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Foreword: Food Consumer Science
at Crossroads

Wim Verbeke, Ph.D.
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Economics, Ghent University, Coupure links 653, B-9000, Gent, Belgium

e-mail: wim.verbeke @ugent.be

Keywords Food consumer science  Health claims * Organic products  Traditional
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Abbreviations

EU European Union
EUFIC European Food Information Council
TSG Traditional Speciality Guaranteed

Food consumer science is at the crossroad of a multitude of scientific disciplines
and interests. Research methods mainly originate from social sciences such as eco-
nomics, marketing, psychology and sociology, while the most common applications
bend towards the natural sciences related to agriculture, food and nutrition. The
exploration of this crossroad presents a challenging and rewarding domain with
numerous opportunities to contribute to a better understanding of (the determinants
of) food choice and consumer decision-making and in extension also to more effective
public policy, industry competitiveness, societal welfare and human well-being. Not
only has the European Union (EU) undergone fundamental changes during the last
15 years, also food consumer science has been a field of continuous evolution. After
a major focus on food safety, risk perception and risk communication since the
mid-1990s, the attention has gradually expanded to cover also nutrition, diet and
health and further to sustainability and food authenticity most recently. The number
of peer-reviewed scientific papers on food consumer issues in Web of Science has
more than tripled during the last decade, together with a substantial increase in the
number of journals, research groups and scientists active in the field.

This book with its focus on food consumer science in the Western Balkan countries
is a welcome addition to current knowledge base. Besides providing an overview of
theoretical and economic foundations for food consumer science, it also illustrates
qualitative and quantitative food consumer research applied to sectors and product
groups with a high degree of relevance to the Western Balkan countries, a region
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that stayed previously undeserved out of the picture. Yet, justifications for a stronger
focus on food consumer science in this region are numerous. Food and beverages
occupy a high share of household expenditure, up to 30—40% in some cases as docu-
mented in this book, which underscores the importance of the economic and social
dimensions of food choice. The strong gastronomic cultural heritage of the region
provides many excellent quality traditional foods, though unknown to most EU con-
sumers and therefore leaving a lot of potential unexploited. Food choice motives
and barriers display similarities as well as important dissimilarities as compared
to other regions of the EU (Milosevic et al. 2012); measurement scales and con-
structs may have to be operationalised differently, and other moderators and media-
tors may emerge in different degrees when explaining food choice. Last but not
least, local economic, social, political, technological and structural forces in the
food marketing environment shape a specific frame for food production, product
differentiation, marketing strategies and public food policy.

The case studies presented in this book cover some highly topical products and
industries from the European perspective. While functional foods have been an
interesting case for consumer research for almost two decades (Verbeke 2005),
this interest gained additional momentum following the approval of the EU regula-
tion 1924/2006 on nutrition and health claims made on foods (Verbeke et al. 2009).
Organic and traditional foods in turn are two of the cornerstones of the present EU
agricultural quality policy. The establishment of the new EU organic logo and the
growing interest for quality indications, such as the Traditional Speciality Guaranteed
(TSG) label, as part of the food quality policy illustrate the topicality of this focus.
In each of these cases, consumer issues were at the basis of the recent evolutions and
shift of emphasis. European consumers have shown a growing interest in food
quality rather than quantity. European food policy advocates the overall objective to
ensure a high level of protection of European consumers (e.g. from exposure to
inferior quality food and misleading information), to provide consumers with the
necessary information to make informed (and when possible, also healthier) choices,
to guarantee reliable quality food and to foster fair competition and strengthen com-
petitiveness across the European food industry. A better understanding of consumer
awareness, attitudes and behaviour, as well as insight in stakeholder and industry
positions, and in the role and impact of market structures and macro-environmental
conditions is key for successfully reaching such objectives.

European studies in food consumer science consistently show that the classical
and readily identifiable socio-demographic characteristics like age, gender, house-
hold composition and living environment explain limited variance in food choice.
Cross-cultural differences in food choice and its determinants are substantial across
Europe. With respect to foods with nutrition and health claims, for example, fami-
liarity with the product, the ingredient and the claim, as well as the perceived per-
sonal relevance of food and health have been shown to be important determinants of
product acceptance, yet little is known about how health claims and symbols actually
influence food choice (EUFIC 2012). Meanwhile, the identification of differences
between consumers and countries in their response to foods with health claims has
been acknowledged as a challenge for research and policy making. It has also been
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demonstrated that a European consumer-based definition of traditional foods con-
tains both commonly shared elements, such as an association with a long existence
and heritage or a high degree of familiarity and authenticity, as well as elements not
equally shared across cultures, for example, the association with special occasions,
the notion of locality or naturalness (Vanhonacker et al. 2010). In a similar vein, the
marketplace success of organic foods differs to a great extent depending on the
country or region. While the role of classical socio-demographic characteristics in
explaining cross-cultural variance is rather limited (Aertsens et al. 2009), the potential
role of other personal factors, such as attitudes, norms, values, motives and diffe-
rences, in the macro-environment deserves further attention as explanatory variables
for organic food consumption. While consumer insights from a selected number of
countries may suffice to understand some of the basic principles at stake, further
validation in specific environments and cross-cultural settings is required to complete
the picture. This underscores the need for extending food consumer science expertise,
insights and networks beyond the borders of countries or regions traditionally
involved or covered in previous studies.

The activities performed by the FOCUS BALKANS consortium, part of which
are documented in the present book, offer consumer scientists all over Europe and
beyond an excellent opportunity to become acquainted with some of the specificities
of food consumer science and food choice in Western Balkan countries, as well as
with the expertise of the research groups active in this particular science domain in
these new EU member states, acceding (or potential) candidate countries. This
volume herewith forms a valuable resource for food consumer science scholars
seeking to expand their personal expertise and scientific networks.
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Chapter 1
Introduction

Dominique Barjolle and Jure Pohar

Abstract Food consumer science is a relatively young science, and research in this
field in the Western Balkans is rare. It aims at investigating the complex interactions
between the consumers, the marketplace and the industry. These three pillars are
explored through several different disciplines and most commonly through the
combination of qualitative and quantitative methods.

This book, which addresses scientists and students, explores the main methods,
models and approaches of food consumer science applied to six countries of the
Western Balkans. It aims at explaining these methods by illustrating each of them
with concrete case studies. In the Western Balkans, the proportion of household
expenses spent on food is higher than in other European countries, and the changes
on the domestic markets present the risk to marginalise many farmers, producers
and processors. Therefore, the FOCUS BALKANS project was initiated, and the
research conducted between 2008 and 2011 has provided an excellent database for
exploring recent changes and trends in food consumption. This opening chapter
presents the theoretical economic background for food consumer science, gives a
short overview of food consumption in the Balkans and outlines the general concep-
tion of the book.
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1.1 Preliminary Considerations

Food consumer science is relatively young. It could be considered as a synonym for
or a hybrid of two distinct sciences. On the one hand, there is a part that might
be regarded as ‘hardware’, that is, science about food or food science, while on the
other hand there is a part that might be regarded as ‘software’, namely science about
consumers or consumer science. The latter emerged in the 1960s with a growing
consideration by firms interested in improving the marketing management process
(Engel et al. 1995).

Food consumer science thus intends to combine these two sciences and pursues a
holistic approach towards hardware (referring in particular to natural sciences such
as chemistry, biochemistry, microbiology, process technique, etc.) and software (i.e.
social and humanistic sciences, mostly sociology and psychology). The latter should
tell us why, when and how the consumer will consume food, while the first should
examine how food is produced and processed. In addition, it could include a study of
the impacts of food on the growth, development and health of the human being. If
food science was restricted to the mere study of the production of food, it would be
more correct to speak about food production science which — when studying the food
industry in particular — could also be called food technology science. When food is
not studied as a consumer/consumable product but rather as a factor influencing
growth, development and health, and where the consumer is considered merely one
of the living organisms (higher mammals), ignoring the psychological and focusing
only on the physiological component, both parts — that is, food science and consumer
science — meet in an interface usually designated as nutrition science.

Food consumer science aims at investigating the complex interactions between
consumers and industry in the framework of the food marketplace. This complex
system is explored through different disciplines like economics, food science, nutri-
tion, psychology, sociology, marketing and anthropology (Steenkamp 1997): the
research is based on several models and theories (Table 1.1). The scope of consumer
science goes beyond understanding the willingness of consumers to buy. Consumer
science is indeed a social science, which aims at increasing general social welfare
by taking into account the deep aspirations of the consumers for developing more
convenient products and marketing tools (Solomon et al. 2006). Of course, the
consumer is the main subject of research, but the interactions with the two other
dimensions (market and industry) are fundamental to be able to understand and
forecast consumption patterns and consumers’ behaviour. Consumer research is not
only the testing of new products or the evaluation of the prices the consumers can
pay for a product. It is also related to forecasting and investigating prospects in
research and development activities for companies and therefore closely linked to
the elaboration of products and marketing innovations. Qualitative and quantitative
methods are used, most often in combination, like in other social sciences.

This book explores the main methods, models and approaches used in food con-
sumer science with applications within the Western Balkans. Three aspects render
this publication unique: first, the systematic presentation of the most useful methods
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Table 1.1 Main disciplines, theories and models for food consumer science (not exhaustive list)

Main discipline Theory or model

Food consumer science Economics Asymmetry of information
Economy of quality
Food safety economics
Institutional economics
Economic household models

Food science/nutrition Biopsychological approach
Health belief model
Psychology Theory of reasoned action
Theory of planned behaviour
Sociology Food choice
Process model
Communication Theory of linear knowledge
transfer or demand driven
Marketing Food supply chain management

Corporate social responsibility

to explore food consumption; second, a focus on research results related to consumers
within the Western Balkans; and third, a consideration of the four relevant markets
for developing healthy food consumption (health claim, organic and traditional
products and fruits).

This book presents the results of the European research programme FOCUS
BALKANS, which was conducted between 2008 and 2011 by a large consortium of
17 partners (see Chap. 1.6).

The quality of the research findings was continuously checked by a steering commit-
tee of eight scientists, who are co-authors of this book. External supervision was carried
out by Agata Pienadz, scientific officer at the Directorate for Research and Innovation
at the European Commission. Two external reviewers, Jutta Roosen, professor at the
Technische Universitit Miinchen in Germany, and Monique Raats, University of Surrey
in the United Kingdom (UK), undertook the midterm review of the project. Thanks to
their collaboration and the fruitful comments of three external reviewers this book was
possible, and we would like to acknowledge the commitment of all these experts.

The rest of this chapter introduces the book and provides, in turn, the theoretical
anchorage of food consumer science from an economic perspective, a short over-
view of food consumption in the Western Balkans and the outline of the structure of
the whole book.

1.2 Economic Foundations for Food Consumer Science

Classical and neoclassical microeconomic perspectives focus on the functioning of
markets and are based on several assumptions related to demand and, inductively, to
‘consumer choice’. These theories consider the optimal allocation of resources
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under conditions of perfect information. A main assumption is that the consumer
has a free choice in terms of whether to allocate her/his resources to one product or
alternatively to another one. Further, it is assumed that markets converge to equilib-
rium usually through a ‘trial-and-error’ process.

Recent economic theory highlights the importance of considering more carefully
the consumer as a research object and how markets may fail due to information
asymmetry. Akerlof (1970) studied the link between quality and uncertainty. His
approach to uncertainty is based on the assumption that, in a certain context of trade
such as second-hand cars, uncertainty is inherent to the nature of the transaction
itself. Asymmetry of information about products is essentially linked to experience
goods (Nelson 1970), for which the consumer assesses the quality only when she/he
actually consumes the product, and frust goods (Darby and Karni 1973), sometimes
known as credence goods, for which the quality cannot be assessed directly by the
consumer either prior to or post purchase (e.g. for food: production methods or
nutrition content). Shapiro (1983) demonstrated even that ‘premium prices’ are not
in contradiction with the general welfare theory because they are necessary to cover
reputation costs (certification and control costs can also be added to it), in which any
firm has to invest in order to gain the trust of consumers.

The importance of food safety and related economic concerns should be system-
atically considered in food consumer research. Recent analyses showed that the
values of safety, nutrition, taste and price were amongst the most important for con-
sumers (Lusk and Briggeman 2009). As showed by Caswell (1998), food labelling
reduces information asymmetry. Consequently, the economics of food safety is
included into the theoretical framework of contemporary food consumer science.
Food safety issues cover how farmers produce food (what chemicals they use when
growing plants and how they feed their animals), how food is processed, how it is
sold and what sort of information is provided on product labels.

Economists often suggest an institutional perspective for research on consumer
behaviour. Food consumer science has to refer to institutional economics, and the roles
of different players in the market should be analysed in the context of understanding
contemporary food consumer behaviour. This rich institutional context includes con-
sumers’ associations, farmers and processors, retailers and other sellers, regulatory
institutions and governmental bodies in the area of public health, food regulation, trade,
innovations and technology, education and information. Derived from an institutional
economics perspective, the economics of quality (Karpik 2007) studies the social pro-
cess of the setting up of quality norms, that is, the negotiation and agreements’ reaching
process. This perspective highlights the balance between offers and demands beyond
individual instantaneous transactions and through the broader understanding of the
social and institutional context, which is evolving at any point in time. This theory is a
must to explore the development of the quality of food along the supply chain.

Finally, the economics of households provides useful insights particularly in the
context of transition and developing countries. This approach is very complete and
useful in many situations and contexts and is detailed as a systemic step-by-step
approach at the local, national or regional (in the sense of a group of countries)
levels to describe the markets and the food habits and to define the priorities of any
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food policy. Nevertheless, the objectives of the FOCUS BALKANS project were
not related to that topic, and this approach is not described further in this book.
Starting from these perspectives, food consumer science considers the consumer
as a complex object to be investigated from different perspectives. Increasing health
costs have led to a growing interest from public health agents, and the second next
user of the results are therefore public health specialists and policymakers. The grow-
ing emphasis on establishing integrated public policies between agriculture, food and
health and for involving the private sector to fulfil corporate social responsibilities is
opening a very promising future for the young field of food consumer science.

1.3 Food Consumption in the Western Balkans

During the socialist era (from 1945 to 1991), the Western Balkan countries (WBC)
covered by this research were part of Yugoslavia, which engaged in a policy of non-
alignment to the EU and USSR. The disintegration of the former Yugoslav states
continues to colour the relationships between successor states.

Consumer science is of major importance to improve the functioning of food
markets. These countries are facing the liberalisation of the domestic markets and
experiencing greater global competition. Understanding consumers’ behaviour and
expectations is pivotal for their future development.

In the context of accession to the European Union (EU), all these countries have
undertaken reforms to harmonise their legislation with EU directives and regula-
tions. The World Trade Organization (WTO) accession process also triggered
reforms. Slovenia joined the EU in 2004, and Croatia will join on 1 July 2013.
FYROM, Montenegro and Serbia are candidates for membership of the EU, while
progress in Bosnia and Herzegovina has been slower, although the country hopes to
gain candidate status by 2014.

The harmonisation with the EU framework implies a greater involvement of non-
governmental stakeholders and supranational actors in food and nutritional policy.

Food markets in WBC are strongly influenced by the legacy of the former
Yugoslavian agro-industrial sector, in which the agro-kombinats (socially owned
complex gathering primary production and processing units) mostly supplied the
formal marketing channels. The concept of social ownership prevailed in Yugoslavia
and corresponds to the one of inalienable collective ownership. With the privatisa-
tion of the kombinats, the emergence of new types of producers and the process of
EU accession, legislations and regulations have focused more and more on product
quality to the benefit of consumers. The general pattern of food consumption in the
WBCs can be compared against those for existing EU member states. The total
expenditure on food in the WBC is on average twice that of the average for the
EU-27 (Table 1.2). Yet the proportion of household expenses accounted for by food
is significantly higher in the WBC, although this is less marked in Slovenia and
Croatia than in the other countries of the region, which are not yet members of the
EU. The percentage of household expenses allocated to transport, communication,



(no'edoana-o9-yeysorna-ddoy/:dny) 1eysoiny :204nog

0001 79 8¢ 90 s 124 88 6’1 I'v 9'6C €9 £e 6'cy INOJAA
0001 €6 94 80 ¥'6 oy 96l Sl 8¢ 0¢C 0L T 1'LT BhROID
0001 €6 194 80 ¥'6 0y 96l Sl 8¢ 0¢C 0L ¥ L91 BIUSAO[S
(saLnunod G1)
0001 96 09 01 I'6 8¢ 8¢l (23 8¢ ¥'8¢C 8¢ [ ¢'¢l  uotun ueadomng
(saLnunood ¢7)
0001 6 8¢ 01 68 0¢ 9ClL e 8¢ 8¢C LS [ Tyl uorup ueadomy
(saLnunood /7)
0001 €6 LS 01 68 0¢ ¢l (23 LS 7'8¢C LS £7C 941 uomun ueadomyg
28njuaduad uy
0T9°C1 1S evs €01 6Ly 065 0L8  vlIv 9 9611 Y66 1394 Sys's INOYAd
1¥8°91 6€0°T Sov SoI1 €68 6CL v8¥'T  SIE L69 €86t 650°1 1%Y 12394 BIROID
S08°€T 02TT Se0°l 0T YE€TT 056 LIL'E  9S¢ 68¢°1 €8y's 8L9°1 SLS 996°¢ BIUSAO[S
(saImunod G1)
609°8C YrL'T 91LT €L v6S°C L08 6v9°C  L06 L99°T LTT'8 8¥9°1 929 168°¢  uorun ueadonyg
(saLnunood ¢7)
6L8°ST 9TH'C 0051 0s¢ €1€T 89L TSTE ey €6v°l 01€L €87°1 LLS 6L9'¢  uorup ueadomy
(saImunod /7)
vL9VT 16T°C LIY'T 8¢TC L8TT 8¢EL 8L0°C  96L 911 L¥6°9 454! 096 ¥65°¢  uotu ueadomy
[e10L, SQOIAIOS  S[9JOY PUB UONEBONPH IN)[NO pue suonedunuwwo)) jodsuel], YI[eoH 9Snoy Ay} JO S[oNJ JAYI0 JBIM)OOJ  SON0JIRU SITBIJADQ S00C
pue SpooS  sjuBINBISAY uoneaIdy QoueUdUIBW  pue Sed pue pue o1j0yoo[e
SNOJUB[[IISTIA unnol pue ‘AJIOLIOJ[O SUIYIO[D  00J8QO} -UOU puB
juowdinbo REILI ‘soeIoAq pooq
ployesnoy  ‘Suisnoy J1[0Y00Y
‘s3urysTuIn,j

GO0 ‘soIma ur saxjipuadxe pjoyesnoy a5eIeAy 7T dqeL


http://epp.eurostat.ec.europa.eu

1 Introduction 7
7,000
6,000
5,000

4,000

1

$ﬁ£é¢’§é‘¢°¢ff ffyf\f@y y‘&zﬁ;‘&&é" .}9‘@&@‘@

R, =
eb « o

8

8

Fig. 1.1 Average household expenditures for food and non-alcoholic beverages in euros, 2005.
Data of WBC available only for FYROM, Croatia and Slovenia (Source: http://epp.eurostat.ec.
europa.eu)

recreation/culture, education, restaurants/hotels and miscellaneous items is much
lower in the WBC than the EU average.

The total expenditures in euros for food and non-alcoholic beverages in Croatia,
FYROM and Slovenia are above the average of the EU (Fig. 1.1). This shows in part
the importance of food for the local economy and in the local way of life.

A significant growth in household income and expenditure was recorded in
most of the WBC until the economic crisis beginning in 2008. At the same time,
changes have occurred both in the structure of income and expenditures. Both prior
to and after the recent financial crisis, Slovenian households have been relatively
better off, and the proportion of household expenditure accounted for by food is
markedly less (17.6%) than for the other countries studied in the project. In all
other countries studied, this percentage is significantly higher (32-43% range).
The richer a country is, the higher is the living standard of its population and the
lower the percentage of household income spent on food. The highest proportion
spent on food takes place in FYRO Macedonia, then in Serbia and the smallest in
Slovenia (Table 1.3).

In order to maintain and increase market participation, the Western Balkan food
industry (farmers, processors, producers and retailers) must comply with increas-
ingly demanding global requirements, for example, sanitary regulations. Nevertheless,
these requirements and evolving market conditions may force many small economic
agents (farmers, processors and producers) burdened with unfavourable sizes or
structures of farms, the fragmentation of holdings, and the low level of specialisation
to close their businesses, unless they find the means to invest in modern technologies
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and adapt to the new environment. The changing nature of domestic markets presents
the risk of marginalising many farmers, producers and processors due to the increas-
ing market share of international and major domestic supermarkets, the introduction
of standards, new business practices and consumers’ increased demand for quality
and safe foods. Throughout the WBC, small-scale agricultural producers particularly
in marginal areas are often old and with basic education.

In this context, the FOCUS BALKANS project was initiated and the research
conducted between 2008 and 2011. It provides an excellent database for exploring
in-depth recent changes and trends of food consumption in six WBC (Bosnia-
Herzegovina, Croatia, FYRO Macedonia, Montenegro, Serbia and Slovenia).

1.4 The FOCUS BALKANS Project

The spirit of the FOCUS BALKANS project was to interlink research, training and
networking activities regarding food consumer science so as to boost research in a
sustainable way: all six countries conducted individual research studies on niche mar-
kets and a quantitative consumer survey, participated in and/or organised trainings (6),
networking meetings (32) and open seminars (2). Even after the end of the project, the
participant researchers’ network continues to develop activities in that field.

The general objective of FOCUS BALKANS was to improve competencies and
understanding in the field of food consumer science in the WBC and especially to:

e Have a better knowledge and understanding of WBC food consumers, with a
focus on products with positive nutritional properties (food with ‘health claim’
and fruits) and sustainability claims (organic and traditional food).

e Develop competencies and understanding of public organisations, private
enterprises and NGOs regarding food consumer science in the WBC (educa-
tional trainings).

* Develop a network of universities, institutes, high schools, consumer organisa-
tions, NGOs and private enterprises active in the field of consumer science related
to food (networking meetings and open seminars).

The most important findings were that in general more promotion for food in
relation to health promotion (improvement of the diet) must be undertaken by
governments and that supply chains (from producers and processors to small retailers)
must be fostered and better structured. Voluntary food standards must be better
communicated to consumers and more clearly tagged and positioned. The food
industry, policymakers and researchers desire to be active within scientific and pro-
fessional networks in order to continue conducting actively such research.

The project activities resulted in the significant participation of WBC scientists
in projects related to food consumer science. More than 100 scientists from the
region were directly involved in research, training, networking or dissemination
activities. Furthermore, they gained competencies in presenting scientific papers at
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conferences and in publishing papers in scientific journals in order to make food
consumer science in the WBC more broadly known amongst the scientific commu-
nity (see on www.focus-balkans.org).

The WBC partners have elaborated new methods, which fit the specific WBC
context. They are now able to apply them to further scientific studies and concrete
programmes. Knowledge has been disseminated through several bachelor and mas-
ter programmes for which this book constitutes an excellent teaching resource.

1.5 Objectives, Scope and Outline of the Book

This book presents major methods used in food consumer science, illustrating
each of them with concrete results obtained through the European research
programme FOCUS BALKANS. The scope of this book is essentially market
study, motives of consumption, future trends and challenges for niche food markets
and consumer preferences. The scope was defined according to the most preferred
and needed research results by the private and public sectors in the Balkans.
This was assessed at the beginning of the project by the steering committee
members based on their experience and knowledge of the state of the art for
research in the region.

This book is addressed especially to scientists and students. The data and
main conclusions are of particular interest for policymakers concerned with reg-
ulating the food supply chain, public authorities in charge of controlling agricul-
ture, food production and the food market, civil society organisations charged
with defending consumers’ rights and for private enterprises within the agricul-
tural and food sector.

The seven core chapters on methods and results provide a thorough understand-
ing of both the main theories that inform consumer food science and the methods
that can be used to gain an empirical understanding. Since it is not possible to
explore all food market segments in the scope of this book, the different chapters
illustrate methods with examples from products with health and nutritional claims
(Chap. 5), the market for fruits (Chap. 6), organic products (Chap. 7) and traditional
foods (Chap. 8). As quantitative and qualitative approaches are used in food con-
sumer science, both approaches are presented (qualitative methods in Chaps. 5 and
6; quantitative methods in Chaps. 3, 4, 7 and 8).

The application of techniques draws on a major piece of cross-national research.
Quantitative methods are illustrated from results of a quantitative survey conducted
in all six WBC included within the project. The cross-national survey covered 3,085
adult respondents. The respondents completed the Food Choice Questionnaire
(FCQ) (Steptoe et al. 1995) as well as additional questions on food choice in each
mentioned country, and the sample was stratified to match key characteristics of
the population. The survey sought to understand the motives for food choice in the
WBC and to segment and profile groups of consumers. This approach formed
the basis of consumer profiling and is presented in Chap. 3. Chapter 4 presents the
method of cluster analysis based on the results of the FCQ.


http://www.focus-balkans.org
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http://dx.doi.org/10.1007/978-94-007-5946-6_8
http://dx.doi.org/10.1007/978-94-007-5946-6_3
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1 Introduction 11

Table 1.4 Scope, methods and illustrations presented in the book

Scope Method Illustration

Market study In-depth interviews with experts Health claim products
Motives for consumption Consumer focus groups Fruits

Future trends and challenges Delphi method Organic

in niche food markets

Consumer preferences Conjoint analysis Traditional products

Methods and results about each topic of the research (fruits, health claim products,
organic and traditional food) have been described according to the matches between
scope/methods and illustrations described in Table 1.4.

At the end of each chapter, a discussion of the method presents its benefits and
utility as well as the main difficulties that may be encountered in its application.
Altogether, the chapters cover the major issues needed for a scholar to become
familiar with food consumer science, both in terms of methods and markets.
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Chapter 2
Theories of Food Choice

Matthew Gorton and Dominique Barjolle

Abstract This chapter introduces and evaluates the main models that seek to
understand consumer behaviour relating to food. Three of the most influential
approaches applied specifically to understand food choice are described in detail,
and their strengths and weaknesses are discussed: (a) economic (household and
random utility) models, (b) the food choice process model and (c) the theory of
reasoned action/theory of planned behaviour. The selection of these three groups
of models reflects their influence within the food choice literature and use within
policy studies. Given the large number of empirical studies that have validated the
theory of planned behaviour for the study of food choice, this model was selected
as a core theoretical framework for the Focus Balkans project. From reviewing the
models, conclusions are drawn relating to the current state of the literature on
food choice.
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2.1 Introduction

This chapter introduces and evaluates the main models that seek to understand con-
sumer behaviour relating to food. As a starting point, several authors seek to list the
factors that influence food choice. These factors can be divided into three catego-
ries: (1) product, (2) person and (3) environment (or situational context). All these
factors can, for example, be found in one of the first models of food choice, pre-
sented by Randall and Sanjur (1981). In the latter, these three sets of factors are
listed as determinants of food preferences (see Fig. 2.1). Each group of factors
includes several characteristics.

