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Why Do We Eat What We Eat?

e Custom, Culture, Habits?

« Availability?

* Price?

+ Health? Which 1s Most
* Tastes, Flavors

 Blenci e Important???

Reward, Indulgence

Entertainment
Ritual
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Humans Are Omnivores

« Omnivores: Those who eat all foods
Indiscriminately; eaters of both animal and plant

foods.

« However, the human diet Is rather narrow compared

to what we could eat:

* Plants: only few species domesticated; edible plants are
manifold; algae
« Animals: insects, worms, rodents, reptiles
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The Omnivore’s Paradox

« According to Claude
Fischler anthropologist,
Humans need a lot of
variety of food to eat
(even vegetarians are
omnivores...) but are
“risk averse”, and are
sceptical towards novel

sl “behaviour - foods %e.g. GMOs,
Moo /| & exotic foods,
factors nutraceutics, etc.)

» Besides we are
iInfluenced by many
factors
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How do we know what a
customer needs?

- .
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Marketing research process

Step 1: Formulating the problem

Step 2: Developing an Approach to the Problem

Step 3: Formulating a Research Design

Step 4: Data Collection (Field Work)
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Marketing research process

Step 1: Formulating the problem

iISAGE
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Formulating a research problem
In cross-cultural settings

« Comparability - similarities and differences

» Define the marketing research problem in terms of
domestic and foreign environmental and cultural factors.
Then, compare.

« Equivalence

* The problem must have the same meaning and role
across cultures.

* Must be measured using the same methods and
measures.
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Example of formulating the

problem in cross cultural
reseAarch

Sheep/Goat
meat consumers
and non
consumers

ES, FI, FR, GR, IT, TR, UK.

Management problem: Should we change the advertising
message, the product label?
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How Is Lamb consumption In
your country?

* Most people likes it?

 Traditional meal?

» Special occasions vs everyday meal?

* Popular cuts?

* |s it considered as a healthy meal? Authentic?
* How important is a “local” origin?

 Where do people buys it?

* Why do people do not eat lamb?

iISAGE
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Example of formulating the
problem in cross cultural research

Comparabillity:

« Familiar with Lamb consumption - special occasion (Christmas,
Easter).

» Different levels of interest in health

Equivalence:
« Popular cuts vary between countries
« Preference - local, except Finland

=> Consumer preferences - What are consumer preferences and
barriers regarding their consumption of lamb meat?
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Marketing research process

Step 1: Formulating the problem

Step 2: Developing an Approach to the Problem

iSAGE
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Step 2: Developing an
Approach to the Problem

« Marketing research = cognitive approach

« TWO main Vviews:

 Etic 2 Universal view

* Investigating many cultures, an absolute or universal
criteria applies.

 Emic - Culturally specific

« Examines the phenomenon from within the system (only
one culture).
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Marketing research process

Step 1: Formulating the problem

Step 2: Developing an Approach to the Problem

Step 3: Formulating a Research Design
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Step 3: Formulating a Research
Design

« Aresearch design is a framework or blueprint
for conducting the marketing research project.

 Affected by the nature of the research problem

* Quantitative: What?

* Qualitative: How? Why?

* Mixed: Enhance the scope
and comprehensiveness.
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Qualitative vs. quantitative
research

Qualitative Research

Quantitative Research

Objective

Process

Sample

Data
Analysis

Outcome

Examples

To gain a deeper understanding,
contextualize a phenomenon, the
why and how of things

Inductive, subjective, recurrent

Small number of non-
representative cases

Non-statistical

Develop an initial understanding,
theory development

In-depth interviews, focus groups
case studies

To quantify the data and
generalize the results from the
sample to the population

Deductive, objective, sequential

Large number of representative
cases

Statistical
Recommend a course of action

Surveys, Experiments

i
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Marketing research process

Step 1: Formulating the problem

Step 2: Developing an Approach to the Problem

Step 3: Formulating a Research Design

Step 4: Data Collection (Field Work)
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Qualitative research
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Qualitative research: Laddering
and means-end chain analysis

