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Abstract

An understanding of the process by which consumermnatch consumption choices to personal values is pewul aid to guide
strategic market orientation. It is of particular i mportance in the highly saturated food markets of dveloped countries, where
consumer needs are shifting closer and closer towds the search for quality and emotional benefits. Tis study sets out to explore
variation in the consumer choice structure in relaion to three products with different levels of seach, experience and credence
attributes, using means-end chain theory. The reswdtsuggest the presence of an emotional componentfgods that increases in
complexity (becomes more abstract) with the numbeof credence attributes associated with the producta fact worthy of the
consideration of product managers when designing nniketing strategies.
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|.|NTRODUCTION

Awareness of consumer needs and preferences imlctoiche success of any product on the markethalmore so in
these times of intense competition and heightermatumer demand. Matching product supply to consumeds is an
extremely difficult process in any market, and #dggifood market is no exception. Saturated agrifowtkets in developed
countries need to steer their approach away frantrtditional production-orientated methods towardsketing-orientated
alternatives. In other words, the production nesfdsonsumers have already been met; and the aneveatisfying their
preferences lies in the search for high qualitydpais incorporating emotional benefits [28].

Quality is the key choice-determining factor inatédn to food products [21]. At the theoretical éevtwo key models
have been developed to identify custom needs infdbd sector: the Quality Guidance Model [58] ahd Total Food
Quality Model [21]. While the Quality Guidance Mddécuses on relating consumer quality judgments the
characteristics of the physical product, the Tétabd Quality Model also considers the factors thétrvene between
purchase behaviour and expected quality and experibquality.

Based on these models, [21] propose four distipges of food-specific quality, assuming quality have both an
objective and subjective side: product-orientediguéwhich refers to the physical characteristadsthe product), process-
oriented quality (the characteristics and princpd¢ the production process, including norms), iqpabntrol (the extent to
which product and process-oriented quality are letgible at pre-specified levels) and user-orienigality (the subjective
quality perceptions of the user).

One explanation for the relation between the charestics or attributes of the product and the iqyaglerceived or
expected by the consumer is provided by the inftioneeconomy theory, according to which a prodscsaid to convey
three types of cues: search cues, experience odesredence cues [11, 41], with different levelslo$traction [64]. Search
cues are visible before purchase and enable theuowar to judge the quality of the product. Expes&ecues can only be
observed and verified after consuming the procuud, credence cues are hidden, that is, they céenalbserved or verified
by the consumer at any time, not even after con§omp

Based on this classification, it is possible toidivgoods into three classes, search goods, erpergoods and credence
goods, depending on the nature of their predomimduatracteristics. Food has been traditionally attarssed as an
experience good [55], although the crises that ladfexted the food industry in recent years, togethith growing concern
over issues such as health, animal welfare, re$pettie environment, among others, have resutiddad products gaining
more and more credence attributes, requiring higheals of abstraction in the mind of the consuf2ér 23, 56].

Consumers' perception of these characteristicasedon information processes and the formationfefred beliefs [14,
31]. The perceived value of a food product leadsatbelief in the consequences or benefits to bévetkrfrom its



consumption, which vary according to its charaste$. In order to learn how consumers infer subjecquality from
objective quality, it is necessary to know how thHek the characteristics of the product with thensequences of
consuming it [18]. In the last 30 years, the comdeyking product characteristics to basic purchasaivation has been
examined by using the “means-end chain” theory 425,70].

This issue provides the main focus of this studlictv sets out to analyse how consumers infer stibgequality from
objective quality, by exploring the ways in whidtey link product characteristics with the consegesrand values derived
from consuming it. At the same time, we will tryaonalyse whether a consumer’s choice structurerdificcording to the
type of goods with which she is confronted. In mepecific terms, the aim is to investigate whettter degree of
abstraction in the purchase decision process tgehifpr products presenting a greater number afdriccues, that is, those
that cannot be directly observed and judged byctmsumer. This, if confirmed, will have implicat®for the marketing of
this type of product.

The remainder of this article is structured inte four sections. Section 2 deal describes the idgrconcept of the
means-end chain theory. Section 3 focuses on tlikeoa@logy used in the study. Section 4 presentsrthia findings and
section 5 summarises the conclusions and identtiesnain limitations and possible extensions efrésearch.

