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Abstract 

Purpose/Value – The objective of this paper is to determine (1) the extent to which sustainability serves as a 

sales argument and (2) which areas of sustainability are communicated in the fruit juice industry. This seems 

promising against the background that there are several ethical challenges the fruit juice chain is increasingly 

confronted with and consumers demand for sustainable products is also rising. 

Design/Methodology – A market investigation at the Point-of Sale (POS) was conducted in July 2013. On-

product communication of all fruit juice products (direct fruit juices, fruit juices from concentrate, fruit nectars 

and smoothies) from five retailers (two full-range retailers, two discounters, one organic store) was analyzed. 

The data was evaluated using content analysis. 

Results/Findings – Overall, 562 fruit juices were examined. Results reveal that nearly one quarter of the prod-

ucts has labels signaling sustainable aspects. However, most of those products were found in the organic food 

retailer and are organic juices. Only a small number of products consider other areas of sustainability, such as 

social concerns or regional production. 

Discussion/Conclusion – Communicating sustainability aspects of fruit juice production via on-package labels is 

scarce in conventional retail stores. In view of the ethical challenges present in the fruit juice chain and dis-

cussed in the paper, the increasing demand of consumers for sustainable products and the high competition in 

the sector, communicating different sustainability aspects can be an opportunity for fruit juice producers and 

retailers to differentiate their products on the highly saturated fruit juice market.   
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1 Introduction 

In recent years, considerable efforts to promote healthy and sustainable diets have been undertaken at a glob-

al as well as at EU-level. Sustainable1 consumption is on the international agenda since the early 1990s (Clark, 

2007). Political interest in sustainable production and consumption was definitely sparked with the implemen-

tation of the United Nations Environment Programme (UNEP)’s program ‘Sustainable Consumption’ in 1998. 

Sustainable consumption was also a key focus at the World Summit on Sustainable Development 2012 (WSSD) 

as well as at the last UN Conference on Sustainable Development in Rio 2012 (UNCSD). Furthermore, the Euro-

pean Commission recently adopted the ‘Roadmap to a Resource-Efficient Europe’, which calls for incentives for 

healthier and more sustainable production and consumption of food as an important contribution toward the 

goal of resource efficiency (EC, 2013). 

The increasing awareness of sustainability issues is not only visible on the political agenda. Consumers also 

show a growing interest in sustainable production and consumption expressed by positive attitudes towards 

sustainable products and stated purchase intention (de Barcellos et al., 2011; Harris, 2007) as well as a higher 

willingness to pay for those goods (e.g. Cotte and Trudel, 2009; de Pelsmacker et al., 2005). Hence, some con-

sumers do not only request food of high product quality, good taste and reasonable price; they expect their 

food to be produced in a sustainable way as well (Hartmann, 2011).  

Fruit juice plays an important role in everyday consumption of Germans. With almost 82 million citizens and a 

per capita consumption of 33 liters of juice in 2013, Germany is the leading consumer market for fruit juices 

worldwide (VdF, 2014). In general, fruits and vegetables have a positive health image which also holds for fruit 

juices (VdF, 2007). 100% fruit juice is advertised to be part of a healthy diet, e.g. of the ‘Five-a-day-campaign’, 

as it is rich in vitamin C and contains e.g. several antioxidants similar to the original fruits (Kraus et al., 2013). 

This image persists despite the fact that especially a high consumption level of fruit juices might promote obe-

sity and dental problems due to the relative high level of natural sugar (fructose) in fruit juices (e.g. Tappy and 

Lê, 2010).  

However, the production and processing of fruit juice is not necessarily sustainable from an environmental and 

social point of view. Fruit concentrates used in some of the most popular juices are to a considerable extent 

imported from non-European countries such as China and Brazil and make long distance transports necessary. 

In addition, inadequate working conditions in the producing countries are a social issue. In general, the provi-

sion of sustainable products offers companies an opportunity for differentiation, thereby creating competitive 

advantages and image benefits (Balderjahn, 2013; Charter et al., 2002). Responsible sourcing of raw ingredients 

could thus constitute an important means for product differentiation in the highly saturated fruit juice market. 

However, consumers can only react to the responsible conduct of firms if such activities are communicated. 

Communication is most visible for consumers at the Point-of-Sale (POS).  

                                                           
1 Sustainability has been defined by the UN World Commission on Environment and Development (UNWCED, 1987, p. 17) 
as ‘development which meets the needs of the present without compromising the ability for future generations to meet 
their own needs’. According to this definition and the outcome document of the UN World Summit 2005, sustainable de-
velopment policies need to integrate environmental protection, social justice and economic viability (UN, 2005). According 
to Reheul et al. (2001), sustainable products are products referring to one or several of these aspects.  
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Thus, the overall objective of this study is to investigate to which extent the issue of sustainability is communi-

cated by the fruit juice industry as a sales argument at the POS. To answer the research question and detect 

the presence or absence of sustainability aspects on product packages, a market investigation was carried out 

in July 2013 in North Rhine-Westphalia, Germany.  

The paper is structured as follows: Firstly, background information about the fruit juice sector and the rele-

vance of sustainability for the sector are provided. In addition, insights into the communication of sustainability 

via labels are given. In the third chapter, the study design and analysis are presented, followed by a detailed 

overview of the results. The last chapter sums up the most important aspects and concludes the paper. 

 

2 Background information 

Structure of the fruit juice market in Germany 

The fruit juice market is characterized by a diversified structure with producers distributed all over Germany. 

