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Abstract. Although several studies have investigated conspneéerences for olive oil country-of-origin laliely
(COOL), very little is known on consumers’ preferenfmr new health claims (EC Reg. n. 1924/2006). phjser
aims to analyse the introduction of these attrisuggroviding more insights into Italian consumergaption and
preferences for different extra-virgin olive oiblelling schemes. After preliminary focus group andepth personal
interviews with representatives of retailers and proers’ organizations, a choice experiment (CE) wapgleyed on
a sample of Italian consumers to analyse preferericedifferent extra-virgin olive oils. CE methdogy allows to
weight the relative importance of any given attrébdior consumers, measuring the effects of intavackietween
different attributes. It can also provide an esttioa of the marginal willingness to pay (WTP), ortpaorth, of an
attribute, such as health claim or indication ofigin. The results provide supply chain actors witduable
information to develop marketing strategies, as wadl concrete evidence for policy makers of conssimer
understanding of health claims and COOL labelling.

Keywords: choice experiment (CE), extra-virgin olive oil, hbatlaims, country-of-origin labelling (COOL).

1. Introduction

The recent European legislative shift in the olbdesector, along with a medium long-term consurners
demand for traceability, transparency and moreeinegal quality of the food chain as a whole, casy v
promising scene to better investigate evolving oomers’ preferences. This paper aims to analyze the
consumer preference towards different extra-virglime oil attributes. In particular, we focus oreth
country-of-origin and other valuable attributestbe label such as sensorial ones and health claims.
the end, we paid a special attention to acidityeleand extraction method, as suggested to assess th
extra-virgin olive oil its complexity of qualitatevelements differentiating from conventional olaik

We adopt the choice experiment method, where rekpun are presented with a set of alternatives,
differing in terms of attributes and levels, anéteasto choose the most prefeffedWe proceeded in a
two stages approach, in order to copy with the amitipnal (“making out the attributes”) and de-
compositional (“evaluating their relevance”) phasesded for a choice experiment. A preliminary focu
group pooled consumers to define the attributesthadappropriate levels, subsequently discusse wit
olive oil operators, both producers and retailgregis. Secondly, we conducted a choice experinmeat i
retail store with 196 consumers. The main advant#gie adopted method compared to others, like
contingent valuation methods, lies in its ability deparately identify the value of individual dttries,
namely its effect on consumers’ utifiy Furthermore, this method avoid to explicitly asinsumers the
willingness to pay for a given choice, whereasithglicit price of each attribute is indirectly infed?.
The aim of this research is to contribute to tteed$sion of public authority policies for countrfyesigin

and new health claims labelling, considering trectien of consumers; at the same, we provide itsigh
for private companies to develop strategies given dpportunity of new legislation enforcements to
define new labelling features and, in the meanwimilereasing consumers’ trust and willingness tp. pa

2. Normative framework for extra-virgin olive oil | abelling

In the very last years the labelling issue, incdapability to carry information to the consumeringal its
momentum inside the food legislation. The revievhofizontal legislation first, with broad consuitet

of external public and stakeholders (EC Directive486/90), called on to give advice on nutrition
labelling. The European Commission High Level GroupSimplification of 2008, set up to speed up the
competitiveness of the agri-food European compan@&aled the strong interest which accumulates on
labelling as a core question to be addressed. Tatlaydraft proposal of the European Commission



2008(40) COM, as horizontal measure, reformulageftamework merging together Directive 13/2000
EC and Directive 496/90, although the entire labglbuilding is still under construction. The consers

in Europe face the paradox that while the Europearmative framework is considered the most
protective in the world with respect to the foofesaand quality, the benefits of that can be ssspd by

a merely cost competition with producers of othart mf the world with less stringent requirements.
Furthermore, when such requirements are not disglay the label, competition seems to become unfair
and consumers not able to appreciate the realrémanf a product. Considering the interesting niedap
from Tim Lan%, labelling has been a battlegroundafmumber of “food wars” among different playefs o
the food chaitt'.

2.1 Traceability, food quality and safety features:an European overview of
consumer perception

If the issue of country-of-origin labelling (COOBRs a quality index has been widely investigateénev
with the help of choice experiment techniques arifingness to pay estimatién®, the importance
attached by consumers to the health and nutrifi@me, as introduced by Regulation (EC) n. 19246200
is a relatively new issue to be investigated. TKREOC is gaining more and more interest as a speaisg
among other “territorial schemes or reassurancersel on food safety” because of its ability to
communicate to the consuméré. In many cases, it was found to have some nicpepties which stem
from being somehow an “environmental friendly” pyBk Moreover, the European origin on the label of
foodstuff may, in some cases, stress the diffepbifbsophical approach of the European institutioms
food safety, quality, animal welfare and ethicaLis€!.

