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Abstract: Digital technologies are engendering novelplatforms become fundamental for the business continuity
ways of organizing flows of information and knowledge iof producers of goods of primary necessity such as food.
a widely range of industries including the agrifood sector. Food Companies are called to adjust business
We refer to such as scenario as “digital agrifood”.strategies by renewing their selling processes to respond
Investigating on this evolving scenario the purpose of the a global demand that is increasingly asking for e-
present research is to investigate the potential benefitcemmerce to have access to products and services [4].
and challenges brought about by the adoption of online The present paper investigates on innovative
sales configurators (OSC) for food customization. Morapproaches for e-commerce of Made in Italy food
specifically, the paper aims at: (1) assessing the statpsoducers and distributors. In particular, the paper focuses
quo of the food configuration process via online salesn the online selling strategies of Italian food SMEs.
configurators; (2) providing an overview on the state of An online selling strategy that has proven to be
the art of e-commerce currently adopted by Italian footleneficial both to companies and to their customers is the
small and medium-sized enterprises (SMEs) (3) detectinglling of customizable product via online sales
whether the selling of customized products via OSC t®nfigurators. The distinctive goal of B2C product
suitable for Italian food SMEs. An empiric investigation igustomization strategy is to involve customers in the
conducted on a sample of 105 active food configuratodesign of the product to meet their individual idiosyncratic
and on a sample of 394 Italian food SMEs. The paper useseds without a significant increase in production or
a mixed quali-quantitative method and includes distribution costs nor substantial trade-offs in quality
customer-oriented perspective to specifically addregserformance [5]. The process of selling customized
emerging trends in digital innovation in the food industryproducts is increasingly occurring via online sales
Results from the present study identify managerial stimdonfigurators (OSCs) [6-7].
to implement food customization via OSC as an e- OSCs are knowledge-based software applications that,
commerce strategy for Italian food SMEs and as an one side, support potential customers by singling out a
leverage for the Made in Italy to properly respond to thepecific product solution within a company’s portfolio
challenges of online markets. based on the customers specifications; on the other side,
Key Words: Digital food strategies, online product they help companies to improve the quality of their
configurator, e-commerce, digital customer experience  products and processes, to reduce their time to market and
costs [8-9].
The present study aims to shed light on the path of
1. INTRODUCTION current e-commerce strategies adopted by lItalian food

rapidly change their design processes, operations af

ways of interacting with users. Such transition will allompustom_ization strategy can be ben_eficial for Italian fooc_zl
local production systems to actively face new challenge%leS_ n '_[erfr_nslof customer e>:jper|ence. To ans_\(/jver tE'S
such as those brought about by international markets aghldesnon It firstly requires to detect, on one side, the
the “digital intensity” of consumers’ lives [2]. characteristics of SMEs e-commerce strategies and, on the

As a result, local companies and regional and nation@iher side, the capabilities of food configurators.
production systems will be required to adopt nove Results from the present study are informative on both
strategies and operational models to benefit from tae pa_lt_h_s of food qonﬁgurat_ors, more spgcmcally the
Industry 4.0 shift and avoid possible risks [3]. The mai apgbnmes thereof n involving users du_rlng product-
source of risks is that of being unprepared to face t sign, and t.he benefits tha}t_users can derive;
transition of a vast majority of markets to the digital B.y detecting the capablllt!es deployed by current foqd
dimension. Moreover, crises and emergencies like tﬁé)nﬁgurators and the benefits that customers can derive

Covid-19 pandemics, are showing how e-commerééy self-designing food products, the present paper aims to
' provide managerial insights on the sales of customized
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products via OSCs that might be leveraged upordbgah
food SMEs to redefine their competitive strategies.

buy local and typical food from other regions amd/o
countries. The preferred food categories purchaséde
by Italian customers are: coffee and tea, sweets an

2. THEORETICAL BACKGROUND cookies, wine, pasta, cereals [2].

2.1ltalian e-commerce in the food and beverage
industry

2.2The e-commerce via Online Sales
Configurators

Digitally-mediated forms of commerce were seen as Mass customization (MC) strategy is based on a
ripe with opportunities especially for Italian stahd peculiar selling process of personalized items iwith
medium-sized enterprises [2]. The low cost of exiiragn company’s product space. The selling process of
catalogues on the Internet, together with the lowger personalized products happens more and more through
costs of logistics, allowed a variety of nichesberome OSCs, which are knowledge-based software applitsitio
economically viable. Small and micro firms had thelesigned to support potential customers as thegsehihe

opportunity to cater to global niches, getting ofdthe
constraints of geography. Despite
opportunities, Italian companies are adapting sfotsl
digital strategies, in particular when social medal e-
commerce are considered[10].

