, and of 

low viscosity. Wines with high ethanol content are full 

in body. Sugar content also effects body in the same 

manner as ethanol (Amerine and Roessler, 1983). 

The finish is the lingering aftertaste which may 

last a few seconds or several minutes. A long finish 

denotes complexity and depth of quality (Amerine and 

Roessler, 1983) . 
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Sensory Evaluation 

Everything that we know about food and wine we 

learn through our senses (Amerine and Roessler, 1983). 

Sensory responses, and especially our 
perception of sensory quality, are usually 
modified by a variety of physiological 
factors and by subtle, and not so subtle 
cultural influences. (Amerine and Roessler, 1983) 

The senses which are important in food and wine 

appreciation are sight, smell, taste, touch, pain and 

temperature. Through experience one's ability to 

synthesize sensory perceptions improves (Amerine and 

Roessler, 1983). 

Visual attributes of food and wine are very 

important and are often the most immediate means by 

which evaluation is based. Through vision, tint, 

color, and clarity impressions are formed about odor 

and tastes (Amerine and Roessler, 1983) . 

The olfactory sense is very important to the 

appreciation of many foods and all wines. Odors reach 

the olfactory region of the nose through inhaling air 

and through the mouth. When food enters the mouth its 

temperature rapidly rises to body temperature. Odors 

are released and reach the olfactory region of the nose 

by diffusion and exhalation" (Amerine and Roessler, 

1983). 

"Flavor is generally defined in terms of three 

components: odor, taste and texture" (Acree, 1980). 
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The sense of taste is almost totally perceived by the 

tongue. "Tastes are those nontactile sensations that 

are perceived when a food—for example, wine—is taken 

in the mouth" (Amerine and Roessler, 1983) . In many 

instances flavors are really odors and are incorrectly 

interpreted as taste. 

The touch sensation refers to the feel of food in 

the mouth. For example, astringent, thin or full. 

Taste and touch should be distinguished in sensory 

evaluation. 

Pain is a sensation which results when a sensory 

receptor is overstimulated. A chili pepper can result 

in such an overstimulation. Pain to a degree is 

acceptable in some foods (Amerine and Roessler, 1983). 

Temperature affects the ability to sense smell, 

touch, and pain. Odorous compounds are more volatile 

at higher temperature. This can influence the 

perception of smell. Touch is impacted by temperature 

in that temperature can change the form of some foods. 

In wine, cooler temperatures retain carbon dioxide 

which impacts how sparkling wines feel in the mouth. 

There is some interaction between the senses. 
For example, consider a cloudy wine. The 
odor is almost always perceived as less pleasant 
and less distinctive than if the wine is 
brilliantly clear. (Amerine and Roessler, 1983) 



28 

Sensory Evaluation of Wine 

The evaluation of wine is a subjective exercise. 

The true test of a good wine is whether or not the 

individual consuming the wine enjoys any or all of the 

sensory perceptions. 

"Hedonic rating is what the name implies: quality 

evaluation based on the pleasure that the judge finds 

in the wine" (Amerine and Roessler, 1983) . The scale is 

suitable for professional judges and untrained 

consumers (Amerine and Roessler, 1983). This type of 

testing is very important for new wineries trying to 

determine how to please the consumer's palate (Amerine 

and Roessler, 1983). 

Hedonic ratings are usually made on a five- to 

nine-point balanced scales ranging from extremely liked 

to extremely disliked (Appendix D). These rankings are 

converted into numerical scores to be used for 

statistical analysis. 

Sales of Wine 

Wineries market their wine through various outlets. 

The four basic retail outlets for wine are: 

supermarkets, specialty shops or liquor stores, 

wineries and restaurants. Wholesale distributors 

provide the means for getting the wine into these 

outlets. It is the mission of both the winery and the 



29 

distributor to market the wine to and through the 

retailers. Distributors provide the retail outlets with 

promotional assistance and personnel training. Wineries 

supplement the distributor's efforts with point of sale 

materials and consumer advertising. The wineries and 

distributors must understand the needs of the various 

retailers in order to plan effective marketing 

strategies. This system is known as the three-tier 

system of distribution. Most wineries in Texas are 

currently operating within this system. 

Each type of retail outlet impacts sales of a 

particular brand in the other types of retail outlets. 

Each tier impacts the business of one or both of the 

other tiers. Three scenarios illustrate these points. 

1. A consumer purchases a bottle of a particular 

Texas wine at a restaurant. He enjoys the wine 

and decides to purchase a bottle from his 

favorite specialty shop or supermarket. 

2. A consumer decides to purchase a Texas wine 

featured in a supermarket or specialty shop 

promotion. He enjoys the wine and goes to his 

favorite restaurant and requests that same wine. 

The restaurant may or may not offer the wine on 

its wine list. If it does, then the supermarket 

promotion has generated a sale outside the 

store. If it does not, then the supermarket 
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promotion has made the restaurateur aware of a 

demand for the wine and he may decide to offer 

the wine or he may at least want to learn more 

about it. 

3. A restaurateur receives several requests for a 

particular Texas wine which the consumers have 

read about in advertisements. The restaurateur 

then calls his distributor, who does not carry a 

line of Texas wines, and requests information on 

pricing and availability. The distributor 

informs the restaurateur that he does not carry 

the Texas wine. The restaurateur switches to a 

distributor who does carry Texas wine. 

Marketing 

As organizations go about the business of serving 

people, they very quickly find that they cannot satisfy 

the diverse needs and wants of every individual. 