At the same time, researches on consumers in Eulmpet agree on the fair level of territorial piraiy
able to give a surplus to the prodicf’ In fact, origin perception seems to depend orfdbe involved
and on cross-national differences. In particular,Eairopean North-South paradigm has been raised in
some papers about food origin perceptigrand traceability technical featu{;éslf boundaries of strictly
defined regional or sub-regional territories entpiblity promises, in many cases due to the presefc
geographical indicatiod¥ **! national labelled product appear as a reasomaigromise to give a plus
to a large amount of foods otherwise excluded fthenquality track. What is interesting to our psps

is that if quality encompasses generally the notibfood safety, the reverse is not automatic: feafibty
appear so far as a general pre-requirefieRurthermore, as previously assessed, if the peore of
safety linked to a COOL scheme may be very high, dcbnsumers’ willingness to pay (WTP) is not
consequentiélf’. It suggests the idea that certain food labelicigemes may be more easily supported by
public actors and farmers’ syndicates than by lertabr industries.

2.2 Recent policy developments in the olive oil dec

In ltaly there is a wide commercial use of the wbéury country-of-origin labelling in the extra-virg
olive oil segment. Both retailers and industrieppart this strategy, often under the “100% ltal@ive

oil” label. While frauds occur systematically miateng about the real origin of the product, many
operators take advantage of historical Italian t&fen in olive culture. Coldiretti, the major li@h
agricultural union, considers that 485,000 tonslnfe oil have been imported in 2008, while theiowl
production amounts at 600’000 tons. In the mearey®8% of the Italian consumers consider necessary
to have the indication of the place of agricultyredduction on the products they Hdy

The recent European Regulation n. 182/2009 andnitiative of the major Italian agricultural union,
Coldiretti, made possible to recognise the oridithe olive oil with respect to the origin of théves.
The new European normative stresses the link batiee extra-virgin olive oil claims and its partiau
quality features. In particular, it improves congusi understanding of the olive oil quality, in erdo let
producers to promote it. The country-of-origin bétolives and the country of oil extraction are amo
the components to be labelled on an extra-virgiveodil bottle. It has to be indicated the courdri
origin and transformation or, in alternative, itsh@ be made specific reference to macro-areas asich
European Community omon-Communityorigin. In case of blends, there are simplifiegysions in
order to inform consumers without declaring the c#fpe origin of each lot of oil (i.e.: Blend of
Community or “blend of non-Communitplive oils).

EC Regulation 1924/2006 provides for inclusion efilth and nutrition claims aimed to underline the
link between a food product — such as the olive-ailr ingredient and its positive effects on heailtid
nutrition. Even if it is out of the scope of thiager to outline the overall situation on healthiroiin



Europe, it can be useful to recall that generidthedaims (not indicating a reduction of diseais&)rcan

be shared among different commercial operatordngiadvantage to several level of food chains or
actors and avoiding intellectual property protatti®On the other hand, proprietary data protectiath
exclusive reservation in the use of labelling,éstcal in food items or ingredients pretendingvoid or
limit the risk of developing a specific diseaset.(a4).

EC Regulation n. 1019/2002 introduced other volynkabelling items appealing consumers, such as the
acidity level and the method of extraction. Acidgfiould be indicated only conjointlyithe same
visual field) with other characterizing features of the ovegalality (namely, peroxides, ability to absorb
ultraviolet ray, waxes in suspensions). Despitethadt, the acidity level itself seems a good quality
reference, and consumers generally still considglity alone in making their purchases. According t
the current legislation, producers can label eitffiest cold pressed extractinwhich includes a mere
mechanical squeeze of the olives with hydraulicsprextracting the oil, orcbld extractiori, which
means that the machines used refer to the cerdtifugof the olive paste. It is not generally knothat
the “cold extraction” entails a convention and g C° is the limit above which the processing can b
considered as “cold”. This is not due to chemidtration incurring to the olive oil exposed to Iég
temperature, but it seems a merely conventionatstal. It is well known that vitamins (as the Eawitin

in olive oil) are steadily degrading with warm teengtures, but no threshold is set for that witlpeesto
the extraction method indication.