The total turnover of the German fruit juice industry was 3.4 billion Euros in 2013. Around 7,500 employees 

worked for about 375 fruit juice manufacturers and produced a total of 3.9 billion liters of fruit juice (VdF, 

2014). On the one hand, there is a large number of medium-sized enterprises, processing and often also 

distributing their products regionally (Gajo, 2005). More than one third of German fruit juice companies report 

a sales volume of less than 0.26 million euro. Another 35 companies have a sales volume between 0.26 and 

2.56 million euro. Many of the small fruit juice producers in Germany are well-rooted in local communities and 

source their commodities locally as well as internationally. On the other hand, a small number of large compa-

nies exists (Roeben, 2008). Out of the 375 German fruit juice producers, the eight biggest companies have a 

total turnover of 2,573 million Euro and a market share of 75% in the year 2013 (VdF, 2014). Another 

35 companies gain turnovers of 744 million euro (market share of 21%). This illustrates that despite the consid-

erable number of enterprises in the fruit juice industry, only a few companies capture the majority of the reve-

nues. Furthermore, a steady decrease in the number of fruit juice producers can be observed (from 409 in the 

year 2005 to 375 in the year 2013). These facts underline the high degree of concentration in the fruit juice 

sector (Sennewald and Heitlinger 2012; Roeben, 2008; StBa, 2010). The take-over of Pride Foods by Refresco in 

the year 2013, two big bottlers producing for store and manufacturer brands, illustrates this development 

(Groh-Kontio Handelsblatt, 2013).  

Fruit juice consumption in Germany 

Germans are the leading fruit juice consumers worldwide. Even though the annual fruit juice consumption per 

capita is still high, a decrease of 0.9% from 33.9 liters in 2012 to 33.0 liters in 2013 can be observed (VdF, 2014). 

This development is seen to be due to the strong dynamics in the beverage sector (Sennewald and Heitlinger, 

2012). Segments such as fruit juice spritzer, which are legally considered to be soft drinks, as well as near-

water-beverages and energy-drinks, have gained importance in the market (VdF, 2014).  
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Communicating sustainability via labels and texts or slogans 

Due to consumers’ growing interest in sustainable food (Baldwin, 2012), companies are facing new challenges 

and opportunities. Sustainability as a process attribute can serve as a means of differentiation if companies are 

able to inform consumers about the superiority of their products.  

70% of all purchase decisions are made at the POS under the direct influence of the products’ packaging and 

the visual and textual information provided (Frontiers, 1996; Rettie and Brewer, 2000). Thus, POS communica-

tion may play an important role in consumers’ decision-making processes (Ali and Kapoor, 2009; Dimara and 

Skuras, 2005; Van der Merwe et al., 2010). Labels can guide the purchase decision by reducing search costs and 

facilitating identification, e.g. of sustainable products (Galarraga Gallastegui, 2002; Grunert and Wills, 2007). A 

multitude of product labels indicating sustainable attributes exists in Europe. The eco-label index lists 445 eco-

labels focusing on a variety of sustainability-related issues (Ecolabelindex, 2014). The existing plethora of sus-

tainability labels on the food market implies the danger of confusing consumers and leaves room for fraud, 

thereby eroding their overall credibility (Banterle et al., 2013; Fliess et al., 2007; Gerlach and Schudak, 2010; 

Verbeke, 2008). This holds especially since sustainability labels refer to process characteristics that are cre-

dence attributes, such as ecological production methods (Banterle et al., 2013; Roth et al., 2009; Renard, 2003). 

Thus, while the strength of sustainability labels is their visibility and simplicity, their weakness is their limited 

credibility. One possibility to gain consumers’ trust and to overcome the high degree of information asymmetry 

is to back those labels up by a third-party certified standard (Albersmeier et al., 2010; Roe and Sheldon, 2007)2.   

Sourcing and its implications for social and environmental aspects of sustainability  

Many of the fruit varieties used for fruit juice production, such as oranges, bananas, passion fruits or lemons, 

are not commercially cultivated in Germany. Chile, South Africa, Brazil, Turkey, New Zealand and Argentina 

belong to the biggest fruit suppliers exporting to Germany (BMELV, 2012a; 2012b). But also fruits cultivated in 

Germany are imported to a considerable extent. This holds for the majority of apple juice concentrate. For this 

product, China is the largest supplier for the German market (Bundestag, 2012). Overall, about 50% of the fruits 

needed for further fruit juice processing are imported to Germany (VdF, 2013). The carbon footprint of fruit 

juice is an environmental concern of considerable relevance, not only due to the long distances of the supplier 

market but also due to high input use, e.g. fertilizer and pesticides, in the production process.  

Compared to other food sectors, such as the chocolate sector, negative media coverage of the fruit juice sector 

is rather an exception than the rule. However, besides the environmental aspects regarding the fruit juice in-

dustry, labor standards or rather a lack thereof are a topic of relevance in the cultivation and the processing of 

fruits (Stiftung Warentest, 2014). Around five million tons of orange juice concentrate are annually produced 

worldwide, whereof more than 50% originate in Brazil. Child labor scandals are connected to orange produc-

tion in Brazil, including the assassination of child labor campaigner Carlos Alberto Santos de Oliveira in 2001 

(Ethical Consumer, 2014). On the Brazilian orange plantations, workers are in general temporary employed and 

frequently work under poor conditions (low wages, inadequate accommodation and inadequate medical care; 

Fairtrade, 2014). In 2013, the Christian Initiative Romero (CIR) in cooperation with the United Services Union 

                                                           
2 In fact, one central purpose of those standards is to communicate credible information on product and process character-
istics, thereby easing coordination between actors in food chains across space and time (Hartmann et al., 2010). 
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(ver.di) published a study criticizing the working conditions in the fruit juice sector (CIR, 2013). This study ana-

lyzes the orange juice production in the region of São Paulo in Brazil, which is one of the principal exporters to 

Europe, and shows systematic disregard of workers’ safety and human rights along the entire supply chain. 

