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Based orMassaF.G., Helms W., Voronov, Mnd Wang, L'Emotions Uncorked: Inspiring Evangelism for
the Emerging Practice of Cold Climate Winemaking in Oritakemdemy of Management Journal
Forthcoming

Institutional audiencescanbecomeemotionallycommitted to, and advocate for new ideas, organizational
forms, disruptive practices and the interests of peripheral samirs.

Supporters oferranAdria the Spanish hauteuisine chef,
sought to ease the grip of traditional French cuisine,
embarking on a quest to change international cuisine by
building! R NJepuftion and legitimizing his techniques

THE SORCERER'S SSSiss S .
APPRENTICES i § (SvejenovaMazza & Planellag2007).

| Rg201 0Sa 2F CNYyl [f2eéR

consecratiorthrough distributed effortJones and Massa
o13)describethe work of emotionalhengaged audiences
seeking to advance practices they care alasinstitutional

| evangelism




Spread of-evangelism-for.Ontario
wine

250 -+ :
Number of VQA Saloes 19801994 19952004 20052014
Members -

Founded OW$HaltonChapter (2009); OWS: Windsor/ Ess
(2011); OWS: Prince Edward (2012)

Founding of Cool Climate Oenology and

Ontario Wine Society (OW< Viticulture Institute, Brock University U= el e (s W e (o @i
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- i 1 .
N umber Of Ontarlo 1 TN D A () | @) Publishedwine reviews of Ontario wines for local, national,
WI neries 1 CUVERuine tasting and OrganizedOWS Restaurant: Buy VQA RN AL
! CEEIEEY GUEE@ER) |OAYSa @LE [ OF MR OfF j Coordinatingnvite-only tasting events, tours, and dinners
1 : ! . .
I} Experttastings event (1990 Vol%mteeredfor dozens of regional wine CreatedCUVEE vineyard of excellence award (2008)
1 50 i ’ festivals and events
. ! Createdd LINE Y2 G AYy3 GKS LINBY2GSNI I 61 NR&
—a— Litres Sales Of P i ) for media, and experts (2006)
Ontario wine in / Lot AAKSR b 0221 2y 02 dNR,

Restaurant selling only Ontario VQA

Ontario (VQA only)
(00000's)

. . Restaurantshosting Ontario Wine Society events
Restaurantselling mostly VQA wines. 9 y

Y b 2004 (24, . . . .
100 4 (A () @) Volunteeringfor regional wine festivals and events

Restaurant moves to selling .
predominantly Ontario Founded OWS Niagara (2003)

wines (1988)

Coordinatedprivate wine tastings and competitions

Volunteeringfor regional wine festivals

. Restaurantselling predominantly VQA wines. (Year

(number)) 2007 (27);2008 (32);2009 (46); 2010 (56)

/
50 i . ‘ tdot AAKSR 02214 2y Publlsﬁet{ bogks and websites telling stories and describir
] National wine book . Ontario wineries (2005)
(1983;1993) wine country (2000.2003)
] ' ' . "
! Wine Bookon touring Niagara Reportedefforts of numerous Ontario ;?:2'2303005250%'15;0“”"9 S
PRd [} - inelcounty) 3_ 09 2? wineries in broader National Winery Y
- Ei lopedi 1999, 2003; y P
-=-=- - : neyclopedias ( ) Startednational column focused on Ontario winemakers and
- P ) .
- - FoundedOntario Wine . A winemaking
Pmmmmmmm---d Awards (1995) Publis‘hechewsletter on Ontario wines
and winemakers

O T ’x Publishecbook on Ontario winemaking history (2009)

1980 1985 1990 1995 2000 2005 2010 2014
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Powerful emotionahttachments that motivate audiences:
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A to steer controversial work through changing times,
A to face adversity when all reason would suggest divestment, and

A to promote something they care about even if there is no clear, instrumental motive

X @@mainsan unsolvedpuzzle:

How Is evangelism engendered?



Methods

Inductive, qualitative case study

Sampling: . o

A Theoretical sam{oling strategPénziE HnNnncoO GXa2 YIFEAYAIS
develop concepts in terms of thejr properties gnd dimensions, uncover 5
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2008, p. 143)

Data Collection:
A Semistructured interviews (86 total)
A Archival data (1028 sources including blogs, newsletters, newspaper articles)
A In situ observation(250total hours

Data Analysis and Interpretation:

A lterative czycling between data and theory, Qualitative coding (Corbin and
Strauss, Z008) of text, images, video asSisted by NVIVO sottware.



