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Abstract

In the era of trade globalisation, especially in the agri-food sector, which has led to mass consumption
and industrialised products, the preservation of the territorial agri-food heritage of each country is
becoming an increasingly important issue, This has aroused the interest of both researchers working on
the economy of the territory and of all stakeholders, as it will not only improve the visibility and
enhancement of local products, but will also achieve multidimensional objectives, both economic
(competitiveness, development of the local economy, etc.), socio-territorial (economic development of
the local economy, etc.), socio-territorial (territorial attachment, preservation of local knowledge, etc.)
and agro-ecological (local supply, less processed consumption, etc.). In order to achieve these
objectives, particularly in the Moroccan context, this article aims to analyse the perception of Moroccan
consumers of Moroccan date products, from a sector which, although it has significant multidimensional
potential, faces several challenges, particularly on the commercial and competitive levels. From a
methodological point of view, the analysis of consumer perception was carried out with 560 respondents
covering the different regions of Morocco, using a tripartite perception model (cognitive, affective,
conative component), which revealed that consumer preferences were well understood, particularly in
terms of variety, organoleptic characteristics (size, taste, etc.), purchase price, willingness to pay and
preferred points of sale. From the responses collected and characterising the purchasing behavior and
motivation in the broad sense, the priority areas on which it is necessary to act were identified, for a
promotion of Moroccan dates.

Keywords: Consumer, Perception analysis, Promotion of local product, Dates, Morocco.
JEL Classification : Q01, Q18, Q5, R1, R58
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1. Introduction:

The evolution that the world is undergoing, especially due to the series of crises we are facing
(economic, social, ecological, health, etc.), is constantly introducing changes in behavior and
new trends, especially among the consumers of agri-food products (Ait Hou et al., 2015; Chen
et al., 2016; Saidi & Diouri, 2017; Saidi et al., 2021).

If we take the most recent case, that of the covid-19 pandemic, we can see the emergence of
new factors, which may have been almost absent or of lesser importance, became clear during
the strict containment of Covid-19, and largely influenced by the purchasing decision, such as
hygiene and cleanliness standards, as well as food traceability, characterised as a kind of
guarantee of food safety (Saidi et al., 2022a, saidi et al., 2022b). Moreover, the cultural crisis
we are experiencing also seems able to introducing new behavior in the consumer of food
products, translated nowadays by the imitation effect, such as the tendency to consume semi-
cooked products, or to eat in fast-food restaurants and to buy in large-scale distribution.

At this level, and in a disruptive and evolving context, the consumer is of great interest today
in scientific work, because the changes he introduces, which may be caused by cultural, social,
personal and psychological effects, not only have an impact on him, but also influence the
strategies of several entities in the agri-food supply chain, starting with the farm, passing
through processing and distribution and ending with marketing, and which need to be aware of
any changes, so that the offers are in line with their needs.

In order to align with recent consumer expectations, which can be translated into a strategic
positioning on the agri-food market or a marketing decision process, interest must be brought
to the analysis of consumer perception, as a technique able to provide a fine understanding of
how consumers perceive agri-food products, through which we can act for a promotion of local
products (Ait errays & Hattabou, 2015, Bounal et al., 2019). Indeed, through the analysis of the
perception, consumers can express their knowledge, their motivations and their expectations,
which makes it possible to re-establish a close link with the consumption and promotion of
local products, and which can be the subject of priority axes, on which the main actors of the
agri-food chain as well as the stakeholders can act.

Focusing on the Moroccan context, the country is known for its great potential in terms of
production of date products, especially from the southern region, such as the oases of the Draa-
Tafilalet valley dominant in terms of national production to the tune of 90%, which constitutes
for her an important lever not only for agriculture, but also as a source of employment and
income for several households. Indeed, the production of dates in this region alone, exceeds
100 tons annually, that is 120 tons for the year 2021, with nearly 13 units of packaging and
storage, respectively with a capacity of 10,000 tons and 4.000 tons, according to the Regional
Agricultural Development Board (RADB, 2022). The Draa-Tafilalet region also has more than
10 production areas (Errachidia, Meski-Boudnib, Erfoud, Aoufous etc..) recognized for their
high quality at the national and international levels. However, despite the great potential that
characterize this region, especially in terms of production of dates, except that it does not
benefit, especially because of the lack of promotion of dates, and particularly in the absence of
a clear understanding of purchasing perception and a marketing strategy able to evolve in
parallel with recent expectations and requirements of consumers.

