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1. INTRODUCTION
This introductive chapter gives to the reader a brief insight into the researched topic. The
background is followed by problem discussion, problem statement and research questions.

1.1 BACKGROUND
Over the last decades, the awareness of sustainability increased significantly turning into a sensitive
issue for many stakeholders including governments, business organizations, academics of several
disciplines, NGOs and consumers. According to the definition given in 1987 by the World Commission
on Environment and Development, sustainability refers to the “development that meets the needs of
the present without compromising the ability of future generations to meet their own needs”
(Chabowski et al., 2010 p:1; Schaefer & Crane ,2005).
Nowadays, many market actors are concerned about the ethical conditions and consequences for
their actions (Stehr and Adolf, 2010). Policymakers are called to create a legislative framework to
foster sustainability and “sustainable consumption has become a core policy objective of the new
millennium in national and international arenas” (Seyfang, 2005 p:292). The efficiency with which
business organizations deal with the challenges of sustainability will define their competitiveness and
success in the coming years (Sheth et al., 2010). Indeed, Corporate Social Responsibility is rising as a
corporate priority (Vlachos et al., 2009) and many companies, in addition to pursuing economic
benefits, are also seeking to deliver environmental and social benefits (Chabowski et al., 2010). The
ideal goal is to “systematically embed sustainability within a company’s strategy throughout the
supply chain from new product and service development to consumption” (Jones et al., 2008 p:125).
In higher income countries, many consumers are prone to take into account the public consequences
of their private consumption choices since they believe that a more sustainable lifestyle will benefit
their life quality and the one of future generation’s as well (Webb at al., 2008). As a proof of that, the
relative importance of sustainable attributes of food such as animal welfare and environmental
friendliness has increased substantially (Hughes, 2009).
At the basis of many concerns linked to sustainability there is the increasing consciousness of the
social-environmental problems associated with the current production and consumption practices
(climate change, pollution, resource depletion, unfair payments to producers, unethical behaviors,
etc.). In this context, alternative forms of consumerism such as fair trade, green consumption, animal
friendly consumption and food movements based on notions of quality, territory and social
embeddedness (e.g. Slow Food Movement) are gaining success in the marketplace. The term
8

alternative refers to the fact that these forms of consumerism position themselves in opposition to
the traditional agriculture and global agro-food system and are committed to changing the way food
is produced, processed and sold.
Stehr and Adolf (2010) see an increasing influence of values and norms on markets which can be
read as a moralization of markets in which economic relationships are not only rational acts of
exchange and utility maximization any more. Moreover, “shopping and consumption behavior are
increasingly seen as a public arena of activism and the expression of citizenship”, i.e. an idea rooted
in collective responsibility to socio-ecological issues (Seyfang, 2005 p: 290). Nowadays “increasing
numbers of customers seek assurances that the products and services that they buy, and the
organization’s activities that produce them, are beneficial to society or minimize adverse impact on
it” (Simmons 2009, p: 689).
Despite that, significant changes in consumption behavior have failed to emerge (Isenhour, 2010)
and there are still many barriers limiting the development of sustainable consumption practices in
the food sector. At the basis of this narrow spread there is the fact that “individuals are often
characterized by ambivalence and inconsistencies as the realities of everyday life interact with their
own values and rationality” (Halkier, 2001 cited in Isenhour, 2010 p: 522). The increasing complexity
of consumer demand pattern is a challenge full of opportunities for food marketers involved in
improving marketing strategies. Marketers are called to figure out possible ways to make sustainable
products more successful in the marketplace.
In the empirical part of this thesis the focus will be on Slovene farm-based sustainable cheeses.
Slovenia joined the E.U. in 2004 and the Euro zone in 2007. Its economy has grown more than the
E.U. average from 2004 since until the start of the financial crisis in 2008 (Verhees et al., 2010).
Slovene farm-based processors of sustainable cheeses are suffering on the national and E.U. markets
since other categories of cheese have superior performance on important attributes such as
convenience, price and indulgence. Data collected in 2009 by Verhees at al. within the EU Twinning
project “Cross-Compliance and good farming practices” between Slovenia and the Netherlands will
be analyzed with the aim to help Slovene farm-based cheese processors to foster the sales of their
sustainable products.
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1.2 PROBLEM DISCUSSION
Marketers’ tasks include understanding the drivers of consumer purchase behavior, identifying the
attributes they are willing to pay a premium for and influencing their attitudes and beliefs. Given that
“the success of marketing actions results in customer purchase” (Sheth at al., 2010 p: 4), marketers
“recognize the key role of consumers as decision makers in moving towards sustainability” (Jones et
al., 2008 p:127).
Buying food products, even the consumers who are generally predisposed to purchase sustainable
products are constrained by a range of more conventional factors including price, brand and
availability (Jones et al., 2008). Price is a key element in the sustainable marketing mix and the
challenge is to translate social and environmental improvements into a value proposition for which
customers are willing to pay (Charter et al., 2006; Jones et al., 2008). Very often “consumers'
behavioral intention in the marketplace is apparently not consistent with their reported attitude
towards products with an ethical dimension” resulting in the so called attitude-behavior gap.
(Vermeir & Verbeke, 2008 p: 551).
Marketers often interpret the discrepancy between consumer’s stated attribute importance and
actual behavior in terms of non-alignment between relevance and determinance. Getting insight into
the potential causes of the attitude-behavior gap is crucial to understand why in many occasions
consumers don’t buy what is relevant according to their stated attribute importance and it is
expected also to shed light on the relevance-determinance gap. Indeed, empirical research shows
that what is important based on personal values and desires (i.e. relevance) may not be important in
judgment and choice (i.e. determinance).
According to Van Ittersum et al. (2007), attribute importance is not a one-dimensional concept but a
multidimensional one, composed of three dimensions: relevance, determinance and salience1.
Relevance “reflects the importance of attributes for individuals and is largely determined by values
and desires”. Determinance “reflects the importance of an attribute in judgment and choice and is
generally calculated based on the difference in the valuation of different attribute levels”. Salience
“reflects the degree of ease with which attributes come to mind or are recognized when seeing a
certain object or thinking about it” (Van Ittersum et al., 2007 p: 1179; 1180).

1

The definition of salience is reported for completeness. In this thesis the focus is on relevance and determinance.
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Finally, using only consumer’s stated attribute importance to identify market segments could result
in faulty marketing decisions. Both determinance and relevance need to be considered because the
former is important in joint evaluations (i.e. when deciding among two products which one to buy)
whereas the latter is “more critical when deciding whether or not to buy at all” (Van Ittersum et al.,
2007 p:1186).

1.3 PROBLEM STATEMENT
Marketers, being at the nexus between production and consumption, have a key role in making
sustainable products more successful in the marketplace. The problem is figuring out what marketing
strategies can effectively help Slovene farm-based processors of sustainable cheeses fostering the
sales of their products.

1.4 RESEARCH QUESTIONS
In accordance to the problem statement, the following research questions have been established:
RQ 1:

What are the theoretical perspectives and evidence, provided by different academic fields
of study, about sustainable food consumption?

RQ 2 :

Why don’t consumers buy what is relevant according to their stated attributes
importance?

RQ 3:

What are the recommendations found in the literature to foster sustainable food
consumption?

RQ4:

What suggestions can be given to Slovene farm-based processors of sustainable cheeses
to foster the sales of their products?

11

2. LITERATURE REVIEW
This chapter is structured as follows. First, the predominant conceptualizations of sustainable
consumption identified within social science literature are treated. Second, the factors influencing
consumer’s attitude and buying intention towards sustainable food products are analyzed. Third, the
profile of the committed sustainable consumer is presented. Fourth, the potential causes of the
attitude-behavior gap are treated. Fifth, a conceptual framework derived from the analysis of the
literature is presented. Sixth, recommendations to foster sustainable food consumption are
discussed.
In this thesis the term sustainable consumerism is used referring to all forms of consumption which
embed ethical issues. Consequently, it includes fair trade, animal-friendly, green and organic
products.

2.1 PREDOMINANT CONCEPTUALIZATIONS OF SUSTAINABLE CONSUMPTION
The aim of this section is providing the reader with an insight into the key assumptions of the main
conceptualizations of sustainable consumption identified in social science literature. The three
clusters identified are: marketing, consumer behavior and psychological conceptualizations (2.1.1),
sociological and anthropological conceptualizations (2.1.2), political and ethical conceptualization
(2.1.3).
It is expected that looking at sustainable consumption through different lenses could help marketers
fostering sustainable food consumption.

2.1.1 MARKETING, CONSUMER BEHAVIOR AND PSYCHOLOGICAL CONCEPTUALIZATIONS
Two conceptualizations of sustainable consumption have been identified. The first, called the
traditional view, looks at sustainable consumption from a rational information-processing and
individual choice perspective. Moreover, it considers the individual consumer as the key actor in
fostering sustainable consumption. The latter is more systematic and sustains that consumers must
be considered within their socio-cultural context and need to be empowered to be effective in
fostering sustainable consumption. To empower consumers, governments and companies are called
to eliminate barriers and change permanently existing macro-conditions which limit the effectiveness
of consumers’ action.
12

TRADITIONAL PERSPECTIVE
In this perspective consumers have been conceptualized as rational and utility-maximizing decision
makers, motivated by their beliefs, values, perceptions, attitudes and hence expected to make
consumption choices accordingly (Schaefer & Crane, 2005).
In making sustainable consumption choices, consumers are influenced by many individual and
contextual factors which can act both as facilitators or barriers. Later in Section 2.2 the main factors
influencing sustainable consumption will be extensively discussed.
In this view, the individual consumer is the key change actor and is believed to be able to influence
companies’ ethical conduct with his/her purchasing or non-purchasing decisions. Indeed, “committed
sustainable consumers” are expected to choose sustainable foods on the basis of a rational
evaluation of products’ ethical and environmental impacts. Moreover, they are thought to take into
account the public consequences of their private consumption choices or attempts to use his/her
purchasing power to bring about social change.
Moreover, in this individualistic perspective the social and cultural dynamics of sustainable
consumerism are often studied in terms of personal mental constructs called subjective norms
(Moisander, 2003).
Scholars sustaining this view believe that sustainability can be fostered within the current economic
system through market forces (Schaefer & Crane, 2005). Indeed, increasing concerns will lead to the
inclusion of sustainability criteria in individual consumer decision making processes and aggregate
behavior of many concerned consumers will increase demand for sustainable products (Schaefer &
Crane, 2005). Given the demand of sustainable products, companies can either respond delivering
more sustainable foods or, eventually, be driven out of business. Hence, this conceptualization
appeals to market actors interested in pursuing sustainable practices within the existing economic
system (Schaefer & Crane, 2005).
Many scholars following the traditional view use behavior models developed from Ajzen and
Fishbein’ theories, such as the multi attribute attitude model.
Public policy is expected to educate consumers about sustainable issues and figure out how to
remove some external barriers to individual sustainable behavior.
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SYSTEMATIC PERSPECTIVE
The traditional view is criticized by a growing number of scholars believing that sustainable
consumption is doomed to remain a niche market within the dominant economic system. These
scholars call for significant changes at macro-levels to empower consumers and foster sustainable
consumption. Behavior changes on a wide scale requires that the structural conditions guiding
behavior be altered, making sustainable consumption cheaper or more convenient or making
unsustainable products more expensive, inconvenient, or unlawful (Thøgersen, 2005). Moreover,
according to the same author, only if important structural conditions are changed permanently,
people will eventually adjust their behavior to the new conditions.
Scholars supporting this view believe that as a private lifestyle project of a single individual,
sustainable consumerism is a too heavy responsibility to bear. Consequently, it is not fair blaming
only consumers for their unsustainable lifestyles, since macro conditions exist which contribute to
the problem or constrain the effectiveness of consumers’ individual efforts (Roberts & Bacon, 1997).
Moreover, individual consumers cannot be expected to gather all the necessary information, process
it and choose responsibly all kind of products due the fact that they, besides being consumers, are
also parents, friends, workers, etc. (Valor, 2008).
Governments and businesses are responsible for many of the external conditions limiting an
individual consumer’s freedom to choose and act, and therefore they carry a relevant part of the
responsibility for a more sustainable consumption (Thøgersen, 2005).

2.1.2 SOCIOLOGICAL AND ANTHROPOLOGICAL CONCEPTUALIZATIONS
Looking at sustainable consumption through a social and cultural lens has a number of interesting
and potentially important implications for theory and policy practice in the area of sustainability
(Schaefer & Crane, 2005).
According to sociologists and anthropologists, consumption is an activity embedded in a social and
cultural context, characterized by values that change among cultures and times. The focus is hence
on the role that consumption has in people’s lives, both individually and as members of social
groups. (Dolan, 2002; Schaefer & Crane, 2005). The members of social groups express their values,
beliefs and worldviews through their consumption choices which shape the forms of their social
14

interaction as well. In addition, value-based consumption choices contribute to the development of
values (Gulyás, 2008).
The conceptualizations of consumption used by sociologists and anthropologists are less rational and
less choice-oriented than the traditional one used by marketers and psychologists. Moreover, the
emphasis is less on how individual consumers perceive, evaluate and select different options (Dolan,
2002; Schaefer & Crane, 2005).
A shift towards more sustainable consumption requests, according to sociologists and
anthropologists, a wide social, economic and political change consisting in a rethinking at all levels of
society. According to this view, this can be obtained only through collective actions and not by
singular powerless individuals. Moreover, the roles of a wider set of social actors is recognized
(governments, NGOs, media and industries). Public policy is called to promote more sustainable ways
of fulfilling social and cultural needs. In addition, governments are called to set economic
frameworks which are less geared toward short-term maximization of profits and more toward longterm sustainability of the economic system. Lastly, the state is also called to assist consumers and
producers making the correct choices by providing them with technical assistance and information
through labels, nutrition guidelines, process standards and education. NGOs and media are called to
promote more sustainable forms of consumption. Industry promotes environmentally responsible
consumption where there is an attractive market niche and where this involves opportunities for
growth. But, it is unlikely that the food industry promotes forms of environmentally responsible
consumption that involve less consumption (Schaefer & Crane, 2005).
The sociological and anthropological literature on consumption is characterized by an impressive
heterogeneity of theoretical positions (Schaefer & Crane, 2005). Given the focus of this thesis,
attention will be given only to the theoretical perspectives that are more relevant in relation to
sustainable food consumption. The perspectives that will be briefly presented are: “new economics”,
“consumption as hedonistic self-indulgence”, “consumption as identity construction” and
“consumption as communication”. These last three views are correlated and have some common
aspects.

NEW ECONOMICS
This perspective stresses the benefits of new localisms (Seyfang, 2007). Local organic food networks
are one example of sustainable consumption communities created by like-minded people joining
their forces to build a sustainable alternative to the globalised, mainstream food supply chain
15

(Seyfang, 2007). Farmers’ markets are a place where, developing direct relationships with
consumers, food producers can inform consumers about the sources and production methods of
their food and emphasize the unique selling propositions of their products. In farmers’ markets likeminded producers and consumers are the social actors who drive the change to more sustainability.

CONSUMPTION AS HEDONISTIC SELF-INDULGENCE
According to this view, consumers do not only have a right but almost a duty to seek pleasure in
consumption and this pleasure may derive from: the act of shopping itself, the actual consumption of
bought goods, the possession of goods that allows to possessors the opportunity to display style and
taste, dreaming about pleasurable scenarios involving bought goods. However, hedonistic
consumption might lead to “compulsive” shopping, i.e. people want to buy things they actually don’t
need or consume. This disjunction of shopping and consumption might have potentially problematic
effects on sustainability and is negatively seen by environmentalists who call for a more frugal
lifestyle aimed at reducing the level of current consumption and individuals’ carbon footprints
(Schaefer & Crane, 2005).

CONSUMPTION AS IDENTITY CONSTRUCTION
Nowadays, any kind of object may be imbued with meanings and hence consumption can be seen as
a mean used for the construction of a person’s psychological and social identity/image (Schaefer &
Crane, 2005).
For instance, some people may buy sustainable food products not because they are committed to
foster sustainability but because they need to conform to the habits of a social group or because they
need a sustainable image due to their job. Furthermore, boycotting can be seen as an attempt to
construct self-identity through activism and rebellion (Schaefer & Crane, 2005).

CONSUMPTION AS COMMUNICATION
This view sees consumption as a code to communicate individual’s status, taste, self-identity and
social relationships to other people (Schaefer & Crane, 2005). Clearly it is interrelated with the
previous two.
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So far, relatively little work has been done taking the last three conceptualizations as a starting point
for theoretical or empirical investigations of sustainable consumption, although they have generated
a rich body of literature regarding consumption in general. The relative little attention given till now
to sustainable consumption seems due to the fact that sustainability has been considered in
sociology only from the environmental point of view. Moreover, sociologists don’t agree with the
environmentalists’ view of consumption. In fact, sociologists see consumption as a positive social and
cultural force since it allows people to construct and express self-identities and social relationships.
On the other hand, environmentalists have a really negative view of nowadays consumerist society
and generally call for a dramatic reduction of consumption rates. In addition, environmentalists call
for a more frugal lifestyle as a way to reduce individuals’ carbon footprints and environmental
damages as well. According to sociologists, the frugal lifestyle called by environmentalists would take
away a commonly employed means of achieving happiness and quality of life.
There is increasing agreement on the fact that any conceptualizations of sustainable consumption
need to address the social and cultural functions that consumption fulfills. Ignoring them would lead
to a pretty sure failure (Schaefer & Crane, 2005). In fact, ignoring or denying the social and cultural
value of consumption is not likely to lead to successful campaigns or policies aimed at fostering
sustainable consumption.
Scholars working within the sociological and anthropological consumption research tradition usually
work in an interpretative frame of inquiry. This means that in their works the emphasis is more on
how problems are constructed, legitimated, and interpreted than on solving them (Schaefer & Crane,
2005). Marketers, instead, are very interested in understanding the underlying causes of the
attitude-behavior gap and the factors influencing different purchasing decisions.