Therefore, each firm must identify the most attractive 

part of the market and attempt to provide the needs and 

wants of a homogenous group of people. Each homogenous 

group is a distinct segment and becomes a target market 

when a firm chooses to direct a market effort toward 

that segment (Kuang-Cheng, 1984). 

Market segmentation long has been considered one of 

the most fundamental concepts of modern marketing. 
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Segmentation provides guidelines for a firm's marketing 

strategy and resource allocation among markets and 

products. There is no single or best way to segment a 

market. The simplest way to divide customers is on the 

basis of one variable or one characterization. 

A more productive approach is to use two or more 

variable segment markets. The more variables used, the 

smaller the segment will be. The four most commonly 

used groups of segmenting variables are behavioristic, 

geographic, demographic and psychographic (Kotler, 

1984) . 

Behavioral variables are thought to be the best 

tools for identifying market segments. "In behavioral 

segmentation, buyers are divided into groups on the 

basis of their knowledge, attitude, use, or response to 

a product" (Kotler, 1984). Behavioral segmentation 

variables include user status, usage rates, and buyer 

loyalty (Kotler, 1984). 

Geographic variables are concerned with the 

location and numbers of customers and potential 

customers. Data on the distribution of population are 

readily available from published sources with 

information divided according to region, state, county, 

city (or standard metropolitan statistical areas). 

Demographic variables distinguish a market by 

groups (i.e., age sex, occupation) (Kotler, 1984). 
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Consumer preferences highly associated with demographic 

variables are essential to estimating the size of a 

target market. These can be segmented 

psychographically. 

Psychographic variables divide groups into social 

class, lifestyles, and personalities (Wind, 1978). As 

markets are segmented, using more variables, the seller 

defines his/her market more precisely. By using more 

variables to segment a market the population within 

these segments decreases (Wind, 1978). However, the 

precision allows the marketer to clearly define his/her 

target market. This variable relates purchase 

inclination to people, activities, interest and options 

(Kotler, 1984). 

The most effective segmentation strategy for 

consumer industries today is benefit segmentation. 

This procedure divides the market according to benefits 

that customers seek. There are two very important 

distinctions between benefit and other forms of 

segmentation. 

1. Benefits are the needs and wants of customers. 

Other segmentation strategies assume a 

relationship between the segment variables and 

consumer needs and wants. 

2. Understanding benefits according to customers 

enables advertising to influence behavior. 
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Accruing other segmentation variables are only 

descriptive, which means one can only try to 

appeal to what exists and its assumed 

relationship (Kotler, 1984). 

One useful method of market segmentation is to 

divide variables into two groups. One is a group of 

qualifying variables; the other is a group of 

determining variables. Qualifying variables are those 

characteristics that qualify a person to buy a product 

or a service. Thus income levels are qualifying 

variables. Generally speaking, certain income levels 

qualify customers to buy certain classes of products or 

services. Determining variables, on the other hand, 

address the question of why buyers choose one product 

over another. Qualifying variables are normally 

geographic or demographic in nature and relative 

information is fairly easy to obtain from secondary or 

published data. Determining variables usually are more 

elusive. They deal with psychographic and behavioristic 

characteristics and often require the gathering of 

primary data. 

In the selection of variables for the segmentation 

model, the major considerations are management's 

specific needs and the current state of the marketing 

and consumer behavior knowledge about the relevance of 
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various variables as a basis for, and descriptors of, 

market segments. 

Market Research 

Market research is the systematic design, 
collection, analysis, and reporting of data 
and findings relevant to a specific marketing 
situation .... (Kotler, 1984) 

Accurate marketing information is critical for 

effective marketing. The data collected through market 

research is used to explain, predict and/or control 

marketing processes (Kotler, 1984). Since the Texas 

wine industry is relatively young, most Texas wineries 

have not conducted significant amounts of marketing 

research, according to the President of the Texas Grape 

Growers Association (McKinney, 1987). 

Corporations are increasingly developing analytical 

marketing systems in order to enhance their marketing 

abilities (Kotler, 1984). Market research facilitates 

an increase in the likelihood of making sound marketing 

decisions. These educated decisions can have a positive 

impact on the profitability of a company. 

John R. Lowey, President of Llano Estacado Winery 

in Lubbock, Texas, noted that in 1984 he realized the 

importance of marketing and marketing research. Without 

an emphasis on market research and development the 

winery will be out of business very soon (Lowey, 1987). 



CHAPTER III 

METHODS AND PROCEDURES 

Subjects 

The subjects were selected from the restaurateurs 

attending the Texas Restaurant Association convention 

in Dallas, Texas, on June 16-18, 1987. There were 121 

respondents to the survey. Subjects were solicited to 

participate in the study through the use of a booth at 

the convention. Ten-thousand to fifteen-thousand 

restaurateurs and related industry professionals attend 

the trade show each year, so this venue was considered 

to be an effective means of reaching this group. Based 

on the number of restaurateurs attending it was 

believed that a representative sample could be 

obtained. 

Procedure 

This study attempted to determine Texas 

restaurateurs' perceptions of comparable Texas and 

California wines. A blind taste comparison between two 

Texas and two California wines was held at a convention 

of Texas restaurateurs in June of 1987. The subjects 

were asked to complete a questionnaire (Appendix E) and 
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to rate the wines based on color, bouquet, taste and 

finish. The questionnaire solicited demographic and 

psychographic information about the restaurateurs. The 

results of the survey were analyzed to determine the 

restaurateurs' preference among the wines and whether 

any relationships existed between their wine ratings 

and the demographic and psychographic information. 