Aware then of the positive effects that can be achieved through the analysis of consumer
perception, especially in terms of identifying the main areas that deserve urgent intervention,
this article focuses on the analysis of the perception of 560 Moroccan consumers. To do this,
we will present in the following sections, four elements that seem important to achieve the
expected results, namely, the presentation of a theoretical background (2), the presentation of
the methodological framework adopted for this study (3), the presentation and discussion of the
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main results revealed (4), and finally a conclusion including a summary as well as the limits of
the study and the future research avenues that we can propose (5).

2. Theoretical Background

Local agricultural products are nowadays of great importance, both academically (Houssni et
al, 2022; El Filali, 2022) and institutionally (Lin, et al., 2022), especially due to the dominance
of large-scale distribution in supply chains, which often hinder their promotion by favouring
standardised products from very long circuits and therefore limiting their access to consumers
(Kimbatsa et al., 2018; Blockmans, et al, 2021; Girard & Rebai, 2022, Lamrabet &
Benkaraache, 2022). Before going further, it is important to understand what is meant by “local
products”, focusing on their key concept, their main characteristics, and thus shedding light on
the issues involved in promoting local products.

2.1.  Local Products: Main Characteristics and the Current Challenge

Looking at the review literature, especially that which has taken local agricultural products as
a fundamental object of study, it is clear that there is no uniform definition of "local products”
that can be valid for all territories and communities, but rather definitions that agree on certain
aspects. As a result, researchers have most often focused on the notion of "local™" to give an
overview of what a "local product” can be (Fernandez et al., 2018).

Starting from the geographical aspect, which is mainly based on geographical proximity, which
is the fundamental characteristic of local products for almost all researchers (Baralla et al.,
2019; Butu et al., 2020), local products are seen as the ability to produce while bringing
production, processing and distribution activities closer to a specific geographical area
(Elgozmir & Chouhbi, 2021; Porumb, 20121). In the strict sense of the term, this rapprochement
appears clearly in the geographical distance between the place of production and the place of
consumption, i.e. the distribution chain through which the agri-food product is derived, and
which may be of a short or direct nature, particularly in terms of food miles (Ghali-Zinoubi,
2021; Stein & Santini, 2022). At this level, it is true that there is no single standard that
determines the number of miles for a product to be local, which makes it necessary to take into
account political-administrative boundaries at different scales, national, regional or local (Abid
et al., 2020). However, several researchers have given their views at this level taking into
account the specificity of their territory and the typology of agri-food products, so that the
number of food miles is 10 to 100 km as an optimal distance (Shahid Rasool et al., 2021; Kumar
et al, 2021); or a slightly larger distance of 200-250 km (Abid, 2021), but more often than not,
the 100 km standard remains widely used by both the scientific community and by actors and
practitioners in the field (Striebig et al., 2019; Stein & Santini, 2022).

In addition to the geographical aspect, the relational aspect is also an essential feature of the
definition of local products. Korzun M. (2020), sees local products as a kind of closer
relationship between farmers and consumers, which builds trust and connections, provides
greater financial stability for farmers and strengthens rural areas (Korzun, 2020). Adding that,
several researchers, consider local products, thanks to the exchange devices they provide, as
accelerators of rural-urban dependency development, preservation of a cultural tradition,
strengthening of a sense of pride and identity, as well as a promoter of a sense of ownership
(Rachao et al., 2019; Fusté-Forné & Jamal, 2020; Zoma et al., 2022).