product configuration solutions that best suit thededs

these the neflom a company’s product offerings. More precisely,

Randall et al. [9] suggest that, depending on tocusr’s
expertise with a product, an OSC should present bot
product functions and product performance charesties

In Italy, e-commerce transactions of food andr design parameters to the potential customentifret
beverage (F&B henceforward) products lag behin@othal. [15] conceptualized five OSC capabilities tleain
industries such as Health & Wellness, Fashion [Tlhg support customers in finding the product configiorat
debate on e-commerce of Italian food still facesrbed that is the best match with their needs (i.e., iem®st
to understand how to capitalize the potential of esommunication, user-friendly product-space desicnipt
commerce. easy comparison, flexible navigation, focused

Despite the economic relevance of the sector, tigre navigation). A brief description of the five OSC

still relatively few studies on how ltalian F&B SMEre capabilities is provided in the following table 1.

engaging in e-commerce to capitalize the poterdfal

online selling strategies such as: enhancing clemt®m Table 1.0nline Sales Configurator Capabilities

perceived value of the products, product valuetmea
and open innovation. Firms willing to capitalize the

OSC Capabilities

Nominal definitions

benefits of e-commerce need to redefine their sal
strategies to respond to the factors influencirgubke of
e-commerce platforms by, and the choice proceskes
customers [12].

“Focused The ability of an OSC to quickly focus a
Navigation potential customer’s search on those

Ocapability solutions of a company’s product space
(FocN) that are most relevant to the customer

himself/herself

2.1.1 Italian customers online shopping for food

As stated in previous research, Italian consume
prefer buying online long-expiring food producthpy
claim to appreciate complementary services sucthes
opportunity to read food labels and be aware afmd

User-friendly
rgoroduct space

The ability of an SC to adapt the
description of a company’s product space

ingredients before purchase (especially women)y the
value the possibility to receive food at home iedfic
time slots (especially employees) [2]

Italian consumers, as well as consumers from oth

countries [13-14], are more willing to purchase keat
food when shopping online. The demand for packed fo

capability (EC)

description to the individual characteristics of a
(UFD) potential customer as well as to the
situational characteristics of his/her using
of the SC
* Flexible The ability of an OSC to let its users
Navigation easily and quickly modify a product
capability configuration they have previously
E(FlexN) created or are currently creating
Easy The ability of an OSC to support its users
comparison in comparing product configurations they

have previously created

is probably going to increase as a result of nditudes
and as a result of the attention that Italian custs are
paying to the current health emergency. The segcofit
the packaging in terms of food protection from exa
agents and/or its cleanliness, might be a key atatt
customers’ decision making processes. In fact, omess

Benefit-cost
communication
capability
(BCC)

The ability of an OSC to effectively
communicate the consequences of the
configuration choices made by a potential
customer both in terms of what he/she
would get and in terms of what he/she
would give

do not complete their online purchases of food wihexy

Source: Trentin et al. [15] |

are not sure enough about a product’s quality eatlifes.

Moreover, they abandon the purchasing processeif th OSCs can be designed to enhance customers’
delivery is too expensive or they do not receivgerceived value by providing them with differennbiits.
information about shipping in advance before addingh particular, they can provide customers with igse
products to the cart. Another determinant thatalisage related to the configuration processes itself (égdonic,
Italian customers is to be forced to subscribe e t creative achievement benefits) [16-17] and benefits
vendor’'s website. related to the possession of a configured prodedt.,(

Other determinants that push Italian customerauto b utilitarian, uniqueness and self-expressivenessfiieh
food online are the opportunity of cutting costshbim  [18]. A brief description of these benefits is pidmd in
terms of saving time and low prices and the opmityio  table 2.
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Table 2. Consumer perceived benefits of customizable Hedonic food items are those that provide enjoyment

products

and reflect customers’ lifestyles.

