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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. 

 

Description of completion 

• The questionnaire was shared with partners, and then a preparation phase was begun with 

the service provider Toluna. The offline version of the survey was tested and fine-tuned. 

• The fieldwork started on April 9th and was completed on April 28th, 2025 

Justification of delay 

The delay was due to the data elaboration activity. 
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MountainHER 2wave survey analysis 

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

aiming to better understand consumers’ interest in the possible packaging information on the ethical, 

environmental, social and also nutritional values embedded in these products, as well as their 

willingness to purchase them regularly, based on the emotions these characteristics evoke. 

The fieldwork was performed by a service provider, as planned in the project, that followed the 

instructions and requests of the task leading team, and the CAWI interviewing method was used. 

Respondents, therefore, filled in an online questionnaire, which was written firstly in English for 

discussion among partners, and then translated into Italian, Croatian and Arabic (for Lebanon, Algeria, 

Morocco and Tunisia). 

The fieldwork provider was requested to obtain balanced answers (soft quotes) as regards a few key 

variable, such as gender and age, whereas hard quotas were requested as regards: the responsibility 

for food shopping, education (preferably university, to intercept consumers that can afford to pay a 

price premium, if they deem it correct in connection with the perceived value. As regards age groups, 

the task team endowed fieldwork providers with official data on local population, for all six countries. 

The gender balance was therefore, achieved, and respondents were well distributed among age 

groups. 

 

Table 1 : Number of respondents by gender 
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The survey was divided into three interconnected sections: generic/demographic overview, an 

exploration of consumers’ interests in specific characteristics embedded in the food products (plus 

their willingness to pay for them) and, eventually, a comparison between different nutritional labels 

as well as their corresponding willingness to pay. 

Respondents were asked who is primarily responsible for grocery shopping within their household, to 

ensure that all answers come from well aware shoppers. Of course, not responsible respondents were 

not accepted. 

From the graph, an homogeneous pattern can be seen.  
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Table 2: Number of respondents by age group 

Table 3: Primarily responsible consumers for grocery shopping 
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The men of the sample respondents are frequently sole responsible for food shopping, with some 

differences among countries. 

Among Algerian and Lebanese respondents, men are in charge of running errands. On the contrary, 

responding women in Tunisia seem to have the control over the grocery shopping.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Conteggio di RECCOUNTRY - Country Country

S1 - In quale genere si riconosce maggiormente?S5 - Nella sua famiglia, chi Ã¨ il responsabile degli acquisti di prodotti alimentari?Algeria Tunisia Italy Lebanon Croatia Morocco Total

Woman I am the sole responsible 7% 27% 20% 11% 15% 20% 100%

I am one of the responsible family members 23% 7% 14% 23% 19% 14% 100%

Woman Totale 15% 17% 17% 17% 17% 17% 100%

Male I am the sole responsible 15% 19% 18% 20% 10% 18% 100%

I am one of the responsible family members 22% 14% 14% 13% 23% 15% 100%

Male Totale 18% 16% 16% 16% 16% 16% 100%

Total 17% 17% 17% 17% 17% 17% 100%
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Table 4: Primarily responsible consumers according to gender 

Table 5: Primarily responsible consumers according to Country of origin  and gender 
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Consumers were demanded to answer specific questions on the characteristics sought in food 

products, on a Likert scale from “not interested” to “very important”. 

 

The survey respondents seem to be more interested in their products being tasty (very important + 

rather important: 92%), healthy (89%), produced in an ethics-oriented company (85%) and with eco-

friendly techniques (67%). After these, other important features are traceability, affordable price, and 

being organic. The least important feature is that the product is local (which, nevertheless, is deemed 

as either very or rather important by 42% of respondents). 

 

This shows that, no matter the product, country, age, or gender, people always want food to taste 

good. This means that also local producers always need to guarantee, first of all, a high and constant 

organoleptic quality of the food they make. Parallel interviews, performed during product tests, 

associate mountains also to pleasurable moments, and the presence of these hedonistic aspects can 

support value perception. 

 

The color scale in the table also helps to quickly notice which features are most and least important 

(green means a higher number of interested respondents, while red indicates a lower one). It is 

interesting that being affordable is important than being ethical or sustainable, showing that many 

respondents may be willing to spend more for quality and values. This is also influenced that the fact 

that respondents are selected to have a higher-than-average education level.  

