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Abstract 

Purpose: A cross-cultural study with large representative samples analyses to what degree 
Schwartz’s personal values and environmental concerns are related to consumers’ choices of 
wine with sustainable characteristics. 

Methodology: Across seven countries, the attribute importance and willingness to pay of 
consumer segments resulting from choice experiments are related to Schwartz’s personal 
value dimensions and environmental attitudes.    

Findings: Personal values were only weakly related to revealed differences in choice 
behaviours. Choice segments differed slightly stronger in environmental concern; 
nevertheless the effect size is small, on average only explaining five percent of variance. The 
valuation of sustainable attributes was positively related to consumers’ environmental 
concern and to their personal values Conservatism (tradition, conformity) and Self-
enhancement (power, achievement). Environmental concerns were more strongly related to 
willingness to pay and importance of sustainable attributes in product chance, than 
Schwartz’s personal values. Our findings deviate in two directions from previous research: 
First, contrary to existing studies, values related to Self-enhancement and Conservatism were 
stronger predictors for consumer choice and willingness to pay for sustainable attributes than 
Self-transcendence values (universalism, benevolence). Second, Self-enhancement was 
positively linked to consumer choice and willingness to pay for sustainable attributes.   

Practical implications: These results yield marketing recommendations for stimulating 
sustainable wine consumption. Communication efforts should focus on environmental 
concerns and not on general universalist values. For wine, communication efforts should be 
based on social status and power related to self-enhancement personal values, showing how 
drinking sustainable and more precisely organic wine enhances the person drinking it and 
fulfils personal health benefits.  

 

Keywords: sustainable wine attributes, Schwartz’s personal values, environmental concern 
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1 INTRODUCTION 

There is already an extensive body of research on sustainable food choice (de Boert et al, 
2007) and organic food consumption (Aertsens et al., 2009). Only few of these studies so far 
aim to understand the underlying motivations of consumers who buy organic products, and 
the personal values embedded in these motivations. Together these studies found a number of 
personal value dimensions such as self-transcendence, conservatism and openness to change 
to be positively related with attitudes or intentions towards organic products. However, they 
do not yet agree on their findings regarding self-enhancement (Vermeir and Verbeke, 2006; 
Sirieix et al., 2006; Hoogland et al., 2007; Krystallis et al., 2008). A second research stream 
related organic food purchase behaviour to attitudes such as environmental consciousness 
(Storstad and Bjorkhaug, 2003). Questions remain concerning the link between both, so far 
separated, research streams of personal values, environmental concerns and, actual consumer 
behaviour (Wier et al., 2006).  

Identifying relationships between personal values and consumer behaviour could play an 
important role in explaining consumer choice according to the means-end chain theory, which 
posits that core underlying values motivate consumers’ purchasing decisions (Gutman, 1982). 
Understanding these underlying values and motives would be particularly useful for 
marketing communication of sustainable attributes, better addressing consumers’ needs and 
desires. Further research is needed on the relations between personal values and sustainable 
attribute choice to provide insights regarding policy and communication efforts aiming to 
promote sustainable food consumption behaviour. This issue is particularly important in the 
wine sector, where the sustainable market share is lower than in other food sectors (e.g. for 
France, AgenceBio 2010). 

2 LITERATURE REVIEW 

2.1 Personal values  
A personal value is an enduring belief that a specific end-state of existence or specific mode 
of conduct is preferred over others (Rokeach, 1973; Kahle, 1983). From the different 
conceptualisations and operationalisations of personal values, the LOV scale (Kahle, 1983) 
and the Schwartz Value Inventory (Schwartz, 1992) have been most commonly applied in 
research. The LOV scale has been successfully used to study organic consumers’ personal 
values (e. g. Chryssohoidis and Krystallis, 2005); however a recent literature review by 
Aetsens et al. (2009) identified the Schwartz Value Inventory (Schwartz, 1992) as the most 
frequently used instrument to examine the link between organic consumers’ values and 
attitudes or behavioural intentions (e. g., Dreezens et al., 2005; Vermeir and Verbeke, 2006). 

In the Schwartz Value Inventory 56 value items represent ten value types, which can be 
further reduced to four value categories:  

• Conservatism (Tradition, Conformity, Security) is the propensity to behave in such a 
way as to favour the stability of society and of social relationships. Respect of social 
norms and tradition is important to respondents scoring highly in this dimension. 

