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ABSTRACT 

 

This study aims to understand whether consumers with different backgrounds, specifically Danish and 

Italian ones, show different attitudes towards organic wine. Given this premise, this research aims to 

answer the following research question: Comparing Danish and Italian students, do the 

characteristics of their native background influence the perception of organic wine? To answer this 

research question, a framework has been developed based on the Theory of Planned Behaviour and on 

previous literature on the topic of organic consumption. The framework includes all the relevant 

drivers in relation to the consumption of organic wine and serves as a structure for the entire research. 

Further, to study whether Danish and Italian consumers have different attitudes towards organic wine, 

a neuromarketing experiment and a survey have been applied. During the neuromarketing experiment, 

participants’ unconscious attitudes have been explored. Besides, participants were asked to evaluate 

design, quality and price of the wines they were shown. Based on the findings of this study, more 

effective selling strategies can be elaborated. 
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1. INTRODUCTION 

 

Due to the increasing attention towards personal health and sustainability, organic consumption is 

gaining popularity in the Western world, where using healthy and sustainable products is becoming 

the norm. Focusing on Europe, statistics are clear: the organic market is growing and growing (FiBL, 

2018). Despite the diffusion of this trend in the entire European area, the phenomenon is not 

homogeneous. There are regions, such as the Scandinavian one, where the consumption of organic 

products started well before in comparison to other European countries. For this reason, consumption 

in these countries is now relatively higher. The aim of this thesis is to understand if people who grew 

up in the Scandinavian  region show a different attitude towards organic products compared to people 

from countries where organic consumption became a trend only later. In particular, this research will 

investigate whether Danish students show a more favourable attitude towards organic wine in 

comparison to Italian students. 

 

The reasons to focus on wine are multiple. First and foremost, there are already numerous studies 

focused on consumption of organic food across cultures. Therefore, investigating organic consumption 

in relation to wine can provide value to the existing research by exploring a topic to which less 

attention has been devoted. Secondly, the competition in the wine market is particularly intense. 

Besides, several aspects play a key role in characterizing a specific wine, such as price, design of the 

bottle, country of origin, type of wine, the impact on the environment, the opinions of independent 

juries and further attributes communicated through the label (e.g. organic feature, fair-trade or the 

ageing of the wine). In this scenario, this research can have valuable implications. It will indeed reveal 

whether the organic sign can be a valuable selling point, which makes consumers more willing to pay 

a higher price. The comparison between the Danish and Italian contexts is particularly relevant, as 

these two environments are truly different in terms of development of the organic market and 

consumption. Therefore, differences are more likely to emerge through this comparison. Lastly, the 

focus is on students because this target group is extremely numerous and it is quickly becoming more 

and more interested in the consumption of wine. Therefore, it is vital for players in the wine market to 

be able to adequately approach these consumers.  

 

To study this phenomenon and to capture consumers’ non-rational attitudes towards organic wine, a 

neuromarketing experiment will be applied. During the experiment, participants will be shown several 

wine bottles on a screen: some of these bottles are organic and some of them non-organic. An eye 

tracker will record which parts of the image participants look at and for how long. Participants will 

also be asked to evaluate design, quality and price of the bottles after seeing them. Lastly, at the end of 
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the experiment, they will fill in a survey. The data of the survey will enrich the data gathered through 

the neuromarketing experiment in order to understand the reasons behind participants’ evaluations. 

These methods will reveal whether Danish participants have a more positive attitude towards organic 

wine because of the characteristics of their background. Based on these findings, appropriate selling 

strategies will be elaborated.  

 

In the next sections, the methodology and the research questions used to study this phenomenon will 

be outlined. 

2. METHODOLOGY 

 

This section describes the philosophy of science on which the research approach and methods are 

based. 

2.1 Philosophy of science 

 

The philosophy of the research relates to the development of the knowledge and its nature (Sounders 

et al., 2012) and serves to define the research methods (Malhotra, 2012). In this section the reasons 

behind the chosen research approach will be explained. Two approaches will be discussed in the 

following paragraphs, namely the positivistic and interpretivist one. The purpose is to clarify the 

differences between the two, hereby making it clear why the chosen paradigm is the most suitable for 

this research. 

 

2.1.1 Positivism 

 

Positivistic researches are based on natural science. According to Malhotra, the aim of a research that 

adopts the naturalistic philosophy is to “establish laws that enable the prediction and explanation of 

the marketing phenomena” (Malhotra et al., 2012: 191). Basing on the idea that only observable 

phenomena lead to credible data, the approach used to interpret the data is external to the process of 

collecting it. In other words, researchers are independent from the data and maintain an objective 

stance while gathering it. In this case, the way data is collected is highly structured and quantitative 

methods are mainly used. However, also the qualitative ones can be considered (Gill and Johnson, 

2002).  
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2.1.2 Interpretivism 

 

Interpretivist research, instead, intends reality as social constructed. Being a highly humanistic 

approach, researches adopting an interpretivist approach aims to “create new, richer understanding and 

interpretations of social worlds and contexts” (Saunders et al., 2009: 140). In this case, researchers 

focus on details of a situation and the reality behind these details, discovering the subjective meanings 

and motivating actions. The research is value bound and the researchers are part of it, therefore the 

research will be subjective. Typically, researches based on this philosophy are characterized by 

qualitative methods, such as in-depth investigations on small samples (ibid).  

2.1.3 The chosen philosophy 

 

Those two philosophies are the opposite of each other and according to the above explanations the 

positivistic approach suits this thesis best. To provide solid and well-grounded findings to answer the 

research question, the research and data collection process is organized to be strictly objective and will 

not investigate subjective meanings. In this sense, researchers’ values and opinions will not infer in the 

process of data gathering and analysis. Further, the analysis will rely on data collected through 

quantitative methods, which are the eye tracking experiment and the survey. This is highly compatible 

with the positivistic view, since the research is undertaken in a value-free way. For the same reasons, 

the interpretivist approach does not fit this thesis. 

2.2 Research approach 

 

The positivistic reasoning is based on deductive research. Firstly, hypotheses are elaborated basing on 

the literature, and, thus, observations are predicted basing on the theory (Robson, 2002). Secondly, the 

theory and the framework are tested to understand if they are valid by collecting and analysing data 

(ibid). In this way, the deduction logic from-general-to-the-specific is respected. In this study, 

hypotheses on different perception of design, quality and willingness to pay are elaborated and then 

discussed basing on the analysis. In this way, researchers try to explain the causal relationships 

between the variables, which is one of the main characteristics of deduction (Saunders et al., 2009).  
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2.3 Research methods 

 

Methods used in a positivistic research with a deductive approach are quantitative. In this thesis, the 

neuromarketing experiment and the survey are the methods used to gather the data. Thus, conclusions 

will be based on a quantitative analysis. This kind of analysis allows researchers to replicate the tests 

and their procedures and, consequently, to collect statistical results. Since this project aims to gain 

insights on differences between two groups of students, a quantitative analysis perfectly fits this 

purpose. In the next section, the research questions that this study aims to answer will be presented. 

3. RESEARCH QUESTION  

 

In this section, the research questions are outlined. To better address the main research question, it will 

be divided into two sub-questions. The logic behind these questions is detailed in the following 

paragraphs.  

3.1 Premises 

 

As explained before, the consumption of organic foods and beverages has been increasing in the 

Western countries and the main reason is the benefit that organic products can provide. Nevertheless, 

among all the categories of organic goods, there is one whose choice is not directly and strictly 

bounded to the benefits that organic goods are claimed to provide. This category is organic wine. 

Before choosing to consume a certain type of wine, people may evaluate other aspects in addition to 

the possible benefits deriving from the organic feature. For instance, wine can be chosen because of 

the taste or the design of the bottle, and the organic feature can be considered a plus. The purpose of 

this research is to understand if the organic feature and its benefits, conveyed through the organic sign, 

can actually influence positively the attitude of consumers towards organic wines.  

 

Danish and Italian contexts 

The amount of studies concerning the way culture can influence the choice of organic wine is huge. 

Nevertheless, this number drops if considering only researches that compare exclusively two cultures. 

To provide a valuable contribution to the literature, this study aims to understand whether the choice 

of organic is driven exclusively by the organic feature. To achieve this objective, this research 
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compares the perception of organic of individuals that grew up in two highly different European 

cultures: one in which the organic concept is established since years, and one in which the organic 

trend is new. It is not surprising that the chosen cultures are the Danish and the Italian one. 

Considering Denmark, the concept of organic has been introduced more than 20 years ago (CBI - 

Minister of foreign affairs, 2016), while in Italy this concept is completely new. If you travel or live in 

Denmark, you can realize that the attention towards organic products is high and rooted into society, 

thus the percentage of people that use them every day is high. On the contrary, in Italy, organic 

products were introduced only a few years ago. Consequently, their consumption can be lower 

compared to other countries, such as Denmark. Therefore, comparing Denmark and Italy, it will be 

possible to understand to what extent the organic concept represents a selling point in these two 

markets and to what extent does it provide a competitive advantage to organic wine producers. 

 

Target group 

This research focuses on students as a target group for two main reasons. First and foremost, Danish 

young adults were born when the organic concept was introduced in Denmark, therefore they probably 

developed the idea that organic consumption can bring benefits. On the contrary, Italian young adults 

were introduced to the concept of organic when they were teenagers or even later. Additionally, 

according to the Danish Minister of Foreign affairs (2016) young adults are more open to new trends 

and seem more willing to spend time and money on them. For these two reasons, a comparison 

between Danish and Italian students can provide relevant and concrete findings on the effectiveness of 

the organic feature of wines. 

3.2 Research Questions 

 

Considering the points discussed above, this thesis aims to answer to the following question: 

  

Comparing Danish and Italian students, do the characteristics of their native background influence 

the perception of organic wine? 

  

To better address the research question, the study will consider the organic sticker as the means to 

communicate the benefits related to organic consumption to the final consumer. Since the organic sign 

is part of the design of the bottle, it can be the first characteristic that consumers interested in organic 

consumption notice. For this reason, during the experiment, participants will be required to evaluate 

the design of the bottle, in order to understand whether seeing the organic sticker exerts an effect on 

their evaluations. Besides, the organic feature can also affect their evaluation of the quality of the 
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wine. Specifically, if a consumer links organic products with certain benefits, he or she will be likely 

to evaluate more positively the quality of organic wine. Therefore, the first sub-question that this study 

wants to answer is: 

 

When they see the organic sign, do Danish students evaluate wines differently in terms of design and 

quality, compared to Italian students? 

 

In general, high-quality is associated with high-price. In other words, people are usually more willing 

to pay a premium price for high-quality products. Consequently, if the organic wine is perceived to be 

high quality because of its organic feature, people are more likely to pay a premium price. As stated 

above, Danish students grew up being exposed to the organic features and its benefits. As a 

consequence, Danes may be more willing than Italians to pay a high price for organic wine, since they 

perceive it as being of higher quality. Therefore, the second sub-question that this study aims to 

answer is: 

 

Are Danish students willing to pay a higher price for organic wine, compared to Italian ones? 

 

The following section will elaborate the content of the literature that can be relevant to answer these 

research questions. 

4. LITERATURE REVIEW  

 

The purpose of this section is to provide the reader with an overview of the organic market and of 

already realized studies regarding organic food and wine consumption. First and foremost, the 

definition of “organic” will be provided. Successively, the state of the organic market in Europe, both 

in relation to food and wine, will be outlined. Lastly, the focus will specifically be on Denmark and 

Italy. In this way, this section can prove that the Danish market is more developed than the Italian one 

in terms of consumption of organic food and wine. Besides, this review will outline the drivers to be 

included in the framework. Lastly, the Theory of Planned Behaviour on which the framework is based 

will be explained. 
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4.1 Definition of Organic Food 

 

The definition of organic food can seem simple, due to the widespread common knowledge about this 

topic. However, individuals are rarely able to provide a precise and consistent definition of what 

organic actually is. For this reason, this research aims firstly to define the concept of “organic”.  

 

According to the Oxford dictionary, every “organic” good is produced or involving production without 

the use of chemical fertilizers, pesticides, or other artificial chemicals” (Oxford, 2018). Therefore, the 

term “organic” refers to all those goods that have been produced in compliance with specific rules 

designed for production methods to be less harmful for the environment. The range of organic 

products can vary from self-care related to house-care related and food. Concerning food and 

beverages, the term organic refers to all those provisions whose production followed criteria 

established by national organizations, such as the Ecocert. In other words, to be legally considered and 

recognized “organic”, a good must follow the production criteria expressed by governmental 

institutions. Obviously, those standards vary from country to country as well as from continent to 

continent. International legislation is trying to align the different national criteria, in a scenario where 

Western countries account for more restrictions (The Nordic Market, 2016).  

 

European regulations on organic production 

European law defines several steps to follow through the production process of organic foodstuffs and 

beverages (Appendix 1, table 1). If the process is respected, a certificate is released as a guarantee for 

consumers. The approval is recalled by a sign on the label or on the packaging of the product. 

Recently, the European Union has been working on amplifying and harmonizing the regulative 

framework related to organic goods across member states. However, each member state has still 

individual jurisdictional power in relation to the production process of organic goods. This means that 

European countries require slightly different standards to be respected in order to release the organic 

certification. Besides, some countries have developed standards and organic certifications for a wider 

amount of product categories than others. For example, in Denmark government is debating on 

introducing standards according to which also livestock can be considered organic. Meanwhile, other 

countries stick to the above-mentioned definition of organic, so they consider organic only those 

foodstuffs and beverages produced without pesticides and additives. 
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4.2 Definition of Organic Wine 

 

As far as it concerns organic wine, European Law and the European Trade Association define wine 

“organic” when its grapes are grown following the organic farming principles (Sustainable wine in 

Europe, 2018). This means that grapes must be cultivated without using artificial chemical fungicides, 

pesticides, herbicides or fertilizers (ibid, 2018). Hence organic viticulture protects the natural balance 

of the vineyards and of the surrounding environment. In this way, the manipulation of wines by 

reverse osmosis and excessive filtration is avoided and the usage of flavour additives is forbidden 

(ibid, 2018).  

 

Organic wines are accepted into the European Union only and exclusively if they comply with the 

standards imposed in 2012: a wine can be denominated “organic” in its description only if more than 

95% of the grapes used are organic. Besides, if the wine is not made 100% by organic grapes, the 

European organic logo cannot be displayed on the label. However, it can be written in the label that 

part of the grapes is organic (ibid). Additionally, international agreements regulate the import and the 

export of organic wine within Europe. Specifically, to be commercialized in an European country, 

organic wine must respect the European oenological practices. This implies that wine imported from 

non-EU countries must be accompanied by a organic certification issued in the country of origin and 

by an analysis report for wine. Moreover, specific information must be visible on the label (Exporting 

organic wine to the Danish market, 2016). Lastly, imported organic wine must not contain ochratoxin 

A or lead contamination and it must respect the legislation on health control, packaging and liability 

(ibid). 

4.3 European Market of Organic Food 

 

The European demand of organic food is growing and thus offers a lot of opportunities to organic food 

producers. According to FiBL (2018), the industry of organic products is experiencing a continuous 

growth, both in terms of producers and hectares. The land used for organic production reached 13.5 

million hectares (Appendix 1, table 2). In particular, from 2015 to 2016, the hectares devoted to 

organic products increased by one million (ibid). Spain is leading the production by offering 2 million 

hectares, followed by Italy (1.8 million) and France (1,5 million) (ibid). Concerning wine production, 

UK has the biggest share of organic grapes to total grape area with 16.7%, followed by the 

Netherlands (14.6%), Belgium (10%), Austria (9.5%), France (8%), Spain (7.9%), Italy (7.3%) and 

Germany (6.9%) (Pink, 2015). 
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Consumption trends 

As far as it concerns consumption of organic products, Europe shows the highest share of organic food 

sold in the world (FiBL, 2018). In 2016, expenses in organic food reached around €28 billion with 

organic food accounting for the 11,4% of the total food sold in 2016. According to MarketLine (2016), 

the most profitable segment of 2016 was “Fruit & Vegetables”, whose total revenues (€7 billion) 

accounted for the 23,9% of the market’s total value. Considering beverages, the sales were around €3 

million, which are the 10% of the total organic market in Europe (ibid). Organic food is mainly sold in 

Western Europe, with the exception of Switzerland, Denmark, Austria, and Sweden, which are the 

countries with the highest consumption of organic products (ibid, 2018). In Denmark, organic products 

comprise almost 10% of total food sales. Danes spent €227 per capita in 2016, reaching the first 

position in terms of consumption of organic food per person in Europe in 2016 (FiBL, 2018). The 

growth of organic consumption has been stable in Scandinavian countries. In particular, the Danish 

and Norwegian organic markets lead the rise, with a plus of 20% every year (ibid, 2018). 

 

There are several reasons why Europeans buy organic products. Statista (2016) conducted a study on 

the drivers of purchase natural and organic product in 2016. As results, 79% of interviewed purchase 

organic goods, because they do not contain artificial ingredients, 75% because they are not tested on 

animals, 72% because chemicals are not included in the ingredients and 66% because they cause less 

pollution (Appendix 1, graph 1). Overall, consumer confidence in European organic food is probably 

the main sales’ driver in this market which keeps expanding thanks to improvements in terms of 

regulation (ibid, 2018). The drivers influencing purchasing behaviour towards organic products will be 

treated in detail in section 3.6.  

4.4 European Market of Organic Wine 

 

The “offer side” 

As far as it regards the European market, organic wine is moving from a niche to being a mainstream 

product, especially in Northern and Central Europe. This is due to the fact that environmental and 

health concerns among Europeans are fostering the sales of organic products, including wine. 

Concerning the offer, this trend has been exploited mostly by small wine shops (CBI - Minister of 

foreign affairs, 2016). To strengthen the tendency to consume organic, European nations have been 

promoting Rural Developing programs to protect organic wine production, and, thus, to improve the 

competitive position of organic wine producers. For example, organic wineries can apply for training 

programmes, investment opportunities, information and promotion measures offered by each member 

state (ibid).  



20 
 

Consumption trends 

On the consumers’ side, environmental and health concerns improved the competitive position of 

organic wine (CBI - Minister of foreign affairs, 2016). When it comes to express their sustainable 

concerns, consumers rely more on wine retailers than on the product itself. In other words, they 

directly shop in grocery stores known to sell eco-friendly products instead of checking certifications 

on label (ibid).  In the EU, the value of retail sales grew by 1,7% from 2004 to 2015 (Statista, 2018; 

Appendix 1, graph 2), reaching €33.5 billion in 2016 (FiBL, 2018). Given this profitable opportunity, 

small grocery shops, supermarkets and hypermarkets are incentivized to amplify their product range to 

include organic food as well as organic wine (MarketLine, 2018). Another trend regards consumers’ 

preferences towards boxed wines: boxes are easier to recycle and they extend the shelf life. Therefore, 

they are more in line with the concept of organic wine (ibid). 

 

Obstacles to organic wine consumption 

The main substitute of organic products are their cheaper non-organic equivalents (MarketLine, 2018). 

Excluding health and environmental concerns behind organic consumption, conventional and organic 

wine compete on the same consumer segment, which generally focuses on the quality/price ratio. 

Moreover, if consumers are not fully informed on organic wine, they will tend to choose conventional 

wine more often (ibid, 2018). Another consumers’ attitude that harms organic wine in competition 

with the conventional one is the prejudice regarding the quality of organic wine: Europeans believe 

that organic wine has lower quality compared to the conventional one produced in the same year, area 

or with the same grape (CBI - Minister of foreign affairs, 2016). Lastly, switching from non-organic 

wine to the organic alternative can be difficult, as consumers tend to buy already known products 

when purchasing wine. 

 

Forecasts regarding the organic wine market 

In the nearest future, organic market is forecasted to increase by 7,4% per year from 2016 to 2021. 

The market value is expected to reach $42.7 billion in 2021 (MarketLine, 2018). Germany and UK are 

predicted to remain leaders in the European organic industry. However, on the production side of 

organic wine, the supply will not be able to fulfil the demand of organic goods in certain countries. 

This has strong implications on local producers as well as on imported organic food, which must meet 

the strict European regulation (ibid).  

 

After having discussed the development of the organic market in Europe, the next sections will focus 

on the organic market of food and wine in Denmark. 
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4.5 Danish Market of Organic Food 

 

The Danish industry of organic food is very well developed compared to the rest of Europe. According 

to Organic Denmark, the country was the first in the world to establish food control for organic goods 

in 1987 (OrganicDenmark.com, 2018). In the last two decades, the organic certification system has 

been progressively integrated into organic agriculture policies. The fact that the production process is 

heavily regulated has increased consumers’ trust in the certification. Therefore, the demand of organic 

products increased (Ingemann, 2006).  

 

The organic certification 

Today, Danes can rely on several organic certifications, but the most known is the red Ø-label, used 

only on products from farms authorised for organic production. To be qualified as organic producers 

and thus, to exploit this advantage in Denmark, producers must manage fields organically and respect 

strict standards for minimum two years (OrganicDenmark.com, 2018). After having been allowed to 

define their products organic, producers are controlled by the Agrifish Agency minimum once per 

year. The Danish state exercises its control on soil, production process and storage for organic 

products.   

 

Sales of organic food 

As stated in the previous section, organic goods account for the 10% of the total food produced in 

Denmark in 2016. On the consumer side, Danes hold the primate in regard to organic food 

consumption (FiBL, 2018; OrganicDenmark.com, 2018). Organic sales have been increasing for more 

than ten years and there are no signs of decrease. In particular, they grew by 14% from 2015 to 2016, 

reaching an amount of around €134 billion higher than the previous year (ibid). Not only organic sales 

have been increasing, but organic production has been expanding to include new products across 

several categories (Passport, 2018). Currently, the most sold category of organic food is “Fruit and 

Vegetables”, whose sales rose of 15% from 2015 to 2016. In 2018, they account for the 29% of the 

total organic turnover (OrganicDenmark.com, 2018). 

 

In relation to retail, supermarkets are over performing the competition, with a share of organic sales of 

42% in 2016. Discount stores’ follow, with organic sales representing the 40,7% of the total market. 

Online sales of organic products are also increasing. They reached a market share of 11% in 2016, 

gaining the third position among all types of retailers (OrganicDenmark.com, 2018). 
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Export of organic food 

Denmark is considered also an organic food exporter, prevalently to Germany, Sweden and China. 

