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Abstract: Sustainability has become one of the most important challenges for the beverage industry
over the last few decades. In fact, many producers have implemented environmental, social, or eco-
nomic aspects of sustainability at several stages of their production process. One of the reasons that
might explain this interest in sustainability is that consumers are changing their behavior to integrate
sustainable and environmental considerations into their purchase behavior. Accordingly, some con-
sumers’ purchasing decisions are based not only on how well products satisfy their needs but also
on how these products affect the environment or society at large. Within this context, designing
appropriate interventions to fostering sustainable consumption requires deeper knowledge about
its underlying determinants. In this paper, we focus on some of the most important challenges that
might drive future research within this area.
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1. Introduction

The most accepted concept of sustainability defines it through the three overlapping
principles of environmentally sound, economically feasible, and socially equitable pro-
duction. Sustainable production comprises business practices that are sensitive to the
environment (environmentally sound), responsive to the needs and interests of society at
large (socially equitable), and economically feasible to implement and maintain (economi-
cally feasible) [1]. However, and despite its popularity, this term is frequently associated
by producers and consumers with the environmental aspects of production only, neglect-
ing other important issues, and every producer might have a different understanding of
this term.

Within the beverage industry, sustainability can be considered as a strategy to differen-
tiate firms or products in order to meet some market segment demands. In fact, many firms
claim socially or environmentally friendly orientations when producing and marketing
beverages, integrating sustainability into their communication strategy to reinforce their
brand and market positioning. Presently, consumers not only make decisions based on
how well products satisfy their needs but also how these products influence society at
large. Consequently, many consumers have integrated sustainable and environmental con-
siderations into their lifestyle choices. Through the adoption of sustainable practices, firms
could obtain a competitive advantage and increase sales with clear product differentiation.

However, sustainability is also a needed strategy to guarantee the future development
of the beverage sector. According to [2], most environmental consumption impacts are
related to a few product categories. In fact, 70–80% of total impacts from domestic con-
sumption relate to food and drink, housing (e.g., domestic energy use), and transport (e.g.,
leisure and holiday travel). Particularly, food and drink consumption have a significant
eco-footprint due to, among other factors, the use of land, energy, water, and chemicals
in production as well as pollution during the distribution system [3]. In this sense, the
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challenge of sustainable development is to meet current demands without ruining future
generations and the planet in the long term [4].

Accordingly, academic research has paid special attention to sustainable consumption
in this industry, which may encompass a plethora of behaviors from consumer purchase
of eco-friendly products to water use at home [5,6]. In the same line, [4,7] run systematic
reviews aimed to analyze articles dealing with new trends in sustainable consumption
practices. Most of the studies focus their attention on the food industry [8,9], while
few studies analyze the beverage category, with the only exception of wine, which has
received great interest among researchers [10]. Furthermore, as beer is the most consumed
alcoholic beverage in the world [11], several authors have focused their attention on this
beverage, identifying the rise of some trends (e.g., craft beer) regarding sustainability. For
example, consumers’ increasing attention to health-issues impulses breweries to expand
their assortment to introduce non-alcoholic drinks in the market [11]. Moreover, craft
beer consumption has been perceived by consumers as more sustainable [12]. In the same
vein, some authors have focused their attention on organic food and beverages, given the
increasing interest of consumers in this category [13]. Indeed, according to the forecasts
from some international market research studies [14], the organic beverage market is
estimated to reach $181.78 billion by 2023 from $99.76 billion in 2018.

Furthermore, designing appropriate interventions to fostering sustainable consump-
tion requires deeper knowledge about the underlying determinants of consumer behav-
ior [15]. The analysis of the drivers influencing sustainable consumption has been studied
over the last decades from different disciplines such as environmental psychology [16] or
(social) marketing [17]. Besides, the analysis of sustainable consumption from the demand
side has been almost exclusively focused on the environmental dimension of the concept
of sustainability. While environmental psychology has mainly focused on studying pro-
environmental behaviors such as water/energy saving or recycling, it has been in the field
of marketing where green purchase behavior has played a prominent role. Focusing on
understanding the determinants of consumers’ green purchase decisions, social marketers,
public managers, and policymakers may be able to influence consumers’ environmental
mindset and behavior in the long term [18]. In fact, the beverage industry has incorporated
several strategies to achieve a cost-effective transition to a circular economy and to combat
climate-change-related risks to their operations. In this sense, [19] identified four types of
managerial practices related to Circular Economy (CE) adoption at the product level that
could be applied in the beverage industry: (i) Energy efficiency and usage of renewable
sources of energy; (ii) Product and process optimization for resource efficiency; (iii) Product
design for circularity; and (iv) Exploitation of waste as a resource.

In any case, sustainable beverage purchase behavior is still not well understood in
academia, especially if we consider the concept of sustainable consumption as a whole [17].
In this paper, we focus on some of the challenges that may drive future research on
this area. Particularly, we focus our attention on alcoholic (wine and beer) and non-
alcoholic beverages (water, milk, and juices), as they represent a huge market share among
sustainable beverages.