The promotional aspect is the third characteristic that can be mentioned at this level, given that
exchanges between local producers and consumers, or between urban and rural areas, are
largely able of reintegrat small farmers into supply chains, promoting solidarity, strengthening
the development of the local economy, reinforcing culinary tourism and perpetuating traditional
local knowledge (Linebou & Lacoeuilhe, 2021; Pamukgu et al., 2021; Rossi, et al., 2021; Tarra
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et al.) As Baldi et al. (2019) point out, the purchase and consumption of local agri-food products
not only benefits the producers, but also the local population, who benefit from the creation of
local jobs, the promaotion of collaboration, cooperation, and partnership.
From these characteristics, which are in no way an exhaustive list, countries, especially those
with a strong agricultural and culinary vocation, are making more efforts to promote local
products from a national, regional or local territory, so that they can face the fierce competition
of other products in the market and generate multidimensional benefits (Blockmans, et al.,
2021; Girard & Rebai, 2022, Kimbatsa et al., 2018). Indeed, whether it is an actor (producer,
transformer, distributor, trader, etc.) or a stakeholder in the field (ministerial departments,
planners, NGOs, etc.) the promotion of local products has taken several forms, intervening from
the production to the consumption phase (Lin et al., 2019; Carimentrand, et al., 2019 ; Zhang
et al., 2019; Shew et al., 2022), notably by:

- Face increased competition from imported food products;

- Ensuring good production practices;

- Maintaining the nutritional value and freshness of the product;

- Ensuring traceability and product tracking;

- Taking up the challenge of the quality-price ratio;

- Using quality recognition bodies;

- Meeting the challenges of obtaining certification and labelling.

- Recognising local product verities;

- Meeting the expectations of packing and sales points.
Although local agri-food products can be promoted in many ways, it is important to focus on
the variables that are most decisive for consumers. Indeed, successful promotion needs to be
based on a fine-tuned response to consumer preferences, which should be taken into account,
particularly in the context of their social, economic and cultural background (Figure 1), which
is the fundamental challenge of promoting local agri-food products. For this reason, it is
important to conduct a consumer perception analysis to identify the most relevant and priority
variables for consumers in choosing and consuming local agri-food products.

2.2.  Perception promotion: what does the theory say about this duality?

After presenting a conceptual overview of local products and their main characteristics, thanks
to which we have been able to understand that their promotion is closely linked to the analysis
of consumer perception, at the level of this axis, the complementarity and articulation with the
theory be highlighted, since they appear important to better understand our analytical
phenomenon. In order to better understand this duality that links both the analysis of the
perception and the promotion of local products, we can refer to the theoretical anchors that have
focused on consumer behavior.

Indeed, for a long time, consumer behavior has been an object of reflection and analysis in
several disciplines, such as economics, psychology and sociology. At this level, we can say that
consumer behavior has been the subject of several theories, including the theory of marginal
utility, the theory of partial equilibrium, and theory of social identity, which were able to explain
how complex human behavior is, and must be the subject of a careful analysis before making
any decision.

= Theory of Marginal Utility

Starting with the theory of marginal utility and focusing on the main contributions of classical
economists, such as Carl Menger (1840-1921), Stanley Jevons (1835-1882) and Léon Walras
(1834-1910), we can say that the consumer is governed mainly by his level of optimal
satisfaction, which is called the "marginal utility", that he can derive from the consumption of
a certain quantity of good (Alvino et al., 2018; Deleplace, 2018). Indeed, the explanation that
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this theory provides is still largely useful for better understanding the consumer, especially in
terms of his criteria for choice and decision to consume, which essentially concern the optimal
combination of products that will give him the greatest satisfaction, while taking into account
his budgetary constraints.

Aware of this relation between the marginal utility and the decision of purchase or consumption,
able to promote the offered products, the producers act by different ways in order to guarantee
an optimal satisfaction to the consumer, by reducing the sales prices (following a reduction of
the costs), by offering promotions and special offers.

