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Abstract

The steady decline in traditional wine consumption, together with the growing demand for alcohol-
free alternatives, is driving significant changes across wine value chains—particularly in
Mediterranean countries, where wine holds deep cultural significance. This study examines Cretan
consumers’ willingness to try alcohol-free wines when such willingness is shaped by current market
trends. It identifies combinations of personal characteristics, health-related motivations, price

sensitivity, and prior experience with alcohol-free products. Using fuzzy-set Qualitative Comparative

Analysis (fsSQCA), the findings identify multiple sufficient configurations that a

and low willingness to try alcohol-free wines, illustrating equifinality and causal netry. Health

familiarity with alcohol-free products further supports consumer o
The results also highlight several exploratory configurationa
consumers; younger individuals, who are more price-s

familiarity outweighs cost considerations. These insigh

Keywords: Alcohol-fi ine; consWmer behavior; fSQCA; Crete; Mediterranean island; wine

economics.

1. INTRODUET
ctor isfavigating a challenging period, marked by a sustained decline in wine
y in Mediterranean countries, where wine has historically been a deeply
rooted cultu [1,2]. At the same time, an increasing share of consumers is opting for alcohol-
free beverag riven by new social sensibilities, heightened health concerns, and movements such

as the sober curious trend [3,4].

Within this evolving landscape, the market for alcohol-free wines has emerged as a stable response
to changing consumer preferences. Growth forecasts—indicating a compound annual rate close to
10% and an estimated market value of USD 5.2 billion by 2033—highlight the potential of these

products to transform the sector’s production and commercial structures [5,6]. These developments
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are reshaping competitive dynamics within the sector and encouraging actors across the European

wine value chain to reconsider their strategic approaches.

However, the willingness to try of alcohol-free wines faces cultural, sensory, and economic barriers
in traditional Mediterranean contexts. Wine is deeply intertwined with the region’s social and
gastronomic identity, which makes it difficult for consumers to accept alternatives perceived as less
authentic or of lower quality [7,8]. These constraints are particularly challenging in insular production

systems, such as Crete. For Cretan wineries, predominantly small-scale operations, this trend requires

adapting production processes, integrating expensive dealcoholization technologtes, and redefining

value propositions to remain competitive in the face of more innovative market p

significant gap in understanding the complex, asymmetric ations of consumer traits (the

specific "recipes" of motivations and characteristics) t ith consumer’s willingness

to try alcohol-free wines in a deeply rooted wine gmltu

This study addresses these issues throug -set Qualitative Comparative Analysis (fSQCA)
applied to Cretan consumers. Th to the literature in several ways. First, it

iterranean island market that is undergoing

adaptation for Stnall-scale wineries in traditional regions.

2. BACKGROUND AND RESEARCH QUESTIONS

2.1. Mediterranean Wine Culture, Consumer Barriers, and Drivers of Alcohol-free Wines
Adoption

In the Mediterranean context, wine occupies a central place in cultural identity and is closely

intertwined with social and gastronomic practices. This deep-rooted tradition makes the acceptance

of alcohol-free alternatives more challenging, as such products are often perceived as less authentic
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or of inferior quality [13,14]. Sensory perceptions also play a significant role: simply knowing that a
wine contains little or no alcohol can negatively influence its evaluation, regardless of its actual
sensory attributes [7,8].

These cultural and sensory barriers are compounded by economic and structural constraints.
Producing alcohol-free wines requires specific technologies that involve substantial investment,
which can be particularly burdensome for small and medium-sized wineries [11,12]. Moreover, price
sensitivity among Mediterranean consumers may limit their willingness to pay for these products,

especially when the added value is not immediately evident.

Despite these obstacles, several factors may encourage consumer’s willingness toStky alcohol-free
wines. Health-related motivations have gained prominence in recent years, reflec ader societal
concerns about alcohol consumption and well-being (15-20). At the i Blogical
advances have improved the sensory quality of alcohol-free wines gaelpi ce initial scepticism
and increase consumer’s willingness to try them [21,22]. Overall, t i ontext presents
a complex interplay between long-standing cultural barriers ortunities driven by

shifting motivations and technological innovation.

