
 
Abstract—Australia and New Zealand are neighbouring countries 

in the New World wine industry, and their Pinot noir wines have 
gained both production and reputation in recent years, competing in 
the international market. Consumer perception is heavily influenced by 
wine expertise, which plays a significant role in shaping their 
perceptions. This study aims to investigate the effects of country of 
origin and wine expertise on consumer perceptions. The results 
indicate that consumers' perceptions of Pinot noir wines' astringency, 
sourness, sweetness, clarity, and bitterness are impacted by both 
country of origin and wine expertise. Of the five sensory attributes, 
sourness was found to have a more significant influence on consumer 
perceptions, while clarity had a minimal impact. Additionally, the 
study found that country of origin had a greater impact on consumer 
perceptions than wine expertise. 
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I. INTRODUCTION 

EOGRAPHICALLY, New World Pinot noir wine 
producing countries Australia and New Zealand are 

neighbours; both have used the countries as a brand to promote 
their wine, but both compete in the international markets [1], 
[2]. For example, the ‘New World’ wine industries of New 
Zealand and Australia both have experienced rapid growth in 
the recent years, owing largely to a rapid expansion of export 
markets and volumes [3]. Pinot noir is Australia’s second most 
popular red cultivar, trailing only Shiraz, with a 23% share of 
‘red wine consumed in domestic on-trade’ category and over 
5000 ha of vineyards in Australia are planted to Pinot noir [4]. 
Pinot noir is New Zealand’s second most planted grape variety, 
trailing only Sauvignon Blanc. New Zealand Winegrowers 
announced that with 10282 million litres exported in the five 
years to June year-end 2020, New Zealand Pinot noir has seen 
impressive growth in expert sales. New Zealand and Australia 
are neighbours and are both famous for producing Pinot noir 
wines [4]. In order to improve the international marketing of 
New Zealand wines, it will be also useful to investigate whether 
Pinot noir wines produced from New Zealand and Australia can 
bring different consumer perceptions. 

Based on wine expertise, panellists can be classified as 
experts and novices. Experts are well-versed in wine and can 
lead wine tastings. Expert tasters have outperformed novices in 
sensory panel studies, as the experts are more familiar with the 
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stimuli and description tasks, resulting in a more consensual, 
shared vocabulary [5]. When evaluating and describing wines, 
for example, experts may differentiate the sensory properties of 
the wines into finer and more dimensions. Because of their 
superior wine knowledge, they may incorporate perceived 
flavours into more differentiated wine categories [6]. 

The pleasure that red wine provides to novices and experts is 
not the same. Experts prefer to make as many choices as 
possible during the wine purchasing process in order to 
maximise their expected satisfaction. They seek information 
and use that information to make purchasing decisions during 
the decision-making process. Naive consumers, on the other 
hand, are more likely to simplify their product selection by 
relying on a small number of extrinsic cues such as price and 
design [7] or selecting wines with which they are familiar [8]. 
It is unlikely that acceptable products will be identified [9]. 
When consumers are casual or social drinkers, they frequently 
find a wine they enjoy and buy it again and again. In this case, 
winemakers must ensure that each bottle provides the same 
experience to the consumer every time. By contrast, consumers 
who have limited knowledge about wines are only concerned 
with whether they like the wine. Experienced wine tasters, on 
the other hand, have knowledge and ability to discriminate 
various tastes when tasting wines, which can please them [8]. 
To improve the international marketing of New Zealand Pinot 
noir wines, it is necessary to investigate the influence of wine 
expertise on consumers’ perceptions as well. 

In this paper, the influence of country of origin (New Zealand 
and Australia) and wine expertise on consumer perceptions will 
be investigated to enhance international marketing of New 
Zealand Pinot noir wines.  

