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The aim of this paper is to evaluate the impact of different 
characteristics on prices of wine produced in Friuli Venezia 
Giulia, with a focus on the effects of 2016 Gambero Rosso 

wine quality awards and of previous awards 
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1. Motivation and Research Question

 Great variety and quality of FVG wines and the importance of the wine sector 
both in economic and cultural terms for this region

 Hedonic model for wines from FVG on the basis of the most recent and unique 
data set provided by the national guide Vini d’Italia 2016

Research question:
What is the impact of 2016 Gambero Rosso wine quality awards and of previous 
awards that carry a reputation effect on prices for FVG wines?
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3. Data

 Data set of Vini d’Italia 2016: 

1078 wines produced in Friuli Venezia Giulia, along with their price category (1-8), 
award, colour, vintage, producer and province of production. Gambero Rosso 
guides of 2014 and 2015 are used to retrieve previous awards of the same or 
higher order (reputation indicators)
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3. Data
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Graph 1. Frequency of price

Source: Data retrieved from Vini d'Italia 2016 (Gambero Rosso)
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4. Estimated Models

Estimated models: ordered dependent variable models (logit and probit)

Dependent variable: price category with range from 1 to 8

Explanatory variables: award levels, province of production, the main wine 
varieties, wine colour, wine age and previous vintage award levels in 2014 and 
2015

Unique feature: previous vintage award levels used as reputation indicators, 
as to assess if the very same wine awarded in 2016 had received an award of the 
same or higher level also in the two previous years
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4. Estimated Model

9



5. Results

 Gambero Rosso wine awards and reputation effects due to previous awards of  

the same or higher order exhibit significant price premiums

 White wines carry a premium over reds

 Substantial premium associated to the sweet white wine Picolit

 Older vintage wines result to be more expensive

 Sub-regional effects
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5. Results
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6. Summary

 Analysis carried out on the data provided by the Gambero Rosso guide Vini 
d’Italia 2016 for FVG wines

 Given the ordinal nature of the dependent variable, the logit and probit models 
are employed for the estimation. Given the slightly higher Pseudo R-squared and 
the smaller AIC and Schwarz’s BIC, the logit model is to be preferred. In order to 
interpret the coefficients obtained as marginal effects, they are standardized by 
the st.dev of the dependent variable.

 Results confirm the important role of experts’ ratings and of the related 
reputation effects in determining the wine price
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