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Maximizing the Customer Satisfaction
Addresses 3 Questions

1. How well N 2. How
do you O smoothly do

meet - you solve

customer — your
needs? customers’
problems?

3. How
guickly do
you
anticipate
Source: “The Customer Experience,” what th ey’ [l

Net Company, Fall 1999.

want next?
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Marketing organic products

e Marketing strategy aimed at maximizing
Consumer Statisfaction is usually based on:

— Segmentation
— Positioning
e Is traditional marketing strategy suitable for

organic products?
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Segmentation and organic products

e Segmentation is about making the market
more focused and easily targeted

e Segmentation has the double effect of
fragmenting the market and making it bigger:
In the case of organic products this is not
necessarily true.
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The organic market segment

e The organic food segments is based on the
Idea that the product itself, given its
peculiarity, allows to characterise a (target)

market.

e This approach inevitably makes the market
“fixed” since there is not any possibility to
enlarge the market beyond the barrier of
what can be legally defined an “organic”
product.
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Weakness of the organic market
segment

The needs or benefits sought by many
consumers when buying organic food could
define a larger segment, while the intrinsic
characteristic of a “regulated” market like the
organic one lead necessarily to a “niche”,
defined by the product more than the needs.
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Product positioning

e Product positioning relates to forming a particular
product image in the mind of the consumer.

e In traditional marketing terms, positioning consists
of highlighting some characteristics of the product in
order to differentiate it from its competitors and to
acquire competitive advantages in the competitive

arena.

e Usual characteristics: logical, functional, symbolic,
and experiential aspects of products
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e Current positioning is mainly based on some

attributes of the products:

— positive (healthy, better tasting)
— negative (produced without chemicals, GMO free,

with no added artificial flavouring, preservatives,

etc.)
e The “organic” attribute appears as a further

element of differentiation - all organic
products have a common positioning in the

0
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A way forward: value-based
approach to positioning

e Consumers exert a behaviour as a mean to reach an
objective or an end.
e Therefore, consumer see most product attributes as

a mean to some end:
— attain benefits / avoid risks (conscious level)

— subsequently attain values, that is “preferred end states of being
and preferred modes of behaviour” (latent, unconscious level)

o Val real
enc concrege abstract functional psyaa-sodial
adLet aduct ins trumenital terminal
a%ihﬁms aﬁihﬂm mm]m . mﬁ?l%m 5 walues values

product knowladge selt knowledge
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A way forward: value-based
approach to positioning

e Quality is a benefit sought in all food
purchases, and for consumers is a matter of

degree: so you can have food of poor,
average, high quality, etc.

e Safety Is “binary” benefit, a matter of kind:
either a food iIs safe or is not. It’s a 0/1,

fail/pass concept.
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A way forward: value-based
approach to positioning

e Organic products are highly-symbolic:
consumers perceive them mainly on the basis of
“credence” attributes like the (organic) label.

e Organic products are generally considered safe(r)
and sometimes of higher quality.

e If organic products are positioned in terms of
terminal values, consumer research has shown that
this produces a strong emotional involvement with
the product.

wi)




2nd QualityLowlInputFood Congress; Organic Farming, Food Quality and Health

LORMMUNITY RESEARCH

Our QLIF/OMIARD research

e Most organic products
are always associated:

e with the instrumental value
Health,

e with the terminal value Well-
being/Quality-of-life, which
subsumes also all the
hedonistic values associated
with personal gratification.

Food as
enjoyment

Feel good

Feel pleasure

tastes good

Sustain/protect
environment

!
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Values and organic products

e Health as well as Environment are quite mainstream

values in organic positioning concepts.
e But often organic products are still positioned based on

attributes or benefits

wi)
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Values and organic products

e Health as well as Environment are quite mainstream
values in organic positioning concepts.
e But often organic products are still positioned based on

attributes or benefits
e Concept of well-being positioning need to be explored
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Wellness, well-being positioning

e The wellbeing concept combines both the safety &
guality issues in one word, and is less semantically
connected to the idea of disease.

e Well-being = quality of life

e Wellness= wellbeing + fitness

e Research need to focus on enhancing all organic product

attributes/characteristics which can possibly lead to an
iIdea of wellness/well-being in the mind of consumers.
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New attributes...

e Taste is in absolute terms the most relevant food
attribute for all consumers. Organic food should not
dissatisfy taste expectations.

e Taste Is associated with pleasure and enjoyment, and
therefore to well-being.

e Other attributes need to be developed that directly link
organic food to well-being: e.g. organic food should be
seen as a “natural” probiotic and functional food.
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...but not only!

e New users

e New situations
e New point of sales

e Organic food are valuable because they
possess “spiritual” attributes:
beautiful OUTSIDE and INSIDE
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Conclusions

e Applied natural scientist, market experts and
consumer researcher need to meet on aregular
basis in order to develop new organic concepts that
can help satisfy consumer needs on the global

market.

e Consumer needs come first:
a product, even organic, is just a mean to higher
ends.
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Which Organic Future?

e Original o [ast

e Reassuring e Urban

e Gourmet e Tribal

e Amusing e Universal
e Natural e Radical
e Innovative e Ethical

e Concerned
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