2.2. A Configurational Perspective on Co r ensity toward Alcohol-Free Wines
The willingness to try alcohol-free wines dependSien the interplay of sociodemographic, motivational,
and psychosocial factors that interact{to shap rent configurational patterns. From a
configurational perspective, the iti ngtjoperate in isolation; rather, they combine into
patterns that help explain why som: how greater openness toward alcohol-free beverages,
while others remain m
Recent market analys dicate that®alcohol-free wines are gaining traction as consumers
increasingly prioriti alth, and responsible drinking. This shift is reshaping wine value
chains in Me ancan tegions, where traditional consumption patterns are undergoing
trans e roducers face growing pressure to diversify portfolios and adapt
communicagi es to evolving expectations.

Among pers factors, education level emerges as a relevant element, as higher educational
attainment is ‘Often associated with more health-oriented behaviors [16]. Place of residence also
introduces differences, with urban consumers typically more exposed to new trends [14]. Health-
related motivations represent another key driver, consistent with growing awareness of the risks
associated with alcohol consumption [15,23]. Social norms further influence the willingness to try
alcohol-free wines [22], and sensory experience plays a decisive role in shaping willingness to try

these products [7,24].
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From this perspective, these conditions combine to form different configurational patterns. This
approach makes it possible to identify multiple sufficient configurations that explain both high and
low propensity to consume alcohol-free wines—an especially valuable insight in culturally complex
markets such as those of the Mediterranean region.

While previous studies have examined consumer responses to alcohol-free or no/low-alcohol wines,
empirical evidence remains fragmented and focuses predominantly on isolated predictors. These
studies are focused on specific geographical contexts such as Australia [25] and France [24], or

targeted very narrow segments, such as university students in Italy [26]. As syrthesised in literature

reviews [23], consumer behavior regarding wine innovations (including alcohol-f¥@e alternatives),
constitutes a core research theme, yet it is still under-researched from a holist
study advances this literature by adopting a fuzzy-set approach that captur

antecedent conditions within a Mediterranean cultural setting.

2.3. Research Questions
Although interest in alcohol-free beverages and changing 0 atterns (i.e. rising preference
for moderation) is growing across Europe, important g arding how different patterns of
consumer responses toward these products are fo, dies have explored personal,
motivational, and consumption-related f: e willingness to try alcohol-free

beverages, these dynamics remain unde iterranean settings, where long-standing

Within this landscape, tinction concerns the emergence of “rational consumers”.

These consumers arggmdi Is who base their decisions on deliberate, cost-benefit evaluations of

from a holisti tive. Moreover, no previous studies have applied a configurational approach
to analyze the tf@nd-driven willingness to try alcohol-free wines in Greece or in other Mediterranean
countries. This gap is relevant because equifinality and causal asymmetry are common features of
consumer behavior in culturally complex markets. The lack of evidence on how variables such as
education, health orientation, prior experience with alcohol-free products, or price sensitivity
combine limits the ability of wineries and value chain actors to design effective segmentation and

adaptation strategies.

In this context, the present study addresses the following research questions, aligned with the

configurational analysis proposed:
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RQ1: Which configurations of sociodemographic, motivational, and consumption-related factors

explain a high trend-driven willingness to try alcohol-free wines in Greece?

RQ2: How can these configurations provide preliminary insights for adaptation strategies for

producers and actors within the wine value chain responding to this trend-influenced consumer trial?

These questions directly correspond to the results obtained through fsSQCA and provide a clear
empirical and theoretical contribution by identifying complex causal patterns that explain the trend-

driven willingness to try and not to try alcohol-free wines in a Mediterranean market.

3. MATERIAL AND METHODS
3.1. Data

Greece represents a clear example of the Mediterranean wine cons ion ere viticultural

ies, per capita wine

consumption has steadily declined over recent decades, re ader cultural shifts such as
increased concern for health, growing interest in mo ways of relating to alcohol
[1,2,27]. At the same time, interest in low- an has been rising, particularly

among younger consumers and those living i n areas, 111 1the with healthier lifestyle trends such

as the sober curious movement [3,4,28,29 on standpoint, recent OI'V data show that

icant drop in wine output in 2023 [30]. This

ough an online survey conducted between 26 May 2025 and 18
cleaning; we obtained 71 valid observations to evaluate the item “Propensity to
” (PTR) which serves as our outcome variable. The sample size obtained in
this study propriate for fsSQCA, a methodology particularly useful for handling medium-
sized samples Where the goal is to uncover multiple situational causalities rather than net effects
[31,32]. Furthermore, a sample of this size enhances the robustness of the findings by reducing the
likelihood of "limited diversity"—a common problem in QCA studies with small samples—thus

providing an appropriate basis for identifying necessary and sufficient conditions (33-35).