Interviewing technique that attempts to understand
and uncover the link between product attributes,
personal outcomes (benefits), and values - It is
achieved by repeating the following guestion:

Why Is this important for you?

concrete abstract functional psyco-sodial
product product consequences consequences . PSTuUmental term inal
attributes attibutes fenefit (benefit) Velues valies

product knowledge ' self knowledge

A POy
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Qualitative research: focus
groups
* Pre-screened, homogeneous group (per country)

* Requires a moderator, assistant, video/voice
recorder, comfortable place and refreshments

 Participants are encouraged to talk openly about
their opinions and respond to other members

* Audiovisual assistance might be used ¢35

* Everybody gets a chance to talk 2
 Focus on a specific topic ‘ i z
iISAGE T :




What we did?

Literature review: 143 papers on lamb/sheep consumption

Results:
- Gender differences

- Different consumer groups by use, taste
- Origin, cut, nutritional information - really important

Qualitative research

(-7 countries, regular & occasional ) (-7 countries, including non- )
consumers consumers
- Responsible for food purchasing - Responsible for food purchasing
- Between 25-65 years old y - Between 25-65 years old y
g Qualitative results y
ISAGE , - UNIVERSITA
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Qualitative results: focus
groups

“I prefer ‘arrosticini’ when I'm with my

friends, but for me and my family I “I must admit [ don’t cook much, just
usually cook the lamb in the oven” easy things, so regarding lamb, I
Situation usually buy chops that are very easy to
cook”

Safety . .

“Meat from young animals 1s purer and
has less hormones, so I trust to consume

more of it”

“I reduced the purchase of meat in

general...I usually purchase beef meat
because it is less fatty but I know that

“I would never consider buying lamb meat is better in terms of
sheep/goat meat from a supermarket or genuineness” Health
from a butcher whom I don’t know

personally”

Purchasing place

Sysis,  UNIVERSITA
2@ © POLITECNICA
¢/ DELLE MARCHE

iISAGE
iSAGE Training

' ‘ 21-22 October 2019 — Meknes, Marocco




Qualitative results

‘Cognitive structure of motivations to purchase
‘sheep/goat meat

FOOD AS ENJOYMENT

FEEL SATISFIED FEEL/PLEASURE HAVE TRUST
nr 17 nr 22 nr 32
12.0% 13.0% 12 0%

SAVE TIME OTHERS/FAMILY LIKE ' AY E INFORMATION ABOUT PRODUC

nr 88 - 63 0%
35.0%

EASY TO PREPARE & COOK

OWN HEALTH

nr 84
30.0%

STAY HEALTHY

nr 21
12.0%

SAVE MONEY

nr 89
36 0%

HIGH QUALITY,

nr 45
19.0%

n; 53 nr 76 nr 51 nr 5
17.0% 37.0% 28.0% 23.0%

VERSATILE UNIQUE TASTE NICE TEXTURE TENDERNESS ORIGI

nr 54 nr 65 nr 18
19 0% 29.0% 12.0%

FRESHNESS LESS FAT LESS EXPENSIVE
nr 54
19.0%
NICE APPEARANCE

NATIONAL ORIGIN

ISAGE UNIVERSITA
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Qualitative results

Cognitive structure of barriers linked to the
consumption of ewe/goat meat

nr 25 nr 21
23.0% 18.0%

OWN HEALTH TAKING CARE OF OTHERS/FAML

@

FEEL DISGUST FEEL UNSATISFIED

nr 19 or 95
13.0% 39.0%

WASTE TIME STAY NOTHEALTHY

nr 33
22.0%

NOT PART OF MY/FAMILY HABITS

or 46
31.0%

TOO EXPENSIVE FATTY STRONG SMELL STRONG TASTE

UNIVERSITA
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Results summary- MEAT

Non-consumers
Likes Dislikes MOthES

—— m e

Sh ee an d oa t . . 45 - AVOID HEALTH PROBLEM “s-gwsv
P 5 High cooking O
raised more ) ) " A
skills required
naturally
Less variety vor e
: and availabiljt

More genUIne y -TOO EXPENSIVE 130 - LOVELY ANIMAL
and authentic Taste not familiar .. A oo
to young people
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Quantitative research
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Quantitative research:
developing a questionnaire

- o

Communication Type of statistical
medium analysis
i ?
Need visual aid? What kind Qf data’
Categorical?
Continuous?

