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Abstract: The purpose of this paper is to determine which factors influence the willingness of Italian
wine consumers to purchase and pay a premium for sustainably produced wine. Data from 522 Italian
consumers were collected using an online convenience sampling method to capture their attitudes
and knowledge towards sustainably produced wine. Respondent socio-demographic characteristics
were analysed using descriptive statistics. Multivariate logistic regression was used to examine
whether the willingness to pay a premium for sustainably produced wines differs significantly
based on past environmental related purchasing behaviour and socio-demographic characteristics.
The main determinants of Italian consumers’ purchases of sustainably produced wine are wine
knowledge, age, previously having bought sustainably produced goods, previously having bought
sustainably produced wine, and the price of wine. Income, education, or gender did not positively
influence willingness to pay a premium value for sustainably produced wines. This study produced
surprising results. Consumers in Italy are buying foods that are sustainably certified and over 60%
would be willing to buy a sustainable wine, in theory.

Keywords: Italy; sustainable wine; willingness to purchase; consumer attitudes; environment

1. Introduction

The Italian wine industry dates to the Roman Empire more than 2000 years ago. It
has an important role in the Italian economy and, as the largest producer of wine in the
world, contributes significantly to GDP, employment, and exports. Many Italian wine-
producing regions are on the UNESCO World Heritage List. These regions showcase terroir
and culture and have been declared as having universal value for humanity and future
generations. These designations, along with the natural beauty of many of the wine regions,
help make Italy the second most popular tourist destination in the world, contributing
significantly to national economic output [1].

Unsurprisingly the consumption of wine in Italy is high both in absolute and per
capita terms (Statista, 2024). Italy is the third highest country consumer of wine (24 million
hL) after France (25 million hL) and the USA (33 million hL) [2]. It is also the third highest
per capita consumer of wine (46 L per year), behind France (47 L per year) and Portugal
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(52 L per year) [2]. However, due to increased consumer concerns about the negative
impacts of conventional agriculture on both human health and the environment, wine
consumption has undergone a significant transformation in recent years [3]. The production
of organic, biodynamic, and natural wines has significantly increased because of these
changes [4], with 16.6% of Italy’s vineyards now being farmed organically [5].

To better understand the changes in consumption, it could be useful to observe the
different signals on wine packaging. Labels and many different eco-certifications signal
green and sustainable practices in the vineyard and winery [6]. Sustainably produced wines
encompass a range of production methods both in the vineyard and the winery and include
organic, biodynamic, sustainable, natural, and fairtrade designations. Sustainably produced
wines refer to wine that focuses on environmental stewardship, economic profitability, and
social and economic equity [7]. Winemakers do this by ensuring healthy and productive
vines for current and future generations, taking care of their workforce and giving back to
the community, all while furthering business goals [8].

In Italy, the national VIVA wine certification scheme was established in 2014 and
is managed by the Ministry of the Environment and Energy Security. VIVA seeks to
improve sustainability performance with respect to air, water, vineyard, and territory.
To date, 138 farms have been certified [9]. Another wine certification scheme in Italy is
Equalitas, which is a “Made in Italy for the World of Wine” sustainability standard/system
across the supply chain. It also has a focus on the social, environmental, and economic
dimensions of sustainability. There are five certification bodies that Equalitas recognises
(CSQA, Valoritalia, Agroqualita, DNV, SGS). There are currently 310 wine producers
certified under the auspices of Equalitas. Overall, the industry is increasingly incorporating
sustainability concepts into business operations [10].

The consumption of natural and organic products has a long history in Italy [4]. Wine
consumers in Italy are very influenced in their purchasing behaviour if a wine bottle’s label
includes information about the country of origin [11]. Globally, consumers, in general,
support the concept of sustainably produced and certified wines. However, prior research
indicates that they are not aware of the definition or processes for accreditation of such
labelled wine [7]. The primary factors influencing consumer wine purchases are still price
and quality, but a significant and growing number of consumers are now prepared to pay a
premium for wine if it is sustainably produced. However, consumers must first be aware
of the sustainability claim, then comprehend, believe, and use the label or certification as
a tool for buying decisions, to choose a sustainable wine. Investigating their reasons for
purchasing sustainably produced wines is crucial, especially as Italy moves towards more
vineyards and wines eligible for the various certification schemes.

