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MARKETING OF FRUITS AND CONSUMER PREFERENCES
IN CYPRUS

M. Markou
SUMMARY

Trade liberalization through the General Agreement on Tariffs and Trade (GATT) and the aboli-
tion of duties for agricultural products of European origin agricultural products exert pressure on local
agricultural products. Competition is increasing and certain local agricultural products face serious
disposal problems.

So far, there is no formal recording concerning consumer behavior in order to measure the impact
of liberalization on consumer preferences.

The main aims of this study were a) to record local consumer preferences regarding fruit con-
sumption, b) identify possible shortcomings in the marketing chain, c) trace the impact of trade lib-
eralization on fruits and d) suggest ways to improve the situation.

The present study derives useful information for Cypriot consumer preferences concerning fruit
consumption and the correlation between fruit origin (local vs imported) and socioeconomic charac-
teristics of consumers (sex, age, education, income). Additionally, the correlation between consumers
purchasing performance and their socioeconomic characteristics is explored and the current market
situation is sketched.

Cypriot consumers prefer local fruits instead of imported, loose instead of packed, and organic
although more expensive. They spend a rather small proportion of their income on fruits and they are
very concerned for possible health hazards due to chemical residues in fruits. Fruit appearance deter-
mines their purchase preferences, while price is a rather inferior factor.

Given the almost general consumer support to local fruits it may be concluded that fruit market-
ing problems resulted mainly because of the reduction in exported quantities, overloading the local
market with quantities impossible to be absorbed.

INEPIAHYH

H @uhehevBegomoinon tov Eumogiov péow g I'evixng Zvugpwviog Aaouwv xot Eurtogiou
1OL 1) OTTAAELPN TV OUOUDV YLOL YEWQYIAA TTQOTOVTO XOLVOTIXNG TTQOEAEVONS OLOROVV TILECELS 0T
HVTTQLOXAL YEMQYLXA TTQOTOVTA. O OVTAYWVIOUOS EVIELVETOL TEQLOOOTEQO UE OUTOTEAETLO KVQLOL
VEWQYLRA TTQOTOVTOL VO AVTLUETWITICOVY 0OPAQC TTQOPANUOTO ELITTOQLOG.

MéyQL T0Q0 OeV VITAQYEL ETLONUN ROTUYQUEPY) TNG CUWTEQLPOQAS TWV KATUVOAWTMOV £TOL
MOTE VO OLOPAVOVV Ol ETTLITTMOOELS OO TN PLAEAEVOEQOTTOINON OTT CVUITTEQLPOQL TMWV KATOV-
AOTOV.

OL ®VQLOL OTOKOL TNG UEAETNS NTALV (L) VAL KOTOYQGPEL TLS TTQOTLUNOELS TMWV HATAVOAWTOV 0LV~
POQLXAL UE TNV HOTAVAAMON PQOVTWYV, [3) VO EVIOTLOEL TUYOV AOVVAULLES OTNV 0AVOTO0 EUTTOQLAC,
V) VO OVLYVEVOEL TLC ETTLITTMOELS TNG PLAEAEVOeQOTOIMONS 0T (QOVTA %Al O) Vo eLonyndel TQO-
TTOVG PEATLMONS TNS HOTAOTAONG.

H mapovoa €Qevva. avTAel Y ONOLUES TTANQOQOQLES YLaL TLS CUVIOELES TV HOTAVOAMTWOV OV
POQLXAL UE TNV ARATUVAAWDON PQOVTWV KAl TN CVOYETLON TNS TTQOEAEVONS TWV (PQOVTWY KAl TWV
HOLVOVIXOOLXOVOULKMDV YUQUATNOLOTIAMV TV XATOVIAOTOV (MALXia, QUAO, LOQMM®ON, EL0OIN-
ua). Emumodofeto eEetdletal M ovoyETLoN TNG AYOQOOTIXNG CVUITEQLPOQAS TWV HATAVOAMTWOV
1OL TWV KOLVWVIXOOLXOVOULAMY TOUS YUQUKTNOLOTLAMY KO ORLOYQOPELTOL 1) VPLOTAUEVN HOTA-
0700 OTNV 0YOQH (PQOVTWV.