2.1.3 POLITICAL AND ETHICAL CONCEPTUALIZATION
Contemporary politics and ethics of food are characterized by a variety of attempts to redefine food
consumption as an expression of citizenship, speaking of collective rights and responsibilities (Lockie,
2009). In this section the focus will be on political consumerism (referred to in the literature also as
“ethical consumerism”, “ecological citizenship” and

“lifestyle politics”). Political consumerism

identifies the citizen-consumer (called also “political citizen”, “ecological citizen” and “citizenconsumer hybrid”) as the change actor.
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The concepts of “citizenship” and “consumership” are traditionally used to delineate different sets of
responsibilities, practices and identities. On the one hand, the “citizen role” was designed to be
educated to participate in debates and decisions related to public affairs. On the other hand, the
“consumer role” was thought as unchained from ethical and political considerations and aimed at
optimizing private ends.
Choosing as a citizen leads to a very different evaluation of alternatives than choosing as a consumer.
The former considers the meaning and moral value of his/her choices, whereas the latter makes
purchase decisions that maximize his/her own individual utility (Golding, 2009).
Nowadays, the clear separation between citizen and consumer is being blurred and hence it is more
appropriate to speak about the hybrid figure of the citizen-consumer (Spaargaren & Mol, 2008). The
blurring of rights and responsibilities of citizens and consumers is, according to scholars, one of the
consequences of globalization.
The citizen-consumer exerts citizenship not only in the political system through his/her vote, but also
in the market, “voting” at shops’ checkouts or boycotting specific companies or goods. Consequently,
consumption is regarded as an arena for political participation where boycotts and “buycotts” are
seen as the willingness to change an unwanted practice of some actors of the agro-food system
(Jacobsen & Dulsrud, 2007). Political consumers make their choices on the basis of considerations of
justice, fairness and on the basis of assessments of business and government practices (Stolle et al.,
2005).
In purchase or non-purchase decisions the citizen-consumer does political acts (Seyfang, 2006;
Spaargaren & Mol, 2008) and evaluates alternatives considering the effects of his/her own choices
on the society and future generations. The change actor identified by politics and ethicists has hence
a lot in common with the sustainable consumer identified by marketers and psychologists.
The necessity of making trade-offs between the “citizen role” and the “consumer role” may lead in
some occasions to the so called attitude-behavior gap. Indeed, in choosing between a sustainable
food product or an equivalent regular alternative the result depends on which role prevails. We have
an example of the attitude-behavior gap when sustainability is relevant for a consumer but in the
purchase decision making the maximization of his/her own utility prevails. The potential causes of
this gap will be analyzed in Section 2.4.
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Three conditions have to be taken into account in any analysis of political consumerism: behavior,
motivation, and frequency (Stolle et al., 2005). According to political scholars, only people who do
shopping and are motivated by ethical or political considerations can be considered citizenconsumers. This vision does not consider, as marketers do, that within a family there could be
influencers or decision makers who are not the actual buyer. Regarding frequency, an isolated act of
political consumerism might be important by itself, but it can hardly be called a distinct behavioral
pattern. On the basis of these considerations, Stolle et al. (2005) argue that political consumerism
should be considered a multidimensional phenomenon including both attitudinal and behavioral
elements.
Citizen-consumers are called to take collective actions to foster sustainable consumption. Therefore,
there is a need to create more opportunities for co-operation and collective action at the grass roots
level (Spaargaren & Mol, 2008). Political scientists and philosophers offer few clues about why
people choose differently and end up with different purchases and consumption practices (Jacobsen
& Dulsrud, 2007).
Citizen-consumers turn to market-based political actions such as boycotts because

traditional

political arenas are inaccessible or unresponsive to their concerns. They regard critically all the forms
of institutionalized power and authority, both at national and international level. Hence, it can be
said that they are in an “anti-institutional mood” (Stolle et al., 2005). Despite their distrust of political
institutions, they have high trust in other citizens and NGOs. Consequently, NGOs might have a
crucial role in fostering sustainable consumption since they are regarded as the most reliable and
successful trust-enhancing mediators between market actors and citizen-consumer themselves
(Spaargaren & Mol, 2008).

Regarding the profile of the citizen-consumer, women are more strongly inclined to participate in this
kind of action than men (Stolle et al., 2005).
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2.2 FACTORS INFLUENCING CONSUMER’S ATTITUDE AND BUYING INTENTION
TOWARDS SUSTAINABLE FOOD PRODUCTS
This section gives insight into the main factors influencing consumer’s attitude and buying intention
towards sustainable food products. Both individual and contextual factors are considered. These
factors are expected to influence also the relevance and determinance given by individual consumers
to sustainable attributes.

2.2.1 SOCIO-DEMOGRAPHIC CHARACTERISTICS
The socio-demographic characteristics analyzed in this section (gender, educational level, income
level and household size) do not appear to have a substantial impact on explaining sustainable
consumption behavior (De Pelsmacker et al., 2005). However other studies show contrasting
evidence. Hence, it is hoped that future research will shed light on the facilitator/barrier role of these
factors in relation to sustainable food consumption.

GENDER
Evidence about whether and how gender influences attitudes and buying behavior towards
sustainable consumption is still obscure.
Some scholars found that gender does not play a part in ethical attitudes (Carrigan & Attalla, 2001)
whereas a recent research into gender issues within sustainable consumerism found that women are
more sustainable-minded than men (Carey et al., 2008). Differences between men and women are
found to be not very prominent by De Pelsmacker et al. (2006) in their study about beliefs, attitudes
and buying behavior of Belgian consumers. According to the same authors, women tend to have a
slightly more positive attitude towards sustainable food products than men but, on the other hand,
they have more problems with higher prices and express a desire for more information.
Based on the gender division of labor in Western countries, in most families it is the women who are
responsible for food purchase and preparation. This leads often to the conclusion that women have a
greater ability to bring about changes towards sustainability (Vinz, 2009).
Gender-specific differences regarding the importance attached to the label issuer and the type of
distribution has been identified. Male consumers attach more importance to the issuer and less
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importance to the distribution channel than women. These differences may be attributable to the
fact that men are less frequently responsible for daily food shopping and hence, may have less
interest in product information and tend to rely on simple information such as the credibility of the
label issuer. Regarding the distribution channel, male consumers may have not a complete picture of
the efforts involved in buying sustainable food products which usually are less available in
conventional supermarkets (De Pelsmacker et al., 2005).
Moreover, the following gender-specific differences in eating behaviors has been highlighted:
women are more oriented towards the healthiness and calorie content of food, whereas men are in
many cases more oriented to pleasure and to eating whatever tastes good (Vinz, 2009).

EDUCATIONAL LEVEL
Nowadays, many people are more educated, informed and aware of sustainability issues. However,
this awareness does not necessarily imply more sustainable choices (Uusitalo & Oksanen, 2004).
The influence of the level of education in sustainable consumption is confirmed by De Pelsmacker et
al. (2006) who reports that less educated individuals are more skeptical and indifferent whereas
university-educated people are significantly more positive about the quality of the information they
receive and about the premium price of sustainable products. The latter, can be due to the fact that
university-educated people usually have a more remunerative job.
Many studies show that sustainability education done in the schools has both benefits in the long run
(influencing future householders) and in the short run due to the influence that children have on
parents’ consumption patterns (Thøgersen, 2005).

INCOME LEVEL
Many studies show that the purchase of sustainable products is positively correlated with income
(Thøgersen, 2005). Conversely, other evidence suggests that the direction of the influence of income
levels on sustainable purchases is the reverse way. Indeed, Selfa et al. (2008) report that, when
making purchase decisions, lower income households are more likely than higher income households
to consider whether food is produced in a sustainable manner. This evidence does not mean that
lower income consumers are more likely to engage in such purchases, but it means that they are not
less interested in doing so than those with higher incomes (Selfa et al., 2008).
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HOUSEHOLD SIZE AND CHILDREN INFLUENCE
Household structure and size are significant factors influencing purchase decision making. Married
couples with children are usually more prone to put the welfare of others and future generations
before their own.
The birth of a child is an unsettling time for parents in which values and beliefs can get reshaped and,
as reported by Carey et al. (2008). Seven out of ten parents in the 25–54 age group said they became
more interested in sustainability issues following the birth of their child. After the birth of a child,
consumers attempting to pursue a sustainable lifestyle are presented with additional pressures. In
fact, they are faced with the necessity to balance their own moral obligations towards sustainability
and their parents role. Parents are called to choose whether to let their children deciding the degree
of sustainability in their lives or to impose them a sustainable lifestyle which is not in line with the
one of the majority of people (Carey et al., 2008).
There is evidence that children even younger than age 3 have both direct and indirect influence on
their parents’ consumer habits and often parents are not completely aware of their children “pester
power” (Carey et al., 2008).
Peer influence has been recognized as having a strong impact on family decision-making as well.

2.2.2 PEERS INFLUENCE
The influence of peers (family, friends, colleagues, etc.) on purchase decisions generates social
pressure which can explain intentions to buy sustainable products despite rather negative personal
attitudes (Vermeir & Verbeke, 2006). Moreover, behavioral norms in relevant social groups (such as
the company a person works for) pose an important situational pressure as well. Consequently,
people may conform with sustainable behaviors not aligned with their own values since they are
expected to do so or they need a sustainable image. (Bardi & Schwartz, 2003).
Otherwise, committed sustainable consumers may feel marginalized when their concerns for
sustainability issues are not shared by peers or by the society in general (Carey et al., 2008).
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2.2.3 PERSONAL NORMS
Many studies have confirmed that personal norms (i.e. feelings of moral obligation) are good
predictors of sustainable behaviors. Indeed, personal norms and sustainable behavior have been
found to interact dynamically in a way that, once set in motion, can result in a virtuous circle
(Thøgersen & Ölander, 2006). In fact, the stronger consumers’ personal norms about sustainable
food products, less they perceive these products as expensive (Thøgersen & Ölander, 2006).
Furthermore, the stronger personal norms in favor of sustainable food products, increase the
likelihood that a consumer change his/her habits, purchasing sustainable food products instead of
conventional alternatives (Thøgersen & Ölander, 2006). Rewarding experiences are a prerequisite for
the formation of new habits since, strengthening the consumer’s faith in the effectiveness of the
action, reinforce personal norms for the specific behavior (Thøgersen & Ölander, 2006).
Despite the fact that many researchers agree that personal norms are powerful motivators of
sustainable behavior, Tanner & Kast (2003) found no significant association between personal norms
and sustainable food purchases.

2.2.4 VALUES
Values are criteria used to select and justify actions, events, people and the self (Grunert & Juhl,
1995). In other terms, values can be considered as desirable goals used as guiding principles in
people’s lives (Collins et al., 2007). Each individual has a specific value structure shaped by his/her
own experiences and learning process (Fraj & Martinez, 2006). Moreover, each individual has a
personal scale of values. It means that a particular value may be very important to one person but
unimportant to another one (Bardi & Schwartz, 2003).
Values can play an important role in purchase decisions such as the choice of products and brands
(Vermeir & Verbeke, 2006). However, in light of the fact that values are relatively stable across time
(Collins et al., 2007), in a short-medium term perspective it is hardly impossible to change people’s
basic value priorities. Any change towards a more sustainable consumption pattern will request a lot
of efforts and will take long time (Thøgersen & Ölander, 2002).
Many classifications of values can be found in the literature. This thesis uses the classification
proposed by Schwartz in 1992 which identifies the ten value clusters reported in Fig.1. Conformity,
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tradition, universalism and benevolence refer to social values whereas power, achievement,
hedonism, stimulation, self-direction and security reflect individualistic values (Collins et al., 2007).

Fig. 1 - Theoretical structure of values according to Schwartz (1992). Source: Bardi & Schwartz, 2003

Individuals who hold collective and society-directed values are more likely to engage in buying
sustainable food products than those who hold individualist, self-directed values (Collins et al., 2007;
Fraj & Martinez, 2006). Moreover, consumers who score high on universalism and low on power
have been found having more positive attitude towards sustainable products (Vermeir & Verbeke,
2006). On the contrary, evidence shows that people motivated by power are likely to regard
sustainability issues less important than their own personal advancement and convenience. In
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addition, consumers motivated by tradition hold conservative views and see sustainability as having
a lower priority than economic interests (Collins et al., 2007).
These findings show that individuals who are less involved in sustainable purchasing behaviors share
significantly different values to those who are more heavily involved (Gilg et al., 2005).
Fig. 2 shows the theoretical structure of values according to Schwartz (1992). The entire circle of
values constitutes a motivational continuum in which conflicting values are in opposite directions
from the center whereas congruent values are adjacent. The further far two values are located, the
more dissimilar the motivations they express (Schwartz,1992; Bardi & Schwartz, 2003). Moreover,
two values are congruent if the actions taken to express each of them are compatible with attaining
the other value, whereas values conflict if the actions that express one value hinder the attainment
of the other one.

Fig. 2 - Values clusters identified by Schwartz (1992). Source: Bardi & Schwartz, 2003

For instance, universalism and benevolence are congruent because actions that express both values
promote the welfare of others. In contrast, tradition and hedonism values are incongruent since
behaviors that express commitment to tradition usually require self-constraints that crash with the
hedonistic pursuit of sensual pleasure. Finally, behaviors expressing congruent values may be
positively interrelated whereas behaviors expressing incongruent values may be negatively
interrelated (Bardi & Schwartz, 2003).
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Evidence shows that the relationship values-behavior is generally rather weak and indirect. In fact
there is usually the mediation of intermediary factors such as individual beliefs, personal and societal
norms, involvement, knowledge, ability and opportunities to take specific actions (Collins et al.,
2007). It means that values influence directly individual beliefs which in turn determine sustainable
behaviors.
Usually people behave according to their values since value-consistent actions are rewarding and
help people get what they want. But, it has to be clear that in real-life situations values are only one
of the many factors influencing behaviors (Bardi & Schwartz, 2003).

2.2.5 MOTIVATION AND ABILITY
Motivation has two important components: intensity and direction. Both concur in determining
which behavior is chosen from all the possible ones and why (Moisander, 2007).
Regarding sustainable consumption, five motivations have been identified: an inheritance factor (i.e.
the birth of a child), altruistic concerns, self-centered reasons, a fashion trend and deep-rooted
beliefs (Carey et al., 2008). Consequently, the motivations to pursue a sustainable lifestyle vary
widely among consumers. Some scholars (e.g. Miller, 2001 and Gulyàs, 2008) argue that what at first
might seem to be altruist motivations, in almost all cases can be traced back to self-interest in its
narrowest sense such as health, slimness or self-gratification through hedonism.
In addition to motivation, consumers’ behavior is usually assumed to be determined by their ability
to perform a behavior (Moisander, 2007). Ability is function of: 1) consumers’ personal resources
needed to perform a specific behavior, such as money and time; 2) the opportunity to perform it.
Consumers’ perception of their ability to perform a given behavior usually is taken to influence both
the strength and direction of their motivation too (Moisander, 2007). Therefore, consumers may be
not motivated to do something for which they lack the necessary resources and opportunities.
Concluding, strong motivation is generally thought to enhance people’s abilities and, also, their
perceptions of the behavioral control they have (Moisander, 2007).
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2.2.6 PERCEIVED CONSUMER EFFECTIVENESS
Perceived consumer effectiveness, hereafter PCE, is the extent to which a consumer believes that
his/her individual effort can contribute to the solution of a problem. In the specific case of
sustainable consumption, PCE refers to the extent to which a consumer believes that through
responsible buying he/she can make a difference in influencing businesses’ practices. Usually,
consumers evaluate if their purchases could contribute to solve a problem and, if this evaluation is
positive, the likelihood that they purchase responsibly increases.
The influence of PCE on responsible consumption have been supported in many studies (e.g.,
Carrigan and Attalla 2001; Roberts 1996; Uusitalo and Oksanen 2004; Vermeir and Verbeke 2005).
Evidence shows that consumers who believe in their effectiveness are more positive towards
sustainable products and have more intentions of purchasing them. Moreover, in order to motivate
behavioral changes consumers must be persuaded that their behavior will be effective (Roberts,
1996; Tanner and Kast, 2003). Indeed, when consumers believe that their purchase decision may
make a difference, they are more likely to buy responsibly.

2.2.7 DEGREE OF INVOLVEMENT
The degree of involvement influences: 1) the extensiveness of information search; 2) the length of
the decision-making process; 3) the formation of beliefs, attitudes and intentions; 4) loyalty and
brand-switching; 5) the frequency of product usage (Vermeir & Verbeke, 2006).
People highly involved in an issue tend to make choices based on an active and open-minded
information processing, provided that their self-interest is not harmed by the outcomes (De Boer et
al., 2007). Hence, consumers with high involvement with sustainability have more positive attitudes
towards sustainable food products and are more willing to purchase them (Vermeir & Verbeke,
2006).
Many researchers studied involvement not as a factor in se but in combination with other factors
such as indulgence, product knowledge, health and safety concerns (De Boer et al., 2007).
Sustainable attributes of food products might appeal both to people oriented to promotion and
prevention. Promotion-oriented goals underlies higher-level concerns with the pleasurable presence
of positive outcomes including accomplishments, aspirations and ideals. In contrast, the prevention
system is concerned with obtaining security and avoiding negative outcomes and underlies higherlevel concerns with safety and fulfillment of responsibilities (De Boer et al., 2007). Consumers
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oriented towards prevention have been described in the literature as wanting control over all aspects
of their lives, avoiding risks and inclined to reflection (De Boer et al., 2007).
Both promotion- and prevention-oriented consumers might find attractive sustainable products and
be highly involved with them for very different reasons (De Boer et al., 2007). Hence, different
consumers might make similar purchase decisions for different motivations and buy sustainable
products, such as organic meat or sustainable cheeses, for different reasons varying from a premium
taste to animal friendliness or safety.
The degree of involvement in specific sustainable issues is influenced by cultural differences.
Evidence shows that Brazilian, Chinese and Indian consumers are more alarmed about the climate
change than English, Americans and Germans (Carrigan & de Pelsmacker, 2009). Furthermore,
cultural differences impact also the preference for specific sustainable products. For instance, in Italy
organic chocolate is more popular than green products, but in Canada the opposite is true. According
to Valor (2008), the level of importance attached by consumers to each sustainable issue seems to be
strongly influenced by their socio-cultural context.
Many scholars agree on the fact that consumers are not equally involved with different sustainable
issues, tending to exhibit bounded responsibility (Valor, 2008; Carrigan and Attalla, 2001; De
Pelsmacker et al. 2005). Consequently, some consumers are more concerned about human rights
abuses whilst others are more willing to act in animal-friendly ways or prone to protect the
environment. Moreover, consumers may find it difficult to consider several ethical aspects
simultaneously (Uusitalo & Oksanen, 2004).
It appears to be a hierarchy of ethical issues in consumer’s mind which could be used to discriminate
among groups of consumers (Carrigan & Attalla, 2001). For instance, unethical work practices elicit
little sympathetic purchase behavior in young consumers whilst they are sensitive to animal abuses.
Moreover, young consumers value animal friendliness enough to pay a premium for it and are prone
to actively seek out products produced in an animal friendly manner (Carrigan & Attalla, 2001).