The aim of this paper is to elicit the factors that influence preferences (willingness to
purchase and pay a premium value) for sustainably produced wine by Italian consumers.
This is to understand what their most important considerations are when buying wine,
whether past behaviours with sustainable certification influences their purchases, whether
socio-demographics have an influence, and specifically whether consumers have a willing-
ness to pay (WTP) a premium to pay for sustainable wines. Five hundred and twenty-two
Italian wine drinkers were surveyed. Their socio-demographic characteristics were also
captured to test whether their attitudes and/or other factors influence their purchase of
sustainably produced wines.

Literature Review

Global results are inconsistent when it comes to customers’ WTP for eco certified
products. French organic wine drinkers asserted that wines made sustainably are valued
on par with other uncertified wines [12]. Alonso Ugaglia et al. [13] shows that for French
consumers, the WTP a premium value for any eco certified wine is influenced by the
importance each consumer gives to the individual certification. However, American
customers are unwilling to spend extra for ecologically friendly wines because of the
perceived difference in quality [14]. In contrast, in Chile, consumers were found to be
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prepared to pay more for wines that are organic and eco certified [15]. Similar results were
found in a more recent United States study [16]. Among European countries, Spain has
a similar outcome, with customers preferring to pay more for wine that has received eco
certification [17], where they are influenced by their income, ages, and gender when it
comes to paying more for sustainable wine [18].

Around the world there are divergent results with respect to environmental conscious-
ness and wine. Sustainable attributes in wine production are positively valued by wine
consumers [19]. Barber et al. [20] found that consumers who had pro-environment atti-
tudes also had a WTP a premium value for environmentally produced wines. Wine is
such a sensory good (taste and aromatics); therefore, unless the consumer’s environmental
consciousness is very high, eco certification is unlikely to outperform such variables [21].

It is also important to understand whether any socio-demographic factors, such as
gender, age, education attainment, income, and marital status, could have an indirect effect
on purchasing behaviour [18,21].

Global research has found that the relationship between gender and WTP is ambiguous.
One study found that women have a higher WTP for eco certified wines when exposed to
different labels that document the sustainability benefits [22,23]. Similarly, other studies [24–26]
have also found that women are more likely to pay a premium for sustainable wine.
However, Di Vita et al. [27] found the opposite—that men are significantly more willing to
pay a premium for eco certified wines. Interestingly, there could be a link between gender
and age.

There have been many studies conducted which attempt to discern what is in the
minds of the youngest wine consumers [22,23,28,29]. It seems that the youngest generations
are more readily influenced by the environment than their elders. This often translates
into their willingness to pay more for sustainable wines than those their senior [22,28,30].
However, this youngest generation is still learning and experimenting with alcohol and is
drinking less of it overall. Therefore, it is no surprise that there are contrasting results with
the relationship between age and wine purchasing behaviour. Lanfranchi et al. [25] found
that older customers would pay a higher premium than millennials for eco certified wine.
It is possible that age could be influenced by income and general education levels.

Most of the literature shows that income is positively correlated with a positive WTP
for sustainably produced wine [3,18,27]. Conversely, education was not found to have any
significance in consumer willingness to pay for eco certified wines in the United States [31]
and Switzerland [32].

2. Materials and Methods
2.1. Survey Instrument

An online survey was developed to capture socio-demographic, attitudinal, and price
payment data from 522 Italian wine consumers. The survey took between 5 and 10 min to
complete and was open during 2020.

The survey had four sections. First, consumers were asked about their wine purchasing
behaviour. This included questions about the number of bottles purchased per month, the
average spent on a bottle, the number of times in a year they visit a winery, the primary
and secondary reasons they drink wine, their favourite varietal, where they buy wine,
and their important considerations when buying wine. Second, respondents’ opinions
and views on eco certified food and wines and their attitudes towards purchasing these
types of goods were collected. In the third section, consumers were asked about their
willingness to purchase, and pay additional value for eco certified wine. Respondents
could choose zero or nonzero answers, and for the latter, they were presented with choices
from a range of price brackets which were (EUR 0, EUR 1–5; EUR 6–10; and greater than
EUR 10). Their responses indicated their WTP a premium price value. Fourth, data on the
following socio-demographic characteristics of the respondents were requested: income,
age, education, and gender.
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2.2. Study Population

