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Abstract— The willingness-to-pay by German 
consumers for the credence characteristic traceability of 
pork and turkey is analysed by means of the conjoint 
analysis additive model, also taking the consumers´ 
associations with the term traceability and the QS label 
into account. The results indicate a different WTP 
regarding traceability of pork and turkey for specific 
consumer groups. A majority considers meat 
traceability as important. However, the distinctive 
sensitivity to price exhibited is a result of the fact that 
traceability is only of secondary importance as an 
assessment criterion, after price. Food retailers should 
adjust their communication and price policies in order 
to take advantage of the consumers’ higher WTP for 
traceable products according to the sort of meat. 

Keywords— conjoint analysis, willingness-to-pay, 
meat traceability 

I. INTRODUCTION 

The objective of this study is to determine the 
willingness-to-pay (WTP) for traceability of meat 
(pork and turkey) by German meat consumers. This 
study is the first using the conjoint analysis additive 
model and conducting a simulation of the direct 
buying situation. 

The willingness to pay a price premium for 
traceability is analysed by using labelling on self-
service meat packages. The consumers’ associations 
concerning the term traceability and the QS label are 
examined.  

In addition to the intensified discussion over the 
documentation requirements for agricultural 
businesses and the food industry that are required to be 
implemented under the new regulation (EC) 
No.178/2002, in regard to traceability of food, three 
questions arise. Firstly, whether consumers are 
prepared to accept increases in price due to traceability 
of meat, and whether they are willing to absorb the 
increased costs of traceability to 
retailers. Secondly, whether traceability is in itself of 

value to consumers, and thirdly, whether any 
additional information is associated with traceability, 
where in cases it is provided it would in turn lead to 
increased coordination costs along the meat supply 
chain. The questions posed focus especially on the 
understanding of, and communication to consumers. 

By means of the results of this study, it is possible 
to infer implications for the retailers’ price and 
communication policy, with regard to traceable meat 
and meat products.  

II. THEORY 

Traceability is a credence characteristic. Consumers 
can not recognise either before or after the purchase, 
whether there is a guarantee that the product is 
actually traceable, and therefore consumers have to 
trust the labelling information provided by the supplier 
or retailer. This may have an influence on the WTP for 
the credence characteristic traceability. 

Despite a growing interest in traceability of 
agricultural products, research up until now has only 
relatively little examined how consumers understand 
the need for traceability. 

A. The opinion of consumers regarding meat traceability  

Previous studies concerning the opinion of 
consumers regarding meat traceability draw divergent 
conclusions in different countries. 

Due to their heterogeneity, consumers across 
Europe have divergent associations, perceptions and 
expectations with regard to traceability. Consumers 
understand traceability differently for different 
products [1]. Knowledge on and expectations towards 
traceability vary in different countries [2]. 

With respect to traceability characteristics, tracking 
meat products within the meat supply chain from 
producer to consumer, focuses on two types of 
characteristics: namely functional characteristics (such 
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as organisational efficiency and meat chain 
monitoring) on the one hand, and process 
characteristics (such as origin and production 
methods) on the other. Functional characteristics are 
linked with the intrinsic opportunities of a traceability 
system. These characteristics can be regarded as the 
minimum requirements of a true ‘traceability system’. 
Process characteristics deal with characteristics of the 
production process at different levels of the chain, i.e. 
they can be regarded as resulting from extensions of 
the minimum requirements. The tracking serves as a 
kind of peg for potential consumer benefits [3]. 

Consumers in Belgium differ in how strongly they 
value the necessity of meat traceability. Functional 
traceability characteristics, such as organisational 
efficiency, production chain and individual 
responsibility, are of high importance to Belgian 
consumers. These traceability characteristics obtain 
the highest scores on a 7-point scale, compared to 
process characteristics. Most important is the 
'individual responsibility', as well as 'meat chain 
monitoring'. Organising the chain in a more efficient 
way is somewhat less important, but still more 
important than most of the process characteristics. The 
scores for all the functional characteristics are 
significantly higher than for the process 
characteristics. Extensions, with respect to process 
characteristics such as production methods, are less 
relevant to Belgian consumers and are only of interest 
to specific market segments, i.e. consumers with a 
more negative perception of meat quality and lower 
consumption levels. There will be a safety rather than 
a quality orientation [3]. 