OL ®VITQLOL XOTOVOAMTES TTEOTLUOVV TOL KVITTQLOAA (PQOVTOL EVAVTL TMWV ELOOYOUEVOV, TO YV
EVOVTL TV OVOREVAOUEVOV HOL TO FLOAOYIXA TTQOTOVTO £0TM KL OXQLBOTEQ. EOIEVOVV VAL O)E-
TG UKRQO TTOOOOTO Ot TO ELOOONUO TOVG YL TNV AYOQCE. (PQOVTMV KOL AVNOUXOUV TTOAD L0
TBavd TEOPMUATO 0TV VYELD TOVG AOYM™ TNG TO.QOVGTOS VITOAELUUATWV YNULXDV OVOLDV 0T,
@oovta. H epugpdvion Tov ooty amotelel x0B0QLOTIRG TAQAYOVTA VL0 TNV 0YOQA TOVS, EVMD
N LN Qaivetol OTL emNEEACEL 08 IWHQOTEQO POBUO TNV CITOPAOT TWV HOTOVIAWMTWOV.

Aedopévng Tng xaBoAUNG 0XEOOV OTNOLENG TWV HATAVOAMTWOV OTO KUITQLOAEG (PQOVTO CUUITE-
Qaivetal OTL TO TTQOPAUOTO. EUITOQLOS TTOV OVTLUETWITICOVY T RKVTTQLOXA TTQOTOVTA OPEIAOVTAL
©VOLMG OTN UELWON TV EEAYWYWY, AUECO OITOTELEOUO. TWV OTTOLWV (VAL VO, TTOQAUEVOUY ONUL-
VILKES TTOOOTNTES OTNV EYYMDQLO 0YOQA, 1) OTTOL0 CLOVVOTEL VOL TO. ATTOQQOPNOEL.



INTRODUCTION

Consumer behavior theory deals with the
way by which an individual executes his
choice. The subjects of consumer choices are
goods and services. According to the theory
(Estrin and Laidler, 1995) the consumer makes
such choices that, with a given income and
specific prices for X and Y goods he succeeds
the maximum level of satisfaction. The con-
sumer seeks the best quality and maximum
utility with a specific cost (Hisrich, 1990).

According to Kamenides (1995) the con-
sumer purchasing economic behavior is
affected by the price of good, the prices of
other competing goods (e.g. similar local or
imported products) or complementary prod-
ucts (e.g. coffee and sugar), consumer
income, the level of consumer’s fixed
expenses and the frequency of his payments.
Economic analysis of consumer behavior is
based on assumptions and admissions, i.e.,
that the consumer is rational, he is not inferi-
or but always has an opinion and preference,
and he is consistent in the sense that he has
no different preferences in different times.
His preference is characterized by monoto-
nicity, i.e. he prefers a higher quantity of a
commodity instead of lower, and his addi-
tional satisfaction resulting from the higher
consumption tends to be diminishing
(Magdalinos, 1981).

The basic factors that affect the point of con-
sumer’s purchase power, from the socioeconom-
ic view, is his occupation, education, sex and age
(Kamenides, 1995). The sociology factors that
affect the individual’s purchase power are culture,
social class, reference teams and family (Kinnear,
1997). In this research consumers are taking a
positive stand against fruits since, based on their
answers, they all purchase and consume fruits.

MATERIALS AND METHODS

Scales for measuring consumers’ stand
There are various types of scales which
are used to count consumers’ stand. All scales
suppose that it is possible to determine in a
quantitative manner a qualitative factor in
such a way that the individual’s stand could
be expressed in a measurable rank. The most
important scales are a) Thurstone scale,
where the respondent has to decide if he
agrees or disagrees in a series of different
propositions, b) Likert scale, which presents
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an issue in the form of different options.
These options count the reaction of respon-
dents using an evaluation system by catego-
ry, ¢) Gutman scale, which is presented in the
form of scale bar, i.e. a table of aggregate
propositions, answers given and a mecha-
nism that allows the classification in scale
degree, and d) Osgood scale, which is pre-
sented in the form of seven points bipolar
scales. Respondents are asked to evaluate an
object in the length of this line (Magnesalis,
1981). According to Chisnall (1997) the var-
ious scales for the measurement of attitude
are the nominal, the ordinal, the interval and
the ratios scale.

Measurement scales, used in marketing
research and consumer behavior, are divided
into comparative and non-comparative
(Malhotra, 1993).

Comparative scales are 1) The paired
comparison scale, where the respondent has
to choose between two items at the same time
using a criterion, 2) Rank order scale, where
respondents classify various items according
to a given criterion, 3) Constant sum scale,
where respondents divide by a constant sum
the units as points or money between a group
of items which affect with a value on a crite-
rion, and 4) Q-Sort scale, which uses a
process of rank order placing in row similar
items giving emphasis to a special criterion.