The study population was accessed using convenience sampling. The aim was to
a capture data from more than 500 wine-drinking respondents in Italy. The provided
information was identical, and respondents could click on an embedded link to access the
survey, which was hosted on the Qualtrics survey platform. The survey was completely
anonymous, and only those who volunteered participated. Responses were counted only
if a survey was fully completed. A total of 522 complete and usable responses out of
552 surveys submitted were eligible for use in the analysis. The spatial distribution of the
respondents, determined using their IP address’s latitude/longitude stamp, can be seen in
Figure 1. It is generally a well-represented geographic distribution across the country.

1 
 

 

Figure 1. Italy and the distribution of the respondents.
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2.3. Statistical Analysis

A descriptive analysis was performed to identify the socio-demographic details of the
participants. Multivariate logistic regression [33] was used to examine whether the WTP a
premium for sustainably produced wines differs significantly based on past environmental-
related purchasing behaviour and socio-demographic characteristics. The survey data were
analysed using STATA, Statistical Software for Data Science (Version 18) [34].

In the survey, respondents were asked, “How much more, in addition to the current
price, would you be willing to pay for a bottle if it was certified as sustainably produced?”
Respondents could choose whether they wanted to pay EUR 0, EUR 1–5, EUR 6–10, or
greater than EUR 10. EUR 1–5, EUR 6–10, and greater than EUR 10 were converted to
1 and WTP EUR 0 was converted to 0. The dependent variable “WTP a premium value
for sustainably produced wines” was converted into a binary variable during the logistic
regression analysis. This study employed a logistic model because they offer a more
straightforward and less complex analytical process, which facilitates ease of execution and
interpretation. Furthermore, logistic models necessitate fewer assumptions to be rigorously
tested, streamlining the modelling process and enhancing its robustness. Finally, in the
survey dataset, a notable issue emerged because of the limited number of responses in
one or more categorical variables, potentially leading to challenges in the estimation and
stability of the statistical model. Consequently, to address this concern and enhance the
model’s reliability, this study opted to consolidate certain adjacent categories within the
variables of interest. Consequently, the results derived from a logistic model are inherently
more accessible for explanation when compared to the intricacies of interpreting findings
from an ordinal model.

The responded values of several other categorical predictors were used as explanatory
variables. Age and education level included seven categories. In contrast, wine knowledge
and the likelihood of buying eco certified wine had six categories each.

2.4. Logistic Regression Model

Multivariate logistic regression analysis is a formula used to predict the relationships
between dependent and independent variables. When there is a dichotomous outcome
dependent variable, logistic regression is a powerful empirical method to use [35]. The
model can be used to model and explain a dichotomous single dependent variable (Y),
which represents the occurrence or non-occurrence of an event, using several independent
variables (X).

In the model, the dependent variable was the WTP (Yes = nonzero value; No = none
or not sure) a premium value for sustainably produced wine. The independent variables
were the socio-economic characteristics of the respondents (gender, age, education, and
income), their past behaviour in purchasing wine and sustainably produced goods, and
the six most important considerations when buying wine (age, origin, price, certification,
expert rating, and taste).

The variables identified were used in the logistic regression multivariate model. Lo-
gistic regression provides coefficients for both continuous and categorical independent
variables, while the dependent variable is a binary categorical variable. Further, logistic
regression can also describe the combined effects of several factors.

3. Results
3.1. Descriptive Analysis and Results

Most commonly, wine was bought in a regular retail store (supermarket) (41%)
(Table 1). Very few respondents thought that they had expert level knowledge of wine
(4%). Many considered that they had an adequate level of knowledge to pair wine with
food (21%) or purchase wine in a restaurant with some confidence (20%). A total of 28%
considered that they had a basic knowledge of wine, but 16% thought that they had very
little knowledge about it.
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Table 1. Descriptive analysis: purchasing sustainable products (n = 522).

Percent Std. Error 95% CI.