The administrators of the survey manned a booth at 

the four-day convention from nine a.m. until four p.m. 

daily. There were four people trained to administer the 

wine taste test. One week prior to the convention a 

training session was held at Texas Tech University. The 

training consisted of procedure for pouring wine, 

discussion of basic wine knowledge and definition of 

color, bouquet, taste and finish. The booth 

construction consisted of a table for tasting and 

filling out surveys and a backdrop for signage. A sign 

was posted at the booth which advertised for 

restaurateurs to participate in a wine taste test. 

During times when participation was slow the 

administrators solicited restaurateurs by asking if 

they were interested in participating in a wine taste 

test. The administrators were instructed not to 

. disclose the brand name or the place of origin of the 

wines tasted until the subjects had completed the 

tasting and the questionnaire. 
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The taste comparison involved asking the subjects 

to rate each wine based on color/clarity, bouquet, 

taste, and finish. The wines used were: Llano Estacado 

Blush (Texas), Llano Estacado Red (Texas), Sutter Home 

White Zinfandel (California) and Robert Mondavi Red 

(California). The wines were selected by The Julius 

Schepps Company, a Dallas, Texas, alcoholic beverage 

distributor. The criteria for the selection was to pick 

two wines of different varietals from Texas and two 

from California. The wines were to be comparable in 

terms of price and style. The wines selected would be 

competing for the same market of restaurateurs and 

consumers. Each wine was randomly numbered so that the 

subject would not demonstrate bias toward any product 

due to brand or regional affiliation. In order to 

determine the degree of acceptability for each wine, a 

seven-point Hedonic Scale was used (Appendix D). 

The subjects were first asked to complete the 

demographic questionnaire. They were then given a 

definition of the four characteristics: color/clarity, 

bouquet, taste, and finish. Only after the subject had 

completed the tasting and had rated all of the wines, 

was he/she informed of the identity of the wines. 

The subject was served a one-ounce portion of each 

wine. He/she was then allowed to have as much time as 

desired to evaluate the wine. In order to provide an 
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appropriate background to examine the color/clarity 

factor, the subject was instructed to hold the glass 

either up toward the ceiling lights or up to a piece of 

clean white paper, which was supplied by the test 

administrator. 

Questionnaire 

The questionnaire (Appendix E) used in the study 

was divided into two parts. The first part, with twelve 

questions, was designed to obtain demographic 

information concerning the respondent's professional 

association and familiarity with Texas wines. The 

second section of the form was a wine tasting 

scorecard. The questionnaire was presented to the 

respondent at the time of the interview and tasting. 

Statistical Analysis 

The t-test method was used to determine if 

significant differences existed when comparable Texas 

and California wines are ranked by Texas restaurateurs. 

The ratings of the four wines were analyzed as 

follows; Llano Estacado Red versus Robert Mondavi Red, 

and Llano Estacado Blush versus Sutter Home White 

Zinfandel. A two-tailed t-test was performed on the 

mean scores of the reds and of the blush wines to 
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determine the differences which occurred in either 

direction. 

"The t-test is used to determine whether two means 

are significantly different at a select probability 

level" (Gay, 1987). For this study a probability level 

of .10 was tested. The mean scores of the ratings for 

each wine and each characteristic were evaluated for 

differences between the Texas and California wines. The 

t-test adjusted for the fact that the distribution of 

scores might not be normal. This is particularly useful 

if the sample is small. As the sample size decreases 

the distribution of scores tends to be further from a 

normal distribution. In the case of this study the 

sample size was sufficiently large that the 

distribution of scores was likely to be normal, 

therefore, a lower t-value was required to reject a 

null-hypothesis (Gay, 1987). 

The t-test is designed to test the actual mean 

difference observed with the difference expected by 

chance (Welkowitz et al., 1976). A ratio of the two 

actual means is formed. The difference observed in the 

means is the numerator and the denominator is the 

difference expected by chance (Gay, 1987). This ratio, 

known as the t-ratio, indicates whether the differences 

observed are sufficiently greater than the differences 

expected. The t-value generated by dividing the 
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numerator by the denominator is compared to the t-table 

critical value at the chosen probability level, .10 for 

this study, and the required degrees of freedom 

(Welkowitz et al., 1976). The probability level of .10 

says that there is a 90 percent chance that the 

difference found results from the manipulation of the 

independent variable, not by chance resulting from 

sampling error. If the t-value generated is equal to 

or greater than the table value, then the null-

hypothesis is rejected. 

One variation of the t-test is the t-test for 

matched samples. A matched sample occurs when two 

groups receive the same treatment or when the same 

group receives two different treatments. When samples 

are matched, subjects in one sample group are 

systematically correlated to the subjects in the other 

group. In this study the same group was used to 

evaluate all of the wines, therefore a matched sample 

existed. When matched samples are used there is a 

greater chance that the null-hypothesis will be 

rejected (Pagano, 1986). 

The t-test is a parametric test which is a test of 

significance appropriate when an interval of ratio 

scale of measurement and where several assumptions have 

been met. The Texas restaurateurs' ratings of each 

wine and each characteristic is an interval scale 
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measurement. The Hedonic scale (Appendix A) used is 

based upon predetermined equal intervals. Therefore 

the data is interval. 

In theory, the t-test can be implemented when the 

following assumptions are met (Welkowitz et al., 1976). 