Benefits

Nominal definitions

Functional food items are those that provide djetar
and health benefits in addition to basic nutritidmenefit.
The effects of functional foods can differ markedly

Utilitarian (UT)

The benefit derived from the fit betwesg
the objective features of a product (i.e.,
functional and/or aesthetic feature
depending on the product category) g
the consumer’s preferences

n between individuals

its Consumers are increasingly demanding particular
S, ingredients to personalize their dietary intake dae
nd health, hedonic, and cultural reasons [20].

achievement
(CRA)

the product customization experience
arouse in the configurator user the feel
of pride of authorship

Uniqueness The benefit acquired from the 3. METHODS
(UN) opportunity to assert personal uniqueness ) ]

using a self-customized product 3.1 The analysis of food configurators
Self- The benefit derived from the opportunity’ The empirical study was conducted by a researcher
expressiveness | to possess a product that reflects one’s ith high expertise in configurator capabilities,
(SE) self-image _ configurator users’ perceived benefits, and coméiian
Creative- The benefit derived from the capacity pf

experience via OSCs. Her observations of OSCsén th
0 food industry and her analysis of the state ofatieof e-
"9 commerce in food SMEs in Italy were discussed with
whole research team and the interpretation of dataa

Hedonic (HE)

The benefit derives from the capaoity

the product customization experience
be intrinsically rewarding to th
configurator users

to collaborative endeavor.

p 3.1.1 Configurator selected for the study

D

Food configurators are selected from thye EDGE

Source: our elaboration from Trentin et al. [L6®&rin et al. [18]

2.3Food customization

A distinctive driver of mass customization is the
integration of customers into value creation thiotigeir
involvement in the design of the product prior to
manufacturing. It is useful to distinguish betwe@mo

aspects of mass customization [19]:

- Mass customization of sensory performance. Thi§ fom the packaging and 1 from the pet food sector

relates to appearance (e.g. appearance, desigm, col

database, the only publicly available list of oaligales
configurators. Among the 1,360 entries in the dasaban
initial selection was made according to the Industr
criteria. A total of 105 configurators were selecfeom
Food and Packaging Industry.

A second stratum of selection follows the food sect
category. As result, 75 food configurators weresed
excluding the 28 configurators from the beverageamse

A third selection step followed the language ciéter

for example) as well as to the other senses, S8Ch & the configurators using English language ongfated

taste and smell;
- Mass customization of functional performance. Thigvailable in the configurator website or an Englirsion

can relate to various aspects of performance (egrovided by the translate option enabled when the

speed, power and handling of automobiles, and spee@nfigurator is open with Google Chrome browser).
display size and memory capacity of computers).

into it were included (e.g. with an English version

English as selection criteria was used as Englsh i
recognized as the predominant language for busj@d&s

Due to the wide-ranging product categories of Asresult of the selection process 34 food confitans
nonperishable items (i.e., tea, coffee, cerealsetsy were suitable to be included in the sample. Theareimg

pastry, etc.), the food industry sector has higieptal for
customizable

selling

products. Previous

39 food configurators were not valid either becathsy

researcld not correspond to some or all of the selectidteria

identified two linked drivers to explain the quigkl or they were no longer active at the moment of data
developing trend of food customization [20-22].

The first is customers’ attention to their specifeeds

collection.
To study the configurators of “Made in Italy” prads

@n terms of food nutritional values. As a resulttbe gl the 20 configurators were selected fromdapeEDGE
increased degree of awareness among customerseondhtabase. Up to the date of data collection, 13

effects of diet on health, there was an increasgdamhd  configurators were active and they all are incluitethe
for special food items. Food customization enablgresent study.

consumers who have specific needs to select irgmegdi

suitable to their dietary needs or restrictiong.(evegan,

vegetarian, gluten-free, yeast-free, organic, etc.)

The second factor is the customers' preferendbéar
own individual flavors which play an essential rafe

choosing food products

Another factor that make food a suitable sector fafonfigurator. The evaluation followed the criteria
customization is the enjoyment that food consunmptiogescribed below.

provides to people [23]. Based on this, food préslace
grouped into two categories: hedonic and functidoad!

[20].

3.1.2 Data collection

Food Online sales Configuratotsach one of the 34
selected configurators is evaluated through direct
observation, and browsing and at least one product
configuration experience was performed on each

Product offer:typologies of product offered in food
customization.
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Type of customization allowedunctional /sensorial.

bakery); coffee is sold by 26% of firms; bakery guots

Based on the type of product customization enabled including cake and bread are sold by the 8%; ti8é ol

each configurator, the OSCs are grouped into tasses:
functional and sensorial [20]. Functional configora are
those that allow users to personalize ingredieseissorial

firms sell cured meat. Products such as pasta/leuick
vegetables and patés, jams, milk and dairy prodecs,
cheese, yogurt) are sold by a 4% of firms for eathgory

configurators are those that allow the packaginfinally products such as olive oil, pre-packed dalare-

personalization.