• Self-enhancement (Power, Achievement) deals with social status and prestige, control 
or dominance over people and resources.  

• Self-transcendence (Universalism, Benevolence) supposes the will to preserve the 
welfare of all people and nature (Universalism) or the welfare of those with whom one 
is in personal contact (benevolence). 
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• Openness to change (Hedonism, Stimulation, Self-direction) is the desire of 
excitement, pleasure, novelty and challenge in life and the need to have independent 
thoughts and actions. 

 

2.2 Attitudes and intention to purchase organic food related to personal values 

A number of studies have related the Schwartz value inventory to attitudes towards buying 
organic food or intentions to buy organic food (see Table 1 for an overview). The majority of 
studies agree in finding a positive correlation between Self-Transcendence and attitudes or 
purchase intent towards organic food. Two studies reported a positive relationship between 
Conservatism and the intention to purchase organic food (Vermeir and Verbeke, 2006 and 
Sirieix et al., 2006). For the interrelation between Openness to Change and intention to 
purchase organic food, one positive and two weak relationships were reported (Hoogland et 
al., 2007, Sirieix et al., 2006 and Krystallis et al., 2008). Although the correlation is usually 
insignificant, three studies agree that high scores for Self-enhancement are negatively 
correlated with attitudes and intention to buy organic food (Vermeir and Verbeke, 2006; 
Hoogland et al., 2007 and Dreezens et al. 2005 a,b).  

Table 1:  Studies relating personal values to attitudes and intention to purchase organic food 

Authors Method Self-
Transcendence
(Universalism, 
Benevolence) 

Conservatism 
(Tradition, 
Conformity, 
Security) 

Openness 
to Change 
(Hedonism) 

Self-
enhancement 
(Power, 
Achievement) 

Dreezens, et 
al. (2005 a, b) 

Schwartz Value 
Inventory and 
questionnaire  

Positive 
correlation 

  Negative 
correlation 

Sirieix et al. 
2006 

Means-End chain 
analysis 

Weak positive 
relation 

Positive 
relation 

Positive 
relation 

No relation 

Vermeir 
Verbeke 
2006 

Questionnaire and 
experimental design 
Correlating Schwartz 
values with attitudes 
towards buying 
organic food and 
behavioural intention 

Positive 
correlation with 
attitudes (sign.) 
and intention 
(not sig) 

Positive 
correlation 
with attitudes 
(sign.) and 
intention (sig) 

 Negative 
correlation with 
attitudes (sig) 
and intention 
(not sign.) 

Hoogland et 
al. 2007 

Questionnaire 
Correlation between 
values and purchase 
intention (organic 
logo with details) 

Positive 
correlation 
(sign.) 

 Positive 
correlation 
(not sign.) 

Negative 
correlation (not 
sign.) 

Krystallis et 
al., 2008 

17 item Schwartz 
questionnaire 
Value-based 
segmentation  

Positive 
relation  

 Weak 
positive 
relation 

Weak positive 
relation 

 
The results established for consumers of organic food may not be generalisable to organic 
wine. Indeed, organic wine is perceived by consumers as different from both conventional 
wine (Olsen et al, 2006) and organic food (Remaud and Sirieix, 2010). However, in the 
studies investigating specifically organic wine consumers’ values (Fotopoulos et al., 2003) or 
the norm-behaviour relationship (Thøgersen, 2002) differences between organic food and 
wine were not explored.  
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2.3 Attitudes and intention to purchase 'sustainable' food related to 
environmental concern 

Environmental concern is seen as one of several motives for consumers to prefer and purchase 
food products with sustainable and organic claims. While traditionally it was mainly related to 
universal and benevolent (self-transcendent) concern for the environment, current research 
acknowledges that values and motives of human behaviour are inter-connected (Urien and 
Kilburne, 2011). Considering a long-term perspective, humans’ universal concern for the 
environment can be one form of (self-enhancing) self-concern for their own future quality of 
life within this environment.  

