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With over 40 million annual tourists visiting wineries, wine tourism is becoming an important source of revenue
for wine businesses and local communities to preserve heritage in rural regions. It is perceived as a strategy to
increase economic and social sustainability. Two cross-sectional surveys in France and Italy explored the interest
of 1205 young adults and the influence of individual features on sustainable wine tourism intention. Two sce-
narios with differently framed environmental information were tested through a mock winery webpage. Wine
involvement, environmental attitude, perceived behavioural control were identified as core traits prompting
young adults to experience sustainable wine tourism. The adoption of co-compatible practices and winery

commitment in preserving biodiversity emerged as more attractive than a sustainability certification.

1. Introduction

The global wine tourism market was valued at approximately USD
8.7 billion in 2020, and it is expected to experience a substantial growth
in the coming years, probably reaching almost 29.6 billion euros by
2030 (Statista, 2023). Therefore, wine tourism has become an essential
segment of the tourism industry for many wine-producing countries and
an important source of business value, providing economic benefits,
particularly for small wineries and the surrounding wine region (Festa,
Cuomo, Foroudi, & Metallo, 2020; Festa, Shams, Metallo, & Cuomo,
2020; Santos, Ramos, Sousa, & Valeri, 2022; Sigala, 2020; Sottini et al.,
2019; Sun & Drakeman, 2022). According to Hall, Cambourne, Macio-
nis, and Johnson (1997), ‘wine tourism can be defined as a visitation to
vineyards, wineries, wine festivals and wine shows for which grape wine
tasting and/or experiencing the attributes of a grape wine region are the
prime motivating factor for visitors’. Wine tourism can highlight the
value of the material, immaterial and natural heritage of a region,
thereby promoting cultural identity, quality of life and the socioeco-
nomic development of the population (Santos, Ramos, Almeida, &
Santos-Pavon, 2019). In this perspective, wine tourism is recognised as
an important tool for sustainable development (Montella, 2017; Sun &
Drakeman, 2022; Trigo & Silva, 2022) as it is expected to promote the
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economic well-being of local wine producers without compromising the
integrity and quality of the natural environment (Sigala & Robertson,
2018; Trigo & Silva, 2022).

Indeed, according to the World Tourism Organisation Georgia
Declaration, wine tourism is an effective approach to achieving sus-
tainable development, particularly for rural regions (UNWTO, 2016).
Wine regions adopting an eco-friendly approach are more likely to
attract visitors with ethical and environmental concerns (Santini, Cav-
icchi, & Casini, 2013), and the proportion of such tourists is constantly
increasing (Nave, & do Paco, A., 2021). Researchers have observed the
limited availability of a commonly accepted definition of sustainable
wine tourism as well as a scant scholar attention to conceptual frame-
works capable of comprehending the various aspects surrounding sus-
tainable wine tourism (Duarte Alonso & Liu, 2012; Montella, 2017;
Trigo & Silva, 2022).

In this regard, Poitras and Donald (2006) suggested that sustainable
wine tourism mainly depends on a general approach to tourism devel-
opment based on three pillars: economic, environmental and social
sustainability. In a recent research, Nave, and do Paco, A. (2021)
pointed out that from the aspect of wine tourism management, sus-
tainability is perceived as a set of practices aiming to conserve the
environment and value the social dimension. As a consequence,
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sustainable wine tourism is related to the identification and manage-
ment of issues pertaining to the resources used (e.g. using water and
energy carefully, using recyclable resources, integrating ecological
practices for grape growing and wine making, reducing and separating
waste), the specific forms of wine tourism development (e.g. visitor fa-
cilities and events at wineries) and the specific impacts caused by wine-
related tourism (Poitras & Donald, 2006). However, the rapid growth of
wine tourism in recent years, particularly in Europe, has raised concerns
about its potential long-term negative effects on natural resources, cul-
tural heritage, the landscape and local communities, prompting poli-
cymakers and wineries to dedicate their efforts to the promotion of
sustainable forms of wine tourism (Lamoureux, Barbier, & Bouzdine-
Chameeva, 2022). Consequently, the association between sustainabil-
ity and wine tourism is a relevant issue that needs to be explored further.

In addition, consumers increasingly demand for eco-friendly prod-
ucts and show willingness for sustainable services in contemporary
tourism (Han, 2021; Molina-Collado, Santos-Vijande, Gémez-Rico, &
Madera, 2022). Recent research demonstrated that sustainability fea-
tures and practices (e.g. applying ecological practices, supporting
biodiversity, using green energy) are factors that increasingly affect the
individual choice of wine and enogastronomic tourism (Festa, Cuomo,
Genovino, Alam, & Rossi, 2023; Filopoulos & Frittella, 2019; Galati,
Testa, Schifani, & Migliore, 2023; Grimstad, 2011). As a result, wineries
are progressively implementing sustainable practices to minimise envi-
ronmental impacts and preserving the natural environment and sur-
rounding community to internalise sustainability principles in their
business models (Flores & Medeiros, 2016; Galati et al., 2023; Trigo &
Silva, 2022). However, there is a need to evaluate and monitor these
sustainability initiatives to effectively determine which strategies are
most suitable to satisfy the growing consumer demand for wine tourism
without compromising the environment and local communities.