One of the goals of the European Food Law is to 
restore consumer confidence in food quality and 
safety, and it is not yet understood whether the 
implementation of traceability systems can contribute 
to this goal. On the subject of how consumers perceive 
the role and potential impact of traceability within the 
supply chain, little is known up until now [4]. 

B. Willingness-to-pay regarding meat traceability 

Previous studies concerning WTP for traceability of 
meat arrive at divergent conclusions in different 
countries with regard to the consumers’ understanding 
of the term “traceability”, as well as the acceptance of 
a price premium for the characteristic traceability. 

Differences exist, particularly if on the one hand 
consumers associate traceability simply with meat 
safety, or if on the other hand they associate it with 
further information concerning process characteristics 
and meat quality, thus influencing their WTP. 
Consequently, WTP for traceable meat depends on the 
consumers’ perception.  

Issues related to food safety is of high importance to 
Spanish consumers, however the majority (72.5 %) of 
the consumers are not willing to pay an increased price 
for a certificate for traceability of beef [5]. There are 
three possible reasons for the reluctance to pay for the 
increased price: a) Consumers take the safety of the 
product for granted as a matter of course, and thus are 
not willing to pay a price premium for it; b) 
Consumers increasingly have concerns of food 
products, but not at the levels at which they would be 
willing to pay extra; and c) In the consumers’ opinion, 
traceability is not sufficient to guarantee food safety. 
From the results one can conclude that Spanish 
consumers regard food safety as a basic obligation on 
behalf of the producers, and thus feel no obligation to 
pay a price premium for it [5]. 

The WTP by consumers in the USA, Great Britain, 
Canada and Japan is higher for traceable meat than for 
non-traceable meat. The WTP rises further for 
traceability-provided characteristics (e.g. additional 
meat safety and humane animal treatment guarantees) 
[6, 7, 8].  

III. METHODOLOGY 

For product design, it is essential to know which 
contributions the different characteristics contribute to 
the total utility of a product. Through the alteration of 
a single characteristic, the total utility by consumers 
can be maximised, and thus increase the consumer 
demand for a product. In market research, conjoint 
analysis is used, based on the empirically collected 
total utility values, to measure the contribution of 
single characteristics to the total utility [9]. 

Conjoint analysis provides an analysis of the utility 
of products, with specific characteristics, resulting for 
the consumers. This method examines which 
contribution a specific characteristic, and accordingly 
the characteristic value of a product, makes to the total 
utility of the product to consumers. In other words, the 
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use of a product by consumers is broken into the 
utility contributions of single product characteristics. 
With conjoint analysis, it is possible to identify the 
changes in consumer preferences due to the change of 
a single specific product characteristic [10]. 

In this study, the WTP by consumers for traceability 
is analysed by means of the conjoint analysis additive 
model. The conjoint analysis additive model is based 
on the additive composition rule, where it is assumed 
that individuals just “add up” the values for each 
characteristic (i.e. the part-worths of the levels) to 
obtain the total value for a combination of 
characteristics. Thus, the total utility of any defined 
stimulus can be calculated as the sum of the parts. On 
basis of this initial hypothesis, it is possible to 
determine the relationship of the characteristic price in 
relation to other product characteristics, and thus 
deduct information for price policy [9, 11]. 

By means of the results of conjoint analysis, 
marketing decisions can be supported in many fields, 
particularly in product and price policy. With regard to 
product policy, the use-of-potential analysis, 
conducted in the context of conjoint analysis, may 
determine which product characteristic values make a 
contribution to consumer benefit. Based on this, it 
comes to a decision about the product redesign as well 
as the revision of already existing products [10]. With 
regard to price policy, it is among other things 
possible by the means of conjoint analysis, to 
determine the WTP by consumers for a certain 
increased efficiency (e.g. by quality, service, design) 
[10]. 