The sample was obtained through voluntary participation in an online survey disseminated through
social networks and local community channels. While this recruitment strategy implies a potential
self-selection bias, it is instrumentally valuable within a configurational framework; it facilitates the

inclusion on engaged respondents with distinct viewpoints, which is particularly valuable for



201  identifying the asymmetric combinations of conditions that drive consumer behaviour. To provide a

202  clear overview of the respondent profile, Table 1 summarizing key sociodemographic characteristics

203  has been added.

204  Table 1. Descriptive profile of the respondents

Variable Category / Metric Frequency Percentage
(n) (%)

Sociodemographic

characteristics

Age Groups Young adults (18-34 2%

years)

26
Middle-aged adults (35-5 Q 46.48%
years) \
Older adults (age ov 1 16.90%
years)
Gender Female ( % 35 49.30%
Maleg0) ( l 36 50.70%
Seéondary Sc 1 1.41%

Education Level

1 1.41%
ocational training 5 7.04%
iversity — 7 9.89%
Undergraduate-
University — Postgraduate- 57 80.28%
abi prior
everages Yes (1) 48 67.61%
consumption
No (0) 23 32.39%
Mean SD
Other influences (Likert Scale 1-5)

Health Orientation 2.73 1.04
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Price Sensitivity 2.18 1.14

For descriptive and grouping purposes, age groups were classified following common demographic
criteria in Mediterranean wine-consumption studies. Young adults were defined as respondents aged
18-34 (n = 26), middle-aged adults as 35-54 (n = 33), and older adults as 55 or above (n = 12). This

classification is consistent with the age distribution observed in the sample.

The antecedent conditions included personal characteristics (age, gender, afid education level),

Table 2. Descriptions of variables

N o\

Variable Symbols Definition

Outcome: Propensity to try based on Trends

-
Wrrent trends influence your willingness
I-free w (1-5)

it), 3 (Some), 2 (Little), 1 (None)

Propensity based PTR Item “7o
on Trends try alc

Antecedent conditions

Sociodemographic

Age

Gen 0 male; 1 female

Education 1 Item “Education level” (1-5)

5 (University -Postgraduate-), 4 (University -Undergraduate-), 3
(Vocational training), 2 (High school), 1 (Secondary school)

Consumer habits and prior experience
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Non-Alcoholic ~ NAC Item “Have you tried or are you willing to try non-alcoholic wine?”
Consumption 1 (Yes), 0 (No)
(experience  or

willingness)

Other influences

Health HE Item “To what extent does health influence your willingness to try

non-alcoholic wines?”

5 (A lot), 4 (Quite a bit), 3 (Some), 2 (Little), 1 (Neoi

Price PR Item “To what extent does price influenc

non-alcoholic wines?”’

5 (A lot), 4 (Quite a bit), 3 (Some) ittl )

It should be noted that NAC captures previous experi

outcome variable (PTR) captures trend-driven will

conceptually related, the constructs are not equivdlent.

In line with the preceding discussion, the €oncept developed for this study is presented in

Figure 1. The objective is to app configuratiofial approach [36] to assess how the antecedent
conditions described above combi t high trend-driven propensity to try alcohol-free

wine.

W
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Figure 1. Conceptual model

Antecedent conditions

______________ -
Personal characteristics _ __
I - - |
I I
I I |—————— 1
| | I Outcome |
|
| ,' | | |
| L——e__ | | |
N | Propensity to |
I Consumer \\ | SR I consume |
I :x:__ :_t:f\ propension ) I based on
I g TTTTN N N-AC / | | Trends |
/s

| P | I
| | |
I I
| I
I I

______________ —
Consequently, this analysis serves as a prelimina p on ofithe €@nfigurations that may lead to
Propensity to try based on Trends (PTR), provi a foun for further empirical validation.

