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1 | INTRODUCTION

The contemporary beer market exhibits dynamism, with a revenue
amounting to US $322.3 billion in 2023 and an anticipated annual
growth exceeding 3%. The array of beers available in both on and

off-trade sectors expands annually, propelled by consumer demand
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Abstract

This paper aims to shed light on the determinants of sustainable products' purchase
intention, with a focus on sustainable beer. Specifically, three determinants related to
the theory of planned behavior (i.e., perceived consumer effectiveness, social influ-
ence, and environmental concern) and two determinants related to the perceived
value (i.e., green perceived utility and perceived quality) have been investigated. Five
categories of environmentally sustainable beer have been considered: three referred
to the types of ingredients (organic, local, and Italian) and two to the type of packag-
ing (recycled and biodegradable). Furthermore, the effect of gender has been investi-
gated for all the five above-mentioned sustainable solutions. A survey has been
conducted on 790 Italian consumers and structural equation modeling (SEM) has
been employed for hypothesis testing. Results show that perceived quality, green
perceived utility, and environmental concern influence the purchase intention of sus-
tainable beer, regardless of the specific type of sustainable solution. Further, results
highlight that gender does moderate the relationship between perceived quality and
purchase intention only for two types of sustainable solutions (local ingredients and
recycled packaging). Several implications for scholars, companies, and policymakers
are drawn from this study.

KEYWORDS
gender, green products, green purchase, sustainable consumer behavior, sustainable beer,
theory of planned behavior

for diversity and novelty (Parker et al., 2020). Notably, heightened
consumer dissatisfaction with standardized beers and a preference for
distinctive products and gourmet tastes (De Vargas Giorgi, 2015;
Parker et al., 2020; Reid et al., 2014) have contributed to the emer-
gence of a consumer base inclined towards traditional brewing

methods, high-quality ingredients, and differentiated flavor profiles

Abbreviations: AGFI, adjusted goodness-of-fit index; AVE, average variance extracted; CB, craft beer; CFA, confirmatory factor analysis; CFl, comparative fit index; CR, composite reliability; EC,
environmental concern; FMCGs, fast-moving consumer goods; GFl, goodness-of-fit index; GPU, green perceived utility; IFl, incremental fit index; PCE, perceived consumer effectiveness; P,

purchase intention; PQ, perceived quality; RMSEA, root mean square error of approximation; SEM, structural equation modeling; Sl, social influence; SRMR, standardized root mean square

residual; TPB, theory of planned behavior.
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(Bachman et al., 2021; Fastigi et al., 2015; Pozner et al., 2022; Verhaal
et al., 2015). These consumers also demonstrate willingness to pay for
superior quality products (Betancur et al, 2020). According to
Drakopoulou Dodd et al. (2018), a response to consumer preferences
for hyper-differentiation is evident in the introduction of new beer port-
folios. For instance, in recent years the craft beer (CB) category has
gained prominence and demonstrated substantial growth in various
countries and regions (Albanese et al., 2018; Duarte Alonso et al., 2018).

Due to such changes, understanding consumer behavior in the
beer market is of high importance nowadays. From the scientific per-
spective, the literature focused on investigating the factors influencing
consumers' choice of beer. For instance, Betancur et al. (2020) under-
scored that these factors can be distinguished into product sensory
attributes, consumers' personal factors (i.e., psychographic and behav-
ioral variables and demographic and socio-cultural variables), and con-
text and situational factors. In a study conducted on Czech
consumers, SvatosSova et al. (2021) underscored that the pivotal deter-
minants guiding consumers' beer selection include taste, a reputable
brand associated with high quality, and a preference for domestically
produced beer. Calvo-Porral et al. (2020) investigated whether con-
sumer involvement influences beer flavor preferences. Specifically,
many efforts have been made to investigate the consumer behavior
towards CB and specialty beer (i.e., beer that includes special or
unconventional ingredients during production, such as various fruits,
aimed at enhancing the flavor), two product categories that aim to
clearly distinguish from industrial beer. For instance, Haddad et al.
(2023a) undertook a characterization of the profiles of both novice
and experienced consumers of CB, with the overarching objective of
evaluating their perceptions, knowledge, and purchase intentions.
Guerra-Tamez and Franco-Garcia (2022) investigated how much con-
sumer loyalty toward CB can be influenced by flow, perceived value,
and corporate social responsibility, considering both Mexican and
Dutch consumers. Rivaroli et al. (2019) explored the motivations driv-
ing university students to choose CB. Carbone and Quici (2020) con-
ducted an investigation into the awareness of CB among lItalian
consumers, scrutinizing their attitudes, habits, and behaviors. The
study aimed to assess the influence of these characteristics on con-
sumers' decision-making processes. Di Vita et al. (2023) undertook an
analysis of consumer preferences and gauged the willingness to pay
for CB in comparison to industrial products within the Italian context.
With reference to specialty beer, Haddad et al. (2023b) investigated
the consumers' perceptions toward specialty beer producers, analyz-
ing consumers' preferences and perceptions toward these beers and
determining buying factors. Other studies investigated consumer pref-
erences toward gluten-free beer (Donadini et al., 2020).

Recently, the beer industry has begun to recognize the impor-
tance of sustainability and its role in consumer decision-making.
Indeed, from the environmental perspective, several studies recognize
the high environmental impact of beer production (e.g., Cordella
et al., 2008; Mattila et al., 2012; Talve, 2001). Nevertheless, few stud-
ies have been conducted on consumer behavior toward sustainable
beer. Specifically, Lee et al. (2020) investigated the purchase intention
toward beer whose label reports the water conservation practices

implemented during the production process. Carley and Yahng (2018)
examined the consumers' willingness to pay a premium price for beer
whose production processes conserve energy or water or use an elec-
tricity source that produces limited greenhouse gas emissions, such as
solar panels. Such few studies are in contrast with the high number of
studies on consumer behavior toward sustainable products in general
(Alzubaidi et al., 2021; Dangelico et al., 2021) and toward specific cat-
egories of products, such as clothing (e.g., Dangelico et al., 2022a;
Paco et al., 2020), cars (e.g., Corradi et al., 2023; Secinaro et al., 2022),
electronic products (e.g., Fraccascia et al., 2023), luxury products
(Essiz & Senyuz, 2024), remanufactured products (Hazen et al., 2017),
and food and beverage products as well (e.g, Rondoni &
Grasso, 2021). Studies on sustainable consumer behavior in the food
and beverage industry have been conducted with a focus on several
products, such as fruit and vegetables (Boca, 2021), wine (Cobelli
et al, 2021; Rodriguez-Sanchez & Sellers-Rubio, 2021; Sgroi
et al, 2023; Vecchio et al, 2023), chocolate (Vecchio &
Annunziata, 2015), seafood products (Zander & Feucht, 2018), meat
products (Tait et al, 2016; Vanhonacker et al, 2013), coffee
(De Pelsmacker et al., 2005; Van Loo et al., 2015), dairy products
(Napolitano et al., 2010), and eggs (Gliney & Giraldo, 2020). On the
contrary, sustainable consumer behavior with specific regard to beer
has so far been an under-investigated topic, with a limited number of
studies (Carley & Yahng, 2018; Lee et al., 2020).

Furthermore, previous research on sustainable consumer behav-
ior suggests that gender may play a role in explaining sustainable con-
sumer behavior (e.g., Sreen et al., 2018; Zhao et al., 2021). Further,
some previous studies highlighted that the specific eco-design option
or sustainable solution chosen for a given category of products may
affect the determinants of purchase intention (Dangelico
et al., 2022a; (Dangelico et al., 2024). To the best of our knowledge,
no study has so far investigated whether the effect of gender is con-
tingent upon the specific sustainable solution.

This study aims to answer the following research questions: What
are the determinants of the purchase intention of sustainable beer?
Are the determinants of purchase intention contingent upon the type
of sustainable solution? Does consumer gender moderate the relation-
ship between determinants and purchase intention? Is the moderating
effect of gender contingent upon the specific sustainable solution?

In answering these research questions, this paper sheds further
light on the determinants of sustainable products' purchase intention,
with a focus on sustainable beer. Specifically, three determinants
related to the theory of planned behavior (TPB) (i.e., perceived con-
sumer effectiveness, social influence, and environmental concern) and
two determinants related to perceived value (i.e., green perceived util-
ity and perceived quality) have been investigated. Five categories of
environmentally sustainable beer have been considered: three
referred to the types of ingredients (organic, local, and Italian?) and
two to the type of packaging (recycled and biodegradable). Further-

more, the effect of gender has been investigated for all the five

A product sold to Italian consumers, made with Italian ingredients and manufactured in Italy,
is expected to have a lower environmental impact due to transportation compared with a
product manufactured abroad or manufactured in Italy with ingredients coming from abroad.
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above-mentioned sustainable solutions. A survey has been conducted
on ltalian consumers. Italy seemed to be a good research setting for
this research, as the ltalian market for beer has been continuously
growing since 2012, and in 2022, Italian consumers bought 37.8 L per
capita, 5% more than the previous year.?

The article is structured as follows. In Section 2, the theoretical
background and the hypothesis development are presented. In
Section 3, materials and methods are reported, while in Section 4,
results are presented. Finally, discussion and implications as well as

limitations, future research directions, and conclusions are provided.

2 | THEORETICAL BACKGROUND AND
HYPOTHESIS DEVELOPMENT

2.1 | Theoretical background

Sustainable consumption has gained significant prominence in recent
years, being acknowledged as one of the 17 goals of the 2030 agenda
for sustainable development, alongside sustainable production (United
Nations, 2018). However, the roots of this topic can be traced back to
two decades ago, when Meulenberg (2003) conducted an analysis and
defined sustainable consumption as a decision-making process influ-
enced by both social responsibility and individual needs and attitudes.
Numerous models and theories have been developed to study and
understand the sustainable behavior of consumers. The primary theo-
ries that serve as the foundation for most studies on sustainable con-
sumption are Ajzen and Fishbein's Theory of Reasoned Action
(Ajzen & Fishbein, 1980) and its extension the TPB (Ajzen, 1985).
These theories provide insights into how consumer beliefs and psy-
chological aspects shape their actions and drive specific behaviors.
The complexity of the factors that define consumer behavior makes
predicting their actions a challenging endeavor. Building upon these
fundamental theories, a multitude of approaches and models have
been established across various scientific disciplines (including psy-
chology, social sciences, and decision sciences) and industrial sectors
(fashion, vehicle, oil, gas, etc.). Certainly, one of the key domains for
examining consumer behavior is the realm of food and beverages
(Zhang & Dong, 2020). This sector is notably marked by production
systems that have adverse environmental impacts, leading to climate
change and the depletion of biodiversity (Godde et al., 2021; Gomez-
Zavaglia et al., 2020). Hence, there is a growing need to reassess cur-
rent solutions and shift toward more sustainable paradigms in the
food and beverage sector (Schiufele & Janssen, 2021).

In line with previous research on green consumer behavior
(e.g., Alzubaidi et al., 2021; Fransson & Giarling, 1999), this study
employs environmental concern as an indicator of attitude. In the
same vein, perceived consumer effectiveness serves as a substitute
for perceived behavioral control (e.g., Alzubaidi et al., 2021). Finally,

social influence is used as a proxy of subjective norms, delineating the

2https://www.ilsole24ore.com/art/business-birra-crescita-guidato-consumi-fuori-casa-
AEJBAqrD?refresh_ce=1
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perceived pressure of individuals' sense from significant others either
encouraging or discouraging the engagement in a particular behavior
(White et al., 2009).

Furthermore, we extend the TPB by incorporating product per-
ceived value. This extension is considered pertinent due to the signifi-
cance of perceived value as a crucial factor influencing the intention to
purchase environmentally friendly products, as demonstrated in previous
studies (e.g., Dangelico et al., 2022a). Perceived value is comprehensively
examined with two components: product quality (Chou et al., 2020) and
green perceived utility (Chang, 2011; Magnier et al., 2019).

2.2 | Hypothesis development
This section is divided into three subsections. Section 2.2.1 regards the
factors related to the TPB. Section 2.2.2. regards the factors related to

the perceived value. Finally, Section 2.2.3 regards the role of gender.

221 | Factors related to the TPB

Perceived consumer effectiveness

Perceived consumer effectiveness refers to an individual's belief in
his/her capacity to make a positive environmental impact through
personal choices. Previous studies have underscored the positive
effect that perceived consumer effectiveness plays on the purchase
intention of several products (Casalegno et al., 2022), such as green
smartphones (Raj et al., 2023), electronic products from industrial
symbiosis (Fraccascia et al., 2023), sustainable clothing (Apaolaza
et al., 2023), eco-friendly apparel (Kumar et al., 2022), fairtrade-cut
flowers (Berki-Kiss & Menrad, 2022), products that do not add to plas-
tic pollution (Kautish et al., 2021), and electric vehicles (Asadi
et al., 2021), among the others.

Several previous studies found that perceived consumer effec-
tiveness significantly influences purchase intention in the food sector,
where consumers increasingly seek sustainable, locally sourced, and
organic options (Ghvanidze et al., 2016; Gleim et al., 2013; Gupta &
Ogden, 2009; Kaur et al., 2023). As consumers become more aware of
the environmental impact of their food choices, their perceived effec-
tiveness in contributing to sustainability encourages the preference
for products that align with their values. The belief that their decisions
can positively impact the environment propels their intention to pur-
chase food items that are produced ethically, with minimal environ-
mental impact, and support practices promoting biodiversity and
conservation. This evolving consumer mindset not only shapes their
buying behavior, but also drives the food industry to adapt, innovate,
and offer more environmentally responsible options to meet these
growing consumer demands. Specifically, Barber et al. (2016) found
that perceived consumer effectiveness can influence the purchase
behavior of consumers toward pro-environmental wine products.

Based on the above considerations, we hypothesize that

H1. Perceived consumer effectiveness positively
influences the consumer's intention to purchase

sustainable beer.
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Social influence

Social influence can be defined as the perceived social expectations
influencing whether one engages in a particular action or refrains from
doing so (Ajzen, 1991). This factor plays an important role in shaping
consumer behavior (Cialdini, 2005). In particular, social influence
emerged as one of the most influential drivers of sustainable behavior
(Bhukya & Paul, 2023), encompassing actions such as energy conser-
vation, recycling, and adoption of sustainable transportation
(Liobikiene et al., 2016; White et al., 2009). Several studies under-
scored the positive effect that social influence plays on the purchase
intention of electronic products from industrial symbiosis (Fraccascia
et al., 2023), solar panels (Roy & Mohapatra, 2022), and electric vehi-
cles (Jayasingh et al., 2021; Kim et al., 2014), as well as on the inten-
tion of adopting emerging healthcare technology (Wei et al., 2024),
among the others.

Furthermore, social influence is acknowledged as a relevant pre-
dictor of customers' intention to purchase sustainable food and, in
particular, organic foods (Carfora & Catellani, 2023; Torres-Ruiz
et al., 2018). Hence, we hypothesize that

H2. Social influence positively influences the con-

sumer's intention to purchase sustainable beer.

Environmental concern

Environmental concern refers to “the degree to which consumers are
concerned about environmental problems and support efforts to solve
them,” for instance by purchasing green or sustainable products
(Dunlap & Jones, 2002, p. 485). This factor is considered an important
predictor of consumers' environmentally friendly behavior and may
directly impact purchase intention. In particular, the literature has
underscored the impact that environmental concern plays on the pur-
chase intention of several products (Lopes et al., 2024), such as
package-free products (De Canio et al., 2024), carbon-labeled prod-
ucts (Sun et al, 2023), sustainable fashion products (Dangelico
et al., 2022a; Rausch & Kopplin, 2021), and electric vehicles (Song
et al., 2022), among the others. Specifically, to food products, the pos-
itive impact of environmental concern has been recognized in the
intention to purchase carbon footprint labeled foods (Rondoni &
Grasso, 2021), plant-based food (Suhartanto et al., 2022), and organic
food (Laureti & Benedetti, 2018; Roseira et al., 2022). Hence, we
hypothesize that

H3. Environmental concern positively influences the

consumer's intention to purchase sustainable beer.