Non-comparative  scales  are 1)
Continuous rating scale, where the respon-
dent marks his preference on a line connect-
ing two extreme notions referring to emo-
tions or perceptions about items or goods,
and 2) Itemized rating scales, which include
numbers or description corresponding to
each category. The most widely used rating
scales are a) Likert scale, which is a meas-
urement scale of 5 or 7 responding categories
ordered from strongly agree to strongly dis-
agree. In a 5 - degree scale number five cor-
responds to absolutely agree, while number
one corresponds to absolutely disagree, b)
Semantic Differential scale, which consti-
tutes 7 ranking points, and c) Stapel scale,
which is a type of ranking scale that uses
simple phrases or adjectives.

Research design and methodology

For the implementation of the research a
proper questionnaire was prepared. The ques-
tionnaire included personal data, consumer’s
preferences and purchase behavior, as well as



more specific questions for special types of
preferred products, such as organic products.

The sample consisted of inhabitants from
the Nicosia area living in the municipalities
of Nicosia, Aglantzia, Agios Dometios,
Egkomi, Lakatamia, Latsia and Strovolos.
Supermarkets lying in these municipalities
were classified according to their return
income. Six of them, i.e. Athienitis,
Woolworth, Metro, Orphanides, Pilavakis
and Charalambides, were selected by draw-
ing.
The method used to fill the questionnaire
was the Mall Interception Technique.
Consumers above 18 years of age entering
the selected supermarkets were asked if they
accept to answer the questionnaire. If their
answer was positive they were automatically
considered as part of the sample. Data were
collected between April and August, 2001.
Interviewers visited supermarkets on alter-
nate days of the working week either in the
morning or in the afternoon.

The questionnaires were analyzed using
the SAS software.

RESULTS

The sample size consisted of 401 consumers.
One hundred and forty eight (37%) were men
and 253 (63%) were women. Most of the
respondents (67.6%) were between 20 and 50
years of age. The majority of consumers (86%)
were married, while the highest proportion of
households (75%) was constituted by 4 persons.
Concerning the education level, the highest pro-
portion was higher and highest level graduates
(88%). The majority of respondents (34%) were
private employees, 21.5% were government
employees, 16% pensioners, 13% self-
employed, 11.5% housewives and 4% students
or unemployed. According to their response
15.5% had a monthly family income below
£500, 34.5% between £501-1000, 25% between
£1001-1500, 17% between £1501-2000, and a
small proportion (8%) above £2000 (Table 1).

The positive stand of consumers against
fruits can be justified by the fact that all of
them consume fruits during the whole day.

Sixty one per cent of the respondents stat-
ed that they do not decide beforehand what
kind of fruits they intend to buy. They make
their decision after visiting the selling point
and after examining the fruits offered.

Another factor studied was the preferred

selling outlet. Respondents were asked to
choose among supermarkets, neighborhood
market, farmers’ market, wholesale market,
fruit market and combinations between
supermarket—fruit market, fruit market—farm-
ers’ market and supermarket—neighborhood
market. Most of the respondents (33.7%)
stated that they usually purchase their fruits
at supermarkets, 26.2% prefer the combina-
tion supermarket—fruit market and 23.4% the
fruit market. Only 4.2% prefer the neighbor-
hood market, while the other outlets lay
behind with negligible percentages.

A percentage of 47.3% of respondents
visit selling outlets usually twice a week,
22 4% once a week, 20% three times a week
and 8.5% every day. A small proportion
(1.8%) purchases fruits four times a week.

The highest proportion of respondents
(43.4%) purchases 2 to 4 kg every time,
36.2% above 4 kg and 20.4% below 2 kg.
The quantity purchased is irrelevant of the
age of respondents (Tables 2 and 3).

Forty seven per cent of the respondents
spend on fruits below £10,41.4% spend 10 to
£20, while 11.7% spend above £20 per week.
The level of education and the consumer sex
seem to be irrelevant of the amount spent on
fruits (Table 4).

One of the main components of the
research was to examine the purchasing
behavior of consumers concerning the pres-
entation and appearance of fruits. In this
respect, qualitative criteria like variety, coun-
try of origin, indication of the region grown,
season and price of product were included in
the questionnaire. According to the results
78.3% of the consumers consider the appear-
ance, 60.8% the season, 53.6% the trade
mark, 40.9% the outlet and 34.6% the price
of the product, as the most important factors
affecting their decision to purchase fruits.
The importance of price changes with
income. In the group income below £500,
69% of the respondents claimed that fruit
price affect their purchase, while the propor-
tion for the income group above £2000 was
only 12.5%.