Capabilities deployed by each configurafesllowing
previous studies [25], each configurator is evaldaty
fulfiling a questionnaire with a set of questioos the

configurator’'s capabilities. The researcher fudfilleach Product category % among 46 firms
guestionnaire after performing at least one coméition Coffee 26%
experience on each configurator. Flour 17%
Benefits derivable from customization experience. Cured meat 11%
Data were collected by following previous studié$,[ Bread 4%
18]. A gquestionnaire with a set of questions onrsise Pasta 4%
perceived benefits were filled by the researcheeraf Jams 4%
performing at least one configuration experienceach Milk and dairy products 4%
configurator. i Bakery 4%
Miscellaneous: dairy, eggs, 4%
3.2 The analysis of e-selling of Italian food SMEs Ready-made gastronomnly 1%
To detect a specific focus of Italian food SMEs-(1 Pickled vegetables ?;;da;es 2%‘:%
250 employees) that_ are c_urren_tly adopting e-coroejer Flavorings 504
a sample of 394 agrlfpod .f|r.ms in the quth East.talfy Olive oil 2%
(Veneto, Friuli Venezia Giulia and Trentino Alto iye) Rice 2%
was extracted from the Bureau Van Dijk's AIDA Energy food 206
database. Of the 349 only 53 Italian food firms arg tot 100%

currently selling their products via e-shops. Amadingse
firms, 46 were selected for the analysis. The ramgi

packed meal and energy food are sell by the 2% roff
for each category (table 3).

Tab.3.Products offer by Italian food e-shops

Variety of items. An interesting information is the

seven firms from the agrifood sector were excludedariety of flours sold for different purposes i.&,make

because they did not fit the aims of the study.(etgpy
sell complementary food for diets, seeds for adjuce,
they are B2B e-shops, the web site was not avaiktthe
time of data collection).

As in Finotto and Mauracher [2] the e-commerce
the selected firms is evaluated following the deiaants
listed below:

Products offer

» The variety of items offered by the website;

e« The online availability of items otherwise
difficult to be find in physical stores located
close to the customer;

» The availability of typical local foods/products
not easily available in customers’ area of
residence

Products information

bread, pasta, pizza or pastry by firms such as ridoli
Bertolo, Molino Rosso, Molino Rachello, Mulinopadan
Farinaearte, Molino Rossetto, I Primo Ingrediente,
Molino Moras. It is also interesting to notice thhbse
ofirms address their product to specific targetsysth
allowing an advanced product search depending on
whether the buyer is a restaurant owner, a chef, a
consumer, a baker.

Pre-packaged foodl'he results showed that 31% of
the sample enabled the sale of pre-assembled hafxes
products, as well as gift baskets. An interestiaggeds the
company Massimo Zero that sells gluten free pasid,
sells it pre-packaged in individual portions (i.ene per
person) to avoid food waste especially for restatsréhat
only occasionally have clients demanding for gluiee
food.

+ The opportunity to read food labels before the The online availability of items otherwise diffi¢ub

actual purchase of the good;
e expiring date;
Products delivery

be found in physical stores located close to ttstaruner:
all e-commerce websites fulfill this criterion by
considering the health emergency current situation.

« The possibility to clearly define the timing of the  The availability of typical local foods. Except ftire

delivery of the good purchased online;

7% of those firms that sell pre-packed food (eajads,

« The delivery of food and beverage during weekeéRg&ls and panini), the 93% of SMEs sell local foiade-

and at night.

4. RESULTS

4.1. Results on the analysis of e-selling strategies
of Italian food SMEs

Products offer The most sold online products are

flours sold by the 17% of firms that offer onlineariety
of flours for different uses (e.g., pasta, breadza and

commerce. The 10 % of firms from Friuli Venezia [&iu
sell typical coffee, cured meat, flours and pasthe 33%
of firms from Trentino Alto Adige sell typical prodts
such as speck, typical chees and backed produbts. T
57% firms from Veneto region sell flours and pasta.
Product informationUp to the time of data collection,
none of the firms provide information about nutnital
values of their products, or present the optioretad the
product label or to know the expiring date of théested
food items.
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Concerning nutritional information, it is interesdito
mention the case of Riso Ferron that describes th
nutritional value and the properties of rice agayiufree
food that makes it suitable for consumers with aaeli
disease.

An interesting case is also Pur company: in ith@ps
it provides information about ingredients both thgh the
use of icons and through a specific section deelitad
ingredient details (fig.1).

