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Abstract. Purpose: This paper examines cross-cultural motivations for non-alcoholic
wine, focusing on how health and Halal-related attributes are cognitively translated into
values and purchase intentions in Non-Muslim and Muslim-majority markets amid
declining alcohol consumption. Design/methodology/approach: A sequential mixed-
methods approach combines Means-End Chain (MEC) laddering interviews (n = 48)
with PLS-SEM analysis of survey data (n = 350) across seven countries, integrating
cultural, institutional, and behavioral perspectives within an a priori conceptual frame-
work. Findings: In Muslim-majority contexts, Halal certification operates as a key insti-
tutional legitimacy cue linking product attributes to faith-based values, with brand trust
mediating its effect on purchase intention. In Non-Muslim markets, health motivation
and sensory acceptance dominate decision-making, while Halal certification shows no
significant influence. Mediation results further indicate that health motivation partially
transmits the effect of sensory acceptance on personal values. Originality: By embed-
ding institutional legitimacy and cultural conditioning within MEC pathways, this study
connects qualitative value structures with quantitative validation, addressing the frag-
mentation between health- and Halal-focused research streams. Research implications:
Producers should adopt dual strategies, emphasizing health attributes in Non-Muslim
markets and certified Halal legitimacy in Muslim-majority contexts.

Keywords: non-alcoholic wine, health motivation, halal certification, cross-cultural
marketing, brand trust, muslim markets.

1. INTRODUCTION

The non-alcoholic wine industry is booming, fueled by changing con-
sumer preferences in two key segments: health-conscious Non-Muslim mar-
kets and Halal-focused Muslim-majority ones. In places like Germany, Den-
mark, and Sweden, the “sober-curious” movement is driving demand for low-
calorie, wellness-aligned alternatives to alcohol [1]. Meanwhile, in Malaysia,
Indonesia, the UAE, and Iran - home to part of the 2.0 billion global Muslim
population [2] - Halal certification is essential for compliance with Islamic
dietary laws [3].
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This paper uses Means-End Chain (MEC) theory
and Partial Least Squares Structural Equation Modeling
(PLS-SEM) in a mixed-methods design. Qualitative lad-
dering interviews first uncovered attribute-consequence-
value links, then quantitative surveys from 350 respond-
ents validated these across cultures. Non-Muslim con-
sumers focus on health and sensory aspects, while Mus-
lim ones emphasize Halal legitimacy. These insights
offer practical guidance for branding, trends, and regula-
tions, supporting inclusive market growth.

2. LITERATURE REVIEW
2.1 Non- alcoholic wine market trends

Global alcohol consumption is declining, boosting
non-alcoholic beverages as healthier options [4]. In Non-
Muslim markets like Germany and Sweden, consumers
seek low-calorie, heart-healthy wines that mimic tradi-
tional sensory experiences [1,5,16]. The market is pro-
jected to hit $7.64 billion by 2035 at a 10.4% CAGR, with
sparkling segments leading [6,7]. In Muslim-majority
areas, Halal certification drives demand, with the Halal
market reaching $1.9 trillion by 2027 [8]. Challenges
include regulatory bans, like Iran’s “wine” terminology
restriction [9].

2.2. Theoretical foundations

This study adopts Means-End Chain (MEC) theory
as the central analytical spine [10], using attribute—con-
sequence-value ladders to model how consumers cogni-
tively translate product features into higher-order goals.
Cultural dimensions [11] operate upstream of these lad-
ders by shaping which attributes become salient in the
first place: in Muslim-majority contexts, high uncer-
tainty avoidance elevates Halal certification as a primary
cue, whereas in Non-Muslim contexts, individualism
amplifies health and sensory attributes. Institutional
Theory [12] explains how Halal certification functions

Table 1. Key Constructs from Literature
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as a legitimacy signal that reduces perceived risk and
enables trust, thereby entering MEC ladders as a criti-
cal consequence node. The Theory of Planned Behaviour
(TPB) [13] provides the downstream behavioral mecha-
nism, linking these culturally conditioned value struc-
tures to purchase intention. In this way, culture condi-
tions institutional meaning, institutional legitimacy
feeds cognitive value chains, and these chains ultimately
drive planned behavior. Rather than treating the theories
additively, the framework specifies a sequential process
from cultural context to institutional signals, from cog-
nitive ladders to intention formation.

From this integrated framework, specific hypotheses
can be derived regarding cross-cultural consumer behav-
ior. In Muslim-majority contexts, where uncertainty
avoidance is high and Halal certification functions as a
key institutional signal [3, 11, 12], we hypothesize that
Halal legitimacy will be a stronger driver of purchase
intention than in Non-Muslim contexts (H1). Further-
more, we expect brand trust to mediate this relationship
more strongly for Muslim consumers, as certification
from trusted bodies (e.g., JAKIM) builds credibility that
directly facilitates purchase decisions (H2).

Conversely, in Non-Muslim contexts characterized
by individualism, health and sensory attributes align
with personal wellness goals [1, 11, 14]. We therefore
hypothesize that health motivation (H3) and sensory
acceptance (H4) will have stronger effects on purchase
intention for Non-Muslim consumers than for Muslim
consumers. Brand trust is likewise expected to mediate
these relationships more strongly in Non-Muslim mar-
kets, where brand reputation serves as a key heuristic
for product quality in the absence of religious certifica-
tion (H5).

These hypotheses provide a testable, a priori struc-
ture for the empirical analysis that follows, linking the
theoretical constructs to measurable behavioral inten-
tions across cultural groups.

Construct Definition Relevance to Study
Halal Legitimacy Perception of product’s Halal certification Gatekeeper in Muslim markets
Health Motivation Choosing non-alcoholic wine for health reasons Drives secular market adoption
Sensory Acceptance Acceptance of taste and aroma Influences satisfaction

Social & Symbolic Fit
Brand Trust
Personal & Cultural Values

Fit in social and symbolic contexts
Trust in brands offering non-alcoholic wine
Alignment with personal/cultural values

Enhances social acceptance
Influences purchase intention
Shapes consumer preferences
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2.3 Research gaps

Prior studies have often treated health and Halal
motivations in isolation, with health-focused research
dominating Non-Muslim contexts (e.g., emphasizing
cardiovascular benefits and sensory mimicry in West-
ern markets) and Halal compliance studies confined to
Muslim-majority settings (e.g., focusing on certification
as a regulatory hurdle) [3, 14]. This fragmentation per-
sists due to disciplinary boundaries — consumer behavior
research in wine economics has prioritized health-driv-
en trends in affluent, individualistic societies [5], while
Islamic marketing literature has emphasized religious
legitimacy without cross-cultural quantification [3, 12].
This mixed-methods approach addresses these gaps by
testing MEC ladders via PLS-SEM across groups, bridg-
ing qualitative depth with quantitative generalizability.
Health benefits dominate Non-Muslim research, Halal
in Muslim-focused work [3].

2.3.1 Detailed expansion
2.3.1.1 Quantitative cross-cultural studies

Qualitative research provides valuable context but
often lacks the statistical rigor needed to generalize find-
ings across diverse populations. By employing a mixed-
methods approach, this study first analyzes MEC lad-
ders qualitatively to uncover cultural meanings and then
applies PLS-SEM to test these ladders quantitatively
across seven countries.

2.3.1.2 Health benefits and market trends

In Non-Muslim markets, research emphasizes the
health benefits of non-alcoholic wine, including low-cal-
orie content and cardiovascular advantages [14]. These
attributes align with the “sober-curious” movement,
driving adoption among health-conscious consumers.
This study extends this focus by comparing these moti-
vations with those in Muslim-majority markets.