 

The characteristics mostly chosen were crossed in relation to age and gender.  

1. Healthy and nutritional elements (89%):  
 

It is interesting to underline how young adults (35-44 years old) (58%), show greater concern for health 

and nutrition, while younger consumers seem to be less bothered by this characteristic. 

Not 

interested

Not very 

important Indifferent

Rather 

important

Very 

important Check

rather+ 

very

Healthy nutritional elements 4 57 7 211 321 600 89%

Produced with eco-friendly techniques 22 141 38 248 151 600 67%

Local, km0 products 46 186 115 168 85 600 42%

Tasty 4 30 12 243 311 600 92%

Produced in an ethics - oriented company 9 61 22 228 280 600 85%

Organic 32 167 54 214 133 600 58%

Very affordable price 15 189 43 213 140 600 59%

Traceable 24 141 48 222 165 600 65%

Table 6: Likert scale on characteristics sought in food products 
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2. Eco-friendly techniques (67%): 
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Table 7: Health and nutritional elements per age group 
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Table 8: Eco-friendly characteristics per age group 
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The table shows a slight peak of interest from 55-65 age group.  

 Croatian male respondents are not  much concerned about their products being produced with eco-

friendly techniques. 

 

 

  

  

 

 

 

 

 

 

 

 

 

 

Eco-friendly x gender and country S8_2 - Devono essere stati prodotti con tecniche a basso impatto ambientale - Quanto ritiene importante che i prodotti alimentari che acquista abitualmente abbiano le seguenti caratteristiche?

Country S1 - In quale genere si riconosce maggiormente?Indifferent Not interested Not very important Rather important Very important Total

Algeria Woman 16% 5% 27% 30% 23% 100%

Male 5% 2% 25% 39% 29% 100%

Tunisia Woman 0% 2% 8% 38% 52% 100%

Male 0% 4% 20% 46% 30% 100%

Italy Woman 0% 4% 22% 52% 22% 100%

Male 12% 2% 16% 52% 18% 100%

Lebanon Woman 4% 0% 20% 46% 30% 100%

Male 10% 4% 24% 28% 34% 100%

Croatia Woman 8% 6% 36% 38% 12% 100%

Male 10% 14% 40% 28% 8% 100%

Morocco Woman 4% 0% 24% 44% 28% 100%

Male 8% 2% 20% 54% 16% 100%

Total 6% 4% 24% 41% 25% 100%
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Table 9: Interest in eco-friendly techniques per gender and Country 

Table 10: Interest in eco-friendly techniques analysis per gender and Country  
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3. Ethics-oriented production (85%): 
 

 

 

 

 

 

 

 

 

 

 

Even in this case, a linear response pattern can be observed, but with a peak of interest from the 35-

44 age group. 

In terms of gender, there is not a significant difference noted in relation to ethical considerations.   

 

4. Price (59%): 
  

 

2% 1% 2% 1%
3%

5%
2%

4%

12% 11%
7%

12%

37%

31%

44% 45%46%

52%

46%

38%

0%

10%

20%

30%

40%

50%

60%

25-34 years 35-44 years 45-54 years 55-65 years

Not interested Indifferent Not very important

Rather important Very important

Affordable price x gender and country S8_7 - Devono avere il prezzo piÃ¹ basso possibile - Quanto ritiene importante che i prodotti alimentari che acquista abitualmente abbiano le seguenti caratteristiche?

Country S1 - In quale genere si riconosce maggiormente?Indifferent Not interested Not very important Rather important Very important Total

Algeria Woman 9% 5% 34% 23% 30% 100%

Male 9% 2% 23% 36% 30% 100%

Tunisia Woman 0% 2% 20% 40% 38% 100%

Male 14% 0% 42% 34% 10% 100%

Italy Woman 2% 6% 38% 32% 22% 100%

Male 8% 4% 30% 44% 14% 100%

Lebanon Woman 6% 0% 30% 38% 26% 100%

Male 4% 4% 26% 40% 26% 100%

Croatia Woman 6% 2% 34% 36% 22% 100%

Male 14% 2% 40% 34% 10% 100%

Morocco Woman 6% 2% 28% 34% 30% 100%

Male 8% 2% 34% 34% 22% 100%

Total 7% 3% 32% 36% 23% 100%

Table 11: Interest in ethics-oriented production analysis per age group 

Table 12: “Price sensitivity” per gender and Country 
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Respondents were asked to give an opinion on a product having the cheapest price option.  

