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Abstract

This article aims to synthesize academic research on wine packaging and to identify the main thematic, methodological and geographical patterns
that have structured this field. A systematic literature review (SLR) was conducted across five academic databases. It includes peer-reviewed
articles published between 2000 and 2024. Although packaging’s importance continues to grow, research on the topic remains fragmented and
inconsistent across regions and themes. From a corpus of 102 studies, we document a prevalence of quantitative approaches and a concentration
of publications in Europe and North America. Informational and visual dimensions account for many studies, while sustainability and
technological innovation are less developed but rapidly expanding areas. This paper contributes to the literature by structuring wine packaging
research into four main domains and by showing conceptual gaps. The results provide guidance for researchers and practitioners intending to
better understand packaging as a multidimensional strategic interface in this industry.
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Introduction

Packaging has evolved from a very limited consideration to a
central strategic lever in the global wine industry. More than just
a protective function, packaging shapes consumer expectations,
influences purchase decisions and contributes to market
differentiation in competitive retail environments [1-3]. As the
wine sector has become more internationalized and demand has
become more heterogeneous, packaging has assumed a critical
role in signaling value, reducing uncertainty, and supporting
positioning strategies across diverse markets [4].

Over the past two decades, several industry and policy
developments have intensified the strategic importance of
wine packaging. First, consumer expectations have shifted to a
considerable extent. Buyers increasingly demand transparency,
sustainability, and credible information regarding origin and
production practices. Experimental research confirms that both
textual and visual cues significantly shape willingness to pay,
sensory expectations, and trust, particularly in retail contexts
where tasting is impossible [4-6]. Second, regulatory frameworks
have expanded, most notably with the European Union’s 2023
directive mandating ingredient lists, nutritional information,
and allergen disclosures on wine labels, often delivered via

complementary digital tools such as QR codes. These policy
shifts require producers to reconfigure label layouts, information
systems, and communication strategies [7]. Finally, sustainability
pressures have grown stronger. Many companies now use
lightweight bottles, recyclable materials, and options like bag-in-
box or cans - driven by environmental goals and cost savings [8].

Technological innovation has expanded the communicative
and economic functions of packaging. Augmented reality apps,
QR codes, and NFC are turning wine bottles into interactive tools
[9]. These innovations not only support differentiation but also
align with growing expectations for transparency and digital
integration within supply chains, reinforcing packaging’s role as a
dynamic interface between brands and consumers [10].

Despite growth in research and industry practices, academic
work on wine packaging remains fragmented, with different
disciplines studying separate aspects. To this day, no study has
yet offered an integrated and bilingual (English and French)
overview of wine packaging research across informational, visual,
environmental, and technological aspects. In 2025, a systematic
review by Anagnostou et al. [11] provides the first focused
assessment of wine labels. But its scope only concentrates on
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the informational parameters and communicative functions
of mandatory and voluntary textual content. While their
review offers valuable insights into how written information
structures consumer interpretation, it does not address the
broader dimensions of wine packaging such as visual design,
material innovations, sustainability considerations, technological
applications, or regulatory transformations.

This gap seems relevant for both researchers and practitioners.
We suggest that new research directions, particularly around
digital tools, eco-friendly innovations, and cultural differences,
are needed. Industry and policymakers also lack solid evidence
to guide packaging rules, sustainability plans, and investments.
A systematic literature review (SLR) is therefore required to
synthesize the knowledge and identify emerging themes in the
literature.

The present study addresses this gap by providing the
first integrated systematic review of wine packaging research
published between 2000 and 2024. This review is based on 102
peer-reviewed articles from five databases (Cairn, ABI/INFORM,
Erudit, ERIC, Emerald Insight) and examines trends over time,
main themes, research methods, and geographic patterns. In
doing so, it helps us better understand packaging, not just as a
practical tool, but as a key element that drives competitiveness,
regulation, and innovation in the global wine industry.

Research Methodology

The growing academic interest in wine studies has generated
an extensive body of research addressing sensory perception,
consumer behavior, communication strategies, and design
innovation. Within this landscape, packaging has emerged as a
strategic interface between wineries and consumers. To document
how this field has evolved over the past twenty-five years, a
systematic literature review (SLR) was conducted following
principles commonly adopted in management and wine-industry
research [12,13] and consistent with PRISMA reporting guidance
[12]. The purpose of the SLR is not only to consolidate what is
known about wine packaging but also to identify thematic,
methodological and geographical patterns that have shaped the
evolution of this research stream.