Most of the work on orange plantations is physically demanding and poorly paid. Moreover, the workers suffer 

from diseases caused by omnipresent pesticides and mostly have no social security. Only about 52,000 of ap-

proximately 238,000 employees have permanent contracts. Furthermore, a recently published article of the 

magazine ‘Stiftung Warentest’ examined, inter alia, the conditions of orange juice production of 26 different 

fruit juice products on the German market. More precisely, this article had a closer look at the labor situation 

and environmental aspects on fruit plantations and determined considerable deficits in this regard (Stiftung 

Warentest, 2014). Problems with respect to the working conditions in the fruit producing countries are not 

limited to Brazil3 and are not only gaining in importance on the agendas of trade unions, NGOs and other initia-

tives, they are also increasingly of interest to German politicians (Federal Government, 2012).  

Given this background, we investigate fruit juice manufacturers’ communication of social and environmental 

product attributes via labels and texts or slogans on their products.  

Our analysis is guided by the following questions: 

• What is the share of fruit juice products that communicate sustainability aspects via labels and texts or 

slogans? 

• Which aspects of sustainability are communicated?  

Recent studies (e.g. van Herpen et al., 2012) have shown that the product positioning on store shelves has a 

significant effect on sales. Especially items placed on eye-level are more likely to be seen by consumers. Thus, 

to gain attention and to make consumers aware of products with sustainability labels, they should be placed at 

such a level. Hence, our third research question is: 

• What is the shelf-location of those products? 

While in the 1970’s, retail brands were low cost alternatives to premium brands of manufacturers (Burch and 

Lawrence, 2005), the cheap price is no longer their unique selling proposition. With the huge increase of pri-

vate brands (Wieser et al., 1999) retailers use their own brands to communicate other aspects than ‘monetary 

value for money’ e.g. that they have more control over the supply chain and therefore can guarantee a particu-

lar quality. For instance, German retailers established organic (e.g. Rewe-Bio and EDEKA-Bio) and Fairtrade 

private labels (Fairglobe by Lidl) to signal their sustainability commitment. This leads to our fourth research 

question:  

• Do retail brands and manufacturer brands differ in communicating sustainability? 

3 Empirical Analysis 

                                                           
3 Mango concentrate is imported to a large extent from India and Pakistan to Europe (about 20,000 tons per year; AIJN, 
2012). In the latter country, recent scandals in the textile manufacturing industry has raised concerns about the working 
conditions of employees (Theuws et al., 2013). 
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3.1 Study design 

To reach the aim of the study, a market investigation at the POS was conducted in July 2013. On-product com-

munication of direct fruit juices, fruit juices from concentrate, fruit nectars and smoothies was analyzed. The 

examination took place in two full-range retailers and two discounters, which belonged to the top 10 food 

retailers according to their total sales in the year 2012 (Lebensmittelzeitung, 2013). Furthermore, one organic 

store was included in the study to cover a broader variety of retailers. All fruit juice products of those five dif-

ferent retailers were considered in the analysis. Fruit juice products were either bought and then photo-

graphed from all sides or were directly photographed at the POS. Furthermore, certain details were document-

ed, e.g. regarding placing and facing. 

3.2 Methodology 

Content analysis as well as semantic network analysis was used to examine on-product communication of fruit 

juice packaging. For this purpose, a detailed codebook was developed, based on 64 questions with several 

subtopics including formal and content criteria4. The formal criteria included information about the product 

with regard to the place of the investigation (including the location, date and retail market), information about 

the product itself (such as product name, brand, manufacturer or trade name), information on the actual posi-

tion of the good (such as shelf5, pallet or double placement) and information on the packaging (including pack-

aging material or recycling). Content criteria refer to nutrition labeling, nutrition and health statements, infor-

mation about the origin of the product, and descriptions with respect to sustainability issues on the packaging. 

Well-trained and supervised student assistants performed the coding.  

A pre-test for the validation of the codebook was conducted as recommended in literature (e.g. Rössler, 2010). 

For this purpose the assortment of juices from food retailers that are not incorporated in the main study was 

used. Applying Holsti’s method (Holsti, 1969), intercoder reliability for the formal categories was CR=1.0, and 

for the content categories was CR=0.88. As both lay within the required criteria (values above 0.80 for content 

categories and values close to 1.0 for formal categories), no revision of the codebook was necessary (Rössler, 

2010).  

4 Results 

Results of the market investigation – retail level 

In the five selected retailers, a total number of 562 fruit juice products (direct fruit juices, fruit concentrates, 

fruit nectars and smoothies) are identified, including double counting if a product is distributed in several re-

tailers. In detail, the following number of different fruit juice products is offered in the five retail stores: full-

range retailer 1 (F1) 239, full-range retailer 2 (F2) 175, discounter 1 (D1) 30, discounter 2 (D2) 41 and the organ-

ic retailer 1 (O1) 77 fruit juice products, respectively (see Figure 1). 

                                                           
4 Not all categories are considered in this paper. 
5 Studies (e.g. van Herpen et al., 2012) showed that the product positioning on store shelves has a significant effect on 
sales. 
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Figure 1. Number of fruit juice products in different retailers 
Note: O1 = Organic store 1, D1 = Discounter 1, D2 = Discounter 2, F1 = Full-range retailer 1, F2 = Full-range retailer 2. 