For Italy and Algeria, women appear to be less concerned about costs, whereas in Tunisia and Croatia, 

men show greater concern. In Lebanon and Morocco, both genders express concern about price.  

 

 

 

 

 

 

 

 

 

 

 

Regarding the age category, younger respondents show a clear preference for frequently purchased 

products to have the lowest price. 

5. Tastiness (92%)  

With the highest score, the interest in taste peaks with 58% “very important” among the 55–65 age 

group. 
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Table 13: Price as a choice variable, per age group 

Table 14: Degree of interest for taste per age group 
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In terms of gender, there is not a significant difference. 

The question regarding the willingness to pay was, of course, not asked to the consumers who had 

answered “rather important” or “very important” to the question about the interest in price as a 

choice variable. The other respondents were asked to consider a product reflecting the values they 

are interested in and, in this case, to state the price premium they would be ready to pay, by choosing 

among a few given options (see the questionnaire in the Appendix for more details).  

In this case, the analysis of answers was performed by considering the sub-groups of respondents 

according to the degree of importance assigned to each quality variable, for food products, in the 

previous question. 

1. Health:  
For a frequently purchased product that might benefit health, respondents would accept to pay for a 

price 10% higher or 30% higher.  
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Table 15: Willingness to pay of consumers according to their interested in the health aspect of food products 
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2. Eco-friendly food products 
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Table 16: Willingness to pay of consumers according to their interested in the health aspect of food products , by 
country 

Table 17: Willingness to pay of consumers according to their interested in the eco-friendly aspect of 
food products 
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3. Ethically produced food product: 
 

 

 

 

 

 

 

 

 

 

 

According to the table above, for those specific characteristics, a significant share of consumers would 

accept to pay for a price 10% higher.  
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Table 18: Willingness to pays for an eco-friendly food product per Country 

Table 19: willingness to pay for an ethical made food product 
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4. Tastiness:  

Finally, For a frequently purchased product that is tasty, a rather large share of respondents would 

accept to pay for a price 10% higher. 
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Table 20: Willingness to pay for an ethically made food product per Country 

Table 21: Willingness to pay for a tasty food product, according to the degree of interest 
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Eventually, the general results show that a rather large share of consumers would be willing to pay 

10% (and even more) more for food products that feature the preferred characteristics . 
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Table 22: willingness to pay analysis for a tasty food product per Country  

Table 23: total willingness to pay for food products with the characteristics analysed 
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Agroecology is one of the core aspects of the MountainHER holistic approach, therefore the 

opportunity has been seized to investigate consumers’ awareness and degree of curiosity for this 

aspect. 

The largest group of respondents (27%) reported having no prior knowledge on the topic but 

expressed interest in learning more. Overall, those who would appreciate more information are 59%. 

This suggests the planning and performance of initiatives aimed at increasing consumers’ awareness, 

to attain a deeper value appreciation.  
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Table 24: Distribution of respondents according to their awareness and attitude 
towards agroecology 
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In Morocco and Tunisia, 

instead, consumers show 

greater familiarity and 

interest in learning more. 

 

 

 

 

 

 

 

Younger respondents (44 and below) are keener to learn about this topic.  
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Table 25: Agroecology awareness per Country 

Table 26: Agroecology awareness per age group 
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At this stage of the survey, consumers were shown five products and are 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”. 

1. IMAGE 1:  

 

 

As shown in the table above, the emotion strongly felt is “healthy”, chosen by 89% of the participants. 

This is followed by “pleasantly surprised” (84%), “happy” and “connected with nature” (both 82%), 

“curious” (77%), “inspired” (75%), and “hungry” (74%). These results show that people had mostly 

positive emotions about the products. 

On the other hand, the least felt emotion is “disgusted”, with only 24% of respondents choosing it. 

.  