2.3.1.3 Halal certification in muslim-majority markets

In Muslim-majority markets, Halal certification
enters consumer decision-making primarily as a legitima-
cy cue, linking product attributes to higher-order values
such as faith and belonging. Within the MEC framework,
Halal functions less as a technical standard and more as
a symbolic assurance that enables trust and value align-
ment, ultimately shaping purchase intention [3,12]. This

study therefore models Halal legitimacy as a core cogni-
tive attribute in Muslim contexts and empirically tests its
downstream effects on behavioral intention.

2.4 Cultural context

Muslim-majority countries (e.g., Malaysia 61% Mus-
lim) rely on Halal for trust and avoidance of uncertainty
[11]. Non-Muslim ones (e.g., Sweden 80% Non-Muslim)
prioritize individual health and sensory fit. In this study,
‘Non-Muslim’ refers specifically to respondents who self-
identified as non-religious or agnostic in the survey, dis-
tinguishing them from other non-Muslim religious affili-
ations.

2.4.1 Muslim- majority countries

In Muslim-majority countries, cultural and religious
norms play a pivotal role in shaping consumer behav-
ior. For instance, Malaysia, Indonesia, the United Arab
Emirates (UAE), and Iran have substantial Muslim pop-
ulations, with Malaysia being approximately 61% Mus-
lim, Indonesia around 87-90%, the UAE about 76% of
the total population or 85% of citizens, and Iran nearly
99% [2]. From a cultural perspective, Muslim-majority
countries tend to exhibit higher levels of uncertainty
avoidance, which increases sensitivity to product authen-
ticity and religious alignment [11]. This cultural orien-
tation amplifies the salience of legitimacy cues in con-
sumption decisions, distinguishing these markets from
more individualistic Non-Muslim contexts.

2.4.2 Non- Muslim-majority countries

Conversely, Non-Muslim-majority countries such
as Germany, Denmark, and Sweden emphasize indi-
vidualism and personal preferences. In these countries,
approximately 25% of the population in Germany, 12%
in Denmark, and 29% in Sweden identify as unaffiliated
[2]. Individualism, another cultural dimension identified
by Hofstede (2001), drives a focus on personal health
and sensory experiences. Consumers in these markets
prioritize health benefits, such as low-calorie content
and potential cardiovascular advantages, as well as sen-
sory satisfaction, including taste and aroma.

The “sober-curious” movement, which values mind-
ful drinking and healthier lifestyle choices, has gained
significant traction in these Non-Muslim markets. This
movement underscores a shift towards products that
align with wellness-oriented values, making non-alco-
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holic wines an attractive option for health-conscious
consumers. The sensory experience of non-alcoholic
wines, which closely mimics traditional alcoholic wines,
also plays a crucial role in their acceptance. Sensory
mimicry ensures that consumers do not compromise on
taste and aroma, making non-alcoholic wines a viable
alternative for social and celebratory occasions.

2.4.3 Divergent adoption patterns

The cultural differences between Muslim-majority
and Non-Muslim-majority countries are reflected in the
dataset and explain the divergent adoption patterns of
non-alcoholic wines. In Muslim-majority markets, Halal
certification is a prerequisite for product acceptance, and
variations in certification processes can pose challenges
for producers. For example, different countries may have
distinct Halal certification standards, requiring produc-
ers to navigate complex regulatory landscapes to ensure
compliance [3].

In contrast, Non-Muslim-majority markets prior-
itize health benefits and sensory satisfaction. Produc-
ers in these markets must focus on developing products
that meet consumer expectations for taste, aroma, and
health benefits. Marketing strategies in Non-Muslim
markets often emphasize the health and sensory advan-
tages of non-alcoholic wines, positioning them as part of
a broader wellness lifestyle.

Understanding the cultural context is essential for
developing effective marketing strategies and ensuring
the successful adoption of non-alcoholic wines. In Mus-
lim-majority countries, the emphasis on Halal certifica-
tion underscores the importance of religious compliance
and trust. In Non-Muslim-majority countries, individu-
alism drives a focus on health benefits and sensory sat-
isfaction. By addressing these cultural differences, pro-
ducers can tailor their products and marketing efforts to
meet the distinct needs and preferences of consumers in
each market, contributing to the sustainable expansion
of the non-alcoholic wine industry.

2.5 Regulatory context

Separately from cultural motivations, the regulatory
environment for non-alcoholic wine varies substantial-
ly across Muslim-majority countries, with fragmented
Halal certification systems and inconsistent labeling
requirements [9,15]. These institutional differences create
operational barriers for producers and complicate cross-
border market access, independent of consumer-level
value structures.
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2.5.1 Variations in halal certification standards

Halal certification standards differ significantly
between countries, creating a fragmented regulatory
environment. For instance, Malaysia’s JAKIM (Jabatan
Kemajuan Islam Malaysia / Department of Islamic
Development Malaysia) and the UAE’s ESMA (Emirates
Authority for Standardization and Metrology) each have
their own unique requirements and processes for certi-
tying products as Halal. Additionally, the Gulf Stand-
ardization Organization (GSO) 2055-2 standard, which
outlines general requirements for Halal certification
bodies, is recognized across all Gulf Cooperation Coun-
cil (GCC) member states — United Arab Emirates, Saudi
Arabia, Qatar, Kuwait, Bahrain, Oman - and Yemen [15].
This standard is critical for businesses aiming to access
these markets, which have a growing demand for certi-
fied Halal products. According to the Director of the
Halal Trade and Marketing Centre in the UAE (T. Guer-
rero, personal communication, 2024),

for a beverage to be considered Halal in the UAE, it must
contain less than 0.5% alcohol, and only products with
0.0% alcohol can be labeled as “alcohol-free” as per UAE
law.

The GCC’s Halal food and beverage market is val-
ued at about $60 billion, or 4.7% of the global total. Due
to agricultural limitations, the region imports nearly
70% of its food and beverages [8]. The UAE serves as a
strategic hub for Halal product production, distribu-
tion, and marketing, not only for the GCC but also for
neighboring countries like Turkey, India, and Egypt. For
example, companies like Red Bull have established oper-
ations in the Dubai Airport Free Zone, leveraging its
facilities and tax incentives to serve the region’s 57 mil-
lion inhabitants, predominantly Muslim consumers [8].
These variations and opportunities necessitate producers
to navigate a complex web of regulations, which can be
both time-consuming and resource-intensive.

2.5.2 Iran’s terminology ban

Iran, with its significant Muslim population, has
implemented a ban on the use of the term “wine”
for non-alcoholic products. This regulatory measure
requires producers to use alternative labels, such as
“grape beverage” or “fruit juice,” to comply with local
regulations [9]. The Iran National Standards Organi-
zation (2024) has clarified this stance in response to
inquiries about Halal certification for non-alcoholic
wine, stating:
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In the Islamic Republic of Iran, the term ‘wine’ is strict-
ly defined as an alcoholic beverage, and ‘non-alcoholic
wine’ holds no recognized status under national stand-
ards. According to SMIIC]I, titled Halal Food Production,
the manufacture, distribution, and consumption of any
product labeled as wine, even if it contains no alcohol, is
deemed incompatible with the standard’s principles. Fur-
thermore, in accordance with SMIIC24, Clause 4-2-6, any
Flavouring agents which mimic non-halal products are
considered as non-halal even it is produced from halal
material, example: different pig meat flavours, liquor and
champagne flavours... etc. For the production of Halal
beverages, adherence to national standards is mandatory
to ensure that both the production process and the final
product are devoid of any religious ambiguities. In the
event that the term ‘wine’ is replaced with ‘fruit juice, the
product must fully comply with national standards specif-
ic to fruit juices to be eligible for Halal certification.”