Using the Likert scale with five subdivi-
sions, consumers were asked to evaluate the
quality of fruits on the local market. One
third (31.4%) of the respondents ranked qual-
ity with grade 5 (good quality), 32.4% with
grade 4, 31,7% with grade 3 and 4.5% with
grades 1 and 2 (bad quality).



Table 1. Main characteristics of the survey

Item Frequency Percent
1. Sex
Male 148 369
Female 253 63.1
2. Education
Illiterate 1 03
Primary 32 8.0
Secondary 15 3.7
High school 178 444
Tertiary 175 43.6
3. Decide beforehand the kind of fruit to buy
Yes 157 39.1
No 244 60.9
4. Purchase frequency
Once a week 90 224
Twice a week 190 474
Three times a week 80 20.0
Four times a week 7 1.7
Daily 34 8.5
5. Selling outlet
Supermarket 135 33.7
Neighborhood market 17 42
Popular market 15 3.7
Wholesale market 7 1.8
Fruit market 94 234
Combination Supermarket - fruit market 105 26.2
Combination Fruit market - popular market 12 30
Combination Supermarket - popular market 12 30
Other 4 1.0
6. Quantity purchased
<2kg 82 204
2-4kg 174 434
>4 kg 145 36.2
7. Money spent on fruit
£<10 188 46.9
£10-20 166 414
£>20 47 11.7
8. Fruit Quality
Grade 5 - (Good quality) 4 314
Grade 4 14 324
Grade 3 127 31.7
Grade 2 130 35
Grade 1 - (Bad quality) 126 1.0
9. Preference of origin
Local 363 90.5
Imported 38 9.5
10. Reasons for preferring local products
Logical prices 5 1.3
More confidence 89 222
Better flavor 173 43.1
Better presentation 19 4.7
National reasons 60 150
Other reason 55 13.7
11. Packed or loose
Packed 21 52
Loose 380 94.8
12. Possible health hazard due to chemicals
Yes 367 91.5
No 34 8.5
13. Prefer organic products even more expensive
Yes 294 73.3
No 107 26.7
14. Willing to pay more money for organic products
Less than 25% above conventional products prices 301 74.6
25 - 50% above conventional products prices 82 209
51-100% above conventional products prices 18 4.5
Total 401 100.0




Table 2. Money spent on fruit and preference of origin and by income

Origin Money spent

Income Local Imported <10 10-20 >20
<500 59 3 36 21 5
500-1000 126 12 69 54 15
1001-1500 91 10 47 37 17
1501-2000 62 6 25 38 5
>2000 25 7 11 16 5
Total (No) 363 38 188 166 47

(%) 90.5 9.5 46.8 414 11.8

Table 3. Sex, quantity of fruit purchased, preference of origin and money spent by age

AGE Total
Item <20 (%) 2040 (%) 41-60 (%) >60 (%) No (%)
Sex
Male 1 03 48 119 65 162 34 8.5 148 36.9
Female 3 0.8 117 292 103 257 30 7.5 253 63.2
Total 4 10 165 411 168 419 64 160 401  100.0
Quantity purchased
<2kg 1 03 39 9.7 24 6.0 18 4.5 82 20.5
2-4 kg 0 0.0 70 17.4 81 202 23 57 174 433
>4 kg 3 0.8 56 14.0 63 158 23 57 145 36.3
Total 4 10 165 411 168 420 64 159 401  100.0
Origin
Local 2 0.5 148 369 150 374 63 157 363 90.5
Imported 2 0.5 17 42 18 4.5 1 03 38 9.5
Total 4 10 165 411 168 419 64 160 401  100.0
Money spent
£<10 1 03 88 22.0 64 160 35 8.7 188 47.0
£10-20 3 0.8 60 15.0 83 207 20 50 166 415
£>20 0 0.0 17 42 21 52 9 22 47 11.6
Total 4 10 165 412 168 419 64 159 401  100.0
Table 4. Money spent on fruit and prefernce of origin by sex
Sex Total
Male (%) Female (%) No (%)
Money spent
£<10 76 19.0 112 28.0 188 47.0
£10-20 61 15.2 105 26.1 166 413
£>20 11 2.7 36 9.0 47 11.7
Total 148 369 253 63.1 401 100.0
Origin
Local 136 339 227 56.6 363 90.5
Imported 12 30 26 6.5 38 9.5
Total 148 369 253 63.1 401 100.0




Consumers were asked if they prefer their
fruits packed or loose. According to their
response, 90% prefer their fruits loose and
only 2% packed. Basic reasons for their pref-
erence to loose fruits are the possibility to
choose fruits according to their needs and the
perception that packed fruits are of lower
quality and more expensive. Additionally,
only 5% of the respondents are willing to pay
more money to buy packed fruits.