2. IMAGE 2 

I do NOT feel this emotion (1)I feel this emotion a little (2)I feel this emotion intensely (3)Check a little + intensely

Fascinated 169 261 170 600 72%

Indifferent 337 185 78 600 44%

Hungry 158 290 152 600 74%

Disgusted 429 115 56 600 29%

Happy 108 254 238 600 82%

Disappinted 406 131 63 600 32%

Connected with nature 106 205 289 600 82%

Frustrated 396 140 64 600 34%

Healthy 66 238 296 600 89%

Unhealthy 344 160 96 600 43%

Guilty 425 121 54 600 29%

Pleasently surprised 95 247 258 600 84%

Nolstagic 181 223 196 600 70%

Modern 181 263 156 600 70%

Curious 136 249 215 600 77%

Doubtful 316 217 67 600 47%

Inspired 150 263 187 600 75%

Bored 339 165 96 600 44%

I do NOT feel this emotion (1)I feel this emotion a little (2)I feel this emotion intensely (3)Check a little + intensely

Fascinated 146 270 184 600 76%

Indifferent 380 161 59 600 37%

Hungry 168 269 163 600 72%

Disgusted 441 98 61 600 27%

Happy 112 245 243 600 81%

Disappointed 435 110 55 600 28%

Connected with nature 98 208 294 600 84%

Frustrated 445 118 37 600 26%

Healthy 74 225 301 600 88%

Unhealthy 392 131 77 600 35%

Guilty 448 103 49 600 25%

Pleasently surprised 85 223 292 600 86%

Nolstagic 189 221 190 600 69%

Modern 145 260 195 600 76%

Curious 133 257 210 600 78%

Doubtful 379 158 63 600 37%

Inspired 133 242 225 600 78%

Bored 402 142 56 600 33%

Table 27: Image 1 and list of evoked emotions 

Table 28: Image 2 and list of evocated emotions 
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The table shows high percentages for positive emotions. The most felt 

emotion is “healthiness”, with 88%, while the least felt is “guilt”, with 

only 25%. 

 

 

 

 

 

 

3. IMAGE 3 

 

 

 

The third image provoked similar positive emotions, with a slight peak in the feeling of “connection 

with nature”, reaching 84%. As in the other graphs, the lowest score is for “disgusted”, at 24%. 

I do NOT feel this emotion (1)I feel this emotion a little (2)I feel this emotion intensely (3)Check a little + intensely

Fascinated 172 257 171 600 71%

Indifferent 392 130 78 600 35%

Hungry 169 256 175 600 72%

Disgusted 455 96 49 600 24%

Happy 134 219 247 600 78%

Disappinted 453 98 49 600 25%

Connected with nature 99 229 272 600 84%

Frustrated 428 113 59 600 29%

Healthy 104 200 296 600 83%

Unhealthy 377 137 86 600 37%

Guilty 452 96 52 600 25%

Pleasently surprised 115 222 263 600 81%

Nolstagic 185 228 187 600 69%

Modern 165 232 203 600 73%

Curious 147 227 226 600 76%

Doubtful 374 167 59 600 38%

Inspired 159 236 205 600 74%

Bored 408 130 62 600 32%

Table 29: Image 3 and evocated emotions 
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4. IMAGE 4 

 

 

Even in this case, the highest percentage goes to “healthiness”, with 82%, while “disgusted” once 

again has the lowest score. 

 

 

5. IMAGE 5 

 

 

Finally, it is clear that barley flour also made consumers feel “healthy” (84%), while “disgusted” 

remained the least felt emotion (23%). 

I do NOT feel this emotion (1)I feel this emotion a little (2)I feel this emotion intensely (3)Check a little + intensely

Fascinated 173 247 180 600 71%

Indifferent 390 140 70 600 35%

Hungry 171 261 168 600 72%

Disgusted 460 84 56 600 23%

Happy 120 245 235 600 80%

Disappinted 459 97 44 600 24%

Connected with nature 114 232 254 600 81%

Frustrated 443 107 50 600 26%

Healthy 107 224 269 600 82%

Unhealthy 389 145 66 600 35%

Guilty 445 105 50 600 26%

Pleasently surprised 114 233 253 600 81%

Nolstagic 184 220 196 600 69%

Modern 160 239 201 600 73%

Curious 161 245 194 600 73%

Doubtful 390 153 57 600 35%

Inspired 153 260 187 600 75%

Bored 424 119 57 600 29%

I do NOT feel this emotion (1)I feel this emotion a little (2)I feel this emotion intensely (3)Check a little + intensely

