CIHEAM

Options Méditerranéennes

Organic and conventional olive oil consumers: a comparative analysis
using a customer satisfaction evaluation approach

Sandalidou E., Baourakis G., Grigoroudis E., Siskos Y.
in

Nikolaidis A. (ed.), Baourakis G. (ed.), Isikli E. (ed.), Yercan M. (ed.).
The market for organic products in the Mediterranean region

Chania: CIHEAM
Cahiers Options Méditerranéennes; n. 61

2003
pages 265-276

Article available on line | Article disponible en ligne a I’adresse :

http://om.ciheam.org/article.php?ID P D F=800169

To cite this article /| Pour citer cetarticle

Sandalidou E., Baourakis G., Grigoroudis E., Siskos Y. Organic and conventional olive oil
consumers: a comparative analysis using a customer satisfaction evaluation approach. In :
Nikolaidis A. (ed.), Baourakis G. (ed.), Isikli E. (ed.), Yercan M. (ed.). The market for organic products in
the Mediterranean region. Chania : CIHEAM, 2003. p. 265-276 (Cahiers Options Méditerranéennes; n.
61)

CIHEAM

s
s ot b M2 By

http://www.ciheam.org/
http://lom.ciheam.org/

CIHEAM



http://om.ciheam.org/article.php?IDPDF=800169
http://www.ciheam.org/
http://om.ciheam.org/

Organic and Conventional Olive Oil
Consumers: A Comparative Analysis
Using a Customer Satisfaction
Evaluation Approach

Evangelia Sandalidou’, Baourakis George', Evangelos Grigoroudis®, Yannis Siskos®

' Department of Economic Sciences / Management / Marketing and Finance,
Mediterranean Agronomic Institute of Chania (MAICh), Chania, Greece

? Department of Production Engineering & Management, Technical University of Crete, Chania, Greece

# Department of Informatics, Univ. of Peraeus, Greece

Abstract: This paper deals with the measurement of customer satisfaction where organic olive oil,
the most important biological product that has recently en-tered the Greek food market, is con-
cerned. For this purpose a survey was conducted in the region of Thessaloniki. This study examines
consumer pref-erences and attitudes using multicriteria preference analysis. The imple-mented
methodology is called MUSA (MUlticriteria Satisfaction Analysis) and takes into account that cus-
tomers’ global satisfaction for organic olive oil depends on five criteria: health, price/quality, pack-
aging, specific char-acteristics and promotion & disposition. Effective results are provided de-scribing
customer behaviour and identifying market trends. An analysis in order to find out the strengths and
weaknesses of organic olive oil compared to the conventional one is also included, contributing in
this way to an effec-tive strategic planning for the improvement of the product. Finally, recom-men-
dations are given evaluating the alternative market penetration strate-gies, which combined with the
existing ones, could lead to the development of optimal marketing techniques for the modification of
the products’ char-acteristics in the most effective way.

Introduction

Olive farming and the production of olive oil are considered to be an important sector in Euro-
pean and especially in Greek agriculture, mainly due to the climatic conditions, which are suit-
able for this crop. Olive oil is an agricultural product of great nutritional value due to its or-
ganoleptic and biological properties as well as its taste characteristics. Greece is one of the
leading olive oil producers in the world, ranking third after Spain and Italy. Greek olive oil
production accounts for almost 22% of the European and 17% of the world production (FAO,
1985-2000).