2.2.8 KNOWLEDGE
Knowledge is very helpful in obtaining, understanding and consequently organizing relevant
information about sustainable issues. Moreover, knowledge can support in the selection of an
appropriate strategy to evaluate multiple choice options (Vermeir at al., 2002).
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Knowledge about sustainable issues has been found to be positively related to sustainable behavior
(Tanner and Kast, 2003). Moreover, according to the same authors, action-related knowledge (i.e.
focused on behaviors and actions which can contribute fixing a problem) is more likely to affect
behavior than factual knowledge (i.e. knowledge about definitions and causes/consequences). In
deciding marketing strategies, it has to be considered that action-related knowledge is more
effective. When consumers understand the selling proposition, putting more effort into awarenessraising campaigns does not seem to be called for (Pelsmacker et al., 2006) and highlighting how
actions contribute solving the problem seem more indicate.
The lack of knowledge about a specific sustainable issue reduces the likelihood that a positive
attitude translates into an actual behavior (Thøgersen, 2005). Moreover, the lack of knowledge
increases uncertainty. Indeed, even people who are aware of the existence of a sustainability issue
but lack knowledge about it may be uncertain about how this issue is related to their own behavior,
what can be done to solve it, and who should do it (Thøgersen, 2005).

2.2.9 UNCERTAINTY
Many consumers have difficulties in distinguishing sustainable products from conventional ones and
also in determining which firms do business ethically and which do not (Uusitalo &Oksanen, 2004).
There is plenty of experimental evidence (e.g. Van Dijk et al., 2004) and field studies showing that
under uncertainty people are less likely to make an effort for the common good (Thøgersen, 2005).
Some consumers repute additional information helping in shedding light on sustainability whereas
others may feel that the additional information is confusing and increases uncertainty. Furthermore,
as argued by Uusitalo &Oksanen (2004), confusion may be increased by the fact that some of a firm’s
products are ethically produced whereas other goods produced by the same firm are not.
Evidence about sustainable dairy products shows that certainty has a significant positive impact on
attitude which in turn correlates strongly with intention to buy (Vermeir and Verbeke, 2006).
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2.2.10 INFORMATION
Consumers can make conscious sustainable choices only if they have reliable, updated and accurate
information about business-related sustainable issues (Carrigan & Attalla, 2001; Uusitalo & Oksanen,
2004).
However, many consumers report having difficulties in finding reliable information (Uusitalo &
Oksanen, 2004; Vermeir & Verbeke, 2005). Only in France and Belgium information on social issues is
mandatory for large and listed companies but, even in these countries, companies are not obliged to
tag them to their brands and products. Consequently, these companies simply treat them in the form
of Corporate Social Responsibility reports (Valor, 2008). Furthermore, the less information available
and the more complex and contradictory information are, more uncertain are consumers about what
products to choose (Vermeir & Verbeke, 2006). The situation is complicated also by the fact that
sustainable attributes of a product are credence attributes (De Pelsmacker et al., 2005) and hence
cannot be judged before, during, or after the product use (Valor, 2008).
Evidence shows that an important factor that prevent respondents from buying sustainable products
is lack of good information and that more information on packaging would be welcomed (Pelsmacker
et al., 2006). On the other hand, providing overwhelming information is a barrier as well (Carrigan &
Attalla, 2001).
Even if information seeking brings benefits such as the feeling that the choice is worthwhile, it also
causes costs to consumers in terms of time, money, effort and delaying the decision (Uusitalo &
Oksanen 2004). According to the same authors, “information about firms’ ethics should be conveyed
to consumers in such a form that it easily reaches them and does not cause them any
inconvenience”. Some consumers are aware that the information exist, but retrieving and processing
it demands such a huge investment in time and effort that they are not always willing to make it
(Carrigan and Attalla, 2001; Valor, 2008).
As it will be highlighted in the following section, not all sources of information are valued as equally
reliable by consumers.

2.2.11 INFORMATION SOURCES
Knowing what information sources are reputed to be the most reliable by consumers would be a
valuable step in improving communication strategy about firms’ ethical conduct. However, literature
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doesn’t give a clear indication yet. Hence, more research seems to be necessary in the future.
Moreover, many consumers are confused about what sources they should use when searching for
information about sustainable products (Uusitalo & Oksanen, 2004).
Literature offers more clearness about how various sources perform in conveying sustainable
information. Indeed, magazines, consumer authorities and labels are considered good sources of
information whereas stores, in-store staff, importers and television are regarded as the worst
(Uusitalo & Oksanen, 2004). In the same study respondents were also asked about who has the duty
to supply information about firms’ ethical conduct. The findings show that this duty devolves upon
stores, manufacturers and media.
Moreover, the source used to promote sustainable food products has a relevant impact on
attractiveness (De Pelsmacker et al., 2005). Using consumers’ preferred media is expected to
improve the attractiveness of sustainable products. Evidence shows that the preferred sources are
labels, brochures and documentaries (De Pelsmacker et al., 2006).
On the other hand, mass media advertising is perceived by many consumers as less compatible with
the idea of sustainable products (De Pelsmacker et al., 2005). Indeed, mass media information tends
to focus more on drama than on solutions and rarely explain clearly the reasons of an issue and the
available strategies to solve it (Valor, 2008). Moreover, it has been found that getting information
only via mass media reduces the perceived efficacy to make a change (Valor, 2008).
An insight into web sites, CSR reports, advertising and labels is given in the following sections.

WEB SITES
Web sites differ from more conventional information media in the mechanism used in delivering the
message to the target audience. Indeed, point-of-sales information and advertising are push
mechanisms whilst web sites are an example of pull mechanisms.
Web sites appeal to both interested and less interested consumers since the user has the possibility
to get access to varying levels of details about sustainable production processes and products’
features (Golding, 2009). Furthermore, web sites ensure products arrive at the marketplace
embedded with information which establishes a direct connection between producers and
consumers (Golding, 2009).
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CSR REPORTS
Nowadays, only a small percentage of companies accomplish CSR reports and the quality of many of
them is poor in scope (i.e. issues treated) and/or depth (i.e. fragmented or incomplete information
are provided). Moreover, only a minority of companies have their reports verified by an external and
independent party (Valor, 2008).
However, even if all companies would provide relevant and verified information about their social
and environmental performance, it will be impossible for consumers to first process and then recall
this huge amount of information. Consequently, CSR reports are not, according to Valor (2008), the
most appropriate tool to solve the information needs of consumers.

ADVERTISING
Sustainable consumers are more receptive to print advertising than to television ads (Shrum et al.,
1995). In television ads non-profit groups tend to emphasize emotional appeals whereas
manufacturers focus more on social responsibility and management control (Shrum et al., 1995).
Advertisers must be careful not to alienate consumers with misleading, inaccurate, or non-defensible
claims (Shrum et al., 1995).
Between-gender differences have been found. Indeed, women are resulted more skeptical than men
and more prone to change television channels during commercials. Furthermore, only women belief
that advertising insults their intelligence (Shrum et al., 1995).
Guilt is a motivator of consumer purchasing behavior and can be used in advertising messages.
Feelings of guilt may occur either before or after the purchase decision. Most of the advertising
which uses guilt as a persuasion technique tries to motivate consumers to buy a product in order to
avoid having feelings of guilt (Burnett & Lunsford, 1994).
However, many studies of guilt-based advertising suggest that although it is not difficult to arouse
guilt in consumers, the effectiveness of guilt-based advertising is extremely limited because these ads
are likely to be felt as manipulative and pressing (Thøgersen, 2005). Consequently, communicators
should avoid overly pressing language and guilt appeals because when consumers infer a
manipulative intent, negative attitudes towards the organization and the advertisement are
produced (Cotte et al., 2005).
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Social responsibility guilt occurs when an individual violates his/her own perceived social obligations
as a result of a purchase decision. Situations which have the potential of generating social
responsibility guilt include purchase/no purchase decisions involving charity contributions,
environmental issues, family obligations and gift-buying behavior (Burnett & Lunsford 1994).
LABELS
Within the signaling strategy, label is the most efficient since it can be used as an “aide-mèmoire”
(De Pelsmacker et al., 2005; Valor, 2008) transforming credence attributes into search ones.
“Labels should be easily understandable and contribute to lower information cost” (De Pelsmacker et
al., 2005). However, evidence shows that consumers are uncertain about what labels mean and
moreover distrustful of existing ones (Valor, 2008). This unease is attributed to two factors: 1) labels
are usually not self-explanatory and consumers often don’t understand the information reported on
them (Van Dam & Reuvekamp, 1995); 2) there is lack of unification given that in Europe alone there
are more than 240 different ethical labels (De Pelsmacker et al., 2005).
Confusion and lack of understanding of what a label means may explain why most of the ethical
labeling initiatives often have market shares of less than 1% (Vermeir and Verbeke, 2006).
Before introducing new labels, marketers should consider that, given the impressive amount of
existing ethical labels, new ones might only be counter-productive and increase consumers’ labelfatigue (i.e. too many labels among which to choose from).
Label credibility, represented by the issuer, is fundamental and more important than complete
information. Indeed, the issuer of the label is the third most important attribute after the type of
label and the distribution method (De Pelsmacker et al., 2005). However, evidence from the same
study shows that besides a clear and credible label, also extra information on the package are
required by consumers. The challenge is to determine what information to print on packages to help
consumers recognize the unique selling proposition. Determining the optimal level is not an easy task
considering that too much information can confuse consumers while too little can be misleading. De
Pelsmacker et al. (2005) argue that the “attractiveness of an ethical product may depend on
whether, besides the label, extra information is provided or not”.
The most successful sustainable labels rely on a third-party certification process aimed at verifying
the truthfulness of the claims. It is crucial that certificatory organizations don’t have direct financial
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interests in the outcome of the certified company. The image and credibility of the third party,
indeed, plays a vital role in generating confidence and trust in the claims.
It has been found that consumers’ trust is higher for labels issued or supported by reputed NGOs or
governments (De Pelsmacker et al., 2005). Evidence shows that ethical labels issued and endorsed by
the local government are less well received than labels issued by the European government (De
Pelsmacker et al., 2005). Moreover, among label issuers, NGOs with broad stakeholder support are
perceived to be the most trustworthy (Nilsson et al., 2004 quoted in De Pelsmacker et al., 2005).
De Pelsmacker et al. (2005 p:523) argue that “lower-educated consumers attach relatively more
importance to the label issuer than higher-educated consumers”. Moreover, “the older the
respondent, the more importance he/she attaches to the issuer of the label” (De Pelsmacker et al.,
2005 p:523). Finally, regarding between-gender differences, “male respondents attach more
importance to the issuer of the label than female respondents, but less importance to label
information” (De Pelsmacker et al., 2005 p:523).

2.2.12 CORPORATE IMAGE
Many consumers tend to be skeptical and cynical of firms’ ethical claims and consequently they find
it easier to believe that firms are unethical rather than they act ethically (Uusitalo & Oksanen, 2004).
Therefore, the role of corporate image is fundamental. A firm that wants to construct and keep an
ethical image has to invest heavily in it, being aware that rumors or too much attention of media
towards incidents could easily dismantle it.
Negative information about unethical actions has been found having a stronger effect on consumers’
attitudes than positive information about ethical actions (Carrigan & Attalla, 2001; Sen and
Bhattacharya, 2001). Consequently, consumers are expected to punish unethical behaviors by
refusing to buy a firm’s product but not necessarily reward ethical behavior through buying (Uusitalo
& Oksanen, 2004). However, when a company shows a long-term commitment to a specific
sustainable issue, consumers are less skeptical about its ethical conduct (Mohr & Webb, 2005).
Getting trustworthy information on corporate commitments to Corporate Social Responsability
issues may be difficult and time consuming (Mohr & Webb, 2005). Hence, most consumers report
they lack information to determine whether a company behaves ethically or not (Carrigan & Attalla,
2001). Committed sustainable consumers are used to seek out sustainable products and boycott
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unethical firms whilst other consumers, despite having the same information concerning ethical and
unethical marketing conducts, neither reward ethical firms nor boycott unethical ones (Carrigan &
Attalla, 2001).
Even if rewards by consumers are not sure, marketers are called to continue acting with social
responsibility since “the ethics of one day may be the law of the next” (Carrigan & Attalla, 2001).
Moreover, sustainability can foster positively corporate image and be a point of difference compared
to competitors (Bhaskaran et al., 2006).
Concluding, when a consumer believes in a company’s social agenda he/she tends to identify with
the firm and this results in increased loyalty, resilience to negative information about ethical
conducts of the company and higher intention to buy (Bhattacharya and Sen, 2003).

2.2.13 AVAILABILITY AND DISPLAY STRATEGY
The limited availability of sustainable products in traditional distribution channels such as groceries
and supermarkets is one of the most important reasons adduced by consumers for not buying
sustainable products (De Pelsmacker et al., 2005). Indeed, many consumers believe that sustainable
products are difficult to obtain and that driving to a specialized shop or to a farmers’ market on the
countryside is inconvenient in terms of time (De Pelsmacker et al., 2005). “Low perceived availability
of sustainable products explains why for some consumers intentions to buy remain low, although
their attitudes might be positive” (Vermeir & Verbeke, 2006).
Evidence shows that the majority of consumers believe that sustainable products should be more
available in ordinary supermarkets (De Pelsmacker et al., 2006). Consumers particularly sensitive to
food miles strongly disagree. Indeed, they feel that whatever benefits people gain from sustainable
food products sold in supermarkets, they lose from the food miles it takes to get it there (Seyfang,
2006).
However, retailers are called to improve the distribution strategy of sustainable food products since
the majority of consumers asks for more availability and better visibility. Retailers should “design
their displays so that ethical choices are quick and easy to make” (Uusitalo & Oksanen, 2004).
Moreover, retailers are expected to do more to provide reliable information about the origin and
production conditions of the goods they sell. In order to do so, sales staff need to be educated to
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help consumers making sustainable choices (Uusitalo & Oksanen, 2004; Carrigan & de Pelsmacker,
2009).
Several studies tried to determine what is the best display strategy for sustainable products in
mainstream supermarkets. Often, ethically labeled products are displayed side by side with
conventional brands of the same product category whilst other times they have their own “shop in
the shop”. In the latter case, sustainable products are usually displayed not separated by product
category (De Pelsmacker et al., 2005). In relation to the display strategy, evidence shows that
consumers have a preference for ethical products put on the same shelves together with
conventional products, but as a separate group (De Pelsmacker et al., 2005). Other scholars (e.g.
Hoogland et al., 2007) argue that the fact that many supermarkets provide sustainable and
conventional food products side by side could be one of the reasons of the low sales of sustainable
products. Indeed, in this way the premium price is accentuated more than the underlying differences
in production processes. As it is clear, there is still disagreement between scholars in relation to the
best distribution strategy for sustainable products. The only certainty is that, despite the display
strategy used, many consumers feel that sustainable products are hidden away on supermarkets
shelves (De Pelsmacker et al., 2005).
Internationally, those countries in which mainstream supermarkets have moved seriously into the
promotion and sale of sustainable products have experienced the highest rates of growth in the
category. This is due to the concurrence of increased availability/visibility and reduced distribution
costs. The latter benefit is enabled by the economies of scales of larger retailers (Lockie, 2009).

2.2.14 PRICE AND WILLINGNESS TO PAY
Prices of sustainable food products tend to be substantially higher than the ones of comparable
conventional counterparts. This premium price is due to the internalization of the additional costs to
produce in a more sustainable way and moreover, to the costs related to certifications. Furthermore,
fewer economies of scale in production and distribution contribute to the premium price as well.
On the other hand, traditional agriculture is favored by subsidy systems. Additionally, the current
pricing system of conventional food products externalizes social and environmental costs. If the
social and environmental costs would accounted also for conventional products, then the price
difference between sustainable food products and their conventional counterparts would be
significantly reduced (Seyfang, 2006).
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Price is a key element in the sustainable marketing mix (Charter et al., 2006). Consumers are prone to
pay a premium price for sustainable products only when they believe that the benefits of purchasing
them outweigh the costs of such purchases (Jones et al., 2008). Consequently, the challenge for
marketers is to translate sustainability issues into a value proposition for which customers are willing
to pay. This task is quite difficult considering that the current premium price asked for sustainable
products is on average 20-25% higher than the premium consumers reported to be willing to pay
(Carrigan & De Pelsmacker, 2009). Rather than undermine social and ethical promises, marketers are
seeking ways to cut costs through efficiency in the supply chain: improving productivity,
consolidating supply chain stability, quality, and innovation (Carrigan & De Pelsmacker, 2009).
Committed sustainable consumers are more likely to purchase products aligned with their values
even if they are more expensive than the regular ones. Often, they consider price less of a factor in
the purchase decision (Gilg et al., 2005). It means that committed sustainable consumers are less
sensitive to price and more willing to pay a premium price which internalizes the social and
environmental costs of a more sustainable production (Tanner & Kast, 2003).
However, the same cannot be expected for less committed consumers for whom the price premium
is a significant hurdle (Seyfang, 2007). In a recent UK study, 48% of consumers were either unwilling
or unable to pay the premium associated with sustainable goods (Carrigan & De Pelsmacker, 2009).