3. The ltalian olive oil market

The olive oil market has become very competitiverduthe last years, mostly because of the inckase
commercial competition within the Euro-Mediterranemd not European countffés The world market

is furthermore adding complexity, because of thgedint quality segments of olive oil (extra-virgen
olive oil, etc.). Even if, in general, the concation in few hands of the olive oil production folis the
major dynamics of the rest of the food supply, witany global players trying to extend their domign
over the entire markét, the valuable quality features which emerges oa lsand by improving the
production-extraction methods, and on the otherstogssing them on the label seem to guarantee a
relevant role in the next decades to those produaiele to confirm their elevate standards. It mehat

the possibilities to differentiate the olive oil rkat have been not yet fully deployed, with unexges
marginal economic value derivable.

In order to give an outlook to the global tradeyrba useful to recall that Italy is the second wadive
oil producer and the first consumer. Considering dkrerages values of 2004-2007 (tab. 1), Italyeis n
importer of olive oil (principally extra-virgin olie oil, 74% of the total import).

Table 1.0Olive oil trade, averages values 2004-2007, Italy.

Import Export Net balance
Quantity Value Quantity Value Quantity Value
.000 o o .000 o o .000 o o
tons % Min € % tons % Min€ % tons % Min€ %

\'fi)r(gfr’]"""g'”/ 364 70.6 1,026 743 205 602 787 66.8 -159 905 -239 1181

Other olive oils 151 294 355 25.7 134 39.8 392 33.2 -16 9.5 36 -18.1
Total 515 100.0 1,381 100.0 339 100.0 1,179 100.0 -175 100.0 -203 100.0
Source: INEA (2008).

It seems meaningful to underline that althoughlthkan olive oils fame, one third of the exporéanade

on generic olive oils and, probably, it could beommmically useful to improve in most convenient
distribution of high-quality products in order tgptake higher margins. The phenomenon probably
underline a well known “milking behavior” with resgt of the Italian reputation: generic olive oilg a
imported and processed and, after that, exportddrute Italian flag (corporate Italian soundingrixf).

If the trade-ratio (value per unit of imported puctlvs value per unit of exported product) is positive,
nevertheless there are not signs of improving & st decade (1996-2006), showing the competitive



pressure on the olive oil market. It should alsonbted that the export ratigfrom 30% during 1996-
1999 to 55% in 2004-2007) has been fostered byrtbee proportional increase in value (from 659 to
1,179 million euro) with respect to the increasexported quantity (from 215 to 340 thousand toAs).

a long-term tendency, it reveals that the entaéidh olive oil sector is on the battleground torease its
comparative advantage. The impact of the new réigalaallowing for transparency about the origin f
olive oil, could increase the amount of Italiarveloil in the Italian market of around 10%. Thisikth in
turn, result in a reduction of extra-virgin olivelsoimport, contributing to promote the internal
productiof'®.

4. Methodology

Formally, choice experiment method is based on astnan consumer theory and random utility theory
(RUT)™. Random utility models assume, as neoclassicala@nix theory, that the decision-maker has a
perfect discrimination capability. In this contekibwever, the analyst is supposed to have incomplet
information and, therefore, uncertainty must beetalnto account. Four different sources of uncetyai
are generally identified: unobserved alternativeritattes, unobserved individual attributes (called
“unobserved taste variations”), measurement ermors proxy, or instrumental, variables. Consider the
basic axiom of RUT:

Ui = Vi + & 1)

whereU; is the individuali’s latent utility associated with choice optiprVj is a systematic, observable
(explainable) component of utility ang, is a random, unobservable (not explainable) corapb V;
depends, in turn, to the exogenous variables vak@sesponding to the product’s attributes anth®
socio-demographics of thieth consumer, and to the weights associated to eadable in determining
the utility:

Vi =B X (2)

whereX; is a row vector of exogenous variables (both sdeimographic and choice attributes) ghd
refers to the parameters of the model. Note th#ttismimodel the vectgs; is not specific to an individual.
Considering the probability that the choit® i6 preferred to the choicg)(

Pin = Prob (U, > Ujy) h# g )
or in other terms,
Pin = Prob [(Vih — Vig) > (eih —é&ig)] 4)

an explicit expression for this probability can derived by assuming the distribution of the eremts
(&5). If errors are casual (independent) and so fantidally distributed (IID), as generally assumed i
multinomial logit (MNL) model€”, the probability of any alternative being chosen as the most
preferred can be expressed in terms of the logisstcibution stated in the following equatiBn

