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ABSTRACT

Itisafactthatbrandingisatoolforthebusinesstogetstrongerandalsoembracesustainability,which
canapplytothedelicatessenproductmarket.Inaddition,thedemandofdelicatessenproductshas
increasedasnewtrendsemerged.Greekbusinesseshavesuccessfullyenteredthemarket,advertising
thesuperiorityofdelicatessenproducts.Theaimofthispaperistoprovidebetterunderstandingof
consumerbehaviourtowardsdelicatessenproducts.Thisisachievedthroughtheviewsofmarket
expertsandaresearchonconsumersinvestigatinghowbrandinginfluencesthem.Thefindingsshow
thattherearedifferencesbetweenmarketexperts’opinionsandconsumers’preferences,whichcan
contributetotheholisticdevelopmentofthedelicatessenmarket.Finally,thisstudymayprovide
abasisforasurveyofalargersampleofdelicatessenfirmsnationwideandcontributesimportant
knowledgetoenhancefurtherdevelopmentinthedelicatessensectorandinthemanagementand
marketingapproachofthemarketofThessaloniki.
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INTRoDUCTIoN

Modernmarketing,basedonaconceptofgeneralizationandamassmarketingapproachtomarkets
andconsumers(Brown,1995)isbeingchallengedbyitspostmoderntransformationorientedtowards
theindividual.Plurality,diversity,andoriginalitycharacterizetheconsumerbehaviorpatterns,or
rathertheabsenceofregularbehaviorpatterns.Consumersarechangingandradicallycreatingnew
marketopportunities(FiratandVenkatesh,1995).Contemporaryconsumersofdelicatessenproducts
seekpremiumquality,uniquenessandsuperiorityintheirproduct.Distinctivefeaturescanbecreated
indelicatessenproductsthroughtheirphysical,sensoryandaestheticattributessuchasrawmaterial
quality, the technology used, presentation and packaging, organoleptic properties, identification
andassociationofgeographicoriginwithproductimage,andbyselectionofdistributionchannels
(KupiecandRevell,1998).



International Journal of Social Ecology and Sustainable Development
Volume 12 • Issue 4 • October-December 2021

40

Postmodernism can provide a marketer with a practical and “meaningful insight into the
consumption behavior of postmodern shoppers” (Brown, 1993). Consumer choice behavior and
decision-makingprocessesdependonproduct“image”createdbytheconsumerpriortopurchase
andtheactofconsumption.Thisaprioriperceptionofaproductisbasedonconsumerexpectations
andisreferredas“qualityexpectation”inthequalityperceptionprocess(Steenkamp,1989).

Qualityexpectationisinfluencedby“informationalstimuli”i.e.extrinsic(coloroftheproduct)
andintrinsic(storename)qualitycues,asopposedtothequalityattributesthatareexperienceddirectly
asfunctionalbenefitssuppliedbytheproduct(experienceattributes,e.g.flavor,texture,shelflife)
orindirectlyaspsychologicalbenefits(credenceattributes,e.g.self-satisfactionwithchoice)when
consuming.The“informationalstimuli”includeelementsthatarestronglyrelatedtosocialvalues
andcanchangewithchangingcultureandsocialenvironment.Inthelightoftheemergenceofthe
postmodernconsumer,thesestimuliarestronglyaffectedbylanguage,aestheticvalues,narratives,
symbolismandliteraryexpressions.Ontheotherhand,individualanddistinctivecharacteristicsof
delicatessenproductsproduceeffectiveextrinsicqualitycuebeliefs(e.g.Intensivesmell,especially
incomparisonwithindustrialproductsgenerallyshrink-wrappedinplastic.Perceptionofquality
bydelicatessenproductconsumersisalsostronglydependentonthepersonfactor(OphuisandVan
Trijp,1995)whichisdeterminedbyexperiencelevel,psychologicalattributes,aswellasdemographic
considerationsaffectingattributestoprice.