2.2.15 RECESSION
The current global recession is presenting new and difficult challenges both for consumers wishing to
buy sustainably and marketers seeking to provide them the sustainable goods to do so (Carrigan & de
Pelsmacker, 2009). However, the assumption that in recession times customers are no longer
interested in social and environmental aspects because of their reduced ability to pay for the
premium price is wrong (de Pelsmacker and Janssens, 2007; Carrigan & de Pelsmacker, 2009).
Indeed, “even in recession, consumers will choose small indulgencies, such as organic food, if they
believe the product is healthier, safer or better for the environment”(Manget et al., 2009 quoted by
Carrigan & de Pelsmacker, 2009).
Even in recession times, the three key barriers faced by consumers in buying sustainable food
products are: high price, confusion and lack of trust, and availability.
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During recession retailers who sell local products, promoting in this way the welfare of local
suppliers, are likely to get the favor of sustainable consumers. Indeed, as the recession deepens and
local firms struggle to survive, we can expect to see a deepening commitment by sustainable
consumers to buy local rather than imported products as a way to help sustaining local communities
(Carrigan and Buckley, 2008 cited in Carrigan & de Pelsmacker, 2009).
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2.3 PROFILE OF THE COMMITTED SUSTAINABLE CONSUMER
Many consumer-based studies in the marketing and psychological fields have tried to identify the
committed sustainable consumer. Such studies typically use traditional demographic (age, income,
education) and psychographic (attitudes, values) segmentation variables. The aim is to determine the
characteristics of committed sustainable consumers that differentiate them from others. This allows
to better target them and foster sustainable consumption.
Some studies show that demographics are quite insignificant in identifying the sustainable consumer
(e.g. Roberts, 1995) whilst psychographic variables generally result having more explanatory power
(Shrum et al., 1995).
A relevant number of scholars identify a precise profile of the committed sustainable consumer who
is usually stereotyped as middle-aged female with a higher level of education, high incomes and
liberal/democrat political orientation (Shrum et al., 1995; Roberts, 1996; Carrigan and Attalla, 2001;
De Pelsmacker et al., 2005; Vermeir & Verbeke, 2006). Other studies present different evidence
regarding the age of the typical sustainable consumers. Indeed, it has been found that both concern
for sustainability issues and intention to buy sustainable food products increase with age.
Consequently, older people appear to be more positive about the price level of sustainable products
(De Pelsmacker et al., 2006). Both views, however, suggest that mature individuals are more likely to
engage in sustainable consumerism.
Furthermore, the committed sustainable consumer is confirmed to consider not only his/her
individual goals but also social goals and ideologies in decision making process. Committed
sustainable consumers rationally weigh the utility provided by a particular product against the
sustainability cost attached (Schaefer & Crane, 2005). However, even committed sustainable
consumers dealing with the trade-off between personal and collective utility maximization may, in
some situations, weight more individual interests (Uusitalo & Oksanen, 2004). This is due to the
complex nature of sustainable issues, even in relation to low involvement goods such as food
products. Indeed, consumers have to consider sustainability issues in conjunction with more
conventional considerations of price, indulgence, and convenience. This complexity leads not
necessarily to an alignment between positive attitude towards sustainable products and actual
purchasing behavior. The potential causes of this non-alignment, called the attitude-behavior gap,
will be treated in the following section.
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Literature shows the committed sustainable consumer to be an opinion leader, information seeker,
interested in new products and careful shopper, not prone to impulse buying. Opinion leadership
relates to the extent to which a specific consumer believe he/she has influence on others and his/her
opinions are important to others. An opinion leader often talks with others about products, providing
word-of-mouth information that other consumers respect. Their nature of information seeker
coupled with the interest in new products translates often in lack of brand loyalty. Hence, if
companies do succeed in attracting sustainable consumers, they will have to continue working to
keep them (Shrum et al., 1995).
Conversely, the least sustainable consumer tend to be a young male, apolitical, less well-educated
with low income and little involved in the community (Shrum et al., 1995; Gilg et al., 2005).
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2.4 CAUSES OF THE ATTITUDE-BEHAVIOR GAP
Getting insight into the potential causes of the attitude-behavior gap is crucial to understand why in
many occasions consumers don’t buy what is relevant according to their stated attribute importance.
Although public interest in sustainability is increasing and consumers attitude towards sustainable
products is generally positive, market share of sustainable food products remains very low (Vermeir
& Verbeke, 2006). Many studies have found that positive attitudes towards sustainable food
products are not necessarily translated into actual buying behavior (Roberts, 1996; Carrigan and
Attalla, 2001; Vermeir and Verbeke, 2005; De Pelsmacker et al., 2006, Valor, 2008¸ Carrigan & De
Pelsmacker, 2009). There is indeed an attitude-behavior gap.
This gap is in contrast with Ajzen & Fishbein’ theory of reasoned action, according to which it would
be expected that a person who holds a favorable attitude towards something would perform
favorable behavior with respect to the object. However, this hypothesis only sometimes holds. The
gap suggests that attitude is only one of many factors influencing behavior and that attitude alone is
quite often a poor predictor of behavioral intention or marketplace behavior (Kraus, 1995; Vermeir &
Verbeke, 2006).
Different explanations have been suggested for the gap between supporting the idea of making
sustainable food purchases and actually carrying it out in the marketplace. Moreover, each
explanation identifies specific potential causes. In Table 1 are reported the explanations and relative
causes identified in the literature.

EXPLANATIONS

INDIVIDUALCOLLECTIVE
PARADOX

MORAL
DILEMMA

HEURISTICS
(mental
short-cuts)

BARRIERS

PRODUCT’S
ATTRIBUTE
CONSIDERED

ATTITUDINAL AND
BEHAVIORAL
ENTITIES

CAUSES

Free Riding-

Private vs.

Familiarity

Personal

Relative

Low/partial

Mistrust

public

barriers

importance

correspondence

given to

between entities

responsibilities

Brand
awareness

-

Limited budget

Situational
and product-

Habits

related
barriers

Table 1- Explanations and causes of the attitude-behavior gap.
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attributes

Inappropriate
measures

INDIVIDUAL-COLLECTIVE PARADOX
Sustainable consumption is viewed as involving a type of social dilemma given by an individualcollective paradox. The integration of individual and collective consumption goals is complicated by
the fact that co-operation (towards a greater sustainability) maximizes the long-term collective utility
of society, but free riding (i.e. defection) maximizes the individual utility of the consumer, provided
that the others cooperate. Clearly it is a many-party case of the prisoner’s dilemma. In other words,
sustainability is a public good (i.e. free for everybody but produced collectively) and the contribution
of a single consumer is so small that it would be tempting from his/her point of view act as a free
rider and parasite others’ efforts, maximizing short-term benefits (Uusitalo, 1990; Moisander, 2007).
In this type of social dilemma, the more consumers contribute to foster sustainability through their
consumption choices, the better is the result for the society. But, it is not individually rational to
sacrifice short-term advantage for the common good. However, if too few make the needed
sacrifices, everybody end up worse off than if all contributed.
Consequently, sustainable consumerism involves a commitment problem (Moisander, 2003). Even a
committed sustainable consumer may be lured to act as a free rider since sustainable food products
cost more in terms of money and time than conventional alternatives. Moreover, people are less
prone to act for the common good when they feel that their contribution is not effective and they
are not certain that others will contribute as well (Thøgersen, 2005, Moisander, 2007).
Social marketing literature suggests to solve this motivational conflict removing psychological
barriers to cooperation such as: self-interest, mistrust in others’ cooperation and the fear that the
goal of sustainable development will not be achieved even if the sacrifice associated with
cooperation is made (Moisander, 2003).

MORAL DILEMMA
Another explanation for the attitude-behavior gap is linked to the conflict between private vs. public
responsibilities in terms of a moral dilemma under budget constrains. There is, indeed, a
contradiction between the morality of consumption (what is right and wrong) and the ethics of
consumption (its altruistic nature). At the basis of this contradiction there is the fact that morality is
primarily determined by acts of saving money. On the other hand, buying ethically means a greater
financial burden on the households because of the premium price of sustainable products (Miller,
2001; Gulyás, 2008). According to this view, the complexities of everyday life demand negotiations
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between conflicting moral and ethical considerations. Ethical concerns for distant causes often loose
against the moral obligation to care for the close ones through sound family budgeting (Jacobsen &
Dulsrud, 2007).

HEURISTICS
Another possible explanation for the attitude-behavior gap is in the use of recognition heuristics
(hereafter RH) to get rid of the limited, fragmented, incomplete and sometimes contradictory
information that consumers get in the marketplace about companies’ ethical conduct (Valor, 2008).
Heuristics can be seen as mental short-cuts that allow the minimization of cognitive costs. The RH is
considered as the simplest form of heuristic since it only involves recognition memory. RH proposes
that “recognized objects will be chosen more often than unrecognized ones”. Hence, preferences for
products tend to be related to their familiarity or to brand awareness (Oeusoonthornwattana &
Shanks, 2010). Moreover, if consumers typically buy groceries in a habitual way, they may fail to
consider alternatives to what they usually buy, as long as they are satisfied with their usual choices
(Thøgersen & Ölander, 2006).
Consequently, in case of familiarity with a conventional product the information provided about a
more sustainable alternative has to induce the potential consumer engaging in a more extended
problem solving.
Dual models of information processing assume that the heuristic/impulsive process starts
automatically and then more deliberate modes of information processing such as values trade-offs
may subsequently correct or override the initial intentions (Strack & Deutsch, 2004 cited in De Boer
et al., 2007). The latter depends on the person’s motives and beliefs together with externally
imposed restraints on processing time and capacity (Hoogland et al., 2007). The hopeful outcome is
that over time the choice of the sustainable alternative will become a habit.

BARRIERS TO SUSTAINABLE CONSUMPTION
The attitude-behavior gap can be explained also in light of the many personal, situational and
product-related factors that can act as barriers to sustainable consumption. According to literature,
the most important barriers to sustainable consumerism appear to be: difficulties in obtaining
information, the availability of sustainable products and the high prices of these products (Uusitalo &
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Oksanen, 2004; Vermeir & Verbeke, 2006). In Section 2.2 these factors have been discusses in
details.
Finally, it is always to be kept in mind that, since in everyday life lots of activities and goals compete
for the same limited resources (finances, time, cognitive capacity, knowledge, etc.), the amount of
effort that an individual can be expected to spend on sustainable food buying is constrained
(Thøgersen 2005).

RELATIVE IMPORTANCE GIVEN TO PRODUCT’S ATTRIBUTES
To some extent the attitude-behavior gap can be explained also on the basis of the relative
importance given by individual consumers to the multiple product’s attributes that are considered in
the purchase decision making. Quite often, the most determinant attributes are price, taste,
convenience and brand familiarity (Carrigan and Attalla, 2001). Many consumers take sustainable
attributes into account, provided that they do not have to compromise their other choice criteria or
principles. Sustainable issues are usually taken into account as key determinant attributes, despite
individual and situational barriers, only by a minority of very committed consumers.

ATTITUDINAL AND BEHAVIORAL ENTITIES
The strength of an attitude-behavior relationship depends in large part on the degree of
correspondence between attitudinal and behavioral entities. Attitudinal and behavioral entities
consists of four different elements: action, target, context and time.
Low and inconsistent attitude-behavior relations lead to gaps and are attributable to low or partial
correspondence between attitudinal and behavioral entities. To predict behavior from attitude, the
researcher has to ensure high correspondence between at least the target and the action.
Finally, high correspondence between predictors and criteria will ensure strong attitude-behavior
relations only to the extent that appropriate measurement procedures are employed. Attitudinal and
behavioral measures are often selected in an arbitrary manner, leading apparently to inconsistent
research findings (Ajzen & Fishbein, 1977).
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2.5 THEORETICAL FRAMEWORK
The theoretical framework in Fig. 3 is expected to help marketers figuring out strategies aimed at
fostering the sales of sustainable food products.
The factors identified in the Section 2.2 have been clustered in three sets: socio-demographic
characteristics, individual factors and contextual factors. Two factors (i.e. “motivations and ability”
and “degree of involvement”) are in the intersection between the individual factors’ set and the
contextual factors’ set since they are influenced both by determinants embedded in the person and
by the socio-cultural context.
The three sets of factors are expected to influence the relevance and/or determinance that
consumers give to specific sustainable attributes. This influence could be either direct or indirect, i.e.
mediated or moderated by other factors. Moreover, tests are needed to determine whether and
how each factor influences relevance, determinance or both.
In the central part of the framework, relevance can lead to determinance consistently (high
relevance/high determinance; low relevance/low determinance) or with the occurrence of a gap
(high relevance/low determinance; low relevance/high determinance). The potential causes of the
gap are reported in the dashed rectangular box.

Fig. 3- Theoretical framework
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Consumers are expected to be assigned to the cells of the 2x2 matrix in the framework in function of
the combination of relevance-determinance they give to a specific sustainable attribute. It is
advisable to consider only one sustainable attribute per time. Considering only one attribute to
cluster consumers is clearly a simplification of reality. However, it is expected to make easier the
application of this framework to real situations and to be a valid simplification given that a
sustainable food product is expected to have one key sustainable attribute used in its selling
proposition (fair trade or animal-friendly production or environmental-friendly production).
Thanks to the insight into what and how factors influence relevance and determinance and into the
actual causes of the gap, marketers are expected to set effective marketing strategies aimed at
fostering the sales of sustainable food products and targeted at each specific cell of the matrix.
All hypothesis and suggestions that can be formulated using this framework need to be tested in real
market situations for their validity.

As already said in the introductive chapter, this thesis uses existing data collected in 2009 by Verhees
at al. within the EU Twinning project “Cross-Compliance and good farming practices” between
Slovenia and the Netherlands. Consequently, in analyzing data and results, only a part of the
framework presented in this section will be applied. In the last chapter of this report suggestions
about possible uses of the framework in future research will be given.
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2.6 RECOMMENDATIONS TO FOSTER SUSTAINABLE FOOD CONSUMPTION
The aim of this section is presenting in a structured way the many recommendations to foster
sustainable food consumption found in the literature. Attention will be given only to the
recommendations that can foster sustainable consumption through marketing actions.
The structure of this section is as follows. First, recommendations targeted to each cell of the 2x2
matrix in Fig. 4 (which is part of the theoretical framework) are discussed. As described in the
previous section, each cell of this matrix contains a cluster of consumers having in relation to a
specific sustainable attribute the combination of relevance-determinance given by the axes.

Fig. 4 - Matrix relevance-determinance

Addressing several of the recommendations that will be discussed below it is expected to be more
effective in fostering sustainable consumption than addressing only one of them. Second, the case of
“Divine Chocolate” is presented as exemplar in how it succeeded in connecting sustainability to
indulgence in its marketing strategy.

2.6.1 SPECIFIC RECOMMENDATIONS FOR EACH CELL OF THE MATRIX
CELL A (LOW RELEVANCE/LOW DETERMINANCE)
Consumers in cell A don’t care about sustainability issues and don’t buy sustainable food products.
The best strategy to foster sustainable food consumption targeting this cluster of consumers is
connecting sustainability attributes, which are not determinant for them, to determinant attributes.
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Consequently, marketers have to stress in the selling proposition and communication strategy the
connection between sustainability and the chosen determinant attribute. For instance, convincing
these consumers that sustainable food products have a premium taste compared to the other offers
could win them over. However, this strategy is expected to work only if consumers perceive the taste
of sustainable food products as outstanding compared to the other offers. It means that taste should
be a point of difference.
To get knowledge about how a product scores about taste in comparison to competitors’ offers,
producers should make some tests. Hence, in case of disappointing results producers should consider
to improve their products to better match consumers’ preferences or develop new products more in
line with the targeted consumer’s taste. Only after that, it is advisable to connect sustainable
attributes to indulgence.

CELL B (LOW RELEVANCE/HIGH DETERMINANCE)
Consumers in cell B buy sustainable food products despite sustainability issues are not so relevant for
them.
These consumers often buy sustainable products under the influence of peers (family, friends and
colleagues) and social norms of groups they belong to. Indeed, the influence of peers generates
social pressure which can explain intention to buy sustainable products despite rather negative
personal attitudes (Vermeir & Verbeke, 2006). Moreover, behavioral norms in relevant social groups
such as the company a person works for pose an important situational pressure as well. These
consumers could buy sustainable because they are expected to do so or they need a “sustainable
image” (Bardi & Schwartz, 2003). Consequently, a potentially successful strategy to foster the sales of
sustainable products targeting this cluster of consumers is to underline and confirm the social norms
and pressure from peers that these consumers are subject to.