Nowadays, people throughout the world, especially those with a high standard of living, seem
to prefer foodstuffs that are produced and processed by natural methods. Greek consumers in
particular, according to previous consumer research, seem to be more and more sensitive and,
at the same time demanding, when it comes to their nutrition and they seek for products of or-
ganic origin as much as possible. Unfortunately, until recently, customers’ need for qualitative
products was not considered to be as much important in the agricultural sector. Producers
cared about the production volume and regarding customers all that mattered was the provi-
sion of products with reasonable prices (European Union Council, 2000). However, things seem
to have changed and customer satisfaction plays an increasingly significant role in order to keep
up with people’s demand for safe and good quality food.
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Organic olive oil, the most important biological product in Greece, is a product that could keep
up with customers’ needs for safe and quality food, while at the same time could provide
higher prices to producers. For a successful penetration of organic olive oil into new markets,
however, continuous improvement is required. Achieving a maximum of quality is something
that would be a guarantee for the economic survival of the sector in the face of competition
(Fotopoulos. and Pantzios, 1998). This could be done through evaluating first customer satis-
faction, which is the objective of this research. Customer satisfaction is considered to be a mod-
ern approach for quality, and quality is a term that needs to be defined. People tend to prefer
products from certified food companies (ISO 9000), notifying the need to improve quality. Since
the connection between quality and customer satisfaction is becoming obvious, measuring cus-
tomer satisfaction could lead to correction actions in order to raise quality. In this way, custom-
ers’ preferences and expectations regarding certain characteristics of the product are provided,
allowing for its further market development.

Customer satisfaction of course, is a notion that has recently started to concern the agricultural
sector and it is worth mentioning that it is considered to be a pioneer in the field of agricultural
products, let alone organic ones.

For this purpose a survey was conducted in the region of Thessaloniki and a sample of ran-
domly selected organic olive oil consumers were asked to express their opinion towards some
characteristics (health, price in relation to quality, package, specific characteristics, promotion &
disposition) of organic olive oil. A comparative analysis between organic and conventional
olive oil is also included, in order to find out the strengths and weaknesses of organic olive oil
compared to the conventional one. The method that was developed for measuring and analys-
ing customer satisfaction is called MUSA (MUlticriteria Satisfaction Analysis). It is a multicrite-
ria ordinal regression model and its basic assumption is that customer’s global satisfaction de-
pends on a set of consumer-assessed criteria, which represent the characteristics of the product.

The paper is organised as follows: After the introduction presented in section 1, a brief descrip-
tion of the product and the current situation of organic olive oil in Greece is given in section 2.
The meaning of customer satisfaction and its need to be measured are provided in section 3,
along with some alternative methodological approaches. The methodological framework, upon
which the whole study was based, is included in the same section. Section 4 provides the results
of the research. Finally, some recommendations about the improvement of the product, as well
as concluding remarks, are outlined in section 5.

Organic Olive Oil in Greece

Organic farming is indisputably becoming of growing importance in the agricultural sector of
many countries. Market demand for organic products has expanded rapidly over the past dec-
ade (De Haen, 1999).

Organic cultivation of the olive tree began in Greece in the Prefecture of Messinia in 1988. In the
following years its evolution was spectacular and since then serious efforts have been made in
most parts of the country to continue the trend (Sgouros, 1997). The organic olive tree and
therefore the production of organic olive oil possessed the first place in 1999, since olive groves
covered 56,7% of the total organically utilized area. The high percentage reveals the growing
demand of Greek consumers for healthy and nutritional food with high quality and safety char-
acteristics (Lampkin and Padel, 1994).
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Many advantages, both from an environmental and a social-economic point of view, are offered
through the organic cultivation of the olive tree (Sgouros, 1997). Among them, the most signifi-
cant are:

»  Protection of the environment through not using chemicals during the cultivation techniques.
In addition to that, organic olive oil is mostly packaging in glass bottles (instead of plastic
ones used in the conventional olive o0il), contributing to their better recycling.

»  Economic advantages. From the producer point of view, it was discovered that the product is
sold at higher prices, at least 20-25% higher than the conventional olive oil, bringing sig-
nificant profits. A lot of benefits can also arise through the export activities, which biologi-
cal olive oil is involved in.

>  Maintenance of the social structure. The olive tree is grown in mountainous, semi- mountain-
ous or the so-called disadvantageous regions and it is a non-demanding crop, which means
that it can survive even under these unfavorable conditions. Organic farming provides a
remarkably higher income per hectare to the farmers, which becomes a strong incentive for
them to remain in these regions.

> Protection of producers’ and consumers’ health. Biological products (olive and olive oil) are
products with no pesticide residues. They are obtained via cold pressing of olives. In this
way, all their nutritional substances are preserved leading to products of high nutritional
value.

