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Abstract

:

This study aimed to investigate the awareness of Corporate Social Responsibility (CSR) among wineries located in the Italian regions of Veneto and Friuli Venezia Giulia (FVG) (1), (2) the obstacles (3) and market drivers of its implementation (4), the practices and range of actions that are concretely implemented in the field of CSR (5), the implications that this management approach can have on company performance (6), and the communication tools used. The methodology adopted is based on a qualitative approach integrated with quantitative measures. In total, 28 wineries participated in the study. The results show that all of the wineries were aware of the importance of implementing CSR, although they mainly refer to environmental issues. Sponsorship in fair trade activities is considered the most relevant market driver, while Italian consumers are generally perceived as not particularly interested in sustainable wine production. The practices implemented are mainly focused on reducing environmental impact. Interesting insights have emerged from this study, such as an unusual disparity between theoretical knowledge and practical implementation of socially responsible activities, a tendency to adapt the entrepreneurial style towards CSR, as well as a fundamental willingness to implement good practices that go beyond the legal requirements currently in force.
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1. Introduction


The consumers’ concern on environmental and social issues of products and organizations is pushing companies to recognize their moral and legal obligations towards society, as well as to study, account, and mitigate their environmental impacts [1]). Entrepreneurs’ awareness about their role in society, as well as the impacts of their activities on the territory, intended as a mix of environmental, social, and cultural resources, is increasing and calls for more responsibility. Responsible entrepreneurship is defined as a managerial approach that categorically avoids any negative impact on stakeholders (investors, employees, suppliers, consumers, and the local community); if any harm is caused to stakeholders, the company must remedy it as soon as it is recognized [2]. Corporate Social Responsibility (CSR) is a set of responsible practices and behaviors that shift organizations towards more responsible practices. Organizations can adopt CSR as a way to strategically “integrate economic, social and environmental concerns into their business strategies, their management tools and their activities, going beyond compliance and investing more into human, social and environmental capital” [3]. Therefore, CSR includes responsible practices related to different organizational operations areas: i.e., internal practices, such as human resources management and working environment conditions; external practices, such as community involvement, the promotion of the territory and its social, cultural, and economic development; environmental practices to reduce organization environmental impacts, resource withdrawal, and waste production.



In 2015 the United Nations adopted the Agenda 2030, a roadmap with 17 Sustainable Development Goals (SDGs), that should be pursued by nations, organizations, and citizens to meet sustainable development [4]. Agenda 2030 explicitly encourages companies, especially large and transnational companies, to adopt sustainable practices and to integrate sustainability information into their reporting cycle. Specifically, it calls for sustainable food production systems and resilient agricultural practices that increase productivity and production, while protecting the ecosystems and strengthening the adaptation capacity. Wine production must cope with extraordinary challenges, which are strictly connected to its impact and activities: the dependency on environmental resources that characterized the agricultural sector place farmers and winemakers among the most exposed categories to market risk and quality loss. For instance, Mozell and Thach [5] have shown that climate change may lead to a relevant shift in grape growing regions, while water stress could impact on yields and consequentially on wine quality and wine companies’ income [6]. On the other hand, vineyard management is one example of landscape management services provided by agricultural operators: a better management of cultivated areas reflects into an improvement of biodiversity-mediated ecosystem services [7], which are the main provider of benefits and amenities [8]. Furthermore, the landscape designed by vineyard management and the relation among wine production and the local territory are a relevant part of local tradition as physical and cultural landscape, and, therefore, could contribute to preserving and promoting cultural heritage, while attracting wine tourism and fostering communities’ growth [9].



