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Abstract. This study examines how the country of origin (COO) influences consum-
ers’ perceptions of wine product personality, using Aaker’s (1997) five-dimensional 
framework: Sincerity, Excitement, Competence, Sophistication, and Ruggedness. An 
online survey of 848 UK consumers assessed perceptions of wines from France, Roma-
nia, the United States, and China – countries differing in winemaking tradition, histor-
ical depth, production scale, regulatory frameworks, market maturity, and internation-
al visibility. Results reveal significant cross-country differences in perceived product 
personality, showing that COO shapes symbolic and emotional perceptions beyond 
quality judgments. French wines scored highest on Sophistication, Sincerity, Excite-
ment, and Competence, reflecting prestige and heritage, while Chinese and Romanian 
wines received lower overall scores, indicating less established identities. U.S. wines 
held an intermediate position, noted for Competence and Ruggedness. Consumer 
involvement intensified ratings across all dimensions, yet country rankings remained 
consistent, underscoring the robustness of COO-based associations. These findings 
demonstrate that COO influences not only perceived quality but also the products’ 
symbolic and emotional characteristics. By conceptualizing product personality at the 
country level, the study provides a framework linking geographical cues to anthropo-
morphic perceptions. The results offer actionable insights for marketers and producers 
leveraging COO in international positioning and storytelling strategies.

Keywords:	 wine, product personality, wine personality, brand personality framework, 
country of origin.

1. INTRODUCTION

Wine is one of the most differentiated products in the food market [1], 
and its perceived quality is influenced not only by its sensory attributes but 
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also by its symbolic and cultural value. Unlike many 
fast-moving consumer goods, wine consumption is often 
associated with tradition, lifestyle, identity, and social 
status [2,3], making it particularly sensitive to external 
cues such as origin and reputation.

Country of origin (COO) is one of the main extrin-
sic cues influencing consumer buying decisions of for-
eign products [4]. It is well known from the literature 
that COO plays a central role in shaping consumer 
perceptions of wine [5], where COO is closely linked 
to concepts such as terroir, heritage, and authenticity. 
As a result, consumers often rely on origin as a heuris-
tic when evaluating wine, particularly in situations of 
uncertainty or limited product knowledge [6]. Wines 
from different countries therefore tend to evoke distinct 
associations, expectations, and mental images.

While previous studies have extensively examined 
the impact of COO on perceived quality, purchase inten-
tions, and willingness to pay [7,8], less attention has been 
given to its role in shaping the symbolic and emotional 
dimensions of wine perception, such as personality. The 
concept of brand personality, introduced by Aaker [9], 
refers to the extent to which consumers attribute human 
characteristics to brands and provides a valuable frame-
work for understanding how products are perceived 
beyond their functional attributes. In the context of 
wine, this concept can be extended to product person-
ality, as wine – due to its strong symbolic and cultural 
embeddedness – can be perceived in human-like terms 
even in the absence of a clearly defined brand.

Given the critical role of country of origin (COO) 
in shaping consumer perceptions, this study aims to 
explore its impact on the perception of wine personal-
ity. Specifically, it seeks to examine how COO influences 
the human-like traits and characteristics that consum-
ers attribute to products. While many models have tradi-
tionally focused on measuring brand personality, several 
authors have argued that products themselves may also 
embody personality traits [10–12]. Unlike brand person-
ality, which is brand-specific, product personality reflects 
perceived traits of a product category itself, independent 
of branding. This distinction is particularly important 
for wine, where consumers rely on origin-level cues such 
as tradition, terroir, and country reputation rather than 
individual brands to form personality impressions. There-
fore, building on Aaker’s [9] framework, our intention was 
to measure the personality of the product rather than the 
brand, emphasizing COO-based symbolic associations. 

The UK is the world’s second-largest wine market by 
value and the fifth largest by volume [13]. Its market size 
in 2025 was estimated at USD 27.23 billion and was pro-
jected to reach USD 37.00 billion by 2034 [14]. The great 

majority of wine consumed in the UK market is import-
ed. This high dependence on imported wine makes the 
UK a particularly relevant context for studying country-
of-origin effects, as consumers are regularly exposed to 
wines from a wide range of producing countries and are 
therefore more likely to rely on origin-based cues when 
forming perceptions. Wines from certain countries are 
more strongly represented in the UK market, particular-
ly those from well-established producers such as France 
and the United States. In contrast, wines from less inter-
nationally recognised wine-producing countries, such as 
Romania, have a more limited presence and are typically 
found in specialist retailers rather than mainstream dis-
tribution channels. This reduced visibility may contrib-
ute to weaker and less clearly defined consumer percep-
tions. The disparity is even more pronounced for wines 
from emerging regions such as China, which remain 
highly underrepresented in the UK market, likely result-
ing in even less developed and more ambiguous consum-
er perceptions.

1.1 Country of Origin (COO) effects

The global market is a dynamic and highly com-
petitive arena, characterized by a vast array of products 
originating from various regions worldwide. Among the 
numerous factors influencing consumer decisions, the 
country of origin (COO) stands out as pivotal deter-
minant. These factors extend beyond mere geographic 
labelling, shaping perceptions of quality, symbolic mean-
ing, and the perceived identity of products. Understand-
ing how COO shapes the perception of product or brand 
personality is essential for producers, marketers, and 
policymakers, as it offers guidance on how products can 
be positioned and differentiated in a competitive and 
increasingly interconnected market. This study therefore 
focuses on wine, a product category where symbolic and 
cultural cues strongly influence consumer perception, to 
examine COO effects at the product personality level.

The concept of country of origin (COO) has long 
been recognized as a key factor in shaping consumer 
perceptions and purchasing behaviour. COO describes 
the influence of a product’s manufacturing location on 
consumer attitudes, quality judgments, and brand evalu-
ations [15,16]. Consumers frequently rely on COO as a 
heuristic to gauge the quality, authenticity, and value of 
a product, particularly when product-specific attributes 
are unavailable or difficult to evaluate [17–19]. Research 
shows that consumers typically view products from 
developed countries as superior in quality to those from 
less developed economies [20,21]. Furthermore, consum-
ers evaluate products more favourably when they origi-
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nate from countries with a positive image, indicating 
that country-of-origin perceptions can shape perceived 
product quality [22].However, these perceptions are not 
limited to quality – they also encompass symbolic traits, 
such as perceived sophistication, competence, or excite-
ment, which contribute to a product’s personality.