Although numerous studies in the past decade have explored the
factors influencing visitors to travel to a winery or wine region (e.g.
Montella, 2017; Nave, & do Paco, A., 2021), to the best of our knowl-
edge, the literature on sustainable wine tourism is currently scant, and
there is limited availability of conceptual frameworks to facilitate un-
derstanding of the various aspects surrounding sustainable wine tourism
(Duarte Alonso & Liu, 2012). Limited research has investigated con-
sumer perceptions of initiatives, strategies or actions implemented by
wineries to make their wine tourism offer more sustainable, particularly
with reference to younger generations that may represent promising
segments for sustainable tourism (Montella, 2017; Schonherr & Pikke-
maat, 2023). Indeed, if in the past wine tours were primarily associated
with mature generations, experts and connoisseurs, in recent years,
there have been a resurgence in popularity among younger adults
(Stergiou, 2018; Stergiou, 2019; Stergiou, Airey, & Apostolakis, 2018;
Trigo & Silva, 2022). Recent statistics in Italy and France show that
individuals below 35 years old represent approximately 1/3 of the total
wine tourism (Divinea, 2023; Atout France, 2022). Furthermore,
younger adults in their tourism choices perceive sustainability orienta-
tions as favourable, focusing on environmental protection, resource
conservation, employee well-being and community engagement (Sali-
nero, Prayag, Gomez-Rico, & Molina-Collado, 2022; Schonherr & Pik-
kemaat, 2023).

Previous scholars have explicitly called for further research into the
characteristics and behaviour of younger generations with reference to
wine tourists (Carlsen, Getz, & Willcock, 2006; Getz & Carlsen, 2008),
highlighting that this segment has not received sufficient attention,
particularly within European countries (Stergiou, 2019). In addition,
many of the existing wine tourism studies focus on vineyard visitors
rather than wine consumers in general, hence our limited understanding
of the potential for sustainable wine tourism among wine consumers,
particularly in the Old World (Alebaki, Menexes, & Koutsouris, 2015;
Charters & Menival, 2011).

In view of these knowledge gaps, the current study aimed to improve
the limited understanding of this growing segment through an
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experimental survey that investigates the overall interest of Italian and
French young adults (18-32 years old) in sustainable wine tourism.
Furthermore, this study aimed to explore the general interest of young
adults in sustainable wine tourism and identify the main attitudinal,
behavioural and demographic factors affecting their intention to
perform a wine tour. While previous studies in wineries in New Zealand
(Baird, Hall, & Castka, 2018), Portugal (Nave, & do Paco, A., and
Duarte, P., 2021), South Africa (Mihailescu, 2018), Greece (Karagiannis
& Metaxas, 2020) or Germany (Szolnoki & Tafel, 2022) have outlined
the impact of winery green orientation on increasing the intention to
visit, our study focused more on individual characteristics and sustain-
ability information framings.

Moreover, most studies have been conducted by exploring con-
sumers’ preferences at the cellar door, whereas most young adults are
characterised by a tendency towards technologically mediated services,
choosing their travel destinations mainly online (Leighann & Judith,
2014; Schonherr & Pikkemaat, 2023). Therefore, the present study used
mock webpages replicating winery sites to mimic young individuals’
real touristic choice procedures.

Italy and France were chosen as reference countries as they share a
long tradition of wine consumption and production and their consumers
generally show high involvement with wine (lazzi, Scorrano, Rosato, &
Grandhi, 2019). According to the International Organisation of Vine and
Wine (O1V, 2023), Italy and France account together for about 40% of all
the wine produced in the world. Moreover, both countries have focused
on organic wine production and the sustainable development of the
sector (e.g. Bouzdine-Chameeva & Krzywoszynska, 2011; Broccardo &
Zicari, 2020; Lichy, Kachour, & Stokes, 2023). Also, both countries are
characterised by the complexity of the sector’s structure based on a large
number of small wineries, with more than 300 wine appellations in each
country (FranceAgriMer, 2023; Istat, 2023). Finally, Italy welcomes 15
million wine tourists per year (Garibaldi, 2021), and France estimates 10
million annual visitors in its vineyards (Atout France, 2022).

The findings of this study could help identify which aspects of sus-
tainability are more important in influencing young adults’ intentions to
choose a sustainable wine experience and provide practical insights into
wineries and policymakers interested in monitoring these variables and
to develop effective destination strategies fostering sustainability among
wineries and wine regions. The remainder of the paper is organised as
follows: the next section presents a brief literature review of the different
factors affecting individuals’ intention to perform wine tourism; subse-
quently, the materials and methods applied are described; then, the
results are presented; and finally, discussion and conclusions are
provided.

2. Literature review

Wine tourism experience goes beyond the mere desire to taste wine
and visit the territory where the wine is produced (Bruwer & Les-
schaeve, 2012; Cohen & Ben-Nun, 2009), encompassing many di-
mensions related to economic, social and cultural values (Charters & Ali-
Knight, 2000, 2002). Sustainable wine tourism encompasses the links
created between the winery and its surrounding elements, products,
brands and winery visitors, including through the appreciation of and
respect for the landscape (Duarte Alonso, Kok, & O’Brien, 2020). The
literature highlights the multi-dimensionality of the wine tourism
experience and the existence of diverse factors affecting individuals’
intention to have a wine tourism experience (Alebaki et al., 2015).