Among all agricultural industries, the wine industry has seen a huge proliferation of initiatives focused on the assessment and the improvement of sustainability [10]. The companies are striving to answer to multiple environmental and social issues that are currently threatening the economic balance of the wine market. In most cases, the initiatives are promoted by trade associations or governments, with the aim to increase local and national brand reputations while reducing environmental and social burdens. These programs can have a different scope and apply diverse methodologies, but it is possible to reconduct them to two different typologies: (i) programs that certify the winegrowing process as, for instance, organic production [11], or integrated production [12], (ii) programs that certify the sustainability at product or winery level [13,14,15]. Usually, they are conceived as voluntary programs, which may vary widely in terms of methodologies and objectives. Some of these programs (such as VIVA Sustainability and Culture) do also adopt science-based indicators to assess the water, carbon, and agronomic footprints of a wine bottle from a winery [16,17,18,19]. After the assessment, third-party verification could be required before the promoting institutions release the final program label or certification [19]. There also exists a vast array of studies about the environmental and social impact of wine production: special interest has been dedicated to the water footprint of wine [20,21] and the comparative studies on the carbon footprint of wine [22,23,24,25]. Furthermore, the use of multiple indicators has been proposed to compare the environmental burdens of conventional and organic vineyard management [26].



Despite the wide offer of sustainability programs and assessment methodologies, the adherence is still low [27]. This could be attributed to a lack of internal competences and a proper organizational structure, as they are mainly family businesses or micro-small enterprises [28]. For those Italian wineries that do not adhere to a certification program, the implementation of sustainability is mainly defensive and generally lacks a proactive and fully integrated strategy, while investments in sustainability are mainly in the production process and limited to the environmental dimension [27].



Santini et al. [29] found that the key relevant research question, with respect to wine sustainability, is “under what conditions sustainability happens”; therefore, more research focused on wine producers is needed in order to increase knowledge about their adoption and evaluation of sustainable practices [30]. De Steur et al. [31] has investigated drivers, adoption and evaluation of sustainability practices of small and medium wine enterprises of two Italian regions: Emilia Romagna and Tuscany. Their results showed that internal drivers (environmental sustainability and heritage) were more relevant than external ones, and the key obstacles were labor and investments costs; the adoption of sustainable practices were substantially different among companies. Nevertheless, sustainability drivers and adoption vary significantly across regions and companies’ size [32,33,34], and more studies are needed to better describe the fragmented reality of the Italian wine system, which encompasses both poorly mechanized production systems and intensive viticulture. The Italian regions of Veneto and Friuli Venezia Giulia have seen an increase in grape production since the Prosecco designation of origin area has been widened. The increase of wine production in those regions has contributed to the rise of public concern about pesticide treatment intensification and residents’ exposure, which resulted, in the case of the Veneto region, into a request for a referendum about pesticide use in the local areas [35,36]. Over the last years, research has described [37] and analyzed how the territorial and landscape consequences of vineyard expansion in the Veneto Region and Prosecco areas have triggered social conflicts [38,39,40]. Basso and Fregolent [41] have also proposed options to the monocultures, in order to cope with the correlated environmental and social issue.



The objective of this work is to investigate awareness, market drivers, obstacles, CSR practices, and business performance implications with respect to Corporate Social Responsibility of wine companies located in Veneto and Friuli Venezia Giulia (Italy). The present study contributes to existing studies on sustainability practices in Italian regions, to provide a better picture and understanding of the range of sustainable and socially responsible activities that Italian wine companies have implemented, or may implement in the future, and how they vary across regions.




2. Materials and Methods


An online questionnaire was developed and submitted to wine companies located in the Veneto and FVG regions (Italy) in order to verify their knowledge about Corporate Social Responsibility, their perception of this topic in relation to the main market trends, the range of actions that can be concretely implemented in the field of CSR, and the most relevant and effective available tools to communicate companies’ sustainable and socially responsible commitments.



The methodology for the collection of suitable information from the wine companies adopted in the present study has been adapted from Gabzdylova et al. [42], and it is based on qualitative research methods integrated by quantitative measures. The conceptual model of the study and its relation with the different sections of the developed questionnaire is presented in Figure 1, while the description of the case study is reported in Section 2.1.



Finally, the study applies the typology matrix proposed by Gabzdylova et al. (2009) to investigate the extent of sustainability practices implemented by wineries on the basis of the sustainability drivers they are facing.