II. MATERIALS AND METHODS 

A. Pinot Noir Wines 

In this investigation, 117 bottles of commercially available 
New Zealand wines from five main regions (Central Otago, 
Marlborough, Martinborough, Nelson and North Canterbury) 
were studied, with retail prices ranging from NZ $10 to NZ $80, 
and vintage years from 2011 to 2020. Meanwhile, 18 bottles of 
commercially available Australian Pinot noir wines were 
studied as well. 
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B. Analytical Measurements 

Shimadzu 2550 glass cells with 0.2 cm path length were used 
for colour measurements. The colour of red wine can be 
determined at absorbance 420 nm (A420nm) for yellow colour, 
absorbance 520 nm (A520nm) for red colour and absorbance 620 
nm (A620nm) for blue colour [10]. In addition, the chemical age 
analysis was performed using the methods detailed in [10]. The 
total phenolics and total flavanol assay was performed using the 
methods detailed elsewhere [11], [12]. Furthermore, total 
flavan-3-ols, total anthocyanins and total tannins assays were 
performed using the methods outlined in [13], [14]. 

C. Sensory Evaluation 

A panel of seven experts (six men and one woman ranging in 
age from 24 to 40 years) evaluated 78 bottles (labelled from 
No.1-No.78) of 117 bottles of New Zealand Pinot noir wines 
with astringency, bitterness, sourness, sweetness, and clarity 
from score 1 to score 10. The remaining 39 bottles of New 
Zealand Pinot noir wines (labelled No.79-No.117) were 
evaluated by 13 novices with five sensory attributes including 
clarity, astringency, bitterness, sourness and sweetness from 
score 1 to score 10.  

Experts for New Zealand Pinot noir wines, five experts and 
eight novices were required to evaluate the clarity, astringency, 
bitterness, sourness, and sweetness of 18 bottles Australian 
Pinot noir wines from score 1 to score 10. 

All experts and novices are international people who have 
lived in New Zealand for many years.  

III. RESULTS AND DISCUSSION 

A. The Impact of Country of Origin and Wine Expertise on 
Consumer Perception  

PCA has explained total 63% variances (35% in PC1 and 
28% in PC2) in Fig. 1. According to Fig. 1 (a), it can infer that 
the distance between sourness and PCA origin is the longest 
among five sensory attributes, indicating that sourness plays 
significant influence on consumer perceptions compared to 
sensory attributes. In the meanwhile, the distance between 
clarity and PCA origin is the shortest among five sensory 
attributes, which means the effect of clarity is negligible 
compared with the effects of the other variables on consumer 
perceptions.  

 

 

Fig. 1 The influence of country of origin and wine expertise on consumer perception 
 

In Fig. 1 (b), there are four clusters in PCA score plot. New 
Zealand Pinot noir wines evaluated by novices have located in 
the upper left corner, New Zealand Pinot noir wines evaluated 
by experts have located in the lower left corner, Australian 
Pinot noir wines evaluated by novices have located in the lower 
right corner and Australian Pinot noir wines evaluated by 
experts have located in the upper right corner.  

Combined with Figs. 1 (a) and (b), New Zealand Pinot noir 
wines evaluated by Novice consumer were located in the upper 
left side of the PCA score plot, while those evaluated by experts 
were located in the lower left side, as shown in Fig. 1 (b). Based 
on the PCA loading plot in Fig. 1 (a), it can be inferred that New 
Zealand Pinot noir wines can bring sweetness to novice and 
clarity to experts. In the meanwhile, Australian Pinot noir wines 
can bring bitterness to novices and astringency and clarity to 
experts. According to a prior study, the taste of the wine is the 

most influential aspect influencing consumers’ expectations 
and decisions [15]. In conclusion, the country of origin and 
wine expertise have a substantial impact on consumers’ 
perceptions, which may influence consumers’ expectation and 
choice as well.  