The data basis of this study is a consumer survey 
with a sample size of n = 128 in April 2007 in 
Munich/Germany. The consumer survey took place in 
a store of a food retailer, in order to represent a fairly 
realistic buying situation. For the survey, people were 
chosen who are responsible for the shopping for the 
household as well as shopping for the meat consumed 
in the household. The consumers have on average a 
fairly high level of education and high incomes. Only 
a small number of families were represented. 

For this research, the meat products selected were 
pork and turkey. The reason behind choosing pork and 
turkey is that these meat products are in high demand 
from German consumers. As concerns over BSE could 

influence the survey and result in an over presentation, 
beef was not included in this analysis. 

In the conjoint analysis, a specific private label, the 
price, the German “QS label”, and a symbol for 
traceability of packaged pieces of meat were 
considered as product characteristics. QS is the 
abbreviation for a quality assurance scheme, covering 
all stages of the meat supply chain. In the QS system, 
all companies active in it are working towards a 
common goal, within the association, of active 
consumer protection. The QS label and the specific 
private label which were used were copied from the 
actual symbols in use. The symbol for traceability of 
the presented pieces of meat is imaginary and was 
created by the author for this study.  

In the fairly realistic buying situation, realistic meat 
packages, made available by the food retailer and 
labelled according to the food retailer’s labelling 
pattern, were shown to the consumers.  

The questionnaire is composed of four parts. The 
first part contains questions as to the frequency of the 
consumption of pork and turkey, as well as to 
preferred shopping venues. The use of two conjoint 
analyses with pork and turkey follows in the second 
part of the questionnaire. The third part of the 
questionnaire focuses on questions concerning 
traceability as well as the QS label, to determine the 
awareness of the surveyed consumers for these two 
properties in the case of meat. Socio-demographic data 
of the consumers are identified in the fourth part of the 
questionnaire.  

For the characteristic ‘price’, there are three 
parameter values and for the characteristics ‘private 
label’, ‘QS label’ and ‘traceability’, there are in each 
case only two. The parameter values are combined to 
an orthogonal design of eight products for each meat 
sort (pork and turkey) [9].  

According to the method of ranking order, the 
consumers were asked to sort each of the eight 
products for pork as well as each of the eight products 
for turkey according to their preference. The smaller 
the ranking score, the higher is the respondent’s 
preference for the particular products [9]. 
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IV. RESULTS 

A. Results of conjoint analysis 

The conjoint analysis indicates in the case of pork 
fillets (‘Schweineschnitzel’) and turkey fillets 
(‘Putenschnitzel’), that the product with the highest 
total utility is a fillet product of the specific private 
label, labelled as traceable and with the QS label , 
which can be obtained for the lowest price. For turkey 
and pork fillets the price is ranked first, with 37 %. 
Second ranked is traceability, with approximately 
27 %. The specific private label and the QS label play 
a lesser role (between 17 % and 18 %). 

A comparison of the results of both conjoint 
analyses for pork and turkey fillets shows that the 
differences between the two sorts of meat are minimal. 
The rankings, with respect to the importance of the 
four characteristics price, traceability, the QS label, 
and private label, are the same for both sorts of meat. 
The consumers ranked price and the private label as 
slightly more important for turkey fillets, than as for 
pork fillets. In contrast, for pork fillets, the property of 
traceability and the QS label were ranked as more 
important. However, the differences in the relative 
importance for the two sorts of meat were at the 
maximum one percentage point.  

B. Willingness-to-pay of several subgroups of the 
respondents 

In order to analyse the WTP of the various 
subgroups of the consumers in relation to the 
characteristic traceability, the consumers were divided 
based on respondent specific variables and separate 
conjoint analyses were done for these subgroups. 
Thus, in this manner the WTP by these consumer 
groups was determined and differences between the 
groups were identified.  