= The theory of partial equilibrium

Staying always in the aim of promoting products, while being interested by the behavior of the
consumer, the theory of partial equilibrium of the neoclassical economist Alfred Marshall
(1842-1924), is also able to shed light on our phenomenon. Indeed, this theory offers a key
framework to show that the interaction between the consumer's behavior translated into quantity
demanded and the producer's supply, strongly conditions the market equilibrium, and
consequently this equilibrium is reached at a lower or higher price for which the producer must
provide efficient responses to the different conjunctures to ensure its continuity in the market
(Delfaud, 1997 ; Blanchard, 2017). From this theoretical explanation, it becomes clear that
understanding behavior is not only able to identify marketing strategies, but also responsible
for the survival of a production unit.

= Theory of Social Identity

Taking also the social identity theory developed in the 1970s by the psychologist Henri Tajfel
(Tajfel & Turner, 1979), we can say that it is one of the explanations that have combined both
behavior and supply-side valuation. By mobilising three main components to understand
individual behavior (social categorisation; self-evaluation and intergroup social comparison),
this theory shows how choices of any kind, particularly in terms of procurement and
consumption, are governed mainly by the social identity that the individual wishes to construct
and the affiliation to the groups to which teys belongs (Salmivaara et al., 2022).
At this level, it appears that the criteria of choice that can be described as classical, such as
price, quality and satisfaction, may not be the only determinants of a purchase or an act of
consumption, which shows once again that the consumer is governed by a set of variables of
different nature, only the analysis of its perception able to provide clarification to promote local
products (Dubois, 2008; Kitchen & Tourky, 2022, sun et al., 2022).
To do this, we will mobilize an analysis protocol (Figure 1) that can provide elements of
response to promote local products, or dates in our case by mobilizing two components, namely:
- Analysis of the behavior, allows to analyse the interaction consumer-product, by
focusing on the habits of purchase, the criteria of choice, the preferences and the
expectations.
- Attitude and opinion analysis, allows us to understand the perception-product duality,
focusing on feelings, beliefs and motivations.
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Figure. 1. Causal relationship between the different analysis variables on the promotion of local products

Protocol for the promotion of local products

analysis

Behavior
(Choice criteria)
Awareness of varieties

Awareness of Production method,

nutritional quali-ty ingredients, labelling,
Awareness of price price, nutritional

Feellng Of.CUItUraI qua”ty' Varieties'
Feeling of spirituality
Feeling of happinei i

AlNlaly dlld unae adll0 0

From this protocol, research hypotheses have been formulated which could help to better
understand the factors influencing consumer perception, namely:
- H.1. Consumers in small towns and villages tend to have less demanding consumption
criteria.
- H.2. Consumers in big cities tend to be more demanding when buying dates, which
makes them willing to pay more for quality dates.
- H.3.Older people are increasingly interested in quality, nutritional value and knowledge
of varieties because of their long experience in buying and eating dates.
By testing these hypotheses in this work, several facts can be understood and the perception of
Moroccan consumers can be highlighted, which can help determine possible improvements for
the promotion of Moroccan dates.

3. Research method or methodology

The research method chosen for this study will be presented focusing on three fundamental
axes: the identification of the variables characterizing the studied phenomenon, the design of
the survey and the presentation of the adopted statistical methods.

Attitude
(Feeling/Sensatio)

Source: authors.

3.1. Variable identification and survey design

The ultimate objective that we seek to achieve through this scientific study is to understand the
behavior of the Moroccan consumer in terms of factors influencing their decision to buy and
consume local date products. In order to achieve this objective, on the methodological level, we
first focused on a literature review of 43 scientific works on the perception of purchase and
consumption of agri-food products (Ellison et al., 2016; Ahmed et ali., 2019, Bouhid et al.,
2019; Costanigro et al., 2019; Eldesouky et al., 2020), which allowed us to better understand
the basis of the study of the analysis of the perception and behavior of consumers and the main
steps through which we must pass.