Fascinated 179 238 183 600 70%

Indifferent 381 144 75 600 37%

Hungry 213 241 146 600 65%

Disgusted 460 82 58 600 23%

Happy 135 224 241 600 78%

Disappinted 443 104 53 600 26%

Connected with nature 101 204 295 600 83%

Frustrated 441 105 54 600 27%

Healthy 96 213 291 600 84%

Unhealthy 407 115 78 600 32%

Guilty 457 84 59 600 24%

Pleasently surprised 119 234 247 600 80%

Nolstagic 191 207 202 600 68%

Modern 173 229 198 600 71%

Curious 154 251 195 600 74%

Doubtful 411 128 61 600 32%

Inspired 162 230 208 600 73%

Bored 425 111 64 600 29%

Table 30: Image 4 and evocated emotions 

Table 31: image 5 and evocated emotions 
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For all the products, one feeling stands out: nostalgia. In each table, “nostalgic” is one of the highest-

rated emotions (between 68% and 70%). This could mean that the products remind people of past 

memories, creating a stronger emotional connection and making customers like them more. 

NUTRITIONAL LABELS  

In the survey, four different nutritional labels were presented for each image. Consumers were asked 

to select their preferred nutritional label from the four options. Then, preferences were analyzed by 

Country of origin, gender and age group. 

Nutritional labels were chosen in some cases from the analyses of the first MountainHER products, in 

other cases from actual examples presently sold in supermarkets. The choice was aimed at asking 

respondents to choose among real, widespread nutritional labels featuring different characteristics. 

- IMAGE 1:  
 

 

 

Figure 1: First image with related nutritional labels  
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For image 1, label B was chosen by 27% of respondents, being the most balanced in terms of 

nutritional values compared to the other ones.  

The data show that Tunisia, 

Croatia and Morocco 

showed a strong preference 

for label B, while Lebanon 

diverged. 

 

 

 

 

 

 

 

 

 

Gender analysis reveals a preference for Label B among women, while men leaned towards label A, 

which is higher in carbs.  

A
23%

B
27%

C
25%

D
25%

A

B

C

D

Conteggio di RECCOUNTRY - CountryD2_2025_1 - Ora sotto l’immagine appariranno quattro diverse possibili etichette nutrizionali per questo prodotto. Per favore, scelga quella che preferisce in base a ciò che vi è indicato.

Country A B C D Total

Algeria 26% 18% 36% 20% 100%

Tunisia 26% 31% 24% 19% 100%

Italy 19% 24% 26% 31% 100%

Lebanon 34% 24% 19% 23% 100%

Croatia 20% 31% 20% 29% 100%

Morocco 14% 33% 23% 30% 100%

Total 23% 27% 25% 25% 100%

Conteggio di RECCOUNTRY - CountryD2_2025_1 - Ora sotto l’immagine appariranno quattro diverse possibili etichette nutrizionali per questo prodotto. Per favore, scelga quella che preferisce in base a ciò che vi è indicato.

S1 - In quale genere si riconosce maggiormente?A B C D Total

Male 29% 24% 20% 27% 100%

Woman 17% 30% 30% 23% 100%

Total 23% 27% 25% 25% 100%

Table 32: percentage indicator of nutritional labels – IMAGE 1 

Table 33: Nutritional labels choices by Country – IMAGE 1 

Table 34 Nutritional labels choices by gender – IMAGE 1 
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When it comes to 

the age group, 

younger consumers 

favored label A, 

while the middle-

aged group showed 

a preference 

toward label C.   

The winner label 

has been selected 

mostly by 35-44 

years old. 

 

 

 

- IMAGE 2: 
 

 

 

In image 2, label B was again the most selected option: it features a higher fiber content, compared 

to the other labels.  
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Table 35: Nutritional label preference by age group – IMAGE 1 

Figure 2: Second image with related nutritional labels 
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In all countries except Lebanon the preference went to the second nutritional label.  
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Table 36: Distribution of preferences for nutritional labels – IMAGE 2 

Table 37: Distribution of preferences for nutritional labels by Country – IMAGE 2 
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From an age group perspective, most age groups favored label B, with the 35-44 age group showing, 

instead, a slight preference for label A. 
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Table 38: Preferences for nutritional labels, by age group – IMAGE 3 
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- IMAGE 3: 
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Figure 3: Third image with related nutritional labels  

Table 39: Distribution of preferences for the different nutritional labels  - IMAGE 3 
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The nutritional label A was mostly selected among the other options. It shows higher levels of both 

carbs and proteins.   