Remember: ask only relevant questions that will provide accurate information

ISAGE SAGE Toain "2 UNIVERSITA
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Our objective

* To Investigate
consumer preferences
on goat and sheep
meat and dairy
products by means of
a guantitative survey.

%;;\,-r—- 29



Steps to develop a good cross-
cultural questionnaire

* Check previous studies and literature

» Decide on the order and wording of questions and the
layout of the questionnaire
» Use specific questions related to the concept of interest
« Keep it simple - avoid “and”, “/”, “or”, double negations
 Avoid bias questions - desirability, leading

« Work with an international team (advisable)
 Translate and back-translate

» Select the sample

* Pilot test for omissions and ambiguity

« Correct the problems and pretest again, if necessary
iSAGE N
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Questionnaire structure

. Behavior/ . I Sociodemographic
Introduction Psychographics ] and geographic |

-Usage -Education
(frequency) —Lifestyle (e.g.: I —Employment
Screening -Acquisition like to try new -Rural vs Urban
questions: place (e.g. products)
Lamb/goat supermarket) -Motives (e.g.:
meat/cheese -Benetits/ easy to cook;
consumption, behaviors contains iron)
responsible (health) -2
for buying, no Choice
farmer, quota. experiment

g Thank you!
iSAGE SR
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Question formats

-Easier to answer, single dichotomy:

tabulate and analyze only 2 alternatives
- Respondents are

sot of directly comparal?le Multiple catesory:
- Mutually exclusive =

responses : More than 2
and exhaustive .
Question alternatives

types

Close-
ended: pre-

determined

Open-ended: |l - Provides detail information
respondents - Measure sensitive behaviors, verbatims
answer in - Used when too many responses are
their own possible.
words - Needs to be re-coded.

PASE UNIVERSITA
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Examples

« Open guestions

Will you please describe your thoughts about a person who shoplifts
items from a grocery store to keep from going hungry?

* Dichotomous Questions

Have you ever eaten lamb meat?
() Yes () No

 Multiple choice

Which of the following lamb cuts is your preferred one?
() Lamb chops () Lamb cutlets () Lamb leg () Other:

iISAGE
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Other liker scales

* Frequency

How frequently do you eat lamb meat in restaurants?
() Never ()Seldom  ()Sometimes () Often () Almost always

* Agreement
I choose products for their taste rather than for their nutritional value
() Strongly () Disagree () Neither agree () Agree () Strongly

disagree nor disagree agree

* Bi-polar scales
Familiar product () () () () () () () New product

iISAGE
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Who do you want to interview?

1) Who is your population?

- All people who might provide you “ *T,”
with key information > consumers “T * f
: ﬁ"opulaf”on
2) Sampling o

Teeee P LLLEL

Convenience Random Stratified
sample sample sample
ISAGE V. Sidd,  UNIVERSITA
i raining & f;'" "\ﬁ;\ < POLITECNICA
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Our stratified sample

 Based on Eurostat 2016/2017

e 7 countries

* Finland, France, Greece, Italy, Spain, Turkey and
UK

« Gender/occupation

 Female, Male

 Employeed, Unemployed, Retired/Student (inactive
population)

* Age
« 18-24, 25-34, 35-44, 45-54, 55-64 years old

iSAGE
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. UNIVERSITA
iSAGE Training

' 21-22 October 2019 — Meknes, Marocco

“ @8 ) POLITECNICA
98¢/ DELLE MARCHE

36



Additional filters

* Responsible or partially responsible for
household grocery shopping

* Not related to the food industry
» Specific filters:

