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Abstract: Consumers habitually rely on food labels to make purchasing decisions, but they 

also use heuristics and other associations in judgment and decision-making. The halo effect, 

or the tendency to judge one product characteristic based on other product characteristics, 

is prevalent in food purchasing decisions. Using data from a panel of 1,087 beer and hard 

seltzer consumers across four metropolitan areas, we explore whether halo effects exist in 

the American alcohol marketplace. We create a hypothetical brewing company and ask 

consumers to rate various characteristics of the hypothetical brewery’s products. The 

experimental design isolates the effect of the organic label on a beer and hard seltzer to see 

whether consumers perceive the organic alternative as healthier than the conventional, non-

organic alternative. Results provide some evidence of a health halo effect associated with the 

organic label on alcohol that varies by geographical region. Hard seltzers are also perceived 

as better tasting than beer, irrespective of the production status. This could lead to increased 

consumption in a fixed period, which is an area for future work.  

Keywords: alcohol, halo effect, health, organic 

JEL codes: C8, C9, I12, I18, M3 

mailto:staple71@msu.edu


1 
 

1. Introduction 1 

Consumers habitually rely on food labels to make purchasing decisions, but they also use 2 

heuristics and other associations in judgment and decision-making. One such heuristic is the 3 

halo effect, or the tendency to unconsciously judge a product’s characteristics based on other 4 

product characteristics (Nisbett and Wilson, 1977; Thorndike, 1920). Halo effects in food 5 

marketing are extensive, found within health claims (Roe, Levy, and Derby, 1999; Williams, 6 

2005), sustainability claims (Chernev and Blair, 2020; Sörqvist et al., 2015), and fair-trade 7 

claims (Lotz, Christandl, and Fetchenhauer, 2013; Schuldt, Muller, and Schwarz, 2012).  8 

We use survey data from American beer and seltzer drinkers to examine the presence 9 

of halo effects in the U.S. alcohol market. Following Ellison et al. (2016), we create a 10 

hypothetical brewing company and ask consumers to rate various characteristics of the 11 

hypothetical brewery’s products. Specifically, we create labels for four products, including 12 

(i) a conventional pale ale; (ii) an organic pale ale; (iii) a conventional hard seltzer; and (iv) 13 

an organic pale ale. Then, we ask respondents to rate the product’s expected taste and 14 

nutritional profile. Our design randomizes respondents to one pale ale alternative and one 15 

hard seltzer alternative, allowing us to determine the extent of two halo effects in the U.S. 16 

alcohol market. First, we determine whether the presence of the U.S. Department of 17 

Agriculture (USDA) certified organic label creates a halo effect in beer and hard seltzer. 18 

Second, we identify whether there is a halo effect attached to the hard seltzer itself. Thus, the 19 

objective of this project is to determine whether these two halo effects exist in the U.S. 20 

alcohol marketplace and discuss whether these halo effects could contribute to negative 21 

social and health effects in alcohol markets. 22 
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Health halo effects from the USDA-certified organic label are well-documented in 23 

unhealthy foods (Ellison et al., 2016; Lee et al., 2013; Nie, Rong-Da, and Wang, 2021; Richetin 24 

et al., 2022; Schuldt and Schwarz, 2010). While the organic label speaks to production 25 

practices and not the overall nutrient claims of the product, consumers are often 26 

misinformed about the meaning of the label (Hughner et al., 2007; Ufer, Ortega, and Wolf, 27 

2021; Wilson and Lusk, 2020; Yiridoe, Bonti-Ankomah, and Martin, 2005). Indeed, the 28 

presence of the organic label has been shown to decrease perceived calorie counts compared 29 

to conventionally produced counterparts as well as increase perceived safety, brand attitude, 30 

and brand trust relative to conventional goods (Ellison et al., 2016; Lee et al., 2013; Schuldt 31 

and Schwarz, 2010). 32 

The organic halo effect has received some attention within the beer industry, but 33 

studies have predominantly focused on the perception of the product’s sensory 34 

characteristics (Apaolaza et al., 2017; Caporale and Monteleone, 2004). Other studies have 35 

suggested that the organic status of beer can decrease consumer valuation (Waldrop and 36 

McCluskey, 2019), as the organic status may create a negative perception about quality and 37 

impact the perceived hoppiness of beer (Gabrielyan et al., 2018). However, to our knowledge, 38 

no prior work has examined the interplay between organic labeling and health halo effects 39 

in alcohol markets. This shortcoming is critical given the negative short- and long-term 40 

health consequences associated with alcohol consumption. 41 

Our paper seeks to fill this gap in the literature with an empirical contribution that 42 

identifies whether health halo effects exist in the alcohol market. If there is a halo effect 43 

associated with the organic alternatives, it calls into question whether alcoholic beverages 44 

should bear the USDA-certified organic label or other health-related claims. On aggregate, 45 



3 
 

we see little evidence of a health halo effect, but there does appear to be some regional 46 

variation in its presence. 47 

The remainder of this article is structured as follows. Section 2 provides further 48 

background on the USDA-certified organic label, halo effects, and the interplay of the beer 49 

and hard seltzer market. Section 3 presents our survey instrument and experimental design, 50 

which includes the hypothetical brewing company, the randomization process, and our 51 

sampling strategy. Section 4 presents our data and our results while Section 5 concludes with 52 

a discussion on the implications of our results and provide avenues for future research.  53 

 54 

2. Background 55 

The Organic Foods Production Act (OFPA) of 1990 set guidelines for a food manufacturer’s 56 

labeling of organic production practices. Organic foods, as defined by the USDA, are “grown 57 

and processed according to federal guidelines addressing, among many factors, soil quality, 58 

animal raising practices, pest and weed control, and use of additives. Organic producers rely 59 

on natural substances and physical, mechanical, or biologically based farming methods to 60 

the fullest extent possible” (McEvoy, 2019).1 Products produced using 100-percent organic 61 

ingredients or 95-percent organic ingredients can use the USDA-certified organic label on 62 

packaging (Kuchler et al., 2017). While consumers have shown a preference for organic food 63 

products in the marketplace (Rana and Paul, 2017; Rödiger and Hamm, 2015; Schleenbecker 64 

and Hamm, 2013), there is also a perception that organic implies healthier or safer (Ellison 65 

 
1 There are four organic labeling categories depending on the organic content of the food or drink. These 
include: (i) “100-percent organic” classification implying the product consists entirely of organic ingredients; 
(ii) “organic” classification meaning at least 95-percent of the ingredients are organic; (iii) “made with organic 
ingredients” category implying at least 70-percent of ingredients are organic; and (iv) specifying organic 
ingredients within the ingredient panel (Kuchler et al., 2017).  
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et al., 2016; Lee et al., 2013; Schuldt and Schwarz, 2010; Sundar and Kardes, 2015). However, 66 

as defined by the USDA, organic production speaks to the production practice, not the 67 

nutritional content.  68 

The halo effect from the USDA-certified organic label on food packaging is critical 69 

given that organic food sales have increased dramatically over the past decade. The Organic 70 

