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A little background on 
“The Wine Psychologist”
www.thewinepsychologist.ca

• Where the name came from
• What I do at Brock University

• Prof of Marketing and Consumer Psychology: 
teaching & research (20+ years)

• CCOVI Fellow

• What I do with Niagara wineries
• Collaborations on new research
• Marketing audits

• How I can help you

Dr. Antonia Mantonakis, CCOVI Lecture, January 17, 2024
www.thewinepsychologist.ca

http://www.thewinepsychologist.ca
http://www.thewinepsychologist.ca


Why is consumer psychology important?
WHAT’S THE VERY 1st MARKETING DECISION?
WHAT’S THE LAST?
How important is consumer psychology in the 
value chain from grape to glass?
Who benefits from understanding consumer 
psychology?

A Consumer Psychology Approach to 
Wine
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A Consumer Psychology Approach to 
Wine: 3 Stages of Consumption
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What information, or "cues" do 
consumers use when choosing a wine?

2 different kinds of "cues":

Extrinsic cues
Intrinsic cues





buying consuming remembering

My previous research findings for the 
3 Stages of Consumption
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Extrinsic cues: Extrinsic cues: Extrinsic cues:

Order of sampling Name of winery Message format

Sequence of tasting Ad message wording Message contents

Store signage Photo on label Question format

Wine label photo Corporate Social 
IRResponsibility messages

Online presence Celebrity associations

"their employees were treated badly..."
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WHY and HOW do these cues and 
signals make people buy, consume & 
remember?
This is Consumer Psychology: Consumers 
perceive, pay attention to & identify with various 
extrinsic cues, which influences their behaviour
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buying consuming remembering

Secrets to Consumer Psychology at 
all 3 Stages of Consumption
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Psychological factors: Psychological factors: Psychological factors:

Choice strategy Fluency of processing Fluency of processing

Attention/persistence Deservingness Autobiographical memory

Knowledge Knowledge False memories

Identity Discrete emotions (guilt) False beliefs

“Cue of the cloud” Momentum Expectations/uncertainty

Confidence Incongruity perceptions
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buying consuming remembering

Secrets to Consumer Psychology at 
all 3 Stages of Consumption
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Psychological factors: Psychological factors: Psychological factors:

Choice strategy Fluency of processing Fluency of processing

Attention/persistence Deservingness Autobiographical memory

Knowledge Knowledge False memories

Identity Discrete emotions (guilt) False beliefs

“Cue of the cloud” Momentum Expectations/uncertainty

Confidence Incongruity perceptions

Identity
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Imagine Claudia whose self-concept includes:

• Competitive cyclist
• Physician
• Mother
• American

What is consumer identity?



Does one’s identity influence their 
behaviour?

• Levis Jeans
• BudweiserAmerican 

Products

• Air Canada
• Molson 

Canadian

Canadian 
Products



Today’s Research Question on 
Signatures 
- with Dr. Keri Kettle 

What's a signature? 

- Signatures represent who we are
- Signatures show approval, endorsement, or 

authenticity

Dr. Antonia Mantonakis, CCOVI Lecture, January 17, 2024
www.thewinepsychologist.ca

http://www.thewinepsychologist.ca/


Today’s Research Question on 
Signatures 
- with Dr. Keri Kettle 

Signature a consumer's identity

Signature/ extrinsic cue a signer's identity



Initial Evidence

• Riverview Cellars Estate Winery

• Chardonnay: new label with signature

• Increase in sales vs. previous year

• More of an observed effect, not a "real 
experiment"...



"It's not what you think" …

• 10+ years ago
o Ran various experiments online
o Presented at various Wine 

Business conferences

• Signatures everywhere!

• On the flipside.. Signatures in 
LCBO?

• Sometimes a signature will help, 
sometimes it might hurt...



Experiment 1: Adding a Personal Signature to a 
Sign Increased Product Sales 
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Experiment 2: How Adding a Personal Signature 
to a Product Label Affects Product Evaluations 
and Retail Sales 
HOW and WHY is this happening?

Is it based on who the consumer is? Where 
they're from?



Experiment 2: How Adding a Personal Signature 
to a Product Label Affects Product Evaluations 
and Retail Sales 

Consumers from Ontario = "Associative Identity"
Consumers from USA = "Dissociative Identity"

n = 183



Experiment 2: How Adding a Personal Signature 
to a Product Label Affects Product Evaluations 
and Retail Sales 

Consumers purchased 14 bottles of the focal wine (for 
context, over the prior month a total of 11 bottles of this 
identical wine were sold)

With signature: 12 bottles purchased among 60 participants
Without signature: 2 bottles purchased among 71 participants

Question about 
border?
Self-importance?



Associative = "Farmer from home state"
Dissociative = "Farmer from Canada"

Experiments 3 & 4: Identity Self-Importance 
Moderates the Effect of Adding a Signature

n = 411



Supplemental Study

n = 321

Group 1 Group 2



• The effect of a personal signature on product 
evaluations depends on
(1) whether the consumer’s related identity is associative 

(versus dissociative), and
(2) the self-importance of that related identity

• Adding a personal signature as an extrinsic cue 
enhanced (lowered) product evaluations among 
consumers with a self-important associative 
(dissociative) identity

Take Aways: It’s not so simple
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• When your consumer’s related 
identity is associative, a signature 
helps
o In tasting room it's easier to showcase 

the signature
o In the LCBO it's not as easy – attention is 

the key for the 80% rule!
• When your consumer's related 

identity is dissociative, a signature 
hurts

When a Signature Helps vs. Hurts
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• DO consider what your consumers are thinking and 
feeling: Consumer Psychology

• DO evaluate the buying context, who the target 
consumer is, and what they'll identify with

• DON'T just add a signature for aesthetic appeal
• DON'T just add a signature before considering 

identities

Managerial Implications: Dos & Don'ts

A simple experiment can help 
you understand your consumers 
and how they’ll react to a new in-
store sign or product label



Identity is important – for 
both hedonic products, and 
utilitarian products
• Label design (wine and 

other product packaging)
• In-store signage
• Tasting room staff

Practical Implications
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Thank you for listening

Asila Halilovic
Alena Romi
Esther Ayoade
Thorsten Fischer
Vaibhav Gandhi

Special thanks to:

Mike Pillitteri at 
Riverview Cellars
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Knowledge:
(Hughson & Boakes, 

2002) High Low

Involvement:
(Berti, 2003; Lockshin, 
2001)

High

Low

Wine Knowledge vs. 
Wine Involvement

Ex-server Casual consumer
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