222 | Factorsrelated to the product's
perceived value

Green perceived utility
Green perceived utility encompasses an individual's assessment of
the positive environmental impact generated by green products and

positively influences green purchase intention (Chang, 2011). Chen

and Chang (2012) redefined green purchase intention as “the likeli-
hood that a consumer would buy a particular product resulting
from his or her environmental needs” (Chen & Chang, 2012,
p. 508). According to Wang and Hazen (2016), when consumers
possess awareness regarding the reduced environmental harm of
green products compared to conventional alternatives, they tend to
place a higher value on these eco-friendly options. This increased
perceived value directly influences their inclination to purchase
green products (Fraccascia et al., 2023). Evidence supports
this result for several categories of green products, for
example, hybrid vehicles (Kahn, 2007), green homes (Rashid &
Shaharudin, 2017), and green furniture (Xu et al., 2020). Hence, we
hypothesize that

H4. Green perceived utility positively influences the

consumer's intention to purchase sustainable beer.

Perceived quality

In the food and beverages sector, the perceived quality of products
plays a crucial role in determining purchasing intentions (Rai
et al., 2023). Perceived quality encompasses factors like taste, fresh-
ness, nutritional value, and eco-friendliness. Previous studies identi-
fied perceived quality as a predictor of purchase intention in different
food and drink categories (such as meat and wine) (de Araujo
et al., 2022; Pickering, 2023). In the field of organic food consumption,
several studies have confirmed this result (Magnusson et al., 2001;
Padel & Foster, 2005; Wee et al., 2014). In particular, this trend is due
to the unique and in some cases higher attributes of organic food
compared to conventional alternatives in terms of healthiness and
environmental impact (Jolly, 1991; Vindigni et al., 2002). Additionally,
Mascarello et al. (2015) conducted a survey on Italian consumers and
found a close connection between food quality characteristics (taste,
appearance, and freshness) and purchase intention. The authors also
identified that other crucial factors in defining food quality are related
to the significance of protected designation of origin (PDO) certifica-
tion, along with organic and locally sourced production. A more recent
study also reinforces this result, highlighting that local food is per-
ceived to be of higher quality due to appearance, information about
their production, and freshness and this increases future intention to
buy it (Carfora & Catellani, 2023).

Hence, we hypothesize that

H5. Perceived quality positively influences the con-

sumer's intention to purchase sustainable beer.

223 | Gender

The exploration of gender differences in sustainable consumption has
been a topic of great debate in recent years, which reveals intriguing
patterns across various domains (Dangelico et al., 2022b; Mostafa,
2007; Sreen et al., 2018; Zhao et al., 2021). In studies on the determi-
nants of sustainable consumer behavior, gender has generally been
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analyzed as an explanatory or as a control variable. In this study, we
aim to analyze the role of gender as a moderating variable.

Considering the factors related to the TPB, previous contributions
emphasized that pro-environmental behaviors may depend on gender,
with females more inclined to have active participation in pro-
environmental initiatives, ceteris paribus (Hansmann et al., 2020;
Silvi & Padilla, 2021; Xiao & Hong, 2010), and to buy sustainable prod-
ucts, ceteris paribus (Meet et al., 2024; Smith & Brower, 2012; Sreen
et al,, 2018). Indeed, women seem to display a greater environmental
attitude, being more inclined to protect the natural environment, than
men (e.g., Davidson & Freudenburg, 1996; Gomez-Zavaglia
et al, 2020; O'Connor et al., 1999). Based on the above consider-
ations, we hypothesize that

H1la. Gender moderates the relation between per-
ceived consumer effectiveness and purchase intention—

the effect is stronger for females than for males.

The expectation state theory (Ridgeway & Bourg, 2004) intro-
duces the concept of distinct social behaviors based on gender.
Numerous studies identified women as more people-oriented, while
men are often described as more self-confident and independent
(Miller, 2012; Minton & Schneide, 1985; Skitka & Maslach, 1996).
Starting from these premises, it is valuable to assess how men and
women respond to the information provided by their influential indi-
viduals in purchasing decisions. Previous studies resulted in women
being more motivated and influenced by social interactions in their
purchasing behaviors (Lee, 2009; Noble et al., 2006). A study con-
ducted on Indian consumers supported the hypothesis that females
are more influenced than men by subjective norms in their green pur-
chase intention (Sreen et al., 2018). In addition, Gundala et al. (2022)
confirmed this result as they found that the subjective norm affects
women more in the purchasing decision of organic food in the

United States. Hence, we hypothesize that

H2a. Gender moderates the relationship between
social influence and purchase intention—the effect is

stronger for females than for males.

Sreen et al. (2018) introduce the concept of gender socialization,
asserting that distinct socialization processes contribute to behavioral
differences between men and women. Women, generally more con-
cerned about environmental issues, exhibit a more positive attitude
toward eco-friendly products. Given that women tend to have higher
environmental concerns, they are likely to demonstrate eco-friendly
behavior, even in situations where it may be inconvenient for them,
such as in terms of financial cost, time commitment, or self-efficacy
(Lee, 2009). Indeed, in their research, Laroche et al. (2001) find that
women exhibit greater environmental concern and a higher willing-
ness to pay for eco-friendly products compared to men. In their study
on ltalian consumers, Dangelico et al. (2022b) highlight that, after the

COVID-19 pandemic, women's awareness about environmental

and the Environment @ .§;—WI LEYJ_S

problems increased significantly more than men's, and the same dif-
ference can be noticed in terms of the frequency of purchases of sus-
tainable products. The research on Lebanese consumers by Dagher
and Itani (2014) suggests that gender moderates the relationship
between environmental concern and green purchasing behavior, with

women exhibiting a stronger link. Hence, we hypothesize that

H3a. Gender moderates the relation between environ-
mental concern and purchase intention—the effect is

stronger for females than for males.

Concerning perceived value factors, Medina-Molina et al. (2021)
suggest that women process information more extensively, capturing
data at lower thresholds. Men, on the other hand, are portrayed as
more selective data processors, relying on heuristics and preconcep-
tions. This extends to food purchasing decisions, where men simplify
choices using heuristics. Gender significantly influences the interac-
tion with food labeling, with women showing a preference for labeled
foods and being more attentive to nutritional information. This selec-
tivity hypothesis posits that women are inclined to detect, elaborate,
and employ less accessible but more relevant information in their pur-
chase evaluations. Thus, women might be more sensitive to environ-
mental information and, consequently, perceive sustainable products
as more effective in contributing to environmental causes. Hence, we
hypothesize that

H4a. Gender moderates the relation between green
perceived utility and purchase intention—the effect is

stronger for females than for males.

Finally, in their study conducted in the beverage industry, Sharif
et al. (2023) find that gender (being female) has a positive and signifi-
cant moderating role in the relationship between perceived quality
and repurchase intention. In the same vein, Das (2015) underlines that
gender significantly influences the relationship between perceived
quality and consumer's purchase intention of fashion retail brands,
making this relationship stronger for females than for males. Hence,
we hypothesize that

H5a. Gender moderates the relation between per-
ceived quality and purchase intention—the effect is
stronger for females than for males.

Figure 1 summarizes the developed hypotheses and the theoreti-

cal framework.

3 | MATERIALS AND METHODS

In this section, we present how the data was collected (Section 3.1),
the survey used for data collection (Section 3.2), and the procedure

used to analyze the data (Section 3.3).
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FIGURE 1
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3.1 | Datacollection

The selected target population for this study is represented by adult
Italian consumers. Primary data was collected between October 2021
and December 2021 through an online survey. A pre-test was done
on a limited number of consumers to assess the questionnaire's clarity
and the time of completion. Convenience sampling was used as
common in consumer behavior studies (Chaihanchanchai &
Anantachart, 2023; Lavuri et al., 2023; Rezvani et al., 2018). The
authors and three research assistants shared the online survey
through social networks and instant messaging clients; at the end of
the survey, each respondent was in turn invited to share the survey
via his/her social networks. The collection phase resulted in a final
sample of 790 respondents, who purchase beer at least occasionally.
Since all questions were mandatory, there are no missing values in the
dataset. Demographic data collected for each consumer consisted of
gender, age, education, and monthly household net income. Respon-
dents were more likely to be male (57%). Age groups included 18-24
(32%), 25-34 (30%), 36-45 (12.4%), 45-54 (14%), and over 55 years
old (8%). The majority of consumers (61%) had a bachelor's degree or

above, as shown in Table 1.

3.2 | Measurements
The questionnaire is structured in different sections.
In the first section, we explored consumer's purchasing habits by

asking a direct Yes/No question: When you go shopping, do you happen

TABLE 1

Socio-demographic variables

Theoretical framework.

Socio-demographic statistics of the sample.

Gender
Female
Male
Age group
18-24
25-34
35-44
45-54
Over 55
Education
Middle school or lower
High school
Bachelor's degree
Master's degree
Doctorate
Monthly household net income
Less than 1000 €
1000-1500 €
1501-2000 €
2001-2500 €
2501-3000 €
Over 3000 €

Frequency

336
454

256
235
126
112

61

26
283
221
235

25

53
139
161
141
125
171

Percentage

43%
57%

32%
30%
16%
14%

8%

3%
36%
28%
30%

3%

7%
18%
20%
18%
16%
22%
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to buy beer? This first question allowed us to narrow down the sample
of respondents to only those who purchase beer (even occasionally).

In the second section, preferences and perceptions of the specific
information reported on the beer packaging are collected. In particular,
we asked consumers to report their level of agreement or
disagreement—on a five-item Likert scale ranging from 1 = “Strongly
disagree” to 5 = “Strongly agree”—with the importance of different
information reported on beer packaging: (1) clear information on the
possible use of alternative raw materials to traditional ones, (2) clear
information about the materials used for the packaging (bottle or can)
and its disposal methods, (3) certification attesting that the product is
organic, (4) certification attesting that the product is produced sustain-
ably, (5) clear information on the use of energy derived from renewable
sources in the production processes, (6) detailed information on the
terms used (e.g., organic and sustainable) and on the initiatives under-
taken by the producer in terms of sustainability, and (7) clear informa-
tion about the type and origin of the ingredients used.

In the third section, we asked consumers to report their level of
product familiarity on a three-item scale (I have purchased it; | have
never purchased it, but have heard about it; | have never purchased it;
and | have never heard about it) in relation to different beer character-
istics: (1) with ingredients from organic farming, (2) with alternative
ingredients (e.g., the use of stale bread to replace part of the cereals),
(3) with local ingredients (e.g., barley cultivated near the production
facility), (4) produced by an Italian company with Italian ingredients,
(5) with a packaging (bottle or can) made from recycled material, and
(6) with a biodegradable packaging (e.g., bottle made of wood fiber or
bioplastic and cap made of bioplastic or cork). In line with Dangelico
et al. (2022a), consumers who replied “I have purchased it” were
assumed to have a direct experience with the product. Consumers
who replied “| have never purchased it but have heard about it” were
assumed to have an indirect experience with the product. Finally, con-
sumers who replied “l have never heard about it” were assumed to
have no previous experience with the product.

In the fourth section, we collected data about the different con-
structs reported in the theoretical model. Again, we asked respon-
dents to rate on a five-item Likert scale—ranging from 1 = “Strongly
disagree” to 5 = “Strongly agree”—their purchase intention, perceived
consumer effectiveness, social influence, environmental concern, per-
ceived quality, and green perceived utility. Specifically, to measure
consumers' purchase intention we used a two-item scale (adapted by
Magnier et al., 2019; Mugge et al., 2017). For social influence, we
used a three-item scale based on Alzubaidi et al. (2021); environmen-
tal concern was measured with three items (D'Souza et al., 2015), and
perceived consumer effectiveness was evaluated with a three-item
scale (Kang et al., 2013). Perceived quality was assessed with two
items (Cheung et al., 2015; Oude Ophuis & Van Trijp, 1995) while the
green perceived utility was measured with two items adapted from
Chang (2011) and Magnier et al. (2019). The scales are detailed in
Appendix 1. Purchase intention, perceived quality, and green per-
ceived utility were assessed for five different categories of sustainable
solutions for beer: three types of ingredients (organic, local, and ltalian)

and two types of packaging material (recycled and biodegradable).

and the Environment % E_WI LEYJ_7

3.3 | Analytic technique

First, a descriptive analysis of the results is conducted. Then, a two-
step methodology was applied using AMOS 28.0: initially, a confirma-
tory factor analysis (CFA) was conducted to evaluate and validate the
measurement model; after that, structural equation modeling (SEM)
was employed for hypothesis testing. The analysis initially focused on
beer made with organic ingredients. In order to check for significant
differences across the different sustainable solutions, the same
models were then assessed for beer made with Italian ingredients and
local ingredients, with biodegradable packaging, and with recycled
packaging.

Given the large sample size and the susceptibility of the chi-
square (x?) statistic to sample variations, additional indices were uti-
lized to assess the overall model fit (Hu & Bentler, 1998;
Tabachnick & Fidell, 2007). These indices included the adjusted
goodness-of-fit index (AGFI), goodness-of-fit index (GFl), comparative
fit index (CFI), incremental fit index (IFl), standardized root mean
square residual (SRMR), and root mean square error of approximation
(RMSEA).

4 | ANALYSIS OF THE RESULTS

4.1 | Descriptive analysis

Perceptions about the relevance, during the purchase process, of spe-
cific information reported on the beer packaging are shown in
Table 2. Consumers highly value transparency regarding the materials
used in the packaging and proper disposal methods, followed by infor-
mation on the origin and type of ingredients used, and information on

the use of raw materials alternative to traditional ones (mean higher

TABLE 2 Relevance of information provided on beer packaging.
When | purchase beer, | think it is very Standard
important for the packaging to include: Mean deviation

Clear information about the materials used 4167 1.032
for the packaging (bottle or can) and its
disposal methods

Clear information about the type and origin 4139 1.016
of the ingredients used

Clear information on any use of raw 4138 1.026
materials alternative to traditional ones
Certification attesting that the product is 3.981 1.032

produced sustainably

Detailed information on the terms used (e.g., 3.796  1.056
organic and sustainable) and on the

initiatives undertaken by the producer in

terms of sustainability

Certification attesting that the product is 3.770 1.128
organic
Clear information on the use of energy 3.711 1.096

derived from renewable sources in the
production processes
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TABLE 3 Distribution of responses related to product familiarity for different sustainable solutions.

Produced by an Italian company with Italian
ingredients

Product familiarity

Local ingredients (e.g., barley cultivated near
the production facility)

Packaging (bottle or can) made from recycled
material

Ingredients from organic farming

Alternative ingredients (e.g., the use of stale
bread to replace part of the cereals)

Biodegradable packaging (e.g., bottle made of
wood fiber or bioplastic, cap made of
bioplastic or cork)

than 4). While still important, the relevance of other types of informa-
tion is lower, suggesting that consumers might prioritize other aspects
over the certification attesting that the product is produced sustain-
ably, detailed information on the terms used (e.g., organic and
sustainable) and on the initiatives undertaken by the producer in
terms of sustainability, certification attesting that the product is
organic, and clear information on the use of energy derived from
renewable sources in the production processes. The relatively low
standard deviation suggests that there is a relatively consistent agree-
ment among respondents on the importance of different pieces of
information on the packaging.

Concerning product familiarity (Table 3), an overwhelming major-
ity of respondents (87.72%) have purchased beer produced by an
Italian company with Italian ingredients, while around 9% declare an
indirect experience with the product. More than half of respondents
(53.29%) have purchased beer with local ingredients, indicating a pref-
erence for locally sourced components, and almost one-third of
respondents (32.78%) declare an indirect experience with the product.
A significant portion (47.22%) has purchased beer with packaging
made from recycled material; almost one-third of respondents
(32.78%) declare an indirect experience with the product. Moreover,
consumers express their experience with beer with ingredients from
organic farming (44.05% have purchased it and 41.65% have heard
about it, but they have never purchased the product). A very limited
number of consumers declared a direct experience with beer made
with alternative ingredients (14.81%) and biodegradable packaging
(10.38%): More than 50% of respondents have never purchased these
products.

Table 4 shows the distribution of responses related to perceived
quality, green perceived utility, and purchase intention for the differ-
ent types of eco-sustainable beer (from 1 = strongly disagree to
5 = strongly agree).

Concerning perceived quality, in comparison to conventional beer,
most of the respondents believe that general quality is slightly higher
for all types of eco-sustainable beer. The percentage of respondents

agreeing or strongly agreeing varies across the different solutions,

| have | have never purchased it
purchased it but have heard about it

| have never purchased it, and
| have never heard about it

87.72% 8.99% 3.29%
53.29% 32.78% 13.92%
47.22% 32.78% 20.00%
44.05% 41.65% 14.30%
14.81% 36.08% 49.11%
10.38% 31.39% 58.23%

being higher for ingredients-related (with the highest one for beer
with local ingredients—60.89%) compared to packaging-related ones
(with the lowest one for biodegradable packaging—40.76%). Addition-
ally, a moderate percentage of respondents adopted a neutral stance,
ranging from 29.62% for lItalian ingredients to 38.86% for recycled
packaging. In terms of taste, a significant portion of respondents
agreed or strongly agreed that eco-sustainable beer characterized by
ingredients-related solutions has a better taste (50.38% for organic
ingredients, 54.05% for local ingredients, and 49.24% for Italian ingre-
dients); a large portion of respondents remained neutral for recycled
packaging (51.65%) and biodegradable packaging (48.61%). These
results highlight that the quality of eco-sustainable beer, with regard
to ingredients-related solutions, is generally perceived as superior
compared to conventional beer.