* For meat - Lamb/goat meat consumers

* For cheese - Ewe/goat or mixed cheese
consumers

iSAGE

2 UNIVERSITA
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Methods: choice experiment
structure - MEAT

* 4 types of labels tested
reducing with

« Halal, Organic, Carbon footprint, PGI/PDO fheC:;b;r;wﬂ
®

* Choice experiment

e 12 choice sets, 9 attributes o oy e e

» Labeled: 4 alternatives
« Lamb leg, lamb chops, goat chops, Beef T-bone

A no-choice alternative

iSAGE el UNIVERSITA
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Labels per country

Labels/

Country

Finland

France Greece

Italy

3 (l ( z<
Halal RN
PDO/PGI
v'vg&::“;:é"v
Organic
YryvyY
| reducing with
the Carbon Trust
Carbon Son?
footprint ?
iSAGE | N UNIVERSITA
iSAGE Training POLITECNICA
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Choice experiment design for

Price

Slaughter

PDO/PGI

Organic

Low carbon
footprint

Fat content

Protein
content

iISAGE

@&

*Average price
*-30%

*+30%

*Halal

*None

*National

*EU

*Out of EU

PDO/PGI

*None

*Organic

*None

*Low carbon
footprint

*None

*Low fat

Fatty

*High protein
content

*None

*Ready to cook

*Normal

*Average price
*-30%

*+30%

*Halal

*None

*National

*EU

*Out of EU

*PDO/PGI

*None

*Organic

*None

*Low carbon
footprint

*None

*Low fat

Fatty

*High protein
content

*None

*Ready to cook

*Normal

iSAGE Training
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*Average price
*-30%

*+30%
*Halal
*None
*National
*EU

*Out of EU
*PDO/PGI
*None
*Organic
*None

*Low carbon
footprint
*None

*High protein
content

*None

*Ready to cook

*Normal

N o, [Linbles  Laubaops |Gostehups [BesiTbone

*Average price
*-30%

*+30%

*Halal

*None

*National

EU

*Out of EU

*PDO/PGI

*None

*Organic

*None

* Low carbon
footprint

*None

*Low fat

Fatty

*High protein
content

*None

*Ready to cook

*Normal

UNIVERSITA
POLITECNICA
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Choice experiment
INstructions

Imagine that it is a reqular weekday and you decided that you want to eat a dish based on some sort
of meat for the next meal with your family. You go to the usual place in which you buy meat and the

following alternatives are presented to you. If you want to see the image in more detail, you can zoom

on it by clicking on top of it.

Please click "BUY" on the image with the meat that you would like to buy the most. Then write
below how many trays of 500gr you would like to buy. If you think you would not buy any of the

options, then you can select the option "None".

o2 Graphic.php (650x449) - Google Chrome = (m} X

& https://univpmd3a.eu.qualtrics.com/ControlPanel/Graphic.php?IM=IM_5.. &

i P Halal that the animal must be fed I and given water pri
It you need to refresh the meaning of the la t’e' N S
- of slaughter (for this certification, animals are stunned). Their carotid
HALALF g Haiar

artery and windpipe must be severed by a razor-sharp knife by a single
swipe, toincur as less a pain as possible. Any flowing blood of the carcass

should be completely drained. The process develops while a Muslim
recites a prey (tasmiya or shahada).

Organic products must be produced in accordance with the best
environmental practices, a high level of biodiversity, the preservation of
natural resources, the application of high animal welfare standards and
a production method using natural substances and processes,

ce: European Commission Regulations §34/2007, E§9/2008 and 1235/2008

The Carbon footprint label shows that the producer has taken steps to
measure and reduce the resource footprint of their product, thereby
reducing cost and d ating a ¢ to |
sustainability.

