EMaVE Consortium – Vinifera EuroMaster
European Master of Science (M.Sc.) of Viticulture and Enology

Università degli St
Studi di Udine
École Nationale Supérieure
Agronomique de Montpellier

The Effect of Subjective and Objective Tasting Sheet
Descriptors on Tasting Roo
Room Sales in New York State

Submitted
ed by Marina PREDIC
Vinifera EuroMaster 2011 - 2013

Main Supervisor : Professoressa
Professor
Roberta CAPITELLO
Co-Supervisor : Professore Enrico PETERLUNGER
Co-Supervisor : Professore Santiago Benito SAEZ
September 2013

ACKNOWLEDGEMENTS
Foremost, I would like to express my sincere gratitude to Professor Miguel I. Gómez
from AEM, Cornell University, for the given opportunity and his unconditional help and
trust. His guidance, immense knowledge and commitment have made this project successful,
and I could never thank him enough for all his invested effort, constant motivation and
encouragement. He provided me with an unforgettable experience of studying and working
in the United States, which I feel to be vital for my further career.
Furthermore, I would also like to acknowledge with much appreciation the role of my
supervisor and the committee chairman Professor Roberta Capitello, and sincerely thank her
for her understanding, patience, persistent help and support. She is a great professional and I
feel very lucky that she has been the person to coordinate this project, strengthening so the
educational cooperation between Italy and the United States.
Special thanks to the participating wineries from New York State: “Knapp Winery
and Vineyard Restaurant”, “Standing Stone Vineyards”, “Heron Hill Winery”, “21 Brix
Winery” and “Martha Clara Vineyards”; for volunteering in this study and willingly sharing
their precious time during the experiment period.
Last, but not the least, I would like to thank to my family, especially to my husband
who patiently waited for me for two long years. Without his support and love I would not be
here now, and for that I will be grateful forever.

THE EFFECT OF
SUBJECTIVE AND OBJECTIVE TASTING SHEET
DESCRIPTORS ON TASTING ROOM SALES
IN NEW YORK STATE

ABSTRACT
The purpose of the experiment was to study the impact Subjective and Objective
sensory descriptors have on wine sales in tasting rooms that rely on direct to consumer sales
to sell the majority of their wines, such as those in New York wine regions. At the same time
the researcher studied too, the impact of the wine name types on wine sales in tasting rooms.
Five tasting rooms participated in the study that took place on weekends (Friday,
Saturday and Sunday) during an eight week period in June, July and August 2013. Tasting
rooms alternated tasting sheets by weekend, one including Subjective sensory descriptors,
one including Objective sensory descriptors, and one including both. At the end of each
weekend, tasting room managers compiled information on daily wine bottle and dollar sales.
A multivariate statistical model was created to measure the relationship between the
treatments (tasting sheets with Subjective, with Objective or with both types of descriptors)
and wine sales, controlling for the other variables that could influence the sales. The
individual bottle sales data were required and analyzed in the same way in order to determine
the impact of the wine name types on consumers’ preference, and therefore on the tasting
room sales.
The findings suggest that tasting sheets with only Objective sensory descriptors
increased bottle sales, being statistically significant at five percent. Other variables that
impacted wine sales included the specific tasting room, the day of the weekend, event at the
winery and festivals occurring in the area. The findings are as well that both artistic and
blend name wines increased bottle sales, being statistically significant at one percent level.
Their dollars sales increased too, being statistically significant at five and ten percent level,
respectively.