Regarding motivations, Afonso, Silva, Goncalves, and Duarte (2018)
distinguished primary motivation, which is wine-centred and related to
an interest in tasting and purchasing wine (Alant & Bruwer, 2004;
Alebaki et al., 2015; Charters & Ali-Knight, 2002) from secondary
motivation, which is mainly linked to socialisation, participation in wine
events, educational experience and the attractiveness of the destination
(Alebaki et al., 2015; Altschwager, Conduit, Bouzdine Chameeva, &
Goodman, 2017). Other scholars suggest that wine tourism motivation
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incorporates a bundle of benefits linked not only to intrinsic customer
needs (e.g escape, relaxation or prestige) but also to particular attributes
that draw visitors to the winery or wine region, such as impressive
landscapes, wine events and festivals (Mitchell & Hall, 2001; Quintal,
Thomas, & Phau, 2015).

Recent studies have demonstrated how wine sustainability, and the
green orientation of wineries, is starting to play an increasingly impor-
tant role in influencing wine tourism intentions (Montella, 2017; Nave,
& do Paco, A., 2021). Smyczek, Festa, Rossi, and Monge (2020) indi-
cated that wine tourism management should focus on improving logis-
tics services that have an important negative externalities in terms of
environmental impact.

Baird et al. (2018) stated that attracting wine tourists by promoting
sustainable viticulture methods as a growth path towards competitive
advantage and sustainability is driving national wine tourism in New
Zealand. Barber, Taylor, and Deale (2010) reported that in the USA,
wine tourists are willing to pay more for environmentally friendly wines
and visit a winery or wine region engaging in the protection of the
natural and cultural environment, particularly individuals with a
stronger environmental attitude. Holohan and Remaud (2014) found
that eco-friendly attributes of wineries positively impact wine tourists’
purchasing behaviour in Bordeaux wineries. Mihailescu (2018) in South
Africa observed that tourists perceive organic wineries as sustainable,
which drives them to visit these wineries. Antonazzo, Fiore, La Sala, and
Conto (2015), in a survey conducted in a region in the south of Italy,
found that wine tourists show positive attitudes towards the consump-
tion of tastier, healthier, safer and environmentally friendly wines and
clearly perceive organic certification label as a substantial influence
attribute when deciding to buy wine. The authors showed that this
attribute is more important among young adults.

More recently, Karagiannis and Metaxas (2020) reported that
organic certification is a discriminating factor in the choice to visit a
winery, leading to the perception of a positive environmental
performance.

Szolnoki and Tafel (2022) found that other factors shape the value of
an organic winery from the consumer and tourist perspective, mainly
connected to wine quality, authentic location and environmental as-
pects. Thus, for wine tourists, organic certification may not be the main
reason for visiting a winery; however, the authentic characteristics of
wineries play a pivotal role in the behavioural intentions of winery
tourists (Bonn, Chang, & Cho, 2020; Kim & Bonn, 2016).

This mixed evidence suggests the need to further investigate the
aspects of sustainability that influence the intention to have a sustain-
able wine tourism experience.

Previous studies also demonstrated that wine knowledge and
involvement are predictors of wine tourism preferences (Alebaki et al.,
2015; Mitchell & Hall, 2001). Santos, Ramos, and Almeida (2017)
indicated that wine product involvement is crucial in shaping the
behavioural intentions of wine tourists, consistent with Charters and Ali-
Knight (2002) and Alebaki et al. (2015), who found that the level of
wine involvement is the best predictor of visitors’ motivations. Several
wine tourism studies also highlighted the influence of past experience on
destination choice and motivation. For example, Alebaki et al. (2015)
reported that as the number of past visits to wineries increases, in-
dividuals are less inclined to gathering knowledge about the product and
more interested in other aspects of wine tourism (e.g. socialisation or
interaction with the winemaker). For Santos et al. (2019) and Priilaid,
Ballantyne, and Packer (2020), the winery visit experience also exerts a
positive effect on recommendations and loyalty.

Other scholars instead focus on attitudinal factors that affect wine
tourism intentions, showing that the preferences for sustainable wine
are mainly shaped by environmental attitudes and beliefs (Barber et al.,
2010; Sogari, Mora, & Menozzi, 2016; Taylor, Barber, & Deale, 2010),
which are likely to influence the choice of wineries to visit (Grimstad &
Burgess, 2014). According to Nave et al. (2021b), sustainability is a
consumer concern reflecting greater environmental awareness and
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responsible consumption. Consequently, wineries that promote a sus-
tainable image are more likely to attract visitors with a higher envi-
ronmental attitude (Montella, 2017; Santini et al., 2013). Galati et al.
(2023) and Testa, Galati, Schifani, Di Trapani, and Migliore (2019)
found that environmental and social sensitivity plays a key role in
influencing food destination choice among Italian culinary tourists.

Several scholars have adopted the Theory of Planned Behaviour
(TPB) to predict wine tourists’ intention, according to which an in-
dividual’s intention to carry out a given behaviour is determined by
three independent constructs: attitude, subjective norms and perceived
behavioural control. In this regard, Sparks (2007) found that the main
predictor of wine tourism intentions in Australia is perceived control, in
terms of individual perception of having enough money or time for a
wine holiday. Similarly, in their study of wine tourists in Australia and
the USA, Quintal et al. (2015) found that wine tourist-perceived
behavioural control exerts a substantial and positive effect on inten-
tion to revisit the winery whereas social norms (i.e. the perception of
normative pressure to engage in such behaviour) positively affect will-
ingness to recommend a winery and revisiting intention. However, other
research on wine tourism highlighted that TPB structures may not fully
capture the processes involved in the decision-making of leisure trav-
ellers (Ye, Zhang, & Yuan, 2017).