Qualityguidancemodelsconnectproductphysicalcharacteristicswithjudgmentsthatinfluence
productperceptions(Poulsenetal.,1996;SteenkampandVanTrip,1996).Theyareprimarilydesigned
toquantifytherelationshipsbetweenthephysic-chemicalcharacteristicsofaproductanditsintrinsic
quality cues, which when integrated with quality experience determine final quality perception.
However,extrinsiccuessuchasprice,brandname,originandtypeofoutletalsoplayaveryimportant
roleinconsumerchoice,especiallywhenaproductistobepurchasedforthefirsttime.Thereisa
rangeofmarket-relatedandbehavioralphenomena,whichinteract,thus,canbehypothesizedthat
theycontributetothegrowinginterestinspecial/premiumfoodproducts(FiratandSchultz,1997).
Specifically,thenichecharacterofspecialfoodmarketsfocusesmoreonproductuniquenessandaims
tofulfilltheparticularneedsofindividuals.It,thus,fitsintothepostmodernmarketingparadigm
inwhicheachconsumershouldbetreatedindividually.Additionally,thisleadstoincreasingmarket
fragmentationanddiversificationaswellastoconsumerexperimentationandadventureineating.

LITERATURE REVIEw

In a review about the factors that influence delicatessen product choice, Wechner et al., (2007)
presentedtheresearchfindingsofamultivariateanalysisofquantitativeresearchdatacollectedby
questionnairesweredistributedtoconsumers.Clearly,thereweresignificantdifferencesbetween
consumerswhowereshopping inmultiplesandconsumerswhopreferredshoppingdelicatessen
indiscounterswhenreferredtoinfluencingfactorsofconsumers’perceptiontowardsdelicatessen
products. These differences offer valuable insights for marketing and appropriate targeting of
delicatessenconsumers.Theinfluencingfactorsofconsumers’perceptionhaverelationshipwith
brand/priceattitude,protectingdesignationoforigin,environment, appearanceandconvenience,
packaging design, information on packaging and presentation advices. In fact, activities can be
adaptedfortherespectiveshoppingplacesinordertoaddressthedifferencesinperceptionsfactors.

Vignali-Rydingetal.,(2003)investigatedattitudestowardsdelicatessenandspecialtyfoodfor
consumersintheNorthWestRegionofUnitedKingdom.Theresultsofthisresearchindicatedthat
theyoungerconsumers(16-35yearsofage)preferredtoshopinthesupermarketasitofferedthe
convenienceofbuyingmanycheapproducts,usedonadailybasis,underoneroof,andwiththeadded
benefitsofcarparkingfacilities.Ontheotherhand,the45+agerangehadaverystrongopinionand
showedloyaltytoshoppingattheirspecialtystores.Thequantitativedatasupportedthat50,4%ofthe
45+yearsofageshoppedatspecialtyfoodstorescomparedtoonly23%,ofthesameagegroup,that
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shopatsupermarkets.Thesefindingssuggestedthatyoungershopperswereattractedtosupermarkets
whereasoldershopperspreferredtodotheirweeklyshopwithinthedelicatessenoutlets.Moreover,
thefrequencyofshoppingatthesupermarketsanddelicatessenoutletsbyageprovedthattwiceaweek
seemstobethemostcommonfrequencyofshoppingbyelderlypeople.However,therearecertain
criteria,whichshowedthatyoungerconsumersprefertomarketinspecialtystores.Apercentage
of74%oftherespondentsclassedthattheimageofthestoreisimportantorveryimportantwhen
enteringtheshopand84%statedthattheknowledgeoftheproductsonofferisanimportantreason
forshoppingattheseoutlets.