II.T HEORETICAL FRAMEWORK. THE MEANS-END CHAIN THEORY.

The basic tenets of the “means-end chain” theoryevpait forward by the psychoanalysts Tolman (19&%) Smith
(1934) and the economists Abbot (1955) and Nofrggtl), but it was Gutman (1982) who introduced #pproach to the
field of marketing and consumer research. Gutma&®@BZ) oriented the means-end chain towards the etmo of
consumer knowledge of consumer behaviour. The meadschain is therefore a cognitive structure tliaks the
consumer’s knowledge of products to his personahiedge of certain consequences and values [1233,6563, 61, 69].
The fundamental principle of the theory is that significance of product, service or behaviouratgras is stored in the
memory in the form of a chain of hierarchicallyateld elements.

The means-end chain (MEC) approach runs parallgi e origin of attitude research represented bgeRberg’s
expectancy-value theory (1956), which claims thaistimer actions have consequences that are subfgguated to
certain product attributes [4]. The main premisthé consumers learn to select those productdehaire the attributes that
allow them to achieve their desired consequences @, 25, 44, 48, 61, 67]. The MEC theory assuthas people base
their purchase decisions not on the products thieesebut on the benefits to be gained from theirsumption [36].

Food purchase decisions tend to be influenced mpslic and emotional factors, [9, 20, 57] and theeans-end chain”
theory may be able to shed some light on how auiomaconscious and/or emotion-based decisionsnade [20, 42, 44].

The means-end chain theory suggests that produmwulgdge in consumers is hierarchically organisedldwels of
abstraction [26, 29, 50, 68]. The higher the lefedbstraction, the stronger and more direct thatiomship with the person
(Olson & Reynolds, 1983). A product attribute i¢ mportant for its own sake, it becomes importtam the moment it
begins to represent desirable or undesirable coesegs, which are then transformed into personaksg42]. A chain
begins with a product attribute and establishesguance of links with personal values through thresamer's perceptions
of the consequences or benefits to be derived fremain attributes of the product, service or bahav In that sense, [13]
indicate that the hierarchical models demonstrapesor ability to predict behaviours in two foddms.

In the analysis of mental images, each basic le¥abstraction can be subdivided into subleveladileg to distinct
categories of abstraction. In this respect, [60ppsed six levels in the means-end chain; the tower levels (concrete
attributes, abstract attributes and functional eqasnces) make up the consumer's product knowledyjle, the three upper
levels (psychological consequences, instrumenthlegaand terminal values) make up the consumelfsksewledge.
Concrete attributes are those properties or cheniatits of the product, service or behaviour thay be preferred or sought
by consumers; abstract attributes are those thatotebe verified without consuming the product andst therefore be
inferred from internal or external information so@s. Functional consequences are the benefitsiiteraer derives directly
from the attributes of the product or service comsd. Psychological consequences are the more @émsosocial and less
tangible consequences. Instrumental values aragitle goals related to the behavioural channetsutth which terminal
values can be satisfied. Finally, terminal valuespeferred end states.

This methodology has been used in several studimsdaat analysing the consumer choice structure irariety of
products [15, 25, 32, 34, 37,51, 63, 66, 69], wammin the choice structure in relation to constiomp frequency [8, 16], in
different countries [5, 42, 61] and using differ&addering techniques [53]. There is however nernegice in the literature to
studies analysing the impact of the relative amairgearch, experience and credence cues preseytagroduct on the
degree of abstraction in the choice structure. Bhike differentiating feature of the present gtud



1l. METHODOLOGY.

The data required for the purposes of this reseaste collected in Navarra (a region in northermiBghat can be
considered representative of Spanish average carisumpatterns) in March 2006 by means of an adg®eysonal survey
of a sample of main household food shoppers. Iritbesection, respondents were asked about dogisumption habits in

relation to three products: rice, wine and a funai foodl. They were also presented with different prodtistbaites and

asked to indicate the importance they attachedhémtwhen shopping for the three proddctsn part two of the
questionnaire, the necessary methodology (laddéniegviews) was used to elicit the means-end chaimwduced by the
respondents for each of the products presentedetm.t The third and final part of the survey dedthwthe main socio-
demographic characteristics of the respondents.