Lastly, in terms of demographics, some researchers suggested the
existence of a gender gap in the profile of green wine tourists. For
example, Barber et al. (2010) and Taylor et al. (2010) found that women
have stronger environmental attitudes towards the protection of wine
destinations than men, thus influencing their purchase intention. Taylor
et al. (2010) also found a generational effect, with baby boomers more
concerned about environmental issues and wine tourism than millen-
nials. In this regard, Stergiou (2018), in a study on wine tourism among
Generation Z in Greece, suggested that the core product of the winery
experience seems to have limited appeal for young consumers who are
particularly price-sensitive. Similarly, Stergiou et al. (2018) found that
for the younger generation, visiting a winery appears to be less about the
wine and more about the opportunity to have fun, socialise and discover
local food and products.

Therefore, a deeper understanding of young adults’ interest in sus-
tainable wine tourism and of the core attitudinal, behavioural and de-
mographic factors shaping sustainable wine tourism intention is needed.

Based on this background, the following research questions are
investigated:

Research Question 1-What is the general interest of young adults for
sustainable wine tourism?

Research Question 2-What are the main attitudinal, behavioural and
demographic factors impacting the intention of young adults to have
sustainable wine tourism experience?

Research Question 3-Which aspects of sustainability are prominent
among young adults and thus deserve monitoring by private and public
stakeholders interested in fostering sustainable wine tourism?

3. Materials and methods

This methodological section introduces the procedure we followed,
the characteristics of the study participants, the measures and the data
analysis approach. This study received formal approval from the ethics
committee of the XXXX on 16 May 2022 (ethical approval code:
2022051601), with informed consent provided by participants and all
data fully anonymised.

3.1. Procedure

To answer the above research questions, this study adopted a
quantitative-descriptive method operationalised through two cross-
sectional surveys. We applied the computer-assisted web interviewing
(CAWI) technique to respondents of two internet panels from commer-
cial companies that financially compensated them for completing the
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questionnaire. CAWI allows participants to answer the questionnaire
using their electronic devices (smartphone, tablet or pc) at their earliest
convenience. In addition, it was particularly suited to showcase a mock
winery webpage. The survey was conducted in July 2022 using private
platforms to two purposive samples in Italy and France, i.e. same shares
of female and male participants and balanced in terms of age cohorts
(18-24 and 25-32 years old). The screening criteria to take part in the
survey were age (between 18 and 32 years) and wine consumption
frequency (at least once a month).

The questionnaire was written in English and translated into Italian
and French; then, the translated versions were checked by native
speakers and compared with the original English version. We conducted
a pilot study in both countries (N = 100) to verify the clarity of the
questions and the information scenarios and respondent fatigue.1 Based
on the pilot results, a modest number of questions were slightly changed
to facilitate the respondents’ understanding. We applied the best prac-
tices that Jaeger and Cardello (2022) suggested to achieve the highest
data quality (such as the application of trap questions and use of a
certified platform). In addition, we employed multiple randomisation
techniques during the administration of the survey to reduce common
method bias associated with the use of survey instruments and to
enhance the validity of responses. It took participants around 9 min to
complete the online survey.

After providing their informed consent, the participants were
randomly assigned (using simple randomisation) to one of two infor-
mation scenarios, stratified by two variables: age cohort (50% each
18-24 and 25-32) and sex at birth (50% male). Power calculations
suggested the country samples be set to 400 respondents, with 200 ob-
servations per information scenario (Cohen, 2013). The participants
who did not answer all the questions were excluded, as were re-
spondents who completed the questionnaire too quickly (below half the
median time of the entire sample). The final sample thus consisted of
1205 respondents, evenly divided among the 2 countries (605 in Italy
and 600 in France).

3.2. Participants

An overview of the characteristics of the study participants is pre-
sented in Table 1 (Table Al in the Appendix provides a detailed
description of the two country samples). The respondents’ mean age was
25.3 years (SD = 4.1), and 49.6% of them were female. Over 62% of the
participants were employed at the time of the survey, and around 54%
stated having a household income in line with the national average.
Furthermore, 42.5% of young adults consumed wine once a week or two
to three times a month; 23.6%, two to three times a week or more often;
and 33.9%, once a month. The participants’ tourism activity levels were
categorised as follows: more than twice per year (59.1%), twice per year
(22%) and less than twice per year (18.9%). Approximately 36% of all
the participants experienced visiting wineries between two and four
times; 23.3%, only once; and 6.4%, more than five times. Notably,
34.4% have never visited a winery, revealing a relevant share of young
adults that could be potentially addressed to this type of tourism
activity.

3.3. Measures and stimuli

The questionnaire was designed and organised in five sections. After
a brief introduction, the first section included screening and warm-up
questions about the participants’ wine consumption, purchasing habits
and wine involvement. The second section collected information on
individuals’ general tourism habits, degree of interest and experience
with wine tourism and importance attached to potential motivations