Lower Upper

Where they most commonly buy wine
Wineries 12.06 1.44 9.51 15.18

Wine store 32.10 2.06 28.20 36.27
Other retail store 41.05 2.17 36.86 45.37

Restaurant 5.06 0.97 3.46 7.33
Other 4.47 0.91 2.99 6.65

No answer 5.25 0.98 3.62 7.56
Wine knowledge (self-reported)

I consider myself an expert 4.28 0.89 2.83 6.42
I can choose wine without assistance and

friends ask me for recommendations 9.34 1.28 7.10 12.18

I can pair wine and food and know some
culture and history of wine 21.60 1.81 18.24 25.37

I can navigate a restaurant wine list 20.04 1.77 16.79 23.73
I know the basics between red and white

wine and some major types 28.02 1.98 24.29 32.07

I have very little knowledge 16.73 1.65 13.74 20.22
Previously bought sustainably certified

products
No 11.48 1.41 8.99 14.54
Yes 88.52 1.41 85.46 91.01

Previously bought sustainably certified
wine
No 67.12 2.07 62.93 71.06
Yes 32.88 2.07 28.94 37.07

Likely to buy sustainably certified wine
Not sure 21.21 1.80 17.88 24.96

Less likely to buy 1.75 0.58 0.91 3.34
Much less likely to buy 2.14 0.64 1.19 3.83

More likely to buy 48.05 2.20 43.75 52.39
Much more likely to buy 26.85 1.95 23.19 30.86

Many respondents had previously purchased sustainably produced products (88%),
but only just under one-third (32%) had previously purchased sustainably purchased wine.
A total of 74% of respondents were willing to buy it, and only 4% were not likely to buy it
at all.

Table 2 outlines the descriptive characteristics of the respondents who successfully
completed all components of the questionnaire. The survey respondents were 55% men
and 45% women, with a median income level of EUR 35,000 to EUR 50,000. A total of 67%
were married or in a de facto relationship. In addition, the median age was 35 to 54 years,
and the median education attainment was completion of a bachelor’s degree. Respondents
often buy biodynamic, fairtrade, organic, natural, and sustainable goods.

Table 2. Characteristics of respondents (n = 522).

Percent Std. Error 95% CI.

Lower Upper

Gender
Male 54.28 2.20 49.94 58.55

Female 45.72 2.20 41.45 50.06
Age

18–24 years old 4.09 0.87 2.68 6.19
25–34 years old 25.88 1.93 22.26 29.85
35–44 years old 29.18 2.01 25.40 33.27
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Table 2. Cont.

Percent Std. Error 95% CI.

Lower Upper

45–54 years old 24.90 1.91 21.35 28.83
55–64 years old 11.09 1.39 8.65 14.12
65–74 years old 4.67 0.93 3.15 6.88

74+ 0.19 0.19 0.03 1.37
Education

High school/GED 17.12 1.66 14.10 20.64
Some college, no degree 7.78 1.18 5.76 10.44

Associate degree (e.g., AA, AS) 8.17 1.21 6.09 10.88
Professional degree (e.g., MD, DDS, DVM) 11.28 1.40 8.82 14.33

Bachelor’s degree (e.g., BA, BS) 27.24 1.96 23.55 31.26
Master’s degree (e.g., MA, MS, MBA, Med) 22.57 1.84 19.15 26.39

Doctorate (e.g., PhD, EdD) 5.84 1.03 4.11 8.23
Household income

Less than EUR 20,000 19.65 1.75 16.43 23.32
EUR 20,000 to 34,999 31.32 2.05 27.45 35.47
EUR 35,000 to 49,999 17.12 1.66 14.10 20.64
EUR 50,000 to 64,999 13.81 1.52 11.09 17.08
EUR 65,000 to 79,999 3.70 0.83 2.37 5.73
EUR 80,000 to 94,999 4.86 0.95 3.30 7.11

EUR 95,000 to 109,999 2.72 0.72 1.62 4.55
EUR 110,000 to 124,999 2.53 0.69 1.47 4.31
EUR 125,000 to 139,999 0.97 0.43 0.40 2.32
EUR 140,000 to 164,999 1.36 0.51 0.65 2.83
EUR 165,000 or more 1.95 0.61 1.05 3.58

Marital Status
Single (never married) 23.74 1.88 20.25 27.62

Married or in a domestic partnership 67.51 2.07 63.33 71.43
Widowed or divorced 8.75 1.25 6.60 11.53

On a Likert scale, respondents were asked to rank from extremely important to not at
all important what the most significant considerations were for them when they purchased
(any) wine. The options were age; region/country of region; price; certification; expert
rating; and taste. Some very interesting results can be observed. Only the region/country
of origin of the wine (40%) was considered extremely important by more than 7% of
respondents. Sustainable certification (32%) and expert rating (24%) were considered not to
be important at all by respondents (Figure 2).

