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Theme 1. OLP Usage Conceptual Framework

A conceptud framework is needed to hep consolidate and explan the link between
OLPs and consumerdcitizens. The following framework was proposed a the meeting of
WP4 in Reggio Emilia (Figure 1). The framework draws from knowledge and evidence
supplied by the WP4 participants, in relation to a number of issues such as type of OLP
product, type of OLP usa, influence of culturehigory, type of user behaviour. It
proposes that user behaviour is simulated by a range of factors such as levd of
complexity of the product, circumstances of usage and perceived benefits derived from
usage, which in turn are influenced by the profile of the user and the profile of the region
from which the OLP comes.

The gpplication of the framework may be illusrated by two examples of the usage of
Parmigiano-Reggiano. P-R is a very typicd product, with wide renown, in a category
(cheese) which is quite complex in production (therefore open to lots of vaidion) and
which contains proliferation of types and brands. Cheese is dso complex in that it can be
used in afunctiond sense, but is dso subject to ‘gourmandising’ (like wine).

Example 1. Parmiggiano-Reggiano usagein Reggio Emilia

Reggo-Emilia is a region with a strong food culture and many typica products (‘ Type of
Region'). Consumes tend to be highly involved with food (‘Type of User'). Typicd
products such as P-R are seen as embodying the region, S0 ussge may be motivated, at
leest in part, by the desre to express beonging and identity (‘Perceived BenefitsType of
Usage’). In terms of purchase behaviour therefore, many consumers may buy direct from
auppliers, with the product in a ‘raw’ format (little packaging etc). Consumers draw from
ovn knowledge and experience of the product to make judgements about
qudity/authenticity, or perhgps use the sdler as a proxy, raher than rdying on officid
desgnations/labels.  Packaging/labding/officiad desgnations play a less important role in
the purchase decison. Consortia marks (or ther proxy sgnds) play a more important
role in choice than PDO/PGI desgndtions, as consumes have long-ganding knowledge
and experience of the product prior to the awarding of these designations.
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Example 2. Parmiggianc-Reggiano U in London

London is a cosmopdlitan city in a rdaivey heavily indudridized country. Higorica
forces of indudridization, urbanizetion, trade and agriculturd policy have led to a food
culture which is not regiondly based, nor is there a plentiful supply of differentiated,
atissn produced, typicad products As a large city, London does not have a sngle
diginctive food culture (‘Type of Region’). Food culture is dimulaed by interest in
cooking by cdebrity chefs (often exotic dishes and cuisnes), dthough interest in localy
produced and organic food is growing. A hypotheticd consumer in London (eg. femde,
ealy 20s, rdativdy dfluent) may have grown up with food as a rdaivey low-
involvement item. Nevethdess, this consumer may now be taking an interest in food
from a ‘fashion’ point of view, ard may adso be concaned about safety and/or green
issues (‘Type of User’). A typicd product such as P-R may have apped because it is
percaved as exotic, of the very highet organoleptic qudity, and essentid to the
condruction of an authenticdly Itdian med as a specid occason (‘Type of OLP
Usxge'). P-R may accord socid daus to the consumer, indicating their tagte (in
Bourdieu sense), knowledge lifestyle, sophidication (‘Percelved Benefits of Usage).
Knowedge about cheese, and P-R spedificdly, is more likdy to come from cookery
programmes, books retalers promotions than from family or upbringing.  Therefore,
informetion gppearing on the product itsdf, such as name labd, imagery/symbolism and
officid desgnations are likdy to play an important role in product choice Realers may
aso be used as a proxy for authenticity (eg. consumers may trust specidist ddicatessens
more than supermarkets). Neverthdess, as avareness of PDO/PGIs is very low in the
UK, it mugt be assumed tha it is the other information gppearing on the product which
takes precedence in choice evauations.

It should be noted that these examples are not meant to be illugtrations of the ‘truth’. Of
course, some consumers in London may have grown up with a srong food culture, and it
is even posshle that some @nsumes in Reggio Emilia don't buy P-R (!!). Furthermore,
some consumers in London who buy Whitdeble Oyders might behave more in line with
Exanple 1. The purpose of the conceptud framework is to hdp ‘join up different
theories and evidence about OLP usage, to examine the links between different factors,
and to encourage debate about what is assumed to be true regarding OLP usage. The
framework is dso useful for marketing recommendations for OLPs.  In the two examples
given above, it can be seen that the different types of usage lend themsdves to different
types of marketing mixes, communication srategies, labding, etc.