It should be noted, however, that Randall and Sanjur’s (1981) model lists variables
rather than identifies causal relationships and remains largely descriptive in nature.
Other, more complex models attempt to provide the basis for explaining, predicting
and also controlling food choice by demonstrating causal relationships. These
attempts are not confined to one branch of the social sciences. Rather economists,
marketers, psychologists, social anthropologists and sociologists have all made
significant contributions. Marketers have typically drawn on generic models of
buyer behaviour to explain food choice such as consumer decision process models
and the Howard-Sheth model of buyer behaviour (Sheth 2011). In this chapter, we
evaluate, however, three of the most influential approaches applied specifically to
understand food choice: (a) economic (household and random utility) models, (b)
the food choice process model and (c) the theory of reasoned action/theory of

Food consumption

Food
preferences

Characteristics of Characteristics of the Characteristics of the
the individual food environment
*Age +Taste *Season
*Sex sAppearance *Employment
*Education *Texture *Mobility
*Income *Cost *Degree of
*Nutrition *Food type urbanisation
knowledge *Method of +Size of family
*Cookingskills preparation +Stage of family
*Attitudes to health *Food combinations

Fig. 2.1 Factors influencing food preferences (Source: Randall and Sanjur 1981, p. 154)
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planned behaviour. The selection of these three groups of models reflects their
influence on the food choice literature and use within policy studies (Grunert et al.
1996; Conner and Armitage 2008). After describing the main features of each
approach, we evaluate their strengths and weaknesses in turn.

2.2 Economic Models

2.2.1 Economic Household Model

This approach dates back to the work of Becker (1965), who developed a work—
leisure model, where the household is the unit of analysis. He reasoned that house-
holds produce utility-yielding commodities (outputs) with combinations of market
goods and time. The household can allocate its time to one of three uses: (a) labour
market time (generates income to acquire market goods), (b) household production
time (e.g. cooking) and (c) consumption time (e.g. eating). In relation to food, meals
typically require labour to be allocated to all three uses: labour market time to generate
the income to pay for ingredients, production time to cook the meal and consump-
tion time for eating. The uses of time are however competitive with each other — an
additional hour spent at work is one less hour that can be devoted to household
production or consumption.

Bonke (1992) utilises Becker’s (1965) model to analyse the effects of increases/
decreases of income and disposable time on patterns of food consumption. The
former argues that Western societies witnessed in the post-war period rising incomes
and an increase in the number of women in the labour market. The rise in women’s
working hours led to a decrease in the time available to spend on household activi-
ties. Bonke (1992) argues that households with more money but less time to spend
on household activities will substitute non-convenience foods for convenience
foods, reducing the time spent on cooking.

To test the relationships between disposable time, disposable income and food
choice, Bonke (1992) draws on cross-sectional data from Denmark. Foods were
classified into non-convenience goods (i.e. ingredients used for cooking from
scratch), semi-convenience goods (e.g. ready-made sauces) and convenience goods
(i.e. ready meals, meals eaten out of the home in bars and restaurants). Relative
expenditure on the three food categories was assessed in terms of the household’s
disposable and non-disposable income. Households that are both rich and busy were
supposed to demand a higher proportion of convenience foods, while those house-
holds that are poor with a lot of disposable time would utilise a higher proportion of
cheaper, non-convenience foods.

Figure 2.2 indicates that, in accordance with Bonke’s (1992) hypothesis, busy
and rich households allocate a greater proportion of expenditure on convenience
food and a smaller proportion on non-convenience foods. The economic household
model has been utilised to explain the rise in the number of restaurants and con-
sumption of ready meals during periods of economic growth and the sensitivity in
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Fig. 2.2 Expenditure on food with different degrees of convenience according to household
resources (Source: Bonke 1992, p. 48)

the fortunes of restaurants to changes in income (Schumacher and Boland 2005). In
keeping with Bonke’s approach, the current global recession has been associated, in
many countries, with a sharp fall in out-of-home expenditure on food and rising
interest in ‘grow your own’ allotments and vegetable plots (Green 2008). In the
Western Balkan Countries (WBC), semi-subsistence farming remains relatively
important and plays a significant role in food consumption, especially in rural areas
(Lampietti et al. 2009).

The economic household approach, however, presents several limitations. For
instance while the cross-sectional data from Denmark fit well with the economic
household model, Bonke’s approach is less able to explain cross-national varia-
tions in the consumption of convenience foods. For example, average incomes
and labour market participation are higher in Sweden than Spain, but the share of
food spending accounted for by out-of-the-home meals is significantly higher in
the latter country (Swoboda and Morschett 2001). Ready-to-cook products for
consumption at home (while generally witnessing increasing sales in Western
Europe) have greater penetration in the United States of America (USA) and the
United Kingdom (UK) compared to France and Italy (Swoboda and Morschett
2001). This pattern cannot be reduced solely to differences in incomes and dispos-
able time. Culture also plays a critical role in explaining cross-national variations
in food choice. For instance, to take an extreme example, cross-national variations
in the consumption of horsemeat owe little to variations in incomes and dispos-
able time but rather whether its consumption is culturally sanctioned. Sociologists
and anthropologists seek to incorporate a wider set of factors into their explana-
tions of food choice.
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2.2.2 Random Utility Models

Random utility (RU) models consider the choices made by consumers between
mutually exclusive discrete alternatives (such as selecting between brands)
(Hanemann 1984; Baltas and Doyle 2001). Consumers are considered to maximise
utility which is revealed through observed choices (i.e. consumers choose the prod-
uct with the most desired set of attributes from a set of alternatives). It is assumed
that a consumer’s utility function is deterministic to that person and thus contains
some components which are unobservable to the researcher, for example, taste
preferences (Hanemann 1984). The utility function can thus be decomposed into
two parts: (a) a deterministic component, specified as a function of measured attri-
butes of alternative products and/or individual characteristics, and (b) a stochastic
component, representing unobserved attributes affecting choice, interpersonal
variations in utilities arising from heterogeneity in tastes and measurement errors
(Baltas and Doyle 2001).

In relation to food choice, RU models have been employed, for example, to
analyse choice of organic versus conventional foods (Gracia and de Magistris
2008) and preferences for extra-virgin olive oil (Cicia et al. 2002). In applying RU
models, researchers have, however, encountered a number of practical difficulties.
First, there tends to be a trade-off between simplicity and realism in the choice
alternatives considered (Baltas and Doyle 2001). If the number of alternatives
becomes too large, it may not be manageable. A simple design, however, may lead
to poor validity. For example, if in studying the choice between different brands of
instant coffee, the researcher failed to recognise that each brand is typically avail-
able in various pack sizes and caffeinated and decaffeinated versions, estimations
are likely to be of limited value. Second, most empirical studies have focused on
the mutual exclusivity case, where consumers choose one brand or product from a
particular category. However, consumers may select a subset of brands from the
product category; for example, a consumer may purchase two types of cheese at
the same time (Hanemann 1984).

2.3 Food Choice Process Model

Furst et al. (1996) developed the food choice process model. It is one of the most
influential approaches to be based on grounded theory and derived from qualitative
research. There are three main components of the model: the life course, influences
and personal systems (Fig. 2.3).

The life course refers to past and current eating experiences. Furst et al. (1996)
argue that to understand current patterns of food consumption, it is necessary to
understand trajectories, defined as a person’s persistent thoughts, feelings, strate-
gies and action over the lifespan. Devine et al. (1998) contend that trajectories
develop in specific situational and historic contexts that become persistent and
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Fig. 2.3 Food choice process
model (Source: adapted from
Sobal et al. 2006, p. 3)

Life Course

Influences

Personal
food
system

Food Choice

exhibit their own momentum and continuity. The family unit is seen as the most
important situational and historic context, so that a person’s upbringing moulds
patterns of food consumption long after they have left the parental home. However,
the authors are careful to avoid crude historical determinism — recognising that
researchers should also capture transitions — shifts in a person’s life that ‘lead to
changes or solidify the continuation of behaviours, including food choice patterns’
(Sobal et al. 2006, p. 4). For instance, illness may act as a critical transition, dis-
turbing habits (Falk et al. 2000).

In Furst et al.’s (1996) model, influences refer to ideals, resources, social frame-
work and the food context. Ideals are the symbolic meanings people associate with
food, such as social status and whether a particular good is regarded as ‘proper food’.
The authors note that some people are more ‘food centred’, deriving pleasure, safety
and symbolic value from cooking, while others display low ‘food salience’:

I don’t make an issue out of having a sit down meal or whatever.... I don’t think that you
have to make like an all out ... effort to make dinner every day. It doesn’t have to be like a
main function of your life. (Furst et al. 1996, p. 254)

Resources are classified as tangible (money, equipment and space) or intangible
(culinary knowledge, skills and time). Both sets are regarded as important determining
factors. The social framework captures the nature of interpersonal relationships,
social roles and meaning. Families are regarded by Furst et al. (1996) as the most
important set of interpersonal relationships influencing food choice, with individu-
als ‘enacting or being assigned particular household food roles’ (Furst et al. 1996,
p- 255). These roles may conflict with individual preferences, as illustrated in the
following quotation, where one interviewee indicated that she placed family needs
above her own:

if it wasn’t for them [the family] I probably wouldn’t [cook], probably just have apples or
something... . I’d probably just be eating one thing ... I love doing it [preparing food], but
yeah, for themit’s ... fun to do and I do it for them, but it’s not a priority for me. (Furst et al.
1996, pp. 255-256)
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The third component of the model, the personal food system, relates to mental
processes whereby people translate influences on their food choices into how and
what they eat in a specific context. This consists of two main components: value
negotiations, which involve evaluating the varying merits of different factors, and
strategies. Furst et al. (1996) identify six main values pertinent to food choice: sen-
sory perceptions, monetary considerations, convenience, health/nutrition, managing
relationships and quality. Strategies capture well-established habits or rules; for
example, one woman’s rule for buying yoghurt was

... there’s [a] certain brand of yogurt that my daughter likes ... I will automatically buy that
brand. Because I know if I buy the other brand [cheaper] it will just sit in the refrigerator
and rot. (Furst et al. 1996, p. 60)

Devine et al. (1998) utilise Furst et al.’s (1996) model to explain patterns of fruit
and vegetable consumption. It has also informed studies of the food choice of older
consumers (Falk et al. 1996) and newly married couples (Bove et al. 2003).

The food choice process model incorporates a far wider set of factors to explain
food choice than the economic household model, and it is designed to be compre-
hensive (Sobal et al. 2006). For instance, the prominence given to life histories is
in contrast to the economic models of Becker (1965) and Bonke (1992), where
past behaviour and personal health (illness) do not enter as explanatory variables.
However, the model is based on a narrow data set — 29 interviews with adults
drawn from New York State (USA). Each interview only lasted for 20-30 min,
which is short compared against the norms in qualitative research for in-depth
interviews and appears inadequate to capture an individual’s life course, influences
and personal food systems. While the model seeks to be universal, its validity in
a cross-national setting has not been explicitly tested. Identifying the specific role
played by each component of the model is difficult — as recognised by Sobal et al.
(2006, p. 2), ‘the components of the model ... are not mutually exclusive of each
other because they overlap and interact’. Establishing causality is thus difficult.
However, despite these limitations, it is important to recognise that qualitative
research can play a useful role in understanding consumer motivations and mind-
sets in relation to food choice. For example, qualitative research has been funda-
mental to understanding the values that underpin the acceptance/rejection of
organic food (Makatouni 2002).

2.4 Theory of Reasoned Action (TRA)/Theory
of Planned Behaviour (TPB)

The theory of reasoned action (TRA), developed by Ajzen and Fishbein (1980) is
premised on the belief that the immediate predictor of behaviour is a behavioural
intention. Behavioural intentions depend on a person’s attitude towards that
behaviour and the values of others (Fig. 2.4). Attitudes capture beliefs about
behavioural outcomes (behavioural beliefs) combined with an evaluation of the
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Fig. 2.4 Theory of reasoned action (TRA) (Source: adapted from Ajzen 2005, p. 126)

outcomes of such behaviour (outcome evaluation). Subjective norms refer to
received social pressures to behave in a certain way and motivation to comply
with the wishes of others.

The TRA was not specifically designed to model food choice, but it has been
used extensively for this purpose. For instance, McCarthy et al. (2003) use the TRA
to model beef consumption in Ireland. They found that both attitudes and subjective
norms are important determinants of behavioural intentions, and that the latter were
correlated significantly with their measure of behaviour. Other studies applying the
TRA to food choice have also found significant correlations between the main com-
ponents of the model (Saunders and Rahilly 1990).

However, the TRA was developed only to model purely volitional behaviour, in
other words, cases where successful performance of the behaviour required only the
formation of an intention to perform that behaviour (Conner and Armitage 2006).
To address cases of incomplete volitional control, Ajzen (1991) developed the the-
ory of planned behaviour (TPB). The TPB extends the TRA by incorporating an
additional construct, perceived behavioural control (PBC), which is regarded as a
determinant of both behavioural intensions and behaviour (Fig. 2.5). PBC incorporates
both internal control factors (information, skills and abilities) and external control
factors (dependence on others/situational factors). Therefore, according to the TPB,
intentions are influenced by three factors: (a) whether the person is in favour of
doing the specific behaviour (attitude towards the behaviour), (b) how much the
person feels social pressure to do it (subjective norm), and (c) whether the person
feels in control of the action in question or self-efficacy in relation to the behaviour
(perceived behavioural control).
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Fig. 2.5 Theory of planned behaviour (TPB) (Source: adapted from Ajzen 1991, p. 182)
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It should be noted that the TPB still represents a ‘reasoned action’ approach to
consumer behaviour because it assumes that intentions and behaviour in this domain
follow reasonably from the behavioural, normative and control beliefs people hold
about the behaviour. Although the beliefs people hold may be unfounded, inaccu-
rate or even irrational, the attitudes, subjective norms and perceptions of behav-
ioural control are thought to follow spontaneously and reasonably from these beliefs,
produce a corresponding behavioural intention and ultimately result in behaviour
that is consistent with the overall tenor of the beliefs. So by this theory, as a general
rule, it is assumed that attitudes towards available options, which can be measured
directly, are determinants of consumer decisions (Ajzen 1991).

The TPB has become the most widely adopted theoretical framework for model-
ling food choice (Conner and Armitage 2006). For instance, Cox et al. (1998) and
Nguyen et al. (1996) employ the TPB to explain variations in fruit and vegetable
and fat consumption, respectively. The TPB in Cox et al.’s (1998) study of fruit and
vegetable consumption accounted for between 33 and 47% of the variation in behav-
ioural intentions. Attitudes, subjective norms and PBC were all significant, with
attitudes as the most important predictor. Nguyen et al. (1996) also found all three
components to be significant, with attitudes as the most important factor in explain-
ing intentions to eat fatty foods. Further studies (Povey et al. 2000) on fruit and
vegetable consumption have found a significant linkage between behavioural inten-
tions and actual behaviour. Given the large number of empirical studies that have
validated the model specifically for the study of food choice, the TPB was selected
as a core theoretical framework for the Focus Balkans project.

While numerous studies have demonstrated the validity of the TPB approach,
several extensions have been proposed to improve the model fit. Two additional fac-
tors commonly included are self-identity and perceived need (Conner and Armitage
2006). Self-identity refers to the relatively enduring characteristics that people ascribe
to themselves (Sparks 2000). In food choice, individuals may be more likely to eat
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healthily if they perceive themselves as ‘health conscious’ or eat environmentally
friendly foods, such as organics, if they identify themselves as ‘green consumers’.
The latter notion was tested by Sparks and Shepherd (1992) who found that self-
identity did significantly contribute to explaining intentions to consume organic
vegetables, in addition to other components of the TPB model. A meta-analysis by
Conner and Armitage (1998) suggests, however, that self-identity’s contribution
to the explanation of variations in behavioural intentions may be rather limited,
certainly accounting for less than the ‘traditional’ components of the TPB.

Perceived need represents a second modification to the TPB, incorporated by
Paisley and Sparks (1998). The latter argue that while the TPB may capture atti-
tudes, it does not in itself assess whether individuals perceive a need for such behav-
iour. For example, an individual may regard a low-fat diet in general to be positive
but perceive it as unnecessary to himself/herself. Studies which have incorporated
perceived need have found that it adds significantly to the prediction of behavioural
intentions (Paisley and Sparks 1998; Povey et al. 2000).

Attitude—intention relationships are likely to be weaker where individuals possess
attitudinal ambivalence — simultaneously holding both positive and negative attitudes
towards an object. Regarding food choice, for instance, an individual may hold
both positive and negative attitudes to ‘junk food’, liking the taste but disliking the
high-fat content. Conner and Armitage (2006, p. 52) argue that attitudinal
ambivalence is likely to moderate the relationship between attitudes and intention/
behaviour ‘such that stronger (i.e. less ambivalent) attitudes are more predictive’.
Sparks et al. (2001) found some empirical support for this proposition in studies
focusing on eating meat and chocolate.

While researchers agree on the importance of attitudes in shaping behaviour, it is
important to note that the model does not explain how attitudes are created or
modified. The latter is particularly important for food agencies and commercial
practitioners that wish to change behaviour. It may be that the formation of attitudes
and their modification can only be explained in relation to the notions of the life
course, trajectories and transitions introduced by Furst et al. (1996). Incorporating
this into TPB modelling would, however, require a very different research design.

2.5 Conclusion

From reviewing the models, a number of conclusions can be drawn. First, explana-
tions of cross-national variations in food choice cannot be solely reduced to differ-
ences in incomes. Culture plays an important part in explaining cross-national
variations, but researchers have often struggled to capture this in their models.
Second, past behaviour remains a consistent predictor of current behaviour. This is
captured by Furst et al. (1996) in their notion of the life course and trajectories.
Studies by social psychologists have found ‘past behaviour predicts subsequent
behaviour, over and above the effects of TPB variables’ (Conner and Armitage
2008, p. 41). Given the strong linkage between past and current behaviour, studies
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of food choice should incorporate a historical dimension. Finally, while several
studies applying the TPB indicate the significance of the main elements of the model
and its overall validity, a thorough understanding of food choice requires also a
consideration of how attitudes are generated and altered.
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Chapter 3
Quantitative Surveys of Food Consumption
and Motives: The Food Choice Questionnaire

(FCQ)

Jasna MiloSevi¢ Pordevi¢ and Iris ZeZelj

Abstract Data about the motives of consumers for buying and consuming specific
food products are needed in order to tailor media messages and public health policies
to the current nutritional challenges. Research in this field is especially important in
the Western Balkan countries, where the population suffers from several diseases
linked to unhealthy nutrition and the data on the actual eating habits are scarce.
Addressing the motives behind different nutritional choices could help improve
diets in the region. To this end, a Food Choice Questionnaire was applied to six
Western Balkan countries. This method provided a systematic cross-national com-
parison of food choice motivations in the region as well as comparison to countries
of the European Union.

Although the factor analysis resulted with eight, instead of nine, factors reported
in the normative sample, the overall structure of Western Balkan food choice motives
did not differ substantially from the initial study. The ranking of motives was proven
to be fairly consistent across all Western Balkan states with ‘sensory appeal” and
‘purchase convenience’ rated as the most important factors. Furthermore, this ranking
is similar to the ranking obtained in other European countries with different tradi-
tions, cuisines and market conditions.
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3.1 Introduction

Imagine you see a teenage girl buying a fruit salad in a cake shop. Why is she doing
this? Maybe she likes fruits, maybe she is dieting, maybe all her friends buy healthy
snacks and maybe she is fasting and is not allowed to eat dairy products. It is hypoth-
esised that the relation between external influences and actual food choice behaviour
is mediated by food-related attitudes and beliefs (Pettinger et al. 2004; Sun 2008).
When making dietary choices, people perceive food as a means for satisfying different
needs other than solely nutrition (e.g. appearance, lifestyle, image, healthiness). Bearing
in mind that actual food consumption is affected by a multitude of influences, it is
important to measure the relative salience of potential food choice motives in different
populations. Measuring the motives behind food choice can help in tailoring media
messages and health promotional campaigns to the needs of specific market segments.
Studies prove that taste is still the single most important feature of food, which con-
sumers are usually unwilling to compromise on (Verbeke 2006). However, other
motives are growing in importance: a typical European food consumer is now looking
for healthier and ‘greener’ (locally produced, less processed) alternatives (Grunert
2005). At the same time, the pace of life is dramatically changing, so the demand for
food that is easily prepared is also on the rise. Studying the motive structure and its
changes through survey-based research, particularly the implementation of the Food
Choice Questionnaire (FCQ), is the focus of this chapter.

3.2 Method

3.2.1 Origin of Instruments Used

One of the most comprehensive instruments developed to assess both food- and
non-food-related food choice motives is the Food Choice Questionnaire (FCQ).
Steptoe et al. (1995) developed a protocol, the FCQ, which has been widely used to
assess the impact of different motives on food choice. The authors initially identified
nine factors that underpin food choice motivations: health, convenience (ease of
preparation and availability), price, sensory appeal (appearance, taste and smell),
mood, natural content (e.g. no additives), weight control (low in calories and fat),
familiarity and ethical concern (politically approved country of origin, environmentally
friendly packaging). This protocol was successfully implemented as a whole or partially
in urban English-speaking populations (Glanz et al. 1998; Lockie et al. 2002;
Martins and Pliner 1998; Pollard et al. 1998) and, more recently, in urban non-
English-speaking populations (Ares and Gambaro 2007; Biloukha and Utermohlen
2000; Fotopoulos et al. 2009; Honkanen and Frewer 2009; Januszewska et al. 2011;
Lindeman and Viénidnen 2000). The initial nine factorial structures, proposed by
Steptoe et al. (1995), did not prove to be invariant across Western European popula-
tions (Eertmans et al. 2005; Fotopoulos et al. 2009).
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3.2.2 Searching for Underlying Constructs: Factor Analysis

The aim of factor analysis is to reveal latent variables that cause the covariation of
manifest variables. There are two main types of factor analysis: exploratory (EFA)
and confirmatory (CFA) that serve different roles — to explore and identify or to
confirm already existing assumptions. EFA is used to uncover the underlying struc-
ture of a relatively large set of variables, while CFA seeks to confirm expected rela-
tions on the basis of previous research or theory. While EFA is oriented towards
discovering the model, confirmatory analysis is a deductive method that tests
specific hypothesis. EFA is most suitable to explore the structure of the data describ-
ing variability among observed variables and to search for a potentially lower number
of unobserved factors. The observed variables are modelled as linear combinations
of the potential factors, thus resulting in a smaller number of underlying constructs.
Highly intercorrelated variables are grouped into a distinct set of groups by EFA,
and the researcher interprets the interrelationships between the factors.

In contrast to traditional EFA that does not focus on the structure of the model
being tested, CFA requires the researcher to specify both the number of factors and
patterns of variable loadings on underlying factors (Hair et al. 2010; Little 2000;
Matsumoto and Hee Yoo 2006; Cheung and Leung 2006). In applying the method
and meeting the objectives of factor analysis, the researcher has to specify the
research question, obtain the data and consider conceptually the structure of the
data, decide which type of factor analysis needs to be applied and, after the applica-
tion, interpret the results. Sample size should be adequate: at least 50-100 cases
(Barrett and Kline 1981; Comfrey and Lee 1992) or with a subject to item ratio of
at least 10:1 (Nunnally 1978, p. 421).

With the aim of assessing the structure of motives underpinning food choice in
Western Balkan countries (WBC), we conducted a factor analysis. Given the exis-
tence of previous research, as a first step, we estimated a fit of Steptoe et al.’s (1995)
nine independent-factor FCQ model for each country as well as the combined WBC
sample. Goodness of fit was assessed using a number of measures. These included
the chi-square test as a descriptive goodness-of-fit index for nested models, the
comparative fit index (CFI), the parsimonious comparative fit index (PCFI) and the
root mean square error of approximation (RMSEA). As the nine-factor model dem-
onstrated suboptimal fit, we turned to EFA, in order to reveal the factor structure of
the instrument for this specific population (Fotopoulos et al. 2009).

3.2.3 Protocol and Data Collection

Implementation of the FCQ followed three stages and covered six countries: Bosnia
and Herzegovina (BiH), Croatia, the Former Yugoslav Republic of Macedonia
(FYROM), Montenegro, Serbia and Slovenia. The first stage was translating the FCQ
from English into local languages. The questionnaire was translated first into Serbian
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and back translated to English by a second translator, not familiar with the instrument
(as suggested by Brislin 1986). The original English version and the back-translated
version were then matched by two independent observers. Minor discrepancies were
corrected until the back-translated version fully matched the original English ver-
sion. Based on the Serbian questionnaire, five separate versions were developed for
the other studied countries in the respective national language. One difference from
the original FCQ is that we opted for a five-point instead of the original four-point
scale used by Steptoe et al. (1995). This was for two main reasons: (a) in order to avoid
a forced (artificial) agreement or disagreement of respondents and (b) for the scale
range to match others in the questionnaire (Cox 1980; Saris and Gallhofer 2007).

In the second stage of implementation, a pilot survey was conducted. This was in
order to assess the clarity and relevance of each item in every country. It included 60
respondents (10 per country). Feedback from the pilot survey led to the wording of two
FCQ items being modified to improve clarity. Overall, however, the pilot study confirmed
the appropriateness of the instrument and only minor changes were introduced.

The final phase of implementation focused on sampling and data collection. Data
collection for the main sample occurred via face-to-face interviews, conducted in
the respondents’ homes. In this study the sampling universe was based on census
data for each country and estimated population dynamics. In each country the
sample was nationally representative, and a stratified three-stage random sampling
approach was adopted. The three stages were as follows. Primary sampling units
were polling station territories (PSUs) in all countries except in Slovenia where
enumeration areas were used as approximate PSUs. PSUs enable the most reliable
sampling, due to the fact that these units provide the most complete data in the coun-
tries studied (register of dwelling addresses). Each polling station territory comprised
approximately 200 households and was defined by street(s) name(s). Secondary
sampling units were households: one household comprised people living in the
same dwelling. Tertiary sampling units were actual respondents. In order to optimise
the sample plan and reduce sampling error, the stratification for each country was
done by region and type of settlement. In each country the sample size was around
500, giving a total sample of 3,085 responses.

3.3 Scopes and Objectives of the FCQ Study

The 2004 and 2007 enlargements of the European Union (EU) were historic achieve-
ments: the accession of ten countries from Central and Eastern Europe with radically
different socioeconomic and administrative histories compared with established
member states. In the short to medium term, the main focus of EU accession debates
will now focus on the so-called Western Balkan countries. It is of utter importance
to obtain detailed baseline data on these countries for considering the current
national situation and the potential impact of EU accession and for crafting relevant
policy responses. Research in the field of food consumer science is particularly
important in the WBC, where the population suffers from several diseases linked
with insufficient nutrition in quantity but also in quality.
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Previous research suggested that a high proportion of the population in the WBC
has an unbalanced diet, which places them at a high risk of different diseases, espe-
cially coronary (Kromhout 2001; Menotti et al. 1999). It is therefore desirable to
improve diets in the region. This, however, requires a detailed understanding of how
consumers choose between food products and motivations underlying such choices.