2. From Green to Sustainable Consumption

When an individual makes a purchase decision there is a possibility that it contributes
to a more or less sustainable consumption pattern, since all purchasing actions have ethical,
waste, resource, and community impact implications. Green purchase behavior refers to
“purchasing and consuming products that are benign toward the environment” [20] (p. 190),
which might contribute to a sustainable consumption pattern [21]. Green purchase behavior
is seen as a complex form of consumption both intellectually and morally as well as in
practice. As [22] points out, when individuals consider buying in an environmentally
responsible way, they face an increasingly complex decision-making process. On the one
hand, this type of behavior involves difficult motivational conflicts because there is usually
a conflict between the self-interested benefits of consumers and environmental protection
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related to collective goals. On the other hand, there are normally external barriers to
green purchase, which arise from the political, economic, or cultural circumstances in
the market and society [22]. For example, eco-friendly products are frequently seen as
an expensive option and making sustainable consumer choices involves a fair amount of
effort such as garnering information [23]. In addition, many consumers do not consider
environmental aspects as a primary element when they make a purchase decision. In such
situations, only when they perceive that the product achieves a certain level of product
performance, “green” characteristics of the product may determine product choice [18].
In addition, research has shown that there is now a “typical” green consumer that is
involved with environmental issues in all sorts of purchasing situations, especially when
it comes to different contexts/environments [24] and/or (high/low) purchase product
involvement [25]. Consequently, designing strategies to achieve a behavioral change
toward sustainability becomes a challenging task.

However, as [17] highlights, sustainable consumption implies not only choosing
“green” products but also reducing consumption and considering the full consumption
cycle. While prior research in the beverage sector has mainly focused on understanding
consumers’ initial product choices, far less attention has been given to the reduction
of consumption and the full consumption cycle (e.g., product usage or disposal), due
presumably to the fact that reusing or recycling available products has lower environmental
benefits than changing purchasing behavior [26].

Regarding the reduction of consumption from an environmental point of view, only a
few studies about bottled water usage and intentions to reduce its consumption have been
carried out so far [27,28]. Even though bottled water consumption may be considered in the
beverage sector one of the products that are contributing the most to several environmental
problems such as pollution, water wastage, and climate change [27]. In addition, regarding
the full consumption cycle, it should be also taken into account that the beverage product
life cycle is short. In this way, while for durable goods (e.g., household appliances, clothes
. . . ) consumers’ post choice behaviors such as product usage (e.g., product maintenance)
or product life extension (e.g., re-use) have an important impact on the sustainability of
consumption, for commodity goods, disposal (e.g., recycling) is crucial. For example, [18]
finds a high correlation between eco-friendly purchase and disposal decisions, being the
environmental awareness of consumers a predominant predictor of disposal decisions. In
any case, the available academic studies on beverage disposal are scarce to date and further
research may shed light on this regard.

Given the imperative of sustainable consumption in the beverage sector, it is critical
to understand what factors contribute to this type of behavior. Most of the studies focused
on explaining sustainable consumption in this sector have analyzed these determinants
independently on the beverage category (e.g., juice, wine, beer, milk, and so on) since the
factors that influence purchasing decisions of each category may be different and therefore
also the role of environmental issues in the purchase choice. For example, as [10] point out,
consumer’s wine choice is more complex than other products because it is one of the most
differentiated products on the market. Wine consumers must deal with a large amount of
information on wine labels (e.g., country of origin, region of products, grape variety, or
brand) that are important drivers for purchase decisions. Besides, due to sustainable wine
production (i.e., wine with sustainability characteristics), current certifications indicate new
characteristics for consumers to be evaluated, making the purchasing decision even more
complex. Furthermore, compared to other alcoholic beverages, wine is perceived as being
more natural, reflecting a sense of agricultural seasonality and linked closely to a rural
way of life [13], which are elements highly linked to the concept of sustainability. Hence,
research to date has mainly focused on identifying how sustainability characteristics
influence wine purchase decisions and other beverages have been virtually neglected.
Nevertheless, it must be pointed out that studies on sustainable beer consumption have
significantly increased over the last years [29,30]. In fact, beer is the most consumed
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alcoholic beverage in the world [11], and sustainability might constitute an important
trigger to foster beer consumption.

3. Research Trends on Sustainability in the Beverage Industry

Several studies have analyzed the factors influencing the purchase of sustainable bever-
ages from different perspectives: (i) the willingness to pay a premium price for sustainable
products; (ii) the packaging of sustainable products; (iii) the distribution of sustainable
products and fair trade; and (iv) Factors influencing the purchase of sustainable beverages.

3.1. Willingnes-to-Pay for Sustainable Beverages

Most of the studies to date have mainly addressed sustainable beverage consumption
analyzing intentions of willingness to pay (WTP) premiums for organic products. Accord-
ingly, a recent review of the literature on this topic concludes that further work needs to
be done in a real market context using, for example, household panel data [10]. This has
relevance for studies on environmental issues since it is well known that there is usually
an inconsistency or gap between intention to purchase eco-friendly products and actual
purchase behavior [31]. In addition, regarding the characteristics of sustainable products,
literature has focused primarily on production as a key element when consumers make
their green purchase decisions. Thus, there has been a great deal of research lately on
consumer preference and WTP for organic wine [13]; organic beer [29]; organic milk [32],
or organic fruit juice. Importantly, it seems that there is still some confusion among con-
sumers with the “organic” term and, in some cases, they consider organic products not
to be environmentally friendly [23]. Most consumers associate “organic” only with be-
ing chemical-free and they are unfamiliar with organic farming standards and practices.
Therefore, it comes as no surprise that personal health has been shown as a more impor-
tant driver for organic food and beverage purchase by consumers than concerns for the
environment [33].