2.1. The Wine Sector in Veneto and Friuli Venezia Giulia (Italy)


The wide distribution and geographical concentration of wine production in Veneto and Friuli Venezia Giulia, along with the wine-growing areas of Piedmont, Tuscany, Puglia, and Sicily, have relevant interactions with local ecosystems. In 2018, Veneto was the region with the highest amount of wine production in Italy, with 12.9 million hectolitres (25% of the total amount produced in Italy), while Friuli Venezia Giulia accounts for 1.7 million hectolitres. Together they represent 27% of the total amount of Italian wine production. In the last years, Veneto wine production has grown significantly. In 2018, the regional production increased +52% with respect to the previous year and +48% with respect to the average of the last 10 years, confirming its economic relevance for Veneto development. According to Istituto Nazionale di [43], the area planted with vines in Veneto in 2018 grew by 2300 hectares: from 84,700 to 87,000 hectares.



In Friuli Venezia Giulia the area planted with vines in 2018 reached 25,073 ha (distributed among 5767 farms), with an increase of about 20% on the planted area that was recorded in 2013. The average farm size is lower than 5 ha, while only eight wine cooperatives are responsible for 35–40% of the total production.



The relevant increase in the cultivated areas is posing several issues and the urgency to seek new balances among the environment and the local communities.




2.2. Questionnaire Development


Primary data were collected through an online questionnaire, fully available in the Supplementary Materials, composed of 20 questions, including multiple-choice questions, open and semi-open questions, as well as scales of assessment or agreement on certain aspects. The interview included six Likert scale questions (scaled from ‘‘1 Not at all/Very low’’ to ‘‘Very much/Very high’’).



The developed questions are divided into different themes, which represent the main aspects to be assessed and shown in the conceptual model (Figure 1):




	
Knowledge/perception of Corporate Social Responsibility. This section, composed of four questions, aims at assessing the wineries’ awareness level and perceptions of CSR;



	
Market drivers. This section, composed of five questions, aims at assessing what the main external drivers are and what is the nature of internal drivers towards CSR implementation;



	
Practices of Corporate Social Responsibility. This section, composed of five questions, aims at assessing the actions and strategies carried out by the companies to implement CSR, along with possible obstacles and incentives;



	
Communication. This section, composed of three questions, aims at assessing what the communication channels are and actions that are considered more suitable for the promotion of CSR;



	
Business performance implications. This section, composed of three questions, aims at evaluating the companies’ perceived and assessed benefits in implementing and communicating CSR actions.








Additionally, the questionnaire includes an initial section introducing the objectives of the questionnaire and a final section aimed at collecting general information about the responding company (region, type of company, annual wine quantity etc.).



A web-based version of the questionnaire has been developed using the Google Forms portal. The online format was chosen for the immediacy of access via a simple hyperlink, the possibility of filling it in directly online, and the tool functionality that enables data collection in an online database. The questionnaire was submitted, from July to August 2019, to the attention of the owner, the director, and the oenologist of 120 wine companies based in the Friuli Venezia Giulia (n. 60) and Veneto (n. 60) regions. A kind reminder for the filling in of the questionnaire was sent every 15 days.



Contacted winery companies were selected to cover different companies’ sizes, geographical distribution within the regions, and companies representing both the national market and the global one. The objective was to have a heterogeneous set of companies, which was representative of the Veneto and Friuli Venezia Giulia regions. Considering the average annual revenue of the wineries invited to take part in the survey, it has been estimated that they represented between 6% to 10% of the wine sector in Veneto and Friuli Venezia Giulia.





3. Results


In total, 28 (FVG: 18; Veneto: 10) of the 120 questioned wine companies participated in the survey. The rate of response, equal to 23%, is consistent with the ones found in other studies. Table 1 reports the summary of respondents’ job position and company location, while Table 2 describes the annual revenue, the number of bottles produced per year, and the average percentage of exported wine bottles among the companies belonging to the specific annual revenue range reported in the first column.



The respondents’ sample is heterogeneous in terms of annual revenue, business features, and number of bottles produced per year as reported in Table 2.



In coherence with the research design shown in Figure 1, the results of the studied issues are presented and discussed in the following sections: awareness about CSR, market drivers, obstacles, CSR practices, business performance implications of CSR, and its communication.



3.1. Awareness about CSR


In this section, the results of the study on the awareness of the features and practices of CSR among wine companies in the FVG and Veneto regions are presented. The replies to the question about what was the first approach to CSR (Q 1.3) differ among the interviewees: only two respondents (revenue from 500,000 € to 2 million €) declared they did not have any approach to CSR, where the majority of the respondents stated that their first approach to CSR was seminars and congress participation and informational materials that they had received.