ISAGE UNIVERSITA
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Choice experiment for meat

e s
LAMB LEG Prom GOAT CHOPS Poicn:
. Trgn: TE4.28 = ongn TET80
T s wowm | o0 | LAEE

BUY

Choice

set

BEEF T-BONE Price:
‘llg_n.l |

BUY
ACE T UNIVERSITA
i raining
21-22 October 2019 — Meknes, Marocco POLITECNICA
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Choice experiment for meat

the Carbon Trust

s

| carbon-label.com

GOAT CHOPS | price:
Origin: £7.80
QLI o« |

935!

A2 UNIVERSITA

iSAGE Training § b 2l POLITECNICA
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Choice experiment attributes

LAMB LEG
TR
iSAGE - | |
iSAGE Training

21-22 October 2019 — Meknes, Marocco
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Data collection for the meat
survey
 Data collected from Mid-March to mid-May, 2019

Country Respondents by May 14th,  Valid responses

2019
Finland 417 413
France 416 414
Greece 403 400
Italy 419 417
Spain 420 417
Turkey 405 391
UK 420 414

iSAGE
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Marketing research process

Step 1: Formulating the problem

Step 2: Developing an Approach to the Problem

Step 3: Formulating a Research Design

Step 4: Data Collection (Field Work)

UNIVERSITA
) POLITECNICA
v DELLE MARCHE
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Discrete Choice method

Respondents (Decision makers) are typically asked to choose their
favorite alternative among several hypothetical alternatives
(characterized from a certain numbers of attributes k;) in a sequence
of experimentally designed choice tasks.

The Purpose is to obtain estimates of the taste parameter vector [,
which contains marginal utilities of attributes.

Willingess-to-pay is measured by the ration of the marginal utility of

attributes and that of cost (price) Jttributes

Ky, ko, Kyooo Ko alt 1

brcsond .
MAKER 1 B] > kl/ k2/ k3/- ooy k] alt. 2

\‘ k. alt.n

ki, k), ks, ..,

iISAGE
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Results on sheep and goat
meat

ISAGE UNIVERSITA
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Results: meat cuts and type

“Beef is the reference category

Meat Finland France Greece Italy Spain Turkey UK

11U
11 1 -
1 n 1 1

we WL 10

5% significance level
iISAGE
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WTP Halal

3,00 2.74
(518.24)
2,50
2,00
1,50
1,00
0,50
~ B B
-0,58 -0.65
-1,00 (-£0.58)
s N L7
-1,47 2[NS
22,00 1,79 —

Y
B

=
-2ISO IJ
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i raining
‘ ‘ 21-22 October 2019 — Meknes, Marocco POLITECNICA

DELLE MARCHE ~ °




WTP National origin

6,00

5,00

3,00

2,00

1,00

0,00

iISAGE

3.28

i

5.54

[

4.35

iSAGE Training
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WTP EU origin

2,50

2,00

1,50

1,00

0,50

0,00

iISAGE

@b

+=

0.94

il

2.30

0.69
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WTP PGI/PDO

.—
2,00 - —
1.73
1.80 1.75 (b11.50)
1,60
1,40 I_I l_'
1.20 I
1,20 107 &=
1,00 0.88 21N
0,80 0.63
(£0.56)
0,60
0,40
0,20
0,00
iISAGE | N UNIVERSITA
iSAGE Training POLITECNICA
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WTP Carbon label

1,20

1,00

0,80

0,60

0,40

0,20

0,00
iISAGE

@b

0.54

[

0.88

iSAGE Training
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WTP Organic label
1,00 1B

3.54
3,50
3,00
B
2,50 -
1.99
2,00
152 rglae

’ (£1.07)
1,00
0,50
0,00

g iSAGE Training a8 UNIVERSITA
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WTP Less fatty

0.46
0,45
0,40
0,35
0,30
0,25
0,20
0,15
0,10
0,05
0,00

iISAGE
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WTP High protein content

0,00

-0,10

-0,20

-0,30

-0,40

-0.42

050

-0,60 -0.58
(-£0.51)

070 mlm

| AR
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WTP Ready to cook

1,00 I
0.53
0,50
0,00
-0,50 I
-1,00
-1.02
e
|
= o
-1,50 E—
o iSAGE Trainin UNIVERSITA
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Market Segmentation

The process of dividing a market
of potential customers Iinto
homogeneous sub-groups based
on different characteristics.