 

While most the 

respondents chose 

label A, Tunisia and 

Croatia showed an 

interest in label C.  

 

 

 

 

 

 

 

 

All the age groups 

selected label A. 

However, middle-

aged consumers 

expressed a split 

interest for both A 

and C labels. 
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Table 40: Preferences by Country, nutritional labels – IMAGE 3 

Table 41: Preferences by age group, nutritional labels – IMAGE 3 
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- IMAGE 4: 
 

 

 

 

 

 

 

 

 

 

 

Once again, the table A was the most selected. It contains lesser carbs  and a higher amount of fiber.  
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Figure 4: Fourth image with related nutritional labels  

Table 42: preference for nutritional labels – IMAGE 4 
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Most Countries voted for 

label A, while Tunisia and 

Morocco preferred label 

C.  

 

 

 

 

 

 

 

 

Younger consumers 

showed a stronger 

preference for label C, 

while middle-aged 

respondents leaned 

toward label B.  
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Table 43: Preferences by Country - IMAGE 4 

Table 44: Preferences by age group - IMAGE 4 
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- IMAGE 5:  
 

 

 

 

 

 

 

 

 

 

 

 

In the final image, label D emerged as the most preferred choice.  It contains a combination of less 

carbs and a good amount of fiber and proteins.  
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26%18%

30% A
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D

Figure 5: Fifth image with related nutritional labels  

Table 45: Preferences for nutritional labels – IMAGE 5 
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Respondents from 

Algeria, Lebanon and 

Croatia favored label 

D, while Tunisia 

chose label C, Italy 

and Morocco 

preferred label B.  

 

 

 

  

 

 

 

Label D was 

especially popular 

among the 35-44 age 

group.  

Younger consumers 

expressed a 

preference toward 

label A, possibly 

attracted by its 

higher protein 

content.  

Older consumers, 

instead, preferred 

label B which is 

richer in fiber.  
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Table 46: Preferences by Country – IMAGE 5 

Table 47: Preferences by age group - IMAGE 5 
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WILLINGNES TO PURCHASE  

Respondents were asked whether, facing a product like the one shown in each image, and with the 

preferred nutritional label, they would purchase it or not, and if so with which frequency. Data were 

analysed according to the chosen nutritional label. 

- IMAGE 1: 
 

 

 

 

 

 

 

 

 

 

 

For Image 1, respondents choosing Label A or D were more likely to purchase the product on a weekly 

basis. Those who opted for Label B or C, instead, indicated they would buy it 1–2 times per month. 
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Table 48: Willingness to purchase, by chosen nutritional label – IMAGE 1 
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- IMAGE 2:  
 

 

 

 

 

 

 

 

 

 

 

Consumers who selected Label A stated they would be willing to buy the product once a week. In 

contrast, those who preferred Labels B, C, or D would limit their purchases to 1–2 times per month. 

 

- IMAGE 3: 
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Table 49: Willingness to purchase, by chosen nutritional label – IMAGE 2 

Table 50: Willingness to purchase, by chosen nutritional label - IMAGE 3 
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In this case, regardless of the chosen nutritional label, all consumers indicated that they would 

purchase the product once a week. This supposedly suggests that the type of nutritional label does 

not influence the frequency of purchase in this scenario. 

 

- IMAGE 4: 
 

 

 

 

 

 

 

 

 

 

 

Consumers who selected Nutritional Labels A, C, and D expressed a preference for purchasing the 

product once a week. In contrast, those who chose Label B, would buy the product 1–2 times per 

month. 
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Table 51: Willingness to purchase, by chosen nutritional label - IMAGE 4 
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- IMAGE 5: 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Consumers who selected Nutritional Labels A and B would buy the product 1–2 times per month. On 

the contrary, those who preferred Labels C and D, would be willing to perform weekly purchases. 
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Table 52: Willingness to purchase, by chosen nutritional label - IMAGE 5 
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WILLINGNESS TO PAY  

Participants were asked, solely in relation to the selected nutritional label for each product, how much 

they would be willing to pay for the examined product — which featured their preferred nutritional 

characteristics — compared to a similar product without those specific attributes. 