 
Differentiation of demographic characteristics 

The relationship between sex, age, education, 
profession, income, size of household and number of 
children of the consumers, and their WTP for 
traceability of meat was examined. 

Specific consumer groups show a WTP for 
traceability of meat. Thus, male consumers, consumers 
at the age of 46 to 55, retired people, and consumers 

with an income of 2,600 to 4,499 €, as well as families 
with two children, are willing to pay a price premium 
for the characteristic traceability of pork and turkey. 
The characteristic traceability is valued more highly 
by these demographic subgroups than the product 
price and the other conjoint characteristics. 

A WTP for traceability of meat, in relation to the 
level of education, could not be determined. 

In conclusion, the expectation that consumers 
viewing traceability of meat as necessary are also 
willing to pay an increased price, is confirmed by this 
study for both sort of meat. These consumers are 
roughly 70 % of the sample size. Thus, the 
characteristic traceability is measured to be of great 
significance, and that is reflected in the WTP of 
several subgroups in the survey. In the evaluation of 
the relative importance of the characteristic 
traceability, it should be noted that there is a marked 
emphasis on price orientation for some consumers; 
therefore traceability in general is only the second 
most important criterion, after price. 

C. Traceability and QS label as viewed by consumers 

The consumers´ associations held in relation to the 
term traceability and the QS label were determined. In 
regard to the associations held about the two 
characteristics, different subgroups of consumers were 
generated and their WTP was evaluated. In this 
manner the relationship between the consumers´ 
associations about the characteristics traceability and 
QS label, and the related WTP of consumers was 
clarified. 

 
Associations with the term traceability 

Approximately a fourth of the consumers have no 
concept about the term traceability. For the majority of 
the consumers (74.2 %), the term traceability is not 
unknown, and at least one response regarding it is 
made (n = 95). Figure 1 shows the consumers´ 
associations with the term traceability. 

42.11 % of the consumers that offer an association 
to the term traceability, link traceability of meat 
specifically with the agricultural producer where the 
animals are raised. The majority of the consumers that 
respond regarding traceability also associate the 
source of the meat, but do not name only the 
agricultural producer, but also indicate multiple stages 
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along the meat supply chain (agricultural producer, 
slaughterhouse, meat cutting plant). 20 % of the 
consumers respond more expansively to the term 
traceability, and include information on the country of 
origin and the region of origin. It is unclear if those 
consumers mean by this the agricultural producer, or if 
they mean a further point in the production of meat, 
such as the location of the slaughterhouse. Only 
3.16 % of the consumers specifically mention the 
slaughterhouse. 

22.11 % connect with the term traceability that 
information on animal husbandry practices should be 
made available at the time of the meat purchase. In 
this category is included, for example, information on 
the animal breed, feeding practices, or organic rearing 
methods. As this is frequently linked with the 
association with humane animal treatment (18.95 %), 
responses regarding species correct rearing practices 
fall into this specific special category. 24.21 % of 
consumers responding with associations to traceability 
link traceability with control and safety, in the case of 
food safety problems. Quality of meat is associated by 
13.68 % of consumers with traceability. Only a few of 
the consumers (6.32 %) associate with the term 
traceability regional products, which are linked with 
shorter transport routes. Shorter transport routes are 
associated not only with a more environmentally 
friendly, but also a more animal friendly production 
chain.  

Fig. 1 Associations with traceability 

Relationship between WTP and associations with meat 
traceability 

The following presents the relationship between the 
associations of consumers with the term traceability 
and the WTP for the characteristic traceability. 