1. The variable measured is normally distributed in 

the population or at least the form of 

distribution is known (Gay, 1987) . 

2. The data represents an interval or a ratio scale 

of measurement. 

3. The subjects are selected independently from the 

study. The subjects are randomly sampled. 

4. The variance of the population comparison groups 

is equal. 

With a parametric test one is less likely to commit 

a Type II error. A Type II error is committed when one 

fails to reject a null-hypothesis that is really false 

(Gay, 1987). A parametric test is more likely to 

reject a null-hypothesis that is false. 

In use, however, the t-test gives accurate results 

even if the assumption of normal distribution is not 

totally met. Also, the assumption of the two population 

variances can be ignored, if the sample size for each 

test were exactly the same (Gay, 1987). In this study 

the sample sizes were the same. 
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The chi-square was used to determine whether the 

differences between the observed frequencies and the 

expected frequencies could be attributed to the random 

sampling fluctuations or to differences resulting from 

non-chance factors (Welkowitz et al., 1976). In this 

study the demographic and psychographic variables were 

tested to determine if there were any significant 

relationships between the variables and the 

restaurateurs' wine ratings. 

If the differences between the observed and 

expected frequencies were small enough to occur by 

chance, .10 percent or less of the time when the null-

hypothesis is true, then the null-hypothesis was 

rejected. The critical value table for chi-square is 

used to determine whether the relationship existed 

(Welkowitz et al., 1976). If the value derived from the 

computation of the chi-square value was equal to or 

greater than the table value, then the relationship was 

said to exist at chosen probability level. The chi-

square test used in this study was designed to test the 

significance of the relationships between two variables 

when the data was expressed in terms of frequencies of 

joint occurrence. For example, the relationship between 

sex and wine preference was tested. 

Chi-square is a non-parametric test of 
significance appropriate when data is 
in the form of frequency counts occurring 
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in two or more mutually exclusive categories 
(Gay, 1987) ^ 

The data used for this test, was frequency data 

relating to the restaurateurs' demographic and 

psychographic characteristics. 

In theory, the chi-square test can be applied when 

the following assumptions are met: 

1. The chi-square can only be used when the 

observations are independent (Welkowitz et al., 

1976). 

2. The subject must fall in only one category 

(Welkowitz et al., 1976). 

3. The computation must be based on all the 

subjects in the sample (Welkowitz et al., 1976). 

4. The expected frequency must be at least five in 

each category. 

In this study all of the assumptions for chi-square 

were met. 

There are limitations which apply to this study. 

1. The results are limited in their interpretation 

to only the population of restaurateurs 

attending the Texas Restaurant Association 

convention. 

2. Only two wines from each state were rated. 

Therefore, differences in perceptions of all 

Texas and California wines cannot be determined. 

3. The wines tested were all from a similar price 
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bracket. The results can only apply to wines in 

that price bracket. The ratings for Texas and 

California wines from different price categories 

may be different. 

4. The wines were not sampled with food. Pairing 

wine with food impacts sensory perception. This 

information could be useful to some 

restaurateurs. 

Hypothesis 

T-test 

Hol= There will be no difference between Texas 

restaurateurs' ratings of comparably priced and styled 

Texas and California red wines based on the color of 

the wine. 

Ho2= There will be no difference between Texas 

restaurateurs' ratings of comparably priced and styled 

Texas and California red wines based on the bouquet of 

the wine. 

Ho3= There will be no difference between Texas 

restaurateurs' ratings of comparably priced and styled 

Texas and California red wines based on the taste of 

the wine. 

Ho4= There will be no difference between Texas 

restaurateurs' ratings of comparably priced and styled 
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Texas and California red wines based on the finish of 

the wine. 

Ho5* There will be no difference between Texas 

restaurateurs' ratings of comparably priced and styled 

Texas and California blush wines based on-the color of 

the wine. 

Ho6= There will be no difference between Texas 

restaurateurs' ratings of comparably priced and styled 

Texas and California blush wines based on the bouquet 

of the wine. 

Ho7= There will be no difference between Texas 

restaurateurs' ratings of comparably priced and styled 

Texas and California blush wines based on the taste of 

the wine. 

Ho8= There will be no difference between Texas 

restaurateurs' ratings of comparably priced and styled 

Texas and California blush wines based on the finish of 

the wine. 

Chi-square 

Ho9= There is no relationship between Texas 

restaurateurs' gender and their perceptions of 

comparably priced and styled Texas and California wines 

based on color, bouquet, taste and finish. 

HolO= There is no relationship between Texas 

restaurateurs' age and their perceptions of comparably 
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priced and styled Texas and California wines based on 

color, bouquet, taste and finish. 

Holl= There is no relationship between Texas 

restaurateurs' regional location and their perceptions 

of comparably priced and styled Texas and California 

wines based on color, bouquet, taste and finish. 

Hol2= There is no relationship between Texas 

restaurateurs' monthly wine purchase and their 

perceptions of comparably priced and styled Texas and 

California wines based on color, bouquet, taste and 

finish. 

Hol3= There is no relationship between Texas 

restaurateurs' rate of consumption of Texas wines and 

their perceptions of comparably priced and styled Texas 

and California wines based on color, bouquet, taste and 

finish. 

Hol4= There is no relationship between Texas 

restaurateurs' check average and their perceptions of 

comparably priced and styled Texas and California wines 

based on color, bouquet, taste and finish. 