Trade Association (OTA) estimates that organic food sales surpassed $50 billion in 2019, up 71 

from $27 billion a decade prior (OTA, 2012; 2020a). Further, organic foods are now available 72 

in three out of every four conventional grocery stores (USDA-ERS, 2021). Given the countless 73 

consumer marketing reports and academic publications devoted to certified organic labeling 74 

(c.f., Schleenbecker and Hamm, 2013), producers across food and drink sectors have 75 

considered the prospect of organic production given the mainstream appeal. This includes 76 

the alcohol sector, including the beer and hard seltzer industries.  77 

 Beer is a highly processed product comprised of several agricultural commodities 78 

such as hops and barley. The organic beer market saw a bump in sales in 2018 with the 79 

arrival of Michelob Ultra’s Pure Gold lager bearing the USDA-certified organic label (OTA, 80 

2020).2 However, organic beer has not achieved a significant market share for many reasons, 81 

including federal legislation limiting the scope of organic beer (77 F.R. 1996, 2012), the cost 82 

of organic production (Turner et al., 2011), and inadequate consumer acceptance 83 

 
2 Michelob-Ultra launched their “6 for 6-pack” campaign weeks before the 2018 Super Bowl. Commercials aired 
during the event promoting the product, stating: “America, less than 1% of our farmland is organic, and farmers 
that want to transition face monumental challenges. What if we could help them? Simply, by having a beer... pick 
up a six-pack, we'll help transition six square feet of farmland to organic... And if every football fan picks up a six 
pack, we can change America's organic farmland forever.” 
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(Hasselbach and Roosen, 2015; Poelmans and Rousseau, 2017; Waldrop and McCluskey, 84 

2019).3 85 

 The market for organic beer appears limited, but the growth in organic sales coincides 86 

with a larger shift in the alcohol market towards health consciousness (Azzurra et al., 2020; 87 

Bazzani et al., 2020; Betancur, 2020). Alcohol consumption in the United States, as measured 88 

by average adult consumption, has been gradually decreasing over time (Brenan, 2021), and 89 

the number of breweries marketing low-calorie, low-alcohol content beverages has 90 

increased tremendously over the past several years. One nascent industry that has been the 91 

beneficiary of this perceived health consciousness shift is the hard seltzer industry.  92 

Hard seltzers, in their most basic forms, are comprised of water, sugar, and natural 93 

flavor. According to IRI (2021), hard seltzer producers are among the fastest-growing 94 

manufacturers in the U.S., appealing across demographics, now capturing 7 percent of total 95 

beverage alcohol sales (Harfmann, 2021). While the top three brands (White Claw, Truly, 96 

and Bud Light Hard Seltzer) make up over 80 percent of hard seltzer sales (Meisenzahl, 97 

2021), the number of breweries carrying a hard seltzer alternative has increased 98 

tremendously in recent years (Higgins, 2021; Watson, 2020).  99 

 
3 A November 2010 ruling by the National Organic Standards Board stated that USDA certified organic beer 
must be produced with organically grown hops (77 FR 1996, 2012). The legislation closed a previous 
exemption for brewers to use non-organic hops in certified organic beers (as hops make up less than five 
percent of net weight). This had significant impacts on the feasibility for organic beer as the cost of production 
is much higher for organic hops—which would ultimately translate to higher market prices for brewers and 
consumers. Further, while several studies have found positive premiums for consumer WTP for sustainably 
produced alcohol (Carley and Yahng, 2018; Schäufele and Hamm, 2017; Staples et al., 2020), the studies 
involving organic beers do not support premiums for organic beer (Hasselbach and Roosen, 2015; Poelmans 
and Rousseau, 2017; Waldrop and McCluskey, 2019). For instance, Poelmans and Rousseau (2017) use a 
discrete choice experiment with Belgian beer consumers and find that the organic certification did not increase 
WTP. Waldrop and McCluskey (2019) use sensory experiments and a double-bounded dichotomous choice 
analysis of WTP to find that information about the organic status of various craft beers reduced mean WTP by 
$0.53. 
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Anecdotal evidence suggests that consumers perceive hard seltzer to be healthier and 100 

easier to drink than other light beer alternatives (Brown, 2019). Indeed, some firms have 101 

attempted to use health or wellness claims on their hard seltzer products to differentiate 102 

their product from competitors (Sorini, 2021).4 These hard seltzers, however, generally have 103 

a similar alcohol content and calorie count to most light beers. Nonetheless, perceived 104 

healthiness and drinkability could lead to binge drinking and excess consumption, 105 

particularly amongst college students and young adults (Longo, 2019).  106 

Some beverage manufacturers have also attached the organic label to their hard 107 

seltzer packaging (Lee and Zeller, 2021). As the organic label has been shown to create a halo 108 

effect in some food products, there is merit in understanding whether the halo effect 109 

permeates to an industry with serious consumer health risks such as alcohol.   110 

 In this study, we examine the presence and extent of two halo effects in the U.S.  111 

alcohol market: (i) a halo effect attached to the USDA-certified organic label; and (ii) a halo 112 

effect attached to hard seltzer itself. That is, we will address whether consumers utilize the 113 

organic label as a signal of healthiness and whether some consumers have a predisposition 114 

that hard seltzer is healthier than beer—hence the halo effects. 115 

 116 

3. Methodology 117 

3.1 Hypothetical Brewery: The Commoner’s Brewing Company 118 

To identify whether halo effects exist in the alcohol market, we create a hypothetical brewing 119 

company and embed our experiment in an online survey sent to a panel of U.S. beer and hard 120 

 
4 One example of this is MolsonCoors’ product Vizzy which is marketed as being produced with “antioxidant 
vitamin C from acerola superfruit” (Soroni, 2021).  
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seltzer consumers across four metropolitan areas (city selection discussed further in Section 121 

3.2). 122 

 Following Ellison et al. (2016), we form a hypothetical brand, The Commoner’s 123 

Brewing Company, and ask participants about their expectations about the company’s beers 124 

and hard seltzers. Specifically, participants are asked to evaluate the products’ expected 125 

taste, nutrition, and safety as well as report their likelihood of purchasing and the expected 126 

price. The expected taste, nutrition, safety, and likelihood-to-buy use a zero to ten Likert 127 

scale. For the expected price, we use a continuous sliding scale ranging from $5.00 to $15.00.   128 