CELL C (HIGH RELEVANCE/HIGH DETERMINACE)
In cell C we find committed sustainable consumers.
These consumers often show selective ethics and then are particularly prone to a specific
sustainability issue. Once identified what is the most important ethical issue for the targeted
consumers, in order to keep these consumers loyal, a firm should ensure that these consumers are
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satisfied with the company’s stance in relation to this specific matter (Carrigan & Attalla, 2001).
Moreover, consumers are more prone to identify with companies which show long-term
commitment with causes they believe in. This identification improves consumers’ loyalty and fosters
the consumption of the sustainable goods produced by the firm considered (Mohr & Webb, 2005).
The best strategies to target committed sustainable consumers are reinforcement strategies. First, it
is of fundamental importance to emphasize the rightness of their sustainable behaviors and choices,
and cheer their efforts (Vermeir & Verbeke, 2006). A potentially successful strategy to reinforce their
commitment is providing regularly positive feedback showing consumers that they are really making
a difference. This is expected to reinforce their willingness to buy sustainable food products (Laroche
et al., 2001).
In providing positive feedback, marketers should keep in mind that action-related knowledge is more
likely to affect behavior than factual knowledge. Consequently, providing consumers with concrete
evidence of how their actions are contributing to foster sustainability is expected to be more
effective than providing figures or abstract messages. Positive feedback could be provided using
company’s web-sites. It could be done showing consumers how the more sustainable production
processes they are sponsoring through their purchases are effectively reducing pollution or
safeguarding the biodiversity of endangered species. Furthermore, fair trade brands could
demonstrate through pictures and interviews with producers living in less developed countries how
the fairer payment is contributing to the welfare of these communities. Positive feedback can be
delivered also through brochures available in the point of sales.
Second, marketers should encourage committed sustainable consumers becoming advocates of
sustainable products. As literature shows, sustainable consumers are opinion leaders who often talk
with others about products, providing word-of-mouth information that the other consumers respect
(Shrum et al., 1995). Hence, as advocates these consumers are expected to emphasize the many
benefits of consuming sustainably. Moreover, advocates are expected to convince peers trying
sustainable products and hopefully succeed in making them adopting a more sustainable-friendly
consumption pattern. To encourage committed consumers becoming advocates of sustainable food
products, marketers could, for instance, give them coupons as gifts to other people. This is expected
to reinforce the effectiveness of their word-of-mount and increase the probability that the less
involved consumer who receive the coupon buy sustainable products thanks to the discount.
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CELL D (HIGH RELEVANCE/LOW DETERMINANCE)
Consumers in cell D care about sustainability issues but they don’t buy sustainable food products.
The best strategy to foster sustainable food consumption targeting this cell is using traditional
marketing leverages to remove or at least lower the perceived barriers that impede the translation of
positive attitudes toward sustainability into actual purchase behavior.
A first potentially successful strategy to target this cluster of consumers is increasing sustainable food
products availability and visibility in conventional distribution channels such as supermarkets and
groceries (De Pelsmacker et al., 2006). It is expected that the improved availability and visibility will
increase the likelihood that these consumers buy sustainable food products. Moreover, marketers
have to stress and demonstrate sustainable products’ availability. This could be done for instance
using both in store advertising and fliers distributed by post. Evidence shows that even providing
these consumers simply with a telephone number or an internet address could yet be sufficient to
win them over (Vermeir & Verbeke, 2006).
In addition, sustainable producers could increase the availability of their products

becoming

suppliers of restaurants. Restaurants which allow customers to choose among dishes prepared using
sustainable products are still very few. However, Slow Food restaurants which prepare traditional
dishes using sustainable products belonging to Slow Food presidia show that restaurants could be a
profitable market for sustainable food products.
The public sector catering (schools, hospitals, prisons, etc.) could be a promising market as well.
However, in order to disclosure the whole potential offered by this channel, governments are called
to give directives to public structures to include sustainability issues in public procurement
requirements (Valor, 2008).
It is expected that it would be easier for small producers becoming suppliers of restaurants and
public structures when they create a cooperative/consortium or join existing structured associations
such Slow Food. This, would allow them to have more bargaining power and more structured
marketing strategies and actions (Ilbery & Maye, 2007).
Second, the premium price of sustainable food products could be another barrier for consumers in
cell D. The perceived premium price is expected to be reduced by an improved availability and in
store visibility. Indeed, an increased availability in traditional shops will lower the perceived cost of
these products reducing the time and efforts needed to locate these products. A well designed in
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shop display is expected to reduce the perceived premium price as well. Indeed, the use of shop-inthe-shop display strategy is expected to reduce the perceived premium price. Conversely, providing
sustainable and conventional food products side by side on shops’ shelves could accentuate their
premium price (De Pelsmacker et al., 2005).
Third, consumers who consider sustainability attributes as high relevant and low determinant often
believe only moderately that one person’s effort can make a difference in influencing business
practices. In order to motivate behavioral changes, consumers must be persuaded that their
behavior will be effective (Roberts, 1996; Tanner and Kast, 2003). Indeed, when consumers believe
that their purchase decision may concretely make a difference, they are more likely to buy
responsibly. Perceived consumer effectiveness could be improved providing them regularly with
positive feedback showing that they are really making a difference (Laroche et al., 2001; Moisander,
2003; Thøgersen, 2005).
Fourth, consumers in cell D may also mistrust that products claiming to be sustainable are really so.
This mistrust could be the cause that impede their positive attitude towards sustainable food
products to translate into actual buying. Moreover, they may have difficulties in distinguishing
sustainable products from conventional ones and also in determining which firms do business
ethically and which do not (Uusitalo &Oksanen, 2004). Consequently, a potentially successful
strategy could be provide these consumers with reliable and easily accessible information using
preferably labels, brochures and web-sites.
Furthermore, in order to be effective, sustainable marketing information should be conveyed to
potential consumers in such a way that it easily reaches them and does not cause them
inconvenience in terms of time and efforts (Uusitalo & Oksanen, 2004). In deciding marketing
strategy it has to be considered that consumers’ preferred sources are labels and other point of sale
information, brochures and documentaries (De Pelsmacker et al., 2006). Using these media it is
expected to improve the attractiveness of sustainable products and the receptiveness of the
message as well.
Finally, it is expected that advertising can be used to create a link between the brand and the
sustainability issue considered. As a result of this, it will be the brand that drive the actual buying
decision and not the sustainable attribute.
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2.6.2 CASE “DIVINE CHOCOLATE”
“Divine chocolate” (www.divinechocolate.com) is exemplar in how it succeeded connecting
sustainability to indulgence in its marketing strategy. First, the marketing strategy adopted by Divine
chocolate is briefly described. Second, Divine’s strategy is analyzed in light of the 2x2 matrix in Fig. 4.

DIVINE CHOCOLATE’S MARKETING STRATEGY
The marketing approach used for Divine’s fair trade products seeks to engage consumers not so
involved with sustainability on the basis of the chocolate’s luxuriant and self-indulgent qualities,
conveyed by the extensive use of the gold color in the wrapping packaging. At the same time, ethical
values embodied in the strap lines and the wrapper’s narrative enable these consumers to admire
their reflection as ethical consumers. The fair trade nature of Divine’s products is remaindered also
by the fair trade logo and the hearth in the Divine brand (Golding, 2009). Brochures and the web-site
give an insight into the production processes and offer positive feedback stressing the benefits of the
fair payment for the cocoa producers who own 45% of the company. Consequently, Divine’s
marketing strategy combines a ‘‘mirror’’ and ‘‘window’’ function to create synergies that potentially
provide a key to shifting consumer quality conventions in favor of sustainable consumption (Zadek et
al., 1998; Golding, 2009). Clearly, Divine’s portfolio of products seeks to engage with both the
‘‘chooser’’ and the ‘‘citizen’’ (Golding, 2009) communicating both indulgence and sustainability.

ANALYSIS OF DIVINE’S MARKETING STRATEGY IN LIGHT OF THE 2X2 MATRIX
In the different elements of Divine’s marketing strategy there are the instruments to potentially
appeal to all the four cells of the 2x2 matrix in Fig. 4.
Consumers in cell A, who consider fair trade as low relevant and low determinant, are potentially
won over by the connection between indulgence and sustainability. The message provided by the
wrapping packaging of a Divine’s chocolate bar is that buying it consumers not only get a “heavenly”
tasting product but much more since the Kenyan cocoa farmers are not exploited and receive a fair
payment for the cocoa beans they produce. “At the heart of Divine’s heavenly tasting chocolate
there is a unique story. Not only do the Kuapa Kokoo farmers’ receive a fair price for their cocoa, but
they also own 45% of the company, and therefore have a direct influence over how the company is
run and share in the profits from the chocolate” (www.divinechocolate.com).
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Consumers in cell B, who consider fair trade as low relevant and high determinant, are expected to
buy Divine’s products because of the social pressure from peers. The fair trade logo and the
information in the wrapper’s narrative allow these consumers to check quickly that the chocolate bar
they are considering to buy satisfies the sustainability criteria requested from peers. Given that they
buy sustainably to adequate to social norms, it is expected that the quantity of information about fair
trade given on the packaging is sufficient for them.
Consumers in cell C, being committed to fair trade, are expected to appreciate and read carefully the
information provided in the brochures and in the web-site. Thanks to the insight into the production
processes and the positive feedback provided through pictures and interviews with the producers
their commitment is reinforced. The web-site appeals to committed consumers also thanks to the
possibility to receive newsletter, participate to competitions and write on the blog.
The possibility to use the web-site to locate the nearest shops selling Divine’s products is expected to
appeal also to consumers in cell D (high relevance/low determinance) since it lowers the availability
barrier. Moreover, it reduces time and efforts needed to locate Divine’s products reducing in turn
their perceived cost. Indeed, consumers directly go to the shops that sell these products. The
information and positive feedback provided through brochures and the web-site improve the
perceived consumer effectiveness of consumers in cell D who need to be persuaded that their efforts
are making the difference. Moreover, this reliable and easily accessible information can convince
mistrustful and skeptic consumers that Divine’s products are really fair trade products and that the
company is committed to improving the welfare of the cocoa producers.

Fig. 5 - Divine chocolate bars.
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3. METHODOLOGY
The empirical part of this thesis uses data collected in 2009 by Verhees at al. within the EU Twinning
project “Cross-Compliance and good farming practices” between Slovenia and the Netherlands.
These data are about Slovene consumers’ perception towards specific food attributes in relation to
different offers of cheeses and sausages. This thesis will use only a part of the dataset about cheeses.

3.1 SAMPLE AND DATA COLLECTION
A random sample from the Slovene population (above the age of 18 years old) was obtained from
statistics Slovene.
Data has been collected through questionnaires sent by post to 2300 consumers. 340 questionnaires
returned, i.e. a return rate of 14.8%. In order to limit the length of the questionnaire, respondents
were asked to choose whether rating either the part about cheeses or the part about sausages. 220
respondents rated cheeses and 120 rated sausages. Returned questionnaires with relevant missing
data have been excluded.
The first part of the questionnaire asks respondents some socio-economic information such as
gender, year of birth, region of residence, educational level and stage in their professional career.
Socio-economic variables of respondents have been compared with the Slovene population and no
serious bias has been identified. Consequently, results can be generalized to the Slovene population.
More women than men returned the questionnaire and older people responded slightly more. The
fact that more women filled in the questionnaire can be explained considering that more women
than men do the daily food shopping.
Perception of food characteristics are measured for five offers available in Slovenia: regular cheese,
organic cheese, PDO (Product from Protected Designation of Origin) cheese, mountain cheese and
farm-made cheese.

54

3.2 MULTI ATTRIBUTE MODEL
The consumer behavior model used by Verhees et al. (2010) to explore what underlying factors affect
the Slovene consumers choice behavior for several offers of cheeses is the multi attribute model.
Fishbein and Ajzen’ multi attribute model is one of the most commonly used for measuring the
importance of attributes in behavioral sciences. This model assumes that individuals value and
weight a set of attributes of a considered product on the basis of their degree of agreement to
specific statements or the likelihood of occurrence of specific behaviors. Generally, Likert scales are
used in collecting data through surveys. Furthermore, this model assumes a compensatory decision
rule according to which favorable perception about some attributes can compensate for unfavorable
perception of another attribute.

3.3 MEASURES
SALIENT FOOD CHARACTERISTICS
Salience reflects the degree to which characteristics of food come to mind and is usually measured
by open ended questions. In this way respondents can indicate what attributes they believe are
important. During the decision process, salience has marketing implication when information is
available only in memory (Van Ittersum at al., 2007).
The salient food characteristics used in this thesis are the same used by Verhees et al. (2010): health,
price, sustainability, tradition, indulgence and convenience.
Health refers both to the absence of negative influences (such as too many calories or saturated
fats) and to positive influence of food (such as stimulating the immune system). The four aspects
used in the questionnaire to convey health are: “nutritious”, “improving health”, “healthy” and
“certificates as safety guarantees”.
Price is about low or at least competitive prices and is drawn by three items: “low price”,
“competitive price” and “good value for money”.
Sustainability refers to doing business without harming the interests of society and future
generations. The descriptors of sustainability used in the questionnaire are: “fair price for
producers”, “environmental friendly production” and “animal friendly production”.
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Tradition is about valuing and conserving what is good of the past and is threatened by globalized
agro-food supply chains. The items used in the questionnaire to describe traditional production are:
“produced in Slovenia”, “traditionally produced”, and “produced in a specific region”.
Indulgence refers to enjoying life and is described by: “enjoyable meal “ and “excellent taste”.
Convenience refers both to saving time and efforts in buying and preparing food and the descriptors
used in the questionnaire are: “convenient to purchase” and “easy to prepare”.

PERCEPTION OF FOOD CHARACTERISTICS
Perception reflects how attribute levels of cheese are viewed by respondents. Given that perceptions
are subjective, they differ from the actual attribute levels. Perceptions of attribute levels influence
consumers’ liking of a product more than objective attribute levels.
For each category of cheese, respondents are asked about their perception towards the food
characteristics considered. For instance, the questions to measure consumer’s perception of cheeses’
sustainability are as follows:


Do you think that the (e.g. farm made) cheeses offer fair price to producers?



Do you think that the (e.g. farm made) cheeses are produced in an environmentally friendly
way?



Do you think that the (e.g. farm made) cheeses are produced in an animal friendly way?

The respondents are asked to answer these questions on a seven point scale, anchored by absolutely
not and absolutely yes. A Principal Component Analysis (PCA) with varimax rotation confirmed that
consumers actually perceive the cheeses along the lines of the food characteristics identified.
However, the translation of “good value for money” in Slovene resulted in a long description and
factor loadings suggested that consumers interpreted this item differently.

RELEVANCE OF FOOD CHARACTERISTICS
Relevance reflects the importance of attributes for individuals and is largely determined by values
and desires (Van Ittersum et al., 2007). Generally, attributes and benefits that satisfy important
values and desires are more relevant.
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To measure the relevance of food characteristics respondents are directly questioned to judge the
importance of each attribute when they purchase food. For instance, to measure the relevance of
sustainability in buying decisions, the following questions were asked:


When buying food products, how important is offering a fair price to producers for you?



When buying food products, how important is environmental friendly production for you?



When buying food products, how important is animal friendly production for you?

The respondents are asked to answer these questions on a seven point scale, anchored by absolutely
not and absolutely yes. Health, low price, sustainability, tradition, indulgence and convenience are
expected as underlying dimensions for relevance since the questions about relevance mirror the
perception of food characteristics. PCA with varimax rotation was used to identify the underlying
dimensions of the relevance measures. Also in this case “good value for money” was interpreted
differently by respondents.

DETERMINANCE OF FOOD CHARACTERISTICS
Determinance reflects the importance of attributes in judgment and choice (Van Ittersum et al.,
2007).
After questions about customer’s perception of each category of cheese, the Juster scale is used to
measure respondents’ behavioral intention to purchase the considered product. The Juster scale is
an 11 point scale (ranging from 0 to 10) completed by verbal descriptions and percentages and
referring to a specified period of time. Respondents use the Juster scale to indicate their likelihood of
buying a specific product. In the questionnaire respondents are asked to rate their likelihood of
buying a specific category of cheese within one month.
Estimates of the determinance of perceptual dimensions of cheeses’ characteristics are obtained
performing regression analyses of perceptions on behavioral intentions to buy. Regressions analyses
are performed across all respondents and for each category of product.
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3.3 DESIGN OF THE EMPIRICAL RESULTS’ ANALYSIS
First, a segmentation of the respondents using Glimmix 2.0 will be accomplished to identify segments
of consumers attaching similar determinance to food attributes. Determinance drives consumers’
intention to buy and is measured through regression coefficients. The segmentation will be done
performing a regression mixture on the input variables (knowledge, health, good price, sustainability,
traditional production, indulgence and convenience) in relation to the categories of cheese, for each
individual respondents. Respondents will be grouped into a number of segments and simultaneously
a regression model relating a dependent variable to a set of input variables will be estimated within
each segment. Glimmix 2.0 will provide, for each segment, the regression coefficients which
represent the degree of determinance.
After that, Glimmix’s outputs will be used to determine the number of segments that best fits the
aim of this research. Both statistical and commercial significance will be considered. The statistical
criteria that will be used are: the maximum likelihood value, the AIC (Akaike Information Criterion),
CAIC (Pseudo Consistent Akaike Information Criterion) and BIC (Bayesian Information Criterion).
The general rule is to choose the number of segments for which these criteria have a minimum value.
For an effective segmentation model it is important that significant differences among coefficients
are captured. “Significant” means both statistically significant (computational differences between
segments exist) and commercially significant (marketers can use differences between segments to
develop their marketing strategies). Moreover, in the choice of the number of segment it will be
considered also that a six-segment solution would allow the comparison with the segmentation
based on relevance done by Verhees et al. (unpublished).
Once decided the number of segments, each respondent will be assigned to a specific segment on
the basis of the largest value of the posteriori probability.
Second, the results of the segmentation based on determinance will be analyzed.
Third, the segmentation based on relevance will be analyzed.
Fourth, the results of the segmentation based on determinance will be cross-tabulated with the
results of the segmentation based on relevance. The first aim is to verify whether there is or not
alignment between relevance and determinance.
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Finally, marketing suggestions will be given to Slovene farm-based sustainable cheese processors
about how to foster the sales of their products, considering relevance and determinance
simultaneously.