Apart from the benefits, there are also some constraints regarding organic farming. On the one
hand, farmers experience some loss in yields during the phase of conversion to organic farming
(Van Der Smissen, 2000). Sometimes it takes a long time, almost years to restore the ecosystem
to the point where the organic production is possible. The high cost of production is another
difficulty for the farmer. On the other hand, some consumers do not believe that organic agri-
culture can improve food security and some others do not even know what an organic product
is. That is why there is a need for better access to market information. Actions should be also
taken in order to support consumer confidence. For this reason Greece has adopted a system for
controlling and certifying organic products. The Organic Products Bureau was set up in 1991
undertaking the application of the European Regulations. In 1993, permission was given to two
private organizations: “DIO” and “SOGE”. “Fysiologiki” was the third certifying organization
established in 1994 (Kaldis and Gardeli, 1996).

Greece, which has many competitors concerning conventional agricultural products, is a coun-
try that can easily exploit the previously referred advantages of organic cultivation of the olive
tree and thus the production of organic olive oil. However, efforts should be made in order to
continually improve the product. Therefore, customer satisfaction measurement could be very
helpful in evaluating the necessary market penetration strategies.

Customer Satisfaction Evaluation Methodology

Nowadays, more and more organizations have come to understand the importance of customer
satisfaction. In fact, it has long been recognized as a standard of performance and excellence for
any business organization. Customer satisfaction is considered to be a modern approach for
quality and a dynamic parameter of business organizations of all types throughout the world. It
is regarded as a necessary condition for continuous improvement of modern enterprises as well
as determination of possible “opportunities” in a particular market, just like the case of the agri-
cultural market, and therefore its evaluation is of growing interest.
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A lot of definitions were given for customer satisfaction but according to Hill (1996), it is con-
sidered to be “a measure of how an organization’s total product performs in relation to a set of
customers expectations”.

Measuring customer satisfaction provides an effective, direct, meaningful and objective assess-
ment of customers’ preferences and expectations. Since changes in the current market can affect
these preferences, the existence of a permanent customer satisfaction barometer is considered
necessary. Particularly in agricultural products, customer satisfaction can lead to customer loy-
alty. The philosophy according to Israel (1997) is to “never take customers for granted, but ac-
tively cultivate long-term relationships”.

Several studies have been conducted focusing on consumers’ behavior regarding Greek agri-
cultural products. In the case of olive oil specifically the most common statistical techniques
used were frequency distributions, cross tabulations, Anova, factor analysis and discriminant
analysis (Baourakis et al, 1995, Siskos et al, 1995, Baourakis and Apostolakis, 1999, Siskos et al,
2001, Baourakis et al, 2002).

Previous consumer research also showed that there is a real need for improving olive oil qual-
ity. However, extensive research has shown that the customer satisfaction evaluation problem
has not been considered so far in the agricultural sector, let alone the recently developed market
of organic products. Therefore, the present study on organic olive oil can be considered to be a
pioneer in the specific field of organic products.

The method that was developed for measuring and analyzing customer satisfaction is called
MUSA" (MUlticriteria Satisfaction Analysis). It is a preference disaggregation model based on
the principles of multicriteria analysis using ordinal regression techniques. Its main objective is
the aggregation of individual preferences into a collective value function. More specifically, it is
assumed according to Grigoroudis and Siskos (2001) that consumer’s global satisfaction can be
explained by a set of criteria or variables representing the product’s or service’s characteristic
dimensions.

Results of the Study

Survey Design

The survey was conducted in the region of Thessaloniki in Greece between November 20t - 30t,
2000. A total of 131 organic olive oil consumers were interviewed in special locations selling
only organic products in 2 supermarkets. During the survey, each customer was asked through
a simple questionnaire to express his/her evaluations for a set of criteria concerning organic and
conventional olive oil. Likert scales were used to measure customers’ judgments. The question-
naire was addressed to those customers who were aware and have already tasted organic olive
oil.