The results suggest that all the respondents agree on the existence of a certain degree of responsibility that wine companies have, with the majority of the respondents pointing out that being responsible is part of their entrepreneurial behavior. Despite this, only few respondents declaring that they are responsible entrepreneurs own a sustainability certification (Table 3). This suggests that entrepreneurial commitment to sustainability does not necessarily imply sustainability certifications or standard compliances: the perception of being a responsible entrepreneur may differ among company owners and is related to personal values and ethics.



To the open question “In your opinion, have wine companies any social responsibilities. Why?” (Q 1.2), all respondents answered “Yes”, with different point of views: the majority of them mentioned environmental impact as the first issue, some also mentioned the importance of employees’ well-being and safety of the workplace, and four respondents related wine companies responsibilities to economic and social aspects, such as impact on territory and the health of the local community and consumers. A quarter of the respondents did not provide any details about why, in their opinion, CSR was important to wine companies.



About half of the respondents consider themselves to be poorly informed about CSR (Q 1.1). Among those who answered they were poorly informed, seven (60%) wine companies reported a revenue lower than 500,000 €. However, despite the declared low level of theoretical information available to respondents and their perception, their awareness about CSR aspects is very high, as documented by sustainability actions already in place (Figure 2). The box and whisker plot presented in Figure 2 shows to what extent the respondents consider the cited actions/aspects important on a scale from 1 (low) to 5 (high) with respect to CSR. The middle line of the box represents the median or middle number, the x in the box represents the mean, while the median divides the data set into a bottom half and a top half. The bottom line of the box represents the median of the bottom half or 1st quartile. The top line of the box represents the median of the top half or 3rd quartile. The whiskers (vertical lines) extend from the ends of the box to the minimum value and maximum value (the same graphical representation has been used for Figure 3, Figure 5, Figure 6 and Figure 7). According to the results reported in Figure 2, the reduction of environmental impact is stated as the most important aspect to be implemented in order to be socially responsible: all respondents assigned to this aspect the highest degree of importance. Technological innovation and sustainability, employees’ wellness, safety of the working environment, consumer’s satisfaction, transparency, public reputation, business management, and environmental certification are considered highly and equally important. Ethical certification, equal opportunities, and organizational compliance are all considered to be on average important to very important, but have lower scores than the other elements.




3.2. Obstacles


The findings provided by Q 3.4 suggest that the most relevant obstacle to the implementation of CSR in FVG and Veneto’s wine industries is the lack of incentives from the public institutions, followed by the lack of time and poor economic resources (Figure 3). Inadequate staff motivation and lack of information show the wider answer distribution, confirming that they are strictly dependent on managerial personal interests and commitment that differs among companies. The absence of the skilled human resources are also a relevant obstacle to CSR implementation: this could be due to the intrinsic features of the FVG and Veneto wine companies that are mainly family business and small and medium enterprises.




3.3. Market Drivers


The results show that the first approach to CSR items are mainly driven by the willingness to implement sustainability in an innovative way, and, therefore, it is connected to personal/internal organizational reasons (Q 1.3). External drivers, such as the need to meet legal obligations, business partners, and customer requirements, seeking for tax incentives, and better access to credit, performed equally. On the other hand, almost all of the respondents stated that a higher sponsorship in trade fair activities could stimulate social responsibility actions of the companies in their territories, suggesting that the present ones are judged inadequate, which is also confirmed by the results shown in Figure 3. After sponsorships, the main market drivers towards CSR are: CSR training and consultancy and cooperation with local actors.



Finally, actual commitment to CSR practices is driven, in most of the cases, by corporate willingness. Only three respondents stated that, with their sustainable practices, they are responding to a market need, while one respondent declared that he decided to engage in CSR after having participated in an EU project that had pushed him towards a cultural shift.



In order to better investigate the effect of external requirements on orientation towards CSR, the questionnaire has focused the attention on the pressure posed by external stakeholders with respect to ethical issues, such as illegal hiring of wine labor and environmental requirements.