Beers and hard seltzers are chosen for three primary reasons. First, beer is the most 129 

preferred alcoholic beverage of U.S. adults (McCarthy, 2017), while hard seltzer is the fastest-130 

growing segment in the alcohol industry (IRI, 2021). Second, organic and non-organic beer 131 

and hard seltzer alternatives exist in the marketplace, and thus consumers partaking in this 132 

experiment are likely familiar with these alternatives. Third, while hard seltzer has a similar 133 

alcohol content and calorie count when compared to light beer, consumers may perceive 134 

seltzer as a healthier option due to marketing, drinkability, etc. (Alberts, 2021; Heil, 2019; 135 

McAfee, 2021). As such, including both alcoholic products in our design allows for a 136 

measurement of the effect of the organic label and the perceptions of beer versus hard 137 

seltzer.  138 

We develop four different products that the brewing company produces, including (i) 139 

a conventional pale ale, (ii) an organic pale ale, (iii) a conventional hard seltzer, and (iv) an 140 

organic hard seltzer. The pale ale is chosen because it represents a large share of the craft 141 

beer marketplace and has more broad appeal across drinkers compared to the India Pale Ale 142 

(IPA). For the hard seltzer, we use black cherry as the selected flavor because it represents 143 
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the fastest-growing hard seltzer flavor (Statistica, 2019). Further, each of the three largest 144 

hard seltzer producers carries a black cherry-flavored hard seltzer. Figure 1 presents the 145 

four images used in the study to represent the company’s products.   146 

[FIGURE 1 HERE] 147 

The experimental design randomly assigns respondents to one pale ale alternative 148 

(conventional or organic) and one hard seltzer alternative (conventional or organic). The 149 

beer and hard seltzer order are also randomized to prevent ordering effects. Figure 2 150 

presents the four possible groups for the experimental design: (i) both conventional 151 

alternatives; (ii) conventional beer and organic hard seltzer; (iii) organic beer and 152 

conventional hard seltzer, and (iv) both organic alternatives.  153 

[FIGURE 2 HERE] 154 

Comparing the conventional pale ale to the organic pale ale, the only difference 155 

between the two products is the absence/presence of the USDA-certified organic label. 156 

Therefore, any differences in consumer perceptions about the pale ale alternatives are 157 

attributable to the presence of the USDA-certified organic label. Similarly, for the hard seltzer 158 

options, the conventional hard seltzer does not market the organic logo while the organic 159 

seltzer does.  160 

We also draw comparisons across product categories, comparing pale ale scores with 161 

hard seltzer scores. While one could argue that the difference in product packaging limits 162 

our ability to make comparisons across the categories, we believe that it would be the 163 

product perception—not the packaging—that drives any observed differences between the 164 

beers and hard seltzers. Further, it would be unlikely for a brewing company’s beer and hard 165 

seltzer options to have identical packaging. Thus, we kept as much of the packaging constant 166 



9 
 

as possible while keeping the setting more realistic. For example, the fonts, alcohol content, 167 

and graphic on the rim of the cans are identical between the pale ale and the hard seltzer. 168 

The only differences in packaging include the text indicating whether it is a pale ale or black 169 

cherry hard seltzer and the graphic accompanying it: hops for the pale ale and a black and 170 

white graphic of cherries for the hard seltzer.    171 

After responding to both the pale ale and hard seltzer alternatives, participants are 172 

asked to state their general attitudes towards the brewing company. That is, we ask the 173 

respondents to rate (i) their general impressions of the brewing company, (ii) how appealing 174 

or unappealing they find the company’s branding, and (iii) how consistent they think the 175 

brewery’s products are. Through these three questions, we compare whether general 176 

sentiment towards the hypothetical brewing company varies depending on which 177 

alternatives the respondent sees.   178 

Data are also collected on demographic and household characteristics as well as 179 

alcohol consumption behaviors, risk-taking behaviors, and organic preferences.  180 

 181 

3.2 Sample selection: Four cities 182 

Rather than a nationally representative sample of U.S. beer and hard seltzer drinkers, we 183 

sample across four cities to determine whether there are heterogeneous effects in the 184 

product perceptions across geographic regions. City selection is completed by first 185 

identifying the 25 most populated U.S. cities and creating a 2 x 2 experimental design based 186 

on high and low statistical counts for (i) the number of drinking establishments per 100,000 187 

and (ii) the percentage of traffic fatalities involving alcohol. Data on the percentage of traffic 188 

fatalities involving alcohol come from the County Health Rankings (County Health Rankings, 189 
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2022). The number of drinking establishments per capita comes from the Census Bureau’s 190 

County Business Patterns data and population estimates (US Census Bureau, 2022). Table 1 191 

presents the 2 x 2 matrix along with the cities representing each block. Selected cities include 192 

New York, New York (LL), Houston, Texas (LH), San Francisco, California (HL), and Denver, 193 

Colorado (HH).  194 

[TABLE 1 HERE] 195 

These categories were chosen as part of a broader study analyzing expected alcohol 196 

consumption in a bar setting. In the wider context, we are analyzing whether alcohol labeling 197 

can influence expected consumption and whether there are heterogenous effects in expected 198 

consumption patterns.5 The hypothesis is that expected consumption is higher in cities with 199 

more drinking establishments per capita and a higher percentage of traffic fatalities 200 

involving alcohol. For the experiment presented here, we make no a priori hypotheses about 201 

the effect of geographical location on the presence or magnitude of the health halo effect.   202 

 203 

4. Results 204 

4.1 Summary statistics 205 

Data were collected from 1,087 beer and hard seltzer drinkers. Table 2 presents the 206 

demographics of the aggregate sample as well as the demographics by city.   207 

[TABLE 2 HERE] 208 

 As expected, the sample is younger, over-educated, and of higher income than a 209 

nationally representative sample of the U.S. population. The sample, in aggregate, is split 210 

nearly equally across gender. However, when drawing comparisons across cities, the share 211 

 
5 Working paper available soon. 
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of males in New York is roughly eight percentage points higher than in the other three cities. 212 

Respondents from New York were also more likely to be the highest income earners, where 213 

22 percent of New York respondents fall in this income bracket.    214 

 Respondents are also asked to report their consumption habits of beer and hard 215 

seltzer over the past three months. Table 3 presents the breakdown of their responses.  216 

[TABLE 3 HERE] 217 

 Approximately 76 percent of participants state they consume beer more than once 218 

per month; 67 percent for hard seltzer. Respondents are also asked where they consume 219 

beer and hard seltzer and are asked to select all that apply. The most common responses 220 

include at home (73 percent), at a bar or pub (56 percent), and at a social gathering with 221 

friends or family (54 percent).  222 

 223 

4.2 Likert responses 224 

Figure 2 presents the mean Likert responses for the four beverage options along with their 225 

confidence intervals for the entire sample (n = 1,087). Comparing each of the attribute scores 226 

across products, we see little variation in mean scores.   227 

[FIGURE 2 HERE] 228 

 To identify a health halo effect, we are interested in the nutrition perception scores 229 