The means-end chain is usually measured by medamsgjualitative interviewing technique known asdadng, initially
developed by Hinkle (1965) [19, 47, 48, 49], angdeenhanced and refined by several authors. Tddeting technique
takes the form of a personal, individual, in-de@mi-structured interview, aimed at detecting dttebute-consequence-
value associations made by consumers with respecptoduct, as described by a number of authocshalre made use of
this methodology [6, 7, 10, 12, 26, 42, 46, 48, 61]

There are three stages in the laddering processetlection of the product attributes relevanhtodnalysis; the in-depth
interviews; and the analysis of findings. In thrstfistage, various procedures are used to idehgfyelevant attributes of the
product in question. In the second stage, subpetsjuestioned by means of probing techniquesfig¢gpby the question:
“Why is it important to you?”, in order to elicitom the respondents the reasons why the attritsgéected for their
relevance in the first stage of the survey are g to them in terms of the associated conseaseand values. In the
third stage, the concepts identified in the intewss are classified into a few categories, anditi@fes between them are
entered on an implication matrix from which a hietdcal value map (or HVM) is then constructed 76,10, 39, 42, 46,
61].

The attributes selected for the attributes-valuasrimwere drawn from the reviewed literature, anwhsultation with
experts through a pilot survey, which resultedighteen concrete and abstract attributes of rineefgerience good), 11 of
wine (a search good) and 13 of the functional fé@dredence good), all of which are listed in th@péndix (Table 1A).
Similarly, drawing on the reviewed literature om timeans-end chain and laddering analysis, we ¢atrdlbe consequences
found to be most relevant in prior research, wigakie us 19 functional and psychological consequetucbe derived from
the consumption of rice, 21 for wine and 23 for filmectional food (Appendix, Table 1A). Finally, ftme values we used in
all cases the LOV (list of values) proposed by [38]d later modified to form the Rokeach Value 8yr{RVS), which
includes nine instrumental and terminal personalesthat are relevant to consumer behaviour (shiawrable 1A in the
Appendix).

The data in this part of the questionnaire werbeyaid by means of the “Association Pattern Teclafichetter known as
the APT technique, which was introduced by Ter kéafe et al. in 1998 and is considered appropratedmples of more
than 50 individuals [2, 27, 54]. This method coraps two independent matrices: an attribute-consegumatrix and a
consequence-value matrix.

One of the main issues to be considered when wgrkith hierarchical value maps is the determinatibnhe cut-off
point, which marks the number of linkages to bevadid on the map [35]. It is tricky to decide whaigfuency of linkages or
relationships between two levels of abstractiothis most significant or important and therefore twvaeflecting on the
HVM. A high cut-off level (only high frequency lilges are shown) simplifies the map because it esdtie number of
linkages, but it may lead to the loss of importafdrmation. A low cut-off level (map also showsMdrequency linkages)
results in a complicated map that is more difficaltinterpret. Most of the various cut-off deteration methods put
forward in previous research [45], agree that adgoat-off point is one that leads to a solutionyilimg the maximum
amount of information together with the optimum egof readability [1, 49].

The method used to determine the cut-off point um study is that recommended by [35], known as‘“thp-down
ranking” method and based on the premise thatesibandents will not necessarily form the same nurobdinkages
between levels of abstraction (it is commoner ® &éarger number of linkages at the lower levélshstraction than at the
higher levels). Hence, it may not be wise to useshme cut-off level when the number of linkagdfedi across levels of
abstraction. The strategy applied in this methotbisletermine the cut-off point following the nati@f the linkage of
“importance”. The most important linkage is asstaawith the highest frequency entry. In other vgprionportance is
determined by the order in the ranking of entryiscdih this way, different HVMs are obtained forffdient orderings.
HVML1 shows the most important linkages and is dlso simplest and easiest to interpret of all thesjide HVMs, the
process is then repeated at each level successiMadyadvantage of this method is that it allowsauebserve one by one

L A functional dairy product with an immunologicdfest.
2 The importance of the attributes was measuredfivegooint Likert scale, where 5 indicated thehegt level of importance.



the most important linkages between each two lewetdle also allowing us to compare groups at thme cut-off level.
The ranking cut-off level method also allowed usntorporate a reasonable amount of the initiah datthe final analysis
of variance

The decision to use a convenience sample [27]isnstiudy was due to the fact that [65] consider@ma/enience samples
admissible for use with laddering methodology, alsb to the complexity of the process and to tlee tfaat the respondents
are familiar with the product and therefore ablexpress more ideas about it. In this case, thelsawas made up of 70
individuals contacted by personal invitation thrbwmn e-mail. This size of sample is consistent witse observed in most
of the previous research in which this techniquebeen employed.