1. Latent class choice
experiment - most important
attributes and willingness to
pay (WTP)

2. Regress the class probability
by sociodemographic,
behavioral, knowledge and

psychographic variables
iSAGE

AN PO T
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WTP — France

Class 1 Class 2 Class 3

200 olma. B -

-6.00

-16.00
-26.00
-36.00
W Halal M National MEEU H |GP
Carbon M | ess fat M Organic
iSAGE
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Market Segmentation - France

Socio-
demographi Behaviour Psicographics Main
C attributes
Youn Eat lamb at motiIx—/IeGSa lt)};yanic
- 18-24 years  restaurants. No F 018 :
hipsters LS, no concerns National,
o old shoulder, buys at . . .
(51%) on quality/price, Organic,
the butcher 1
neophilic EU
<<Fr(?nt 45-54 years No lamb steak, buys Looks for taste,
Nationale» 14 t the f hob:
(14%) 0 at the farmer neophobic No Halal
55-64 years No restaurant, no  Price/quality
Bargainers old, no butcher, not for attentive, no
(35%) kids, low guests, prefer organic LS, no  National
income shoulder healthy motives and less fat
iISAGE

Saand  UNIVERSITA
2 @% 5 POLITECNICA

DELLE MARCHE !

iSAGE Training
' 21-22 October 2019 — Meknes, Marocco



Sheep/goat meat
summary findings

« Countries have heterogeneous preferences
between and within them.

» Most important attributes are origin (National is
oreferred over EU or abroad), Organic, and
GP/PDO label

* Preferences on attributes as Halal label, Ready
to cook format, High protein and fat content
depends on the consumer segment.

iISAGE
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Developing and testing
new products/recipes/cuts

iSAGE Saand  UNIVERSITA
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How to develop new products

* Focusing innovation on people needs

« Design new products/services etc. based on:
* What people need and want

* What people like or dislike

 In regards to production, packaging, marketing, retailing,
support, or all of them

iSAGE el UNIVERSITA
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We are all DESIGNERS!

iISAGE

Learn about
the audience
for whom you
are designing,
by observation
and inteview.
Who is my
user? What
matters to this
person?

Brainstorm
and come up
with as many

c ¢ creative
pc:ii?o?v?ew solutions as
that is based WS/CS; l?(lle.as
o reoec®  encouraged!
What are their
needs?

iSAGE Training

21-22 October 2019 — Meknes, Marocco

Build a
representation
of one or more

of your ideas to

show to others.

How can | show

my idea?
Remember: A
prototype is
Just a rough

draft!

Share your
prototyped
idea with your
original user for
feedback.
What worked?
What didn't?

UNIVERSITA
POLITECNICA
DELLE MARCHE




What to look for

* Add

» Substitute

« Combine

Adapt

Modify (significantly)
Put to new/other uses
Eliminate

Simplify

iSAGE S UNIVERSITA

2 POLITECNICA
DELLE MARCHE
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New recipes and restaurant
menus

 In most countries, Master Chef and similar TV
show are increasingly popular.

 Using chefs with new recipes and menus is a
great way to popularize sheep/goat products
and to make them more ‘trendy’

* Events with cooking shows are great occasion
to both promote and test new
products/menus/recipes

¢ POLITECNICA
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Testing new products

« Lab experiments:
« Sensory panels
« Acceptabillity testing
* Other lab experiments

* Fleld studies:

* Experiments in real contexts:
« Supermarkets, shops
* Restaurant
 Homes

e Surveys

iISAGE
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MENU 21 Settombre 2018
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Slow Meat taste Lab at
Terramadre 2018

UNIVERSITA
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=y
Cracid™

'Mefci!

Thank you for your attention!