The WTP a premium value for sustainably produced wine results contrasted with
the earlier reported responses about the same topic. The response of WTP = EUR 0 was
the most predominant response at n = 201 (38%). For WTP = up to EUR 1, there were
201 responses (38%); WTP = EUR 1 to 5 had 71 (13%); EUR 6 to 10 had 26 (5%); and EUR 11
and more had 23 (4%) (Table 3). Over 60% of the respondents indicated a positive WTP a
premium for sustainable wine.

Table 3. Willingness to pay a premium value for sustainably produced wine (n = 522).

Category n (Percent)

None or not sure 201 (38.51)

Up to EUR 1 more 201 (38.51)

EUR 1 to 5 more 71 (13.60)

EUR 6 to 10 more 26 (4.98)

EUR 11+ more 23 (4.41)
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Figure 2. Most important considerations when buying wine (n = 522).

3.2. Logistic Regression Results

Table 4 demonstrates the key factors that determine respondent WTP for sustainably
produced wines. This is denoted by their statistical significance in the logical regression
estimation procedure. The regression analysis indicated that wine knowledge is signif-
icantly related to willingness to pay a premium for sustainably produced wines (odds
ratio [95% CI]: 1.33 [1.12, 1.58]). Respondents with greater wine knowledge showed a
positive WTP a premium price. In contrast, older respondents were less likely to pay a
premium for wines with sustainable certification (Odds ratio [95% CI]: 0.81 [0.65, 0.99])
compared to the younger respondents. No significant differences were observed in WTP
for gender, education, and income. Noticeably, respondents who previously purchased
sustainable products showed significantly higher likely to pay a premium price (odds ratio
[95% CI]: 2.35 [1.23, 4.48]) than those who did not. Respondents who previously purchased
sustainable produced wines had significantly lower WTP a premium value for sustainably
produced wines (odds ratio [95% CI]: 0.53 [0.34, 0.82]). The price of wine was significant
in the analysis with a higher WTP a premium value evidenced (odds ratio [95% CI]: 1.289
[1.04, 1.59]).

Table 4. Logistic regression of attributes influencing the willingness to pay a premium value for
sustainable wine (n = 522).

Coef. St. Err. t-Value p-Value [95% Conf. Interval] Sig.

Wine knowledge 1.333 0.117 3.29 0.001 1.123 1.583 ***
Number of winery visits 1.017 0.019 0.91 0.363 0.981 1.054

Gender 1.332 0.274 1.39 0.164 0.890 1.993
Age 0.809 0.084 −2.04 0.042 0.659 0.992 **

Education 1.035 0.057 0.64 0.524 0.930 1.153
Income 0.988 0.053 −0.23 0.817 0.889 1.097

Marital status 0.978 0.191 −0.12 0.908 0.666 1.435
Previously purchased Sustainably

produced Products 2.349 0.775 2.59 0.010 1.230 4.485 ***

Previously purchased Sustainably
produced Wine 0.532 0.118 −2.85 0.004 0.344 0.822 ***

Age of wine 1.046 0.105 0.45 0.656 0.859 1.273
Region/country of wine 0.840 0.094 −1.56 0.118 0.675 1.045
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Table 4. Cont.

Coef. St. Err. t-Value p-Value [95% Conf. Interval] Sig.

Price of wine 1.289 0.141 2.32 0.020 1.041 1.597 **
Sustainable certification of wine 1.025 0.111 0.23 0.821 0.829 1.266

Expert rating 0.923 0.095 −0.78 0.437 0.754 1.130
Taste of wine 0.952 0.096 −0.49 0.625 0.781 1.160

Constant 0.221 0.458 −0.73 0.467 0.004 1.925

Mean dependent var. 0.615 SD dependent var. 0.487
Pseudo r-squared 0.089 Number of observations 522

Chi-square 46.492 Prob > chi2 0.000
Akaike crit. (AIC) 656.207 Bayesian crit. (BIC) 724.082

Note: *** p < 0.01, ** p < 0.05 The outcome variable was binary (WTP: Yes = nonzero value; No = none or not sure)
for a premium value for sustainably produced wine.