(BnXin)
p=2"2 (5)

J
Ze(ﬁjxij)
j=1

Another implication that comes from equation (5) MNL models is the Independence from the
Irrelevant Alternatives (l1A), by which consumechkoices does not depend on the choice optionsnhavi
an utility function that does not rely on thosetteas". The (IID) and (IIA) are generally assumed as
very strong assumptions. Once the parameters reare dstimated, the marginal rates of substitutéon c
be calculated giving an estimation of the rate hictv respondents are willing to trade-off one htité
for another. Where the attribute being traded ésrttonetary attributesy,), this rate estimates the implicit
price, or marginal willingness to pay (WTP), of titéributek?:

! The export ratio is calculated as the % ratio ketwthe export value and the internal productidnereSo far an
increase of the export ratio value may be dueraterely to the decrease of the internal productioto the increase
of the export value.



wrp=— P (6)
B

m

As noted before, in the MNL model the vecgibis define for the overall sample. Assuming thesexice

of s segments in a population, and that individudlelongs to segmerd (s = 1, ..., $ the utility
parameters become segment specific and equatiaa(Bhe defined by the following Latent Class (LC)
logit model*!:

e(:anxih )

Pus =3 (7)

Z e(ﬁjsxij)
=

wherepys is the segment specific vector of utility paramgtd.atent Class (LC) logit model can be seen
as a specific formulation of the more general Ramék@rameter (RP) logit model, where parameters vary
across all individual®!. In LC and RP models the assumptions of IlA and Hre relaxed and
components error can vary across the individualeatter of specific preferences or system of vallres
particular LC and RP are ideal for panel statedepeces on multiple, repeated choices.

5. Survey and experimental design

The data were gathered through a direct surveyuwaiad in a retail store during one week on July®200
196 purchasers of extra-virgin olive oil were catéa and interviewed by two trained interviewers. A
socio-demographic questionnaire was first submittedespondents and then a choice experiment was
performed. This data collection phase was precegedfocus group with ten olive oil consumers, agd

two personal in depth interviews with players of firocessing and retail stages of the supply chain.
Several information were derived by these stepssehinput were used to select those attributes and
levels perceived as important by consumers in asgicly extra-virgin olive oil and, at the same time,
representing an interesting valorisation strategytte supply chain. Focus group testing, in palaig is
regarded as crucial to define the appropriate féfmaience, the developed framework considered the
current legislation. The attributes and levelshi@ éxperimental design are shown in table 2.

Table 2. Experimental design attributes and levels.

Attributes Levels
Health claim No . . .
Yes (“The product X belongs to the Mediterranean Diegfuisto prevent heart-diseasgs
. None
Acidity « 038

« 0.3 Low Acidity

¢ 100% ltalian extra-virgin olive oil
Extra-virgin olive oil from the European CommunitMediterranean area
Extra-virgin olive oil from the European Community

¢ Non-Community extra-virgin olive oil

Country-of-origin

e 7.00€
Price e 6.20€/
e 5.40¢€/
e 4.60¢€l

Country-of-origin was one of the attributes mosfiyoted by consumers in focus group and thus indude
in the experimental design. In our choice experime&a considered oil from olives cultivated and
processed in Italy (labelled as “100% Italian extirgin olive oil”), extra-virgin olive oil from (tives

and transformation in) the European Community andraevirgin olive oil from (olives and
transformation outside) the European Community. Agiscientists, there is a lack of consensus on the
possibility of extra-virgin olive oil to benefit diealth claims. Informal rumours from the NDA Paaogl



European Food Safety Authority (EFSARncharged to assess the list of health claimfoodstuffs,
suggest that the presence of anti-oxidants sucpobgphenols is likeable to be supported by EFSA.
Nevertheless, the idea that olive oil is a cengralluct in the Mediterranean diet, and that Mediteean
diet has many good healthy properties, prompteb use this very accessible claim. The specifitla
“the product X belongs to the Mediterranean Diegfulsto prevent heart-diseasgsvas submitted by
several national Food Agencies to the European Ussiom for a pre-screening, and sent to the EFSA
for approval. Even if, at this moment, the destfythis claim is not still defined, the notion of
Mediterranean diet is well understood among conssimend so far recognizable; on the other hand,
“anti-oxydants”, as also emerged from our focusugtare not clearly associated to good health aay m
hardly improve consumers’ eating behaviours. Wes tbansidered the possibility to include the former
claim on the product label. Finally, we includedugther character: the acidity level. Although,rexted
before, acidity should be indicated only with otlgerality features, the acidity level itself seemgoad
quality reference, and consumers generally stifistter acidity alone in making their purchases. Bue
that, in our choice experiment we considered owly acidity levels, even if from a strictly legisha
point of view it could be incorréét. Finally, price (expressed in €/1) was also ineldd