3.2. Sustainable Packaging

Packaging is of special concern to some type of beverages such as juice, water, or beer,
as they are the main beverage contributions to the packaging fraction [34]. However, as
far as we know, only very few studies have addressed packaging as an important element
for green purchasing decisions in the beverage sector [18]. From a consumer perspective,
the use of packaging in commodity products transcends beyond its functional role (e.g.,
conserving the quality and freshness). In fact, consumers also consider the design, the
image, and ease of packaging to correctly identify the product [35]. In this sense, [36]
examines the factors that influence consumers’ product purchasing behavior and their
recycling behavior with respect to sustainable packaging. Their results evidence that
variables such as gender, environmental awareness, or attitude towards green purchasing
are factors that differentiate consumers that consider environmentally friendly packaging
important and consumers that consider packaging as unimportant when making product
purchase decisions. Therefore, environmental strategies should intend to make the most
of this product attribute, and research in the beverage sector should be focused on which
features of sustainable packaging are the most preferred by consumers rather than how
this packaging is disposed of.

3.3. Distribution and Fair Trade

Regarding the distribution of beverages, increased attention has been given recently
to local products as local food and drinks shoppers are driven by environmental (short
supply chains) as well as community (economic and social) concerns [37]. A paradox
between organic vs. local products may arise at this point as [23] wonders: “what is
better for the planet buying organic quinoa grown in Peru or a non-organic alternative
produced locally? My guess, would be the latter”. Although further research is needed to
understand consumer’s opinion in this regard, the current discussion suggests that when
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organic food is not produced locally, it loses authenticity. Thus, for many consumers, food
miles rather than organic labels are the representation of sustainability [38]. However,
it is worth mentioning that local food production seems to be more related to the social
(e.g., the creation of a consumer-farmer relationship based on trust) and the economic
(e.g., economic benefits for regional economies) dimensions of sustainability than the
environmental one [39]. Even some studies [40] raise doubts about local food to be better
for the environment than non-local food. Either way, only a few studies have been carried
out to date on consumer perception about locally produced products, with the exception of
wine [41,42].

Besides, buying fairly traded products is another way to consume sustainably. Fair
Trade is defined as: “an initiative for small farmers and wage workers in the South, who
have been restrained in their economical and/or social development by the conditions of
trade (‘disadvantaged’)” [43] (p. 2). So, this type of trade relations focuses on the social
and economic dimensions of sustainability. Fairtrade beverage purchasing is growing
in the last years. For example, according to [44] data, Fairtrade alcohol was the biggest
growth of all the monitored sectors in the UK, with shoppers spending 34% more on this
over 2017. However, academic studies focus on consumers’ perceptions; preferences and
willingness-to-pay for Fairtrade drinks are almost non-existent. Future research should
therefore gain a deeper understanding of consumers’ attitudes and their buying habits
regarding this type of product.

3.4. Determining Factors of Sustainable Consumption

Several studies have shown that the purchase of sustainable beverages (or green
purchase behavior) can be influenced by a plethora of factors. These factors can be catego-
rized into the following underlying causes [16]: (i) personal capabilities, (ii) psychological
determinants (e.g., attitudes, beliefs or norms), and (iii) contextual forces and habits. The
following explanation, however, should be treated with caution since, as aforementioned,
studies usually ask for purchase intentions (e.g., WTP) in unrealistic scenarios and results
can be overestimated regarding actual behavior. Furthermore, wine has been the main
subject of previous studies, so it cannot always be extrapolated to other beverage products.

3.4.1. Personal Capabilities

In general, previous studies [42,45,46] have shown that the typical organic drink
consumer is female, highly educated, upper-middle-class income, and lives in urban areas.
In the case of purchasing local wine, it seems to be different. Ref. [47] found that men paid
more for wine with a lower distance traveled than women in Germany, and [42] shows that
people living in a rural area were more prone to buy local wine in the US. Regarding age,
studies revealed mixed results. For example, while [48,49] find that younger consumers had
higher attitudes toward sustainable wine, [46,50] find older people to have higher WTP and
probability for buying wine with sustainability characteristics respectively. Furthermore,
some other studies have not found any differences in terms of sociodemographic factors for
intention to buy organic milk [51] or for WTP for organic wine [41]. In summary, it seems
there are conflicting results regarding the impact of personal capabilities on sustainable
beverages purchase. This highlights the need for further research.

Furthermore, it should be highlighted that sensory acceptance constitutes one of
the main choice criteria for consumers [52], which is forcefully reliant on cultural back-
grounds, as well as previous sensory exposure to a specific food product [53]. Besides,
the market for functional, natural, and non-alcoholic beverages is steadily increasing all
over the world [54], because of the increasing consumer awareness of the importance of
healthy nutrition.

3.4.2. Psychological Determinants

A well-established theoretical framework that has often been applied in food and
drink studies to analyze the psychological determinants of sustainable consumption is the
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Theory of Planned Behavior [55]. According to this theory, the most immediate predic-
tor of behavior is an intention to engage in the behavior (i.e., a motivation or plan) and
intentions are, in turn, predicted by attitudes (i.e., mental disposition and feeling about
the environment), perceived behavioral control (i.e., ability to perform the behavior) and
subjective norms (i.e., social pressure). Focusing on attitudes, studies on wine with sustain-
ability features and organic milk reveal a close relation between attitudes and purchase
behavior [56,57]. However, food organic research has also shown that although individuals
declare to have high positive attitudes toward the environment or organic products, it does
not necessarily translate into actual purchase behavior [58]. In the environmental literature,
this is generally known as the “attitude-behavior gap” and it has been found not only for
green purchase behaviors but also for other pro-environmental behaviors [59]. Among the
reasons that might explain this inconsistency, environmental researchers suggest the use of
constellations of behaviors (i.e., index), the overestimation of attitudes in survey studies
due to social desirability, the measurement of general environmental attitudes instead of
specific attitudes to the behavior and the intensity of attitudes [11,49]. Future studies in the
beverage sector should consider these aspects.