The objective of this research was to analyse the motives for food choice, using
the FCQ in six WBC. The research provided a systematic cross-national compari-
son of food choice motivations in the WBC, assessing the generalizability of the
FCQ factorial structure to a markedly different environment from the original United
Kingdom sample and other Western European countries (which account for the
majority of applications of the FCQ).

3.4 Results

CFA was used to measure the fit with the original model of nine underlying inde-
pendent motives for food choice as proposed by Steptoe et al. (1995). We tried to
determine whether the constructs are distinct from each other and stable across the
six countries. The analysis was performed for each country separately as well as for
the pooled sample. In all cases, the level of fit between the data for the WBC and the
original nine independent dimensions was poor (see CFA1 parameters in Table 3.1).
Table 3.1 displays the goodness-of-fit indices: chi-square (the normal theory
maximum likelihood chi-square), CFI (comparative fit index) and RMSEA (root
mean square error of approximation). A highly significant chi-square shows that a
significant amount of observed covariance between items remains unexplained by
the original model (considering the large sample size in this study, chi-square indices
must be interpreted carefully). Other measures of fit also lie outside of conventional
acceptance limits. RMSEA values were above the acceptance limit, and the CFI
scores are below the recommended level.

A RMSEA value of 0.05 indicates a close fit and values up to 0.08 represent
reasonable errors of approximation in the population (Browne and Cudeck 1993).
In our case, CFA parameters suggest that the model cannot be accepted (y*=18,033;
df=599; CF1=0.543; RMSEA =0.097). The best fit of the model is for the Slovenian
and the total WBC sample.

The goodness-of-fit summary statistics indicate, therefore, that the original nine-
factor structure proposed by Steptoe et al. (1995) does not provide an optimal fit for
any of the WBC countries. Although the Steptoe et al. (1995) study is more than 15
years old, more recent data suggest that for some samples the nine-factor structure
still holds (Januszewska et al. 2011), so the results for the WBC cannot be attributed
solely to changes in the global market environment. They might also be due to the
specific characteristics of food consumers in the region. In order to investigate the
scope of these discrepancies, in the next stage we conducted an EFA.

The EFA for the pooled WBC sample extracted eight factors instead of the original
nine. When comparing the WBC results with the original factors identified from
Steptoe et al.’s (1995) instrument, it appears that although the factor structure is
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similar, there are some significant differences (Table 3.2). Most of the items from the
original factor structure demonstrate high (>0.70) or moderate (>0.40) loadings on
original factors and loading on other factors (<0.50). However, a few items cross-load
(>0.50) on other factors (see third column of Table 3.2). Specifically, item 2 (Contains
no additives) from the ‘natural content’ factor loads onto ‘weight control’, while
item 12 (Is good value for money) from the ‘price’ factor loads onto the ‘purchase

Table 3.2 Results from the exploratory factor analysis, factor loadings on numbered items

Item Item loading >0.50 on other
number Original factors Extracted factors factors besides original
1. Health 1 and 5 Health,
natural content
22 Contains a lot of 0.65
vitamins and
minerals
29 Keeps me healthy 0.69
10 Is nutritious 0.40
27 Is high in protein 0.45
30 Is good for my skin/ 0.62
teeth/hair/nails
9 Is high in fibre and 0.31
roughage
2. Mood 2. Mood
16 Helps me cope with 0.71
stress
34 Helps me to cope 0.58
with life
26 Helps me relax 0.70
24 Keeps me awake/ 0.38 Health 0.55
alert
13 Cheers me up 0.64
31 Makes me feel 0.47 Health 0.55
good
3. Convenience 3.1. Preparation 3.2. Purchase convenience
convenience
1 Is easy to prepare 0.81
15 Can be cooked very 0.74
simply
28 Takes no time to 0.73
prepare
35 Can be bought in 0.47
shops close to
where I live or
work
11 Is easily available 0.71

in shops and
supermarkets
4. Sensory appeal

4. Sensory appeal

(continued)
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Item Item loading >0.50 on other
number Original factors Extracted factors factors besides original
14 Smells nice 0.69
25 Looks nice 0.44
18 Has a pleasant 0.62
texture
4 Tastes good 0.60
5. Natural content 1 and 5 Health,
natural content
2 Contains no 0.32 Weight control 0.51
additives
5 Contains natural 0.55
ingredients
23 Contains no 0.62
artificial
ingredients
6. Price 6. Price
6 Is not expensive 0.76
36 Is cheap 0.77
12 Is good value for 0.17 Purchase convenience 0.61
money
7. Weight control 7. Weight control
3 Is low in calories 0.75
17 Helps me control 0.51
my weight
7 Is low in fat 0.74
8. Familiarity 8 and 9
Familiarity,
ethical concern
33 Is what I usually eat 0.47
8 Is familiar 0.31
21 Is like the food I ate 0.65
when I was a
child
9. Ethical concern 8 and 9
Familiarity,
ethical concern
20 Comes from 0.71
countries I
approve of
politically
32 Has the country of 0.58
origin clearly
marked
19 Is packaged in an 0.55
environmentally

friendly way

Source: Reprinted from MiloSevi¢ et al. (2012, p. 209). With permission from Elsevier
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convenience’ factor. Items 24 (Keeps me awakelalert) and 31 (Makes me feel good)
from the ‘mood’ factor load onto the ‘health and natural content’ factor.

Although Steptoe et al. (1995) extracted one factor that comprised purchase and
preparation convenience, our data suggested that these are perceived as independent
factors. Convenience splits into two factors: purchase convenience (items 11, 12 and
35) and preparation convenience (items 1, 15 and 28). The FCQ items from the
‘health’ and ‘natural content’ scales, on contrast, loaded onto a single factor. The same
occurred with ‘familiarity’ and ‘ethical concern’.

Some of these discrepancies from the original normative sample are similar to
differences uncovered by others. For instance, a single ‘health factor’, containing
items relating to health benefits and natural characteristics (absence of artificial ingre-
dients or additives), was also obtained in research for Belgium and Italy (Eertmans
et al. 2006), suggesting that food consumers view both safety and the nutritious value
of the food to be essential for its healthiness. Russian food consumers (Honkanen and
Frewer 2009) also viewed preparation convenience to be different from purchase
convenience (availability), with higher importance attributed to the latter motive.

The elaborated differences, however, do not allow us to conclude that there is a
substantial change in motivational typology of food choice between the normative
sample and the WBC sample. Although EFA yielded a different factorial structure,
the basic motives proposed by Steptoe et al. (1995) still emerged.

As detailed in Table 3.3, the reliability of the overall FCQ typology in our study is
very high (Cronbach’s alphas=0.920). None of the new subscales possessed a
Cronbach’s alpha lower than 0.60. The average importance given to the 36 FCQ items
is 3.94, on the 1-5 scale. The highest importance of individual items is given to the
following: tastes good (4.60), keeps me healthy (4.44), contains natural ingredients

Table 3.3 Descriptive statistics and reliabilities of the original FCQ (N=3,085)

It is important to me that the food I eat

Item number on a typical day: Mean SD
1. Health and natural content
22 Contains a lot of vitamins and minerals 4.29 0.86
29 Keeps me healthy 4.44 0.77
10 Is nutritious 4.34 0.79
27 Is high in protein 3.86 1.00
30 Is good for my skin/teeth/hair/nails etc. 4.17 0.98
9 Is high in fibre and roughage 3.81 1.01
5 Contains natural ingredients 4.40 0.79
23 Contains no artificial ingredients 4.15 0.99
24 Keeps me awake/alert 4.10 0.97
31 Makes me feel good 4.21 0.89
Cronbach’s alpha: 0.85, mean: 4.18
2. Mood
16 Helps me cope with stress 3.52 1.19
34 Helps me to cope with life 3.75 1.11

(continued)
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It is important to me that the food I eat

Item number on a typical day: Mean SD
26 Helps me relax 3.76 1.09
13 Cheers me up 3.87 1.07
Cronbach’s alpha: 0.800, mean: 3.72
3. Preparation convenience
1 Is easy to prepare 347 1.18
15 Can be cooked very simply 3.98 1.07
28 Takes no time to prepare 3.74 1.15
Cronbach’s alpha: 0.74, mean: 3.85
4. Purchase convenience
35 Can be bought in shops close to where I 4.07 0.95
live or work
11 Is easily available in shops and 4.21 0.88
supermarkets
12 Is good value for money 4.39 0.82
Cronbach’s alpha: 0.63, mean: 4.22
5. Sensory appeal
14 Smells nice 4.39 0.79
25 Looks nice 4.02 1.00
18 Has a pleasant texture 4.15 0.94
4 Tastes good 4.60 0.63
Cronbach’s alpha: 0.65, mean: 4.29
6. Price
6 Is not expensive 4.11 0.98
36 Is cheap 4.00 1.05
Cronbach’s alpha: 0.72, mean: 4.05
7. Weight control
3 Is low in calories 3.47 1.18
17 Helps me control my weight 3.64 1.18
7 Is low in fat 3.86 1.04
2 Contains no additives 3.90 1.07
Cronbach’s alpha: 0.71, mean: 3.72
8. Familiarity and ethical concern
33 Is what I usually eat 3.92 1.00
8 Is familiar 4.02 0.99
21 Is like the food I ate when I was a child 3.49 1.28
20 Comes from countries I approve of 2.53 1.36
politically
32 Has the country of origin clearly marked 3.51 1.26
19 Is packaged in an environmentally 3.35 1.24

friendly way
Cronbach’s alpha: 0.71, mean: 3.47

Source: Reprinted from MiloSevic¢ et al. (2012, p. 209). With permission from Elsevier

Note: Five-point Likert scale was used
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(4.40), smells nice (4.39), is good value for money (4.39) and is nutritious (4.33). An
examination of variance reveals that the diversity of answers is highest on ‘ethical con-
cern’, followed by the ‘familiarity’ and ‘weight control’ subscales, while less disper-
sion from the mean is detected for those factors ranked in general as more important.

For the sample as a whole, the highest importance of individual subscales
measured through mean scores is recorded for ‘sensory appeal’ (4.29) and then
for ‘purchase convenience’ (4.22), ‘health and natural content’ (4.18) and ‘price’
(4.05). The lowest importance is assigned to ‘weight control’ (3.72) and ‘famil-
iarity and ethical concern’ (3.47). None of the factors in general thus appears
irrelevant in motivating food choice.

3.5 Discussion

A key research question in cross-cultural studies is whether psychological processes
are universal across countries, which could be confirmed by construct comparability
(factorial invariance) for different countries. We tried to establish as much equiva-
lence as possible in all aspects of the research process to allow cross-national and
cross-cultural comparison: from the sampling procedure, translation and data collection
to the applied analysis of the instruments. Although Steptoe et al.’s (1995) original
structure of nine independent food choice motives has not been confirmed by CFA
in this study, the structure of WBC food choice motives did not differ essentially
from the initial study, conducted 20 years ago for a different market.

The cross-national analysis revealed far more similarities than differences
between the WBC, so it can be argued that the region can be treated as a fairly
homogeneous market, when it comes to food choice motives and nutrition habits.

The ranking of motives for the WBC mainly reaffirms studies in other European
countries (Table 3.4), as the same factors are reported to be the most important in
British (Steptoe et al. 1995; Pollard et al. 1998), Belgian, Italian (Eertmans et al. 2005),
Russian (Honkanen and Frewer 2009), Finnish (Lindeman and Viénédnen 2000)
and Greek samples (Fotopoulos et al. 2009). The highest rating for ‘sensory appeal’
mirrors Steptoe et al.’s (1995) results and the findings of Januszewska et al. (2011)
for Hungary and Romania. In other European studies, similarly ‘ethical concern’ and
‘familiarity’ were found to be the least important motives for dietary choice.

3.6 Conclusions

This research presents the first cross-national assessment of food choice motives in the
WBCs. Overall, the ranking of motives was proven to be fairly consistent across all
WBC states with ‘sensory appeal’, ‘purchase convenience’ and ‘health and natural
content’ rated as the most important factors and ‘familiarity and ethical concerns’ rated
as least important. Furthermore, this ranking is strikingly similar to the ranking obtained
in other European countries with different traditions, cuisine and market conditions.
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The FCQ demonstrated satisfactory cultural invariance with respect to (a) factor
configuration (although the match was not optimal, the differences in comparison to
a normative study were not substantial), which indicates that the FCQ measures
similar constructs across countries and (b) factor loadings (similar items were
grouped together forming one underlying factor). These results are in line with
recent cross-cultural studies (Januszewska et al. 2011; Pieniak et al. 2009) and do
not support the conclusion of Fotopoulos et al. (2009) that a more basic, revised
motivational typology of food choice is needed.

Comprehensive investigation of consumers’ food choice motives is just the first
step in understanding their actual food purchase and consumption behaviour.
Cultural norms and broader situational factors determining food choice in the WBC
were only lightly tackled in this study and could be the focus of further research.
Future research on Western Balkan consumers could also explore their awareness of
food safety issues and their perception of the importance of food safety. Detailed
knowledge on so-called food system — economic, cultural and individual factors
underpinning food choice — could help improve public communication campaigns
that seek to promote healthier diets.
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Chapter 4

Segmenting Consumers Using Cluster Analysis:
An Application to Food Motivations

in the Western Balkan Countries

Matthew Gorton, Mitchell Ness, and John White

Abstract To illustrate the use of cluster analysis as a tool for segmenting consumers,
the Focus Balkans project applied this method to the topic of food motivations. The
aim of cluster analysis is to group objects (e.g. people or products) on the basis of
numerical measures. Food motivations were captured via the Food Choice
Questionnaire. Respondents were clustered based on the eight factors identified in
the previous chapter. The profiling of clusters allowed for the identification of groups
that from a public health perspective raise concern. For the Western Balkans, five
groups of consumers were discerned with the clusters characterised by significant
differences in food consumption patterns as well as demographic and socioeconomic
characteristics. Three clusters raise concern. For each cluster, the communication
messages should be distinctive, and they are described briefly in this chapter.

Keywords Cluster analysis ® Food motivations ¢ Public health « Western Balkan
countries

4.1 Introduction

The aim of cluster analysis (CA) is to group objects (e.g. people or products) on the
basis of numerical measures. Objects are grouped (clustered) on the basis of simi-
larity to one another. Objects within a group should be as ‘similar’ to one another as
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possible, whilst objects belonging to other groups should be as ‘dissimilar’ as possible
(Everitt et al. 2011; Romesburg 1984).

CA can be a highly useful tool for marketers as it recognises the potential
existence of segments, helps in their identification and then provides decision
makers with insights that they can use to inform and improve decision making.
As Saunders (1980, p. 442) notes, ‘the groupings of similar objects provide a
series of platforms between the two extreme views that: (a) all objects are unique
and inviolable and (b) the population is homogeneous’. This chapter outlines
the utility of cluster analysis and the main elements of the approach and details
an application of the method. It is designed as an introduction to the topic for
non-specialists, with an example indicating how it may be used by consumer
food scientists.

4.2 Method

CA has been used extensively for segmentation in the field of consumer food
science (e.g. Askegaard and Madsen 1995; Geeroms et al. 2008; Heinemann
et al. 2006; Mai and Ness 1997; Mesias et al. 2003; Murphy et al. 2000; Saba
and Messina 2003; Schnettler et al. 2009). For instance, Heinemann et al. (2006)
applied CA to ascertain attitudes towards parboiled rice. Three clusters were
identified. The group that displayed a negative attitude to parboiled rice (and
therefore needs to be convinced of the merits of it) was found to have the high-
est income and education level and the highest frequency of consumption of
milled rice. Subsequent analysis suggested that parboiled rice is negatively per-
ceived, and the challenge for increasing demand is one of changing this percep-
tion through emphasis of the convenience and health benefits of consumption of
parboiled rice.

CA can also be used as a tool for improving the targeting of marketing communica-
tions relating to public health initiatives. For example, Kennedy et al. (2005) used
principal component analysis and hierarchical cluster analysis to group consumers
based on their understanding and practice of food safety. The resultant analysis
identified three food handler types: conscientious, cavalier and careful. Food preparers
with the poorest food practices were typically younger (under 45 years of age), urban
based, male and highly educated. Segmenting the groups in this way clearly enables
policymakers to develop more informed and targeted food safety programmes.

In applying the method, the three main elements of the analysis are deciding
the number of clusters (groups), determining membership of each group and
profiling the characteristics of each group. CA employs measures of closeness of
the objects using similarity measures for nonmetric data and distance measures
for metric data. The technique requires measurement of distances between objects
and between groups.

There are two main types of CA: hierarchical and optimisation methods. Hierar-
chical clustering begins with as many clusters as there are objects. On completion,
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there is a single cluster of all objects. The procedure employs information in a
distance matrix, and at each stage a merger takes place so that the number of clus-
ters is reduced by one. There are many specific hierarchical techniques, for instance,
single link, complete link, centroid, median, Ward’s and group average. Differences
between these methods arise in the way similarity or distance between objects or
groups is represented although the basic principle is the same.

The process is summarised by the agglomeration schedule, dendrogram and
Gower diagram. The researcher uses these summary methods to decide the appro-
priate number of clusters. This involves the researcher’s judgement in assessing the
overall fit obtained within each grouping and the improvement that is obtained in
this fit with the inclusion of an additional group.

The optimisation method groups objects into a prespecified number of clusters
relative to an objective. It involves two stages in which there is an initial grouping
of data followed by the application of a clustering criterion to reach a final solution.
Typically, the clustering criterion is based on the relationship between total variance
of the ungrouped objects and within and between group variance. Since total vari-
ance is fixed, the criterion either minimises within group variance or maximises
between group variance.

A common approach is to combine hierarchical and optimisation methods. For
instance, the hierarchical approach is used in the first stage to identify outliers,
define the number of clusters and profile the cluster centres. In the second stage, an
optimisation method is applied, using the cluster centres from the hierarchical
results used as the initial seed points, to determine final cluster membership. The
two-stage approach combines the advantages associated with hierarchical and non-
hierarchical methods, whilst at the same time minimising the drawbacks linked to
utilising each independently (Milligan and Cooper 1985).

Profiles of clusters are established based on a descriptive analysis of variables
used in the analysis as well as other variables (demographic, behavioural and attitudinal)
to establish significant differences between clusters. This is a critical part of the
validation process. In the case of nominal profile variables, a Chi-square contin-
gency test is used under the null hypothesis that cluster identity and the profile vari-
able are independent. In the case of scale profile variables, an analysis of variance
(ANOVA) test for the comparison of average cluster scores is used under the null
hypotheses that the average cluster scores are equal.

In consumer research, however, the utility of CA may be limited by a number of
factors. First, there are no ‘dependent’ and ‘independent’ variables specified, so that
CA fails to provide the basis for ascertaining the determinants of outcomes. It is
thus a tool for classification or dissection rather than establishing causal relation-
ships. Second, researchers often depend on data for a single time period, making it
difficult to assess the stability of the clusters identified. This weakens the usefulness
of CA as an aid for predicting market developments and supporting decision-making.
Finally, as with other techniques, CA will be limited where it fails to incorporate
relevant or includes irrelevant variables (Punj and Stewart 1983). In this case, CA
may lead to recommendations that fail to capture important motivations. There must
be a clear rationale and theoretical basis for the inclusion of variables.
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4.3 Context of the Study

To illustrate the use of cluster analysis as a tool for segmenting consumers, we
extend the analysis presented in the previous chapter. The purpose of CA within
the Focus Balkans project was to better understand food motivations, providing the
basis for more targeted and hence effective communication messages and policy
recommendations. Specifically, we segment consumers based on the factor analysis
of responses to the Food Choice Questionnaire (FCQ). This recognises that factors
motivating food choice are likely to vary significantly across consumer segments in
the region. The FCQ is introduced in the previous chapter along with a discussion
of the survey and sampling methods. A more detailed discussion of methods is pre-
sented in MiloSevi¢ et al. (2012).

The cluster analysis followed a two-stage design. First, hierarchical cluster anal-
ysis was employed to define the number of clusters, identify outliers and profile the
cluster centres. Second, an optimisation approach was used to determine final clus-
ter membership using the centroids from the first stage as initial seed points.

4.4 Results

Respondents were clustered based on the eight factors identified in the previous
chapter (health and natural content, mood, preparation convenience, purchase con-
venience, sensory appeal, price, weight control, familiarity and ethical concern). An
analysis of the agglomeration schedule, dendrogram and Gower diagram indicated
that a five-cluster solution was most appropriate. After outliers and records with
missing data were removed, 2,814 responses were retained in the CA. The validation
of the clusters depended on a set of additional variables relating to food consumption,
demographic and socioeconomic characteristics.

Table 4.1 presents the average factor scores for the five clusters, whilst Table 4.2
allows for a comparison of clusters based on variables not included in the initial
factor analysis. Table 4.3 details cluster membership by country. The remainder of
this section profiles the clusters.

4.4.1 Cluster 1: ‘Food Enthusiasts’

This cluster records above average mean scores for all factors. Compared to all
the other clusters, Cluster 1 places greatest emphasis on ‘sensory appeal’ (tastes
good, looks and smells nice, etc.) and ‘preparation convenience’. This group also,
compared to other clusters registers the highest mean score for the factor ‘weight
control’. This cluster has the highest proportion of females (59.7%). The mean
income of this cluster is similar to the sample average. The average self-reported
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Table 4.3 Cluster membership by country (%)

Cluster membership

1 2 3 4 5
Food Purchase Health
enthusiasts  Unconcerned  Price/distress convenience oriented

n=648 n=626 n=590 n=485 n=464
Country membership within clusters (%)
BiH 30.2 18.8 14.1 18.2 18.6
Croatia 28.4 16.9 19.6 222 12.9
FRYOM 234 29.0 16.3 19.6 11.6
Montenegro  16.6 26.2 21.5 19.0 16.6
Serbia 25.7 20.0 29.4 15.5 9.4
Slovenia 13.5 22.7 24.8 9.8 29.1
Cluster total: ~ 23.1 22.2 21.0 17.2 16.5

Source: Reprinted from Milosevic¢ et al. (2012, p. 212). With permission from Elsevier

current health status and economic position of the household are also closely in
line with the respective means for the overall sample. This cluster reports highest
level of fruit consumption and products with health claims. In this cluster,
Slovenian and Montenegrin consumers are underrepresented.

4.4.2 Cluster 2: ‘Unconcerned Food Consumers’

Compared to other groups, Cluster 2 places least emphasis on ‘health and natural
content’. The group also records below average mean scores for ‘weight control’,
‘purchase convenience’ and ‘preparation convenience’. Overall their interest in
food is weak. This group has the lowest proportion of females and percentage of
households with children. The group has below average knowledge of organic
foods and foods with health claims. Their economic status (income band) is close
to the sample average. The group records below average consumption of fruit and
products with health claims. Respondents from the Former Yugoslav Republic of
Macedonia (FRYOM) and Montenegro are overrepresented in Cluster 2 whilst
Croatia is underrepresented.

4.4.3 Cluster 3: ‘Price-Oriented and Distressed Consumers’

Cluster 3, relative to the other groups, places greatest emphasis on ‘price’. It
records below average mean scores for ‘weight control’ and the lowest rating for
‘sensory appeal’. This cluster places the highest relative emphasis on ‘mood’ (i.e.
importance of food to cope with stress, life, cheer me up and makes me feel good,
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etc.). This cluster has the lowest average incomes. Average household size and
composition are close to the means for the sample overall. Given their economic
status, distressed consumers may turn to food for such comfort. Purchase conve-
nience is perceived as relatively important, suggesting individuals that work long
hours for little pay. This cluster reports the lowest average level of consumption of
fruit and below average consumption of products with health claims. Their knowl-
edge of organic and health claim foods is below the sample’s average. Cluster 3 has
above average membership of Serbian households.

4.4.4 Cluster 4: ‘Purchase Convenience’

Compared to other groups, Cluster 4 places the greatest emphasis on ‘purchase conve-
nience’ (food that is easily available and can be bought in shops close to where I live
or work). This cluster records the lowest mean score for ‘price’ and registers the highest
mean incomes. The cluster records below average scores for ‘weight control’ and
‘familiarity and ethical concerns’. This cluster registers the highest level of consump-
tion of traditional dishes, but the lowest consumption of products with health claims.
Fruit consumption is in line with the overall sample average. This cluster exhibits the
highest incidence of obesity (15.6%, measured by the body mass index (BMI)).
Croatian consumers are most numerous in Cluster 4 (purchase convenience).

4.4.5 Cluster 5: ‘Health-Oriented Consumers’

Compared to other groups, Cluster 5 gives greater relative importance to ‘health and
natural content’. The cluster records below average importance given to ‘mood’ and
‘sensory appeal’. The low relative importance of ‘mood’ is striking. ‘Price’ is rela-
tively important, and it appears this cluster will trade off hedonic pleasure for value
and health benefits. This group has above average consumption of fruit. Their
knowledge of organic food and health claim foods is, overall, above the mean for
the sample as a whole. Self-reported health status is close to the average for the
sample as a whole. Females are disproportionally represented in this cluster, and it
has the highest percentage of pensioners. This cluster reports the lowest incidence
of obesity (9.7%). Cluster 5 has a strong bias to Slovenia (29.1% of all members of
the cluster), with comparatively few Serbs (comparable figure of 9.4%).

The profiling of clusters allows for the identification of groups that from a public
health perspective raise concern. For the Western Balkans, three clusters raise con-
cern. For each cluster, the communication messages should be distinctive, and these
are described briefly below.

Cluster 2 (unconcerned consumers) displays relatively little interest in food and
is biased to males. Food knowledge and fruit consumption are below average. Whilst
there is a need to promote more balanced diets, this group may be fairly unrespon-
sive to public health campaigns.
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The group which presents the most concern is Cluster 3 (price-oriented and
distressed consumers). This cluster places relatively more importance on the role of
food for lifting their mood in the context of relative low average incomes. For these
consumers, food may act as a comfort and stress reliever. Their level of fruit con-
sumption is low. For these consumers, public health campaigns should stress the
financial and health benefits from reducing fatty food intake.

Cluster 4 (purchase convenience) records the highest mean incomes and places
the highest relative weight on availability and speed of shopping. This cluster dis-
plays the highest incidence of obesity. Rising incomes in the region may, as in other
regions of the world, trigger an increase in demand for convenience foods and the
prevalence of obesity. For the ‘purchase-convenience’-oriented consumers, who
report higher incomes but with the greatest incidence of obesity, the promotion of
ready-to-eat light meals (e.g. fresh fruit or salads) would be appropriate (Buckley
and Cowan 2007).