B. The Importance of Country of Origin on Consumer 
Perception  

The influence of 117 bottles of New Zealand and 18 
Australian Pinot noir wines on consumers’ perception has been 
investigated by PCA analysis. PCA has explained total 63% 
variances in Figs. 2 (a) and (b) and total 67% variance in Figs. 
2 (c) and (d). Pinot noir wines from Australia are denoted by a 
blue dot, while Pinot noir wines from New Zealand are denoted 
by a pink dot. According to Fig. 2 (b), Australian Pinot noir 
wines can impart astringency, bitterness, and sourness to 
experts based on Figs. 2 (a) and (b). Fig. 2 (b) shows where the 
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majority Australian Pinot noir wines evaluated by experts 
(experienced consumers) are positioned in left hand compared 
to most New Zealand Pinot noir wines. Similarly, Australian 
Pinot noir wines can bring novices with more astringency, 
bitterness, and sourness as well combined with Figs. 2 (c) and 
(d). It can infer that experts and novices have similar consumer 
perceptions on New Zealand and Australian Pinot noir wines 
based on basic sensory attributes astringency, bitterness, 
sourness, sweetness, and clarity, which are mostly caused by 

country of origin. The notion of country of origin encompasses 
the notion that wines from specific geographical regions may 
be regarded as different. The relevance of location is not unique 
to wine, but it is possibly more strongly connected with quality 
than with any other agricultural product [16]. For instance, the 
provenance of a product might alter its appearance, scent, and 
taste [17]. From the results of this study, it can be extrapolated 
that nation of origin may impart different sensory attributes to 
consumers, regardless of whether they are experts or novices. 

 

 

Fig. 2 The influence of the country of origin on consumer perceptions 
 

C. The Importance of Wine Expertise on Consumer 
Perception 

The influence of wine expertise on consumers’ perceptions 
on New Zealand and Australian Pinot noir wines have been 
investigated in Fig. 3. Based on Fig. 3 (a), it can infer that New 
Zealand Pinot noir wines evaluated by novices have located in 
the upper right corner and New Zealand Pinot noir wines 
evaluated by experts have located in the lower left corner. 
Combining Figs. 3 (a) with (b), it can infer that New Zealand 
Pinot noir wines can bring sweetness, astringency and bitterness 
to novices and the perception of experts about New Zealand 
Pinot noir wines is positive with clarity and sourness. Based on 

Figs. 3 (c) and (d), the sensory attributes of 18 bottles Australian 
Pinot noir wines evaluated by novices are in the right upper 
position, indicating that 18 bottles Australian Pinot noir wines 
evaluated by novices are positive in terms of astringency, 
bitterness, and sweetness. Meanwhile, 18 bottles Australian 
Pinot noir wines are in the lower left position, indicating that 
Australian Pinot noir wines evaluated by experts are sourness 
and clarity. Wine is a product with multiple sensory 
characteristics and multidimensional elements, including 
colour, aromas, tastes, and mouthfeel [18]. Prior research on 
wine expertise has focused on experts’ or novices’ perceptual 
(detection, discrimination, and classification) or descriptive 
(description, matching) task performance [19]. In this paper, it 
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can be extrapolated from this article that experts and novices 
may perceive Pinot noir wines from the same country 

differently depending on their level of wine knowledge. 

 

 

Fig. 3 The influence of origin of countries on consumer perceptions 
 

IV. CONCLUSION 

New Zealand and Australia are neighbours in New World 
wine producing countries, and their Pinot noir wines have 
grown rapidly in production and reputation in recent years, 
competing in international marketing. Meanwhile, wine 
expertise is an important factor to play an important role in 
influencing consumers’ perceptions. In this paper, the influence 
of country of origin and wine expertise on consumers’ 
perception has been investigated. Consumers’ perceptions in 
terms of Pinot noir wines’ astringency, sourness, sweetness, 
clarity and bitterness are influenced by wine expertise and 
country of origin at the same time. Among five sensory 
attributes, sourness has significant influence on consumer 
perceptions and clarity has minimal influence on consumer 
perceptions. In contrast to wine expertise, country of origin has 
a greater impact on consumer perceptions.  

However, there are still some limitations to this research. The 
Australian Pinot noir wines sampled were mainly from South 
Australia or South-eastern Australia and have middle or low 
price points, in contrast to the diverse regions, vintages, and 

price points of New Zealand Pinot noir wines. In the future, it 
would be beneficial to sample a broader range of Australian 
Pinot noir wines from different regions, vintages, and price 
points.  
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