Moreover,ChristyandNorris, (1999)discussed thedifficultiesassociatedwithcreatingand
communicatingproductidentitiesinsometypesofspecializedconsumergoodsmarket.Theresearch
conductedtodatehasinvolvedareviewofthesecondarydatarelatedtothespecialistcheesemarket,
togetherwithsixface-to-faceandtelephoneinterviewswithindividualscloselyconnectedwiththe
sector:specialist retailers, tradeassociation leaders, foodwriters,commentatorsandconsultants.
AccordingtoChristyandNorris,(1999)theterm“specialistfoods”referstofoodproductsofhigh
qualitythatmaybesoldathigherpricesthantheirmass-marketequivalents.Examplesarefoundin
manyfoodsectors,usuallywithsmallproductionvolumesandwithemphasisontraditionalmethods
andingredients(Cambraetal.,2009).Particularly,TamagniniandTreager,(1998)examinedniche
marketingopportunitiesasacommonstrategyforsuccessforsmallproducers.Accordingtothis,
segmentationmaybeviewedasanextensionofproducers’currentmarket.Thisimpliesthatdecisions
onanewsegmentarebackedupbyexperience,knowledgeand/ortechnicalknow-howpreviously
gainedinarelatedmarket.Fromtheproducer’sperspective,thissituationreducesthelevelofrisk
involvedinfacilitatingthemarketingprocessforthenewsegment(ShaniandChalasani,1992).As
aresult,producersusevariousstrategiestomeetthedemandfornewqualitiesinfood,forexample
throughthedevelopmentoforganicfood,localityfood,originlabelledproducts,traditionalfoods,
artisanalfood,healthyfoodandshortsupplyfoodchains(Treager,2003).ThesurveyofKvamet
al.,(2014)showedthatproductqualitiesthatwereimportantinlocalnichemarketswereregarded
aslessimportantinregionalandnationalmarkets.Accordingtoasurveyconductedin2010,16%
oftheNorwegianpopulationwerehighlyinterestedinlocalfoodspecialties(Synovate,2010).This
groupwasdescribedas“urbanidealistswhowerewillingtochange”.Theproducersweredescribed
as“ruraltraditionalidealists’’withlimitedknowledgeabouttheimportanttargetgroupmentioned
above(Synovate,2010).Thereisneedforgreaterknowledgeandgreaterawarenessaboutthequalities
thatgenerateaddedvalueforfoodspecialtiesindifferentmarkets.Atthesametime,retailersshould
developknowledgeaboutmarketcommunicationstrategiesandinparticularhowtofollowupsales
toensurethatproductqualitiesarecommunicatedtopotentialconsumers(Kent,2003).

Giventhisbackground,weascertainthatconsumertrustplaysanimportantroleinsituations
characterizedbyriskanduncertaintyinthefoodsector.Moreover,Fernie,(2000),alsohighlighted
theimportanceofconsumertrust.Specifically,heprovedthattrustderivesfromcustomerservice
excellencesincecustomerswouldpurchaseanewproductbasedonthedegreeoftrusttheyfeelto
thesuppliersandnottheproductitself.Moreover,Burt&Davies,(2010)mentionedthatthedegree
ofconsumertrustisattributedtothebrandingtheretailerhasselectedtofollow,leadingtheretailer
tobethebrand.

In consumers’ decision-making processes, trust reduces complexity, thus, acting as cue for
facilitatingthisprocess(Savadorietal.,2010).Forthisreason,Hartmannetal.,(2015)demonstrated
that«CauserelatedMarketing»(CrM)intheGermanretailsector,constitutesoneofthemostdynamic
marketingtoolsforreinforcingtheconsumers’trust.Particularly,theaimofthisstudywastoexamine
theroleoftrustinthesuccessofaretailer’sCrMcampaign.Themainfindingofthisstudysupported
thattrustinaretailer’sGrMCampaignforretailbrandedmeatproductsenhancesconsumers’loyalty
towardstheretailersellingCrMproducts.Thefindingsalsoprovedthatcompanies,whichintegrateda
CrMcampaignasanelementoftheirCorporateSocialResponsibilitypolicy,couldgainacompetitive
edge–anissueofgreatrelevancein theGermanretailsectorcharacterizedbyhighcompetition
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(SpencerandRehder,2012).Itisalsoapparentthatmorepeoplearenowpreparedtopaypremium
pricesforfoodproducethatmeetstheirneedsintermsofqualityandprovenance(Serio,2008).

Therefore,theretailbrandnameandtheretailcontextwithinwhichitissold,presumablyenables
suchidentificationandrecognition,andreflectsaleveloftrustwhichencouragesrepeatpurchase.