(as well as the safety scores). In aggregate, there is little evidence to support the notion of a 230 

health halo effect in beer and hard seltzer. Across each product alternative, the average 231 

Likert response for expected nutrition ranges from 6.25 – 6.50. While the means for both 232 

organic alternatives are higher, the statistical differences are marginal, and we fail to reject 233 

the null hypothesis that the two means are different from one another. Similarly, we find no 234 
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evidence that consumers perceive hard seltzers as more nutritious than pale ales.  The 235 

inability to detect statistically significant differences across groups is true for nutrition, 236 

safety, and the likelihood-to-buy categories.  237 

 There is, however, a statistical difference in the expected taste or drinkability. The 238 

conventional pale ale has the lowest expected taste whereas the conventional seltzer had the 239 

highest perceived taste, a difference that is statistically significant at the five percent level. 240 

Importantly, our sample is limited to respondents that have consumed both beer and hard 241 

seltzer in the past three months. Thus, the lower score for beer is not solely driven by 242 

respondents not liking the taste of beer. If hard seltzers are perceived as tasting better than 243 

beer or having higher drinkability, then future research should consider whether 244 

drinkability leads to an increased pace of consumption or instances of binge drinking.   245 

Additionally, respondents did not expect a substantial price premium for the organic 246 

alternatives, on average. The expected price for a six-pack of the conventional pale ale is 247 

$11.40, versus $11.53 for the organic pale ale. For the hard seltzer, the average expected 248 

price is $11.55, versus  $11.52 for the organic option. The expected price per six-pack closely 249 

aligns with market prices for similar products.  250 

We also ask respondents about their general attitudes toward The Commoner’s 251 

Brewing Company. Questions include their general impressions of the brewing company as 252 

well as how appealing they find the marketing and the perceived consistency of the beer 253 

products. Comparisons are drawn on the four groups that arose from the 2x2 product 254 

experimental design (i.e., conventional and organic pale ale and conventional and organic 255 

hard seltzer). Again, we find little evidence of variation across groups. Average scores range 256 

from 5.2 – 5.3 out of 7 for general impressions; 5.2 for appeal of the marketing; and 5.3 – 5.4 257 
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for perceived consistency. In other words, the presence of the organic label did not 258 

significantly alter consumer perceptions about the brewery.   259 

 260 

4.3 Likert responses by city  261 

Figure 4 presents the results of the Likert responses by city. For three of the cities, there are 262 

no statistically significant differences across product characteristics. For San Francisco, 263 

however, we see a marginally significant health halo effect in the pale ale. Here, respondents 264 

in San Francisco rank the conventional pale as a 6 of 10 for nutrition, whereas the organic 265 

pale ale ranks a 6.5 of 10. Through Kruskal-Wallis analysis, this difference is statistically 266 

significant at the 10 percent level.   267 

[FIGURE 4 HERE] 268 

 One interesting note that merits further investigation is the differences in mean 269 

scores across cities. That is, while few statistically significant differences existed within 270 

cities, the overall scores between cities varied quite significantly. Across each of the four 271 

product characteristics, New York residents scored taste, nutrition, safety, and LTB with 272 

mean scores between seven to eight out of ten. The other three cities rarely see average 273 

scores above seven. For example, Houston citizens, on average, rank the perceived nutrition 274 

of hard seltzers as 6.2 of 10, whereas the New York sample ranks them as a 7.4 of 10. Indeed, 275 

Kruskal-Wallis tests across cities detect differences in the distribution of scores for each 276 

product characteristics.  While sample demographics vary across the four cities, these results 277 

suggest that there may be differences in the way citizens from different geographic regions 278 

respond to Likert statements.  279 

 280 
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5. Discussion and conclusion  281 

Alcohol consumption is associated with a range of negative health and economic 282 

consequences, including (i) driving under the influence (Oh et al., 2020); (ii) chronic diseases 283 

such as high blood pressure, heart disease, and liver disease; (iii) addiction (Devlin, 284 

Scuffham, and Bunt, 1997); and (iv) weight gain (Sayon-Orea, Martinez-Gonzalez, and Bes-285 

Rastrollo, 2011). With the consumer shift towards conscious drinking, the recent popularity 286 

of non-traditional alcoholic beverages, and the growth in organic sales, our study determines 287 

whether there are halo effects in the alcohol market.  288 

 Results provide little evidence of a health halo effect across four large metropolitan 289 

areas. Outside of a marginal difference in nutritional perceptions for residents of San 290 

Francisco, beer and hard seltzer consumers in these cities appear to view conventional and 291 

organic alcohol with similar nutritional information. There are two potential explanations 292 

for the null or marginal effect of the organic label. First, it could be that our respondents are 293 

knowledgeable about the organic label, knowing that it refers to the production practices 294 

and not the overall nutritional profile of the product. Indeed, by focusing on four 295 

metropolitan areas, our sample is overeducated. This substantially limits the generalizability 296 

of our findings and is a primary shortcoming of this study. Future work could consider the 297 

effects on a nationally representative sample of U.S. beer and hard seltzer consumers.  298 

 The second potential explanation for the null or marginal effect is that consumers, on 299 

average, understand that alcohol has a low nutritional content. If this is true, then the organic 300 

label on alcohol products is unlikely to lead to substantial health effects. However, our study 301 

only speaks to four metropolitan areas, and in one, we do see some evidence of a health halo 302 
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effect. Thus, caution should be exercised over health claim labeling on alcohol, as more work 303 

is needed to fully understand the effects.  304 

 Importantly, in the aggregate sample, we see evidence that hard seltzers are 305 

perceived as having better taste—or better drinkability—than the pale ale. One concern that 306 

could arise from this difference is an increased pace of consumption. If consumers’ pace of 307 

consumption is faster with hard seltzer, then we could see increased rates of binge or 308 

excessive drinking. This is particularly a concern for college students (Longo, 2019), where 309 

binge drinking is prevalent. Future studies should attempt to analyze consumption patterns 310 

in hard seltzers and beers to understand their relationship to health outcomes. 311 



16 
 

References 312 

77 F.R. 1996. National Organic Program (NOP); Sunset Review (2012). January 12, 2012. 313 
Available at: https://www.federalregister.gov/documents/2012/01/12/2012-314 
362/national-organic-program-nop-sunset-review-2012 [last accessed December 13, 315 
2021]. 316 