To obtain Halal certification for a non-alcoholic bev-
erage like German non-alcoholic wine in Iran, produc-
ers must follow a rigorous process overseen by INSO or
an accredited Halal certification body. This typically
involves submitting detailed documentation of ingredi-
ents, production processes, and supply chains to ensure
no haram (forbidden) substances, such as alcohol or
non-Halal animal derivatives, are present. The produc-
tion facility must be inspected to verify compliance with
Halal standards, including the absence of cross-con-
tamination with non-Halal substances and adherence to
strict hygiene protocols. Additionally, the product must
be labeled appropriately (e.g., as “fruit juice” rather than
“wine”) and meet Iran’s national standards for fruit juic-
es, as outlined by INSO. Certification bodies accredited
by INSO or recognized international organizations, such
as those aligned with SMIIC standards, conduct audits to
ensure compliance. Such terminology bans and certifica-
tion requirements are not unique to Iran; other countries
with strict Islamic laws also prohibit the use of terms tra-
ditionally associated with alcoholic beverages, complicat-
ing the marketing and labeling of non-alcoholic wines.

2.5.3 Impact on market expansion

These regulatory differences and terminology bans
create significant barriers for producers aiming to enter
or expand within Muslim-majority markets. The lack
of harmonized standards means that producers must
often tailor their products and marketing strategies to
meet the specific requirements of each country, increas-
ing costs and complexity. This fragmentation also limits
the potential for economies of scale, as producers cannot
standardize their products across multiple markets.

2.5.4 Need for harmonized standards

To facilitate market expansion and enable produc-
ers to effectively target the 2.0 billion Muslim consumers,
there is a pressing need for harmonized Halal certification
standards and clear, consistent regulations. Harmoniza-
tion would simplify the certification process, reduce com-
pliance costs, and enhance consumer trust by ensuring
uniformity in product standards. Clear regulations would
also help producers navigate the complex landscape more
efficiently, ultimately promoting the growth and accept-
ance of non-alcoholic wines in Muslim-majority regions.

The regulatory context for non-alcoholic wine is
marked by significant variations in Halal certification
standards and terminology requirements, creating sub-
stantial challenges for producers. Harmonizing these
standards and establishing clear, consistent regulations
are essential steps towards facilitating market expansion
and ensuring the successful adoption of non-alcoholic
wines in Muslim-majority regions. By addressing these
regulatory complexities, producers can better navigate
the evolving landscape, ultimately contributing to the
sustainable growth of the non-alcoholic wine industry.

3. METHODOLOGY
3.1 Research design

A sequential mixed-methods design was used: quali-
tative MEC laddering interviews (n=48, even across sev-
en countries) built HVMs, informing a quantitative sur-
vey analyzed via PLS-SEM (n=350).

3.1.1 Qualitative phase — laddering interviews

In the qualitative phase, we conducted laddering
interviews with 48 consumers, evenly distributed across
the seven countries included in the study: Germany,
Denmark, Sweden, Malaysia, Iran, Indonesia, and the
United Arab Emirates. Participants were selected based
on their prior consumption of non-alcoholic wine and
their willingness to participate in an in-depth interview.
Using Means-End Chain (MEC) theory, the interviews
elicited links between product attributes (e.g., Halal
certification, sensory quality), consequences (e.g., trust,
health motivation, social symbolism), and values (e.g.,
faith, wellness, belonging). For example, a typical lad-
dering chain in a Muslim-majority context might start
with the attribute “Halal-certified label,” leading to the
consequence “ensures religious compliance and reduces
doubt,” and culminating in the value “strengthens faith
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and community belonging.” Interviews were audio-
recorded, transcribed, and coded independently by two
researchers using content analysis, with inter-coder reli-
ability assessed via Cohen’s kappa (x = 0.82). Cut-off lev-
els for HVM construction were set at a minimum of 4
mentions per link to ensure meaningful representation,
following established MEC guidelines. Discrepancies
in coding were resolved through discussion. These data
were analyzed to construct Hierarchical Value Maps
(HVMs), which visually depict the cognitive structures
underlying consumer motivations. The constructs and
pathways identified in this phase were used to design the
questionnaire for the quantitative survey.

3.2 Data collection

To ensure cultural sensitivity in data collection, we
adapted the survey questions to account for cultural
nuances. For example, in Muslim-majority countries,
questions related to Halal certification were framed to
align with religious contexts. Measurement invariance
across groups was assessed using the MICOM (Meas-
urement Invariance of Composite Models) procedure in
SmartPLS 4, confirming configural invariance and par-
tial metric invariance, which supports valid multi-group
comparisons.

The quantitative data were analyzed using PLS-SEM
in SmartPLS 4, with 5,000 bootstrap resamples for sig-
nificance testing. Mediation effects were tested via boot-
strapping, revealing partial mediation in key paths (e.g.,
health motivation partially transmits the effect of senso-
ry acceptance on personal values, as indicated by signifi-
cant indirect effects with 95% CIs not crossing zero).

3.2.1 Survey administration

The questionnaire was distributed through online
panels, targeting adults aged 18 to 66. This age range
was chosen to capture a broad spectrum of consumer
preferences and behaviors, reflecting the diverse demo-
graphics of non-alcoholic wine consumers. The online
panel approach ensured a wide reach and facilitated the
collection of data from a geographically dispersed sam-
ple. However, this method may introduce limitations
related to sample selection bias. It potentially overrepre-
sents individuals who are digitally literate and underrep-
resents those with limited internet access. This is par-
ticularly true in rural or lower-income areas of Muslim-
majority countries, such as Indonesia.
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3.2.2 Demographic information

The questionnaire included a comprehensive set of
demographic questions to capture the respondents’ back-
ground and characteristics. These questions covered:

- Age: To understand the age distribution of non-alco-
holic wine consumers.

- Gender: To identify any gender-specific preferences
or behaviors.

- Religion: To segment respondents based on their
religious affiliations, which is particularly relevant in
the context of Halal certification.

- Education: To assess the educational background of
respondents, which can influence consumer aware-
ness and preferences.

- Occupation: To understand the professional back-
ground of respondents, which may correlate with
lifestyle choices and purchasing power.

- Cultural Background: To capture the cultural con-
text of respondents, which can influence their atti-
tudes towards non-alcoholic wine.

- Prior Use: To determine whether respondents had
previously consumed non-alcoholic wine.

- Use Frequency: To assess how often respondents
consume non-alcoholic wine, providing insights into
consumer habits.

3.2.3 Segmentation

To facilitate a detailed analysis of consumer motiva-
tions, respondents were segmented based on their reli-
gious affiliations:

- Muslim: Respondents who identified as Muslim
(coded as 1) and those who did not (coded as 0).

- Non-Muslim: Respondents who identified as Non-
Muslim or non-religious (coded as 1) and those
who identified with other religious affiliations (cod-
ed as 0).

This segmentation allowed for a comparative analy-
sis of consumer motivations between Muslim and Non-
Muslim markets, highlighting the distinct drivers in
each cultural context.

Multi-group analysis was conducted using self-iden-
tified religion, resulting in 134 Muslim and 216 Non-
Muslim respondents; these group sizes are applied con-
sistently across all MGA results.

3.2.4 Iranian data

In the case of Iran, 33 out of 50 respondents report-
ed having consumed non-alcoholic wine previously
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(Prior_Use = Yes). This finding is notable given Iran’s
ban on the production and sale of wine, both alcoholic
and non-alcoholic. The reported consumption likely
reflects experiences abroad, where Iranian consumers
have access to non-alcoholic wine products. This insight
underscores the potential market demand in Iran,
despite the regulatory restrictions. To assess the robust-
ness of this subgroup, we conducted a sensitivity check
by re-running the PLS-SEM analysis excluding Iranian
respondents with prior use; results showed minimal
changes in path coefficients (AP < 0.04), confirming the
stability of overall findings.