The conjoint analysis of turkey fillets indicates that 
consumers who associate the term traceability with the 
ability to trace a product back along the meat supply 
chain, and accordingly, information on the breeding of 
the animal, or with species correct animal rearing 
practices, rate traceability as the most important 
evaluation criterion. Traceability of meat is found to 
be more important than the price of the product, in 
other words, they are willing to pay an increased price. 
Consumers that associate traceability with regional 
foods and short transport routes also consider the 
characteristic traceability to be of higher relative 
importance than price. However, for this group of 
consumers, the specific private label is the most 
important evaluation criterion.  

The results of the conjoint analysis confirm that in 
the case of pork fillets, for consumers that associate 
traceability with the ability to trace a product along the 
meat supply chain, and accordingly information on 
animal breeding, or species correct animal rearing 
methods, the characteristic traceability is the main 
evaluation criterion. In addition, consumers that 
associate traceability with the region view this as the 
most important characteristic for pork fillets. The 
private label is viewed by this group as the second 
most important evaluation criterion. 

Consumers that associate with traceability the 
origin, safety, or quality, view the product price, for 
both pork and turkey fillets, to be the most important 
evaluation criterion. 

 
Associations with the QS label 

In addition to their associations with the traceability 
of meat, consumers were also asked about their 
associations with the QS label. The consumers´ 
responses on the subject of QS label are presented in 
the following subparagraph.  

Almost half of the consumers respond to the 
question over the recognition of the QS label with a 
“Yes”. The other half of the consumers responds that 
they had never seen it before. Only 28.1 % of the 
consumers consider the QS label to be necessary. 
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61.7 % of the consumers characterized this as 
unnecessary and 10.2 % answer the question with 
regard to the necessity of the QS label with “do not 
know”. 

When questioned over associations with the QS 
label, the majority of those questioned offer no 
associations (61.7 %). 38.3 % (n = 49) of those 
questioned give at least one association. Figure 2 
shows the consumers´ associations with the QS label. 
The larger portion of those questioned view the QS 
label as a quality mark, and link to the quality of the 
product (83,67 %). 28.57 % of those questioned, that 
give their associations in regards to the QS label, 
associate it with the control, or rather with the 
monitoring by an inspection authority. For another 
portion of the consumers that offer a response, the QS 
label is associated with safety (20.41 %). For 12.24 % 
of the consumers, that offer associations with the QS 
label, they associate it with the origin of the meat, in 
other words with the region of origin. 4.08 % of those 
questioned associated the QS label with the freshness 
of the product. 

Fig. 2 Associations with the QS label 

Relationship between associations with the QS label 
and the consumers´ WTP  

In the following section it will be examined if there 
is a relationship between the consumers´ associations 
with the QS label, and the WTP for the two 
characteristics, namely traceability and the QS label. 

The results of both conjoint analyses demonstrate 
that none of the groups that offer associations 
regarding the QS label place the highest value on this 

characteristic during the product evaluation. Thus, a 
WTP for the QS label could not be determined for 
these groups. Even though consumers have 
associations over this specific label, they are not 
willing to pay a price premium for it.  

However, consumers that view the QS label as a 
mark of quality, and accordingly connect it with 
monitoring, inspection or safety, indicate that they 
were willing to pay for the characteristic traceability.  

The two remaining groups, that associate the QS 
label with the origin of the product, link it with the 
region, or associate it with freshness, evaluate the 
price first during the product evaluation. The greatest 
relative importance of the QS label occurs with 
consumers that associate it with freshness; however 
they show no WTP for the specific label.  

 
Relationship between associations regarding the QS 
symbol and regarding meat traceability  

In the following section the relationship between 
the associations of the consumers over the QS label 
and their associations with the term traceability are 
presented. The responses of the consumers to these 
two characteristics are based on the total number of 
the responses (n = 123), that were made 
simultaneously in regards to traceability and the QS 
label.  