With regard to green perceived utility, most respondents believe
that eco-sustainable beers are good for the environment and reduce
pollution. Particularly high percentages of “strongly agree” responses
were observed for beer made with biodegradable or recycled packag-
ing, exceeding 60%.

Referring to purchase intention, a majority of respondents (more
than 66% per each type of sustainable solution) expressed intention
to buy eco-sustainable beer (declaring to either “agree” or “strongly
agree”), with the greatest percentages referring to beer made with
local and Italian ingredients (91.27% and 89.75%, respectively—
item PI2).

4.2 | Confirmatory factor analysis

The measurement model was assessed by performing a CFA. The
baseline model adopted for the analysis is that of beer made with
organic ingredients. The model comprises the six latent variables
identified in the theoretical framework: Perceived Quality (PQ), Green
Perceived Utility (GPU), Environmental Concern (EC), Perceived
Consumer Effectiveness (PCE), Social Influence (SI), and Purchase
Intention (PI). In line with Mulaik et al. (1989), the CFA reveals a good
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TABLE 4 Distribution of responses related to perceived quality, green perceived utility, and purchase intention.
1 2 3 4 5
Perceived quality = PQ1) | think the quality of beer with the Organic 5.70% 6.46% 30.76%  31.65% 25.44%
following characteristics is higher than that of ingredients
conventional beer Local ingredients 468%  468% 2975% 3595%  24.94%
Italian ingredients 4.81% 7.72%  29.62%  31.65%  26.20%
Recycled 8.73% 10.00% 38.86% 21.27% 21.14%
packaging
Biodegradable 10.76%  12.15% 36.33% 21.27% 19.49%
packaging
PQ2) | think beer with the following Organic 8.10% 6.08%  35.44% 29.87% 20.51%
characteristics has a better taste then than ingredients
conventional beer Local ingredients 595%  481% 3519% 3342%  20.63%
Italian ingredients 6.58% 6.08% 38.10% 28.86% 20.38%
Recycled 12.53% 12.15% 51.65% 12.78%  10.89%
packaging
Biodegradable 13.80% 15.32% 48.61% 11.01% 11.27%
packaging
Green perceived GPU1) | think beer with the following Organic 4.43% 3.29% 16.20% 36.46%  39.62%
utility characteristics is good for the environment ingredients
Local ingredients 1.52% 3.54% 2342% 38.23% 33.29%
Italian ingredients 2.78% 6.46% 30.00% 33.16% 27.59%
Recycled 1.39% 0.51% 506% 28.48% 64.56%
packaging
Biodegradable 1.77% 1.27% 570% 24.05% 67.22%
packaging
GPU2) | think beer with the following Organic 5.19% 6.58% 21.01% 34.94% 32.28%
characteristics can effectively reduce pollution ingredients
Local ingredients 2.53% 532% 2342% 37.22% 31.52%
Italian ingredients 3.67% 6.33% 31.14% 32.78% 26.08%
Recycled 1.65% 1.39% 506% 28.73% 63.16%
packaging
Biodegradable 2.15% 1.39% 532% 25.44%  65.70%
packaging
Purchase PI1) | am likely to buy beer with the following Organic 3.92% 3.92%  25.57% 37.34%  29.24%
intention characteristics ingredients
Local ingredients 1.39% 203% 11.65% 37.47% 47.47%
Italian ingredients 1.01% 2.66% 10.51% 34.94% 50.89%
Recycled 2.66% 3.16% 19.62% 34.68% 39.87%
packaging
Biodegradable 4.56% 544% 20.25% 32.15% 37.59%
packaging
P12) | am willing to buy beer with the following Organic 2.78% 1.01% 1443% 32.78% 48.99%
characteristics ingredients
Local ingredients 0.63% 0.76% 7.34% 32.78%  58.48%
Italian ingredients 1.01% 0.51% 8.73% 28.99%  60.76%
Recycled 1.39% 1.01% 11.65% 32.15% 53.80%
packaging
Biodegradable 2.03% 418% 13.67% 29.62%  50.51%
packaging
fit in terms of adaptation of the competing model to the data, in par- that consider both model fit and sample size (GFI, AGFI, IFl, and CFl)
ticular x2/df = 2.111 (p = .000). To address the sensitivity of chi- (Hu & Bentler, 1998; Tabachnick & Fidell, 2007). All these indices
square statistics to sample size, we also calculate alternative fit indices have high values (close to one) (GFl=0.947, AGFI=0.959,
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TABLE 5 Summary of the measurements' model (beer made with organic ingredients).

Constructs CR AVE Cronbach's alpha/Spearman-Brown's coefficient® Items Factor loadings
PQ 0.847 0.735 0.844 PQ1 0.908
PQ2 0.804
GPU 0.833 0.714 0.833 GPU1 0.828
GPU2 0.862
EC 0.858 0.676 0.858 EC1 0.816
EC2 0.882
EC3 0.765
PCE 0.893 0.743 0.893 PCE1 0.865
PCE2 0.868
PCE3 0.852
Pl 0.750 0.600 0.749 PI1 0.743
P12 0.805
Sl 0.920 0.795 0.920 SI1 0.85
SI2 0.927
SI3 0.896

2Spearman-Brown's coefficient is reported for the two-item scale (PQ, GPU, and PI).

TABLE 6
ingredients).

Discriminant validity (beer made with organic

Squared construct correlations off-diagonal; AVE on diagonal

Constructs PQ GPU EC PCE Pl Sl
PQ 0.735

GPU 0468 0.714

EC 0.145 0.156 0.676

PCE 0.112 0.174 0.581 0.743

PI 0.540 0462 0220 0.198 0.600

Sl 0069 0070 0.188 0.142 0.067 0.795

IFI = 0.989, CFl=0.989) that indicate a reasonable fit (Hu &
Bentler, 1998; Tabachnick & Fidell, 2007). We also calculate
RMSEA = 0.038 and SRMR = 0.0225, which are lower than 0.05 and
indicate an excellent fit (MacCallum et al., 1996).

Constructs' convergent validity and reliability were evaluated
through Cronbach's alpha/Spearman-Brown's coefficient, composite
reliability (CR), and average variance extracted (AVE) (Eisinga
et al., 2013; Fornell & Larcker, 1981; Hair et al., 2006). The findings
presented in Table 5 revealed that all factor loadings exceeded 0.50
(being the lowest equal to 0.743) and all factors demonstrated a Cron-
bach's alpha/Spearman-Brown's coefficient above 0.70 (being the
lowest equal to 0.749). Furthermore, CR and AVE values were higher
than the recommended thresholds of 0.70 (Hair et al., 2006) and 0.50
(Fornell & Larcker, 1981), respectively (being the lowest CR equal to
0.75 and the lowest AVE equal to 0.60). As a result, all constructs
demonstrated strong convergent validity and reliability.

Finally, we tested discriminant validity adopting the Fornell and
Larcker (1981) criterion. Table 6 shows the correlation matrix and the

TABLE 7  Structural model (beer made with organic ingredients).

Paths Standardized coefficients
PCE — PI 0.112

S| — PI —0.044

EC — PI 0.139*

GPU — PI 0.315**

PQ — PI 0.644**

Note: N = 790; Model fit (y?/df = 3.382 (p = .000), [df = 76],

CFl = 0.976, IFI = 0. 976, GFl = 0.959, AGFI = 0.936, RMSEA = 0.055,
SRMR = 0.0225).

Abbreviations: EC, environmental concern; GPU, green perceived utility;
PCE, perceived consumer effectiveness; PQ, perceived quality; PI,
purchase intention; S, social influence.

*p < .05, and **p < .01.

AVE of each construct. Following the criterion, we found that squared
construct correlation coefficients (off-diagonal) are smaller than the
AVE values (on-diagonal), indicating discriminant validity. Overall,

the measurement model displays a good fit.

4.3 | Structural equation modeling
The SEM analyzes the impact of different constructs on the purchase
intention of beer made with organic ingredients. Model fit indices
indicated a good model fit (¢?/df = 3.382 (p =.000), [df = 76],
CFI =0.976, IFI =0. 976, GFI = 0.959, AGFI = 0.936,
RMSEA = 0.055, SRMR = 0.0225).

Each coefficient depicted in Table 7 represents the strength and
direction of the relationship between the predictor variables and the

purchase intention. Results show that PCE and SI do not influence
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the intention to purchase beer made with organic ingredients; thus,
H1 and H2 are not supported. On the contrary, results show that EC,
GPU, and PQ, have a positive and significant effect on purchase inten-

tion, providing support to H3, H4, and H5.

4.4 | Alternative sustainable solutions

To assess the effect of alternative sustainable solutions on the robust-
ness of the results, the measurement, and structural models were also
tested for beer made with Italian ingredients, local ingredients, and
beer with biodegradable packaging and recycled packaging. The mea-
surement models showed a satisfactory model fit, with good conver-
gent validity, reliability, and discriminant validity (Tables 8, 9, 10, and
11). Moreover, the structural models indicated a good model fit for all
types of eco-sustainable beer (Tables 12, 13, 14, and 15).

For all the types of sustainable beer, perceived quality, environmen-
tal concern, and green perceived utility have proven to be strong predic-
tors of purchase intention. Thus, H3, H4, and H5 are fully supported.
On the contrary, for all the types of sustainable beer, social influence,
and perceived consumer effectiveness do not influence purchase

intention; hence, H1 and H2 are not supported.

[ ] 11
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4.5 | Multi-group analysis

In order to analyze the effect of gender on results, a multi-group SEM
analysis was performed. Respondents were categorized into two
subgroups based on gender. For conducting a multi-group analysis,
we applied the steps outlined by Awang (2012) to test the moderating
effect of gender on purchase intention. Initially, an evaluation of the
moderation effect was conducted on the overall model, utilizing chi-
square (x?) values for both the constrained model and the uncon-
strained model (Table 16). Specifically, we constrained the structural
weights of he two groups (male/female) to be eugal in turn and evalu-
ated the chi-square difference between the constrained and uncon-
strained models. The observed difference in chi-square was found to
be statistically significant only for the path coefficient PQ — PI for
beer made with local ingredients and beer with recycled packaging.
The multi-group coefficient analysis for the significant paths is
reported in Table 17.

Once the moderation effect is established, we determined in
which group (males or females) the relationship between PQ on Pl is
more pronounced. The analysis of the path coefficient for beer made
with local ingredients (Table 17) indicates significant and positive

relationships between PQ and Pl for both genders, with a more

TABLE 8 Summary of the measurement model (beer made with Italian ingredients).

Constructs CR AVE Cronbach's alpha/Spearman-Brown's coefficient® Items Factor loadings
PQ 0.857 0.750 0.857 PQ1 0.885
PQ2 0.847
GPU 0.829 0.708 0.829 GPU1 0.863
GPU2 0.82
EC 0.858 0.679 0.858 EC1 0.817
EC2 0.882
EC3 0.765
PCE 0.893 0.742 0.893 PCE1 0.864
PCE2 0.87
PCE3 0.851
PI 0.777 0.637 0.772 PI1 0.735
PI2 0.857
Sl 0.920 0.795 0.920 Si1 0.85
SI2 0.927
SI3 0.896

Squared construct correlations off-diagonal; AVE on diagonal

Constructs PQ GPU EC
PQ 0.750

GPU 0.294 0.709

EC 0.076 0.104 0.677
PCE 0.074 0.123 0.579
Pl 0.384 0.247 0.146
Sl 0.046 0.081 0.188

PCE Pl Sl
0.743

0.130 0.637

0.142 0.052 0.795

Note: N = 790; Model fit (xz/df: 1.858 (p = .000), [df = 75], CFl = 0.991, IFI = 0. 991, GFl = 0.977, AGF|l = 0.963, RMSEA = 0.033, SRMR = 0.0229).
2Spearman-Brown's coefficient is reported for the two-item scales (PQ, GPU, and PI).
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TABLE 9 Summary of the measurement model (beer made with local ingredients).
Constructs CR AVE Cronbach's alpha/Spearman-Brown's coefficient® Items Factor loadings
PQ 0.855 0.747 0.855 PQ1 0.852
PQ2 0.876
GPU 0.832 0.712 0.831 GPU1 0.819
GPU2 0.868
EC 0.858 0.676 0.858 EC1 0.817
EC2 0.88
EC3 0.766
PCE 0.893 0.743 0.893 PCE1 0.864
PCE2 0.868
PCE3 0.853
PI 0.731 0.581 0.714 PI1 0.638
P12 0.869
Sl 0.920 0.795 0.920 Si1 0.850
SI2 0.927
SI3 0.897

Squared construct correlations off-diagonal; AVE on diagonal

Constructs PQ GPU EC
PQ 0.747

GPU 0.168 0.712

EC 0.075 0.120 0.676
PCE 0.080 0.119 0.581
PI 0.252 0.171 0.201
Sl 0.035 0.066 0.188

PCE Pl Sl
0.743

0.152 0.581

0.142 0.064 0.795

Note: N = 790; Model fit (x?/df = 1.731 (p = .000), [df = 75], CFl = 0.992, IFI = 0. 992, GFI = 0.978, AGFI = 0.966, RMSEA = 0.030, SRMR = 0.0227).
2Spearman-Brown's coefficient is reported for the two-item scales (PQ, GPU, and PI).

pronounced effect for males than for females. Differently, analyzing
the path coefficient for beer with recycled packaging the relationship
between PQ and Pl is stronger for females.

Table 18 displays all the hypotheses and the results of hypothesis
testing.

5 | DISCUSSION AND IMPLICATIONS

5.1 | Discussion

Through a survey of Italian consumers, this study sheds light on the
purchase intention of sustainable beer as well as on its determinants.
In particular, several sustainable solutions for beer (referred to as
product ingredients and packaging materials) have been considered
and the effect of gender analyzed.

Results show that consumers declared to highly value some spe-
cific information on the beer packaging, such as the materials used in
the packaging and related disposal methods, the origin and type of
ingredients used, and the use of raw materials alternative to tradi-
tional ones. This underlines that consumers are very sensitive to these

aspects.

Further, this study highlights that consumers' levels of familiarity
with different sustainable solutions may differ. Specifically, while most
respondents have purchased beer produced by an Italian company
with Italian ingredients and a great part of them have purchased beer
with local ingredients, with packaging made from recycled material,
and with organic ingredients (so indicating direct experience with
these sustainable solutions), a very limited share of consumers
declared having purchased beer made with alternative ingredients and
biodegradable packaging.

In terms of the perceived quality of different types of sustainable
beer, ingredients-related solutions are perceived by a larger
percentage of respondents as better quality than conventional ones,
as compared with packaging-related solutions. Alternatively, the
packaging-related solutions are perceived by a larger percentage of
respondents as beneficial for the natural environment compared to
ingredient-related ones.

Regarding purchase intention, most respondents declared inten-
tion to buy sustainable beer, with the greatest percentages referring
to beer made with local and Italian ingredients.

Results from the SEM highlight that perceived quality, green per-
ceived utility, and environmental concern are significant determinants

of the purchase intention of sustainable beer, for all types of
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TABLE 10 Summary of the measurement model (beer with biodegradable packaging).
Constructs CR AVE Cronbach's alpha/Spearman-Brown's coefficient® Items Factor loadings
PQ 0.844 0.731 0.837 PQ1 0.931
PQ2 0.772
GPU 0.813 0.684 0.812 GPU1 0.805
GPU2 0.849
EC 0.858 0.676 0.858 EC1 0.818
EC2 0.882
EC3 0.763
PCE 0.893 0.743 0.893 PCE1 0.863
PCE2 0.869
PCE3 0.853
Pl 0.803 0.672 0.800 PI1 0.768
P12 0.868
Sl 0.920 0.795 0.920 Si1 0.850
SI2 0.927
SI3 0.896

Squared construct correlations off-diagonal; AVE on diagonal

Constructs PQ GPU EC
PQ 0.731

GPU 0.116 0.684

EC 0.125 0.281 0.676
PCE 0.116 0.269 0.579
PI 0.375 0.334 0.285
Sl 0.068 0.075 0.187

PCE Pl Sl
0.743

0.250 0.672

0.142 0.095 0.795

Note: N = 790; Model fit (x2/df = 1.967 (p = .000), [df = 75], CFl = 0.990, IFI = 0. 990, GFI = 0.976, AGFI = 0.961, RMSEA = 0.035, SRMR = 0.0222).
2Spearman-Brown's coefficient is reported for the two-item scales (PQ, GPU, and PI).

sustainable solutions. On the contrary, social influence and perceived
consumer effectiveness do not affect purchase intention.