As stated in Section 3.1, returned questionnaires with relevant missing data have been excluded.
Hence, 214 questionnaires will be used for the segmentation based on determinance and 209 for the
segmentation based on relevance. In the cross-tabulation the total number of questionnaires that
will be used is 205 since all the questionnaires presenting missing data about relevance and
determinance are excluded.
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4. EMPIRICAL RESULTS AND ANALYSIS
4.1 NUMBER OF SEGMENTS
In determining the number of segments to use for the segmentation based on determinance, three
aspects are considered: statistical significance, commercial significance and the fact that in a previous
research done by Verhees et al. (unpublished) the same data have been used for a six-segment
segmentation based on relevance.
The first criterion considered is the maximum likelihood value. As reported in Table 2, the lowest
value corresponds to a seven-segment solution. It has been looked also at the values of AIC, CAIC and
BIC. The value of AIC is minimal for a seven-segment solution whereas the values of CAIC is minimal
for a two-segment solution and BIC is minimal for a three-segment solution.

N. of Segments

DF

Log likelihood

AIC

CAIC

BIC

1

13

-2099.491

4224.983

4300.151

4287.151

2

27

-1966.624

3987.247

4143.367

4116.367

3

41

-1913.590

3909.181

4146.250

4105.250

4

55

-1878.451

3866.902

4184.922

4129.922

5

69

-1836.172

3810.345

4209.315

4140.315

6

83

-1843.263

3852.526

4332.447

4249.447

7

97

-1784.321

3762.642

4323.515

4226.515

8

111

-1787.658

3797.317

4439.140

4328.140

Table 2 - DF, Log likelihood, AIC, CAIC and BIC for the segment solutions considered.

The statistical criteria considered don’t give a unique answer. Consequently, it has been decided to
give more weight to the commercial significance and the six-segment solution has been chosen.
Given that a six-segment solution has been used also by Verhees et al. (unpublished) for a
segmentation based on relevance using the same data, it is possible to cross-tabulate the two
segmentations.
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4.2 RESULTS OF SEGMENTATION BASED ON DETERMINANCE
As already said, determinance reflects the importance of attributes in judgment and choice.
Estimates of the determinance of perceptual dimensions of cheeses’ characteristics are obtained
performing regression analyses of perceptions on behavioral intentions to buy. Regressions analyses
are performed across all respondents and each category of products.
The coefficients in Table 3 indicates the determinance of food attributes per segment whereas Table
4 at page 66 summarizes the descriptive variables per Segment.
An analysis segment per segment follows.

Table 3 – Segmentation of respondents based on determinance. The coefficients are obtained using Glimmix.

Segment
Seg. size

1

2

3

4

5

6

24
11,2%

22
10,3%

32
15,0%

46
21,5%

65
30,4%

25
11,7%

Knowledge

0.64***

0.12

-0,13

-0,01

0.04

1.14***

Health

-0.78**

0.06

-0,30

0.01

0.90**

0.25

Good Price

0.33*

0.53***

-0.92**

-0,06

0.28*

0.59***

Sustainable production

1.12***

-0.36*

-0.67*

0.11*

-0,18

-0.53*

Traditional production

-0,20

-0.36*

0.62*

0.07

-0.36*

-0.25*

Indulgence

0.51*

0.34*

-0,13

-0.12*

1.10***

0.35*

Convenience

0.45*

0.87***

0.50*

0.13*

-0,17

0.59**

Dummy normal

-4.72**

1.63*

11.59***

9.10***

-1.60*

-4.28**

Dummy organic

-4.48**

-0,77

8.02**

0.71*

-5.08***

-4.12**

Dummy PDO

-5.88**

-0.98*

8.20**

0.36

-3.98**

-4.66**

Dummy mountain

-4.82**

-1.53*

7.83**

0.10

-5.19***

-4.14**

Dummy farm

-7.09***

-1.84**

7.92**

-0,20

-4.29**

-6.21***

* = T-value > 2 or < -2
** = T-value > 4 or < -4
*** = T-value > 6 or < -6
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SEGMENT 1
Segment 1 contains approximately 11% of the respondents. Looking at the coefficients of the dummy
variables it can be concluded that these consumers have slightly higher intention to buy organic
cheese compared to the intention to buy the other offers.
Looking at the coefficients of the food characteristics, it is possible to understand what are the
variables that drive these consumers in their purchases. The most determinant variable is
“sustainable production”, followed in descending order of determinance by “knowledge”,
“indulgence”, “convenience” and “good price”.
It can be concluded that these consumers want sustainability but not at the expenses of indulgence,
convenience and a good price. Hence, these consumers are neither prone to renounce to the level of
taste they are used to nor to be inconvenienced in terms of effort and time to locate and buy
sustainable food products. They also want information about the products they are considering to
buy. Moreover, their intention to buy is influenced also by the price.
Based on the descriptive variables reported in Table 4 at page 67, it can be concluded that the
percentage of men in this segment (41,7%) is relatively higher than the average of the total sample
(38,79%) whereas the percentage of women (58,3%) is relatively lower than the average of the total
sample (61,21%). Regarding age, respondents in Segment 1 are on average 4 years younger than the
average of the total sample. Regarding the educational level, consumers in Segment 1 present a
relatively high level of education, higher than the average of the total sample in all categories
considered except “public school” and “master/PHD” which both score 0 in this segment. Moreover,
the percentage of consumers with a university degree in Segment 1 is the second highest among the
six segments considered. Regarding the professional career, compared to the average of the total
sample Segment 1 consists of more workers (+5,8%), more students (+2,2%) and less retired (-2,7%).
The incidence of housewives is equal to the average of the total sample whereas the categories
“secondary school”, “farmer” and “other” scored 0 in this segment.
The high importance given to “convenience” is consistent with the high incidence of workers. Indeed,
often workers don’t have much time to dedicate to daily food shopping and would like to be not
inconvenienced in terms of time and efforts in accomplishing this task.
Comparing consumers in Segment 1 with the profile of the committed sustainable consumer
(described in Section 2.3) it can be concluded that the high level of education and the average age
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are in line with the profile. On the other hand, it was expected that more women than men were
involved with sustainability issues.

SEGMENT 2
Segment 2 contains approximately 10% of the respondents. Looking at the coefficients of the dummy
variables it can be concluded that these consumers have higher intention to buy normal cheese
compared to the intention to buy the other offers.
Looking at the coefficients of the food characteristics, it is possible to understand what are the
variables that drive these consumers in their purchases. The most determinant variable is
“convenience” followed by “good price” and then “indulgence”.
Based on the descriptive variables reported in Table 4 at page 67, it can be concluded that the
percentage of men in this segment (40,9%) is relatively higher than the average of the total sample
(38,79%) whereas the percentage of women (59,1%) is relatively lower than the average of the total
sample (61,21%). Regarding age, respondents in Segment 2 are on average 7 years younger than the
average of the total sample. Regarding the educational level, Segment 2 present the highest
percentage of respondents having a master/PHD degree compared to the other segments. Compared
to the average of the total sample the number of respondent with a master/PHD degree in Segment
2 is +5,3%. The percentage of respondents with a secondary school diploma (50%) is significantly
higher than the average of the total sample (37,3%). On the other hand, the percentage of
respondents having high school level of education (13,6%) is lower compared to the average of the
total sample (16%). Regarding the professional career, compared to the average of the total sample
Segment 2 consists of more workers (+6,1%), more students (+7,9%) and less retired (-4,6%). The
incidences of “housewives”, “farmers”, “secondary school” and “others” are equal to 0 in this
segment.
The high importance given to “convenience” is consistent with the fact that very often workers don’t
have much time to dedicate to daily food shopping and would like to be not inconvenienced in terms
of time and efforts in accomplishing this task.
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SEGMENT 3
Segment 3 contains approximately 15% of the respondents. Looking at the coefficients of the dummy
variables it can be concluded that these consumers have higher intention to buy normal cheese
compared to the intention to buy the other offers.
The low differences among the coefficients of the dummy variables of the others offers of cheese
could be interpreted in two alternative ways. First, these consumer see positively all these offers and
have a relatively high-leveled intention to buy them. Second, these consumers have not a clear
understanding of the differences between these offers and consequently consider them as a cluster
of special cheeses different from the normal ones.
Looking at the coefficients of the food characteristics, it is possible to understand what are the
variables that drive these consumers in their purchases. The most determinant variable is “traditional
production” followed by “convenience”.
It could be concluded that these consumers live in rural areas and find convenient buying cheeses
produced according to traditional recipes at farmer’s markets. It could also be concluded that these
consumers are nationalists and have a clear preference for Slovene traditional cheeses.
Based on the descriptive variables reported in Table 4 at page 67, it can be concluded that the
percentage of men in this segment (40,6%) is higher than the average of the total sample (38,79%)
whereas the percentage of women (59,4%) is relatively lower than the average of the total sample
(61,21%). Regarding age, respondents in Segment 3 are on average 5 years older than the average of
the total sample. Regarding the educational level, Segment 2 present a higher

incidence of

respondents having a university degree (15,6%) compared to the to the average of the total sample
(13,7%) and no respondents with a master/PHD degree. The percentage of respondents with a
secondary school diploma (34,4%) is lower than the average of the total sample (37,3%). Moreover,
the incidence of respondents having a high school level of education (9,4%) is significantly lower
compared to the average of the total sample (16%). In relation to the professional career, Segment 3
consists of more retired (+8,7%), less students (-7,2%), less workers (-7,8%) and less housewives (1,1%). Moreover, the incidences of “others” is significantly higher than the average total of the
sample (+8,7%).
The higher average age of this segment compared to the average of the total sample is explained by
the higher incidence of retired people and lower incidence of students.
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The high importance given to the attribute “traditional production” is consistent in a segment with a
high incidence of retired people. Indeed, older people tend to be more bounded to traditions and
often wants to conserve what is good of the past. The fact that “good price” is determinant but
negatively is wired considering that retired people usually don’t have a high budget for food
shopping. However, it could also mean that older people are willing to pay a premium for traditional
food that remember them their youth.

SEGMENT 4
Segment 4 contains approximately 21,5% of the respondents. Looking at the coefficients of the
dummy variables it can be concluded that these consumers have higher intention to buy normal
cheese compared to the other offers.
Looking at the variables it can be concluded that these consumers don’t have a predominant reason
to prefer normal cheese. Indeed, “convenience” and “sustainable production” are the most
determinant attributes but their coefficients are relatively low. It can be concluded that these
consumers buy normal cheese prevalently from habit.
From a marketing perspective, it is very difficult to induce consumers changing their habitual
purchase patterns. Consequently, Slovene farmers are advised to not invest efforts and resources in
trying to foster the sales of their sustainable cheeses targeting this segment.

SEGMENT 5
Segment 5 is the biggest one and contains approximately 30,4% of the respondents. Looking at the
coefficients of the dummy variables it can be concluded that these consumers have higher intention
to buy normal cheese compared to other offers.
Looking at the coefficients of the food characteristics, it is possible to understand what are the
variables that drive these consumers in their purchases. The most determinant variable is
“indulgence” followed in descending order by “health” and “good price”. A first conclusion is that
consumers in Segment 5 are in their buying patterns less habitual than consumers in Segment 4.
Moreover, these consumers are guided predominantly by indulgence and, at the same time, give
high importance to health.
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Based on the descriptive variables reported in Table 4 at page 67, it can be concluded that this
segment consists prevalently of women (63,1%) and this value is higher than the average of the total
sample (61,21%). On the basis of the literature review it would be expected that a segment giving
more importance to indulgence would consist prevalently of men. However, it has to be considered
that this segment rated as high determinant also health and women usually are more prone than
men to pay attention to health in their food purchase decisions, trying to avoid food having too much
calories, salt and fats. Regarding age, respondents in Segment 5 are on average 2 years older than
the average of the total sample. Regarding the educational level, compared to the average total
sample the situation in Segment 5 is as follows: public school (-1%), vocational school (+1,4%),
secondary school (-7,6%), high school (+2,8%), university (+3,5%), master/PHD (+0,9%). In relation to
the professional career, this segment consists of more farmers (+0,6%), less students (-2,6%), less
workers (-0,7%), less housewives (-1,1%) and more retired (+0,4%) compared to the average of the
total sample. Moreover, the incidences of “others” is higher than the average of the total sample
(+2,4%).

SEGMENT 6
Segment 6 contains approximately 11,7% of the respondents. Looking at the coefficients of the
dummy variables it can be concluded that these consumers have relatively higher intention to buy
organic and mountain cheeses compared to the other offers.
The most determinant variable is “knowledge” followed by “convenience ” and “good price”, having
the same coefficient, and then by “indulgence”.
It can be concluded that these consumers have a slight preference for organic cheese because these
products, thanks to the certifications and the informative brochures, better satisfy their need for
accurate information. The high importance accorded to price suggests that in their buying choices
they are more oriented toward cheeses that give them information, taste and convenience at a good
price.
Direct selling at farmers’ market is expected to give to consumers living in rural areas a good
combination of the attributes which are relevant for this segment. Consequently, Slovene farmers
are advised to target this segment selling their sustainable cheeses at farmers’ markets and using
both direct communication and brochures to satisfy the need of information of these consumers.
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Based on the descriptive variables reported in Table 4 at page 67, it can be concluded that this
segment consists prevalently of women (72%) and this value is significantly higher than the average
of the total sample (61,21%). Regarding age, respondents in Segment 6 are on average 2 years
younger than the average of the total sample. Regarding the educational level, the situation in
Segment 6, compared to the average of the total sample, is as follows: public school (+5,6%),
vocational school (-6,9%), secondary school (+14,7%), high school (-8%), university (-5,7%),
master/PHD (+0,2%). In relation to the professional career, this segment consists of more workers
(+3,6%), more housewives (+3,8 %) and less students (-2,3%) compared to the average of the total
sample.

Table 4- Descriptive variables per segment based on determinance.

CONSIDERATIONS ON SUSTAINABILITY
Segments 1 and 4 consider “sustainable production” as highly determinant. On the other hand,
consumers belonging to Segments 2, 3, 5 and 6 consider “sustainable production” as low
determinant or determinant but negatively.
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4.3 RESULTS OF SEGMENTATION BASED ON RELEVANCE
As already said, relevance reflects the importance of attributes for individuals and is largely
determined by values and desires (Van Ittersum et al., 2007). Generally, attributes and benefits that
satisfy important values and desires are the most relevant.
In the questionnaire respondents have been asked to evaluate the importance of food attributes
when they purchase cheeses.
The results of the segmentation based on relevance have been obtained in SPSS accomplishing a two
stage cluster analysis using first hierarchical and then not hierarchical procedures. In Table 5 are
reported the results obtained by Verhees et al. (unpublished). The numbers represent the average
scores (standardized per respondent) on the importance of the attributes for the six segments.

Table 5- Segmentation of respondents based on relevance. The average scores (standardized per respondent) on the
importance of the attributes for the six segments are reported.

Segment
Segment size

No.
%

Health
Nutritious
Improving health
Healthy
Certificates as safety guaranty

1

2

3

4

5

6

66
32%

27
13%

33
16%

34
16%

23
11%

26
12%

0,26

-0,17

0,17

0,27

0,39

-0,97

-0,23
0,40
0,53
0,35

-0,13
0,33
0,42
-1,29

-0,25
0,52
0,59
-0,19

-0,34
0,53
0,59
0,31

0,19
0,67
0,62
0,07

-2,18
-0,83
-0,43
-0,43

-1,65

-0,71

0,07

-0,33

-0,08

0,11

Low price
Competitive price
Good value for money

-1,71
-1,59
0,17

-0,63
-0,78
-0,39

0,11
0,02
0,04

-0,59
-0,07
0,06

-0,27
0,11
0,61

-0,09
0,31
0,54

Sustainable production

0,30

0,32

-0,40

0,23

0,51

0,35

Fair price for producers
Environmental friendly
Animal friendly

-0,07
0,55
0,57

0,32
0,67
0,66

-0,43
-0,59
-0,61

0,15
0,55
0,14

0,16
0,59
0,69

0,46
0,27
0,13

Traditional production

-0,11

-0,24

-0,34

-0,13

-0,57

0,25

0,32
-0,13
-0,50

0,28
0,03
-1,03

0,38
-0,20
-1,18

0,27
0,08
-0,75

0,11
-0,58
-1,25

0,31
0,24
0,19

0,51

0,72

0,52

0,75

-0,58

0,48

0,36
0,65

0,49
0,95

0,25
0,79

0,74
0,77

-0,80
-0,35

0,32
0,64

0,16

0,11

0,43

-1,19

-0,24

0,37

0,18
0,15

0,14
0,07

0,33
0,52

-0,90
-1,48

-0,37
-0,11

0,51
0,22

Good Price

Produced in Slovenia
Traditionally produced
Produced in a specific region

Indulgence
Enjoyable meal
Excellent taste

Convenience
Convenient to purchase
Easy to prepare
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SEGMENT 1
Segment 1 is the largest segment containing 32% of the respondents. Consumers in this segment
consider “certificates as safety guaranty” more relevant than the other segments. They consider the
attributes “good price”, “low price” and “competitive price” less relevant than the other segments.
Consequently, price seems not to be an issue for the consumers in this segment.

SEGMENT 2
Segment 2 contains 13% of the respondents. Consumers in this segment consider “environmental
friendly” and “excellent taste” more relevant than the other segments. Furthermore, they consider
“animal friendly” more relevant that all the other segments except Segment 5 and “indulgence”
more relevant than all the other segments except Segment 4. Finally, “certificates as safety guaranty”
and “good value for money” are considered less relevant than the other segments.

SEGMENT 3
Segment 3 contains 16% of the respondents. Consumers in this segment consider “low price”,
“convenience” and “easy to prepare” more relevant than the other segments. The attributes
“sustainable production”, “fair price for producers”, “environmental friendly” and “animal friendly”
are considered less relevant than the other segments. Hence, all the sustainable attributes rated low
on relevance for this segment of Slovene consumers.

SEGMENT 4
Segment 4 contains 16% of the respondents. Consumers in this segment consider “indulgence” and
“enjoyable meal” more relevant than the other segments. Furthermore, “certificates as safety
guaranty” is considered more relevant than all the other segments except Segment 1. They consider
“convenience”, “convenient to purchase” and “easy to prepare” less relevant that the other
segments.