Organic exports, which are around €332 million, are claimed to increase in the future 

(OrganicDenmark.com, 2018). Danes export mainly dairy products and eggs (37%), followed by fruits 

and vegetables (14%) and meat and charcuterie (12%) (ibid). According to Statistic Denmark (2018), 

organic food exports are increasing, and this trend is expected to continue. In particular, exports are 

forecasted to grow by 15% each year till 2020 (Statistic Denmark, 2018; OrganicDenmark.com, 

2018). According to Statista (2018), a reason to explain this trend is the concern, unique among all 

Scandinavian countries, showed by Denmark in relation to food produced without pesticides and 

sulphates (Appendix 1, table 3). Moreover, the country is also very concerned about eco-labelled 

goods and environmentally friendly products. Hence, the lack of additives and chemicals is usually the 

main reason why Danes buy organic goods, followed by the lower environmental impact, the reduced 

CO2 emissions, and the trust in the eco-label (Appendix 1, table 3).  

 

It is possible to conclude that organic consumption in Europe is increasing and that this trend interests 

mainly Denmark. In the next section, the trends of the Danish market of organic wine will be 

discussed. 

4.6 Danish Market of Organic Wine 

 

Consumption trends 

Likewise, the market of organic wine in Denmark is experiencing extremely favourable trends. First 

and foremost, Denmark accounts for very high wine consumption levels, which increased by 1,7% 

from 2011 to 2015 (CBI - Minister of foreign affairs, 2016). It was estimated that in 2015 each Dane 

drunk around 23 hectolitres of wine on average, which is a quite an impressive result if compared to 

the low wine production in Denmark. Besides, despite the high taxes on alcohol introduced in 2012, 

wine consumption is still growing (ibid). Danes are very concerned about the impact of wine 

production on the environment and they are highly informed on sustainable manufacturing practices, 

such as recycling and reducing water usage. Consequently, highlighting the wineries’ concern on 

sustainability and environment, as well as offering wine in easily recyclable containers, seem to be 

profitable strategies (ibid). 

 

The role of certifications 

Consumption trends are quite defined among the entire population. Young adults drink more than 

other target groups, while older population prefers premium wine. Thus, they drink less but they spend 
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more. Moreover, Danish consumers are extremely concerned about fair-trade and environment, 

therefore showing the Fairtrade and organic certification is the best way to prove that the product 

respects high standards throughout the entire supply chain (CBI - Minister of foreign affairs, 2016). 

Further, showing the most know labels for environment and fair-trade can enhance the profits. Indeed, 

searching for the eco label is the main strategy for consumers to distinguish between organic and 

traditional wines (ibid). The ease of recognizing those labels has been increased by the efforts, from 

the institutional side, aiming to harmonize the certifications for organic wine (CBI - Minister of 

foreign affairs, 2016).  

 

Exports and competitive landscape 

Given these consumption trends, Denmark is a very profitable market to be targeted for export. With 

more than 1700 wineries exporting to Denmark in October 2013, this Scandinavian country holds the 

highest number of wine importers per inhabitants compared to the rest of Europe (CBI - Minister of 

foreign affairs, 2016). Since a growing market is always appealing for producers, the competition will 

increase. Therefore, a differentiation strategy based on the organic feature can increase wine 

producers’ bargaining power and market share. In this highly competitive scenario, the limited space 

on the shelves is another issue for wine makers, since Coop, Dansk Supermarket and Dagrofa control 

the 85% of wine distribution in Denmark. In other words, wine retailing is an oligopoly and being 

more and more competitive is mandatory for wine producers in order to exploit the opportunities of 

this industry (CBI - Minister of foreign affairs, 2016). 

 

Imports  

As explained above, since the Danish wine industry is growing and growing, the competition is rather 

fierce (CBI - Minister of foreign affairs, 2016). Traditional importers from Italy, France and Spain, are 

leading the competition, even if Danish consumers are open to New World’s wine. According to FiBL, 

the total value of Italian and French wines in Denmark was around €270 million (50% of the imports) 

in 2015 (ibid). In particular, if French wines compete on quality, Italian wines compete on price (ibid). 

Moreover, Danes perceive the price/quality ratio of New World’s wines (Chinese and Indian) still too 

high, therefore those wines rarely succeed in establishing in Denmark. Lastly, rivalry among Danish 

producers is rather inexistent (ibid).  

 

After having outlined the main trends in the Danish market, the organic market of food and wine in 

Italy will be described in the next paragraphs. In this way, it will be possible for the reader to realize a 

comparative analysis between the two contexts. 
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4.7 The Italian Organic Market 

 

The Italian industry of organic food is experiencing a boom only since the last few years. The organic 

food industry in Italy has been growing of 6,6% per year from 2012 to 2016 (MarketLine, 2018), and 

of the 20% in from January to October 2016 (Statista, 2018). To give more precise numbers, the 

consumption values turned from €1,113 million in 2013 to €1,408 million in 2016 (Statista, 2018).  

 

Consumption trends 

The reasons behind this impressive increase are numerous, but the main one is the willingness to have 

a more natural diet (Euromonitor, 2017). According to MarketLine, Italians are becoming more and 

more concerned about their health, and, consequently, about what they eat (MarketLine, 2018). 

Therefore, it is not surprising that the number of consumers driven by ethical reasons in their 

consumption choices is increasing (ibid). Moreover, this increased healthy consciousness makes it 

possible to assume that Italians are willing to pay a premium price for healthy food. In other words, 

Italians are less price sensitive when it comes to healthy nutrition (Euromonitor, 2017). Another 

reason behind the incredible growth in the organic industry is the increasing mistrust in food 

production processes as well as concerns regarding chemical and hormonal residuals (Euromonitor, 

2017). Lastly, Italians have a growing propensity for buying national products, including organic food 

(ibid). Among all types of organic goods, Italians purchase mostly honey (12,9%), eggs (12,9%), fruit 

(7,8%) and vegetables (5,6%) in 2017 (LaRepubblica.com, 2017). However, the most relevant 

products experiencing increases in sales are organic meat and wine: the two categories’ sales increased 

respectively by 61% and 108%, in the beginning of 2017 (ibid).  

 

Production side 

The Italian organic industry is affected by a boom not only in terms of sales, but also in terms of 

production. The total hectares devoted to organic agriculture grew by 11% by 2016, which is far above 

the European annual average increase of 6% (Euromonitor, 2017). In 2017 the land used for organic 

farming covered 1,664,484 hectares, 42% more than 2012. (Euromonitor, 2018). The most produced 

goods are grains, olives and wines (Euromonitor, 2017). 

 

Retail industry 

The organic industry is considered one of the markets that keeps the Italian retailers profitable. As far 

as it concerns the delivery, the non-specialized distributors were leading the market with 49% of the 

sales in 2015 (Statista, 2018). Non-specialized distributors are followed by specialized distributors 

(40,7%), schools gardens and canteens (10,3%) (ibid). The Italian organic food retail market rose by 
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7,4% in 2016 and it is expected to grow by 6,9% in 2017 (MarketLine, 2018). One of the main reasons 

is that organic retailers rely on differentiation of their offer to justify their higher prices. Being the 

market highly differentiated, consumers show a low price sensitivity. In other words, they are willing 

to pay a higher price to consume a specific wine. This implies that retailers selling those high-priced 

wines, are not able to attract mass consumers. This leads to commit to long terms contracts with their 

suppliers, to ensure steady supplies, quality and specifically prepared products (ibid).  

4.8 The Italian Organic Wine Market 

 

As outlined above, the Italian organic wine industry has been expanding, due to the increased health 

consciousness of consumers (IlSole24Ore, 2018). According to Nielsen Data (2018), Italian 

consumers prefer red organic wine over the white one. For this reason, in 2016, the sales of red wine 

accounted for the 57% of the total sales of organic wine in the same year, with an increase by 42% 

with respect to 2015 (ibid). However, despite representing a lower percentage of the total, the sales of 

white and sparkling wine are increasing rapidly, respectively by 93% and 59% from 2016 to 2015, 

indicating a change in consumers preferences.   

 

The most sold organic wine in 2016 was Prosecco, whose sales increased by 17% (ibid). This is due to 

the strong interest of consumers towards this grape and to the fact that Prosecco producers gained 

more space on the shelves of retailers. Together with Prosecco, other very well-known and appreciated 

grapes of organic wines are Montepulciano d’Abruzzo, Nero D’Avola and Chianti (ibid). 

 

Italians appreciate organic wine because of its natural feature, the element that distinguishes organic 

from traditional wine. Moreover, Italians drink organic wine because of its healthiness and quality 

(ibid), characteristics for which they pay a higher price. The most chosen distribution channels to 

purchase organic wine are hyper and supermarkets (33%), direct sales of wine producers (23%) and 

wine shops (19%). Among the retailers, shops specialized in organic products account for the 18% of 

the total, while online sales are stable at 6% (ibid). 

 

Forecasts regarding the organic wine market 

According to Euromonitor (2017), organic wine will gain more and more popularity between 2017 and 

2021, due to trends related to health, wellness and sustainability. Specifically, this market is forecasted 

to attract more and more consumers among young adults in the next five years (Technavio.com, 2017). 

Since consumers are expected to become more knowledgeable and willing to purchase high-quality 

wine, the sales of premium and high-quality wine are predicted to increase (Euromonitor, 2017).  
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After having described the European organic market, and after having focused specifically on 

Denmark and Italy, the factors influencing the choice of organic products will be listed and explained 

in the next section.  

4.9 Factors Influencing the Choice of Organic products - An Overview of Previous Literature  

 

As previously outlined, food and beverages’ choice is heavily influenced by numerous factors. Based 

on relevant literature, this section will provide a comprehensive overview of the factors behind the 

choice of organic food and wine. In the following section, the drivers which are relevant for this study 

will be included in a framework which will be used as a foundation for the structure of this research.  

  

Contextual factors, social modelling and physical availability 

In relation to the factors influencing food choice and intake, Stroebele & De Castro (2004) propose a 

wide range of examples, such as: social and physical surroundings while shopping, including the 

presence of other people and eventual sounds, the temperature, the smell and colour of the food and 

other distractions. Additionally, social modelling and physical availability play an important role in 

influencing consumption patterns. In relation to availability, the authors state that availability and 

accessibility of a certain product are positively associated with its consumption (ibid). Social 

modelling, instead, refers to the willingness of consumers to imitate consumption choices made by 

relevant individuals in their network (ibid) 

 

Life course, influences and personal system 

Furst & al. (1996) mention other factors that can be included in the final model. The authors 

categorized elements affecting food choice in 3 categories: (1) life course, which includes past 

influences as well as current involvement in trends and transitions; (2) influences, a category which 

encompasses ideals, personal factors, resources, social framework and food context; and lastly (3) 

personal system, which refers  to what is salient and meaningful to individuals based on their needs 

and preferences (ibid). In the following paragraphs, the components of influences will further be 

detailed given their relevance for this research. 

 

I. Ideals 

In this model, ideals are defined as expectations, standards, hopes and beliefs that provided points of 

reference to evaluate food choices. Ideals are rooted in and derived from cultural factors, and they 

indicate what is considered right or wrong (Furst & al. (1996).  
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II. Personal Factors 

Personal factors shape the food choices that a person is willing to make, depending on the individual’s 

taste or food styles. Personal factors are influenced by elements such as gender, age, health status and 

sensory preferences (ibid). 

 

III. Resources 

Resources are defined both as tangible, namely money, equipment and space, as well as intangible, 

such as knowledge and time (ibid). 

 

IV. Social framework 

The social framework is related to the influence exerted on individuals by the social environment 

(ibid). This factor differs from the above mentioned social modelling. As a matter of fact, social 

modelling is a behavioural phenomenon due to which individuals imitate consumption choices of 

other individuals. Social framework instead refers the role of individuals within society. In other 

words, social framework does not address any behavioural phenomena directly. Rather, it defines the 

broader social environment in which individuals are immersed. Only when the role of the individuals 

in this social framework is identified, it is be possible to make hypothesis about their consumption 

behaviours. In this sense, it is likely that consumption habits of students will differ from consumption 

choices of adults as well as of individuals having children in their household.  

 

V. Food context 

Lastly, food context is defined as the food supplied within the larger societal food system (ibid). It 

includes types of food, food sources and availability of foods. This factor influences what was defined 

as availability and accessibility by Stroebele & De Castro (2004).  

 

The figure below displays the reasoning behind the theory elaborated by Furst et al. (1996) and the 

role of the above described factors. 
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Figure 1 Visualization of the Theory of Furst & al. on organic food consumption, Furst & al. (1996) 

 

Value negotiation  

In the model, other factors influencing food choice are grouped together under the definition of “value 

negotiation”. Value negotiation comprises the following drivers: sensory perception, related to the 

taste of the food; monetary consideration; convenience, strictly dependent on the ease of finding a 

product; health and nutrition; managing relationships, and quality of the food. The balance that an 

individual perceives among these factors, influences its consumption choices. This means that if the 

perceived benefits related to an alternative are higher than the perceived disadvantages, the individual 

is likely to choose precisely that alternative, as it provides higher value. Indeed, when individuals are 

faced with such a choice, they evaluate the alternatives based on perceived advantages and 

disadvantages to understand what choice conveys the highest value.  A practical example is the study 

conducted by Statista (2016) on the drivers of purchase natural and organic products. As results, 79% 

of the interviewees purchases organic goods because they do not contain artificial ingredients, 75% 
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because they are not tested on animals, 72% because chemicals are not included in the ingredients and 

66% because they cause less pollution (Appendix 1, table 3). This data demonstrates that it is 

important to consider value negotiation into the framework.   

 

Pragmatic consumers vs politically and ethically minded consumers  

To gain better insights on which further factors should be included in the final framework, also the 

study of Hjelmar (2011) has been examined. His analysis is based on in-depth interviews carried out in 

Denmark between 2008 and 2009, aiming to explain the main factors behind the consumption of 

organic food. This research distinguishes between two categories of organic food consumers: 

pragmatic organic consumers and politically and ethically minded ones. Individuals of the first 

category buy organic products only if they are available and visible and if they do not have a high 

price difference compared to non-organic products. Politically and ethically minded consumers, 

instead, have moral reasons to purchase organic products. These consumers are driven by health and 

ethical considerations concerning animal welfare, environmental and political issues. According to the 

author, buying organic is for many consumers linked to attractive virtues, such as healthy eating and 

broader social and environmental goals, which play an important role for individuals in their quest for 

social acceptance. 

 

The study realized by Hjelmar (2011) is relevant not only due to the innovative categorization of 

drivers influencing organic food consumption, which is based on consumers types, but also because it 

provides further inputs to be included in the final model. 

 

External context  

The influence of external context on food choices has been confirmed by further studies. Shepherd & 

Raats (2006) state that the acquisition of preferences depends on three factors: mere exposure, 

evaluating conditions and social influence. Generally, the more someone is exposed to something, the 

more likely he or she is to appreciate it. Combining the finding of this study with Stroebele & De 

Castro’s analysis (2004), it is likely that the cultural aspect and food context will play a major role in 

shaping consumers’ preferences. Indeed, in a society with a higher demand of organic products, also 

their availability will be higher: as consequence, consumers will experience a greater exposure to 

organic products. In this way a cycle is established: the higher the demand, the higher the offer, the 

higher the exposure to organic products and, therefore, the higher the final demand.  

 

The second mechanism, evaluative conditioning, refers to the continuous pairing of tastes. However, 

analysing the differences in taste across target groups would be too time consuming and would not 
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provide additional value to the research. Therefore, factors regarding taste will not be further 

elaborated.  

 

Lastly, social influence is identified by Shepherd & Raats (2006) as a key element in relation to 

consumption behaviours. Individuals tend to conform to already established social habits in order to be 

appreciated by others. An example to see the impact of cultural and social factors on individual 

preferences, is chili pepper. In some cultures, people are introduced to chilli pepper in their childhood 

and growing up they learn to appreciate it. Eating chilli pepper becomes also a mechanism for social 

acceptance. Meanwhile, in societies where this consumption habit is not diffused, children do not need 

to learn how to appreciate spicy taste and this translates into a lower consumption (Shepherd & Raats, 

2006). The same dynamics affect organic products and organic wine: if the consumption of organic 

products and wines is widespread in the society, it is more likely that individuals will develop positive 

attitudes towards them.   

 

Other drivers 

According to Hjelmar (2011), other factors influencing organic food consumption are: the quality of 

the organic goods, the perceived food safety and the education of consumers about the organic matter. 

The higher the perceived quality and safety of organic food as well as the more educated consumers 

are about the benefits of organic consumption, the more likely it will be for them to choose organic 

products. Based on this assumption, the author mentions “trust in the organic sign” as one of the key 

driver which can influence the choice of organic goods. Additionally, also in this study the influence 

of the social environment is confirmed.   

Two last studies provide drivers which can be relevant to elaborate the final model. The first study, 

conducted by Steptoe and Pollard (1995), mentions weight control as one of the main reason to choose 

organic food. The research of Hughner & al. (2009), instead, considers the potentiality to support local 

economy when choosing organic food. Additionally, this study reveals that the increased attention 

towards organic goods might be due to the fact that organic consumption is seen as fashionable.  

 

Obstacles to the consumption of organic products 

The study realized by Hughner & al. (2009) is relevant also because it provides examples of variables 

that might negatively influence the choice and consumption of organic food. Examples include: 

insufficient marketing, consumers’ lack of organic food knowledge, ineffective retailing strategies, 

unwillingness to accept the blemishes or imperfections often present in organic produce, and lastly 

satisfaction with current food source.  
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4.10 Theoretical foundations of the framework: Theory of Planned Behaviour 

  

It is evident that several factors influence the choice of organic products. However, before integrating 

them into the final framework, the Theory of Planned Behaviour (TPB) will be described (a visual 

representation of this theory can be found below this paragraph). This theory was elaborated to predict 

the behaviour of individuals in specific contexts. It is therefore relevant for this study as it explains 

how external factors, filtered by individuals, shape behaviours. For this reason, the TPB will represent 

the foundation for the structure of the final model in which the drivers influencing organic 

consumption will be included. Including this theory in this work allows to establish a direct link 

between the background of participants and their evaluations. In the following paragraphs, the 

elements of the Theory of Planned Behaviour will be described. 

 

Figure 2 Original model of the Theory of Planned Behaviour, Ajzen (1991) 

Intentions  

Intentions are defined as indications of how hard people are willing to try, how much of an effort they 

are planning to exert in order to perform a given behaviour (Ajzen, 1991). Since intentions represent 

the motivational factors that influence a behaviour, the stronger the intention to perform a behaviour, 

the more likely is the behaviour to be performed (ibid). 

  

However, enacting a specific behaviour does not depend exclusively on motivational factors, but also 

on the possibility to perform that behaviour. In other words, the individual should have a choice in 

terms of performing the behaviour or not. In this case, the behaviour in question is defined “under 
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volitional control” (Ajzen, 1991). Examples of the non-motivational factors that influence the 

possibility to execute a behaviour are the availability of opportunities and resources. These elements 

were also included in the study by Furst & al. (1996), who mentioned drivers such as availability of 

resources and food context. Considering this theoretical background, it is possible to state that Italians’ 

intentions in terms of consumption choices might be jeopardized by non-motivational factors. 

Examples of non-motivational factors are the lower availability of organic alternatives in the Italian 

market or the perceived lower availability of organic alternatives in the Danish market. In this case the 

lower availability would only be perceived due to the fact that, being less familiar with the Danish 

contexts, Italians may have difficulties in finding organic products. The legitimacy of applying the 

TPB to the evaluations of organic and non-organic alternatives is confirmed by the fact that, according 

to the authors, behaviours involving a choice among different alternatives are particularly relevant 

applications of the Theory of Planned Behaviour (Ajzen, 1991).  

 

Three factors influencing intentions 

Three factors influence intentions, namely: 

 

I. Perceived Behavioural Control 

According to Ajzen (1991), three factors shape intentions: perceived behavioural control, attitudes and 

subjective norms. Perceived behavioural control refers to people’s perception of the ease or difficulty 

of performing the behaviour of interest. Perceived behavioural control depends on past experiences as 

well as obstacles to implement the behaviour. The more resources and opportunities individuals 

believe they possess and they do effectively possess, and the fewer obstacles or impediments they 

anticipate, the greater should be their perceived control over the behaviour (Ajzen, 1991). In this 

sense, past experience reduces the perceived risks, and therefore the obstacles, connected to 

performing a behaviour. 

 

II. Attitudes 

Secondly, the attitude towards a specific behaviour refers to the degree to which a person has a 

favourable or unfavourable evaluation or appraisal of the behaviour in question (Ajzen, 1991).  

  

III. Subjective Norms 

This factor refers to the perceived social pressure to execute or not the behaviour (Ajzen, 1991).  
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As a general rule, the more favourable the attitude and the subjective norms are with respect to a 

behaviour, and the greater the perceived behavioural control, the stronger should be an individual’s 

intention to perform the behaviour under consideration. 

 

The role of beliefs 

Beliefs influence the perceived behavioural control, attitudes, and subjective norms. Respectively, 

control beliefs influence the perceived behavioural control, behavioural beliefs influence attitudes and 

normative beliefs influence subjective norms. 

 

 

 

 

 

 

 

Figure 3 Visualization of the Theory of Planned Behaviour, own elaboration (2018) 

 

I. Control beliefs 

Control beliefs can be defined as the beliefs individuals hold about the resources they possess and the 

obstacles they might face when performing a behaviour (Ajzen, 1991). In particular, the more 

resources and opportunities individuals believe they possess, and the fewer obstacles or impediments 

they anticipate, the greater should be their perceived control over the behaviour (ibid) 

 

II. Behavioural beliefs 

Attitudes are developed reasonably from the beliefs people hold about the object of the attitude. 

People form beliefs associating an object with certain attributes. Beliefs link the behaviour with 

certain outcomes or to some other outcomes, such as the cost or the benefits incurred by performing 

the behaviour. Since the attributes that people link to a behaviour are already positive or negative, 

individuals simultaneously acquire an attitude towards the behaviour (Ajzen, 1991). This reasoning 

reflects the concept of value negotiation elaborated by Stroebele & De Castro (2004). The authors 

indeed stated that individuals elaborate costs and benefits of several alternatives and only afterwards 

select the most valuable option based on this previous analysis. 

 

 

 

Control beliefs 
Perceived 

behavioural control 

Intentions towards 

a behaviour 
Attitudes Behavioural beliefs 

Subjective norms Normative beliefs 
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III. Normative beliefs 

Normative beliefs underlying subjective norms are concerned with the likelihood that important 

referent individuals or groups approve or disapprove a given behaviour (Ajzen 1991) 

 

The importance of beliefs in relation to organic products consumption has been confirmed by several 

studies conducted across Europe and the US. These studies showed that the choice of organic goods is 

motivated by beliefs that positively influence attitudes. Specifically, these beliefs are linked to 

healthiness and good taste of the products. Furthermore, beliefs related to environmental protection 

and animals’ welfare have been shown to positively influence attitudes.  

