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Description of deliverable

The present work was carried out within the Projesafruit’. The strategic objective of this
project is to increase fruit consumption and thgrébprove the health and well-being of
Europeans and their environment, by taking a tdtain approach, identifying the bottlenecks
and addressing them by consumer-driven preferendé& report is a deliverable of
Workpackage 1.3 (INNOFRUIT) of Pillar 1, which fe®s on the area of 'Consumer driven and
responsive supply chain'. The aim of Workpacka@eid to understand the determinants of the
adoption of innovations by consumers, thus yieldingight into consumer behaviour with
respect to new or modified fruit products and idgimtg opportunities for fruit innovation. As
such, it will provide guidance for the developmerftfuture fruit product innovations. This
deliverable (which combines the contents of theyioally planned deliverables D1.3.7 and
D1.3.9) describes the results of an internatioaakecstudy the success or failure of recent fruit
innovations, the objective of which was to validdte factors underlying success and failure as
identified in a consumer survey on consumer innegaess and product characteristics
underlying novel fruit product acceptance (D1.35M8) and a choice experiment on the effect
of several marketing claims on novel fruit prodacteptance (D1.3.6).

Connection of deliverable with project goals:

This deliverable contributes to the overall strategbjective of ISAFRUIT, namely, “...to
increase fruit consumption, searching the improvenoé health and well-being of Europeans
and their environment, by taking a total chain apph, identifying the bottlenecks and
addressing them by consumer driven preferencegtia@rfollowing way. By putting the results
from D1.3.5/D1.3.8 and D1.3.6 to a test in the eghbdf recent fruit innovations better insight is
obtained in the validity and generalizability oetfactors that contribute to the success of novel
fruit products. As such, this deliverable qualifibe input from WP1.3 to “the development of
consumer-driven, efficient, responsive, and inneeasupply chains for the growth of fruit
consumption in Europe and for a competitive andasngble fruit industry,” which is the main
goal of Pillar 1.

This deliverable was made in cooperation betweenptirtners 38 (WAU), 10 (WUR-LEI), 24
(UPM), and 29 (AUA).

Wageningen, June $32010 Ivo A. van der Lans
Scientific coordinator of Pillar 1
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Case Studies of Fruit Innovations

Authors:
Tom Bakket
Jan Benninga
Joanna Rakowska
Jos Bartels

With the cooperation of:
Ivo van der Lans?
Mieczystaw Adamowicz
Panagiotis Lazaridis
Georgia Papoutdi

Julian BriZ

Teresa Briz

1 Wageningen UR-Agricultural Economics Researchitlite, the Netherlands
2 Warsaw University of Life Sciences — SGGW, Poland

3Agricultural University of Athens, Greece
* Universidad Politécnica de Madrid, Spain

Acknowledgement

The present work was carried out within the Proj&AFRUIT '. The strategic objective of this prdjés

to find ways to increase fruit consumption and ebgrimprove the health and well-being of Europeans
and their environment, by taking a total chain apph, identifying the bottlenecks and addressiegnth
by consumer-driven preferences. The present répardeliverable of Pillar 1, which focuses on #nea

of 'Consumer driven and responsive supply chain'.

The authors want to thank the European Union faarfting the ISAfruit projectwiww.isafruit.org. In
this way they support the cooperation of researith thie fruit industry to gather and integrate @gtes in

a whole lot of different aspects from farm-to-fofikhese insights will help the fruit industry plagiimto
consumer demands and needs, and improve in the, gri@lity, safety, availability and sustainable
production of fruit and fruit based products.

More information: www.ISAfruit.org



LEI
WAGENINGE N [NEE

© 2010 Wageningen UR Agricultural Economics Rededmstitute B.V. (WUR-LEI)

All rights reserved. No part of this publication ynae reproduced, stored in a retrieval system or
transmitted, in any form of by any means, electtomechanical, photocopying, recording or otherwise
without the prior written permission of WUR-LEI.

WUR-LEI take no responsibility for any injury ormage sustained by using data from this publication.

Project no. 40381 / 40706

Agricultural Economics Research Institute (LEI B.V.

Of Wageningen University and Research centre

Address : Alexanderveld 5, P.O. box 29703, The [dag602 LS, The Netherlands

Tel. - 43170 3358330

Fax : 431703615624
E-mail . info.lei@wur.nl

Internet :  www.lei.wur.nl



Table of contents

SUMMOARY w..cooioaieeetaeeseesessessesssssasesassssessas sttt s8 a8 a8 e85 4888t 5
1 INTRODUGCTION . ..coiiticereeeeseeseessessesssesssesssessesssssssss st st st st st st ssssssssssssssssssnsssssssnesns 6
11 Literature review on measurement of the sucoesgsiovations ................. 7
2 METHODOLOGY ...oooiiiiiiieieesise sttt 10
2.1 Case SElECHION PrOCESS......ccoiiiiiieiee e eee s 10
2.2 Case Study @NalySiS.........eeeiiiiiisceceeeeeiees s e e e e e e e e e e ————- 10
B RESULT S ittt 13
3.1 Stage | Results of selection of innovativet fopoducts for case studies ..13
3.2 Stage Il Case study findings single-case angkecase analysis............... 13
3.2.1 Analysis of innovations between countries...........cccccccvveeieeeeeennn. 13
3.2.1.1 Case study findings for GreeCe ..o oo eeiiiiiiiiiiiiiiieee e 14
3.2.1.2 Case study findings for The Netherlands..............ccccceeeeeeeennnn. 19
3.2.1.3 Case study findings for Poland ...........c..cccciiiiiiiiiiiiiiicciienn 25
3.2.1.4 Case study findings for Spain .......ccccceeveve oo, 30
3.2.2 Case study findings: cross-case analySiS. e ...ccceuvviieeereiiiniineennn. 34
3.2.2.1 Cross-case analysis of innovations betweantries .................... 34
3.2.2.2 Cross-case analysis between fresh fruifratdoroducts.............. 36
3.2.2.3 Cross-case analysis between successfulamduccessful products
................................................................................................ 37
4 CONCLUSIONS.....iitieeeteeteeeeesssssses sttt sttt 40
5  STRATEGIES, POLICIESAND PRODUCT CHARACTERISTICS FOR FUTURE
FRUIT INNOVATIONS ...ttt sssessesss s s sessssses s esss s ssesssesssesssasssssssasssesssssssnes 43
REFERENCES ......cotitriuieeise st eses s s sess s s 45
APPENDIX 1: CHECKLIST CASE STUDY SELECTION ...ovvuiiiriieeeeeeeeseeseseseesessssssesssesans 47
APPENDIX 2: INTERVIEW PROTOCOL ..ottt ssssssssans 50
APPENDIX 3: LINKING FACTORS TO QUESTIONS......ooomimiiniineieiieissessssse s sssssans 57
APPENDIX 4. FREQUENCY TABLE OF THE MOST ESSENTIAL FINDINGS FROM
INTERVIEWS ...t s 58



Summary

D1.3.7 Report on case studies of fruit innovations
D1.3.9 List of characteristics for future fruit iovations

The task of the Deliverable 1.3Report on case studies of fruit innovatiaesto
provide information on consumers’ acceptance obwative fruit and fruit products
selected for case studies in Deliverable 113s? of selected fruit innovationand to
validate findings from previous stages of WP 1sexch.

The task of the Deliverable 1.3L9st of characteristics for future fruit innovatisis
to provide a list of product characteristics ancbramendations that can increase the
success of fruit innovations in the future.

This report presents results of case studies daoug in February and March, 2010,
in four European countries: Greece, the NetherlaRdiend and Spain within WP 1.3
of ISAFRUIT Project (D1.3.7). It also presents prodcharacteristics accepted by
consumers and recommendations for development tafefunnovative fresh fruits
and fruit products, as well as recommended strasegnd policies (D1.3.9), which
were formulated on the basis of findings of caselystand previous stages of WP1.3
research and their validation.
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1 | ntroduction

There is general consensus that considerable iraprent of human health and well-
being can be achieved by increasing fruit consusnptAn increased intake of fruit
and vegetables prevents from certain diseases @mdhutes significantly to human
good physical and mental condition (Pomerleaal 2003; WHO 2002; WHO 2003;
EURODIET 2000).

Herein presented research and its results are taopahe European ISAFRUIT
project, of which the long-term mission is to impeothe health and well-being of
Europeans and their environment by increasing agapson of fruit, produced in a
sustainable way. An increased consumption, accgrthnlSAFRUIT assumptions,
results from a better fruit quality and availalyiliof wider range of fruit and of
processed fruit products, more competitive and rsagi@duction systems and
improved consciousness of consumers.

Increasing fruit consumption, however, comes acrosgain critical bottlenecks,
hypothe5|sed in ISAFRUIT Deliverable 1.2.3 (Anne2006) as:
insufficient quality and safety of fruit and frugroducts at the point of
consumption;
- limited availability of certain fruit and fruit pducts;
- lack of sufficient consciousness of consumers abloeithealth benefits of
regular fruit consumption;
- high price of fruit and fruit products compareddompeting products, i.e.
snacks and soft drinks.

Fruit and fruit product innovations may play a $iigant role in the process of
eliminating the above listed bottlenecks as wellimsencouraging and enabling
consumers to buy and consume more fruit, both fi@sth processed. From that
perspective, it is crucial to determine the factanslerlying consumer acceptance of
fruit and fruit product innovations. The objectioEWork Package 1.3 (INNOFRUIT)
is to understand the determinants of adoption dasethination of innovations by
consumers and individual chain members (see ISA#mnex |, p. 8). Research
results aim to yield insight into consumer behawiith respect to new or modified
products and to identify opportunities for fruinmvation.

WP 1.3 deals with two tasks. The firsgsk 1.3.1 Consumer acceptance and choice of
fruit innovations resulted in the following deliverables:

o Deliverable 1.3.Theoretical framework on consumer innovativenes it

o Deliverable 1.3.3Report on consumer focus group discussion

o Deliverable 1.3.Development of a questionnaire for a survey intoscmoner

innovativeness in the context of novel fruits and products
o Deliverable 1.3.85Consumers acceptance of novel fruits and fruit pobsl
o Deliverable 1.3.€Consumer choice experiment

The second tasK,asks 1.3.2 Fruit product innovationgsulted in Deliverable 1.3.2
List of selected fruit innovationgnd herein presented Deliverable 1.Béport on

case studies of fruit innovatioas well as Deliverable 1.3L9st of characteristics for
future fruit innovations. Finally, this task willoaclude with Deliverable 1.3.10,



which contains a synthesis of the conclusions ftleendeliverables of task one and
two.

The objective of Task 1.3.2 is to investigate rédant and fruit product innovations,
to select innovations for case studies and to tige#e and explain their success or
failure from consumers’ perspective, using resoltde consumer studies under Task
1.3.1. The current analysis of fruit and fruit pmot innovations will provide
information on consumers’ acceptance of innovatiué and fruit products selected
for case studies in Deliverable 1.3.2 List of swdcfruit innovations, which will
validate findings from the focus-group discussifb4.3.3), findings of research on
consumer acceptance of novel fruit and fruit preslu@®1.3.5) and findings of
consumer choice experiment (D1.3.6). All the figdinare used to investigate
consumers’ innovativeness with respect to particcddegories of innovations and to
define determinants of consumers’ attitudes. Th&bke to indicate innovations with
high potential for success, i.e. for increasingtérand fruit product consumption.

The next section presents a brief literature reveewthe measurement of success of
innovations. Furthermore, Chapter 2 will elabom@tethe method used for this study.
Chapter 3 will describe the general results andegrefindings of the main issues as
well as conclusions based on the findings for eacbstigated country. In Chapter 4
overall conclusions will be presented, followed fegommendations in Chapter 5.
Next to recommendations, Chapter 5 contains afistharacteristics for future fruit
innovations.