Since irregular work and labor exploitation are perceived as an emerging issue in some agricultural regions, the questionnaire investigated if the increasing attention posed by stakeholders on fair hiring practices is intended by the respondents as a real need or a wrong perception of the productive system (Q 2.1). Almost half of the respondents totally agree with the fact that this is a real need of the market, while only 3 of the respondents consider it is a wrong perception.



According to the answers to Q 2.2, Italian consumers are generally considered as not being particularly interested in sustainable wine production, some respondents declared that “there is lack of awareness” about sustainability themes, and others reported that “more informed consumers are more sensitive to sustainability thematic”. It is interesting to notice that one respondent stated that “consumers’ knowledge is strictly dependent on wine industry commitment to sustainability”. A quarter of respondents stated that other factors, such as territoriality and origin have a higher impact on consumers’ quality perception, one of them explained the concept as follow: “Mainly, wine must be good and its production should be transparent. The Italian wine consumer should be able to admire our territories and have a perception of beauty, as well as goodness”. Furthermore, the respondents expect that the interest, with respect to sustainable wine, is overall increasing; this perception is coherent with the common (78%) intention to modify the production process to meet the concerns of consumers who are sensitive to CSR.




3.4. Wine Companies’ CSR Practices


Section 3 of the questionnaire was aimed at assessing companies’ commitment to CSR by collecting information about actions undertaken to implement CSR.



In Figure 4, the answers to Q 3.2 concerning the degree of implementation (realized, planned, not planned) of different CSR actions are shown. Out of all 15 sustainability practices identified by the authors of this paper, the interviewed companies adopt 7 practices on average, with a standard deviation of 4 and a range of 14 practices.



The most common realized action involves the reduction of environmental impacts in terms of efficiency in the management of waste and its recycling, followed by protection of the natural environment (such as reducing the use of fertilizers and pesticides), and pollution prevention (such as reduction of polluting emissions and wastewater treatment). This confirms the tendency to consider CSR mainly as an environmental issue (3.1). It is important to underline that the investigated actions and aspects are overall realized or planned: development of the local economy through local purchasing; thermal insulation of buildings and/or production of energy from renewable sources; financial contribution to the activities and projects of the local community (e.g., donations, sponsorships, promotion, and enhancement of the territory and development of networks between companies); and reduction of environmental impact in terms of energy saving.



The highest rate of not planned actions regard: the use of codes of conduct, or ethical certifications (such as code of ethics, SA 8000, OHSAS 18001, ISO 14000, EMAS, Eco-Label, and EPD), which are definitely considered less urgent, and intervention to reduce the environmental impact of transportation, which is considered relevant in order to guarantee a company’s economic sustainability and, therefore, unavoidable.



With the aim of specifically assessing the importance of environmental aspects of CSR implemented by the respondents (Q 3.1, Figure 5), all of the wine companies confirm they take care of grapes safety, which implies the adequate management strategy of phytosanitary treatments and the absence of residues at harvesting time, confirming the increased risk perception with respect to agrochemicals exposure, and what is reported in Figure 4 about the protection of the natural environment. Less importance is given to the selection of sustainable packaging; this could be due to a lack of information and innovative technology offers.




3.5. Business Performance Implications


By considering the contribution of sustainability to wine companies’ economic improvement, the majority of the respondents reported that it increases the efficiency in resource use, while less relevance is attributed to its ability to lower costs and taxes and reduce financial and operational risk (Figure 6). Sustainability, in terms of product/brand differentiation, is recognized as a factor which highly increases brand strength and moderately increases consumer loyalty, justifies a premium price for the product, and provides chances to enter new markets (Figure 7).



None of the respondents reported negative unexpected changes after implementing CSR practices. A respondent stated that he has “greater awareness of what is being done and the impact of each of his company actions” and that “customers are starting to demonstrate interest in CSR activities of his company”, another one reported an “increased awareness and interest shown by employees and consumers”.




3.6. CSR Communication


According to the answers to Q 4.1, the most common strategies to communicate commitment and actions in terms of CSR include social media, company websites, brochures, and other information materials. Two respondents also added that by “making direct selling, I have the opportunity to communicate without means about my commitment to CSR, while showing what I really do day by day” and that “I communicate my CSR commitment directly speaking with clients”. A quarter of respondents declared not to communicate their CSR commitment at all.