The data collection process was designed to capture
a comprehensive and balanced dataset, ensuring that the
study could effectively explore consumer motivations
across diverse cultural and religious contexts. By tar-
geting a broad age range and including detailed demo-
graphic questions, the study aimed to provide action-
able insights for producers and policymakers seeking to
expand the non-alcoholic wine market sustainably and
inclusively.

3.3 Questionnaire design

Section A: Demographics (A1-A9). Section B: 27 Lik-
ert items (1-5 scale) on constructs like Halal legitimacy
(B1-B4), health motivation (B5-B8), etc. Attention check
(B28) flagged 9 failures, retained after sensitivity check.

3.4 Data quality
No missing values. Sensitivity analysis showed AP

<0.03. Demographics summarized in Table 2 (e.g., mean
ages 40-49, balanced genders, education varying).

Table 2. Demographic characteristics.

Religion

Comy v Mot B0l e
Secular/Other)
Germany 50 45 25/24/1 10/35/5 30
Denmark 50 42 20/29/1 5/38/7 25
Sweden 50 40 22/27/1 5/40/5 35
Malaysia 50 48 20/29/1 45/3/2 20
Indonesia 50 46 25/24/1 48/0/2 25
UAE 50 47 22/27/1 43/5/2 20
Iran 50 49 20/29/1 40/8/2 15

3.4.1 Explanation of demographic characteristics

The Religion column reports counts for Muslim,
Non-Muslim, and Other respondents. “Other” includes
affiliations such as Christian, atheist, or unspecified reli-
gions. This segmentation focuses on the primary cul-
tural groups relevant to the study while acknowledging
diversity in religious affiliations.

- Germany: The sample included 50 respondents with
a mean age of 45. The gender distribution was 25
males, 24 females, and 1 other. The religious distri-
bution was 10 Muslim, 35 Non-Muslim, and 5 other
respondents. Thirty respondents had a bachelor’s
degree or higher.

- Denmark: The sample included 50 respondents with
a mean age of 42. The gender distribution was 20
males, 29 females, and 1 other. The religious distri-
bution was 5 Muslim, 38 Non-Muslim, and 7 other
respondents. Twenty-five respondents had a bach-
elor’s degree or higher.

- Sweden: The sample included 50 respondents with
a mean age of 40. The gender distribution was 22
males, 27 females, and 1 other. The religious distri-
bution was 5 Muslim, 40 Non-Muslim, and 5 other
respondents. Thirty-five respondents had a bach-
elor’s degree or higher.

- Malaysia: The sample included 50 respondents with
a mean age of 48. The gender distribution was 20
males, 29 females, and 1 other. The religious distri-
bution was 45 Muslim, 3 Non-Muslim, and 2 other
respondents. Twenty respondents had a bachelor’s
degree or higher.

- Indonesia: The sample included 50 respondents with
a mean age of 46. The gender distribution was 25
males, 24 females, and 1 other. The religious distri-
bution was 48 Muslim, 0 Non-Muslim, and 2 other
respondents. Twenty-five respondents had a bach-
elor’s degree or higher.

- UAE: The sample included 50 respondents with
a mean age of 47. The gender distribution was 22
males, 27 females, and 1 other. The religious distri-
bution was 43 Muslim, 5 Non-Muslim, and 2 other
respondents. Twenty respondents had a bachelor’s
degree or higher.

- Iran: The sample included 50 respondents with a
mean age of 49. The gender distribution was 20
males, 29 females, and 1 other. The religious distri-
bution was 40 Muslim, 8 Non-Muslim, and 2 other
respondents. Fifteen respondents had a bachelor’s
degree or higher.

The dataset used in this study is robust and free
from missing values. The sensitivity analysis confirms
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that the dataset is reliable, with negligible differences
observed when comparing results from the full dataset
and the subset excluding attention check failures. The
demographic characteristics of the respondents provide
a balanced and representative sample across the seven
countries, ensuring that the study’s findings are applica-
ble to diverse cultural and religious contexts.

3.5 Analysis

To analyze the data and address the research ques-
tion on cross-cultural drivers of consumer motivations
for non-alcoholic wine, we employed a combination of
advanced statistical techniques and theoretical frame-
works. The analysis was conducted using Partial Least
Squares Structural Equation Modeling (PLS-SEM) and
Means-End Chain (MEC) theory.

3.5.1 PLS-SEM analysis
3.5.1.1 Software and model assessment

The PLS-SEM analysis was conducted using Smart-
PLS 4.0, a powerful tool for structural equation mod-
eling. The model was assessed for reliability, convergent
validity, and discriminant validity to ensure robust and
reliable results. Prior to multi-group analysis, measure-
ment invariance was tested using the MICOM procedure
in SmartPLS, confirming partial measurement invari-
ance (compositional invariance established, no signifi-
cant differences in means or variances), allowing for val-
id group comparisons.

- Reliability: The composite reliability (CR) for all
constructs was assessed, with values exceeding the
recommended threshold of 0.7, indicating high
internal consistency.

- Convergent Validity: The average variance extracted
(AVE) for each construct was calculated, with values
exceeding the recommended threshold of 0.5, con-
firming that the constructs explained a significant
portion of the variance in the measured items.

- Discriminant Validity: The heterotrait-monotrait
ratio (HTMT) was used to assess discriminant
validity, with values less than the recommended
threshold of 0.85, ensuring that the constructs were
distinct from one another.

3.5.1.2 Structural paths and relationships

The structural paths within the PLS-SEM model
were tested to identify significant relationships between
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the constructs. The model provided insights into how
different factors such as Halal legitimacy, health motiva-
tion, sensory acceptance, social and symbolic fit, brand
trust, and personal and cultural values influence pur-
chase intention.

3.5.1.3 Multi- group analysis

To identify cultural differences in consumer motiva-
tions, a multi-group analysis was conducted comparing
Muslim (n = 134) and Non-Muslim (n = 216) respond-
ents. This analysis allowed us to explore how cultural
context influences the relationships between the con-
structs and purchase intention.

- Halal Legitimacy: In Muslim markets, Halal certi-
fication has a significant positive influence on pur-
chase intention (B = 0.31, 95% CI [0.13, 0.49], p <
0.001), whereas in Non-Muslim markets the effect is
not statistically significant (B = 0.05, 95% CI [-0.08,
0.18], p n.s.). This highlights the critical role of Halal
certification as a context-dependent legitimacy cue
in Muslim-majority countries.

- Health Motivation: In Non-Muslim markets, health
motivation is a strong driver of purchase inten-
tion (p = 0.55, 95% CI [0.31, 0.79], p < 0.001), with
a weaker but still significant effect in Muslim mar-
kets (p = 0.18, 95% CI [0.04, 0.32], p < 0.05). This
underscores the prominence of health-related moti-
vations in Non-Muslim markets, where consumption
decisions align more strongly with wellness-oriented
value systems.

3.5.1.4 MEC quantification

To further understand the underlying motivations,
Means-End Chain (MEC) theory was applied. Hierar-
chical Value Maps (HVMs) were used to visualize the
attribute-consequence-value (A-C-V) ladders, provid-
ing a detailed understanding of how product attributes
translate into consumer values.

- Muslim Markets: The MEC analysis revealed that
“Halal-certified” attributes lead to “Religious com-
pliance” consequences, which in turn align with
“Faith” values. For example, in Malaysia, 80% of
respondents linked Halal certification to their core
values.

- Non-Muslim Markets: In contrast, “Alcohol-free”
attributes lead to “Health benefits” consequences,
which align with “Wellness” values. For instance, in
Germany, 75% of respondents linked health benefits
to their purchase intentions.
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The analysis using PLS-SEM and MEC theory pro-
vided a comprehensive understanding of consumer moti-
vations for non-alcoholic wine across different cultural
contexts. The multi-group analysis highlighted signifi-
cant cultural differences, with Halal certification being
a critical factor in Muslim-majority markets and health
motivation being a key driver in Non-Muslim markets.
The MEC analysis further elucidated the underlying
cognitive processes, revealing how product attributes
translate into consumer values. These findings offer
actionable insights for producers and policymakers seek-
ing to expand the non-alcoholic wine market sustainably
and inclusively.