Another theory widely used in organic food and drink literature has been the Norm
Activation Model (NAM) [60]. This model states that pro-environmental behavior (e.g.,
purchasing organic beverages) depends mainly on the activation of personal norms, which
reflect feelings of moral obligation to behave in a certain manner. For example, [61] find that
people with strong personal ecological norms used “organic production” and the “EU-BIO-
Label” as additional criteria during their milk decision purchase. Moreover, as an extension
of the NAM model, [16] proposed the Value-Belief-Norm theory of environmentalism
(VBN), which states that pro-environmental personal norms are influenced by values (i.e.,
general goals that serve as guiding principles in life) and beliefs. As [10] review points out,
environmental values and beliefs on environmental protection are important motivators
for buying sustainable wine. Additionally, values reflecting the need for living a hedonistic
life have been also found to be an important precursor of belief systems that influence
the purchase of organic wines [62]. Apart from the variables included in these models,
other psychological factors such as trust, knowledge, or self-identity have been used in
past studies to explain organic beverage purchases. Trusts in the retailer selling [63] and in
winery [64] are considered important factors influencing consumers’ behavioral intentions
to purchase organic wine. The same result was found for organic milk purchase behavior
when trust in farmers is analyzed [53]. In this last study conducted in Italy, it was also
found that self-identity as a green consumer influenced consumers’ intentions to buy
organic milk. Furthermore, studies reveal that knowledge can play a significant role in
motivating the purchase of organic food [37]. However, while consumer environmental
knowledge seems to influence the willingness to buy environmentally friendly wines [65],
greater knowledge about wine culture seems to be related to a lower willingness to pay a
premium value [66].

3.4.3. Contextual Factors and Habits

Although the above psychological factors play an important role in understanding
sustainable purchase decisions in the beverage sector, contextual factors and habits might
constraint or incentive this relationship. Among the contextual factors studied in the past,
the price has been observed to be one of the main characteristics of the product when a
consumer buys organic wine or milk [13,49,67]. The influence of price on buying behavior
may be positive when high prices signal quality and status for consumers, or negative
when high prices mean that a sacrifice must be made [68]. In this sense, research has
shown that price is perceived as a barrier toward organic milk purchase, especially for
consumers with budget constraints, and consumers often overestimate the price level of
this type of milk when there is a lack of knowledge about it [68]. In the case of sustainable
wine, some studies reveal that the higher the increase in price, the lower the probability
of purchase [41]. Although, other studies [69] show that medium-high priced wines with
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sustainability characteristics are preferred over lower-priced wines when information is
given to the consumer through organic certification labels. In addition, the origin of wine
and availability (close to consumers’ homes) are other contextual factors moderating the
transformation of attitudes into purchase behavior [10]. The taste of wine or milk is also
considered an important motivator during the decision-making process [61,70]. In the case
of milk, interestingly, those consumers that think organic products are intensively tasted
are less willing to pay a premium for organic milk [69]. Finally, being stuck in a routine
(habits) of purchasing behavior seems to also play a major role in sustainable beverage
purchasing decisions for both wine and milk [50,71].

As can be seen above, previous work has been limited to analyzing cognitive and
contextual factors and there is virtually no research focused on the affective component of
attitude and emotions related to sustainable beverage consumption. Notwithstanding the
existence of authors suggesting that these factors may play an important role as drivers
of involvement in organic food purchase [72]. Future studies on the emotion topic are
therefore required in the sustainable beverage sector.

4. Conclusions

The goal of this paper has been to review some of the papers that address sustainability
in the beverage sector from the demand side. A deeper understanding of the drivers
that determine sustainable consumption is needed to foster sustainable practices in the
beverage industry. Although several managerial practices have been identified in the
beverage industry in the context of the circular economy [19], it is mandatory to identify
the responsibility for sustainable practices among consumers and firms (e.g., packaging
recycling).

Particularly, future research should gain a deeper understanding of consumers’ atti-
tudes and their buying habits regarding sustainable beverages. From personal characteris-
tics to the effect of emotions, attitudes, and lifestyles, more research is needed to understand
the drivers that motivate consumers to buy sustainable beverages. Furthermore, it would
be very interesting to know not only how these variables drive consumers’ behavior but
also whether there are differences among different beverages within the industry, as the
consumer might act differently depending on the product. Finally, previous work has been
almost limited to the environmental dimension of sustainability to explain sustainable
consumption in the beverage sector. Future research therefore should be more focused on
the social and economic dimensions of sustainability for improving regional economies.

Author Contributions: C.R.-S. and R.S.-R. have contributed equally to the paper. All authors have
read and agreed to the published version of the manuscript.

Funding: This research received no external funding.

Data Availability Statement: Not applicable.

Conflicts of Interest: The authors declare no conflict of interest.