Alberts, B. (September 17, 2021). The rise of hard seltzer echoes the 19th-century lager 317 
craze. Available at Washington Post website: 318 
https://www.washingtonpost.com/outlook/2021/09/17/history-behind-rise-hard-319 
seltzer/ [last accessed October 20, 2021].  320 

Apaolaza, V., Hartmann, P., Echebarria, C., & Barrutia, J. M. (2017). Organic label's halo effect 321 
on sensory and hedonic experience of wine: A pilot study. Journal of Sensory Studies, 322 
32(1), e12243. doi.org/10.1111/joss.12243 323 

Azzurra, A., Agnoli, L., Vecchio, R., Charters, S., & Marianani, A. (2020). The influence of 324 
alcohol warning labels on consumers’ choices of wine and beer. Wine Economics and 325 
Policy, 9(2), 3-21. http://www.doi.org/10.36253/web-8189 326 

Bazzani, C., Capitello, R., Ricci, E. C., Scarpa, R., & Begalli, D. (2020). Nutritional knowledge 327 
and health consciousness: do they affect consumer wine choices? Evidence from a survey 328 
in Italy. Nutrients, 12(1), 84. doi.org/10.3390/nu12010084 329 

Betancur, M. I., Motoki, K., Spence, C., & Velasco, C. (2020). Factors influencing the choice of 330 
beer: A review. Food Research International, 137, 109367. 331 
doi.org/10.1016/j.foodres.2020.109367 332 

Brenan, M. (August 19, 2021). U.S. alcohol consumption on low end of recent readings. 333 
Available at Gallup website: https://news.gallup.com/poll/353858/alcohol-334 
consumption-low-end-recent-readings.aspx [last accessed December 13, 2021].  335 

Brown, D. (October 4, 2019). Hey, White Claw fans. You’ve got alcohol all wrong. Available at 336 
Washington Post website: 337 
https://www.washingtonpost.com/opinions/2019/10/04/hey-white-claw-fans-youve-338 
got-alcohol-all-wrong/ [last accessed December 13, 2021].  339 

Caporale, G., & Monteleone, E. (2004). Influence of information about manufacturing process 340 
on beer acceptability. Food Quality and Preference, 15(3), 271-278. 341 
doi.org/10.1016/S0950-3293(03)00067-3 342 

Carley, S., & Yahng, L. (2018). Willingness-to-pay for sustainable beer. PloS one, 13(10), 343 
e0204917. doi.org/10.1371/journal.pone.0204917 344 

Chernev, A., & Blair, S. (2020). When sustainability is not a liability: The halo effect of 345 
marketplace morality. Journal of Consumer Psychology. doi.org/10.1002/jcpy.1195 346 

Devlin, N. J., Scuffham, P. A., & Bunt, L. J. (1997). The social costs of alcohol abuse in New 347 
Zealand. Addiction, 92(11), 1491-1505.  348 

Ellison, B., Duff, B. R., Wang, Z., & White, T. B. (2016). Putting the organic label in context: 349 
Examining the interactions between the organic label, product type, and retail 350 
outlet. Food Quality and Preference, 49, 140-150. 351 
doi.org/10.1016/j.foodqual.2015.11.013 352 

Gabrielyan, G., Marsh, T. L., McCluskey, J. J., & Ross, C. F. (2018). Hoppiness is happiness? 353 
Under-fertilized hop treatments and consumers’ willingness to pay for beer. Journal of 354 
Wine Economics, 13(2), 160-181. doi.org/10.1017/jwe.2018.26 355 

https://www.federalregister.gov/documents/2012/01/12/2012-362/national-organic-program-nop-sunset-review-2012
https://www.federalregister.gov/documents/2012/01/12/2012-362/national-organic-program-nop-sunset-review-2012
https://www.washingtonpost.com/outlook/2021/09/17/history-behind-rise-hard-seltzer/
https://www.washingtonpost.com/outlook/2021/09/17/history-behind-rise-hard-seltzer/
https://doi.org/10.1111/joss.12243
http://www.doi.org/10.36253/web-8189
https://doi.org/10.3390/nu12010084
https://doi.org/10.1016/j.foodres.2020.109367
https://news.gallup.com/poll/353858/alcohol-consumption-low-end-recent-readings.aspx
https://news.gallup.com/poll/353858/alcohol-consumption-low-end-recent-readings.aspx
https://www.washingtonpost.com/opinions/2019/10/04/hey-white-claw-fans-youve-got-alcohol-all-wrong/
https://www.washingtonpost.com/opinions/2019/10/04/hey-white-claw-fans-youve-got-alcohol-all-wrong/
https://doi.org/10.1016/S0950-3293(03)00067-3
https://doi.org/10.1371/journal.pone.0204917
https://doi.org/10.1002/jcpy.1195
https://doi.org/10.1016/j.foodqual.2015.11.013
https://doi.org/10.1017/jwe.2018.26


17 
 

Harfmann, B. (July 27, 2021). Hard seltzers comprise 7% of total beverage alcohol. Available 356 
at Beverage Industry website: https://www.bevindustry.com/articles/94297-hard-357 
seltzers-comprise-7-of-total-beverage-alcohol [last accessed December 13, 2021].  358 

Hasselbach, J. L., & Roosen, J. (2015). Consumer heterogeneity in the willingness to pay for 359 
local and organic food. Journal of Food Products Marketing, 21(6), 608-625. 360 
doi.org/10.1080/10454446.2014.885866 361 

Heil, E. (September 10, 2019). The key to White Claw’s surging popularity: Marketing to a 362 
post-gender world. Available at Washington Post website: 363 
https://www.washingtonpost.com/news/voraciously/wp/2019/09/10/the-key-to-364 
white-claws-surging-popularity-marketing-to-a-post-gender-world/ [last accessed 365 
October 20, 2021].  366 

Higgins, D. (October 12, 2021). As hard seltzer sales surge, more than 30 Wisconsin 367 
breweries have jumped into the market. Here's where you can find them. Available at 368 
Green Bay Press Gazette: 369 
https://www.greenbaypressgazette.com/story/entertainment/nightlife/beer/2021/1370 
0/12/hard-seltzers-our-list-local-wisconsin-breweries-making-drink/5608445001/ 371 
[last accessed October 19, 2021].  372 

Hughner, R. S., McDonagh, P., Prothero, A., Shultz, C. J., & Stanton, J. (2007). Who are organic 373 
food consumers? A compilation and review of why people purchase organic food. Journal 374 
of Consumer Behaviour: An International Research Review, 6(2‐3), 94-110. 375 
doi.org/10.1002/cb.210 376 

IRI (2021). Year-end 2020 trends, 2021 emerging growth pockets. Available at IRI website: 377 
https://www.iriworldwide.com/IRI/media/Library/IRI-TL-Leader-Board-Part-1-1-22-378 
2020-vF.pdf 379 