WA .
P M Accessories M Apparel
M Motor Vehicles Sportwear and Equipment

W House and Garden

Shop Magazine Produttori Su di nox

Formaggio da taglio "Naturalis” di latte
vaccino

. Fig.2.Configurators of the “Made in Italy”
" N . TR 4.2. Results on the analysis of food configurators

Food Products category. The most offered products i
J o food customization are sweets of different typexkes
- + O R biscuits (26%), chocolate and candies (26%).
Configurators of these products allow the selectidn
)\ different tastes, shapes, ingredients to be cordbimio
h chocolate bars, cakes, or biscuits. Also the pdnigacan
be customized.

Cereals both as muesli or nutritional bars are also
widely offered product categories (21%). The majoof
cereal configurators allow user to assemble theidpcts
by following the nutritional values indicated foaah
ingredient so as to combine their preferred contlina
N Salads, coffee and tea are products offered teszie

Fig.1.Exemplification of Pur e-shop extent but are still interesting product categoi(i@%o).
With coffee and tea configurators, user can chtiossize
Product deliveryNo firms from the sample provides of the package and the flavors of the differenbtge With
information about the exact delivery time-slot ptio the ~ salad configurators, user can combine their predeinesh
product purchase. They do not provide the optidooiok ~ vegetables, choose their favorites dressing, agidssand
the delivery based on customers’ preferences. Ape informed about the nutritional value of their
interesting case is the Pur e-shop that informseits combination. The abovementioned results are reptese
customers about the days of the week in which deliis  in figure 3.
possible or not. In this e-shop information abaeitvery
cost are available before add to cart and it is ditailed
that the delivery is arranged with a refrigerateshsport,
to reassure customers about the integrity of pwetha
cheese products.

Sales of personalized productdone of 394 food
SMEs analyzed implements their e-commerce strate
with the sale of personalized products via OSCs TH
cyLEDGE database provide a list of thirteen “Made in
Italy” products firms that adopt online sales cgofiators.
Of this group of firms, the 46% are from Motor and
Vehicles Industry. Firms such as Ferrari, Ducatd an
Lamborghini, offer their customers the possibiliy
Conﬂgure thelr own VehICIe The 23% are from thEICake and Bicuits Coffe and Tea m Candy and Chocolate  m Cereals Muesli and Bar
accessories industry allowing customers to per&mal |asismndruic  micecream = sushi Food recipts
cases (i.e., Personalizzalo), sunglasses (i.ey Rugject
company), and bags (i.e., Gucci company). Theréds¥e
of the configurators that allow customers to peadian
their apparel. Finally, the 8% of configurators &m@m
house and garden industry and allow the persottiaiiza
of chairs (i.e., ICF company) and another 8% fro
sportswear and equipment and allow the personalizat
of e-bikes (i.e., Leaos company). Figure 2 reprsste
chart of the active configurators of “Made in Ifaly
products.

Fig.3.Food Configurators by products

The only available sushi configurator is very
interesting. Sushi as an assembled food allows the
choosing of each ingredient to be combined in dile r

he configurator adopts an engaging visual realfsh
allows user to visualize each added ingredientelks w
how the final configuration will be (Fig.4).
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Adoption of food configurator by countryOnly a
limited number of food configurators are adoptedthgh

4.2.1 Capabilities deployed by food configurators

Results show that seventy-six percent of OSCs geplo
the capability to drive the user exactly to focpedfically
on the space of options for which they are lookiog
(Foc). Only the 12% of the analyzed configuratoresd
not guide the user to the choices of interest (FAGYdther
12% do not make clear whether they are implementing
this capability (FoC).

Of food configurators the 41% provides users with a
proper description of products in each option (URBDY
provides descriptions in a format that is compreiida
for both expert and inexpert user, namely: usenttly
description capability; 35% of configurators is not
implementing this capability, while in 24% of thases it
is not clearly detectable whether the UFD is immeated
or not.

country. In the cyLEDGE database are included food The Flexible navigation is definitely the capalilit

configurators from six countries (Fig.5).

.
.
i A " Germany
= Austria
Czech Republic
\

= United States
= Switzerland

= Ausralia

Fig.5. Adoption of food configurators by Country

Of the six Germany is the country that adopted
most food configurators for end-users (50%), fokolvby
the United States (26%) and Austria (15%). Switzadls
current active food configurators are for chocolasea
distinctive national distinctive product. Australies a
cake configurator characterized by a remarkableadegf

visual realism, and the Czech Republic has an actij0od configurators

cereal configurator that adopts an engaging visaadism
Type of customization allowed. The results show t

62% of the selected -configurators enable the

customization of both aesthetic elements (i.e.kpging,
the option to name the product, option to uplopdraonal
image) and functional elements (i.e., ingredieptsduct
size or quantity, nutritional value information)hére are
21% that only enable aesthetic customization, wihite

18% of OSCs enable exclusively functiona Disagred 6% | 26% | 6% | 21% 3%

customization.