 

The same reasoning of the above-mentioned studies can be applied to the present research. In this 

case, beliefs associated with the consumption of organic wine can positively influence individuals if 

they are convinced that the benefits on the environment and on their health will prevail on the cost of 

organic products. On the contrary, beliefs will negatively influence attitudes if, for instance, 

consumers do not trust the benefits that organic products. A more extensive overview of the 

applications of the Theory of Planned Behaviour applied to the consumption of organic products, and 

organic wine in particular, can be find in the following section. 

4.11 The Theory of Planned Behaviour applied to organic food consumption 

 

The idea to apply the Theory of Planned Behaviour to food consumption is not new as previous 

studies already relied on this theory to analyse the tendency to purchase organic food. For instance, 

Arvola & al (2007) enriched the original model including moral norms, a factor mediating the effect of 

social norms. Social norms are not directly included in the TPB model because they are a construct on 

a social level and therefore they would not be suitable for a theory which aims to explain individual 

level phenomena.  

 

Additions to the basic model of TPB 

In the basic model of TPB, social norms are integrated through the subjective norms. However, moral 

norms go beyond with respect to subjective norms. While the latter refer to the perceived social 

pressure, moral norms refer to internalized beliefs. These beliefs rely on what it has been learnt during 

life, indicating what is right or wrong. What further distinguishes moral norms from subjective norms, 

is that violating or upholding moral norms has consequences tied to one’s self-concept (Arvola et al., 

2007). On the contrary, subjective norms only focus on external pressures which guide individual 

behaviour. However, the theoretical notions of subjective norms and personal norms are interrelated 
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constructs. While subjective norms reflect external social pressure — person’s perceptions of what 

others think he or she should do — personal norms or moral attitudes can be seen as internal or 

internalised moral rules or values. 

 

According to Thøgersen (2002) moral norms are particularly relevant in the context of organic 

products’ consumption. The author examined the role of moral issues involved in consuming organic 

products in Denmark. The outcomes showed that personal norms influence consumers’ choices 

between organic and conventional wine. However, one limitation identified by the author is that this 

study only focused on Danish consumers, without gathering cross cultural data to examine the role of 

moral norms in organic wine or food purchase across countries. In particular, the authors expressed an 

interest in a comparison between Denmark and countries where the offer of organic products is lower, 

such as Italy. This research gap further proves the value of this study which aims to compare the 

different perception of organic wine of consumers coming from two extremely different contexts in 

terms of consumption of organic food. 

  

The role of past experience 

Another study of Thogersen (2009) focused on the consumption of organic wine confirms that the 

external environment and in particular social norms, exert an influence on individuals. Social norms 

affect the behaviour to the extent that the choice between organic and non-organic wine depends 

mainly on them. The author further explains that when a behaviour is enacted according to a moral 

norm, the association between the behavioural object and the norm is internalized and reinforced. 

Therefore, also the importance of experience is confirmed. Direct experience increases the likelihood 

that a personal norm will guide the behaviour of an individual when he/she will be involved again in a 

similar situation. In the original version of the Theory of Planned Behaviour, past experience is not 

included. However, it will be included in this study and its role in relation to the consumption of 

organic wine will be tested. The importance of including this variable is also confirmed by Thogersen 

(2009). According to the author, there is a perceived risk associated with buying organic wine, which 

is reduced by direct experience.  

  

Cross cultural study on the European Market 

The present study is not innovative in its intention to analyse the consumption of organic products in a 

cross-cultural setting. Indeed, the CONDOR project (Consumer Decision-making on Organic 

Products, 2009) examined behaviour in relation to organic foods across EU Member States, relying on 

the Theory of Planned Behaviour. The study realized by Thøgersen in 2009 as part of the CONDOR 

project, identified variables influencing the choice of organic food, namely health, concerns about the 
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environment, better taste and previous experience. These drivers, combined with previous experience, 

were supposed to influence consumers’ attitudes and, thus, their behaviour. Overall, the author 

expected these variables to be the main determinants of the choice of organic food across countries 

and cultures. Nonetheless, the degree of their influence was expected to vary based on the different 

national conditions. Examples are differences in national food cultures, in organic agriculture’s share 

of total agriculture, and in the maturity of the organic market. Nonetheless, this thesis is different from 

previous literature about food consumption, including the CONDOR project. Indeed, this research 

focuses exclusively on two different countries. Further, it relies on quantitative methods combined 

with neuromarketing techniques to assess attitudes of Italian and Danish consumers, hereby studying 

the topic from a completely innovative perspective. 

4.12 Variables that affect wine buying and consumption 

 

While in the previous section the focus was on variables influencing the consumption of organic food 

as well as organic wine, this section will focus on the variables that affect the choice and consumption 

specifically of wine. The aim is to give the reader an overview of the features of wine that can 

influence consumers’ choices. Among all the possible factors, only the drivers relevant for the future 

analysis will be highlighted.  

 

Intrinsic and Extrinsic Attributes 

The features that influence the choice of wine can be divided between “intrinsic” and “extrinsic” 

(Olson & Jacoby, 1973). Intrinsic attributes are elements that cannot be changed without changing the 

physical properties of the wine, e.g. the amount of sugar (Orth, 2002). The extrinsic ones include all 

the other features. The intrinsic features of the product relevant for this study are grape, taste, 

healthiness and impact on the environment. The extrinsic relevant ones are instead price, country of 

origin and design of the bottle. These drivers have also been mentioned in several studies regarding 

wine purchase and consumption. For example, Statia and Foe (2012) found that millennials are heavily 

influenced by extrinsic factors (packaging and label design) rather than by the characteristics of the 

product itself (such as the producer), when choosing wine. However, as millennials age and gain 

experience on wines, the base of their preferences may shift from extrinsic towards intrinsic factors.  

  

Price of the wine 

Most of the literature considers the price suggested by wine guides or specialised magazine as one of 

the main drivers of consumers’ choice (Boatto et al., 2011). Wine guides represent an easy way to 

relate price to wine characteristics, based on unbiased tests and grades, awarded by independent expert 
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jury (Lecocq and Visser, 2006). However, wine guides do not consider all the wines available in the 

market. Rather, they usually focus on specific segments of the entire offer and consequently leave to 

the final consumer the hard task to evaluate the product (Boatto et al., 2011).  

When evaluating a wine, most of the consumers are unconsciously biased. Indeed, they tend to justify 

the price not only based on wine’s features, but also and most often based on their personal brand 

awareness and knowledge of the production process. Alternatively, consumers base their evaluations 

on sensory cues as well as on jury grades. If the correlation between price and sensorial descriptors is 

low, then the jury grades, which detail quality characteristics, are considered a better explainer of wine 

prices (Boatto, 2011; Combris et al., 2000). Indeed, non-expert consumers do not own enough 

knowledge to evaluate all the intangible wine attributes. Therefore, in most of the cases, experts of 

wine assume the role of “opinion leaders” in terms of overall wine quality, and thus their opinion 

appears reliable to explain the reasons behind a certain price (Boatto, 2011).  

 

As mentioned above, price is used to deduce unobservable product quality (Panzone, 2014). However, 

given that consumers might lack the necessary knowledge to evaluate the product, they are more 

willing to pay a premium price for a quality product recognized as such by experts’ opinion. In other 

words, consumers tend to rely more on experts’ judgement rather than on the reputation of the brand, 

even in markets close to the production area (Boatto, 2011). Additionally, the price variable 

diminishes (partially or fully) its informative purpose as the wine suppliers use ERP (External 

Reference Price) or other forms of discounts (Panzone, 2014). In its study, Panzone states that 

discounts make consumers revise their choices, especially when discounts are high: in this way, they 

affect the consumers’ decision-making process (ibid). Indeed, consumers usually buy discounted 

expensive goods when retailers adopt ERP. This makes clear that consumers are mainly driven by the 

discount itself and that quality has a lower importance in their choice (Panzone, 2014).  

 

This study, combined with the phenomenon of price influencing consumers opinion, demonstrates that 

consumers are not completely rational when carrying out their consumption choices. This further 

confirms the value of this research, in which it will be investigated if and how the organic feature of 

wines shapes individuals’ attitudes. 

 

Country of origin 

The country of origin, together with the region of production, is considered one of the key drivers of 

wine choice (Schäfele et al., 2017). In particular, the country of origin characterises the quality of wine 

since it is related to special characteristics of that wine in consumer’s mind. As a consequence, the 
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region or country of origin becomes a relevant element for the wine choice. However, its relevance is 

moderated by other wine characteristics, including grape variety and price (Lockshin and Corsi, 2012). 

 

Considering the geographical production, Defrancesco et al. (2012) distinguish between Old and New 

World countries (Defrancesco et al., 2012). The Old-World countries are characterized by long-

established production and consumption tradition and they protect their wines’ origin with the GI 

(Geographical Indication) on the label. The New World countries, instead, are recent wine producers 

or are characterized by limited consumption habits. Besides, these wine producers rely mainly on a 

grape-variety-differentiation strategy (ibid). In this scenario, the GI has been playing a crucial role in 

the global import-export of wine between Old and New World countries (ibid). Hence, Old World 

countries have largely used the GI as an additional territory-linked quality sign. For example, French 

or Italian wines’ quality is protected by a certification that guarantees they are produced in those 

countries, and, thus, their competitive advantage increases. For this reason, the New World countries 

have recently decided to establish their own GIs. As a consequence, USA, Chile, Australia and South 

Africa signed bilateral agreements with the European Union for the mutual recognition and protection 

of their GIs (ibid).    

  

Label of the bottle 

Another variable on which consumers largely rely is the label, especially if it is very easy to recognize 

(Orth, 2002). The function of the label is to communicate the quality of the product and, thus, to 

improve the trust in the relationship between suppliers and consumers (Bonn, 2016). Besides, national 

and international regulations ensure the completeness of information on the wine including the country 

of origin of the wine (Satia et al., 2012; Constanta et al., 2009). Hence, a label designed by producers 

displaying a specific certification, represents a guarantee for the consumer of the quality level of the 

wine and, thus, affects quality perception (Bonn, 2016).   

 

Given the importance of aesthetic elements, label designers must be able to attract the customer and to 

build brand awareness and reputation (Statia et al, 2012). Aspects of label design, namely layout and 

colour, influence consumer buying intentions and perceptions of brand. For instance, according to 

Teague (2004) colourful wine labels can be perceived as somewhat frivolous, and less serious. All 

these information is extremely relevant for this study. During the empirical phase indeed participants 

will be asked to evaluate wine bottles based on their appearance and labels. Based on the above-

mentioned studies, it is possible to expect that the aesthetic of the packaging, including the organic 

sign, will influence consumers perceptions.   
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Impact on environment 

The impact of the wine’s production process on the environment is measured by the consumers’ 

perceptions of the environmental compliance of processes. In this sense, sustainable practices involved 

in the production and retailing phases play a key role (Padel and Foster, 2005). Sustainable 

management practices usually regard product design, material sourcing and selection, manufacturing 

processes, final product delivery, and end-of-life management of a product (Srivastava 2007; Bonn, 

2016). 

 

Consumers who are highly concerned with environmental issues are more likely to purchase 

environmentally sustainable produced wines. In particular, when it comes to organic wine, the 

sustainable side has a great influence on the consumers’ decision process. For instance, Barber et al. 

(2009) demonstrated that American consumers positively evaluate organic wines since organic 

producers used sustainable techniques (Wiedmann et al., 2012).  

 

The role of the organic sign 

Even if the above-mentioned wine’s features are presented singularly in this review, they are 

considered simultaneously in consumers’ decision process. As result, the choice made by consumers is 

a balance between all those drivers, which convey a certain idea of the quality of the wine to 

consumers. For example, the wines that are more expensive or are produced in certain countries, can 

be considered of a higher quality. Moreover, specific certifications, such as the organic one, can 

demonstrate the alignment between wine’s production processes and consumers’ values. In this way, 

consumers can be more willing to purchase these wines despite their higher price. It is therefore likely 

that, during the empirical study, participants who will recognize the organic sign and who have strong 

ideals concerning environment, will be willing to pay a higher price for organic wines, and will 

evaluate them more positively. Furthermore, according to Wiedemannet al. (2012), consumers 

associate organic wine with higher quality and, thus, they are more willing to pay a higher price. 

During the study conducted by Wiedmann et al. (2012), participants rated organic wines better than 

conventional ones in terms of taste. Additionally, participants were willing to pay a higher price for 

organic wines, even though they actually tasted similar wine samples (ibid). The empirical study of 

this paper will replicate the circumstances described by Wiedemannet al. (2012) and it is therefore 

likely to produce similar results, meaning that consumers who have a positive attitude towards organic 

wine will be willing to pay a higher price. 

 

Besides, Gmuer (Gmuer, 2015) found that a wine tastes better if the visual information in the label can 

be processed relatively fluently (Gmuer, 2015). This has been confirmed also by Bonn (2016), who 
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suggests that a combination of sustainable practices to communicate trust, appropriate price and health 

characteristics can push consumers to buy a specific organic wine (Bonn, 2016). In other words, all the 

information on the label and the way they are conveyed, make a consumer more or less willing to buy 

that specific wine, reducing the effect of his or her previous experience in the decision process. 

Moreover, the less knowledge consumers have on wine, the more they trust the reported information. 

Consequently, a positive combination of price, design, IG and other certifications can enhance the idea 

in the customer of buying a premium good.  

 

Bonn (2016) also states that the design of the bottle and the price might reduce the effect of past 

experience. To partially solve this problem, the price will not be included in the information 

communicated to participants, but rather they will be asked to estimate it. In relation to the design of 

the bottle and its effect, it is possible to expect that the recognition of the organic sign will have a 

higher impact compared to the impact that the entire packaging can have This is due to the fact that the 

design of the packaging has been controlled. Further, it is expected that the organic sticker will have a 

greater impact than design above all for ethically-minded participants, who link strong ideals to 

organic products and thus to the organic sign.  

5. FRAMEWORK 

 

In this section, the framework, serving as a foundation of the research, will be discussed. In this model 

the relevant drivers presented in the literature review will be divided into two categories, namely 

“individual drivers” and “external drivers”. The former are strictly related to the individual, and 

include elements which are intertwined with his/her mindset, general background and habits. External 

factors, instead, are related to the external environment. This second category accounts for drivers that 

the individual cannot control and that exert an influence on him or her without being part of his or her 

background. These drivers explain different attitudes towards the organic sticker. Attitudes can be 

observed in participants’ evaluations of design, quality and price of the bottles of wine. In the next 

paragraphs, the structure of the framework will be detailed. 

5.1 External drivers 

 

Availability 

The first factor included in the framework is availability. Hjelmar, Stroebele & De Castro (2011) 

explicitly mention it, while Furst & al (1996) write about food context, defined as the food’s supply 

and offer in a specific context. It is important to consider this driver because the higher the 
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availability, the higher the convenience for the final consumer: if a product is largely available, less 

resources (e.g. time and money) will be required to find and consume it. Stroebele & De Castro (2004) 

and Hjelmar (2011) mention convenience in relation to availability. When defining convenience, 

Stroebele & De Castro (2004) refer to visibility and low price. Given this definition, convenience is 

particularly important in this study. Participants are indeed students and thus the possibility to easily 

find organic wine and to have low price alternatives is particularly relevant.  

 

The importance of availability is also indirectly outlined by Shepherd & Raats (2006), who wrote on 

mere exposure. This phenomenon implies that the higher the exposure to a specific product, the higher 

the chance that the consumer will appreciate it. In this sense, a high exposure is only possible if the 

product is largely available. Mere exposure is particularly relevant if related to the background of 

participants: where the availability of a product is high, exposure will also be high. Therefore, the 

chances that consumers appreciate that product increase. Consequently, since Danish consumers have 

been more exposed to organic products, they are more likely to appreciate organic wine compared to 

Italian ones.  

  

Social modelling 

The second external factor considered is social modelling. Social modelling refers to the willingness 

of an individual to imitate behaviours seen within his or her personal network (Stroebele & De Castro, 

2004). For instance, an individual might wish to imitate the behaviour of his friends or family, and this 

is also applicable to consumption choices. Research has confirmed that emulating consumption 

choices is due to consumers’ quest for social acceptance and social identification. Concerning organic 

consumption, consumers can get positive self-rewarding feelings by purchasing organic products, not 

only because of the value they attribute to such a choice, but also because they would feel socially 

accepted (Hjelmar, 2011). This also influences the perception that consumers can have of organic 

food. In particular, they can see it as a means to gain positive feelings and to confirm their role within 

a social group. 

 

Social influence 

Social influence is mentioned both by Furst & al. (1996) and by Shepherd & Raats (2006). It refers to 

the influence exerted by the social, external environment on a single consumer (Furst & al., 1996). 

Despite the similarity of social modelling and social influence, they are included in the framework 

separately. Indeed, as opposed to social modelling, social influence is a phenomenon in which the 

individual is completely passive. 
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Social modelling and social influence are closely related to the background of the participants. Indeed, 

the society in which individuals grew up influences their preferences and perceptions and makes them 

more or less likely to imitate certain behaviours. For instance, if respondents grew up in a society 

where the consumption of organic products is well established, they are more likely to positively 

perceive the organic sign and to buy organic products, due to the influence of the external environment 

and to their willingness to imitate the behaviour of others.   

5.2 Internal drivers 

 

Ideals 

The first internal driver included in this framework is ideals. According to Furst et al. (1996), ideals 

are standards on which individuals base their consumption choices when dealing with several 

alternatives. Ideals include concerns about the environment, about personal health, about animals’ 

treatment as well as the willingness to support the local economy. The willingness to support the local 

economy is excluded from this framework. As a matter of fact, it is not relevant for the present study, 

in which both Danish and Italian students have been asked to evaluate wines produced in Italy. 

Likewise, concerns related to animals’ treatment are excluded because they can only be associated 

with organic products or foods, but not with wine.  

 

Furst et al. (1996) argue that ideals are related and influenced by culture. This statement further proves 

the value of this thesis, which aims to understand how factors related to the background of participants 

concretely influence their preferences. 

  

Individual food styles 

Among all the factors mentioned by Furst et al. (1996), also individual food styles should be 

considered. Food styles are influenced by several variables, such as the willingness to control weight, 

mentioned by Steptoe & Pollard (1995). Besides, individual food styles are swayed by ideals. Indeed, 

dietary habits can be defined with the aim to safeguard personal health, protect the environment or 

avoid unacceptable animals’ treatment. 

 

Knowledge 

According to Hughner et al. (2009) and Hjelmar (2011), different degrees of knowledge (intended as 

“theoretical knowledge”) about the organic matter imply different degrees of appreciation of organic 

products. A consumer who is not aware of the benefits that organic products can provide, is less likely 

to pay a premium price for them. For this reason, the variable knowledge is included in the framework.  
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Trust in the organic sign 

Knowledge of the organic matter can impact the trust in the benefits of organic products. However, 

this correlation not necessarily has to exist or be strong. Consumers can recognise the certification, 

know the meaning of organic, but they may be sceptical about the benefits that organic products are 

claimed to provide. In the same way, they can have unclear ideas about the exact meaning of organic, 

but they may be used to buy organic products. For these reasons, despite the influence of knowledge 

on the trust in the benefits of organic goods, the variables knowledge and trust in the organic sign will 

be included separately. 

 

Previous experience 

As discussed in the previous section, including previous experience is relevant as it diminishes the 

perceived risk linked to consume organic products. Further, past experience might explain the positive 

attitude of participants towards the organic sticker. If they already consumed organic wine, they are 

more likely to have a positive perception of the product. 

5.3 Other examples of variables not included 

 

Income 

Another variable consistently mentioned across multiple studies is the income (Hjelmar 2011, 

Hughner & al 2097, and Wang & al. 2003). This variable is particularly relevant because a lower 

income might represent an obstacle to the purchase of organic products, which are usually more 

expensive than non-organic alternatives. However, income is not expected to lead to different 

perceptions and evaluations, since the participants of this study are exclusively students and therefore 

their incomes are similar. For this reason, this variable is not included in the model. 

 

Taste 

The variable taste will be not included in the framework. Taste is indeed extremely subjective; 

therefore, it would lead to too subjective evaluations and thus irrelevant results. Consequently, it 

would not be possible to establish a causation relationship between taste and the perception of the 

organic sticker. As it will be explained in the next section, participants tasted the same wine 

throughout the entire experiment in order to control this variable.  

  

Revision of the original model  

The framework below represents the original model of the Theory of Planned Behaviour, on which the 

current revision is based.  
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Figure 4 Original Model of the Theory of Planned Behaviour (Ajzen, 1991) 

 

First of all, it is important to clarify that this study does not focus on predicting the final behaviour. 

Rather, it focuses on consumers’ attitudes towards organic wine and their antecedents. As it can be 

observed in the model above, attitudes are influenced both by subjective norms and by perceived 

behavioural control. These two factors are included in this study’s final framework. In particular, 

perceived behavioural control is reflected in the variable availability, which influences the volitional 

control that participants have over the behaviour “buy organic wine”. The higher the availability, the 

easier to be performed is the behaviour. If a behaviour is perceived as easy to be performed, it is more 

likely that the attitude towards it will be positive.  

 

Subjective norms, representing the influence of the external environment, are included in the 

framework through the variables social modelling and social influence. The Theory of Planned 

Behaviour did not originally define social norms in a detailed way, hereby leaving freedom to adapt 

them to this research. Further, the original model did not include any variable referring to the social 

level, but exclusively variables on an individual level. However, this restriction is not applied in this 

revision of the framework. Conceptually, it is acknowledged that the individual mediates and 

internalizes what he/she observes in the external environment, as supposed in the original theory. 

However, the functioning of this mediating mechanism is not in the scope of this research. Rather, the 

aim of this study is to investigate how the external context influences individual attitudes. For this 

reason, variables referring to the social context are directly linked to attitudes. To display this radical 
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change with respect to the original theory, the category external drivers has been created to include the 

above-mentioned variables. Availability, social modelling and social influence belong to this category 

and represent drivers which are not controlled by individuals and are not related to individuals’ 

personal mindset or background.  

 

As far as the internal drivers are concerned, these represent an addition to the original Theory of 

Planned Behaviour. These drivers influence attitudes and they are: past experience, trust in the label, 

knowledge, ideals and individual food styles. The variable ideals has a strong connection with the 

original model of the Theory of Planned Behaviour. As a matter of fact, it reflects the so called 

“behavioural beliefs”, that connect a specific behavioural object (in this case the organic wine) to a 

specific outcome (such as increased protection of the environment or increased health benefits). 