1.1 Literature review on measurement of the success of innovations

Measuring the success of an innovation is a topievbich many researchers in the
fields of business and economics have endeavowedtbe years (e.g. Mallick and
Schroeder, 2005; OECD, 2005; Asschoff and Sofk@920Looking at the current
state of the literature however, it becomes cléat ho definition or indicator of
innovation success is dominant (Huang et al, 200Agre are several factors that
complicate the identification of innovation successch as the type of innovation
(process, product, marketing or organization), ll@feaggregation (economy, sector,
company) and focus (profitability, productivity, rkat success or employee
satisfaction). Below, the literature on innovatsuccess is summarized and indicators
identified that could be applied in the currentdstu

The goal of the current research project is totifiefactors that influence the success
or failure of innovative fruit products from a camser perspective. Therefore, this
section on measuring innovation focuses on produobvation — other types of
innovation are outside the scope of the currergares. In table 1, a list of indicators
of new product success is included, that reseasdiere identified in recent studies.
From the table, it becomes clear that certain aitdis are used more often, such as
financial performance (e.g. Cooper and Kleinschni@87; March and Stock, 2003;
Mallick and Schroeder, 2005) and market share (8igadas and Dwyer, 2000;
Mallick and Schroeder 2005).



Griffin and Page (1993), found an alternative iatlic for innovation success:
consumer acceptance. Consumer acceptance is ofisuned through calculating the
number of days or months a product is on the maskeate. The longer a product is
available on the market, the higher the consumeg@ance. One advantage of taking
consumer acceptance as an indicator, is that ttoemation is relatively easy to
collect and not as ‘sensitive’ as alternative iathies, e.g. financial performance.
Alternative indicators often involve confidentialatd for businesses and are
consequently difficult to obtairkor this reason, the current research takes consume
acceptance as its main indicator for innovativeduot performance.

Table 1: Indicators of new product success

Author Indicators

Cooper and Kleinschmidt (1987) (1) Financial parfance

(2) Market impact

(3) Opportunity window

Griffin and Page (1993) (1) Customer acceptance

(2) Financial performance

(3) Product-level measures

Sivadas and Dwyer (2000) (1) Quality

(2) Time taken in development

(3) Market share

(4) Speed to market

(5) Meeting of target costs

March and Stock (2003) (1) Profitability

(2) Revenues

(3) Market share

Mallick and Schroeder (2005) (1) Market share

(2) Profitability (ROI)

The main objective of the current study, is to dale factors that influence the
success or failure of an innovative fruit produotmarketing theory, several factors
were identified that affect the success of a pradliee first four factors belong to the
marketing mix, a crucial set of marketing toolsttbeampanies apply to reach their
objectives in the market (Kotler, 1988). The fastaill be discussed briefly below:

1. Product: the factor product is the most basic ntargeool and describes what
the company offers to the target group, includimpdpct features and
packaging.

2. Price: a very important aspect of the product & phice, or what consumers
have to pay for the product. Price can be measuregveral ways, such as
cost price, wholesale price or retailer price.

3. Place: the factor place refers to how the prodsctaccessible for the
consumer. This includes both the availability & groduct on the market (e.qg.
available everywhere vs. exclusivity) and the positvithin the shop and/or
shelf.

4. Promotion: concerns the activities that the compamydertakes to
communicate the product to its target group. Prammetrange from price
actions, to media campaigns, features and/or disptashop and sampling.

In addition to the four factors described, two &iddial factors influencing product
success were added: competition and consumer. €ggee@ of competition can
significantly influence the success of a produatr{®, 1990). For example, in the



case of high barriers for entering the market éerafg substitutes, a product remains
unique and could remain successful. Hence, congetis one of the additional
factors. Furthermore, information with regard te target group can also provide an
indication for the causes of product success —ig.the group buying the product
similar to the target group of the company? Whatthe trends among the consumer
target group?

This research also looks into the influence of sfadtors as freshness, healthiness,
naturalness, taste, convenience and safety, ougmrs’ acceptance of fruit and fruit
product innovations. These factors (namely prodbetracteristics) and their impact
on consumers’ choices were discussed in consumarsfgroups (D1.3.3) and
surveyed in research on Consumers acceptance @i frants and fruit products
(D1.3.5). Thus, the objective of the presentedaes$eis, among others, to validate
findings of those earlier stages.

As a result, the research will analyse the suceess failure of innovative product
according to the following six factors: product,iqe, place, promotion, competition
and consumer

The next chapter, about the research methodolagggridbes the research process in
more detail.



2  Methodology

This chapter consists of two parts: in the firgttplhe process of case study selection
is described. The second part will discuss the adlogy of the case study analysis
in more detail (Eisenhardt, 1989).

21  Casesdlection process

The study was carried out in four EU-countries: €8s Spain, the Netherlands and
Poland. The goal of the case selection procesdaviaentify four products for every
country, of which two are successful and two are-swccessful. This means that in
total sixteen products were to be selected forcthentries included in this research.
The selection process was based on the inventorfrudf (product) innovations
identified by Zajac and Kraszewska (2007), who idiex that there are the main
categories of innovations recognizable by consume@reduct and marketing
innovations. These categories were used to disshgamong products in the
selection process. The process consisted of thegps,seach step discussed in more
detail below.

During the first step of the selection processsiawas constructed for every country,
consisting of about 15 innovative fruit productattivere recently introduced on the
market. In addition, information was collected abdle number of months the
innovative fruit product has been on the market.tlds mainmeasure of product
successthe number of months was applied as an indicakt@ther the product was a
success or failure. Products that have been om#rket for more than two years are
considered to be a success, products that arevadalde any more after two years
are considered to be a failure. The informationualavailability of the product was
collected from the producer of the fruit productidg short phone interviews, using a
structured form (see Appendix 1).

In addition to Step 1, for every product it waseadetined whichinnovation category
it belongs to (e.g. convenience, in/out home otligaObviously, an innovative fruit
product can be in several categories. A form waldped to register the category
for every fruit product (see Appendix 1).

After the preceding steps, a selection among thieated products was madavo
successful and two non-successful products foryegeuntry The products were
selected on the basis of the following two addgiceriteria:
1. Fruit product vs. fresh fruit: a distinction was aeabetween products that
were processed (fruit products) and fresh fruit.
2. Innovation category: in order to obtain a good agramong cases, products
were differentiated according to the innovationegaty they fell in (see
section 3.1 for the results of the case selectiongulure).

2.2  Case Study analysis
Once the successful and non-successful fruit ptsduere identified for every

country, semi-structured interviews with retailergere performed to obtain
information about factors underlying the succesdailure of an innovative fruit
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product. It was decided to interview retailers fasythave a comprehensive overview
of market performance and can be expected to be oigective than producers. For
every product, three interviews were conducted wiifierent retailers to collect
information about what influences a product’s sgescer failure. In each of the four
countries involved in the study, researchers iméered retailers using an interview
protocol (see Appendix 2).

The interview protocol consists of 21 questions @snblased on the factors described
in het literature review (see section 1.1). Belaaditional information is provided

about the operationalizaton of the factors. Foonmfation about which questions in
the protocol correspond with the factors explainmgpvation success, see Appendix

3.

1. Product: contains the following questions:

a.
b.
C.

g.

Description product category

Other products in product category

Innovative characteristics of product: describeddamms like: Taste,
Price, Convenient to consume, Healthy, Novel, Faaiailable in a
store nearby, Attractive, Safe, Natural, Bettemtiegular, Exclusive,
etc.

Consumer intention: to what degree the innovativaracteristics of
the product influenced the consumer.

Obtaining innovative products: how the retailer ad$ innovative
products; e.g. contact with fruit producers, etc.

Assortment: why the retailer decided to include gheduct in the
assortment.

Success/failure: the analysis of the retailer, bfwhe product became
a success or failure.

2. Price strategy: contains an open question about a descriptiothefprice
strategy of the product.
3. Place: this factor is divided into the following two gstéons:

a.

b.

Place on the shelf: what the position of the prodscon the shelf
(prominent vs. less prominent) and in the shop.

Availability: whether the product is available itt shops of the retall
chain, or only in a number of stores. Alternativetycould be possible
that the product is only available in a specifienfala of the retailer
(e.g. the online shop).

4. Promotion: contains the following questions:

a.

Type of promotions: information about which promoois have been
conducted to support the sales of the product (mige, display or

feature promotions). Furthermore, whether thesemptimns are

initiated by the manufacturer, or only by the retaiin.

Effect: a question about the effect of the promobm the sales of the
product.

Introduction: a description about the introductistrategy of the

product at the retailer (e.g. scale of releasegtng, promotions), when
the product was introduced on the market.

5. Performance: contains the following questions:

a.
b.

Introduction: when the product was introduced anrtfarket.
Months available: how long the product has beethemarket.

11



c. Revenue share: what the revenue share of the grodtegory is, as a
percentage of total sales of the retailer.

d. Volume: how many products have been sold duringaa.y

e. Market share: what the maximum market share waisthigaproduct
achieved, and when this was realized.

f. Information collection: how data is collected witbgard to market
share - for example through a scanning system.

6. Competition: contains the following questions:

a. Competing products: researchers are asked to tolfecmation about
which brands are competing with the product andtiina differences
are among the products in terms of product chaiatits.

b. Substitutes: information is collected about whichroduct is
substituting the product in question, and what thierences are
among the products in terms of product charactesist

7. Consumer: contains the following questions:

a. Target group category: an open question about arigéen of the
consumers of the product category.

b. Target group product: an open question about arigésn of the
consumers of the innovative fruit product.

The interview protocol was completed in English the partners involved in the
research and submitted to the researchers in theeNends (LEI Wageningen UR).
Subsequently, the researchers in the Netherlanfisrped the single-case and cross-
case analysis.

The single case analysisonsists of comparing the six factors influencprgduct

success, described above, with the interview outsoaf one of the innovative fruit
products. For every factor, information was colkecin the four countries included in
this study. Once the outcomes of the single casa® \grouped in factors, it was
possible to compare outcomes of cases krass case analysid-or each factor,

outcomes were compared across cases (the innovativg@roducts). Consequently,
similarities and differences were identified amompgoduct types (fresh fruit/fruit
products), countries (the four countries includethie study) and success vs. failure.

The results of the case study selection and théysagaare discussed in the next
chapter.

12



3 Results

This chapter first presents the results of thet tweo phases of the case selection
process. Secondly, it presents findings of thelsiogse and cross-case analysis.

3.1 Stagel Resultsof selection of innovative fruit products for case studies

To validate the factors underlying the success é&mthire of fruit (product)
innovations, we aimed at a comparison of two sigfaésand two non-successful
innovative fruit products in each of four differembuntries, i.e. Greece, the
Netherlands, Spain and Poland. It was however Ima@tys possible to find sufficient
non-successful products — for a number of readmersause rotation of employees, or
unwillingness to cooperate or share sensitive gatang the retailers competitive
advantage. Furthermore, the fact that retailerplyirdo not remember things that
happened two or more years ago, or in case of shdata is not available in the
system any more (historical data is deleted).

The following innovative fruit products were sedetts a case study, see Table 3.1
below

Table 3.1 Overview of selected cases per country

Country Product 1 Product 2 Product 3 Product 4

Greece Cut fruit salad | Amita Motion Knorr Vie | Knorr Vie Kidz
(successful) (successful) Classic (successful)

(successful)

Netherlands Wellant apple | Fresh cut fruit | Fruit2Day Apple chips
(successful) (successful) (successful) (non-successful

Poland Guanabana Czeko-demi Cranberry juice | Aktinidia®
(non-successful) (non-successful) (successful) (successful)

Spain Dried fruits Fresh cut fruit | Fruit/milk mix Seedless wategr
(successful) (successful) (successful) melon

(successful)

3.2 Stagell Casestudy findingssingle-case and cross-case analysis

In this paragraph the results of the second stegjdiacussed, containing information
on innovative fruit products in Greece, the Netéeds, Poland and Spain.

3.2.1 Analysisof innovations between countries

This paragraph handles about the entire findingsthef respondents from the
interviews. See appendix 4 for an overview of tremmesults.

! Although Aktinidia was selected as a successfubvative product, due to a lack of information the
product has not been included in the case studies.

13



3.2.1.1 Case study findings for Greece

Table 3.2 Overview of product characteristics ajgucts surveyed in Greec

Characteristics PRODUCT:

General Fresh-cut fruit | Amita Motion Knorr Vie Knorr Vie Kidz
salad Classic

Number of 2 2 2 3

interviews

Product Salads Juices Juices Juices

category (smoothy)

Time on market| 40 — 60 N.a. 24 — 44 12 - 44

(months)

Successful Yes Yes Yes Yes

Availability Urban area’s Everywhere N.a. Everywher

Market share M. M.1I. M.i. M.1.

product category

Competitive None Vitamin juices Other juices Other juices

products

Substitutes Fresh fruit Fresh fruit Fresh fruit Fresh fruit
Sandwiches

Target group Not particular Families People wha&ga€hildren

about health

‘N.a.” means that the product is not availablerfsearch
‘M.i.’/means missing information

Fresh-cut fruit salad

1.