1 Data from the two pilot studies (Italy n = 50 and France n = 50) are not
included in the current research.
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Table 1
Sample characteristics (%).
N =1205
25.33 +
Age (mean + S.D.) 4.14
Older cohort (25-32y) 51.8
Female 49.6
Currently employed 62.2
Household income (compared with national averages)
Extremely low 7.9
Low 21.3
Average 53.9
High 13.7
Very high 3.2
Wine-purchasing frequency
2-3 times a week or more 23.6
Once a week or 2-3 times a month 42.5
Once a month 33.9
Tourism frequency
More than twice per year 59.1
Twice per year 22
Less than twice per year 18.9
Wine tourism experiences
Five or more 6.4
Between 2 and 4 35.9
Once 23.3
Never 34.4
Average price paid for a bottle of wine for informal occasions in 16.20 +
€ (Mean + S.D.) 18.04
Average price paid for a bottle of wine for formal occasions in € 20.35 +
(Mean + S.D.) 24.78

that affect wine tourism choice. In the third section of the questionnaire,
after presenting the information scenarios (randomly assigned), the re-
spondents’ intention to visit a sustainable winery in the following 12
months was measured using four items adapted from Byrd, Canziani,
Hsieh, Debbage, and Sonmez (2016) and Sparks (2007). Specifically, to
operationalise sustainable wine tourism intention, we incorporated two
diverse environmental stewardship information framings in the survey
through a mock winery webpage using understandable layperson terms.
One information scenario was more oriented towards the sustainability
of the production process and certification of the wine, i.e. for Italy, the
Integrated Production National Quality System was presented, a certi-
fication introduced by the Italian Department of Agriculture that gua-
rantees the sustainability of the whole production process with the seal
‘Sustainable Quality’; for France, the Terra Vitis certificate was used, a
national certification for sustainable viticulture, based on the three
pillars of sustainability. Conversely, the other scenario was framed with
emphasis on the adoption of eco-compatible practices and the winery
commitment in preserving the biodiversity, highlighting the adoption of
eco-friendly fertilisation techniques and the use of renewable energy,
water-saving systems and recycled materials in the winery. To test the
potential influence of these two information scenarios, we designed two
webpages, identical in terms of images, logo and brand, and an initial
description of the winery and its mission (all fictitious). The two web-
pages were designed based on real Italian and French winery webpages.
The fourth section collected data on perceived behavioural control, so-
cial norms and environmental attitudes, whereas the final section
gathered socio-demographics. Responses to the survey items were
recorded on a 7-point Likert-type scale (1 = completely disagree to 7 =
completely agree). Table 2 reports the items and scale used. Construct
scores were built by taking the mean of the respective scale items.

3.4. Data analysis

We analysed the internal reliability of the scales (i.e. sustainable
wine tourism intention, wine involvement, perceived behavioural con-
trol, social norms and environmental concern) using Cronbach’s «
(Table 3). If the internal reliability of a scale was reasonable, the mean of
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Table 2

Items and scales applied in the questionnaire.

Item

Source

Wine involvement

Motivations
influencing visits to
a winery or a wine
region

Sustainable wine
tourism intention

Perceived
behavioural control

Social norms

Environmental
attitudes

I have a strong interest in
wine

Wine is very important to
me

For me, wine does matter

I would choose my wine
very carefully

Deciding which wine to buy
would be an important
decision for me

Which wine I buy matters to
me a lot

Wine-related activities
(tasting; purchasing)

Wine educational
opportunities

Sustainability features of
wineries (environmental
certification; adoption of
sustainable environmental
practices; organic or
biodynamic certification)
Socialising and recreation
opportunities

Natural environment and
rural landscape

Familiarity with this kind of
experience

Other regional/territorial
aspect

I would like to visit this
winery in the next 12
months

I would suggest visiting this
winery to my friends and
family

I would be happy to
encourage my friends and
family to visit this winery

I would say good things
about wine tourism to other
people

I have enough money to
take a sustainable wine
tourism experience in the
next 12 months

Nothing prevents me from
taking a sustainable wine
tourism experience if I want
to

I have enough time to take a
sustainable wine tourism
experience in the next 12
months

I would like to visit a
sustainable winery that I
have heard about from
friends/family

I would like to take a
sustainable wine tourism
experience that is popular
among my friends/family

I would like to take a
sustainable wine tourism
experience that has been
recommended by friends/
family

I am willing to make
personal sacrifice for the
sake of the environment

1 would be willing to change
my behaviour to help
protect the environment

I feel that purchasing

Adapted from Vecchio,
Parga-Dans, Alonso
Gonzalez, and
Annunziata (2021);
Alebaki et al. (2015)

Adapted from Trigo and

Silva (2022); Szolnoki
and Tafel (2022);
Afonso et al. (2018);
Byrd et al. (2016);
Alebaki et al. (2015);
Charters and Ali-Knight
(2002); Bruwer and
Alant (2009); Bruwer
and Lesschaeve (2012);
Cohen and Ben-Nun
(2009)

Byrd et al. (2016);
Sparks (2007)

Sparks (2007);
Quintal et al. (2015)

Sparks (2007);
Quintal et al. (2015)

Sogari et al. (2016);
Haws, Winterich, and
Naylor (2014);

Liu, Cheng, and Wu
(2022)
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Table 2 (continued)

Item Source

sustainable products helps
protect the environment
Purchasing sustainable
products does not really do
much to help the
environment (reverse
scored)

I think that protecting the
environment is a
worthwhile goal

It is important to me to
preserve the environment
for future generations

Table 3
Mean, standard deviations and Cronbach’s a(N = 1205).

Scale Mean S.D. Cronbach’s alpha
Sustainable wine tourism intention 5.04 1.23 0.91
Wine involvement 4.70 1.31 0.92
Perceived behavioural control 4.59 1.43 0.97
Social norms 4.67 1.42 0.87
Environmental attitudes 5.22 1.04 0.79

the corresponding items was calculated and used in further analyses. We
compared the attitudinal scales and wine-related measures in the two
countries using independent samples parametric and non-parametric
tests. The results indicated no statistically remarkable differences.
Therefore, all elaborations were performed on the entire sample.” Ho-
mogeneity checks between the sub-groups that received different winery
sustainability information (i.e. sustainable certification vs. adoption of
eco-compatible practices) revealed successful randomisation in terms of
sex at birth, age cohort and household income.