The assessment of a set of satisfaction criteria and the definition of the value hierarchy is one of
the most important stages of the implemented methodology (Grigoroudis and Siskos, 2001).
The main satisfaction criteria include:

>  Health (the degree that the product contributes to people’s health).

T MUSA methodology is fully described in the following paper: Grigoroudis, V., and Y. Siskos (2001), Preference
Disaggregation for Measuring and Analysing Customer Satisfaction: The MUSA Method, EJOR, European Journal of Operational
Research (to appear)
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Price/quality (how expensive/cheap the product is in relation to its quality).

Packaging (packaging material, capacity, label information, practicality, resistance and im-
age).
>  Specific characteristics (colour, flavour and taste) and

»  Promotion & disposition (information & advertising, availabilityé& access)

The aim of this survey was the identification of customer preferences and the determination of
the weak and strong points of organic olive oil, compared to those of the conventional product,
thereby contributing in this way to a strategic planning for the improvement of the product,
and finally the identification of market segmentation.

Global Satisfaction Analysis

According to the results of the basic criteria (which are presented in Appendix 1), it is observed
that the health criterion is far more important than the other ones (almost 36%). This shows how
sensitive customers are in terms of nutrition. The packaging and certain specific characteristics
have the same significance and were awarded a weight of 20% each. The remaining criteria do
not seem to play an important role to customers’ preferences (Figure 1).

12.11%

35.69%

20%

20% 12.20%

EALTH B PRICE/QUALITY
0O PACKAGING 0O SPECIFIC CHARACTERISTICS
@ PROMOTION & DISPOSITION

Figure 1. Weights Criteria of Organic Olive Oil

As far as the average global satisfaction index is concerned, it has a relatively satisfactory value
of over 78% with margins for improvement. This is mainly due to the criterion of health, which
has the highest average satisfaction index (96,7%), while it is the most important satisfaction
dimension for customers. The criteria of packaging and specific characteristics have also quite
high satisfaction indices (78,1% and 84,1% respectively). However, customers do not seem to be
satisfied by the promotion and disposition of the product (average satisfaction index is 31,3%),
even though 12,1% of the respondents do not consider this particular criterion important. There
are still people who do not even know what organic products are. Figure 2 better illustrates
how dissatisfied customers seem to be from the promotion & disposition as well as the price of
the product. The black line represents the global satisfaction index and the difference among the
various criteria can be easily seen.

100% 96-73Y%

78.13% 84.08%
13%

<— 7839%
51.27%
I 31.30%

HEALTH PRICE/QUALITY  PACKAGING SPECIFIC PROMOTION &
CHARACTERISTICS DISPOSITION

Figure 2. Satisfaction Indices of the Criteria of Organic Olive Oil
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The negative value of the average demanding index (-47,2%) shows indeed the fact that cus-
tomers are not so demanding regarding the particular product. Customers’ declare to be satis-
fied from organic olive oil, even though they are not happy from all the product’s dimensions.

The action diagram in Figure 3 indicates the strong and week points of the product. The per-
ceptual map presented below reveals that there is no dimension in the critical quadrant and so
no immediate improvement is required. However, attention should be paid to the criterion of
promotion & disposition as it can be characterized as a potentially critical satisfaction dimen-
sion. Customers seem to be dissatisfied (low performance) from it as well as from the price in
relation to quality. Health on the other hand, is a strong point and is considered to be a com-
petitive advantage of organic olive oil (high importance and high performance).

Hig

SPECIFIC
CHARACTERI STICS HEALTH

PACKAGING

PERFORMANCE
=

PRI CE/
QUALITY

PROMOTIQN
& DISPOSIT| ON

Low

Low high
IMPORTANCE

Figure 3. Relative Action Diagram for Organic Olive Oil Criteria

Therefore, the improvement priorities according to the improvement diagram in Figure 4,
should be focused on:

The promotion & disposition of organic olive oil, given that the average satisfaction index is
particularly low. Consumers are not very demanding and also no great effort is required
for its improvement due to its high effectiveness.