The strength of COO effects differs across markets, 
with developed countries often exhibiting home-country 
bias and emerging economies favouring foreign prod-
ucts due to their association with prestige [23–25]. In 
the wine sector, COO effects interact with national wine 
industry characteristics, including production scale, 
market presence, regulatory frameworks, and pricing 
strategies, shaping both perceived quality and product 
personality. Countries with long-established regulatory 
systems – such as the European appellation frameworks 
– reinforce consumer expectations regarding authentic-
ity, quality, and heritage. In contrast, newer or rapidly 
expanding wine industries may focus on innovation, 
scale, or competitive pricing as primary positioning 
strategies, which in turn influence how personality traits 
are attributed to their wines. These industry-specific dif-
ferences (e.g., production volumes, average price points, 
regulatory maturity, and international exposure) repre-
sent potential confounding factors in COO-based per-
sonality perceptions and are explicitly discussed in the 
limitations section

1.2 Wine as a product category and COO significance

Regarding wine production, COO carries significant 
historical weight, with traditional winemaking nations 
such as France, Italy, and Spain building strong repu-
tations for producing high-quality wines tied to their 
unique terroir – the interplay of soil, climate, and tradi-
tion [26,27]. These deep-rooted cultural associations not 
only inform perceptions of quality but also contribute to 
distinct consumer expectations regarding wine person-
ality traits, such as sophistication, elegance, and refine-
ment. Long-standing cultural associations have estab-
lished a hierarchy of wine-producing countries, where 
consumers frequently consider wines from venerable 
regions as exceptional in both craftsmanship and reputa-
tion [28–30]. 

However, while prior research has largely focused on 
COO effects on perceived wine quality or brand evalua-
tions, there remains limited understanding of how COO 
shapes consumers’ perceptions of wine personality at the 
product level. Emerging wine-producing countries, such 
as those in South America and Oceania, are challenging 
these perceptions by offering innovative and high-quali-
ty products. Despite this shift, COO remains a powerful 

heuristic, especially for less experienced consumers who 
depend on established perceptions and brand reputation 
when making selections [8,31,32]. 

The countries selected for this study – France, 
Romania, the United States, and China – were deliber-
ately chosen to represent theoretically meaningful con-
trasts within the global wine economy, following Vil-
lanueva and Ferro’s [33] classification of wine-producing 
nations. France exemplifies the Old World Traditional 
Southern European category (developed, major player) 
with unmatched historical depth (dating back over 2,000 
years), strict appellation contrôlée regulations, high aver-
age price points in export markets, and dominant sym-
bolic prestige. The United States represents the Anglo-
Saxon New World category (developed, major player), 
characterized by technological innovation, large-scale 
commercial production (especially California), flexible 
regulations, and mid-to-premium pricing. China falls 
into the Newest New World – Emerging Major player 
category, with extremely rapid recent growth in planted 
area and domestic consumption, but very limited export 
volumes, minimal presence in mature markets such as 
the UK, and generally lower price positioning. Roma-
nia belongs to the Old World Eastern European catego-
ry (developed but non-major player), with a viticultural 
history extending to antiquity (Roman and medieval 
monastic influences), among the largest vineyard sur-
faces in Europe (frequently top 5–6 by area), significant 
production volumes (often top 10–15 globally), yet limit-
ed international brand recognition, lower average export 
prices, and a reputation for rustic, value-driven wines. 
These structural, historical, regulatory, and market-
position differences allow examination of how unequal 
familiarity, prestige, and price anchoring may systemati-
cally shape personality attributions.

Importantly, COO impacts not only quality percep-
tions but also symbolic and emotional dimensions of 
wine consumption. Wine, deeply embedded in cultural 
and social contexts, often functions as a marker of iden-
tity, status, and cultural capital [32,34]. Notably, French 
wines are associated with sophistication and heritage, 
while Australian wines may be seen as innovative and 
approachable. These perceptions are dynamic, continu-
ously shaped by marketing efforts, consumer trends, and 
global economic shifts [35]. Contemporary research has 
highlighted the growing importance of sustainability 
and ethical production practices in shaping COO per-
ceptions, with consumers increasingly drawn to wines 
from countries with strong environmental regulations, 
such as New Zealand or South Africa [36]. 

Within Europe, countries such as Romania represent 
an interesting case in this context. Although Romania is 
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among the largest wine producers in Eastern Europe and 
possesses a long-standing viticultural tradition, its wines 
remain relatively underrepresented in international aca-
demic and marketing literature compared to those of 
Western European countries. This discrepancy between 
production capacity, historical depth, and global brand 
visibility makes Romania an ideal case for exploring 
how COO cues influence perceived wine personality, a 
perspective that extends traditional brand personality 
frameworks to the product level.

1.3 Brand and product personality frameworks

Beyond COO effects, brand personality serves as a 
pivotal factor influencing consumer perceptions across 
various product categories. Defined as the human-like 
traits and characteristics that people associate with a 
brand this concept was expanded by Aaker [37] who 
built upon her father’s framework by introducing the 
seminal five-dimension model: Sincerity, Excitement, 
Competence, Sophistication, and Ruggedness [9]. This 
model has become fundamental to marketing research. 
Through anthropomorphizing, brand personality stimu-
lates emotional attachment and guides consumer pref-
erences [38,39]. The framework elucidates how brands 
establish consumer relationships by employing human 
metaphors, allowing consumers to envision brands as 
possessing distinct identities [40]. 

While Aaker’s model is widely used, it has been 
criticized for its limited conceptual scope and potential 
cross-cultural limitations, as some traits may not trans-
late consistently across different national contexts. Nev-
ertheless, it remains a robust and widely validated tool 
for structured comparisons of anthropomorphic percep-
tions, particularly in categories with strong symbolic 
meaning such as wine, where cultural stereotypes and 
origin cues dominate over brand-specific imagery. Alter-
native frameworks focusing on product-specific traits 
or consumer self-congruity [41–43] could have been 
considered, but they generally lack a multi-dimensional 
structure suitable for assessing product personality at the 
country level.

By applying Aaker’s model at the product rather 
than brand level, we leverage its flexibility to capture 
anthropomorphic perceptions in a category rich in cul-
ture, tradition, and symbolic meaning. This approach 
balances theoretical rigor with practical applicabil-
ity, acknowledging limitations while providing a coher-
ent foundation for the study’s objectives. Within the 
wine industry, brand/product personality is particularly 
important, enabling consumers to express their self-con-
cept or desired image through product affiliation. For 

example, wines projecting sophistication and elegance 
resonate with consumers aspiring to convey refinement, 
whereas wines embodying adventurous traits appeal to 
novelty-seeking individuals. This alignment strengthens 
emotional bonds, a crucial factor in cultivating enduring 
loyalty [44,45]. 