Hol5= There is no relationship between Texas 

restaurateurs' style of restaurant and their 

perceptions of comparably priced and styled Texas and 

California wines based on color, bouquet, taste and 

finish. 



CHAPTER IV 

RESULTS AND DISCUSSION 

The data collected in this study was analyzed to 

determine if any significant differences existed 

between the ratings Texas restaurateurs gave selected 

California and Texas wines. The information was 

collected during a 1987 survey conducted from a sample 

of 121 Texas restaurateurs attending the Texas 

Restaurant Association convention in Dallas, Texas. The 

data was collected in a four-day period using a blind 

taste test and a questionnaire. The demographic and 

psychographic data gathered included information 

relative to age, sex, restaurant affiliation, wine 

consumption, wine sold in the subject's affiliated 

establishments and his/her familiarity with Texas 

wines. 

Descriptive Data 

The demographic data was analyzed through frequency 

totals and percentages. Eighty-five (seventy percent) 

of the 121 respondents were male and thirty-six (thirty 

percent) were female. A majority of males and females 

ranked both Texas wines equal to or better than the 

California wines in terms of overall quality (Table 
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4.1). Overall quality was determined by totaling the 

ratings from the four categories: color/clarity, 

bouquet, taste and finish. The greatest number of the 

respondents (43 percent) was between twenty-five and 

thirty-four years of age. Restaurateurs in all 

categories rated Texas wine equal or better than 

California wine with one exception. Restaurateurs in 

the thirty-five- to forty-four-year group preferred the 

California red (Table 4.2). 

The majority of the participants were from the 

Dallas/Fort Worth region (Table 4.3). The remainder of 

the sample was fairly equally distributed among the 

remaining regions: Houston/East Texas fifteen percent, 

San Antonio/Austin seventeen percent, and West Texas 

twelve percent. The Texas wines were rated equal to or 

better than the California wines in all regions and for 

all except one wine. The Llano Estacado red was rated 

equal to or better than the Robert Mondavi red by only 

forty-seven percent of the restaurateurs in the 

Houston/East Texas region. The highest acceptance 

rating for the Llano Estacado red was in the West Texas 

region, which included subjects from: Lubbock, Amarillo 

and Midland/Odessa. The highest rating for Texas wine, 

eighty percent for Llano red, occurred among 

restaurateurs who reported purchases of over $500 per 

month (Table 4.4). 
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TABLE 4.1 The relationship of gender and the 
percentage of Texas restaurateurs who rated selected 
Texas wines equal to or better than selected California 
wines. 

GENDER 
CATEGORY 

*PERCENT OF 
SAMPLE TEXAS BLUSH TEXAS RED 

Male 

Female 

70% 

30% 

57% 

72% 

59% 

56% 

TABLE 4.2 The relationship of the age of the subjects 
and percentage of Texas restaurateurs who rated 
selected Texas wines equal to or better than selected 
California wines. 

AGE 
CATEGORY 

Below Age 

25 - 34 

35 - 44 

45 + 

no age 
indicated 

25 

*PERCENT 
SAMPLE 

16% 

43% 

25% 

14% 

2% 

OF 
TEXAS BLUSH 

63% 

66% 

50% 

65% 

TEXAS RED 

58% 

66% 

45% 

50% 

100% 

*N = 121 



50 

TABLE 4.3 The relationship of region and the 
percentage of Texas restaurateurs who rated selected 
Texas wines equal to or better than selected California 
wines. 

•PERCENT OF 
REGION 

Dallas/ 
Fort Worth 

Houston 

San Antonio/ 
Austin 

West Texas 
Lubbock 
Amarillo 
Midland/ 
Odessa 

SAMPLE 

56% 

15% 

17% 

12% 

TEXAS BLUSH 

57% 

69% 

52% 

64% 

TEXAS RED 

59% 

47% 

52% 

77% 

*N = 112 
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TABLE 4.4 The relationship of monthly wine purchases 
and the percentage of Texas restaurateurs who rated 
selected Texas wines equal to or better than selected 
California wines. 

*PERCENT OF 
PER MONTH 

$50 - 299 

$300 - 499 

$500 - 699 

$700 and up 

*N = 109 

SAMPLE 

27% 

8% 

9% 

22% 

TEXAS BLUSH 

57% 

44% 

50% 

54% 

TEXAS RED 

67% 

56% 

80% 

79% 
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Seventy-five percent of the respondents had 

consumed Texas wine less than ten times (Table 4.5). 

Twenty-five percent had not consumed any Texas wine 

prior to the survey. The preference for Texas wines was 

much higher among those who consumed Texas wines more 

than ten times. There were an equal number of 

respondents who never tried a Texas wine as there were 

respondents who had consumed Texas wines more than ten 

times. 

The greatest difference among the perceptions of 

restaurateurs in terms of the check average in their 

establishments was found to exist in the over twelve-

dollar category. Seventy-four percent of the 

respondents with check averages over twelve dollars 

rated the Llano Estacado Red equal to or better than 

the Robert Mondavi Red (Table 4.6). 

The responses to the question regarding the type of 

restaurant indicated that thirty-five percent of the 

subjects described their restaurant to be continental 

in theme (Table 4.7). The next most frequent response 

was Mexican food at eleven percent. The largest 

differences in the ratings are found among the 

restaurateurs from Italian and seafood establishments. 

Eighty percent of the Italian responses rated the Texas 

blush equal to or better than the California blush, but 

only twenty percent favorably rated the red wine from 
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TABLE 4.5 The relationship of Texas restaurateurs' 
consumption of wine and the percent of Texas 
restaurateurs who rated selected Texas wines equal to 
or better than selected California wines. 