 

The functioning of the framework 

All the above-mentioned drivers influence consumers’ attitudes towards organic wine. These attitudes 

are reflected in respondents’ opinions of design, quality and price. In particular, if these attributes are 

evaluated positively, attitudes towards organic wine are also positive. Consequently, if attitudes 

towards organic wine are positive, the behaviour is more likely to be performed.  

 

 

Figure 5 Framework to study the consumption of organic wine, own elaboration (2018) 
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The focus on attitudes 

In the original model, attitudes, subjective norms and perceived behavioural control influence each 

other. However, in the model elaborated for this study, the focus is exclusively on how social 

modelling, social influence (subjective norms) and availability (perceived behavioural control) 

influence attitudes. This change with respect to the original theory, is due to the fact that this research 

aims to understand how the background of individuals influences their attitudes, and not vice versa. It 

is accepted that attitudes can influence subjective norms and perceived behavioural control.  However, 

studying this correlation would not add value to this research.  

 

A second difference is the fact that in the original model attitudes, subjective norms and perceived 

behavioural control are all assumed to influence intentions. However, in this revision of the model 

attitudes are assumed to be the factor influencing the likelihood to perform a given behaviour. This is 

due to the fact that in this model attitudes depend on availability, social modelling, social influence 

and numerous internal variables. For this reason, they can be considered comprehensive enough to 

predict individuals’ behaviour. Additionally, attitudes are defined as “feelings or opinions about 

something”. Therefore, attitudes perfectly reflect the purpose of this research, which is to understand 

consumers’ perception of organic wine. The way in which attitudes towards organic wine will be 

studied, is by analysing participants’ evaluations in terms of design, quality and price. The more 

positive these evaluations will be, the more favourable the attitude of participants towards organic 

wine can expected to be. In particular, Danish and Italian participants are expected to show different 

attitudes towards organic wine. This assumption will be better detailed by the hypothesis, discussed in 

the next section. 

6. HYPOTHESES 

 

As mentioned above, this research aims to gain insights on participants’ perceptions of the organic 

sticker, based on their evaluations of the design, of the quality and based on their willingness to pay. 

To achieve this objective, three hypotheses have been elaborated. These hypotheses aim to verify 

whether Danish participants have a more positive perception of the organic sticker compared to Italian 

ones.   

 

The influence of internal and external drivers on respondents’ perception of the organic sticker will 

not be tested through hypotheses. Since these drivers are derived from literature, they are valid 

explanations of the attitude towards the organic sign. However, some of them may not be relevant in 

the case of this study. For this reason, the importance of the drivers will be studied through a survey. 
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The results of the survey and of the neuromarketing experiment will later be triangulated to identify 

the drivers that can better explain participants´ perception of the organic feature. 

  

Hypothesis 1 

The underlying assumption of this entire research is that Danish students are more likely to have a 

positive attitude towards organic products. This can be considered a consequence of growing up in an 

environment where the offer of organic products is higher and where the organic matter is an 

important theme on the public agenda. For this reason, it is possible to assume that they will respond 

more positively to the organic sticker on wine bottles. In particular, Danish students are expected to 

evaluate the design more positively, compared to Italian ones. Therefore, the following hypothesis is 

derived: 

  

HP1: On average, Danish students are more likely than Italian students to evaluate positively the 

design of a bottle if the organic sticker is present. 

  

This hypothesis is also based on the fact that consumers are irrational when evaluating products on 

which a sign recalling specific attributes is present. A good example in this sense is the influence of 

brands: when evaluating products were a brand is present, consumers tend to rely on it without 

focusing on other attributes. Practical examples can be offered by the cases of Pepsi cola and 

McDonalds. The Pepsi Challenge is an initiative organised by Pepsi in which participants had to carry 

out a blind test on Pepsi and Coca cola: they had to sip Pepsi and Coca cola from cups without seeing 

the respective packaging. The majority of participants preferred Pepsi cola. However, when the 

experiment was repeated showing the packaging to participants before tasting the beverage, 

participants preferred Coca cola (Yglesias, 2013). As also Coca Cola company stated, “Pepsi 

Challenge is a great marketing gimmick but not a viable path to displacing the leading brand” (ibid). 

  

In the case of McDonald’s, food critics in the Netherlands were served McDonald’s burgers without 

their original packaging. These hamburgers were presented as a “new, organic alternative to fast 

food”. The critics evaluated them as “fresh”, “delicious”, "nice and firm” and “tasty” (Telegraph, 

2018). Even if these examples are related to blind tests, which are not in the scope of the present 

research, they perfectly demonstrate the strength of the phenomenon of recognition. For instance, the 

above-mentioned examples prove that, when people recognise a certain brand, evaluations are based 

exclusively on the meanings they attach to that brand, regardless of their real preferences. It is 

supposed that this phenomenon will take place during the eye tracking experiment when people will 

evaluate the design of organic and non-organic bottles.  
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Hypothesis 2 

The organic sign will also influence the perceived quality. Therefore, it is likely that Danish students 

will evaluate the quality of organic wines more positively than Italian ones. For this reason, the 

following hypothesis is formulated: 

  

HP2: On average, Danish students are more likely than Italian students to evaluate positively the 

quality of a specific wine, if the organic sticker is present on the bottle. 

  

However, the perception of quality is also swayed by the design. Additionally, it is unlikely that 

participants who evaluated the design positively will express a negative opinion on the quality. Given 

the correlation between these two variables, the following hypothesis is included: 

  

HP2a: The evaluation of design influences the perception of high quality in a direct proportional way 

(the more positively the design is evaluated, the more positively the quality is evaluated). 

   

Hypothesis 3 

Lastly, Danish students are expected to demonstrate a willingness to pay an higher price for organic 

wines, compared to Italian students. 

  

HP3: On average, Danish students are more likely than Italian students to demonstrate a higher 

willingness to pay for organic wines. 

 

The evaluation of price is supposed to be influenced by the evaluation of perceived quality, and this is 

reflected in the last hypothesis: 

 

HP3a: The evaluation of perceived quality influences the willingness to pay a premium price in a 

direct proportional way (the higher the perceived quality was, the higher the premium price that 

participants will be willing to pay) 

 

Asking participants about their willingness to pay makes them think rationally. As a matter of fact, this 

question is linked to a possible loss of resources (e.g. money) which is needed to potentially buy the 

wine being evaluated. On the contrary, evaluations about design and quality did not imply any 

resources‘ loss, and therefore did not require participants to engage in a thinking process.  

 



49 
 

Lastly, a final remark about this hypothesis is needed: since both our target groups are composed by 

students, it is likely that extreme differences in terms of willingness to pay will not be observed. As a 

matter of fact, students do not usually have high incomes and, therefore, both groups may be not that 

willing to pay a premium price for organic wine. 

  

The following graph shows how the three variables influence each other. Design influences quality 

which in turns influences the willingness to pay in a process which resembles a waterfall mechanism. 

The organic sticker is expected to be the main factor that will create differences among evaluations 

and, therefore, it is placed in the centre of the graph. 

 

Figure 6 How design, quality, and price influence each other, own elaboration (2018) 

7. METHODS 

 

This section will first provide information about the sample population of this research. Secondly, the 

methods used to collect the data, namely the neuromarketing experiment and the survey, will be 

discussed.  

7.1 Sample Population 

 

Since the aim of the experiment was to understand if and how the characteristics of the native 

background influence consumers’ perception of organic wine, the participants were Danish and Italian. 

In this way, the relevant cultural similarities and diversities between the two countries are likely to 

emerge.  In total, 40 people participated to the experiment, 20 Danes and 20 Italians, and they all must 

speak and write fluently in English.  

 

The organic trends are claimed to affect people of different ages, but mainly young adults (18-34) 

(Exporting Wine to The Nordic Market, 2016). Therefore, the sample population of this research was 
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limited to students between 18 and 30 years old: students currently completing their bachelor, master 

or PhD represented the target population to test. 

   

Respondents were not required to have previous and specific knowledge about organic wine. Indeed, 

organic wine producers aim to reach the entire population, not only people who are knowledgeable 

about the organic matter. The purpose of the experiment is aligned with this scenario, since the 

research explores the effect of the organic sticker on consumers who are not wine experts. 

7.2 Eye tracking experiment 

 

The eye tracking experiment is a crucial component of this research, as it makes this study innovative 

in comparison with previous ones. The following paragraphs will first explain the functioning and then 

the structure of the eye tracking experiment. Successively, the value added to this research will be 

further elaborated, a critical evaluation of the set-up will follow and lastly validity and reliability will 

be discussed. 

7.2.1 The eye tracker tool 

 

Eye tracking refers to the measurement of eye activity. In particular, the eye tracker objectively 

measures eye movements in real time: a camera or other optical sensors track the pupil centre, where 

the light reflects from the cornea. The possibility to follow the movements of the pupils is due to the 

fact that, when looking at something, the light is directed towards the center of the eyes (the pupils). 

This causes a visible reflection in the cornea. This reflection can be identified and tracked by the eye 

tracker (Eye tracking, 2018). The picture below shows the tracking mechanism. 
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Figure 7 Functioning of the eye tracker, IMotions (2018) 

    

At Sense Lab, the eye tracker was “screen-based”. This means that the tool was incorporated in a 

camera placed upon a screen. For this reason, it required respondents to sit in front of the screen, in 

order to be close to the stimuli displayed. In the context of this research, the stimuli were slides 

containing images of bottles. With this kind of eye tracker respondents cannot move that much, since 

they have to respect the limits of the eye tracker’s range, which is called headbox. However, the 

freedom of movement was still sufficiently large for respondents to feel unrestricted. 

 

After having explained the functioning of the tool, the paragraphs below will explain in detail the 

structure of the experiment. 

7.2.2 Structure of the neuromarketing experiment 

 

The eye tracker experiment included two equally important types of stimuli in the form of slides. The 

first type of slide presented bottles to participants, while the second type were “survey slides” in which 

participants were asked to evaluate the design, the quality and the price of the wine they just saw. 

Regarding the bottles, participants were shown organic and non-organic versions of three different 

grapes, totalling six bottles of wine. No time limit for looking at the bottle was set, so the time in 

which respondents could check the stimuli was closer to real life. After seeing the bottles, participants 

were asked through survey slides to rate the design and the perceived quality. Before evaluating the 

price, participants were asked to taste the wine. As already mentioned, the wine offered to participants 

was always the same throughout the entire experiment in order to control the taste variable. However, 

making respondents taste the wine was needed. In this way, participants could feel that their 
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evaluations of price were based on all the factors which are usually considered when estimating a 

price, namely design, quality, and taste. As already mentioned, variables related to the country of 

origin and the type of wine were controlled.  
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Figure 8 Example of the structure of the survey 
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7.2.3 Slides with the bottles 

 

The grapes presented were Franciacorta, Soave and Valpolicella. They are all Italian non-sparkling 

white wines. This choice of presenting the non-sparkling white wines is due to the possibility to keep 

the individual preferences under control. Exploring whether the consumers prefer red or white, 

sparkling or not sparkling wines, is irrelevant for the purpose of the study. As mentioned above, 

participants were always offered the same wine. However, they believed that they were tasting the 

wine they just saw. Besides, to turn the variable “country of origin” into a constant, only Italian wines 

were shown. In this way, the preferences of participants towards a wine from a specific country could 

not bias the results.  

 

Design of the bottles 

Regarding the design, the presence or absence of the organic sign, the producer’s name and the logo 

on the label were the only alterations in bottles of the same type of wine. The shape of the bottle, the 

cork and the shape of the label were exactly the same for pairs of wines (Appendix 2). The font of any 

writing and the position of the elements within the label were not modified between two bottles of the 

same wine. For instance, the two bottles of Franciacorta had the same shape, the same cork and the 

label in the same position, written with the same font. However, only one of the two bottles had the 

organic sticker, and the logos and producers differ slightly between the two bottles. 

 

For each type of wine, the two bottles (one with and the other without the organic sign) are shown one 

after the other, in order to explore the effectiveness of the organic sign by an immediate comparison. 

Thus, if the respondents evaluated design, quality and price of two bottles differently, the reason can 

be only the organic sign.  

7.2.4 Survey Slides 

 

In the “survey slides”, design and quality had to be rated through a linear scale ranging between 

strongly disagree (0) and strongly agree (7). The scale of the price instead ranged from 0 to 400 DKK. 

The purpose is to understand whether the presence of the organic sign can somehow affect the 

perception of design and wine quality as well as the price respondents are willing to pay. The answers 

given to these questions will be compared between the two groups. The aim is to test the hypothesis 

and therefore to verify whether Danish participants evaluate differently design, quality and price 

compared to Italian students.  
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7.2.5 Data extracted from the experiment 

 

The eye tracker technology allowed to extract numerous types of data. However, two of them were 

particularly important for the purpose of this research. The paragraphs below will first provide details 

on the Areas of Interest (AOIs) of each slide, based on which data were extracted, and then provide 

details on the two metrics which have been selected. 

 

Areas of Interest (AOIs)  

The AOIs are areas of the stimulus that the user of the eye tracker can delimit (IMotions, 2018). For 

instance, in this research, three AOIs were defined on the slides containing images of bottles: the label, 

the organic sticker and the cork. Defining the AOIs and attributing them a title helps to relate each 

metric measured by the eye tracker to the respective AOI. As a consequence, it is possible to compare 

these metrics and the behaviour of different groups in relation to a specific AOI. In this study, the 

AOIs for each bottle are placed on label and the cork. Additionally, the AOIs of the organic sign are 

taken in consideration for the analysis of the organic wines. Thus, the slides displaying organic wines 

will account for three AOIs. The presence of AOIs allowed to compare the behaviour of Danish and 

Italian participants towards the AOIs placed on the organic sticker.  

 

Non-organic Soave      
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Organic Soave 

 

Figure 9 AOIs of the bottles of Soave 

Non-organic Franciacorta     

 

 

 

Organic Franciacorta 

 

Figure 10 AOIs of the bottles of Franciacorta 
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Non-organic Valpolicella      

 

 

Organic Valpolicella 

 

Figure 11 AOIs of the bottles of Valpolicella 

 

Time to First Fixation (TTFF)  

The time to first fixation indicates the amount of time needed by a respondent to look at a specific 

AOI from stimulus onset (IMotions, 2018). A certain TTFF can indicate that an AOI catched 

immediate attention or that a respondent actively decided to look for that AOI (ibid). The TTFF is 

meant to study respondents’ first reaction, not led by conscious deliberation. The TTFF will be used to 

answer to the first and second hypotheses, since it can indicate that the research is driven by bottom-up 

stimuli (ibid).  

 

Time spent  

Time spent, which is alternatively called duration of fixation in this research, indicates the amount of 

time that respondents spent looking at an AOI (IMotions, 2018). The duration of fixation can have 

multiple meanings. For instance, if respondents spend more time on an AOI, this indicates motivation 

and attention (ibid). In other words, staring at an AOI for a prolonged time is linked to a high level of 

interest. On the contrary, a shorter time indicate that other areas on screen or in the environment might 
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be more catchy, or that the interest is lower due to other factors that the researcher should identify 

(ibid). In this research, basing on what discussed above, the time spent on the organic sticker is an 

indicator of how much were participants were attracted by the organic feature of the wine. However, it 

can be possible that the other drivers led the consumer attention on the organic sign or away from it. 

Therefore, the need to understand the reasons behind long or short duration of fixation is satisfied by 

the “survey slides” as well as by the Qualtrics survey participants filled in immediately after the 

neuromarketing experiment. 

7.2.6 The value added to this research 

 

The eye tracking adds value to the present research because it allows to study the behaviour of 

participants from a completely innovative perspective. More importantly, the eye tracking is a directed 

method of observation. In practice, this means that the behaviour of participants is observed 

objectively. For instance, comparing it with the Qualtrics survey, in this survey the behaviour is self-

reported and, thus, there is no guarantee that the reported behaviour completely corresponds to the 

truth. However, the neuromarketing experiments allows to register participants’ behaviour in real time. 

For this reason, the observed behaviour is exclusively based on participants’ inner attitudes which are 

not filtered nor manipulated in any way. This is particularly valuable when investigating consumers 

attitudes towards a product, an area in which the irrational side of human minds plays a key role.  

7.2.7 Critical evaluation 

 

All participants within the two groups saw the slides in the same order and for this reason it can be 

argued that the experiment is affected by the order bias. The order bias happens when respondents 

tend to favour objects because of their position in a sequence (Kuhn, 2017). In order words, 

participants are more likely to evaluate positively elements at the beginning of a sequence. However, 

the way the experiment is built can provide an explanation of the influence of the organic sticker that 

researchers could not investigate otherwise. In order words, if the bottles had been shown randomly, it 

would not have been possible to establish a direct comparison between the organic and non-organic 

alternative and it would not have been possible to see if the differences in evaluations were caused 

only by the organic sign.  
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7.2.8 Validity and Reliability 

 

Before discussing the validity and reliability of the experiment, it is important to explain their 

meanings. According to Blumberg (2008), validity is the extent to which a measurement represents 

characteristics that exist in the phenomenon under investigation (Blumberg et al., 2008: 447). 

Bloomberg distinguishes between external and internal validity: the first refers to the researchers’ 

ability to generalize the measures among people, setting and time, meanwhile the second is the ability 

of the researcher to measure what it needed to be measured (ibid). Reliability, instead, refers to “the 

extent to which a scale produces consistent results if repeated measurements are made on the 

characteristics” (Malhotra et al., 2012: 196).  

 

Validity 

After entering the room, participants were positioned in front of the screen with the eye tracker. Before 

starting the experiment, they were told relevant instructions. Researchers asked them to keep looking 

at the screen throughout the whole experiment, without changing their position and without interacting 

with the researchers. To avoid any bias during the experiment, participants were not told about the 

precise functioning of the eye tracker nor about the purpose of the experiment. The limited interaction 

with researches combined with the attempt to collect data as complete and unbiased as possible were 

the first important factors considered to achieve valid data. Moreover, to assure the external validity, 

all experiments were taken in the Sense Lab at Copenhagen Business School and no one could enter 

the laboratory during the experiment. Only one researcher and one participant could remain in the 

room. The validity of the recording process was ensured not only by the silent environment of the 

Sense Lab, but also by the high-quality tools utilised to collect the data. Results are indeed considered 

valid since the eye tracker is one of the latest versions and, thus, its records are extremely precise. 

Besides, participants were required to be in good conditions and not under the effect of alcohol, which 

could have altered their evaluations. Additionally, all of them had a normal or correct-to-normal vision 

to avoid issues during the experiment. To further guarantee the validity of the results, we made sure 

that the eye tracker registered on average 80% of the data for each slide representing the bottles that 

participants had to evaluate. 

 

The experiment was very easy for participants, who had just to follow the instruction shown on the 

screen. The action of sipping the wine made eye-contact with the screen disappear. Thus, participants 

were sometimes asked to slightly adjust their position, so that they eye tracker could work properly 

again. However, this happened quite seldom and, thus, the validity of experiment is still confirmed. 
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Lastly, the number of Italian and Danish participants is the same, thus the validity of the 

neuromarketing experiment is guaranteed by the fact that both target groups are equally represented.  

 

Reliability 

Reliability was guaranteed by the fact that respondents had no previous knowledge of the organic wine 

industry. Therefore, they could evaluate wines as common consumers would do. Besides, the two 

groups were composed of 20 people each and both groups were balanced in terms of male and female 

participants. Indeed, the Italian one accounted for 10 males and 10 females, while Danish respondents 

were 8 males and 12 females. This composition further increases the reliability by guaranteeing that 

both the nationalities and both males and females are equally represented. 

7.3 The Survey 

 

In the present section, the survey used after the experiment will be described (Appendix 3). First of all, 

the aim and the structure will be explained. Secondly, validity and reliability will be discussed.  

7.3.1 The aim 

 

The aim of the survey is to collect data which will integrate and complement the data collected with 

the neuromarketing experiment. The final purpose is to provide further explanations about the TTFF, 

the duration of fixation and the evaluations of participants in terms of design, quality and price. To 

achieve this objective, the survey will test the relevance of variables identified in the previous 

literature. 

7.3.2 The Structure 

 

The survey was divided into three main sections: the first focused on organic wine, the second focused 

on organic food and the third explored participants’ personal dietary and demographic information. 

The paragraphs below will provide additional information about these three sections. Besides, the 

questions of the survey will clearly be linked to the framework.  

 

“Organic wine” section 

The first four questions and the question n. 10 of this section were included to reflect the variable 

previous experience of the framework. First of all, it was necessary to understand if participants had 
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previously tasted the wines displayed during the experiment, as previous experience may influence 

their evaluations. Secondly, participants were asked how frequently they drink alcoholic beverages 

and specifically wine. Successively, respondents were asked about the frequency of consumption of 

organic wine.  

 

To investigate the relevance of the variable knowledge included in the framework, participants were 

asked if they knew the meaning of organic. Successively, they were provided with the correct 

definition and they were asked whether this definition was the same they had in mind. However, may 

have created a bias, since people tend to lie in order not to contradict themselves. Asking respondent 

to write the definition of organic without providing any previous hint, could have been a more fruitful 

strategy. Nevertheless, it would have provided data in a text format and thus, it would have been more 

difficult to examine them and establish which answers could have been considered correct. To further 

investigate the role of the variable knowledge, a question about the sources of knowledge about the 

organic matter was also included. 

 

Questions n. 8 and 9 were included to further investigate the relevance of health concerns and 

environmental concerns, which have been identified as the main drivers explaining organic wine and 

food consumption. These two questions reflect the willingness to study the influence of ideals through 

this survey. The influence of ideals was further studied through a question listing the possible reasons 

behind the consumption of organic wine (question n. 11). Two of the possible alternatives were 

“environmental reasons” and “I perceive it as an healthier alternative”, which are connected to 

participants’ ideals. The other alternatives were linked to the other drivers in the framework. In 

particular, the first alternative, “I can easily find it during my usual grocery shopping” was related to 

availability; the second alternative, “I trust the benefits reported on the label” reflected the variable 

trust in the label; “I like the concept of organic” is meant to reflect that organic wine consumption can 

be influenced by consumption trends. Specifically, this possible answer mirrors the fact that positive 

attitudes towards organic wine can be caused by trends diffused on a social level, and therefore to the 

social modelling phenomenon. Likewise, the alternative “My/parents/friends/flatmates are used to 

consume it” is meant to investigate whether the social influence phenomenon shapes consumers’ 

preferences. Lastly, question n.19 and the following one (included in the Demographic section) are 

meant to further investigate the influence of ideals specifically in relation to health concerns. 