Product according to the two retailers interviewed abih# fresh cut salad,
the product is especially popular with consumersabee of the high quality
of fruit and the healthy characteristics. The piids “super fresh” and “ready
to eat without conservatives”. Because of the fnesh, the product can only
be on the shelf for one day and is prepared irestwery day. The product
characteristics make it very popular with consumensio appreciate
convenience and healthiness of fresh cut fruit.

Price: the retailers indicate that the pricing stratesgfocussed on keeping the
price as low as possible, so the product becomiesdable for as many
consumers as possible. The ingredients of the pto@ug. orange, apple,
melon, etc.) are bought daily and make up a laegeqd the cost price.

Place in the retailers’ opinion, fresh cut salad hgg@minent position in the
shop and on the shelf — it is placed in an operecoshelf. The product is
only available in cities because, as one retaileitp“the product confirms the
way of living”. In urban centres people tend tceliguicker and use less time
to prepare their food, whereas consumers in thatcpprefer to prepare the
salad by themselves.

Promotion different strategies were applied by the retailer this study to
promote the fresh cut salad. Whereas one retaiérndt perform any
promotion to support the sales of the product,atiner offered an incidentally
price promotion (-20%) when the salad was boughtambination with a
meal. This promotion also resulted in a sales ss®eof 25%. In addition, the

14



product was introduced in specific shops near efftentres, “close to the
target group”.

Performance the retailers were not able to provide additioim&brmation
with regard to the performance of the product -epttman the fact that the
fruit salad has been available for more than twarye

Competition the retailers indicate that the fresh cut sasd@iunique product”
and has no competitors at the moment. Several igttbst were mentioned,
including sandwiches, ready meals and/or fresh teddgs.

Customer in general, the consumers of this fruit produet eharacterized as
young people (e.g. singles, students), who lookafquick snack in their lunch
time during work. Furthermore, these consumers ahoeit healthy and fresh
products. One retailer added that in his shop syalung females buy the
product that “care about their diet”. As such, gieduct is very suitable for
people following a healthy lifestyle.

Amita Motion

1.

Product the retailers participating in this study botbluded Amita Motion in
the product category “juice with added vitaminsth@ products belonging to
this product category are other fruit juices offigria high nutritional value.
The main innovative aspect of the product is thaiombines nine different
kinds of fruit, which makes it cover 40% of the lganeeds of several
vitamins. According to one retailer: “these chagastics convince consumers
that they consume a natural and fresh product”.

Price: the retailers were not able to provide informatigith regard to the
price strategy of the product.

Place Amita Motion has a prominent place on the shetfether with other
fruit juices. Consumers looking for a fruit juicalmtherefore easily spot the
drink. The product is mass-distributed throughoutegge and is available at
retailers across the country: “one could find AnMation almost everywhere
in Greece”, according to a retailer.

Promotion the product is promoted through advertisemengeimeral media,
for example in magazines, TV and radio. These ddeenents were
conducted to support the sales of Amita Motion aete initiated by the
manufacturers. In addition, Amita Motion uses spoimg of sport games to
promote the product. One respondent added thatqifons had “no specific
effect on the sales”.

Performancethe retailers did not have any specific informatwith regard to
the performance of Amita Motion, other than the that the product is on the
market longer than for two years.

Competition retailers identified several competing productsAmita Motion.
The closest competitor also combines many diffeientls of fruit (ten in
total) and contains many vitamins. Other compepngducts combine less
different kinds of fruit and contain fresh juicen@©retailer also sees fresh fruit
as a substitute of the fruit juice, as ‘it is th@yoproduct that can offer the
same benefits as Amita Motion offers”.

Customer the target group of Amita Motion consists of adwdnd kids that
desire products with added vitamins — in line wlikir healthy lifestyle. One
retailer stated that these consumers are “poditwerds functional foods and
trust in the power of good nutrition”.
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Knorr

1.

Knorr

Vie Classic

Product retailers indicate that Knorr Vie Classic (KVC3 a successful
product, because of several innovative charadsisalthough it belongs to
the fruit juice product category, which containsnpaompeting products,
KVC has several novel aspects that make it diffefemm competitors. The
packaging is innovative, because it is small oésighich makes it portable.
Furthermore, the package opens easily, which addsohvenience. As a
retailer stated it: “because of the small-portadilee consumers can carry it
everywhere”. With regard to health, KVC is “rich imitamins” which
convinces consumers that drinking the juice “do@wmething good for their
health”.

. Price: not all retailers that cooperated with this stuebre aware of the price

strategy of KVC. One retailer characterized thatstyy as “premium price
strategy” — indicating that the product is in thgher price ranges of the
product category.

Place in the shops included in this study, KVC had katreely prominent
position on the shelf. It was placed near the camgédruit juices.

Promotion different promotion strategies have been applethe promotion
of KVC. One retailer did not apply promotions ariterefore experienced
“steady sales since the introduction of the prcduanother retailer did offer
several types of promotions: a) coupons with marfésr, b) sample offer and
c) extra product offer (e.g. 2+1). These promotibasg a positive effect on
sales: the retailer experienced an increase ofrtequpately 6%”. The product
introduction was accompanied by a media campaigthéyroducer, through
advertising “especially for a woman”. In additioproduct samples were
offered.

Performance the retailers were not able to provide additiomdbrmation
with regard to the performance of the product, othan that the product has
been available for more than 2 years.

Competition according to the retailers, there are severalpstimg kinds of
fruit juice available on the market, which also esffadded vitamins. All
retailers identify the fact that KVC also contawegetable ingredients as a
novel, distinctive aspect of KVC. Furthermore, frdeuit is identified as the
main substitute of the product, because of comparaealthy features and
their freshness.

. Customer health is a central aspect of KVC, accordingh® ttetailers in this

study. Through its nutritional value, the produstimn line with a healthy
lifestyle of consumers. Consumers of KVC “activelgre about their health
and well-being”.

VieKidz

Product the retailers characterize Knorr Vie Kidz (KVK}$ @ unique fruit
product within the juice product category, becaw$eseveral innovative
features. One retailer named three novel aspecss; & new target group,
namely children. Second, the high nutritional valtithe main innovative
characteristic of this product is its synthesigrfreegetables as well as fruit”.
Each bottle contains 100g of fruit and 100g of ‘abkes. Third, the package
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iIs described as “small, portable and easy to op@&htse are important
advantages of KVK and “are the unique featuresisfproduct and the key in
influencing consumer decision to buy the produck. second retailer
emphasises the positive effect on the parents idreh: “parents buy this
product for their children, so they can consumeathy and tasty product. In
addition, because of its size children are conwnitecarry it with them to
school”.

2. Price: all of the retailers indicate that KVK has a prem price strategy in
comparison to the competing products in the prodatggory.

3. Place in the shops included in this research, KVK wéaced in the juices
fridge, on the same shelf as other fruit juices.oAe retailer’s, the product
obtained a “prominent” position in the shop. Theref it was easily for
consumers to spot the product.

4. Promotion the product is heavily promoted by the produeecording to the
retailers interviewed — with mixed effects. Someaiters state that the
promotions have no effect on sales: “sales aredgteace the product was
introduced in the market”. In contrast, anothenitet states that “there is a
direct and strong relationship between airing & fnoduct’s advertisement
and sales”. According to this retailer, the reasonthis effect is that the
product is on the market only for a few months aatla regular purchase yet.

5. Performanceretailers could not provide additional informatiaith regard to
the performance of the product.

6. Competition according to the retailers, KVK is a unique proidihat “doesn’t
really have a direct competitor in the market”. &llets state that the vegetable
ingredient makes it different from competing frjutces. Furthermore, KVK
provides half the minimum daily intake of fruit amdgetables recommended
by the World Health Organization (WHO).

7. Customer the product is mainly targeted at parents, wharédor their kids’
health and well-being”. In addition, the consumenr® characterized by
retailers as people who are “positive towards fionett foods”. The unique
features of KVK suit the preferences of these coress very well.

Synthesis of case study findings for Greece

The successful products in Greece (all studied yois) contain characteristics

(health, convenience, taste) that are in line witlrent consumer trends, reference to
D1.1.6. The four studied successful products motess distinguish themselves from

competing products on the basis of the charadtgishentioned. Other important

factors to create a competitive advantage are fattefe promotional strategy e.g.

Knorr vie Classic, including price setting and thght price and a prominent the

position on the shelf e.g. fresh cut salad.
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Table 3.3 Summary

FACTOR

SUMMARY OF CONTRIBUTION TO SUCCESS

Product

Successful products have the following characiesist
good quality, fresh (in less extent applicableKdC and
KVK, healthy, convenience, new packaging and gastet
In addition, some products are targeted at specific
consumer segments (e.g. children). The products are
popular at consumers because the mentioned innevati
aspects are in line with current trends of a hgdifbstyle
and convenience.

Price

In general the fruit products follow a premium prg
strategy, by offering consumers added value through
innovative product characteristics, e.g. convereea
health.

Place

All four products have a prominent position in gi®p and
on the shelf

Promotion

In general, the successful products have a positive
relationship between promotions (both price andiajed
and sales increases. However, this effect is natified.

Performance

These successful products have been on the marigsi
than for 2 years and therefore survived the fiegtction
process among consumers. (in addition it was nsgipte
to collect further information)

Competition

A number of successful products (KVC, KVK) are
distinguishing themselves with their competitorg, by
adding new ingredients and/or flavours. Other potglare
more similar to competing products.

Customer

The successful studied products were all targdted a
consumers with an interest in healthy productsddition,
some products were directed at specific segmerttsof
consumer group, e.g. children (and their parents).
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3.2.1.2 Case study findings for The Netherlands

Table 3.4 Overview of product characteristics ajqucts surveyed in The Netherlands

Characteristics PRODUCT:
General Wellant apple Fresh cut fruit Fruit2Day Fepphips
Number of 3 3 3 2
interviews
Product Fruit Fruit (Fruit) juices Snacks/fruit
category
Time on market | 24 — 60 3->60 60 <3
(months)
Successful Yes Yes Yes No
Availability Dec. — Apr. Year round Every where Not anymore
Specialty shops| Every where retailers
Market share 0.1-24 <1 <0.1 <0.1
product category
(%)
Competitive Other apple Fresh fruit Other juices, Regular chips
products varieties inclusive
smoothies
Substitutes Other fruit N.a. None N.a.
Target group Diverse Diverse Diverse Young people

‘N.a.” means that the product is not availablerfesearch
‘M.i."'means missing information

Wellant apples

In contrast with other products in the case of @fdllone interviewed respondent is a
wholesaler and one respondent called supplies agdroduct concept in the form of a
shelf at supermarkets (with Wellant in it).

1. Product there are different opinions regarding the charastics of the

Wellant apple. Although most of the retailers iniewed agree that the
apple is juicy, there is no consensus about the:taeme perceive it as
sweet, while others perceive the taste to be #dso the shelf life of the

product, the time a product can be consumed betoreut of date, is a

discussion point. Opinions are divided betweendloand “average” shelf

life compared to other apple varieties. These viels impact the

perception about the consumers of Wellant. The egader states that the
apple is mostly popular with enthusiasts of appdéisers say consumers in
general like the colour and taste of the apple.

Price: according to the interviewed retailers, the prafethe apple is

relatively high and fixed for the entire year, wititidental discounts. As
the interviewed respondent of the specialty shafest this is “to increase
familiarity with the apple among consumers”.

Place the Wellant apple has a prominent position onsthelf, according

to the interviewed specialty shop and wholesaleadthough the position

depends on the success of the product. “When thdupt sells good, it
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will get a prominent shelf position from the timeitroduction”. Wellant
apples are mostly available at specialty shops.

4. Promotion promotions were performed both by the producendgVa) and
the retailers. The promotions by the producer weéoee through the
business literature, targeted at specialty shoptailers promoted Wellant
apples in the shop through: price promotions, festunear the shelf,
posters, bags and samples, made available by Ihest of the retailers
noticed a positive effect on the sales of the applieer the promotion,
although the effect could not be quantified. Theolgbaler had a different
opinion on the influence of promotions though awm@ldied the effect as
“not high”.

5. Performance of the total sales of apples, Wellant apples pgca small
market position, around 0.5% of apples accordintheowholesaler. For
specialty shops however, the market share is mugheh sometimes
around 40%.