In line with this methodological positionfig, the id configurations should be understood as

exploratory patterns that are ints he specific context and sample of this study.
Accordingly, they should not be generalizable consumer typologies but rather as

preliminary insights t

3.2. Methodology

In the social sciences, most relationships are asymmetric: the same causal condition may lead to

different effects depending on the presence or absence of other conditions [40]. For this reason,
fSQCA enables the identification of necessary and sufficient conditions, as well as conditions that,
while not sufficient on their own, form part of configurations that lead to the outcome. Accordingly,

both a necessity analysis and a sufficiency analysis are conducted.
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In addition, fSQCA transforms raw data into fuzzy sets (ranging from 0 to 1) through a calibration
process. This process establishes three thresholds: full membership, full non-membership, and the
crossover point. Following [40] we apply the direct method based on percentiles (95th—50th—5th).
For each continuous and Likert-scale variable, the calibration anchors corresponding to full
membership, crossover, and full non-membership were derived from the 95", 50", and 5™ percentiles,
respectively (Table 3). This percentile-based approach is appropriate given the absence of objective
external benchmarks for the constructs analyzed, thereby anchoring the qualitative thresholds within
the sample’s specific distribution. Binary variables were treated as crisp sets, 0 indicating full

at 0of 0.001 was

non-membership and 1 indicating full membership. In accordance with [36], a con
added to all calibrated variables with values less than 1 to avoid cases with fuzzy-set

membership score of 0.5 [31].

Table 3. Calibration anchors for the direct calibration of fuzzy set

Full non-
Full membership ‘
‘ membership
(95™ percentile _
(5™ percentile)
Age 64. 22.5
Education Level 5. 3.0
Non-alcoholic beverages
2.0 1.0
consumption
Price 2.0 1.0
Health 2.0 2.0
Propensity based o ds 2.0 1.0

to contextualiz€the minimization process.

Once the data are calibrated, a truth table is constructed, displaying all possible combinations of

causal conditions along with their consistency index (41). This index is calculated as:

X(min(X;,Y)
XX

Consistency(X; < Y;) =

where Xi represents the membership score in a given combination of conditions and Yi the

membership score in the outcome.
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In general, values above 0.8 indicate sufficient conditions; in this study, we set the threshold at 0.85.

The truth table also reports the number of cases explained by each configuration (frequency). For
small- to medium-sized samples, a minimum of two cases is recommended [31,36]. Configurations

that do not meet the consistency and frequency thresholds are excluded from the analysis.

Based on the truth table, three types of solutions are obtained: complex, intermediate, and
parsimonious. The intermediate solution is selected due to its stronger explanatory power and is
combined with the parsimonious solution to distinguish core conditions (pggsent in both) from

peripheral conditions (present only in the intermediate solution).

In addition to consistency, coverage is calculated to assess the empirical \ge of each

configuration [31,39]. Coverage is computed as:

Coverage (X; <Y;) =

Configurations with consistency above 0.74 and coverage b .65 can be considered

informative or valid [31,39].

The methodological procedures were carried u the /@pen-S@urce software fsQCA 4.0

developed by [42].

4. RESULTS

4.1. Contrarian case analysis

Before proceeding wit ecessity ‘and sufficiency analyses, it is advisable to conduct a contrarian
case analysis. This ap identify asymmetric associations, which contrast with those
typically represent ign models. Performing this analysis reinforces the need for a
owever, in the case of our study, it is not possible to identify main

rts contradictory effects between the antecedent conditions and the

4.2. Analysis ecessary Conditions

Before conducting the sufficiency analysis, we first examined whether any antecedent condition could

be considered necessary for the presence of the outcome and/or for its absence (Table 4).

