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ABSTRACT 
 
The paper develops a typology of potential information services that might be included 

in wine ratings and describes the resulting business models of wine critique. Business mod-
els falling into the broader categories of “consumer guidance” and “consumer education” 
have predictable effects concerning the relationship between ratings and the development of 
wine prices. In an empirical investigation the relationship between the ratings given by 
famous critic Robert M. Parker to different wines and their prices and price changes is 
studied based on a large sample of auction prices for red wines of the Bordeaux area. We 
find strong evidence that Parker does quite a good job, although it remains somewhat un-
clear if he is a good guide, a good educator or both. 
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