4. FINDINGS
4.1 Qualitative findings: MEC laddering and HVMs

Interviews showed Muslim consumers linking Halal
to trust and faith; Non-Muslim ones to health and well-
ness. Brand trust bridged attributes to values (see Fig-
ures 1-3 for integrated HVMs). The qualitative phase
also revealed mechanisms for building trust in Halal
certification, such as reliance on credible institutions
(e.g., JAKIM), concerns about fraud (mentioned by 15%
of Muslim respondents), and the need for familiar logos
and transparent information to enhance legitimacy.

4.2 Quantitative findings: PLS-SEM

The survey dataset (n = 350) was analyzed using
Partial Least Squares Structural Equation Modeling
(PLS-SEM). The measurement model met established
reliability and validity thresholds (CR > 0.70, AVE >
0.50, HTMT < 0.85). The structural model explained
48% of the variance in purchase intention (R* = 0.48).

Key results:

- Muslim consumers: Halal legitimacy has a signifi-
cant positive effect on purchase intention (B = 0.31,
95% CI [0.13, 0.49], p < 0.001), with brand trust act-
ing as a key mediator. Health motivation also con-
tributes (B = 0.18, 95% CI [0.04, 0.32], p < 0.05),
while sensory acceptance is not a significant direct
driver in this group (p =-0.09, n.s.).

- Non-Muslim consumers: Among Non-Muslim
respondents, health motivation emerges as the domi-
nant predictor of purchase intention (f = 0.55, 95%
CI [0.31, 0.79], p < 0.001), with brand trust mediat-
ing this relationship. Sensory acceptance does not
have a significant direct effect (p = 0.12, n.s.), oper-
ating indirectly through health motivation as shown

in the mediation analysis. Halal legitimacy shows
no significant influence in this group (p = 0.05,
n.s.). Interpreted through Institutional Theory and
MEC [10,12], this null result suggests that in secu-
lar contexts Halal certification does not function as
a meaningful legitimacy signal, remaining cognitive-
ly peripheral to value formation. Instead, purchase
decisions are primarily organized around wellness-
oriented consequences and experiential product
attributes, consistent with individualistic consump-
tion norms [11,14].

- Multi-group analysis (MGA): Permutation tests con-
firmed significant cross-group differences in the
effects of Halal legitimacy (AP = -0.26, p < 0.05) and
health motivation (AB = +0.37, p < 0.01).

4.3 Mixed- methods integration

By integrating the HVMs from the laddering phase
with the path coefficients from the survey, the results
demonstrate that:

- Qualitative ladders revealed the structure of con-
sumer meaning systems, while PLS-SEM quantified
their predictive strength.

- The Muslim HVM (Halal legitimacy - trust - faith
~ purchase intention) was validated statistically.

- The Non-Muslim HVM (sensory/health attributes -
wellness/social fit - identity - purchase intention)
was also supported by the PLS results.

- In both groups, brand trust operated as a bridge
from attribute-level evaluations to higher-order val-
ues, reinforcing the managerial importance of cred-

ible branding.

4.4 Descriptive statistics

The descriptive statistics provide an overview of
the mean scores for each construct across the seven
countries included in the study. These scores highlight
the varying levels of importance attributed to different
aspects of non-alcoholic wine consumption, reflecting
cultural differences. Table 3 presents the mean scores for
key constructs across the seven countries, highlighting
cultural differences in consumer motivations for non-
alcoholic wine.

In Muslim-majority countries (Malaysia, Indonesia,
UAE, Iran), Halal Legitimacy scores are notably higher
(e.g., Malaysia: M = 4.5), reflecting the critical role of
Halal certification in product acceptance. In contrast,
Non-Muslim countries (Germany, Denmark, Sweden)
show higher Health Motivation scores (e.g., Denmark: M
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Table 3 Mean Scores by Construct and Country.
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Construct Germany Denmark Sweden Malaysia Indonesia UAE Iran
Halal Legitimacy 3.2 3.0 3.1 4.5 4.4 43 4.2
Health Motivation 4.1 43 4.0 3.5 3.4 3.6 33
Sensory Acceptance 4.0 3.8 4.1 3.2 33 34 3.1
Purchase Intention 3.8 39 3.7 3.5 34 3.6 32

= 4.3), indicating a strong preference for health benefits.
Sensory Acceptance scores are relatively consistent, with
Sweden scoring highest (M = 4.1) and Iran lowest (M
= 3.1), suggesting varying emphasis on sensory attrib-
utes. Purchase Intention scores are moderately consist-
ent, with Germany (M = 3.8) showing stronger intent
than Iran (M = 3.2), likely influenced by regulatory con-
straints in the latter.

Health Motivation scores are generally higher in
Non-Muslim markets, reflecting a greater emphasis on
health benefits. Denmark, for example, has a mean score
of 4.3 for Health Motivation, indicating that health ben-
efits are a significant driver for non-alcoholic wine con-
sumption in this country. In contrast, Muslim-major-
ity countries like Indonesia have lower mean scores
for Health Motivation (M = 3.4), suggesting that while
health benefits are still important, they are not as critical
as Halal certification.

Sensory Acceptance scores are relatively consistent
across countries, with slight variations reflecting cul-
tural preferences. Sweden has the highest mean score for
Sensory Acceptance (M = 4.1), indicating that sensory
attributes such as taste and aroma are highly valued by
consumers in this country. In contrast, Iran has the low-
est mean score for Sensory Acceptance (M = 3.1), sug-
gesting that sensory attributes may be less of a priority
in this market.

Purchase Intention scores are also consistent across
countries, with slight variations reflecting cultural differ-
ences in consumer behavior. Germany has a mean score
of 3.8 for Purchase Intention, indicating a moderate level
of intention to purchase non-alcoholic wine. In contrast,
Iran has the lowest mean score for Purchase Intention
(M = 3.2), suggesting that while there is interest in non-
alcoholic wine, purchase intentions may be influenced by
regulatory restrictions and cultural norms.

The descriptive statistics highlight significant cultur-
al differences in consumer motivations for non-alcoholic
wine. Muslim-majority countries place a higher empha-
sis on Halal certification, while Non-Muslim countries
prioritize health benefits. Sensory acceptance and pur-
chase intention scores are relatively consistent across
countries, with slight variations reflecting cultural pref-

erences and regulatory environments. These findings
underscore the importance of understanding cultural
contexts in developing effective marketing strategies for
non-alcoholic wine.

4.5 Measurement model

Reliable (Cronbach’s o 0.77-0.88; CR 0.87-0.93; AVE
0.65-0.76; HTMT <0.85) (Table 4). Sensitivity confirmed
robustness.

Discriminant validity was assessed to ensure that
the constructs are distinct from one another. The results
are as follows:

- Heterotrait-Monotrait Ratio (HTMT): The HTMT
values were all below the recommended threshold
of 0.85, ensuring that the constructs are distinct and
not overlapping. This confirms that the constructs
are measuring different underlying concepts.

To further validate the robustness of the measure-
ment model, a sensitivity analysis was conducted. The
analysis compared the results obtained from the full
dataset of 350 respondents with those obtained from a
subset of 341 respondents, excluding the 9 respondents
who failed the attention check. The results showed neg-
ligible differences, with changes in the beta coeflicients
(AP) being less than 0.03. This confirms that the data-
set is robust and that the exclusion of the 9 respondents
does not significantly impact the study’s findings.

Table 4. Measurement Model Assessment (Composite Reliability,
AVE, HTMT).