Having presented a broad overview of consumer segments, further work on
improving the behaviour of at risk groups is warranted. This would look more
closely at the efficacy of intervention strategies in the region, focusing on those
clusters identified in this research that pose most concern.

4.5 Discussion of the Method: Utility
and Encountered Difficulties

Whilst widely applied, cluster analysis presents a number of operational challenges.
A critical issue is deciding on the number of clusters, for which there is no definitive
rule. This means that the analysis depends heavily on the researcher’s judgement.
Second, formal procedures for assessing the validity and reliability of clustering
solutions are complex and lack universal acceptance (Malhotra and Birks 2007).
Malhotra and Birks (2007) recommend several procedures to check the adequacy of
a clustering solution:

(a) Repeat the analysis with different distance measures, comparing the results to
assess the stability of solutions.

(b) Repeat the analysis with different clustering methods, again comparing the
results to assess the stability of outcomes.

(c) Split the data into two halves, undertaking the analysis separately on each half,
then compare cluster centroids across the two subsamples.

(d) The order of cases may affect outcomes for nonhierarchical clustering.
Repeat the analysis with cases entering in different orders until the solution
stabilises.

These procedures were followed for the Focus Balkans dataset. The same
number of clusters, with similar profiles and seed points, were apparent from the
split-half approach.
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4.6 Conclusions and Perspectives

CA is a useful technique to establish data groups and can underpin market segmen-
tation studies. It involves a selection of method (hierarchical versus nonhierarchical
or combination of both), interpretation to understand the character of each cluster
and validation and profiling to check the stability of each cluster.

This chapter presents an illustration of the approach, namely, food motivations in
the Western Balkans. Clusters are identified on the basis of responses to the FCQ,
which provided a clear theoretical basis for the selection of variables. Five groups of
consumers are discerned with the clusters characterised by significant differences in
food consumption patterns as well as demographic and socioeconomic characteristics.
Each cluster (food enthusiasts, unconcerned, price/distress, purchase convenience,
health oriented) has a distinguishing set of motivations which are reflected in significant
variations in food choice. Some of these clusters share characteristics identified in stud-
ies for other regions; for instance, Honkanen and Frewer (2009) identified a cluster of
Russian consumers, with little interest in food, biased toward young males with low
levels of educational attainment and income, which has much in common with Cluster
2 (unconcerned) for the Western Balkan Countries (WBC).

The analysis thus provides the basis for identifying distinctive groups of food
consumers in the WBCs. Those groups with concerning patterns of food choice can
be identified and appropriate public health messages and campaigns implemented.
This recognises that the effectiveness of public health campaigns depends on tailor-
ing the message to distinctive groups of consumers (Crossley 2001).

Recognising the weaknesses of CA, suggestions for further research can be
identified. Repeating the study would allow for an assessment of the stability of
clusters over time and gauging the degree to which particular groups are growing or
reducing in size. For example, with economic development one may find that the
size of the ‘purchase convenience’ cluster increases, whilst the ‘price/distress’ group
shrinks. Further work could focus also on developing appropriate public health
communications. This could involve focus group research, concentrating on relevant
clusters and looking at reactions to different message appeals, exploring the reasons
for such responses. This would be a logical next step in formulating communication
messages and selecting media for tailored public health campaigns.

Lessons Learnt and Utility for Marketing Management

CA is a tool that can help managers segment a market and more accurately
profile consumer needs and behaviour. The analysis for the WBC identifies
five distinct groups of food consumers. These clusters transcend national
boundaries and rather than thinking about, for example, the ‘average’
Montenegrin or Serbian consumer, it is preferable to consider the characteristics

(continued)
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(continued)

of specific clusters and plan strategies that meet their needs. For instance,
what are the needs and behaviour of ‘purchase convenience’ consumers? The
CA reveals the diversity of food market segments in the WBC, so that strate-
gies aimed at the ‘average’ or ‘typical’ WBC are flawed, as they are unlikely
to meet the needs of any specific groups. CA helps marketing managers better
understand the needs of specific segments, a vital step before deciding which
segments to target and then how firms should position themselves in relation
to chosen segments.
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Chapter 5

Exploring an Emerging Market through Focus
Groups and Expert Interviews: Health Claim
Products in the Western Balkans

Zaklina Stojanovi¢, Galjina Ognjanov, Igor Spiroski,
and Martine Zaouche-Laniau

Abstract The market of products with health claims is rapidly growing in the
Western Balkan countries. This study has explored how the consumers value health
claim products and what image they have of this product category. The following
research questions were addressed: (1) Do consumers in Western Balkan countries
associate health claim products with specific health benefits? (2) How do consum-
ers perceive health claim products? Does the form of communication influence
their choice of food? (3) What is the actual contribution of companies to this mar-
ket’s development? (4) How is a health claim product consumer perceived by
different stakeholders? The purchase motives identified in this study are ranging
from the belief in innovation and science over the favouring of specific ingredi-
ents such as probiotic bacteria to the appealing effect of, for instance, fat-burning
characteristics.

7. Stojanovié, Ph.D. ((9)

Department of Economic Policy and Development, Faculty of Economics,
University of Belgrade, Kamenicka 6, 11000 Belgrade, Serbia

e-mail: zaklina@ekof.bg.ac.rs

G. Ognjanov, Ph.D.

Faculty of Economics, University of Belgrade,
Kamenicka 6, 11000 Belgrade, Serbia

e-mail: galja@ekof.bg.ac.rs

1. Spiroski, M.D., MPH

Department of Physiology and Monitoring of Nutrition, Institute of Public Health,
50. Divizija 6, 1000 Skopje, Republic of Macedonia

e-mail: i.spiroski @iph.mk

M. Zaouche-Laniau

Sté GEM (Etudes et Stratégies pour I’ Agroalimentaire),
58 A rue du Dessous des Berges, 75013 Paris, France
e-mail: mlaniau@gem.fr

D. Barjolle et al. (eds.), Food Consumer Science: Theories, Methods 57
and Application to the Western Balkans, DOI 10.1007/978-94-007-5946-6_5,
© Springer Science+Business Media Dordrecht 2013



58 7. Stojanovi¢ et al.

Different scenarios are presented based on the results obtained through focus
group discussions and expert interviews. This chapter explains in detail how these
participative market research methods can be applied to a certain product category
in the specific context of the emerging markets in the Western Balkans.

Keywords Focus groups ¢ Health claim products * Western Balkans ¢ In-depth
interview * Qualitative methods ¢ Healthy lifestyle

5.1 Introduction

The Western Balkan countries’ (WBC) health claim products market is rapidly
growing. Milk products with health claims were introduced in WBC more than 10
years ago. Development is based on the lessons learnt from the Western European
economies. From the economic point of view, health claim products are often used
as a differentiation tool in the development of food value chains. However, more
responsive food systems are rather consumer than producer driven. Therefore,
understanding the factors that affect health claim products choice (both of buying/
consuming and producing/selling) is of crucial importance. The overall goal of this
research is to identify the image and values that are given to the health food products
in the Western Balkans. The analysis essentially refers to the market’s current state
and perspectives. Based on results obtained, different scenarios are presented. As
the scope of possible future outcomes is observable, the scenario analysis gives
more insights into alternative future developments.

Nutrition, as a lifestyle factor, has large impacts on human health. However, the
significant increase in the cost of health care and social welfare is affected by rising
rates of diet-related diseases. Consequently, government policies put more focus on
health promotion and preventive measures against illnesses (Burrows et al. 1995;
Petersen and Lupton 1996; Strauss and Dunkan 1998). Even now, most of the studies
about foods with health claims in WBC can be found in the medicine and life
sciences (Koch and Pokorn 1999; §obajié 2002; Mileti¢ et al. 2008). These studies
cover the relation between nutrition and health as the core aspect of the research.
However, health claim products have a huge potential to influence health outcomes,
thus having important policy ramifications not only for public health policy and
healthy lifestyle promotion but also for the food sector development. The studies of
food consumers as well as of the food chain stakeholders’ behaviour therefore seem
to be particularly relevant for the emerging WBC health claim products market.

Finally, the countries included in this analysis (Bosnia and Herzegovina — BiH,
Croatia, Former Yugoslav Republic of Macedonia — FYROM, Montenegro, Serbia,
and Slovenia) significantly differ in the level of health claim product market develop-
ment. The European Union (EU) Regulation of nutrition and health claims was
adopted only in Slovenia and Croatia. However, national regulation in other coun-
tries is still not fully brought into agreement with EU legislation. The harmonisa-
tion will certainly change the situation.
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PROCESSORS IDI

WBC Producers

EU Exporters

RETAILERS IDI /\X | CONSUMERS FGD

International retail chains /I Consumers’ attitudes toward N&H claim
products
Regional retail chains \I
2 groups:
Key domestic retail chains «50+»

«Mothers with children under 15»

Key specialized retail chains X/

PUBLIC POLICY EXPERTS IDI

Public policy makers

Consumer organizations

Fig. 5.1 Applied qualitative methods analysing the market stakeholders of health claim products in
WBC. IDI in-depth interviews, FGD focus group discussions, N&H claim nutrition and health
claim, EU European Union, WBC Western Balkan countries (Source: The Focus-Balkans research)

5.2 Method

The study of health claim products in the WBC is exploratory and consequently
qualitative methods were used. These methods are designed to be the primary choice
in the case of insufficient knowledge about the research topic (Hudson 2007). The
specific methods were applied after having been adapted to each group of stake-
holders (Fig. 5.1).

Focus group discussion (FGD) is the appropriate method whenever the group
norms are observed, and the primary goal of the research is the discovery of richness
of varieties in the population (Mack et al. 2005). It is the reason why FGD is the most
appropriate method to capture consumers’ perception of health claim products.

In contrast, in-depth interview (IDI) focuses on individual experiences usually
addressed to highly sensitive topics. The studied market still remains a niche market
with a small number of processors (although generally leaders of their market)
involved in this domain in each country. Generally, health claim products have a
small market share compared to the whole family of products (e.g. probiotic yoghurt
compared to total yoghurt category). It was thus necessary to deepen the different
topics with processors, retailers, and experts in the field.

The research study using qualitative techniques and methods presented in this
chapter exclusively aims to explore both the consumers’ and the economic sector
stakeholders’ experiences regarding the development of the WBC health claim
products market.
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5.2.1 Origin and Purpose’

IDI is a method based on the application of the psychoanalytical theory in marketing.
Ernest Dichter pioneered this form of research (Solomon et al. 2010), promoting the
idea that consumer behaviour is shaped by unconscious motives. Interviews have to
be used to deepen insights into each person’s motivations and have to be interpreted
according to Freudian psychoanalytic concepts.

Understanding the context of the stakeholders’ behaviour is the main goal in
interviewing. In a business environment, in-depth interviewing is mainly lead by the
interest in a deeper understanding of experiences of interviewed stakeholders.
Researchers usually observe behaviours under the following basic assumption: the
meaning interviewees make on their business experiences affects the ways that carry
out that experience (Seidman 1991).

Widely used in many sciences, among which psychology and sociology, IDI
became a qualitative research technique aiming at deeply exploring people’s
thoughts, feelings, and perspectives on particular economic issues in the business
area. In marketing research, IDI may be used for two main purposes: (1) to analyse
deeply consumers’ attitudes and behaviour and (2) to analyse experts’ knowledge
on a specific market. Usually carried out on small samples, these interviews primarily
address issues of creative nature and motivational factors that are drivers of behav-
iour (Lai Ngun et al. 2009; Bruggen et al. 2011).

In the case of IDI in the industrial environment (e.g. in market research), the
sampling is different from a quantitative survey based on a quota method. IDI refers
to stratified sampling (Mack et al. 2005). The population is divided into few
subgroups or strata (e.g. large companies, medium ones, and small ones). Then a
sampling rate is decided on for each stratum. Practically, strong efforts should be
put into gathering all the leaders of the studied market, while a specific proportion
can be carried out with smaller or less present companies/stakeholders in the market
segment. In our case, IDI with the food chain stakeholders appears to be an essential
tool both to analyse the processors’/retailers’/policymakers’ experiences and to
evaluate the main market tendencies.

5.2.2 Material and Data Processing

FGD served as a tool for acquiring information regarding consumers’ images and
values related to health food products in the Western Balkans. The specific topics
selected for FGD were (1) concepts of healthy lifestyle, healthy diet, and their rela-
tion; (2) food purchase and food consumption; (3) purchase process: information
that makes a difference for buyers; (4) perception and understanding of nutrition
and health claims; (5) motives and barriers for purchase and consumption of products

! An extensive presentation of the FGD method is provided in Chap. 6. Therefore this chapter refers
only to IDI.
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with health claims; (6) perception of a typical consumer of products with health
claims; and (7) future expectations regarding products with health claims.

Based on the literature review, two groups of people were chosen for FGD:
elderly (50+) and mothers who have children younger than 15 years old. The elderly
usually have health problems that can be prevented or mitigated by a specific diet
and healthy nutritional habits (Moorman and Matulich 1993; Bech-Larsen and
Grunert 2003). However, young children are an especially vulnerable group, and
studies conducted recently show that mothers usually pay more attention to ques-
tion what their children eat (so-called role of a gate keeper) than other population
segments (Wansink 2005). Therefore, groups that seemed particularly product
related or health concerned were selected. A total of 98 participants took part in
FGD from December 2009 to January 2010 in all six observed countries. Discussions
were conducted in six WBC capital cities.

The WBC health claim products market survey was based on the experts’ IDI
(processors, retailers, public authorities, and consumer organisations). The specific
questionnaires were adapted to each type of stakeholders. Processors, retailers, and
experts were asked about (1) overall attitude towards consumers’ demand, (2) main
criteria and restraints for consumers’ choice, (3) perceived consumers’ characteristics,
and (4) insights into studied categories (general presentation and estimation). Public
policy experts’ point of view was concentrated on (1) nutritional concerns and consumer
awareness, (2) variety and nutritional quality of the offered product, (3) regulations
and compatibility with EU legislation, (4) public programmes of communication to
promote better food habits, and (5) priorities and the main governmental objectives in
the area of research. All stakeholders were asked about the trends and perspectives of
the health claim products market. IDI were conducted with the top managers (brand
or sale/marketing directors of companies) as well as with the policymakers from
ministries of agriculture/health and consumer organisations in the region.

The list of the companies was obtained through shop survey conducted in
September 2009. The list consisted of 41 identified firms. Totally 29 WBC compa-
nies took part in interviewing during November 2009 to January 2010, and 7 inter-
views were conducted with the most important exporters of EU health claim
products. Additionally, 26 food-retailing companies, both the leaders and followers,
were interviewed. The public policy stakeholders’ experiences were obtained
through 18 interviews (three per country in the region). These sums up to a total of
80 interviews with food sector stakeholders. The diversified structure of respon-
dents enables the high reliability of the study.

5.2.3 Utility and Encountered Difficulties

Our study exclusively looks for results that explain the recent evolution of the WBC
health claim products market both from the consumers’ and food sector stakeholders’
perspective. The market structure, consumer demand, and trends are observed.
However, the implementation of IDI in an industrial environment encountered
some problems. First, the competition among the agro-food industries and the large
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retailers hinders the disclosure of data and figures. It was important to guarantee
that all individual data from companies would be kept strictly confidential and
would be published with great caution in order to prevent the recognition of companies’
data and respondents. Second, appointment with adequate respondents was very
difficult. It is important to stick to adequate respondents because the method is
based on the high level of knowledge of the interviewees, although these important
individuals are neither easily accessible nor always willing to answer any survey.
Third, when implementing the IDI, there is a must to take into account that the
companies’ representatives usually tend to overestimate their sales, market share,
and more generally the performance of their company. Therefore, it is necessary to
double-check the data. To achieve this verification, several methods can be combined:
previous data gathering (surveys or studies), cross-checking of data gathered from
different stakeholders during interviewing, etc. Finally, a generalisation based on
the IDI results is usually not allowed due to small samples and non-random
sampling. However, when several companies in a given sector including leaders of
the market have been met, it is reasonable to assume that a good perception of the
market and its tendencies has been captured.

5.3 Context of the Study and Research Questions

Epidemiological transition in terms of shifting the public health attention from
communicable to chronic non-communicable diseases (CNCD) is characteristic for
the second half of the twentieth and the beginning of the twenty-first century. The
prevalence of CNCD is rapidly increasing which makes them one of the top public
health priorities. Cardiovascular diseases (CVD) are the world’s number one reason
for death. It is estimated that 18 million people died from CVD in 2008, represent-
ing 40% of the total deaths in the world (World Health Organisation — WHO 2008).
CVD, along with cancer, which is the second main cause for death globally, is closely
related to nutrition (WHO 2011). Moreover, four of the ten leading causes of death in
the United States are directly related to nutrition (Sizer and Whitney 2011). As for the
situation in the WBC, the age-standardised death rate (SDR) from circulatory diseases
for all ages per 100,000 inhabitants ranges from 231.77 in Slovenia to 531.80 in
Macedonia. The values for other studied WBC are 386.08 for Croatia, 461.63 for
Montenegro, and 506.61 for Serbia. The average of this rate among EU member
states (member states before May 2004) is 180.84 (WHO 2011; Institute of Public
Health — IPH 2010). Risk factors that may lead to CNCD are divided into two groups:
the ones we cannot modify, control, and treat and the other ones that are modifiable.
Preventable risk factors include smoking, high blood cholesterol, high blood pres-
sure, physical inactivity, overweight, obesity, and diabetes mellitus. Other factors,
which may also contribute to high CNCD prevalence, are individual responses to
stress and excessive alcohol drinking (American Heart Association — AHA 2011).
Keeping in mind the epidemiological situation explained above, this study addresses
the following research questions: (1) Do consumers in WBC associate health claim
products with specific health benefits? (2) How do consumers perceive health claim
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products? Does the form of communication influence consumers’ choice of food?
(3) What is the actual contribution of companies (both processors and retailers) to the
development of the health claim products market? (4) How is a health claim product
consumer perceived by different stakeholders? The final output of this research illus-
trates the motives and behaviours towards health claim products in the Western
Balkans from consumers’, producers’, retailers’, and policymakers’ points of view.

5.4 Results of FGD and IDI

The results presented hereafter are related to diet and health issues, motivations and
barriers for the consumption and production of health claim products, perception
and understanding of claims, and to the identification of the typical health claim
product consumer as well as of expectations regarding the market development.

5.4.1 Healthy Diet and Healthy Lifestyle: How Important
Is the Health Motive in WBC Food Consumption?

FGD shows that healthy food is among the first concepts associated with healthy
lifestyle for both elderly people and mothers with children up to 15 years old in all
WBC. Healthy food is generally connected to the intake of fruits and veggies as
well as to cooked (i.e. warm meals) and home-prepared food and diet diversity.
However, in Slovenia, ‘physical activity’ is especially important to elderly participants
(primary association, before healthy food) who added mental activity as another
important concept.
Elderly man, 63, Slovenia:

After retiring, people could freeze on sofa.

‘Cleanness’ is mostly related to the environment and environmental issues (clean
water, clean and fresh air, etc.) contributing to the production of healthy food
(Montenegro, Macedonia, and Serbia).

Typical associations to the concept of a healthy lifestyle are?:

Healthy food: fruit, vegetables, cooked — homemade (warm meals), food
diversity
Sport activities: walking, running, biking, hiking, swimming, dancing

(continued)

2 Source: Consumer statement from FGD, the FOCUS-BALKANS research.
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(continued)

Environment: clean air and earth, ecology, naturally grown food

Healthy life routines: regular sleeping, frugality, and moderation in all
activities

Economic and social security: employment, financial safety

Interpersonal networks: friends, neighbours, communication, hobbies

Positive atmosphere: warmth, love, family, loyalty, support

Dissipation: absence of cigarettes, alcohol, drugs, any kind of distress

Economic and social security are frequent associations with healthy life in being the
primary prerequisites for a life without stress. For all FGD participants, healthy lifestyle
stands for harmony in family life, interpersonal networks with people who can support
aperson when he or she needs it, and economic and social security. Economic and social
security are particularly stressed as an important precondition for a life without stress.

Elderly woman, 58, Macedonia:

It is essential to have economic well-being in order to be healthy.

Parent, 36, Slovenia:

It is important that you receive a check each month in order to have a healthy life.

In BiH, economic and social security was also related to political stability as
yet another important contributor to a life without stress, i.e. a healthy life. Finally,
in some countries the respondents related healthy lifestyles to certain more
psychological or even spiritual values, such as optimism, voluntary work for others,
unselfishness and giving rather than receiving in general (Serbia), religion, mean-
ingful life, meditation, yoga (Slovenia), and positive atmosphere without political
misunderstandings (Montenegro, BiH).

The study tries to find out consumers’ perceptions on the link between food and
health. Their associations covering different kinds of food, food quality and food
safety issues, sports and sportsmen, nature, beautiful women, happy families and
babies may be viewed as typical (Fig. 5.2).

The experts — producers, retailers, policymakers, and consumer groups’ represen-
tatives — mainly agree that price is the main problem that consumers actually face. This
problem is most pronounced in the least developed WBC — Macedonia and BiH.

Producer, BiH:

Health benefit is very important to the consumers. More important than we usually think,
but they are restricted with the price and cannot always afford these products.

Producer, Macedonia:

Consumers are interested in healthy products only if their price is equal with the regular ones.
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Mothers with children <15 group

Fig 5.2 The collage technique (examples) (Source: The FGD conducted in the Focus-Balkans
research)

Additionally, experts from Croatia and Serbia pointed out that price might be an
important obstacle for the lower income households from less-developed rural areas.
High prices were one of the problems accentuated in Slovenia, but this has particularly
been obvious since the outbreak of the economic crisis. Besides price, processors
and retailers pointed out taste as the second most important criteria for consumers’
choice of food.

Producer, Serbia:

Consumers are traditionally looking for good taste even if it is not good for their health.

Consumer perception that food which contributes to a good health is not tasty
was especially emphasised by the public health policy officials. This is often the
reason why consumers refrain from buying healthy products.

The facts mentioned above confirm that health benefit might not be a dominant
criterion for consumers’ choice of food in WBC. However, the health officials
emphasised that healthy diet became the leading factor for consumers’ choice of
food in specific situations — e.g. in the case of children (newborns) or family members
who have got some health problems.

Public Health Policy Official, Croatia:

All parents want to feed their children with the highest quality food as much as it is possi-
ble. But when adult people buy food for themselves high quality is not so important, price
is more important.

Nevertheless, health benefit was perceived as a factor of growing importance.
Retailer, Macedonia:

Consumers are quite aware of the health benefits of some food. They are buying products
with health and nutrition claims even they don’t have any health problems.

Retailer, Croatia:

Consumer’s demand for products with nutrition and health claims will grow due to health
issues — such as increasing cardiovascular diseases.
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5.4.2 The Basic Market Drivers: Motivations
and Barriers for Consumption

According to FGD, consumers’ motives for choosing products with health claims
can be divided into several categories: (1) innovation, scientific background; (2)
containing specific ingredient (familiar health claim, e.g. ‘probiotics improve diges-
tion’); (3) prior personal experience with the product; (4) word of mouth on product
effects; and (5) appealing effect (e.g. ‘burns fat’).

On the other hand, there are strong barriers to adopt them: (1) doubt in added
ingredients: vitamins, minerals, Q10, and other enzymes that are untraceable;
(2) some additives are unnatural and unnecessary (e.g. vitamins in yoghurt, cal-
cium in fruit juice); (3) health claim is not well communicated to consumers (too
long, too technical, too complicated); and (4) products are perceived as targeting
certain consumers, and consequently, some consumers do not view themselves as
potential consumers. There are two main causes to these barriers: first, the major-
ity of WBC consumers is still uneducated when it comes to this type of products
and expresses resistance towards interpreting complicated scientific claims;
second, there is doubt and refusal to accept a novelty (health claims that are
longer present on the market are more taken to be trustworthy, while the new
ones are more often rejected).

Furthermore, the consumers’ likelihood analysis refers to food choice. Different
groups evoke different motives for consumption: dairy products are consumed on an
everyday basis, and, therefore, consumers are more aware of their features (e.g. low
fat, probiotics). Elderly respondents in all WBC claim to be making their choices
based on their health and diet benefits implying that they are paying more attention
to nutrition and health claims. However, the respondents mostly prefer the products
they are familiar with (well-established ‘traditional’ brands) and/or which taste better.
Traditional brands are the first choice particularly in the group of mothers who
claim not to be ready to experiment with what they give to their children. Thus, a
specific role of the branded products of well-known companies in novelty accep-
tance in WBC is confirmed.

The companies considered products with health claims to be important for the
creation of their image. Improving a company’s image by selling healthy food and
answering to the consumers’ needs were the motives most often evoked spontaneously
both by processors and retailers.

Retailer, Serbia:

We are selling safety products with health claims. It has influence on our consumers, their
trust in our retail chain.

Producer, Serbia:

Expanding the target group of consumers, sale increase as well as improving the image of
company, indirectly influence the consumption of other product categories.

The companies use health claim products as a marketing positioning tool and do
not expect immediate high profitability in the WBC market. Some categories of health
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claim products still generate modest sales volumes compared to the conventional
market share. As far as the economic sector stakeholders’ point of view is con-
cerned, main barriers for the development of the health claim products market are
consumer related. According to producers and retailers, unhealthy eating habits
followed by low perceived awareness result in a low demand. Simply said, consum-
ers include these products insufficiently in their diets as they are neither aware of
them nor of their role in an overall healthy diet.

From a public policy perspective, the health policymakers confirm these findings
as well. According to their assessment of the current situation, the consumers are
not sufficiently educated about nutritional food contents and a healthy diet. They are
not able to understand food declarations and therefore are not able to choose high-
quality products according to labelling information.

The general assessment of the interviewed experts is that nutrition and health
claims are attracting the consumers to buy a product by highlighting its benefits.
However, they might mislead, mostly non-educated, consumers if they are
insufficiently precise and not verified scientifically. This is most likely to be the case
in the Western Balkans, where the health claims market is still not fully regulated in
all regions. However, due to a harmonisation with the EU regulation, consumers
trust the scientifically substantiated claims increasingly.

5.4.3 The Perception of a Typical WBC Health Claim Product
Consumer: The Reality or a Vision?

From the consumers’ point of view, a typical consumer of health claim products is seen
as a young woman, usually working and with a higher income. She is well educated,
friendly, and an extrovert. As for physical appearance, she is in a good shape, fit, and
cares a lot about her appearance. She is usually described as married with children, but
she has also been seen as a single. She buys products in large supermarkets on a weekly
basis. She follows trends and seeks for novelty in every domain (Fig. 5.3).

The processors’ and retailers’ perception of WBC health claim product con-
sumers is quite identical. Consumers are generally female, belonging to the age
group of 15-40 years old, with higher or middle income, secondary or higher
education, with or without health problems, and are living in urban areas
(Fig. 5.4). Consumers of health claim products are health oriented — their everyday
practice is connected to healthy lifestyles, following modern trends and fashion
in food consumption (they want to stay fit) and active life (sportsmen, businessmen),
or they are seen as mothers who are expected to provide healthy food to their
families.