Then, we were interested in identifying the main variables of our survey, which we organised
into three components, based on the classic tripartite model of attitude, proposed by Rosenberg
and Hovland in 1960 (Rosenberg et al., 1960), but which has been widely known up to now
thanks to its application to recent scientific work (Testa et al., 2019 ; Agyeiwaah et al., 2021 ;
Raghunathan & Chandrasekaran, 2021) (Table I).
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TABLE I. Main factors influencing consumer perceptions

Components Main characteristics
Cognitive Variables related to knowledge and beliefs about dates
Varieties, nutritional value, taste quality, etc.
Affective | Variables characterising the feeling and emotion towards dates
Presence of cultural, spiritual, happiness attachment to dates, etc.
Conative | Variables relating to purchase and consumption intentions
Willingness to pay, motivations, etc.

Source: authors.

Once the variables were determined, they were organised in a survey administered online and
containing 4 parts (Table I1), characterised by both single choice and multiple-choice questions
of a quantitative and qualitative nature. The answers to the questions in the different parts of
the survey made it possible to generate a database based on 560 answers distributed in almost
all the regions of the Moroccan kingdom.

TABLE Il. Main parts of the survey

Parts of the survey Worded
1 Related to purchasing and consumption behavior
2 Related to disappointing buying and/or consumption
experiences
3 Related to consumer willingness to pay
4 Related to demographic characteristics of respondents

Source: authors.
3.2.  Statistical methods

In order to proceed with the production of the results and the discussion that we can carry out
in the framework of this work, two statistical methods were mobilised. Firstly, descriptive
statistics as an initial technique to be implemented, and this to obtain a synthetic view of the
characteristics of the respondents, notably in terms of socio-demographic variables and certain
purchasing and consumption behavior. Secondly, and given the large number of variables
mobilised, we opted for Principal Component Analysis (PCA), as a method able of projecting
consumer behavior with the minimum of dimensions, the thing that will allow the reading of
several facts.

4. Results and discussion

In order to explore the general characteristics of our sample as well as their behavior towards
dates, and to test the hypotheses initially defined, descriptive statistics were first adopted (4.1),
followed by a PCA (4.2).

4.1. Respondent characteristics and purchasing behavior : presentation of
descriptive statistics

The 560 Moroccan consumers who responded to the survey are divided into 229 women and

331 men, i.e. respectively 40.89% and 59.11% of the population, of which 33.57% are public

servants, 28.57% are students, 20.18 are senior executives, and the others are distributed

between workers, liberal professionals, retirees and the unemployed, which is 17.68%, with an

average monthly salary of 7,515.30 MAD.

¢ Regarding the frequency of purchase of dates, the results show that 60% buy dates several
times a year, while a minority, i.e. 8.93%, do not buy dates on a permanent basis, i.e. 2-3
times a month. Moreover, even the quantity purchased, which is primarily intended for self-
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consumption, is also low, ranging from 1 to 3 kg for half of the sample interviewed, i.e.
50.2%. In this respect, it can be seen that the purchase of dates is generally reserved for the
Ramadan period (57.32%) and certain traditional festivals. We can see that dates represent
more a spiritual culture for the consumer than a consumption related to the health benefits,
especially with the absence of a communication strategy and awareness of the benefits of
dates on health.

e As regards purchasing behavior, 60.9% of consumers resort to traditional purchasing
practices, particularly at local markets and grocery shops, followed by 10.9% who turn to
grocery shops specialising in dates, 10.4% to large and medium-sized supermarkets, 7.1%
through a personal network, while 9.6% are divided between those who buy directly from
the producer, from street vendors or in shops specialising in organic products. This fact, can
clearly show that the preliminary and preferred direction to buy dates, remain the traditional
markets and not other places of sale, which places the traders of this place before a major
challenge is that of contributing to the development of dates. Indeed, they must be equipped
with good knowledge, especially regarding the origin of production, variety and nutritional
quality. They must also be aware of the importance of sourcing quality dates which must be
packaged as an example and subject to a system of control and traceability (origin, weight,
date of production, etc..) and this to align with not only the expectations but also the
requirements of consumers who are constantly evolving.