Table 4. Necessary conditions analysis

PTR ~PTR

Consistency Coverage Consistency Coverage
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303
304
305
306
307
308
309

310
311
312
313

Age 0.6256 0.5730 0.6574 0.7260

~Age 0.7008 0.6291 0.6134 0.6640
Gndr 0.5588 0.5139 0.4384 0.4861
~Gndr 0.4412 0.3945 0.5616 0.6055
EL 0.6894 0.7365 0.6512 0.8389
~EL 0.8492 0.6687 0.7954 0.7554
NAC 0.8405 0.5636 0.5397 0.4364
~NAC 0.1595 0.2232 0.4603 0.7
HE 0.8266 0.5969 0.8474 0.738
~HE 0.6372 0.7759

PR 0.7823 0.7475
~PR 0.5640 0.4865
Abbreviations: PTR, Propensity based on Trends; AGE age; der;"BE] education level;

NAC, non-alcoholic consumption (experience or willingnes

The analysis of the six causal conditions and t egations shows thas none of them exceeds the

reference consistency threshold of 0.90 [ efore,gnone of the variables can be considered

necessary. The closest condition,i i L, consistency = .8492), which indicates

that it is frequent but not necessa w' dition stands out sufficiently to be classified as
®

quasi-necessary under the 0.90 thresh

sample size an atimore than 80% of observations are retained [41]. Although consistency
zy-set analyses, we set the minimum consistency level at 0.85 [36,40].
and the outc , we applied the Proportional Reduction in Inconsistency (PRI) measure, requiring
PRI scores t ceed 0.6 and adjusting for noticeable “jumps” in this value [44]. Consequently,
configurations meeting these frequency, consistency, and PRI thresholds were retained for logical

minimization, while those falling below these empirical cut-offs were excluded as logical remainders.

Table 5 presents the results using the notion proposed by [36]. Black circles (®) indicate the presence
of a condition, circles with an x (&) indicate its absence, and blank spaces denote conditions that are
irrelevant in that configuration. Large circles represent core conditions, while small circles represent

peripheral ones. As recommended, we report the coverage and consistency values for each
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configuration as well as for the overall solution. As shown, the global solution exhibits satisfactory

consistency (0.8980) and coverage (0.6432).

Table 5. fsQCA findings High PTR

PTR = f(age, gender, education level, NAC, health, price)
C1 C2 C3 C4
AGE 03¢ d

GNDR ) X °

EL ° ° °
NAC ° ° °

HE ° ° °

PR ° ° °

Raw coverage 4653 3362 .2N

Unique coverage 0572

Consistency 9432
Overall solution:
Coverage .6432

Consistency .898

Abbreviations: PTR, Propensityabased omdrends;

NAC, non-

age; GNDR gender; EL, education level;
ngness);, HE, health; PR, price.

holds that the configur. ining, the presence of an outcome (in our case, high PTR) are
generally different laining its absence or negation [36], For this reason, it is considered

good practice togana separately [44].

of the outcome are presented in Table 6. As can be observed, the
are not simply the opposite of those explaining high PTR. These findings are

e principle of causal asymmetry.
Table 5. fsSQCA findings High ~PTR

~PTR = f(age, gender, education level, NAC, health, price)

Cl C2 C3
AGE R ° °
GNDR ® X

EL ° °
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NAC R X ®

HE ° ° °

PR ® X

Raw coverage 1672 1970 .1692
Unique coverage 0627 .0379 .0100
Consistency 9453 9873 .9849
Overall solution:

Coverage 2697

Consistency 9646

4.4. Robustness test

As a final step, we assess the r e configurational model. In fSQCA, several strategies
can be used for validation, suc 1 calibration anchors, adjusting the frequency
threshold, or changing the consist [44]. The objective is to evaluate whether slight

variations in these para ilar conclusions regarding necessity and sufficiency [43].

ions for high PRT are detailed in Table 7. The resulting configurations
were lar o those obtained in the main analysis, suggesting that the solution is stable
under this altégmative specification. Second, the consistency threshold was raised from 0.85 to 0.90.
This stricter meter yielded highly stable and consistent results: configurations C1, C3, and C4
remained completely identical to the initial model. Meanwhile, configuration C2 experienced a minor
adjustment, shifting from GNDR*NAC*HE*PR to ~AGE*GNDR*NAC*HE*PR, thereby adding
low age as an additional condition. This high stability across different frequency and consistency
thresholds confirms that the main findings are robust and independent of specific threshold selections.
Overall, these sensitivity analyses indicate that the main configurational patterns remain stable across

alternative frequency and consistency thresholds.
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Table 7. Robustness test (fSQCA findings High PTR)