 

Most of the fruit juices available in the five retail stores are direct fruit juices (35.6%), followed by fruit juices 

from concentrate (30.8%), fruit nectars (23.8%) and smoothies (9.8%) though the respective shares differ con-

siderable between different types of retailers. The organic store offers by far the highest share of direct fruit 

juices (89%), while fruit juices from concentrate are not available at all in that outlet. The share of fruit nectars 

(6%) and smoothies (5%) is respectively small. In contrast, the fruit juices from concentrate are dominant in the 

other stores (full-range retailer 36%, discounter 35%). In the case of full-range retailers, fruit nectars have tak-

en second place (28%), followed by direct fruit juices (26%) and smoothies (10%), while there are more direct 

fruit juices (34%) than fruit nectars (20%) and smoothies (11%) at the discounters. 

Overall, 131 products carry labels referring to different sustainable aspects (23%). We included labels referring 

to regionality, tradition, organic production or GMO-free as well as those making reference to other social or 

environmental aspects as sustainability labels.6 In the organic store all 77 products (100%) have a label refer-

ring to sustainability. In contrast, only 9% (full-range retailer 2) to 15% (discounter 2) of the products from the 

other stores have sustainability labels on the packaging. 

                                                           
6 Labels concerning social aspects are for instance Fairtrade, Plan (International non-profit organisation promoting and 
protecting the rights of children) or Tafel (German non-profit organization delivering food to people in need). Relevant 
organic and environmental labels are e.g. the European and the German organic label as well as agricultural associations 
such as Demeter. In addition, a large number of retailers and manufacturers have individual sustainable labels, advertising 
their own engagement. 
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Figure 2. Number of fruit juices with sustainability label - manufacturer vs. retailer brands 

Note: F1 = Full-range retailer 1, F2 = Full-range retailer 2, D1 = Discounter 1, D2 = Discounter 2, O1 = Organic 
store 1. 

Figure 2 shows the distribution of manufacturer and store brands in the four different retailers. Most products 

with sustainability labels are produced by manufacturer brands (89 products, 68% of all products with sustain-

ability label). Nevertheless, the share of retail branded products with sustainability labels relative to all retail 

branded products is slightly though not significant higher (25%) compared to the respective share for manufac-

turer products (23%).  

Table 1 provides more detailed information with respect to the distribution of sustainability labels between 

retail and manufacturer brand and regarding the type of fruit juice product. In general sustainability labels are 

more prominent on manufacturer brands in full-range retailers while the opposite holds for discounters.  

Direct fruit juices have by far more labels (81%) concerning sustainability aspects on the package than all other 

kinds of juices in the sample (see Table 1). The finding still holds if we exclude the products from the organic 

store. In this case 70% of all fruit juices referring to sustainability are direct fruit juices.  

Table 1. 
Number of fruit juice products with sustainability label – retail level 

 Sustainable labeled fruit juice productsa 

 Retail brand Manufacturer Brand  

 Direct 
juice 

Fruit 
concen-

trate 

Fruit 
Nectar Smoothie Direct 

juice 
Fruit 

concentrate 
Fruit 

Nectar Smoothie Total 

F1b 0 3 0 0 21 5 1 0 30 (23%) 

F2b 6 0 0 0 5 2 2 0 15 (11%) 

D1b 2 1 0 0 0 0 0 0 3 (2%) 

D2b 4 1 0 0 0 1 0 0 6 (5%) 

O1b 18 0 3 4 50 0 2 0 77 (59%) 

Total 30 (23%) 5 (4%) 3 (2%) 4 (3%) 76 (58%) 8 (6%) 5 (4%) 0 131 

 
Note: a Percent refers always to the total of sustainable labeled fruit juice products (n = 131). 
 b F1 = Full-range retailer 1, F2 = Full-range retailer 2, D1 = Discounter 1, D2 = Discounter 2, O1 = Organic 
   store 1. 
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Furthermore, regarding the shelf position of fruit juices labeled as sustainable in the different supermarkets, 

36% of the products are positioned at eye-level7 of the consumer and another 34% of the goods can be found 

on the top shelf.  

Product level 

After sorting out identical products offered in several supermarkets, 457 different products are identified at 

product level. 116 of those (25%) have at least one label related to sustainability aspects.  

Out of the 116 products with labels referring to sustainability, 65% are manufacturer brands while 35% are 

retailer brands. Altogether, 254 sustainability labels are shown on these 116 products. In detail, 19 products 

(12%) have one, 64 products (55%) have two, 24 products (21%) have three, 8 products (5%) have four and 1 

product (1%) has five different sustainability labels on the package (see Figure 3). Labels occurring on various 

sides of the packaging were only counted once. 

 

Figure 3. Number of sustainability labels per product 

 

Table 2 summarizes the frequency with which different sustainability labels are used and also provides infor-

mation on the kind of sustainability aspects that are communicated together.  

Table 2. 
Co-occurrence of different sustainability labels on products – product level 

 Environmental Social Organic Regional Traditional GMO-free 

Environmental (4)a      

Social 2 (8) a     

Organic 4 5 (97) a    

Regional 0 1 1 (7) a   

Traditional 0 1 0 0 (11) a  

GMO-free 0 0 19 0 0 (19) a 
Note: aTotal number of products bearing the respective labels. 

                                                           
7 In this context, at eye-level means that the product is positioned about 1.40 to 1.80 meters above the floor. 
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A total number of 97 products (84%) are identified having labels referring to organic aspects8. All 97 goods 

have at least one third-party certified label referring to organic farming. 54 products have one, 22 products 

have two and 22 products have three organic labels on the front side. Additionally to the organic labels, 19 

products (16%) have a GMO-free label. 17 of those are on the front side of the package.  

7 goods (6%) provide a label referring to regional aspects9, 11 products (10%) have a label considering tradi-

tional aspects. All products with labels concerning regionality and tradition are retail brands. 4 fruit juices de-

pict a label regarding environmental aspects other than an organic label (‘Verantwortung für Mensch und Na-

tur‘). All labels referring to regionality, tradition and environment are first-party certified.  

