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The increasing importance of food quality and food safety has led to an increased consumer 
concern for certified quality products. However, the market share of certified quality 
products still remains very small. The aspect of “quality” has also been accepted as an 
important ingredient of marketing that offers producers a great opportunity to differentiate 
themselves in the market and add value to their products (Jervell and Borgen, 2004). In the 
case of agricultural products producers may view a quality certification (either it is a 
certification of traceability or a quality label) as a tool that protects them in an environment 
of distrust and as a promotion strategy that will add value to their products and justify 
higher prices for them. However, in order for value-added markets to be successful an 
effective communication must be promoted. This means, that consumers must be aware of 
the existence and meaning of these commodities and also have a favorable attitude towards 
them. In addition, consumers must be willing to pay an extra amount of money for such 
products. It is therefore, of major importance to better communicate with the consumers 
and gain a better understanding of their attitudes, needs and perceptions (Preston and 
McGuirk, 1990; Kuznesof et al., 1997; Walley et al., 1999; Van Ittersum et al., 2000; 
Grunert, 2002; McEachern and Willock, 2004). 
The aim of this paper is to examine consumer attitudes and behaviour towards two different 
quality foods: the organic and the traditional speciality guaranteed (TSG) products. A 
survey of Greek consumers was carried out to examine perceptions of food quality, level of 
awareness and attitudes towards food certification. Furthermore, an attempt is made to 
compare the socioeconomic characteristics and attitudes that affect consumers’ willingness 
to pay (WTP) a premium for these two different food products. 
Data were collected in February 2006, using a cross-sectional questionnaire survey. The 
survey took place in the metropolitan area of Thessaloniki (northern Greece) and only those 
consumers who were responsible for purchasing their household’s food were interviewed. 
In total, 414 valid questionnaires were used in the analysis. 
Results indicate the high level of consumer awareness and knowledge about organic and 
TSG products. The majority of consumers are buyers of organic and of TSG products (55 
per cent and 67 per cent respectively). Sociodemographic factors (gender, age) are 
positively associated to consumers’ willingness to pay a premium for organic products, 
whereas nutrition and freshness positively affect consumers’ willingness to pay for TSG 
products. The findings are considered to be useful to food policy makers and marketing 
practitioners, since effective methods of marketing would increase the demand of the 
studied products 
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