Of the sample, the 85% enable at least one cosmetic Tot] 100%] 100%| 100%] 100%| 100%
option such as naming the configured product (4186),

personalizing the product with a users’ picture4

The majority of configurators enable at least one

functional option such as the selection of prod

detected in the majority of food configurator (82%)the
majority of cases the user was supported in easily
quickly modifying a product configuration while
configuration process was ongoing.

Of the food configurators, 38% properly communicate
the value of each choice option (BCC), thus, ther is
aware of the ways in which each choice would impact
his/her final configuration in terms of costs arahéfits.
While 42% of OSCs do not provide users with beroeft
capability and in 21% of the cases, it is not diear
detectable whether the capability is deployed dr no

The easy comparison (EAC) is a capability less
detected, only in the 3% of cases. While in the 88%
configurators user cannot easily compare two oremor
configuration previously realized by the user. This
capability requires an account registration to sthe
chronicle of the various configurations self-desidrby

thgach user. In the majority of configurator it wad easy
to detect how to proceed to be supported by tipaliity.
Table 4 synthetizes the different degree to whiabhe
capability is perceived by a user of food configara.

Table 4.User's perception of capabilities deployed by

Level of user's
agreement with the
support derived by

each capability

deployed by food
configurators

Strongly agree¢ 26% | 21%| 26%| 12% 0%

Agree| 50% | 21%| 56%| 269 3%

Neutral| 12% | 24%| 3% | 21% 9%

ha

150

FoCs| UFD| FleX| BCC EA

Strongly disagre¢ 6% 9% 9% | 21%| 85%

Capabilities abbreviations: FleX: flexible navigati; UFC:user friendly
description ;FoCs: focus navigation;BCC: benefisteaommunication; EAC}
easy comparison. Neutral: neither agree nor disagre

uct 4.2.2 Benefits perceived by using food configusator

ingredients (79%), 26 % enable a change in product’ Of the food configurators, 47% provide user with

shape, while 34% provided information about nutriél
value and/or calories. This information is provid
exclusively by configurators of cereals and salads.

benefits related to utilitarian factors. More ttzamajority
ecwf configurators provide user with benefits relatedhe
possession of a configured product. More precisiedy
66% provide user with the benefits of possessingique
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product and the 78% provide user with the benefits the sub-group of food configurator, confirm thag fess

possessing a product that reflects the users’. deployed capability is the comparison of product
Results on benefits that users can derive from tlenfigurations previously created by user.

configuration experience itself show that a largenber

of configurators provide user with a remarkablerdegf 5. DISCUSSION

authorship, in parti(():ular creative achie_vement ﬁ"-‘{“e Results show that food configurators are mostly

Ins_tead, only the_ 9% are able to p_rowde users aith dopted for product categories such as sweetsqakes,

enjoyable experience, like hedonic benefit. Table g

: ) . e andies, chocolate, biscuits) cereal (i.e., muesles and
synthetizes the different degree to which each fiteise cereal bars), assembled food (such as salads) sushi
perceived by a user of food configurators. i

Food configurators deploy different levels of eath
the five capabilities. Each configurator providesuwith
different levels of involvement in the product dgsiand
agreement with differe_nt levels of benefi.ts related to thg confafion

benefits uT UN SE | CREA| HE experience and possession of a customized footheln

perceived following sections we discuss how each capabilitipod
Strongly agreé 19% | 16% | 9% | 25%| 0| configurators contribute to user involvement. Thee
Agree| 28% | 50% | 69%| 22% 6%| turn to the Italian consumer behavior while shopgpin
Neutrall 28% 16% 6% 31%| 419 online to find out whether and how the e-commerte o
Disagredl 19% | 16% | 9% 16%| 349 Italian food SMEs might benefit from each capapilit

Strongl I :
di;oag?e); 6% 39 6% 6% 19% 5.1. Food OSCs capabilities and Italian

tot| 100% | 100%| 100% 100%  100% customers’ online shopping behaviors: an

Benefits abbreviations: UT: utilitarian; UN: uniqoess; SE: self anaIySIS

expressiveness; CREA: creative achievement; HEoried Neutral: neither . .. . .
ag?ee nor disagree User friendly space description (UED). The intarest

characteristics deployed by food configurators that
Based on their average scores, the configuratdts wimplement the UFD is the detailed description of

the highest levels of customer perceived benefisttae  nutritional values of each ingredient as well ag th