Importantly, this section clarifies the conceptual dis-
tinction between brand and product personality: brand 
personality refers to perceptions tied to a specific brand, 
whereas product personality captures human-like traits 
attributed to a product category itself, independent of 
branding. Focusing on product personality allows us to 
examine how consumers attribute traits based on COO 
cues, such as country reputation, tradition, and terroir, 
rather than brand-specific marketing or imagery. Wine 
is particularly well suited for this analysis because con-
sumers often rely on the country of origin as a heuristic 
for quality and symbolic meaning, even without famili-
arity with individual brands. By assessing product-level 
personality, we capture the broader cultural and symbol-
ic associations consumers hold about wines from differ-
ent countries, emphasizing how anthropomorphic per-
ceptions operate at the category level. 

However, while Aaker’s model has profoundly influ-
enced marketing research, critics contend that it over-
looks nuances in cultural and contextual variations in 
brand or product perception [46]. Previous research has 
extended Aaker’s framework by exploring the role of cul-
tural dimensions in shaping brand personality percep-
tions. For example, Hennigs et al. [47] found that brand 
personality preferences vary by culture, suggesting that 
brands must adapt their strategies to align with local 
values. Brand or product personality embodies con-
sumers’ subjective interpretations of various traits and 
qualities [48], emerging from positive consumer-brand / 
product interactions [49]. 

This construct plays a dual role: it forges emotional 
connections that are decisive in purchase decisions [45], 
while offering psychological comfort through familiarity 
[50]. Additionally, as a core symbolic attribute [51], such 
personality facilitates self-expression, prompting con-
sumers to select products that either mirror their cur-
rent personality traits [51,52] or represent aspirational 
identities [53]. A strong alignment between consumer 
and product personalities leads to improved perception, 
greater consumer stickiness, and increased purchase 
intention [54,55].

The relative influence of COO and brand or product 
personality varies substantially across product catego-
ries. For wines specifically, these factors assume height-
ened importance due to their dual role as cultural arti-
facts representing tradition, craftsmanship, and social 
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symbolism. Distinct from ordinary consumer goods, 
wine may carry associations with luxury, connoisseur-
ship, and ceremonial consumption - a context where 
COO demonstrates particular significance in luxury 
markets [56,57]. The importance of COO is further 
amplified in this context, as wine consumers tend to 
ascribe distinct characteristics to wines from different 
regions [8,35,58]. Moreover, the aforementioned person-
ality can reinforce or challenge origin-based expecta-
tions [59,60]. This effect is especially relevant for prod-
uct-level personality, where consumer impressions are 
often shaped more by COO cues than by specific brands. 

This dynamic manifests clearly when comparing 
New World wines, often characterized as dynamic and 
cutting-edge to attract novelty-seeking consumers, with 
Bordeaux estates that leverage heritage narratives to 
embody traditional luxury values. The internationaliza-
tion of wine markets has added complexity to how COO 
and brand/product personality shape consumer choices. 
With the erosion of conventional boundaries between 
Old World and New World classifications, the competi-
tive landscape is being transformed by non-traditional 
producing nations like China and India, which deliver 
premium offerings at attractive price points [61,62]. Con-
temporary wine consumers demonstrate heightened dis-
cernment, demanding greater product integrity, supply 
chain transparency, and verifiable provenance [63–65]. 
These shifts create both opportunities and challenges, 
requiring wines to navigate evolving consumer prefer-
ences while maintaining distinct identities.

1.4 Research gap and objectives

Although prior research has examined COO effects 
in wine and the role of symbolic associations, a specific 
gap persists in understanding how consumers perceive 
product personality at the country level (rather than 
brand level), integrating COO cues with anthropomor-
phic perceptions in a culturally embedded category 
such as wine. This study addresses this gap by explor-
ing how wines from countries differing in historical 
depth, market maturity, international visibility, produc-
tion scale, regulatory frameworks, and price position-
ing are attributed human-like traits by UK consumers. 
By explicitly applying a brand personality framework at 
the product/category level and focusing on origin-level 
cues alone, the research advances existing knowledge 
in three main ways: (1) it extends Aaker’s framework 
beyond brand-specific evaluations to country-level 
anthropomorphism, (2) it highlights the symbolic and 
emotional dimensions of COO in a product category 
where geographic identity is central, and (3) it exam-

ines the robustness of these perceptions across varying 
levels of consumer involvement. 

In doing so, the research extends the application of 
brand personality frameworks to wine as a culturally 
embedded product category, highlighting both symbolic 
and emotional dimensions that have received limited 
empirical attention. By explicitly focusing on product-
level perceptions rather than brand-level evaluations, the 
study clarifies how consumers interpret wine personality 
based on country cues alone and contributes to a deeper 
understanding of how geographic origin shapes the sym-
bolic and emotional dimensions of wine consumption. 

Additionally, understanding the interplay between 
COO and wine personality can provide strategic guid-
ance for producers and marketers seeking to enhance 
product positioning, develop targeted marketing cam-
paigns, and cater to evolving consumer expectations. To 
capture meaningful contrasts in the global wine land-
scape, the study focuses on four countries representing 
distinct structural positions within the global wine econ-
omy: France, Romania, the United States, and China. 

France represents a historically dominant and sym-
bolically prestigious Old World producer; the United 
States represents a technologically advanced New World 
producer with strong commercial orientation; Roma-
nia represents an established European wine-producing 
country with a long viticultural tradition but limited 
international visibility; and China represents a rapidly 
expanding emerging wine industry whose international 
image is still developing. This contrast allows the study 
to examine how consumers attribute personality traits to 
wines from countries occupying different symbolic and 
market positions, linking theoretical COO considera-
tions with practical consumer perceptions.

2. METHOD

Participants were 848 adult wine consumers (UK 
residents) recruited via Prolific. The sample’s mean age 
was 44.7 years (SD = 15.0, range 18–85). Women com-
prised 55% of respondents (45% men, <1% other), and 
the majority were well-educated (65% held at least a 
bachelor’s degree). Most participants were employed 
(51% full-time, 16% part-time, 9% self-employed), with 
11% retired, 4% students, and 6% unemployed. All par-
ticipants reported drinking wine. Participants were 
included in the final sample after passing attention-
check questions and excluding “speeders” (those with 
unrealistically short completion times). 