In line with SLR standards, the process followed three
interconnected stages: planning, conducting, and reporting the
review [12]. The planning phase involved defining the purpose
of the review, which in this case was to answer the following
research question: How has academic research on wine packaging
evolved over the past twenty-five years, and what patterns can
be observed in its thematic, methodological, and geographical
development? The review question was structured using a PICOT
framework [14], defining the population, scope, and temporal
boundaries of the analysis.

Search strategy

A search strategy was adopted to ensure transparency

and methodological rigor throughout the review process
Table 1. We selected five databases for their complementary
coverage of Anglophone and Francophone scholarship and the
multidisciplinary nature of wine research: ABI/INFORM, Emerald
Insight, ERIC (EBSCO), Cairn.info, and Erudit.

To ensure methodological consistency across all platforms,
a unified bilingual search query was applied identically in each
database. The search combined basic wine packaging terms in
English and French with words linked to key research areas like
design, information, sustainability, technology, and innovation.
This approach strengthens the reproducibility of the review and
avoids differences that can appear when using different search
approaches across various databases:

i. (“wine packaging” OR “wine label” OR “bottle design” OR
“wine package” OR “emballage du vin” OR “étiquette de vin” OR
“design bouteille vin”)

and

ii. (design OR information OR sustainability OR technology
OR innovation OR durability OR technology)

Data were collected between June 2024 and October 2024.
All searches were run during this period to ensure consistent
results across databases. No additional filters for discipline,
document type, or subject area were applied beyond language
(English/French) and publication year (2000-2024). This avoided
accidentally excluding relevant studies.

Inclusion and exclusion criteria

Inclusion and exclusion criteria were used to ensure
transparency and consistency. Studies were included when they
met the following four criteria: (1) were published between
2000 and 2024; (2) appeared in peer-reviewed journals; (3)
were in English or French; (4) addressed wine packaging from
informational, visual, environmental, or technological angles.

Conversely, they were excluded if they: (1) focused strictly
on viticulture, winemaking, sensory analysis without packaging;
(2) addressed general wine marketing without mentioning
packaging; (3) were non-peer-reviewed documents such as these,
dissertations, book chapters, conference papers, industry reports,
or press articles.

Identification and selection of studies

Atotal of 612 records were retrieved across the five databases
before removing duplicates. After deduplication, 459 unique
articles remained and were subjected to the screening procedure
Figure 1.

The first stage consisted of a title and abstract screening. At
this step, studies were excluded when they clearly focused on
topics unrelated to packaging. Articles that were not in peer-
reviewed journals or lacked robust methods were also removed.
This left 147 articles for full-text review.

How to cite this article: Julien B, Landry Ernesto H. Beyond the Label: The Evolution of Wine Packaging Research (2000-2024). Glob J Tourism Leisure
& Hosp Manag. 2026; 4(2): 555632. DOI: 10.19080/GJTLH.2026.04.555632


http://dx.doi.org/10.19080/GJTLTH.2026.04.555632

Global Journal of Tourism Leisure & Hospitality Management

Table 1: Databases consulted, unified search query, and rationale.

Database Language Coverage | Unified Search Query Applied Rationale for Inclusion

(“wine packaging” OR “wine la-
bel” OR “bottle design” OR “wine
package” OR “emballage du vin”
OR “étiquette de vin” OR “design

bouteille vin”) AND (design OR

information OR sustainability Broad international coverage of mar-
OR technology OR innovation OR | keting, management, and consumer
ABI/INFORM English durability OR technology) behaviour journals

Strong relevance for packaging,

branding, communication, sustain-
Emerald Insight English Same unified query ability, and consumer research

Coverage of communication, infor-
mation processing, psychology, and
behavioural sciences relevant to per-

ERIC (EBSCO) English Same unified query ception-based packaging studies

Core Francophone database captur-
ing management, communication, so-
ciology, and cultural studies; essential
Cairn.info French Same unified query for French-language wine scholarship

Complements Cairn.info with broader
Francophone coverage in humanities

and social sciences, ensuring linguis-

Scholar French Same unified query tic completeness

Table 2: Temporal Evolution of Publications (2000-2024).

Period Number of Studies (N) Percentage (%)
2000-2004 2 2.00%
2005-2009 7 6.90%
2010-2014 21 20.60%
2015-2019 24 23.50%
2020-2024 48 47.10%

Total 102 100.00%

Table 3: Distribution of articles by journal.