6. Competition Wellant apples mainly compete with other kindsapples,
such as Rubens, Pink Lady and Breaburn.

7. Customer opinions differ among the interviewed partiespatbwho the
target group is of the apple. The opinion of theolgkaler is that the
apples are mainly popular with people of more tB&nyears of age. In
contrast, the specialty shop states that the appgb@ught by everybody.
Finally, the supplier claims that the apple is ¢heg at two types of
consumers: “a) the conscious consumer that presestainable and
organic food and b) the quality eater, who preéehsgh-quality apple”.

Fresh cut fruit:

1. Product there is debate among the retailers to whichekegre product is
innovative. One retailer states that the produdhn®vative because “it's
convenient, easy to prepare and because of thé&yqoalthe fruit”. The
convenience is especially relevant in the caseetific types of fruit that
are difficult to clean, e.g. pine apple or mangoether retailer claims
that, although he agrees on the aspect of convesighe product is not
that innovative: “not many new developments sinbe product was
introduced”, although it was in the first introdiact time. Furthermore, it
is a difficult product for retailers as the fresht druit degrades quite
quickly. Overall though, convenience does playrgdaole in the success
of the product. As one retailer mentioned, “it n&te the preferences of
the target group”. In addition: “fresh cut fruit tise nicest product in our
fruit assortment, based on the combination of deffié fruits, the positive
impact on our image and it's an impulse productsToners often buy it
when they see it.”

2. Price: the fresh cut fruit follows a premium pricingategy. It is relatively
expensive compared to fresh fruit. Some supermstkeiugh are offering
the product at competitive prices, to make the pcoanore attractive for
consumers and gain a competitive advantage on dorgpsupermarkets.
To quote one retailer: “we focus less on marging,apply psychological
prices. Its important what our competitors do”.

3. Place the fresh cut fruit has a prominent positionhe shops, according
to the supermarkets interviewed. In certain shossplaced in front of the
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fruit table, so that all consumers walk past itruiEis one of the most
important categories of the shop”. Fresh cut fimiavailable all over the
country.

4. Promotion as the fresh cut fruit is sold under a privateelabrand (name
of supermarket), all of the promotions are perfaitrbg the supermarket —
with a positive effect. Lift factors between fivadaten were recorded in
the case of a price discount. Information about hkeeht of the price
discount was not available. As one retailer memtibri'the effect of a
price-off is very high. Two factors play a role:cai weather and the
relatively high price of cut fruit”.

5. Performance overall, fresh cut fruit has a niche position the
supermarket sales, less than 1% of the sales pfadlucts. Sales depend
to a large degree on the weather: on a sunny day secrease sometimes
with a factor 10.

6. Competition fresh fruit and canned fruit are mentioned as thest
important competitors of the cut fruit. “Fresh frus an impulse product.
When outside temperatures are high the sales lateveehigh. Consumers
are not yet regular buyers”. One other supermaskelysed the criteria
through which consumers make a buying decisionnsomers select
according to three criteria: visual quality, taséad price-quality
relationship”.

7. Customer mostly young people (until 25 years old) and olgeople
(55+). “The former because of convenience and yanthge, the latter
because of convenience and spending power”. Anciheermarket adds
however: “Price plays an important role. Potengiakkverybody could
become a buyer of this product”.

Fruit2Day

1. Product the retailers involved in this research agreealakhe innovative
aspects of the product, namely that the combindigiween juice and big
parts of fruit make it a substitute for fresh friis one retailer said: “when
you consumed this product, you finished your fifoit the entire day”.
Next to being a healthy product, it also is coneahi as you save time
drinking one bottle of juice instead of eating difint pieces of fruit. One
retailer added: “the product is a good concept, amely in line with
government policy to increase healthy consumptigkithough retailers
defined the product as a success during the sirsyiednas been on the
market, the sales have declined lately. There diereht opinions among
retailers about the reasons for the sales dedline. retailer explained the
decline by focussing on consumer perceptions: ‘beeaof the large
pieces of fruit, consumers perceive it as not e@sylrink”. Another
supermarket had a different explanation: “the hygperounding the
product is over, new products are introduced, dessare declining”.
Overall though, retailers agree that the explicicus on health
distinguishes Fruit2Day from its competitors aneate an added value for
consumers.

2. Price: retailers indicate that the producer applies anpum pricing
strategy for Fruit2Day, which means that the priserelatively high
compared to other fruit juices in the product catggThere are different
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explanations among the retailers. The first retaietivated the premium
price by the high cost price of the product, so phiee is in high extent
based on the cost price. Another retailer commetitatipremium pricing
is acceptable for the consumer: “although the gedegh, the consumer is
willing to pay for it, because of convenience”. &g, one retailer
legitimized premium pricing by emphasizing that gneduct is unique and
that therefore a higher price is possible.

. Place retailers made different choices with regardhe position of the
product on the shelf, depending on several facios retailers made the
decision about where to place the product, basedhensales of the
product. When the sales are good, the productwese more prominent
position on the shelf. One retailer made the decibiased on commercial
grounds: producers pay for the position on thefsh&he more prominent
the position, the higher the price”. However a tiela between
successfulness and place on the shelf was onlyestent)

. Promotion Fruit2Day is extensively promoted by both theducer and
the retailer. The producer is focussed on abovdhitiee This means
marketing promotions in general media, such asradio and magazines.
Retailers mostly perform promotions in featuresmgiang and price-
promotions. These activities are often in line witle media campaigns
from the producer. According to one retailer, thenpotional activities by
retailers are “agreed with the producer beforehamd performed four
times per year”. Another retailer added: “the prtiois are meant to
decrease barriers for consumers, to buy the pradibese promotional
campaigns have a considerable effect on the sdlesrut2Day: the
retailers estimate a lift factor of between threw asix. One retailer
mentioned that the lift factor is quite high, “catexing that the core sales
of the product are already high”. The lift facteran indicator for price
elasticity, but it doesn’t say anything about thecess of a product.

. Performanceaccording to the retailers, the product currenpgrates in a
niche position, with a market share of around 2d%he product category
(cooled fresh juices). As mentioned before, salésFmit2Day are
currently declining though. One retailer predictaddifficult future” for
the product, as the product is already on the niddteseveral years and
new products are introduced.

. Competition the product has competition from other fruit gg¢including
juices from the same brand. Although Fruit2Day was of the first that
focussed on health, more juices have been intraduegh similar
characteristics since.

. Customer there is no consensus among retailers about id@dnsumer
for this product is. One retailer stated that tihedpct is for everybody,
“from families to young people”, while other reti identified more
specific segments. The latter ones conclude thatptioduct is mainly
popular with consumers that focus on a healthystyle. One of these
retailers added that the consumers are often ypaople, which makes
the success of the product difficult to understdod:the one hand side the
product attracts consumers who really think abcedlth and therefore
want to drink fruit. On the other hand, it mostlppaals to younger
consumers, who care less about health”.
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Apple chips

1. Product retailers mentioned several innovative aspectiathe Apple
chips. One retailer stated that: “the product hasombination of good
taste, with a health claim”. The other retailer edldhat “convenience” is
also an important characteristic, of being ableqtickly eat a healthy
product. All of the retailers indicated howevertttieese innovative aspects
did not seduce consumers to buy the product. Assaite “consumers did
not trust the combination of health and chips”. Tdwaluation of the
retailer was: “the product was a failure because dfad design of the
entire case, including price, taste, positioningd package”. Remarkable is
also the difference in defining the product catgdagtween the retailers:
at one supermarket the product belonged to thekscategory, whereas
with the other supermarket the product was patthefruit products.

2. Price: two of the interviewed retailers were not ablg@tovide information
about the price strategy of the product. One mtatated however, that
apple chips were in the premium price category hadperceived the
remark to be “too expensive”.

3. Place the product was only available in selected stfbeg retailers). Yet
it is not available anymore. Furthermore, the sbpHce available for the
product was also very limited. As one retailer edat“the product was
positioned near the snacks, but had no shelf sgdmweproducer provided
their own material to present the product”.

4. Promotion according to the retailers, promotion for applaps was
limited, because it concerned a relatively smatidpict. One retailer did
perform some promotions however, including featurasd price
promotions, but it did not have effect on the saliethe product.

5. Performance according to the information provided by the ilets, the
product performed very badly. Sales were minimad amere not
increasing. Promotions did not have any positiveeotf Therefore,
supermarkets deleted apple chips from their assotmfter around three
months.

6. Competition the product competed both with snacks and witules
apples. Retailers were not certain about the addece of apple chips to
these substitutes. According to one retailer, &tided value of apple chips
Is nearly zero”.

7. Customerthe retailers state that the product was targatgaung people
and families, looking for a healthy alternative fegular chips. In the end,
these consumers did not seem to be attracted hyrolalect.

Synthesis of case study findings for the Nethegland

The innovative new products, successful and nooesstul, in The Netherlands can
be characterized by the following aspects: heattbnvenience, taste/quality.
Successful products have a clear relationship mivwiee aspects mentioned and the
product themselves. Non-successful products appeareble to establish this
relationship. E.g. in case of apple chips befordhlagalth was an important selling
point argument, afterwards one considered thatlhéalrelation to chips was not a
good argument. All products studied tend to obtaimiche position in the fruit
product category. This niche position was causedotth the aspects mentioned
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above and the premium pricing strategy. In addjtioartain products are very
sensitive to price promotions. In other words, theg highly price elastic. Finally, it
seems that most innovative products are targeted yamung consumer group, who
prefer convenience and health, combined with a dasie.

Table 3.5 Summary
FACTOR SUMMARY OF CONTRIBUTION TO SUCCESS

Successful products contain several characteristiost
importantly health, convenience and taste. Non-essfal
products have an insufficient fit with these aspectd
therefore cannot convince consumers to buy them.
Overall, the products have a premium price seiting
comparison to other products in the same cateJdry.
successful products distinguish themselves by iatjeat
good combination between health, convenience astd, tam
relation to the product and the price. The non-sssful
product also distinguished from other productshad a
weak relationship to product and price.

Product

Price

Mostly prominent place on the shelves. A direcatieh
Place between place in the shelf and successfulnespafduct
can not be determined.

In general, promotions have a big influence orsties of
Promotion | successful product. Although some products are more
sensitive (elastic) to price promotions than others
Overall, the innovative products occupy a nichdtjmos
Performance within the product category. Although these aresgdered
to be niche products, the revenues are still daitge.
Successful products distinguish themselves frompeimg
products or substitutes by innovative aspects.Jatige
aspects are mainly convenience, health, new taste a
quality.

Current innovative fruit products are mostly tasgeat
Customer | younger consumers (around 25) who are sensititedtth
and convenience.

Competition
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3.2.1.3 Case study findings for Poland

Table 3.6 Overview of product characteristics afgucts surveyed in Poland

Characteristics PRODUCT:
General Guanabana Czeko-demi Cranberry juice
Number of 2 2 3
interviews
Product Juices Jams Juices
category
Time on market| <12 Short time 6 — 36
(months)
Successful No No Yes
Availability Certain chain of | Limited number | M.i.
shops of shops
Market share N.a. Very small N.a.
product category
Competitive Other juices Do not exists Other fruit juices
products
Substitutes None Chocolate None
creams
Target group Young people Whole Entire population
population?
Children?

‘N.a.” means that the product is not availablerfesearch
‘M.i..” means missing information

Guanabana fruit juice

1.

Product it represents a line of exotic juices, by Fortunhich are an example
of processed fruit. They were unsuccessful in Rbland are not sold any
more. Retailers stress that new, exotic tastes wererovel characteristic of
these products. However, in their opinion the exdéste was exactly the
reason for rejecting the product by consumers: tdste was too different
from what consumers were used to’, ‘it could seemstrange, people did not
even know the fruit, so they could suspect thatjthee was produced by
flavouring and colouring’. In case of a big superked chain the information
about new products is obtained by managers froist/adiata base elaborated
by a special department — managers of individuglesuarkets within the
chain do not carry out any market research andotithave any direct contacts
with the producer or sales representatives. Otbiilers say that they find
new products either at the wholesaler’s or salpsesentatives of the producer
contact them. They introduced this particular jurtéheir assortment because
juices by Fortuna generally had been selling well.