Table 1 shows the characteristics of the sampletlamdegional population for purposes of compariddre sample and
the population can be seen to differ in genderidigion, the population of Navarra being made tiplmost equal numbers
of men and women, while the sample was clearly ferdaminated. This was because the survey was ctedlwon main
household shoppers, the majority of whom turnedtailte women, as supported by most studies. Aveagge meanwhile,
can be seen to be similar in both contexts, aansly size. Finally, there are significant diffecers between the educational
level of the respondents and the population of Navas a whole, since the highly-educated in tmapsa outweigh the
middle-educated in percentage terms. Neverthetegs, research on the consumption of the three ytsdin question has
not found educational attainment to be a key dateng variable, which is why this sample is cons@teto provide a good
approximation of consumer behaviour in the popaftatf Navarra.

Table 1 Cnharacteristics of the sample and the Navarra (Shaegion) population as a whole

Sample| Spanish region
Navarra
Sex
Male 25.8% 49.77%
Female 74.2% 50.23%
Average age 40.3 40.5
Size of household 2.80 2.90
Level of education
Elementary 6.5% 18.67%
Intermediate 17.7% 52.24%
Higher 75.8% 29.09%

Source: National Statistics Institute ( INE) (SPd@007) and authors' own calculations

Interviewing was conducted in groups of approxinyai® people who were given an explanation of tbetent of the
different parts of the questionnaire and instruddidor completion. Special emphasis was placed hen laddering
methodology; and an example was given of the meadsehain relationship to ensure a fuller undedstanof the process.
Each interview took from 40 to 60 minutes. MECANAEY PLUS 1.0.8. software was used in the data aisalye main
findings of which are presented below.

IV. REsSuLTs

As stated earlier, one of the aims of this reseavah to learn more about variations in the consucheice structure
relating to the relative number of hidden produtilautes that can not be directly observed andfiedrby the consumer.
We began by applying the information economy cfasdion to group the attributes of the three sampioducts to be put
to the consumers by type, that is, search, expsgiand credence. Table 2 shows the average samigaed to each of the
attributes of each product3. The main experientéates can be seen to be flavour, organoleptadity) nutritional value
and convenience. It is also worth noting that hies more of this type of attributes than eithereadn the functional food.
With respect to the search characteristics commooalltthree products, it is worth noting the impmrte of price and
labelling. Wine clearly dominates both of the otpeoducts in terms of its associated search cheniatits. Observation
shows that the last group, that is, the credenamofidence attributes are more numerous in thetfoimal food, which is
consistent with existing research literature onghbject, where functional foods are consideredamee products [3, 17,
60, 62]. Based on the predominating characterigtiesmch case, and with a view to making the sampiducts more easily
iden(;jfiable, we decided to classify rice as anexignce good, wine as a search good and the furattfood as a credence
good”

3 Missing scores correspond to attributes that wpegific to one or two products.
4 The main differences between products revealetidptatistical tests are in search attributdlmvied by experience attributes.



Table 2 . Mean scores of product attributes

Experience good Search good Credence good Stali$gst
of differences

Atributes Rice Wine Functional Value  Sig.
Experience attributes
Flavour 3.70 3.22 3.94 104.9 0.000
Organoleptic Quality 4.00 -- 3.82 4180 0.017
Traditional food 2.75 - - - -
Nutritional value 3.16 - 3.26 0.657 0.580
Convenience 2.85 - 3.00 1.557 0.214
Versatility 2.62 -- -- -- --
Alcohol content - 2.00 - - -
Vintage -- 3.78 -- -- --
Type of wine - 3.78 - - -
Search attributes
Price 3.08 3.60 341 252 0.041
Quiality Label 2.85 4.10 - 22.78 0.000
Origin 2.26 4.05 - 11.08 0.000
Label 3.16 3.73 2.60 11.62 0.000
External appearance -- -- 2.10 -- --
Convenience 2.85 - 3.00 1.557 0.214
Prestige - 2.70 -- -- --
Image -- 2.65 - - -
Alcohol content -- 2.00 -- -- --
Vintage - 3.78 - - -
Type of wine - 3.78 - - -
Manufacturer’s guaranteg -- 2.94 - - -
Credence attributes
Origin 2.26 4.05 -- -- --
Nutritional value 3.16 - 3.26 0.657 0.580
Organic 2.15 - - - -
Low in cholesterol -- -- 2.50 -- --
Inmunological effect - - 2.90 - -
Positive health benefit - - 351 - -
Health guarantee -- -- 3.94 -- --

