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Introduction
� quality and price are the most dominant

factors that impact upon the consumers 
decision to purchase fresh produce

� quality is a multi-faceted variable
� extrinsic
� intrinsic
� credence
� service



Introduction (contd)

� as personal disposable income increases, 
service quality becomes more important
� low price is not important to everyone
� consumers are prepared to pay for 

� superior quality
� superior service
� convenience



Aims and objectives
� explore differences in offer quality 

between retail stores
� product range and variants
� convenience
� customer support
� in-store ambience
� product presentation



Methodology
� random intercept surveys of household 

buyers in the Perth metropolitan area
� two qualifying questions: 

� are you the person in your household who 
ordinarily makes the decision to buy fresh 
produce? 

� do you have 15 minutes available to complete 
this questionnaire?



Methodology (contd)

� the questionnaire explored such issues as
� the frequency of purchase
� the place of purchase
� what proportion of their purchases 

respondents made from this store 
� why respondents chose to purchase fresh fruit 

and vegetables from this retail store



Results
� 474 households buyers

� 71% were female
� 83% lived with 1-3 other people 
� evenly distributed across five age categories
� 68% household income between AUD 30,000 –

150,000 per annum



100.0473

9.545One time every two weeks

52.2247One time per week

35.51682-3 times per week

2.713Daily

%N

Table 1: Frequency of purchasing fresh fruit and vegetablesTable 1: Frequency of purchasing fresh fruit and vegetablesTable 1: Frequency of purchasing fresh fruit and vegetablesTable 1: Frequency of purchasing fresh fruit and vegetables



100.0473

0.42Internet

1.99Canning Vale

6.631Other markets

21.1100Green grocers

25.8122Independent supermarkets

44.2209Coles/Woolworths

%N

Table 2: Place of purchaseTable 2: Place of purchaseTable 2: Place of purchaseTable 2: Place of purchase



4.92311768Local produce

6.832249107Wide range 

12.358451732Location

14.066581538Proximity to home

17.08015282818Wide range of produce

29.113716142888Convenience

36.317114244498Fresh

37.3176110307065Good quality produce

46.9221314409965Competitive price

54321

%NRanking

Table 3: Variables respondents consider in choice of storeTable 3: Variables respondents consider in choice of storeTable 3: Variables respondents consider in choice of storeTable 3: Variables respondents consider in choice of store



Table 4a: Importance of criteria respondents use Table 4a: Importance of criteria respondents use Table 4a: Importance of criteria respondents use Table 4a: Importance of criteria respondents use 

in their choice of retail storein their choice of retail storein their choice of retail storein their choice of retail store

1.294.78dFresh produce is refrigerated

1.204.79dCustomer service

1.144.91cEasy to access

1.284.95cClose to my home

1.024.96cFast and efficient check-out

1.194.98cI can self select 

1.065.08bAll product is clearly priced

1.005.11aCompetitive price

0.945.30aGood value for money

0.925.35aClean

0.805.48aA wide range of fresh produce

0.695.64aFresh produce

0.665.68aGood quality produce

SDMean



Table 4b: Importance of criteria respondents use Table 4b: Importance of criteria respondents use Table 4b: Importance of criteria respondents use Table 4b: Importance of criteria respondents use 

in their choice of retail storein their choice of retail storein their choice of retail storein their choice of retail store

1.334.24iAttractive presentation

1.254.30iGood lighting

1.314.39hKnowledgeable staff

1.384.43gOrigin of the product is clearly displayed 

1.504.51fOne-stop shop – can purchase everything 

1.294.56eTrolleys and baskets easily accessible 

1.414.58ePlentiful car parking

1.314.63ePrice specials or discounts 

1.354.69eA wide range of other food products

1.164.70eGood access to product on the shelf

SDMean



Table 4c: Importance of criteria respondents use Table 4c: Importance of criteria respondents use Table 4c: Importance of criteria respondents use Table 4c: Importance of criteria respondents use 

in their choice of retail storein their choice of retail storein their choice of retail storein their choice of retail store

1.462.14qOffer home delivery

1.462.58pAdvertising on radio/tv/newspapers

1.622.83oLoyalty programs

1.532.97oIn-store tastings

1.463.31nProduct information available in-store 

1.563.31nOrganic produce

1.493.67mClear signage

1.723.81lRefund/return policy

1.343.95kAttractive décor and surroundings

1.763.97kExtended trading hours

1.394.15jFavourable prior purchase

SDMean



Purchasing 
fresh fruit and vegetables 

is a low involvement decision



5.104.452.98Factor mean

0.8050.7420.802Cronbach’s alpha

9.589.7512.40Percent variance

2.3002.3412.796Eigenvalue

0.713Wide range

0.868Good quality

0.874Fresh

0.613Signage

0.626Lighting

0.727Décor

0.780Presentation

0.587Refunds

0.684Home delivery

0.687Tastings

0.799Advertising

0.799Loyalty program

321

Factor



4.324.975.024.61Factor mean

0.7090.7140.7190.660Cronbach’s alpha

7.768.758.759.41Percent variance

1.8622.0992.1012.259Eigenvalue

0.516Check-out

0.751Knowledge

0.801Service 

0.603Car parking

0.849Close to home

0.878Easy access

0.678Trolleys

0.702Self select

0.761Good access

0.696Price discounts

0.839Good value

0.868Competitive price

7654

Factor



4.01b4.75a4.56a4.03bStaff service 

4.63b4.80ab4.96ab5.14aConvenience

4.83a5.07a5.09a5.06aShopping experience

4.94a4.82ab4.47b4.54abPrice

5.35ab5.62a5.03bc4.86cProduct offer

3.79b4.44a4.50a4.55aAmbience

2.63b2.40b3.14a3.25aSales promotion

OthersGGISMSM

Mean

Table 6: Importance of factors by preferred place of purchaseTable 6: Importance of factors by preferred place of purchaseTable 6: Importance of factors by preferred place of purchaseTable 6: Importance of factors by preferred place of purchase



Conclusions
� product quality is the most important 

variable influencing the consumers’
choice of retail store

� prices must remain competitive
� co-locate in major shopping precincts 

with the major retailers