Other factors which need to be added to the framework:

Spatid and Geographic Fectors.  To differentiste between region of origin (RO) ad
region of consumption (RC) induding the characterigics of the RC market, degree of
competition  (proliferation OLP and non-OLP products), avaldbility of subditute
products. For example Mario cites a low degree of differentiation between OLP and non-
OLP products within a region in Portugd with a reputetion for high qudity and mentions
specificaly OLP and non-OLP meet produced from the same breed. Ana raises the issue
of the ability of consumers to digtinguish between products within a given category.




This diginction would provide for the andyss of differences in consumer rdaionship
and involvement with the product in terms of socio-culturd factors (for example culture
and the sociology of food and gastronomy (Agnes and Vanessa) and purchase motives
linked to the act of consumption (qudity assurance, product homogeneity, traceghility,
control, sfety) and the act of dtizenship (tradition, culturd identity, regiond support,
udanability). In addition this would dso provide for an andyds of the hierarchicd
naure of preferences regiond, nationd, internationd (Burkhard and Frank, Marting) in
the context of avalability of domestic and non-domedtic subditutes (Wine in the UK for
example?).

The rdaive importance of OLP and other atributes induding brand and consortium
marks and multiple certification (Burkhard and Frank, Franco, Mario).

Issues concerning the dynamics of consumer learning and behaviour (Agnes and
Vanesss) induding search  and  acquidtion  of  information  (labeling,  persond
recommendation).  Following this there is the point (Franco) about incondgencies in the
use of labes between different product types. Franco, for example diginguishes the case
of wine (explicit) and cheese and ham (rardy/never?)

At the other end of the framework there could be provison for links between perceptions,
purchese intentions, purchase behaviour and post purchese aspects For example the
delivery of satisfaction and vaue, leading to repest purchase and loyalty.



Theme 2. Research Methods

The ressarch that would be gppropriate for the UK would need to accommodate the
current Stuation.  For example, it would gppear tha with a rdaively low number of
PDO/PGI products consumer awareness or understanding of the sgnificance of the labds
is low and that ‘users have a paticular profile in terms of age (older), education (more
educated) and dispossble income (higher).  According to DEFRA (previoudy MAFF) it
aso appears to be the case that producers in the UK have not exploited these designations
in ther marketing drategies but have adopted them as an indicaion of guaranteed

qudity.

2. Research Approaches
Given this dtudion there is scope for research that employs two gpproaches. These

gpproaches need not be mutudly exdusve and could be usad in padld. The firg
approach would reseerch PDO/PGI by direct or explicit reference. However given the
current dtate of awareness this gpproach may not be appropriate in the first instance.
Conseguently, the second approach would research PDO/PGI products indirectly.  That
is, in terms of the benefits that they potentidly confer to the consumer. In other words
this means that reference to PDO/PGI could be subgtituted by a description of the benefits
they confer.

The generd research gpproach would need to address the following dimensons.

” Between OLP product types

?7? Within product categories including OLP and non-OLP versions of products
?7? Spatid/location dimensions within and between regions and nations

” Examination of OLP usagewithin the context of genera food behaviour.

3. Research Agenda
The research agenda would address the following issues.

3.1. Consumer Awareness, Understanding and Support for OLPs

311 Consumer awarenessof OLPs.

3.1.2 Consumer support for the objectives of OLPs.

3.1.3 Rdative importance/support for consumer and citizen components of OLPs.

3.1.4 Consumer benefits conferred by OLPs.

3.1.5 Rdatve importance of OLPs as an indicator of qudity, induding aspects of food
safety and trug in the context of other qudity cues induding brand, region of
origin, product type, consortia marks etc.