CONSUMED A 
TEXAS WINE 

0 

1 - 1 0 

11 - 25 

25 + 

*N = 109 

*PERCENT 
SAMPLE 

26% 

49% 

10% 

16% 

OF 
TEXAS BLUSH 

57% 

60% 

73% 

59% 

TEXAS RED 

46% 

60% 

55% 

65% 

TABLE 4.6 The relationship of check average and the 
percentage of Texas restaurateurs rated selected Texas 
wines equal to or better than selected California 
wines. 

CHECK 
AVERAGE 

$ 3 - 8 

$9 - 12 

OVER $12 

Did not 
indicate 
check 
coverage 

*PERCENT 0 
SAMPLE 

45% 

17% 

29% 

9% 

F 
TEXAS BLUSH 

60% 

67% 

57% 

TEXAS RED 

44% 

67% 

74% 

*N = 111 
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TABLE 4.7 The relationship of restaurant type and the 
percentage of Texas restaurateurs who rated selected 
Texas wines equal to or better than selected California 
wines. 

TYPE OF *PERCENT OF 
RESTAURANT 

French 

Italian 

Continental 

Mexican 

Seafood 

Steakhouse 

Other 
(fast food, 
cafeteria, 
catering) 

SAMPLE 

5% 

5% 

35% 

11% 

7% 

9% 

28% 

TEXAS BLUSH 

66% 

80% 

66% 

43% 

22% 

36% 

TEXAS RED 

66% 

20% 

66% 

71% 

78% 

36% 

*N = 111 
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Texas. There were fifty-six separate items segmented 

from the responses. In only ten out of the fifty-six 

items were Texas wines rated less than equal to the 

California wines. 

Testing the Null-Hypothesis 

The responses of the Texas restaurateurs in the 

sample were analyzed using the t-test to test the 

following hypothesis: 

Ho: There is no significant difference in the 

preference ratings, based on color, bouquet, taste or 

finish, given by Texas restaurateurs to comparably 

priced and styled wines from Texas and California in a 

blind tasting. 

The results indicate that the hypothesis is 

accepted for the red wines tested (Table 4.8). The 

differences in the means of these wines for all 

characteristics were not significant at p=.10. For 

every characteristic, except color, the average mean 

for the Llano Estacado Red was greater than the average 

mean for the Robert Mondavi Red. Therefore, it can be 

said that Texas restaurateurs found the Texas wines to 

be equal to California wines in terms of color, 

bouquet, taste or finish. 

The results for the Blush are varied, depending on 

the characteristic of the wine rated (Table 4.9). The 
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TABLE 4.8 Difference between Texas restaurateurs' 
perception of selected Texas Blush and selected 
California Blush wines as determined by T-test. 

WINE 
CHARACTERISTIC 

COLOR 

BOUQUET 

TASTE 

FINISH 

CRITICAL 
VALUE 

1.645 

1.645 

1.645 

1.645 

@.10 T-VALUE 

2.381** 

-.513 

1.801* 

1.755* 

N = 121 

** Significant §.02 Critical value 2.326 
* Significant §.10 

TABLE 4.9 Difference in preference between selected 
Texas red wine and selected California red wine as 
perceived by Texas restaurateurs as determined by T-
test. 

WINE 
CHARACTERISTIC 

COLOR 

BOUQUET 

TASTE 

FINISH 

CRITICAL 
VALUE 

1.645 

1.645 

1.645 

1.645 

§.10 T-VALUE 

.098 

.379 

.218 

.496 

N = 121 
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Null-Hypothesis is accepted for bouquet. There is no 

significant difference in the restaurateurs' preference 

for the bouquet of the Llano Estacado Blush and the 

Sutter Home White Zinfandel. The null-hypothesis is 

rejected for remaining characteristics: color, taste 

and finish. The Llano Estacado Blush received 

significantly greater ratings (p=.10) than the Sutter 

Home White Zinfandel in color, taste, and finish. 

The t-test results indicate that both of the Texas 

wines tested are perceived to be at least equal to the 

California wines tested. In some cases the Texas 

products were rated significantly higher than the 

California wines. This data seems to indicate that the 

Texas wines will be widely accepted by most 

restaurateurs as being comparable to California wines. 

The data suggests that Texas restaurateurs might prefer 

the Texas wines over California wines. If it can be 

assumed that the wines rated in this study are 

representative of the wines produced in Texas and 

California, then one may also assume that most 

restaurateurs in Texas would rate all Texas wines to be 

at least equal to all California wines. This would 

place the Texas wine industry in a very competitive 

situation in terms of quality. 

The results of the chi-square analysis to determine 

whether a relationship existed between Texas 
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restaurateurs' ratings of selected Texas and California 

wines and the demographic variables examined are as 

follows (Table 4.10). 

Three of the seven demographic and psychographic 

tests reached the .10 level of significance. A 

significant relationship was found between monthly wine 

purchases and preference toward red wines. This 

variable also tested significant at the .02 level. 

Check average and restaurant affiliation were also 

significant, in terms of red wine preference, at the 

.10 level. The only significant relationship existing 

among the blush category was between restaurant 

affiliation and blush wine preference. 

In interpreting this data it is important to note 

which wines were preferred among the significant 

demographic variables. In each category that a 

significant relationship occurred, the Texas wines were 

rated equal to or better than the California wines at 

least fifty percent of the time (Tables 4.4,4.6 and 

4.7) . 
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TABLE 4.10 Results of Chi-square to determine 
relationships between preference ratings and 
demographic variables. 