References
1. Forbes. New Report: UK Consumers Want More Organic Everything. 2019. Available online: https://www.forbes.com/sites/

alexledsom/2019/02/16/new-report-uk-consumers-want-more-organic-ever-thing/#4c311d0968f0 (accessed on 26 June 2019).
2. Peattie, K. Green consumption: Behavior and norms. Annu. Rev. Environ. Resour. 2010, 35, 195–228. [CrossRef]
3. Risku-Norja, H.; Mäenpää, I. MFA model to assess economic and environmental consequences of food production and consump-

tion. Ecol. Econ. 2007, 60, 700–711. [CrossRef]
4. Sesini, G.; Castiglioni, C.; Lozza, E. New Trends and Patterns in Sustainable Consumption: A Systematic Review and Research

Agenda. Sustainability 2020, 12, 5935. [CrossRef]
5. Milfont, T.L.; Markowitz, E. Sustainable consumer behavior: A multilevel perspective. Curr. Opin. Psychol. 2016, 10, 112–117.

[CrossRef]
6. Sarabia-Sánchez, F.J.; Rodríguez-Sánchez, C.; Hyder, A. The role of personal involvement, credibility and efficacy of conduct in

reported water conservation behaviour. J. Environ. Psychol. 2014, 38, 206–216. [CrossRef]
7. Hedin, B.; Katzeff, C.; Eriksson, E.; Pargman, D. A Systematic Review of Digital Behaviour Change Interventions for More

Sustainable Food Consumption. Sustainability 2019, 11, 2638. [CrossRef]

https://www.forbes.com/sites/alexledsom/2019/02/16/new-report-uk-consumers-want-more-organic-ever-thing/#4c311d0968f0
https://www.forbes.com/sites/alexledsom/2019/02/16/new-report-uk-consumers-want-more-organic-ever-thing/#4c311d0968f0
http://dx.doi.org/10.1146/annurev-environ-032609-094328
http://dx.doi.org/10.1016/j.ecolecon.2006.05.001
http://dx.doi.org/10.3390/su12155935
http://dx.doi.org/10.1016/j.copsyc.2015.12.016
http://dx.doi.org/10.1016/j.jenvp.2014.02.003
http://dx.doi.org/10.3390/su11092638


Sustainability 2021, 13, 186 8 of 10

8. Feldmann, C.; Hamm, U. Consumers’ perceptions and preferences for local food: A review. Food Qual. Prefer. 2015, 40, 152–164.
[CrossRef]

9. Verain, M.C.D.; Bartels, J.; Dagevos, H.; Sijtsema, S.J.; Onwezen, M.C.; Antonides, G. Segments of sustainable food consumers: A
literature review. Int. J. Consum. Stud. 2012, 36, 123–132. [CrossRef]

10. Schäufele, I.; Hamm, U. Consumers’ perceptions, preferences and willingness-to-pay for wine with sustainability characteristics:
A review. J. Clean. Prod. 2017, 147, 379–394. [CrossRef]

11. Salant,ă, L.C.; Coldea, T.E.; Ignat, M.V.; Pop, C.R.; Tofană, M.; Mudura, E.; Bors, a, A.; Pasqualone, A.; Zhao, H. Non-Alcoholic and
Craft Beer Production and Challenges. Processes 2020, 8, 1382. [CrossRef]

12. Da Costa Jardim, C.; De Souza, D.; Machado, I.C.K.; Massochin Nunes Pinto, L.; De Souza Ramos, R.; Garavaglia, J. Sensory
profile, consumer preference and chemical composition of craft beers from Brazil. Beverages 2018, 4, 106. [CrossRef]

13. Mann, S.; Ferjani, A.; Reissig, L. What matters to consumers of organic wine? Br. Food J. 2012, 114, 272–284. [CrossRef]
14. Market Data Forecast. Organic Beverage Market—Segmented by Type, And Region—Global Growth, Trends and Forecast to

2024. 2018. Available online: https://www.marketdataforecast.com/market-reports/organic-beverage-market (accessed on 26
June 2019).

15. Heimlich, J.E.; Ardoin, N.M. Understanding behavior to understand behavior change: A literature review. Environ. Educ. Res.
2008, 14, 215–237. [CrossRef]

16. Stern, P.C. New environmental theories: Toward a coherent theory of environmentally significant behavior. J. Soc. Issues 2000, 56,
407–424. [CrossRef]

17. Prothero, A.; Dobscha, S.; Freund, J.; Kilbourne, W.E.; Luchs, M.G.; Ozanne, L.K.; Thøgersen, J. Sustainable consumption:
Opportunities for consumer research and public policy. J. Public Policy Mark. 2011, 30, 31–38. [CrossRef]

18. Van Birgelen, M.; Semeijn, J.; Keicher, M. Packaging and proenvironmental consumption behavior: Investigating purchase and
disposal decisions for beverages. Environ. Behav. 2009, 41, 125–146. [CrossRef]

19. Urbinati, A.; Chiaroni, D.; Toletti, G. Managing the introduction of circular products: Evidence from the beverage industry.
Sustainability 2019, 11, 3650. [CrossRef]

20. Mainieri, T.; Barnett, E.G.; Valdero, T.R.; Unipan, J.B.; Oskamp, S. Green buying: The influence of environmental concern on
consumer behavior. J. Soc. Psychol. 1997, 137, 189–204. [CrossRef]

21. Young, W.; Hwang, K.; McDonald, S.; Oates, C.J. Sustainable consumption: Green consumer behaviour when purchasing products.
Sustain. Dev. 2010, 18, 20–31. [CrossRef]

22. Moisander, J. Motivational complexity of green consumerism. Int. J. Consum. Stud. 2007, 31, 404–409. [CrossRef]
23. Prothero, A. Organics: Marketplace icon. Consump. Mark. Cult. 2019, 22, 83–90. [CrossRef]
24. Dolnicar, S.; Grün, B. Environmentally friendly behavior: Can heterogeneity among individuals and contexts/environments be

harvested for improved sustainable management? Environ. Behav. 2009, 41, 693–714. [CrossRef]
25. Jansson, J.; Marell, A.; Nordlund, A. Green consumer behavior: Determinants of curtailment and eco-innovation adoption. J