Price: in one case the price was calculated on the basegular shop’s

margin and the price offered by the producer, otb&ilers said that the price
did not differ from prices of other juices produdsdthis company, but they
are not able to give any other detailed information

Place the position of this product on the shelf wadedtént in different shops:
in case of a huge supermarket chain the resporsdedtthat ‘the producer

25



usually buys the shelf for their product, so whethe product takes a more or
less prominent position in the store largely degeonl the producer’, while in
case of other interviewed retailers ‘the juicesevgiaced on the same shelf as
other juices by Fortuna, so the position was neitietter nor worse than that
of other juices’, so when he wants a prominent @lae has to pay for it.
Availability of this product across the countrynist known, because retailers
from small and medium-sized shops have informatinly about their local
market, while managers of big chain supermarketaatchave any access to
data concerning the whole chain.

Promotion the retailers did not promote this product at Biey mostly relied
on the promotion campaign carried out by the preducn the main part of
which consisted of a well-remembered TV commerdrdtailers comments
on the promotion were: ‘there was only produceNscbmmercial campaign,
the music track was very popular, or ‘there was special promotion —
products by Fortuna are well-known and wheneverethe a new product
launched in the market, it has a kind of trust itreith customers, and | think
that producer's promotion was good enough’. Ona®fetailers remarks ‘the
product is out of the market so obviously the prbarodid not work’.
Performancethe retailers are not able to provide additidnédrmation with
regard to the performance of the product. They aolpnment that the juice
was available for quite a short time.

Competition retailers point out at different juices, howeubpbse are not
specifically exotic ones, only one retailer mensioanother exotic ‘cactus
juice’, so it seems that there was not any spewaalpetition for this product,
just a wide range of juices in general. AftBuanabana juicedisappeared
from the market, a new line of exotic juices - ‘fraf the world’ - was
introduced and is still at sale.

Consumer:describing the target group, retailers mostly assedhe product
with a TV commercial campaign ‘the TV commerciabgled young skaters,
so maybe the juice was meant for young people’erstiemark ‘probably
young people, but also other clients to a smalkgreke’. When asked who
bought these products when they were at sale, dtaélars are not able to
specify.

Czeko-dzemi

1.

Product Czeko-demi represents an unsuccessful product, not actepgtéhe
consumers, categorised as processed fruit prodlweas a mixture of jam and
chocolate, and there were no similar products enrttarket. Other products
mentioned by the retailers were either jams or clades and they have been
accepted by the consumers (still at sale). ‘A negtet and a totally new
combination of fruit and chocolate’ were the nowdlaracteristics of the
product, in retailers’ opinion they were also tkagon why it failed: ‘the taste
was not accepted’, ‘the idea of mixing jam and cihae was not good’,
‘maybe it was not so good as chocolate creams,Nutella, or clients are
more used to fruit jams’, ‘consumers prefer eitberam chocolates or pure
jams’. Retailers mentioned similar sources of infation about new products:
‘I observe the wholesalers offer and the offer obducts sold by huge
supermarkets and my competitors, sales represantati smaller producers
also contact me’, ‘we are informed about a new pcbdy the producer’s
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sales representative or managers and employeebeottop observe the
market and find the products that are not sold dnysthop yet’. Manager of a
big chain supermarket comments: ‘our chain doedouk for new products,
producers or sales representatives apply to ustlayl negotiate with the
management of the whole chain. But sometimes thdyzers are too small,
too ‘local’ and they cannot meet our requiremenigtailers say that they
included this product in their offer because thegeyally try to make the offer
interesting to consumers.

Price: the price was ‘adjusted to producer’s price’ arat too high because of
severe competition in the market'.

Place the position of these products on the shelf wifferént in different
shops: in case of a huge supermarket chain themdspt says that ‘the stores
of the chain are designed in detail, so e.g. jarasalkvays placed according to
this design’, while in case of other shops the @liae this product differed: ‘if
the product is new, it is displayed on a sepasyiecial — usually top shelf’ or
‘this is a small shop so all products are groupgices together, jams
together.” It is not proved that the placementhe shelf led to the failure.
Availability of this product across the countrynist known.

Promotion the retailers promoted this product in differartys: ‘as usual in
such situation, consumers are offered samples $te tand producer’s
representatives give away leaflets informing abiht product’ or ‘when |
have a new product | ask my clients if they knowfithey have heard about
it, if they want to buy it — a kind of attractingtention to a new product”. The
results of Czeko-emi promotions are estimated negatively: ‘at thgif@ng

a small increase, then decrease’ and ‘customensadiuy it regularly’.
Performance the retailers are not able to provide any dedaitdormation
with regard to the performance of the product. Hevethey all agreed that
the product was sold for a relatively short time ansmall amount.
Competition retailers point out that there were no productslar to Czeko-
dzemi, there were either jams or so-called chocalegams.
Consumer:describing the target group, retailers mentionegittthe whole
population, irrespective of age and other charaties’ or ‘maybe children
and people who are not afraid of calories’.

Cranberry juice

1.

Product this juice represents successful product innownati categorised as
processed fruit. It was introduced in 2009, itti# available and the sales are
increasing. There are at least three other crapljarces available in the
market. Retailers stress that this product is iatige because ‘it is healthy,
natural, attractive and it refers to traditionahtfe@made products’ and, it has a
good taste, it contains only natural ingredient$iey also comment that this
juice is bought by consumers who care about thealth. Retailers obtain
information about innovative products ‘by contaaith sales representatives
of companies and by checking the offer of wholesaleffering healthy
products’ as well as ‘information on new produgteearing at fruit and food
fairs and available on the Internet’. Retailersluded this product into their
offer because of different reasons: ‘first | bourlats a consumer and it was so
good that | looked for it at the wholesalers’, fthdias been a big demand for
cranberry products and the reason that the shop beaeth selling other
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products by this company for a long time, so cranbg@ice was almost
automatically introduced into the offer as soontdmsad been launched by the
company’. Polish retailers remark that cranberrd aaspberry juices have
always been popular with Polish consumers, but ey stress that this
product is tasty, natural (without preservativas) & has ‘its own customers’,
which are the main success factors.

2. Price: all retailers agree that the producer sets uppticee and the retailers
only add their margin. However, comparison withces of other cranberry
juices shows that this one is the most expensive.

3. Place retailers have two main strategies of placing firoduct: either on the
shelf with other products by Polska Roza compangrothe shelf with other
juices.

4. Promotion the retailers seem to operate in the same wayethas been no

promotion of this product. However, it is often eréd when consumers ask
about cranberry products or juices in general.

5. Performancedepending on the retailer, the juice has beeiladla from 6 up
to 16 months. Retailers are not able to precisejnd the revenue share of
this category (juices), however they estimate itagpproximately 30% if we
take into consideration only cranberry juices’ wgry small’.

6. Competition retailers explain that there are several competiproducts.
They differ ‘in price and contents of the natutatg or concentrate’, but ‘they
are similar in colour in taste’. Cranberry juice bigrbapol is the strongest
competition, as the company is the best known m ‘trealth’ market, it
supplies chemists, and it is strongly associateth vimatural medicine’.
Although this juice is made of concentrate, consgnfecus mainly on the
name of the company.

7. Consumer: retailers agree that all consumers (despite the ggader,
profession, etc.) can be a target group, espediatige interested in healthy
life style. However the relatively high price majayp a significant role in
consumers’ choices.

Synthesis of case study findings for Poland

Successful products are not distinguished by prmmpprice strategies or place in
shop, but by product characteristics. Especialtetas an important factor in the
success of a product. Crucial is not the uniqueoktsste, but the appreciation by the
consumer. It seems that other product charactsjsiuch as health and naturalness,
have limited influence — which is smaller than ihguence of taste.
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Table 3.7 Summary

VARIABLE

SUMMARY

Product

Taste is the most important product characteristic.
However, it can have both a positive and negatifezeon
sales. Successful products are perceived by comsiase
having a good taste. A unique taste (innovativepisa
guarantee for success. Researching consumer pre¢sre
for the taste is therefore highly recommended diiteon,
successful products seem to have more innovative
characteristics (health, convenience, food safdty).

Price

Prices for all products are cost-price driven. Tihal price
in the shop consists of the producer price, adgeal b
margin.

Place

o0 the Guanabana was placed near similar products a
nation-wide available.

o0 the place of the product differed among shops. The
availability was partly unknown.

o placed near comparable products and/or produats f
the same company. Availability is unknown.

(O

Promotion

Products were hardly supported by promotions irstbee.
In some cases producers made TV commercials. Toet
of promotions is not measurable.

Performance

Performance is not registered by retailers, saméion
was not available. A lack of performance canndirded
to the other variables. Concrete this means tleat th
variables price, place, promotion not have a deinaiie
relation with the fact whether a product is sucftdss
unsuccessful. Perhaps lack of promotion, but aadaus
relationship cannot be demonstrated. But, it haenb
product characteristics which have a decisive nmgani

Competition

With or without competition from similar products,
product can become a success in the market andefise.
The uniqueness of a product is not a guarantegufess.

Customer

Retailers are not aware of the target segmentitbat
producer has in mind. In addition, customers ate no

informed and supported by the producer.
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3.2.1.4 Case study findings for Spain

Table 3.8 Overview of product characteristics ajgucts surveyed in Spain

Characteristics PRODUCT:
General Dried fruits Fresh cut fruit Fruit/milk mix| Seedless water
melon
Product Snacks Fresh fruit Juices Fresh fruit
category
Time on market| 24 — 72 M.i. 48 - 72 48
(months)
Successful Yes Yes Yes Yes
Availability M.i. M.i. Nationwide Nationwide
Market share M.i. M.i. M.i. M.i.
product category
Competitive Other snacks Other salads Other fruit Regular melon
products drinks varieties
Substitutes M.i. Fresh fruit M.i. Fresh fruit;
salads deserts
Target group Young people Working people Entire Entire
population population

‘N.a.” means that the product is not availablerfesearch
‘M.i.” means missing information

Dried fruits

1.

Product Some remarks from the interviews are: “it's altigaalternative to
regular snacks. The price is affordable and itasyeto carry”. These are the
remarks of a retailer which correspond with theowative characteristics of
this product, although health is mentioned onlpme of the three interviews.
Shops and retailer came in contact with this prodig supplier/whole sale.
Their expectations about this product were positilteseemed it was a good
product (a good snacks brand), and | thought pewepldd like to get a single
bag for an immediate consumption

Price: It is remarked, that the price is lower than thlatomparable products,
although it has to be seen in relation to the siz¢he packing (which is
small). One retailer answered: “it is a cheap, rdfible product while
another added: “although it is rather expensiveacso small, it is perfectly
affordable for anyone”.

Place The place on the shelf is between other snaakst Very prominent.
They are in the snack’s shelves, but in an avepdaEe”. In one of the shops
the product is behind a counter however and consuh@e to ask for it.
Promotion the retailers indicate that no special promohas been carried out
for this product. As one mentioned: “We have notried any special
promotions, and | do not recall anything speciahfrthe brand. | think these
products have a very small quota, and even if ptmm® were strong and
sales increased, let's say, 20%, it would not beredevant in our total
revenueé.

Performance Performance is hardly monitored by the intervidvg@dops and
retailer, so information about the degree of suxdssdifficult to assess.
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However, successful products do seem to have avedlahigh share of the
category sales

Competition Other snacks like sunflower seeds, pumpkin sqegjs;orn were
seen as competitive products, as well as saltysews@t snacks and dried fruits
of other brands. Dried fruits distinguish themssiieom the competing
products by offering a healthy alternative, in anenient package: “the
advantage of these dried fruits is that they asy ¢a carry, they satisfy you
temporarily until you reach your regular meal, tlaeg full of energy and they
are not expensive at all”.

Customer Young people were seen as the main buyer groupi®fproduct.
One retailer remarked with the main target grouplregd fruits: “I would say
parents that want a healthy snack for their childog young people that want
a quick snack”.

Fresh cut fruit

1.

Product: characterized as an already prepared raixiufresh fruit, ready to
eat, with the size of a portion, healthy substifotesandwiches, for a meal on
the move. As one retailer indicated: “The prodgatonvenient and the fruit is
of very good quality. The convenience of the pradummes from the fruit
being cut and mixed”. In short the distinguishiftaacteristics are health,
convenience and quality (freshness). The introdactf the product took
place via wholesalers.

Price: retailers were not able to provide detailed infation with regard to the
price strategy of the product. One retailer sail phice of the fruit product
was “based on the costs of the fruit used”.