e During the purchase experience, more than half, 64.3%, said they had a disappointing
experience when buying dates and 86.8% of them changed their behavior as a result of this
experience, although a minority (4.4%) only had this experience a few times. The most cited
case of this disappointing, at 46.4%, is related to the fact that the packaging hides the
mixture of poor-quality dates. At this level, such an experience, which negatively impacts
the buying behavior of dates, requires an establishment of confidence that can be
strengthened through direct supplies, i.e. directly from the producer who can guarantee the
quality of products, since the intervention of a large number of intermediaries, can introduce
some food fraud.

It is also important to raise consumer awareness of the importance of certified and labelled

products, which guarantee consumers quality dates with the size mentioned on the packaging

of dates, as well as the absence of worming dates.

4.2.  Main results of consumer perception: presentation of PCA findings

Before proceeding to the presentation of the main results of PCA, it was important for us to
ensure the quality of the database we constructed, by testing its validity and reliability as has
long been strongly recommended by practitioners in the field (Freudenthal, 1982, Carricano et
al, 2010).

The validity test, which aims to ensure the correct measurement of the study phenomenon, i.e.
the perception of purchase of dates, also revealed a satisfactory result. Indeed, the Kaiser -
Mayer - Olkin (KMO) index, which indicates the extent to which the variables selected are able
to better analyze consumer perception, revealed a result of 0.895 which exceeds the norm of
0.7 (Table IV).

TABLE.IV. Validity test

KMO index ,895

Bartlett Khi-carré approx. 6676,942
Sphericity Test | ddl 406
Signification ,000

Source: authors.
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The reliability test, as a test of internal consistency, aims to verify to what extent the
measurement scales are homogeneous and able of producing consistent results. At this level,
we proceeded with the Cronbach's alpha index (measure of consistency), which revealed a
largely satisfactory result of 0.9 that exceeds the norm of 0.7 (Table I11).

TABLE.III. Reliability test

Reliability statistics
Cronbach's alpha index Number of items
,900 29

Source: authors.

On the basis of this main date purchase criteria (behavior), the PCA revealed two principal
components (Table V), with a total variance of 63.86%, of which the first principal component
explains 45.97% of the total variance and the second 17.89%. First, the first component includes
interest in organic dates, brand, Protected Designation of Origin (PDO) or Protected
Geographical Indication (PGI) labelling, nutritional quality, as well as date typology, which we
can call "deep requirements”. Indeed, since this component captures the maximum variance,
these 5 elements constitute a strong influence on the variation of the data, and therefore are
considered as important criteria for consumers when they buy dates. Then the second
component comes in, displaying three criteria, date price, variety, and packaging presence,
which appear to be shallower requirements and which we can describe as "moderate
requirements”.

TABLE.V. Rotation in pca (1)

Components 1 2
Organic product choice criterion 0,817 0,149
Dates brand criterion 0,722 -0,054
Criterion related to PDO/PGI labelling 0,696 0,274
Criterion related to the nutritional quality 0,621 0,419
Criterion related to the choice of dates in their branch| 0,610 0,246
Price-related criterion 0,114 0,795
Variety criterion 0,106 0,787
Criterion related to the presence of packaging 0,363 0,432

Source: authors.

First, the first component includes interest in organic dates, brand, PDO or PGI labelling,
nutritional quality, as well as date typology, which we can call "deep requirements”. Indeed,
since this component captures the maximum variance, these 5 elements constitute a strong
influence on the variation of the data, and therefore are considered as important criteria for
consumers when they buy dates. Then the second component comes in, displaying three criteria,
date price, variety, and packaging presence, which appear to be shallower requirements and
which we can describe as "moderate requirements".
On the one hand, and more precisely in a broad sense, we can see that the Moroccan consumer,
are governed by a set of choice criteria, each with a particular degree of importance, but which
certainly provide behavioral clarification. Taking the case of the variables of the most
significant component, we can say that:
- The interest granted to the organic dates, can show the conscience of the consumer of
well made of these dates in natural character and not transformed, as it can indicate the
motivation for environmental and sanitary and societal considerations.
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- The interest given to the brand which is also an important factor for consumers, can
show the desire of the consumer for the guarantee of certain elements, such as good
practices of production, harvesting, packaging, storage and distribution.

