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D 6.1.1 – Consumers’ appreciation report  

Description of the task 

Digital sensorial panels  

Sensorial panels of trained participants are the most adequate method to determine potential 

consumers’ interest toward a product. However, these tend to be expensive and cover only a small 

set of the potential consumers. The use of digital tool to reach out to a panel of users is a recent 

evolution of the same principle to connect with more consumers. A service provider will be involved, 

able to activate specific CAWI (computer assisted web interviewing) stratified panels in each of the 

countries involved in the project. The service provider will receive the questionnaires from the WP6 

leader and will be responsible to obtain the surveys from all six countries using representative panels 

of potential consumers.  

Multiple-choice questions will be used in the surveys and results collected in a database format onto 

MEL.  

1. In the first round, 200 respondents per country will be sought to provide opinions on a 15 

minutes survey. A set of 20 images showing various products packages will be presented. A 

total of 5 traditional foods and malt products will be presented, each with 3 different packages 

and telling the “story” of their agro-ecological production using different key words. In 

addition, 5 “check” foods representing well established commercial brands will be also 

included. Two questions will be asked for each image: what “emotion” the image has 

generated (1st and 2nd wave) and what is the level of interest in purchasing this product (2nd 

wave). The scores for the “check” product will be used to normalize the data across 

respondents.  

2. The second survey will then be set up, this time involving 100 respondents per country. In this 

case, only the best 5 voted image and “story” will be shown but for each one, three different 

nutritional labels will be presented, each giving priority to a different dietary element. Five 

“checks” will also be included, showing their actual nutrition labels. Again, the digital 

consumers will be asked to define the “emotion” that the image generates in them from a set 

list, and how likely are they to purchase that specific product and with which price premium. 

3. 10 consumers per country shall receive in their homes a sample of products: they will be asked 

to follow a simple recipe to cook them and taste them. Questionnaires will be administered 

to gather their appreciation. The final question will check their willingness to pay, and the 

conditions (product characteristics, packaging, etc.) that influence this aspect. 
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Description of completion 

All Countries completed the first two wave surveys, sharing the results, whereas only Italy and Croatia 

fulfilled the third one.  

Justification of delay 

A 20 days delay I sdue to time needed to elaborate the data and the wait for the expected results 

(third wave) from the other Countries. 

Executive summary  

• The first wave survey has proven to be very useful, and the possibility to interview, in parallel, 

a significant set of respondents in all six countries provided very interesting information. The 

survey, confirmed by smaller – scale surveys performed in Italy, proved that the products 

could be usefully brought to the market by associating, on pack and other communication 

media the value elements of mountain production and female cooperative production, with 

the elements of connection with nature, happiness and a «healthy» feeling. Of course, 

communication on health is strictly ruled and this should be taken into account, by expressing 

messages according authorised claims and by evocative images (in Europe, claims are ruled 

by Efsa). 

• The second wave survey confirmed the role of healthy food, but mostly points out the 

relevance of taste as a purchase driver, as well as ethical and eco-friendly production 

methods. Taste can be an element of the appreciation of a visit to the mountains, which is a 

hedonistic element. And when the product has the preferred characteristics, a price premium 

is acceptable for most respondents. As far as nutrition is involved, particularly a higher percent 

of proteins and fiber can be preferred and should be evidentiated in communication. Price is 

always a relevant element, but a significant share of respondents was ready to accept some 

price premium in exchange of the key value elements of the project: nature, tradition and the 

safeguard of the mountain natural and social environment. 

• The third wave survey has been up to now performed only in Italy and Croatia, and revealed 

a good appreciation of the product, acceptance of its values and of a small price premium. 