Place in general, the shelf of the fresh cut fruit laged in the neighborhood
of fruits and salads. The exact position on thelfsbk fresh cut fruit is
different among retailers: one remarked “on thedopart of the shelf”, while
another retailer said “in the middle there is dfshih fruits”.

Promotion retailers indicated that no special promotiongehaeen carried out
to enhance the sales of the fresh cut fruit.

Performanceretailers could not provide information about gegformance of
the product.

Competition fresh fruit and other kinds of salads are seercasapetitive
products by retailers: “fresh cut fruit salads wathmixture of different fruits.
There are fresh cut fruit (only pineapple, only @@ etc) or fresh cut fruit
but not mixed (kiwi, pineapple, papaya and melon)”.

Customer are characterized as “working people who wanit fready to eat
(convenience) and people in a hurry, eating onntlege”. Another quote in
this context is: “Workers in the offices nearby #tere, retired people that do
not want to cut fruit”. So, it is clear that conuamce is seen as the main
distinguishing characteristic.

Juice with milk

1.

Product the product was categorised by retailers as éeglic‘juices and

beverages’ and ‘fruit juices’. Other products bejioig to the same category
are ‘functional juices and functional products watitamins or fibres added’
and ‘other juices and mixtures of juices’. Retalesaid that this product is

31



innovative because of many characteristics, suclteasy to drink, easy to
carry, no need to keep it cold, refreshing, of efiéht taste’. In retailers’
opinion the tropical flavour and two formats of thdeink may influence

consumers’ intention to buy it. Retailers obtaintis product from the

wholesalers and because it was offered by produtéey included it in their

assortment because of their positive expectatiomgards good sales and
because they tasted and accepted it. Among theessid@actors retailers
mention the fact that there was ‘nothing similarfobe, the product is

convenient and it is a good combination of milk dndt’, as well as ‘good

taste, price and convenience’.

2. Price: retailers said that the price strategy for thisdpict does not differ from
strategies for other products and it is mostly base ‘a very good relation
between the price and quality’.

3. Place the position of the product on the shelf was aydgiifferent in different
shops, mostly prominent, but in some cases sirtolather beverages, just on
the higher shelf. All retailers agreed that thedpici is available nationwide.

4. Promotion retailers took two different attitudes to pronooti passive one
when they did not do anything in this matter areldther, based only on price
promotion or by price promotion joint with new pagkng and new flavour.

5. Performancedepending on the retailer, the product has béaalas for 4 or
even 8 years. Retailers are not able to define niagket share and the
maximum market share. The volume of the producegmty sold differs
significantly from 4-5 litres per day up to 96 é# per day, depending on the
retailer.

6. Competition among products competitive to this juice with kniletailers list
‘soft drinks and sodas’, ‘other fruit juices andnature of soy milk and juice
produced by the same company’ and ‘fruit juices daaty products, which
need to be refrigerated’. Retailers do not find anlystitutes for this product.

7. Consumermost retailers agree that entire population isgetagroup for this
product, however one of them pointed out at ‘yopegple with healthy life
style’. Retailers disagree about consumers who thig product. They
mention ‘young people’, ‘entire population’ and tytgy people with average
income, but not whole families’.

Seedl ess watermelon

1. Product seedless watermelons are part of the fresh ¢ategory, just like
other fruit: melon, pineapple, apple, oranges. Thek of seeds is the
innovative feature and it increases sales becams#less watermelon can be
safely eaten by children (they do not choke witbdsg or by elderly people
who look for convenience. Retailers obtain thisdkaf products observing the
demand, observing offers of wholesalers and getifigrs from suppliers.
They included seedless watermelon in their assotrhecause ‘the clients
were asking for it'" or because ‘the sales departnoérihe chain decided to
include it’. According to the retailers, the maimucsess factors were
‘convenience, good quality and a good colour of ph’, ‘very good taste
and refreshing qualities’.

2. Price: retailers said that ‘it is a product with a vggod relation between the
price and quality’, ‘the price depends on the seada?0 Euro per kg at the
beginning and at the end of the season, and 68 aéttie high season’.
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3. Place the position of this product on the shelf wasywdifferent in different
shops: ‘I sell more regular watermelons so theyasible. When clients want
seedless kind they have to ask about it or theosp@ situation ‘very
prominent position. We bought a special stand foesh-cut seedless
watermelon — the sales increased when we start#idgethe fruit’. The fruit
is available all over Spain.

4. Promotion the retailers promote this product in three maays: attracting
consumers’ attention, reducing the price and infograbout the fruit. They
comment: ‘I cut it and offer people small samplast watermelon — seedless
or not — does not really need any promotion’, ‘ergromotions, especially in
the peak of the season, producers sometimes giggergoor flyers with
information about the product, there are also stigkon the fruit with the
brand name and other information’ and ‘when thesseastarts | place a big
banner announcing summer fruit and watermelon iergnthem and | also
like to shape watermelon like sculptures whichaats consumers attention’.
Retailers are not able to answer the question atheueffects of promotion.
One says there was no increase’. Another retal@ms there was a small
increase. Another estimated the increase by 50%ailBes are not able to
specify how the product was introduced in the miartkeey remark generally:
‘just offered in shop, but other seedless varietiese available before it’ and
‘cautious introduction, only after consumer demahitie

5. Performancethe retailers estimate the time of introductisnahout 4-5 years
ago. The revenue share is estimated as ‘smalhéaase and ‘around 30% of
all watermelon sales’. Retailers define the voluohg¢he category as ‘1800
watermelons’, ‘if 100 kg a day in the peak seasban 30-40 kg of seedless
watermelons’ and ‘during peak months 150 kg per.dHyey are not able to
give any information about the market share.

6. Competition when asked about competitive products retaileiatpd out at
other varieties of watermelon that are cheapegulia’ varieties with seeds as
well as other fruit e.g. plums, while the substtitmay be other fresh fruit or
when melon is eaten as a dessert then ice-creaakes.

7. Consumer:all retailers agree that the entire population isrget group for
this product, but especially families with youngldten. Retailers say that
consumers who buy this product are ‘people in ayhwating on the move’
and ‘working people, who want the convenient fredady to eat’.

Synthesis of case study findings for Spain

Successful products have four main characteristosvenience, health, taste and
quality. Convenience consists of two dimensionsasconption convenience (e.g.
packaging) and handling (portions). These innoea#igpects create higher value for
the consumer, which justifies the higher price led products. Overall, the products
have prominent positions in shop and shelf, exéeptthe specialty stores. Here,
consumers sometimes even have to ask for the pod&comotion is mostly

performed by supermarkets. Perhaps this is becspegalty stores can profit from

the promotion of supermarkets. Finally, succespfolducts distinguish themselves
from competing products by connecting to the taggetps.
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Table 3.9 Summary
VARIABLE SUMMARY

Product Successful products combine convenience with a tpstd
and present themselves as a healthy alternatisestcks.
Successful products offer high value to consunteas t
justify the high price. Value consists of convemiemnd
quality (freshness and diversity).

Successful products have a prominent place inhbp, dor
example near the entrance and/or on eyelevel islBE.
Furthermore, they are located at a logical plaamely near
Place competing products - e.g. near snacks, sandwiSpesialty
shops however are cautious with providing new pctsla
prominent position in the shop. Sometimes, conssreen
have to ask for the products. The motivation is the
unfamiliarity with the product and to avoid risks.
Successful products cannot be distinguished by ptiomal
activities. For example, fruit products are ofte promoted
Promotion | in the specialty shops, but can still become aessgc
Supermarkets on the other hand, do perform prome{e.g.
price promotions, banners, sampling and flyers)@ofit
from higher sales.

Performance is hardly monitored by retailers, $ormation
Performance about the degree of success is difficult to asséewsever,
successful products do seem to have a relativgly $tare
of the category sales.

Successful products distinguish themselves frompeimg
Competition | products or substitutes by innovative aspects.Jatiee
aspects are mainly convenience, health, new taste a
quality.

Successful products are able to reach their tgrgeip that
Customer suits their innovative characteristics. For examplét salad
with busy people and seedless watermelon with i@nildénd
elderly people

Price

3.2.2 Casestudy findings. cross-case analysis

In this paragraph, the results of the previousieestare analysed. Three types of
analyses are performed: first cross-case analydiseen countries, second analysis
between fresh fruit and fruit products and finabgtween successful and non-
successful products.

3.2.2.1 Cross-case analysis of innovations between countries

In all of the countries studied, three product ektaristics played a crucial role in the
success of innovative fruit products: health, comeece and taste. In the Southern
European countries, the freshness of a fruit prodti@lso important to convince

consumers. Also the price strategy appeared to twe mor less similar across the
countries. Premium pricing was the most appliedtsgy, justified by creating added
value for the consumer, through the innovative pobdaspects. For many of the
selected products, the prices were cost-price driV®oland is an exception with

regard to promotions in the store. Whereas resailerother countries apply several
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types of promotions to boost sales of fruit producetailers in Poland hardly used
promotions to enhance revenues.

In general, successful products obtained a prenpasition in the shop and on the
shelf — in all countries but a relation with sates not be proved. Specialty shops in
Spain were very cautious however with placing iraioxe products in the shop.

Sometimes consumers even had to ask for the proHottepreneurs motivated this

behaviour with unfamiliarity with the product andk-aversion. Most products in the

countries studied were targeted at young peoplé¢hesnnovative aspects could be
synthesized with a healthy lifestyle and preferefazeconvenience. Similarities and

differences between countries are summarized itetble below.
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Table 3.10 Summary Cross-case analysis betweenrisin

VARIABLE

SUMMARY

Product

It depends on the product, but health, conveniemcktaste are
important characteristics for new products in a@kearched
countries, although having these characteristiogtis guarantee
for success. The unsuccessful products includéteistudy also
contained these characteristics, but the produdteat catch on

with consumers because the combination with thelymbwas

not logical apple chips and Guanabana. Health angenience

correspond with current trends of healthy food andy to take
food.

Price

The price is for an important part cost-price dniv@his often
results in a premium price. In case of successfatiycts the
price is attractive enough because of its valueandigg to
convenience, health and taste.

Place

In most cases the successful products were plaesd ar
between products of the same category. The mocessiul the
product is the more prominent the place on thefskeln one
case the producer pays for a prominent place osltibE. Some
specialty shops are cautious to place new prodoctsa
prominent place in the shelf. A relation with theles has not
been proved.

Promotion

Promotion is separated in price actions and mecliares. The
shops and retailers which apply price actions, ggpee high
result. This is an indication for a high price &élas/. The result
of price actions depends also from timing of pr&etions,
regarding to the weather. Impact from media camysaigas not
guantified.

Performance

In some countries this aspect is not measuredthier @ountries
successful products appeared to be niche markdugt® Niche
market products in the categories fresh fruit andgt foroduct
still generate a high revenue.

Competition

The distinguishing characteristics of new produate not a
guarantee for success but in the same time hdiptu so in the
competition with products of the same product aatggE.g.
when the product is convenient, very healthy, wigh
distinguishing taste, the taste has to be linkeavitip the wishes
of consumers.

Customer

Some new products are connected with young peepjecially
when convenience plays a role. Other products @mswned by
all parts of the society. Another market segmemogaized
consists of consumers that have a health awaréhistgle.

3.2.2.2 Cross-case analysis between fresh fruit and fruit products

From a product perspective, no differences weratified in the success factors of
fresh fruit and fruit products. Three examples dadearly failed market introduction
are examined. These are the products apple chiffeeifetherlands and Guanabana
and Czeko-dzemin from Poland. Apple chips is am®ta of a fruit product with
very good perspectives before the introductionpating to the respondents which
have tried to introduce this product. This failui® not due to the lack of
distinguishing characteristics but to the combmatf these characteristics added to
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the product chips. Regarding to fresh food, frubducts have the image of being
more artificial, as respondents in some counteesarked. Convenience as important
product characteristic contains the whole spectofineasy to eat’, including size of
portions. Health is strongly connected with vitasin

Table 3.11 Summary cross-case analysis betwednfi@sand fruit products

VARIABLE Fresh fruit Fruit product

Products Fresh cut fruit (2x), Wellant Fruit drinks (6x), Smoothies (2x), Apple
(kind of apple), seedless chips, dried fruit
watermelon,

Most fruit product are drinks, which mean that thee of innovativeness
is not so high; There is no difference betweenhfifegit and fruit product
in the scoring characteristics, health, convenieacd taste. The main
difference between the two groups is the produesgmtation (packing),
but this has no demonstrable effect of the ratesuafcess. Quality is
especially important for fresh fruit in relationfreshness.