Participants are indeed asked about their dietary habits as well as about the reasons behind their 

choices. 
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While the previous questions were meant to understand what encourages people to consume organic 

wine, the question n.12 is meant to identify the main obstacles to the consumption of organic wine.  

 

The last two questions of the organic wine’s section, namely question n. 13 and question n. 14, 

investigate what is the price that participants would be willing to pay for bottles of organic and non-

organic wine. The relevance of this question is due to the possibility of obtaining interesting results 

comparing their willingness to pay in two different contexts. The first context is the neuromarketing 

experiment, whose setup is more similar to an actual purchase situation, while the second one is the 

moment in which participants are filling in the survey.  

 

“Organic food” section 

A second section of the survey is meant to investigate drivers and obstacles influencing the 

consumption organic food. The aim is to understand whether there are differences between the drivers 

explaining the consumption of organic wine and those explaining the consumption of organic food. 

One limitation is that the investigation of this issue is not supported by an empirical experiment. This 

comparison is not crucial for this research, focused on organic wine. However, gaining some insights 

by comparing the two phenomena can provide more details on the drivers behind the attitudes towards 

organic wine consumption.  

 

This section is structured exactly in the same way as the previous one, with only two exceptions. First, 

when asking participants about the reasons why they consume organic products, concerns about 

animals’ welfare were incorporated. Second, the willingness to pay for organic food products is not 

investigated. 

 

Demographics 

Questions about the demographic background of participants were also included. In particular, they 

were asked to provide information on their age, gender, monthly income, their occupation, the highest 

level of education they completed, their nationality and the period they spent living in Denmark. As 

already mentioned in the previous sections, variables such as income, occupation and highest level of 

education completed are not expected to lead to substantial differences in evaluations. As a matter of 

fact, the target groups are probably extremely homogeneous in these terms. However, since this 

assumption cannot be confirmed before analysing the data (i.e. there might be differences in 

evaluations depending on these factors) these variables have been included. Lastly, participants were 

asked to provide information about their dietary habits. 
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Validity and Reliability 

The survey was given to participants immediately after the neuromarketing experiment. They all 

received the same version of the survey and filled it in in a separate room. Researchers escorted 

respondents in that room in order to make sure they would not interact with other participants waiting 

to enter the room of the neuromarketing experiment. Once again, the environment where the Survey 

was completed was quiet and the interactions with the researcher were restricted to asking for 

clarifications about some questions. However, most of the experiments were very silent. Lastly, to 

obtain high-quality data, Qualtrics was used as a tool to distribute the survey. Being Qualtrics a 

software meant to collect and elaborate data, the validity is further guaranteed. These conditions 

guarantee that the collected data are valid and reliable. Further, the points discussed in relation to the 

neuromarketing experiment can also be applied to the Qualtrics survey. 

8. ANALYSIS 

 

In this section the results gathered through the neuromarketing experiment and the Qualtrics survey 

will be presented. The first section will be devoted to the results related to the AOIs, namely the TTFF 

and the fixation of duration. The second one will present the answers to the questions of the survey 

included the neuromarketing experiment. The third and last section will display the answers to the 

questions of the Qualtrics survey. In the Discussion these results will be compared and combined in 

order to verify the hypothesis and the validity of the framework. 

8.1 Analysis of AOIs’ Data 

 

In this section the data from the eye tracking experiment will be presented. The focus will be on the 

AOIs explained in section 7.2. In particular, TTFF and duration will be considered. TTFF shows when 

participants looked at the organic sign for the first time. The duration, instead, will be presented as the 

percentage of time spent in looking at the AOIs of the label, organic sign and cork, in the first 2.148 

seconds. This time was chosen because it is the minimum time that participants used to stare at all the 

bottles. Therefore, setting it as a limit allows to standardize the data, hereby making it possible to 

compare them and to realize valid elaborations.   
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8.1.1 Coding 

 

The coding process started by dividing the data extracted from IMotions based on the type of wine. 

Successively, for each bottle, data were filtered by gender, nationality and AOIs. Basing on the 

nationality’s filters, the average TTFF of Danes and Italians was calculated for each bottle. For the 

duration, instead, also the AOIs’ filter was used in order to measure the average time that Danes and 

Italians spent in staring at the organic sticker in the first 2,148 seconds. As mentioned above, this 

value will be presented as a percentage of the entire time spent staring at all the three AOIs.  

 

The average TTFF and duration regarding Danes and Italians were calculated on an Excel sheet and 

verified by the automatic calculation function of JMP 13, the latest version of the statistical software 

JMP. Besides, the T-test of Student was directly calculated through JMP 13, to verify whether a 

statistical difference between the groups existed. In the following paragraphs the results will be shown 

also through graphs. To facilitate the comprehension, data regarding Danes will always be red, while 

the ones of Italians will always appear in blue.  

8.1.1 Soave Bottle  

 

TTFF 

As shown in the graph below, the first time that Danish participants starred at the organic sticker of the 

bottle of organic Soave is 1.769 seconds. For Italians, the same mean is 2.250 seconds. The t-test score 

for these two values is 0,747405. 

 

Duration 

On average, Danish participants spent 15.73% of 2.148 seconds to look at the organic sign, 48.99% 

staring at the label and 3.99% looking at the cork. Regarding Italians, the 11.47% of the first 2.148 

seconds were used to stare at the organic sign, 57.59% for the label and 2.02% for the cork. The t-test 

of the two averages for the time spent looking at the organic sign is -0,7902, the one for the label is 

1,37134 and the one for the cork is -0,58016.  
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Figure 12 Time spent looking at the AOIs out of 2,148 secs, own elaboration (2018) 

 

8.1.2 Franciacorta Bottle 

 

TTFF 

On average, Danes stared at the organic sign of the Franciacorta’s bottle for the first time at the second 

2.620. Italians, instead, looked at it at the second 4.101 (see graph 8.2 below). The t-test comparing 

this two groups scored 1.436178. 

 

Duration 

The time that Danes spent on the organic sign of the Franciacorta is the 13.18% of 2.148 seconds. 

Besides, they spent 48.89% of that time to look at the label and 1.86% to check the cork of the organic 

Franciacorta. As far as the Italian average is concerned, the 5.78% of the time was used to stare at the 

organic sign, 55.42% to stare at the label and 5.12% to stare at the cork.  The t-test considering the 

Danish and Italian means of the organic sticker resulted equal to -1.51102, the one of the label resulted 

0.654111 and the one of the cork 0.907387. 
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Figure 13 Time spent looking at the AOIs out of 2,148 secs, own elaboration (2018) 

 

8.1.3 Valpolicella Bottle 

 

TTFF 

The Danish average of TTFF on the Valpolicella’s organic sign is 1.658 seconds, meanwhile the 

Italian one is 2.816 seconds (see graph below). The t-test resulted from the comparison between these 

two means is 1.466452. 

 

Duration 

Danish participants spent the 15.35% of 2.148 seconds to look at the organic sign. Besides, for the 

48.58% of the same time they looked at the label, while the 1.32% of the time was used for the cork. 

Italians, instead, fixed their attention on the organic sign for 9.88% of the 2.148 seconds on average. 

Moreover, 49.47% of the time was used to look at the label and 4.15% for the cork. The t-test 

conducted on the means of the organic sign is -1.05211, the one of the label is 0.126805 and the one 

related to the cork is 0.923169. 
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Figure 14 Time spent looking at the AOIs out of 2,148 secs, own elaboration (2018) 

 

 

Figure 15 Average value of TTFF for all types of wines, own elaboration (2018) 

8.2 Analysis of the data from the eye tracking survey 

 

This section highlights the data from the survey included in the eye tracking experiment. Specifically, 

the results of the questions on the design, perceived quality and price of each bottle of wine will be 

presented. For each question, the means of responses of Danish and Italian participants will be 

reported. The means regarding design and quality will be shown together, since they rely on the same 

evaluation scale. On that scale, the value of 0 coincided with “really hating the design” and with 
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“perceiving the wine as low quality”. The results related to the price, instead, will be shown 

separately, since the scale included values in in Danish Coronas (DKK).  

8.2.1 Coding 

 

Concerning the coding process, it was similar to the previous one. The data extracted from IMotions 

were divided based on the bottle and successively according to the three parameters, namely design, 

quality and price. For each parameter of each bottle, data were filtered by gender and nationality. 

Again, to verify the validity of the means and to see whether a statistic difference between the two 

groups exists, t-test was conducted on the averages of design, quality and price of each bottle.  

8.2.2 Soave bottle 

 

Design 

As far as it concerns the organic Soave, Danes rated its design at 3.5515 on average, while Italians 

rated it at 3.8315. Comparing the two means, the t-test scored 0.730606. 

 

Regarding the non-organic Soave, the Danish mean score of the design is 3,456, meanwhile the Italian 

one is 3.763. Their t-test is 0.77952. 

 

Quality 

The perception of Danes of the quality of organic Soave was at 3.751 on the evaluation scale. The 

Italian one at 3.876. The t-test of the two means scored 0.350932. 

 

Concerning the non-organic Soave, Danes rated its quality as 4,05 on average, while the Italian mean 

is at 4.298. In this case, the t-test is 0.668592. 
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Figure 16 Evaluation of design and quality of Soave’s bottles, own elaboration (2018) 

 

Price 

As far as the organic Soave is concerned, the price was evaluated at 2.736 by Danes on average, which 

corresponds at 136.80 DKK. The Italian mean on price evaluation is 2.29, that is 114.53 DKK. 

Comparing the Danish and Italian means, the t-test is -1.81562. 

 

As shown in the graph below, the Danish mean on the price evaluation of the non-organic Soave is 

2.715, which is 135.75 DKK. The Italian one is 2.4705, which coincides with 123.53 DKK. The t-test 

for the means of prices of non-organic Soave is -0.93422. 
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Figure 17 Evaluation of the price of the Soave’s bottles, own elaboration (2018) 

 

Regarding the difference between the price attributed to organic and the non-organic Soave by Italians 

and Danes, the Danish one is just of 1.05 DKK, while the Italian one is -9.00 DKK (see graph 8.11). 

8.2.2 Franciacorta Bottle 

 

Design 

The Danish average evaluation of the design of the organic Franciacorta is 2.958, meanwhile the 

Italian one is 2.4945. The two means scored -1.39964 in the t-test. 

 

Concerning the design of the non-organic Franciacorta, the Danish mean states at 3.151, while the 

Italian one is 2.956. The t-test result of the two means is -0.40318. 

 

Quality 

Danes rated the perceived quality of the organic Franciacorta at 3.041 on average. Italian participants, 

instead, rated it at 2.957. The t-test of this two means scored -0.788339. 

 

Regarding the quality of the non-organic Franciacorta, the Danish mean scored 3.1204, while the 

Italian one is 2.824. Their t-test is -0.80345. 
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Figure 18 Evaluation of design and quality of Franciacorta’s bottles, own elaboration (2018) 

 

Price 

The price of the organic Franciacorta is evaluated at 2.8405 by Danish participants. This corresponds 

to 142.03 DKK. The Italian mean on the price evaluation of the organic Franciacorta is 2.8905, which 

coincides with 144.53 DKK. The t-test of these means is 0,16745. 

 

Considering the price attributed to the non-organic Franciacorta, the Danish mean is 2.555 (127.75 

DKK), meanwhile the Italian one is 2.9265 (142.03 DKK). In this case, the t-test value is 1.158899. 
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Figure 19 Evaluation of the price of Franciacorta’s bottles, own elaboration (2018):  

 

Regarding the difference between the price of organic and the non-organic Franciacorta, Danish 

participants attributed 0.29 DKK more to the organic version. On the contrary, for Italians the price of 

the organic bottle is 0.04 DKK less than the one of the non-organic alternative (see graph 8.11). 

8.2.3 Valpolicella Bottle 

 

Design 

As far as it concerns the design of the organic Valpolicella, the Danish mean is 3.192, while the Italian 

one is 2.524. Their t-test is -1.74852. 

 

Considering the non-organic Valpolicella, Danish participants rated it at 3.356 on average. Italians, 

instead, voted 2.697 on average. In this case, the t-test is -1.45163. 

 

Quality 

The Danish mean on the perceived quality of the organic Valpolicella is 3.1765, meanwhile the Italian 

one is 4.3105. The t-test scored 2.331211. 

 

Regarding the non-organic Valpolicella, Danes rated the quality 3.193 on average, while Italians rated 

it 3.256. The t-test is 0.154752. 
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Figure 20 Evaluation of the design and quality of Valpolicella’s bottles, own elaboration (2018) 

  

 

Price 

As shown in the graph below, Danes evaluated the price of the organic Valpolicella as 2.797 on 

average, which corresponds to 139.85 DKK. Italians, instead, chose on average 2.969, that is 148.45 

DKK. The t-test of the two averages is 0.543219. 

 

As far as the non-organic Valpolicella is concerned, the Danish mean is 2.981, which coincides with 

149.05 DKK. The Italian one is 3.675, that is 183.73 DKK. In this case, the t-test is 1.761183. 
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Figure 21 Evaluation of the price of Valpolicella’s bottles, own elaboration (2018) 

As see in graph 8.11, both Danes and Italians attributed an higher price to the non-organic 

Valpolicella. In particular, the difference between the organic and non-organic bottle calculated for 

Danes is -9.20 DKK, while the one for Italians is -35.28 DKK. 

 

 

Figure 22 Difference on the price evaluation of organic and non-organic wines between Danes and Italians during the eye 
tracking experiments, own elaboration (2018) 
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8.3 Qualtrics Survey  

 

In the next sections, the data extracted from the Qualtrics survey will be displayed.  

 

8.3.1 Coding 

 

Since Qualtrics was specifically developed to collect and analyse data, the coding process was realized 

by the software itself. The data derived from the coding process will be displayed in the following 

paragraphs. To present the results in a more understandable and reader-friendly way, different forms 

of graphical visualisation and tables will be used. 

8.3.2 The data collected 

 

As shown in Appendix 3, The first fifteen questions are related to the consumption of organic wine. 

The following two to the consumption of organic food. Lastly the questions of the demographic 

section (from question n. 19 to question n. 27) will be presented. It is important to clarify that in 

multiple choice questions the percentages shown in the tables do not indicate the number of 

respondents out of the total, but rather how many times that variable was selected. In other words, in 

the case of multiple choice questions, the percentages point out the relative weight of the variable 

being considered. 

8.3.2.1 Organic wine section 

 

Question n.1: Which of the wines you tasted did you know before the experiment?  

Only 33% of the Danish respondents declared to have previous knowledge of the wines shown during 

the experiment. This percentage reaches 92% in the case of Italian respondents. Considering the two 

target groups as well as all the organic and non-organic alternatives, the most known wine was 

Valpolicella. Moreover, also non-organic Franciacorta was already popular among Italian respondents.  

 

Question n.2: Would you consider yourself an expert of Italian organic wines? 

This question aims to investigate what is the level of participants’ knowledge of Italian organic wine. 

To answer it, respondents had to select a value between 0 and 10, where 0 corresponded to “I do not 

know anything” and 10 coincided with “I consider myself an expert”. In the case of Danish 
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participants, 30% did not know anything. Considering Italians, only 20% had no previous knowledge. 

More in general, all Danish respondents rated themselves as being closer to “I do not know anything” 

rather than “being an expert”, while among the Italians only 60% of the participants placed themselves 

between the middle of the scale and the “I do not know anything” extreme. The remaining 40% was 

concentrated in the right side of the scale. 

 

Question n.3: How frequently do you drink alcoholic products? 

Respondents had to indicate how frequently do they drink alcoholic products on a scale from 0 to 10, 

where 0 was never and 10 was more than twice per week. Unfortunately, as it is shown in the graph 

below, no specific trend could be identified among Danes. In the case of Italians, instead, 75% of the 

respondents are concentrated in the right side of the scale. In particular, 30% of the respondents 

declared to consume alcoholic beverages more than twice per week. 

 

  

Figure 23 Frequency of consumption of alcoholic products among Danish respondents, Qualtrics (2018) 
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Figure 24 Frequency of consumption of alcoholic products among Italian respondents, Qualtrics (2018) 

 

Question n. 4: How much wine do you drink compared to the total amount of alcohol you drink?  

As shown in the below table, 65% of Danes drink less than 50% of wine compared to the total amount 

of alcoholic beverages. This percentage decreases by 5% in the case of Italians. For 35% of Danish 

respondents, wine represents more than the 50% of the alcoholic beverages they consume, while for 

Italian this percentage rises to 40%. 

 Danes Italians 

Less than 50% of what they drink is wine. 65% 60% 

More than 50% of what they drink is wine. 35% 40% 

 

Table 1 Percentage of wine consumed, calculated on the total amount of alcoholic beverages consumed, own elaboration 
(2018) 

Question n. 5: Do you know what an organic product is? 

95% of both Danish and Italian respondents already knew what an organic product is, while only 5% 

of participants in both groups did not.  
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 Danes Italian 

Yes 95% 95% 

No 5% 5% 

 
Table 2 Percentage of respondents already knowing the meaning of organic, own elaboration (2018) 

Question n. 6: How did you learn the meaning of organic? 

As displayed in the graph below, most of Danish respondents were taught the meaning of organic at 

school (40%). The second most important sources of knowledge were family and friends (20%) and 

the media (20%). In 10% of the cases, the meaning was learnt through individual research. 

In the case of Italians, 35% of participants learnt the meaning of organic through individual research. 

The second most important sources of knowledge are school (25%) and media (25%), followed by 

family and friends (5%). The table below summarises the findings related to this question: 

 Danes Italians 

School 40% 25% 

Family and friends 20% 5% 

Individual research 10% 35% 

Media 20% 25% 

Others  5% 10% 

I did not know the meaning 5% 0% 

Table 3 Sources of knowledge of the meaning of organic, own elaboration (2018) 

 

Question n. 7: Organic means "produced or involving production without the use of chemical 

fertilizers, pesticides, or other artificial chemicals". Is the same definition you had in mind? 

All the respondents who declared to know the meaning of organic, confirmed that this was the 

definition they had in mind. Therefore, the distribution of questions was exactly the same as the one of 

question n. 5: 
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 Danes Italians 

Yes 95% 95% 

No 5% 5% 

Table 4 Percentage of respondents confirming to know the meaning of organic, own elaboration (2018) 

Question n. 8: Do you consider organic wine healthier than non-organic wine? 

65% of Danish respondents considers organic wine healthier than the non-organic alternative, while 

25% of them does not. 10% of the respondents would not be able to say which is the healthiest 

alternative. Regarding Italians, 55% of the respondents believes that organic wine is healthier than 

non-organic wine. 35% of the respondents does not agree and 10% does not know.  

Question n. 9: Do you consider organic wine more environmentally friendly than non-organic wine? 

85% of Danish respondents agreed that organic wine is more environmentally friendly than the non-

organic one, and only the 10% disagreed. 5% of the respondents were not able to provide an answer. 

As far as it concerns Italians, 80% of the respondents agreed that organic wine can be considered more 

environmentally friendly than non-organic wine. Only 5% of participants disagreed and 15% answered 

that they do not know. 

Question n. 10: How often, in the past 10 times you bought wine, was it organic? 

Results to this question show that 25% of Danish respondents never bought organic wine, 15% bought 

it once and 15% bought it twice. Besides, 20% bought it 3 times out of 10, 5% of the participants 

bought it 4 times, 5% bought it 5 times and 5% bought it 6 times out of 10. The 10% of participants 

bought it 7 times and no respondent purchased it more often than 7 times out of 10. 

Considering Italians, 25% of the respondents never bought organic wine, 15% bought it once and 20% 

bought it 3 times out of 10. Moreover, 10% bought it 4 times out of 10 and 25% purchased it in 5 

cases out of 10. One respondent purchased mainly organic wine, with a frequency of 8 times out of the 

last 10. 

Question n. 11: What encourages you to consume organic wine? 

Question n. 12 was a multiple-choice question, therefore participants could pick more than one reason 

that encourage them to consume organic wine. As far as it concerns Danes, the most important drivers 

encouraging them to consume organic wine are: the benefits reported on the label, the fact that they 

like the concept of organic, and lastly the fact that organic wine is more environmentally friendly than 
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non-organic wine. Also the ease of finding organic wine during grocery shopping and the fact that it is 

perceived as an healthier alternative play a key role. In the case of Italians, the most important drivers 

are the fact that respondents like the concept of organic and the perception of organic wine as an 

healthier alternative. Other important drivers are: the ease of finding organic wine, the benefits 

reported on the label as well as the consumption of organic products within the respondents’ personal 

network. 17,14% of Danish respondents and 20% of Italian respondents does not consume organic 

wine. The table below will compare the answers of Danish and Italians: 

 Danes Italians 

I can easily find it during my 

usual grocery shopping 

11,43% 8,57% 

I trust the benefits reported on the 

label 

17,14% 5,71% 

I like the concept of organic 17,14% 25,71% 

My friends/parents/flatmates 

consume organic wine 

0,00% 5,71% 

Environmental reasons 17,14% 14,29% 

I perceive it as a healthier 

alternative 

11,43% 17,14% 

I do not drink organic wine 17,14% 20,00% 

Others 8,57% 2,86% 

Table 5 Drivers encouraging to consume organic wine, own elaboration (2018) 

 

In the case of Danish respondents, under “Others” it was mentioned that the respondent might have 

drunk organic wine without knowing, while another respondent declared to be indifferent towards the 

consumption of organic or non-organic wine. Further, one respondent wrote that bad past experiences 

with organic wine are now representing an obstacle to consumption. The only Italian respondent that 

selected “Others” as an option stated that organic wine has a better taste. 
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Question n. 12: What discourages you to drink organic wine? 

The main factor discouraging Danes to buy organic wine is the price, followed by the fact that 

respondents do not believe it has any benefit. 20% of respondents do not care about consuming 

organic wine, while 15% stated that it is difficult to find it. Lastly, 10% declared that they do not like 

the taste. In relation to Italian respondents, 33.33% stated that it is difficult to find it. 28,57% is 

discouraged by the price, 19,05% does not care about organic wine and lastly only the 4,76% does not 

believe that organic wine has any benefit. Those Danes who selected “Others” either stated that they 

are indifferent between organic and non-organic wine, or that the organic wine has a lower 

availability. The third respondent claimed to be very loyal to a specific brand of wine and therefore he 

or she is not willing to try different (organic or non-organic) alternatives. The Italian respondents who 

selected “Others” wrote that they do not consume organic wine because “it is too acid”, “I do not see 

it”, or because “I do not know the advantages or qualities”. A table will summarise the answers to this 

question, to allow for an immediate comparison between Danish and Italian respondents. 