Kuchler, F., Greene, C., Bowman, M., Marshall, K. K., Bovay, J., & Lynch, L. (2017). Beyond 380 
nutrition and organic labels—30 years of experience with intervening in food labels (No. 381 
1477-2019-2808). Available at USDA-ERS website: 382 
https://www.ers.usda.gov/webdocs/publications/85687/err-239.pdf?v=0 383 

Lee, B.J., & Zeller, T.J. (February 22, 2021). USDA certified organic ciders: One of a kind?. 384 
Available at The National Law Review website: 385 
https://www.natlawreview.com/article/usda-certified-organic-ciders-one-kind [last 386 
accessed October 19, 2021].  387 

Lee, W. C. J., Shimizu, M., Kniffin, K. M., & Wansink, B. (2013). You taste what you see: Do 388 
organic labels bias taste perceptions?. Food Quality and Preference, 29(1), 33-39. 389 
doi.org/10.1016/j.foodqual.2013.01.010 390 

Lieber, C. S. (2003). Relationships between nutrition, alcohol use, and liver disease. Alcohol 391 
Research & Health, 27(3), 220. https://pubmed.ncbi.nlm.nih.gov/15535450 392 

Longo, J. (2019). College kids are ditching beer and binge-drinking hard seltzer. Available at 393 
Mel Magazine website: https://melmagazine.com/en-us/story/college-drinking-hard-394 
seltzer-instagram [last accessed December 13, 2021].  395 

Lotz, S., Christandl, F., & Fetchenhauer, D. (2013). What is fair is good: Evidence of 396 
consumers’ taste for fairness. Food Quality and Preference, 30(2), 139-144. 397 
doi.org/10.1016/j.foodqual.2013.05.010 398 

McAfee, D. (September 27, 2021). Molson Coors suit over hard seltzer’s health benefits 399 
dismissed. Available at Bloomberg Law website: 400 

https://www.bevindustry.com/articles/94297-hard-seltzers-comprise-7-of-total-beverage-alcohol
https://www.bevindustry.com/articles/94297-hard-seltzers-comprise-7-of-total-beverage-alcohol
http://www.doi.org/10.1080/10454446.2014.885866
https://www.washingtonpost.com/news/voraciously/wp/2019/09/10/the-key-to-white-claws-surging-popularity-marketing-to-a-post-gender-world/
https://www.washingtonpost.com/news/voraciously/wp/2019/09/10/the-key-to-white-claws-surging-popularity-marketing-to-a-post-gender-world/
https://www.greenbaypressgazette.com/story/entertainment/nightlife/beer/2021/10/12/hard-seltzers-our-list-local-wisconsin-breweries-making-drink/5608445001/
https://www.greenbaypressgazette.com/story/entertainment/nightlife/beer/2021/10/12/hard-seltzers-our-list-local-wisconsin-breweries-making-drink/5608445001/
https://doi.org/10.1002/cb.210
https://www.iriworldwide.com/IRI/media/Library/IRI-TL-Leader-Board-Part-1-1-22-2020-vF.pdf
https://www.iriworldwide.com/IRI/media/Library/IRI-TL-Leader-Board-Part-1-1-22-2020-vF.pdf
https://www.ers.usda.gov/webdocs/publications/85687/err-239.pdf?v=0
https://www.natlawreview.com/article/usda-certified-organic-ciders-one-kind
https://doi.org/10.1016/j.foodqual.2013.01.010
https://pubmed.ncbi.nlm.nih.gov/15535450
https://melmagazine.com/en-us/story/college-drinking-hard-seltzer-instagram
https://melmagazine.com/en-us/story/college-drinking-hard-seltzer-instagram
https://doi.org/10.1016/j.foodqual.2013.05.010


18 
 

https://news.bloomberglaw.com/product-liability-and-toxics-law/molson-coors-suit-401 
over-hard-seltzers-health-benefits-dismissed [last accessed October 20, 2021].  402 

McCarthy, J. (2017). Beer remains the preferred alcoholic beverage in the U.S. Available at 403 
Gallup website: https://news.gallup.com/poll/214229/beer-remains-preferred-404 
alcoholic-beverage.aspx [last accessed December 13, 2021].  405 

Meisenzahl, M. (June 18, 2021). Hard-seltzer sales are surging. Here are the 3 most popular 406 
brands and 2 newcomers hoping to chip away at their dominance. Available at Business 407 
Insider website: https://www.businessinsider.com/white-claw-truly-bud-light-most-408 
popular-hard-seltzers-and-newer-brands-2021-6 [last accessed December 13, 2021]. 409 

Nie, Y. Y., Rong-Da Liang, A., & Wang, E. C. (2021). Third-party certification labels for organic 410 
food: consumers' purchase choice and willingness-to-pay. British Food Journal. 411 
doi.org/10.1108/BFJ-07-2021-0777 412 

Nisbett, R. E., & Wilson, T. D. (1977). The halo effect: evidence for unconscious alteration of 413 
judgments. Journal of Personality and Social Psychology, 35(4), 250-256. 414 
doi.org/10.1037/0022-3514.35.4.250 415 

Oh, S., Vaughn, M. G., Salas-Wright, C. P., AbiNader, M. A., & Sanchez, M. (2020). Driving under 416 
the influence of Alcohol: Findings from the NSDUH, 2002–2017. Addictive Behaviors, 108, 417 
106439. doi.org/10.1016/j.addbeh.2020.106439 418 

OTA (2012). Consumer-driven U.S. organic market surpasses $31 billion in 2011. Available 419 
at Organic Trade Association website: https://ota.com/news/press-releases/17093 [last 420 
accessed December 13, 2021]. 421 

OTA (2020a). COVID-19 will shape organic industry in 2020 after banner year in 2019. 422 
Available at Organic Trade Association website: https://ota.com/news/press-423 
releases/21328 [last accessed December 13, 2021]. 424 

OTA (2020b). Organic Trade Association member Michelob ULTRA Pure Gold announces 425 
groundbreaking national program to support organic farming. Available at Organic Trade 426 
Association website: https://ota.com/news/press-releases/21172 [last accessed 427 
December 13, 2021].  428 

Poelmans, E., & Rousseau, S. (2017). Beer and organic labels: Do Belgian consumers 429 
care?. Sustainability, 9(9), 1509. doi.org/10.3390/su9091509 430 

Rana, J., & Paul, J. (2017). Consumer behavior and purchase intention for organic food: A 431 
review and research agenda. Journal of Retailing and Consumer Services, 38, 157-165. 432 
doi.org/10.1016/j.jretconser.2017.06.004 433 