This dichotomy of universal and self-enhancing motives reflected in environmental concern is 
also reflected in the literature. Thereby one stream of research focuses on the specific 
relationship between environmental concerns and attitude towards/intention to purchase 
organic food (Biel and Grankvist, 2010; De Barcellos et al., 2011). A second research stream 
also links environmental concerns with health related issues to explain intention to purchase 
organic or sustainable food products (Saba and Messina, 2003). While environmental 
attitudes per se mainly embrace concerns for the external environment and not the individual 
itself (Lusk and Briggeman, 2009), environmental health related concerns are more directly 
connected to an individual’s own personal or family’s welfare. 

As an example of the first stream of pure environmental concerns, Biel and Grankvist (2010) 
studied the impact of information about environmental impacts of food production on 
professional food purchasers in Sweden. They found that a greater level of information about 
environmental consequences generates a higher preference towards more eco-friendly 
products. The authors suggested that communicating environmental consequences could have 
a stronger effect on preference for environmentally benign alternatives than a single labelling 
system. Such findings are somewhat in line with the idea that consumers with a strong 
environmental concern would value labelling information about environmental consequences 
more highly (Grankvist et al., 2004).   

The study by Urien and Kilbourne (2011) jointly analyses the relationship between self-
transcendent and self-enhancing values on eco-friendly intentions and behaviours. Their 
construct of generativity relates to self-transcendence, expressing the desire to live in a way 
that is respectful to future generations. Analysing behavioural intentions and past behaviour 
of a French and US convenience sample, the authors found a stronger relationship between 
self-transcendent generativity and eco-friendliness than for self-enhancing values.   

This finding contradicts with the majority of studies, in which self-enhancing health concerns 
appear as the most important reasons for purchasing and consuming organic food (Padel and 
Foster, 2005; Magnusson et al., 2003; Orquin and Scholderer, 2011). For example, Saba and 
Messina (2003) found the perception of risks and benefits associated with pesticide residues 
in food positively related to attitudes towards the consumption of organic fruits and 
vegetables, for consumers and non-consumers of organic food products. Similarly, Tsakiridou 
et al. (2008) identified environmental and health concerns as the main motivators to buy 
organic food (mainly fruits and vegetables), their relative strength varied between different 
socioeconomic groups of the Greek sample. While older consumers were more concerned 
about health issues, younger consumers were more driven by environmental concerns. These 
results indicate that egoistic self-enhancing motives are better predictors of the purchase of 
organic foods than self-transcendent altruistic motives.  
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2.4 Attitude-Intention-Behaviour Gap 

Most previous research related environmental concern or personal values to attitudes towards 
sustainable or organic food and/or purchase intentions. From these measured relationships 
researchers aimed to conclude a congruent effect for actual purchase behavior of sustainable 
food products. So far this has been of limited success. Addressing the attitude-behaviour gap 
by linking consumers’ choices for pork in a conjoint experiment to their environmental 
concerns, De Barcellos et al. (2011) concluded that general environmental concern is a good 
predictor for specific attitudes towards environmental pork production, but is only weakly 
related to consumers’ product choices.   

Unfortunately, there is ample evidence that responses to simple purchase intention scales 
poorly predict actual purchases (e.g. see Morrison 1979; Morwitz 1997).  Purchase intentions 
and attitudes have previously been found to be only weakly related to actual purchase 
behaviour and to have a low external validity (Jamieson and Bass, 1989; Manski, 1990).  

This is one of the first studies to relate personal values and environmental concern to attribute 
importance and willingness to pay for environmental claims revealed in a stated preference 
experiment. Although discrete choice experiments may suffer from social desirability bias for 
normative attributes such as environmental claims (Lusk, 2010; Lusk and Norwood, 2009), 
they were repeatedly found to have a high external validity (Louviere, et al. 2000). For 
example, there is growing literature to show that people’s stated preferences revealed in 
discrete choice experiments are similar to people’s revealed preferences when shopping (Lusk 
and Schroeder, 2004; Grunert et al., 2009; Mueller et al., 2010a; Miller, et al., 2011). 

Compared to previous research, which was mainly limited to attitude and purchase intention 
scales, this study uses dependent variables from a discrete choice experiment which are 
assumed to be more closely related to respondents’ realistic purchase behaviour. This paper 
will relate Schwartz’s personal values and environmental concern to revealed preferences 
from consumer choices from wine product alternatives, differing in sustainable attributes. 