Once the attributes and levels were defined, wectsd a fractional factorial of the available atite
level combination, maintaining the orthogonal pmypef the full factorial (no correlation betweelnet
attributes. We obtained an orthogonal array of 30 producfilesi. These were divided in ten choice
sets each composed by three alternatives. Thutheirthoice experiment respondents were given the
opportunity to select between three alternativeaexirgin olive oil bottles presented on cards dépg
images of the different options carrying differg@mnices and different level of attributes, plusreofie of
theni option. The possibility for respondents of chaeasi‘not to chose” is considered important as
representing a real market behaviBuRespondents were provided with help by trainedrifewers to
comprehend the choice set questions. Hence a sé@®been devoted to an explanation of the task th
have been asked to perform, i.e. to select theepieaf alternative through ten different choice .s€te
repeated choices procedure make choice experireentsomically efficient methods for collecting data
regarding consumer preferences for food prodfiicts

6. Results

Summary statistics of the sample are shown in tablEhe majority of respondents were young (in the
class 25-40 years old), with an average cultunalléhigh school), and well balanced between gender

The average family members at home are 3 persowlsgxstra-virgin olive oil is generally purchased

twice (34%) or once a month (22%). These datamisé with the different handling that households
make of extra-virgin olive oil, sometimes usingritany kind of recipe/usage, sometimes “crude only
use” for seasoning purposes (i.e., salads, etc.).

Table 3.Descriptive statistics of the respondents (n=196).

Gender (%) Frequency of purchase (%) Education (%)
Male 49.5 Once a year 8.2 Primary 4.1
Female 50.5 Twice a year 8.2 Secondary 21.9
Age (%) Every 3 or 4 months 8.2 Post-secondary 46.4
18-24 13.8 Every 2 months 6.6 Tertiary 27.6
25-40 42.9 Once a month 22.4

41-50 20.9 Twice a month 33.6

51-60 12.2 Every week 12.8

> 60 10.2 Family members (n.) 3.0

The majority of respondents were habitual purctsaséextra-virgin olive oil. Many of them showedal
an attitude to purchase it directly from trustedrfers or oil mills. This tendency seems to be cotete
to a long dated traditional habits in the Southgaty, with familiar links or direct ownership ofliees
farmlands. For other purchasers, this tendency seeone linked to a hedonistic aspect and post-fahter

2 The Nutrition, Dietetics and Allergens (NDA) Paithe specific working group inside the EuropEand Safety
Authority which is in charge, among other things,ascertain the potential of a food items to beautition or
health claim, due to its qualifying characteristics

% The orthogonal array was derived by means of SEBS%



values; in both cases, this leads to lower purcha$elive oil bottles from large scale retailevghere
the alternative channel is direct purchasing, tirelpase at retail is scarce (once year).

6.1 Empirical results

All models were estimated using Limdep Nlogit (¥ens4.0f?".. More than the baseline specification of
the Multinomial Logit (ML) model, we tried to evalte the Random Parameter Logit (RPL) model and
the Latent Class Logit (LC) model in order to acoomdate the internal variance of taste preferenods a
the patterns of stochastic errors distributionti@ LC model, we supposed the presence of 2 cladses
consumers, the first one more attentive towardsptfiee factor, the second one to the origin of the
product. The resulted segmentation doesn't prowade acceptable fit of the model (p-value not
statistically acceptable). This can be considered aarejection of the hypothesis of internally
homogeneous classes. In the RPL model we assumednzl distribution, despite is well known that
different distribution assumptions may have differeros and coffé!. Still the normal distribution of the
random parameters is the most common one, eveurtliei research is pendiffy The alternative
specific constants included were gender, ages dadation. Despite of that it was not possible tovie

a class of consumers with statistically interesiimgrnal homogeneity, probably due to the fact thea
Italian olive oil culture is somehow well spreadarg the population as a whole. Thus, the role oioso
demographic variables seems so far not explicatexesn if more research is needed due to the
preliminary character of the current research anthé limited number of observations. So far, fo t
basic ML model with 3 attributes (price, originjdity), and given the 4 levels for origin and 2 éé/for
acidity, it has been found a good fit of the mogsleudoR? = .231; adjuste® = .069).