The majority of the consumers associate the QS 
label with quality or rather view it as a quality mark, 
and also associate traceability with the agricultural 
producer (12.20 %). Furthermore, consumers more 
commonly view traceability as an indication of safety 
and the QS label as a quality symbol (9.76 %). 
Consumers also commonly associate the QS label with 
a quality mark and traceability with the ability to trace 
the product through the entire supply chain (8.94 %). 
In 5.69 % of the cases, consumers view the QS label 
as a quality mark and traceability as an indication of 
the country of origin, or the region of origin. In 
addition, in 5.69 % of the cases, consumers associate 
the QS label with a quality mark and traceability with 
information on the rearing of the animal, or rather the 
quality. Similarly, 5.69 % of the consumers´ responses 
implicate control and monitoring (with regard to the 
QS label) with traceability as an indicator for the 
agricultural producer.  
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In roughly 5 % of the cases, consumers associate 
traceability with species correct rearing methods and 
the QS label with a quality mark. Further, in 4 % of 
the responses, consumers associate the QS label with 
safety, and traceability with the tracing of the product 
along the supply chain, with respect to safety. Roughly 
2.5 % of the responses hold an association between 
monitoring with regard to the QS label, as well as the 
country of origin and species correct animal rearing 
methods with regard to traceability. In 1.63 % of the 
cases, consumers link the QS label with monitoring 
and traceability with safety or information concerning 
the rearing of the animals. Next to the aspects of origin 
and regional products associated with the QS label, the 
associations named for traceability consist primarily of 
the region or country of origin, information on species 
correct rearing practices, or species correct rearing 
methods (2.44 %). As an equivalent to the association 
of safety with the QS label, consumers view 
traceability primarily as the ability to trace the product 
through the supply chain, or species correct rearing 
methods (4.07 %). 

V. DISCUSSION AND CONCLUSION 

The results show that German consumers relate 
traceability to more than only a labelling of origin. 
Those consumers which also associate traceability of 
meat with several production procedures and humane 
animal treatment are willing to pay a price premium 
for traceability of meat. 

The results of this data collection provide evidence 
that specific consumer groups show a WTP for 
traceability of meat. Thus, male consumers, consumers 
at the age of 46 to 55, retired people, and consumers 
with an income of 2,600 to 4,499 €, as well as families 
with two children, are willing to pay a price premium 
for the characteristic traceability of pork and turkey. 
The characteristic traceability is valued more highly 
by these demographic subgroups than the product 
price and the other conjoint characteristics. The 
majority of interviewed consumers consider 
traceability of meat as necessary. However, the results 
of the conjoint analyses show in the case of pork, as 
well as in the case of turkey, that the price of meat is 
still of great importance. The distinctive sensitivity to 
price exhibited by many of those interviewed is a 

result of the fact that for both sorts of meat, 
traceability is only of secondary importance as an 
assessment criterion after price, but before the 
criterion ‘QS label’, and the specific private label. The 
comparison of the results of both conjoint analyses for 
pork and turkey indicates that there is not much of a 
difference between both sorts of meat. 

However, within the scope of this study, the issue of 
appropriate information as a conjoint characteristic is 
not addressed. It would be advisable to clarify if the 
integration of further information in the traceability 
system would result in a higher WTP from the 
remaining consumers, which currently do not associate 
traceability with this information. It is to be 
recommended that in further studies on the consumers’ 
WTP additional information should be included in 
order to analyse their significance. Thus, food retailers 
could more effectively and more precisely modify 
their price and communication policy to maximise the 
WTP on the part of consumers. 

In conclusion, German consumers have different 
associations concerning traceability, and this has an 
impact on their WTP for traceable meat. The majority 
of interviewed consumers consider traceability of meat 
as necessary. However, the associations that 
consumers have in regard to traceability, and their 
information requirements, should also be considered 
when analysing the WTP by German consumers. 

By means of the results of this empirical study, food 
retailers may adjust their communication and price 
policies, in order to take advantage of the consumers’ 
higher WTP for traceable products, according to the 
sort of meat. Traceable products need to be labelled 
clearly so that consumers can accurately identify these 
products. Appropriate product labelling should clearly 
communicate traceability of the product, as well as 
clarify the definition of traceability. 