2.5 Research questions 

The study addresses three research questions: 

1) To what degree are personal values and environmental concerns related to revealed 
differences in consumers’ stated preference choice behaviour? This question addresses the 
shared variance between personal values and choice behaviour, providing insight into the 
strength of their relationship. 

2) How is the importance of sustainable product attributes related to personal values and 
environmental concern? This question examines if personal values and environmental 
concern are reliable predictors for the importance of sustainability in consumers’ wine 
choice. 

3) How is the willingness to pay for different sustainable attributes revealed in choice 
experiments related to personal values and environmental concern? This question assesses 
if personal values and degree of environmental concern are a reliable predictor for 
differences in the willingness to pay for sustainable attributes. 
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3 MATERIALS AND METHODS 

3.1 Choice experiment  

A discrete choice experiment (DCE) with visual shelf simulations of product concepts was 
used to measure how consumer choice is influenced by a wide array of relevant wine 
attributes, including sustainability claims (see Figure 1 for an example).  

 
Figure 1: Example of a discrete choice set (UK market) 

Table 2 presents all attributes included in the experiment, as well as the number of levels for 
each attribute. The study considered a very wide range of attributes for consumer wine choice, 
ensuring that the measured impact of attributes was not biased by neglecting potentially 
relevant characteristics. For the wine sustainability attribute five levels were chosen to cover 
claims already available on the market (None, Organic, Carbon Zero, 10% less Glass Weight, 
Protect the Planet) and one claim (Socially Responsible) not yet available. The survey was 
created as an internet based questionnaire. 

Table 2:  Attributes and levels of shelf simulation discrete choice experiment 

# Attribute #Levels Levels 

1 Brand 16 Cuvée Mythique, Jeanjean, Arrogant Frog, etc 

2 Grape Variety 8 Syrah, Pinot Noir, Chardonnay, etc 

3 Region + sign of quality 8 Pays d'Oc IGP, Bordeaux AOP, Vin de France, etc 

4 Alcohol 8 Covering range 10.0% to 14.0% 

5 Medal 4 Gold medal, none 

6 Price 8 Covering range 3.49€  to 12.24€ 

7 Sustainability 8 Organic, Protect the planet, Carbon Zero, 10% less glass 
weight, none (4x) 

8 Sensory style 4 Fruity and aromatic, complex and well structured 

9 Bottling 8 Estate bottled 
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3.2 Sample 

A total of 11,312 wine consumers across seven countries and cultural markets, recruited via a 
panel provider, completed the online experiment in December 2009 (see Table 3). The 
samples are representative for wine consumers in each country. In order to qualify, 
respondents were not allowed to work in marketing, market research or in the wine industry, 
were required to have drunk red or white wines in the last two months, and had to have 
purchased a bottle of red or white wine in the last three months. 

Table 3:  Wine consumption frequency of consumer sample 

Consumption 
frequency Germany UK Canada 

English 
Canada 
French France US 

Chicago 
US 
New York 

Total number of 
respondents 2,015 2,021 1,036 982 2,027 1,614 1,617 

≥ once a week 31.7 46.8 36.7 33.6 39.9 42.4 53.9 
Once a week 32.4 28.7 29.1 29.8 32.1 30.0 27.5 
Once or twice a month 28.1 18.9 25.0 25.1 21.3 21.2 14.0 
< once a month 7.8 5.6 9.3 11.5 8.7 6.4 4.7 
Total % 100 100 100 100 100 100 100 

 

After removing respondents, who would not realistically purchase any of their preferred 
alternatives presented in the choice experiment, respondents’ choices were analysed for each 
country with a latent class scale adjusted model (Mueller et al., 2010b), resulting in six to 
seven segments per country and a total of 45 segments. These segments were derived from 
differences in consumers’ choices in the experiment, following a finite-mixture approach. 
Details of the segmentation solution cannot be provided here because of space limitations. 

The attribute importance for each attribute and willingness to pay for each attribute level were 
calculated for all 45 segments across all countries. With the exception of the UK, there was at 
least one segment in each country, for which sustainable attributes had an importance of at 
least five percent in their wine choice decision. Table 4 gives an example of the segment 
specific attribute importance for one of the seven countries.  