Name of Journals Number of Articles (102) Percentage (%)
British Food Journal 16 16.20%
Journal of Wine Research 9 8.80%
Food Quality and Preference 7 7.10%
International Journal of Wine Business Research 5 4.90%
Journal of Cleaner Production 4 4.00%
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Sustainability 4 4.00%
Nutrients 4 4.00%
Journal of Retailing and Consumer Services 4 4.00%
Frontiers in Psychology 3 3.00%
Asian Pacific Journal of Marketing and Logistics 3 3.00%
Other journals (< 2 articles each) 43 42.00%
Total 102 100.00%
Table 4: Geographical Distribution of Studies.
Region Number of Studies (N) Percentage (%)
Europe 45 44.10%
North America 29 28.40%
Oceania 10 9.80%
Asia 4 3.90%
South America 2 2.00%
Africa 1 1.00%
Multi-country 7 6.90%
Total 102 100.00%
Table 5: Methodological Distribution of Studies.
Methodological Approach Number of Studies (N) Percentage (%)
Quantitative 77 75.50%
Qualitative 15 14.70%
Mixed method 3 2.90%
Literature review/Conceptual 7 6.90%
Total 102 100.00%
Table 6: Distribution of Studies by Type of Data.
Type of Data Number of Studies (N) Percentage (%)
Primary data 89 87.30%
Secondary data 13 12.70%
Total 102 100.00%
Table 7: Thematic Distribution of Studies by Analytical Domain.
Thematic Domain Number of Studies (N) Percentage (%)
Informational content 41 40.20%
Visual and aesthetic design 30 29.40%
Environmental & sustainability features 18 17.60%
Technological & digital innovations 13 12.70%
Total 102 100.00%

The second stage involved a full-text review of all documents  tangential engagement with packaging. A total of 45 articles were
retained after the initial screening. Each article was examined excluded at this stage. At the end of the process, 102 studies were
to confirm that it satisfied the inclusion criteria. Studies were Kkept.
excluded when closer inspection revealed only marginal or
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4 1\
Identification
Records identified through database searching N=612
Duplicates removed N=153
Records after deduplication N=459
Screening
Records screened (title/abstract) N =459 ‘
Records excluded N=312
— Not related to packaging
— Not peer-reviewed
— Wrong thematic focus
Eligibility
Full-text articles assessed for eligibility N=147
Full-text articles excluded N =45
— No substantive focus on packaging
— Insufficient methodological rigor
— Did not meet inclusion criteria
Included
| studies included in the final review N=102 | PR
Figure 1: PRISMA diagram.
N J

Data extraction and synthesis

A structured data extraction procedure was implemented
to ensure consistency, transparency, and analytical depth across
all studies included in the review. Drawing on the coding grid
developed in the underlying research; each article was examined
using predefined categories designed to capture both descriptive
and conceptual aspects of the literature. For each of the 102
articles retained, the following information was extracted:

i Bibliographic details

ii. Geographical context
iii. Methodological design

iv. Research objectives

V. Packaging dimension (informational, visual/aesthetic,

environmental or technological)
vi. Main findings

The coding grid was first piloted on a subset of articles to refine
category definitions and improve internal coherence. To ensure
reliability, a sample of 10% of the corpus was independently
recoded [16].

Data synthesis proceeded in two complementary stages.

How to cite this article:

First, a descriptive analysis mapped the evolution of the literature
over time, identifying trends in publication activity, geographical
distribution, and research design. Second, a thematic synthesis
was conducted to identify higher-order conceptual domains,
using iterative reading, comparison and clustering of extracted
data. This process is consistent with established approaches to
thematic analysis [17]. Four major themes emerged from this
synthesis:

i. Informational content and communication functions
ii. Visual and design elements
iii. Environmental and sustainability-related attributes
iv. Technological and digital innovations

Analytical framework

The analytical framework guiding this review was developed
inductively from the coded dataset and reflects the conceptual
domains most frequently mobilized in scholarly discussions of
wine packaging. Following established principles of thematic
analysis [17], the coded material was examined through iterative
comparison, clustering and refinement, allowing recurrent
patterns, shared conceptual features and points of divergence
to emerge across the 102 studies. This process led to the
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identification of four overarching thematic domains that structure
the literature and provide the basis for the analysis presented in
the Results section.