Construct Items CR AVE }(1;2213
Halal Legitimacy 4 0.92 0.73 0.62
Health Motivation 4 0.89 0.68 0.59
Sensory Acceptance 4 0.88 0.65 0.57
Social Symbolism 5 0.91 0.71 0.64
Brand Trust 4 0.90 0.69 0.61
Personal Values 3 0.87 0.69 0.60
Purchase Intention 3 0.93 0.76 0.63
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The measurement model used in this study is robust
and reliable, with high internal consistency and ade-
quate convergent and discriminant validity. The sensitiv-
ity analysis further confirms the robustness of the data-
set, ensuring that the results are reliable and valid. These
findings provide a solid foundation for the subsequent
analysis and interpretation of the data.

4.6 Structural model

The structural model was developed to examine the
relationships between the key constructs and their influ-
ence on purchase intention. The model was estimated
using Partial Least Squares Structural Equation Mod-
eling (PLS-SEM) with SmartPLS 4.0. The results provide
valuable insights into the factors driving consumer moti-
vations for non-alcoholic wine across different cultural
contexts.

4.6.1 Model fit and key paths

The structural model explained 48% of the variance
in Purchase Intention (R* = 0.48), indicating a good fit
and substantial explanatory power. The key paths vary
by cultural group, as detailed in Table V, with the follow-
ing highlights:

- Halal Legitimacy - Purchase Intention: In Muslim-
majority contexts, the path coefficient (f = 0.31,
95% CI [0.13, 0.49], p < 0.001) indicates a significant
positive influence of Halal Legitimacy on Purchase
Intention; this effect is non-significant in Non-Mus-
lim contexts (p = 0.05, 95% CI [-0.08, 0.18], p n.s.).

- Health Motivation - Purchase Intention: In Non-
Muslim markets, the path coeflicient (f = 0.55, 95%
CI [0.31, 0.79], p < 0.001) indicates a strong positive
influence of Health Motivation on Purchase Inten-
tion; the effect is weaker but significant in Muslim
contexts (p = 0.18, 95% CI [0.04, 0.32], p < 0.05).

Table 5. Multi-Group structural model results.

- Mediation Effect: Mediation analysis using boot-
strapping (5,000 resamples) indicates a complemen-
tary partial mediation effect, whereby Health Moti-
vation transmits part of the influence of Sensory
Acceptance to Personal Values (indirect p = 0.32,
95% CI [0.19, 0.45], p < 0.01; direct p = 0.21, p <
0.05). Interpreted through the MEC framework [10],
this pattern suggests that favorable sensory evalua-
tions do not translate into value alignment on their
own; instead, sensory acceptance becomes behav-
iorally meaningful when it is cognitively reframed
as supporting personal wellness. Importantly, Sen-
sory Acceptance does not exert a direct effect on
Purchase Intention but operates indirectly through
Health Motivation. In individualistic contexts char-
acterized by health-oriented consumption norms
[11,14], health motivation thus functions as a key
consequence node linking product experience to
identity-related values.

Table 5 reports standardized path coefficients, 95%
confidence intervals, and permutation-based multi-
group comparisons for Muslim (n = 134) and Non-
Muslim (n = 216) samples, enabling direct assessment of
cross-cultural differences.

4.6.2 Multi- group analysis

To further explore cultural differences, a multi-
group analysis was conducted comparing Muslim (n =
134) and Non-Muslim (n = 216) respondents. Table V
reports standardized path coeflicients, 95% confidence
intervals, and permutation-based multi-group compari-
sons, enabling direct assessment of cross-cultural differ-
ences.

- Halal Legitimacy: The effect of Halal Legitimacy on
Purchase Intention is significant and substantially
stronger among Muslim respondents ( = 0.31, 95%
CI [0.13, 0.49], p < 0.001), while it is not statistically
significant among Non-Muslim respondents (f =
0.05, 95% CI [-0.08, 0.18], p n.s.). This result indi-

. Non-
0, - 0, -
Path Muslim B 95% CI ~ p-value Muslim 95% CI  p-value AB p(MGA)
Halal Legitimacy -~ Purchase Intention 0.31 [0.13,0.49] <0.001 0.05*  [-0.08, 0.18] n.s. -0.26 <0.05
Health Motivation -» Purchase Intention 0.18 [0.04,0.32] <0.05 0.55 [0.31,0.79] <0.001 +0.37 <0.01
Sensory Acceptance - Purchase Intention -0.09*  [-0.21, 0.03] n.s. 0.12*  [-0.05, 0.29] n.s. +0.21 n.s.
Personal Values -~ Purchase Intention 0.22 [0.08,0.36]  <0.01 0.16 [0.04,0.28]  <0.05 -0.06 n.s.

Note: Confidence intervals are based on 5,000 bootstrap resamples.

Multi-group differences (AB) were assessed using permutation-based MGA. Non-significant paths included for comparability across groups.
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cates that Halal certification functions as a context-
dependent institutional signal, acting as a purchase
driver in Muslim-majority markets but not in Non-
Muslim contexts.

Appendix A, Figure 1 illustrates the path diagram
for Muslim respondents, highlighting the role of
Halal Legitimacy in shaping Purchase Intention.

- Health Motivation: The effect of Health Motivation
on Purchase Intention is stronger in the Non-Mus-
lim group (P = 0.55, 95% CI [0.31, 0.79], p < 0.001)
compared to the Muslim group (p = 0.18, 95% CI
[0.04, 0.32], p < 0.05). This pattern underscores the
prominence of health-related motivations in Non-
Muslim markets, where consumption decisions are
more strongly aligned with wellness-oriented value
systems.

Appendix A, Figure 2 shows the path diagram for
Non-Muslim respondents, emphasizing the domi-
nant role of Health Motivation.

4.6.3 Conceptual framework

The structural model empirically tests the hypoth-
eses derived from the integrated theoretical framework
in Section 2.2. Figure 3 presents the a priori conceptual
framework derived from MEC theory and its integration
with cultural, institutional, and behavioral perspectives,
specifying the hypothesized pathways through which
product attributes are cognitively translated into values
and subsequently into purchase intention across cultural
contexts.

The framework highlights the following key con-
structs and their relationships:

- Halal Legitimacy: The importance of Halal certifica-
tion in Muslim-majority markets.

- Health Motivation: The role of health benefits in
driving non-alcoholic wine adoption in Non-Muslim
markets.

- Sensory Acceptance: The influence of sensory attrib-
utes (taste and aroma) on consumer acceptance.

- Brand Trust: The impact of brand reputation and
trust on purchase decisions.

- Social & Symbolic Fit: The alignment of non-alco-
holic wine with social and symbolic contexts.

- Personal & Cultural Values: The alignment of non-
alcoholic wine with personal and cultural values.

Figure 4 in the Appendix provides a detailed path
diagram for the overall sample, complementing the con-
ceptual framework in Figure 3 by illustrating empirical
relationships.
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Figure 3. Conceptual Framework illustrating the relationships
between key constructs and their influence on Purchase Intention.

The structural model and multi-group analysis pro-
vide a comprehensive understanding of the factors influ-
encing consumer motivations for non-alcoholic wine
across different cultural contexts. The results highlight
the critical role of Halal certification in Muslim-majority
markets and the importance of health benefits in Non-
Muslim markets. The mediation effect of health motiva-
tion underscores the complex interplay between sensory
acceptance and personal values. These findings offer
actionable insights for producers and policymakers seek-
ing to expand the non-alcoholic wine market sustainably
and inclusively.

4.6.4 Map of study countries

To provide a visual representation of the cultural
and religious profiles of the study countries, a map was
created to highlight the distinct characteristics of each
region. This map aids in understanding the geographical
context and the cultural nuances that influence consum-
er motivations for non-alcoholic wine.

