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Abstract 15 

 16 

Over the last years, research about sustainability has been interesting due to growing importance of 17 

green orientation in the consumer purchasing process. In particular, in the wine industry producers’ 18 

environment-friendly behaviour, in terms of organic winemaking, agricultural waste recovery, 19 

efficient water use, can represent a high-powered chance to differentiate products and to face new 20 

market challenges. Understanding consumer expectations and new purchasing trends by means of 21 

marketing tools leads the wine producers to adopt green oriented innovations. Therefore, this 22 

research sought to investigate the relationship between marketing innovation tools and green firm 23 

approach. Structured on-line questionnaires were used to ascertain the views of 280 wineries in 24 

Apulia region, in South Italy, that has a very long history as a wine producer. Findings of this study 25 

indicate that wineries with marketing innovative tools seem to have a more eco-friendly approach, 26 

since the sustainability orientation can be considered a crucial issue in the framework of the new 27 

firm competitiveness challenges. Finally, implications shed some light on the importance of 28 

adopting suitable marketing and communication tools to address wineries towards sustainability 29 

based trends.  30 
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1. Introduction 34 

 35 

The agri-food system has recently experienced significant changes in production, trade, and 36 

distribution systems: over the last decade, public attention has focused on the quality and 37 

environmental issues surrounding food products (Giacomarra et al., 2016). Given the economic and 38 

cultural significance attributed to wine production across many of the world’s regions, it is vital that 39 

research is undertaken in order to understand and minimise the negative environmental impacts 40 

associated with the industry’s activities (Christ and Burritt, 2013). It is important to share new 41 
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