8 products show labels referring to social concerns (4 ‘Fairtrade’, 3 ‘Plan’ and 1 ‘Tafel‘-label). 7 of these prod-

ucts depict the label on the front side of the packaging.  

The sustainability aspects that are most often communicated jointly are GMO-free and organic (see table 2). 

Direct fruit juices display not only sustainability labels more often as discussed above but also use a wider vari-

ety of labels than all other kinds of juices in the sample (see Table 3). 

 

Table 3. 
Overview of fruit juice products with different sustainability labels – product level 

No. of direct juices, juices from concentrate, nectars and smoothies with sustainability labels 

 Labels concerning different sustainable aspects 

 Environmental Social Organic Regional Traditional GMO-free Total 

Direct fruit juices 4 4 83 5 5 16 117 

Fruit juices from concentrate 0 2 3 1 6 0 12 

Fruit nectars 0 2 7 1 0 3 13 

Smoothie 0 0 4 0 0 0 4 

Total 4 8 97 7 11 19  

 

Communication of sustainability aspects via texts and slogans 

Besides using labels companies can communicate sustainability aspects on their product packaging via slogans 

or textual information. The analysis shows that more than 64% of the packages are carrying such textual infor-

mation making reference to sustainability issues. Table 4 illustrates that aspects such as naturalness, quality 

and health have been emphasized on the product packages. Aspects dealing with organic farming, tradition and 

                                                           
8 Allowing for double counting, the following numbers hold ‘EU-label‘ 96, ‘German national-label‘ 73, ‘French national-label‘ 
1, ‘US national-label‘ 1, ‘kontrolliert fair Bio genießen-label’1 , ‘Naturland’ 1, ‘Bioland’ 3, ‘Demeter’ 12 and ‘retailer own bio 
label’ 14. 
9 Labels named: ‘Ein gutes Stück Heimat - Ursprung ist Heimat’, ‘Geerntet produziert garantiert in Deutschland‘ and ‘Altes 
Land'. 
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control played a moderate role. In contrast, regionality, GMO free, corporate cultures, farming association, 

social commitment, meadow orchards and Fairtrade were hardly mentioned (see Table 4).  

Table 4. 
Sustainability categories of text- and slogan-analysis 

Category Example N (%) 

Naturalness „Each of our varieties contains […] of nature“ 142 (21)  
Quality „[…] ensures the highest quality“ 118 (18)  
Health  „Vitamins B1 […] normal energy metabolism“ 116 (16) 
Organic Farming „Juice made from organic farming“ 78 (10)  
Tradition „For more than 100 years“ 68   (8)  
Control „Constant monitoring […]“ 51   (7)  
Environment „To support environmental protection […]“ 46   (6)  
Regionality „Apples from the Lake Constance region“ 27   (3)  
GMO free „Produced without genetic engineering“ 24   (3)  
Corporate culture „Longterm action […] corporate culture“ 20   (2)  
Farming association „Bioland“, „Gäa“ 19   (3)  

Social commitment 
„We are therefore supporting the children’s aid organization 
Plan“  

9   (2)  

Meadow orchards „[…] grown on meadow orchards […]“ 9   (1)  
Fairtrade „By implementing fair trading […]“ 8   (1)  

 

5 Discussion and Conclusion 

This paper deals with the communication of sustainability aspects in the fruit juice sector. In order to gain a 

better understanding of the research matter, an investigation at the POS was conducted, focusing on on-

product communication of all fruit juice products offered in 5 different retail stores.  

Our empirical findings reveal that, at retail level, 23% of the products have labels linked to sustainability on 

their packages. However, this number is somewhat misleading, as it is highly influenced by the organic retailer 

in our sample. Excluding this retailer, due to the fact that all fruit juices sold there have at least one sustainabil-

ity label, the share of products with sustainability-related labels drops to 11%. We therefore conclude that in 

full-range retailers and discounters, the communication of sustainability aspects on fruit juice products via 

labels is still relatively scarce. 

Considering the potentially different labeling strategies of retail brands and manufacturer brands we found 

that there is no difference in the communication intensity via labels.  

Direct fruit juices are often perceived as being of higher quality. Labels that refer to sustainable production 

processes might underline this evaluation. This is in line with our findings, which show that the packages of 

direct fruit juices more often reveal labels referring to sustainability than any other type of fruit juice analyzed.  

Furthermore, recent studies (e.g. van Herpen et al., 2012) have shown that the product positioning on store 

shelves has a significant effect on sales. Especially items placed on eye-level are more likely to be seen by con-
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sumers. Thus, to gain attention and to make consumers aware of products with sustainability labels, they 

should be placed at such a level. We found that most of the analyzed products with sustainability labels were 

either placed at eye-level or at the top shelf position. 

On product level, the number of different labels linked to various sustainability aspects per product was ana-

lyzed. Organic labels in particular are often used together with other labels such as those referring to GMO-free 

production and/or to social as well as environmental aspects. This might be due to the fact that a considerable 

share of the organic products in our sample was offered by an organic retailer. As all products in this store are 

organic, additional labels are needed to allow for differentiation from competitors. Overall, we find that 84 of 

the products labeled as sustainable carry at least two different sustainability labels. Nearly 30% of the products 

have three or more labels on their package. This only refers to different labels on the same package and only to 

those referring to sustainability. Therefore, the actual number of labels is considerably higher. As consumers 

have to deal in addition with other on-product information at the POS this might induce the problem of infor-

mation overload (Wansink et al., 2004). In this case, labels do not inform and simplify the purchase decisions 

but rather confuse consumers (Banterle et al., 2013).  