The positive effect of perceived quality on purchase intention is
in accordance with previous studies' results referring to sustainable
consumer behavior for several categories of products, such as for
instance clothing (Dangelico et al, 2022a), meat (de Araljo
et al, 2022), wine (Pickering, 2023), and biscuits (Dangelico
et al, 2024). The positive influence of environmental concern sup-
ports previous studies' results on the purchase intention of sustain-
able biscuits (Dangelico et al., 2024) sustainable fashion products
(Dangelico et al., 2022a; Rausch & Kopplin, 2021), package-free prod-
ucts (De Canio et al, 2024), carbon-labeled products (Sun
et al., 2023), or general green products (Alzubaidi et al., 2021), among
others, but is in contrast with a study on electronic products deriving
from industrial symbiosis (Fraccascia et al., 2023). The positive effect
of green perceived utility confirms results found for other product
categories, such as electronic products deriving from industrial symbi-
osis (Fraccascia et al., 2023), hybrid vehicles (Kahn, 2007), and green
furniture (Xu et al., 2020) but is in contrast with results found for sus-
tainable biscuits (Dangelico et al., 2024). The non-significant effect of
social influence is in accordance with results found for sustainable bis-
cuits (Dangelico et al., 2024) and general green products (Alzubaidi

et al., 2021), whereas it is in contrast with results related to electronic
products deriving from industrial symbiosis (Fraccascia et al., 2023),
solar panels (Roy & Mohapatra, 2022), and electric vehicles (Kim
et al,, 2014). Finally, the non-significant influence of perceived con-
sumer effectiveness supports results related to sustainable biscuits
(for three out of four sustainable solutions; Dangelico et al., 2024) but
is in contrast with results related to general green products (Alzubaidi
et al., 2021), as well as several categories of products, such as elec-
tronic products deriving from industrial symbiosis (Fraccascia
et al., 2023), sustainable clothing (Apaolaza et al., 2023), and green
smartphones (Raj et al., 2023), for which it was found to be
significant.

Taken together, these results show that the determinants of sus-
tainable purchase behavior vary depending on the product category.

With regard to the moderating effect of gender on the relation-
ships between specific determinants and purchase intention, results
show that gender has a moderating effect only on the relationship
between perceived quality and purchase intention and only for two
types of sustainable solutions. Specifically, for beer made with local
ingredients, being female negatively moderates the relationship, in
contrast with previous studies on beverage food products (Sharif
et al., 2023)and fashion products (Das, 2015). On the contrary, for
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TABLE 11  Summary of the measurement model (beer with recycled packaging).
Constructs CR AVE Cronbach's alpha/spearman-Brown's coefficient® Items Factor loadings
PQ 0.817 0.694 0.806 PQ1 0.924
PQ2 0.731
GPU 0.798 0.664 0.797 GPU1 0.792
GPU2 0.837
EC 0.858 0.676 0.858 EC1 0.82
EC2 0.88
EC3 0.763
PCE 0.893 0.742 0.893 PCE1 0.862
PCE2 0.866
PCE3 0.857
Pl 0.728 0.574 0.723 P11 0.695
P12 0.815
Sl 0.920 0.795 0.920 Si1 0.850
SI2 0.926
SI3 0.897

Squared construct correlations off-diagonal; AVE on diagonal

Constructs PQ GPU EC
PQ 0.694

GPU 0.081 0.664

EC 0.129 0.297 0.676
PCE 0.110 0.318 0.581
PI 0.279 0.348 0.362
Sl 0.0610 0.060 0.187

PCE Pl Sl
0.742

0.576 0.574

0.143 0.113 0.795

Note: N = 790; Model fit (x/df = 2.287 (p = .000), [df = 75], CFl = 0.986, IFI = 0. 986, GFI = 0.976, AGFI = 0.961, RMSEA = 0.040, SRMR = 0.0222).
2Spearman-Brown's coefficient is reported for the two-item scales (PQ, GPU, and PI).

TABLE 12 Summary of the structural model (beer made with
Italian ingredients).

Paths Standardized coefficients
PCE — PI 0.066

Sl — PI —0.032

EC — PI 0.229**

GPU — PI 0.227**

PQ — PI 0.738**

Note: N = 790.; Model fit (\*/df = 4.423 (p = .000), [df = 76],

CFl = 0.950, IFl = 0. 964, GFl = 0.948, AGFl = 0.918, RMSEA = 0.066,
SRMR = 0.0365).

*p < .05, and **p < .01.

beer with recycled packaging, being female positively moderates the
relationship, so proving support to the results of previous studies
(Sharif et al., 2023 and Das, 2015).

These results suggest that the moderating effect of gender on the
relationship between determinants and purchase intention is limited
to one specific determinant: perceived quality. Further, the signifi-
cance and the type of moderating effect (positive or negative) depend

on the specific type of sustainable solution.

TABLE 13 Summary of the structural model (beer made with
local ingredients).

Paths Standardized coefficients
PCE — PI 0.017

Sl — PI 0.023

EC — PI 0.451**

GPU — PI 0.241**

PQ— PI 0.600**

Note: N = 790; Model fit (x?/df = 3.900 (p = .000), [df = 76],

CFl = 0.968, IFI = 0. 968, GFl = 0.955, AGFI = 0.929, RMSEA = 0.061,
SRMR = 0.0374).

*p < .05, and **p < .01.

5.2 | Implications

5.21 | Theoretical implications
This article presents several elements of novelty and contributes to
the literature on sustainable consumer behavior in several ways.

First, while the number of studies on sustainable consumption for

other food and beverage product categories, such as wine, is rapidly

5US017 SUOWILWIOD) dAIIS.ID 3|cedl(dde ay) Aq peuenob afe ssiie YO ‘8N JO S3|nJ 10} Arig 1T 3UIUQ A3|IA UO (SUOIPUOD-PUR-SWR) /WD A3 | 1M ARelq 1 [U |UO//SANY) SUORIPUOD pue W | 83U} 89S *[202/20/20] Uo AigiauluQ A|1IMm wewiedsg aoueuld aiuem | JO AIsieAluN Aq T#8E'850/200T OT/10p/Wod A3 | 1m-Areiq i pul|uo//sdiy woly papeo|umod ‘0 ‘9E80660T



DANGELICO ET AL.

Business Strategy

TABLE 14 Summary of the structural model (beer with
biodegradable packaging).

Paths Standardized coefficients
PCE — PI 0.065

Sl — PI 0.002

EC — PI 0.174**

GPU — PI 0.440**

PQ — PI 0.602**

Note: N = 790; Model fit (x?/df = 4.265 (p = .000), [df = 76],

CFl = 0.966, IFI = 0. 965, GFI = 0.950, AGFI = 0.920, RMSEA = 0.064,
SRMR = 0.0329).

*p < .05,and **p < .01.

TABLE 15 Summary of the measurement model (beer with
recycled packaging).

Paths Standardized coefficients

PCE — PI 0.129

S| — PI 0.042

EC — PI 0.259**

GPU — PI 0.445**

PQ — PI 0.456**

Note: N = 790.; Model fit (x*/df = 3.651 (p = .000), [df = 76],

CFl = 0.971, IFI = 0. 971, GFl = 0.956, AGFI = 0.930, RMSEA = 0.058,
SRMR = 0.0333).

*p < .05, and **p < .01.

growing (e.g., Cobelli et al, 2021; Sgroi et al., 2023; Vecchio
et al., 2023), sustainable consumer behavior for beer has so far been
an under-investigated topic, with a limited number of studies
(e.g., Carley & Yahng, 2018; Lee et a., 2020). This research sheds light
on sustainable consumer behavior in a so far little investigated prod-
uct category.

Second, with regard to the determinants of purchase intention,
this study proposes an extension of the TPB through the integration
of perceived value, in accordance with some previous studies
(e.g., Fraccascia et al., 2023; Dangelico et al., 2022a). Results show
that perceived value factors play a major role in determining purchase
intention compared to the TPB factors, among which only environ-
mental concern plays a significant role. These results are consistent
across the different types of sustainable solutions.

Third, a comparison of this study's results with extant literature
suggests that the determinants of sustainable purchase behavior may
vary depending on the product category.

Fourth, this study also contributes to the discourse about gender
differences regarding environmental attitudes and pro-environmental
behavior. Specifically, it shows that gender has a moderating role only
in the relationship between perceived quality and purchase intention.

Fifth, this study highlights that being female moderates the rela-
tionship between perceived quality and purchase intention only for

beer made with specific types of ingredients (local) and packaging
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TABLE 16 Multi-group analysis x? significance.

Organic ingredients

Unconstrained model (x> = 276.062; df = 150; p = 0)

Model comparison df x? difference p-value
Constrained model SI — PI 1 0.046 0.829
Constrained model PCE — PI 1 0.208 0.648
Constrained model EC — PI 1 0.139 0.710
Constrained model GPU — PI 1 0.172 0.678
Constrained model PQ —PI 1 1.268 0.260
Italian ingredients

Unconstrained model (x2 = 210.580; df = 150; p = .001)

Model comparison Df ¥ difference p-value
Constrained model SI — PI 1 0 0.991
Constrained model PCE — PI 1 0.152 0.152
Constrained model EC — PI 1 0.981 0.981
Constrained model GPU — PI 1 0.332 0.332
Constrained model PQ — PI 1 2.540 0.111
Local ingredients

Unconstrained model (x*> = 217.209; df = 150; p = 0)

Model comparison df X2 difference p-value
Constrained model S| — Pl 1 0.490 0.484
Constrained model PCE — PI 1 0 0.985
Constrained model EC — PI 1 1.148 0.284
Constrained model GPU — Pl 1 1.474 0.225
Constrained model PQ — PI 1 4.261 0.039
Biodegradable packaging

Unconstrained model (x> = 234.105; df = 150; p = 0)

Model comparison df x? difference p-value
Constrained model S| — Pl 1 1.397 0.237
Constrained model PCE — PI 1 0.165 0.684
Constrained model EC — PI 1 1.714 0.190
Constrained model GPU — PI 1 0.445 0.505
Constrained model PQ — PI 1 3.600 0.058
Recycled packaging

Unconstrained model (x> = 241.007; df = 150; p = 0)

Model comparison df x? difference p-value
Constrained model SI — PI 1 0 0.985
Constrained model PCE — PI 1 0.973 0.324
Constrained model EC — PI 1 0.939 0.332
Constrained model GPU — PI 1 1.723 0.189
Constrained model PQ — PI 1 4.102 0.043

(recycled) in two opposite directions (negatively and positively,
respectively). These results further strengthen what was suggested by
Dangelico et al. (2022a) and (Dangelico et al., 2024) that sustainable
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. . coefficient analysis.

Local ingredients

General Female Male
Path Std coefficient p-value Std coefficient p-value Std coefficient p-value
PQ— Pl 0.600 - 0.354 0.660 -

Packaging-related solutions

Recycled

General Female Male
Path Std coefficient p-value Std coefficient p-value Std coefficient p-value
PQ— Pl 0456 - 0.613 0.473 -

TABLE 18 Summary of hypotheses and results.
Results— Results— Results— Results—
organic Italian biodegradable recycled Overall

Hypotheses ingredients ingredients Results -local ingredients packaging packaging results
H1: Perceived consumer Not supported Not supported Not supported Not supported Not supported Not
effectiveness positively supported
influences the consumer's
intention to purchase
sustainable beer.
H2: Social influence Not supported Not supported Not supported Not supported Not supported Not
positively influences the supported
consumer's intention to
purchase sustainable beer.
H3: Environmental concern Supported Supported Supported Supported Supported Fully
positively influences the supported
consumer's intention to
purchase sustainable beer.
H4: Green perceived utility Supported Supported Supported Supported Supported Fully
positively influences the supported
consumer's intention to
purchase sustainable beer.
H5: Perceived quality Supported Supported Supported Supported Supported Fully
positively influences the supported
consumer's intention to
purchase sustainable beer.
H1a: Gender moderates Not supported ~ Not supported  Not supported Not supported Not supported  Not
the relationship between supported
perceived consumer
effectiveness and purchase
intention—The effect is
stronger for females than
males
H2a: Gender moderates Not Supported  Not Supported  Not Supported Not Supported Not Supported  Not
the relationship between supported
social influence and Pl—
The effect is stronger for
female consumers than
males
H3a: Gender moderates Not Supported  Not Supported  Not Supported Not Supported Not Supported  Not
the relationship between supported
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TABLE 18 (Continued)

Results— Results— Results— Results—

organic Italian biodegradable recycled Overall
Hypotheses ingredients ingredients Results -local ingredients packaging packaging results
H4a: Gender moderates Not Supported  Not Supported  Not Supported Not Supported Not Supported  Not
the relationship between supported
green perceived utility and
purchase intention—The
effect is stronger for
females than males
H5a: Gender moderates Not Supported  Not Supported  Partially supported (gender Not Supported Supported Mixed
the relationship between does moderate, but the effect results

perceived quality and
purchase intention—The

is stronger for males than for
females)

effect is stronger for
females than males

consumer behavior may be affected by the specific type of sustainable
solution that is considered. Thus, when studying sustainable consumer
behavior, it should be avoided considering general “green” or “sustain-
able” products in a specific product category; rather, it is very impor-
tant to be clear about the sustainable characteristics of products.
Sixth, this study contributes to the literature on sustainable mar-
keting and green consumer behavior for fast-moving consumer goods
(FMCGs) (e.g., Niedermeier et al., 2021a, 2021b; Reddy et al., 2023),
highlighting consumer perceptions, purchase intention, and its deter-
minants for an FMCG product, beer, that is characterized by a fast-

growing market (Fortune Business Insights, 2024).

5.2.2 | Managerial implications
This study offers several managerial implications.

First, marketers should be very careful in providing, on products'
packaging, information about the materials used in the packaging and
proper disposal methods, the origin and type of ingredients used in
the beer, and the use of raw materials alternative to traditional ones,
since consumers believe finding these pieces of information when
purchasing beer as very important.

Second, given the limited familiarity among consumers with cer-
tain sustainable solutions, such as alternative ingredients and biode-
gradable packaging, marketers should aim at increasing consumers'
familiarity with sustainable beer through promotion activities, such as
free trials at the points of sale or advertising.

Third, marketers may highlight, either through advertising cam-
paigns or packaging labels, the superior quality and environmental
benefits associated with various sustainable solutions, so as to
increase consumers' perceived quality and green perceived utility of
these solutions and, consequently, consumers' purchase intention.

Fourth, the moderating effect of gender on the relationship
between perceived quality and purchase intention, despite being lim-
ited to only two out of the five considered sustainable solutions, sug-
gests that gender can be an effective segmentation variable for

sustainable beer, which may be used together with psychographic or

behavioral segmentation variables (Kotler et al., 2020). Companies
should, thus, develop marketing strategies characterized by a differen-
tiated targeting approach, addressing each market segment with a

specific marketing mix.

5.2.3 | Policy implications

Some implications for policy makers can also be drawn from this
study. Since environmental concern emerged to be a driver of pur-
chase intention of sustainable products, specific marketing campaigns
may be developed by governments in order to raise awareness and
sensitivity about environmental problems, so as to encourage con-
sumers' preference for more environmentally-friendly products com-
pared to traditional ones.

6 | LIMITATIONS, FUTURE RESEARCH
DIRECTIONS, AND CONCLUSION

This research is characterized by some limitations that are presented
in the following. First, this study used a non-probabilistic sample of
Italian consumers that is, thus, not representative of the whole coun-
try's population. However, the large size of the sample reduces the
risks of sampling biases (Atkinson & Flint, 2001). Second, this study is
focused on a single country, since national cultural aspects may affect
consumer behavior, caution should be made in generalizing the
obtained results to other national contexts. Third, the set of sustain-
ability options that have been considered in this study is not meant to
be exhaustive of all possible options to make beer more sustainable;
for instance, practices referred to production processes have not been
considered. Fourth, since consumers' perceptions about sustainable
solutions may largely vary based on the product category, caution
should be exercised in generalizing results to other product
categories.