Richetin, J., Caputo, V., Demartini, E., Conner, M., & Perugini, M. (2022). Organic food labels 434 
bias food healthiness perceptions: Estimating healthiness equivalence using a Discrete 435 
Choice Experiment. Appetite, 105970. doi.org/10.1016/j.appet.2022.105970 436 

Roe, B., Levy, A. S., & Derby, B. M. (1999). The impact of health claims on consumer search 437 
and product evaluation outcomes: Results from FDA experimental data. Journal of Public 438 
Policy & Marketing, 18(1), 89-105. doi.org/10.1177/074391569901800110 439 

Rödiger, M., & Hamm, U. (2015). How are organic food prices affecting consumer behaviour? 440 
A review. Food Quality and Preference, 43, 10-20. 441 
doi.org/10.1016/j.foodqual.2015.02.002 442 

Sayon-Orea, C., Martinez-Gonzalez, M. A., & Bes-Rastrollo, M. (2011). Alcohol consumption 443 
and body weight: a systematic review. Nutrition Reviews, 69(8), 419-431. 444 
doi.org/10.1111/j.1753-4887.2011.00403.x 445 

https://news.bloomberglaw.com/product-liability-and-toxics-law/molson-coors-suit-over-hard-seltzers-health-benefits-dismissed
https://news.bloomberglaw.com/product-liability-and-toxics-law/molson-coors-suit-over-hard-seltzers-health-benefits-dismissed
https://news.gallup.com/poll/214229/beer-remains-preferred-alcoholic-beverage.aspx
https://news.gallup.com/poll/214229/beer-remains-preferred-alcoholic-beverage.aspx
https://www.businessinsider.com/white-claw-truly-bud-light-most-popular-hard-seltzers-and-newer-brands-2021-6
https://www.businessinsider.com/white-claw-truly-bud-light-most-popular-hard-seltzers-and-newer-brands-2021-6
https://doi.org/10.1108/BFJ-07-2021-0777
https://doi.org/10.1037/0022-3514.35.4.250
https://doi.org/10.1016/j.addbeh.2020.106439
https://ota.com/news/press-releases/17093
https://ota.com/news/press-releases/21328
https://ota.com/news/press-releases/21328
https://ota.com/news/press-releases/21172
https://doi.org/10.3390/su9091509
https://doi.org/10.1016/j.jretconser.2017.06.004
https://doi.org/10.1016/j.appet.2022.105970
https://doi.org/10.1177/074391569901800110
https://doi.org/10.1016/j.foodqual.2015.02.002
https://doi.org/10.1111/j.1753-4887.2011.00403.x


19 
 

Schäufele, I., & Hamm, U. (2017). Consumers’ perceptions, preferences and willingness-to-446 
pay for wine with sustainability characteristics: A review. Journal of Cleaner 447 
Production, 147, 379-394. doi.org/10.1016/j.jclepro.2017.01.118 448 

Schleenbecker, R., & Hamm, U. (2013). Consumers’ perception of organic product 449 
characteristics. A review. Appetite, 71, 420-429. doi.org/10.1016/j.appet.2013.08.020 450 

Schuldt, J. P., Muller, D., & Schwarz, N. (2012). The “fair trade” effect: Health halos from social 451 
ethics claims. Social Psychological and Personality Science, 3(5), 581-589. 452 
doi.org/10.1177/1948550611431643 453 

Schuldt, J. P., & Schwarz, N. (2010). The" organic" path to obesity? Organic claims influence 454 
calorie judgments and exercise recommendations. Judgment and Decision Making, 5(3), 455 
144-150.  456 

Sorini, M. (April 7, 2021). Mislabeling accusation against hard seltzer brand highlights the 457 
dangers of marketing alcohol using health and wellness cues. Available at Brewers 458 
Association website: https://www.brewersassociation.org/legal-insights/mislabeling-459 
accusation-against-hard-seltzer-brand-highlights-the-dangers-of-marketing-alcohol-460 
using-health-and-wellness-cues/ [last accessed January 21, 2022].  461 

Sörqvist, P., Haga, A., Langeborg, L., Holmgren, M., Wallinder, M., Nöstl, A., ... & Marsh, J. E. 462 
(2015). The green halo: Mechanisms and limits of the eco-label effect. Food Quality and 463 
Preference, 43, 1-9. doi.org/10.1016/j.foodqual.2015.02.001 464 

Staples, A. J., Reeling, C. J., Widmar, N. J. O., & Lusk, J. L. (2020). Consumer willingness to pay 465 
for sustainability attributes in beer: A choice experiment using eco‐466 
labels. Agribusiness, 36(4), 591-612. https://doi.org/10.1002/agr.21655 467 

Statistica (2019). Sales growth of hard seltzer in the United States in 2019, by flavor. 468 
Available at Statistica website: https://www.statista.com/statistics/1010655/sales-469 
growth-of-hard-seltzer-flavors-us/ 470 

Sundar, A., & Kardes, F. R. (2015). The role of perceived variability and the health halo effect 471 
in nutritional inference and consumption. Psychology & Marketing, 32(5), 512-521. 472 
https://doi.org/10.1002/mar.20796 473 

Thorndike, E. L. (1920). A constant error in psychological ratings. Journal of Applied 474 
Psychology, 4(1), 25-29. 475 

Turner, S. F., Benedict, C. A., Darby, H., Hoagland, L. A., Simonson, P., Sirrine, J. R., & Murphy, 476 
K. M. (2011). Challenges and opportunities for organic hop production in the United 477 
States. Agronomy Journal, 103(6), 1645-1654. doi.org/10.2134/agronj2011.0131 478 

Ufer, D., Ortega, D. L., & Wolf, C. A. (2021). Information and consumer demand for milk 479 
attributes: Are redundant labels an effective marketing strategy?. Applied Economic 480 
Perspectives and Policy, 1-22. doi.org/10.1002/aepp.13155 481 

US Census Bureau (2022). County Business Patterns (CBP). Available at: 482 
https://www.census.gov/programs-surveys/cbp.html 483 

USDA-ERS (2021). Organic market summary and trends. Available at USDA-ERS website: 484 
https://www.ers.usda.gov/topics/natural-resources-environment/organic-485 
agriculture/organic-market-summary-and-trends/ 486 