3.2. Consumer Buying Behaviour and OLPs

321 OLPspurchase with repect to frequency, purpose and motive (usage).

322 The (tangble and intangible) atributes of consumer food buyer behaviour,
induding OLPs, qudlity, price (vaue) and emotiond cues

3.2.3 Links between attitudes, perceptions, purchase behaviour, satisfaction and loyalty.




3.2.4 Rdaive importance of OLP in context of other tangible/intangible product
attributes.

3.2.5 Vdueattached to OLP labd and willingnessto pay.

3.2.6 Differences between OLP and non-OLP versons of same product.

3.2.7 Profiles of consumers with respect to demogragphic characteristics, mativation and
benefits sought.

4. Research Methodology

The suggested gpproach to the research agenda would employ integrated quditative and
quantitetive research with the former methodology being used to explore detal and
emotional agpects of dtitudes, perceptions, and ussge of OLPs  While quditaive
research can be usad in isoldion, it is suggested that it could dso be effectivdly employed
to inform the structure and content of quantitetive research.

4.1 Qualitetive Research

The benefit of quditative research lies in the fadlity to explore detal, to ddve into
decper, emotiond agpects of atitudes, perceptions and behaviour than is possble in
quantitative research. The advantage to the research agenda is in the posshility of
exploring the emotiond aspects of OLPs with regpect to the human component of the
geographica-sodo-culturd aspects of OLPs.  In addition to this it would dso facilitate an
underdanding of the atitudes to and perceptions of OLPs in dl other items in the
research agenda.  In an integrated mode, quditative reseerch would adso provide for the
identification of the issues that are to be researched by quantitative means. For example
the basc advantage is in the identification of the issues that are important to consumers,
the language and terms they use, and so on.

In terms of the research agenda suggested in Section 3, quditative research would be
especidly effective in achieving the objectives 3.1.12:315. Furthermore it would inform
the bass of quantitative research to satidfy both objectives 311315 and 321-327.
One paticular isue, asocide with research agenda items 3.15, 324 and 326 could
employ triadic sorting of actud labdled products (cheese, dlive ail, wine) to establish the
atributes that consumers use to diginguish OLPs or OLPs and non-OLPs from qudity
cues (OLP, Brand, Product type) that appear on labels.

4.2 Semi-Quadlitative Research (Means-end Chain Andyss)
Means-end chan andyds is a technique that effectivdy links both quditative and

quantitative methodologies.  Grunert (1995) for example, defined the technique a ’semi-
qudlitative technique .

The am of the means-end theory (Gutman, 1982, Olson and Reynolds, 1983) is to
edablish links between dbdract or concrete product characteridics, functiond or
psychologica consequences and consumers  indrumental and terminad vaues (Olsen and
Reynolds, 1983). An example of a sngle link for the case of a beef atribute ‘Low fa’ is
presented by Grunert (1995).
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Abstract attributes Fewer cdories
Concrete attributes Low fat

Source: Grunert (1995)

The methodology requires that product atributes be identified. These can be identified
from quditative research 0 that each consumer is presented with the same st (See
Sction 4.1). Alterndivedy, the consumer may be dlowed to identify a subset of
attributes that are specific to higher persond circumstances.

Bech-Larsen et d (1997) identify five possble dicitation methods

Triadic sorting

Free sorting

Direct dicitaion

Ranking

Sdection from a‘masgter’ atribute lis.

3333

Grunet & d (1995) emphasse that different dicitation techniques may generate different
atribute sets s0 that it is important to understand the context of the buying decison to

identify the ‘right’ .

Hence, for example triadic sorting favours concrete intrindc attributes while free
eicitaion favours abdract dtributes. In a four-country study of perceived beef qudity
Grunert (1997) generated a st of intrindc and extrindc qudity cues usng focus group
research. Bech-Lasen e d (199), in a dudy of saven vegetable als (dive al, virgin



olive ail, corn ail, sunflower ail, grape seed ail, rgpe seed and sdad and cooking ail) usd
aranking method in the context of aternative usage scenarios.

Data collection requires tha the inteviewer presents the respondent with reevant
atributes and then asks a series of probing quedion that establish preference or liking or
importance with the am of dicting links from aitributes to consequences and thus to
vaues (‘Why islow fat important to you? /' Why do you prefer low fat?).

Andysed in the aggregate, or for consumer segments, the results of the andyss present a
hierarcchicd vdue mep, a sies of hierarchicd links or  dructures linking  product
atributes to consequences and persond vaues. The means-end chain is the Structure that
defines how the product attributes fecilitate the achievement of persond vaues. There
will typicdly be multiple links from a particular dtribute to consequences and leves
The objective would be to undersdand how consumers associate atributes with their own
lifestyle objectives.