Several avenues for future research can be suggested. First, with

regard to the product category, it would be interesting to test the
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developed model referring to other beverage products, such as wine
or non-alcoholic drinks, so as to understand whether consumer
behavior is consistent across the different product categories of the
beverage industry or if there are product-related specificities. Further,
future research should investigate whether and to what extent the
obtained results are generalizable to other products of the food &
beverage industry or to other FMCG product categories. Second,
cross-country studies should be conducted in order to understand the
influence of national culture on sustainable consumer behavior in the
beverage industry and the influence of gender on it. Third, future
studies should delve into whether and how sustainable consumer
behavior in the beverage industry is affected by recent events, such
as the COVID-19 pandemic and geo-political conflicts that have been
highlighted as potentially impactful on consumer behavior® (Dangelico
et al., 2022b).
In conclusion, this study highlights that

e the determinants of purchase intention of sustainable beer are
environmental concern, perceived quality, and green perceived
utility;

e the determinants of purchase intention are not affected by the
type of sustainable solution related to the product (ingredients or
packaging materials);

e gender moderates the relationship between perceived quality and
purchase intention (for two sustainable solutions); and

o the moderating effect of gender depends on the type of sustain-

able solution.

Thus, can conclude that both consumer gender and type of sustain-
able solution do matter in explaining consumer behavior toward sus-
tainable beer. We hope that this study stimulates further
investigations on the topic of sustainable consumer behavior in a

wider and wider set of industries.

ACKNOWLEDGMENTS
Gratitude is owed to Marco Buccitti, Federico Conte, and Sara D'Urso
for their help in data collection.

ORCID

Luca Fraccascia "= https://orcid.org/0000-0002-6841-9823

Serena Strazzullo "= https://orcid.org/0000-0002-0845-634X

REFERENCES

Ajzen, I. (1985). From intentions to actions: A theory of planned behavior.
In J. Kuhl & J. Beckmann (Eds.), Action control. SSSP Springer Series in
Social Psychology. Springer. https://doi.org/10.1007/978-3-642-
69746-3_2

Ajzen, 1. (1991). The theory of planned behavior. Organizational Behavior
and Human Decision Processes, 50(2), 179-211. https://doi.org/10.
1016/0749-5978(91)90020-t

Ajzen, |., & Fishbein, M. (1980). Understanding attitudes and predicting
social behavior. Prentice-Hall.

https://www.weforum.org/agenda/2022/06/how-inflation-and-the-conflict-in-ukraine-are-
impacting-european-consumers/

Albanese, L., Ciriminna, R., Meneguzzo, F., & Pagliaro, M. (2018). Innova-
tive beer-brewing of typical, old and healthy wheat varieties to boost
their spreading. Journal of Cleaner Production, 171, 297-311. https://
doi.org/10.1016/J.JCLEPRO.2017.10.027

Alzubaidi, H., Slade, E. L., & Dwivedi, Y. K. (2021). Examining antecedents
of consumers' pro-environmental behaviours: TPB extended with
materialism and innovativeness. Journal of Business Research, 122-
(January 2020), 685-699. https://doi.org/10.1016/j.jbusres.2020.
01.017

Apaolaza, V., Policarpo, M. C., Hartmann, P., Paredes, M. R, & D'Souza, C.
(2023). Sustainable clothing: Why conspicuous consumption and
greenwashing matter. Business Strategy and the Environment, 32(6),
3766-3782. https://doi.org/10.1002/BSE.3335

Asadi, S., Nilashi, M., Samad, S., Abdullah, R., Mahmoud, M.,
Alkinani, M. H., & Yadegaridehkordi, E. (2021). Factors impacting con-
sumers' intention toward adoption of electric vehicles in Malaysia.
Journal of Cleaner Production, 282, 124474. https://doi.org/10.1016/J.
JCLEPRO.2020.124474

Atkinson, R., & Flint, J. (2001). Accessing hidden and hard-to-reach popula-
tions: Snowball research strategies. Social Research UPDATE, 33, 1-4.

Awang, Z. (2012). Research methodology and data analysis (2nd ed.). Pener-
bit Press.

Bachman, J. R., Hull, J. S., & Haecker, S. (2021). Millennials are not all the
same: Examining millennial craft brewery and winery visitors' social
involvement, self-image, and social return. International Journal of Tour-
ism Research, 23(1), 123-133. https://doi.org/10.1002/JTR.2400

Barber, N. A, Taylor, D. C., & Remar, D. (2016). Desirability bias and per-
ceived effectiveness influence on willingness-to-pay for pro-
environmental wine products. International Journal of Wine Business
Research, 28(3), 206-227. https://doi.org/10.1108/IJWBR-09-2015-
0042/FULL/XML

Berki-Kiss, D., & Menrad, K. (2022). The role emotions play in
consumer intentions to make pro-social purchases in Germany—An
augmented theory of planned behavior model. Sustainable Production
and Consumption, 29, 79-89. https://doi.org/10.1016/J.SPC.2021.
09.026

Betancur, M. |, Motoki, K., Spence, C., & Velasco, C. (2020). Factors
influencing the choice of beer: A review. Food Research International,
137, 109367. https://doi.org/10.1016/J.FOODRES.2020.109367

Bhukya, R., & Paul, J. (2023). Social influence research in consumer behav-
ior: What we learned and what we need to learn? - A hybrid system-
atic literature review. Journal of Business Research, 162, 113870.
https://doi.org/10.1016/j.jbusres.2023.113870

Boca, G. D. (2021). Factors influencing consumer behavior in sustainable
fruit and vegetable consumption in Maramures county, Romania. Sus-
tainability ~ (Switzerland), 13(4), 1812. https://doi.org/10.3390/
SU13041812

Calvo-Porral, C., Rivaroli, S., & Orosa-Gonzalez, J. (2020). How consumer
involvement influences beer flavour preferences. International Journal
of Wine Business Research, 32(4), 537-554. https://doi.org/10.1108/
IJWBR-10-2019-0054/FULL/XML

Carbone, A., & Quici, L. (2020). Craft beer Mon amour: An exploration of
Italian craft consumers. British Food Journal, 122(8), 2671-2687.
https://doi.org/10.1108/BFJ-07-2019-0476/FULL/XML

Carfora, V., & Catellani, P. (2023). Psychosocial drivers influencing local
food purchasing: Beyond availability, the importance of trust in
farmers. Frontiers in Nutrition, 10(5). https://doi.org/10.3389/fnut.
2023.1204732

Carley, S., & Yahng, L. (2018). Willingness-to-pay for sustainable beer.
PLoS ONE, 13(10), e0204917. https://doi.org/10.1371/JOURNAL.
PONE.0204917

Casalegno, C., Candelo, E., & Santoro, G. (2022). Exploring the antecedents
of green and sustainable purchase behaviour: A comparison among
different generations. Psychology & Marketing, 39(5), 1007-1021.
https://doi.org/10.1002/MAR.21637

95UB017 SUOWIWIOD BA 11810 3|qeot dde auy Aq peusenob e sajoiie YO 8SN JO S8|nJ 10} ARIq1T8UIUO A8]1A UO (SUOTPUOD-PUR-SLUIBY/WIO A8 |1 Ale.d1jBu [Uo//Scy) SUOTIPUOD pue SWie 1 8y} 88S [7202/20/20] Uo Ariqiauluo 8|1 uewirede@ soueuld @luem L JO AISIPAIUN A] TBE50/Z00T 0T/I0p/L00" A3 1M AleIq 1 jeuluO//SANY WOy pepeoiumod ‘0 ‘9£80660T


https://orcid.org/0000-0002-6841-9823
https://orcid.org/0000-0002-6841-9823
https://orcid.org/0000-0002-0845-634X
https://orcid.org/0000-0002-0845-634X
https://doi.org/10.1007/978-3-642-69746-3_2
https://doi.org/10.1007/978-3-642-69746-3_2
https://doi.org/10.1016/0749-5978(91)90020-t
https://doi.org/10.1016/0749-5978(91)90020-t
https://doi.org/10.1016/J.JCLEPRO.2017.10.027
https://doi.org/10.1016/J.JCLEPRO.2017.10.027
https://doi.org/10.1016/j.jbusres.2020.01.017
https://doi.org/10.1016/j.jbusres.2020.01.017
https://doi.org/10.1002/BSE.3335
https://doi.org/10.1016/J.JCLEPRO.2020.124474
https://doi.org/10.1016/J.JCLEPRO.2020.124474
https://doi.org/10.1002/JTR.2400
https://doi.org/10.1108/IJWBR-09-2015-0042/FULL/XML
https://doi.org/10.1108/IJWBR-09-2015-0042/FULL/XML
https://doi.org/10.1016/J.SPC.2021.09.026
https://doi.org/10.1016/J.SPC.2021.09.026
https://doi.org/10.1016/J.FOODRES.2020.109367
https://doi.org/10.1016/j.jbusres.2023.113870
https://doi.org/10.3390/SU13041812
https://doi.org/10.3390/SU13041812
https://doi.org/10.1108/IJWBR-10-2019-0054/FULL/XML
https://doi.org/10.1108/IJWBR-10-2019-0054/FULL/XML
https://doi.org/10.1108/BFJ-07-2019-0476/FULL/XML
https://doi.org/10.3389/fnut.2023.1204732
https://doi.org/10.3389/fnut.2023.1204732
https://doi.org/10.1371/JOURNAL.PONE.0204917
https://doi.org/10.1371/JOURNAL.PONE.0204917
https://doi.org/10.1002/MAR.21637
https://www.weforum.org/agenda/2022/06/how-inflation-and-the-conflict-in-ukraine-are-impacting-european-consumers/
https://www.weforum.org/agenda/2022/06/how-inflation-and-the-conflict-in-ukraine-are-impacting-european-consumers/

DANGELICO ET AL.

Business Strategy

Chaihanchanchai, P., & Anantachart, S. (2023). Encouraging green product
purchase: Green value and environmental knowledge as moderators of
attitude and behavior relationship. Business Strategy and the Environ-
ment, 32(1), 289-303. https://doi.org/10.1002/BSE.3130

Chang, C. (2011). Feeling ambivalent about going green: Implications for
green advertising processing. Journal of Advertising, 40(4), 19-31.
https://doi.org/10.2753/JOA0091-3367400402

Chen, Y. S., & Chang, C. H. (2012). Enhance green purchase intentions:
The roles of green perceived value, green perceived risk, and green
trust. Management Decision, 50(3), 502-520. https://doi.org/10.1108/
00251741211216250

Cheung, R., Lam, A. Y. C,, & Lau, M. M. (2015). Drivers of green product
adoption: The role of green perceived value, green trust and perceived
quality. Journal of Global Scholars of Marketing Science: Bridging Asia
and the World, 25(3), 232-245. https://doi.org/10.1080/21639159.
2015.1041781

Chou, S. F., Horng, J. S., Sam Liu, C. H., & Lin, J. Y. (2020). Identifying the
critical factors of customer behavior: An integration perspective of
marketing strategy and components of attitudes. Journal of Retailing
and Consumer Services, 55(March), 102113. https://doi.org/10.1016/j.
jretconser.2020.102113

Cialdini, R. B. (2005). Basic social influence is underestimated. Psychological
Inquiry, 16(4), 158-161. https://doi.org/10.1207/
S$15327965PLI1604_03/ASSET//CMS/ASSET/E4999F20-3630-
451F-ADBD-1282152C7D85/515327965PLI1604_03.FP.PNG

Cobelli, N., Chiarini, A., & Giaretta, E. (2021). Enabling factors for adopting
sustainable, organic wine production. TQM Journal, 33(6), 1572-1588.
https://doi.org/10.1108/TQM-11-2020-0275

Cordella, M., Tugnoli, A., Spadoni, G., Santarelli, F., & Zangrando, T. (2008).
LCA of an Italian lager beer. International Journal of Life Cycle Assess-
ment, 13(2), 133-139. https://doi.org/10.1065/LCA2007.02.306/
METRICS

Corradi, C., Sica, E., & Morone, P. (2023). What drives electric vehicle
adoption? Insights from a systematic review on European transport
actors and behaviours. Energy Research & Social Science, 95, 102908.
https://doi.org/10.1016/J.ERSS.2022.102908

Dagher, G. K., & Itani, O. (2014). Factors influencing green purchasing
behaviour: Empirical evidence from the Lebanese consumers. Journal
of Consumer Behaviour, 13(3), 188-195. https://doi.org/10.1002/CB.
1482

Dangelico, R. M., Alvino, L., & Fraccascia, L. (2022a). Investigating the
antecedents of consumer behavioral intention for sustainable fashion
products: Evidence from a large survey of Italian consumers. Techno-
logical Forecasting and Social Change, 185(October 2021), 122010.
https://doi.org/10.1016/j.techfore.2022.122010

Dangelico, R. M., Ceccarelli, G. & Fraccascia, L. (2024). Consumer
behavioral intention toward sustainable biscuits: An extension of the
theory of planned behavior with product familiarity and perceived
value. Business Strategy and the Environment. https://doi.org/10.1002/
BSE.3774

Dangelico, R. M., Nonino, F., & Pompei, A. (2021). Which are the determi-
nants of green purchase behaviour? A study of Italian consumers. Busi-
ness Strategy and the Environment, 30(5), 2600-2620. https://doi.org/
10.1002/BSE.2766

Dangelico, R. M., Schiaroli, V., & Fraccascia, L. (2022b). Is Covid-19 chang-
ing sustainable consumer behavior? A survey of Italian consumers. Sus-
tainable Development, 30(6), 1477-1496. https://doi.org/10.1002/SD.
2322

Das, G. (2015). Linkages between self-congruity, brand familiarity, per-
ceived quality and purchase intention: A study of fashion retail brands.
Journal of Global Fashion Marketing, 6(3), 180-193. https://doi.org/10.
1080/20932685.2015.1032316

Davidson, D. J., & Freudenburg, W. R. (1996). Gender and environmental
risk concerns: A review and analysis of available research. Environment

and the Environment &;2 E_WI L E.YJ_:L9

and Behavior, 28(3),
0013916596283003

de Aradjo, P. D., Aradjo, W. M. C,, Patarata, L., & Fraqueza, M. J. (2022).
Understanding the main factors that influence consumer quality per-
ception and attitude towards meat and processed meat products. Meat
Science, 193(January), 108952. https://doi.org/10.1016/j.meatsci.
2022.108952

De Canio, F., Viglia, G., & Lombart, C. (2024). Package-free products: How
to improve pro-environmental buying behaviors among consumers.
Technological Forecasting and Social Change, 198, 122995. https://doi.
org/10.1016/).TECHFORE.2023.122995

De Pelsmacker, P., Driesen, L., & Rayp, G. (2005). Do consumers care
about ethics? Willingness to pay for fair-trade coffee. Journal of Con-
sumer Affairs, 39(2), 363-385. https://doi.org/10.1111/j.1745-6606.
2005.00019.x

De Vargas Giorgi, V. (2015). “Cultos em cerveja”: Discursos sobre a cerveja
artesanal no Brasil. Sociedade e Cultura, 18(1), 101-111. https://doi.
org/10.5216/SEC.V1811.40607

Di Vita, A., Pappalardo, G., Pilone, V., Di Pasquale, A., & Stasi, A. (2023).
Consumer preferences for craft beer by means of artificial intelligence:
Are Italian producers doing well? Beverages, 9(1), 26. https://doi.org/
10.3390/BEVERAGES9010026

Donadini, G., Bertuzzi, T., Kordialik-Bogacka, E., Cywinska, D., Rossi, F.,
Spigno, G., & Porretta, S. (2020). Investigating patterns of millennials'
interest in gluten-free beer in Poland: A question of beer price and
alcohol content. Journal of Food Science, 85(1), 182-191. https://doi.
org/10.1111/1750-3841.14985

Drakopoulou Dodd, S., Wilson, J., Bhaird, C. M. an, & Bisignano, A. P.
(2018). Habitus emerging: The development of hybrid logics and col-
laborative business models in the Irish craft beer sector. International
Small Business Journal, 36(6), 637-661. https://doi.org/10.1177/
0266242617751597

D'Souza, C., Gilmore, A. J., Hartmann, P., Apaolaza Ibafiez, V., & Sullivan-
Mort, G. (2015). Male eco-fashion: A market reality. International Jour-
nal of Consumer Studies, 39(1), 35-42. https://doi.org/10.1111/1JCS.
12148

Duarte Alonso, A., Alexander, N., & O'Brien, S. (2018). ‘Every brew is a
challenge and every glass of a good beer is an achievement’: Home
brewing and serious leisure. Leisure/Loisir, 42(1), 93-113. https://doi.
org/10.1080/14927713.2017.1414628