A typical health claim product consumer image in WBC seems to be heavily
influenced by television commercial stereotype. Additionally, elderly people usually
see a typical health claim product consumer as a young, active female in her 20s.
Mothers sometimes see an elderly woman with health issues but trying to stay fit
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IA TYPICAL WBC HEALTH CLAIM PRODUCT CONSUMER]

[ Major opinion of older examinees ] [

Joint characteristics

] [Major opinion of mothers with children <15]

|'

/’

20-30 years old,
Trendy
Attractive
Wants to try new products,
to look good, to loose weight.

-

Female
In a good shape
High educated
Average to higher income
4 member family
With two children
Friendly
Extroverted
Buy in supermarkets
On the weekly basis
Eat health claim products
on every day basis.

\

60 years old
Health concerned

/

Fig. 5.3 FGD results: a typical WBC health claim product consumer seen from the point of view
of a consumer (Source: The FOCUS-BALKANS research)

[ A TYPICAL WBC HEALTH CLAIM PRODUCT CONSUMER ]

[
[Major opinion of producers and retailers] [

1
Joint characteristics

15-40 years old.
For some health claim
product groups

elderly, secondary educated
and lower income.
Without health problems.

Female
High educated
Average to higher income
Urban
With and without health problems.

] [Major opinion of public policy experts]
30-55 years old.
Main food shoppers.

Younger depend on their parents
don’t go shopping and
don’t influence the choice.
Younger are ready to change their
nutrition habits.

Elderly are usually not sufficiently educated,
do not pay attention to products they buy,
buy the same products out of habit.
Personality traits are important -curiosity,
inclination towards discovering,

wish for obtaining new information etc.
\Under greater risk of having health problems.|

\ J

Fig. 5.4 A typical WBC health claim product consumer seen from the point of view of producers,
retailers, and policymakers (Source: The Focus-Balkans research)

and taking care of herself as a typical consumer. It is important to note that each age
group perceives functional food to be typical for the other, which might also indicate
a lack of actual identification with these products.

Furthermore, important differences are identified between the business sector
and policymakers’ perceptions (Fig. 5.4). The policymakers insist more strongly on
consumers with health problems and under a greater risk of having health problems

as a typical health claim product consumer than the business sector stakeholders
who allocate them in a much broader context.
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5.5 Conclusions

In Montenegro, Macedonia, BiH, and Serbia, food with health claims is perceived
to be an upcoming trend in the food market, while it is an actual trend in Croatia
and Slovenia. Consumers do not have spontaneous expectations regarding the
future development of health claim products. When asked, they say they expect
(1) more consumer awareness (health impact of different ingredients to be more
commonly known), (2) greater availability (in regular supermarkets, not specia-
lised stores), and (3) a more diversified offer. However, Kapsak et al. (2011)
found that even those consumers who are more and more informed and knowl-
edgeable about health claim products are still more likely mentioning products
that may have health benefits rather than the specific components of these
products.

The highly regulated health claims product market could be an efficient dissemi-
nation tool for the health and risk-diseases information to the general public.
Additionally, the impact of health professionals has been identified as critical to
consumers’ success in healthy eating. The food industry typically produces health
claim products by incorporating functional elements into processed foods or supple-
ments. However, strong scepticism is expressed by our experts because they think
that those elements are present in amounts too low to result in appreciable health
benefits. For that reason, e.g. for the purpose of CVD prevention, diets rich in anti-
oxidants and phytochemicals rather than high-dose supplementation are still recom-
mended. Moreover, the benefits of health protective, whole grain foods are assessed
to be greater than those of functional food products.

It is important to stress that consumers and health professionals need to inform
and educate themselves in order to keep pace with the ongoing scientific advance-
ments in this area and to be able to assist the consumers when they include these
products in their diets. Health professionals might have a significant influence on
specific population segments such as mothers of newborns, children, elderly, and
those who experience diet-related health problems. Active public policy in the
field of research can promote the concept of healthy lifestyle and healthy eating
in the region. Last but not least, investigations whether the promotion of health
claim products could contribute to a change in the overall diet towards healthier
food choices should lead to a general improvement of the food chain competi-
tiveness. Thus, further research should address quantitative analyses of both
heavy and light consumers’ profiles in the WBC. Explanation of attitudes,
believes, and motives for health claim products consumption is equally important.
Identification of the main predictors of healthier food choices can reshape diet
patterns in the WBC and promote health claim products as an efficient tool for
improving public health. Research based on qualitative methods contributed to
the Food Consumer Science development by identifying the main driving forces
on the market of the study area.
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Lessons for Food Marketers: Main Insights into the Market
Development of Products with Health Claims in WBC

Some studied categories of products with health claims were introduced in the
WBC more than 10 years ago. However, the number of products with health
claims has been constantly increasing since the year 2000. Consumer demand,
and thus the global market, for health claim products is expected to grow in
the future for several reasons. Consumers’ awareness regarding the impor-
tance of food will increase as the stakeholders (producers, retailers, consumer
organisations, and public policymakers) have great interest to improve the
nutritional education of the population. Due to the harmonisation with the EU
regulation and the control that European Food Safety Authority (EFSA) and
WBC Food Safety Agencies will carry out on the market, the faith of consumers
in the scientifically substantiated claims is going to increase. New products
are also expected to enter the markets: risk disease reduction claims will be
authorised in all WBC, and this will strongly influence the markets (e.g. autho-
rised cholesterol lowerers in margarines).

Based on the qualitative data obtained by FGD and IDI, two scenarios for the
market development of WBC products with health claims can be identified.
According to the first scenario, which is pessimistic, the health claim products
market pass through a fashion life cycle. The target population consists of young,
educated, high income, and urban women as the main consumers. However, in
more developed markets (Slovenian and Croatian) the target population is now
extended to mothers who are seen as the households’ gatekeepers. In the second,
more optimistic, scenario, elderly population with higher and middle income
along with innovators and early adopters (young active women and mothers)
also become interesting consumer groups for products with health claims. The
athletes and businessmen are seen as potential consumers in the future.

The market is obviously going through a multidimensional transition —
from the younger to the elderly population, from the higher income class to
the middle class layers, from women to men. The food sector stakeholders
play a crucial role in adopting and implementing new technologies which
may contribute to an increasing availability of these products both in terms of
diversity and price. Simultaneously, consumer associations and policy makers
take leading-strings in defining the institutional framework that is going to
facilitate further developments of the WBC market.
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Chapter 6
Assessing Fruit Perception Using Focus Groups

Siet J. Sijtsema, Karin L. Zimmermann, Miljan Cvetkovi¢, Cristina Mora,
and Martine Zaouche-Laniau

Abstract Today, only a minority of the world’s population consumes the recommended
daily amount of fruits and vegetables. Even though fruit growing has a long tradi-
tion in the Western Balkan countries, fruit consumption should be encouraged as it
is a basic element of a healthy diet. During the FOCUS Balkans project, fruit per-
ception and consumption was studied with a qualitative and quantitative approach.
This chapter describes the application of focus group discussions as a widely
employable method in food consumer science.

Required preparation measures and guidelines for focus group discussions are
explained in detail. Furthermore, practical aspects about the implementation of this
method as well as advice on the selection of participants are presented on behalf of
a concrete example. For instance, it seems that participants from the Western
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Balkans generally prefer home-grown fruits or fruits bought on green markets, and
fruit safety was an issue frequently raised. Focus group discussions hence are a
valuable tool in exploring the consumption of a specific product, especially if com-
bined with a quantitative survey for investigating differences between countries or
between people of different age groups.

Keywords Application of focus groups ¢ Fruit perception * Western Balkan
consumers ®* Home-grown * Home-made ¢ Safety

6.1 Introduction

As basic elements of the daily human diet, fruits and vegetables enable a healthy
life and prevention from diseases. Only a minority of the world’s population
consumes the recommended average amount of fruits and vegetables of 400—
500 g/day (World Health Organization (WHO) 2003). The consumption of fruits
in Europe has been declining over the last years. Only a few Mediterranean
countries, where availability of fruit is high, are currently meeting the public
health recommendations.

To elaborate public health policies, more insight into the preferences of
European consumers regarding fruits and derivative products is necessary.
Especially the position of fruit consumption in transition countries such as the
Western Balkan countries (WBC) is of interest, in order to develop well-planned
interventions to encourage fruit consumption. There is a particular need to explore
consumers’ motivations and barriers as well as the background of consumption
and purchase of fruits. To this end, exploration of as well as deeper insights into
the perceptions of consumers is needed. During the FOCUS Balkans project, fruit
perception and consumption was studied in a qualitative and quantitative approach.
This chapter is about the application of focus group as a method used in the food
consumer science, applied to two specific topics related to fruits: perception of
motives for and barriers to different channels for getting or buying fruits and con-
sumers’ associations with national fruits. The aim was to better understand con-
sumers’ perceptions and expectations about fruits, to promote fruits and produce
fruit innovations.

6.2 Method

6.2.1 Theoretical Background

In consumers’ daily life, there are several variables influencing the choice for food,
of which some are described in Chap. 1.
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In a number of consumption models, the determinants of product choice are
structured according to the three determinants: the individual, the situation and the
product (e.g. Belk 1975; Bloch and Richins 1983; Dickson 1982; Zaichkowsky
1985). Similarly, these same determinants are used to structure variables related to
food behaviour and perception (e.g. Gains 1996; Kahn 1981; Randall and Sanjur
1981; Rozin 2007; Sijtsema 2003).

Individual determinants of food perception could be divided into demographic
variables, physiological factors, psychological factors and attitudes. Food-related
determinants of food perception are decomposed into product characteristics (e.g.
the colour of the food) and the production system (e.g. whether the food is organic
or not). In addition, while most studies refer in the situational component to both
physical surroundings and social surroundings (Belk 1975), Sijtsema (2003) made
a further distinction between environment and context. Whereas the environment
consists of the social and cultural environment (family and society characteristics),
the context contains the consumption moment and place of consumption (Sijtsema
2003). According to Koster and Mojet (2007), situations are defined by the meaning
attributed to the surroundings and the resulting expectations of the individual with
regard to this situation. For example, hunger means that we want to eat something,
but hunger when sitting alone in front of the TV reminds of other types of food than
when at a dinner with friends at home or with a group of business relations at a
restaurant. It is clear that people do not just eat products, but they eat what they like
in different meaningful situations (Koster and Mojet 2007). In Sijtsema’s (2003)
model, no distinction is made between the objective aspects (the package is blue and
it contains 200 g of rice) and the perceived aspects (the product is tasty). Rozin
(2007) notes that ultimately the food product and environment are filtered through
the person: that is, it is the perceived product and environment that influence choice.

6.2.2 Choice of Method

From a food consumer research perspective, the focus of this chapter is on the
exploration of consumers’ perception as the background of consumption and pur-
chase of fruits. The perception of consumers is based on a stimulus, which is differently
perceived according to the consumer characteristics, time and situation. Focus
groups are a method often used to explore consumer perceptions in which it is pos-
sible to take those characteristics of consumers and contexts into consideration.

6.3 Origin and Purpose

Focus groups can be defined as ‘a research technique that collects data through
group interaction on a topic determined by the researcher’ (Morgan 1997, p. 6).
Historically, the focus group method emerged at the Bureau of the Applied Social
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Research of Columbia University. Merton and Kendall (1946) pioneered the
approach with their work about the effectiveness of propaganda efforts during
the Second World War. They discovered that group discussions allow a broader
range of response and elicitation of important and informative details that would not
be mentioned with individual interviews.

The method has been developed since the 1990s, with a systematic description
and ways of implementation such as how to conduct focus groups and analyse data
(Krueger 1988; Morgan and Krueger 1998; Stewart and Shamdasani 1990;
Templeton 1994; Vaughn et al. 1996).

6.4 Material and Data Processing

Focus groups can be implemented at many points of a research programme. Often,
they are applied to prepare quantitative research. Focus groups are helpful to gen-
erate a hypothesis that can be validated with further quantitative approaches
(Stewart and Shamdasani 1990). Besides focus groups’ facilitation of quantitative
research tools, they are also helpful to broaden and deepen insights of, for example,
in-depth interviews. Focus groups are originally a specific tool for qualitative data
collection, based on the dynamics of the group. Although the group process is one
of its advantages, it might also result in an undesirable bias in the group. To avoid
biases, one should be keen on the following issues. First, the moderator has an
influence on the group. Second, as in all human groups, the phenomenon of domi-
nance may occur and some participants may strongly influence the discussion. The
following actions should be taken to avoid this bias: (a) development of a very
precise guideline, (b) trained moderator, who is aware of and knows how to deal
with group interactions and dominant participants, and (c) balance between indi-
vidual and group tasks.

Focus groups bring rich and sensitive information about a topic of interest, which
led to an increasingly more abundant use of them as a research method on its own.
The risk of ‘misuse’, especially in the case of market research, is pointed out by
Merton (1987, p. 557) ‘as quick and easy claims for the validity of the research are
not subjected to further quantitative test’. Results of focus groups are not meant to
be representative and no generalisation of findings can be made on a specific popu-
lation. Implementing multiple focus groups does not allow the generalisation of
findings but could allow the researcher to gain additional information and also to
reach a kind of saturation of information (information occurring repeatedly). Thus,
one should be careful when applying focus groups as a method on its own since one
could not reach representativeness.

One of the advantages of focus groups is their flexibility. Researchers adapt the
procedure according to their own needs. Those needs should be carefully considered and
translated to questions or tasks. The guideline of the focus group discussion needs careful
preparation, strictly adapted to the research objectives. In order to allow the emergence
of all ideas and opinions, different tasks and questions as well as different tools will be
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applied to stimulate the group in this process. Pictures, products and videos can be use-
fully presented to give a support to the group’s representations and reactions. Also,
indirect methods or projective techniques such as games or specific exercises can be
used. Consumers generally appreciate such exercises and the discussion is more vivid
and creative while researchers may explore more underlying representations.

6.5 Practical Aspects

6.5.1 Protocol for Focus Groups

There is not a single recipe to build the protocol of focus groups.

The guide of the discussion is generally designed in such a way that we can move
from general points of view to very precise ones. Broadly outlined, the discussion
can be divided into four or five parts:

The first part is a ‘warming up’ phase. It is important to create an open atmosphere
at the beginning of the session. Therefore, it should be explained that there are no right
and wrong answers. A round table with short presentations of participants and research-
ers is an opportunity to support consumers to feel confident. In this phase, exercises or
questions on the general topic are important for starting to understand the subject.

A second phase may be devoted to the exploration and mapping of the issues
related to the general topic of the following phases aiming at answering precise
questions. In the area of food consumption, they can be oriented towards purchase
habits, frequency of consumption, distribution channels for the studied product or
towards families of products.

The last phase aims at deepening specific research questions. Participants are
now very familiar with the topic. At this stage, it could be asked to clearly elicit their
opinions, preferences and decisions regarding precise questions. At last, synthesis
exercises may be proposed for example on the possible marketing arguments,
opportunities or recommendations.

6.5.2 Preparation and Moderation

Focus groups need careful preparation long before the meeting itself (development
of guidelines, recruitment of participants and renting a room). This also has conse-
quences for the budget to be planned: hiring of the room, office equipment, catering
and consumers’ compensations (gift or money).

If possible, the moderator, not necessarily the same person as the researcher,
should have a small pilot group of 3—4 participants, so he might test the question-
naire and estimate the time needed for the task realisation. The session cannot rea-
sonably exceed 2 h. If more time is needed, a break might be necessary to foster the
active involvement of the participants.
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The moderator of the discussion plays an important role during the meeting.
He or she has to be familiar with the guideline and must respect the timing for each
question and exercise. The moderator should make participants feel free and com-
fortable and avoid any dominance phenomenon among them. The whole discussion
is audio or video recorded. If needed, transcriptions have to be prepared in order to
do the analyses and reporting. A complete synthesis of the ‘raw material’ given by
the group has to be done. Analysis and interpretation are rather time-consuming, as
it is crucial to take into consideration all ideas and opinions produced by the group.
Conclusions are drawn question by question in order to reflect the diversity and
heterogeneity of the data.

It is often useful to conduct at least two focus groups; in theory, one should do as
many focus groups until no more new issues emerge. It is possible to conduct focus
groups for two different age classes or locations (rural/urban) or any other different
characteristics. Moreover, it is recommended to conduct in each case at least two
similar focus groups to gain a ‘saturation’ of information. When cross-country dif-
ferences are explored, the groups should be conducted with the same protocol in
each country.

6.5.3 Participants of Focus Groups

Consumers may be recruited from the general population aiming at a well-balanced
group regarding gender, age or education level. Focus groups can also be consti-
tuted with a specific population segment having generally no more than one charac-
teristic that distinguishes them from others (not only socio-demographics) depending
on the research project (e.g. heavy users of organic food).

The ideal number of participants in a group ranges from around six to ten per-
sons. Organisers need to over-recruit (12 persons) in order to replace people who
will cancel the appointment at the last minute. It should be avoided that participants
know each other.

6.6 Research Approach and Objectives

Perception and consumption of fruits in everyday life have been studied by
focus groups in the Focus Balkans project. Fruit was defined as fresh fruit (e.g.
apple, banana, tangerine) and fresh pressed juice. Dried fruits (grape, apricots,
figs, plums) and other processed fruits such as juice, jam and frozen fruits are
considered as a category by itself. However, processed food that contains low
contents of fruits, such as fruit yoghurts, biscuits with fruits or fruit ice creams,
is not considered in this study. Also non-eatable fruits, nuts and pastes are not
considered as fruit.
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Qualitative research

In-depth interviews face Focus Groups
to face (in each country 2
(In each country 30 groups)
consumers) 96 participants
183 interviews in total To deepen some in total

interesting insights

Fig. 6.1 The qualitative research approach and the position of focus groups

Central in this part of the study are consumers and their motivations and behaviours
relating to fruits and fruit products in the Balkans. To this end, several activities
were carried out to gain a qualitative understanding of fruit consumption in the
WBC. At first, in-depth interviews with consumers as well as in-depth interviews
with experts from companies and government were scheduled. Besides, focus
groups were carried out to further explore some specific topics arisen in the in-depth
interviews, of which some results will be presented in this chapter for being an
illustration of a tangible application of focus groups (Fig. 6.1).

The objective of the focus groups was to explore the outcomes of the interviews
with regard to (1) motives and barriers for fruit consumption and its availability at
different channels, for example, home-grown fruit, fruit from the supermarket or
from green markets, and (2) the perception of national fruits and fruits from other
countries. A selection will be presented in this chapter.

Each WBC (Bosnia and Herzegovina (BiH), Croatia, Former Yugoslav Republic
of Macedonia (FYROM), Montenegro, Serbia and Slovenia) took care of the data
gathering in the respective country. For urban as well as for rural participants,
two separate focus groups with all together 96 participants were conducted. The
sample was balanced for gender and region, with an overrepresented group of
students. A transcript was written in the local language of each group discussion.
Based on this, the results were presented in an elaborated format and translated
to English.

6.7 Results

Home-grown fruits have a tradition in the Balkan countries (Delic and Zimmermann
2010). This tradition might influence the perception of fruits (Sijtsema and Snoek
2010). In times of transition and urbanisation, it is interesting to find out how it
influences the perception and purchase of fruits in Western Balkan countries.
Therefore, this study explored in-depth consumer perception of different distribu-
tion channels of regional, national and international fruits.
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6.7.1 Perception of Home-Grown Fruits, Green
Markets and Supermarkets

Generally, participants prefer the green market for buying fruits. Fruit safety is a
frequent issue raised by the participants: buying fruits on green markets is a way to
be sure about the safety of the fruits (which means in consumers’ opinion no treat-
ment with pesticides), and that the fruits are locally produced, sold by a person they
know. After the green markets, the second most liked place of procurement is the
own home in the rural area, while supermarket shopping is preponderant in urban
areas. Table 6.1 shows the broad variety of all kinds of motives and barriers men-
tioned during the focus groups in the different countries. The motives and barriers
of buying fruits at different channels are grouped for home-grown fruits, green mar-
kets and supermarket in order to show the diversity of issues mentioned. The home-
grown fruits and green markets have been grouped for representing consumers’
habits in buying fruits.

The discussion shows that participants from rural areas prefer home-grown fruits,
and that their most preferred place to buy fruits is the green market. This seems also
to be preferred by urban participants but they also buy fruits in the supermarket
since the distance to the supermarket is shorter and availability of fruits is better.
Some participants never will go only for fruits to the supermarket. It seems that
urban participants are more familiar with supermarkets than rural participants. This
seems to be connected with the small number of supermarkets in rural areas in some
WBC. Some people have a habit with regard to a specific sales channel while others
buy at different channels. It seems that elderly people prefer green markets more
often. Younger people think supermarkets are more convenient. For some partici-
pants, price is an issue.

It seems that participants trust individual sellers more than big supermarket
chains. There is a general scepticism of fruit safety. Fruits are believed to be over-
treated with pesticides. In the rural area, they prefer their own production, which is
by their experience not sprayed. Generally, consumers have problems with credibil-
ity attributes.

This description shows that participants mention several issues related to where
they buy their fruits, for example, supermarket or green market. If one should know
the importance of issues compared to others, either as differences between countries
or target groups, additional quantitative research is needed.

6.7.2 National and International Fruits and Their Perception

The perception of national and international fruits is studied in order to better under-
stand the general perception of fruits, the position of fruits as a part of traditions and
the buying characteristics of fruits.

Many different fruits are perceived to be ‘national’ fruits in Western Balkan
countries. Apple is often mentioned as a national fruit for all WBC. Tangerines are
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mentioned as the most popular national fruit for Croatia and plums for Serbia
(cf. Table 6.2). Participants choose their national fruit for diverse reasons like grow-
ing the fruit in their own garden or seeing it a lot on the green market. Also traditions
influence the perception, for example, processing of plums into brandy in this
region. Besides, participants mention frequently that national fruits are of higher
quality than imported ones and contain fewer pesticides. Domestic fruit production
is considered to be healthier, to taste better and the domestic fruits easier to preserve
than other fruits. When discussing this, participants mention that they think that the
Balkan region has good conditions for fruit growing, which is related to traditional
recipes and traditional varieties of fruits.

Although this exploration shows differences among the countries, confirmation
is needed through a quantitative approach: in fact, the focus groups allow identify-
ing extensively all issues, which consumers associate with national fruits.

6.8 Discussion

6.8.1 Application of Focus Groups

When interpreting the results, we have to be aware that a qualitative research
approach was followed. This means that consumers’ perceptions, ideas and experi-
ences of and attitudes towards the research topic, in this case fruits, are discussed in
the focus groups. This is of value when there are nearly no studies available. After
exploring the topic qualitatively, a quantitative research is needed to test the findings
for reasons of representativeness. Thus, each of the six countries organised two
focus groups with altogether 96 Western Balkan people, balanced for gender and
region. Comparison of the countries seems interesting but only should be done by
means of a quantitative study to reach a valid comparison. Nevertheless, interesting
differences were explored and need to be investigated further in a quantitative study
in order to test the expectations.

Especially in a project like Focus Balkans where six countries each with their
own language had to be coordinated in English, some extra barriers had to be taken.
For example, the translation of the guide to local languages and of the transcript to
English had to be tackled on time.

The application of focus groups was not a common method for some partners of
the WBC. Nevertheless, there were good reasons for its use. Therefore, additional
trainings about moderating focus groups were organised.

6.8.2 Richness of Data

For each topic discussed, a lot of issues were mentioned by participants. Although
not all are similarly relevant, each should be taken seriously as representing the
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Table 6.2 National fruits per country

S.J. Sijtsema et al.

Issues participants mentioned and discussed about

Country ‘National’ fruit national and international fruits
Montenegro  Apples Many types of fruits can be grown in Montenegro
Grapes Tradition of making processed fruit products and
Plums alcoholic beverages
Less often: pears, figs
Macedonia  Apples Good conditions (a lot of sun) for growing fruits in
Grapes Macedonia
Less often: peaches, If possible, people would prefer to buy only
plums Macedonian fruits
Macedonian fruits are the best because they are less
treated with chemicals
‘Fruits are something we should be proud of”.
Bosnia Apples Traditional species as well as new species
Plums Contradictions about quality: one respondent says
Pears ‘soil is poisoned’ while another says ‘far less
Less often: peaches, pesticides in Bosnian fruits than in imported ones’
strawberries, cherries ~ Traditional fruits are produced in a safe and
controlled manner, therefore it is a better quality
than fruit produced on big farms or imported fruit
‘Musmula’ is a national fruit
‘Plum was the national fruit, but now it isn’t
anymore’
Slovenia Apples Slovenian fruits are associated with tasty, healthy,
Pears juicy, fresh, good appearance, and grown in a soil,
Cherries which is not as polluted as in other countries
Plums Some traditional fruits are not known anymore, for
Less often: grapes example, ‘nesplje’
Domestically grown fruits are preferred because of
freshness, better quality, less time spent in storage
There is also some influence of national feelings
Serbia Plums Respondents had the opinion that Serbian fruits are
Apples unsurpassed. Climate is extremely appropriate for
Pears fruit production; it is proven by high yields of fruits
Less often: cherries, National fruits are healthy and they are easily
raspberries available and cheap and delicious products can be
made of it
It could be preserved all over the winter time
Croatia Tangerines Although participants do not pay attention to the
Apples origin of the fruits they buy, they announce
Plums preferring to buy Croatian rather than imported
Less often: strawberries, fruits
grapes, figs

voice of a consumer. Even though most of the issues might be in line with prior
expectations, additional insight into the background of the issues and into experi-
ences of participants in their daily life as well as into their motives and barriers
for consuming fruits were valuable to better understand consumer food choice

behaviour.
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6.8.3 Reflection on Results

The insights from these focus groups are valuable for formulating hypotheses,
which can be tested in quantitative research. Several interesting topics emerged, for
example, whether there are differences between rural and urban consumers as far as
their buying behaviour with regard to fruits is concerned and whether there are dif-
ferences in the perception of safety of the products.

Fruits seem to be part of the traditions in the Western Balkans which is shown
by the high diversity of varieties and species and by abundant recipes. Participants
prefer the fruits from their own country or region, but it is not known whether they
really take this into consideration when they buy fruits. Due to the transition in the
Western Balkan region, there are several developments going on which might
influence the perception of consumers. The position of domestic production of
fruits and of fruit purchases on green markets is changing since supermarkets
have appeared. Before, fruits were bought primarily on the green markets where
sellers were at the same time producers with rather small family farms. At that
time, existing markets did not or only rarely organise the sale of fruits. Those
small producers were not ready for the change of selling to supermarkets since
they could neither offer the required quantity of goods nor fulfil the norms of
supermarkets demand. Nowadays, big supermarkets in WBC offer mainly fruits
from export (European Union, EU) or from domestic plantations that are able to
produce enough goods according to the requested standards. These fruits cannot
be considered as ‘home-grown’. The basic reasons for the connection between
home-grown fruits and green markets mainly lay in the tradition of fruit buying
but also in the role of supermarkets.