The andyss provides the fadlity for a wide range of marketing activities induding
product pogtioning, new product introduction, pricing, advetisng and didribution
(Gutmen, J, 1982, Reyndds and Gutmen, 1984; Reynolds and Rochon, 1991; Reynolds
and Whitlark, 1995). It has been goplied to a wide vaiey of foods induding goples
(Jeeger and MacHe, 2001), beef (Grunet, K., 1997), fresh fish (Sarensen e d, 1996)
organic dlive ail (Kryddlis Krontdis, 2001) and vegetable oil (Bech-Larsen et d, 1996).

It is andysed usng specidis oftware such as Laddermap (Gengler and Reynolds, 1995)
dthough one of the limitations of this particular software is in the redrictive sample sze.
The procedure has been used for severd qudity-based food <udies and could
accommodate  additiond  qudity-based  atributes cues linked to cetified qudity
geographicd preference.

In addition to ‘danding don€ as a research indrument, means-end analyss can dso be
used in tandem with other techniques  For example Kryddlis Krontdis employed
means-end chain andyss to inform the design of a conjoint dudy that was subsequently
employed to identify consumer segmentsin the organic olive oil market.

Means-end chan andyss would be auitable for edablishing the hierarchicd links
between a complete st of atributes the benefits confered by the attributes

(consaguences) and consumer objectives as for example indicated by research agenda
items 3.2.2-3.24.

4.3 Quantitative Research
The sample method would be based on a dructured convenience sample (probability

sample?) to reflect age, educatiion and disposable income. The questionnaire dructure
would depend on what is regarded as an appropriate research drategy or objective.  For
example whether it would be deemed gppropriate to develop 'a grand plan’ or to conduct
successve but less ambitious investigations, each one devel oping the theme further.



The quedion content and design would depend upon the andyticd indruments to be
employed. In generd the content would incdude behaviourd variadles linked to food
shopping behaviour, attitudind varigbles, for example to measure the importance of
agopropriate dtributes.  Fndly the questionnaire would dso indude rdevant demographic
characteridics such as age, education and disposable income.  The focus of subsequent
anadysswould be the atitudind variables associated with gppropriate scaes.

The andytica draiegy would employ multivariate analyss. The advantege of this lies in
the ability to andyse causd or interactive links between the many variables that would be
involved in each of the items in the reseerch agenda  The focus of the andyss would be
the multiple item scades, for example 3.1.1-3.1.5and 3.2.232.7.

Some of the most obvious techniques are discussed below.

4.3.1 Multivariate Andyss of Variance (MANOVA)

MANOVA would be appropriate for testing hypotheses for differences between scde
item scores for various groups of interest. For example to test whether there are group
differences on the bass of location (within and between region/nation) for research
agendaitems3.1.2, 3.1.3, 3.1.5, and 3.2.4325.

4.3.2 Factor Andyss.

Factor andyss is employed to identify the dimensons underlying multiple item scdes It
has been usad frequently to edablish the dimensons of consumers perceptions of
products in terms of gppropriate product characteristics or attributes. It requires that the
target variables are metric and corrdated.  Since it is usudly agpplied to a multiple—item
scde these conditions can often be safdy assumed since individud scde items are often
corrdated with other items. Underlying the factor modd is the assumption that non-
measurable latent varidbles or factors determine the measured varidbles (attributes) and
dso explans the variance/covariance dructure of measured variables. The factors are
derived sequentidly as a descending hierarchy and so edtablish the rdative importance of
the dimengons.

Applied to a st of food atributes induding extringc and intringc qudity cues it would
provide an underganding of the reative importance of the dtributes that link to the
factors. Hence for example the gpplication of factor andyss to a scde representing
consumers concans about food risk and uncertainty reveds that the most important
dimenson of concean is linked to the technology of food production (gm, pedicides etc)
and the second represents lifestyle concerns. Factor andysis could be used as a bass for
identifying the undelying dimendons of multi-item scades associated with  research
agendaitems 3.1.2-3.1.5, 3.2.2, 324, and 3.2.6.