The criterion of price/quality, where the satisfaction index allows significant margins for im-
provement with no particular effort.

The packaging of the product, since it is very close to the 1st priority quadrant, too.

High

DEMANDING

PRICE/ PROMOTION
QUALITY & DISPOSITIOf
PACKAGING
> SPECIFIC
5 CHARACTERI STI CS
L} HEALTH
Low High

EFFECTIVENESS

Figure 4. Relative Improvement Diagram for Organic Olive Oil Criteria
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It is worth mentioning that efforts should be made in order to maintain the high satisfaction
level of the health criterion, since it is responsible for the satisfactory global performance of the
product.

Criteria Satisfaction Analysis

The criteria satisfaction analysis confirms the conclusions of the previous section. Generally, the
product’s performance is quite high in these satisfaction dimensions, which are considered to be
important by the customers. The partial analysis that follows could determine more specifically
the strengths and weaknesses of organic olive oil. It fact it could show exactly which character-
istics should be paid more attention to, for the improvement of the product. Taking into consid-
eration the detailed results in Appendix II, it can be concluded that:

The material, the capacity and the resistance are the main competitive advantages of the organic
olive oil’s packaging, justifying its relatively high satisfaction index. Customers are quite
satisfied from the remaining characteristics too, but they do not consider them to be as im-
portant as the former.

Customers are very satisfied from the colour and taste of the product. Even though flavour also
has quite a high average satisfaction index, it is not a significant characteristic.

The low level of satisfaction, as far as the promotion & disposition is concerned, is mainly due
to the subcriterion of information and advertising of the product. Particular attention
should be paid to that, since customers regard it as very important, but on the other hand
they are completely unsatisfied. Customers' demand for being informed about the prod-
uct's attributes is comprehensible. Margins for improvement also exist for the characteristic
of availability and access, even though it is not very significant.

The action diagram in Figure 5 indicates that the information & advertising of the product is
really inefficient. The fact that it is located in the critical quadrant simply shows the need
for immediate improvement. Apart from that, image, label information and practicality are
the weak points of the packaging and could be improved. On the other hand, the colour
and packaging material are the strong points of the organic olive oil.

E AVAILABILITY
-E & ACCESS coorr ®
" packAGING
MATERIAL
N TASTE
w CAPACITY
g
RESISTANCE
<
=
[od
o PRACTIGALITY
w
4 [ 1]
i} IMAGE
o
LABEL
INFORMATION
3 | ]
3 INFORMAGON
B B FLAVOUR & ADVERTISING
Low High
IMPORTANCE

Figure 5. Relative Action Diagram for Organic Olive Oil Subcriteria

According to Figure 6, the improvement efforts should be focused on the following subcriteria
in order of precedence:

Information & advertising of the product (the critical dimension). Customers are very de-
manding where the particular subcriterion is concerned indicating that extended efforts
should be made so as to raise the satisfaction level.
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Label information should be more adequate in order to meet customer demand and yet efforts
made towards this direction seem to be rather minimal.

Margins for improvement also exist for the practicality and image of the product. Their high ef-
fectiveness means that no great effort is required to achieve this purpose.

High

INFORMATION
& ADVERTISING

LABEL
INFORMATIOI
L
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w
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L] COLOUR

Low
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Figure 6. Relative Improvement Diagram for Organic Olive Oil Subcriteria

Comparative Analysis between Organic & Conventional Olive Oil

Apart from organic olive oil, customer satisfaction measurement was applied also in the case of
conventional olive oil. What follows is an analysis in order to find out the strengths and weak-
nesses of organic olive oil compared to the conventional one, contributing in this way to an ef-
fective strategic planning for the improvement of the product.

In general, customers seem to be more satisfied from organic olive oil even though the differ-
ence is very small (only 2,8%). More specifically, according to Figure 7, they seem to prefer or-
ganic olive oil in terms of health and its specific characteristics, while they find conventional
olive oil to be better packaged (due to the fact that they are less demanding for this criterion in
this case) and promoted and have lower price related to its quality. The trade-off between
health and promotion & disposition between the two products is worth mentioning. Even
though olive oil has won a privileged position in human nutrition, due to its biological and nu-
tritional features, organic olive oil is a chemical-free product, which satisfies better customers
demand for quality food. On the other hand, the existing distribution network and advertising
campaigns concerning the conventional olive oil favour its consumption, making clear at the
same time the need for better promotion regarding the organic product.