The price is mainly established by the cost prighich results in
Price premium prices. This counts for both fresh fruitl druit products. Most
of the products have a high price elasticity. Exiogys are kinds of fruit
like the apple Wellant and the seedless water melon

Place Most products are placed near or between the ptedafcthe product
category they belong to. An effect on sales hadeeh proved.

Price actions were applied for products with higld aelative low price
elasticity. That is why the effect differs. Thererio difference between
fresh fruit and fruit products. The effect of prdioa via media is also
Promotion | high. However, there is a difference in the typgaimotions conducted
for fresh fruit and fruit products. Whereas fruitogucts are promoted
both by the producer and the retailer, fresh famg only promoted by
retailers — with the exception of Wellant appleke®effect of promotions
appears to be not measurable except the effectosf promotion.

Some products are still growing in revenue, otherge become in the
stadium of market satisfaction (Product life cyclghich mean that
maximum market potential has been reached.

Competition on both the market for fresh fruit &nat products is hard.
That is why new products often become successfelvthey distinguish
Competition | their self from others by e.g. convenience, heaitt taste. The degree of
competition depends on the extent to which thevatige aspects can be
imitated by competitors, without being in confligtith intellectual
property (IP). This is relevant for both fresh frand fruit products.

There is some difference between both groups, iremge fruit products
are more directed to young people, although soeshffruit products are
also directed to younger people. To summarizehffiest products have a
more focused target group in comparison to frudpicts.

Product

Performance

Customer

3.2.2.3 Cross-case analysis between successful and non-successful products

Successful products have the following characiessthealth, convenience and
(good) taste. The products are popular with conssinbecause these innovative
aspects are in line with current trends of a hgadlifiestyle and convenience. Non-
successful products in general have an insuffidiemtith the innovative aspects and
are therefore less popular with consumers. Excepgi@apple chips in the Netherlands
where the failure is due to the absence of a oeldietween the health aspect and the
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product category chips. Although taste is import#me influence on success can be
both positive and negative. Successful productgpareeived as having a good taste.
A unique taste (innovative) is therefore not a gantge for success. With regard to
convenience, two dimensions can be distinguishedswmption convenience and
handling. Consumption convenience is about inngeatvays in which the fruit
product can be consumed, e.g. cut fruit or thelsssdvatermelon. For example, the
cut fruit product can be consumed more conveniemtlgomparison with separate
types of fruit. Handling on the other hand, makues ftuit product easier to transport,
e.g. in smaller portions. Hitching on the curreiféstyle trend of health, many
innovative fruit products are using this claim asimportant product characteristic.
Successful products, such as Fruit2Day, are ablinkohealth to their products.
However, health claims should have a logical linkhwthe characteristics of the
product and the consumers. Relevant examples areafiple chips and the
chocolate/jam combination (Czeko Dzemi). Makingsthink clear and logical is
therefore very important for product success.

Most of the products studied, compete from a njpbstion in their product category.

Next to having innovative product characteristib® niche position is caused by the
price strategy. Almost all products follow a premigricing strategy, which means

that the prices are relatively high and often basedost price. Successful products
are able to follow this strategy because they offiéded value to consumers, for
example: better taste, being healthier or more epiant. Consequently, a specific
group of consumers (segment) are willing to payerfor these fruit products.

When innovative fruit products proved to be sucitgésghey gain a prominent place
in the shop. This means that the product is placedgood location in the shop (e.g.
at the head of the fruit department) and on thdf gaeeyesight). Important is also
that the product is positioned in a logical place the shop. Especially with
unsuccessful this appears not to be the case,isanight be one reason for their
unsuccessfulness. Successful products are placdtedrasis of the consumer needs,
so functional drinks near the fruit drinks. Appleigs however, were not always
placed near the snacks, but also at the fruit deyest. In that case consumers could
there not be influenced by an impulse to buy athgalternative to regular snacks.
Furthermore, the position of innovative fruit pratki seems to be different when
comparing supermarkets with specialty shops. Sjigchops seem to be cautious to
place innovative fruit products on their shelvegc&use of unfamiliarity with the
product and to avoid the risk of selling an unssstd product, they wait with selling
a new product until it has proved a success. Thathy market potential is not fully
utilized

The effect of promotions on product success wascdif to establish. In general,
successful products have a positive relationshipwvd®n promotions and sales
increases. Some products appeared to be more @adsdc to promotions (price
actions) than others. Fruit salads for example,ahijh price elasticity, meaning that
if the price goes down the sales go up rapidlyhédtgh promotions seem to have a
positive effect, some fruit products also becamsuecess without any promotions.
This was often the case in specialized vegetabiefant shops, where innovative
fruit products were hardly promoted. Perhaps soin¢hese shops profited from
promotions at supermarket chains. The question irmmahat the success of the
innovative product would have been, when a promaficampaign would have been
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conducted. More data is needed though, to estatistifference in sales between
the degree and types of promotions.

Finally, successful products have been able tohréhe target group that suit the
innovative aspects of the fruit product. Very oftdre innovative products were
targeted at a specific consumer group, especialynger consumers that prefer
healthy and convenient products. Almost none ofithevative fruit products studied
focused on broader targets groups, e.g. familids ehildren.
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4 Conclusions

Introduction

The development of new fruit products implicatesraadening of the fruit product
assortment and therefore it is a stimulus for fo@bhsumption. In the following part
the overall conclusion of this case study aboutittr@duction of new fruit products
in Greece, Poland, Spain and the Netherlands wilptesented. When products are
successful, they form a stimulant for fruit constiom In the following part the
overall conclusions of this case study about th@duction of new kinds of fruits and
fruit products, will be handled.

In the ISA Fruit program this case study forms k& study in the series of fruit

consumption related work packages. In additionbimining new insights, it is meant
to compare the results with the results of otheit fconsumption related work

packages. The findings regarding to introductiomeiv fruit products in this study

has a strong relationships with the trend impactofs health and convenience of
D1.1.6. The findings in this study about the pracekinnovation and introduction of

new fruits and fruit products, fits well with thegsented global product innovation
model in D1.3.1. In this model consumer innovatiatoption is the result of

marketing communication and product characteristiégh consumer characteristics
as modifying factors above. In D1.4.4 product iretown is one of the distinguished
fruit product chain innovations. Taste and heatththe mentioned characteristics.

General:

The case study findings confirm the ISAfruit prdjessumption that fruit product
innovations may have some potential to increasg éansumption. Most products
examined in this research were successful, yeffittitngs make it clear that the
introduction of new fruit products can still be iroged. Although it is known from
other research that the majority of innovations daid one of the WP 1.3 objectives
was to investigate the reasons for innovationsufa@jlit was difficult and in some
cases impossible to get any information about wessful innovations from the
retailers. The reasons for this are: rotation opleyees, unwillingness to cooperate
or share sensitive data giving the retailers coripetadvantage, the fact that retailers
simply do not remember things that happened twmore years ago or in case of
chains data are not available in the system any ifiostorical data is deleted).

Product:

1. Among all analysed factors, product characterisiange the biggest impact on
success according to presented case study findings.

2. Among product characteristics, health, conveniesmoe taste play the most
important role in influencing consumers’ choicesisIconclusion confirms
conclusions of consumer focus group discussion3B).and of research on
consumer acceptance of novel fruits and fruit pot&lu(D1.3.5), where
especially health and taste were stressed as sactost strongly influencing
consumers’ choices.

3. Innovative taste does not implicate automaticallguacess for the product.
Appreciation of taste mainly depends on consump€seption. Therefore,
taste can either have a positive or a negativeienfte on product success;
taste is therefore a prerequisite for success.
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4.

The claims of the producer (e.g. health, convemrshould match the
characteristics of the fruit product. For examjphethe case of apple chips the
product characteristics (chips) from consumer p®roe did not match the
health claim of the producer.

When we compare fresh fruit and fruit products ¢essed fruit) innovations,
the scope of product innovation is more limited foesh fruit (natural
product), because it is more difficult to obtainuaique product in this
category.

Consequently, because fresh fruit products ardivela similar (excluding
exceptions such as the seedless watermelon), ciimpean the fresh fruit
market is fierce and focussed on price. Thus, rdisishing yourself as a
producer with competitors, on the basis of the at@ristics mentioned at
point 2, is difficult.

However, competition is also fierce in the markét fauit products, as
innovative aspects are quite easy to imitate.

Consumer

1.

2.

3.

From the case study findings we can define two woes groups:

a. the group that appreciates only well-known, classiaste but accepts
some innovative characteristics like for examplecréase in
convenience or health — we call them non-innovatmesumers;

b. the group that appreciates and accepts improvenmnt®velties in
different product characteristics — we call themowvative consumers.

The innovative group can influence the non-innoaatjroup, thus starting a
dynamic process of the shift between the two setgnen

In some cases, even very innovative consumers @@ofjsh consumers
according to findings/conclusions of D1.3.3) rejeww products, (e.g.
Guanabana juice and Czeko-Dzemi, mixed fruit jach @mocolate) despite the
fact that those products had the characteristigsimed by consumers, e.g.
attractive or even exclusive packaging (D1.3.3).cdnfirms the conclusion
that there are some limits to consumers’ acceptanaeovel fruit and fruit
products, if these products differ too much fromatvbonsumers are used to,
especially in the aspect of taste.

The above findings may play a significant role evelopment of the product,
in selecting the target group, in creating the poom and introduction
strategies.

Market and price:
1. Retailers most often do not know what the targeupris for an innovative

product. Thus, promotions carried out by them mayneffective as they are
not directed to the right target group and thissesuinefficient spending of
limited financial resources.

From the producers is known, that most products cdfered to specific
consumer segments (younger people, people abowedE old, people
focusing on health/convenience, etc.), thereforey tbperate in a niche
position, which means that the innovative produats offered not to the
entire population but only to some specific segnudithe population.

3. Two factors contribute to niche position:

a. product characteristics, which make the producitinetly unique and
appealing to some consumers only, e.g. Fruit2Day;
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b. price: premium pricing strategy; only for peopleondan afford to buy.

4. In the carried out case study, the premium price yuatified by offering
consumers innovative products with added value siscbonvenience, better
taste or added health, in comparison with competmysubstitute products.

5. Premium price is caused by high cost price, whichit$ the potential
consumer group. Because of high prices the marketngal is not fully
exploited.

6. Within the surveyed fresh fruit and fruit produthere were little innovations
for a broad target group, e.g. families. Thereftihe impact of these
innovative products on the total population of agners remains limited.
New products meant for bigger consumer groups hawe market potential.

Promotions:

1. Fruit products were generally promoted either bg thtailer (conventional
retailers’ methods) or by the producer through emtwnal mass media
techniques (above-the-line).

Fresh fruit products were often promoted by retaildy.

Differences in price elasticity between produatsplicates different effects of

price promotions (lift factdj on the sales.

4. Success of promotions based on reducing pricegeshipm price products
indicates high elasticity of such products, whielist the producer that the
potential market for this innovation can be mudaiger (e.g. cut fruit);

w N

Product introduction:

1. The introduction period of innovative product isucel for the success of
products. The first months are especially decisi#hen the sales of the
innovative fruit product are below expectationsaiters may quickly give up
selling the product.

2. The study indicates that producer’'s strategy sudog the product
introduction is unknown to retailers. Thereforeséems that the introduction
is underexposed and not well documented. In facbdiiction at retailers is
carried out by the mother holding.

Place:

1. Successful products have a prominent positionerstiop;

2. Retailers pay a lot of attention to the place i shop and on the shelf of the
fruit product, however the position of the prodisctisually determined by one
of the following factors:

a. the sales volume: the more of the product is dblkel better position is
given to it,

b. the spending power of the producer, who can or @aafford to ‘buy’
a shelf for the product,

c. the available space in a shop

d. the shape of the product (ergonomics). For exarmgeproducts are
not placed on the higher shelves,

3. Specialty shops pay attention to positioning in @cimlesser degree, which
implicate that the success of products could haenlmuch bigger as it is.

% The lift factor is the marketing jargon for theisase in sales caused by price actions.
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5

Strategies, policies and product characteristics for

futurefruit innovations

Introduction
This chapter translates the conclusions of Chagtanto recommendations for
strategies, policies and product characteristicsfutéire fruit innovations. The
recommendations are divided into suggestions fait fproducers, retailers and
policymakers.

Recommendationsfor producers:

1.