The basic principles of communication between consumers and retailers can be affected
and reinforced by various marketing strategies and tools. Based on that mind, word-of-mouth
communicationrepresentsaverytrustworthyformofcommunicationexertingagreat impacton
consumer’sbehavior.TheinvestigationofKursanetal.,(2017)claimedthatmarketexpertsviaword
ofmouthstrategycoulddeclaretheinnovationoftheirproducts,creatingtheappropriatemessagefor
theirtargetsgroups.Thisstatementconstitutesasourceofcredibilityforclampingtherelationship
betweenmarketexpertandpotentialconsumer.Furthermore,dissatisfiedcustomersengageingreater
wordofmouththansatisfiedcustomers(Anderson1998).

Research Matrix
Thematrixshowsthateverytypeofdesignwillincludethedesiretoanalyzecontextualconditions
inrelationtotheaim(Figure1).Thismeansthatthesamecasestudyinvolvesmorethanoneunit
ofanalysis(Yin2002).

Figure 1. Research Matrix of Aims
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METHoDoLoGy

Forattainingtheaimofthepaper,twodifferenttypesofquestionnairesweredevelopedandcompleted
by 10 market experts and 300 consumers in Thessaloniki - Greece, respectively. The sampling
methodusedinthispaperisthatofthesimplerandomsampling.Forthepurposeofthisresearch
bothqualitativeandquantitativeanalysiswasemployed.However, it hasalsobeennecessary to
conductathoroughprimaryresearch,inordertoobtaininformationonconsumertastes,attitudes,
andpreferencesondelicatessenproductsaswelltodeterminethedrivingforcesbehindtheirchoices
whenbuyingdelicatessenproducts.Theprimaryresearchhasalsobeenveryimportantinevaluating
marketexperts’opinionsofthedelicatessensector,intermsofserviceandproductsbeingoffered,
inrelationtoactualconsumerexpectationsandsatisfactionlevels.Theadvantageofusingtensemi-
structuredinterviewsinthequalitativeresearchisthatvariousviewscanbeobtainedfromthebreadth
ofknowledgeandexperienceinthedelicatessensector.Inthequantitativepart,themethodofsimple
randomsamplingwasapplied.DatawereanalyzedthroughSPSSsoftwareandresultscameupwith
afurtheruseofdescriptivestatistics,parametricandnon-parametricanalysis.Themethodsusedfor
theinvestigationofthehypothesiswerethechi-square(x2)testsalongwithcrosstabsandSpearman
correlationtest.

Qualitative Research
Asafirststepoftheanalysis,anextensivequalitativesurveywasmadewhichenabledtheformation
ofthequestionnairepresentedinthesecondpartoftheanalysis.

ThequalitativeresearchtookplaceinearlyDecember2016,inThessaloniki,inordertoinvestigate
theopinionsofmarketexperts’towardsdelicatessenproductsandthegeneralconsumerperception
fromthebusinessperspective.Resultsledtotheformationofthequestionsregardingthequantitative
research.Specifically,semi-structuredinterviewswereconductedtoten(10)marketexpertsthattook
partinthequalitativeresearch.Semi-structuredinterviewswereselectedasamethodofapproach
sincetheboththeinterviewerandintervieweesengageinaone-timeformalinterviewusingalistof
questionsandtopicsthatneedtobecoveredduringtheconversation.Inaddition,duringtheinterview,
theinterviewermaystrayfromtheguidewhenfeelsthisisappropriategiventhefeelingofasimple
conversationwhereshe/heisfreetoimprovise(Cohen,2006;Iosifidis,2006;Parker,2006).

Regardingthebusinessstatusoftheparticipants,100%wereretailers,withonecasebeingpart
ofalargergroupglobally(ERGONAGORA),andtheirannualturnoverwasapproximatelybetween
50.000-500.000Euros.

Results showed that 8 out of 10 participants defined delicatessen products as unusual and
processed differently products whilst 7 out of 10 participants defined them as products of rare
ingredients,qualityanddifferentproductionmethods.Moreover,oliveoil,processedcheeseand
processedmeat products are themaindelicatessenproducts considered as thebest sellers in all
cases.Almost50%oftheparticipantsstatedtheimportanceofdelicatessenmarketsduringthelast
5yearstobeparamountwhiletheaverageannualspendondeliwasestimatedbetween25000-50000
euros.Allrespondentsmentionedthattheirproductsarelocalandonly10%ofthemisimported.
Additionally,themajorityofthecasesstatedthatdelicatessenproductsintheirstoresare80%local
and20%imported(paretoprincipleacknowledged).