Each participant evaluated four wine-producing 
countries – France, Romania, USA, and China. The 
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country classification scheme was adopted from Vil-
lanueva and Ferro [33], an updated classification of the 
world of wine. In our study, France was categorized as 
Old World Traditional Southern European, Developed, 
Major player, Romania as Old World Eastern European, 
Developed but Non-major player, USA as Anglo-Sax-
on New World, Developed, Major player and China as 
Newest New World, Emerging, Major player. This clas-
sification captures diverse positions within the global 
wine landscape, including traditional versus emerging 
producers, developed versus emerging economies, and 
high- versus lower-recognition international markets. 
Although consumer familiarity with wines from these 
origins varies substantially (particularly low for China 
in the UK market), this design intentionally captures 
COO effects as heuristic and symbolic cues, including 
the influence of general country stereotypes when wine-
specific knowledge is limited.

The country order was randomized for each partici-
pant. For each country, participants rated its perceived 
product personality using Aaker’s five brand personality 
dimensions: Excitement, Sincerity, Ruggedness, Sophisti-
cation, and Competence. Each dimension was measured 
by three trait adjectives (e.g., Sincerity included “sincere,” 
“honest,” “wholesome”; Excitement included “trendy,” 
“unique,” “exciting”), with items drawn from Aaker’s 
Brand Personality Scale [9]. Ratings were made on a 
5-point Likert scale (1 = strongly disagree that the traits 
describe the country’s wine image, 5 = strongly agree). 

In addition, participants completed the Consum-
er Involvement Scale [66], indicating how personally 
involved they are with wine as a product category. This 
involvement scale included five semantic differential 
items (“important–unimportant,” “valuable–worthless,” 
“interesting–boring,” “involving–uninvolving,” “fascinat-
ing–mundane”), scored from 1 to 5, with higher scores 
reflecting greater involvement. Consumer involvement 
was included because high-involvement consumers pro-
cess information more deeply (Petty & Cacioppo, 1986), 
pay greater attention to symbolic cues such as COO, and 
form stronger, more differentiated perceptions of prod-
uct personality; it was therefore expected to moderate 
the intensity (but not necessarily the direction) of COO-
based attributions.

To ensure the quality of measures, a confirmatory 
factor analysis (CFA) was conducted on the multi-item 
scales. The CFA supported a five-factor structure for 
brand personality (corresponding to Aaker’s dimensions) 
and a single-factor structure for involvement. All item 
loadings were high and significant (p < .001), and model 
fit was acceptable (CFI = .95, RMSEA = .044). Each con-
struct exhibited good internal reliability and convergent 

validity: Cronbach’s α values ranged from .78 to .92, and 
all average variances extracted (AVE = .59–.76) and com-
posite reliabilities (CR = .81–.92) exceeded recommended 
thresholds (e.g., α ≥ .70, AVE ≥ .50). These results indi-
cate that the product personality dimensions and involve-
ment scale were measured robustly, supporting the valid-
ity of subsequent country-level comparisons (Table 1).

3. RESULTS

Overall, there were pronounced differences in how 
respondents perceived the wine product’s personality 
depending on its country-of-origin. Figure 1 illustrates 
the mean profiles for the five personality dimensions 
across the four countries, highlighting the system-
atic impact of COO on perceived product personality. 
French wines were generally attributed the most posi-
tive product personality traits on four of the five dimen-
sions (Excitement, Sincerity, Sophistication, Compe-
tence), whereas Chinese and Romanian wines tended to 
score lower on those traits. An exception to this pattern 
was the Ruggedness dimension: Romanian wines were 
rated highest on Ruggedness, while Chinese wines were 

Table 1. Reliability and validity of measures by country of origin 
(Cronbach’s α, Composite Reliability, Average Variance Extracted, 
and Factor Loading Ranges for each latent construct).

Construct (Country) Cronbach’s 
α CR AVE Loading 

Range

Excitement – France 0.76 0.78 0.54 0.59–0.85
Excitement – USA 0.83 0.83 0.62 0.74–0.89
Excitement – China 0.79 0.81 0.58 0.68–0.89
Excitement – Romania 0.79 0.81 0.59 0.68–0.90
Sincerity – France 0.88 0.88 0.71 0.83–0.86
Sincerity – USA 0.91 0.91 0.77 0.85–0.89
Sincerity – China 0.91 0.91 0.78 0.87–0.90
Sincerity – Romania 0.89 0.89 0.74 0.84–0.88
Ruggedness – France 0.88 0.89 0.73 0.74–0.91
Ruggedness – USA 0.90 0.91 0.76 0.81–0.92
Ruggedness – China 0.87 0.88 0.71 0.74–0.89
Ruggedness – Romania 0.89 0.90 0.75 0.77–0.92
Sophistication – France 0.85 0.85 0.66 0.78–0.85
Sophistication – USA 0.88 0.88 0.72 0.84–0.85
Sophistication – China 0.88 0.89 0.73 0.81–0.88
Sophistication – Romania 0.87 0.87 0.69 0.78–0.87
Competence – France 0.85 0.86 0.67 0.77–0.87
Competence – USA 0.86 0.86 0.67 0.76–0.87
Competence – China 0.90 0.90 0.76 0.85–0.90
Competence – Romania 0.88 0.88 0.71 0.80–0.90
Consumer Involvement (All) 0.92 0.92 0.71 0.80–0.88
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rated lowest. U.S. wines consistently fell in the middle 
of the profiles – generally lower than France on most 
refined dimensions, but higher than China or Romania 
on certain traits (notably Competence and Ruggedness). 
These patterns underscore that COO shapes both sym-
bolic and emotional perceptions of wine, beyond objec-
tive product attributes. 

Statistical analysis confirmed significant differences 
between countries on all five product personality dimen-
sions. To assess these differences statistically, repeated-
measures ANOVAs were conducted for each dimension 
(Table 2). Repeated-measures ANOVAs for each dimen-
sion revealed that Country of Origin had a significant 
main effect on all five Brand Personality dimensions (F 
tests p < .001 in each case), confirming the robust influ-
ence of COO on perceived wine personality. Effect sizes 

were large for some dimensions (e.g., partial η² = 0.36 for 
Sophistication) and moderate for others (e.g., η² = 0.11 
for Ruggedness). 

Consumer involvement also had a significant main 
effect on each dimension’s ratings (all p < .001), such 
that high-involvement consumers tended to give slightly 
higher personality ratings overall than low-involvement 
consumers. However, these involvement effects were rela-
tively small in magnitude (η² ranging from approximate-
ly 0.01–0.02), indicating that COO remains the primary 
driver of perceived wine personality. 

Finally, an interaction between Country of Origin 
and Involvement emerged for two dimensions (Excite-
ment and Sincerity), indicating that country differences 
were moderated to a minor degree by involvement level. 
No significant interaction was found for Ruggedness, 
Sophistication, or Competence (p > .05), further empha-
sizing the stability of COO-based perceptions across 
engagement levels. 