4. Discussion

Italy has an enormous domestic wine market and is one of the major producers and
distributors of wine in the world. Therefore, it is in a unique position to have an equally
large impact on the sustainability of wine with their production and purchasing behaviours.
If this impact is multiplied with the Italian’s government goal of certification under the
various sustainability schemes, it is likely that Italy will be extremely influential with
respect to the production and consumption of sustainably produced wine.

Individual traits play a significant role in affecting consumer preferences and their
WTP a premium value for sustainably produced wine. From the statistical results, it
is evident that the main factors influencing Italian consumers’ purchase of sustainably
produced wine are wine knowledge, age, previously having bought sustainably produced
goods, previously having bought sustainably produced wine, and the price of wine. Income,
education, or gender did not positively influence WTP for sustainably produced wines.

While there has been significant research analysing the link between wine knowledge
and WTP, there has been limited analysis concerning wine eco certification and specifi-
cally sustainability in Italy. [18] believe that there is an indirect correlation between wine
knowledge and the likelihood that a wine consumer will pay a premium for a sustainable
wine and similarly. Their findings indicate that those with less wine knowledge would be
willing to pay more. Yet the findings indicate a strong and positive effect of self-reported
wine knowledge and a higher WTP a premium value.

Knowledge about the sustainable practices themselves could be a more significant
motivation for purchasing sustainable wines. An earlier Italian study found that con-
sumers environmental knowledge did not affect their WTP for an environmentally certified
wine [36]. Even with the national sustainability plan in place, Italian consumers do not
know much about sustainability, rather the focus for Italian consumers when making pur-
chasing decisions is on the varietal and terroir [37]. Other studies have found the opposite
with respect to sustainable practices, the environmental effect has an important influence
in the decision as to whether to pay a premium in Italy [18,22].

Age is significant in the study with younger people willing to pay more for environ-
mentally friendly wines which is the converse result found by [23,38] found that Italian
millennials have a slightly higher WTP to pay and prefer carbon neutral wines over tra-
ditionally produced wines. In France it was also found that younger consumers have a
higher WTP for eco certified wines [13].

Prior Italian studies revealed that customers are more likely to spend more when
they have a favourable attitude towards environmentally friendly wines and a stronger
commitment to environmental protection [23,39,40]. Some consumers prefer sustainably
produced wine because of the issue of added sulphites in traditional production methods
which can lead to headaches [41,42], ref. [43] shows that, on average, Italian consumers do
not prefer certified organic wine; only 19% of them are willing to purchase organic wine.
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A recent study revealed that the priority given to the label’s information on ingredient
amounts and sensory qualities is positively correlated with customer WTP for natural
wine [30]. Another study demonstrated that attitudes towards a wine with a sustainable
label are influenced by both environmental and qualitative views about sustainable wine
but are unaffected by the sustainability’s economic component [44]. According to a recent
investigation into the factors affecting consumer preference and WTP in the Italian market,
drinking frequency and occasion, organic production practices, sulphite level, income, and
attitudes towards healthy food and the environment are all positively correlated with a
higher WTP for natural wine [3]. According to other surveys, men and those with better
incomes are more likely to purchase organic wines in Italy [27,45].

The results suggest that consumers have a more favourable opinion of such wine if they
see sustainable accreditation as an assurance of high-quality standards [44,46]. Additionally,
it appears that attitude is slightly influenced by age because younger customers appear to
be more concerned about the sustainability of food goods than older consumers [44]. Even
with all of these different characteristics, it seems that sustainable wine is currently only a
niche market and is likely to remain that way, even as the overall percentage of vineyards
that are sustainable increases [47].

Given that the survey captured a diverse range of geographies around the country,
was balanced between males and females, captured a good median range of ages, and was
not disproportionately biased based on income, the study results suggest that the surveyed
Italian consumers are not very interested or motivated by sustainability and wine.

