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€                                       Euros 

2SLS                                Two Stages Least Squares 
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CPI                                  Consumer Price Index 

CV                                   Coefficient of Variation 
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International Trade) 

INV                                 Instituto Nacional de Vitivinicultura (National Vine and Wine 

Institute) 

INDEC                            Instituto Nacional de Estadísticas y Censos (National Institute 

of Statistics) 

ML                                  Maximum Likelihood 

MRS                               Marginal Rate of Substitution 

NI                                   North Ireland 

OIV                                Organisation Internationale de la Vigne et du Vin (International 

Organization of Vine and Wine) 

OLS                                Ordinary Least Squares 

PEVI                               Plan Estratégico Vitivinícola (Argentinian Wine Strategic Plan) 

RESET                            Regression Specification Error Test 

SE                                   Standard Errors 

UK                                  United Kingdom 

US$                                 United States Dollars 

USA                                United States of America 



 7

WLS                               Weighted Least Squares 

 
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 