Table 4:  Example of attribute importance for segments of one country 

 C1 C2 C3 C4 C5 C6 

Characterisation Green - 
awards 

Green - red 
Bordeaux Red White Low price 

white 
Price 
sensitive 

Aggre-
gated  

Segment size 21% 28% 11% 7% 10% 22% 100% 
Grape variety 15% 18% 74% 90% 68% 5% 31% 
Price 5% 11% 7% 2% 27% 88% 27% 
Brand 24% 28% 12% 5% 3% 4% 16% 
Medal 35% 15% 1% 1% 0,4% 2% 12% 
Region 9% 19% 5% 1% 1% 1% 8% 
Sustainable 8% 5% 0.1% 0.2% 1% 0.1% 3% 
Filling 1% 2% 0.0% 0.0% 0.0% 0.0% 1% 
Sensory Style 2% 0.1% 0.0% 1% 0.1% 0.1% 1% 
Alcohol 0.1% 0% 0.2% 0.4% 0.1% 0.0% 0.2% 
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3.3 Personal values and environmental concern 

In this study, personal values were elicited with a reduced ten items battery on a 7-point 
bipolar scale (-3 not at all important, +3 very important), corresponding to the ten value types 
from the Schwartz (1992) values model. A principal component analysis resulted in four 
dimensions (see Table 5) corresponding to Schwartz’s four value categories (without the item 
“security” since it was loading on two dimensions). The factor structure was robust across all 
seven markets but later re-analysis should test for measurement invariance across all 
countries. In accordance with Schwartz, the dimensions were named ‘Self-Transcendence’, 
‘Openness to Change’, ‘Self-enhancement’ and ‘Conservatism’.  

Table 5:  Personal value items and loading on four principal components (rotated component matrix) n=11,322 

 Extraction Openness 
to change 

Univer-
salism 

Self-
enhancement 

Conser-
vatism 

% of Total Variance  explained  43.7 14.2 11.8 8.6 
To have pleasure and enjoy life .795 .873 .135 .067 .107 
To have an exciting and varied life .818 .868 .090 .219 .093 
Independence of thinking and action: 
being autonomous .587 .619 .409 .121 .150 

To care about relatives’ welfare .756 .274 .774 .147 .245 
To care about people’ welfare, social 
justice, protecting the environment 
and/or a world at peace 

.827 .113 .879 .127 .163 

To achieve a social status: social 
Self-enhancement (Power, 
Achievement) and wealth 

.841 .104 .050 .894 .168 

To search for personal success and 
socially valued competences .789 .219 .238 .814 .145 

To respect Traditions .815 .305 .219 .059 .819 
To respect and adhere to social 
norms .817 -.005 .193 .296 .832 

 
Personal environmental concerns were measured on a six-item scale, loading on one factor 
(see Table 6).  

Table 6:   Environmental concern scale  

 Extraction Loading 

I am concerned about environmental problems .651 .807 
I am concerned about how environmental problems will have a negative 
impact on my health .699 .836 

People I know have encouraged me to become more environmentally 
responsible through their words and actions .438 .662 

I am concerned about how media and advertising might encourage us to 
consume in an environmentally irresponsible way .585 .765 

I have recently been paying more attention to news stories about the 
environment .637 .798 

I am concerned about how farming might be harmful to the environment .606 .779 
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4 ANALYSIS AND RESULTS 

4.1 Relationship of personal value dimensions and environmental concern 

Factor scores of personal value dimensions were correlated with individual factor scores for 
environmental concern. Because of the large sample size, all correlations are significant at 
p<0.01, but only the correlation of environmental concern with Universalism is of small to 
medium effect size (see Table 7).  

Table 7:  Correlation between value dimensions and environmental concern (n=11,322) 

 
Openness 
to change Universalism Self-

enhancement Conservatism

Correlation with environmental 
concern .057 .375 .075 .043 

All p>0.001 

4.2 Degree by which choice segments differ in their personal values and 
environmental concern (RQ1) 

To determine the degree by which personal values and environmental concern are related to 
differences in consumers’ choice behaviour, a univariate analysis of variance for personal 
values and environmental concern (dependent variable) by choice segment (factor) was 
conducted. The effect size provides an indication of how much variance in personal values 
and environmental concern is explained by membership to distinct choice segments. 