Third-party certification might be an opportunity to enhance the credibility of labels, (re)gain consumers’ trust 

and overcome the high degree of information asymmetry. Due to governmental regulations organic labels are 

third-party certified. The situation is quite different with respect to labels referring to regionality10, tradition 

and environment. Those were all first-party certified.  

Regarding slogans and textual information, we found that 64% of the packages are carrying information that 

makes reference to sustainability. Compared to the analyzed labels this number is quite high. However, regard-

ing this information credibility is an issue as well.  

Regarding the different aspects of sustainability communicated on the packages via label, slogans or texts, we 

found that environmental aspects, such as a carbon footprint label, receive hardly any attention, even though 

carbon emissions play an important role in fruit juice production, processing and transportation. In addition, 

social aspects are hardly communicated via labels, slogans and texts on fruit juice packages. Only 1.3% of the 

products have labels referring to social aspects of production, such as Fairtrade and only 3% of the products 

mention social aspects (social commitment, 2%; Fairtrade, 1%) in slogans or texts. This might be surprising at 

first sight, as in other food sectors with a high reliance on imports from developing countries, such as the choc-

olate industry, those issues have considerably gained in relevance in on-product communication over the last 

years (Langen and Hartmann, 2012). However, while social issues, such as child labor in the chocolate industry, 

have gained quite some attention over the last decade, non-governmental organizations have only recently 

started to focus on the fruit juice sector. Thus, most German consumers are likely not aware of problems linked 

to poor labor conditions in fruit production in major supplier countries. In many cases consumers might not 

even know the origins of the fruits for their fruit juices. However, given the recent scandals regarding poor 

                                                           
10 Initial steps have recently been taken to increase transparency for regional products. The so called ‘Regionalfenster’, 
have been introduced. It is a nationwide standardized label for regional products. At the time of our POS analysis the label 
did not exist.  
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health and safety standards, inappropriate working conditions and low wages in main fruit supplier countries 

(CIR, 2013), sustainability might gain in relevance for consumers’ fruit juice purchase decisions in the future.  

Thus, the communication of social aspects via labels or claims can be an opportunity for fruit juice producers 

and retailers to differentiate their products. Producers taking up those issues at an early stage could benefit 

from a first mover advantage. However, given the plethora of existing labels and to increase credibility of the 

information provided, producers may want to rely on well known third party-certified labels. 

Our market investigation provides an important contribution to the literature about on-package sustainability 

communication in the fruit juice sector. Future research is necessary especially in two aspects: first, to get a 

deeper insight into the determinants of companies’ on-product sustainability communication and second, to 

understand the relevance of sustainability labels on fruit juices for consumers’ purchase decisions. 

Acknowledgement  

The authors would like to thank the state government of North Rhine-Westphalia and the European Union for 

funding this study, which was accomplished within the scope of the project ‘Nachhaltigkeitsstudie 

Ernährung.NRW’. 

References 

AIJN (2012): AIJN – European Fruit Juice Association 2012 – Liquid Fruit Market Report. Available 
from: <http://www.aijn.org/pages/main/file.handler?f=AIJNMarketReport 2012.pdf>, [accessed 2014-07-
31]. 

Albersmeier, F., Schulze, H. and Spiller, A. (2010). System dynamics in food quality certifications: Development 
of an audit integrity system. International Journal of Food System Dynamics 1(1), 69–81. 

Ali, J. and Kapoor, S. (2009): Understanding consumers’perspective on food labeling in India.International Jour-
nal of Consumer Studies 33(6), 724-734. 

Balderjahn, I. (2013): Nachhaltiges Management und Konsumentenverhalten. Konstanz und München. 

Baldwin, C.J. (2012): Sustainability in the Food industry. Iowa. 

Banterle, A., Cereda, E. and Fritz, M. (2013): Labelling and sustainability in food supply networks: A comparison 
between the German and Italian markets. British Food Journal 115(5), 769-783. 

BMELV (2012a). Gliederung der Jahreseinfuhrstatistik 2012 „Südfrüchte, Obst, Gemüse, Schalenfrüchte, Kartof-
feln sowie Mostobst“. Available from: <http://berichte.bmelv-statistik.de/AHB-0033401-2012.pdf>, [ac-
cessed 2014-07-31]. 

BMELV (2012b): Gliederung der Jahresausfuhrstatistik 2012 „Südfrüchte, Obst, Gemüse, Schalenfrüchte, Kartof-
feln sowie Mostobst“. Available from: <http://berichte.bmelv-statistik.de/AHB-0033480-2012.pdf>, [ac-
cessed 2014-07-31]. 

Bundestag (2012): Deutscher Bundestag 17. Wahlperiode; Antwort der Bundesregierung auf die Kleine Anfrage 
der Abgeordneten Dr.Bärbel Kofler, Dr. Sascha Raabe, Lothar Binding (Heidelberg), weiterer Abgeordneter 
und der Fraktion der SPD – Drucksache. Available from: 
<http://dip21.bundestag.de/dip21/btd/17/089/1708936.pdf>, [accessed 2014-07-31]. 



Jeanette Klink et al. 

55 

Burch, D. and Lawrence, G. (2007): Supermarket own brands, new foods and the reconfiguration of agri-food 
supply chains. In supermarkets and agri-food supply chains. In the production and consumption of doods, 
ed. D. Burch and G. Lawrence, 100-128. London: Edward Elgar. 

Charter, M., Peattie, K., Ottman, J. and Polonsky, M.J. (2002): Marketing and sustainability, Association with The 
Centre for Sustainability Design. UK: Centre for Business Relationships, Accountability, Sustainability and 
Society (BRASS). 