Agro-food industry in WBC is more and more oriented to a production that
satisfies the requests of big supermarkets and to some additional requests for the
export of goods to the EU countries and Russia. In WBC, consumers’ habits regard-
ing fruit purchases will change and be more oriented towards supermarkets. There
are several reasons for this: less and less people are living in rural areas but are mov-
ing to urban areas; buying in supermarkets is becoming a dominant way of fruit
buying; and agro-industry is investing in fruit production for supermarkets and has
reliable partners for selling its products.

The entrance of foreign retailers might thus influence the perception of fruits and
possibly also fruit consumption in a society with changing lifestyles and ongoing
urbanisation. Public policy might be needed to avoid a further decrease in fruit
consumption in WBC.

6.9 Concluding Remarks

Focus groups are a promising way to explore the perception of fruits, although
complementing quantitative studies are needed to investigate differences between
countries or between people of different age groups.
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Focus groups open many options for further research within the field of consumer
perception since they proved to be a suitable approach for the exploration of issues
and new phenomena related to the process of perceiving fruits.

Focus groups are a valuable tool in exploring fruit consumption, especially if
they are combined with other methods such as a quantitative survey for better under-
standing the consumers in order to create innovations for fruits and the fruit sector
as well as to tailor interventions from public authorities.

The future of the agriculture and the food industry in the Balkans depends on the
producers’ ability to understand global and regional market trends. It would be
important to take consumers’ needs and perceptions into consideration because
these are not in line with the developments going on in the market at the moment.
To avoid a further decrease of fruit consumption, authorities might be needed to
accompany people in this process.
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Chapter 7

Harnessing Expert Opinion: Trends
and Challenges on the Balkan Organic
Market, Based on a Delphi Approach

Natasa Renko, Ruzica Butigan, Sanda Renko, Ante Vuletié,
Burkhard Schaer, and Martine Zaouche-Laniau

Abstract The market for organic products in Western Balkan countries has only
recently started to develop. Today, it is still a small niche market. This chapter pres-
ents an analysis of the organic food market in the mentioned countries based on the
knowledge and opinions of experts. The main objectives of this study were to iden-
tify and aggregate the opinions of experts regarding the current state of the Western
Balkans organic food market and to forecast the future trends and challenges as well
as to suggest improvements for this market.

Data were gathered using the Delphi method. This approach allows a group of
experts to deal with a complex problem. Basically, the Delphi method is a series of
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structured questionnaires, commonly referred to as rounds. Answers of one round
are used as feedbacks in subsequent rounds. The approach taken in this study is
described in detail with a special emphasis on the selection of experts and items for
the questionnaires.

The three Delphi rounds showed that the organic market in the Western
Balkan countries is expected to increase in the future and that education and
information of consumers hereby are key success factors. While most experts
agreed on these main findings, their opinions varied on other issues raised in the
questionnaires.

Keywords Organic food sector * Western Balkan countries ¢ Delphi method
 Expert panel * Consumers’ motivation

7.1 Introduction

During the last decade, from the year 2000 onwards, the organic movement around
the world experienced new dynamics (Zakovska-Biemans 2011). The global market
for organic products has increased by 235% since 1999, with Europe and North
America holding the leading position in that growth. Countries with the largest mar-
ket of organic products are the USA, Germany, the United Kingdom and France
(Sahota 2010). The mentioned trend has been spread to different extents in Western
Balkan countries (WBC). This chapter presents an analysis of the organic food mar-
ket in the mentioned countries based on expert opinion gathered according to the
Delphi approach.

Delphi has been proven to be a useful method for eliciting expert opinions
within the food domain (Soon et al. 2012; Wentholt et al. 2009, 2010). The method
allows a group of individuals, as a whole, to deal with a complex problem (Linstone
and Turoff 2002). It could also be used to seek out information which may gener-
ate a consensus from the respondent group or to explore underlying assumptions
or information leading to different judgements (Hsu and Sandford 2007; Linstone
and Turoff 2002). The Delphi technique is essentially a series of structured ques-
tionnaires, commonly referred to as rounds (Henson 1997), where answers are
used as feedback in subsequent sessions or rounds. By providing feedbacks,
Delphi creates interactivity and a dialogue without the pressure of conforming to
the group’s decisions or to influential respondents (i.e. the group’s position being
overly swayed by dogmatic or high-powered individuals). Nonprobability sam-
pling (i.e. purposive sampling or criterion sampling) is generally accepted as
appropriate in Delphi studies as the opinion of experts is sought (Powell 2003).
From a practical perspective, Delphi reduces costs and allows access to many
individuals across diverse locations and a wide distribution of panellists (Soon
et al. 2012; Wentholt et al. 2010). The aim of applying the Delphi technique in this
study was twofold. The first aim was to identify and aggregate the opinions of
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experts regarding the current state of the organic food market in Western Balkan
countries. Second, the experts also serve to forecast the future trends and chal-
lenges as well as to suggest improvements.

7.2 Organic Food Sector in WBC

In the last decade, the interest in organic agriculture has grown both within the
scientific community and among the general public. Organic agriculture is an agri-
cultural production system that tries to fully utilise farming potential to satisfy all
the social and economic needs while preserving the natural ecosystem and ensuring
environmental protection (Colom-Gorgues 2009). The most important characteris-
tics of organic products are the control system of organic farming and certification
and the labelling of the products. Literature review shows that an increased con-
sumer awareness of food safety issues and environmental concerns have contributed
to the growth in organic farming over the last decades and years (Colom-Gorgues
2009). According to the latest data (Cerjak et al. 2010), consumers in certain WBC
consider health effects of organic food and care for the environment among the most
important motives for buying organic food products. Moreover, the organic produc-
tion is related to sustainable rural development. Sustainable development must
encompass food production alongside the conservation of limited resources and
protection of the natural environment so that the needs of people living today can be
met without compromising the ability of future generations to meet their own needs
(Colom-Gorgues 2009).

The production of organic products in the WBC has started to develop recently.
The market for organic products is still a small niche market. The degree of market
penetration of organic products is still limited and at a very low level but with expec-
tations of growth. Table 7.1 presents the main differences between the developed
European countries and the WBC.

The main difference between the selected countries lies in purchasing power.
Average gross domestic product (GDP) per capita (purchasing power parity, PPP)
of WBC is below US $15,000, except for Slovenia and Croatia. This directly affects
the consumption of organic food. While in developed European countries, for
example, Denmark, consumers are spending more than Euro (€)140 annually on
organic food, the average amount spent in the WBC is around €6 with Slovenia
being the leader. Significant differences can be observed in organic production as
well. While the share of organic land in developed European countries exceeds 3%
(Denmark 5.4%), the WBC average is around 1% with Slovenia being an excep-
tion. Its share of 5.9% corresponds with European trends in organic production
(Willer and Kilcher 2011).

Bearing in mind all differences, the objectives of this study are twofold—to better
understand (a) the current situation and (b) the future and potential evolution of
organic in WBC through an experts’ survey.
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Table 7.1 Main differences in the organic sector between developed EU countries and WBC

Statistical indicators Developed European countries WBC
GDP per capita-PPP 30,388 14,000
(average in USD)
Share of organic land 3% From <1 to 6% (Slovenia)
Around 1% in average®
Consumption (annual amount From 15 to 150 From 1,2 (Bosnia) to 20
spent on organic food Around 80 in average® (Slovenia)®
per capita in USD)
Sources:
*Specialised organic retail report Europe 2008. ORA, Ecozept, Biovista (projections 2010) et
Agence Bio (2011)
®Schaer (2012)
7.3 Method

7.3.1 Delphi-Based Approach

7.3.1.1 Origin and Purpose

We used a forecasting methodology in order to achieve our goals. For our purposes,
we selected the Delphi method that is based on a series of written questionnaires
with feedback and re-voting. The method structures and facilitates group communi-
cation that focuses on a complex problem with the purpose of achieving group
consensus about the future direction over a series of iterations. The sample used in
the Delphi method is based on a panel of carefully selected experts that represent a
wide spectrum of opinions on the topic being examined. The statements are usually
anonymous (Loo 2002).

Since its development by the Rand Corporation to improve (military) technology
forecasting in the 1960s, Delphi studies have been applied extensively. The approach
involves successive questionnaires to an expert panel, using feedbacks to refine an
informed perspective on complex or uncertain issues. Epistemologically, Delphi
studies are not merely deductive but also disclosive (Jones 1989) and allow frag-
mentary perspectives to coalesce into a larger collective understanding. The best
definition of the approach is found in the seminal work of Linstone and Turoff
(1975, p. 3):

Delphi may be characterised as a method for structuring a group communication process in
such a way that the process is effective in allowing a group of individuals, as a whole, to
deal with a complex problem.

A review of this methodology and critiques on Delphi studies are provided by
Mullen (2000). A small number of studies have been carried out to forecast food
market development, but as Critcher and Gladstone (1998) note, its use in applied
social science is not widespread. The objective of most Delphi applications is the
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reliable and creative exploration of ideas or the production of suitable information
for decision making. The Delphi method is based on a structured process for col-
lecting and distilling knowledge from a group of experts by means of a series of
questionnaires interspersed with controlled opinion feedback (Adler and Ziglio
1996). It is an exercise in group communication among a panel of geographically
dispersed experts. The technique allows experts to deal systematically with a com-
plex problem or task. The essence of the technique is fairly straightforward: it com-
prises a series of questionnaires sent either by mail or via computerised systems to
a preselected group of experts. It can be applied in other ways as well: by telephone,
by face-to-face interviews or by mixtures of different survey methods. The number
of rounds and the size of the group can vary. The main intention of the Delphi
method is to overcome the disadvantages of conventional committee action.
According to Fowles (1978), anonymity, controlled feedback and statistical response
characterise Delphi studies. A statistical response is not always necessary, qualita-
tive results are possible as well. The group interaction in Delphi is anonymous in the
sense that the originator of comments, forecasts and the like is not identified.

In the original Delphi process, the key elements were (1) structuring of informa-
tion flow, (2) feedback to the participants and (3) anonymity for the participants.
These characteristics may obviously offer distinct advantages over the conventional
face-to-face conference as a communication tool. The interactions among panel
members are controlled by a panel director or monitor who filters out material not
related to the purpose of the group (Martino 1983). The common problems of group
dynamics are thus completely bypassed.

The method is also criticised, for instance, that Delphi studies are unscientific
(Sackman 1975) or that accuracy is not given (Armstrong 1978). Furthermore, it
is useful for answering one, specific single-dimension question. There is less
support for its use to determine complex forecasts concerning multiple factors.
Such complex model building is more appropriate for quantitative models with
Delphi results serving as inputs (Gatewood and Gatewood 1983). This point is
supported by Gordon and Hayward (1968) who claim that the Delphi method,
based on the collation of expert judgement, suffers from the possibility that reactions
between forecasted items may not be fully considered. The need for integrating
the cross impact matrix method of forecasting into the Delphi method is pointed
out by many researchers (Gordon and Hayward 1968; Gatewood and Gatewood
1983; Adler and Ziglio 1996). An improvement in forecasting reliability over the
Delphi method was thought to be attainable by taking into consideration the pos-
sibility that the occurrence of one event may cause an increase or decrease in the
probability of occurrence of other events included in the survey (Helmer 1977).
Therefore, cross impact analysis has been developed as an extension of Delphi
techniques.

We adapted the Delphi method to our specific case. There are three participant
roles: the design group that creates the questionnaires for the expert group; the
expert group that answers the questionnaires; and the analysis group that makes the
consensus of the expert group (Rodriguez-Diaz 2000). The Delphi method procedure
envisages conducting more than two rounds of written tests about selected items in
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the organic food industry (Rodriguez-Diaz 2000). Having done so, we generated
and rated options and projections by our expert group that was composed of 6-10
people per country. We then retained consensus results in confidence.

7.3.1.2 Sampling and Selection of Experts

Sampling and selection was done in accordance with the recommendations and
experience found in the literature (e.g. Soon et al. 2012). Expert panels were invited
to take part in the Delphi study for identifying and selecting the most relevant prob-
lems and challenges in the organic food sector in WBC. Here, the panellists were
not selected randomly, so representativeness is not assured. The selection of experts
for the Delphi study was made through the following:

— Personal contacts of the authors and the research supervisory committee
— Participants of international organic food conferences
— Experts co-nominated by other experts (Scapolo and Miles 2006)

7.3.2 Data Collection and Processing

A total of 45 experts from the organic food sector were contacted and invited to par-
ticipate in the Delphi survey. Experts were defined according to two criteria: (1) cur-
rently teaching a university-level food science, agriculture or aquaculture programme
or working in the agriculture or organic sector, and (2) experienced in the organic food
sector. The invitation contained a cover letter with a short description of the study and
the questionnaire. Even though it is more advantageous to conduct a face-to-face
interview in the first round to increase the response rates, it could not be done for all
countries in this study due to the limited financial resources and time. Three rounds of
questions and answers were deemed to be optimal (compare Soon et al. 2012).

Table 7.2 shows the number of participants who took part in the three rounds of
the Delphi study and the respective gender balance. The response rates were high as

Table 7.2 Sample characteristics of Delphi rounds I, IT and III

No. of experts Gender
Country Round I Round IT Round IIT F M
Bosnia and Herzegovina 6 6 6 3 3
Croatia 8 8 8 6 2
Macedonia 4 3 3 2 1
Montenegro 3 5 5 2 3
Serbia 8 8 8 5 3
Slovenia 10 14 14 6 8
Total 39 44 44 24 20
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it is typical for Delphi studies (Soon et al. 2012; Grundy and Ghazi 2009; Stirk
et al. 2002; Wentholt et al. 2010).

7.3.3 Round 1

The first round of the Delphi study consisted of a highly structured open question-
naire based upon extensive review of the literature (Hsu and Sandford 2007). In a
classical Delphi, round I begins with an open-ended set of questions that allow panellists
to generate ideas (Soon et al. 2012). There is a potential for bias due to the limited
available responses (Keeney et al. 2001), but participants were given the option to
list additional problems and challenges of the organic food sector in WBC. Round
I’s questions were divided into six main sections: (1) influences in the organic food
market in the last 10 years, (2) the current state of the organic market, (3) expecta-
tion for the next 10 years, (4) motives in consumer behaviour, (5) impact of organic
food initiatives and (6) organic food distribution channels.

The survey for the first round started at the end of April 2010 and was finished by
the beginning of May 2010. Afterwards, the report was prepared and sent to the same
group of experts in order to get first feedbacks. Once completed, experts were required
to return the questionnaire to the author for statistical aggregation and review.

7.3.4 Round Il

The feedback from round I was aggregated and the central tendency and dispersion
of scores were indicated to the participants in the subsequent round (Soon et al.
2012). It was also indicated to participants where their scores stood in relation to the
overall picture. This enabled them to revise previous scores. In round II, experts were
required to review the feedbacks of round I and revise their scores if necessary.

At this stage a second questionnaire was applied. It consisted of 229 questions and
was splitinto 6 different parts of common thematic contents titled as: (1) Government
and Policy Impact, (2) Production, (3) Market, (4) Trends, (5) Supply Chain and
(6) Consumer Behaviour. All the answers from the first round were compiled to
identify core topics for the second round. The survey for the second round started
at the end of February 2011 and was finished by the beginning of March 2011.

7.3.5 Round III

The feedback and revised scoring from round II was aggregated and reviewed. In
round III, the experts were required to answer an additional set of questions from
the second round that had met a low level of consensus. Round III questions were
sent to the experts who had responded in round II.
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There is a need to emphasise that the basic criterion for drawing conclusions in
this part of the research study was the level of consensus on offered items in the
questionnaires. The main task was to identify questions with a predominant support
(or reached a level of consensus above 50%) from the experts. Experts were asked
to rank whether they agreed (1 ="strongly disagree”; 5="“strongly agree”) with the
items and to suggest improvements. Hereby it was assumed that a minimal level of
consensus is 50% (McKenna 1994).

7.4 Results and Discussion

7.4.1 Results of the First Round

Based on the opinions of the experts, the organic market of WBC is still in the initial
phase of its development, although some countries have more advanced organic
markets than the others. However, in comparison to the developed European coun-
tries, there is a vast difference in production and consumption of organic products.
At the international level, the WBC organic market started to develop during the
1990s. In WBC, there were several companies exporting such products at that time.
However, back then, there was no systematic approach in most countries.

Expert 1

There was no insight into what was happening: where, by which principles, no ideas on how
to develop, promote and expand the business. So, we missed all those things because we
were isolated during the 1990s. But trends from developed countries influenced the Serbian
organic market to start developing 10 years ago. We started to get involved in the global
trends in 2000. The first Law on organic production came into force in 2000. However, the
federal law from that year was not functional; it made things too formal and slow. Initiatives
mostly come from the local non-governmental organizations and associations of
producers.

Expert 2

Almost 14 years ago, the largest pharmaceutical company in Macedonia initiated an organic
tea programme which is still running and even expanding today. That provoked smaller
entrepreneurs to invest in processing facilities and now these people are running a full scale
of activities in order to satisfy their own needs for quality, quantity and marketing. Thus, it
could be concluded that in the past the big ‘player’ was a single group leader, but now there
are several companies that successfully run the business by establishing cooperative rela-
tionships with the local population. Regardless of the level of achievement, the situation is
far from being satisfactory and yet more needs to be done in the area of promotion and
farmers’ education on market demands and needs.

According to first round results, there are good preconditions for organic produc-
tion in all the WBC due to the low intensity of agriculture in the past. There is a
limited variety of organic products offered in terms of diversity and quantity, and
producers have neither the awareness nor enough knowledge about how to produce
them. The biggest problem at the moment is the fact that the organic food market is
not sufficiently organised, and that the sector lacks support from the state. Experts
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Table 7.3 Characteristics of  Characteristics Consumer of organic food in the WBC
the organic consumer in the
WBC Age 25-40 years of age
Gender Mainly female
Level of education Higher level of formal education
Revenues Higher revenues (“well off”)

state that there is a lack of efficient distribution channels in WBC. In order to develop
a distribution channel of organic food, it is necessary to intensify the contacts
between farmers and consumers through supermarkets and exporters of agricultural
products. Consumers’ motives for buying organic food are health, trend, prestige
and environmental awareness. Organic consumption in WBC is becoming a part of
today’s lifestyle which corresponds to global trends. In addition, due to higher prices
of organic food, which is often 30% more expensive than conventional food, a lot of
consumers consider organic consumption to be a sign of prestige. However, with a
decrease in price supplements for organic food that is expected in the future, con-
sumption of organic food will become an even stronger part of a new lifestyle.

According to first round results, the main consumer group in WBC consists of
people, mainly female, with higher revenues, higher education and of 25-40 years
of age (Table 7.3). Over the next 10 years, the importance of the organic market will
grow. Export of the raw organic material, import of processed organic food, the
growth in number of organic farms and an increase in consumption will influence
the development of the organic market in all the countries. There is a need for better
promoting organic food and for informing the consumers about the organic produc-
tion. Experts state tourism, agro ecotourism and public procurement (organic food
in schools, hospitals, etc.) as an opportunity for further market development.

7.4.2 Results of the Second Round

The second Delphi round brought a deeper insight into the organic food market
through six previously mentioned thematic sections. The results of the second round
are summarised in Table 7.4 according to thematic sectors for the present as well as
for the future situation with comments regarding specific country issues.

Experts stated that the National Development Strategy for organic farming is
very important for the market development and will be even more important in the
future. State and local governments can significantly improve the market condi-
tions through public procurement. Governments should put special emphasis on
the control system and certification. Besides motivation of the producers, teaching
and training for organic farming is also important for the development of the
organic sector. Practically none of the investigated countries considers meat as a
market for organic products. A better situation than for meat has been identified for
milk, fruits, vegetables and baby food with significant differences among coun-
tries. In the future, strong positive changes are expected. There is no market for
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organic products in urban touristic towns, rural touristic areas, rural remote areas
and rural close to urban centres. Future developments regarding these areas are
supposed to lead to stronger markets. When considering trends, vertical coopera-
tion and definition of strategy are important for the development of the organic
sector. This is expected to intensify in the future. Organic farming is not a strong
factor of success for the agricultural sector in all WBC. In the future, its impor-
tance for success is expected to be slightly higher. Practically none of the investi-
gated countries agrees that distribution channels for organic products are numerous
and diversified. Expectations for the future go in a strongly opposite direction. The
mentioned issue will be even more important in the future. Organic consumption
will become a part of a future lifestyle.

The third Delphi round was based on data derived from the second round, after
repeating certain questions. We chose ten questions from the second round that
met a low level of consensus. The third round questionnaire was based on the
decision of the methodological group and of the leader of this project with the
following aims:

(a) To reiterate important questions to get more clear answers from the experts.

(b) To test some of the questions from the second round in order to see if a higher
level of consensus is possible.

(c) To get a final feedback from the WBC experts regarding future expectations. It
is to be noted that some questions were reversed because of a high level of com-
mon disagreement of experts on that questions in the second round.

Table 7.5 contains a summary of key findings in the third Delphi round.

The influence of the EU Agricultural Policy will push the organic farming in WBC.
The most important market variables are adequate marketing activities and a clear
labelling of organic products. Concerning certain categories of organic products, the
experts rank them as follows: fruits, vegetables and imported organic products, which
will dominate the markets in the future. The lowest support is visible for meat. The
importance of channels of distribution reached the highest level of consensus in all the
examined countries because of their role in the development of the organic sector.
Experts state the importance of a better organisation of the supply chain by imple-
menting transparency, traceability and quality management. Health concerns are
considered to be the most important motives for buying organic food. Experts emphasise
the importance of promotional activities in education and information of consumers.
With expectations of lower prices of organic foods and increased health awareness of
consumers, organic consumption will become a part of the future lifestyle.

7.5 Conclusions

Organic production is now fully regulated and harmonised with the EU regulation
in the WBC. These regulations will generate a better recognition of the organic food
products, and this will facilitate exchanges between countries. The control of the
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Table 7.5 Summary of results of the third Delphi round
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Thematic sections

Future perspective

Specific country issues

Government and
policy impact

Production

Market

Trends

Supply chain

Consumer
behaviour

Influence of EU Agricultural
Policy will push the organic
farming in WBC

Horizontal integration between
organic farmers is needed
in the future

The market for organic
products will be in urban
areas and somewhat less
in tourist areas

Organic farming is a success
factor for agricultural sector
in the future

Better organisation of the
supply chain is necessary

Organic consumption will
become a part of a lifestyle.
Consumers will be
somewhat confused by
different indications
for food (organic, untreated,
traditional, etc.)

Experts in Bosnia and Herzegovina,
Croatia and Montenegro do not
expect that state incentives and
political support for organic
sector will be adequate in the
future, while in Macedonia,
Serbia and Slovenia, the opposite
is expected

Importance of horizontal integration
between organic farmers in the
future is highest in Croatia and
Serbia

In Montenegro it is expected that
imported organic products will
dominate the organic market to a
certain degree in the future

Experts in Serbia do not consider
organic farming as a success
factor for agricultural sector in
the future

Discounters are not an important
distribution channel of organic
food in most countries except
Montenegro and Serbia

Consumers in Macedonia and
Croatia will not be confused by
different indications for food.
Slovenian experts expect the
most in comparison to others that
prices of organic products will be
too high, while none of the
Macedonian experts think that

certification system, on which governments in all countries should put special
emphasis, is a key success factor recognised by all experts.

The organic sector is expected to grow in the Balkan countries. However, even in
Slovenia and Croatia, which are the most advanced countries in the area, the devel-
opment is still slow and has to face a lot of challenges, both from the supply and

demand side.

7.5.1 Government and Policy Impact

With a high level of consensus, experts consider that financial consolidation of
organic farms will be necessary to enhance organic farming. As organic farms are
becoming larger and larger in the Western European countries, we can suggest that
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alot of investments into small organic farms of the Balkan countries will be necessary
to be more competitive. However, experts’ opinions vary on the important issue
regarding subsidies, with strong differences between countries. More than two
thirds of the respondents think that incentives will not be adequate in the future in
Bosnia or Montenegro, while about half of the respondents in Croatia, Slovenia or
Serbia think the same.

The stability and continuity of the national policy in the frame of a global strat-
egy is very important for farmers as it was strongly emphasised by all the experts: a
long-term engagement from governments is needed.

7.5.2 Production

It seems, according to the experts’ responses, that it would be easier to produce
organically in Bosnia, Macedonia and Serbia than in Slovenia or Croatia (as the
former have had difficulties in the last decades to get chemical inputs in some
areas the conversion would be easier). The main question is how to motivate farm-
ers to convert. According to the experts, higher subsidies, higher product prices
and the current market situation are the main motivations for farmers to convert
into organic farming. To convert “industrial agriculture” into organic farming is a
long-term investment and concerns the whole life of the farmer. Probably, higher
skills than in conventional agriculture are needed to reach sufficient crop yields
and to have profitable farms. This would have an impact on organic food price
reduction, emphasised as an important restriction for the current consumption of
organic food in WBC.

It is also important to mention the last decades’ strong modernisation of agri-
culture in WBC. Farmers have been pushed to increase their yields and to turn to
a modern and intensive agriculture. While huge changes in productivity are
required, switching back to organic farming is difficult for farmers. Additionally,
it might be important for farmers to change their attitudes and to value quality
over quantity. The stakeholders have to take into account this specific psycho-
logical barrier. This will help farmers to quickly adapt to the specificities of the
organic market.

Farmers’ education in organic farming is crucial, and this will be probably easier
to reach with younger and dynamic farmers than with older ones. They should be
supported by specialised agronomists. Moreover, horizontal integration among
organic farmers will be needed in the future. In addition, it is possible to suggest that
cooperation with Western European producers, connecting them at a horizontal
level with WBC farmers, could be very attractive and a good incentive to help the
latter to convert their production.

Finally, the majority of experts consider that the interest of producers to convert
into organic production in WBC will increase and that organic farming will expand,
despite of the economic crisis (except in Bosnia and Herzegovina). The trend will
finally be the same as in Western European countries.
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7.5.3 Markets and Distribution Channels

The marketing channels have to be developed in the domestic market. Export
opportunities exist and are considered as a key development factor particularly in
Croatia and Serbia. Data collected during the study show that exports today are
rather constituted by raw products than by processed food.

It remains important to develop the organic production and to respond to the
demand in the domestic market. A majority of experts foresee that imported prod-
ucts will dominate the market (mainly in Slovenia and Croatia). It is also important
to underline that for all experts, the main organic markets will be in urban and tour-
istic areas.

A good marketing strategy is a pressing need because there is a risk for farmers
to be forced to sell at “conventional” prices. As emphasised by all the experts, struc-
turing of the supply chain and cooperation within marketing channels are key suc-
cess factors at all stages: cooperation between producers and consumers as well as
between producers and processors.

