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Cluster 16: Organic and sustainable consumption

16.1 Cognitive and social factors of intertemporal 
choice in the context of sustainable consumption
Kristina Ozimec*�, University of Ljubljana & Freie Univer-
sität Berlin & University of Zagreb

16.2 Consumer suspicion as a communicational 
opportunity in ethical consumption
Artemis Panigyraki*�, Imperial College London

16.3 Labels are not always beneficial: The case of 
organic wine
Thomas Brunner*�, Bern University of Applied Sciences

16.4 Organic food consumption in Poland: Motives 
and barriers
Paweł Bryła*�, University of Lodz

16.5 Organic or wild? European consumers’ 
perceptions of organic fish reveal challenges for 
communication and marketing
Pirjo Honkanen*�, Nofima As
Themis Altintzoglou�, Nofima As

16.6 Performance of the 5 most importance 
nutritional labels: Testing for their perceived 
completeness, complexity, simplicity, accuracy and 
coerciveness across 4 countries
George Chryssochoidis*�, University of Kent

16.7 Leveraging green packaging for price premium
Gaganpreet Singh*�, National Institute of Industrial 
Engineering
Neeraj Pandey�, National Institute of Industrial 
Engineering

16.8 Barking up the wrong tree: Sustainability, 
consumption, and the circuits of power
Carmen Valor*�, Universidad Pontificia Comillas

16.9 Building organic as a brand: Experiences of the 
‘unconverted’
Eiren Tuusjärvi*�, Aalto University

16.10 Deciphering sustainable consumption: 
Understanding, motives and heuristic cues in the 
context of personal care products
Andrea K. Moser*�, Leuphana University Lüneburg & 
Pforzheim University
Gabriele Naderer�, Pforzheim University

Thursday, May 26, 2016
17:00–19:00
Room: BI first floor

Poster Session
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