32%. Within this sub-group the product categories anutritional value of combinations of ingredientsis the

Table 5 User’s perceived benefits
Level of user's

articulated as follows: case of cereals and salad configurators. The détgébi
« Sushi: Miss Maki (Austria); clearly and adequately present specific detailsedksas a
« Coffee: Myowncoffee (Germany), proper presentation of each option for both exped

non-expert user, can properly respond to onlinkafta
customer demand for ingredient information andhteirt
request for the possibility to read the productldiefore

» Biscuits: Kekszauber (Germany),
» Cake: Ferguson Plarre (Australia)
e Candy: MyJellyBelly (US).

_ . o e urchase [2].
san;rglz rgrn;aclglrr;%grgggc(:th%zagsg?ges, both at 27% ef tH? Focused navigation (FoCs). This capability deployed

i . by the majority of food configurators quickly leatte
;\Aixi?g;eli'h'vll?fri:ﬁﬁ::r)mx (Germany) user to those s_olutions_ .that best match h_is. or her
Mymuesli (Germany) requirements. This capability enables time saviagng

y i y : shopping online by guiding user to what is more
. Cho_col_ate. Zotter (Austria) interesting for him/her. Saving time is one of the&vers
Chocolissimo (Germany)

M&M’s (US) 'Egi’:lt push Italian customers to join e-commerce ebs

Flexible navigation (FleX). This capability deplaye
by the majority of food configurators enables tlsernto
quickly change any choice made during his/her m®ce
also when the configuration is completed. As thevimus
one, also this capability can be time saving farssiue
to its characteristics to reduce any effort fordsamodify
his/her previous choices.

Easy comparison (EA). This capability was not found
often during the food configurator analysis. Whesrev
deployed, it allows user to compare previously made
BCC FlexN configurations. The capability creates an archivat &

user can consult whenever s/he saved his/her

Fig.6.Capabilities deployed by configurators that ~ configuration in personal account. Thus, to be olegd

provide highest level of benefits the EA capability requires user to register a peaso
account on the website. This characteristic is not

The radar graph (fig.6) shows that the most degloygecommended in case of food configurators addressed
capabilities by this sub-group of configurators #ne |talian consumers because they often avoid webuatco

flexible and the focus navigation capabilities|daled by  registration while shopping online for food [2].
the user friendly description and benefit cost

communication capabilities. The results on the ysisl

UFD

EC FocN

O =N W A !
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Benefit cost communication (BBC). This capabily i example, in the case of cured meat products, tastiage

deployed by the 82% of food configurators. BBC infis

configuration process could involve user in theesibn

user as to the value of each choice option and tloéspices to add to cured meat products; it collbahauser

corresponding cost including the delivery of thiesied
configuration. This characteristic responds to idtal
consumers’ requirements for detailed informationbéo

to select the product based on the seasoning [otése
cured meat.
In the case of coffee, a fist stage in the adoptiba

sure enough about the purchase before proceedihg wionfiguration can be finalized to involve user imet

the checkout [2].

5.2. Embracing food customization for Italian
food e-commerce

selection of the blend to add to their coffee carabion.
In the case of bakery, a cake or biscuits the aoloof a
product configurator could involve user in the s&@n of
stuffing ingredients, of the shape and/or deconatio

Based on the state of the art of e-commerce dfital these cases it could also provide user with infdiona

food SMEs, the
customizable products via online configurators faus
on involving customers into two configuration preses
of (a) assembly box of pre-packed products; (b¢mabsy
of product ingredients.

implementation of the sales o#fbout the ingredients of the product to reducevmica

those not required (e.g. eggs, gluten, sugar ek e

The same food configuration process can be
implement by those SMEs that sell vegetables ar.a
the case of this specific product the configurator guide

Assembly of product boxeks showed by the results, customers in customizing their preferred combimatd

32 % of Italian food SMEs sell packed boxes thalide
different combinations of their products. This fimglis in
line with results from previous research [2] thairid that
Italian customers are willing to purchase packafpedi
when shopping online.

the typical Italian giardiniera” .The “Giardiniera” is a
mix of vegetables in a jar that with the supporteof
configurator user could personalize following thigiste
preferences (e.g. with more carrots and less orgtng

To achieve the described levels of customers

The Italian food SMEs that sell boxes of alreadynvolvement, demand and satisfaction, Italian SME&S
packed food are also proposing the combination dfe benefits by implementing configurator that aste

products selected by the company as a gift idea.

deploy two capabilities such as BCC, FoCs. The @iam

Based on the above mentioned results, a first tstep properly inform user about each choice option, evkfile
implement food customization without assuming sypplsecond can guide user straight to the producttefest,

chain and production re-organization, might beveithg
final customers to create their personal boxesadyrcts.