- IMAGE 1: 
 

 

 

 

 

 

 

 

 

 

 

 

WTP D2_2025_1 - Ora sotto l’immagine appariranno quattro diverse possibili etichette nutrizionali per questo prodotto. Per favore, scelga quella che preferisce in base a ciò che vi è indicato.

D4_2025_1 - E sempre riguardo al prodotto esaminato, con le caratteristiche nutrizionali da lei preferite, quanto sarebbe disposto/a a pagarlo, a confronto con un analogo prodotto senza particolari caratteristiche?A B C D Total

the same price 36% 22% 23% 21% 25%

5% higher 15% 17% 16% 24% 18%

6% higher 1% 2% 5% 5% 3%

7% higher 2% 7% 6% 5% 5%

8% higher 5% 3% 3% 0% 3%

9% higher 1% 6% 4% 3% 4%

10% higher 26% 20% 20% 26% 23%

12% higher 1% 5% 5% 1% 3%

14% higher 1% 2% 5% 2% 3%

16% higher 2% 4% 1% 3% 3%

18% higher 1% 2% 3% 1% 2%

20% higher 6% 4% 5% 6% 6%

30% higher 1% 2% 2% 1% 2%

40% higher 0% 1% 1% 0% 1%

50% higher 1% 1% 1% 3% 1%

Total 100% 100% 100% 100% 100%

Table 53: Willingness to pay - IMAGE 1 
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The first product is pasta. Even though the most selected nutritional label is B, also respondents that 

selected the other remaining nutritional labels, would be eager to pay the same price (25%), or a price 

5% (18%)-10% (23%) higher.  
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Table 54: Distribution of the willingness to pay preferences for the first product - IMAGE 1 
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- IMAGE 2 
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WTP D2_2025_2 - Ora sotto l’immagine appariranno quattro diverse possibili etichette nutrizionali per questo prodotto. Per favore, scelga quella che preferisce in base a ciò che vi è indicato.

D4_2025_2 - E sempre riguardo al prodotto esaminato, con le caratteristiche nutrizionali da lei preferite, quanto sarebbe disposto/a a pagarlo, a confronto con un analogo prodotto senza particolari caratteristiche?A B C D Total

the same price 29% 27% 26% 24% 27%

5% higher 18% 15% 13% 21% 16%

6% higher 4% 4% 3% 4% 4%

7% higher 6% 5% 6% 0% 5%

8% higher 3% 5% 10% 0% 5%

9% higher 2% 5% 6% 6% 5%

10% higher 20% 16% 14% 24% 18%

12% higher 3% 6% 9% 0% 5%

14% higher 1% 4% 3% 1% 3%

16% higher 3% 3% 5% 3% 3%

18% higher 1% 2% 1% 4% 2%

20% higher 6% 5% 3% 6% 5%

30% higher 0% 1% 2% 0% 1%

40% higher 1% 0% 0% 0% 1%

50% higher 3% 2% 0% 7% 3%

Total 100% 100% 100% 100% 100%

Table 55: Willingness to pay - IMAGE 2 

Table 56: Distribution of the willingness to pay preferences - IMAGE 2 
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About the couscous, even though the preferred nutritional label was B, also respondents of the 

remaining selected nutritional labels, would be willing to pay the same price (27%), or a price 5% 

(16%)-10% (18%) higher.  

- IMAGE 3:  
 

 

 

 

 

 

 

 

 

 

 

 

WTP D2_2025_3 - Ora sotto l’immagine appariranno quattro diverse possibili etichette nutrizionali per questo prodotto. Per favore, scelga quella che preferisce in base a ciò che vi è indicato.