Following this characterisation, hierarchical vatnaps (HVM) were then constructed for each praductll cases we
present the level 8 HVM, that is, the map showilighee attribute-consequence and consequence-Vialkages at and
above the frequency of the eighth linkage in ordeimportance (Table3). The resulting cut-off poifdllowing the
methodology proposed by [35], is different for edehel of abstraction and product, as shown in &ahl comparison
between maps still being possible. The respondentsed a total of 3,173 linkages for the experiegoed, 4,415 for the
search good and 4,943 for the credence good.

Table3 : Cut-off level at the 8 levels of abstragtimd percentage of total cases

Experience good  Search good Credence good

Rice % Wine % Functional %
Levell AC 48 77.4 55 78.6 63 90.0
CV° 48 77.4 54 77.1 61 87.1
Level2 AC 43 69.3 46 65.7 55 78.6
CcVv 43 69.3 52 74.3 56 80.0
Level3 AC 40 64.5 45 64.3 53 75.7
CcVv 39 62.9 49 70.0 53 75.7
Level4 AC 38 61.3 40 57.1 52 74.3
CcVv 37 59.7 45 64.3 49 70.0
Level5 AC 37 59.7 39 55.7 50 71.4
CcVv 34 54.8 41 58.6 47 67.1
Level6 AC 36 58.1 36 51.4 46 65.7
CcVv 32 51.6 40 57.1 46 65.7
Level7 AC 35 56.5 35 50.0 45 64.3
CcVv 31 50.0 35 50.0 40 57.1
Level8 AC 32 51.6 33 47.1 44 62.8
CV 30 48.4 32 45.7 37 52.8

3 Attribute-Consequenc8;Consequence -Value



The credence product presents the highest cutaiftpat all levels, which seems to suggest thasemers are able to
make more connections where this functional footbiscerned, suggesting that their HVMs will be mooenplex and their
choice structures will involve a higher degree lndteaction.

Figures 1, 2 and 3 show the HVM for each selectediyct type at a cut-off level of eight. For aletmeans-end chain
components (attributes, benefits and values) shomithe maps, we give the percentage of respondemismade the
linkage. The generally high observed frequencyr &% in most cases, gives a first impression efridlevance of the
connections shown on the maps.

Figure 1: Hierarchical value map for the experiegeed (rice) at a cut-off level of 8.
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2The percentages shown on the graph indicate tlem@ge of respondents who made the linkage.

Initial partial analysis of the results revealsensisting similarities between the three productsisT in terms of their
attributes, the concrete features more strongly tha abstract, this being more noticeable in thgegence and search
goods than in the credence good. Attributes rajatin‘flavour” and “organoleptic quality” and “labie@g” contribute to the
consumer appeal of all three foods. The concrétibaties “price” and “brand” are important onlytime search good (wine)
and the credence good (the functional food), shgulwat consumers rely on these search cues to phr@gguality of these
products. To mention some of the specific attributtthe three study products that arouse a paticiegree of interest in
the respondents, “variety” is important in the cabédce, the quality seal (“ Designation of Origiin that of wine, and the
potential health benefits (* positive health betiefhd “ low in cholesterol”) in the case of thenfttional food.

As far as the consequences or benefits are corthepsgchological factors prevail over functionatttas in all cases,
which gives an idea of the complexity of the consurhoice structure with respect to these produdisre the consumer's
self-knowledge starts to play a role. More conseges can be seen to be associated with the prisiating the largest
number of credence attributes (the functional foadhiich reveals a more complex decision structure.



Figure 2: Hierarchical value map of the search §¢athe) at a cut-off level of 8.
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2The percentages shown on the graph indicate tlem@ge of respondents who made the linkage.