Red Blush 

Sex 

Age 

Location 

Wine 
Purchases 

Texas Wine 
Consumption 

Check 
Average 

X2 

.0008 

2.56 

5.04 

*14.42 

.81 

*10.16 

CRITICAL 
VALUE 

2.71 

6.25 

6.25 

9.24 

6.25 

6.25 

Restaurant 
Affiliation *12.15 10.64 

* Reached significance §.10 level. 

X2 

2.62 

3.60 

1.12 

6.20 

1.93 

1.10 

*14.46 

CRITICAL 
VALUE 

2.71 

6.25 

6.25 

11.07 

6.25 

6.25 

10.64 



CHAPTER V 

SUMMARY AND RECOMMENDATIONS 

The wine industry in Texas is a young industry that 

has exhibited great potential for producing wines equal 

to those produced anywhere in the world. The industry 

is positioned for a significant amount of growth in the 

near future. The rate at which the industry grows will 

be influenced by its knowledge of various market 

characteristics. In order for the Texas wine industry 

to target their market an examination of variable 

market segments must be conducted. The wine industry 

must continually monitor the consumers preference and 

behavior. 

The descriptive analysis of Texas restaurateurs' 

preference between Texas and California wines is an 

attempt to determine if Texas wines can be seen as 

equal to California wines in terms of sensory 

evaluation. This data can be used by wineries to 

better understand the market for Texas wines, 

particularly from the restaurateurs' perspective. 

Distributors are responsible for getting the wines 

into restaurants and onto the wine lists. Therefore it 

is important for distributors to know which 

60 
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restaurateurs are likely to place Texas wines on their 

menu. 

The data suggest that there is a broad acceptance 

for the Texas wines among Texas restaurateurs attending 

the Texas Restaurant Association convention. 

Restaurateurs across various demographic and 

psychographic segments rated Texas wines equal or 

better than California wines based on quality. 

The results of this study answer some questions 

about Texas restaurateurs' acceptance of Texas wines. 

Further research should be conducted based on the 

finding of this study. 

This study describes Texas restaurateurs' 

perception of Texas and California wines in a blind 

comparison. An analysis of the same wines with a 

similiar population, but using an open comparison is 

needed. This would indicate whether brand name or 

place or origin influence perception of wine quality. 

A blind and open taste comparison should be conducted 

using California restaurateurs. 

Further analysis of the restaurateurs attending the 

Texas Restaurant Associaton convention is needed. This 

analysis should attempt to describe buying, behavior, 

and wine knowledge of those restaurateurs who attend 

association conventions. A comparison of their buying 
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behavior and wine knowledge and those restaurateurs who 

do not attend is needed. 

A similar study should be conducted using wines 

from different price brackets than those used in this 

study. Do Texas wines compete in term of quality at 

all price levels? 

A survey of the restaurateurs participating in this 

study should be conducted to determine if the results 

of this study influence their buying behavior. Are 

restaurateurs likely to purchase more Texas wine if 

they perceive it to be equal to or better than a 

similarly priced and styled California wine? 



REFERENCES 

Acree, T.E. (1980). Flavor Characterization. Kirk-
Othmer Encyclopedia of Chemical Technology. (3rd 
ed.) 10, pp. 444-455. 

Adams, L.D. (1985). The Wines of America (3rd ed.). 
New York: McGraw-Hill. 

Amerine, M.A., & Roessler, E.B. (1983). Wines, Their 
Sensory Evaluation. New York: W.H. Freeman and 
Company. 

Furlotte, N. (1988). The Top 21 Metro Markets. 
Jobson's Liquor Industry Marketing 1988, 86-100. 

Gay, L.R. (1987). Educational Research Competencies 
for Analysis and Application. (3rd ed.). 
Columbus: Merrill. 

Harlow, J. (1986). California Culinary Academy, 
Enjoying American Wine. San Francisco: Chevron 
Chemical Company. 

Johnson, H. (1987). Wine (pp. 10-20). New York: 
Simon & Schuster. 

Kotler, P. (1984). Marketing Management Analysis, 
Planning, and Control (5th ed.) (pp. 194-210, 252-
265). Englewood Cliffs: Princeton-Hall. 

Kuang-Cheng, Wu. Foodservice Marker. Food Industry. 
Vol. 16, No. 1, Jan. 1984. p. 33. 

Lembeck, H. (1983). Grossman's Guide to Wines, Beers, 
& Spirits (7th ed.) (pp. 10-25, 189-240). New 
York: Charles Scribner's Sons. 

Lipinski, R.A., & Lipinski, K.A. (1989). Professional 
Guide to Alcoholic Beverages (pp. 1-28). New York: 
Von Nostrand Remhold. 

Lowey, J.R. (1987, May). Personal Interview. 

McKinney, C. (1987, April). Personal Interview. 

63 



64 

Osterland, E.A. (1980). Wine & the Bottom Line (pp. 
20-30). Washington: National Restaurant 
Association. 

Pagano, R.A. (1986). Understanding Statistics in the 
Behavioral Sciences (2nd ed.) (pp. 375-393). St. 
Paul: West. 

Robinson, J. (1986). Vines, Grapes, and Wines (pp. 
6-21). New York: Alfred A. Knopf. 

Schoonmaker, F. (1980). Encyclopedia of Wine (7th 
ed.). New York: Hastings House. 