Dunlap, R. E., & Jones, R. E. (2002). Environmental concern: Conceptual and
measurement issues. Greenwood Press. https://www.researchgate.net/
publication/285810112

Eisinga, R., Te Grotenhuis, M., & Pelzer, B. (2013). The reliability of a
two-item scale: Pearson, Cronbach, or spearman-Brown? International
Journal of Public Health, 58(4), 637-642. https://doi.org/10.1007/
s00038-012-0416-3

Essiz, O., & Senyuz, A. (2024). Predicting the value-based determinants of
sustainable luxury consumption: A multi-analytical approach and path-
way to sustainable development in the luxury industry. Business Strat-
egy and the Environment, 33(3), 1721-1758. https://doi.org/10.1002/
BSE.3569

Fastigi, M., Esposti, R., & Vigano, E. (2015). La craft beer revolution in Italia
e i birrifici agricoli: Traiettorie evolutive e principali criticita. Argomenti,
2,67-92. https://doi.org/10.14276/1971-8357.495

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models
with unobservable variables and measurement error. Journal of Mar-
keting Research, 18(1), 39-50. https://doi.org/10.1177/
002224378101800104

Fortune Business Insights. (2024). Beer market size, share & industry
analysis, by type (lager, ale, stouts, and others), by packaging
(glass bottle and metal can), by distribution channel (on-trade
and off-trade), by production (macro brewery and microbrewery),
by category (standard and premium), and regional forecast,

302-339. https://doi.org/10.1177/

95UB017 SUOWIWIOD BA 11810 3|qeot dde auy Aq peusenob e sajoiie YO 8SN JO S8|nJ 10} ARIq1T8UIUO A8]1A UO (SUOTPUOD-PUR-SLUIBY/WIO A8 |1 Ale.d1jBu [Uo//Scy) SUOTIPUOD pue SWie 1 8y} 88S [7202/20/20] Uo Ariqiauluo 8|1 uewirede@ soueuld @luem L JO AISIPAIUN A] TBE50/Z00T 0T/I0p/L00" A3 1M AleIq 1 jeuluO//SANY WOy pepeoiumod ‘0 ‘9£80660T


https://doi.org/10.1002/BSE.3130
https://doi.org/10.2753/JOA0091-3367400402
https://doi.org/10.1108/00251741211216250
https://doi.org/10.1108/00251741211216250
https://doi.org/10.1080/21639159.2015.1041781
https://doi.org/10.1080/21639159.2015.1041781
https://doi.org/10.1016/j.jretconser.2020.102113
https://doi.org/10.1016/j.jretconser.2020.102113
https://doi.org/10.1207/S15327965PLI1604_03/ASSET//CMS/ASSET/E4999F20-3630-451F-ADBD-1282152C7D85/S15327965PLI1604_03.FP.PNG
https://doi.org/10.1207/S15327965PLI1604_03/ASSET//CMS/ASSET/E4999F20-3630-451F-ADBD-1282152C7D85/S15327965PLI1604_03.FP.PNG
https://doi.org/10.1207/S15327965PLI1604_03/ASSET//CMS/ASSET/E4999F20-3630-451F-ADBD-1282152C7D85/S15327965PLI1604_03.FP.PNG
https://doi.org/10.1108/TQM-11-2020-0275
https://doi.org/10.1065/LCA2007.02.306/METRICS
https://doi.org/10.1065/LCA2007.02.306/METRICS
https://doi.org/10.1016/J.ERSS.2022.102908
https://doi.org/10.1002/CB.1482
https://doi.org/10.1002/CB.1482
https://doi.org/10.1016/j.techfore.2022.122010
https://doi.org/10.1002/BSE.3774
https://doi.org/10.1002/BSE.3774
https://doi.org/10.1002/BSE.2766
https://doi.org/10.1002/BSE.2766
https://doi.org/10.1002/SD.2322
https://doi.org/10.1002/SD.2322
https://doi.org/10.1080/20932685.2015.1032316
https://doi.org/10.1080/20932685.2015.1032316
https://doi.org/10.1177/0013916596283003
https://doi.org/10.1177/0013916596283003
https://doi.org/10.1016/j.meatsci.2022.108952
https://doi.org/10.1016/j.meatsci.2022.108952
https://doi.org/10.1016/J.TECHFORE.2023.122995
https://doi.org/10.1016/J.TECHFORE.2023.122995
https://doi.org/10.1111/j.1745-6606.2005.00019.x
https://doi.org/10.1111/j.1745-6606.2005.00019.x
https://doi.org/10.5216/SEC.V18I1.40607
https://doi.org/10.5216/SEC.V18I1.40607
https://doi.org/10.3390/BEVERAGES9010026
https://doi.org/10.3390/BEVERAGES9010026
https://doi.org/10.1111/1750-3841.14985
https://doi.org/10.1111/1750-3841.14985
https://doi.org/10.1177/0266242617751597
https://doi.org/10.1177/0266242617751597
https://doi.org/10.1111/IJCS.12148
https://doi.org/10.1111/IJCS.12148
https://doi.org/10.1080/14927713.2017.1414628
https://doi.org/10.1080/14927713.2017.1414628
https://www.researchgate.net/publication/285810112
https://www.researchgate.net/publication/285810112
https://doi.org/10.1007/s00038-012-0416-3
https://doi.org/10.1007/s00038-012-0416-3
https://doi.org/10.1002/BSE.3569
https://doi.org/10.1002/BSE.3569
https://doi.org/10.14276/1971-8357.495
https://doi.org/10.1177/002224378101800104
https://doi.org/10.1177/002224378101800104

DANGELICO ET AL.

20 Busi Strati .
2| wiLEy—Sisses

2024-2032. https://www.fortunebusinessinsights.com/beer-market%
20102489

Fraccascia, L., Ceccarelli, G., & Dangelico, R. M. (2023). Green products
from industrial symbiosis: Are consumers ready for them? Technologi-
cal Forecasting and Social Change, 189(March 2022), 122395. https://
doi.org/10.1016/j.techfore.2023.122395

Fransson, N., & Garling, T. (1999). Environmental concern: Conceptual def-
initions, measurement methods, and research findings. Journal of Envi-
ronmental Psychology, 19(4), 369-382. https://doi.org/10.1006/JEVP.
1999.0141

Ghvanidze, S., Velikova, N., Dodd, T. H., & Oldewage-Theron, W. (2016).
Consumers' environmental and ethical consciousness and the use of
the related food products information: The role of perceived consumer
effectiveness. Appetite, 107, 311-322. https://doi.org/10.1016/J.
APPET.2016.08.097

Gleim, M. R,, Smith, J. S., Andrews, D., & Cronin, J. J. (2013). Against the
green: A multi-method examination of the barriers to green consump-
tion. Journal of Retailing, 89(1), 44-61. https://doi.org/10.1016/J.
JRETAI.2012.10.001

Godde, C. M., Mason-D'Croz, D., Mayberry, D. E., Thornton, P. K., &
Herrero, M. (2021). Impacts of climate change on the livestock food
supply chain; a review of the evidence. Global Food Security, 28,
100488. https://doi.org/10.1016/J.GFS.2020.100488

Gomez-Zavaglia, A., Mejuto, J. C., & Simal-Gandara, J. (2020). Mitigation
of emerging implications of climate change on food production sys-
tems. Food Research International, 134, 109256. https://doi.org/10.
1016/J.FOODRES.2020.109256

Guerra-Tamez, C. R., & Franco-Garcia, M. L. (2022). Influence of flow
experience, perceived value and CSR in craft beer consumer loyalty: A
comparison between Mexico and the Netherlands. Sustainability,
14(13), 8202. https://doi.org/10.3390/5U14138202

Gundala, R. R., Nawaz, N., Harindranath, R. M., Boobalan, K, &
Gajenderan, V. K. (2022). Does gender moderate the purchase inten-
tion of organic foods? Theory of reasoned action. Heliyon, 8(9),
€10478. https://doi.org/10.1016/j.heliyon.2022.e10478

Gilney, O. I., & Giraldo, L. (2020). Consumers' attitudes and willingness to
pay for organic eggs: A discrete choice experiment study in Turkey.
British Food Journal, 122(2), 678-692. https://doi.org/10.1108/BFJ-
04-2019-0297

Gupta, S., & Ogden, D. T. (2009). To buy or not to buy? A social dilemma
perspective on green buying. Journal of Consumer Marketing, 26(6),
378-393. https://doi.org/10.1108/07363760910988201

Haddad, F. F., Ribeiro, A. P. L., Vieira, K. C., Pereira, R. C., & de Deus
Souza Carneiro, J. (2023a). Specialty beers market: A comparative
study of producers and consumers behavior. British Food Journal,
125(4), 1282-1299. https://doi.org/10.1108/BFJ-10-2021-1090/
FULL/XML

Haddad, F. F., Vieira, K. C., & de Deus Souza Carneiro, J. (2023b).
Influence of consumption experience on the behavior of craft beer
consumers: Beginner and experienced consumers. British Food Journal,
126(2), 682-697.  https://doi.org/10.1108/BFJ-03-2023-0225/
FULL/XML

Hair, J. F., Black, W. C., Babin, B. J., Anderson, R. E., & Tatham, R. L.
(2006). Multivariate data analysis (6th ed.). Pearson University Press.
http://www.sciepub.com/reference/180085

Hansmann, R., Laurenti, R., Mehdi, T., & Binder, C. R. (2020). Determinants
of pro-environmental behavior: A comparison of university students
and staff from diverse faculties at a Swiss University. Journal of Cleaner
Production, 268, 121864. https://doi.org/10.1016/J.JCLEPRO.2020.
121864

Hazen, B. T., Mollenkopf, D. A., & Wang, Y. (2017). Remanufacturing for
the circular economy: An examination of consumer switching behav-
ior. Business Strategy and the Environment, 26(4), 451-464. https://doi.
org/10.1002/BSE.1929

Hu, L., & Bentler, P. M. (1998). Fit indices in covariance structure model-
ing: Sensitivity to under parameterized model misspecification. Psycho-
logical Methods, 3(4), 424-453. https://doi.org/10.1037//1082-989x.
3.4.424

Jayasingh, S., Girija, T., & Arunkumar, S. (2021). Factors influencing Con-
sumers' purchase intention towards electric two-wheelers. Sustainabil-
ity, 13(22), 12851. https://doi.org/10.3390/SU132212851

Jolly, D. A. (1991). Differences between buyers and nonbuyers of organic
produce and willingness to pay organic Price premiums. Journal of Agri-
business, 09(1), 1-15. https://doi.org/10.22004/AG.ECON.62304

Kahn, M. E. (2007). Do greens drive hummers or hybrids? Environmental
ideology as a determinant of consumer choice. Journal of Environmen-
tal Economics and Management, 54(2), 129-145. https://doi.org/10.
1016/J.JEEM.2007.05.001

Kang, J., Liu, C., & Kim, S. H. (2013). Environmentally sustainable textile
and apparel consumption: The role of consumer knowledge, perceived
consumer effectiveness and perceived personal relevance. Interna-
tional Journal of Consumer Studies, 37(4), 442-452. https://doi.org/10.
1111/ijcs. 12013

Kaur, J., Lavuri, R., Thaichon, P., & Martin, B. (2023). Purchase intention of
organic foods: Are lifestyles of health and sustainability the reason for
my purchase decision? Asia Pacific Journal of Marketing and Logistics,
35(6), 1532-1551. https://doi.org/10.1108/APJML-02-2022-0123/
FULL/XML

Kautish, P., Sharma, R., Mangla, S. K., Jabeen, F., & Awan, U. (2021).
Understanding choice behavior towards plastic consumption: An
emerging market investigation. Resources, Conservation and Recycling,
174, 105828. https://doi.org/10.1016/J.RESCONREC.2021.105828

Kim, J., Rasouli, S., & Timmermans, H. (2014). Expanding scope of hybrid
choice models allowing for mixture of social influences and latent atti-
tudes: Application to intended purchase of electric cars. Transportation
Research Part A: Policy and Practice, 69, 71-85. https://doi.org/10.
1016/J).TRA.2014.08.016

Kotler, P., Armstrong, G. (Gary M.), & Opresnik, M. O. Marc O. (2020). Prin-
ciples of marketing. Pearson.

Kumar, N., Garg, P., & Singh, S. (2022). Pro-environmental purchase inten-
tion towards eco-friendly apparel: Augmenting the theory of planned
behavior with perceived consumer effectiveness and environmental
concern. Journal of Global Fashion Marketing, 13(2), 134-150. https://
doi.org/10.1080/20932685.2021.2016062

Laroche, M., Bergeron, J., & Barbaro-Forleo, G. (2001). Targeting con-
sumers who are willing to pay more for environmentally friendly prod-
ucts. Journal of Consumer Marketing, 18(6), 503-520. https://doi.org/
10.1108/EUM0000000006155

Laureti, T., & Benedetti, . (2018). Exploring pro-environmental food pur-
chasing behaviour: An empirical analysis of Italian consumers. Journal
of Cleaner Production, 172, 3367-3378. https://doi.org/10.1016/J.
JCLEPRO.2017.11.086

Lavuri, R., Akram, U., & Akram, Z. (2023). Exploring the sustainable con-
sumption behavior in emerging countries: The role of pro-
environmental self-identity, attitude, and environmental protection
emotion. Business Strategy and the Environment, 32(8), 5174-5186.
https://doi.org/10.1002/BSE.3411

Lee, K. (2009). Gender differences in Hong Kong adolescent consumers'
green purchasing behavior. Journal of Consumer Marketing, 26(2), 87-
96. https://doi.org/10.1108/07363760910940456/FULL/XML

Lee, N. M., Callison, C., & Seltzer, T. (2020). Sustainable beer: Testing the
effects of water conservation messages and brewery type on con-
sumer perceptions. Journal of Food Products Marketing, 26(9), 619-
638. https://doi.org/10.1080/10454446.2020.1854915

Liobikiene, G., Mandravickaite, J., & Bernatoniene, J. (2016). Theory of
planned behavior approach to understand the green purchasing
behavior in the EU: A cross-cultural study. Ecological Economics, 125,
38-46. https://doi.org/10.1016/j.ecolecon.2016.02.008

95UB017 SUOWIWIOD BA 11810 3|qeot dde auy Aq peusenob e sajoiie YO 8SN JO S8|nJ 10} ARIq1T8UIUO A8]1A UO (SUOTPUOD-PUR-SLUIBY/WIO A8 |1 Ale.d1jBu [Uo//Scy) SUOTIPUOD pue SWie 1 8y} 88S [7202/20/20] Uo Ariqiauluo 8|1 uewirede@ soueuld @luem L JO AISIPAIUN A] TBE50/Z00T 0T/I0p/L00" A3 1M AleIq 1 jeuluO//SANY WOy pepeoiumod ‘0 ‘9£80660T


https://www.fortunebusinessinsights.com/beer-market%20102489
https://www.fortunebusinessinsights.com/beer-market%20102489
https://doi.org/10.1016/j.techfore.2023.122395
https://doi.org/10.1016/j.techfore.2023.122395
https://doi.org/10.1006/JEVP.1999.0141
https://doi.org/10.1006/JEVP.1999.0141
https://doi.org/10.1016/J.APPET.2016.08.097
https://doi.org/10.1016/J.APPET.2016.08.097
https://doi.org/10.1016/J.JRETAI.2012.10.001
https://doi.org/10.1016/J.JRETAI.2012.10.001
https://doi.org/10.1016/J.GFS.2020.100488
https://doi.org/10.1016/J.FOODRES.2020.109256
https://doi.org/10.1016/J.FOODRES.2020.109256
https://doi.org/10.3390/SU14138202
https://doi.org/10.1016/j.heliyon.2022.e10478
https://doi.org/10.1108/BFJ-04-2019-0297
https://doi.org/10.1108/BFJ-04-2019-0297
https://doi.org/10.1108/07363760910988201
https://doi.org/10.1108/BFJ-10-2021-1090/FULL/XML
https://doi.org/10.1108/BFJ-10-2021-1090/FULL/XML
https://doi.org/10.1108/BFJ-03-2023-0225/FULL/XML
https://doi.org/10.1108/BFJ-03-2023-0225/FULL/XML
http://www.sciepub.com/reference/180085
https://doi.org/10.1016/J.JCLEPRO.2020.121864
https://doi.org/10.1016/J.JCLEPRO.2020.121864
https://doi.org/10.1002/BSE.1929
https://doi.org/10.1002/BSE.1929
https://doi.org/10.1037//1082-989x.3.4.424
https://doi.org/10.1037//1082-989x.3.4.424
https://doi.org/10.3390/SU132212851
https://doi.org/10.22004/AG.ECON.62304
https://doi.org/10.1016/J.JEEM.2007.05.001
https://doi.org/10.1016/J.JEEM.2007.05.001
https://doi.org/10.1111/ijcs.12013
https://doi.org/10.1111/ijcs.12013
https://doi.org/10.1108/APJML-02-2022-0123/FULL/XML
https://doi.org/10.1108/APJML-02-2022-0123/FULL/XML
https://doi.org/10.1016/J.RESCONREC.2021.105828
https://doi.org/10.1016/J.TRA.2014.08.016
https://doi.org/10.1016/J.TRA.2014.08.016
https://doi.org/10.1080/20932685.2021.2016062
https://doi.org/10.1080/20932685.2021.2016062
https://doi.org/10.1108/EUM0000000006155
https://doi.org/10.1108/EUM0000000006155
https://doi.org/10.1016/J.JCLEPRO.2017.11.086
https://doi.org/10.1016/J.JCLEPRO.2017.11.086
https://doi.org/10.1002/BSE.3411
https://doi.org/10.1108/07363760910940456/FULL/XML
https://doi.org/10.1080/10454446.2020.1854915
https://doi.org/10.1016/j.ecolecon.2016.02.008

DANGELICO ET AL.