The map includes the following countries with anno-
tations indicating their cultural and religious profiles:

- Germany, Denmark and Sweden: Non-Muslim-
majority country with a focus on health and sensory
satisfaction.

- Iran, Indonesia, Malaysia and UAE : Muslim-major-
ity country with a focus on Halal certification and
religious compliance.
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Figure 5. Map of Study Countries highlighting the cultural and reli-
gious profiles (Secular vs. Muslim-majority).

The map of study countries provides a clear visual
representation of the cultural and religious profiles of
the regions included in the study. This geographical con-
text is essential for understanding the distinct consumer
motivations and market dynamics in Non-Muslim and
Muslim-majority markets. By highlighting these profiles,
the map underscores the importance of tailoring mar-
keting strategies to align with the specific cultural and
religious contexts of each region.

4.7 Hierarchical value maps

Hierarchical Value Maps (HVMs) illustrate the
attribute-consequence-value (A-C-V) ladders for non-
alcoholic wine consumption in Muslim and Non-Mus-
lim markets (Figure 9).

Figure 6 presents the Hierarchical Value Map for the
overall sample, providing an integrated view of attribute-
consequence-value ladders.

Muslim Markets: In Muslim-majority countries,
the HVM links “Halal-certified” attributes to “Religious
compliance” consequences, culminating in “Faith” val-
ues. For instance, in Malaysia, 80% of respondents con-
nected Halal certification to their core values, under-
scoring its role as a gatekeeper for product acceptance.

Figure 7, shown in the Appendix, illustrates the
Hierarchical Value Map for Muslim respondents, high-
lighting the Halal-certified - Religious compliance -
Faith ladder.

Non-Muslim Markets: In Non-Muslim-majority
countries, the HVM links “Alcohol-free” attributes to
“Health benefits” consequences, aligning with “Well-
ness” values. In Germany, 75% of respondents tied
health benefits to purchase intentions, highlighting the
priority of health motivation.

Figure 8 in the Appendix shows the Hierarchical
Value Map for Non-Muslim respondents, emphasizing
the Alcohol-free » Health benefits -~ Wellness ladder.

Figure 9 illustrates A-C-V ladders for Muslim
(Halal-certified - Religious compliance - Faith) and
Non-Muslim (Alcohol-free -~ Health benefits >~ Well-
ness) markets.

Figures 1, 2, 4, 7, 8, and 10 have been moved to
Appendix A to streamline the main text and reduce
redundancy with Table 5.

4.8 Cross- country contrasts
The study reveals distinct consumer motivations

across cultural contexts. In Western Non-Muslim mar-
kets (Germany, Denmark, Sweden), health motivation
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Figure 6. Hierarchical value map. Overall sample.
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Figure 9. Hierarchical Value Maps (HVM).

drives non-alcoholic wine consumption, with sensory
acceptance contributing indirectly through health bene-
fits, reflecting individualistic values and the “sober-curi-
ous” movement. In Muslim-majority markets (Malaysia,
Indonesia, UAE, Iran), Halal legitimacy is paramount,
ensuring compliance with Islamic dietary laws. For
example, despite Iran’s ban on wine terminology, travel-
based responses indicate that Halal certification remains
a key factor for Iranian consumers purchasing non-alco-
holic wine abroad. These contrasts highlight the need

29 (9.5%)

A 'ntion

for tailored marketing strategies to address diverse con-
sumer preferences.

Figure 10 in the Appendix integrates MEC lad-
ders with predictive paths, illustrating how qualitative
and quantitative findings converge to explain consumer
motivations across cultural contexts.

5. DISCUSSION AND IMPLICATIONS
5.1 Academic contributions

This work extends MEC [10] to cross-cultural set-
tings, blending with Hofstede’s Cultural Dimensions
(2001), Institutional Theory [12], and Theory of Planned
Behavior [13] for a holistic view. The integrated frame-
work advances theory by demonstrating how cultural
dimensions moderate institutional legitimacy signals
(e.g., Halal) in shaping planned behaviors, offering a
novel lens beyond prior fragmented applications.

This mediation structure empirically supports the
MEC proposition that product attributes acquire moti-
vational force only when cognitively translated into per-
sonally meaningful consequences [10].

5.1.1 Extension of MEC theory

The application of MEC theory in this study extends
its use beyond traditional marketing contexts to explore
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cross-cultural and religious differences in consumer
motivations. By linking product attributes to consum-
er values through the lens of MEC, this study offers
a nuanced understanding of how non-alcoholic wine
attributes drive consumer values in both Non-Muslim
and Muslim-majority markets. This extension of MEC
theory provides a robust methodological approach for
analyzing consumer behavior in diverse cultural contexts.

5.1.2 Integration of theoretical frameworks

The integration of Hofstede’s Cultural Dimensions,
Institutional Theory, and TPB enriches the understand-
ing of consumer motivations by considering cultural,
institutional, and behavioral factors. Hofstede’s dimen-
sions, particularly uncertainty avoidance and individu-
alism, provide insights into how cultural contexts shape
consumer preferences and decision-making processes.
Institutional Theory highlights the role of Halal cer-
tification in ensuring product legitimacy in Muslim
markets, while TPB underscores the influence of health
beliefs and social norms on purchase intentions. This
multi-theoretical approach offers a holistic view of con-
sumer motivations, contributing to the broader literature
on cross-cultural marketing.

5.1.3 Empirical findings and theoretical implications

The empirical findings of this study confirm the
importance of cultural context in shaping consumer
motivations. In Muslim-majority markets, the critical
role of Halal certification aligns with high uncertainty
avoidance and the need for religious compliance. In con-
trast, Non-Muslim markets prioritize health benefits and
sensory satisfaction, reflecting individualistic values and
a focus on personal well-being. These findings support
the theoretical frameworks used and provide empirical
evidence for the influence of cultural and religious con-
texts on consumer behavior.

The absence of Halal effects in Non-Muslim markets
reinforces the context-dependence of institutional legiti-
macy cues, highlighting that certification only enters
MEC ladders where it aligns with culturally embedded
value systems.

This study’s academic contributions lie in its exten-
sion of MEC theory to cross-cultural and religious con-
texts and the integration of multiple theoretical frame-
works to explain consumer motivations. By providing a
comprehensive analysis of consumer motivations for non-
alcoholic wine, this research enhances the understand-
ing of how cultural and religious contexts influence mar-

ket dynamics. These findings offer valuable insights for
future research and contribute to the broader literature
on cross-cultural marketing and consumer behavior.

5.2 Managerial implications

The findings of this study offer several actionable
insights for managers and marketers aiming to expand
the non-alcoholic wine market sustainably and inclusive-
ly. These implications are tailored to address the distinct
motivations and preferences of consumers in both Non-
Muslim and Muslim-majority markets.

5.2.1 Dual- branding strategies

To effectively target diverse consumer segments,
dual-branding strategies are recommended:

In Non-Muslim markets, campaigns that emphasize
health benefits and sensory satisfaction are likely to reso-
nate strongly with consumers, for example by highlight-
ing low-calorie or heart-healthy attributes. By contrast,
in Muslim-majority countries, branding strategies must
place Halal legitimacy at the center: certification logos
should be prominently displayed, and in contexts such as
Iran, alternative labels like “grape beverage” are neces-
sary to comply with regulations while still conveying the
product’s nature.

5.2.2 Digital marketing initiatives

Leveraging digital platforms can enhance brand vis-
ibility and consumer trust:

Instagram influencers can be particularly effective
in Muslim-majority markets, especially among young-
er consumers, provided that their endorsements are
anchored in verifiable Halal certification. Prior research
on Halal marketing and digital trust-building [3,12] sup-
ports the idea that trusted third-party signals enhance
legitimacy. Thus, when influencers explicitly highlight
certification or institutional endorsements, their impact
on credibility and adoption is likely to be stronger.