75.59%

GLOBAL SATISFACTION. | vy /5.30%
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PACKAGE
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Figure 7. Satisfaction Indices of Organic & Conventional Olive Oil

Comparing now the significance of the criteria for both products, it becomes obvious that there
is a trade-off in terms of the criteria of health and package. That is, customers consider the crite-
rion of health to be far more important when organic olive oil is concerned. People expect to
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have a quality product with excellent nutritional features, which seem to be the main reason for
its consumption. Exactly the opposite happens for the package of the products, which seems to
be more significant in the case of conventional olive oil (Figure 8).

PROMOTION &DISPOSITION [l 1227/
Epeer— ) |/

C______—11581%
SPECIFIC CHARACTERISTICS - —— - 0%

PRI

. 31224%
PRICEIQUALITY e 15 5004
1341%
AT e e 25 o
[ WORGANC DCOWENTIONAL |

Figure 8. Criteria Weights of Organic & Conventional Olive Oil

The aforementioned results are also justified by looking at the global criteria and subcriteria
frequencies of the two products, presented in Appendix IIl. It is worth saying that customers
prefer mostly organic olive oil for its colour and its taste. This can be easily understood, since
the natural methods, through which organic olive oil is produced and processed, attribute spe-
cial and distinct characteristics (colour, taste and flavour) to this product. On the other hand,
customers are very satisfied from the availability and access of conventional olive oil, due to its
established distribution network. The inefficient distribution channels along with the limited
available information are the main weaknesses of the organic olive oil. Since, information and
advertising of organic olive oil plays a really important role for people, then most efforts should
be focused on this direction.

Conclusion and Recommendations

The above analysis makes clear what are the strong points regarding organic olive oil and what
efforts should be made in order to improve the weak points of the product. All the recom-
mended strategies provide alternative solutions, which combined with the existing marketing
strategies, could lead to the development of optimal marketing techniques for the modification
of the product’s characteristics in the most effective way.

The organic cultivation of the olive tree offers many advantages at both the socio-economic and
environmental level in Greece. It is the most important biological product and is considered to
be a promising one for penetrating into new markets. The present study has attempted to ex-
plore customers’ preferences regarding organic olive oil, aiming at developing a strategic plan
for the continuous improvement of the product. The improvement priorities, taking into con-
sideration customers’ demand and the required effort, should be focused on the following in
order of precedence:

Promotion & disposition seems to be the greatest weakness of organic olive oil. On the contrary,
conventional olive oil seems to be better promoted than the organic one. The existing distribu-
tion network and advertising campaigns concerning the conventional olive oil favour its con-
sumption. Even though people are aware of the nutritional and organoleptic attributes of con-
ventional olive oil, unfortunately, there is a large number of people who still do not know what
an organic product is. In addition to that, customers are uncertain about the organic origin of
the product. Therefore, systematic provision of information mainly through advertising is nec-
essary. The product needs to be better promoted enhancing consumers’ awareness of its fea-
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tures and nutritional content. Informing people about the quality standards could be a good
start for building their confidence. Reliable systems of monitoring and verification for certifying
the organic nature of olive oil are also necessary. Apart from this, customers want to find the
product easily, thus, the selection of optimal channels of distribution could contribute to better
access to the product.

As far as the price is concerned, some people are willing to pay the high price, since they take
into account organic olive oil’s contribution to a healthy diet. Nevertheless, there are people,
who cannot afford to pay for the product. In this case, a flexible pricing strategy could be fol-
lowed (bonus, special offers, discounts, etc), if possible. It should be noticed that the price is ex-
pected to be reduced if the level of the production rises, through some government policies and
price support.