- Interest in PDO or PGI may show consumer sensitivity to the brand, but also to
production origin, food standards, food analysis and traceability.

- Interest in nutritional quality is also an important factor, which may indicate that the
consumer has knowledge in terms of nutrients and their health benefits, as they may
also be sensitive to the origin of dates.

- Finally, the typology of the connected dates may also influence the consumers' purchase
decision, which may show that the consumers may have specific experiences and
knowledge in the field of dates.

On the other hand, and if we focus on the characteristics of our sample to better understand the
choice criteria of Moroccan consumers, the dispersion in relation to age, level of education and
city size reveal several findings.

e Finding 1:

The result of the factorial design of the PCA, revealed that or in contrast to the large cities
which have demanding criteria in terms of date purchase, the medium-sized cities and villages
resort to a less demanding purchase where the majority of the criteria are not taken into
consideration (Graph. I). From this result, hypothesis n°1 stipulating that consumers in small
towns and villages tend to have less demanding consumption criteria is valid.
We can say that consumers from small cities and villages may have less access to a varied offer
of dates and therefore they become less demanding regarding organic practices, brand,
labelling, nutritional quality and typology. Let us add that this category of consumers can show
us to what extent they are less sensitive to sanitary and environmental considerations, which
are still associated with organic, labelled and quality products.
From these observations, it appears necessary to put in place several measures:
- Make local varieties known to this category of consumers;
- Make local varieties accessible and available to consumers in small towns and villages;
- Informing about the benefits of organic products, both on human health, socio-economic
and environmental well-being;
- Tocarry outa wide communication and awareness strategy, regarding the types of labels
and their characteristics.

e Finding 2:

The PCA showed that also, that it is always the consumers of big city and who grant more
importance to the criteria of purchase labeled, certified and organic, which are ready to pay
more, that is to say most often more than 80 Dh/kg to ensure the presence of quality date
products in the points of sale, while the willingness to pay remains very low for consumers of
small towns and villages, between 20 and 70 Dh / kg, which largely validates hypothesis n°2
stipulating that consumers in big cities tend to be more demanding when buying dates, which
makes them willing to pay more for quality dates (Graph. II).

At this level, it can be said that consumers are willing to pay a premium for good quality dates
because, on the one hand, they have a higher purchasing power than consumers in small towns
and rural areas. On the other hand, this category of consumers, who are often better informed
about the quality of different date varieties, are often exposed to food trends and niche products,
which may lead them to seek out high-quality dates.

It is certainly necessary to take a set of measures to meet the needs of this category of
consumers, by highlighting organic production practices, strengthening certification and
labeling, and ensuring the availability of date varieties that can be the subject of a specific
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marketing strategy, given that this category is interested in supply from social networks,
agricultural fairs, or supermarkets. However, it is also interesting to focus more effort on other
categories of consumers, since the promotion of certified and labeled dates cannot succeed with
a minority of individuals (large cities), but rather with the mobilisation of all categories, which
requires a comprehensive awareness and training to be implemented by public and private
actors.

e Finding 3:

Often the purchasing criteria known as "deep requirements” are aligned with the level of
education, while taking the specificity of the Moroccan territory, it turned out that even those
who do not attach importance to certification and quality, already have a higher level of
education, and remain less familiar with these purchasing criteria (Graph. IlI). It is therefore
important that awareness-raising and training campaigns and communication strategies target
all individuals regardless of their level of education.

e Finding 4:

Still using PCA, but this time for the variables characterising consumer attitudes, the result
identified two dimensions (Table VI), with a total variance of 54.47%, of which the first
principal component explains 40.87% of the total variance and the second 13.59%. The first of
which shows three attitudes that consumers consider themselves able of doing during the act of
consuming dates, i.e. prior knowledge of the variety, assessment of nutritional quality and
judgement of value for money; and the second shows three meanings associated with date
consumption, i.e. the cultural, spiritual and happiness aspects.