Gtaz'xe\- B

- -

zanoli@agrecon.univpm.it
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Choice experiment design for

Aged cheese A Aged cheese B Fresh cheese A Fresh cheese B

Milk source

Pasteurised

Salt content

Organic

Origin

PDO/PGI

Price

iISAGE

@&

*Ewe

*Goat

*Cow
*Mixed
*Pasteurised
*Raw

*Animal rennet
*Non animal rennet

*Low salt
*None
*Organic
*None
*National
EU
*PDO
*None
*Average price
*-25%
*+25%

*Ewe

*Goat

*Cow
*Mixed
*Pasteurised
*Raw

*Animal rennet
*Non animal rennet

*Low salt
*None
*Organic
*None
*National
EU
*PDO
*None
*Average price
*-25%
*+25%

iSAGE Training
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*Ewe

*Goat

*Cow
*Mixed
*Pasteurised
*Raw

*Animal rennet
*Non animal rennet

*Low salt
*None
*Organic
*None
*National
EU
*PDO
*None
*Average price
*-25%
*+25%

*Ewe

*Goat

*Cow
*Mixed
*Pasteurised
*Raw

*Animal rennet
*Non animal rennet

*Low salt
*None
*Organic
*None
*National
EU
*PDO
*None
*Average price
*-25%
*+25%

UNIVERSITA
POLITECNICA
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Choice experiment for cheese

Fresh cheese A Aged cheese A Fresh cheese B Aged cheese B
Milk source: Milk source: Milk source: Mixed Milk source: Mixed
Ewe milk Ewe milk goat and cow milk goat and cow milk
Raw milk Pasteurized Raw milk Pasteurized
Animal rennet Non-animal rennet Animal rennet Non-animal rennet
. Low salt - Low salt
i ; i None
Origin: EU Ot UK. Ongin. UK Origin: UK
Price: 5.57 euro Price: 4.28 euro Price: 3 euro Price: 7.95 euro
e , N UNIVERSITA
iSAGE Training POLITECNICA
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Preliminary results: cheese type

*None is the reference category

Finland France Greece Italy Spain Turkey UK

ﬁiiie " " I I " " I
fresh I I " I I I I

5% significance level
iISAGE
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WTP Cow milk

-+ L2
' 0 (-£0.48)
— 0,56
0,40 (-1.67)
0,25
0,20
0,00
-0,20
-0,40 0,36 -0,35
]
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WTP National origin

2,50 u
200 o
.—
[
1,50
1,23
1,00
- =
0,68 1IN
0,55
0,50 (-51.98) (-£0.24)
0,30 0,27
0,00
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WTP PDO

3,50

3,00

2,50

2,00

1,50

1,00

0,50

0,00

2,93
L
e
u 2,22
1,86
J NN L7
-I: e S
x
0,69 (£0.49)
(12.11) 0,56
0,32
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WTP Pasteurization

1,40 1,29
1,20 o
|
1,00
N L7
050 S
u 0,63 (£0.45)
0,40 0,35 (51.79)
0,27
0,20
0,00
-0,20 .
-0,22
w0
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WTP Organic

T

2,64
B —
2,50 -
2,11 &
2 00 i
1,50 1,40
N L7
b AN
1,00 0,89
C+ (£0.54)
0,63
050 ®1.92)
0,29
0,00
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WTP Low salt

1,00 0.95

0,92
0’90 i
|
0,80

0,70
0,60

0,50 0,46 N L7
2N

0,40 (£0.26)
0,30

0,22

0,20 (£0.74)
0,11

0,10

0,00

ISAGE UNIVERSITA

¢ POLITECNICA
&/ DELLE MARCHE

iSAGE Training

21-22 October 2019 — Meknes, Marocco 83




WTP Vegetable rennet

N L7
2NN
0,60 (£0.38)
-+ - 0,44
Cx
0,40 0,31
(1.07)
0,20 0,16
0,00
-0,20
-0,40
-0,60
_0180 —O, 76
-1,00
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