Regardingthemostimportantfactors,whichinfluencethepurchaseofdelicatessenproducts,
60%ofthemarketexpertsselectedqualityand60%thesupportforthelocaleconomy.Regarding
thefactorsthatmotivatecustomerstopurchasedelicatessenproducts,90%ofmarketexpertsstated
thehighquality.Thecharacteristicsthatdifferentiatedelicatessenproductstocommononeswere
theingredientsby50%ofmarketexpertsandtaste(30%).Qualitywasstatedasthemostimportant
factor(70%)inconsumerperceptionfromthebusinessperspective.

Furthermore,themajorityofmarketexpertsbelievethattheyinfluencetheircustomersinan
averagepercentageof52.5%,whichisveryinterestingbasedonthefactthat25.3%oftheconsumers
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taketheirinformationfromtheretailers.Moreover,resultsshowedthatthemostcommonandpreferred
promotionmethodappliedwasthatofwordofmouth,accordingtomarketexpertssinceitisthemost
powerfulmethodthatcanbeusedbyeveryonewithoutexpenses.

Regardingthefutureofdelicatessenmarkets,expertsintotalpredictedthatthepurchaseofthese
productswouldeitherstaythesameorincreaseslightlybetween11-20%.

Quantitative Research
The method employed was that of simple random sampling and more specifically the method
of convenience sampling.Convenience sampling is amethod that includesdata collected in the
appropriatetimeattherightlocationofinformation(Gravetter&Forzano2015).Itisoneofthetypes
ofrandomsamplingsincetheselectionofsampleiscarriedoutrandomlyandselectstheelements
thatareorappeartobemostreadilyavailableatthetimeofselection.Onlyaskingtherightthings
fromtherightpeopleintherightplaceandattherighttimecouldhelptogatherrelevantinformation
fortheresearch(Phillips2013).

Thesecondpartofthesurveywasconductedthroughstructuredquestionnairesandtookplace
fromJanuarytoMarch2017inThessaloniki–Greeceoutsideofdelicatessenmeetingpoints.The
sampleconsistedof300consumersoutofwhich40%weremenand60%women.Themajority
wasemployedintheprivatesector(44%)and24.7%asfreelancers.Theeducationallevelofthe
participantswashigh(Bachelor-Master-PhD)forthemajority(65.4%).Regardingthemaritalstatusof
theparticipants,54%weremarriedwithhouseholdsizeofthreepeople(29.3%)whiletheiragesvaried
between35-54yearsforthe56.7%.Themonthlypersonalincomeoftheparticipantswasbetween
501-1500Euros(74%),whichisregardedassatisfactorytakingintoaccounttheGreekdebtcrisis
periodwhere51.6%ofGreekpeoplethatstillhaveajobareestimatedtoearn1-800Euros(ELSTAT).

RESULTS

Themajorityoftheparticipantsstatedthattheypurchasedelicatessenproductsonaweeklybasis
(55.4%)whilethemonthlyamountspentondelireachesthe100Euros(76.6%).Moreover,results
showedthatthemostimportantfactorswhichinfluencethepurchaseofdelicatessenproductsisquality
andprestigefor26.3%oftheparticipants.Regardingthedesiredchangesoverdelistores,24.5%ofthe
consumersstatedthepricereductionoftheproducts.Delicatessenproductsweredefinedbyconsumers
as“quality”(16.0%)and“healthy”(12.8%),“artisanal”(10.5%)and“smallproduction”(10.2%).
Thelesschosenwordwas“innovative”andselectedby3.7%oftheparticipants.Additionally,the
mostimportantfactorthatcoversconsumerneedswas“Quality”while“wordofmouth”wasstated
tobethemostcommonandpreferredsourceofinformation(36.7%)regardingdelicatessenproducts.
However,retailersandproducerswerealsomentionedasapreferablesourceofinformation(25.3%).