A regression analysis estimating the linear relationships between
sustainable wine tourism intention and individual attitudinal, behav-
ioural and demographic factors was conducted. Specifically, due to the
censured nature of the dependent variable (i.e. intention to visit a sus-
tainable winery, ranging between 1 and 7; for further details, see the
Appendix), we conducted a tobit regression analysis (McDonald &
Moffitt, 1980).3 This estimation assumes that the probability of limited
and non-limited outcomes is affected identically by the same de-
terminants. A single-bounded model was applied (instead of a double-
censored model), as the number of observations on the lower limit
was negligible (8). Furthermore, this specification was a more robust
tool against alternative approaches.

Before performing econometric analysis, we computed the variance
inflation factors for the independent variables to detect potential multi-
collinearity (Daoud, 2017). No issues among the final predictors were
revealed. For parsimony, the selected tobit model (preferred specifica-
tion based on AIC and log-likelihood values) presented hereafter in-
cludes only statistically significant coefficients. Due to the rather large
sample size, the significance level was set to p < .1. We conducted all the
statistical and graphical analyses using STATA v.14.

2 To further verify the presence of country differences, we replicated the
regression analyses separately for each country and compared the results with
those of the pooled sample. Estimated coefficients in both analyses were com-
parable to those of the entire sample in terms of direction and significance.

3 In the case of a censored dependent variable, ordinary least square esti-
mates are inefficient, and therefore a tobit model (a hybrid of probit and
multiple regression analyses) is recommended (Tobin, 1958).
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4. Results

Fig. 1 presents the individual wine consumption frequency of the
whole sample. Almost 28% of respondents drink wine between two and
three times a week; more than 18%, two to three times a month; and 7%,
every day. In relation to the number of winery visits, our results indicate
that over 38% of the samples have experienced between one and two
visits, and about 30% have never visited a winery.

Fig. 2 presents the degree of importance attached to different moti-
vating factors impacting general wine tourism intention. The findings
show that the attractiveness of the destination (e.g. enjoy the rural
landscape and scenery, a tour through the vineyards, dine at local res-
taurants) is considered to be the most important (M = 5.35), followed by
the presence of wine-related activities (e.g. wine tasting, meet the
winemaker, purchase wines) (M = 5.13) and the opportunity to have fun
and socialise (e.g. participate in a new and different activity, escape
routine, be with friends/family) (M = 5.12). The sustainability of the
winery (e.g. environmental certification, commitment to environmental
preservation) was also favourably evaluated by the respondents (M =
5.02).

Table 3 presents the average scores of sustainable wine tourism, of
the validated scales and constructs, together with the relative Cron-
bach’s a. The findings indicate that all scales and constructs have high
internal consistency.

Fig. 3 presents the distribution of participants’ sustainable wine
tourism intention scores, highlighting the relevant number of right-
censored observations (upper tail of the distribution). The findings
indicate that almost half of the respondents (47.6%) expressed high
intention (scores above 5) whereas only 14.5% expressed lower inten-
tion (scores below 4) to participate in sustainable wine tourism within
the next year.

The results presented in Table 4 indicate the core drivers of re-
spondents’ sustainable wine tourism intention. Specifically, regarding
the two different information framings, i.e. one built on the sustainable
certification of the firm and the other one emphasising the adoption of
eco-compatible practices, the findings indicate that the latter has a
stronger positive impact on individual intentions.

Furthermore, our analysis revealed that higher wine involvement
levels (f = 0.169, p = .000) increase sustainable wine tourism intention
together with higher scores of perceived behavioural control (f = 0.107,
p = .000), social norms (# = 0.219, p = .000) and environmental atti-
tudes (f = 0.056, p = .000). The degree of familiarity with this type of
experience and other aspects linked to regional attributes (e.g. the
presence of many attractions, shops or markets selling local farm pro-
duce) also positively affects sustainable wine tourism intention. Addi-
tionally, firm-specific sustainability factors, including eco-friendly and
sustainable viticulture and production practices, commitment to the
preservation and enhancement of the viticulture landscape, the

Once a month

2-3 times a month
Once aweek

2-3 times a week
4-5 times a week

Everyday

Fig. 1. Wine consumption frequency (%).
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adoption of separate waste collection systems and the possibility of
reaching the location by public transport, positively impact young
adults’ intentions to visit a sustainable winery.

Conversely, a higher frequency of general tourist activities decreases
sustainable wine tourism intention (f = —0.045, p = .031). Finally, male
respondents are less interested in sustainable wine tourism compared
with female respondents (f = —0.104, p = .045). All other variables not
reported in Table 4, such as country, wine consumption frequency,
average price paid for a bottle of wine for formal and informal occasions
and age cohort, were originally included in the regression analysis but
did not reveal any substantial effect on sustainable wine tourism
intention.” Therefore, we opted to not include this data in the final tobit
model.

5. Discussion

This study contributes to the current literature on sustainable wine
tourism by providing evidence about the drivers of young adults’
intention to experience sustainable wine tourism and determining which
aspects of winery sustainability are more important to these consumers.

