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It is very pleasant to have a discussion about such a substance, as a wine. A wine is a symbol, not just only the product. The theory of value is important in the discourse of wine as an explanation and understanding  the words "sold", "acquires fullness", "the end of the act of perception". The usage of metaphorical descriptions in conversations about wine is the one of the conditions, that  successfully describe the wine discourse. The article emphasized, that the globalization of wine and the type of people, buying wine, led to a significant expansion of wine vocabulary. The language helps us to structure our perception and to create our descriptions.
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The problem of wine as a symbol of the blood of Jesus Christ rose in early Christian philosophy, further study of this phenomenon was gained in Western and American philosophy by Fritz Olhof , Frederick Adolf Paola , John Dilworthy , Kent Bach , John W. Bender Douglas Burnham , Justin Weinberg , George Gale , Jamie Goode, Orly Eshenfelter , Richard E. Quandt , Adrienne Lehrer , Keith Lehrer , Kevin W. Sweeney , Ole Martin Skilleos , Harrold Tarrent , Steve Charterz and others. The objective of this paper is to show the importance of character value in the discourse dedicated to wine.

An ordinary human being is not capable of advanced discourse of wine, which requires descriptive efficiency and accuracy, linguistic sensitivity. As you know the transfer of critical remarks is different from the usual communication. Conversation about wine implies an aristocratic situation and involves the human knowledge about the object of  communication.

 Arnold Isenberg, an American philosopher, observes that the wine critic or any work of art is able to determine the direction of our perception and it narrows our field of possible visual orientation. Critic seeks to achieve the effect when he says "sold", " become complete ", "completed”  by the act of perception. [1. C, 137]. Philosopher states that " ... if communication  is a process which is due to mental content is transmitted by symbols from one person to another, then it can be argued that the function of criticism is to ensure the transfer to the level of sensations , ie to induce visions identity content." [1. C, 137-138 ]

Semantic phenomenology of wine does not answer the important question, namely, how the perception provides complete value and the associated of value judgments. Is it the personal value of  ​​idiolect or social value of public speech?
Keith Lehrer and Adrienne Lehrer, PhD, who working in the field of epistemology, free will, rational consensus and linguistics, emphasizes that "there is a kind of interaction between the audience's attention of the taste of wine and the wine taste, and its outcome effects on the meaning of idiolect of listener. The taste reveals a listener what is it" . [3. C, 138]. Note, that taste is important in the evolution of man, as it urged to seek diversity, originality and otherness .

However Keith Lehrer and Adrienne Lehrer emphasize that "the question of who is - the individual or society - first comes to the formation and expression of value, like a chicken and egg problem." [3. C, 139]. Of course, the theory of meaning is important to explain how to "sold", "become complete", "completed" act of perception, that is understanding. [1. C, 137]. Experts, members of the public who delegate authority to assess the advantages and disadvantages of wine, teach and inform others about the meaning of words, taken in the transmission of critical remarks.

 The "blackberry wine" may be the phrase that often can be is found in the discourse of another person, such as an expert, but using that word, he draws our attention, leads to a desire to purchase and taste the wine, teaches us a sense of belonging to a selected feel and understanding. We believe that there are people who are blessed with exceptional ability to distinguish tastes and smells of wine, but often lack the linguistic sensitivity to attract the attention of another person.

John W. Bender , Ph.D. ponders over the question: "Is there really an expert who takes more subtle properties of wine than ordinary wine drinker, as a critic - a person with a richer imaginative response to the wine, and well as verbal ability to report its purely subjective perception of other people? "[4. C 146]

 Wine is not a vodka, which you can drink in silence, it needs the communication. Our knowledge of the meaning of the word reveals an understanding that criticism, but already we mean by them, it gives us some information. We should use the word "chocolate" to describe the taste of wine.

Perhaps it was the presence of these goals and can be attributed to use metaphorical descriptions in conversations about wine.