C1 C2 C3
AGE X L
GNDR ° °
EL ° °
NAC ° ° °
HE ° ° °
PR ° °
Raw coverage 4653 2465 2459
Unique coverage 2019 .0590 .0420
Consistency 9432 9917 946
Overall solution:
Coverage 5664
Consistency 9529

Abbreviations: PTR, Propensity based on Trends; A nder; EL, education level;

NAC, non-alcoholic consumption (experience or ; HE, health, PR, price.

S. DISCUSSION

5.1.  Discussion of Configurat

The findings from th i sis suggest that a high propensity to try alcohol-free wines
(PTR) is not a one-di ional phenomenon but rather the result of complex configurations of

demographic, socio€conomic, titudinal factors.

Given the explora naturg 0f the study and the size of the sample, these configurations should not

be interpiicte defi e consumer segments but rather as preliminary patterns within this specific

context.

Among the ables examined, health orientation (HE) appears as a present condition in all
configurations (C1-C4), which represent the sufficient combinations of conditions identified through
fsQCA. This result aligns with studies highlighting the growing role of health motivations in reducing
alcohol consumption and in the search for more moderate alternatives [15-20,23]. However, the
presence of health orientation in configurations associated with both high and low PTR indicates that
its effect is configurational rather than universal, depending on its interaction with other antecedent
conditions. Rather than acting independently, health orientation combines with other factors,

particularly education level, initial predisposition, and price sensitivity.
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Health becomes relevant among consumers with higher education levels (EL, present in C1, C3, and
C4). This suggests that understanding the benefits of alcohol-free wine requires an informed
consumer who recognizes the added value of the product, has greater critical capacity, and is more
oriented toward healthy behaviors—consistent with evidence linking education to moderation and
well-being [16]. In three configurations (C1, C2, and C4), health must combine with prior disposition
or experience with alcohol-free wine (NAC). Although NAC captures previous experience with
alcohol-free beverages, whereas PTR refers specifically to trend-driven willingness to try alcohol-

free wines, the two constructs are conceptually related. Accordingly, the presefiee of NAC in these

configurations should be interpreted as one component of a broader configurationdh pattern rather

the product. Finally, price sensitivity (PR)—present in Cl1, dicates that health

arguments are insufficient unless accompanied by a price proposi cceptable. This

configuration (C1), which has the greatest em at, i§ Characterized by health orientation
together with education level and price i In this configuration, neither gender nor age

g that th.

determines the outcome, indicati y charactefistics are not tied to personal demographics.

The second configuration (C2) is ale gender, prior experience with alcohol-free

and price sensitive.

Taken together, config ns C1 and @2 suggest an archetype of rational consumer who, regardless
of age, is motivate
configurations, jonal substitution pattern emerges between education and gender,
tional attainment or female gender forms part of the sufficient

combina di associated with high PTR.

Configuration'@8 is characterized by the combination of young age, higher education, male gender,
and price sensitivity, regardless of prior experience. In contrast, while young consumers (C3) and
rational consumers (C1, C2) incorporate price into their decision-making, senior educated women
(C4) evaluate accumulated benefits: the consumption of healthier beverages is a consolidated lifestyle
choice (supported by prior experience), where gratification and health fully justify the investment,

making price an irrelevant factor.

5.2. Theoretical Contributions
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This study suggests that the trend-driven willingness to try alcohol-free wines in a Mediterranean
context does not depend on isolated factors but on specific combinations of health orientation,
education, prior experience, and price sensitivity. By applying fsQCA in Greece, the study illustrates
the principles of equifinality and causal asymmetry in the willingness to try alcohol-free beverages—
phenomena that the literature had suggested but had not yet examined empirically. Furthermore, the
findings suggest that the cultural and sensory barriers described in previous studies may become less

influential when combined with higher education or prior experience.