Concerning the kind of fruits consumed
more frequently, those were: apples (92%),
watermelons (83.3%), oranges (80.1),
bananas (78.6%), peaches (74.3%), strawber-
ries (71.1%), melons (68.8%), mandarins
(63.8%), grapes (63.8%), pears (60.9%) and
apricots (56.4%). Other fruits follow with
smaller percentages.

As far as the origin of fruits is concerned,
90.5% of the consumers stated that they pre-
fer local products and only 9.5% imported
fruits. Main reasons for this support to local
fruits are 1) better flavor (42.4%), 2)
increased confidence (20.2%), 3) support of
local production (13.7%) and 4) other rea-
sons (12.7%). Consumer preference concern-
ing the origin of fruits changes as income
increases. In the group with a monthly
income above £2000 consumers prefer in a
higher proportion (22%) imported fruits,
while this figure fluctuates between a low 5%
to a high 8.8% in groups with lower income.

The vast majority of consumers (91.5%)
consider that their health is in danger due to
chemical residuals in fruits.

Two thirds of respondents (63.6%) stated
that they are well informed about organic
products, while 73% of them are ready to buy
organic products at higher prices. Almost
75% of the respondents are ready to pay up to
25% higher prices for organic products. The
precondition is that a certifying body, accord-
ing to the European Union Directives and
Regulations, certifies organic products.

DISCUSSION

Given the high proportion of women inter-
viewed, it is obvious that the day-to-day
responsibility for shopping lies with them.
Concerning the education level of Cypriot
consumers, it is recorded that they are well
educated with an increased proportion of
higher and tertiary level graduates.
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Consumers take a positive stand towards
fruits since a high proportion consumes fruits
on a daily basis.

The presentation and appearance of fruits
remains a determining factor affecting pur-
chase. Other important factors are the season,
the brand and the selling outlet, whereas
price follows. It is thus concluded that
Cypriot consumers are rather indifferent to
fruit prices. Two thirds of the consumers
decide on the kind of fruit to buy only after
visiting the selling outlets and comparing
fruits in store.

It seems that supermarkets and fruit mar-
kets tend to displace traditional neighbor-
hood markets and farmers’ markets, a devel-
opment that affects small size businesses.

Consumers spend a rather small proportion
of their income on fruits. This is an indication
that fruits in the local market are still accessible.

Prior to the execution of this survey it was
assumed that imported counterparts strongly
compete with local fruits. Although
European origin products are marketed in
Cyprus without trade restrictions, consumers,
in their crushing majority, prefer local fruits.

It is generally accepted that the quality of
fruits in the local market is good since, in
their vast majority, consumers ranked quality
from 3 to 5, which corresponds to modest to
good quality.

Cypriot consumers prefer their fruits loose
mainly due to the perception that the quality
of packed fruits is lower. Instability of quali-
ty is very common since standardization does
not apply currently for products marketed on
the local market. However, under a compul-
sory standardization regime it is quite possi-
ble that this preference may change.

Consumers are very concerned about
chemical residuals in fruits. In order to
increase the safety feeling among consumers,
market inspection controls should be intensi-
fied.

CONCLUSIONS

The basic aim of the present study was to
trace possible impacts of trade liberalization
on the local fruit market. It is concluded that
Cypriot consumers strongly support local
production. Since competition is expected to
increase after accession to the EU, stakehold-



ers involved in the production and marketing
process should be alerted in order to adapt
production to consumer needs. In this
respect, marketing research should be inten-
sified in order to communicate changes in
consumer preferences to producers. This
direct linkage of consumer preferences to
production will increase the possibilities of
successful marketing.

Given that the volume of production for
certain agricultural products remains more or
less stable and that consumers prefer local
products instead of imported ones the issue
that arises is why local production is con-
fronted with disposal problems. The answer
seems to be both simple and logical. Exports
of raw agricultural products have shown
diminishing trends during the last 5 years. As
a result more quantities remain indisposed,
increasing the quantities circulating in the
local market. According to economic theory,
when supply increases and demand remains
stable then prices are lowered. This is the
case of the Cyprus local fruit market. In order
to solve the problem either the quantities pro-
duced should be reduced or exported quanti-
ties must be increased. However, in a global
market, exported products should be of high
quality and of competitive prices, develop-
ments that presuppose structural changes in
the production and marketing chain.
Introduction of new technology, adoption of
new production methods and a well-educated
farm community are prerequisites for a more
productive and competitive agricultural sec-
tor.
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