CIR (2013): Im Visier: Orangensaft bei Edeka, Rewe, Lidl, Aldi & Co. Blind für Arbeitsrechte. Available from: 
<http://www.verdi.de/presse/downloads/pressemappen/++co++d8babcfa-2b72-11e3-a27e-
5254008a33df>, [accessed 2014-07-31]. 

Clark, G. (2007): Evolution of the global sustainable consumption and production policy and the United Nations 
Environment Programme's (UNEP) supporting activities. Journal of cleaner production 15(6), 492-498. 

Cotte, J. and Trudel, R. (2009): Socially Conscious Consumerism: A Systematic Review of the Body of Knowledge. 
Available from: <http://nbs.net/knowledge/consumerism/systematic-review/>, [accessed 2014-07-31]. 

De Barcellos, M. D., Krystallis, A., de Melo Saab, M. S., Kügler, J. O. and Grunert, K. G. (2011): Investigating the 
gap between citizens' sustainability attitudes and food purchasing behaviour: empirical evidence from Bra-
zilian pork consumers. International Journal of Consumer Studies 35(4), 391-402. 

De Pelsmacker, P., Driesen, L. and Rayp, G. (2005): Do Consumers Care about Ethics? Willingness to Pay for 
Fair-Trade Coffee. Journal of consumer affairs 39(2), 363-385.  

Dimara, E. and Skuras, D. (2005) Consumer demand for informative labeling of quality food and drink products: 
a European Union case study. Journal of Consumer Marketing 22(2), 90-100. 

EC (2013): European Comission Environment: What future for our food system? Let us know what you 
think.European Commission - IP/13/688. Available from: <http://europa.eu/rapid/press-release_IP-13-
688_en.htm>, [accessed 2014-07-31]. 

Ecolabelindex (2014): Ecolabelindex. Available from: <http://www.ecolabelindex.com/.>, [accessed 2014-07-
31]. 

Ethical Consumer (2014): Fruit juice – Juice dilemmas. Available from: <http://www.ethical
consumer.org/portals/0/downloads/fruitjuice.pdf>, [accessed 2014-07-31]. 

Fairtrade (2014): Fairtrade Fruchtsäfte. Preiskampf am Saftmarkt. Available from: <http://www.fairtrade-
deutschland.de/produzenten/fruchtsaefte/>, [accessed 2014-07-31]. 

Federal Government (2012): Deutscher Bundestag, 17. Wahlperiode, Antwort der Bundesregierung auf die 
Kleine Anfrage der Abgeordneten Dr. Bärbel Kofler, Dr. Sascha Raabe, Lothar Binding (Heidelberg), weiterer 
Abgeordneter und der Fraktion der SPD – Drucksache 17/8628-. Available from: 
<http://dipbt.bundestag.de/doc/btd/17/089/1708936.pdf>, [accessed 2014-07-31]. 

Fliess, B., Lee, H. J., Dubreuil, O. L. and Agatiello, O. (2007): CSR and trade: informing consumers about social 
and environmental conditions of globalised production: part I (No. 47). OECD Publishing. 

Frontiers (1996): Planning for consumer change in Europe 1996/1997, cf. Brewer, C.,Rettie, R. (2000): The verbal 
and visual components of package design, Journal of Product & Brand Management 9 (1), 56. 

Gajo, M. (2005): Die deutsche Fruchtsaftindustrie 2004.Die Aktiengesellschaft, Heft Nr. 6.6, European Environ-
ment 12 (6), 316–331.  

Galarraga Gallastegui, I. (2002): The use of eco-labels: a review of the literature. European Environment 12 (6), 
316–331.  

Gerlach, A. and Schudak, A. (2010): Bewertung ökologischer und sozialer Label zur Förderung eines nachhaltigen 
Konsums. Umweltpsychologie 14, 30–44. 



Jeanette Klink et al. 

56 

Groh-Kontio Handelsblatt (2013): Grossfusion in der Granini-Welt. Wenn Saftläden zerquetscht werden. 
Available from: <http://www.handelsblatt.com/unternehmen/handel-dienstleister/grossfusion-in-der-
granini-welt-wenn-saftlaeden-zerquetscht-werden/8796212.html>, [accessed 2014-07-31]. 

Grunert, K. G. and Wills, J. M. (2007): A review of European research on consumer responseto nutrition infor-
mation on food labels. Journal of Public Health 15, 385–399. 

Harris, E. (2007): The voluntary carbon offsets market: An analysis of market characteristics and opportunities 
for sustainable development (No. 10). IIED. 

Hartmann, M. (2011): Corporate social responsibility in the food sector, Review of Agricultural Economics 38(3), 
297-324. 

Hartmann, M., Frohberg, K. and Fischer, C. (2010): Building Sustainable Relationships in Agri-food Chains: Chal-
lenges from Farm to Retail. In: Fischer, C. and Hartmann, M. (eds): Agri-food Chain Relationships. CAB Inter-
national. Oxford. 25–44. 

Holsti, O.R. (1969): Content Analysis for the Social Sciences and Humanities. Reading, MA: Addison-Wesley. 

Kraus, A. and Popek, S. (2013): Structural model of fruit juice quality determining factors in product design and 
development. British Food Journal 115(6), 865-875. 

Langen, N. and Hartmann, M. (2012): Chocolate Brands’ Communication of Corporate Social Responsibility in 
Germany. In: Rickert, U. and Schiefer, G. (Eds.): Proceedings in System Dynamics and Innovation in Food 
Networks 2012. ISSN: 2194-511X: 680-691. 

Lebensmittelzeitung (2013): Top 30 Lebensmittelhandel Deutschland 2013. Available from: 
<http://www.lebensmittelzeitung.net/business/daten-fakten/rankings/Top-30-Lebensmittel-Handel-
2013_371.html>, [accessed 2014-07-31]. 