All respondents agree that coherence between commitments made and what is actually done in terms of CSR is an important communication aspect which brings real strategic benefits, such as a better reputation and better relationships with employees.




3.7. Typology Matrix of Companies Engaging in Sustainability


The typology matrix (Figure 8) proposed by Gabzdylova et al. (2009) was applied to the studied wine companies in order to investigate the relation between the extent of CSR practices implemented (Figure 4) and the sustainability drivers (mandatory or voluntary) they need to face.



The matrix distinguishes wine companies among: minimalist (lower left quadrant) with limited extent of CSR practices to comply to external needs/requests; value driven (lower right quadrant) with limited, but voluntary CSR practices; reputation seeking (upper left quadrant) with enhanced CSR practices in order to meet compliance to external requests; excellence seeking (upper right quadrant) with enhanced and voluntary CSR practices.





4. Discussion of Results


The reduction of environmental impact by decreasing the use of fertilizers, pesticides, and emissions in the environmental media, better management of waste, reducing energy and resource use, as well as development of the local economy through local purchasing, and promotion of the territory in order to maintain functioning societies, are key challenges for many wine companies and they will influence todays and future business strategies.



This is clearly perceived by the participants of this study that, even if they don’t consider themselves sufficiently informed about CSR, they reported many initiatives related to CSR that are already in place in their company or are planned. Even if the participants in this study don’t consider Italian consumers to be particularly interested in the sustainability of wine production, market trends are going towards this direction [44,45] and many consumers are willing to pay a premium price for sustainable wine and products [46,47]. Indeed, to compete on the market, mere economic sustainability is no longer sufficient, but companies are required to engage in a special commitment to their environmental and social responsibilities. This reflects, somehow, on the intended or implied business strategies of the cases studied in the present paper: actions in place or planned with respect to CSR are numerous, but generally related to environmental issues with scarce development or social and cultural pillars. The commitment to CSR reported by interviewees is mainly voluntary (as shown by the typology matrix), in coherence with what was reported by De Steur [31] for the Tuscany and Emilia Romagna Italian regions. It has been shown that companies are pushed to implement sustainable practices and are asked to revise their internal processes, and to succeed they need new knowledge and leading actors [48].



The declared low level of theoretical information about CSR by respondents is strongly compensated by their concrete awareness about CSR aspects and the related actions that have been implemented by the wine companies. This detected dichotomy between theoretical knowledge of CSR and real commitment by wine companies should be further assessed in future studies in order to identify possible causes and impacts on the sector. Indeed, even if CSR is considered by larger companies a necessary condition for a better brand reputation [49], our research shows that smaller companies are more aware of the role it plays if they are to thrive in the market and respond to increasingly demanding and selective consumers. Moreover, the recognition and commitment to CSR strategies are strictly related to the personal commitment and ethic of the entrepreneur himself, especially for individual enterprises [50]. Furthermore, corporate owners are more prone to undertaking sustainability initiatives with capabilities for building orientations [51], and more inclined to innovate for material and energy efficiency, delivering socio-environmental metrics in their value proposition and accounting for sustainability, compared to small companies [52]. This could relevantly influence ownership and employee awareness and knowledge about CSR, as well as the results and the communication to consumers of the undertaken actions.



Entrepreneurial commitment to sustainability does not always imply sustainability certifications or standard compliances: the perception of being a responsible entrepreneur may differ among company owners and is related to personal values and ethics. This is confirmed in the results shown by Gabzdylova et al. [42].




5. Conclusions and Discussion


This study aimed to investigate the level of awareness and implementation of Corporate Social Responsibility actions in wine companies located in Veneto and Friuli Venezia Giulia (Italy). The methodology applied in this study included the development of a questionnaire based on the conceptual model of the study (Figure 1), which identifies six main areas of assessment for CSR: awareness, market drivers, obstacles, practices, business performances implications, and communication.