Consum. Mark. 2010, 27, 358–370. [CrossRef]
26. Gardner, G.T.; Stern, P.C. Environmental Problems and Human Behavior, 2nd ed.; Pearson Custom Publishing: Boston, MA, USA,

2002.
27. Van der Linden, S. Exploring beliefs about bottled water and intentions to reduce consumption: The dual-effect of social norm

activation and persuasive information. Environ. Behav. 2015, 47, 526–550. [CrossRef]
28. Etale, A.; Jobin, M.; Siegrist, M. Tap versus bottled water consumption: The influence of social norms, affect and image on

consumer choice. Appetite 2018, 121, 138–146. [CrossRef]
29. Poelmans, E.; Rousseau, S. Beer and organic labels: Do Belgian consumers care? Sustainability 2017, 9, 1509. [CrossRef]
30. Carley, S.; Yahng, L. Willingness-to-pay for sustainable beer. PLoS ONE 2018, 13, e0204917. [CrossRef] [PubMed]
31. Grimmer, M.; Miles, M.P. With the best of intentions: A large sample test of the intention-behaviour gap in pro-environmental

consumer behavior. Int. J. Consum. Stud. 2017, 41, 2–10. [CrossRef]
32. Hill, H.; Lynchehaun, F. Organic milk: Attitudes and consumption patterns. Br. Food J. 2002, 104, 526–542. [CrossRef]
33. Hughner, R.S.; McDonagh, P.; Prothero, A.; Shultz, C.J.; Stanton, J. Who are organic food consumers? A compilation and review

of why people purchase organic food. J. Consum. Behav. 2007, 6, 94–110. [CrossRef]
34. Pasqualino, J.; Meneses, M.; Castells, F. The carbon footprint and energy consumption of beverage packaging selection and

disposal. J. Food Eng. 2011, 103, 357–365. [CrossRef]
35. Hollywood, L.; Wells, L.; Armstrong, G.; Farley, H. Thinking outside the carton: Attitudes towards milk packaging. Br. Food J.

2013, 115, 899–912. [CrossRef]
36. Martinho, G.; Pires, A.; Portela, G.; Fonseca, M. Factors Affecting Consumers’ Choices Concerning Sustainable Packaging During

Product Purchase and Recycling. Resour. Conserv. Recycl. 2015, 103, 58–68. [CrossRef]
37. Zepeda, L.; Deal, D. Organic and local food consumer behaviour: Alphabet theory. Int. J. Consum. Stud. 2009, 33, 697–705.

[CrossRef]
38. Roosen, J.; Keottl, B.; Hasselbach, J. Can Local be the New Organic? Food Choice Motives and Willingness to Pay. In Proceedings

of the Agricultural and Applied Economics Association AAEA/EAAE Food Environment Symposium, Boston, MA, USA, 30–31
May 2012; Available online: https://ageconsearch.umn.edu/record/123512/ (accessed on 26 June 2019).

http://dx.doi.org/10.1016/j.foodqual.2014.09.014
http://dx.doi.org/10.1111/j.1470-6431.2011.01082.x
http://dx.doi.org/10.1016/j.jclepro.2017.01.118
http://dx.doi.org/10.3390/pr8111382
http://dx.doi.org/10.3390/beverages4040106
http://dx.doi.org/10.1108/00070701211202430
https://www.marketdataforecast.com/market-reports/organic-beverage-market
http://dx.doi.org/10.1080/13504620802148881
http://dx.doi.org/10.1111/0022-4537.00175
http://dx.doi.org/10.1509/jppm.30.1.31
http://dx.doi.org/10.1177/0013916507311140
http://dx.doi.org/10.3390/su11133650
http://dx.doi.org/10.1080/00224549709595430
http://dx.doi.org/10.1002/sd.394
http://dx.doi.org/10.1111/j.1470-6431.2007.00586.x
http://dx.doi.org/10.1080/10253866.2017.1379132
http://dx.doi.org/10.1177/0013916508319448
http://dx.doi.org/10.1108/07363761011052396
http://dx.doi.org/10.1177/0013916513515239
http://dx.doi.org/10.1016/j.appet.2017.11.090
http://dx.doi.org/10.3390/su9091509
http://dx.doi.org/10.1371/journal.pone.0204917
http://www.ncbi.nlm.nih.gov/pubmed/30289903
http://dx.doi.org/10.1111/ijcs.12290
http://dx.doi.org/10.1108/00070700210434570
http://dx.doi.org/10.1002/cb.210
http://dx.doi.org/10.1016/j.jfoodeng.2010.11.005
http://dx.doi.org/10.1108/BFJ-Jul-2010-0127
http://dx.doi.org/10.1016/j.resconrec.2015.07.012
http://dx.doi.org/10.1111/j.1470-6431.2009.00814.x
https://ageconsearch.umn.edu/record/123512/


Sustainability 2021, 13, 186 9 of 10

39. Kneafsey, M.; Venn, L.; Schmutz, U.; Balazs, B.; Trenchard, L.; Eyden-Wood, T.; Bos, E.; Sutton, G. Short Food Supply
Chains and Local Food Systems in the EU: A State of Play of Their Socio-economic Characteristics. 2013. Available online:
https://publications.jrc.ec.europa.eu/repository/bitstream/JRC80420/final%20ipts%20jrc%2080420%20(online).pdf (accessed
on 26 June 2019).