If we were to make a more detailed analysis ofdbesequences, we would have to point out that Hyehwlogical
benefits “I have healthy eating habits”, “appetisisind enjoyable to eat” and “no health risk” forartpof the consumer
appeal of all three goods, and relate in every @agethe impact of food on health. There are nthadess other abstract
benefits in which these three products differ. THufind it traditional and familiar”, “gives me aense of cultural identity”
and “brings back memories” are key factors onlytle experience good (rice), which appears to sugteg the
consumption of this product is linked with traditioThe main factors in the case of the credence ¢tbe functional food)
are “keeps me and my family healthy” and “covers moyritional needs”, thus revealing the predomiran€ the food-
health link.

In the area of functional consequences, it is pbs$0 observe certain similarities, such as “Ifamiliar with the brand”,
“I'm well-informed” and “good quality/price ratio’all of which are facets of information seekingff®iences can also be
observed, however, particularly with respect tolesatility and speed of preparation of rice téikes little time to cook”
and “it adds variety and creativity to my cookingthe perception of supporting local agriculturéhaiespect to wine, and
the universal appeal of the functional food toraimbers of the family. Thus, observations acrosgtiree products show
that, as the presence of non-verifiable attribiridhe product increases, so do the factors inflirenthe choice process, the
main product characteristics taken into accountdp#hiose relating to health, enjoyment and cultigiehtification.

As far as values are concerned, the same numbheduds is attached to each of the three produlttsf them presenting
a common link with the instrumental values “enhancgy quality of life and safety” and “provides fupleasure and
enjoyment”. The associated terminal values diffapsas the three products, with consumers statiaigthie experience good
(rice) gives them “a sense of social belonging”jlevthe terminal value associated with the othey products is “gives me
peace of mind, dignity and self-respect”. It candaen that consumers express a greater sensef-cbisidlence, self-
satisfaction and commitment in relation to the emngtion of wine and the functional food.



Figure 3: Hierarchical value map of the credencedy(fanctional food) at a cut-off level of 8.
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Summing up this first stage in the analysis of iégults, the first key finding is that all threeogucts involve complex
decision structures, since the associated meansteids feature all three types of level, thataisjibutes, consequences
and values. The complexity of the decision strieturas also been seen to increase with the preséatteibutes that are
non-verifiable even when consuming the productgesithis implies the influence of issues involvindhigher level of
abstraction.

A more detailed analysis of these initial resulis e made at a second stage. In this way, we @imivance beyond
these results in order to gain a deeper understgrafihow chains of attributes, consequences ahgsare formed in the
mind of the purchaser. In relation to the laddearshains created in this way, there are two linkatlat are shared by all
three goods. The first of these is the completddasileading from “flavour” and “organoleptic quglito the psychological
consequence “appetising and enjoyable to eat” hadirtstrumental value “provides fun, pleasure anghyament”. This
appears to suggest that one of the reasons fohamirg a given food item is the enjoyment to bévddrfrom eating it, an
association that is hardly surprising in the foodrket. The second is the incomplete ladder conmgdtie psychological
consequence “no health risk” with the instrumentue “enhances my quality of life and safety”, eragain revealing
consumers’ health concerns.

The experience good (rice) stands out for the itgm@e consumers attach to its “nutritional valwefijch results in three
complete ladders, all involving the nutritional amehlthful attributes of the product. Another intaott issue, noted earlier,
is the perception of this product as a traditidioald, the consumption of which makes them feel p&d social group. In
the case of the search good (wine), brand andtguabels (traditional search cues) adopt a keg,rbking associated by
consumers with “I am consuming a quality productti denhances my quality of life and safety”. Figaih the case of the
functional food (credence good) the associatiothefattribute “health benefit effect” with the censience “it's a healthy



food” or “nutritional value” predominates over thaith the consequences “I have healthy eating kakbind “covers my
nutritional needs”, all of which lead to the teralivalue “enhances my quality of life and safety”.

All these findings raise the question of possibd@sumption variation across the three productsidered. Thus, the
dominant features in the experience good are ther@nce attributes (“memories of summer”, “cultudantification”, and
“tradition”), all of which make reference to custamtradition in relation to the consumption ofstlproduct. In the case of
the search good it is precisely search cues (“Braiesignation of Origin”, “type of wine”, and “pee”) that provide the
main cues to enable the consumer to judge thetguafithe product. It is in the last of the thrdébe credence good
(functional food), that credence cues (“low in astérol”, and “health benefit effect”) both of whicefer to the health
benefit to be derived from its consumption reacdfirttmaximum relevance and can be identified by ooress through
brands, labels and price.