With reference to Research Question 1, our findings provide evi-
dence that young adults’ interest in sustainable wine tourism is relevant
in both countries considering the high incidence of respondents
expressing their intention to experience sustainable wine tourism in the
next year (M = 5.04). This finding is partially in contrast with those of
Stergiou (2018) and Stergiou et al. (2018) with reference to general
wine tourism experience but confirms that younger generations repre-
sent promising segments for further development of sustainable tourism
(Schonherr & Pikkemaat, 2023). An interesting aspect that arises from
our results is that a higher frequency of tourist activities decreases the
respondents’ sustainable wine tourism intention, suggesting that these
segments represent a particular market niche with specific needs that
substantially differ from mass tourism.

As for Research Question 2, the results indicate that the intention to
experience sustainable wine tourism is related to higher levels of wine
involvement, environmental attitude and perceived behavioural con-
trol. Therefore, our findings corroborate that consumers more involved
in wine are more inclined to visiting a sustainable winery (Alebaki et al.,
2015; Charters & Ali-Knight, 2002; Santos et al., 2017) and that envi-
ronmental attitudes are predictors of wine tourism intention (Grimstad
& Burgess, 2014; Taylor et al., 2010). Furthermore, a higher level of
individual perception of having (or not) the resources (in our survey,
time or money) to engage in wine tourism increases the sustainable wine
tourism intention. Therefore, consistent with Quintal et al. (2015) and
Sparks (2007), perceived behavioural control positively affects the
intention to experience a sustainable wine tourism. Likewise, our results
indicate that young adults’ perception of social normative pressures
from family and friends (i.e. social norms) is a relevant driver of their
intention to experience sustainable wine tourism (Quintal et al., 2015).

With reference to the Research Question 3, our results highlight that
the sustainable orientation of wineries plays a key role in influencing
wine tourist choices, confirming that the adoption of sustainable prac-
tices may result in benefits for companies in the wine tourism sector
(Nave, & do Paco, A., and Duarte, P., 2021). According to our results, the
adoption of eco-friendly, sustainable viticulture and production prac-
tices, the commitment to preserving and enhancing the viticulture
landscape, the adoption of separate waste collection systems and the
possibility of reaching the winery by public transport are substantial
aspects that positively impact young adults’ intention to experience
sustainable wine tourism and thus deserve careful monitoring by private
and public stakeholders interested in fostering this type of tourism.

4 Interaction terms were also tested as additional predictors, and none was
significant. As the explained variance of the model did not improve with their
addition, they were excluded from the final analysis.
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Fig. 2. Importance of motivating factors (scale 1 to 7).
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Fig. 3. Distribution of participants’ sustainable wine tourism intention scores
(N = 1205).

In addition, considering the potential influence of the two informa-
tion scenarios, our findings indicate that the mock webpage framed
around the adoption of eco-compatible practices and the winery
commitment in preserving the biodiversity is more attractive and
motivating than the communication focused on a sustainability certifi-
cation. This may suggest that for wine tourists, the presence of sus-
tainability certification is not the main driver of visiting a winery
(Szolnoki & Tafel, 2022) and that sustainable wine tourists appreciate
more the adoption of specific eco-compatible practices and biodiversity
safeguarding activities.

5.1. Theoretical and practical implications

This study holds several theoretical and practical implications.
Concerning the theoretical implications of our findings, this study pro-
vides a useful framework for future scholars interested in analysing

Table 4
Drivers of sustainable wine tourism intention (tobit regression).
Variable Coefficient
Sustainable Certifications Information Framing —0.115%*
(0.051)
Wine involvement 0.169%**
(0.025)
Environmental attitudes 0.056*
(0.031)
Social norms 0.219%**
(0.026)
Perceived behavioural control 0.107***
(0.023)
Eco-friendly and sustainable viticulture 0.085%**
(0.026)
Winery landscape conservation commitment 0.074**
(0.026)
Separate waste collection systems 0.064**
(0.025)
Public transport 0.062%***
(0.019)
Degree of familiarity with sustainable tourism 0.085%**
(0.023)
Attractiveness of destination 0.108%**
(0.023)
Frequency of tourism activities —0.045%*
(0.021)
Male —0.104%*
(0.052)
Constant 0.349**
(0.170)

N. observations 1205

Log likelihood — 1504.404
Likelihood ratio y*(13) 1010.18
Prob. > 5%0.000

McFadden’s adjusted R>25%

Notes: The dependent variable is the sustainable wine tourism intention
construct (upper limit = 7). Information scenario: sustainable certifications = 1,
safeguarding biodiversity = 0; male = 1, female = 0. Total censored observa-
tions: 108. *** and ** indicate significance at p < .01 and p < .05, respectively.
The numbers in parentheses are standard errors.
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sustainable wine tourism intention under the lenses of generational
theory, disentangling the key motivations of different age cohorts.

Furthermore, our results indicate that the considered drivers of
sustainable wine tourism intention are unable to depict the full picture
of young adults’ motivations and barriers. Therefore, scholars interested
in deepening understanding of young adults’ sustainable wine tourism
drivers and barriers should consider a more comprehensive set of factors
(as personal values), including also non-cognitive measurements (such
as peer pressure and decision—context effects). Moreover, the absence of
relevant differences among Italian and French respondents should spark
further investigations on the impact of cultural background on sustain-
able wine tourism intention and determinants.

With reference to managerial implications, the generally high stated
interest among young adults for sustainable winery visits urges man-
agers of wine tourism activities to exploit this opportunity, designing
tailored touristic offers (such as organising specific events for young
adults). Given the multiple patterns of wineries’ commitment to pre-
serving and enhancing the viticulture landscape and adopting various
waste management practices, the intention to visit can be enhanced by,
for example, ensuring the winery can be easily reached by public
transport. These aspects deserve to be monitored from both wineries and
policymakers using a holistic perspective that could enrich the de-
signers’ toolbox of practical options to ensure the sustainability of wine
tourism.

