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Recruitment of Panellists
FRANCE

7 Champion supermarkets Auvergne:
4 /dry-cured ham, 6 /wine
2 urban supermarkets, 2 sub-urban, 3 rural

Dry-cured ham: 612 customers 78 final panellists
Wine: 382 customers 67 final panellists
GERMANY (only red wine)

Own panel during 6 months

Two regions: Saarland/Pfalz (producing area), Bavaria
(outside production area)

2215 interviewees 259 final panellists

SPAIN (only dry-cured ham)
Two Carrefour hypermarkets in Zaragoza
5640 customers 216 final panellists
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Experimental design of consumer survey expected /realised

Spain France | Germany Nb panellists
Red wine 400/382 | 400/ 253 800 /635
Dry-cured ham ' 400/5640 400/612 800 / 6252

Nb panellists = 400/ 564d‘ 800/994 | 400/ 253 1600 / 6887

Expected /actual decrease nb panellists /succession stages

Spain France Germany

Stage Ham Ham Wine Wine
Purchase recording 400 /5640 400/612 400/ 382 400 /254
Hedonist test 1 200/ 247 200/87 200/73 200/ 222
Conjoint analysis 100/ 216 100/78 100/ 67 100 /259

198

99



2l Portal Aragdn Investiga - DGA - Microsoft Internet Explorer

Favoritos  Herramientas

Archivo  Edician  Ver Ayuda

Prenza
Agenda
U abidas

| Suscripcidn Baletines

InVé%ﬁga'

idembre d

= Identidad Becas y Proyectos | Actualidad = Qué investigamos  Enlaces  Imagenes

Actualidad

Moticias 1

£ El CITA desarrolla un proyects peo para

alc de productos tipicos

categorfas Estudiar el commportarmiento de compra del consumider y la
percepcién que tiene de los productos tipicos come el jamén
curado v el vino es el objetivo del proyects Typic, pertenedents
a la UE Una investigacién rmultidisciplinar cuyos participantas
provienen de cinco pafses europeos (Ezpafia, Francia, Alermania,
Inglaterra y Bélgica) y nueve institutas de Investigacidn,

El Cantro de Investigacidn y Tecniologia Agroalimentaris (CITA),
dependiente  del Departamento de Cienca, Tecnologia v
Universidad del Gobierno de Aragén, liders los estudios
ejecutados tanto en Espafia como en Franda y Alemania. Para
estudiar los comportarmientos del consumidor espafiol se ha
escogido Zaragoza, con la participacidn de Carrefour y la
Facultad de Veterinaria, a través de un convenio de colaboracian
con estas dos entidades.

Este estudio que se inici5 el afio pasado servird para establecer "cusles son los aspectos diferenciales
que hay detrés de los productos tipicos y en qué medida influyen a la hora de que el consumidor elija un
producto u otro”, explica Luis Miguel Albisu, jefe de |a Unidad de Economia Agraria del CITA,
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Several potential explanations of purchasing behaviour
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WP1: Assessment of the organoleptic
properties of typical food products
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Wine blind test France

B56 Typic

verage ratings
B62

Apart B56, French consumers prefer German
Dornfelder Rheinberg-Kellerei.

They appreciate also 3 up to 4 typical wines:
Beaujolais-village domaine des Nugues,
Dornfelder Deutsches Weintor, Blrklin Wolf

B56,D52,D37,D41 most preferred by consumers

B61 D37 typic
4,37 5M
B34 D41 typic
4,44 5,11 Distribution 3 classes appreciation:
B31 typic
453 4,68

D56,B31 ratings divided in 2 opposite groups
34, B61, B62 not well appreciated

/\ B60, B

§§ LR L
15 Distribution
1% of panel’s
S % D D¥ DM D% BE BH BM BSl B2 ratings
typic typic  typic typic
@ a bit [0-4] @ moderate [4.1-6.0] O greatly [6.1-10] wine
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Wine blind test France