 Wines is described, for example, as male and female, fleshy or sinewy, heavy and light, delicate or harsh aftertaste of coffee, tobacco, raspberry, blackberry , chocolate and more. Here is an example of one of some description. Thus, on the label of "BV Coastal Cabernet Sauvignon" 2002, we read: "Cool morning fog at the coast grapes give an additional time for ripening of vines that also produces exceptional wine with rich and luxurious taste of blackberries and cherries. Mature and elegant with spicy vanilla flavors and moderate tannins number. "But the label "Luyet Cabernet Sauvignon" 2002, shows: " This wine perfectly expresses the structure of varieties, offering rich flavors of blackberry, plum and chocolate." Do we have the ability to absorb these flavors in wine, or just wish to draw our attention to a particular kind of wine? Do we get pleasure from the fact that words acquire meaning through our perception and we are able to say that we feel this message. Maybe in the wine there no notes of blackcurrant, but we are proud of themselves that we feel, so  there is an solidarity understanding. Is this deception, or whether is this the canvas of communication, the aim of which is the successful transfer of this discourse?
Dr. Ernesto Suarez from Department of Modern Languages at the University of the Autonomous Region of Castile - La Mancha indicates that we resort to metaphors because of poverty of speech. "There is no vocabulary of expressive potential, able to cover the entire range of sensory impressions, intellectualization of sensory perception is inextricably linked to use the   language. There is no problem when it comes to such areas of life as poetry, but the subjectivity, which inherent in sensory perception, is innumerable difficulties when we consider technical discourse "( p.169 ).
Doctors Ernesto Suarez-Toste, Rosario Caballero and Raquel Segovia conducts interesting research entitled "Transfer of sensations: figurative language in the discourse of wine." The initial stage of the project related to data collection, consisting of 12,000 tasting notes from a number of British and American publications (Wine Advocate, Wine Spectator, Wine Enthusiast, Wine News, Descanter and Wineanorak.com). These texts sliced​, glued and released from all additional  information. Marked types of used metaphors, then an index is made ​​to trace each case of use of the metaphor. [6. C, 168].

Jonathan Midz explored the way the use of language in the description of wines and stated that "globalization of wine and type of people who buy wine now, led to a significant expansion of the lexicon (in 1971 G.Johnson was the first who published his classic " The World Atlas of Wine " and suggested the lexicon, which contained less than eighty characteristics for tasting notes). A new, qualitatively different language was formed. The old language, based on the truths of wine "St James'' and " St Estepbe ", was the code. It was no less tightly accurate and exceptional than the jargon of any other profession. This dictionary largely disappeared, sunk noisy vernacular that is not being codified , try to express (rather than classify) the quality of wine, and at the same time demonstrate verbal invention of trader, sommelier, author, wine lover, random drinker."

 Midz also adds that such conversations "often characterized by playful couple and parody." [4. C 165]. The question, that announce Jonathan Midz, is what the system we 're talking: real description or code. Have we in describing of wine to recourse more expressive and accurate description, resorting to reductionism and break it into its inherent flavors, colors, smells, employing standardized terms, and  to use more imaginative, rich metaphors language?
Frédéric Brochet,  psychologist, studied the practice of wine tasting professionals and argues that they are based on very shaky basis. Tasting – is a picture - he writes - and when the brain performs the task of "knowledge " or "understanding ", he manipulates with images. In this context, image - a conscious perception of the taste by the physical perception, sensation of the wine in the mouth. Brochet took an analysis of the text (words that take tasters for verbalizing their images) and analysis of the behavior of tasters and came to certain conclusions. [5. C 166]

Using data consist of tasting notes from the "Guide Hacbette", and Robert Parker, Jacques Dupont and very Brochet and notes about wines from eight forty-four professionals, gathered at the exhibition of wines and spirits "Vinexro" in Bordeaux, he came to conclusion: the images with which the author describes the wine depends on the type of wine , each type of wine has its own dictionary and each dictionary represents respectively the type of wine, lexical field (range of descriptive words) are distinguished from one another, that each author has their vocabulary; critics have dictionaries for the favorite and favorite wines is a taster - a man who takes more subtle properties of the wine than the average drinker, mostly unable to abandon their preferences, the color of the wine is the ultimate in terms of descriptive and affects the types of taken characteristics.

Brochet notes that "some descriptive terms that relate to cognitive images may come from memory or heard or read information , but tongue or nose can’t be the subject of coding ." [5. C, 167] In our view vision is much more involved in the evaluation of wine than the sense of smell and taste. Psychologist conducted an experiment where people were served by one and the same wine, but in one case as a table (vin de table), and the second - as an outstanding wine (grand cru): about wine grand cru compared to vin de table word " many " switched to" small "and " balanced " gave place to the" unbalanced ". This phenomenon Brochet calls " perceptual expectations" , ie if the individual is mentally took something , it would be in reality difficult to refuse .

Brochet expresses a very interesting idea that the language shapes our perception. We create our descriptions  partly due to our culture of wine, context of perceptions of wine,  our expectations , partly due to the fact that our language helps to structure our perception and based on this framework [5. C, 172]

The word plays a great role in transmission of sensory perception. Contemplating label and letters written on it , visual perception become loaded with values. When we write about wine is sexy, elegant, easy way, we hope that our perception passed on to others, as if we share our world of imagination, perception and wish the others to feel the same. That is why the descriptions has so much rich metaphors. And therefore we can ask, do these metaphorical descriptions misleading us?