Tables 4 and 2A in the Annex show the ladders, bothplete and incomplete, for each product, bral@mn by type of
attribute, consequence and value. At the lower eihthe abstraction scale (concrete attribute-fumzti consequence-
instrumental value) we find the experience goodefti At the upper end, we find the ladder with tiighest level of
abstraction (abstract attribute-psychological cqnsace-terminal value) associated with the credgoeel, illustrating the
possibility of a higher level of abstraction forshype of good.

Table 4. Complete ladders for each food group

Experience goodSearch good Credence good

Attributes Consequences Values Rice Wine Functional
Functional ~—nstrumental 2 -
Terminal _ 1 ]
Concrete Tewnal . 3 2
Psychological— = === _ :
; Instrumental 2 - 5
Functional Torminal .
Abstract
PsychoI0gica|'nStrU—menml - 2 5
Terminal R i :

For a deeper analysis of the degree of abstrautitre linkages made around these products, Tabféebs a summary of
the average number of attributes, consequencesaneds of each type. As revealed by the statistestb performed, there
are significant differences across the six levédiewsr (concrete and abstract attributes, functicarad psychological
consequences and instrumental and terminal vallregrms of the number of concrete attributes,ekgerience good has
most, followed by the search good and the credgooe in that order. This order is reversed in thgecof the number of
abstract attributes, where the credence good cdins¢$3.50 versus 3.42 and 2.69). These resubiscansistent with the
theory that the complexity of the decision struetincreases with the degree of abstraction invglirethe same sense that
the difficulty of the decision making process irases with the number of product attributes. Themdso an increase in the
number of more abstract consequences or benefiteeicase of the credence good (12.15 versus Bh&®8.16), and the
same is also found for the values, which are marearous in association with the credence good whitineither the search
or experience goods.

Table 5. Average number of attributes, consequesmesalues for each product category

Experience good Search good Credence good

F Rice Wine Functional
Concrete attributes 292.384*** 13.05 8.36 7.26
Abstract attributes 15.196*** 2.69 3.42 3.50
Functional consequences 78.563*** 7.83 4.89 4.56
Psychological consequences 27.814*** 8.16 11.58 132,
Instrumental values 14.491*** 2.87 3.25 3.58
Terminal values 5.577*** 3.06 3.40 3.87

** P< 0.01

These results suggest that in products in whictetlsea strong presence of hidden attributes,ishahose that cannot be
evaluated directly by the consumer, the level aitr@etion in the decision structure increases tds/étne highest theoretical
levels mentioned by [67] and hence includes a greaimber of values, which form the final link hetmeans-end chain. In
other words, as this article has shown, the consiafecredence goods tend to a higher degree tohesattributes of the
product to pursue personal values in their purcliesisions. Put another way, the more productoaties influencing the
purchase decision, the deeper the involvementeo€timsumer and her personal values in the findcehMarkets are likely



to increase in complexity with the growing presenme products with more demanding product-attributesign
requirements.

V. CoNCLUSIONS

The observation of consumer behaviour trends ireld@ed countries reveals major changes in consompbits, such
that, with the nutritional needs of most consunadrsady covered, there is a growing tendency tohmasge foods in order to
obtain quality and emotional benefits. Thus, thititghio identify and understand the process byakhtonsumers’ purchase
decisions are conditioned by aspects of their peigy can help marketers to improve their stratqpsitioning. The key
role played by emotional benefits in the daily lfeconsumers, especially in light of the growimgpbrtance of credence
attributes in today's products, suggests increasimgplexity in terms of both product definition athe: sequentiality of the
purchase decision.

This study therefore set out to test the importasicthe role played in the purchase decision bysoarers' emotional
responses towards products and the benefits thmgceto obtain from consuming them. Thus, the naaim of this analysis
focused on variation in the complexity of the degisstructure as a function of the number of hidd#ributes of the food
product, that is, those that consumers are unablerify either at the time of purchase or consuomptThis general aim
was achieved by employing means-end chain methgygaad laddering interviews to elicit consumerspenses to three
products with different relative amounts of expecie, search and credence attributes.