 Danes Italians 

Price 20,00% 28,57% 

It is difficult to find it 15,00% 33,33% 

I do not care about organic wine 20,00% 19,05% 

I do not like the taste 10,00% 00,00% 

I do not believe it has any benefit 20,00% 04,76% 

Others 15,00% 14,29% 

Table 6 Obstacles to the consumption of organic wine, own elaboration, 2018 

 

Question n. 13: How much would you pay for a bottle of organic wine? 

The maximum price that Danes are willing to pay for organic wine is 299,09 DKK while the minimum 

price is 50,35 DKK. In the case of Italians these values are respectively 38,39 DKK and 15,09 DKK. 

The average willingness to pay of Danish respondents corresponds to 144,12 DKK while the one of 

Italians is 24,97 DKK. The table below will summarize these findings. In the third column, the delta 

will be displayed, calculated as the difference between the willingness to pay for Danish respondents 

and the one for Italian respondents.  
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Willingness to pay for organic 

wine  

Danes Italians Delta 

Max. 299,09 DKK 260,70 DKK 38,39 DKK 

Average 144,12 DKK 119,15 DKK 24,97 DKK 

Min 50,35 DKK 35,26 DKK 15,09 DKK 

Table 7 Willingness to pay for organic wine, own elaboration (2018) 

 

Question n. 14: How much would you pay for a bottle of non-organic wine? 

As far as it concerns the willingness to pay for non-organic wine, on average Danes are willing to pay 

121,00 DKK while Italians are willing to pay 95,05 DKK. As a maximum value, Danes are willing to 

pay 300 DKK and Italians 205,00 DKK. As a minimum value instead, Danes are willing to pay 36,00 

DKK and Italians are willing to pay 35,00 DKK. The results are displayed in the table below. In the 

third column of the table the delta between the willingness to pay of Danish respondents and the one 

of Italian respondents is calculated. 

Willingness to pay for non-

organic wine  

Danes Italians Delta  

Max. 300,00 DKK 205,00 DKK 95,00 DKK 

Average 121,00 DKK 95,05 DKK 25,95 DKK 

Min 36,00 DKK 35,00 DKK 01,00 DKK 

Table 8 Willingness to pay for non-organic wine, own elaboration (2018) 

8.3.2.1 Organic food section 

 

In this section, the data collected from the questions concerning organic food consumption will be 

presented. 

Question n. 15: How often, in the past 10 times you did grocery shopping, did you buy organic 

products? 

10% of Italians bought organic food only two times out of 10; while the majority of Italians (30%) 

bought it three times out of 10. Only one respondent (5%) bought it one time and three (15%) 
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respondents purchased it five times. 10% of the respondents bought it seven times and 15% of them 

bought it eight times. Lastly, 15% of the respondents bought it ten times out of ten. 

Considering Danish respondents, the results are more concentrated in the right side of the scale, 

indicating a higher frequency of purchase. As a matter of fact, 5% of the respondents never bought 

organic food. 15% of the respondents bought it one time out of ten, and 16% bought it two times out 

of ten. 10% bought it three times out of ten and 5% bought it four times out of ten. 15% of the 

respondents instead bought it seven times, 20% of them bough it eight times and lastly 15% bought it 

ten times out of ten. 

Question n. 16: What encourages you to consume organic products? 

Focusing on Danish respondents, the main reason why they consume organic food is because they 

perceive it as a healthier alternative (18,75%) and because they like the concept of organic (16,67%). 

Environmental reasons and the benefits reported on the label follow with a percentage of 14,58% and 

12,50% respectively. Also the fact that friends, parents and flatmates are used to consume organic 

food plays an important role (12,50%). Lastly, the fact that organic food can easily be found during 

grocery shopping (10,42%) encourages its consumption. Animal safeguard has a weight of 06,25% 

and therefore does not seem to play an important role. 

Focusing on Italian respondents, the main reasons why they consume organic food are: the fact that 

organic food is perceived as a healthier alternative (21,21%), environmental reasons (19,70%), the fact 

that parents, friends and family are used to consume it (16,67%) and lastly the fact that they like the 

concept of organic (15,15%). Also the fact that organic food can easily be found (chosen 10,61% of 

the times) and the benefits reported on the label (chosen with a frequency of 09,09%) play an 

important role. As it was the case for Danish respondents, animal safeguard does not play a key role. 

The table below displays these results: 
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 Danes Italians 

I can easily find them during my usual grocery shopping 10,42% 10,61% 

I trust the benefits reported on the label 12,50% 09,09% 

I like the concept of organic 16,67% 15,15% 

My friends/parents/flatmates consume organic food 12,50% 16,67% 

Environmental reasons 14,58% 19,70% 

I perceive it as an healthier alternative 18,75% 21,21% 

Animal safeguard 06,25% 06,06% 

I do not consume organic products 02,08% 01,52% 

Others 06,25% 00,00% 

Table 9 Drivers encouraging the consumption of organic food, own elaboration (2018) 

 

Danish respondents who selected “others” mentioned the taste, the fact that sometimes products are 

only available in the organic option. One participant stated that organic products are not always easy 

to find, which however is more related to the following question, which investigates the barriers to the 

consumption of organic food. None of the Italian respondents selected the alternative “Others”. 

Question n. 17: What discourages you to consume organic products? 

The main factor preventing both Danes and Italians from consuming organic food is the price, with a 

weight of 52,17% and 56,00% respectively. For both groups, the second problem is availability, 

selected in 13,04% of the cases by Danes and in 20,00% of the cases by Italians. Factors like taste or 

benefits reported on the label do not play a key role. It is interesting to notice that the alternative none 

of them was selected in 17,39% of the cases by Danish respondents. This indicates that some of the 

respondents do not perceive any obstacle to the consumption of organic food. The table below 

summarizes the findings related to this question.  
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 Danes Italians 

Price 52,17% 56,00% 

It is not easy to find them during my usual grocery shopping 13,04% 20,00% 

I do not care about eating or drinking organic products 08,70% 04,00% 

Organic products are less tasty than non-organic ones 00,00% 04,00% 

I do not trust the benefits that organic products are reported to have 08,70% 00,00% 

None of them 17,39% 12,00% 

Other 00,00% 04,00% 

Table 10 Obstacles to the consumption of organic food, own elaboration (2018) 

8.3.2.3 Demographics and other questions 

 

Question n. 18: Do you follow any specific diet? 

90% of Danish respondents does not follow any specific diet, and the remaining 10% is vegetarian or 

has a diet almost entirely plant based. 85% of Italian respondents does not follow any specific diet, 5% 

is vegetarian and the remaining 10% follows specific diets such as the “40 40 20” or a diet in which 

meat is not included. 

Question n. 19: If you follow a specific diet, what drivers your choice? 

Most of Danish respondents (12) declared not to follow any specific diet. Among Danish respondents 

who do follow a specific diet, the main reasons behind their choices were health concerns and 

environmental concerns, followed by the treatment on animals and the fact that having a specific diet 

might make you feel better. The answers of Italians were extremely similar, as health concerns had a 

weight of 31.43%. It was followed by it makes me feel better, with a weight of 22.86% and 

environmental concerns, with a weight of 11,43%. The treatment of animals and the willingness to 

control weight were not relevant as they both have a weight of 8.75%. 5 Italian respondents stated that 

they do not follow any specific diet. The findings of this questions are summarised below. 
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 Danes Italians 

Environmental concerns 20,83% 11,43% 

Personal health concerns 20,83% 31,43% 

Animals´ treatment 04,17% 08,57% 

I have specific dietary needs 00,00% 02,86% 

I want to control my weight 00,00% 08,57% 

It makes me feel better 04,17% 22,86% 

I do not follow any specific diet 50,00% 14,29% 

Others 00,00% 00,00% 

Table 11 Reasons to follow a specific diet, own elaboration (2018) 

 

Question n. 20: How old are you? 

Participants’ age was included between 19 and 26 years-old. In particular, the most represented range 

was the one going from 22 to 24 years-old (37,5% of the respondents were 23 years-old, 22,5% of the 

respondents were 22 years-old and 20% were 24 years-old). 

Question n. 21: What is your gender? 

In the case of Danish, 60% of respondents were males and 40% females, while in the case of Italians 

50% were males and 50% females. Overall, the total percentage of males was 55% and of females 

45%. 

Question n. 22: What is your monthly income, SU included? 

As the table below displays, Danish respondents have overall a higher income compared to Italian 

ones. In particular, all Danish respondents have a minimum income of 6000 DKK per month. In 

particular, 35% of the respondents has an income between 6000 DKK and 8000 DKK, 35% has an 

income between 8000 and 10.000 DKK and 30% earns more than 10.000 DKK. On the contrary, 15% 

of Italian respondents earns less than 2000 DKK and 15% earns between 2000 DKK and 4000 DKK. 

35% of Italians has an income between 6000 and 8000 DKK. However only the 10% has income 
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between 8000 and 10.000 DKK and only 10% has an income higher than 10.000 DKK. These results 

are displayed in the table below. 

 Danes Italians 

Less than 2000 DKK 00,00% 15,00% 

Between 2000 and 4000 DKK 00,00% 15,00% 

Between 4000 and 6000 DKK 00,00% 00,00% 

Between 6000 and 8000 DKK 30,00% 35,00% 

Between 8000 and 10.000 DKK 35,00% 10,00% 

More than 10.000 DKK 30,00% 10,00% 

I would prefer not to say 05,00% 15,00% 

Table 12 Distribution of income among the respondents, own elaboration (2018) 

 

Question n. 23: What is the study level you are currently enrolled in? 

55% of Danish participants were Master students and the remaining 45% were bachelor students. 15% 

of Italian participants were bachelor students, 5% PhD students and the remaining ones were 

completing their Master. 

Question n. 24: Besides studying, are you currently working? 

80% of Danish participants had a part-time job, 15% a full-time job and 5% was completing an unpaid 

internship. 45% of Italian participants was only studying, 35% had a part-time job, 5% had a full time 

job and the remaining respondents were completing and internship (5% an unpaid internship and 10% 

a paid internship). 

Question n. 25: How long have you been living in Denmark? 

All the Danish respondents have always been living in Denmark. 40% of Italian respondents has been 

living in Denmark for less than one year, 35% for more than two years, 15% for one year, and 10% for 

3 years. 
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Question n. 26: What is your nationality? 

As already mentioned, 50% of the participants were Danish and 50% were Italian. 

9. DISCUSSION 

 

The discussion is divided into three main sections. In the first section, the hypotheses will be 

confirmed or falsified and relevant trends will be identified basing on the data derived from the 

neuromarketing experiment. Further, the data from the Qualtrics survey will be connected to the ones 

deriving from the neuromarketing experiment to provide better explanations for the findings. In the 

second main section, the evaluations of respondents who defined themselves as experts of Italian 

organic wines will be discussed. Lastly, in the third main section, it will be investigated how 

participants’ evaluations change for one specific organic wine which was already well known before 

the experiment. The aim is to understand whether different degrees of knowledge can cause different 

evaluations. 

 

Section 1  

9.1 Statistical relevance 

 

Before investigating whether the hypotheses are confirmed and before identifying relevant trends, a 

premise about the statistical evidence of the comparison between Danish and Italian means is 

necessary. As explained in the analysis section, the T-test of Student addresses the statistical 

difference between the Danish and Italians means in terms of TTFF, duration and evaluations of 

design, quality and price. Since the observations are 40 and the groups compared are 2, the degrees of 

freedom to calculate all the “ts” are 38. The confidence interval used is 0,05. Based on these values 

and on the t-distribution table (two-tails), the value of “t” to be compared with the ones reported in the 

analysis is 2,024. From this comparison it emerged that the differences between Italian and Danish 

means have no statistical evidence, except for the difference between the two means of quality 

perception of the organic Valpolicella. Nevertheless, the results show several trends which will be 

discussed in the following section.  
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9.2 Hypotheses 

 

The main trend is related to the TTFF of the AOIs on the organic sign: Danes looked at the organic 

sign of each bottle before Italians. This means that Danish respondents recognized the organic sing 

before Italians (IMotions, 2018). Moreover, as far as it concerns the duration, Danes spent more time 

looking at the organic sticker, which means that they had a high level of interest and attraction towards 

it (ibid).  Dissimilarly from Danish participants, Italians spent more time on the entire label of the 

organic bottle. However, it must be taken into consideration a possible bias influencing Italian 

respondents: since the wines were from Italy, the label was also written in Italian. Nevertheless, the 

text indicating the type of wine, the producer and the controlled denomination of the wine are the only 

written elements in the label and they do not require a lot of time and attention to be read. Therefore, 

the fact that Italians tried to read the label written in their native language would not explain why they 

spent more time looking at the label instead of staring at the organic sign. Moreover, it can be argued 

that Danish participants could have tried to read the text in Italian. Being Italian a foreign language for 

them, they could have spent even more time than Italians looking at the entire label and trying to 

interpret the text. Since that did not happen, the most obvious conclusion observing TTFF and 

duration of fixation, is that Italians were not interested in the organic sing or were less attracted by it 

than Danes. In the next sections, the results related to design, quality and price will be discussed in the 

light of the findings discussed in this paragraph 

 

Hypothesis 1: design 

Comparing the answers of Danish and Italian participants in terms of design of organic wines, the 

design of two organic wines out of three (namely Franciacorta and Valpolicella), has been rated on 

average more positively by Danes than by Italians. The first hypothesis stated that on average, Danish 

students are more likely than Italian students to evaluate positively the design of a bottle if the organic 

sticker is present. Therefore, this hypothesis is confirmed for two out of three bottles, but not for the 

Soave alternatives. In this case, Danish participants probably did not like the design of the bottles of 

Soave. This suggests that also the design of the entire bottles may have played an important role. As a 

matter of fact, even if the designs were extremely similar to each other, they still presented minor 

differences, such as the shape, and it is possible that those differences influenced the evaluations of 

design itself. 

 

Other findings 

Another point must be discussed for this hypothesis. Focusing exclusively on the estimations of Danes 

in terms of design, they evaluated the non-organic Franciacorta and Valpolicella slightly better than 



91 
 

the respective organic versions. Since the difference between the design of the same type of wine was 

exclusively due to the presence of the organic sign, this finding demonstrates that the organic sticker 

does not actually play a key role in shaping Danish consumers’ evaluations. Further, this finding 

demonstrates that the premises on which the hypothesis is built should be reviewed. Indeed, basing on 

the market data cited in the literature review section, it was given for granted that Danish participants 

would have preferred the organic alternative to the non-organic one. As matter of fact, market data 

indicate a considerable development of the Danish organic market and a high consumption of organic 

products in Denmark. For this reason, it was expected that Danish participants would have been 

affected by the presence of the organic sign to the extent that they would have preferred the organic 

alternative to the non-organic one. This assumption was left implicit, but it is relevant to report that it 

is not supported by the data collected. This elucidation does not mean that the data included in the 

literature review, on which the hypotheses are based, do not represent a solid foundation for this 

research. Rather, this issue was addressed to show that the organic sign did not have a constant and 

strong effect on students’ evaluations of design. In the light of this finding, it is possible to conclude 

that this hypothesis finds only partial support. Indeed, Danish participants rated the design of organic 

wine higher than Italians. However, the organic sign does not consistently influence the evaluations of 

Danish participants. Indeed, they preferred the non-organic bottle´s design in two cases out of three.  

 

Hypothesis 2: quality 

As far as it regards the quality perception, another trend can be noticed. Comparing the averages of 

Danes and Italians, two out of three organic alternatives (Valpolicella and Soave) were evaluated 

better by Italians. In other words, Danish participants perceived quality as lower for two out of three 

organic bottles compared to Italians. Since the second hypothesis argued that on average, Danish 

students are more likely than Italian students to evaluate positively the quality of a specific wine if the 

organic sticker is present on the bottle, this hypothesis is not supported.  

 

Additionally, comparing Danish and Italians, inconsistencies between the evaluations of design and 

quality emerged. As mentioned above, Danish respondents attributed a more positive score to the 

design of two organic bottles, but this did not influence their perception of quality. Therefore, the 

recognition of the organic sign and a positive evaluation of the design do not directly guarantee 

positive estimations of quality. The quicker recognition may simply mean that there is a higher 

familiarity with the organic concept, but this previous and more developed knowledge does not have 

any effect on the quality perception.  
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Other findings 

Focusing on Danish participants, they always rated the quality of non-organic wines better than the 

one of organic alternatives. This trend further demonstrates that the second hypothesis does not find 

support. Maintaining the focus exclusively on Danish participants, their evaluations of quality can be 

explained basing on their estimations of design. As mentioned above, Danes preferred the design of 

the non-organic Franciacorta and Valpolicella compared to the respective organic alternatives. 

Therefore, it is understandable why the quality of non-organic alternatives was rated as superior in two 

cases out of three by Danish respondents  

 

Hypothesis 2a 

In order to discuss the hypothesis 2a, Italian and Danish respondents will first be considered 

separately. As far as it regards Italians, there is no consistency between their evaluations of design and 

quality. In other words, when they preferred the design of the organic alternative, then they rated the 

quality of the non-organic alternative as superior. Meanwhile, when they showed a preference for the 

non-organic wine’s design, then they rated better the quality of the organic alternative. The same 

happened for Danish respondents in the case of Soave. In the other two cases (Franciacorta and 

Valpolicella), both the design and the quality of the non-organic alternative were preferred. However, 

these two cases do not represent an evidence strong enough to state that design influenced consistently 

the perceived quality. Additionally, comparing Danish and Italian respondents, Danes rated the design 

of organic wines better in two cases. However, Danes considered the quality of the organic bottle 

superior than the non-organic one only in the case of Soave. In other words, Italians rated the quality 

of organic wines better than Danes in two cases out of three. These observations confirm that there is 

no empirical support for the hypothesis 2a, stating that: the evaluation of design influences the 

perception of high quality in a direct proportional way. 

 

Hypothesis 3: price 

Comparing the willingness to pay of Danish and Italian respondents for organic wines, only the price 

of one organic wine (Soave) was evaluated more positively by Danes. In other words, Italians 

attributed to organic Franciacorta and Valpolicella a price slightly higher than the one attributed by 

Danes. The third hypothesis stated that on average, Danish students are more likely than Italian 

students to demonstrate a higher willingness to pay for organic wines. Therefore, this hypothesis is 

not supported. 
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Other findings 

To further investigate the role of the organic sign in price’s evaluations, the responses of Danes and 

Italians will be considered separately. To reach a deeper level of understanding, the difference 

between the price attributed to the organic wine and the price attributed to the non-organic wine was 

calculated. As mentioned in the analysis, this difference is calculated as: 

 

Δ = P organic wine – P non-organic wine 

 

As a consequence, a negative difference implies that the price attributed to the non-organic alternative 

is higher than the one assigned to respective the organic one.  

 

Considering Italians, the delta was always negative, meaning that Italians constantly attributed a 

higher price to the non-organic wine than to the respective organic one. So, even if from the discussion 

focused on the hypotheses it could emerge that Italians are more concerned than Danes about the 

organic sign, this is not actually confirmed. This can lead to several conclusions. First of all, Italians 

are not interested in the organic feature and for this reason the organic sign does not influence their 

evaluations in terms of price. Consequently, they showed to be willing to pay a higher price for non-

organic wine. Secondly, considering only the case of Valpolicella, an optimism bias may have 

influenced prices´ evaluations. According to Sharot (2011), optimism bias is defined as the difference 

between a person's expectation and the outcome that follows. The bias is optimistic if expectations are 

better than reality. On the contrary, the bias is pessimistic if reality is better than expected. Italians 

rated the quality of the organic Valpolicella higher than the one of the non-organic alternative and 

after that they sip a bit of wine (always the same for every bottle) before rating the price. If they 

perceived the organic Valpolicella as a high-quality wine but the taste did not match their 

expectations, the optimism bias influenced their evaluations. In other words, disappointment may have 

lead them to attribute to the organic Valpolicella a lower price than the non-organic one. 

 

Focusing on Danish respondents, for two out of three wines the delta calculated as mentioned above is 

slightly positive. Therefore, considering exclusively the evaluations of Danes, the organic sign 

positively influenced price evaluations. However, since Danes on average are less willing to pay than 

Italians, the role of the organic sign was not strong enough to reflect the cultural difference between 

Danes and Italians. In conclusion, as it was the case for the first hypothesis, also this one finds only 

partial support. 
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Hypothesis 3a 

Due to the absence of trends in terms of quality and willingness to pay, it can be concluded that quality 

and willingness to pay are not directly related. Indeed, considering Italian respondents and all the three 

types of wines, the evaluations of quality and price were not directly proportional: if they rated better 

the quality of an organic wine, then they rated its price as lower compared to the non-organic 

alternative, or vice versa. The same happened in two cases out of three considering Danish 

respondents. Since the hypothesis stated that the evaluation of perceived quality influences the 

willingness to pay in a direct proportional way, the hypothesis 3a is not supported. 

9.3 Framework 

 

This section aims to explain why the hypotheses were not supported and the reasons behind the 

observed results. To reach this objective, the variables of the framework will be analysed one by one 

basing on the data collected through the Qualtrics survey. Analysing the influence of internal and 

external drivers of the framework is equivalent to making a step back and trying to understand the 

reasons behind the data observed through the neuromarketing experiment. 

9.3.1 Internal Drivers 

 

Ideals: environment and health concerns 

Environmental and health concerns cannot explain the differences in TTFF, duration and estimations 

between Danish and Italian respondents. Indeed, Danish and Italians were extremely similar in terms 

of health and environmental concerns. In other words, since Danish and Italian respondents do not 

have any difference in relation to environmental and health concerns, these drivers cannot explain why 

Italians and Danes looked at the organic label in different moments and for a different time. Further, 

they cannot provide additional explanations of the evaluations of the two target groups.  

 

Individual food styles 

Likewise, also individual food styles cannot lead to any dissimilar evaluation as the majority of both 

Danish (90%) and Italian (85%) participants does not follow any specific diet. For this reason, 

investigating the influence of this driver is not worthy, as almost none of the respondents has 

particular food styles that may lead to evaluate organic products in general, and organic wines in 

particular, more positively than non-organic alternatives.  
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Past experience 

For most of Danish respondents, less than 50% of what they drink is wine and the organic alternative 

is almost never a choice when they drink wine. Italians seem to drink overall more alcoholic products 

than Danes. However, the amount of wine that the two groups drink and purchase is similar. 

Therefore, these two groups show a high homogeneity in terms of drinking habits related to wine. 