In the following, we report each dimension’s results 
in detail, with post-hoc pairwise comparisons (Bonferro-
ni-adjusted) to interpret specific country differences. For 
brevity, we focus on the key differences and effect sizes 
(full pairwise statistics are in Table 3).

3.1 Excitement

For the Excitement dimension, the ANOVA con-
firmed a significant effect of country (F = 195.93, p<.001) 
with a large effect size (η² = 0.12). French wines were 
perceived as the most exciting (M = 3.61), significantly 
more so than wines from the USA (M = 2.78), China 
(M = 2.90), or Romania (M = 2.90) (all p < .001). The 
mean difference between France and other countries on 
Excitement was substantial: for example, France vs. USA 
had a mean difference of +0.83 on the 5-point scale (95% 
CI [0.74, 0.92]), corresponding to a very large effect (d = 
0.94). Similarly, France scored about +0.71 higher than 
China (d = 0.81) and +0.71 higher than Romania (d = 
0.81) on Excitement (both p < .001). 

Figure 1. Brand personality perceptions across countries.

Table 2. Repeated-Measures ANOVA results for brand personality dimensions (Country-of-Origin as within-subject factor, Involvement as 
between-subjects factor).

Dimension F Country (df ) p η² F Involvement (df ) p η² F Country × Involv. (df ) p η²

Excitement 195.93 (2.79, 2362) < .001 .120 49.87 (1, 846) < .001 .020 4.78 (2.79, 2362) .003** .003
Sincerity 262.91 (2.82, 2383) < .001 .155 48.25 (1, 846) < .001 .019 3.12 (2.82, 2383) .028* .002
Ruggedness 183.65 (2.90, 2452) < .001 .109 24.92 (1, 846) < .001 .011 1.39 (2.90, 2452) .244 <.001
Sophistication 869.34 (2.87, 2425) < .001 .360 46.41 (1, 846) < .001 .015 1.85 (2.87, 2425) .139 <.001
Competence 428.71 (2.73, 2310) < .001 .229 35.52 (1, 846) < .001 .013 2.41 (2.73, 2310) .072 .001
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By contrast, the USA was rated slightly less exciting 
than both China and Romania. U.S. wines had a lower 
Excitement mean than Chinese wines by –0.12 (95% CI 
[–0.23, –0.01], p = .009, d = –0.14), and similarly lower 
than Romanian wines by –0.12 (95% CI [–0.22, –0.01], 
p = .009, d = –0.13). There was no significant differ-
ence between Excitement ratings for China vs. Romania 
(means ~2.90 for both, p = .93). This hierarchy indicates 
that French wines are strongly associated with dynamic 
and stimulating traits, whereas U.S. wines are compara-
tively moderate in perceived Excitement. 

High-involvement consumers tended to rate all 
countries slightly higher on Excitement (overall mean 
difference high vs. low = +0.27, p < .001, d = 0.31). The 
Country × Involvement interaction was statistically 
significant for Excitement (p = .003), but the interac-
tion effect was very small (η² = 0.003). Follow-up com-
parisons showed that high- and low-involvement groups 
differed in Excitement ratings for each country in the 
same direction, with high-involvement participants giv-
ing slightly higher Excitement scores for France (+0.36, 
p < .001, d = 0.41), USA (+0.84, p < .001, d = 0.95), Chi-
na (+0.84, p < .001, d = 0.96), and Romania (+0.76, p < 
.001, d = 0.86). Thus, involvement influenced the level 
of Excitement ratings but did not substantially alter the 
pattern of country differences – France remained highest 
and USA lowest in both involvement groups, confirming 
that COO-driven perceptions are robust across engage-
ment levels.

3.2 Sincerity

Ratings of Sincerity (e.g., being sincere, honest, 
wholesome) also differed markedly by country (F = 
262.91, p<.001, η² = 0.16). France again received the 
highest Sincerity score (M = 3.63), significantly higher 
than all other countries (p < .001). The mean differ-
ence was +0.91 compared to the USA (d = 1.03), +0.96 
compared to China (d = 1.08), and +0.73 compared to 
Romania (d = 0.83), reflecting large effect sizes. These 
large effect sizes (Cohen’s d ~0.8–1.1) reflect a strongly 
established perception of French wines as sincere and 
trustworthy. Among the remaining countries, Roma-
nia ranked second (M = 2.89) on Sincerity, significantly 
above both the USA (M = 2.72, difference = 0.17, 95% CI 
[0.08, 0.28], p < .001, d = 0.20) and China (M = 2.67, dif-
ference = 0.22, 95% CI [0.13, 0.32], p < .001, d = 0.25). 
Notably, there was no significant difference between the 
USA and China on Sincerity (USA–China M = +0.05, 
95% CI [–0.07, 0.16], p = .27), indicating that British 
consumers perceive U.S. and Chinese wines as similarly 
low in sincere/honest personality. 

In summary, the Sincerity ordering was France 
(highest) > Romania > USA = China. Consumer involve-
ment showed a similar pattern as with Excitement: high-
involvement individuals gave slightly higher Sincerity 
ratings overall than low-involvement (mean difference 
~+0.26, p < .001, d = 0.30). A small but significant Coun-
try × Involvement interaction was observed for Sincer-
ity (F = 3.12, p = .028, η² = 0.002). Inspection of simple 
effects suggested that high vs. low involvement groups 
differed most strongly for U.S. wines (high M = 2.90 vs. 
low M = 2.53; Δ = 0.38, p < .001), whereas their Sincerity 
ratings for France were more convergent (high M = 3.78 
vs. low M = 3.47; Δ = 0.31). Despite this interaction, the 
rank-order of countries on Sincerity remained the same 
for both involvement levels, with France highest and 
USA/China lowest in each group.

3.3 Ruggedness

The Ruggedness dimension (masculine, tough, 
outdoorsy traits) yielded a somewhat different pattern 
from the above: here, Romania achieved the highest 
scores. The ANOVA showed a significant country effect 
(F = 183.65, p<.001, η² = 0.11). Romanian wines were 
rated the most rugged (M = 3.09), significantly higher 
than all others (p < .001). In fact, every pairwise com-
parison between countries on Ruggedness was statisti-
cally significant (p < .001), indicating all four means 
differed from one another. Romanian wine was seen as 
more rugged than U.S. wine by +0.16 (d = 0.17), more 
than French wine by +0.62 (d = 0.68), and more than 
Chinese wine by +0.79 (d = 0.86). U.S. wines were the 
second-highest in Ruggedness (M = 2.93), significantly 
above France by +0.46 (d = 0.50) and above China by 
+0.63 (d = 0.69). French wines (somewhat surprisingly) 
scored low on Ruggedness (M = 2.47), although still 
slightly higher than Chinese wines (M = 2.30) by +0.17 
(p < .001, d = 0.18). 