 

Description of the activities  

a) FIRST WAVE SURVEY 

In the first wave survey, 200 respondents per Country were asked to provide opinions on images 
showing various products packages. A total of 5 traditional foods and malt products were shown 
(pasta, couscous, barley flour, malt drink and bread), each with 3 different packages and telling the 
“story” of their agro-ecological production using different key words, such as: soil, self produced 
fertilizers, female farmers, ecology and harmony with nature. Two questions were asked for each 
image: what “emotion” the image has generated and what is the level of interest in purchasing this 
product.  
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Figure 1 – The images of possible simplified packs shown to respondents 

 

Table 1 – Sentences on the pack, according to which respondents were asked to select emotions  

 

Table 2 –List of possible emotions among which respondents were asked to choose 3, for each 

image 

 

 

 

 

 

 

 

 

 

Pasta Malt drink Couscous Barley flour Bread

2

"Soil is a delicate ecosystem: we 

treat it with care and respect" 6

"The eco-friendly drink from soil-

respectful practices" 10

"Made with care by mountain 

female farmers who respect the 

soil ecosystem" 14

"Give your recipes an eco-friendly 

touch with soil-respectful barley" 18

"This bread comes from a 

production system that uses soil 

respectful techniques"

3

"We produce our own fertilizers, 

that are sustainable and 

environmentally friendly" 7

"With the strength of eco-friendly 

mountain barley" 11

"From strong, sustainable 

durum wheat thanks to 

internally produced fertilizers" 15

"Gentle and fragrant, from barley 

grown in harmony with nature" 19

"This bread comes from "closed - 

loop" agriculture: we produce our 

own fertilizers, that are sustainable 

and environmentally friendly"

4

"Produced via agroecology 

principles, to ensure a 

sustainable future" 8

"A sip of nature, from agro-

ecological malt" 12

"Produced in harmony with 

nature, thanks to the 

application of agroecological 

techniques" 16

"The barley for this flour is grown 

following agro-ecological 

principles, for a better future" 20

"We follow agro-ecology principles, 

to ensure a sustainable future"

2

"Il suolo è un ecosistema 

delicato: lo trattiamo con cura e 

rispetto" 6

"La birra ecologica da coltivazioni 

rispettose del suolo" 10

"Realizzato con cura da 

produttrici agricole che 

rispettano l'ecosistema del 

suolo" 14

"Date un tocco ecologico alle 

vostre ricette, con l'orzo coltivato 

nel rispetto del suolo" 18

"Questo pane deriva da coltivazioni 

che impiegano tecniche rispettose 

del suolo"

3

«Produciamo in azienda i nostri 

ferilizzanti, che sono sostenibili e 

amici dell'ambiente» 7

"Con la forza dell'orzo ecologico di 

montagna" 11

"Da grano duro forte e 

sostenibile grazie ai fertilizzanti 

naturali auto-prodotti" 15

"Gentile e aromatica, con orzo 

coltivato in armonia con la 

natura" 19

Questo pane proviene da una 

produzione agricola «a ciclo 

chiuso»: produciamo da soli i 

fertilizzanti che usiamo, in modo 

sostenibile e amico dell’ambiente

4

"Prodotta secondo i principi 

dell'agroecologia, per assicurare 

un futturo sostenibile" 8

"Un sorso di natura, da malto 

prodotto con tecniche agro-

ecologiche" 12

"Prodotto in armonia con la 

natura, grazie all'applicazione di 

tecniche agroecologiche" 16

"L'orzo con cui è fatta questa 

farina è stato coltivato secondo i 

principi dell'agro-ecologia, per un 

futuro migliore" 20

"Seguiamo i principi 

dell'agroecologia, per assicurare un 

futuro sostenibile"

Italian

English
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The choice of products to be shown, even before each cooperative’s project products were made, 

was done according to several considerations, that are listed in the table below. 

 Table 3 – Reasons for the choice of products for the survey 

Product Reason 

Pasta Made with durum wheat only, it’s a staple food in Italy, and consumed in all the 

world. Its unit price can be very low, and its characteristics very basic, although 

consumers are used to differentiation strategies and to the presence of niche 

products. It is interesting to observe how claims regarding the pluses brought 

about by the MountainHER project can affect the preception of a very 

traditional, common food product. 