Focusing on previous knowledge, almost all Danish respondents did not know the wines they were 

required to evaluate during the experiment and they did not considered themselves experts of Italian 

organic wines. Therefore, previous experience did not play a key role in influencing Danish 

participants’ evaluations. As far as it concerns Italians, previous experience has a stronger effect: 92% 

of the respondents had previous experience of the wines they were asked to evaluate, in particular of 

Valpolicella and Franciacorta. Further, 40% of Italian respondents rated themselves as experts of 

Italian organic wines. Due to the absence of remarkable trends when considering the entire sample of 

respondents, the evaluations on design, quality and price of the Italians who rated themselves as 

experts of Italian organic wine, will be further discussed. Additionally, a section will be devoted to 

investigate how participants’ evaluations change specifically for the most known wine, namely 

organic Valpolicella. Analysing in detail how estimations change if respondents are experts or if the 

wine was already known, can prove that higher expertise or previous knowledge (and not the organic 

sign) foster the sales of organic wines.  

 

Knowledge of the organic matter 

Almost all Italian and Danish respondents (95% in both cases) declared to know the meaning of 

organic. Besides, they confirmed that the definition they had in mind corresponded to the one 

provided. Therefore, it is obvious that this variable will not lead to any difference in evaluations on 

price, quality and design between Danish and Italian respondents, since both groups have the exact 

same level of knowledge. However, interesting findings emerge considering the sources of knowledge 

of the organic matter. On the one hand, Danish respondents were introduced to the organic concept 

mainly at school (40%). The second most relevant sources of knowledge were family and friends as 

well as media (both with a weight of 20%). On the other hand, the main source of knowledge for 

Italian respondents is individual research (35%). Moreover, focusing on Italians, only in 5% of the 

cases the meaning of organic was learnt from family and friends. This demonstrates that the organic 

matter is a more discussed theme in the Danish society. Additionally, they did not need to actively 

engage in individual research. Rather, they were exposed to the organic matter because of the 

influence of the external environment (school, friends and family). For this reason, Danish respondents 

have been familiar with the organic concept for longer. Previous education received on the organic 
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matter can explain why Danish respondents recognised the organic sticker sooner and why they looked 

at it longer than Italians.  

 

Trust in the label 

On average, Danish participants have a higher trust in the organic sticker than Italian ones. One of the 

reasons can be the main source of the organic matter’s knowledge, which is the educational system. 

Since this is an extremely reliable source, Danish participants probably do not doubt that organic 

products follow precise standards.  

 

Summary of the findings about internal drivers 

The higher familiarity with the organic sign and the trust in the label are the factors explaining why 

Danes recognised the organic sticker more quickly than Italians. However, it is clear that a higher ease 

of recognition is not directly related to positive attitudes towards design, quality and price of the 

organic wine. Even if the results of the eye tracking experiment did not verify the hypotheses, the 

behaviour of participants changed according to the different sources from which participants derived 

their knowledge of the organic matter and according to their level of trust in the organic sign. As a 

matter of fact, Danish participants recognised the organic sign and stared it for longer than Italians. 

Therefore, it is proven that there is a link between variables belonging to participants’ background and 

their behaviour when faced with organic and non-organic alternatives. This confirms that the 

reasoning behind the framework is valid and that the framework can be applied again to investigate 

consumers attitudes.  

9.3.2 External drivers 

 

Availability and other obstacles to the consumption of organic wine 

Low availability of organic wine in retail shops seems to be one of the main obstacles for 

consumption, above all for Italians. For this target group, low availability has a weight of 33,33%, 

being the main reason why they do not purchase organic wine. As far as it regards Italians, they might 

have thought about availability in the Danish or in the Italian market. If they have not been in 

Denmark for a long time, they were probably thinking about availability of organic wines in the Italian 

market. In this regard, in Italy it is more difficult to find organic wines as the distribution is not as 

concentrated in hypermarkets and supermarkets as it is in Denmark (see section 4.6 and 4.8). Instead, 

students who have been living in Denmark for longer were probably thinking about availability in the 

Danish market. Therefore, in this case, the low availability perceived by Italians is due to their lack of 

awareness about where to look for organic products. Consequently, it can also be concluded that 
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Italian participants are not willing to look for organic alternatives, as the market data confirmed that in 

Denmark organic products are largely available. This indicates that Italians can be defined as 

pragmatic consumers, who consume organic products only if they are easy to be found (Hjelmar, 

2011). Focusing on Danish respondents, the main obstacles to consumption for them is scepticism 

about the claimed benefits of organic products, followed by the fact that they do not care about the 

consumption of organic wine and lastly the price.  

 

Social Modelling 

For both Italian and Danish respondents, social modelling has a very low impact on potential 

consumption of organic wine. Indeed, when asked about the reasons why they consume organic 

products, both target groups stated that their friends, family and flatmates are not used to consume 

organic products. In particular the variable “I consume organic wine because my 

friends/parents/flatmates consume organic wine” had a weight of 0% for Danish respondents and of 

5,71% for Italian respondents. Since this variable had a very low weight for both Danes and Italians, it 

is unlikely that social modelling led to different evaluations of the two groups in terms of design, 

quality and price of organic wine.  

 

This can seem in opposition with the role of family and friends as sources of knowledge of the organic 

matter for Danish respondents. However, this is not the case. Indeed, participants’ personal network 

can play a key role in introducing them to the organic concept. For instance, parents may have 

explained the meaning of organic to their children. However, educating people about the meaning of 

organic does not necessarily imply that organic products are also consumed. Therefore, the 

surrounding network of Danish participants probably made them familiarize with the meaning of 

organic but did not make them consume organic wine. 

 

Social influence 

As explained in the framework section, the alternative “I like the concept of organic” was included in 

the survey to study the effect of social influence. Organic consumption is indeed becoming a trend. As 

a consequence, people may “like the concept of organic” simply because it is gaining popularity. 

However, this does not necessarily mean that they attach further values to it. In other words, people 

may be willing to consume organic products because they are popular, even if they are not aware of 

the benefits of organic products or even if they do not have any health or environmental concern.  

 

Surprisingly, Italians like the concept of organic more than Danish consumers. This was not expected 

because the organic market in Italy is booming in these years, as demonstrated in the first section of 
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this thesis. Hence, Italians have not been exposed to organic products as long as Danes since the 

organic matter is still relatively new for Italians. It is likely that precisely for this reason, namely 

because it is a new trend, organic consumption is fascinating for them.  

 

Income 

The income of Danish participants is slightly higher than the one of Italian participants. This is 

reflected in the price’s evaluation of the two groups in the Qualtrics survey. In the Qualtrics survey 

Italians constantly selected lower prices compared to the ones selected by Danes both for organic and 

non-organic wines. However, when estimating the prices during the neuromarketing experiment, 

Danish participants were less willing to pay for organic wines than Italians in two cases out of three. 

To explain this discrepancy it is necessary to focus on Italians. Probably, they were aware of their 

resources constrains when engaging in a rational thinking process during the Qualtrics survey, 

therefore they chose prices lower than the ones inserted by Danes. However, during the 

neuromarketing experiment, a setting where the irrational side influenced participants´ behaviour, 

Italians attributed higher prices to the organic alternatives compared to Danes. This choice was 

probably due to the fact that Italians are influenced by organic consumption as a trend and by the fact 

that they do believe that organic wine can have concrete benefits. These two factors, which influenced 

participants on an irrational level, led them to evaluate organic wines better than Danes in two cases 

out of three. Focusing on Danish participants, the fact that they have more resources available, led 

them to insert higher prices in the Qualtrics survey. However, the fact that they believe that organic 

products do not have any concrete benefit, led them to under-price organic products during the 

neuromarketing experiment. This demonstrates that, if consumers believe that the product does not 

have any benefit, a higher amount of resources is not enough to overcome this belief and make them 

willing to pay a higher price.   

 

9.3.3 Summary of the findings 

 

To summarize, a deeper and more developed knowledge of the organic concept can lead to recognise 

the organic sign faster and to look at it for more time. However, this faster recognition and longer 

observation of the organic sing do not directly lead to evaluate the design or the quality of organic 

wine better. Additionally, the fact that Danes have been more exposed to the organic concept makes 

them willing to pay a higher price for organic than non-organic wine. However, this cultural 

background is not strong enough to confirm the hypothesis based on which Danes are more willing to 

pay for organic products in comparison with Italians. As a matter of fact, in terms of past experience, 

the two target groups are extremely similar. Therefore, this variable did not cause differences in 
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evaluations of design, price and quality. The variable trust in the label influenced the behaviour and 

the evaluations exclusively of Danish participants. Moreover, the fact that Danes were exposed to the 

organic sign since when they were at school (as it is indicated by the variable knowledge) can explain 

why they focused longer on the organic sign and noticed it before Italian participants. However, 

maintaining the focus on internal drivers, the two groups were extremely similar in terms of ideals and 

individual food styles. Consequently, these two variables cannot lead to different evaluations. 

Focusing on external drivers, the Qualtrics survey showed that the variable social modelling did not 

actually influence Danes nor Italians, while the variable social influence had a stronger effect only on 

Italians. However, this stronger effect is counterbalanced by the fact that Italians have more 

difficulties in finding organic wine and lower resources at their disposal. Indeed, they have a lower 

income as well as less knowledge than Danes about where to find organic wines. Considering Danes, 

their higher availability of resources and the fact that they know where to find organic wines better 

than Italians are counterbalanced by their doubts on the benefits deriving from the organic feature. 

This is contradictory considering their trust in the organic sign, which emerged through the survey. 

Probably this incoherence is due to the fact that Danes trust the organic sing as a guarantee of 

standards respected during the production process. Nevertheless, they believe that the way in which 

organic wines are made would not convey any concrete incremental benefit to the final consumer in 

comparison with non-organic alternatives. 

 

9.3.4 Critical evaluation of the framework 

 

Internal and external drivers should have highlighted the differences between the backgrounds of 

Danes and Italians. These differences in turn were supposed to lead Danish and Italian participants to 

evaluate organic wines differently. However, as outlined in the sections above, the evaluations of 

Danish and Italian participants are extremely similar. This is due to the fact that the two target groups 

do not substantially differ in any of the aspects captured by the internal and external drivers of the 

framework. Therefore, it is possible to conclude that there is coherence between the framework and 

the evaluations of participants: no differences are outlined by internal and external drivers and no 

trend emerged in terms of evaluations.  

 

However, the fact that no trend emerged, does not mean that the framework is not useful or relevant to 

study organic consumption. The variables included in the framework are indeed derived from relevant 

literature and in particular from studies focused on organic consumption. Furthermore, the framework 

is based on the original version of and on more recent revisions of the Theory of Planned Behaviour. 

Moreover, the TPB is still used nowadays to study organic consumption. These factors ensure that the 
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premises of the framework are relevant and suitable to study organic wine consumption from a 

modern perspective. Consequently, this framework can be utilised again to study, for instance, 

consumption habits in relation with organic food. Alternatively, the framework can be used to 

investigate consumption of organic wine in different geographical areas. The foundations of the 

framework should be reviewed only if, after applying the framework to a relevant number of cases, the 

drivers will not highlight any difference between the target groups being studied. In other words, if the 

scenario of the current research (in which the internal and external drivers of the framework were not 

different comparing Danes and Italians) gets repeated for a relevant number of times, then the 

framework will need to be reviewed. 

 

9.4 Further discussion 

 

In the following sections, it will be discussed how evaluations changed considering different 

subgroups within the sample. The first subgroup considered is the one of experts, meaning respondents 

who had a higher level of general knowledge of Italian organic wines. The second subgroup is 

composed by respondents who specifically knew one of the wines presented during the experiment, 

namely organic Valpolicella. The aim is to understand if and how different degrees of previous 

experience influence respondents´ attitudes. 

 

Section 2 

9.4.1 Discussion on experts 

 

As mentioned in the previous section, 40% of Italian respondents rated themselves as experts of Italian 

organic wines. These respondents have been identified using the Qualtrics survey. Further, their TTFF 

and duration of fixation on the three AOI have been measured using Microsoft Excel. Successively, 

the evaluations of design, price and quality of this group were isolated. As a last step, the TTFF, the 

duration of fixation on the AOI, and the evaluations of the “experts” were compared with the ones of 

“non-experts”. The final aim is to understand whether a different degree of knowledge of Italian 

organic wines can cause a different attitude towards these wines.  

 

Composition of the sample 

The sample of experts is composed entirely by Italians, while the non-experts’ group includes a small 

percentage of Italians and all Danish participants. Therefore, in this case, the different background of 

participants does not play a key role. In other words, the criterion to differentiate the two groups is not 
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the nationality anymore. Rather, it is their self-assessed level of knowledge of Italian organic wines. 

For this reason, the influence of the variables included in the framework is not relevant in this 

circumstance. Indeed, the point is no more to understand if different backgrounds can cause different 

attitudes. Rather, the purpose is to clarify whether a higher level of knowledge of Italian organic wines 

leads consumers to have a more positive attitude towards organic wine, regardless of their nationality. 

To achieve this objective, the estimations and behaviour of experts during the neuromarketing 

experiment will be compared with the ones of nonexperts. 

 

TTFF and duration 

As shown in the graph 1 in Appendix 4, experts noticed the organic sticker later than non-experts. 

Further, they stared at the organic sign and at the cork less than non-experts (in two cases out of three). 

However, they spent more time on the label in two out of three cases (Appendix 4, graph 2). These 

data can be explained by several factors. First of all, all the “experts” are Italians. Therefore, the 

experts’ average TTFF on the organic sign is higher because the average of non-experts is lowered by 

the TTFF of Danish respondents. Likewise, also the duration on the organic sign is lower for experts, 

because the non-experts include all the Danish respondents who stared at the organic sign for longer. 

Another possible explanation of these results is that experts focused on the label to look for 

information they were familiar with regarding the characteristics of the wine and, thus, to evaluate the 

wine better. This tendency might have been reinforced by the fact that all expert respondents were 

Italian, and therefore they could have found information written in their native language on which to 

base their evaluations.  

 

Evaluations of design, quality and price 

Focusing on the evaluations of experts and considering both organic and non-organic alternatives, in 

two cases (Franciacorta non-organic and Valpolicella organic) the evaluations of design influenced the 

evaluations of quality. In other words, when the design was evaluated as superior, also the quality was 

given a higher rate. Even if this trend proves that there is a link between design and quality, this 

dependency cannot be attributed to the organic sticker since one of the wines was not-organic 

(Franciacorta). Additionally, the evaluations of design and quality are not reflected in price’s 

estimations. The absence of a parallelism between design, quality and price in the entire data set can 

be explained by several factors. First, all the participants of the present study were students. Therefore, 

their estimations of price were extremely uniform, due to the fact that participants have a similar 

income. If this study was repeated analysing attitudes of people with very different incomes, then the 

results would probably be different and trends in terms of willingness to pay could emerge. Besides, as 

the Qualtrics survey showed, experts recognised at least one of the wines and, when evaluating it, they 
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relied on their previous knowledge. However, they were given a low-quality wine, which probably 

disappointed respondents expecting a different taste.  

 

Another reason to explain the absence of a trend in terms of price is that, in this research, both price 

and quality had to be estimated basing on the presence or absence of the organic sign. However, it 

resulted that the driver organic sign was not strong enough to consistently influence participants’ 

evaluations. For this reason, a trend cannot be observed in terms of evaluations of design, quality, and 

price. This phenomenon can be explained also by the fact that price is the main variable on which 

consumers’ perceptions of quality are usually built. In other words, consumers usually determine the 

quality of a wine basing on the price. This has been confirmed by several neuromarketing 

experiments, which were structured to study this mechanism. These researches revealed that people 

experience more pleasure when they think they are drinking a $45 wine instead of a $5 bottle (Dooley, 

2017). Besides, it was discovered that price is not just about inferences of quality, but it can also affect 

the real quality experienced by participants while tasting the wine (ibid). Moreover, the authors of the 

above-mentioned studies state that investments in wine are “investments in self-identity”. However, 

from the Qualtrics survey it emerged that the concept of organic is not a key component of 

participants’ identity. This can also explain why a higher willingness to pay for organic products was 

not observed consistently. 

 

Focusing on the group of experts, the absence of a trend in the evaluations can be surprising, given 

their higher level of knowledge. However, wine is not an exact science. This is also confirmed by a 

research focusing on expert juries’ evaluations of wines in California (Derbyshire, 2013). In these kind 

of competitions, judges would be presented with samples to sniff and sip. Some wines would be 

presented to the panel three times, poured from the same bottle each time in order to ensure that the 

judgements have solid basis. Even if trained, judges were not consistent in evaluating these wines. If 

professionals are not able to provide consistent evaluations and to understand that they are drinking 

the same wine more than once, then it is not surprising that students cannot either. Besides, as the 

example of expert juries demonstrates, there is no well-defined set of criteria based on which wines 

can be consistently evaluated. Evaluations indeed seem to be influenced by several factors. The reason 

is that the experienced pleasantness (EP) deriving from consuming a specific good depends both on its 

intrinsic properties and on the state of the individual (Plassmann, 2011). Considering this information, 

there are thousandths of scenarios and combinations that can explain why judges failed in providing 

uniform opinions about wines. However, there is one way to manipulate EP and it is, again, the price. 

It has been proven that changing the price of a wine influences the area of the brain responsible of 

rating tastes, smells and even music (ibid). The crucial role of price is due to the fact that wine is a 
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particularly risky product because its real quality cannot be known before consuming it (Sherman & 

Tuten, 2011). Therefore, pricing strategies can be effective in guiding consumers evaluations, in 

reducing this risk and in incrementing purchases. 

 

In the next section, the results of respondents who knew a specific wine will be discussed. This section 

differs from the previous one because the focus is on knowing a specific wine, not on the level of 

previous and general knowledge (with general meaning that this knowledge is not related to a specific 

wine).  

 

Section 3 

9.4.2 Discussion on respondents who already tasted the organic Valpolicella 

  

In this section the results scored by those respondents who already tasted the organic Valpolicella 

before the experiment will be outlined. More precisely, the results of two groups will be compared: the 

first group is composed by participants who already tasted the organic Valpolicella before the 

experiment, while the second group includes the ones who did not know the wine before the 

experiment. The aim is to understand whether a previous experience of the organic wine can positively 

influence the evaluations of the organic alternative. The focus on Valpolicella is due to the high 

number of respondents who already tasted the wine. According to the results displayed by Qualtrics, 

eleven participants already tasted the organic Valpolicella. On the contrary, the number of participants 

who tasted the organic Soave and Franciacorta is not high enough for a significant analysis.  

 

Also in this case a comparison between the backgrounds of the two groups is not pertinent. The focus 

is on investigating whether the evaluations of design, quality and price vary due to previous 

experience of the wine being evaluated, in this case the organic Valpolicella. Besides, the two groups 

are not balanced in terms of number of Danes and Italians, and the two nationalities are mixed within 

the two groups. Therefore, comparing the background of the two groups would not useful to highlight 

any general trend. 

  

TTFF and duration 

On average the groups of respondents who had previous experience of the organic Valpolicella looked 

at the organic sign before the ones that did not know the wine (Appendix 4, graph 3). However, 

considering the time spent on the organic sign, the first group (who already tasted the organic 

Valpolicella) stared at it less than the second one. The same tendency can be observed in relation to 
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the label and the cork, as shown in graph 4 in Appendix 4. A possible reason behind these findings is 

the previous experience of the first group: since respondents already knew the organic wine, they were 

probably familiar with it. Therefore, not only they recognized its components before, but they also 

needed less time to search for information that they already knew. Respondents of the second group 

instead did not know anything in specific about the organic Valpolicella. Consequently, they needed 

more time to search for information about the wine. This can also explain why the second group 

focused more on the label and noticed the organic sing later, namely because the label is usually the 

main source of information related to a specific wine. This is also confirmed by a study of Bettman & 

Park (1980) who state that different levels of previous experience cause different evaluation processes 

of available alternatives. For instance, when the level of previous experience is high, the process to 

elaborate information is shorter. To conclude, previous experience with the organic Valpolicella made 

people notice the organic sign before and stare at it less. In other words, having previous experience 

on wine makes people spend less time in processing the information to evaluate the wine. To better 

understand whether previous experience had a real impact, the evaluations of design, quality and price 

of the two groups will be discussed in the next paragraphs. 

 

Evaluations of design, quality and price 

As shown in the graph 5 in appendix 4, those who already tasted the organic Valpolicella rated its 

design and quality more positively than respondents who did not know the wine before the 

experiment. Besides, the first group showed a slightly higher willingness to pay a premium price than 

the second group (Appendix 4, graph 6). It can be concluded that the previous experience of that 

specific wine, recalled also by the organic sticker, affected positively the evaluations on that wine. To 

better understand this result, several considerations must be done. First, all the participants have the 

same knowledge of the organic concept. They only differ in previous experience regarding the organic 

Valpolicella. Therefore, it is possible to conclude that, if a consumer evaluates more positively an 

organic wine, his/her previous experience of that wine has a stronger influence in shaping these 

evaluations than being familiar with the organic concept. Secondly, the willingness to pay a higher 

price showed by those who already tasted the organic wine can be related to their previous experience 

also of the organic prices. Indeed, knowing the wine, they probably had a more precise idea of the 

price of the organic Valpolicella than respondents who did not know it.  

 

To better understand whether participants of the first group were really affected by the presence of the 

organic sign or simply by the previous experience, a comparison of their evaluations between organic 

and non-organic Valpolicella is needed. As shown in graph 7 in appendix 4, those who knew the 

organic Valpolicella preferred the design and the quality of the organic version instead of the non-
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organic one. However, results on the price estimations are not coherent with these evaluations. In other 

words, they estimated the price of the organic Valpolicella lower than the one of the non-organic 

alternative (Appendix 4, graph 8). This can lead to the conclusion that the organic sing recalled their 

previous experience of the wine and this experience (not the organic sign) made them prefer the design 

and the quality. However, a higher estimation of design and quality is not directly reflected in a 

willingness to pay a higher price for the organic version. This can be due to several reasons. First, 

respondents could have been affected by the optimism bias: knowing the taste of the organic 

Valpolicella, they may have built expectations that were not confirmed by the wine provided. Second, 

participants may believe that the organic wine has benefits, but for them these benefits are not worthy 

a higher price. Therefore, they attributed to it a lower price. This confirms that the organic sticker is 

not strong enough to persuade people to pay a higher price for the organic wine than the non-organic 

version, even if the wine is known. This finding is also supported by the studies of Delmas and Grand 

(2014) as well as the ones of Abraben, Grogan and Gao (2017). The first study explores the attitudes 

of Californians towards organic wine by comparing it with non-organic alternatives. The second 

research compares Italians and Americans’ attitudes towards organic red wine from Tuscany. 