Overall, the rank-order for Ruggedness was Roma-
nia > USA > France > China, indicating that Roma-
nian wine carries a comparatively stronger “rugged” or 
tough persona, whereas Chinese wine is perceived as the 
least rugged, and French wine – while superior on other 
traits – is relatively low on this dimension. The influence 
of involvement on Ruggedness ratings was significant 
but modest (main effect F = 24.92, p<.001, η² = 0.011). 
High-involvement consumers tended to ascribe slightly 
more Ruggedness to wines overall than did low-involve-
ment consumers (mean difference ~+0.30 on the 5-point 
scale). The interaction of Country × Involvement was 
not significant for Ruggedness (F = 1.39, p = .24), indi-
cating that the pattern of country differences described 
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above was consistent across involvement levels. Both 
high- and low-involvement groups saw Romania as high-
est and China as lowest in Ruggedness, with France and 
the USA in between.

3.4 Sophistication

Sophistication (glamorous, elegant, upper-class per-
sonality) exhibited the largest country-of-origin effect 
of all dimensions. The ANOVA yielded F = 869.34 (df = 
2.87, p < .001), with a very large effect size (η² = 0.36). 
As Figure 1 showed, French wines were perceived as far 
more sophisticated than wines from any other country. 
The mean Sophistication rating for France was M = 3.96, 
near the top of the scale. In contrast, the other three ori-
gins all averaged below 2.7 on Sophistication (USA M = 
2.61, China M = 2.39, Romania M = 2.32). The differenc-
es between France and each of the others were extremely 
large: France was rated +1.35 higher than the USA (95% 
CI [1.25, 1.45], p < .001, d = 1.53), +1.57 higher than Chi-
na (d = 1.78), and +1.64 higher than Romania (d = 1.87). 
These correspond to very large effect sizes, indicating 
French wine’s perceived sophistication is dramatically 
more pronounced in consumers’ minds. 

Across the non-French origins, minor differences 
were observed: U.S. wines were seen as slightly more 
sophisticated than Romanian wines (difference = +0.30, 
95% CI [0.20, 0.39], p < .001, d = 0.34), and also slightly 
more than Chinese wines (+0.22, 95% CI [0.11, 0.33], p 
< .001, d = 0.25). There was no meaningful difference 
between China and Romania on Sophistication (China 
was ~0.08 points higher; p = .018 after correction, d = 
0.09). Overall, the rank-order for Sophistication was 
France >> USA > (China ≈ Romania), emphasizing the 
dominance of French wines in consumers’ symbolic and 
upscale perceptions.. 

High-involvement individuals tended to give 
slightly higher Sophistication ratings overall than low-
involvement individuals (main effect F = 46.41, p<.001), 
but again the magnitude was small (mean difference 

~+0.25). There was no significant interaction between 
country and involvement for Sophistication (F = 1.85, p 
= .14), indicating that while involvement influences the 
baseline rating, it does not alter the relative positioning. 
Thus, all groups consistently viewed French wines as the 
most sophisticated, with the remaining three countries 
clustered at the lower end of this dimension.

3.5 Competence

The Competence dimension (representing leader-
like, confident, efficient traits) also showed a strong 
country-of-origin effect (F = 428.71, p<.001, η² = 0.23). 
France again topped this dimension (M = 3.90), being 
viewed as significantly more competent than the other 
origins (all pairwise p < .001). French wine’s perceived 
Competence was higher than U.S. wine by +0.64 (95% 
CI [0.53, 0.74], d = 0.70), higher than Chinese wine by 
+1.14 (d = 1.25), and higher than Romanian wine by 
+1.28 (d = 1.40). These differences are substantial, par-
ticularly highlighting the contrast between France and 
the two non-Western producers (China and Romania). 

Among the other countries, we found a clear 
descending order: USA was rated second in Compe-
tence (M = 3.26), significantly above China (M = 2.75) 
by about +0.50 (p < .001, d = 0.55). The USA was also 
higher than Romania (M = 2.61) by +0.64 (p < .001, d = 
0.71). Finally, Chinese wines were seen as slightly more 
competent than Romanian wines (+0.14 on the scale, 
95% CI [0.05, 0.23], p < .001), although this difference 
was relatively modest (d = 0.16). Overall, the Compe-
tence ranking can be summarized as France > USA > 
China > Romania, reflecting both established reputation 
and perceived technical expertise. 

Consumer involvement had a mall but significant 
impact on Competence perceptions (high-involvement 
group means were about 0.24 points higher than low-
involvement on average, F = 35.52, p<.001, η² = 0.013). 
The Country × Involvement interaction was not signifi-
cant (F = 2.41, p = .072), confirming that the relative 

Table 3. Pairwise comparisons of Country-of-Origin on brand personality dimensions.

Contrast (Country 
A–B) Excitement Δ (d) Sincerity Δ (d) Ruggedness Δ (d) Sophistication Δ (d) Competence Δ (d)

France – USA +0.83*** (d = 0.94) +0.91*** (d = 1.03) –0.46*** (d = –0.50) +1.35*** (d = 1.53) +0.64*** (d = 0.70)
France – China +0.71*** (d = 0.81) +0.96*** (d = 1.08) +0.17*** (d = 0.18) +1.57*** (d = 1.78) +1.14*** (d = 1.25)
France – Romania +0.71*** (d = 0.81) +0.73*** (d = 0.83) +0.62*** (d = 0.68) +1.64*** (d = 1.87) +1.28*** (d = 1.40)
USA – China –0.12** (d = –0.14) +0.05 (d = 0.05) +0.63*** (d = 0.69) +0.22*** (d = 0.25) +0.50*** (d = 0.55)
USA – Romania –0.12** (d = –0.13) –0.18***(d = –0.20) +0.16*** (d = 0.17) +0.30*** (d = 0.34) +0.64*** (d = 0.71)
China – Romania +0.00 (d = 0.00) –0.22***(d = –0.25) +0.79*** (d = 0.86) +0.08* (d = 0.09) +0.14*** (d = 0.16)
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ranking of countries remained consistent regardless of 
involvement level. In both involvement groups, France 
and the USA were viewed as more competent sources of 
wine than China or Romania, with France firmly at the 
top. Table 3. Pairwise Comparisons of Country-of-Ori-
gin on Brand Personality Dimensions.