These results are surprising, nonetheless. Consumers in Italy are buying foods that
have eco certification, and over 60% of those surveyed indicated a willingness to buy a
sustainable wine, in theory.

The results are potentially influenced by the following three major motivations: his-
tory, geography, and domestic pride. Sustainability in the country, for wine, is very new.
However, there are thousands of years of wine experience in the country. Italy has made an
excellent product for generations and tradition is important for many consumers.

Given the impressive geography of Italy (further emphasised by the many UNESCO-
designated wine regions), it could be that the general geographic isolation could be encour-
aging Italians to drink mainly Italian wines. With mountains to the north and surrounded
by water on three sides, Italy has an isolated geography, even though they have been
exporting wine for a long time. Also, the different regions of the country and the amazing
soils have allowed the industry to prosper and thrive.

There are two United Nations Sustainable Development Goals [48] which are relevant
to the topic at hand, as follows: SDG 2: End hunger, achieve food security, and promote
sustainable agriculture and SDG 12: Ensure sustainable consumption and production pat-
terns. SDGs 2 and 12 identify the urgent need to move wine production and consumption
towards a more sustainable basis, and [49] outline the difficulties of achieving these goals
without a transformation in thinking about the issues to adopt a multidisciplinary approach
to economic development.

Limitations

There are some limitations of this study. Most studies in the literature use stated
preference experiments to elicit WTP, and these are valuable exercises as they can provide
an indication of consumer preferences for potential certifications before they are introduced
to the market. Conversely, the hedonic price models employed by [50] do not have this
ability; instead, they provide information on the revealed preferences of consumers based
on market data. In the case of certification, this provided an important comparison to the
rest of the literature analysed, revealing that many of the stated preference experiments
may overestimate WTP for eco certification. A potential reason for this overestimation is
the hypothetical nature of the experiments.

In this study, an ordinal dependent variable was used in the logistic regression instead
of a continuous variable (because of data limitations). Using ordinal dependent variables
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provides information on the probability or likelihood of an event occurring rather than a
precise WTP estimate. This study did not use an outcome variable (e.g., ranked) suitable
for the rank-ordered probit model, which fits respondents’ program choices into a utility-
theoretic framework, which is used to estimate WTP. The aim of the study was to examine
the factors that influence additional WTP for sustainable wine.

It would be possible to explore this result with experiential economics techniques
(like [12]) with consumers in an auction situation to reveal their WTP. This is a costly but
efficient method because consumers are positioned in a real-life wine purchase situation.

The survey population of 500 Italian wine drinkers in this study may not be repre-
sentative of the wider Italian population, and as such, the results and conclusions drawn
should be considered in that light.

5. Conclusions

This study identified several key factors, including age, wine knowledge, and price,
that influence Italian consumers’ willingness to pay a premium for sustainably produced
wine. Since Italian consumers predominantly buy Italian wine and are motivated by tradi-
tion and regionalism, it is recommended that the VIVA and Equalitas programs work harder
to expand their vineyard and winery participation rates. Given the number of certified
sustainable wineries only measures in the hundreds out of the approximately 38,000 winer-
ies in Italy [2], there is more education needed from wine producers to inform consumers
about sustainability. Also, the government should separately work to promote sustainable
consumption and not only sustainable production. If sustainability does not gain traction
in Italy, the potential influence of this important wine country, and of these consumers, will
limit the possibility for growth in sustainability in the wine industry worldwide.

However, it is highly likely that there will be a change in the coming decades, and
there remains opportunity for hope. The findings indicate that younger Italian consumers
are interested in buying and paying a premium value for sustainable wines. As these
demographics gain a more significant voice in society and government in the coming years
and decades, there could be a significant shift towards sustainability.

As sustainability certifications become more prevalent and mature, and as this newest
generation becomes the loudest voice in the country, it is highly likely that sustainability
and wine will become synonymous in Italy. However, for the sustainability of wine to
permeate across all of Italy, it will need to be merged with the history, geography, and pride
in Italian wine.

Future Research

The study results confirm some a priori expectations that are supported by the litera-
ture, whilst some other important factors in the purchasing decisions of consumers towards
eco certified goods like wine were not borne out by the data and results.
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