Producers should test if consumers accept the manacteristics of the offered
innovative product, especially if it is a new tasthich seems to be the most
crucial aspect deciding about consumers’ acceptahicgovative product.
Producers should make sure that consumers caly eastignize and accept the
link between product characteristics and produceskliims about those
characteristics (e.g. healthiness, convenience) thatl consumers find them
logical and approvable.

Producers should take into consideration the pisgibf ‘double-targeting’, i.e.
taking advantage the fact that there are innovatnek non-innovative consumers
in each segment of the market, specified accortiingge, gender, and other
standard criteria and that a new, innovative prodan be targeted to a more
precisely specified group of consumers.

Producers should identify their target group befarel (before developing the
product) and when introducing the product, theyusdhanform the retailers who
the target group are.

If producers apply a premium price strategy, thhgutdd make sure that the
product has some added value from the point of aEthie consumer.

If the price promotion signals that the potentiarket is much larger, then the
producer’s strategy may carefully aim at introdgcanother, cheaper version of
the product, controlling however competition betwége two version.

Producers and retailers should cooperate in cayryut promotions, and at least
communicate about the target group and about geoetlanes and time of their
promotions.

Producers and retailers should take into consimerahe fact that they have to
allocate sufficient financial resources to suppiv new innovative product
within its first several months on the market, his ttime can be a prevailing
factor in some cases.

Performance of innovative products on the market d¢ive first several months is
crucial to the success or failure of the product, nsore participants should
cooperate in the introduction of new product ta@&ase the chance of its success.

10.In case of longer chains consisting of producerliesaer-retailer, the producer

should try and inform the wholesalers about thgdiagroup and the promotional
campaign and try and make wholesaler transfemtoemation to the retailer. All
levels of the chain should be to some degree imebia producer’'s campaign.
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Recommendationsfor retailers/ specialty shops

1. Retailers should target innovative products at same group as the producer
does.

2. Consequently, retailers should make their promotiampaign compatible and
complementary with producer’'s campaign to increaffeciency of financial
resources allocated to the promotion.

3. Retailers should pay special attention and attrembhsumers attention to
innovative products, over the several first montiteraintroduction — the
positioning of innovative products seems to be uvestenated by small and
medium-sized shops which should be changed aniterstahould change that in
order to expose products promoted by producershagdetailers and benefit
from it.

4. Retailers may strengthen their market positioraating more customers thanks
to a wide offer of standard products and regulerisoducing innovative products
at the same time.

5. Retailers should measure the performance of innmvgbroducts with and
without price promotion to define whether the pradhas high or low price
elasticity and this way get a basis for effectiverpotion decisions in the future.

Recommendationsfor policy makers:

1. Health seems to be an important success factanfiovative products, however
these products are still niche and they reach ariynited segment of the total
potential fruit consumers. Therefore to enhancé mnsumption policy makers
should carry out more campaigns informing citizetmut health benefits of
consuming fruit, thus creating a bigger demandthar fruit products that are
currently in a niche position.

2. Policy makers should focus their promotional campsion the demand side,
increasing consumer needs for fruit products.

3. Because the whole market consists of different wores segments, policy
makers should target their campaigns promoting pmaducts.

4. Policy makers should use information tools wellstied to the consumer
segment that they want to reach.
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Appendix 1: Checklist Case Sudy Selection

Sdlection Criteria Case Studies

This section presents the selection criteria ftectng a successful and a non-
successful example of a production innovation. élection process follows a
sequence: in two steps successful products wildparated from non-successful

products.

STEP 1: CUSTOMER ACCEPTANCE

Background: the product mentioned in Deliverable 1.3.2 iscegsful when it is still
available in shops to consumePiease collect required information at the

manufacturer of the fruit product (see below) atidrf the table.

Required information

1. Collect data on market introduction of the 14 fruibducts.

2. What was the introduction date of the product?

3. Is the product still available?

4. If not, how long on market? (fill in Exit column)

5. Successful: > currently availableNon-successful: not available
Product name Introduction | Still Exit | Successful?

date available?

1 Juices enriched with vitaming 2002 v Yes
and minerals
2 ready-to eat fruit More than 10| Yes
combinations years
3 The mixtures of milk 2002 v Yes
derivatives and fruit are also
important innovations in this
field, "fruit to drink" different
from the traditional juices.
4 Ready-to-eat fruit dishes 2003 v Yes
5 single servings are specially| More than 10| v Yes
important for a certain years
population segment
6 Fruit and vegetable snacks. | More than 10| v Yes
Fruits and vegetables of small| years
size to eat out, in a bag
7 Fresh-cut fruit served with | In fruit fairs | X
some cream or chocolate (in &
separate compartment) to dip
the pieces
8 Dried fruits with different In the USA X

flavours (orange and lemon)
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9 Frozen fruit prepared for
cooking

1995

10 Fresh-cut fruit served with g
fork/spoon and a serviette, to
eat out.

1 In fruit fairs

11 Ready-to-eat dishes with af

easy aperture and an attractive

design

1In fruit fairs

D

12 Spot indicating when the
product is ready to eat changin
its colour UPM Pillar 1

In fruit fairs
g

13 Seedless fruit varieties
(grapes or watermelon without
seeds)

2002

Yes

14 Marmalades with new fruits
(tropical fruits)

More than 3
years

Yes
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STEP 2: INNOVATION CATEGORIES

Background: in order to make a selection among the succeasfiihon-successful
products in step 1, additional information abowt itnovative nature of the fruit
products is required.

Pleasefill in the form below for every fruit product of step 1 and send the 14
forms + theinformation in table 1 to: marianne.groot@wur.nl

Name: I nstitute acronym:
UPM

“Zumosol Fresh: naranja y lima con
vitaminas ACE”

Product (number and name):
1 Juices enriched with vitamins and minerals

Product category (please mark below, one option possible)
Fresh fruit: [
Fruit product; X

Consumption pattern (please mark below, more than one possible)
Home: [OX
Out-of-home: X

Motivation (describe in terms of category descriptions):

Orange and lime juice enriched with vitamins A, @ &. Price: 1,10 €/litre

® Fresh fruit = original fruit, not processed inrguct (e.g. new apple or banana).

Fruit product = fruit processed in a product (smoothie or desert).

4 Any innovation that enables the consumer to consfmuaiieor fruit products in home and/or out of
home, e.g. at work, schools, sports facilitiesttengo, at gas stations, cafés/bars, restaurastdsh
institutions

(hospitals), airports, etc.
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Appendix 2: Interview Protocol

| nterview Protocol

Instruction for interviewer: the information in this section should be gathdoed
each product at 3 different retail stores (supeketaror specialty stores, depending
on the type of product). Please fill in this forar £very interview separately.

1. When was this product introduced in this store fandhow long is/was it

available?
a. Introduction....-.....-......
b. months available:......
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5. What is the revenue share of ghrduct category in the total revenue of the
retailer?

7. What is the maximum market share realized byghgluct in the category,
and when was this accomplished?

b. Date: ....-.....-......

8. How does the retailer collect the information o&gtion 77?

Instruction for interviewer: ask the retailer about how data is collected wethard
to market share. For example, do they have a stgmsystem? What does it registef?
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9. Which promotions have been conducted to supporsdhes of the product
(e.g. price, display or feature promotions)? Whhkese promotions initiated
by manufacturer, or only by the retail chain?

Instruction for interviewer: collect information about which type of promotions
have been conducted, and when they have taken place

10.What was the effect of these promotions on thessafi¢he product?

Instruction for interviewer: describe as detailed as possible, e.g. in terras6f
increase/decrease on sales, and the duration efftét (e.g. a 5% increase in sales

during a period of 1 month).

11.Can you please describe the three main competfdrss product in the
product category and what are the distinctive featof the products?

Instruction for interviewer: collect information about which brands are compgtin
with the product and what the differences are ambagroducts in terms of produc

—F

characteristics.
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12.Can you please describe the main substitutionisfatoduct and what is the
distinctive feature of the product?

Instruction for interviewer: collect information about which product is substrig
the product in question, ask for brand names, amat the differences are among the
products in terms of product characteristics.

13.What is the position on the shelf of this prodygidminent or less
prominent)?

Instruction for interviewer: please ask on until you also have a good idea daheut
place in the shop and the products in the neiglimmd

14.How can the customers be characterized that bsyptioduct?

Instruction for interviewer: apart from sociodemographics (gender, age, income),
please also try to get a characterization in teshigestyle, etc.
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15.What are the innovative characteristics of thidpiei?

Instruction for interviewer: please describe in terms like: Taste, Price, Caenén
to consume, Healthy, Novel, Easily available inaesnearby, Attractive, Safe,
Natural, Better than regular, Exclusive, etc. Dgmitpose these terms to the
respondent, just try to get him/her at that lefedpecificity

16.In what way did these product characteristics (joed5) influence the
consumers intention to buy the product?

17.What is the nation-wide availability of this proddaer the consumer?

Instruction for interviewer: is the product for example available in all shopthe
retail chain, or only in a number of stores? Altively, it could be possible that the
product is only available in a specific formulatlé retailer (e.g. the online shop).
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18.What is the price strategy of this product?

19.How was the product introduced on the market?

Instruction for interviewer: please describe the introduction strategy of tloelyet
at the retailer (e.g. scale of release, try-outsmnmtions), when the product was
introduced on the market. For example, was theymtodidely released in all shops
of the retail chain, or only in a limited numbersbifops? Were there any try-outs with
consumers, who could test the product in the Westks? Was the market introductipn
accompanied with promotions in the retail store, or

20.How does the retailer obtain innovative producesg.(contact with fruit
producers, etc.)
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20a. Why did the retailer include this product is/lher assortment?

56



Appendix 3: Linking factorsto questions

Question
Variable 1 2 3 45 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21

Product X X X X X X
Price X

Place X X

Promotion X X X
Performance x X X X X

Competition X X

Customer X X

Table: Linking QuestionsInterview Protocol to Variables



Appendix 4: Frequency table of the most essential findings from interviews

Interview question Total | Answer category 1 Answategory 2 Answer category 3 Answer category 4
What are the innovative Health mentioned Convenience Taste mentioned Quality/freshness
characteristics of the products? mentioned mentioned
Fresh Fruit Fresh | Fruit Fresh | Fruit Fresh fruit | Fruit
fruit products Fruit | products fruit products products
PL7 PLO PL2 PLO |[PLO PLO PL 4 PLO PLO
NL12 |[NL1 NL 4 NL3 |NL2 NL 3 NL 1 NL 2 NL O
GR9 |GR2 GR 7 GR1 |GR4 GRO GR?2 GR 1 GR 2
SP12 |SP1 SPO SP4 |SP4 SPO SP2 SP1 SPO
What is the price strategy of this Cost price driven Prices of other Premium price
product? retailers/products
PL7 PL5 PL2 PLO
NL12 |[NL1 NL O NL 6
GR9 |GRO GRO GR 3
SP12 |SP1 SP O SP O
What is the position on the shelf Prominent Mean position Inferior position
of this product?
PL7 PL1 PL 4 PL1
NL12 |[NL6 NL 2 NL 1
GR9 |GR5 GR 4 GRO
SP12 |SP3 SP 4 SP2
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Which promotions have been Price actions Media actions Samples Features
conducted to support the sales |of
the product?
PL7 PLO PL2 PL1 PL1
NL12 |NL7 NL 8 NL 2 NL 6
GR9 |GR2 GR 5 GR 0 GR 0
SP12 |SP3 SPO SP2 SP1
Price actions Media actions Samples Features
Noticeable effect of the PL7 PLO PLO PLO PLO
promotions on the sales of the | NL12 | NL5 NLO NLO NLO
product? GR9 |GR2 GR 0 GR 0 GR 0
SP12 |SP3 SPO SPO SPO
What are the reasons for the Distinguishing characteristics Does fit/ non fitthvconsumers expectations
success/non success of the
product?
Succesful product Nonsuccessful product  Succestuluct Nonsuccessful
product
PL7 PLO PLO PL2 PL3
NL12 |NL8 NL 2 NL 8 NL 2
GR9 |GR5 GR - GRO GR -
SP12 | SP9 SP- SP2 SP -
Price Suits to trends
Succesful product Nonsuccessful product  Succes@duct Nonsuccessful
product
PLO PLO PLO PLO
NL 1 NL 1 NL O NL O
GRO GR - GR 3 GR -
SPO SP- SPO SP -
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