Reheul, D., Mathijs, E. and Relaes, J. (2001): Elements for a future view with respect to sustainable agri – and 
horticulture in Flanders, Report from the project ‘Sustainable Agriculture’, Stedula, Ghent. 

Renard, M.-C. (2003): Fair trade: quality, market and conventions. Journal of Rural Studies 19,87-96. 

Rettie, R. and Brewer, C. (2000): The verbal and visual components of package design. Journal of Product & 
Brand Management 9 (1), 56 – 70. 

Roe, B. and Sheldon, I. (2007). Credence good labeling. The efficiency and distributional implications of several 
policy approaches. American Journal of Agricultural Economics 89(4), 1020–1033. 

Roeben (2008): Erziele Produkte mit höherer Qualität auch einen höheren Preis im lebensmitteleinzelhandel? 
Eine empirische Untersuchung am Beispiel Fruchtsaft. Arbeitsbericht 47. Available from: 
<http://fss.plone.uni-giessen.de/fss/fbz/fb09/institute/iam/prof-mae/veroeff/arbeitsberichte/-
ab47roeben/file/AB%2047%20Roeben,%20Anna%20KOMPLETT.pdf>, [accessed 2014-07-31]. 

Rössler, P. (2010): Inhaltsanalyse, 2. Aufl. Konstanz. 

Roth, S., Klingler, M., Schmidt, T.R.W. and Zitzlsperger, D.F.S. (2009): Brands and labels as sustainability signals. 
Available from: <http://www.duplication.net.au/ANZMAC09/papers/ANZMAC2009-587.pdf>, [accessed 
2014-07-31]. 

Sennewald, K. and Heitlinger, K. (2012): Geschäftsbericht des Verbandes der deutschen Fruchtsaft-Industrie e. 
V. für das Geschäftsjahr 2012 und die Zeitspanne bis zum 12.04.2013. 

StBa (2010): Statistisches Bundesamt, Produzierendes Gewerbe, Konzentrationsstatistische Daten für das Ver-
arbeitende Gewerbe, den Bergbau und die Gewinnung von Steinen und Erden sowie für das Baugewerbe. 
Available from: <https://www.destatis.de/DE/Publikationen/Thematisch/IndustrieVerarbeitendes-
Gewerbe/Strukturdaten/KonzentrationsstatistischeDaten2040423109004.pdf;jsessionid=-
CF57AD7EA949D8CCF6BEF6BB52EB1581.cae1?__blob=publicationFile>, [accessed 2014-07-31]. 



Jeanette Klink et al. 

57 

Stiftung Warentest (2014): Orangensaft: Säfte und Unternehmensverantwortung im test. Ausgabe, test 
04/2014. Available from: <http://www.test.de/shop/test-hefte/test_04_2014/>, [accessed 2014-07-31]. 

Tappy, L. and Lê, K. A. (2010): Metabolic effects of fructose and the worldwide increase in obesity. Physiological 
reviews 90(1), 23-46. 

Theuws, M., van Huijstee, M., Overeem, P., van Seters, J. and Pauli, T. (2013): Fatal Fashion – Analysis of recent 
factory fires in Pakistan and Bangladesh: A call to protect and respect garment workers’ lives. Available 
from: <http://www.saubere-kleidung.de/images/05_pdf/2013/2013_03_13-Faltal-Fashion-Report.pdf>, 
[accessed 2014-07-31]. 

UN (2005): Resolution adopted by the General Assembly. 60/1. 2005 World Summit outcome. Available from: 
<http://www.un.org/womenwatch/ods/A-RES-60-1-E.pdf>, [accessed 2014-07-31]. 

UNWCED (1987): Our common future: report of the World Commission on Environment and Development. 
Available from: < http://www.un-documents.net/our-common-future.pdf >, [accessed 2014-07-31]. 

Van Der Merwe, D., Kempen, E. L., Breedt, S. and De Beer, H. (2010). Food choice: student consumers' decision-
making process regarding food products with limited label information. International Journal of Consumer 
Studies 34(1),11–18. 

Van Herpen, E., van Nierop, E. and Sloot, L. (2012). The relationship between in-store marketing and observed 
sales for organic versus fair trade products. Marketing Letters 23(1), 293-308. 

VdF (2007): Fruchtsaft in aller Munde - Emnid-Umfrage bestätigt positives Image von Fruchtsaft. Available from: 
<http://www.presseportal.de/pm/44111/1005595/fruchtsaft-in-aller-munde-emnid-umfrage-bestaetigt-
positives-image-von-fruchtsaft>, [accessed 2014-07-31]. 

VdF (2013): The market for fruit juices in Germany in the context of the whole beverage market - Chances for 
black currant drinks and nectars. Available from: 
<http://www.internationalblackcurrantassociation.com/WaldenburgConferencePDF/Klaus%20Heitlinger.pd
f>, [accessed 2014-07-31]. 

VdF (2014): Daten und Fakten zur deutschen Fruchtsaftindustrie. Faltblatt. Available from: 
<http://www.fruchtsaft.de/medien/wirtschaft/>, [accessed 2014-07-31]. 

Verbeke, W. (2008): Impact of communication on consumers’ food choices. Proceedings of the Nutrition Society 
67(3), 281-288. 

Wansink, B., Sonka, S.T. and Hasler, C.M. (2004): Front label health claims: When less is more. Food Policy 
29,659-667. Available from: <http://www.harmlesscoconut.com/resources/—11.pdf>, [accessed 2014-07-
31]. 

Wieser, R., Aiginer, K. and Wuerger, M. (1999): Marktmacht im Einzelhandel, Bundesministerium für Wirtschaft-
liche Angelegenheiten, Sektion Wirtschaftspolitik, Wien. 