Waldrop, M. E., & McCluskey, J. J. (2019). Does information about organic status affect 487 
consumer sensory liking and willingness to pay for beer?. Agribusiness, 35(2), 149-167. 488 
doi.org/10.1002/agr.21567 489 

https://doi.org/10.1016/j.jclepro.2017.01.118
https://doi.org/10.1016/j.appet.2013.08.020
https://doi.org/10.1177/1948550611431643
https://www.brewersassociation.org/legal-insights/mislabeling-accusation-against-hard-seltzer-brand-highlights-the-dangers-of-marketing-alcohol-using-health-and-wellness-cues/
https://www.brewersassociation.org/legal-insights/mislabeling-accusation-against-hard-seltzer-brand-highlights-the-dangers-of-marketing-alcohol-using-health-and-wellness-cues/
https://www.brewersassociation.org/legal-insights/mislabeling-accusation-against-hard-seltzer-brand-highlights-the-dangers-of-marketing-alcohol-using-health-and-wellness-cues/
https://doi.org/10.1016/j.foodqual.2015.02.001
https://doi.org/10.1002/agr.21655
https://www.statista.com/statistics/1010655/sales-growth-of-hard-seltzer-flavors-us/
https://www.statista.com/statistics/1010655/sales-growth-of-hard-seltzer-flavors-us/
https://doi.org/10.1002/mar.20796
https://doi.org/10.2134/agronj2011.0131
https://doi.org/10.1002/aepp.13155
https://www.census.gov/programs-surveys/cbp.html
https://www.ers.usda.gov/topics/natural-resources-environment/organic-agriculture/organic-market-summary-and-trends/
https://www.ers.usda.gov/topics/natural-resources-environment/organic-agriculture/organic-market-summary-and-trends/
https://doi.org/10.1002/agr.21567


20 
 

Watson, B. (August 6, 2020). Much ado about seltzer. Available at Brewers Association 490 
website: https://www.brewersassociation.org/insights/much-ado-about-seltzer/ [last 491 
accessed October 19, 2021].  492 

White Claw (2020). Frequently asked questions. Available at White Claw website: 493 
https://ca.whiteclaw.com/faq/ 494 

Williams, P. (2005). Consumer understanding and use of health claims for foods. Nutrition 495 
Reviews, 63(7), 256-264. doi.org/10.1111/j.1753-4887.2005.tb00382.x 496 

Wilson, L., & Lusk, J. L. (2020). Consumer willingness to pay for redundant food labels. Food 497 
Policy, 97, 101938. doi.org/10.1016/j.foodpol.2020.101938 498 

Yiridoe, E. K., Bonti-Ankomah, S., & Martin, R. C. (2005). Comparison of consumer 499 
perceptions and preference toward organic versus conventionally produced foods: A 500 
review and update of the literature. Renewable Agriculture and Food Systems, 193-205. 501 
doi.org/10.1079/RAF2005113 502 

https://www.brewersassociation.org/insights/much-ado-about-seltzer/
https://ca.whiteclaw.com/faq/
https://doi.org/10.1111/j.1753-4887.2005.tb00382.x
https://doi.org/10.1016/j.foodpol.2020.101938
https://doi.org/10.1079/RAF2005113


21 
 

Tables & Figures 

Table 1. City selection based on 2x2 design using the number of drinking establishments 

and the proportion of traffic fatalities involving alcohol 
  

Proportion of traffic fatalities involving alcohol   
Low High 

Number  of 
drinking 

establishments 
per 100,000 

Low 
New York City, New York 

(18.64, 0.09)  

Houston, Texas 
(10.74, 0.33) 

High 
San Francisco, California 

(46.51, 0.08)  

Denver, Colorado 
(28.05, 0.34) 

Note: First number in parentheses corresponds to the number of drinking establishments 
per 100,000 residents, and the second number corresponds to the proportion of traffic 
fatalities involving alcohol. 
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Table 2. Sample demographics 

 % of respondents 

Variable Aggregate 
Denver, 

CO 
Houston, 

TX 
New 

York, NY 
San 

Francisco, CA 
Gender      

Male 51.1 48.2 49.4 58.8 47.0 
Female 47.9 51.4 50.2 40.5 50.9 
Non-binary/self-describe 1.0 0.4 0.4 0.7 2.1 

Age      
21-24 7.9 6.9 8.0 6.2 10.5 
25-34 32.3 28.3 27.7 36.6 35.1 
35-44 30.8 27.9 30.9 36.3 27.4 
45-54 12.9 12.6 17.3 9.5 13.0 
55-64 9.4 14.6 8.4 7.5 7.7 
65 or older 6.7 9.7 7.6 3.9 6.3 

Education      
Less than high school  1.1 1.6 1.2 1.0 0.7 
High school or GED  13.6 14.2 22.1 10.8 8.8 
Some college 16.7 21.1 23.7 10.1 14.0 
2-year college degree 10.9 13.8 13.7 7.2 9.8 
4-year college degree  33.2 31.2 24.5 32.0 43.9 
Master's degree  20.2 15.4 12.5 33.0 17.9 
Professional degree 4.2 2.8 2.8 5.9 4.9 

Income       
Less than $20,000  7.2 10.5 6.0 6.2 6.3 
$20,000 - $39,999 13.7 14.2 24.5 7.2 10.9 
$40,000 - $59,999 15.1 21.9 21.3 11.1 8.1 
$60,000 - $79,999  14.9 17.0 13.7 11.1 18.3 
$80,000 - $99,999 11.0 15.4 8.4 6.5 14.0 
$100,000 - $119,999 11.9 6.9 8.0 16.0 15.1 
$120,000 - $139,999 5.9 3.6 5.2 8.2 6.0 
$140,000 - $159,999 8.1 4.1 5.2 12.1 9.8 
$160,000 or greater 12.3 6.5 7.6 21.6 11.6 

N 1,087 247 249 306 285 
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Table 3. Beer and hard seltzer consumption 

How often do you consume ____? Hard Seltzer  
Beer (1) (2) (3) (4) (5) (6) Total 
Less than once a month (1) 83 31 16 6 2 1 139 
About once a month (2) 37 41 24 8 9 0 119 
Two or three times a month (3) 32 43 48 22 12 1 158 
About once a week (4) 22 23 53 65 19 1 183 
Two or three times a week (5) 17 20 41 93 143 14 328 
Every day (6) 7 5 7 17 63 61 160 
Total  198 163 189 211 248 78 1,087 
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Panel A. Pale Ale 

  

Panel B. Hard Seltzer 

  
Footnote: In the survey, respondents only see one of the beer alternatives and one of the hard seltzer 
alternatives, and they are asked to rate their perceptions of these products. The design is randomized such 
that respondents may see the beer or seltzer alternative first, and the production practices 
(conventional/organic) of the second product alternative (beer/seltzer) is independent of the first. 
Respondents are asked about the products’ expected taste, perceived nutrition, safety, and expected cost as 
well as their attitudes and trust towards The Commoner’s Brewing Company. 

 

Figure 1. The Commoner’s Brewing Company products
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Figure 2. Experimental randomization process
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Figure 3. Average product characteristic score (n=1,087)  
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Figure 4. Average product characteristic score, by city (n=1,087) 
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