TABLE.VI. Rotation in pca (2)

Components 1 2
Knowledge of variety 0,406 -0,079
Assessment of nutritional quality 0,454 -0,109
Judgement of the quality/price ratio 0,396 -0,060
Cultural significance -0,045 0,409
Spiritual significance -0,150 0,491
Source of happiness -0,056 0,414

Source: authors.

On this point, it turned out that the population is divided into two groups, those who are able to
make judgments after consumption of dates and who are characterized by belonging to modern
families with a moderate number of individuals; as well as those who perceive the consumption
of dates as a patrimonial resource, and who belong to old families with a number of individuals
greater than 10 (Graph. 1V). From this we can say that hypothesis n°3, stipulating that older
people are increasingly interested in quality, nutritional value and knowledge of varieties
because of their long experience in buying and eating dates, is tested negative and is therefore
invalid.

Indeed, on the one hand, the latter who bring less judgment, and see in dates their spiritual
identity, cultural and happiness, are today less present in the Moroccan population, because
they represent the former families of large numbers of individuals, and who have an attachment
to certain food products such as dates. On the other hand, there is a category that is rather
cautious about the quality of dates, hence the importance of better management of production
and sourcing from suppliers who have a good reputation in the market, and this to ensure
consumer satisfaction and enhancement of the dates.
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GRAPH.II. FACTORIAL MAP OF PCA BY WILLINGNESS TO PAY
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5. Conclusions:

With the aim of determining the priority areas for action for a strategy to enhance the value of

dates in Morocco, to which the actors in the date supply chain and stakeholders can contribute,

this work focused on purchasing and consumption behavior as the key to opening the door to
new promotional opportunities.

The main results revealed by the study, showed several facts related to the consumer, including

the place of supply, purchase criteria, willingness to pay as well as disappointing experiences

they faced. Through descriptive statistics and PCA it was found that consumer behavior towards
the purchase and consumption of dates is not a simple phenomenon, but rather a complex,
demanding and evolving one, which shows that it requires special attention in order to put in
place a strategy that takes into consideration the territorial and behavior specificity of Morocco.

At this level, three axes seem to be priority points on which to act:

e Axis I: Accompanying and assisting producers in the production, packaging and
distribution process, given that quality criteria have become a major requirement.
Assistance can also be provided in order to meet quality criteria throughout the chain, with
the aim of obtaining a label or certification.

e Axis IlI: Training that can be done both in favor of traders, who must acquire a great
knowledge in terms of the characteristics of dates, such as variety, nutritional value, taste
quality, product origin, and price, since the consumer is able to master certain knowledge
and judge certain criteria. Training can also be dedicated to certain categories of consumers
who are still less familiar with organic supply practices, or PDO and PGl labels, to promote
the image of dates in Morocco.

e Axis I1l: Awareness raising, can also be of great importance specially to understand the
positive and multidimensional impact of quality local products, which can push the
consumer to give more importance to the labelled dates and to be ready to pay an additional
amount covering the consumption of high-quality dates.

Whatever the nature of the intervention, the mobilisation of the actors concerned is of great

importance, because the promotion of territorial resources, i.e. dates in the strict sense, can only

be achieved through a participatory approach integrating energy and social-territorial links. At
this level, the evaluation of public policies and strategies for the promotion of date production
in Morocco seems to be an interesting way to assess the progress made, but also the factors that
hinder certain actions such as support, training and awareness, the element that was not
discussed in this work, and which can be the subject of another complementary work. However,
it is important to say that the results revealed and the prospects for improvement do not in any

way prove a given theory or hypothesis, given that they are revealed within the framework of a

study that is exploratory and takes into account a particular territorial specificity.
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