Table 8:  Effect size (explained variance) of individual personal values by choice segment membership 

Principal component personal values 
Country/market N #segm. Openness 

to change 
Univer-
salism 

Self-
enhancement 

Conser-
vatism 

Environ 
concern

US New York 1,617 6 0.027 0.009 0.062 0.023 0.091 
US Chicago 1,614 6 0.022 0.007 0.060 0.012 0.062 
UK 2,021 6 0.021 0.012 0.035 0.007 0.055 
CAN Anglophone 1,035 7 0.029 0.018 0.036 0.024 0.047 
CAN Francophone 982 7 0.007 0.005 0.013 0.031 0.028 
France 2,027 6 0.007 0.012 0.004 0.021 0.026 
Germany 2,025 7 0.010 0.018 0.017 0.017 0.027 
Average     0.018 0.012 0.032 0.019 0.048 
 
Results in Table 8 indicate that on average only 1.2% (universalism) to 4.8% (environmental 
concern) of variation in personal values and concerns is explained by choice segment 
membership. That is, personal values and environmental concern are only very weakly related 
to consumers’ differences in product choice. This confirms previous findings on the attitude-
behaviour gap (De Barcellos et al., 2011). Values and attitudes were not found to be a strong 
predictor for consumers’ choice behaviour of sustainable food.   
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4.3 Relationship between personal values, environmental concern and attribute 
importance for environmental concern (RQ2) 

To determine the degree and direction of the relationship of personal values and 
environmental concern with the importance of sustainable claims, average segment factor 
scores were correlated with attribute importance over all 45 (non-random) segments. 

Results in Table 9 indicate that choice revealed importance of sustainable attributes is 
significantly related to environmental concern (r=0.495), Conservatism (Tradition, 
Conformity) (r=0.460) and Self-enhancement (Power, Achievement) (r=0.371). There was no 
significant relationship with the value dimension Universalism. The value dimension of Self-
enhancement (Power, Achievement) is also positively related to the importance of region, 
filling and brand, but negatively related to price. This suggests that sustainable attributes 
might fulfil the need for social distinction and image display. It is interesting to observe that 
environmental concern is not only related to sustainable attribute importance, but also highly 
correlates with the importance of brand, region, filling and sensory style, which can be 
classified as high involvement attributes (Lockshin et al. 2007).  

Table 9:  Pearson correlation between personal values and attribute importance (n=45 segments) 

Attribute Openness 
to change Universalism Self-

enhancement Conservatism Environm. 
concern 

Grape variety .190 -.124 .155  .002  -.032  

Price -.199 .041 -.418 ** -.210  -.370 * 
Brand .048 .108 .352 * .170  .562 ** 
Medal .045 .061 .122  .054  .264  
Region -.014 .153 .407 ** .243  .553 ** 
Sustainable -.043 .101 .371 * .460 ** .495 ** 
Filling -.056 .086 .401 ** .362 * .512 ** 
Sensory Style .053 .035 .268  .338 * .439 ** 
Alcohol .175 -.111 .260  .225  .372 * 

Significance level: **p<0.01, *p<0.05 

The fact that Conservatism is highly related with sustainability can potentially be interpreted 
as an indication of social demand effects in the DCE (Lusk, 2010). Although not significant, 
Openness to change (Hedonism, Stimulation, Self-direction) and the importance of 
sustainability are slightly negatively related, agreeing with similar findings by Lusk (2011) 
and potentially pointing to less preferred taste characteristics of sustainable (particularly 
organic) wine related to its less favourable image (Olsen et al., 2006) or limitations in 
pesticide usage.  

4.4 Relationship between personal values, environmental concern and willingness 
to pay for environmental concern (RQ3) 

To determine the degree and direction of the relationship between personal values and 
environmental concern with willingness to pay for sustainable attribute levels, the average 
value factor scores were correlated with the revealed segment-specific willingness to pay, 
which was transferred into one currency; Euro (at the exchange rate at the time of the study).  

Of all sustainable attribute levels, organic wine has received the highest average willingness 
to pay. A strong relationship was found between the willingness to pay for organic wine and 
environmental concern (r=0.477), see Table 10. As for the attribute importance of 
sustainability (Table 9), high scores for the value dimensions of Self-enhancement (Power, 
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Achievement) and Conservatism (Tradition, Conformity) were also positively related to the 
willingness to pay for organic wine. Segments high in Conservatism were significantly more 
likely to display higher willingness to pay for socially responsible and carbon zero claims. For 
the willingness to pay of the claim ‘Protect the planet’ we only found a positive relationship 
with environmental concern. 