The first domain, informational content and communication
functions, covers studies viewing packaging as a communication
tool. They examine how text, facts, regulations, or symbols on
labels shape consumer attitudes, expectations, and choices. This
includes research on label content, required disclosures, sensory
terms, and cues like certifications or origins.

The second one, visual and design elements, captured research
on the perceptual, stylistic, and emotional aspects of packaging.
In this case, studies analyze color, typography, imagery, materials,
and bottle shape, exploring how these aesthetic features increase
product positioning, perceived quality, and brand identity.

The third domain, environmental and sustainability-related
attributes, includes an expanding body of research on ecological
materials, recyclability, carbon footprint info, and green
messaging. These shape consumer views and preferences. It also
frames wine packaging within larger discussions on sustainable
consumption and corporate responsibility.

The fourth and final domain, technological and digital
innovations, accounts for studies on interactive features like QR
codes, augmented reality, and traceability tech. These illustrate
the way digital tools reshape packaging as an experiential bridge
between producers and consumers. This framework sets up the
thematic synthesis in the next section.

Results

Analysis of the 102 articles reveals differences in publications
over the past 25 years. Since the mid-2000s, the production of
research on wine packaging has increased significantly. This
underscores its strategic role linking wineries and consumers,
seen in broad geographical coverage (Europe, North America,
Oceania, emerging Asia) and varied empirical methods.

Temporal evolution of publications

Research on wine packaging has expanded inconsistently over
time Table 2. Only two studies (2.0%) were published between
2000 and 2004, and seven (6.9%) during the next period (2005-
2009). However, we note an acceleration from 2010. Notably,
21 publications (20.6%) were issued from 2010-2014, with 24
(23.5%) following in 2015-2019. The most recent years (2020-
2024) represent almost half of the total corpus with 48 studies
(47.1%).

Distribution of articles by journal

Wine packaging publications are concentrated in a small
number of journals Table 3. The British Food Journal represents
the largest share (16.2%), followed by the Journal of Wine
Research (8.8%) and Food Quality and Preference (7.1%). The
International Journal of Wine Business Research accounts for
4.9% of the studies. Several outlets, including the Journal of

Cleaner Production, Sustainability, Nutrients, and the Journal
of Retailing and Consumer Services, each represent 4.0%, while
Frontiers in Psychology and the Asian Pacific Journal of Marketing
and Logistics account for 3.0% each. A substantial proportion
of the corpus (42.0%) is dispersed across other journals, each
contributing two articles or fewer.

Geographical distribution of studies

Wine packaging research is strongly concentrated in Europe
(44.1%) and North America (28.4%), which together account for
nearly three-quarters of the total publications Table 4. Oceania
represents 9.8% of the corpus, while Asia contributes 3.9%. South
America (2.0%) and Africa (1.0%) remain marginal in terms of
publication output. In addition, 6.9% of the studies adopt multi-
country designs, reflecting the presence of cross-national research
within the field.

Methodological distribution of studies

Wine packaging research is mainly quantitative in its
methodological approach Table 5. Quantitative research accounts
for approximately three-quarters (75.5%) of the 102 articles. 15
studies (14.7%) employ qualitative methods, while mixed-method
designs remain limited, with three publications (2.9%). Literature
reviews and conceptual contributions account for seven articles
(6.9%) of the total.

Distribution of studies by type of data

Wine packaging studies rely predominantly on primary data
Table 6. Primary data account for 89 articles (87.3%) of the
corpus, while secondary data are used in 13 studies (12.7%) of
the total.

Thematic distribution of studies

Research on wine packaging is distributed across four
main thematic domains Table 7. Informational content and
communication functions represent more than a third (40.2%)
of the articles. Visual and design elements represent 30 articles
(29.4%), followed by environmental and sustainability-related
attributes with 18 studies (17.6%). Technological and digital
innovations represent 13 publications (12.7%) of the total.

Drawing on these descriptive and thematic patterns, the
following discussion interprets how packaging research has
evolved and how these developments reshape theoretical and
managerial understandings of the field.4.

Discussion

This SLR provides the first comprehensive synthesis of
academic work on wine packaging over the past twenty-
five years. As shown in Table 6, the reliance on primary data
confirms the predominance of empirical approaches, while the
limited reliance on secondary data restricts longitudinal and
regulatory perspectives. The results confirm that packaging has
changed from a minor topic to a more strategic element of wine
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marketing, echoing earlier calls by Charters [18,19]. The surge in
publications, with nearly half of all studies published since 2020,
signals a growing recognition of packaging as a key interface for
communicating value, authenticity, and experience [20].

