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The purpose of this research is to assess the way consumers perceived the 
organic labels concerning wine (a product that can hardly be regarded as a 
‘healthy good’) with comparison to other consumer goods. More specifically, we 
are interested in the way the information dissemination mechanisms about 1°) 
the significance of labels and 2°) the health effects and environmental effects of 
organic products can have an impact on the Willingness to Pay. We focus here on 
Alsace ‘Sylvaner’ grape variety, which has experience several experiences of 
transition to the organic agriculture.  

Our investigation falls within the scope of the consumer behaviour analysis 
as appraised by sensory experiments and behavioural economics, with a specific 
focus on the role played by the dissemination of information in markets for 
experience goods or confidence goods. 

Regarding behavioural economics applied to consumption choices, many 
studies have already investigated the role played by quality signs in consumption 
decisions in the agro-food sector.  In particular, the role played by certification of 
origin is well documented (e.g. Loureiro and McCluskey 2000, Loureiro 2003, 
Menapace and others 2011, Thiene and others 2013). Other studies have focused 
in particular on the orange juice, trying to identify how consumers value 
information related to nutrition and intrinsic quality. Loheac and others (2011) for 
example analysed the role played by intrisinc and extrinsic information: their 
protocols assess the role played by controlled information (blind test, information 
related to nutrition, methods of production, packaging etc.). Studies within the 
field of behavioural economics and related to the wine industry have tried to 
analyse the way consumers react to quality signals. Lecocq and others (2005) use 
an experimental wine auction to assess the role played by label characteristics 
and wine guides. They show that wine tasting does not have a significant 
influence on those who already had access to the product information. But for 
those individuals who get the information after the blind tasting, the information 
about the wine characteristics as given by the labels and opinion from experts, the 
willingness to pay increase substantially.  Bazoche and others (2007) also used an 
experimental device to assess the consumers’ evaluation of wines, depending on 
their nationality (French or German), the information given regarding certification 
of origin, well-known brand. They show that quality signs do not provide the same 
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signal to French and German consumers. In particular, the certification of origin 
looses most of its value outside the country of origin. 

Regarding more specifically organic labels, it has been stated that 
ecolabelling aims to inform consumers about the effects on environment of the 
production stage/consumption stage/waste products (Galarraga Gallastegui, 
2002). Ecolabelling aims to reduce the information asymmetry between the 
producer of green products and the consumers through the provision of credible 
information about the environmental attribute and through the signalling of that 
product as better than a non-labelled one (Crespi & Marett, 2005). In summary, 
ecolabelling first give to the consumer more reliable knowledge about the 
environmental effect of their consumption and generates accordingly a transition 
towards consumption schemes more respectful of the environment. Second, 
ecolabelling encourages producers, governments and other agents to increase 
their environmental standards. Last, ecolabelling aims to provide a competitive 
advantage for the producer who has shifted his production towards eco-designed 
(but more costly) products. (Markandya, 1997). There are many problems to be 
addressed with eco-labelling. One is the consumer reaction and by the way the 
impact on prices and quantities sold for the eco-designed products and for their 
closed substitutes than are not.  

Bringing together these two main lines of research, this paper aims to 
identify the way consumers assess the eco-labelled wine they taste when placed 
in various information contexts (blind test, provision of only extrinsic information, 
‘perfect’ information) in comparison to the choices made and the willingness to 
pay settled by the same consumer when facing a more standard consumption 
choice framework in the same information context. In order to isolate the effect 
of the information dissemination about ecolabelling, our sample is divided in two 
subgroup, one who benefits from an information campaign before the 
experiment, the other who does not. 
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