The resulting hierarchical value maps suggest filnadl in general, and in particular the three itesetected for this
analysis (rice, wine and a functional food), indaceemotional reaction in consumers that appearstease in complexity
with the number of credence characteristics fedtime the product. This is illustrated by the higdegree of abstraction
observed in association with the credence goodgesiing that consumers incorporate credence clesisticts into the
cognitive processes that later influence their glenistructures. The degree of abstraction obsenvtdw experience good is
also higher than in the search good.

The main implication of these results lies in theding that consumers’ decision-making processesnarlonger based
solely on their product knowledge, they are alstobging increasingly influenced by their self-knoddge, the role of which
becomes more significant when the purchase decisioolves one of the growing number of credencedgom the
marketplaces of all developed countries (functiof@ds, organic produce, etc.). This opens up someresting
opportunities for the marketers of food producisce consumer personality analysis, especiallyoifas as it reveals the
psychological benefits and terminal values purshgdconsumers, can serve product managers in ctarge-called
credence goods as a useful tool for designing inéion and advertising campaigns and informing pebgositioning
strategies.

Finally, we need to mention the limitations of ffresent study when it comes to generalizing theltet other markets.
They relate mainly to the size of sample from whioh data were drawn and possible variations nibates, consequences
and values. The extension of this survey to otheasiand products, or to a larger sample, mightskeéul to obtain further
support for the results reported above.
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Annex

Table 1A. Identification classification of attribsteconsequences and values for rice, wine andctidmal food

ATTRIBUTES E S C CONSEQUENCES ES C VALUES S C
Concrete -Flavour ® X'| Functional -Health food X X' | Instrumental |- Provides fun and pleasure X X
attributes -Quality label calidad (DO) X X consequences -Nutritious X X | values - Enhances my quality of life and safety X X
-Geographical origin X X -Appeals to the whole family X X - Appeals to the emotions XX X
-Label X X -Money-saving X - More success XX X
-Packaging X X -Long life X
-Standard rice X -Good results in the kitchen X
-Long grain rice X -Easy to purchase X
-Quick boil rice X -Quick to cook X
-Precooked rice X -Variety and creativity X
-Ready to heat X -More enjoyable meal times X
- Price X X X -Good quality/price ratio XX
-Versatility X -1 am well informed XX X
-Brand X X X -l am helping to sustain local agriculture X
-Type of wine X -Helps me interact socially X
-Vintage X -l enjoy the taste XX
-Low alcohol X -1 can buy it easily X X
-Easy to eat -Helps my weight-watching
-Makes life easier
-The brand is familiar XX X
-Saves time X X
-Helps control my cholesterol X
Abstract -Organoleptic quality X X X | Psychological -Healthy eating habits XX X | Terminal - A sense of social belonging X X
attributes -Prestige X consequences -Traditional and familiar XX values - Enhances interaction with others X X
-Wine image X -Appetising, enjoyable to eat XX X - Self-fulfilment and attention to duty XX X
-Custom X -Feel I'm doing the right thing X X - More respect from others XX X
-Nutritional value X X -No health risk XX X - Peace of mind and self-respect X X
-Calcium content X -Cultural identification X X
-Low in cholesterol X -Brings back memories XX X
-Bifidus affect X -Makes me feel good X
-Manufacturer’s guaranteg X -l am consuming a quality product X
-Health benefit effect -Status symbol XX
-Traditional food X -I have faith in local products X
-Memories of the sun X -1 feel relaxed X
-Organic X -It's genuine X
-I am keeping up tradition X
-Provides happiness and satisfaction X
-Feeds my family properly X
-Protects my family's health and my own X
-Covers my nutritional needs X

@ E. Experience (rice); S: Search (wine); C: Creddg(ffwnctional)’ oh Indicates its presence in the product categuajyaed.
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Table 2A . Incomplete ladders for each food category

Experience  Search good Credence good

good
Attributes Consequences Rice Wine Functional
Functional 4 1 5
Concrete Psychological - 1 -
Functional - - 1
Abstract Psychological 1 - 1
Experience good  Search good Credence good
Conseguences Values Rice Wine Functional
. Instrumental - - -
Functional -
Terminal - - -
Psychological Instrumental 1 3 3
Terminal 1 - -
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