Business Strategy

Lopes, J. M., Pinho, M., & Gomes, S. (2024). From green hype to green
habits: Understanding the factors that influence young consumers'
green purchasing decisions. Business Strategy and the Environment,
33(3), 2432-2444. https://doi.org/10.1002/BSE.3602

MacCallum, R. C., Browne, M. W., & Sugawara, H. M. (1996). Power analy-
sis and determination of sample size for covariance structure model-
ing. Psychological Methods, 1(2), 130-149. https://doi.org/10.1037/
1082-989X.1.2.130

Magnier, L., Mugge, R., & Schoormans, J. (2019). Turning Ocean garbage
into products—Consumers' evaluations of products made of recycled
ocean plastic. Journal of Cleaner Production, 215, 84-98. https://doi.
org/10.1016/j.jclepro.2018.12.246

Magnusson, M. K., Arvola, A. Koivisto Hursti, U. K, Aberg, L, &
Sjodén, P. O. (2001). Attitudes towards organic foods among Swedish
consumers. British Food Journal, 103(3), 209-227. https://doi.org/10.
1108/00070700110386755

Mascarello, G., Pinto, A., Parise, N., Crovato, S., & Ravarotto, L. (2015). The
perception of food quality. Prrofiling Italian consumers. Appetite, 89,
175-182. https://doi.org/10.1016/j.appet.2015.02.014

Mattila, T., Helin, T., & Antikainen, R. (2012). Land use indicators in life
cycle assessment A case study on beer production. International Jour-
nal of Life Cycle Assessment, 17(3), 277-286. https://doi.org/10.1007/
S$11367-011-0353-Z/METRICS

Medina-Molina, C., Rey-Moreno, M., & Periafnez-Cristobal, R. (2021). Anal-
ysis of the moderating effect of front-of-pack labelling on the relation
between brand attitude and purchasing intention. Journal of Business
Research, 122, 304-310. https://doi.org/10.1016/j.jbusres.2020.
08.062

Meet, R. K., Kundu, N., & Ahluwalia, I. S. (2024). Does socio demographic,
green washing, and marketing mix factors influence Gen Z purchase
intention towards environmentally friendly packaged drinks? Evidence
from emerging economy. Journal of Cleaner Production, 434, 140357.
https://doi.org/10.1016/J.JCLEPRO.2023.140357

Meulenberg, M. T. G. (2003). Consument en burger’, betekenis voor de
markt van landbouwproducten en voedingsmiddelen. Tijdschrift Voor
Sociaalwetenschappelijk Onderzoek Van de Landbouw, 18(1), 43-54.

Miller, J. B. (2012). Toward a new psychology of women. Beacon Press.

Minton, H. L., & Schneide, F. W. (1985). Differential psychology. Waveland
Press Inc.

Mostafa, M. M. (2007). Gender differences in Egyptian consumers' green
purchase behaviour: The effects of environmental knowledge, concern
and attitude. International Journal of Consumer Studies, 31(3), 220-229.
https://doi.org/10.1111/J.1470-6431.2006.00523.X

Mugge, R., Jockin, B., & Bocken, N. (2017). How to sell refurbished smart-
phones? An investigation of different customer groups and appropri-
ate incentives. Journal of Cleaner Production, 147, 284-296. https://
doi.org/10.1016/j.jclepro.2017.01.111

Mulaik, S. A, James, L. R., Van Alstine, J., Bennett, N., Lind, S., &
Stilwell, C. D. (1989). Evaluation of goodness-of-fit indices for struc-
tural equation models. Psychological Bulletin, 105(3), 430-445. https://
doi.org/10.1037/0033-2909.105.3.430

Napolitano, F., Girolami, A., & Braghieri, A. (2010). Consumer liking and
willingness to pay for high welfare animal-based products. Trends in
Food Science and Technology, 21(11), 537-543. https://doi.org/10.
1016/J.TIFS.2010.07.012

Niedermeier, A., Emberger-Klein, A., & Menrad, K. (2021a). Drivers and
barriers for purchasing green fast-moving consumer goods: A study of
consumer preferences of glue sticks in Germany. Journal of Cleaner
Production, 284, 124804. https://doi.org/10.1016/J.JCLEPRO.2020.
124804

Niedermeier, A., Emberger-Klein, A., & Menrad, K. (2021b). Which factors
distinguish the different consumer segments of green fast-moving
consumer goods in Germany? Business Strategy and the Environment,
30(4), 1823-1838. https://doi.org/10.1002/BSE.2718

and the Environment &;2 E_WI L E.YJ_21

Noble, S. M, Griffith, D. A., & Adjei, M. T. (2006). Drivers of local merchant
loyalty: Understanding the influence of gender and shopping motives.
Journal of Retailing, 82(3), 177-188. https://doi.org/10.1016/J.
JRETAI.2006.05.002

O'Connor, R. E, Bord, R. J,, & Fisher, A. (1999). Risk perceptions,
general environmental beliefs, and willingness to address climate
change. Risk Analysis, 19(3), 461-471. https://doi.org/10.1023/A:
1007004813446

Oude Ophuis, P. A. M., & Van Trijp, H. C. M. (1995). Perceived quality: A
market driven and consumer oriented approach. Food Quality and Pref-
erence, 6(3), 177-183. https://doi.org/10.1016/0950-3293(94)
00028-T

Paco, A., Leal Filho, W., Avila, L. V., & Dennis, K. (2020). Fostering sustain-
able consumer behavior regarding clothing: Assessing trends on pur-
chases, recycling and disposal. 91(3-4), 373-384. https://doi.org/10.
1177/0040517520944524

Padel, S., & Foster, C. (2005). Exploring the gap between attitudes and
behaviour: Understanding why consumers buy or do not buy organic
food. British Food Journal, 107(8), 606-625. https://doi.org/10.1108/
00070700510611002

Parker, D., Taylor, M., Johnson, J. R., & Thomas, K. R. (2020). British beer
styles. Where are they heading? British Food Journal, 122(1), 60-74.
https://doi.org/10.1108/BFJ-12-2018-0842/FULL/XML

Pickering, G. J. (2023). Consumer engagement with sustainable wine: An
application of the Transtheoretical model. Food Research International,
174(P1), 113555. https://doi.org/10.1016/j.foodres.2023.113555

Pozner, J. E., DeSoucey, M., Verhaal, J. C., & Sikavica, K. (2022). Watered
down: Market growth, authenticity, and evaluation in craft beer. Orga-
nization  Studies, 43(3), 321-345. https://doi.org/10.1177/
0170840621993236/ASSET/IMAGES/LARGE/10.1177_
0170840621993236-FIG1.JPEG

Rai, S., Wai, P. P., Koirala, P., Bromage, S., Nirmal, N. P., Pandiselvam, R.,
Nor-Khaizura, M. A. R., & Mehta, N. K. (2023). Food product quality,
environmental and personal characteristics affecting consumer per-
ception toward food. Frontiers in Sustainable Food Systems, 7(July).
https://doi.org/10.3389/fsufs.2023.1222760

Raj, S., Singh, A., & Lascu, D. N. (2023). Green smartphone purchase inten-
tions: A conceptual framework and empirical investigation of Indian
consumers. Journal of Cleaner Production, 403, 136658. https://doi.
org/10.1016/J.JCLEPRO.2023.136658

Rashid, N. R. N. A, & Shaharudin, M. R. (2017). Customer's purchase
intention for a green home. International Journal of Procurement
Management, 10(5), 581-599. https://doi.org/10.1504/1JPM.2017.
086402

Rausch, T. M., & Kopplin, C. S. (2021). Bridge the gap: Consumers' pur-
chase intention and behavior regarding sustainable clothing. Journal of
Cleaner Production, 278, 123882. https://doi.org/10.1016/J.JCLEPRO.
2020.123882

Reddy, K. P., Chandu, V., Srilakshmi, S., Thagaram, E., Sahyaja, C., &
Osei, B. (2023). Consumers perception on green marketing towards
eco-friendly fast moving consumer goods. International Journal of Engi-
neering  Business  Management, 15. https://doi.org/10.1177/
18479790231170962/ASSET/IMAGES/LARGE/10.1177_
18479790231170962-FIG1.JPEG

Reid, N., Mclaughlin, R. B., & Moore, M. S. (2014). From yellow fizz to big
biz: American craft beer comes of age. Focus on Geography, 57(3),
114-125. https://doi.org/10.1111/FOGE.12034

Rezvani, Z., Jansson, J., & Bengtsson, M. (2018). Consumer motivations for
sustainable consumption: The interaction of gain, normative and
hedonic motivations on electric vehicle adoption. Business Strategy
and the Environment, 27(8), 1272-1283. https://doi.org/10.1002/BSE.
2074

Ridgeway, C. L., & Bourg, C. (2004). Gender as status: An expectation
states theory approach. In A. H. Eagly, A. E. Beall, & R. J. Sternberg

95UB017 SUOWIWIOD BA 11810 3|qeot dde auy Aq peusenob e sajoiie YO 8SN JO S8|nJ 10} ARIq1T8UIUO A8]1A UO (SUOTPUOD-PUR-SLUIBY/WIO A8 |1 Ale.d1jBu [Uo//Scy) SUOTIPUOD pue SWie 1 8y} 88S [7202/20/20] Uo Ariqiauluo 8|1 uewirede@ soueuld @luem L JO AISIPAIUN A] TBE50/Z00T 0T/I0p/L00" A3 1M AleIq 1 jeuluO//SANY WOy pepeoiumod ‘0 ‘9£80660T


https://doi.org/10.1002/BSE.3602
https://doi.org/10.1037/1082-989X.1.2.130
https://doi.org/10.1037/1082-989X.1.2.130
https://doi.org/10.1016/j.jclepro.2018.12.246
https://doi.org/10.1016/j.jclepro.2018.12.246
https://doi.org/10.1108/00070700110386755
https://doi.org/10.1108/00070700110386755
https://doi.org/10.1016/j.appet.2015.02.014
https://doi.org/10.1007/S11367-011-0353-Z/METRICS
https://doi.org/10.1007/S11367-011-0353-Z/METRICS
https://doi.org/10.1016/j.jbusres.2020.08.062
https://doi.org/10.1016/j.jbusres.2020.08.062
https://doi.org/10.1016/J.JCLEPRO.2023.140357
https://doi.org/10.1111/J.1470-6431.2006.00523.X
https://doi.org/10.1016/j.jclepro.2017.01.111
https://doi.org/10.1016/j.jclepro.2017.01.111
https://doi.org/10.1037/0033-2909.105.3.430
https://doi.org/10.1037/0033-2909.105.3.430
https://doi.org/10.1016/J.TIFS.2010.07.012
https://doi.org/10.1016/J.TIFS.2010.07.012
https://doi.org/10.1016/J.JCLEPRO.2020.124804
https://doi.org/10.1016/J.JCLEPRO.2020.124804
https://doi.org/10.1002/BSE.2718
https://doi.org/10.1016/J.JRETAI.2006.05.002
https://doi.org/10.1016/J.JRETAI.2006.05.002
https://doi.org/10.1023/A:1007004813446
https://doi.org/10.1023/A:1007004813446
https://doi.org/10.1016/0950-3293(94)00028-T
https://doi.org/10.1016/0950-3293(94)00028-T
https://doi.org/10.1177/0040517520944524
https://doi.org/10.1177/0040517520944524
https://doi.org/10.1108/00070700510611002
https://doi.org/10.1108/00070700510611002
https://doi.org/10.1108/BFJ-12-2018-0842/FULL/XML
https://doi.org/10.1016/j.foodres.2023.113555
https://doi.org/10.1177/0170840621993236/ASSET/IMAGES/LARGE/10.1177_0170840621993236-FIG1.JPEG
https://doi.org/10.1177/0170840621993236/ASSET/IMAGES/LARGE/10.1177_0170840621993236-FIG1.JPEG
https://doi.org/10.1177/0170840621993236/ASSET/IMAGES/LARGE/10.1177_0170840621993236-FIG1.JPEG
https://doi.org/10.3389/fsufs.2023.1222760
https://doi.org/10.1016/J.JCLEPRO.2023.136658
https://doi.org/10.1016/J.JCLEPRO.2023.136658
https://doi.org/10.1504/IJPM.2017.086402
https://doi.org/10.1504/IJPM.2017.086402
https://doi.org/10.1016/J.JCLEPRO.2020.123882
https://doi.org/10.1016/J.JCLEPRO.2020.123882
https://doi.org/10.1177/18479790231170962/ASSET/IMAGES/LARGE/10.1177_18479790231170962-FIG1.JPEG
https://doi.org/10.1177/18479790231170962/ASSET/IMAGES/LARGE/10.1177_18479790231170962-FIG1.JPEG
https://doi.org/10.1177/18479790231170962/ASSET/IMAGES/LARGE/10.1177_18479790231170962-FIG1.JPEG
https://doi.org/10.1111/FOGE.12034
https://doi.org/10.1002/BSE.2074
https://doi.org/10.1002/BSE.2074

DANGELICO ET AL.

22 Busi Strati .
2| WwiLEy-— S

(Eds.), The psychology of gender (2nd ed.) (pp. 217-241). The Guilford
Press. https://psycnet.apa.org/record/2004-16374-010

Rivaroli, S., Kozak, V., & Spadoni, R. (2019). What motivates Czech and
international “millennial-aged” university students to consume craft
beers? International Journal of Wine Business Research, 31(3), 441-455.
https://doi.org/10.1108/IJWBR-11-2018-0067/FULL/XML

Rodriguez-Sanchez, C., & Sellers-Rubio, R. (2021). Sustainability in
the beverage industry: A research agenda from the demand side. Sus-
tainability ~ (Switzerland), 13(1), 186. https://doi.org/10.3390/
su13010186

Rondoni, A., & Grasso, S. (2021). Consumers behaviour towards carbon
footprint labels on food: A review of the literature and discussion of
industry implications. Journal of Cleaner Production, 301, 127031.
https://doi.org/10.1016/J.JCLEPRO.2021.127031

Roseira, C., Teixeira, S., Barbosa, B., & Macedo, R. (2022). How collectivism
affects organic food purchase intention and behavior: A study with
Norwegian and Portuguese young consumers. Sustainability
(Switzerland), 14(12), 7361. https://doi.org/10.3390/SU14127361/51

Roy, S., & Mohapatra, S. (2022). Problems of adoption of solar power and
subsequent switching behavior: an exploration in India. International
Journal of Energy Sector Management, 16(1), 78-94. https://doi.org/10.
1108/1JESM-08-2020-0015/FULL/XML

Schiufele, I., & Janssen, M. (2021). How and why does the attitude-
behavior gap differ between product categories of sustainable food?
Analysis of organic food purchases based on household panel data.
Frontiers in Psychology, 12(February), 595636. https://doi.org/10.
3389/fpsyg.2021.595636

Secinaro, S., Calandra, D., Lanzalonga, F., & Ferraris, A. (2022). Electric
vehicles' consumer behaviours: Mapping the field and providing a
research agenda. Journal of Business Research, 150, 399-416. https://
doi.org/10.1016/J.JBUSRES.2022.06.011

Sgroi, F., Maenza, L., & Modica, F. (2023). Exploring consumer behavior
and willingness to pay regarding sustainable wine certification. Journal
of Agriculture and Food Research, 14, 100681. https://doi.org/10.
1016/J.JAFR.2023.100681

Sharif, S., Rehman, S. U., Ahmad, Z., Albadry, O. M., & Zeeshan, M. (2023).
Consumer quality management for beverage food products: Analyzing
consumer’ perceptions toward repurchase intention. TQM Journal,
36(2), 431-459.  https://doi.org/10.1108/TQM-01-2022-0012/
FULL/XML

Silvi, M., & Padilla, E. (2021). Pro-environmental behavior: Social norms,
intrinsic motivation and external conditions. Environmental Policy and
Governance, 31(6), 619-632. https://doi.org/10.1002/EET.1960

Skitka, L. J., & Maslach, C. (1996). Gender as schematic category: A role
construct approach. Social Behavior and Personality, 24(1), 53-74.
https://doi.org/10.2224/SBP.1996.24.1.53

Smith, K. T., & Brower, T. R. (2012). Longitudinal study of green marketing
strategies that influence millennials. Journal of Strategic Marketing,
20(6), 535-551. https://doi.org/10.1080/0965254X.2012.711345

Song, M. R,, Chu, W., & Im, M. (2022). The effect of cultural and psycho-
logical characteristics on the purchase behavior and satisfaction of
electric vehicles: A comparative study of US and China. International
Journal of Consumer Studies, 46(1), 345-364. https://doi.org/10.1111/
1JCS.12684

Sreen, N., Purbey, S., & Sadarangani, P. (2018). Impact of culture, behavior
and gender on green purchase intention. Journal of Retailing and Con-
sumer Services, 41, 177-189. https://doi.org/10.1016/].jretconser.
2017.12.002

Suhartanto, D., Kartikasari, A., Arsawan, |. W. E. Suhaeni, T., &
Anggraeni, T. (2022). Driving youngsters to be green: The case of
plant-based food consumption in Indonesia. Journal of Cleaner Produc-
tion, 380, 135061. https://doi.org/10.1016/J.JCLEPRO.2022.135061

Sun, M., Gao, X,, Jing, X., & Cheng, F. (2023). The influence of internal and
external factors on the purchase intention of carbon-labeled products.

