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Conscious consumption

Consumer behaviour is shifting as health, sustainability and moderation 

increasingly influence what people choose to buy and consume. The growing 
interest in non-alcoholic beverages, wellness products and ethically produced 

goods reflects broader changes in how consumers think about wellbeing, 
values and long-term impact. This special feature will explore these emerging 

themes and the factors influencing how consumers think about wellbeing, 
values and long-term impact.

Proposed topic highlights include:

Flex-drinking and non-alcoholic beverages: How changing attitudes toward 
alcohol, moderation and social drinking are influencing consumption patterns.

Sustainable and ethical goods: Exploring how environmental responsibility, 
ethical sourcing and transparency are affecting purchasing decisions.

Wellness-focused products: Examining demand for collagen, supplements 
and functional products as interest in preventative health grows.

Wellness in everyday consumption: How health-conscious products are 
moving from niche categories into daily routines.

Informed consumer decision-making: Why evidence, education and trust 
are increasingly important to purchasing behaviour.
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