According to the second study, organic production can add higher value to the wine for the consumer 

but notifying the usage of those practises through a sticker is not actually effective (Abraben et al., 

2017). The same findings are outlined in the work of Delmas and Grand (2014), who stated that the 

organic certification rises the quality perception of the organic wine on the respective non-organic 

alternative. However, this increase in perceived quality is not mirrored by a possible willingness to 

pay a higher price for the organic wine (Delmas and Grand, 2014).  

 

To conclude, if the wine has already been tasted, people evaluate it better and they are willing to pay a 

higher price compared to who did not know the wine before. However, this willingness to pay is not 

related to the organic sign and the benefits that it recalls, but it is exclusively related to previous 

experience and thus knowledge of the organic wines’ prices.  

9.5 The contribution of this study to existing research 

 

Before explaining why this thesis provides a valuable contribution to the existing research, a 

clarification on the reasons why the focus is on previous experience and not on brand recognition will 

follow. In the context of this study, brand recognition could not intervene since all the logos and labels 

were created specifically for this research. Besides, some of the wine producers mentioned on the 

labels exist, but they do not produce and sell the wine they were associated with.  However, the types 
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of grape really exist. This means that the types of grape could have been recognised and could have 

triggered the effects of previous experience. However, it is not possible to mention brand recognition.  

 

Several researches highlight the importance of previous experience from different perspectives. For 

instance, according to Pham (2004), experiences are used as information. This information, in 

conjunction with other information, may be combined into a judgment. Other authors (Bettman & 

Park, 1980) clarify that different levels of previous experience cause different evaluation processes of 

available alternatives, as explained above. Lastly, there are studies confirming that previous 

experience with a product is recalled by consumers when they are in settings where a choice has to be 

made (Brakus & al., 2009). These studies demonstrate that previous experience has a key role both in 

guiding consumers’ purchasing choices and in influencing their evaluation process. Under this 

perspective, the result of this research is particularly valuable since it adds information to the existing 

literature. As matter of fact, it shows that, among all the drivers considered, previous experience has 

the strongest influence when it comes to providing judgements on the organic wine. Further, it was 

demonstrated that previous experience leads to positive judgements. However, basing on the findings 

of this study, this is only mirrored by favourable judgements for design and quality, but not for price. 

Considering these results, organic wine producers should engage in marketing activities that develop 

experiences of the consumers on their organic wine. An example in this sense can be wine tastings.  

 

Regarding previous experience, based on the findings of this study, it is not possible to say whether 

the previous experience of participants with organic Valpolicella was negative, positive or neutral. 

Therefore, it is not possible to conclude that previous experience has necessarily to be positive in order 

to lead to positive judgments of an already known product being shown and evaluated among 

unknown alternatives. Future research could investigate how judgements of already known products 

change depending on the type of past experience.  

 

10. LIMITATIONS 

 

The present section will discuss the limitations of this study. In particular, the section will be 

organized in order to address the limitations for each part of the study. 

 

Literature review 

The Theory of Planned Behaviour, on which the framework developed to study the consumption of 

organic wine is based, is not recent. Indeed, it was developed by Ajzen in 1991. Therefore, it could be 

argued that it is not suitable to study contemporary consumption phenomena. However, as already 
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mentioned, more recent elaborations of the original version were included in the process of 

development of the framework used in this research. Moreover, the original version of the theory was 

used in recent studies focused on the consumption of organic food and organic wine, and it outlined 

remarkable findings. For these reasons, the TPB represents a solid foundation on which to develop a 

valid framework. A second possible limitation of the literature review process is the fact that some 

drivers included in the framework derive from studies focused on organic food consumption and not 

from studies specifically dealing with organic wine. Therefore, it could be argued that the drivers 

derived from those studies are not useful to analyse the attitudes towards organic wine. However, 

comparing studies focused on the consumption of organic food with those focused on the consumption 

of organic wine, there is always a remarkable overlapping in terms of drivers used to explain purchase 

intentions and consumption habits. This consistency in the factors mentioned in the literature, 

guarantees that the drivers included in the framework can provide valid explanations to the 

phenomenon being investigated. 

 

Hypotheses formulation 

As already mentioned during the discussion, the hypothesis should have been formulated to better 

capture the role of the organic sign. In other words, it should have been explicit that Danish 

participants were expected to prefer the organic wine not only compared to Italians but also compared 

to the non-organic alternative. However, this point was exhaustively addressed in the discussion 

section, hereby making it possible to incorporate this finding despite the lack of an hypothesis which 

would have guided research process. 

 

Sampling 

Being composed exclusively of students, the sample was too homogeneous to have differences related 

to most of the variables of the framework. However, this study still provides a valuable contribution in 

terms of progress of research and implications. Indeed, it demonstrates that nationality of consumers is 

not a factor on which wine makers should focus when elaborating their selling strategies.  

 

Methods 

Regarding the methods used to address the research question, limitations on both the eye tracking 

experiment and the Qualtrics survey will be highlighted.   

 

During the eye tracking experiment, participants were allowed to look at the slides containing images 

of bottles for all the time they needed, but later on only the data related to the first 2.148 seconds were 

analysed and discussed. Given this scenario, it could be argued that allowing participants to look at the 
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slides of bottles for a limited amount of time would have led to different results. This is probably true, 

as showing different slides for only two seconds would have meant to have a completely different set-

up. However, it is also likely that showing very similar images for a limited amount of time would 

have made participants focus only on the differences between the slides, to verify if their 

understanding of what was going on was correct. In other words, showing similar images in a rapid 

sequence would have highlighted the small differences between these images and participants would 

have focused on them to understand whether the differences they spotted were actually the factor 

distinguishing the images. Since the main difference among all the bottles was the organic sign, 

participants would have focused on it, but not because they were actually attracted by it and the 

concept behind it. Basically, if a time limit was set, focusing the attention on the organic sign would 

have been a rational decision, not the consequence of a positive attitude towards organic products. On 

the contrary, allowing participants to look at each slide for how much time they wanted, and only later 

isolate these two seconds, made it possible to understand on what participants irrationally decided to 

focus their attention on. Further, it created an environment more similar to the actual purchase setting. 

Therefore, the data collected with this method suit better the final purpose of this study. 

 

A second and last limitation regarding the neuromarketing experiment is that the slides containing 

images of bottles were not shown randomly: each participant saw the slides in the same order and this 

could have caused an order bias. However, data demonstrated that no order bias affected the data 

collection process. Further, showing the slides in this order allowed participants to unconsciously 

compare the organic alternative to the respective non-organic one, hereby allowing researchers to 

investigate the role of the organic sticker. 

 

Lastly, the Qualtrics survey present a limitation: while answering to the questions, participants had to 

self-report on their own behaviour. For this reason, they may not have reported the truth in order to, 

for instance, give socially desirable answers. This is due to the fact that the the area of investigation 

concerned a topic (organic consumption) that has a strong element of political correctness.  

 

11. MANAGERIAL IMPLICATIONS 

 

The role of the organic sign 

This study demonstrated that recognising the organic sticker does not directly translate into a higher 

willingness to pay or into having a more positive attitude towards organic wine, both in general or 

compared to the non-organic alternative. This is due to the fact that students are not apparently 

interested in the organic feature when it comes to wine. As it emerged, they perceive the price of 
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organic wine as an obstacle, they do not actively look for a place to buy it and they do not believe that 

it has concrete benefits. Moreover, considering the investment in wine as an investment in self-

identity, it is clear that students are not willing to pay for a feature they do not care about. In simple 

terms, students are not willing to pay a higher price for a product whose associated costs are perceived 

as higher than the benefits. This finding suggests that organic wine should be a niche product, offered 

to whom is actually knowledgeable and has an income that makes it possible to purchase it. This 

implies that the target group of organic wine producers would be restricted and for this reason 

producers should carefully tailor their communication strategies based on the profile of their target 

group. For instance, the target group may be composed by professionals who are highly interested in 

the sustainable feature. In this case, producers should make sure that the sustainable standards 

followed during the production process are well communicated through an effective storytelling 

strategy. In other words, the presence of the organic sign is mandatory but not sufficient. It should 

indeed be combined with more explicit communication strategies in order be an effective selling point.  

 

The role of price 

It has been demonstrated that price is the main factor on which consumers base their estimations of 

quality when evaluating a wine. This was proven by both literature and the results of this study. This 

research indeed showed how respondents could not attribute a price to the wines exclusively based on 

the organic feature or on the type and design of a wine’s bottle. The implications of this study, 

combined with previous literature, suggest that price is a factor which has to be carefully manipulated 

in order to guide consumers’ perception of a wine. In other words, it is suggested that producers 

should attribute a high price to the organic wine if they want to present it as a premium product. As 

research has demonstrated, a higher price can indeed guide consumers and even shape their quality 

perception. If the price is high, the perceived quality will also be high. However, if the product is 

highly priced, the target group should obviously be composed by people who have an adequate 

amount of resources to purchase that wine. Indeed, this study demonstrated that students with a limited 

income showed a low willingness to pay. Additionally, they did not show any interest in the organic 

feature. This further confirms that producers should target other groups. Lastly, as mentioned above, 

pricing strategies should be complemented by an effective storytelling to justify the higher price due to 

the organic feature.  

 

The role of availability 

Supposing that Italians were thinking about availability in the Danish market, the lower availability of 

organic wine they perceived demonstrates that they did not look for organic wine. Therefore, the shelf 

positioning can play a key role for organic wine producers in order to make the wine known to 
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consumers. This is crucial since it has been demonstrated that, when consumers know the organic 

wine, they have more favourable attitudes towards it (they prefer both its design and quality compared 

to the non-organic version of the same wine). Further, it is suggested that to make the organic wine 

even more visible, it should be available close the non-organic alternative and located in those retailers 

where people usually do their grocery shopping. However, if organic wine was sold as a premium 

product, retailer shops where to place it should be chosen carefully. For instance, it would not be 

advisable to place it in retailers such as Aldi or Fakta, that sell very cheap goods. Besides, organic 

wine’s marketers should carefully choose the right balance between high availability and the retailers 

on which to rely. For example, Irma could be a valuable alternative as well as Fotex. 

 

The role of past experience 

The key finding of this study is that previous knowledge of an organic wine, positively influences 

attitudes towards it. Basing on this finding, it is advisable to promote the wine in ways that directly 

involve consumers, for example by organizing wine tastings. This will lead them to experience the 

product. This previous experience would become part of their knowledge of the product and will lead 

them to have a positive attitude towards it. In turn, this will increase the possibility that consumers will 

purchase it. 

12. FUTURE RESEARCH 

 

Sampling 

Since the participants of this study were only students, future research should investigate across 

different target groups and in different countries. For instance, professionals with extremely different 

incomes could participate in the study. Besides, the phenomenon of organic wine consumption could 

be investigated in Europe and compared to countries that started producing wine only more recently 

(“New World countries”). 

 

Method 

Future research could study the same phenomenon but adopting different methods. For instance, a 

focus group could be realised to decide additional variables to be included in the framework. 

 

Changes in the external environment: new policies and food scandals 

Future research could analyse how changes in the external environment move consumption trends 

towards organic goods. For example, it could be investigated how consumption changes in the long 

term if more education is provided at school, or if traditional, non-organic products are involved in 
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scandals. For instance, it was reported that after the scandal of Arla on the Chinese market in 2008, 

consumption switched to organic alternatives. In that case (Staff, 2008). Arla’s milk powder was 

removed from the marked because it had side effects on children (ibid). Further, it could be researched 

whether policies aiming to increase the offer of organic products in a specific market actually work. 

 

The role of previous experience 

Future research could focus on whether previous experience has to be necessarily positive in order to 

make consumers show a favourable attitude towards a product or if it is enough to have previous 

experience. This experience cannot obviously be negative to cause positive evaluations. However, it is 

likely that knowing a product and having tried it before is enough to evaluate it better than products 

which have never been tried before. 

 

The role of brand 

As already mentioned in this discussion, in this research it is not possible to write about brands and 

their influence on consumers. However, future researches could investigate how the perception of 

organic feature changes if consumers already know the brand of the wine. The outcomes of this 

analysis could be compared to the case in which participants are evaluating an organic wine whose 

brand is not recognised nor known. 

13. CONCLUSIONS 

 

The data derived from the neuromarketing experiment showed that Danish students do not have a 

more favourable attitude towards organic products compared to Italian ones. Additionally, it was 

demonstrated that both Danish and Italian students do not prefer organic wine compared to the non-

organic alternative. Therefore, their evaluations in terms of design, quality and price did not display 

consistent trends. Thanks to the Qualtrics survey, it was possible to further elaborate this finding. It 

emerged that students are not actually concerned about the organic feature, regardless of their 

background. Further, the Qualtrics survey demonstrated that the profiles of Danish and Italian students 

are extremely similar. One of the reasons behind this finding could be the fact that Italians have been 

leaving in Denmark for long. Besides, all the participants belong to the same generation and therefore 

are subjected to the same influence of a globalized society. In the attempt to identify relevant trends, 

the data were further analysed and participants were grouped differently based on other variables than 

their nationality. Comparing experts and non-experts no trend emerged. However, a trend emerged 

when comparing evaluations of a specific wine (organic Valpolicella) done by respondents who 

already tasted that wine before the experiment, and by respondents who did not know it. This last 
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phase of analysis revealed that previous experience of a wine can lead consumers to evaluate it better 

and to have a more positive attitude towards it. It is important to highlight that in this case, the 

favourable attitude towards the organic wine was caused by participants’ previous knowledge and not 

by the organic feature. These findings led to the elaboration of several suggestions for wine makers. 

First and foremost, it was concluded that students do not represent a profitable target group, as they do 

not have a high amount of resources available and they are not concerned with the organic feature. 

Additionally, the absence of differences comparing Danes and Italians lead to the conclusion that 

selling strategies based on the country of origin of respondents would not be effective. Based on these 

inputs, it was suggested to make organic wine more a niche product. Therefore, the first 

recommendation for wine producers is to target consumers with a high amount of resources. Secondly, 

the organic attribute should be associated with communication strategies that clearly explain the 

benefits deriving from the organic feature. In this scenario, the price should be carefully manipulated 

given its core importance in shaping consumers’ perceptions of quality of the product. Further, since 

availability was perceived as an obstacle, it was suggested to select retailers which could increase the 

visibility of organic wine without compromising its prestige. Lastly, this research proved that previous 

experience makes consumers perceive a product more favourably. For this reason, marketers should 

engage consumers in shared experience to increase the popularity of their products. 
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15. APPENDICES 

Appendix 1 – Literature review 

Table 1: Examples of certifications in Europe 

 

Source: www.vinsnatureles.fr (accessed: 12.11.2014). 
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Table 2: Europe and European Union: development of organic agricultural land from 1985 - 2016 

 

     

      

Source: FiBL-AMI Surveys 2006-2018 based on national data sources and Eurostat. Data from before 2000 based on surveys from Nic 

Lampkin. The data for the European Union cover all countries that were members of the European Union in 2016.  
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Graph 1: Reasons why Europeans buy organic and natural self-care products in 2016.

 

Source: GK, Statista 2018 
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Graph 2: Organic retail sales value in the European Union and Europe from 2004 to 2015 (in billion 

euros)  

   

Source: Statista, 2018; 

 

Table 3: Share of individuals who pay attention to the following when buying food in the Nordic 

countries in 2016    

   

Source: Statista 2018   
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Appendix 2 - Methods 

All bottles of wine were created by the researchers using photoshop 

Bottle of non-organic Soave  

 

 

 

 

 

 

 

 

 

 

 

Bottle of organic Soave 
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Bottle of non-organic Franciacorta  

 

 

 

Bottle of organic Franciacorta 
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Bottle of non-organic Valpolicella  

                 

 

Bottle organic Valpolicella  
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Appendix 3 – Structure of the neuromarketing experiment and of the Qualtrics survey 

Neuromarketing experiment 
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Structure of the Qualtrics survey 

Q1 Which of the wines you tasted did you know before the test? 

▢   Organic Franciacorta 

▢   Non - organic Franciacorta  

▢   Organic Soave  

▢   Non - organic Soave 

▢   Organic Valpolicella  

▢   Non - organic Valpolicella 

▢   I didn't know any of them  

 

 

 

Q2 How much would you consider yourself an expert of Italian organic wines? 

 

 I don't know anything I consider myself an expert 

 

 0          10 
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Q3 How frequently do you drink alcohol products? 

 

Never Once per month Every 

two 

weeks 

Every 

week 

Twice 

per 

week 

More than 

twice per 

week 

 

 

 

 

 

 

Q4 How much wine do you drink compared to the total amount of alcohol you usually drink? 

 

0 10 20 30 40 50 60 70 80 90 100 

 

 

 

 

 

 

Q5 Do you know what an organic product is? 

o Yes  

o No   
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Q6 How did you learn about the meaning of "organic"? 

o School 

o Family and friends  

o Individual research   

o I learnt it from the media  

o I didn't know the meaning   

o Others________________________________________________ 

 

 

 

Q7 Organic means "produced or involving production without the use of chemical fertilizers, 

pesticides, or other artificial chemicals". Is the same definition you had in mind? 

o Yes 

o No  
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Q8 Do you consider organic wine healthier than non-organic wine? 

o Yes  

o No  

o I don't know  

 

 

 

Q9 Do you consider organic wine more environmentally friendly than non-organic wine? 

o Yes  

o No  

o I don't know  

 

 

 

Q10 How often, in the past 10 times when you bought wine, was it organic?  

 

Never Sometimes About 

half the 

time 

Most of 

the times 

Always 

 

0 1 2 3 4 5 6 7 8 9 10 
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Q11 What encourages you to consume organic wine? 

▢   I can easily find it in my usual grocery shops 

▢   I trust the benefits reported on the label (e.g. the reduced use of pesticides and chemicals)  

▢   I like the concept of organic 

▢   My parents/friends/flat mates are used to consume organic wines  

▢   Environmental reasons  

▢   I perceive it as a healthier alternative  

▢   I do not drink organic wine   

▢  Others ________________________________________________ 

 

 

 



148 
 

Q12 What discourages you to drink organic wine? 

▢   Price  

▢   It is difficult to find it when I do grocery shopping   

▢   I don't care about drinking organic wine  

▢   I don't like the taste 

▢   I do not trust the benefits that organic wine is reported to have  

▢   None of the above  

▢   Others________________________________________________ 

 

 

 

 

Q13 How much would you pay for a bottle of organic wine? 

 

0 40 80 120 160 200 240 280 320 360 400 (DKK) 
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Q14 How much would you pay for a bottle of non-organic wine? 

0 40 80 120 160 200 240 280 320 360 400 (DKK) 

 

 

 

 

 

Q15 How often, in the past 10 times you did grocery shopping, did you buy organic products? 

Never Sometimes About 

half the 

time 

Most of 

the times 

Always 

 

0 1 2 3 4 5 6 7 8 9 10 
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Q16 What encourages you to consume organic products? 

▢    I was educated to consume organic products  

▢    I can easily find it in usual grocery shops 

▢    I trust the benefits reported on the label (e.g. the reduced use of pesticides and chemicals)  

▢    I like the concept of organic  

▢    My parents/friends/flat mates are used to consume organic products  

▢    Environmental reasons 

▢    I perceive it as a healthier alternative 

▢    Animal safeguard 

▢    I do not consume or use organic products 

▢    Others________________________________________________ 
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Q17 What discourage you to consume organic products? 

▢    Price  

▢    It is NOT easy to find them when I do grocery shopping  

▢    I don't care about eating or drinking organic products 

▢    Organic products are less tasty than non-organic ones  

▢    I do not trust the benefits that organic products are reported to have 

▢    None of them 

▢    Other____________________________________ 

 

 

 

Q18 Do you follow any specific diet? 

o I am vegetarian 

o I am vegan 

o No, but I follow a balanced diet 

o I don't have any specific diet 

o Others ________________________________________________ 
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Q19 If you follow any specific diet, what drives your choice? 

▢    Environmental concern  

▢    Personal health concern  

▢    I care about treatments on animals 

▢    I have specific dietary needs (allergies, intolerances, etc)  

▢    I want to control my weight  

▢    It makes me feel better  

▢    I don't follow any specific diet  

▢    Others_________________________________________ 

 

 

 

Q20 How old are you? (please, write only the number) 

 

 

 

Q21 What it your gender? 

o Male  

o Female  

 

 

 



153 
 

Q22 What is your monthly income (SU included)? 

o Less than 2.000 DKK  

o 2.000 - 4.000 DKK  

o 4.000 - 6.000 DKK   

o 6.000 - 8.000 DKK  

o 8.000 - 10.000 DKK   

o more than 10.000 DKK   

o I would prefer not to say  

 

 

 

Q23 What is the study level you are currently enrolled in? 

o Bachelor  

o Master  

o PhD  
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Q24 Besides studying, are you currently working? 

o No, I am only studying 

o Yes, I have a part-time job 

o Yes, I have a full-time job 

o Yes, I am completing an internship (unpaid)  

o Yes, I am completing an internship (paid)  

 

 

 

Q25 How long have you been living in Denmark? 

o Less than 1 year  

o For 1 year  

o For 2 years   

o For 3 years   

o For 4 years  

o For 5 years  

o More than 5 years  
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Q26 What is your nationality? 

o Italian  

o Danish  
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Appendix 4 – Discussion 

Graph 1: TTFF of all types of wines – average comparison between experts and non-experts 

 

Source: own elaboration (2018) 

 

Graph 2: Time spent on the AOI in the first 2,148 seconds - average comparison between experts and 

non-experts 

 

Source: own elaboration (2018) 
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Graph 3: TTFF of organic Valpolicella – average comparison between participants who already knew 

and did know the wine before the experiment

 

 Source: own elaboration (2018) 
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Graph 4: Time spent in looking at the bottle of the organic Valpolicella – average comparison between 

participants who already knew and did not know the wine before the experiement

 

Source: own elaboration (2018) 

Graph 5: Evaluations of the organic Valpolicella - comparison between participants who knew and did 

not know the wine before the experiment 

 

Source: own elaboration (2018) 
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Graph 6: Price evaluation of the organic Valpolicella - comparison between participants who knew 

and did not know the wine before the experiment 

 

Source: own elaboration (2018) 

Graph 7: Evaluations of organic and non-organic Valpolicella done by respondents who already new 

the organic Valpolicella 

 

Source: own elaboration (2018) 



160 
 

Graph 8: Price evaluation of organic and non-organic Valpolicella done by respondents who already 

knew the organic Valpolicella

 

Source: own elaboration (2018) 

 

 

 

 

 