Second, the present study shows that individuals with high levels of
wine involvement are keener to visit sustainable wineries. Conse-
quently, stakeholders interested in fostering sustainable wine tourism
should evaluate the benefits (and costs) of different modalities to relate
to and attract this target segment of wine consumers. Additionally, they
should identify the most appropriate and feasible options and subse-
quently implement ad hoc, coordinated strategies (e.g. engaging with
wine clubs, sommelier associations and slow food communities).

With reference to the information scenarios, according to our results,
the presence of a sustainability certification holds a lower impact on the
intention to visit a winery. Thus, policymakers and wineries should
monitor the actual knowledge of the sustainable certification systems
among wine consumers and evaluate their effectiveness in communi-
cating clearly wine producers’ commitment to sustainability.

Third, study outcomes show that there are no significant differences
between Italian and French young adults in their core motivations (and
barriers) to perform sustainable wine tourism. Thus, wineries and pol-
icymakers could develop the strengths of their sustainable touristic offer
effectively catering to this cross-country segment of individuals. Also
monitoring, in particular, the firm-specific and territory services that
most satisfy young consumers and the complementary experiences that
these individuals are seeking in their vacation (as naturalistic and
gastronomic experiences).

5.2. Limitations and future research directions

While current findings provide valuable insights for researchers and
practitioners, our study also has some limitations. First, consistent with
numerous previous studies, we examined the self-reported intention to
experience a sustainable winery visit using static, mock winery web-
pages, which may not correspond to actual behaviours, particularly in
view of socially desirable responses (Milfont, 2009). Future research
might consider measuring non-hypothetical intentions to visit via an
online ticketing data analysis and how these intentions might be
impacted by the different information framings of winery sustainable
activities on their dynamic sites as well as visitors’ perceptions of cer-
tifications. Second, our sampling and data collection method was pur-
posive and derived from an online panel, which partially hinders the
external validity of our findings (Jeong et al., 2019).

Future research should verify how generalisable our results are to the
general population of young individuals and extend to individuals with
diverse wine consumption frequencies. In particular considering that
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respondents who consume wine less than once a month were excluded
from the present study, and thus data could lead to over/under-
estimations. In addition, the relatively low explained variance in our
regression analysis indicates that there may be other factors that drive
young adults’ intention to experience sustainable wine tourism. Thus,
future studies should also investigate other motivations and attitudinal
constructs together with personal psychographic characteristics that
may affect young individuals’ wine tourist intentions.

Finally, while we conducted our study in Italy and France and found
no substantial differences between the samples, both are Latin countries
with a similar wine culture and Roman origins. Hence, based on the
findings of Liu et al. (2022), we expect that studies in different countries
could bring further insights into the behavioural patterns of young
adults towards sustainable wine tourism.

6. Conclusion

The present study sheds light on practical opportunities to foster
sustainable wine tourism among Italian and French young adults. The
results indicate that a substantial proportion of this demographic ex-
hibits a strong inclination towards engaging in sustainable wine tourism
experiences. In addition, the key factors found to influence their inten-
tion are wine involvement, environmental attitude and perceived
behavioural control, suggesting that stakeholders should leverage these
individual traits of young adults to encourage their participation in
sustainable wine tourism. Our findings also recommend a strategic shift
in communication, emphasising winery commitments over certifications
to resonate more effectively with the values of the target demographic.
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(MUR).
Appendix
Table Al
Respondents’ characteristics per country (%).

Italy France
(n = 605) (n = 600)
Age (mean + S.D.) 25.57 + 3.84 25.09 + 4.40
Older cohort (25-32y) 53 50
Female 49.4 49.7
Currently employed 56 68.5

Household family income (compared with national averages)
Extremely low 9.4 6.3
Low 24 18.7
Average 58 49.9
High 6.6 20.8
Very high 2 4.3

Wine-purchasing frequency
2-3 times a week or more 22.8 24.3
Once a week or 2-3 times a month 49.9 35.2
Once a month 27.3 40.5

Tourism frequency
More than twice per year 56.9 60.1
Twice per year 22.3 21.7
Less than twice per year 20.8 18.2

Wine tourism experiences
Five or more 5.3 8
Between 2 and 4 36.7 35
Once 26.1 20.5
Never 31.9 37
Average price paid for a bottle of wine for informal occasions in € (Mean + S.D.) 12.97 +11.71 19.50 + 22.29
Average price paid for a bottle of wine for formal occasions in € (Mean =+ S.D.) 16.27 + 12.57 24.51 + 32.35

Tobit regression analysis

Tobit is a statistical analysis particularly suitable for dependent variables with censored distributions. This analysis predicts the probability of the
censored value against the non-censored value as well as the value of the non-censored part of the dependent variable explained via multiple regression
analysis. To estimate the coefficients, the maximum likelihood estimation method is employed. We obtained the final coefficient estimates presented
in Table 3 by entering the independent variables in successive steps. We assessed the model fit at each step based on the model’s proportion of
explained variance and compared it with the model of the previous step via the likelihood ratio test (Ay?) using the log-likelihood value. In tobit
models, the coefficients are interpreted similarly to ordinary least squares regression coefficients. However, the linear effect is on the uncensored

latent variable, not the observed outcome.
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