Both ML and RPL models derive a good utility foretltalian origin, which by far detach the other
attributes (tab. 4). A problem matched derived fribv difficulty to have significative values forrae
attributes, due probably to collinearity. Reducbaih the number of attributes considered and thelde
proved to be an useful strategy, improving theffithe model too.

Table 4. Summary of ML and RPL models.

Variable RPL model ML model
Coefficient p-value Coefficient p-value

Price -4.114 .64 -3.910 46

Non Community origin -5.358 -5.488 .26

European Community origin -20.213 .00 -21.482 .00

European Community origin - Mediterranean 9.565 .00 9.577 .00

100% Italian origin 16.224 .00 17.517 .00

Health claim 402 .400

Low acidity (0,3) .705 .00 2.357 .00

Ordinary acidity (0,8) -705 .00 677

Pseudo R 0.224 0.231

R adjusted 0.038 0.069

Log Likelihood -637.66 -637.19

As expected, the main driver is the origin of theduct, where Italian origin is the most preferred
followed by Mediterranean. Both non-Community angrdbean Community olive oils have negative
utilities for consumers. Price coefficient is negat although not significant, denoting that thisiaute
can be interpreted both as an attribute denotirdjtgor vice versa, simply cost. In the mean tirfigow
acidity is recognised generally (being constanbyieles, ultra-violet reflection and waxes) as adjoo
quality indicator, not all respondents showed digeht knowledge of this parameter. Sometime a-law
limit of 0.8 in acidity was considered the best athenoting a spread lack of consumers’ knowledgeib
this parameter. The health claim coefficient igtdliy positive in both models. This attribute, meéel to
the importance of the Mediterranean diet to preveart-diseases, was perceived as deceptive byt a pa
of the respondents, despite the increasing evideriated to its positive role in maintaining a gduhlth
status. Probably in Italy consumers are aware @btimefits of the Mediterranean diet, as well asrtie

of olive oil in it. So this claim could be perceil/so far as pleonastic or inconclusive, adding ingtho
the product.



6.2 Estimating willingness to pay for extra-virginolive oil attributes

The WTP for a given attribute level has been caked with the formula (6). Even if the results oT®/
as generally estimated tend to boostwhkie for moneyand so far, the availability to support increasing
cost for higher levels of an attribute, the 2 medadedict similar results. The first attribute fohich
consumers seem able to bear a positive cost 0D Italian origin of the olives.

Even if it is something considered well acceptedagnthe Italian consumers, it is not easy to uridads
and to translate in a marketing tool the WTP aspbinderived abovk In our case, the actual price
strategies in the marketplace are more conservatiek only a spread of about 1.50 €/1 is separdtiag
100% lItalian extra-virgin olive oil from other geifeones. Despite of that, it is useful to recélatt
actually, strategies to support the Italian origiith special productive requisites (i.e., agronomic
conditions, processing phases, acidity level, ajo.)jnto the direction of increasingly make thdidta
product competitive on the global scene, and abgatn a major spread.

Table 5.Willingness to pay estimates (€/1).

Variables RPL model ML model
Non Community origin -1.30 -1.40
European Community origin -4.92 -5.50
European Community origin - Mediterranean 2.33 2.45
100% Italian origin 3.94 4.49
Health claim 0.09 0.10
Low acidity (0,3) 0.17 0.60
Ordinary acidity (0,8) -0.17 -0.17

Another interesting aspect in the sourcing of tRiFaevirgin oil is related to the other kind of gi
labelled. If, as expected, the Mediterranean originnected to the Communitarian belonging is deemed
positive, with a WTP of about 2.4 €/1, the simplar&pean origin of the extra-virgin oil is not a gartee

in itself for consumers. It is something on whidflection is needed, because despite of the strict
normative framework, consumers feel not well prigddoy the regulation of the Commission. The idea
of “European Community” is too wide (due also te ttecent enlargement to new Member States) and
hence seems not to give the trust accorded by fwoalucts or trademarks. The same health clainotis n
fully understood or appreciated by consumers; tet that the claim on the label is generic and not
layered on a strong assumption (i.e., the rol&éefproduct in reducing specific disease-risk fajtoould
have played a role in the estimated quasi-null matgWWTP value. Even in other cases, consumers
attached to theséght claimsa lower attention compared to other more detatind®. With regard to

the low acidity level as a proxy of the quality ébfor extra-virgin olive oil, the ML model seems t
better predict the actual consumers preferencesviligness to pay (0.60 €/1).