40. Edwards-Jones, G.; Canals, L.M.; Hounsome, N.; Truninger, M.; Koerber, G.; Hounsome, B.; Cross, P.; York, E.H.; Hospido, A.;
Plassmann, K.; et al. Testing the assertion that ‘local food is best’: The challenges of an evidence-based approach. Trends Food Sci.
Technol. 2008, 19, 265–274. [CrossRef]

41. Brugarolas, M.; Martinez-Carrasco, L.; Bernabeu, R.; Martinez-Poveda, A. A contingent valuation analysis to determine profitabil-
ity of establishing local organic wine markets in Spain. Renew. Agr. Food Syst. 2010, 25, 35–44. [CrossRef]

42. Woods, T.A.; Nogueira, L.; Yang, S.H. Linking wine consumers to the consumption of local wines and winery visits in the
Northern Appalachian States. Int. Food Agribus. Man. Rev. 2013, 16, 181–205.

43. FLO. Shaping Global Partnerships: Fairtrade Labelling Organizations International Annual Report 2006/07. 2007. Available
online: http://www.fairtrade.net/fileadmin/user_upload/content/FLO_AR_2007.pdf (accessed on 11 July 2019).

44. Kantar Media TGI. The Popularity of Fairtrade in the UK. 2018. Available online: https://uk.kantar.com/consumer/green/2018
/the-popularity-of-fairtrade-in-the-uk/ (accessed on 11 July 2019).

45. Bal, H.S.G.; Gulse, S. Consumer characteristics influencing organic milk consumption preference in Tokat, Turkey. J. Food Agric.
Environ. 2013, 11, 159–164.

46. Sellers, R. Would you pay a price premium for a sustainable wine? The voice of the Spanish consumer. Agric. Agric. Sci. Proc.
2016, 8, 10–16. [CrossRef]

47. Grebitus, C.; Lusk, J.L.; Nayga, R.M., Jr. Effect of distance of transportation on willingness to pay for food. Ecol. Econ. 2013, 88,
67–75. [CrossRef]

48. Sogari, G.; Mora, C.; Menozzi, D. Factors driving sustainable choice: The case of wine. Br. Food J. 2016, 118, 632–646. [CrossRef]
49. Bernabéu, R.; Brugarolas, M.; Martínez-Carrasco, L.; Díaz, M. Wine origin and organic elaboration, differentiating strategies in

traditional producing countries. Br. Food J. 2008, 110, 174–188. [CrossRef]
50. Pomarici, E.; Vecchio, R. Millennial generation attitudes to sustainable wine: An exploratory study on Italian consumers. J. Clean.

Prod. 2014, 66, 537–545. [CrossRef]
51. Liu, Z.; Kanter, C.A.; Messer, K.D.; Kaiser, H.M. Identifying significant characteristics of organic milk consumers: A CART

analysis of an artefactual field experiment. Appl. Econ. 2013, 45, 3110–3121. [CrossRef]
52. Phan, U.T.X.; Chambers, E., IV. Application of an Eating Motivation Survey to Study Eating Occasions. J. Sens. Stud. 2016, 31,

114–123. [CrossRef]
53. Wang, Q.J.; Mielby, L.A.; Junge, J.Y.; Bertelsen, A.S.; Kidmose, U.; Spence, C.; Byrne, D.V. The role of intrinsic and extrinsic sensory

factors in sweetness perception of food and beverages: A review. Foods 2019, 8, 211. [CrossRef] [PubMed]
54. Ignat, M.V.; Salant,ă, L.C.; Pop, O.L.; Pop, C.R.; Tofană, M.; Mudura, E.; Coldea, T.E.; Bors, a, A.; Pasqualone, A. Current

Functionality and Potential Improvements of Non-Alcoholic Fermented Cereal Beverages. Foods 2020, 9, 1031. [CrossRef]
55. Ajzen, I. The theory of planned behavior. Organ. Behav. Hum. Dec. 1991, 50, 179–211. [CrossRef]
56. Carfora, V.; Cavallo, C.; Caso, D.; Del Giudice, T.; De Devitiis, B.; Viscecchia, R.; Nardone, G.; Cicia, G. Explaining consumer

purchase behavior for organic milk: Including trust and green self-identity within the theory of planned behavior. Food Qual.
Prefer. 2019, 76, 1–9. [CrossRef]

57. Schäufele, I.; Pashkova, D.; Hamm, U. Which consumers opt for organic wine and why? An analysis of the attitude-behaviour
link. Br. Food J. 2018, 120, 1901–1914. [CrossRef]

58. Scalco, A.; Noventa, S.; Sartori, R.; Ceschi, A. Predicting organic food consumption: A meta-analytic structural equation model
based on the theory of planned behavior. Appetite 2017, 112, 235–248. [CrossRef] [PubMed]

59. Steg, L.; Vlek, C. Encouraging pro-environmental behaviour: An integrative review and research agenda. J. Environ. Psychol.
2009, 29, 309–317. [CrossRef]

60. Schwartz, S.H.; Howard, J.A. A normative decision-making model of altruism. In Altruism and Helping Behavior; Rushton, J.P.,
Sorrentino, R.M., Eds.; Lawrence Erlbaum: Hillsdale, NJ, USA, 1981; pp. 89–211.