3.6 Involvement effects

Across all five dimensions, high-involvement wine 
consumers gave significantly higher ratings than low-
involvement consumers, reflecting a general tendency for 
more involved individuals to attribute stronger personal-
ities to wines. However, the magnitude of this effect was 
relatively small (on average, high-involvement respond-
ents’ ratings were about 0.25–0.35 points higher on the 
5-point scale; Cohen’s d ~0.3). Importantly, there were 
no qualitative reversals in country rankings between 
involvement groups, which maintained the integrity of 
the COO-based comparisons. 

As reported above, two interactions were statisti-
cally significant (for Excitement and Sincerity), but these 
were minor. In those cases, the country differences were 
slightly amplified for high-involvement participants. For 
example, the Excitement gap between France and the 
USA was somewhat larger in the high-involvement group 
(Δ = 0.93) than in the low-involvement group (Δ = 0.74). 
Similarly, high-involvement respondents perceived U.S. 
wines as marginally more sincere than low-involvement 
respondents did (narrowing the gap between USA and 
Romania), while both groups still rated USA and China 
significantly lower in Sincerity than Romania or France. 

In essence, consumer involvement did not change 
which countries were seen as best or worst on each 
brand personality trait – it primarily inf luenced the 
intensity of all ratings, while the relative COO impres-
sions remained consistent. This suggests that, although 
highly involved consumers are generally more generous 
in their brand personality perceptions, the underlying 
country-of-origin effects are robust and widely shared 
among UK wine consumers. 

Overall, these results reinforce that France’s wines 
are perceived as having the most exciting, sincere, 
sophisticated, and competent personalities, whereas Chi-
nese wines (and to a lesser extent Romanian wines) lag 
on these dimensions. Romania excels only in the niche 
trait of Ruggedness, surpassing even France in that spe-
cific “tough” image, while the USA occupies an inter-
mediate position, generally outperforming China and 
Romania on competence and ruggedness but falling 
short of France on prestige-related traits.

4. DISCUSSION

This research contributes to the growing body of 
literature examining the influence of country of origin 
(COO) on consumer perceptions and wine personality 
– a product category deeply intertwined with geograph-
ic and cultural identity (Harvey et al., 2014). In product 
categories with strong symbolic meaning, such as wine, 
discussing product personality at the category level pro-
vides deeper insight into consumers’ symbolic and emo-
tional engagement. Consequently, the role of country of 
origin in shaping the aforementioned personality war-
rants closer examination. 

Interpreting Aaker’s brand personality dimensions 
in the context of wine provides valuable insight into how 
consumers symbolically engage with this product cat-
egory. Among consumable goods, wine, more than many 
other consumables, carries cultural, emotional, and 
experiential value, making it particularly well-suited to 
the application of personality-based frameworks. Several 
studies have examined the role of wine COO in shap-
ing perceived brand or product personality traits using 
established frameworks such as Aaker’s [9] five-dimen-
sional model. Heslop et al. [67] demonstrated that COO 
affects only two dimensions of personality, namely Rug-
gedness and Creativity, and these associations are weak. 
Zhou & Gao [8] investigated the impact of COO percep-
tions on Aaker’s five dimensions of wine brand personal-
ity in the Chinese market and found that COO influenc-
es Sophistication and Competence. Applying the Aaker 
Brand Personality Scale to assess wines from multiple 
countries classified as “Old World” vs. “New World” and 
“traditional” vs. “non-traditional”, the typologies pre-
sented by Rodrigues et al. [28] provide a more nuanced 
understanding of COO effects on wine perception. 

In addition, research on consumer involvement as a 
moderator complements earlier findings suggesting that 
involvement intensifies consumer reactions but does not 
significantly alter patterns of perception [66,68,69].

4.1 Differences in brand / product personality

The findings indicate that wine’s product person-
ality is strongly shaped by the country of origin across 
all five of Aaker’s [9] dimensions: Excitement, Sincerity, 
Ruggedness, Sophistication, and Competence. Country 
of origin accounted for a substantial portion of the vari-
ance in personality perceptions – for example, 36% of 
the variance in Sophistication – highlighting the robust 
influence of COO-based stereotypes on consumers’ sym-
bolic associations with wine. Some countries conform 
to widely shared stereotypes, i.e., socially shared beliefs 
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about the characteristics of a particular country, which 
subsequently influence perceptions and judgments [70]. 
As stated by Heslop et al. [67], numerous studies have 
shown that products from low-image countries are per-
ceived as lower quality compared to the same prod-
ucts from high-image countries. France is stereotypi-
cally associated with hedonism, leading to perceptions 
of French products as enjoyable [71], and is known as a 
prestigious wine producer rich in tradition [58,72,73], a 
finding confirmed in the present study.

French wines emerged as clear leaders, rated high-
est on four out of five personality dimensions. The most 
pronounced difference was in Sophistication, where 
French wines received a mean score of approximately 
3.96, while wines from other countries scored below 2.7. 
The effect size (Cohen’s d = 1.5–1.9) indicates that these 
perceptions are not only distinct but deeply entrenched 
in consumers’ mental representations. In addition to 
Sophistication, France also led in perceived Sincer-
ity, Excitement, and Competence, further reinforcing its 
image as the archetypal wine-producing nation. 

While French wines consistently outperformed oth-
ers across most product personality dimensions, notable 
patterns also emerged in the evaluations of wines from 
China, Romania, and the United States. Chinese wines 
were rated the lowest, generally equal to or slightly 
below Romanian wines on dimensions such as Sincerity, 
Excitement, and Sophistication. These results are some-
what consistent with Guardato et al. [7], suggesting that 
consumers perceive Chinese wine as underdeveloped in 
personality, likely due to limited historical connection 
to wine culture, international exposure, and scepticism 
regarding quality or authenticity.

Romanian wines followed a similar pattern, receiv-
ing low scores for most personality traits tested. How-
ever, these wines received the highest scores of all coun-
tries on the Robustness dimension. This indicates that 
consumers associate Romanian wines with masculinity, 
toughness, or boldness, potentially reflecting national 
stereotypes or rural associations, providing opportuni-
ties for niche positioning in global markets. Micu et al. 
[74] highlight that Romania remains relatively unknown 
in the global wine market, requiring strong branding 
strategies to enhance perceived value.