D4_2025_3 - E sempre riguardo al prodotto esaminato, con le caratteristiche nutrizionali da lei preferite, quanto sarebbe disposto/a a pagarlo, a confronto con un analogo prodotto senza particolari caratteristiche?A B C D Total

the same price 32% 31% 26% 34% 31%

5% higher 18% 12% 20% 13% 16%

6% higher 4% 4% 5% 2% 4%

7% higher 3% 7% 5% 5% 5%

8% higher 6% 9% 2% 6% 5%

9% higher 1% 9% 5% 3% 4%

10% higher 17% 9% 15% 14% 14%

12% higher 4% 5% 4% 2% 4%

14% higher 4% 4% 4% 6% 4%

16% higher 2% 2% 4% 3% 3%

18% higher 0% 2% 2% 0% 1%

20% higher 5% 2% 5% 5% 4%

30% higher 0% 2% 1% 0% 1%

40% higher 0% 1% 1% 2% 1%

50% higher 2% 2% 0% 6% 2%

Total 100% 100% 100% 100% 100%

Table 57: Willingness to pay - IMAGE 3 
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For the bread, most respondents would be willing to pay the same price (31%), while the remaining 

consumers would be more inclined to purchase the product for a price 5% (16%) or 10 % (14%) higher.  
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Table 58: Distribution of the willingness to pay preferences - IMAGE 3 
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- IMAGE 4:  
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WTP D2_2025_4 - Ora sotto l’immagine appariranno quattro diverse possibili etichette nutrizionali per questo prodotto. Per favore, scelga quella che preferisce in base a ciò che vi è indicato.

D4_2025_4 - E sempre riguardo al prodotto esaminato, con le caratteristiche nutrizionali da lei preferite, quanto sarebbe disposto/a a pagarlo, a confronto con un analogo prodotto senza particolari caratteristiche?A B C D Total

the same price 38% 32% 22% 30% 31%

5% higher 20% 13% 18% 14% 17%

6% higher 4% 5% 5% 2% 4%

7% higher 3% 6% 5% 5% 5%

8% higher 2% 7% 8% 9% 6%

9% higher 0% 5% 2% 5% 3%

10% higher 16% 15% 18% 17% 17%

12% higher 2% 3% 5% 1% 3%

14% higher 5% 3% 1% 2% 3%

16% higher 3% 3% 5% 1% 3%

18% higher 2% 1% 3% 3% 2%

20% higher 4% 3% 4% 3% 4%

30% higher 1% 0% 2% 1% 1%

40% higher 0% 1% 0% 1% 1%

50% higher 1% 2% 3% 5% 2%

Total 100% 100% 100% 100% 100%

Table 59: Willingness to pay - IMAGE 4 

Table 60: Distribution of the willingness to pay preferences - IMAGE 4 
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Moving on the biscuits, the majority of respondents would be willing to pay the same price (31%), 

while the remaining consumers would agree to purchase the product for a price 5% (17%) or 10 % 

(17%) higher. 

- IMAGE 5:  
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WTP D2_2025_5 - Ora sotto l’immagine appariranno quattro diverse possibili etichette nutrizionali per questo prodotto. Per favore, scelga quella che preferisce in base a ciò che vi è indicato.

D4_2025_5 - E sempre riguardo al prodotto esaminato, con le caratteristiche nutrizionali da lei preferite, quanto sarebbe disposto/a a pagarlo, a confronto con un analogo prodotto senza particolari caratteristiche?A B C D Total

the same price 34% 26% 28% 35% 31%

5% higher 11% 13% 10% 14% 13%

6% higher 6% 6% 8% 4% 6%

7% higher 5% 7% 3% 3% 5%

8% higher 3% 5% 6% 4% 5%

9% higher 3% 5% 6% 3% 4%

10% higher 16% 17% 17% 19% 17%

12% higher 5% 5% 8% 2% 5%

14% higher 2% 2% 4% 1% 2%

16% higher 2% 5% 5% 4% 4%

18% higher 4% 2% 3% 1% 2%

20% higher 5% 3% 0% 4% 3%

30% higher 1% 0% 2% 2% 1%

40% higher 2% 1% 0% 1% 1%

50% higher 2% 3% 1% 2% 2%

Total 100% 100% 100% 100% 100%

Table 61: Willingness to pay - IMAGE 5 

Table 62 Distribution of the willingness to pay preferences - IMAGE 5 
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The last product is the barley flour, and the most preferred nutritional label is D.  

The graph shows peaks at the same price, 5% and 10% higher.  

We can infer that consumers would be more inclined to pay the same price or a price 5%-10% higher 

for every product which featured their preferred nutritional characteristics. 

Considerations 

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 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. 
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Appendix: questionnaire 
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