5.2.3 Packaging innovations

Packaging plays a crucial role in communicating
product attributes and aligning with consumer values:

In Non-Muslim markets, sensory-enhanced packag-
ing that highlights taste and aroma can attract consum-
ers by positioning non-alcoholic wine as a satisfying
alternative to traditional products. For Muslim consum-
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ers, by contrast, packaging should prominently display
Halal certification logos, since clear visual confirmation
of compliance with dietary laws reassures buyers and
fosters acceptance.

The managerial implications derived from this study
provide actionable strategies for expanding the non-alco-
holic wine market. By adopting dual-branding strate-
gies, leveraging digital marketing through social media
influencers, and innovating packaging design, producers
can effectively target diverse consumer segments. These
strategies address the distinct motivations and prefer-
ences of consumers in Non-Muslim and Muslim-major-
ity markets, contributing to the sustainable and inclusive
growth of the non-alcoholic wine industry.

5.3 Policy implications

The findings of this study highlight several criti-
cal policy implications, particularly in the context of
unlocking the significant potential of the 1.9 billion
Muslim consumer market. These implications focus on
the need for harmonized Halal standards and clear, con-
sistent terminology for non-alcoholic products.

5.3.1 Harmonized halal standards

One of the most significant barriers to the expan-
sion of the non-alcoholic wine market in Muslim-major-
ity countries is the lack of harmonized Halal certifica-
tion standards. Currently, different countries have their
own certification bodies and standards, such as JAKIM
in Malaysia and ESMA in the UAE. This fragmentation
creates confusion for producers and consumers alike,
leading to increased costs and complexities in the certi-
fication process.

Table 6. Summary of managerial and policy implications.
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Policymakers and regulatory bodies should work
towards harmonizing Halal certification standards
across countries by creating unified guidelines and cri-
teria. Such streamlining would lower certification-related
expenses and operational hurdles for producers, while
building greater consumer confidence through uniform,
reliable Halal benchmarks.

5.3.2 Clear and consistent terminology

Inconsistent terminology across jurisdictions is a
practical barrier to consumer understanding and market
access — for example, Iran’s statutory ban on the term
“wine” requires alternative descriptors such as “grape
beverage,” which can confuse cross-border consumers
and traders [9]. Regulators should therefore promote
clear, context-sensitive labeling frameworks that recon-
cile national legal constraints with consumer transpar-
ency: validated alternative descriptors (where “wine” is
prohibited), harmonized ingredient/process disclosures,
and agreed test thresholds for residual alcohol would
minimize confusion and prevent misleading claims
across markets [15].

Complementing labeling reform, targeted consum-
er-education initiatives co-designed with trusted local
stakeholders (including religious and community lead-
ers) can explain what “non-alcoholic” entails, clarify the
role and limits of Halal certification, and responsibly
communicate any health-related claims. Such culturally
sensitive education campaigns are likely to boost under-
standing and reliability - particularly in markets less
familiar with these product categories — and thus facili-
tate acceptance and market entry [3].

The policy implications of this study underscore the
importance of harmonized Halal standards and clear,
consistent terminology in unlocking the potential of the
non-alcoholic wine market in Muslim-majority coun-

Stakeholder ~ Target Market Key Implication Basis in Findings
Emphasize health benefits (low-calorie, heart- Strong effect of Health Motivation (p = 0.55) on
Producers Secular markets healthy) in branding, with sensory appeal Purchase Intention; Sensory Acceptance was not a

supporting indirectly through health motivation.

Muslim-majority

Producers certification; use compliant terminology (e.g.,
markets « »
grape beverage” in Iran).
. Global/Muslim  Harmonize Halal certification standards and clarify
Policymakers . . .
markets labeling regulations for non-alcoholic products.
Partner with trusted institutions (e.g., JAKIM)
Marketers Muslim markets and use social-media influencers to highlight

certification.

Obtain and prominently display recognized Halal

significant direct driver.

Halal Legitimacy is a key driver (f = 0.31) and a
prerequisite for trust in these markets.

Fragmented standards increase costs; clear labels
reduce consumer confusion [9,15].

Qualitative findings show trust is built through
credible institutions and transparent communication

(3.
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tries. By streamlining certification processes and advo-
cating for standardized labeling practices, policymakers
can reduce barriers to market entry and enhance con-
sumer trust. These measures are crucial for the sustain-
able and inclusive expansion of the non-alcoholic wine
industry, ensuring that it can effectively serve the needs
of diverse consumer segments.

6. CONCLUSION

This study provides a comprehensive analysis of con-
sumer motivations for non-alcoholic wine across diverse
cultural contexts, confirming the distinct drivers in Non-
Muslim and Muslim-majority markets. In Non-Muslim
markets such as Germany, Denmark, and Sweden, health
and sensory attributes are primary motivators, reflecting
a preference for low-calorie, heart-healthy, and sensory-
pleasing alternatives to traditional alcoholic beverages.
Conversely, in Muslim-majority markets such as Malay-
sia, Indonesia, the UAE, and Iran, Halal legitimacy is
paramount, underscoring the importance of religious
compliance and certification in product acceptance.

6.1 Academic contributions

This research makes several significant academic
contributions. By extending Means-End Chain (MEC)
theory to cross-cultural contexts, the study offers a
nuanced understanding of how product attributes trans-
late into consumer values across different cultural and
religious backgrounds. The integration of Hofstede’s
Cultural Dimensions, Institutional Theory, and the The-
ory of Planned Behavior (TPB) provides a robust theo-
retical framework for analyzing consumer motivations.
This multi-theoretical approach enriches the literature
on cross-cultural marketing and consumer behavior,
offering a comprehensive lens through which to under-
stand the complex interplay between cultural contexts
and consumer preferences.

6.2 Practical implications

The findings provide actionable strategies for
expanding the non-alcoholic wine market sustainably
and inclusively. As detailed in Section 5.2, dual-branding
strategies, digital marketing initiatives, and packaging
innovations can effectively target diverse consumer seg-
ments. Additionally, harmonized Halal standards and
clear, consistent terminology are critical for reducing
certification and labeling barriers, enhancing consumer

trust, and unlocking the potential of the 1.9 billion Mus-
lim consumer market.

7. LIMITATIONS AND FUTURE
RESEARCH DIRECTIONS

While this study offers robust insights, it is limited
to seven countries, potentially restricting generalizabil-
ity; future work could expand to additional regions. The
reliance on online panels may introduce selection bias,
such as in Iran where the sample skews toward less reli-
gious respondents, as discussed in the methodology, and
the cross-sectional design precludes causal inferences
over time. Longitudinal studies could track changes in
consumer adoption over time, providing insights into
evolving preferences and market trends. Compara-
tive analyses of urban versus rural consumers, leverag-
ing variables such as occupation and education, could
reveal differences in motivations and market opportuni-
ties. The impact of social media on consumer trust, par-
ticularly in the context of Halal certification, could be
explored to understand how digital platforms influence
consumer behavior. Finally, cross-cultural comparisons
beyond the seven countries studied here could provide a
broader perspective on global market dynamics and con-
sumer preferences.

This study confirms the distinct drivers of non-
alcoholic wine consumption in Non-Muslim and Mus-
lim-majority markets, offering valuable insights for sus-
tainable market growth. By extending MEC theory to
cross-cultural contexts and providing actionable dual-
branding and policy solutions, this research contributes
to both academic and practical understandings of con-
sumer motivations. Future research can build on these
findings to explore longitudinal trends, urban-rural dif-
ferences, the impact of social media, and cross-cultural
comparisons, further enriching our knowledge of this
evolving market.
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Figure 7. Hierarchical Value Map. Muslim respondents (N = 134).
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