REFERENCES  

1. Chryssochoidis GM, Kehagia OC, Chrysochou PE 
(2006) Traceability: European consumers’ perceptions 
regarding its definition, expectations and differences by 
product types and importance of label schemes. Paper 
presented at the 98th EAAE Seminar: Marketing 
Dynamics within the Global Trading System: New 
Perspectives. Crete, Greece, 2006 



 8 

12th Congress of the European Association of Agricultural Economists – EAAE 2008 

2. Giraud G, Halawany R, Amblard C (2006) Food 
traceability in Europe: Consumers’ knowledge and 
perception. Paper presented at the 98th EAAE Seminar: 
Marketing Dynamics within the Global Trading 
System: New Perspectives. Crete, Greece, 2006 

3. Gellynck X, Verbeke W (2001) Consumer perception 
of traceability in the meat chain. Agrarwirtschaft 50: 
368-374 

4. Van Rijswijk W, Frewer LJ (2006) How consumers link 
traceability to food quality and safety: An international 
investigation, Proceedings of the 98th seminar of the 
European Association of Agricultural Economists: 
Marketing Dynamics within the Global Trading 
System: New Perspectives. Chania/Crete, Greece, 2006 

5. Angulo AM, Gil JM, Tamburo L (2005) Food safety 
and consumers´ willingness to pay for labelled beef in 
Spain. J Food Prod Market 11:89-105 

6. Dickinson DL, Bailey DV (2002) A comparison 
between U.S. and European consumer attitudes and 
willingness to pay for traceability, transparency, and 
assurance for pork products, Paradoxes in food chains 
and networks, Proceedings of the 5th International 
Conference on Chain and Network Management in 
Agribusiness and the Food Industry, Noordwijk, 
Netherlands, 2002, pp 229-237 

7. Dickinson DL, Bailey DV (2005) Experimental 
evidence on willingness-to-pay for red meat traceability 
in the United States, Canada, the United Kingdom, and 
Japan. J Agr Appl Econ 37:537-548 

8. Hobbs JE, Bailey DV, Dickinson DL, Haghiri M (2005) 
Traceability in the Canadian red meat sector: Do 
consumers care?. Can J Agr Econ 53:47-65 

9. Backhaus K, Erichson B, Plinke W (2006) Multivariate 
Analysemethoden. Eine anwendungsorientierte 
Einführung. Springer, Berlin 

10. Homburg C, Krohmer H (2006) Marketingmanagement. 
Strategie, Instrumente, Umsetzung, Unternehmens-
führung. Gabler, Wiesbaden 

11. Hair JF, Black B, Babin B (2006) Multivariate data 
analysis. Pearson Prentice Hall, New Jersey  

• Author: Lichtenberg, Lisa                    
• Institute: University of Hohenheim, Institute for 

Agricultural Policy and Agricultural Markets 
• City: 70593 Stuttgart 
• Country: Germany  
• Email: lichtenberg@uni-hohenheim.de  

 
 

 



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /All
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Warning
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000500044004600206587686353ef901a8fc7684c976262535370673a548c002000700072006f006f00660065007200208fdb884c9ad88d2891cf62535370300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef653ef5728684c9762537088686a5f548c002000700072006f006f00660065007200204e0a73725f979ad854c18cea7684521753706548679c300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /ITA <>
    /JPN <>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020b370c2a4d06cd0d10020d504b9b0d1300020bc0f0020ad50c815ae30c5d0c11c0020ace0d488c9c8b85c0020c778c1c4d560002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken voor kwaliteitsafdrukken op desktopprinters en proofers. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /PTB <>
    /SUO <>
    /SVE <>
    /ENU (Use these settings to create Adobe PDF documents for quality printing on desktop printers and proofers.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /NoConversion
      /DestinationProfileName ()
      /DestinationProfileSelector /NA
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure true
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles true
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /NA
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /LeaveUntagged
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