Texas Department of Agriculture. (1986). Economic 
Growth Through Agricultural Development: A 
Blueprint for Action. 

Welkowitz, J., Ewen, E.B., & Cohen, J. (1976). 
Introductory Statistics for Behavioral Sciences 
(2nd ed.) (pp. 117-257, 301, 308). New York: 
Academic Press. 

Wind, Y. (1978). Issues and Advantages in 
Segmentation Research. Journal of Marketing 
Research, 15, p. 317. 

Winegrowers of California, (1986). How to Put More 
Business Into Your Wine Business. Emeryville, CA: 
Author. 

Wine Institute. (1987). Economic Research Report 
(Report No. 87-10). San Francisco: Author. 



APPENDIX A 

Vitis Vinifera GRAPES 

65 



66 

Vitis vinifera GRAPES 

WHITE 

Aligote 
Chardonnay 
Chenin Blanc 
Emerald Riesling 
Flora 
Folle-Blanche 
French Colombard 
Gewurztraminer 
Green Hungarian 
Grey Riesling 
Malaga 
Melon de Bourgogne 
Muller-Thurgau 
Muscadelle 
Muscat of Alexandria 
Muscat-Ottonel 
Pinot Blanc 
Pinot Gris 
Sauvignon Blanc 
Scheurebe 
Semillon 
Sylvaner 

RED 

Alicante-Bouschet 
Barbera 
Cabernet Franc 
Cabernet Pfeffer 
Cabernet Sauvignon 
Carignane 
Carmine 
Carnelian 
Charbono 
Centurion 
Gamay-Beauj olais 
Grenache 
Grignolino 
Malbec 
Merlot 
Mission 
Napa Camay 
Nebbiolo 
Petite Sirah 
Petit Verdot 
Pinot Meunier 
Pinot Noir 
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FRENCH-AMERICAN HYBRID GRAPES 

WHITE RED 

Aurore Baco Noir 
Cayuga Cascade 
Melody Chambourcin 
Seyval Blanc Chancellor 
Verdelet Chelois 
Vidal Blanc Ŝ Ŝ̂ ®-"" 
Vignoles de Chaunac 
Villard Blanc Delicatessen 

Landot 
Leon Millot 
Marechal Foch 
Rosette 
Rougeon 
Vincent Noir 
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RED WINE 

RED WINE 
FERMENTATION 

TANK 

HARVEST 

WHITE WINE 

STEMNfER/ 
CRUSHER 

RED RED 

PRESS 

WHITE 

BARREL AGING 

RED 

WHITE 

WHITE 

TEMPERATURE 
CONTROLLED STAINLESS 

STEEL FERMENT AT 

BLENDING AND STORAGE 
TANK 

ON TANK 

TO BOTTLING LINE 

FIGURE A.l Diagram of Winemaking Process for Red and 
White Wine. 
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WINE MARKETING RESEARCH 
WINE TASTING SCORECARD 

Instructions: Rate the Color/Clarity, Bouquet (Nose), 
Taste and Finish of each sample according to the 
following scale: 

(7) Like Extremely 
(6) Like Moderately 
(5) Like Slightly 
(4) Neither Like Nor Dislike 
(3) Dislike Slightly 
(2) Dislike Moderately 
(1) Dislike Extremely 

Color/ Bouquet 
Sample # Clarity (Nose) Taste Finish 

42 

87 

16 

89 

Comments: 



APPENDIX E 

WINE MARKETING RESEARCH 

DATA QUESTIONNAIRE 

73 



74 

WINE MARKETING RESEARCH 
DATA QUESTIONNAIRE 

This study if part of market research being conducted 
by Texas Tech University and will be used to assist in 
the marketing of wine in Texas restaurants. 

THIS INFORMATION WILL BE STRICTLY CONFIDENTIAL 
SALES DATA WILL NOT BE DISTRIBUTED TO ANY FOOD SERVICE 

COMPANY OR ESTABLISHMENT 

1. Restaurant or Company 

2. Your Title 

3. Type Restaurant (i.e., French, Italian, Fast Food) 

4. Business Address 

5. Date of Birth / / 

6. Sex M F 

7. Ticket average in your establishment(s). Choose 
One. 

$3-5 $6-8 $9-11 $12 or higher 

8. In terms of wholesale value, how much wine does 
your establishment (if company, then per unit) 
purchase per month. Choose one. 

$50-299 

$300-499 

$500-699 

$700 or more 

$0, do not offer wine in establishment 

$0, not licensed to sell wine 
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How many cases of Texas produced wine are sold 
monthly in your establishment (if company, then per 
unit). Choose one. 

One case 

2-4 cases 

more than 5 cases 

0, have never offered Texas wines 

0, have offered Texas wines in the past, but 
have since discontinued 

10. During a typical week, how many days would you say 
that you consume some amount of wine. Choose one. 

0-2 days 

3-5 days 

6-7 days 

0, never drink wine 

0, rarely drink wine 

11. How many times would you say that you have consumed 
a Texas produced wine. Choose one. 

1-10 times 

11-25 times 

25 or more times 

0, did not know Texas produced wine 

0, knew Texas produced wines 

12. Please send me information about: 

Texas wine (production, distribution, 

marketing) 

Wine merchandising 

Wine sales training (management/staff) 
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If you would like information sent to you please enter 
your name here: 

THANK YOU VERY MUCH FOR TAKING TIME TO ANSWER THESE 
QUESTIONS. 

COMMENTS: 
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