Having national products on supermarket shelves will be the result of a global
project between all the stakeholders. The challenges will be the following:

(a) The quantities: producers have to be organised in order to offer the required
quantities.

(b) The quality: producers have to improve their overall techniques to achieve a
high level of quality for their products including value-added production (pro-
duction technology, packaging, etc.).

(c) The consistency of the organic production: producers have to constantly supply
markets with the requested quantity and quality.

Finally, to push supply and pull demand will be the main strategies needed in the
whole area of WBC. It is important to help producers to convert their farms into
organic ones and to be present in the different marketing channels. It is interesting
to mention that some leader companies (e.g. in Croatia) convince farmers to convert
to organic production and at the same time organise sales on the market. This sup-
poses, as emphasised by all experts with a high level of consensus, that vertical
cooperation, transparency, traceability and quality management are improved. All
these measures contribute to both a better organisation of the supply chain and to
guaranties regarding organic production.

In parallel, producers and all stakeholders of the sector have to communicate and
to promote organic food together. Interestingly, all kinds of distribution channels
(and not only supermarkets or specialised stores) are expected to distribute organic
food in the Balkans. Direct selling on farms and green markets or modern ways of
selling—such as via Internet or box schemes (a system of direct selling where cli-
ents subscribe to a regular delivery of farm products)—are also widely considered
to be used in the future. HoReCa (Hotel, Restaurant and Catering) is not forgotten,
in connection with the expected sales in touristic areas. For each channel, producers
should implement a specific communication strategy, in order to get a higher added



104 N. Renko et al.

value of their production. However, experts are generally sceptic concerning the
future level of promotion in the Balkans: the majority thinks that promotion will
remain at a low level.

7.5.4 Consumer Demand

In the WBC, consumer awareness of healthier lifestyles and of a higher quality of
food intake is expected to grow. Health has been described as the main motivation
to buy organic food by all experts in all WBC. This finding is fully in line with
motivation studies in Western European countries (Magnusson et al. 2003).
Traditional processing as well as local and traditional agriculture are also consid-
ered as important motivations for buying organic food. This suggests that consum-
ers in the Balkans are “natural products oriented”. They are convinced that past
agricultural practices used less chemical inputs. Organic consumption appears to
meet both traditional values still anchored in the culture of that region and Western
influences such as environmental protection and health concerns.

The majority of respondents agreed with the statement describing organic food
consumers as urban, female and with a high level of education. Interestingly, elderly
people are not considered to be the target group for consuming organic food. Also,
in some countries, to be well off is not considered as a mandatory condition for
consuming organic food. Only a minority of experts consider that organic prices
will be too high in the future. Organic consumption could become a valuable choice
in all social classes as it is more and more the case in Western European countries.

From the experts’ point of view, education and information of consumers are key
success factors. Therefore, it seems very important that organisations such as con-
sumer organisations or public health institutes provide nutritional messages and
keep explaining to consumers (starting by educated ones) what is good for their
health and how they can protect the environment of their country.

7.5.5 Trends

The most important influences that have shaped the development of the organic
market in the WBC are the following:

(a) Implementation of national and EU policies and regulations concerning organic
production and processing.

(b) Government initiatives for the certification of organic food and incentives for
producing organically have been crucial for the further development of the
sector.

(c) Organic products were recognised by consumers as healthier than conventional
food, and consumers assume that the organic way of production is preserving
the environment.
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Currently, the WBC’s organic sector meets with important restrictions. However, all
experts forecast that organic farming will spread in all WBCs despite difficulties.
The organic farming is expected to support the economy in rural areas, preserving
jobs and income. Organic production could also be connected with different types
of tourism—agro-, eco- and health tourism—which is also a developing sector in
the whole region.
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Chapter 8
Utilising Conjoint Analysis: Understanding
Consumer Preferences for Traditional Food

Corinne Amblard, Elise Prugnard, Georges Giraud, and Cristina Mora

Abstract The Western Balkan countries have a strong heritage of culinary tradition.
In the Focus Balkans project, the conjoint analysis method has been used in order to
measure the consumers’ trade-offs between preferred levels of several attributes of
traditional food products. By applying a conjoint analysis, researchers could gain a
better understanding of the real value consumers attach to certain attributes when
making purchasing decisions. The goals of the study described in this chapter there-
fore were to:

(a) Measure the attitudes towards traditional food products expressed by Balkan
consumers.

(b) Assess the purchasing behaviour of traditional food product consumers.

(c) Identify specific segments of consumers sensitive to traditional food products.

In the scope of the study implementation, focus group discussions were held in
the exploratory stage and the core activity — a conjoint analysis — was followed by
an analysis of different clusters of consumers. Thereby, four specific segments of
consumers who represent a different sensitivity to traditional food were identified.
The information obtained can be useful for product design, strategic advertising,
market segmentation and further market research questions.
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Keywords Consumer preferences ¢ Post hoc segmentation ¢ Ranking-based
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8.1 Introduction

In the Focus Balkans project, the conjoint analysis methodology has been used in
order to measure the consumers’ trade-offs between preferred levels of several
attributes of traditional food products. This permitted to provide a detailed under-
standing of the importance of traditional food according to consumers in Western
Balkan countries (WBC). According to Guerrero et al. (2009, p. 348), European
consumers perceived a traditional food product as ‘a product frequently consumed
or associated with specific celebrations and/or seasons, normally transmitted
from one generation to another, made accurately in a specific way according to
the gastronomic heritage, with little or no processing/manipulation, distinguished
and known because of its sensory properties and associated with a certain local
area, region or country’. As underlined by the Food and Agriculture Organization
(FAO) (Bernardoni et al. 2008), the preservation of traditional products could be
a response to the modernisation process in transition economies. Despite the hete-
rogeneity in terms of geography, culture, food and history, WBC might show
some congruency with respect to preferences towards traditional food. By using
conjoint analysis, researchers could gain a better understanding of the real value
consumers attach to certain attributes when making purchasing decisions in a
retail situation. This method is indeed often called upon to study the factors that
influence consumers’ purchasing decisions. These factors may be product attri-
butes such as price, colour, ingredients, guarantee, environmental impact, point
of sale, geographical origin and others more. Consumers typically do not have
the option of buying the product that is best in every attribute, particularly when
one of those attributes is price. Consumers are then forced to make trade-offs as
they decide which products to purchase. This method allows consumer prefer-
ences for a product or service to be broken down into trade-offs among its indi-
vidual attributes, without separating those attributes from the context in which
overall consumer judgements are made.

8.2 Method

8.2.1 Origin and Purpose

Conjoint analysis has been used in research for many years (Green and Srinivasan
1978). The concept of conjoint analysis is described by Hair et al. (1998, p. 392)
as follows: ‘Conjoint analysis is a multivariate technique used specifically to
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understand how respondents develop preferences for products or services. It is
based on the simple premise that consumers evaluate the value of a product or
service by combining the separate amounts of value provided by each attribute’.
Conjoint analysis aims at deciphering ‘the composition rules used by decision
makers to combine information into overall judgments’ (see p. 3 in Raghavarao
et al. 2011). Sudman and Blair (1998) warn that it is not a data analysis proce-
dure. It must be regarded as a type of ‘thought experiment’ designed to show how
various elements of products or services (price, brand, style) predict customer
preferences for a product or service. Kotler (2000, p. 339) defines conjoint analy-
sis as ‘...a method for deriving the utility values that consumers attach to varying
levels of a product’s attributes’. Churchill and Tacobucci (2002, p. 748) refer to
conjoint analysis as ‘...conjoint measurement, which relies on the ability of
respondents to make judgments about stimuli’.

This method is a popular marketing research technique. It is used in designing
new products, changing or repositioning existing products, evaluating the weight of
labels or brands, evaluating the effects of price on purchase intent and simulating
market share. It is used for optimising product configurations, studying price elas-
ticity of demand, simulating market response to new or modified offerings and diag-
nosing competitive strengths and weaknesses.

The value of conjoint analysis lies in the fact that it estimates how much each of
these attributes is valued, and as Churchill and Tacobucci (2002, p. 748) state, *...the
word conjoint (“CONsider JOINTIy”) has to do with the notion that the relative
values of things considered jointly can be measured when they might not be mea-
surable if taken one at a time’.

8.2.2 Data Collection and Processing

A ranking-based conjoint analysis has been carried out in 2010/2011 in the six
WBC. In the scope of the study implementation, different activities have been
planned which are the following:

* Focus group discussion
This stage could be considered as an exploratory stage in order to provide the
following conjoint analysis protocol.

* Conjoint analysis
This activity was the core activity. Conjoint analysis measured consumers’ trade-off
between attributes of traditional food. This provided a detailed understanding of
the importance of traditional food according to consumers in WBC.

e Analysis with a special focus on clusters
Based on the results of the conjoint analysis, a classification method has been used
in order to identify specific segments of consumers sensitive to traditional food.
The classification method applied to the data (individual utilities for each level) is
an Agglomerative Hierarchical Clustering (AHC) using Ward algorithm.
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The sample was constituted of 1,200 respondents (200 respondents in each
country to allow segmentation of the sample). In each country, the sample was split
in two: 100 respondents in a rural area and 100 respondents in an urban area were
interviewed. Interviewees were recruited via a filter question (‘Do you consume
fresh cow cheese?’) in order to select only fresh cow cheese consumers in the
study.

It was decided to put respondents in a purchase situation for cards ranking in
order to measure purchase preferences and not the perception of traditional food.
It was also agreed to work on a common product for the six WBC so that there were
enough consumers in the sample and so that results could be compared between all
countries. Concretely, during focus groups, different kinds of cheese were quoted as
traditional products in each country. The protocol has been validated after several
discussions with fresh cow cheese (Mladi Sir) as a common final choice. In order to
strengthen this choice, we asked in the additional questionnaire if it was really
perceived as traditional or not.

The choice of four independent attributes qualifying the fresh cow cheese was
accepted: geographical origin, mean of production, price and packaging. These four
attributes and their respective levels are described hereafter:

e The geographical origin
3 levels: localised in the region, localised in the country and no origin specified
e The mean of production
3 levels: on-farm production, small dairy production, industrial production
e The price (adapted to each country)
3 levels equally spaced: lowest price, medium price, highest price of the market
e The packaging
2 levels: sold loose (on desired weight) and prepacked (sealed in a plastic bag/
box)

Between 54 possible profiles (3x3x3x2), an orthogonal design of experiments
was obtained and generated 9 profiles. In order to assess the predictive quality of the
model, 2 holdouts were added to the orthogonal design. These ‘holdout’ cards were
presented to the respondent in the same way and at the same time as the other cards.
Their rank was recorded in the results but not used to calculate utilities. The charac-
teristics of the 11 profiles are described in Table 8.1.

To make the exercise more realistic, it was required to have a picture of fresh
cow cheese on each card, the same one in each country. Respondents were asked
to rank the 11 cards from the most preferred one to the least preferred. During
implementation, all respondents had at their disposal the same information pre-
sented in the same way to avoid any bias. After this ranking stage, respondents
were invited to answer an additional questionnaire. The aim of this questionnaire
was to provide explanations and complementary information on the results of the
conjoint analysis task.
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Table 8.1 Description of the eleven profiles kept for the cards’ design

Card Geographical origin Packaging Price Production
1 A Localised in the country Sold loose  High Industrial production
2 B Localised in the country Prepacked Medium Small dairy production
3 C No geographical origin specified Prepacked Low Industrial production
4 D Local Sold loose  Low Small dairy production
5 E Localised in the country Sold loose  Low On-farm production
6 F No geographical origin specified Sold loose Medium On-farm production
7 G Local Prepacked High On-farm production
8 H Local Sold loose Medium  Industrial production
9 I No geographical origin specified  Sold loose High Small dairy production
100 ] No geographical origin specified Prepacked High On-farm production
11* K Local Sold loose  Low Industrial production
Source: Authors (Output SPSS V19.0)
“Holdouts

8.2.3 Needed Resources

Several interviewers were recruited and trained in each WBC. Concerning the
practical implementation of the survey, feedbacks from the WBC were quite posi-
tive with generally not much trouble encountered with recruitment of willing
respondents thanks to the budget allocated to reward the participation of consumers
by vouchers or gifts.

The data processing was done by means of SPSS 19.0 and SPAD V7.0.

8.2.4 Benefits of the Method

Conjoint analysis has several advantages. For example, the first concern in conduct-
ing a quantitative study about traditional food was that it would not be possible to
obtain concrete answers about traditional food. This difficulty comes from the fact
that there is not an official definition of traditional food. Of course traditional food
may be protected, for instance, food with geographical indication, but this definition
is too restrictive. According to consumers, the definition of traditional food is wider,
from natural products grown in the garden to cooked meals that have been cooked
in the households for many decades. It may also be a typical meal of the region sold
at a restaurant or even a local prepacked cheese sold in supermarkets. Using con-
joint analysis permits therefore to obtain more realistic results.

Another advantage of conjoint analysis is that consumers are placed in a purchase
context. It is easier for them to express their preferences in a more concrete situation
instead of answering a declarative questionnaire. So rather than asking successive
questions about one feature at a time, conjoint analysis measures trade-offs between
several features.
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8.3 Context of the Study and Objectives

WBC have a strong heritage of culinary tradition; the consumption of traditional
food is strongly connected with their cultural habits. In some WBC, many prod-
ucts are already registered and protected in a legal frame. However, the field of
traditional food is certainly larger than the products registered under a legal
framework. Furthermore, it is interesting to have an overview of Western Balkan
consumers’ perception towards traditional food because WBC are very heteroge-
neous in terms of geography, culture, food and history. These different items may
influence the nature of traditional food in each country. In the scope of the proj-
ect Focus Balkans, the objective of this task was to better understand consumers’
attitudes, expectations and behaviour towards traditional food in six WBC. The
goals were to:

(d) Measure the attitudes towards traditional food products expressed by Balkan
consumers

(e) Assess the purchasing behaviour of WBC consumers for traditional food
products

(f) Identify specific segments of consumers sensitive to traditional food products

8.4 Results

8.4.1 Sample Description

The additional questionnaire administered at the end of the conjoint analysis task
permitted to gather socio-demographic data from the 1,200 respondents interviewed.
The sample is equally divided between the six countries. The sample of respondents
is described according to socio-demographic information in Table 8.2.

8.4.2 Perception of Fresh Cow Cheese

Regarding Table 8.3 about answers given to the question ‘In your opinion, is fresh
cow cheese a traditional product?’, it seems that fresh cow cheese has been a really
good choice as a relevant example of traditional food in all WBC studied. The main
reason for the minority of consumers who do not find fresh cow cheese traditional
is that fresh cow cheese can be found everywhere. It means that for these consumers,
traditional food is strongly linked to a locality and should not be exported or pro-
duced in other countries or maybe regions.
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Table 8.3 Proportion of respondents according to the categorisation of fresh cow cheese as a
traditional product or not

‘In your opinion, is fresh cow cheese a traditional product?’

BiH Croatia ~ Macedonia  Montenegro  Serbia  Slovenia  Total

(%) (%) (%) (%) (%) (%) (%)
Yes 94.5 82.0 86.0 92.5 78.0 66.5 83.3
No 2.0 2.5 8.5 2.0 6.0 17.0 6.3
Do not know 35 15.5 5.5 5.5 16.0 16.5 10.4
Total 100.0  100.0 100.0 100.0 100.0 100.0 100.0

8.4.3 Purchasing Behaviour

* Frequency of purchase
A quarter of Western Balkan respondents purchase fresh cow cheese more than
once a week and nearly 50% purchase it one to four times a month. It is a tradi-
tional product with a regular consumption pattern in WBC.

¢ Place of purchase
The most quoted place of purchase for fresh cow cheese is the supermarket
followed by open markets, friends or family, farm and at other places. Restaurants
are not a place of purchase for this product. Rural respondents more often buy
fresh cow cheese from friends or family and less at markets and supermarkets
than average, and the tendency is reversed for urban consumers.

e Own production or friends/family production of fresh cow cheese
Less than a quarter of the respondents sometimes make their own fresh cow cheese.
About half of the consumers received home-made fresh cow cheese from friends
or family. There is a significant expected difference between rural and urban areas,
with more own production in rural areas (32.2% sometimes or frequently) and less
in urban areas (16.7%) and with donation of fresh cow cheese from friends or
family also more common in rural areas (60.0%) than in urban (42.7%).

e Type of packaging
The most quoted packaging for usual fresh cow cheese purchases is on desired
weight (sold loose). Second, it is bought already sealed in a plastic box and even-
tually already sealed in a plastic bag. Nevertheless, as a single response was
requested, summing the last two categories show that the prepacked product is
more often chosen than the one sold loose.

8.4.4 Consumption Behaviour

8.4.4.1 Consumption Frequency

As can be seen in Fig. 8.1, more than half of the sample consumes fresh cow cheese
more than once a week and more than 80% consume it once a month or more often.
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60%

50% -

40%

30%

20%

10%

Morethanoncea 1to4times amonth Lessthanoncea
week month

0%

Fig. 8.1 Distribution of respondents according to consumption frequency of fresh cow cheese
(Source: Authors)

The main barriers to its consumption quoted are in the first place high prices. This
is followed by the difficulty to find it and finally its high fat content or the preference
for other cheese.

8.4.5 Consumer Preferences

8.4.5.1 Cards Ranking

A first summary of data gathered during the conjoint analysis ranking task is
obtained by calculating frequencies for each card according to the rank considered.
Mean ranks permit to identify most preferred and least preferred cards. We can also
calculate cumulative frequencies for ranks 1st+2nd and 10th+11th to better
summarise information. It gives a first general but still interesting glimpse on data,
deciphering which card had been most/least preferred. These results can be seen in
Table 8.4. The cards to which they referred are presented in Fig. 8.2.

Referring to cumulative frequencies (rank 1st+2nd and 10th+ 11th), the most
preferred card is G. Its combination of levels is a local origin, an on-farm production,
a high price and a prepacked presentation. On the other hand, the card most often
ranked 10th or 11th is card C which presents a fresh cow cheese sold without
specified origin, produced industrially, sold at a low price but still prepacked.

The reasons standing behind preferences of cards are not clearly identified at this
stage as the impact and importance of each attribute is not calculated yet. As a matter
of fact, respondents had to make trade-offs as their ideal combination of levels was
not necessarily available among the cards displayed. Some attributes were therefore
considered as more essential than others. In the following paragraph, still at an
aggregated level, the importance value in decision-making of each attribute will be
calculated to determine the different degrees of influence, so as the utilities of levels
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Table 8.4 First descriptive statistics about cards ranking
% of resp. % of resp. % of resp. % of resp.
Card letter Mean rank rank 1 rank 1 or 2 rank 11 rank 10 or 11
Card A 6.75 6.25 12.67 17.33 27.25
Card B 4.97 11.25 24.50 2.67 5.42
Card C 6.65 9.67 15.67 16.75 28.08
Card D 5.30 11.17 23.67 542 12.33
Card E 5.29 14.25 25.00 6.08 12.33
Card F 5.90 7.33 16.00 5.58 14.92
Card G 5.04 17.75 30.42 6.08 12.67
Card H 6.38 5.00 12.58 6.00 18.58
Card [ 6.67 5.42 11.08 10.92 22.67
Card J 6.06 7.83 17.83 9.42 20.08
Card K 7.00 4.08 10.58 13.75 25.67
On-farm Small dairy
dg'b production .ﬁ*zb production
Q‘Q'Q’b &
Fresh cow cheese Fresh cow cheese
from <local> from <country>
<high> <medium>
3BIEGT1126 3142131418
‘g,b Industrial Industrial Indu strial
&~ production o production \o° production
Q‘Q,Q \b 0\6
Fresh cow cheese Fresh cow cheese Fresh cow cheese
from <local> from <country>
C K A
<low> <low> <high>
BEB15461C INWNK 3218426114

Fig. 8.2 Pictures of corresponding cards (Source: Authors)

to compare which are the most preferred or less preferred ones. A further segmenta-
tion will describe the different types of behaviours and characterise the consumers

from each cluster identified.

8.4.5.2 Attribute Importance

Table 8.5 displays the importance values for attributes and the utility value of each
level. Results were obtained thanks to SPSS conjoint procedure allowing to analyse
data gathered as sequences about card preferences.
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Table 8.5 Importance of each attribute and utilities of their levels

Averaged
Factors Modalities importance (%) Utilities
Production On-farm 31.8 0.37
Small dairy 0.19
Industrial -0.55
Price Low 28.7 0.11
Medium 0.12
High -0.23
Origin Local 254 0.24
Country 0.19
No origin -0.43
Packaging Sold loose 14.1 -0.21
Prepacked 0.21

Source: Authors (Output SPSS V19.0)

Utilities are only comparable when belonging to the same attribute. A positive
utility conveys that a level is more appreciated, whereas a negative utility con-
veys that it is less appreciated. For instance, some levels such as no origin and
industrial are the least preferred levels of their respective attributes (origin and
production).

Regarding the importance values, the level of production is the most important
purchase criterion, followed by the price and the geographical origin. Type of pack-
aging is by far the least relevant attribute for consumers.

The ideal combination (ideal card) for the average Balkan consumer would
be fresh cow cheese produced on-farm, sold at a medium price, with a local
specified origin and sold prepacked, whereas the least preferred combination
would be fresh cow cheese produced industrially, sold at a high price, without
any geographical origin specified and sold loose. Globally, there is a preference
for small production of fresh cow cheese with a specific localisation suggested
by a locality or the country. The consumers would not buy this product with a
high price and there is a slight preference for prepacked cheese instead of cheese
sold loose.

8.4.5.3 General Fit of the Model

A predictive validity can be estimated by calculating a utility for each card per each
respondent and by calculating the correlation between those results and the actual
ranks given. This correlation is given by Pearson’s R or Kendall’s tau in Table 8.6.
All the correlation coefficients being very close to one, it shows that correlations are
significant. This means that the model has a good predictive quality. Moreover, even
if prediction on cards, which created the design, is generally overconfident, the
cross validation making prediction for holdouts from the model created from the
nine cards confirms the model quality.
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Table 8.6 Correlations between observed and estimated preferences

Value Sig.
Pearson’s R 0.998 0.000
Kendall’s tau 1.000 0.000
Kendall’s tau for holdouts 1.000

Source: Authors (Output SPSS V19.0)

8.4.6 Consumer Segmentation

The analysis at the aggregate level of results is not sufficient to really comprehend
consumer behaviour. There is a need to study this behaviour at an individual level
and identify different segments of behaviours (post hoc segmentation). In post hoc
segmentation schemes (Green 1977), estimation of the conjoint analysis occurs at
the individual level, and subsequent level part-worths are then clustered to form
market segments (DeSarbo and DeSarbo 2003). Respondents belonging to one seg-
ment will present similar preferences for the different attribute levels of the product.
Some of these segments may be interesting to analyse in depth due to their size or
the sensitivity of their members towards a concept. We can study which kind of
product and which combination of attribute levels would be attractive for a particular
segment and try to match consumers’ desires.

The clusters are built from the table of individual utilities. Then, the segments
can be characterised and explained by supplementary data from an additional ques-
tionnaire. Importance values help us to identify which attributes are playing the
main role for each cluster. Four clusters are selected. The final stable clusters
obtained are described in the following paragraph and the mean utilities and impor-
tance values per cluster are displayed in Table 8.7.

Clusterl: Importance of origin (weak attractiveness of products without any
geographical origin specified): 216 respondents (18% of total sample)

Cluster 1 constitutes a segment of consumers for whom geographical origin of
fresh cow cheese is a main concern. They clearly prefer local fresh cow cheese and
are less fond of this product when no origin at all is specified. After having taken
into account the origin of the product, their attention goes to the means of produc-
tion. They still prefer on-farm production and less prefer industrial production.
However, this weaker attractiveness of industrial products is not as distinctive as
seen on average in the total sample; that is not what makes the distinction of this
segment. Price and packaging have little importance and no really specific behav-
iour appears considering these attributes. Moreover, in this class, importance of the
attribute ‘origin’ is significantly higher than on average.

In this cluster, no country is significantly overrepresented. However, Macedonia
is underrepresented (10.65 against 16.67% in the total sample), and this may be
linked to the fact that fresh cow cheese is apparently not as often produced locally
as in the other countries (a bit less traditional). Cluster 1 is characterised by the fact
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Table 8.7 Importance and utility values detailed per cluster

Cluster ClL 1 CL2 CL3 ClL 4 Total
Utilities
Geographical origin ~ Local 192  -0.11 0.02 -0.23 0.24
No origin -2.18 0.00 -0.19 -0.01 -043
Country 0.26 0.12 0.17 0.24 0.19
Packaging Sold loose -0.11 0.05 -025 -047 -0.21
Prepacked 0.11  -0.05 0.25 0.47 0.21
Price Low price 0.06 0.10 1.98 -1.01 0.11
Medium price 0.04 0.12 040 -0.01 0.12
High price -0.10 -0.22 -2.38 1.02  -0.23
Production Small dairy production ~ —0.02 0.60 0.17  -0.09 0.19
On-farm production 0.37 1.72 -0.05 -0.66 0.37
Industrial production -0.35 232 -0.12 0.74  -0.55
Importance values
Geographical origin 49.07  20.24 16.87 2228 2541
Packaging 10.93 13.21 13.70 16.99 14.10
Price 18.66  17.72 4991 31.68  28.72
Production 2134 48.82 19.53 29.05  31.77

that there are slightly more consumers declaring that they never consume fresh cow
cheese with the family on festive occasions (12.0 instead of 7.6% on average) and
more consumers declaring they did not consume it when they were a child or cannot
remember it. Households from cluster 1 are a bit larger than on average.

Cluster2: Importance of the means of production, weak attractiveness of industrial
products: 364 respondents (30% of total sample)

Cluster 2 constitutes a segment of consumers who place the means of production
as their main concern for fresh cow cheese purchases. They prefer on-farm pro-
duction, they also like fresh cow cheese from small dairies, and they clearly
prefer less this product when produced industrially. By decreasing importance
in decision-making, we find far behind geographical origin, then price and finally
packaging, all of them with no particular stressed preferences from this segment.
In this cluster, attention paid to production is significantly higher than on average.
On the other hand, the importance of origin and price is lower than the average
importance.

In this cluster, Croatia (26.92 against 16.67% in the total sample) and Slovenia
(21.43 against 16.67% in the total sample) are significantly overrepresented, whereas
Macedonia is strongly underrepresented (2.75 instead of 16.67% in the total sample).
Interviewees are less keen on supermarkets for fresh cow cheese purchases than the
average of the total sample and favour friends, family, on-farm or own production.
There are proportionally fewer respondents who think that food with geographical
indication (GI) is traditional. Moreover, consideration about the necessity of higher
hygiene is slightly less important than on average, whereas the country of origin is
a bit more important for them than on average.
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Cluster3: Weak attractiveness of high prices: 238 respondents (20% of total sample)

In this third cluster, the main concern of consumers is the price of fresh cow
cheese. We find indeed a linear relation for this attribute, with the weakest prefer-
ence for high prices, a moderate acceptance of medium prices and a clear preference
for low prices. All other criteria seem not to have any weight in decision-making for
these consumers. Despite the fact that industrial products or products with no
specified origin are least preferred regarding their respective attributes, the gap with
the other levels is not really stressed. It means that these consumers may favour
price even if it can mean a lack of quality.