One of the limitations of this study is represented by the quite low questionnaire response rate, which could be due to the data collection period, since it coincides with holiday leaves, and it is very close to the harvesting time. Furthermore, the sample could be self-selected, since the more responsible entrepreneurs and managers could be more prone to participate in this kind of research. Those variables could have affected the results, which should be interpreted with caution and validated with further quantitative research that includes a wider sample of wine companies. Considering that sustainability is a growing and expanding topic of research, the applied methodology and the developed questionnaire can be used, with appropriate adjustments, in order to collect the awareness about CSR and related actions implemented by companies in other contexts and sectors in the world. The results presented in this study give a general picture on how sustainability is influencing the production and marketing strategies of wine companies. Nevertheless, the discussions presented for the specific questions cannot be extended to the entire Italian and European context, which are characterized by relevant regional differences in vineyard practices as consequences of different regional climates, industrial developments, population density, and culture, etc. Additional research in this field is, thus, required.
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Figure 1. Conceptual model of the study and its relation with the different sections of the developed questionnaire. 
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Figure 2. Actions/aspect of a responsible wine company (1 low importance; 5 high importance). 
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Figure 3. Obstacles to the implementation of CSR. The middle line of the box represents the median or middle number, the x in the box represents the mean, while the median divides the dataset into a bottom half and a top half. The bottom line of the box represents the median of the bottom half or 1st quartile. The top line of the box represents the median of the top half or 3rd quartile. The whiskers (vertical lines) extend from the ends of the box to the minimum value and maximum value. 
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Figure 4. Degree of implementation of different CSR actions and aspects (realized (grey)), planned (orange), and not planned (blue)) (REI: Reduction of Environmental Impact). 
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Figure 5. Importance of different environmental aspects of CSR (1 low importance; 5 high importance). 
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Figure 6. Sustainability impact on economic aspects of wine businesses (1 low impact; 5 high impact). 
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Figure 7. Impact of sustainability in terms of product/brand differentiation (1 low impact; 5 high impact). 
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Figure 8. Typology matrix. Extent of CSR (from limited to enhanced) and its relation to the type of CSR drivers (compliance or volunteerism). The vertical axis reports to what extent the researched wine companies have realized or are planning to realize CSR actions previously reported in Figure 4 (Score of Realized actions: 2; Planned action: 1; Not planned actions: 2), while the horizontal axis shows if actions are voluntary (+1), or undertaken in order to comply to external needs (−1). The bubbles represent the interviewed wine companies, and the bubble dimension is directly related to their annual revenue (that was previously reported in Table 2). 
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Table 1. Summary of respondents’ job position and company location.
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	Region
	Owner
	Director
	Oenologist
	Total





	FVG
	12
	6
	1
	19



	VENETO
	3
	5
	1
	9



	
	15
	11
	2
	28
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Table 2. Companies’ annual revenue (first column), sum of the number of bottles produced per year by the companies falling in the specific annual revenue range reported in the first column (third column), and average percentage of exported wine bottles among the companies belonging to the specific annual revenue range reported in the first column (last column).
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	Number of Wine Companies
	Sum of Produced Wine Bottles
	Average % of Export





	Friuli Venezia Giulia
	19
	3,247,500
	22



	1. Less then 200,000
	6
	172,500
	29



	2. From 200,000 to 500,000
	4
	365,000
	25



	3. From 500,000 to 1 milion
	4
	760,000
	12



	4. From 1 to 2 milion
	3
	440,000
	16



	5. From 2 to 5 milion
	1
	310,000
	42



	7. >10 milion
	1
	1,200,000
	3



	Veneto
	9
	49,840,000
	36



	1. Less then 200,000
	2
	100,000
	



	2. From 200,000 to 500,000
	1
	200,000
	5



	3. From 500,000 to 1 milion
	2
	240,000
	53



	5. From 2 to 5 milion
	1
	800,000
	40



	6. From 5 to 10 milion
	1
	5,500,000
	25



	7. >10 milion
	2
	43,000,000
	39



	Total
	28
	53,087,500
	27
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Table 3. Sustainability certification obtained by the respondents. (SQNPI_ Sistema di Qualità Nazionale per la Produzione Integrata-Integrated Production; VIVA: VIVA La sostenibilità della vitivinicoltura in Italia (VIVA Sustainability and Culture).
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	Certification
	FVG
	Veneto





	Biodiversity friend
	
	1



	VIVA
	1
	2



	SQNPI
	5
	3



	No
	13
	4
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