Journal of Cleaner Production, 419, 138272. https://doi.org/10.1016/J.
JCLEPRO.2023.138272

Svatosova, V., Kosova, P., & Svobodova, Z. (2021). Factors influencing con-
sumer behaviour in the beer market in the Czech Republic. 39(4),
319-328. https://doi.org/10.17221/153/2020-CJFS

Tabachnick, B. G., & Fidell, L. S. (2007). Using multivariate statistics
(5th ed.). Allyn & Bacon. http://www.sciepub.com/reference/224115

Tait, P., Saunders, C., Guenther, M., & Rutherford, P. (2016). Emerging ver-
sus developed economy consumer willingness to pay for environmen-
tally sustainable food production: A choice experiment approach
comparing Indian, Chinese and United Kingdom lamb consumers. Jour-
nal of Cleaner Production, 124, 65-72. https://doi.org/10.1016/J.
JCLEPRO.2016.02.088

Talve, S. (2001). Life cycle assessment of a basic lager beer. International
Journal of Life Cycle Assessment, 6(5), 293-298. https://doi.org/10.
1007/BF02978791/METRICS

Torres-Ruiz, F. J., Vega-Zamora, M., & Parras-Rosa, M. (2018). Sustainable
consumption: Proposal of a multistage model to analyse consumer
behaviour for organic foods. Business Strategy and the Environment,
27(4), 588-602. https://doi.org/10.1002/bse.2022

United Nations. (2018). The Sustainable Development Goals Report 2018.
https://unstats.un.org/sdgs/files/report/2018/thesustainabledevelop
mentgoalsreport2018-en.pdf

Van Loo, E. J, Caputo, V. Nayga, R. M., Seo, H. S., Zhang, B., &
Verbeke, W. (2015). Sustainability labels on coffee: Consumer prefer-
ences, willingness-to-pay and visual attention to attributes. Ecological
Economics, 118, 215-225. https://doi.org/10.1016/J.ECOLECON.
2015.07.011

Vanhonacker, F., Van Loo, E. J., Gellynck, X., & Verbeke, W. (2013). Flem-
ish consumer attitudes towards more sustainable food choices. Appe-
tite, 62, 7-16. https://doi.org/10.1016/J.APPET.2012.11.003

Vecchio, R., & Annunziata, A. (2015). Willingness-to-pay for sustainability-
labelled chocolate: An experimental auction approach. Journal of
Cleaner Production, 86, 335-342. https://doi.org/10.1016/J.JCLEPRO.
2014.08.006

Vecchio, R., Annunziata, A., Parga Dans, E., & Alonso Gonzélez, P. (2023).
Drivers of consumer willingness to pay for sustainable wines: Natural,
biodynamic, and organic. Organic Agriculture, 13(2), 247-260. https://
doi.org/10.1007/513165-023-00425-6

Verhaal, J. C., Khessina, O. M., & Dobreyv, S. D. (2015). Oppositional prod-
uct names, organizational identities, and product appeal. 26(5), 1466-
1484. https://doi.org/10.1287/0ORSC.2015.1000

Vindigni, G., Janssen, M. A., & Jager, W. (2002). Organic food consump-
tion: A multi-theoretical framework of consumer decision making. Brit-
ish Food Journal, 104(8), 624-642. https://doi.org/10.1108/
00070700210425949

Wang, Y., & Hazen, B. T. (2016). Consumer product knowledge and inten-
tion to purchase remanufactured products. International Journal of Pro-
duction Economics, 181, 460-469. https://doi.org/10.1016/].ijpe.
2015.08.031

Wee, C. S., Mohd, S. B. M. A, Zakuan, N., & Tajudin, M. N. M. (2014). Con-
sumers perception, purchase intention and actual purchase behavior
of organic food products. Review of Integrative Business & Economics
Research, 3(2), 378-397. www.sibresearch.org

Wei, X., Peng, X., & Prybutok, V. (2024). Consumer behavioral intention of
adopting emerging healthcare technology. IEEE Transactions on Engi-
neering Management, 71, 888-898. https://doi.org/10.1109/TEM.
2022.3140952

White, K. M., Smith, J. R, Terry, D. J.,, Greenslade, J. H., & Blake, M.
(2009). Social influence in the theory of planned behaviour: The role
of descriptive, injunctive, and ingroup norms. Society, 48, 135-158.

Xiao, C., & Hong, D. (2010). Gender differences in environmental behav-
iors in China. Population and Environment, 32(1), 88-104. https://doi.
org/10.1007/511111-010-0115-Z/METRICS

95UB017 SUOWIWIOD BA 11810 3|qeot dde auy Aq peusenob e sajoiie YO 8SN JO S8|nJ 10} ARIq1T8UIUO A8]1A UO (SUOTPUOD-PUR-SLUIBY/WIO A8 |1 Ale.d1jBu [Uo//Scy) SUOTIPUOD pue SWie 1 8y} 88S [7202/20/20] Uo Ariqiauluo 8|1 uewirede@ soueuld @luem L JO AISIPAIUN A] TBE50/Z00T 0T/I0p/L00" A3 1M AleIq 1 jeuluO//SANY WOy pepeoiumod ‘0 ‘9£80660T


https://psycnet.apa.org/record/2004-16374-010
https://doi.org/10.1108/IJWBR-11-2018-0067/FULL/XML
https://doi.org/10.3390/su13010186
https://doi.org/10.3390/su13010186
https://doi.org/10.1016/J.JCLEPRO.2021.127031
https://doi.org/10.3390/SU14127361/S1
https://doi.org/10.1108/IJESM-08-2020-0015/FULL/XML
https://doi.org/10.1108/IJESM-08-2020-0015/FULL/XML
https://doi.org/10.3389/fpsyg.2021.595636
https://doi.org/10.3389/fpsyg.2021.595636
https://doi.org/10.1016/J.JBUSRES.2022.06.011
https://doi.org/10.1016/J.JBUSRES.2022.06.011
https://doi.org/10.1016/J.JAFR.2023.100681
https://doi.org/10.1016/J.JAFR.2023.100681
https://doi.org/10.1108/TQM-01-2022-0012/FULL/XML
https://doi.org/10.1108/TQM-01-2022-0012/FULL/XML
https://doi.org/10.1002/EET.1960
https://doi.org/10.2224/SBP.1996.24.1.53
https://doi.org/10.1080/0965254X.2012.711345
https://doi.org/10.1111/IJCS.12684
https://doi.org/10.1111/IJCS.12684
https://doi.org/10.1016/j.jretconser.2017.12.002
https://doi.org/10.1016/j.jretconser.2017.12.002
https://doi.org/10.1016/J.JCLEPRO.2022.135061
https://doi.org/10.1016/J.JCLEPRO.2023.138272
https://doi.org/10.1016/J.JCLEPRO.2023.138272
https://doi.org/10.17221/153/2020-CJFS
http://www.sciepub.com/reference/224115
https://doi.org/10.1016/J.JCLEPRO.2016.02.088
https://doi.org/10.1016/J.JCLEPRO.2016.02.088
https://doi.org/10.1007/BF02978791/METRICS
https://doi.org/10.1007/BF02978791/METRICS
https://doi.org/10.1002/bse.2022
https://unstats.un.org/sdgs/files/report/2018/thesustainabledevelopmentgoalsreport2018-en.pdf
https://unstats.un.org/sdgs/files/report/2018/thesustainabledevelopmentgoalsreport2018-en.pdf
https://doi.org/10.1016/J.ECOLECON.2015.07.011
https://doi.org/10.1016/J.ECOLECON.2015.07.011
https://doi.org/10.1016/J.APPET.2012.11.003
https://doi.org/10.1016/J.JCLEPRO.2014.08.006
https://doi.org/10.1016/J.JCLEPRO.2014.08.006
https://doi.org/10.1007/S13165-023-00425-6
https://doi.org/10.1007/S13165-023-00425-6
https://doi.org/10.1287/ORSC.2015.1000
https://doi.org/10.1108/00070700210425949
https://doi.org/10.1108/00070700210425949
https://doi.org/10.1016/j.ijpe.2015.08.031
https://doi.org/10.1016/j.ijpe.2015.08.031
http://www.sibresearch.org
https://doi.org/10.1109/TEM.2022.3140952
https://doi.org/10.1109/TEM.2022.3140952
https://doi.org/10.1007/S11111-010-0115-Z/METRICS
https://doi.org/10.1007/S11111-010-0115-Z/METRICS

DANGELICO ET AL.

Xu, X., Wang, S., & Yu, Y. (2020). Consumer's intention to purchase green
furniture: Do health consciousness and environmental awareness mat-
ter? Science of the Total Environment, 704, 135275. https://doi.org/10.
1016/).SCITOTENV.2019.135275

Zander, K., & Feucht, Y. (2018). Consumers' willingness to pay for sustain-
able seafood made in Europe. Journal of International Food & Agribusi-
ness Marketing, 30(3), 251-275. https://doi.org/10.1080/08974438.
2017.1413611

Zhang, X., & Dong, F. (2020). Why do consumers make green purchase
decisions? Insights from a systematic review. International Journal of
Environmental Research and Public Health, 17(18), 1-25. https://doi.
org/10.3390/ijerph17186607

Zhao, Z., Gong, Y., Li, Y., Zhang, L., & Sun, Y. (2021). Gender-related
beliefs, norms, and the link with green consumption. Frontiers in Psy-
chology, 12, 710239. https://doi.org/10.3389/FPSYG.2021.710239/
BIBTEX

Business Strat el | 23
and the Emirorment 2 =~ VWILEY

How to cite this article: Dangelico, R. M., Fraccascia, L., &
Strazzullo, S. (2024). Determinants of the intention to
purchase sustainable beer: Do gender and type of sustainable
solution matter? Business Strategy and the Environment, 1-25.
https://doi.org/10.1002/bse.3841

95UB017 SUOWIWIOD BA 11810 3|qeot dde auy Aq peusenob e sajoiie YO 8SN JO S8|nJ 10} ARIq1T8UIUO A8]1A UO (SUOTPUOD-PUR-SLUIBY/WIO A8 |1 Ale.d1jBu [Uo//Scy) SUOTIPUOD pue SWie 1 8y} 88S [7202/20/20] Uo Ariqiauluo 8|1 uewirede@ soueuld @luem L JO AISIPAIUN A] TBE50/Z00T 0T/I0p/L00" A3 1M AleIq 1 jeuluO//SANY WOy pepeoiumod ‘0 ‘9£80660T


https://doi.org/10.1016/J.SCITOTENV.2019.135275
https://doi.org/10.1016/J.SCITOTENV.2019.135275
https://doi.org/10.1080/08974438.2017.1413611
https://doi.org/10.1080/08974438.2017.1413611
https://doi.org/10.3390/ijerph17186607
https://doi.org/10.3390/ijerph17186607
https://doi.org/10.3389/FPSYG.2021.710239/BIBTEX
https://doi.org/10.3389/FPSYG.2021.710239/BIBTEX
https://doi.org/10.1002/bse.3841

24 | Wl L EY_ Business Strategy

DANGELICO ET AL.

| L]

and the Environment &gﬂ

APPENDIX 1: SCALES

Perceived
quality
(PQ)

Green
perceived
utility
(GPU)

Purchase
intention
(P1)

Perceived
quality
(PQ)

Green
perceived
utility
(GPU)

Purchase
intention
(P1)

Perceived consumer

effectiveness

Local

Organic

Italian

Spearman-

Standard
deviation

1.038

Mean
3.718

Type of ingredients
PQ1) | think the
quality of beer with
the following
characteristics is
higher than that of
conventional beer

PQ2) | think beer
with the following
characteristics has a
better taste then
than conventional
beer

GPU1) | think beer
with the following
characteristics
protects the
environment

GPU2) | think beer
with the following
characteristics can
effectively reduce
pollution

3.580 1.054

3982 0920

3.899 0.990

PI1) I am likely to buy ~ 4.276  0.850
beer with the
following

characteristics

P12) | am willing to 4477 0.720
buy beer with the
following

characteristics

Type of packaging

PQ1) | think the quality of beer with the following
characteristics is higher than that of conventional
beer

PQ2) | think beer with the following characteristics
has a better taste then than conventional beer

GPU1) | think beer with the following
characteristics protects the environment

GPU2) | think beer with the following
characteristics can effectively reduce pollution

PI1) I am likely to buy beer with the following
characteristics

PI2) | am willing to buy beer with the following
characteristics

General

improve the environment.

0.831

0.714

Brown's
coefficient

0.855

Mean
3.647

3.486

4.035

3.825

3.841

4.242

Biodegradable

Spearman-

Standard
deviation

1.100

1.127

1.043

1.111

1.017

0.932

Brown's
coefficient

0.844

0.833

0.749

Standard
deviation

Mean

3.667 1.091

3.504 1.084

3.763 1.015

3.713 1.037

4320 0.842

4480 0.760

Recycled

Spearman-
Brown's
coefficient

0.857

0.829

0.772

Mean
3.266

2.906

4.537

4.511

3.928

4.224

Standard
deviation

1.215

1.122

0.807

0.836

1.097

0.971

Spearman-
Brown's
coefficient

0.837

0.812

0.800

PCE1) It is worth it for the individual consumer to make efforts to preserve and

Standard
deviation

1.174

Mean
3.361

2973 1.089

4.543  0.740

4.504 0.796

4.059 0.979

4359 0.832

Standard
deviation

0.809

Mean
4.456

Spearman-
Brown's
coefficient

0.806

0.797

0.723

Cronbach's
o

0.893
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(PCE)

Environmental
concern
(EC)

Social influence
(s1)

General
PCE2) Since each individual can have any effect on environmental problems, what |
do can make a meaningful difference

PCE3) By purchasing products made in an environmentally friendly way, each
consumer's behavior can positively affect the environment and society
EC1) | am very concerned about the environment

EC2) | would be willing to reduce or change my consumption to help protect the
environment

EC3) Protecting the natural environment increases my quality of life

SI1) People who are important to me think that | should use environmentally friendly
products.

SI2) People who influence my behavior think that | should use environmentally
friendly products

SI3) People whose opinions | value prefer that | use environmentally friendly products

Business Strategy 3
and the Environment

Mean
4.266

4.387

4.478
4.373

4.437
3.466

3.392

3.524

WILEY-—2

Standard
deviation
0.962

0.813

0.776
0.812

0.865
1.052

1.056

1.025

Cronbach's
o

0.858

0.920
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