Table 10:  Pearson correlation between personal values scores and willingness to pay for sustainable attribute 
levels (n=45 segments) 

Attribute level Openness to 
change Universalism Self-

enhancement Conservatism Environm. 
concern 

Socially 
responsible -.031  .207 .178  .357 * .193  

Carbon zero .297 * -.124 .215  .353 * .254  
10% less glass .238  -.003 .099  .288  .133  
Protect the planet .017  .005 .150  .259  .362 * 
Organic -.186  .234 .347 * .404 * .477 **
Significance level: **p<0.01, *p<0.05 

The positive effect observed between Openness to change (Hedonism, Stimulation, Self-
direction) and carbon zero is likely an artefact of the negative correlation of the willingness to 
pay for organic and carbon zero wine. In most segments, where the willingness to pay for 
organic was positive we found a negative willingness to pay for carbon zero. This explanation 
is supported by the negative (although not significant) relationship between Openness to 
change and willingness to pay for organic wine. Of all sustainable claims analysed here, the 
organic claim received the highest consumer valuation (willingness to pay) and was the main 
driver for attribute importance of the sustainable claim. Accordingly, correlations for organic 
in Table 10 reflect those found for the overall sustainable attribute in Table 9. 

5 CONCLUSION 

In this study, we found that personal values were weakly related to differences in choice 
behaviour, confirming the previously observed value-behaviour gap. Although specific 
environmental concern shows a slightly stronger relationship to consumers’ simulated 
choices, the explained variance in choice is low, suggesting a weak translation of concerns 
into behaviour.  

Regarding attribute importance in product choice, two personal value categories were 
positively related to the importance of sustainability: Self-enhancement (power, achievement) 
and Conservatism (tradition, conformity). Environmental concern seems again to be more 
strongly related to sustainable attribute importance than personal values. For consumers’ 
revealed willingness to pay for sustainable attribute levels, the same two personal value 
categories self-enhancement and conservatism were positively related, with environmental 
concern again having a more significant relationship.  

The findings of this study provide new evidence for the (weak) links between values and 
consumer choices. Contrary to what was found in previous studies we observed: 

(1) values related to Conservatism (conformity) and Self-enhancement (power, 
achievement) were a stronger predictor for consumer choice of sustainable wine than 
self-transcendence values and;  

(2) self-enhancement had a positive impact on the likelihood to choose sustainable wine.  
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Environmental concern but also Self-enhancement (power, achievement) and Conservatism 
values played an important role in consumer choice for sustainable wine while Self-
transcendence and Openness to change did not impact it significantly.  

These results yield marketing recommendations for stimulating sustainable wine 
consumption. Communication efforts should focus on environmental concerns and not only 
on general universalist values. With regard to benevolence values, contrary to other organic 
food markets, in which family health is an important motivation to buy organic products, this 
motivation is likely to be less relevant for wine.   

Because sustainable wine claims do not seem to create very much value for Universalist 
people, it is recommended that all communication efforts cover a large base of wine 
consumers. More than convincing people of the benefits of these sustainable claims, we 
would suggest communicating sustainable claims more strongly to increase their general 
awareness. With regards to organic wine (more precisely), communication efforts could be 
based on self-enhancement (social status and power), showing how drinking organic wine 
enhances the person drinking it and makes it socially distinct. This is an important insight, 
suggesting that organic wine is potentially perceived differently compared to other organic 
food. These results might also contribute to the explanation of why the organic market share 
for wine is lower than for other food products.  

The aim of this study was to investigate the link between values, environmental concern and 
purchase intentions. The absence of a measure of actual behaviour is a limitation of this study; 
even if purchase intentions and actual behaviours are correlated, other factors play an 
important role in actual decision-making process. Our findings should be tested in real life 
purchase situations to counter this in future research. 

It should also be considered that the specific daily situation chosen for the DCE is only one of 
several potential purchase occasions of wine and further research should analyse the 
generalisability of these findings for other purchase occasions.  
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