7. Conclusions and discussion

Aim of this paper was to provide new insights tdtéreunderstand the consumer preference towards
different extra-virgin olive oil attributes such asuntry-of-origin (COOL), health claim on positive
virtues of the Mediterranean diet and the aciditsel, which has recently gained relevance as inafice

the overall quality in front of the consumers. Tiesearch was conduced with both qualitative and
guantitative approaches. First, a focus group veafopmed, discussing the desirable extra-virginebil
attributes and the incoming regulative framewottke tresults were validated by means of personal
interviews performed with key-actors of the prodetand the retail in the olive oil sector in Italyhen,

the elicited attributes and levels were tested ajuantitative basis, via face to face interviewshwi
consumers in a retail store. We empirically testeal models: the Random Parameter Model (RPL) and
the baseline Multinomial Logit model (ML), the lattextended with the no-choice option. This last
model proved to be very performing in literaturehile the RPL is naturally adapt for repeated stated

4 Even if many researchers have pointed the posdibteepancy between hypothetical and actual payseitings
in choice experiments, a recent study have empirically demonstrated ttiatdifference, in the beef case, was not
statistically significarlt?.



choices as panel are. In any case, both modelgegrovgive similar results, with regard to the ipilo
explain the attributes and the resulting willingnés pay.

Not surprisingly, the attribute related to the ital origin carried the highest parameter relatwehe
other attributes, health claim and acidity levédbimation. We can interpret the high coefficient fbis
attribute to mean that consumers strongly values Ithlian production and processing of olives.
Moreover, according to the incoming normative framek, origin of row material are going to be
compulsory on the label, framing a new relationshiih the extra-virgin olive oil and consumers. Cioe
tendencies at odds on the global market, suchads sconomy of giants of the market and niche esgsat
from small players with a propension to produceaahigher qualitative level, origin appears as a
discriminating factor in the future competitive @acAs another result, it can be said that the dgener
“European” normative framework it is not able perte assure a decent level of trust. Even if tesla
regulating olive oil production are the same aciBssope, consumers feel more protected by a differe
idea of the geography itself, which is linked te thational level or even to the Mediterranean level
(probably due to the natural association betweare @il and traditional presence in the Mediteriame
countries). Interesting results address to go modepth with the research on future health cladimly
authorized by the EFSA. At the moment, unfortunatdétere are not milestones on this ground, and a
comprehensive regulatory framework is still pending spite of that, there are increasing clues
supporting the idea of using health claims as aal@k tool for support quality features of foodhig In
our case, a claim on the role of extra-virgin olaiein the Mediterranean diet and on its import&it
preventing heart diseases doesn’'t match in a netewdlingness to pay, although exhibiting a slight
positive coefficient in the models. This generahlbie claim doesn’t seem to attract consumers prgbab
because they are already aware of the benefitgtod-girgin olive oil within the Mediterranean diat
helping cardiovascular system. The controversial ob thesdight claimsin the final purchaser decisions
have also been discussed by other auffibr&n the other hand, the acidity level, even itimsting,
seems to be judged not equally among consumers. pfbielem here lies in literacy: not all the
respondents are able to assess what the desieakleof acidity is, many confounding the high le{(@B)

of acidity as a good feature in the extra-virgiiveloil.

So far it is possible to conclude that, given thecificity of the Italian production, and the anoediting
quality trend of Italian extra-virgin olive oil ithe last decade (due to both the export ratio hadrade
ratio), it is meaningful to favour a qualitativeafein our internal productive methods, as far ggpetted

by a more transparent labelling. As emerged byamadysis, the WTP for the 100% Italian origin of th
extra-virgin olive oil is about 4.00 €/I. Even ifgbably the statistical method tends to overestsahe
WTPY, we believe that there is a potential margin tréase the spread actually applied in the “Italian
origin” extra-virgin olive oil segment (about 1.5l over the generic extra-virgin olive oil). Fueth
researches may also investigate the significancheoiifference between the hypothetical (estimjated
and the actual willingness to pay for the Italiaigio attribute.
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