Kent Bach , Ph.D. San Francisco University, stresses that " the words can also be misleading and promote deception ," and to show " how easily we are exposed to suggestion , especially from the so-called experts when it concerns what we feel when  smell and taste the wine . " [6. C 126]

Except experts, according to Kent Bach, the sources of suggestion may be the identity of the manufacturer, type of grape, place of origin, price and label wine. (6. C 127)

Therefore, we must be able to distinguish purely descriptive words from valuation words. Thus, words like "candy", "cherry", "chocolate", "blackberry" seem to be descriptive and the words "balanced", "mature", "elegant", "moderate" seem to be more evaluative. Do the wine smells like caramel? Apparently, the wine may have caramel, chocolate, and a touch of jasmine note, contains what is it in the blackberry. But everyone with the help of their olfactory receptors can submit own  description. 
Recall Arnold Eisenberg opinion that the perception of critical remarks should not be an argument for another person. It can only generate agreement on the understanding what it is a wine. Philosopher notes that you can agree about features of the wine when you feel its character, its features and content. [1. C 140] David Hume adds that individual variations is the result of experience, education, attention and so on. [7. C 360]

Jamie Goode, Ph.D., who wrote the book "The Science of Wine ", which won the 2006 award for the best book about drinks, emphasizes that "we can hardly think of wine without personifying it" [8. C, 168]. A person can personalize the wine,  endow it with the virtues and defects. It may be generous, sexy, full of pleasure, moody, modest, courageous. Wine specialists  takes the metaphors forever.

We understand that one thing for us is to say that the wine is rich with tannins, and quite another that it is muscular, powerful, thoughtful , elegant , etc.  Jamie Goode says that we would like to "... be more precise in our perception of wine, but there is no such precision. Such persons, who are limited in naming aromas and flavors, finally passed some important aspects of nature wine, which can not be described in this way, such as texture , structure , balance, elegance”. [8. p.169 ]

Ernesto Suarez - Toste, Dr. of Department of Modern Languages  explains: "Now we worry about the feeling and structure into the mouth. They usually requires architectural and textile metaphors. One of the strangeness, that pleases our audience, is that the same wine during tasting can be described as silky and velvet. Of course, this terms are contradict. The idea is that they are both different (but almost synonymous for the purposes of criticism) implementations of textile metaphor. These connotations smooth and expensive, fresher or in silk (often used for white wines) and warmer in velvet (more to red), but essentially the same . " [8. C 169]

According to John Dilworthy "banal or ordinary perception makes little conscious attention, then perhaps perceptual conscious perception of the wine becomes not banal and rare due to species perception of its sensory qualities." [9. C 98]. In these cases we are talking about subtle perception of wine. If banal perception routinely collects information about wine and uses it, the slick perception can use the information that brings wine to assist in solving sophisticated problems. Certainly, the possible level of sophistication depends on the emotional depth of a person, from the general level of education and creative abilities and perhaps somewhat long cultural history of wine consumption.

 Of course, Kent Bach , Ph.D. San Francisco University, is quite right, when he points out that "in order to talk about wine , you must have experience of taking wine , and learn specialized vocabulary ." [6. C 115]. A person, who is experienced in drinking wine has a delicate taste, understand that when she is talking about "sense of place" which wine passes, she can identify similarities and differences between wine feels possibilities that brings wine. Kent Bach recalls that "as soon as you will gain experience of tasting a variety of wines and develop the skills and abilities in the evaluation, you can rather focus on these sensations to enjoy fullest extent of wine " [6. C 116]

In conclusion, we note that the wine is endowed with deep symbolism and we do not always have enough verbal opportunities to describe our perception of wine, so we use metaphorical descriptions. According to Kent Bach wine is an interesting topic, but especially for those who love wine. The philosopher says: "Most of pleasure, which give the talk about wine - not to mention the obvious enjoyment, ability to show yourself and possibly to cause a seizure, - is learning and understanding, the presentation and explanation." [6. C 127]

A person exalt wine because it can " transform drinking wine in diverse, lively and satisfactory for a number of improvisational perceptions" - said John Dilworthy [9. C, 108]. 

Note that conversation  about the wine creates and maintains social relationships, encourages people to share their perceptions of sensory features.

Summing up the above, we can say, that before drinking wine  a person must first learn how to talk about wine.
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