5.3.  Practical Implications
These implications should be interpreted cautiously, as they derive from an explg and context-
specific analysis rather than from generalizable consumer segments. The con

identified in this study provide preliminary insights that may he

communication strategies. For example, configurations characteri health’orienfation, education,

and price sensitivity suggest that clear communication of health benefi dpe ed value may be
particularly relevant. Configurations involving younger cons price considerations
may play a more prominent role, whereas config older women with prior
experience suggest that continuity with healthy lifest ge an important consideration.
These findings also suggest that encouraging ini y help’reduce cultural and sensory

barriers identified in previous research al ults also reinforce the importance of

communicating the added val f alcohel-free , as within the present sample consumers

(Mediterranean consumers) appe wi accept higher prices when they clearly perceive

this value.

5.4. Potential Impli ns for WingValue Chain

Given the explora nature is study, the following considerations should be regarded as

preliminary inst rather than broad strategic recommendations. The configurational patterns

st sev@sal potential implications for stakeholders in the wine value chain:

er orientation: The identified configurations suggest that health orientation, price

, and prior experience may be useful considerations when designing marketing
initiatives, alongside traditional demographic characteristics.

e Product innovation: The relevance of prior experience across several configurations
suggests that sensory of alcohol-free wines through advances in dealcoholization technologies
may contribute to increasing consumer acceptance.

e Marketing communication: The findings indicate that communication strategies may

benefit from emphasizing different product attributes depending on the combination of
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conditions observed, while taking into account the cultural context Mediterranean cultural
consumption.

o Portfolio diversification: The results suggest that alcohol-free wines should be integrated as
a complement to traditional wine, expanding consumption occasions and reducing

dependence on the conventional market.

Taken together, the configurational patterns identified in this study provide preliminary insights into
how wineries and other stakeholders might approach the development and marketing of alcohol-free

beverages within contexts similar to the one examined.

5.5. Potential Implications for Producers and Policymakers

Within the limitations of the present study, the findings suggest several

producers, distributors, and policymakers.

For producers, the configurational patterns identified sugge ent in dealcoholization

technologies, improvements in sensory quality, and commun gies that clearly convey the
value of alcohol-free wines may support consu he findings indicate that
encouraging initial product trial could help reduc nd sensory barriers discussed

in previous research.

For distributors, the results sugggst that incggasing th ility and availability of alcohol-free wines

in channels frequented by healt c and younger adults may contribute to greater

consumer exposure and trial.

For policymakers, the ings provid@, preliminary support for initiatives aimed at encouraging

technological innov, , sedter diversification, and promoting campaigns on moderate consumption

and alcohol-fregyalt ever, these implications should be interpreted with caution and

dation using broader and more representative samples

6. CONCL NS

This study examines the trend-driven willingness to try alcohol-free wines among Cretan consumers
in a Mediterranean context where traditional wine consumption has been declining for decades and
interest in healthier alternatives is increasing. Using a configurational approach through fsQCA, the
results suggest that this willingness does not depend on a single factor but on specific combinations

of personal characteristics, motivations, and prior experience.

Regarding RQI1, the results identify several configurations that explain a high trend-driven

willingness to try alcohol-free wines. Health orientation emerges as a central element across all
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configurations, combining with factors such as education level, prior experience with alcohol-free
products, and price sensitivity. These configurations represent distinct patterns observed within the
study sample rather than generalizable consumer profiles, including combinations characterized by

health orientation, price-sensitive among younger adults, and prior experience among senior women.

Regarding RQ2, the configurations identified provide preliminary insights for actors in the wine value
chain. Within the context of the present study, the findings suggest that health-based messages may

be more effective among consumers with prior experience, that younger consumers appear to respond

more strongly to price considerations, and that certain older segments value familiarity with the
product over cost. These findings may help inform communication strategies, acr education
initiatives, and appropriate pricing strategies to facilitate the trend-driven willingqie

free wines.

The study has several limitations. To begin with, the sample size imted to a single
ore, consistent with
the exploratory nature of fSQCA, the identified configurat be interpreted as context-
specific patterns rather than generalizable consumen ] Additionally, the NAC variable
which may partially overlap
conceptually with the outcome. This limitation d and should be addressed in future
studies through refined operationalizations. Fut ch could extend the analysis to other

countries, incorporate sensory jables, exanline how these patterns evolve as the market

continues to grow.
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