61. Klöckner, C.A.; Ohms, S. The importance of personal norms for purchasing organic milk. Br. Food J. 2009, 111, 1173–1187.
[CrossRef]

62. Olsen, J.; Thach, L.; Hemphill, L. The impact of environmental protection and hedonistic values on organic wine purchases in the
US. Int. J. Wine Bus. Res. 2012, 24, 47–67. [CrossRef]

63. Bonn, M.A.; Cronin, J.J., Jr.; Cho, M. Do environmental sustainable practices of organic wine suppliers affect consumers’ behavioral
intentions? The moderating role of trust. Cornell Hosp. Q. 2016, 57, 21–37. [CrossRef]

64. Kim, H.; Bonn, M.A. The moderating effects of overall and organic wine knowledge on consumer behavioral intention. Scand. J.
Hosp. Tour. 2015, 15, 295–310. [CrossRef]

65. Barber, N.; Taylor, C.; Strick, S. Wine consumers’ environmental knowledge and attitudes: Influence on willingness to purchase.
Int. J. Wine Res. 2009, 1, 59–72. [CrossRef]

66. Sellers-Rubio, R.; Nicolau-Gonzalbez, J.L. Estimating the willingness to pay for a sustainable wine using a Heckit model. Wine
Econ. Policy 2016, 5, 96–104. [CrossRef]

https://publications.jrc.ec.europa.eu/repository/bitstream/JRC80420/final%20ipts%20jrc%2080420%20(online).pdf
http://dx.doi.org/10.1016/j.tifs.2008.01.008
http://dx.doi.org/10.1017/S1742170509990202
http://www.fairtrade.net/fileadmin/user_upload/content/FLO_AR_2007.pdf
https://uk.kantar.com/consumer/green/2018/the-popularity-of-fairtrade-in-the-uk/
https://uk.kantar.com/consumer/green/2018/the-popularity-of-fairtrade-in-the-uk/
http://dx.doi.org/10.1016/j.aaspro.2016.02.003
http://dx.doi.org/10.1016/j.ecolecon.2013.01.006
http://dx.doi.org/10.1108/BFJ-04-2015-0131
http://dx.doi.org/10.1108/00070700810849899
http://dx.doi.org/10.1016/j.jclepro.2013.10.058
http://dx.doi.org/10.1080/00036846.2012.699189
http://dx.doi.org/10.1111/joss.12197
http://dx.doi.org/10.3390/foods8060211
http://www.ncbi.nlm.nih.gov/pubmed/31208021
http://dx.doi.org/10.3390/foods9081031
http://dx.doi.org/10.1016/0749-5978(91)90020-T
http://dx.doi.org/10.1016/j.foodqual.2019.03.006
http://dx.doi.org/10.1108/BFJ-03-2018-0141
http://dx.doi.org/10.1016/j.appet.2017.02.007
http://www.ncbi.nlm.nih.gov/pubmed/28188865
http://dx.doi.org/10.1016/j.jenvp.2008.10.004
http://dx.doi.org/10.1108/00070700911001013
http://dx.doi.org/10.1108/17511061211213783
http://dx.doi.org/10.1177/1938965515576567
http://dx.doi.org/10.1080/15022250.2015.1007083
http://dx.doi.org/10.2147/IJWR.S4649
http://dx.doi.org/10.1016/j.wep.2016.09.002


Sustainability 2021, 13, 186 10 of 10

67. Marian, L.; Chrysochou, P.; Krystallis, A.; Thøgersen, J. The role of price as a product attribute in the organic food context: An
exploration based on actual purchase data. Food Qual. Prefer. 2014, 37, 52–60. [CrossRef]

68. Aschemann-Witzel, J.; Zielke, S. Can’t buy me green? A review of consumer perceptions of and behavior toward the price of
organic food. J. Consum. Aff. 2017, 51, 211–251. [CrossRef]

69. Wiedmann, K.P.; Hennigs, N.; Henrik Behrens, S.; Klarmann, C. Tasting green: An experimental design for investigating consumer
perception of organic wine. Br. Food J. 2014, 116, 197–211. [CrossRef]

70. Akaichi, F.; Nayga, R.M., Jr.; Gil, J.M. Assessing consumers’ willingness to pay for different units of organic milk: Evidence from
multiunit auctions. Can. J. Agr. Econ. 2012, 60, 469–494. [CrossRef]

71. Magnusson, M.K.; Arvola, A.; Koivisto Hursti, U.K.; Åberg, L.; Sjödén, P.O. Attitudes towards organic foods among Swedish
consumers. Br. Food J. 2011, 103, 209–227. [CrossRef]

72. Aertsens, J.; Verbeke, W.; Mondelaers, K.; Van Huylenbroeck, G. Personal determinants of organic food consumption: A review.
Br. Food J. 2009, 111, 1140–1167. [CrossRef]

http://dx.doi.org/10.1016/j.foodqual.2014.05.001
http://dx.doi.org/10.1111/joca.12092
http://dx.doi.org/10.1108/BFJ-04-2012-0090
http://dx.doi.org/10.1111/j.1744-7976.2012.01254.x
http://dx.doi.org/10.1108/00070700110386755
http://dx.doi.org/10.1108/00070700910992961

	Introduction 
	From Green to Sustainable Consumption 
	Research Trends on Sustainability in the Beverage Industry 
	Willingnes-to-Pay for Sustainable Beverages 
	Sustainable Packaging 
	Distribution and Fair Trade 
	Determining Factors of Sustainable Consumption 
	Personal Capabilities 
	Psychological Determinants 
	Contextual Factors and Habits 


	Conclusions 
	References