Resultsshowedthatthemostcommonpurchaseddelicatessenproductsweremeat-processed
products(37.0%),dairyproducts(32.9%)whileover80%oftheparticipantsstatedoliveoil.

A statistically significant relation was found through spearman’s correlation test between
themonthlyamountcustomersspendandtheirmonthlyincome,at1%levelofsignificance.The
coefficientisestimatedtorho=0,193revealingapositivebutweakcorrelationbetweentheexamined
variables.Thismeansthatthemorethemonthlyincomeoftheconsumers,themorethemoneythey
areabletospendonadelicatessenproductsonamonthlybasis.GiventheGreekdebtcrisisperiod
whereincomehasradicallydecreased,resultunderlinestheimportanceandtheeffectofthefactor
ofincometowardsthepurchaseofdelicatessenproducts.Inaddition,R2≈0,04whichmeansthatthe
amountofmoneyconsumersspendondelicatessenproductsisbasedby4%ontheirmonthlyincome.

Moreover,resultsthroughchi-squaretestsandcross-tabulationsshowedthatconsumerswho
wanttocoverhealth,qualityandtasteneedspurchasedelicatessenproductsmotivatedbysensory
perception,nutrition,price,productionmethod,preservationmethod,ecologyandfreshness.
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Inaddition,consumerswhowanttocoverneedsregardinghealtharemorelikelytopurchase
fromadelistoreinfluencedfirstbyqualityandprestige(34.8%)relatedtothosewhodonotwantto
coverthesameneed(21.3%).Theeasyaccessandcomfort(21.3%)consiststhesecondmotivating
factorrelatedtopeoplewhodonotfocusonhealthneeds.

Consumerswhowanttocovertheirneedforavailabilityaremorelikelytopurchasefromadeli
storeinfluencedbylargervariety(38.1%)relatedtothosewhodonotwanttocoverthesameneed
(14.7%).

Furthermore,consumerswhowanttocovertheirneedforqualityaremorelikelytopurchase
fromadelistoreinfluencedfirstbyqualityandprestige(30.9%),thenbyeasyaccessandcomfort
(20.9%)andthirdbythepurchaseofspecialproducts(19.1%)relatedtothosewhodonotwantto
coverthesameneeds(25.0%,17.5%and12.5%additionally).

Regardingtrust,consumersthatwanttocoverthisneedaremorelikelytopurchasefromadeli
storeinfluencedfirstbyeasyaccessandcomfort(24.5%)andthenbyeasylargervariety(22.6%)
relatedtothosewhodonotwanttocoverthesameneed(17.5%and15.5%additionally).

Concerningthedefinitionconsumersgivefordelicatessenproducts,thisvariesaccordingtothe
frequencyofpurchase.Consumerswhobuydeliproducts3-4timesperyeardefinethemasinnovative
(28.6%)relatedtothosewhodonot(7.4%).Respondentswhopurchaseonceaweekdeliproducts
definethemastraditional(45.2%)biological(44.0%)andspecial(35.7%)relatedtothosewhodo
not(29,7%).Consumersagedbetween35-44thatchoseeconomiccrisis-income(34,6%)relatedto
thosewhodidnotchoseit(19,6%).

Findings
The results of both qualitative and quantitative research showed many similarities. The general
definitionsthatconsumersandmarketexpertsofferedregardingtheirunderstandingofdelicatessen
productswereverysimilar.Inthemain,bothgroupsoutlinedthatdelicatessenproductsarethose
thatrequireauniqueprocessofmanufacturingoraregoodsthatarenotreadilyavailable.Particular
ingredientsandproductionmethodsmakedelicatessenproductsuniquewithspecialcharacteristics.
Ontheotherhand,communicationhasbeenessentialthereforetoinformconsumersproactivelyabout
thespecificproductsattributesinordertoappreciatethedifferenceoftheseproductsandfullyenjoy
theproducts.Inthiscase,brandingestablishesthelinkbetweendelicatessenproductsattributesand
consumerrecognition.Moreover,bytakingadvantageofthedetailedinformationineachtopicof
interest,marketersandadvertiserscangainbetterunderstandingofcustomerinterestsandknowledge
andthendevelopandimplementeffectivemarketingandadvertisingstrategies.
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