Malt drink Malt, made with barley, os a key ingredient, but not the only one, of beer. The 

chatacteristics of the malt drink consumers segments, especially as regards 

beer, is different, often including a higher share of men and young persons. The 

scope in this case is to test the effect – on the perception of consumers for this 

very specific product - of claims on environment-friendly choices, and on the 

production on mountains, by a female cooperative. 

Couscous Similarly to pasta, also couscous is a staple food, with elements of vertical 

differentiation in local markets. Also in thgis case, it is interesting to evaluate 

the impact of the very specific differentiation elements brought about by the 

MounainHER project. 

Wholemeal 

barley flour. 

The consumers target changes again: barley flour is an ingredient, therefore it 

affects not only persons who are responsible for the purchase of food for their 

family, but the subset of them that also cooks, and uses flours. The cooking 

activity is no longer present in all families, as the diffusion of ready-to-eat 

products confirms. 

Wholemeal 

bread 

Some countries see a decrease of bread consumption in quantity, but an 

increase of interest in «speciality bread». It is interesting to evaluate how this 

trend applieas to different ways to communicate a potential MountainHER 

bread. 

 

b) SECOND WAVE SURVEY 

The purpose of the second wave survey was to analyze the response of 100 people per Country, 

aiming to better understand consumers’ interests in the ethical, environmental and social values 

embedded in these products, as well as their willingness to purchase them regularly, based on the 

emotions these characteristics evoke. 

Respondents were firstly asked who is primarily responsible for grocery shopping within their 

household, to ensure that all answers come from aware shoppers. Then, consumers were demanded 
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to ask specific questions on the characteristics sought in food products, on a Likert scale from “not 

interested” to “very important”, and how much they would be willing to pay for them.  

As the previous survey, consumers were shown five products and were asked, for each image, to 

indicate how did the feel. They were presented with a list of emotions, and for each one, they had to 

choose whether they felt it “not at all”, “a little”, or “intensely”. And, related to the images, 4 different 

nutritional labels for each image were presented. Consumers were asked to select the most preferred 

one, how frequently would they be willing to purchase those products and how much would they be 

willing to pay for them.  

 

Figure 2 – Images and nutritional tables shown to consumers 
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Finally, the third wave survey was submitted to just 10 consumers per Country, that were asked to 

try to replicate at home a recipe of a sample of the chosen product and taste it. The survey aimed to 

check their willingness to pay, and the conditions (product characteristics, packaging, etc.) that 

influence this aspect. 

 

Respondents  

The first wave survey was submitted to 200 respondents per Country, the second wave to 100 

respondents per country, the third one to 10 respondents per country. In the first two wave, a good 

balance has been sought as regards age and gender, whereas, in order to obtain – as regards 

willingness to pay and willingness to purchase - by persons that could actually afford to perform the 

purchasing act, a quotas restraint has been introduced as regards education, focusing on large 

majority of respondents with a university degree and only a small share of respondents with a high 

school degree. 

No quotas were given to the respondents of the third wave surveys.  

In the two countries where this was performed as of June 19th, 2025: 

- For the Croatian product, the flour was chosen. Respondents were 10 women, age between 

18 and 70, living either in small cities or in rural areas, not working in the food industry, with 

high school and university education (50% each). 

- Italy chose durum wheat semolina. Respondents were 6 women and 4 men, age between 26 

and 65, 1 living in a rural area, 9 living in a city, 5 with high school education and 5 with an 

university degree. 
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Results  

1. According to the analysis of the first wave survey, besides underlining the production on 

mountains, by a female cooperative, communication should be focused on the following 

themes: Health, Nature, A happy mood. 