4 groups of consumers:

axis 1: French vs German wines

axis 2: Typical vs non typical for French wines

the largest group appreciates typicality of some German Dornfelder

PCA corIsumers/wines

39% var

ance explained

French
No typical

*
B60

0,80

B61,0,40 1
20 assessors
* B34

German
Typical

* D41

23 assessors

-0,80

0,00
Axis 2-16,21 %
French
Typical/ e Bs6 -0,40
10 assessors
* B3l
-0,80 -

-0,60

Axis1-21,67 %

14 asségssors

German
No typical

202

101



Hedonist rating blind test Germany wine

Average rating

1 l
2 1
3 l
4 l
5 1
6 l
7 1
8 l
9 6.50 1
10 1
|
7
1 = Chateau de I’Eclair 2002 6 = Dt. Weintor 2003
2 = Le Pere la Grolle 2002 7 = St. Gisbertus 2002
3 = Domaine des Nugues 2002 8 = Rheinberg 2003
4 = Beaujolais Villages Champion 2002 9 = Mussler 2003
5 = Dt. Weintor 2002 10= Bottwartal 2003
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Ham blind test France

blind rating
Aoste F20 6.20
Champion F18 6.04
Teruel DO S16 typical 6.03
Bayonne RdF F17 5.75
Auvergne F15 typical 5.57
Serrano S21 5.41
Dry-cured ham F19 5.40
Aveyron F16 typical 4.98
Iberian nuestra S18 4.38
lberian lazo S19 typical 4.28

Particularly appreciated F20, F18,
S16, F17

Iberian appreciated by 30% French
consumers but rejected by other

Hams particularly appreciated
include regional, Spanish DO,
and commercial or distributor
brands

Typicality established by food chain
actors not a criteria preference:

70 % consumers

-+ §16,F15 preferred by

most of consumers

60

50

40

30

20

F20 F18

St6typical  F17

@ [04] m [4,1-6] O [6,1-10]

L+ F16 divided appreciation

F15 typical

s21

F19

F16 typical

S1

* S19 mainly rejected, due
to a specific taste

Distribution
of ratings

S19 typical

ham

Class of
notation:
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Effect of information on preference, Germany wine

Difference between hedonist ratings in identified and blind test

Difference

Wine Nr.
1 = Chateau de I'Eclair 2002 6 = Dt. Weintor 2003
2 = Le Pere la Grolle 2002 7 = St. Gisbertus 2002
3 = Domaine des Nugues 2002 8 = Rheinberg 2003
4 = Beaujolais Villages Champion 2002 9 = Mussler 2003
5 = Dt. Weintor 2002 10= Bottwartal 2003
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Effect of information on preference, Spain ham

1.2 4 1.14

1.0 1

038 -

0.6

04 -

0.2

0.0

-0.2 4

-04 4

06 Difference between hedonist ratings in identified and blind test

U0 = -0.55
S$19 | Lazo lberian, Huelva DO S$21 | Granadul STG Serrano
S18 | De Nuestra Tierra Huelva, no DO | S20 | Carrefour
S07 | Navidul 4 Estaciones no DO F17 | Reflets de France Bayonne, Label Rouge
S$17 | Ribera del Jiloca Teruel, no DO F16 | Couderc Aveyron, no DO
S16 | Alto Mijares Teruel DO F15 | Thoumieux Auvergne, no DO
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Effect of information on preference, France

30 4

»{  Dry-cured ham .

F16 Chateau I’Eclair
S21 Granadul Serrano

F20 Aoste
5| 0 F s16 F17 F15  s21  F9 F6 S8  s19.q4 F15 Thoumieux Auvergne
3.9 typical typical typical typical F18 Champion
10 J
oblind test /10 midentified test /10 m variation %
25
20.7 21.4

a = . 527 5.06 5.65)

B31 Chateau I'Eclair 55 5518 s

D56 Saint Gisbertus °

B34 Pere la Grolle

B56 BV Domaine Nugues BS D2 D7 D41 DS B B3 BM  Bel  BR

51 typic typic typic'- typic .
Wines
o blind test /10 m identified test /10 m variation %
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Effect of familiarity with product on blind preferences
of French & Spanish consumers, ham
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Conclusion

Consumers appreciate typicality

Dry-cured ham

Consumers appreciate sensory traits

Effect of familiarity (in each category)

Local origin, strong and distributor brands
Variety seeking & open taste for some consumers

Effect of information

Positive impact on preferences

Increased dispersion of individual ratings

Effect of origin intensified

Confirmation of a segment of curious consumers
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French hams, types of production

multifactorial analysis

origin 1
.F19
= matuke 1

scale

In

JF11
F03  origin

no label

Facteur 2 18.37%

dustrial

F08

hedonist blind preferences

explained by processing factors
Origin, breed, maturation, label, scale

mature 3

scale 2 breed 2 |

F14

breed 1"°
s

- F12

n-farm\. '391%

Facteur 1 34.42%
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