In this cluster, Montenegro (26.47 against 16.67%), BiH (22.69%) and Serbia
(22.69%) are overrepresented, whereas Macedonia (5.04%) and Croatia (6.30%)
are underrepresented. Consumers from cluster 3 buy their fresh cow cheese and
cheese more often on green or open markets than the tendency of all consumers.
This seems to convey that fresh cow cheese is more affordable on open markets.
These respondents are more often the main cooks of their household (48%). They or
their family/friends make their own fresh cow cheese less often and they receive less
often home-made cheese from friends or family than the average. High price is
more often given as a reason of no willingness to increase consumption. There is a
slightly higher agreement on the statement about the link between taste of the food
and the region of origin than on average. Regarding the socio-demographic vari-
ables, households are a bit smaller than the average size and the proportion of con-
sumers having finished faculty is lower.

Clusterd: Preference for industrial, prepacked products with high prices: 382
respondents (32% of total sample)

This cluster is an unexpected one. Consumers of this segment gave main impor-
tance to two attributes: first to the price and then to the means of production.
Strangely, they favour fresh cow cheese when sold at a high price but also when sold
industrially. The third attribute considered is origin and finally the packaging which
is more important here than in other clusters. Products with no origin specified are
a bit more preferred than on average (mean utility around O compared to the nega-
tive one in the total sample) and prepacked fresh cow cheese is clearly more pre-
ferred than on average.

In this cluster, Macedonia is overrepresented (40.58 against 16.67% in the total
sample), whereas BiH (9.16%), Slovenia (9.42%) and Croatia (11.26%) are under-
represented. The consumers of cluster 4 are less often the main buyers and cooks of
their households with regard to the average proportion. The consumption as child
and during festive occasions is more important. Their preference for industrial fresh
cow cheese at a high price is coherent with the fact that they buy less frequently at
farms or from friends and family. They buy fresh cow cheese more often in super-
markets than the average and own production is more common in this cluster for
cheese and fresh cow cheese in particular. The desire to consume fresh cow cheese
more often is inferior compared to other clusters. We also studied the income for
this segment because of their willingness to pay higher prices, and we just notice a
more important proportion of respondents who do not quote the income of the
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household. They more often consider food with geographical indication as traditional
and significant characterisation shows they give more importance to hygienic con-
sideration (stricter for market/farmers and more confident towards own production)
than on average but, even if still high, have less consideration than the average
respondent for geographical origin of food. Maybe they buy industrial fresh cow
cheese in order to meet their requirements for hygiene and thus are willing to pay
more for this attribute.

8.5 Discussion

By trying to decipher consumer behaviour towards traditional food, different types
of consumers giving more or less importance to components considered as tradi-
tional have been highlighted (Fig. 8.3). To summarise what has been highlighted in
the six segmentations done by country and keeping in mind what we learn from the
global classification, four types of behaviour stand out:

— Consumers sensitive towards levels identified as rather traditional: Giving weakest
preference to industrial products and/or to products without specification of
geographical origin.

— Consumers looking for convenient purchase: Attracted by prepacked food (the
characterisation of this cluster can explain this behaviour as it includes in propor-
tion more young people from 26 to 35 years old who are not strongly deprived,
so their lifestyle may lead them to choose convenience and easiness over other
attributes). A cluster only highlighted for BiH consumers.

Search for packaging
convenience

Weakest preference
for industrial mean of
production

Low attractiveness of
characteristics
assumed traditional

Weakest preference
for products without
any geographical
origin specified

Weakest preference
for products
industrially produced
and for products with

Searchfor fow pritas no origin specification

Fig. 8.3 Relative weight summarising the behaviours identified through the segmentations by
country (Source: Authors)
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— Consumers favouring low prices: A behaviour that conveys mostly a situation of
poverty.

— Consumers giving lower importance to traditional levels: More strongly trusting
industrial products and willing to pay higher prices for the additional confidence
from these products (not really trusting the hygiene practices of small-scale food
processing).

Conjoint analysis, coupled with a declarative questionnaire, is an interesting
method, but it needs a long preparation: identification of the product chosen, choice
of attributes and levels, experimental design, creation of cards and other steps more.
It is also necessary to interview respondents face to face in a comfortable situation.
This is why this method is not very convenient for interviews in the street. A constraint
to take into account is also that cognitive capacities of respondents are weak.
The number of attributes to consider for getting a realistic description of the product
concept is large. However, conjoint analysis requires a limited number of attributes
in order not to propose consumers to rank too many cards, which will reduce the
reliability of results. Lastly, using such a method for a cross-cultural study requires
taking into account cultural differences between countries. For example, there are
language differences; therefore, it may be difficult to find a common product allowing
the comparison of results between countries.

Finally, the information obtained from this method can be applied to different
market research questions. It can be useful for product design, strategic advertising,
market share, cost-benefits analysis and market segmentation. Often used in market
research applications, conjoint analysis can also be interesting to measure people’s
perceptions or judgements. The information gained from a conjoint study could also
be used for the development of a theoretical model towards understanding con-
sumer apparel purchasing decisions (North and de Vos 2002).

8.6 Conclusions

In conclusion, this survey about consumers’ attitudes, expectations and behaviours
towards traditional food is innovative in the Balkans and highlights some interesting
results. Conjoint analysis, also called trade-off measurement, was used to determine
the main attributes of a traditional product expected by the consumers and to measure
the weight and attractiveness of targeted elements in consumer perception. However,
the method has some limits. The results are applied on fresh cow cheese and not on
traditional food in general. Fresh cow cheese is traditional in all WBC though. This
may highlight a specific behaviour towards cheese, so it will be interesting to conduct
the survey on another category of products such as meat. Moreover, even if a lot of
similarities exist among the six WBC studied, different consumer behaviours towards
traditional products have been highlighted between the countries.

These results could be strengthened by the other quantitative survey held in the
scope of the Focus Balkans project which measures notably attitudes towards food
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in general, the consumption and purchase behaviour towards traditional dishes and
the perception of geographical indication. We could also compare these results with
those obtained in the European project TRUEFOOD focused on traditional food
perception in European countries and using conjoint analysis method (Naes et al.
2010). It would also be interesting to do a supplementary analysis with EuroFIR
results, the European Food Information Resource Network of Excellence, where
some definitions of traditional food based on reviews of national and European
regulations have been developed.

Lessons Learnt and Utility for Marketing Management

The implementation of the study on consumers’ preferences for traditional
food in WBC required to explore the diversity of traditional food in these
countries and showed the bond of the population with such food. Taking into
account this diversity and the cultural differences between the countries is
necessary for the implementation of the conjoint analysis, especially in the
scope of a cross-cultural analysis. Then, results are interesting and may be
used by marketing managers to promote traditional food in different coun-
tries. Coupled with cluster analysis, managers may identify different market
segments for their products and, this way, better understand the market prefer-
ences. Knowing which value consumers place on certain features of a product
or service is useful for market decisions. Conjoint analysis may also be used
by managers to design new products or adapt those existing in order to comply
with consumers’ needs.
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Chapter 9
Conclusions

Dominique Barjolle, Pascal Bernardoni, Jasna Milosevi¢ Dordevi¢,
Goran Zivkov, Dragana Tar, and Boban Mugosa

Abstract Understanding consumer behaviour plays a major role in strengthening
the competitiveness of the food industry and in improving the well-being of Western
Balkan citizens. Whilst their governments are seeking to best manage the transition
from planned to market-based economies, the lack of data and applicable models
in food consumer science hinder these efforts significantly. Three reasons call for a
more developed food consumer science in the region: the rapidly evolving markets
that globalise domestic trade; the diverging preferences of consumers related to
changing living standards requiring new marketing strategies; and the importance of
information on food availability and dietary patterns for the development of food
policies. This book serves as a dissemination tool for the results of the European
research project Focus Balkans and as a textbook for prospective scientists. It sum-
marises the main findings of the related case studies and explains the methods
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applied. In this chapter, conclusions concerning four major evolving markets (health
claim products, fruits, organic products and traditional food) and findings on food
choices of Western Balkan consumers are presented. It is concluded that institu-
tional capacity building is urgently needed. The development of consumer rights
and of public health policies must be supported by a Europe-wide network of scien-
tists and public health officials. This book aims at contributing to these important
developments.

Keywords Food choice motives ¢ Qualitative approach ¢ Quantitative survey
Food choices * Institutional capacity building ¢ Consumer rights  Public health
policies

9.1 Food Consumption in the Western Balkan
Countries: Concluding Remarks

In the Western Balkan countries (WBC), the lack of data and appropriate models of
food consumption hinders understanding of important changes that are currently
occurring in food markets. Indeed, these countries are seeking to best manage the
transition to more market-based and ‘Europeanized’ economies. The requirement to
develop food consumer science derives from several reasons.

First, markets are rapidly evolving: The changing nature of domestic markets
leads to an increasing presence of the major international and domestic supermar-
kets. Whilst the market is open and more accessible to private investments, the
supermarkets are gaining market shares. This tendency plays an important role in
forming requirements at the farm and local food processing level. In particular, local
actors must comply with increasingly demanding global requirements, for example,
the sanitary regulations.

Second, consumers’ preferences vary and diverge substantially according to
evolving living standards. These differences are the result of the evolution of pur-
chasing power, but this differs depending on the region and the social belonging of
the consumer. An appreciation of these new regional and social frameworks should
be integrated into the marketing strategies of producers. New opportunities appear:
For example, the demand for novelties (e.g. ‘health claim products’), organic prod-
ucts and traditional foods is growing both on domestic and export markets. Market
and consumer research is able to support producers in their commercial efforts to
cope with changing consumer requirements.

Third, information on food availability and dietary patterns in the WBC is essential
for the development of food policies designed to ensure sufficient food supply and
improved human health and well-being.

As a consequence, the need for an improvement in market participation is obvious:
The Western Balkan food industry (farmers, processors, producers and retailers)
requires a better understanding of consumer demand and consumption trends. This
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presupposes the collection of the necessary information and its presentation in a
form accessible for food supply chain actors. It was a primary objective of the Focus
Balkans European research programme and of this book, as a tool for dissemina-
tion, to provide research results. In order to explore in-depth certain aspects of food
markets, the research undertaken in the Focus Balkans project was focused on four
major evolving markets: health claim products, fruits, organic products and tradi-
tional food. In some parts of the region, difficulties remain in calculating useful
statistics. For instance, censuses are not updated in all countries, and the generally
patchy and low-quality data on production and retailing hinder understanding of
general consumption patterns.

Nevertheless, combining expert opinions and consumers’ perceptions using a
qualitative approach and subsequently conducting a representative quantitative
survey, the Focus Balkans project builds a good basis for better understanding food
motives and choices, consumer behaviour and future trends on certain food markets
in the region.

9.1.1 Food Choices Motives

The most important food choice motives in the six Western Balkan countries under
review are: ‘sensory appeal’, ‘health and natural content’, ‘price’ and ‘purchase
convenience’ of the food. Differences between the six countries are commented on
in Chap. 3. This ranking of food choice motives is similar to the ones in other
European countries, that is, Great Britain (Steptoe et al. 1995; Pollard et al. 1998),
Belgium, Italy (Eertmans et al. 2006), Russia (Honkanen and Frewer 2009), Finland
(Lindeman and Viénanen 2000) and Greece (Fotopoulos et al. 2009) (see Table 3.3).
As in other studies, ‘ethical concern’ and ‘familiarity’ were found to be the least
important motives for dietary choice in the WBC.

Exploratory factor analyses yielded eight factors instead of nine as in the initial
UK study. The main differences were ‘natural content” and ‘health’ loaded onto one
factor, whilst ‘convenience’ split into two, which we labelled ‘purchase convenience’
and ‘preparation convenience’. A single ‘health factor’ containing items relating to
health benefits and natural characteristics (absence of artificial ingredients or addi-
tives) was also obtained in research for Belgium and Italy (Eertmans et al. 2006),
suggesting that food consumers view both the safety and the nutritional value of the
food to be essential for its healthiness. Russian food consumers (Honkanen and
Frewer 2009) also viewed preparation convenience to be different from purchase
convenience (availability), with higher importance attributed to the latter motive.

Confirmatory factor analysis did not support the initial nine-factor structure pro-
posed by Steptoe et al. (1995). Although the normative study is more than 15 years
old, there are recent data suggesting that for some samples the nine-factor structure
still holds true (Bomba et al. 2011), so our findings cannot solely be attributed to
changes in the global market environment but also to the specific characteristics of
food consumers in the WBC.
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The research conducted on a sample most similar to this one (Fotopoulos et al.
2009) is particularly relevant. Indeed, the Balkan Peninsula is one geographical
region, considered by some authors as presenting consistent similarities from a
cultural point of view (Prévélakis 1996). The results presented by Fotopoulos et al.
(2009) also suggested reducing the number of factors from the original nine to five
or even four as well as the collapsing of the second order motivations in order to
assess the more fundamental motivations behind food choices. There are some simi-
larities between the WBC and Greece. This research study used an existing validated
instrument to capture food motivations. Although developing a more appropriate
questionnaire tailored to the region, as suggested by Fotopoulos et al. (2009), was not
an objective of the project, this will be relevant for further research.

9.1.2 Health Claim Products

The market for products with health claims is one of the fastest growing segments
of the European and worldwide food industries. The take-off of the market is already
evident in Slovenia and Croatia and upcoming in the rest of the WBC (Serbia,
Montenegro, Bosnia and Herzegovina (BiH) and Former Yugoslav Republic of
Macedonia (FYROM)). Young, educated, wealthy and urban women are the main
consumers. The health claims are related to nutritional labelling. Thus, the analysis
of the WBC market, which is rather underdeveloped, is necessarily based on the
observation of products with nutrition and health claims (N&H claims). The WBC
consumers tend to prefer domestic products.

According to the quantitative analysis, health claim products are perceived as
‘healthy but also as tasty and pleasant, suggesting that this product category has an
overall positive but undifferentiated image’ (ZeZelj et al. 2012). The main barriers
to the development of the market are consumer related. Expert interviews (see presen-
tation in Chap. 5) reveal that eating habits were the most important problem quoted
by interviewees, followed by consumers’ lack of awareness and knowledge. Bearing
in mind the rising importance of the markets for health claim products, some retail-
ers in Slovenia have developed their own private labels for healthy food, thus giving
less space to private companies using their brand names. Processors in WBC are
highly dissatisfied with national policies for nutrition. Namely, in most of the coun-
tries, such policies have not been developed (Serbia, Montenegro, FYROM, BiH),
or, if existing, they are not properly implemented (Slovenia).

Supplying products with health claims on the market can be useful for the image
of brands: consumers may perceive this as innovative and socially responsible. It is,
however, a complex process, as the health claims have to be scientifically proved
and communicated properly to consumers. Based on expert interviews, the best
strategy identified is to choose and combine several health effects that are the most
important ones for the national health (e.g. cardiovascular diseases and diabetes)
and work on their promotion together with public health institutions. The develop-
ment of the market is best linked with the implementation of effective public policy.
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Proactive public policy can promote the concept of healthy lifestyles and healthy
eating in the region. At the same time, the regulation of the market increases the
trust of consumers and supports efficiently the efforts of communication:
scientifically sustained information related both to relation of diet and health and of
diet and disease may be seen as reliable by the consumers.

9.1.3 Fruits

Western Balkan countries have a climate favourable for fruit growing. The con-
sumption of fruits in the region presents many similarities due to common cultural
habits and traditions. The food culture in the WBC is close to the Mediterranean diet
for the regions located at the coast and close to the European food culture for eastern
Croatia and Serbia. In the WBC, fruit consumption strongly decreased during the
1990s, but during the most recent years, the consumption of fresh and processed
fruits has increased. Statistical evidence suggests that the consumption of fruits in
general is lower than in European Union (EU) countries, although the availability of
traditional fruits is high combined with low prices. However, the reliability of statis-
tics is questionable, mainly because non-marketed output is not recorded despite the
importance of home-grown fruits being very high.

Based on complementary expert interviews not presented in this book, the
research made clear that the market suffers, on the one hand, from inadequate
coordination of production, quality and contracts with trade and processors and,
on the other hand, of the increasing influence of European retailers and their
worldwide sourcing strategies to obtain low prices, high-quality and assortment
standards.

Market strategies based on consumer segmentation will strengthen efforts to
increase fruit consumption. Complementary health policy measures like public
awareness campaigns would support increasing fruit intake. This would be particu-
larly useful for urban and young consumers, who are adopting Western European
lifestyles whilst losing the possibility to eat home-grown fruits.

9.1.4 Organic Products

Compared to developed European markets and the other Western markets in the
organic food sector, the WBC markets are immature and underdeveloped. Committed
market actors, some associations of organic farmers, stakeholders in rural develop-
ment and environmental protection, a few consumer associations and policymakers
act nevertheless proactively in favour of the expansion of the organic sector.

In the last 20 years, whilst the farming intensity in the region mostly could be
characterised as ‘low’, it was not certified as official organic production. Since the
year 2000, market actors and their associations but also foreign market actors, donor
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agencies and policymakers have tried to stimulate the ‘official’ organic sector
regarding:

* Official regulation: In most WBC, national laws provide a framework based on the
model of EU regulations, for the production and marketing of organic products.

e Certification: In all WBC, domestic or international certification bodies guarantee
the respect of the domestic law and/or of international standards.

As a consequence, this clearer institutional framework has triggered production
growth in all countries. For the time being, the collection of wild products still
dominates sales. Furthermore, plant production is more significant than animal pro-
duction. Supply chains are generally short, with much direct selling on the domestic
market. The best-developed supply chains, with intensive and high-quality process-
ing, are directed to export markets.

Consumers in the WBC show little but increasing interest in buying organic food
products. The barriers are nevertheless high: there is still no clear image of what
means organic. Research shows that consumers in the WBC typically confuse
certified organic products with the ones sold on green markets and traditional prod-
ucts, believing that they are all organic, which is obviously not the case. Private
sector commitment to the development of the organic market, with public support,
should better inform consumers about the guidelines that are respected by organic
producers and about the significance and importance of certification.

9.1.5 Traditional Food

Consumers have a strong culinary heritage in the Western Balkans. In some WBC,
many products are already registered and protected according to specific legislation.
However, traditional food is not only limited to registered products under a legal
framework. In a context of economic transition, the existing national regulations
tend to comply more and more with EU regulations for traditional products. The
main objectives of this EU regulation are to maintain a diversified agricultural
production, to encourage rural development of less-favoured areas, to give clear
information to consumers regarding the origin of products and, eventually, to har-
monise the legal protection framework for geographical indications. The EU frame-
work also intends to prevent unfair competition between producers and enhance the
public credibility of Protected Designation of Origin (PDO), Protected Geographical
Indication (PGI) and Traditional Speciality Guaranteed (TSG) schemes. The Focus
Balkans quantitative survey reveals that 80 % of WBC citizens think that traditional
products should be protected, and consider geographical origin as an important
purchase criterion for traditional foods.

However, as the concept of traditional products is wider than the PDO, PDI and
TSG schemes, some other concepts such as ‘on farm’, ‘regional’ or ‘local’ products
exist and meet consumer demand. The research underlines a lack of confidence
about hygiene practices especially for small-scale production. Consumers expect
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that the regulation of traditional products will enhance the sustainability and the
diversity of food. A segment of consumers expresses a strong willingness to buy
high-quality traditional food products, even if prices are slightly higher than for
conventional products. In addition, according to focus groups conducted as part of
the Focus Balkans project, the negative aspect of traditional products is related to
health concerns because traditional food is often considered as too fatty or salty.

At the consumer level, a general lack of knowledge about traditional food prod-
ucts persists. There is no clear definition and geographical indications are not well
known by consumers. There may be also a confusion between organic and origin
labels. Public awareness campaigns undertaken by the private sector and consumer
associations with public support should provide better information to consumers
about food labelling and official voluntary standards like PDO or PGI.

9.2 Institutional Capacity Building

Consumer behaviour in the WBC has changed over the recent years. Consumers’
buying habits are shifting away from frequenting green markets and gardening for
self-consumption to supermarkets and other retail chains. This trend represents a
challenge for all the institutions, which are part of the food consumer knowledge
system. They need to adapt their strategies by taking into consideration changes in
consumer behaviour. This should encompass multidisciplinary research on the
impacts of such changes and inclusion of related topics in educational curricula, as
well as dissemination of information and awareness campaigns conducted by govern-
ments and public health organisations.

These changes are part of a wider process as the WBC shift to more market-based
economies that are integrated into European and global markets. One of the most
significant trends resulting from this process is the growing importance of supermarkets
and hypermarkets as the main format for food shopping. Shifts in shopping habits
may have negative effects on health, for increased consumption of non-traditional,
energy-dense processed foods high in salt, fat and sugar (Baillie 2008).

Hawkes (2005) examines the role of foreign direct investment (FDI) in changing
patterns of food consumption, focusing on highly processed foods. The effect of
FDI in food processing, services and retail is to make more highly processed foods
available to more people. Hence, FDI has made it possible to lower prices, open up
new purchasing channels, optimise the effectiveness of marketing and advertising,
and increase sales of highly processed food (Baillie 2008). FDI would therefore be
an appropriate entry point to implement a range of public health policies to ‘redi-
rect’ shifts in nutritional intake.

Hawkes (2008) analyses the dietary implications of supermarket development:
how supermarkets make decisions — namely, the location of stores, the foods they
sell, the prices they charge, the promotion strategies they use and the nutrition-related
activities (healthy production lines) they implement — influence food accessibility,
availability, prices and desirability. The findings are both positive — increased choice
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of food for more people — and negative — reduced ability of marginalised groups to
access high-quality food and encouragement of the consumption of energy-dense,
nutrient-poor, highly processed food. Overall supermarkets encourage consumers to
eat more of whatever food. This is also confirmed by a study conducted in Guatemala
(Aswaf 2007). The latter details how supermarkets in developing countries concen-
trate on processed, dry and packaged foods because they enable economies of scale
and have long shelf lives. Most of these food items tend to contain a disproportion-
ately high amount of added fat, sugar and salt, which are identified as potential risk
factors for obesity and non-communicable chronic diseases.

Most of the WBC communication between consumers, as the end users, and
other entities in food consumer science is one way. At present, state administrations
and other entities of food consumer science are not paying sufficient attention to the
needs and interests of the end users.

This will have to change with the development of food consumer science, as all
WBC will be, sooner or later, part of the EU, and the demand and opinions of the
end consumers will have to be taken into account.

9.2.1 Development of Consumer Rights

As far as consumer rights are concerned, consumer awareness and the effective
implementation of the regulations about food safety and traceability should be
improved.

Consumer associations with strong linkages to their bases should be further
strengthened. This is, for three main reasons, particularly true as far as food-related
issues are concerned: Food is an important element of everyday life, food consump-
tion is strongly interrelated with human health and the concentration within the food
industry and retail sector taking place worldwide requires strong contact persons on
the side of consumers. Food production is not totally disconnected from the consumer,
but consumers should be taken into account and supported by other actors of food
consumer science much more, in particular governmental and state institutions.

9.2.2 Public Health Policies

Public health is a major concern in all WBC. As the transition process is still going
on in Serbia, BiH, Montenegro and FYROM, there is an urgent need to make
significant progress in ensuring a better general framework for food consumption.
Action needs to be taken at several levels, to implement better food safety provi-
sions or, for example, consumer rights regarding food labelling. In the framework of
the Focus-Balkans programme, it was unfortunately not possible to address all the
topics related to public health policy. From the beginning of the programme, some
specific sectors were chosen to address this issue in a concrete manner.
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Effective food and health policies should underpin the development of the
market for health claim products. This will involve aligning the agro-food supply
chain with healthier diets, whilst key regulative aspects of nutrition labelling
have to be implemented. Government interventions should create a framework
for positive industry action. Future research should be focused on the institu-
tions that can help in better aligning the agro-food supply chain with the devel-
opment and adoption of healthy diets. Institutional reforms should be targeted
toward the design of the most effective tools to help public health systems to
tackle more efficiently the growing problems of food-related diseases. Public
health officials cannot leave this issue to chance. Extensive public programmes
are required to support and facilitate the adequate consumption of food that
would lead to healthier food choices. Scientists should undertake further research
on specific problems such as obesity and pay special attention to vulnerable
consumer groups.

9.3 Research Needs

For all the four studied markets (fruits, products with health claims, organic products
and traditional food), there is a need for future research on food consumption, food
and health policies, and market trends. The recommendation is to develop a system-
atic collection of reliable data on food consumption so as to increase scientific-
based knowledge in three main areas.

The first area of research relates to consumers: food intake, food behaviour,
consumers’ beliefs, expectations, preferences, motives and attitudes. The main
characteristics of food intake and diets are highly related to food culture and habits.
Therefore, consumers in the WBC behave different from those in Western Europe.
Even if the Western Balkans is a region where a strong common cultural heritage
leads to similarities in the food behaviour, local differences are noticeable. Food and
health policies have not yet had sufficient impact to enhance the general level of
well-being of the population. Hence, it is necessary to reinforce research, particu-
larly in these countries, both in terms of market development and strengthening
public policy.

The second research topic concerns communication and information policies and
tools (efficiency, targeting, content, uptake, etc.). There is a general need to improve
the level and nature of communication between stakeholders within the food system,
especially with consumers. Research should play a major role in developing innova-
tive means for communication.

The third area is market research: obtaining a detailed understanding of the
structure, functioning, rules, organisations, standards and level of investment on
specific food markets. The research should provide qualitative and quantitative data
about the trends of each market to better evaluate future opportunities and threats.
The various stakeholders require these data to complement consumer research in
order to elaborate appropriate strategies.
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9.3.1 Networking for Food Consumer Science in Europe

The development of an extended European network on food consumer science
would increase the quality of research in this field. This infrastructure is required to
improve the real impact of research.

Food consumer science is currently a rather poorly defined field drawing on a broad
range of scientific disciplines. There is therefore a need to develop new knowledge and
working methods in this field. The Balkan network has been created but needs to be
strengthened and expanded. Thus, a common European network, including the WBC,
should be created and involve all the concerned disciplines. This is the only way to
better promote new knowledge and to strengthen consumer science in Europe.

Understanding consumer behaviour and preferences plays a major role in
strengthening the competitiveness of the food industry as well as in improving the
health and well-being of European and Western Balkan citizens. The development
of a critical mass (scientists, scientific disciplines, facilities, etc.), facilitation and
promotion of data exchange, joint activities (protocols, metrics, collaborative studies)
and comparability of research actions in the field of consumer science related to
food is urgently required. We hope that this book will provide the necessary scientific
knowledge to support this capacity building, especially by motivating future schol-
arly work in this highly important area.
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