Geographical patterns reinforce the idea that packaging
research is shaped by cultural and institutional contexts.
Consistent with [21,22] European studies focus heavily on origin
cues, tradition, and regulatory labelling, whereas North American
research, as suggested by [23] primarily investigates consumer
responses using experimental and survey designs. The growing
emergence of studies from Asia aligns with findings by [24]
showing that packaging plays a central role in consumer education
in developing wine markets.

Methodologically, the predominance of quantitative
approaches (over 75% of the corpus) confirms that wine research
is largely grounded in an information-processing paradigm. This
mirrors [25,26] who emphasized the importance of isolating and
testing the effects of packaging cues on perception and choice.
However, the scarcity of qualitative and mixed-method studies,
as shown by [27] leaves experiential, symbolic, and cultural
aspects of packaging underexplored. At the same time, they
have contributed to a somewhat reductionist view of packaging
by treating informational, visual, and structural elements as
independent stimuli rather than as interacting components within
a broader communication system.

The thematic analysis reveals clear imbalances across
conceptual
account for nearly 70% of the studies, validating that consumers
rely on labels, typography, imagery, and structural design to
assess quality and personality [26,34]. Although sustainability
represents less than 20% of studies, it aligns with the broader
rise of environmentally conscious consumption noted by [37].
Meanwhile, technological innovation remains the least developed

domains. Informational and visual dimensions

thematic area, despite recent evidence [35] showing that digital
tools embedded in packaging can enhance engagement, trust, and
perceived authenticity.

Beyond documenting these descriptive patterns, this review
suggests a conceptual shift. Wine packaging should no longer
be understood as a group of distinct extrinsic elements. Rather,
it functions as an integrated communication architecture in
which informational, aesthetic, environmental, and technological
components operate interactively. This perspective extends
traditional signaling and extrinsic cue theories [19,25,26] by
situating packaging within broader institutional, cultural, and
technological systems [7,35]. Packaging does not only substitute
for intrinsic quality. In fact, it mediates legitimacy, sustainability
commitments, authenticity narratives, and digital engagement
[21,31,37]. This approach shifts attention beyond stimulus-
response models [25,26] and highlights the need for frameworks
that capture interactions between packaging elements in different
contexts.

How to cite this article:
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Overall, these findings indicate that wine packaging research
is nearing a conceptual turning point. Early studies [18,19,25]
established the importance of external cues in shaping perception
and choice. More recent work [7,8,35] points toward packaging as
a relational interface linking producers, regulators, technologies,
and consumers. Advancing the field means shifting from simple
models testing cues separately to combined approaches able to
handle interactions and context changes.

Akey contribution of this review is to show how these domains
increasingly intersect. Informational content is now embedded
in visual and aesthetic systems. Sustainability statements
depend on both textual clarity and credible design expression,
while technological features combine informational, visual, and
experiential elements. This reflects broader developments in
multisensory consumer psychology [32,36] and emphasizes the
need to view packaging as more than a static marketing tool.

Conclusion

This SLR brings together twenty-five years of research on wine
packaging. A consistent pattern emerges. Previously considered
secondary, packaging has more recently become a key aspect of
wine marketing and consumer behavior. The 102 studies show
clear patterns of growth, diversification, and methodological
consolidation. Earlier work [18,29,34] had already underlined
the importance of packaging in influencing expectations and
perceived value. This SLR consolidates and extends this position.
The increase in publications since 2020 also illustrates a change in
how packaging is understood, particularly in a context influenced
by sustainability debates, regulatory adjustments, and digital
transformation.

Theoretical implications

The review makes several contributions to theory. First, it
shows that wine packaging research is largely framed through
informational and visual design perspectives. This reinforces the
view that it is treated as a set of external attributes processed by
consumers during decision-making. This finding is consistent
with information-processing and signaling theories commonly
used in wine marketing research [19,25]. Beyond confirming
these perspectives, the review highlights how packaging research
increasingly extends signaling theory beyond price and origin
cues to encompass visual, ethical and digital dimensions.