American wines occupied an intermediate position. 
While they did not compete with French wines, they 
scored higher than China and Romania, particularly 
in Competence, and in Ruggedness relative to Chinese 
wines. These findings suggest a pragmatic product image 
shaped by innovation and technical expertise, consist-
ent with Villanueva and Ferro [33], who argue that the 
USA is known for mass production and standardization 

of wine. Furthermore, “New World” producers exhibit 
greater market orientation, as noted by Rojas-Méndez et 
al. [75].

Taken together, these findings suggest that con-
sumers do not evaluate wine solely based on intrinsic 
or sensory attributes, but also through a symbolic and 
emotional lens shaped by cultural associations. Coun-
try of origin functions almost as a brand itself, evoking 
human-like traits and values. France dominates symbolic 
and emotional traits, Romania and the USA establish 
distinct identities through Ruggedness and Competence 
respectively, while China’s wine image remains underde-
veloped.

4.2 The Role of Consumer Involvement in Wine Personal-
ity Perceptions

The results show that high-involvement wine con-
sumers rated all countries more positively across all 
dimensions of product personality than low-involvement 
consumers. However, the relative ranking of countries 
remained unchanged: France consistently topped most 
dimensions, while China and Romania remained lowest, 
highlighting the robustness of COO-based perceptions. 

This suggests that while involvement inf luences 
the intensity of responses, it does not alter the underly-
ing perceptions consumers have about wine-producing 
countries. These findings underscore the persistence and 
strength of country-of-origin stereotypes, even among 
highly engaged and knowledgeable consumers. The 
results align with models of consumer behaviour that 
conceptualize involvement as a moderator, influencing 
evaluations without necessarily changing their direction 
[76–78]. In wine, a high-involvement product category, 
involvement reflects emotional, cognitive, and behav-
ioural engagement, resulting in stronger, more differenti-
ated personality assessments.

4.3 Research implications

The results of this study can be applied in practice 
by wine producers, marketers, policymakers, and institu-
tions involved in promoting wine and the national image 
abroad. French wines, associated with Sophistication 
and Sincerity, can leverage narratives emphasizing tra-
dition, craftsmanship, and premium positioning. Roma-
nian wines, strong in Ruggedness, could adopt branding 
highlighting resilience, boldness, or rural authenticity. 
U.S. wines, high in Competence, might focus on innova-
tion, technical expertise, and reliability. Chinese wines, 
currently underdeveloped in personality, may ben-
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efit from campaigns enhancing heritage credibility and 
showcasing quality improvements. 

Understanding the emotional and symbolic asso-
ciations linked to wines from specific countries can 
also guide product storytelling, label design, and pro-
motional campaigns. This is particularly important for 
high-involvement consumers, who may respond more 
strongly to rich narratives and detailed accounts of ter-
roir, production methods, sustainability practices, or 
awards. In contrast, low-involvement consumers may 
rely more on simplified cues such as origin, label design, 
or brand / product reputation. Government agencies, 
export boards, and national wine associations can lever-
age these insights to shape country-level branding strat-
egies, particularly in global campaigns. For countries 
with lower perceived wine personality traits, long-term 
image-building efforts are essential – including promot-
ing quality standards, certification programs, education 
initiatives, and participation in international wine fairs 
and competitions.

It is important to note that this research was con-
ducted among consumers in the United Kingdom, a 
mature wine market with a strong presence of interna-
tional wines [14,79,80]. UK consumers are generally 
familiar with wines from a wide range of countries and 
may hold strong pre-existing stereotypes about origin, 
particularly in relation to traditional “Old World” pro-
ducers versus “New World” or emerging markets. There-
fore, the conclusions of this study cannot be fully gener-
alized, especially to less developed wine markets where 
consumer habits, wine culture, and exposure to inter-
national products differ significantly. While the general 
patterns (e.g., the influence of country of origin on prod-
uct personality) are likely relevant across markets, the 
specific country rankings and the intensity of percep-
tions may vary elsewhere. Consequently, practical impli-
cations should be applied with caution outside the UK, 
and additional market-specific studies are recommended. 

Furthermore, consumer familiarity with wines from 
different countries may vary substantially, particularly in 
the case of emerging producers such as China. Person-
ality ratings may therefore partly reflect broader country 
stereotypes rather than direct consumption experience. 
Acknowledging this, our study design and interpretation 
consistently emphasize the role of symbolic COO asso-
ciations rather than assuming detailed prior knowledge 
of specific wines. This methodological alignment ensures 
that findings are coherent with the theoretical frame-
work and the survey approach employed. Additionally, 
potential confounding effects of unequal market expo-
sure, price anchoring, and general country image (as 
noted in the country selection rationale) may have influ-

enced ratings, particularly for low-familiarity origins like 
China; future research could control for these factors 
through familiarity measures or experimental designs.

5. CONCLUSIONS

This study demonstrates that the country of origin 
(COO) significantly influences the perceived personal-
ity of wines across all five dimensions defined by Aaker 
– Excitement, Sincerity, Ruggedness, Sophistication, and 
Competence. The results indicate that geographic origin 
not only signals wine quality but also serves as a pow-
erful driver of the emotional and symbolic associations 
consumers form with various wines. French wines, rep-
resenting the traditional category, were rated highest in 
Sophistication, Sincerity, Excitement, and Competence, 
reinforcing France’s enduring image as a leader in pre-
mium wine production. In contrast, wines from newer 
or less established wine countries, such as China and 
Romania, generally received lower scores on personality 
traits, suggesting a relatively underdeveloped wine per-
sonality that may pose challenges for global market posi-
tioning. The United States occupied a moderate position, 
reflecting its emerging yet distinct identity characterized 
by Ruggedness and Competence.

An important finding of this study is the role of con-
sumer involvement: while high-involvement wine con-
sumers tend to give stronger personality ratings overall, 
the relative rankings of countries remain stable regard-
less of involvement level. This suggests that perceptions 
of COO are deeply rooted and culturally informed, 
remaining consistent despite variations in individual 
consumer engagement. Consequently, marketers and 
manufacturers should recognize that while targeting 
informed consumers can enhance perceptions of wine 
personality, the underlying country image remains a key 
factor shaping consumer attitudes.

This research provides valuable guidance for wine 
producers and marketers aiming to leverage COO effects 
strategically. Highlighting personality traits that align 
with a country’s established image can strengthen brand 
/ product differentiation and consumer appeal. For 
countries with weaker wine personalities, targeted mar-
keting interventions – such as storytelling, quality cer-
tifications, and experiential campaigns – may help build 
stronger and more favourable associations.

Future studies should further explore these dynam-
ics across diverse cultural contexts and product catego-
ries, assess the impact of digital marketing on brand / 
product personality formation, and adopt longitudinal 
approaches to capture evolving consumer perceptions. 
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