 

 

 

 

 

 

 

 

 

 

Figure 3 – The most chosen sensations in the wave 1 survey 

Table 4 – The most chosen sensations by country 
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These sensations are distributed rather transversally between the different segments, even if we can 

notice: 

• a slightly higher percent of consumers living in Algeria, Morocco and Tunisia 

• the repartition according to gender is almost the same as overall respondents (slightly higher 

percent of females) 

• a slightly higher percent of younger consumers 

• a slightly higher percent of persons living in large cities 

• A slightly higher percent of persons with a University degree 

 

2. The second wave survey showed that most respondents with a high educational degree care 

about ethical, environmental, and health-related values in food products. Therefore, 

communication about MountainHER products should focus on the following elements: ethics, 

low environmental impact techniques, and health benefits, conveying the following messages: 

“connection with nature,” “tradition,” “agroecological techniques,” and “respect for soil.” 

Also through imagery, the following values and experiences should be evoked: tradition, 

belonging, respect for labor and the land, and a feeling of happiness. 

From a nutritional standpoint, it is important, both in recipe development and communication, to 

highlight the following nutritional elements: fiber and proteins. In terms of gender and age, carbs 

and proteins are more sought after by men and younger individuals, while a high fiber content is 

preferred by women and older age groups. 

Many are willing to pay up to 10% more for products that have these qualities, and there is also a 

share of respondents who would pay more.  

Tasty food products are appreciated by everyone, and a good taste is taken for granted. Therefore, 

tasty features in the survey are often outperformed by products that offer health benefits or are 

made with respect for workers and the planet. For this reason, consumers have shown a greater 

willingness to pay a higher price for such products, whereas they may not be inclined to pay more 

for simply flavorful items. 

When considering pricing, it is reasonable to assume that if the product possesses the highlighted 

characteristics and is well communicated, a price premium of 10%, and even something more, 

compared to a similar competing product, could be applied. 

Lastly, awareness of agroecology was found to be rather low, but many respondents (especially 

younger people and those in Italy, Tunisia, and Morocco) were interested in learning more. The 

advise, from this point of view, is to organise communication moments targeted to consumers 

and farmers. 

3. The third wave survey results showed that:  

- Croatia: The MountainHER flour was rated very positively in the survey, with most 

respondents expressing high satisfaction with its qualities. The flour provided a significantly 

improved texture and taste of the dough, resulting in homemade products achieving a better 

result compared to those prepared with commercial flour.  



 

9 
 

5 respondents stated that they would probably buy this flour, 5 answered that their decision 

would depend on the product’s price, 1 that it would depend on the products availability. 

All respondents expect this flour to be sold at a higher price, and 5 of them place their expected 

price at 1.20-1.40 euros per kg, 3 of them: 1-1,20 €/kg, 2 of them: 0,8-1€/kg 

The main reasons for this pricing are linked to the fact that urban consumers may have access to 

mountain grains (“strongly”+”somewhat” agree: 90%), that mountain farming is linked to more 

“natural” products (80%), that the grains production is keen on respecting the environment 

(100%), and the creation of jobs on mountains for women and young people (70%). 

- Italy:  the product is sufficiently good. Since Northern Italian recipes mostly use common 

wheat, it can be useful to enrich a common wheat recipe and must be used in mixture with 

common wheat flour. 

Respondents stated that they would probably buy this flour, 1 answered that their decision would 

depend on the product’s price. All respondents expect this flour to be sold at a higher price, and 

8 of them place their expected price at 3-4 euros per kg, 2 of them at 2,5-3 euros per kg. 

Respondents agree with all the proposed possible reasons for a higher price, and mostly with the link 

with tradition, and the role in helping fighting mountain abandonment. A comment was that they 

would prefer to buy ready bakery products, such as biscuits and other products. 

 

More details can be found in the powerpoint analysis of the three surveys and in the second wave 

survey report. 
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APPENDIX – QUESTIONNAIRES  

1st wave 
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2nd wave 
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3rd wave 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 