SEGMENT 5
Segment 5 is the smallest one containing 11% of the respondents. Consumers in this segment
consider “health”, “nutritious”, “improving health”, “healthy”, “good value for money”, “sustainable
production” and “animal friendly” more relevant than the other segments. They consider the
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attributes “traditional production”, “traditionally produced”, “produced in a specific region”,
“indulgence”, “enjoyable meal” and “excellent taste” less relevant than the other segments.

SEGMENT 6
Segment 6 contains 12% of the respondents. Consumers in this segment consider “good price”,
“competitive price”, “fair price for producers”, “traditional production”, “traditionally produced”,
“produced in a specific region” and “convenient to purchase” more relevant than the other
segments. The attributes “health”, “nutritious”, “improving health” and “healthy” are instead less
relevant to these segments than to the other segments.

CONSIDERATIONS ON SUSTAINABILITY ATTRIBUTES
The segments giving more relevance to sustainable attributes are Segments 5, 2 and 6. Data show
that consumers in Segment 5 consider “sustainable production” as high relevant whereas consumers
in Segments 2 and 6 consider specific sustainable issues as high relevant. For consumers in Segment
2 the most relevant sustainable issues are “environmental friendly” and “animal friendly” whereas
consumers in Segment 6 consider more relevant a “fair price for producers”. On the other hand,
consumers belonging to Segments 1, 3 and 4 consider sustainable attributes as low relevant.
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4.4 CROSS-TABULATION OF SEGMENTS BASED ON RELEVANCE AND
SEGMENTS BASED ON DETERMINANCE
In Table 6 are reported the results of the cross-tabulation of the segmentations based on relevance
and determinance independently. Each cell contains two lines of numbers: the first line reports the
observed scores (count) whereas the second line the expected scores (expected count) in case
relevance and determinance were independent of each other.

Segmentation based on relevance (SPSS 17.0)
1
Segmentation

1

based on
determinance

Count

2

Total

Total

1

1

22

3.6

2.7

6.8

3.1

3.8

2.0

22.0

2

3

11

3

3

0

22

3.6

2.7

6.8

3.1

3.8

2.0

22.0

4

9

11

2

2

2

30

5.0

3.7

9.2

4.2

5.1

2.8

30.0

9

2

5

9

11

8

44

7.3

5.4

13.5

6.2

7.5

4.1

44.0

9

8

18

10

12

5

62

10.3

7.6

19.1

8.8

10.6

5.7

62.0

3

1

9

3

6

3

25

Expected Count

4.1

3.0

7.7

3.5

4.3

2.3

25.0

Count

34

25

63

29

35

19

205

34.0

25.0

63.0

29.0

35.0

19.0

205.0

Count

Count

Count

Count
Expected Count

6

6

2

Expected Count

5

5

9

Expected Count

4

4

2

Expected Count

3

3

7

Expected Count

(Glimmix 2.0)

2

Count

Expected Count

Table 6 - Cross-tabulation of segmentation based on relevance and determinance independently. (Obtained using SPSS).

The Chi-square statistic is used to test for independence between two variables. If the variables are
independent of each other, i.e. they have no relation, then the Chi-square test will be not significant.
If the variables are found to be related, then the result of the statistical test shows that there is some
relationship between the variables. As shown in Table 7, there is some relationship between
relevance and determinance.
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Value
a

df

Asymp. Sig. (2-sided)

Pearson Chi-Square

42.335

25

.017

Likelihood Ratio

44.623

25

.009

Linear-by-Linear Association

7.826

1

.005

N of Valid Cases

205

a. 20 cells (55.6%) have expected count less than 5. The minimum expected count is 2.04.

Table 7 - Chi-square test.

In table 8 different colors are used to facilitate the reader in following the analysis of the crosstabulation of the segments based on relevance and determinance independently. Each line presents
one cell highlighted in brilliant yellow. This cell is the one having the largest positive difference
between observed and expected values. In light yellow are highlighted all the other cells having
observed values larger than the expected ones. Moreover, each line present a cell with the numbers
in red. This is meant to stress the cell with the highest match between relevance and determinance.

Segmentation based on relevance (SPSS 17.0)
1
Segmentation

1

based on
determinance

Count

2

Total

Total

1

1

22

3.6

2.7

6.8

3.1

3.8

2.0

22.0

2

3

11

3

3

0

22

3.6

2.7

6.8

3.1

3.8

2.0

22.0

4

9

11

2

2

2

30

5.0

3.7

9.2

4.2

5.1

2.8

30.0

9

2

5

9

11

8

44

7.3

5.4

13.5

6.2

7.5

4.1

44.0

9

8

18

10

12

5

62

10.3

7.6

19.1

8.8

10.6

5.7

62.0

3

1

9

3

6

3

25

Expected Count

4.1

3.0

7.7

3.5

4.3

2.3

25.0

Count

34

25

63

29

35

19

205

34.0

25.0

63.0

29.0

35.0

19.0

205.0

Count

Count

Count

Count
Expected Count

6

6

2

Expected Count

5

5

9

Expected Count

4

4

2

Expected Count

3

3

7

Expected Count

(Glimmix 2.0)

2

Count

Expected Count

Table 8 – Cross-tabulation with different colors to facilitate the reader.
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The analysis which follows is aimed at determining whether or not the segments based on relevance
are in line with the segments based on determinance.
As shown in Table 8, the 22 consumers clustered in Segment 1 based on determinance are scattered
all over the segments based on relevance. It can be concluded that not just one specific segment
based on relevance can be allocated to Segment 1 based on determinance. Cells 1,1 and 1,3
(containing respectively seven and nine of the 205 consumers) are now analyzed to determine
whether or not there is a match between the attributes considered as highly relevant and
determinant.
As highlighted in Section 4.2, the attributes considered highly determinant by consumers in Segment
1 are in descending order: “sustainable production”, “knowledge”, “indulgence”, “convenience” and
“good price”. On the other hand, based on relevance the most important attributes for consumers in
Segment 1 is “certificates as safety guaranty” which is an item of the category health. Hence,
consumers in cell 1,1 consider as high relevant and high determinant different attributes.
Based on relevance, the most important attributes for consumers in Segment 3 are “good price” and
“convenience”. Consequently, in cell 1,3 “good price” and “convenience” are both relevant and
determinant attributes. Given that cell 1,3 is the one containing the highest number of consumers,
these results could be generalized saying that for consumers in Segment 1 based on determinance
“good price” and “convenience” are both highly relevant and determinant. It is clearly a
simplification of reality given that consumers in cell 1,3 represent only 40% of the consumers in
Segment 1 based on determinance. It is advisable to be very careful in doing this kind of
generalization when the cell considered represent a low percentage of the total.
The 22 consumers clustered in Segment 2 based on determinance are scattered over the first five
segments based on relevance and the highest match is in cell 2,3. The eleven consumers in cell 2,3
consider highly determinant the attributes “convenience”, “good price” and “indulgence”. The
attributes considered highly relevant are “good price” and “convenience”. Consequently, in cell 2,3
with respect to the attributes “good price” and “convenience”, the degree of relevance and
determinance are in line with each other. On the other hand, the attribute “indulgence” turns out to
be determinant but not relevant.

The 30 consumers clustered in Segment 3 based on determinance are scattered all over the
segments based on relevance. The two cells with the highest match are 3,3 and 3,2 containing
respectively eleven and nine consumers. Consumers in cell 3,3 consider determinant the attributes
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“traditional production” and “convenience” and relevant the attributes “good price” and
“convenience”. Hence, convenience turns out to be both high relevant and high determinant for the
eleven consumers in cell 3,3. Consumers in cell 3,2 identify as determinant the attributes “traditional
production” and “convenience” and as relevant the attributes “sustainability” and “indulgence”. In
this cell determinance and relevance are not in line in relation to these attributes.

Analyzing in this way all the cells with the highest match, it is possible to determine what are for
each cell the attributes that are both determinant and relevant and hence whether relevance and
determinance are aligned or whether there is a gap. As can be seen from the cells analyzed, not in all
cells there is alignment between attributes considered highly determinant and relevant and in some
cases this alignment is partial regarding only some of the attributes considered highly important.
Consequently, the match between relevance and determinance is found to be rather weak.
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4.5 MATRIX RELEVANCE-DETERMINANCE IN RELATION TO THE ATTRIBUTE
“SUSTAINABLE PRODUCTION”
In Section 4.2 it has been highlighted that the segments giving high determinance to “sustainable
production” are Segments 1 and 4. The other segments are found to consider “sustainable
production” as low determinant or negatively determinant.
In Section 4.3 it has been highlighted that the segments giving high relevance to “sustainable
production” are Segments 5, 2 and 6. The other segments are found to consider “sustainable
production” as low relevant.
The above findings can be used in combination with the cross-tabulation to obtain a 2x2 matrix
having relevance and determinance on the axes and considering the attribute “sustainable
production”.
In table 9 next to the numbers indicating the segments can be found “H” or “L”. “H” stands for high
whether “L” stands for low. Both low and negatively determinant are labeled as “L”. Consequently,
the segments based on determinance considering “sustainable production” as highly important are
Segments 1 and 4. Segments based on relevance considering “sustainable production” as highly
important are 2, 5 and 6. All the other segments are labeled as “L”.
All the cells containing consumers which consider “sustainable production” as high relevant/high
determinant are highlighted in yellow. In this way we know how the consumers with this
combination of relevance/determinance in relation to the considered attribute are scattered among
the different segments. Moreover, we know the total number of consumers with these
characteristics that is equal to 25.
All the cells containing consumers which consider “sustainable production” as high relevant/low
determinant are highlighted in green. Table 9 shows how these 54 consumers are scattered among
the different segments.
All the cells containing consumers which consider “sustainable production” as low relevant/high
determinant are highlighted in blue. Table 9 shows how these 41 consumers are scattered among the
different segments.
All the cells containing consumers which consider “sustainable production” as low relevant/low
determinant are highlighted in orange. Table 9 shows how these 85 consumers are scattered among
the different segments.
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Segmentation based on relevance (SPSS 17.0)
1L
Segmentation

1H

based on
determinance

Count

2L

Total

Total

1

1

22

3.6

2.7

6.8

3.1

3.8

2.0

22.0

2

3

11

3

3

0

22

3.6

2.7

6.8

3.1

3.8

2.0

22.0

4

9

11

2

2

2

30

5.0

3.7

9.2

4.2

5.1

2.8

30.0

9

2

5

9

11

8

44

7.3

5.4

13.5

6.2

7.5

4.1

44.0

9

8

18

10

12

5

62

10.3

7.6

19.1

8.8

10.6

5.7

62.0

3

1

9

3

6

3

25

Expected Count

4.1

3.0

7.7

3.5

4.3

2.3

25.0

Count

34

25

63

29

35

19

205

34.0

25.0

63.0

29.0

35.0

19.0

205.0

Count

Count

Count

Count
Expected Count

6L

6H

2

Expected Count

5L

5H

9

Expected Count

4H

4L

2

Expected Count

3L

3L

7

Expected Count

(Glimmix 2.0)

2H

Count

Expected Count

Table 9 - Cross-tabulation used to obtain the relevance-determinance matrix in relation to the attribute “sustainable
production”.

The totals are reported below in the matrix in Fig. 6.

Fig. 6 - Matrix reporting the 205 Slovene respondents in function of the combination of relevance and determinance given
to the attribute “sustainable production”. The numbers between brackets are the percentages of the total.

76

The matrix in Fig. 6 shows the distribution of the respondents in relation to the degree of relevancedeterminance given to the attribute “sustainable production”. As highlighted in chapter 3, these
results can be generalized to the Slovene population.
Knowing the relative weight of each of the four cells is expected to be useful in helping Slovene
farmers deciding on what cells to invest more in terms of marketing and communication strategies
with the aim to foster the sales of their sustainable products.
Moreover, the matrix in Fig. 6 allows Slovene farmers to consider relevance and determinance
simultaneously in deciding their marketing strategies and reach all the consumers having a specific
combination of relevance and determinance, regardless the segments they belong to in the
segmentations based on relevance and determinance independently. Indeed, it is assumed that
marketing strategies targeting for instance cell A will be effective on all the consumers presenting the
combination low/low of the two variables, regardless of how

they are scattered in different

segments based on relevance and determinance independently.
Considering only one attribute is, as already underlined describing the theoretical framework, a
simplification of reality but, being “sustainable production” a point of difference of Slovene farmbased cheeses, it is expected that this matrix would be helpful in figuring out the recommendations
which suit best to the case considered in this thesis.
From the matrix in Fig. 6 it can be concluded that the biggest cluster of respondents, corresponding
to 41,5% of the total sample, belongs to cell A. These consumers consider “sustainability production”
as low relevant and low determinant. In declining order of size, we find cell D containing 26,3% of the
sample. Consumers in cell D consider “sustainability production” as high relevant and low
determinant. The third cell in size is cell B containing 20% of the sample. These consumers consider
“sustainable production” as low relevant and high determinant. Finally, the smallest cluster of
respondents (12,2%) is given by committed sustainable consumers who consider “sustainable
production” as highly relevant and determinant.
In the next section the matrix in Fig. 6 will be used to suggest Slovene farm-based sustainable cheese
processors the marketing strategies aimed at fostering the sales of their products that best suit their
case.

77

4.6 MARKETING STRATEGIES TO FOSTER THE SALES OF SLOVENE FARM-BASED
SUSTAINABLE CHEESES
In implementing marketing strategies aimed at fostering the sales of Slovene farm-based sustainable
cheeses it is advisable to start targeting the biggest cluster of consumers, that is cell A.
Consumers in cell A consider “sustainable production” as low relevant and low determinant. Hence,
they don’t care about sustainability issues and don’t buy sustainable food products. The best strategy
to target this cluster of consumers is connecting “sustainable production” to attributes they consider
determinant.
Looking at Table 3 in Section 4.2, it can be concluded that the attribute that is determinant for the
majority of the Slovene consumers is “indulgence”. Indeed, “indulgence” is highly determinant for
Segments 1, 2, 5 and 6 which correspond to approximately 63,6% of the total sample. For consumers
in Segment 4 “indulgence” is determinant but negatively. This is quite weird and it would be
interesting investigating the causes of this result. However, this is beyond the scope of this thesis.
Consequently, connecting sustainability and indulgence in cheese’s selling proposition and
communication is expected to be an effective strategy to target consumers in cell A. However, before
implementing this strategy Slovene producers should ensure that consumers perceive their product
as tasting excellently. To get this knowledge it is advisable to make some tests. Indeed, the strategy
to connect “sustainable production” to “indulgence” is expected to work only if the taste of
sustainable farm-made cheeses is perceived as superior to competing offers (i.e. a point of
difference). In case of disappointing results showing that the considered cheeses score low in taste,
producers should improve their products to better match consumers’ preferences or develop new
products more in line with the targeted consumer’s taste. If they are not able to improve their offers’
taste or developing new products, it is advisable to focus on another attribute that is determinant for
Slovene consumers in applying this strategy.
Once verified that their cheeses has a superior score on taste, producers should emphasize the
premium taste of their products in their product’s selling proposition and communication. Convincing
consumers in cell A that sustainable cheeses have a premium taste compared to the other offers and
taste excellently is the key to win these consumers over.
At farmers’ markets the possibility to address the communication directly to potential consumers
allow producers to stress the connection between sustainable production and premium taste at
relative low cost. To reinforce the focus on the excellent taste, producers could get potential
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customers’ attention inviting them tasting some samples and use the occasion to communicate their
message. Another possibility to stress the premium taste of their products could be presenting their
cheeses side by side with products of other category that are considered by Slovene consumers of
excellent quality. For instance, producers could suggest to eat their cheeses served with a wellreputed wine which is familiar to the majority of the consumers of a specific Slovene region. The
association between a well known and good reputed wine is expected to influence positively
consumers’ perception of the cheese. Small farm-based cheese processor could also make an
agreement with a local wine producer and both could present jointly wines and cheeses in their
selling displays. In this way consumers who go to the farmers’ market to buy wine could be
convinced to try it in combination with the recommended cheese and the other way round. This
synergic marketing is expected to increase the likelihood of getting new clients for both the
producers.
Besides the direct communication, it is advisable to prepare brochures stressing the premium taste
of Slovene sustainable cheeses.
The same marketing strategy consisting in connecting “sustainable production” to a determinant
attribute can be used with other attributes different from indulgence. For instance, given that
consumers in Segment 3 based on determinance consider “traditional production” but not
“indulgence” as highly determinant, a potentially successful strategy to target consumers of cell A
belonging to this segment is expected to be connecting sustainability to “traditional production”.