Next, the growing interest in sustainability and technological
innovation suggests a change toward broader theoretical
perspectives that account for ethical [37],
experiential value [27] and digitized consumer-brand interaction
[35].

consumption

Finally, the convergence of informational, visual,
sustainability, and technological dimensions shows that these
elements increasingly interact. Packaging should therefore
be understood not as a set of isolated attributes, but as an
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integrated communication system. This creates opportunities for
engagement with multisensory design frameworks [36], cultural
consumption theories and service-oriented perspectives. From a
theoretical standpoint, this integrated view challenges fragmented
approaches to packaging research and calls for models capable
of capturing the cumulative and interactive effects of multiple
packaging cues.

Managerial implications

For practitioners, the findings point to several practical
implications. The literature consistently shows effects of
labels, typography, color and structural design on consumer
perception [38]. Packaging therefore remains an accessible lever
for differentiation, particularly in competitive retail settings.
Research on external signals in wine marketing [19,25] suggests
that packaging should be consistent with brand identity, target
segments and price positioning.

Sustainability remains an important area of research.
Eco-friendly materials, recyclable packaging and explicit
environmental communication are generally perceived positively.
Yet managers should be mindful of potential concerns that
lightweight or recycled materials may signal lower quality. This
tension has already been noted in sustainability-focused wine
research [31,37] and continues to determine strategic decisions.

Digital tools (QR codes and augmented reality) offer
additional opportunities among younger consumers. They can
increase engagement, traceability and transparency. Their impact,
however, depends on coherent alignment with the overall brand
narrative. Poor alignment may cause digital features to appear
disconnected; a point raised in research on digital interaction and
brand experience [35].

Younger consumer segments further reinforce the relevance
of such integration [38] suggest that younger wine consumers
may approach the category differently, with distinct expectations
regarding information, values and engagement. This makes the
convergence of design, sustainability and digital features more
relevant. For these consumers, packaging may function not only
as an information channel, but also as a marker of identity and
environmental values. This underlines the need to coordinate
design, sustainability claims and digital features within a
consistent brand narrative, particularly in terms of market
segmentation.

Overall, the results encourage a more integrated view of
wine packaging. Informational clarity, aesthetic consistency,
sustainability performance and digital functionality should not
be addressed separately. Their combined effect may ultimately
matter more than isolated design adjustments.

Limitations

As with any SLR, this study has several limitations that should
be acknowledged.

008

First, the review employed a systematic and bilingual search
strategy based on five academic databases. Even with an extensive
search, some pertinent studies may not have been selected, which
is a common limitation in systematic reviews [12].

Second, the review focused exclusively on academic articles.
While this consolidates the academic rigor of the corpus, it does
not include other types of sources, including industry reports
and professional analyses. These sources may provide practical
knowledge on new packaging practices, especially in sustainability
and digital innovation [15].

Third, no formal evaluation of potential bias was carried
out. Instead, methodological rigor was ensured through explicit
inclusion criteria and a multi-stage screening process. This
approach is consistent with prevailing practices in management-
oriented systematic reviews dealing with heterogeneous research
designs [13].

Finally, the categorization of studies into four thematic
domains reflects an interpretive synthesis designed to structure a
fragmented field. Alternative classification frameworks could lead
to different emphases or boundary definitions.

Future research
The review identifies several directions for future research.

To begin with, more qualitative studies are needed to better
understand the symbolic, cultural and experiential dimensions
of wine packaging, which remain underexplored in a field mostly
dominated by quantitative research. This would help clarify how
packaging contributes to meaning-making, identity construction
and consumption practices [18,37].

Second, sustainability is gaining attention in the literature and
still requires additional development [31]. Future research could
focus on life-cycle approaches, circular systems, sustainability-
quality trade-offs and regulatory differences across contexts.
These avenues are becoming more important as policy and market
attention increasingly focuses on environmental responsibility in
the wine sector [8,37].

Third, technological innovation in wine packaging remains
in its early stages. Future research could focus on sustained
consumer engagement with smart packaging and explore the role
of digital trust in emerging technologies such as blockchain, NFC
and augmented reality [11,35].

Also, intercultural research remains necessary because
responses to labels and sustainability claims vary across cultural
norms, institutional frameworks, and levels of market maturity.
They could therefore deepen understanding of how packaging
strategies travel and adapt across contexts [30].

Finally, more integrative frameworks are needed to better
understand wine packaging as system
combining visual, informational, environmental and technological
dimensions. Such frameworks could move the field away from

a communication
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fragmented perspectives and toward a broader understanding
of packaging as a strategic interface connecting producers,
consumers and markets [36].

These avenues offer substantial opportunities to advance both
academic understanding and managerial practice in the evolving
domain of wine packaging.
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