First Ovder Codes

- Texts referencing traditional, “old world™ practices, noms - -
- Winery operators reference their families and European
practices as inspiralion

Seond Order Themes

Provenance Template

- Texts noling wine is meant o be pleasurable, indulzent
- Proprictors talk about creating a relaed atmosphers focused
on enjoyment

Dimens ions

Hedonie Template

- Texs about the importance of stalus in winemaking
- Operators referencing atlempls 1o create a winery capable of
winning award and competing international Iy

Glory Template

Institutionali zed
Templates

- Stores conveying fmaly legacyiradiion
- Desgriptions of acsthelic experiences
- Aceolades and celebritv tales

- Tasting ceremonies using iradiional sequence/accouirement
- Ostentations award ceremonies and tastings
- Commemoral ve ceremonies and events

Agcounis

Ceremonies

Organizational Ritwals

- Signage and botle labels that emphas ze siatus
- Fun or whim=cal bottle designs and buildings
- Botil e 1abels and bunldines linked to "old world™

Arti facis

DAY

- Statements asserling importance of Ontario o slf-concept
- Self-descriptions as Onlan an or part of MNiagara

Receptive
Regional [dentities

- Audience stalements establishing themselves as “winos™
- Focus on imporance of food md drink o sense of sl

- Audience member as a consumer secking oul value/deals
- Pnmacy of professional duties over devolion o region

Gourmand [dentities

Salient Audience

- Sense of awe at quality of wine sd experience
- “Eye-opening” moments that led 1o increased cunosty

- Reponted experiences of joy during ritnalized experiences
- Reponts of extraondinary pleasure and carefree feelings

- Admiration for winemaker strugele
- Expenences of  pride in development of region
- Gratitude for nmmlized exverience and relationshins

VA R R O N .

- Re-enact rilualized experiences for audience members
- Preach to audience members about the value and meaning of
Cmian o winemaking

- Founding of Onlano wine support organizations
- Creation and planning of events that feature Ontan o wine

I Identities
Non-receptive
Professional
Consumer [dentities
Awe
Hation Emotional
Expenences
Reverence
OE— Prozelylizing
Evangelistic
Behaviors
I Organizing




Overview of

GhdzNJ  yOS&ad2NR YIyl 3S
before we acquired it from our cousins more the
a quartercentury ago. We are continuing a
OGN RAGAZ2Y 2F aiuSst NRa
website)

Provenance- details chronology of ownership
and custody

G¢eKS FtlF@2NI AyiSyaardle
Hedonie ¢ describes pleasure /'sensory arousall\\h ST= o r4 i S SR =3 NN SRV SESTF- T Sl SVAE= D¢

and asserts playfulness RSEAIKG F2NJ aA LI ySFabee
August 2009)
Gloryg G! £t 2F dainajardareProud ¥l dzN.

describes occasions When praise or Stattis IS Lule]alelVe=To [VEE-TN o B TRRYA SR 2R T = S A B VAN U = S L VI
accorded by external audiences or gained ,SENQPE oODfFY2dz2NJ +Ay S,
through effort 2010)
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Label Script

Label lllustration

Provenance

Reflect images or terms that
evoke old world wine culture

Hedonic
Contain whimsical,

idiosyncratic or entertaining
designs that incite amusemer

Glory

Signalexceptionalitythrough
elegant design and reference
to known experts or celebrritie
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Description
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EILEVATION

VINELAND ESTATES WINERY

CABERNET
VOA NIAGARA ESCARPMENT VOA

INTAGE

v CASES
2007

WINEMAKER
2114 ~

Chateau des Charmes was founded in 19
by Paul Bosc, a fifth generation French
winegrower. Their Savagniabel
emphasizes the old world provenance by
portraying a Chateau as their logo and by
adopting a French name for their estate.

Small Talk winery introduces a bhgred
wine with a label containing speech bubbl
A The Il abel s ar e a b c
parties, the front label in the "Speech
Bubble" is what we say out loud during
dinner and the back label, the "thought
bubbl e e X pr e s s e s
(Desiger Mary Kate McDevitt)
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Vi nel and Est at e s O z
exclusivity through its minimalistic label
containing the signature of their renownec
winemaker as well as a case number
(indicating scarcity). The name itseéelf

Elevationi also evokes status.
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Glory. Wine Awards and Gala

Festival
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Provenance Celebration of Ontario Grap
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