Even though people seem to be quite satisfied from the way the product is generally packaging,
attention should be paid to the label of the packaging. More specifically, the label is character-
ized as unsatisfactory, since it doesn’t provide enough information to the consumer.

The special product’s characteristics (colour, taste and flavour), are another consideration but
they are difficult to quantify objectively. People seem to be satisfied from them and efforts
should be made to maintain and improve, if possible, the level of customer satisfaction.

Consumers’ need for safe and good quality food has increased during the last few years and
thus, healthiness and nutritional value are the basic reasons given by consumers for purchasing
organic olive oil. But, since changes in the current market can affect these preferences, the exis-
tence of a permanent customer satisfaction barometer is considered necessary and extensive re-
search is required in order to keep up with consumers” demands. To sum up, if suitable actions
are taken at a national level, then organic olive oil could be a strategic product, bringing Greece
to an advantageous position in the international market over the coming years.
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Appendix
Table 1. Global Satisfaction Results of Organic Olive Oil
Average Average Average
Criterion Subcriterion Weight Satisfaction =~ Demanding  Improvement
Index Index Index
Health - 35,69% 96,73% -66,378% 1,168
Price/Quality - 12,20% 51,27% -1,611% 5,943
Packaging Packaging Material 28,81% 86,57% -58,353% 3,87
Capacity 16,67% 78,87% -26,91% 3,523
Label Infor-mation 12,22% 54,16% -1,784% 5,601
Practicality 13,09% 65,65% -8,327% 4,497
Resistance 16,67% 75,74% -27,736% 4,044
Image 12,55% 65,61% -4,344% 4,314
Total 20% 78,13% -40% 4,374
Specific Colour 54,28% 94,12% -77,823% 3,19
Characteristics  pjayour 12,39% 73,51% -3,109% 3,281
Taste 33,33% 91,03% -63,34% 2,991
Total 20% 84,08% -40% 3,183
Promotion & Information & Advertising ~ 87,60% 2,91% 86,301% 85,052
Disposition Availability & Access 12,40% 34,62% 3,239% 8,108
Total 12,11% 31,30% 0,309% 8,322
Global - - 78,39% -47,198% -

Satisfaction
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Table 2. Results of Organic Olive Oil Subcriteria

Average Average Average
Criterion Weight rage Demanding 8
Satisfaction Index Improvement Index
Index
Health 35,69% 96,73% -66,378% 1,168
Price/Quality 12,20% 51,27% -1,611% 5,943
Packaging 20% 78,13% -40% 4,374
Specific Characteristics 20% 84,08% -40% 3,183
Promotion & Disposition 12,11% 31,30% 0,309% 8,322
Global Satisfaction - 78,39% -47,198% -

Table 3. Criteria Satisfaction Results for Organic & Conventional Olive Oil

Organic Olive Oil Conventional Olive Oil

o o . Average . Ayerage
Criterion Subcriterion Weight Satisfaction Index Weight Satisfaction

Index

Health - 35.69% 96.73% 13.41% 72.43%

Price/Quality - 12.20% 51.27% 12.24% 58.14%

Package Package Material 28.81% 86.57% 13.21% 64.39%

Capacity 16.67% 78.87% 13.21% 73.41%

Label Infor-mation 12.22% 54.16% 12.61% 52.36%

Practicality 13.09% 65.65% 31.91% 86.22%

Resistence 16.67% 75.74% 16.67% 74.44%

Image 12.55% 65.61% 12.40% 60.78%

Total 20% 78.13% 46.08% 89.71%

Specific Colour 54.28% 94.12% 13.06% 59.84%

Characteristics 1y oy 12.39% 73.51% 21% 31.95%

Taste 33.33% 91.03% 65.94% 39.84%

Total 20% 84.08% 15.81% 65.78%

Promotion & Information & Advertising  87.60% 2.91% 12.35% 43.85%

Disposition  Ayailability & Access 12.40% 34.62% 87.65% 96.00%

Total 12.11% 31.30% 12.47% 60.25%

Global - - 78.39% - 75.59%

Satisfaction
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