Next, the configurator could describe in detail keac

selected product. A counter could then displayatieunt
of calories, fat, and nutritional values providmgstomers
with required details to fine-tune his/her configtimn. To

achieve these results a configurator deploying BC

capability can inform user about the availabilifyeach

product. Moreover, a counter could display thet fir

available delivery options and related costs befaolding
the configuration to the cart.

both can make Italian customers save time whil@ging
online for food.

6. CONCLUSIONS

The present study describes and analyzes the status
uo of e-commerce of Italian food SMEs and the
aracteristics of food configurators currently ifalkde
on cyLEDGE database. The analysis moves a ste@fdrw

Son researching customer experience during product

customization. Findings show that Italian companies
started adopting mass customizations strategies, bu

Based on ltalian customers’ demands, & specifigyjian food industry both when compared to other

feature to be implemented into Italian food confagars
is a calendar option that allows them to book thlévdry
of their box also during the weekend and/or at nighe
feature of delivery booking can provide user witte t
confidence to buy also fresh food without the fesat it
goes deteriorated during the delivery.

By implementing e-commerce with a configurator tha\tzvith ltalian customers’

deploys user friendly space descriptions and beoefit

communication, Italian SMEs can respond to Italia
customers demand for buying food online and prgbab

industries and to other countries still lags behind
exploiting the opportunities offered by the specié-
selling process via online sales configurators.

By combining the results derived by the analysis of
both studies, the present one provides Italian fBbtEs
with insights on the sale of food via OSCs that cetch
requirements while shopping
online for food. More specifically, the insightdat on

o possible food configuration via OSCs: (i) to
mplement a product configurator that enables the

provide them the confidence to buy both long termgiomization of boxes of products for personal

perishable and fresh food as they grow familiahwite
strategy.

consumption and/or as gift idea, and (ii) to impégran
OSC that enables the customization of food ingredie

Ingredients selectiorin accordance with Finotto and The study also explores which capabilities deploggd

Mauracher [2] Italian customers buy online alsdinal
typical products from other regions or food itetnattare
not easily found in in retail stores close theimas. This
results suggest that Italian customers look foicsidood
but also can be interest in exotic food items.

To provide Italian customers with typical and/oot&

foods configurators better respond to Italian comgxs’
shopping behaviors.

Mass Customization primary focus on customers, the
insights from the present study points out howntmive
and guide customers into product configuration pssc
via OSC. In particular, the adoption of food cusization

products, a food configurator can implement the,cess via OSC can be beneficial for both ItaBAfES

ingredients configuration, allowing thus user tdest

e-commerce and their customers for at least thevioig

some ingredients to add to their final productsr Fo
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two reasons. (1) It is a an online selling proctsst [7]
properly responds to Italian customers’ requirement
while shopping for food online; (2) it involves &h
customers into a certain level of product desigusth [8]
providing them with benefits connected to the doeadf

a personalized food combination.

To embrace mass customization strategies requires
company to be successful changed working practioes [9]
required across all a business’'s operations [26].
Specifically, the selling of configurable productsa
OSCs imply for the company organization to struet(a)
appropriate responses to customers customizatift0]
requirements; (b) the production and/or supply essco
avoid increases in costs or ineffective or impdssib
combinations of mixes of products coming from digfiet
suppliers. [11]

Assuming there is no penalty to the organization,
results from this explorative study suggest thatniore [12]
Italian food SMEs lead to innovate their ecommerce
strategies with proper product configuration sgas, the
greater the likely competitive strength of the camp

The present exploratory study contributes to the
investigations on technology-mediated strategiesfan [13]
the “Made in Italy” food but it has limitations theight
be addressed in further research efforts. The ptodu
configuration process was simulated: no real pigeheas
realized, thus results on the benefits of possgsain [14]
customized products are partial and not relevamt fo
generalization. Results on user’s perceived benpéed
to be complemented with a more extensive datactaite
to detect a generalizable trend.

Future research may address the company perspective
to investigate on Italian food SMEs interest and or
obstacle in implementing food customization astdigi [16]
innovative approaches for their e-commerce stragegi

(15]
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