In targeting other cells of the 2x2 matrix, Slovene farmers are advised to start implementing the
recommendations that are common among many cells.
As shown in Section 2.6, providing regularly consumers with positive feedback showing that they are
really making a difference is a potentially successful strategy both for consumers in cell C and D.
Indeed, it is expected to reinforce the commitment of sustainable consumers in cell C emphasizing
the rightness of their sustainable choices and cheering their efforts. On the other hand, consumers in
cell D, care about sustainability issues but don’t buy sustainable food products, must be persuaded
that their individual contribution is effective.
Each farmer, knowing his/her productive reality, should be able to determine what aspects to stress
to convince Slovene consumers that buying their cheeses they are really making the difference. An
example could be emphasizing that milk of a native endangered cow’s breed is used in cheese
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production. This endangered cow’s breed is maybe less performing than breeds commonly used but
produces milk with a particular difference in its chemical composition which give an excellent taste to
cheese. Stress this point would be effective.
Positive feedback should be provided using direct communication at farmers’ markets, brochures or
web-sites. For a cooperative it is expected to be simpler creating and keeping regularly updated a
well-designed web-site. Hence, small Slovene farmers should consider the possibility of creating a
cooperative. Anyway, a singular producer could create its own web-site. Web-sites can be used also
to provide positive feedback and at the same time reliable and updated information to win over the
consumers in cell D who are mistrustful and skeptic that products claiming to be sustainable are
really so. Moreover, web-sites can be used to sell products on-line. A Christmas gift basket containing
sustainable products could be, for instance, a good present.
As highlighted in the previous section, cell D is the second one in size and consequently deserves
attention. Another strategy expected to be successful in targeting consumers in cell D is increasing
availability and visibility. It is expected that the improved availability and visibility will increase the
likelihood that these consumers buy the sustainable cheeses.
The productive capacity influences the types of distribution channels which are within a farmer’s
reach and his/her products availability. It means that the quantity of cheese that a farmer can
produce is limited by the number of animals and infrastructures. To increase production, farmers
probably have to invest in new infrastructures and enlarging the number of animals. Hence, it seems
unlikely that they can increase significantly their products’ availability in the short-run. Consequently,
given the limited productive capacity it is advisable to increase availability locally. For instance, a
producer could start selling his/her products more regularly at the farmers’ markets in his/her region
and at his farm. Then, he/she could start supplying local groceries and small supermarkets.
To increase further the availability of their products Slovene farm-based cheese processors could
becoming suppliers of local restaurants or entering the public sector catering, supplying for instance
the local school’s canteen. Again, small Slovene farmers should consider the possibility to join
creating a cooperative or joining existing structured association as Slow Food. In this way, they would
have more bargaining power in dealing with restaurants and supermarkets and would be able to plan
and act more structured marketing strategies and actions.
The premium price of sustainable products is another potential barrier for consumers in cell D. An
improved availability and visibility is expected to lower the perceived cost in terms of time and
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efforts to locate and buy sustainably. As highlighted in Section 2.6, the best strategy to foster
sustainable food products’ sales targeting cell D is lowering the perceived barrier and the premium
price is one of them. Another way to reduce the premium price is cut production and distribution
costs. Each farmer should evaluate where and how it is possible to cut costs. Again, create a
cooperative will allow to cut production and distribution costs because all farmers convey milk to a
centralized structure in which cheese is produced, aged and stored.
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5. CONCLUSION
The aim of this chapter is underlining that thanks to the analysis of the literature and of the empirical
results presented in this report it is possible to answer to all the research questions. A brief answer
to each of the four research questions follows.

RQ 1: What are the theoretical perspectives and evidence, provided by different academic fields of
study, about sustainable food consumption?
Three clusters of conceptualizations of sustainable consumption have been identified: 1) marketing,
consumer behavior and psychological; 2) sociological and anthropological; 3) political and ethical.
Within the first cluster there are two views. The first looks at sustainable consumption from a
rational information-processing and individual choice perspective and considers the individual
consumer as the key change actor. The individual consumer is believed to be able to influence
companies’ ethical conduct with his/her purchasing or non-purchasing decisions. Moreover, the
committed sustainable consumer is thought to take into account the public consequences of his/her
private consumption choices or attempts to use his/her purchasing power to bring about social
change. In making sustainable consumption choices, consumers are influenced by many individual
and contextual factors, which have been analyzed in Section 2.2. Scholars sustaining this view believe
that sustainability can be fostered within the current economic system through market forces. The
latter, is more systematic and sustains that consumers must be considered within their socio-cultural
context and need to be empowered to be effective as change actor. To empower consumers,
governments and companies are called to eliminate barriers and change permanently existing macroconditions which limit the effectiveness of consumers’ action. Scholars supporting this view believe
that sustainable consumption is doomed to remain a niche market within the dominant economic
system and that as a private lifestyle project, sustainable consumerism is a too much a heavy
responsibility to bear.
Within the second cluster the focus is on the role that consumption has in people’s lives, both
individually and as members of social groups. Sociologists see consumption as a positive social and
cultural force since it allows people to construct and express self-identities and social relationships. A
shift towards a more sustainable consumption pattern requests a wide social, economic and political
change consisting in a rethinking at all levels of society. This can be obtained only through collective
actions and governments, NGOs, media and industries are all called to do their part. The sociological
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and anthropological literature on consumption is characterized by an impressive heterogeneity of
theoretical positions and in Section 2.1.2 some perspectives are briefly described.

Within the third cluster the focus is on political consumerism and the citizen-consumer is identified
as the change actor. Consumption is regarded as an arena for political participation where boycotts
and “buycotts” are seen as the willingness to change an unwanted practice of some actors of the
agro-food system. In purchase or non-purchase decisions the citizen-consumer does political acts and
evaluates alternatives considering the effects of his/her own choice on the society and future
generations. Consequently, the citizen-consumer has a lot in common with the sustainable consumer
identified by marketers and psychologists. The necessity of making trade-offs between consumer and
citizen interests may leads to the so called attitude-behavior gap.
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RQ 2 : Why don’t consumers buy what is relevant according to their stated attributes importance?
Marketers often interpret the discrepancy between consumer’s stated attribute importance and
actual buying behavior in terms of non-alignment between relevance and determinance. Indeed,
what is important based on personal values and desires (i.e. relevance) may not be important in
judgment and choice (i.e. determinance). In order to shed light on the relevance-determinance gap,
marketers should get insight into the potential causes of the so called attitude-behavior gap.
Literature shows that positive attitudes towards sustainable food products are not necessarily
translated into actual buying behavior and that attitude is only one of many factors influencing
behavior and hence a poor predictor when considered alone. The many individual and contextual
factors influencing consumers’ buying intentions towards sustainable food products have been
extensively analyzed in Section 2.2 of this report. Many factors such as price, availability, visibility
and perceived effectiveness can act as barriers. Consequently, even consumers who state that
sustainability issues are important for them, in many occasions don’t translate this high degree of
relevance into sustainable food purchases.
In the Table 1 are reported the explanations and relative potential causes identified in literature for
the gap between supporting the idea of making sustainable food purchases and actually carrying it
out in the marketplace.

EXPLANATIONS

INDIVIDUALCOLLECTIVE
PARADOX

MORAL
DILEMMA

HEURISTICS
(mental
short-cuts)

BARRIERS

PRODUCT’S
ATTRIBUTE
CONSIDERED

ATTITUDINAL AND
BEHAVIORAL
ENTITIES

CAUSES

Free Riding-

Private vs.

Familiarity

Personal

Relative

Low/partial

Mistrust

public

barriers

importance

correspondence

given to

between entities

responsibilities

Brand
awareness

-

Limited budget

Situational
and product-

Habits

related
barriers

Table 1 – Explanations and causes of the attitude-behavior gap.
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attributes

Inappropriate
measures

RQ 3.

What are the recommendations found in the literature to foster sustainable food

consumption?
Each cell of the 2x2 matrix in Fig. 4 reported below contains a cluster of consumers having, in relation
to a specific sustainable attribute, the combination of relevance-determinance given by the axes. The
marketing recommendations found in the literature aimed at fostering sustainable food consumption
have been related to the cells of this matrix.
Consumers in cell A don’t care about sustainability issues and don’t buy sustainable food products.
The best strategy to foster sustainable food consumption targeting this cluster of consumers is
connecting the sustainable attribute considered to determinant attributes.
Consumers in cell B buy sustainable food products despite sustainability issues are not so relevant for
them, since they are under social pressures generated by peers or behavioral norms of groups they
belong to. The best strategy to target them is underlining and confirming the social norms and
pressure from peers
The best marketing strategies to target committed consumers in cell C are reinforcement strategies
such as: 1) To provide regularly positive feedback showing consumers that they are really making a
difference; 2) To emphasize the rightness of their sustainable behaviors and cheer their efforts; 3) To
encourage them becoming advocates of sustainable food products.
Finally, consumers in cell D care about sustainability issues but they don’t buy sustainable food
products. The best strategy to foster sustainable food consumption targeting this cell is using
traditional marketing leverages to remove or at least lower the perceived barriers. Potentially
successful strategies are: 1) To increase sustainable food products’ availability and visibility; 2) To
stress and demonstrate sustainable food products’ availability; 3) To lower the perceived premium
cost of these products; 4) To persuade consumers that their effort can make a difference; 5) To
provide them reliable and easily accessible information; 6) Branding.

Fig. 4 -Matrix relevance-determinance
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RQ4: What suggestions can be given to Slovene farm-based processors of sustainable cheeses to
foster the sales of their products?
All the marketing strategies suggested to Slovene farm-based sustainable cheese processors to foster
the sales of their products are based on the distribution of the Slovene population in relation to the
degree of relevance-determinance given to the attribute “sustainable production”. This distribution
is reported below in the matrix in Fig. 6.
First, Slovene producers are advised to target the biggest cluster of consumers, that is cell A. The best
strategy to target these consumers is connecting “sustainable production” to “indulgence” which is
highly determinant for most of the Slovene. The key to win over these consumers is convincing them
that sustainable cheeses taste excellently and have a premium taste compared to the other offers.
They should stress the connection between sustainability and the premium taste both in their
products’ selling proposition and communication using brochures and direct communication.
Detailed suggestions about how to reinforce the focus on indulgence are given in Section 4.6.
Second, in targeting other clusters of consumers it is advisable to start implementing the
recommendations that are common among many cells. Providing regularly consumers with positive
feedback showing that they are really making a difference is a potentially successful strategy both for
consumers in cell C and D. Positive feedback should be provided using direct communication at
farmers’ markets, brochures and web-sites.
Increasing availability and visibility is another potentially successful strategy to target cell D. Detailed
suggestions about how Slovene farmers could implement this strategy are given in Section 4.6.
The increased availability and visibility is expected also to lower the perceived cost in terms of time
and efforts to locate and buy sustainable cheeses. This will be particularly effective to consumers in
cell D. Another way to reduce the premium price is cutting production and distribution costs.

Fig. 6 – Matrix reporting the 205 Slovene respondents in
function of the combination of relevance-determinance given to
the attribute “sustainable production”. The numbers between
brackets
are
the
percentages
of
the
total.
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6. DISCUSSION
The structure of this chapter is as follows. First, the contributions of this thesis to the marketing and
consumer behavior literature are discussed. Second, the managerial implications for Slovene farmbased sustainable cheese processors are described. Third, the limitations of this work are presented.
Finally, indications for future research are given.

6.1 ACADEMIC IMPLICATIONS
This thesis contributes to the marketing and consumer behavior academic literature in many ways.
First, the extensive analysis of the literature covering many academic fields of study within the social
science gives to the reader an overview of the predominant existing conceptualizations of
sustainable consumption. It is expected that looking at sustainable consumption through different
lenses could help marketing scholars figuring out new models to study the complex decision
processes behind sustainable consumption. Scholars could find particularly interesting the view of
sustainable consumption adopted by politics and ethicists since the citizen-consumer has been found
to have a lot in common with the sustainable consumers identified by marketers.
Second, the theoretical framework is expected to be a valuable tool in setting marketing and
communication strategies aimed at fostering sustainable food consumption. This framework suggests
that the influence of the many socio-demographic, individual and contextual factors on relevance
and/or determinance could be either direct or indirect, i.e. mediated or moderated by other factors.
Moreover, it suggests to test whether and how each factor influences relevance, determinance or
both. Furthermore, the framework shows that relevance can lead to determinance consistently or
that a gap can occur and hence highlights the potential causes of this gap. In addition, the framework
suggests to segment consumers using a 2x2 matrix. Each cell contains a cluster of consumers giving
to the sustainable attribute considered the combination of relevance and determinance presented
on the axes. Consumers in each cell of the 2x2 matrix should be targeted with specific marketing
strategies. Moreover, the 2x2 matrix allows to know how the sample is distributed among the cells
and consequently to determine on what cells to invest more in terms of marketing and
communication strategies. The theoretical framework proposed in this thesis is expected to have a
broad applicability.
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Third, the marketing recommendations aimed at fostering sustainable food consumption are tailored
to the most appropriate cell of the 2x2 matrix. A strategy targeted to a specific cell is expected to
allow to reach all the consumers having that specific combination of relevance and determinance in
relation to the attribute considered, regardless of how they are scattered in different segments
based on relevance and determinance independently.
Fourth, it is shown how to cluster a sample of respondents in the 2x2 matrix. In this thesis a three
steps procedure is used: 1) the sample is segmented based on determinance using Glimmix and the
segments considering “sustainable production” highly determinant are identified; 2) the sample is
segmented based on relevance using SPSS and the segments considering “sustainable production” as
highly relevant are identified; 3) the segmentations based on relevance and determinance
independently are cross-tabulated and the resulting cross-tab is used to obtain the 2x2 matrix. In
future it is expected that more advanced statistical methods would simplify this procedure reducing
the number of steps to obtain the 2x2 matrix.
Fifth, the 2x2 matrix is expected to reduce the risk of incurring in marketing failures thanks to the
simultaneous use of relevance and determinance.
Sixth, applying the theoretical framework presented in this thesis to specific realities marketing
scholars and practitioners are expected to improve greatly their knowledge about the determinants
and the causes of the relevance-determinance gap.

6.2 MANAGERIAL IMPLICATIONS
To foster the sales of their sustainable cheeses, Slovene farmers are advised to start targeting cell A
of the 2x2 matrix reported below since it contains the biggest cluster of consumers (41,5%). These
consumers consider “sustainable production” as low relevant and low determinant. The best strategy
to target cell A is connecting “sustainable production” to “indulgence”. The key to win over these
consumers is convincing them that sustainable cheeses taste excellently and have a premium taste
compared to the competing offers.
Consequently, Slovene farmers are advised to stress the connection between sustainable production
and premium taste both in their products’ selling proposition and communication. At farmers’
markets Slovene farmers are advised to use direct communication and brochures emphasizing the
premium taste of their sustainable cheeses. For instance, they could get potential customers’
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attention inviting them tasting some samples and use the occasion to communicate their message.
Another possibility to stress the premium taste of their sustainable cheeses is displaying them in
association with a well known and good reputed local wine. It is expected to influence positively
consumers’ perception of the cheese. An agreement with a local wine producer, thanks to which
both farmers present jointly wines and cheeses in their selling displays, it is expected to increase the
likelihood of getting new clients for both the producers.
In targeting other cells of the matrix, Slovene farmers are advised to start implementing the
recommendations that are common among many cells.
First of all, Slovene farmers are advised to determine what aspects of their productive realities can
be stressed to convince consumers that buying their cheeses they are really making the difference.
Hence, they are advised to provide regularly consumers with positive feedback using direct
communication, brochures and web-sites. This strategy is potentially successful for both consumers
in cell C and D. Indeed, it is expected to reinforce the commitment of sustainable consumers in cell C
emphasizing the rightness of their sustainable choices and cheering their efforts. Moreover, it is
expected to persuade consumers in cell D who consider “sustainable production” as high relevant
but low determinant that their individual contribution is effective.
Given that cell D is the second in size (26,3%) it deserves particular attention and Slovene farmers are
advised to take into consideration also the following potentially successful strategies to target it.
A well designed and regularly updated web-site can be a valuable tool to win over the consumers in
cell D who are mistrustful and skeptic that products claiming to be sustainable are really so. The best
suited strategy in this case is providing them with reliable and updated information, stressing the
sustainability of the farm-based cheeses.
Moreover, Slovene farmers are suggested to target cell D also increasing the availability and visibility
of their products. To do so they are recommended to sell more regularly their cheeses at the local
farmers’ markets and at their farms, start supplying local groceries and small supermarkets, become
suppliers of local restaurants or enter the local public sector catering supplying for instance the
school’s canteen. Furthermore, Slovene farmers should stress and demonstrate the increased
availability using in-shop advertising and fliers distributed by post.
Availability can be significantly increased also giving consumers the possibility of buying on-line.
Slovene farmers could start selling gift baskets containing their sustainable products in special
occasions. For instance, a Christmas gift basket containing sustainable products could be a good
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present. Thanks to the possibility of selling on-line, Slovene farmers can reach also consumers living
far away from their farms.
The premium price of sustainable products is another potential barrier for consumers in cell D. An
improved availability and visibility is expected to lower the perceived cost in terms of time and
efforts to locate and buy sustainably. Moreover, Slovene farmers are advised to cut production and
distribution costs because this would allow them to lower the selling price of their cheeses.
Finally, small Slovene consumers are advised to consider the possibility of joining, creating a
cooperative. This is expected to give them more bargaining power with supermarkets and
restaurants, cut production and distribution costs and the possibility of setting more structured
marketing strategies and actions. A valid alternative to create a cooperative could be join to an
existing structured association such as Slow Food which could help small Slovene farmers in
marketing their products.

Fig. 6 – Matrix reporting the 205 Slovene respondents in
function of the combination of relevance-determinance given
to the attribute “sustainable production”. The numbers
between brackets are the percentages of the total.

6.3 LIMITATIONS
The main limitation of this thesis is that only a part of the theoretical framework has been applied in
analyzing data and results. This is due to the fact that existing data have been used. Indeed, these
data don’t provide a complete picture of whether and how the many influencing factors considered
in the framework influence the relevance and/or determinance of sustainability. In addition, these
data don’t allow to study what are the causes of the relevance-determinance gap in the Slovene
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population in relation to farm-based sustainable cheeses. This limitations could be overcome doing
follow-up studies.

6.4 FUTURE RESEARCH
In future research it would be interesting targeting again Slovene consumers and collecting
information about the influencing factors and causes of the relevance-determinance gap. This would
allow to apply at the case of sustainable cheese consumption in Slovenia the whole theoretical
framework presented in this thesis.
Moreover, the many marketing strategies suggested in this report need to be tested in real market
situations for their validity. Future research could choose a Slovene farmer as unit of analysis, tailor
the marketing strategies at his productive reality, create a marketing plan and then measure the
effectiveness of the strategies in terms of market share or sales.
It would be interesting also testing the framework in different European countries with the aim to
determine the differences among European consumers in relation to sustainability attributes.
Moreover, applying the framework in other continents (U.S.A, Asia, Latin America, etc.) would allow
scholars to investigates the socio-cultural differences in relation to sustainable consumption. This
knowledge would be particularly valuable for multinational companies which have the need to tailor
their offers and marketing strategies to different realities.
Finally, the framework proposed in this thesis could be used in studying consumers’ intention to buy
a wide variety of sustainable and conventional products in different categories.
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