4.3.3 Cluser Andysis
Clusger andyss is used to edablish consumers ssgment on the bass of dmilaities of
perceptions, benefits sought from products. This may adso be goplied to a multiple item




scde directly, usng the origind scde items, or indirectly, usng fectors derived from the
factor andyss of those varigbles The focus of cuder andyss is to esablish the number
of segments that are agppropriate and subsequently to identify profiles of each ssgment.
The profiles are usudly established on the bass of the target variables and in addition, on
the basis of behavioura and demograghic variables.

For example duder andyss applied to the food risk factors discussed above reveds four
clusers. The fird cluster represents people with high concerns on both factors that are
predominantly femae. A second duger has high technologica concamns but low
lifestyle concans and is predominantly comprised of middle-aged people in the ABC1
socid class category. A third cluster has low concerns on both factors and is comprised
of young ABC1 mdes. The fourth cluster has low concerns on the technology factor but
higher concerns on the lifedyle factor and is predominantly young people The potentiad
uee of this technique is in tageting ssgments in tems of differentialed marketing,
communication or even education. For example it could be employed in the achievement
of research agendaitem 3.2.7.

4.34 Conjoint Analyss

Conjoint andyss is a technique for modeling consumers preferences for dterndive,
differentiated products or services. In the fird indance it is usud to esimate a preference
mode for each consumer. It assumes that products/'services can be described as a st of
atributes, that the aitributes can be defined a different levels and that the overdl
evauation of the product is determined by the contribution atribute levels.

The objectives of the andyss are to edablish the dtribute level combination that confers
the highest satidaction to the consumer and dso the rdative importance of product
atributes. Hence the usefulness of the technique is in establishing products that mogt
satidy the consumer and consumers priorities in terms of the atributes they deem mogt
important. Extensons of the andyds provide for the identification of consumer ssgments
with smilar preferences, market share Imulation and profitability andyss.  Conjoint
andyss could be employed in the andlyss of research item 3.1.5, 3.2.4 and 3.2.5.

4.3.5 Sructurd Equation Moddling (SEM)

Structurd  equation moddling provides a technique for the edimation of eguation sysems
to depict causd dructures linking dependent and independent varigbles  As such it may
be regarded as an extendon of the regresson gdyle technique that accommodates both
measured and laent vaiadbles (condructs). An example of a smple SEM modd links
purchase likdihood to overdl <didaction in tun linked to sdidfaction with various
elements of the product.

Grunert (1997) in effect employs an SEM gpproach to etimate models that link intringc
and extringc cues to expected qudity purchase motives and purchese likdihood (See Fg
1, dthough Grunert refers to thismode as ‘ Extended Conjoint Andyss)
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In this modd ‘expected qudity’ is a condruct that cannot be measured directly but is
messured by a series of indicators of intrindc and extrindc qudity cues The potentia
ue of SEM is very comprehensve. The basc dructure provides a basis to evduae the
relative influences of the dements of the Sructure.  For example whether price more
important than origin.  Furthermore of provides the bass for estimatiing split modds, for
examples for different countries, different consumer groups. Hence one could address
the quetion ‘is price more important than origin' for regular and nonregular users of
aign-labdled products? Otherwise it provides a bass for testing hypotheses linked to
the various dements of the causd dructure.  The hierarchicd nature of the causal
dructure could be edablished through means-end chan andyss.  The identification of
condructs, sub-condructs and ther measured indicators could be identified by
exploratory factor andyss and could be vdidated within the SEM dructure using
confirmatory factor andyds SEM oould form the beds of a complete modd linking
research agendaitems 3.1.2, 3.1.3, 3.1.5and 3.2.3.

Integrated Approaches

A find research approach would be to integrate quditative and quantitative approaches,
reported and observed behaviour, with a longitudind dimenson. A dudy could set up an
‘Obsarvatory’ on a number of gpecific consumer groups, undertaking interviews with
them (to gan an undedanding of influences of background, up-bringing, family,
culture), conducting paticipat observaions on ther shopping and cooking habits (to
gan indepth picture of actua foodrelated behaviour); meking use of diaies or other
documentary records over extended periods of time (to gan longitudind understanding);
and tracking their actual purchesng behaviour via till receipts or possbly scaner daa
(to compare reported/observed behaviour with actud purchasing).




