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ARE CONSUMERS INTERESTED IN
ALTERNATIVE GRAINS?
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OVERVIEW

How consumers adopt new products
Want formation

Product perception

Intention formation

Implications for the adoption of whole grain products
from alternative grains

o -

d MAPP - RESEARCH ON VALUE CREATION IN THE FOOD SECTOR

TAs AR
IiVA\RgIO8Y DEPARTMENT OF MANAGEMENT
Y AARHUS UNIVERSITY DIETARY FIBRE CONFERENCE KLAUS G GRUNERT




HOW CONSUMERS ADOPT NEW PRODUCTS
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WANT FORMATION

. . ]
The overall goal with food choice is well-being! Subjective

well-being

Well-being has an objective and a subjective
side

Subjective well-being has a cognitive and an Satisfaction

affective component +  Good taste

Hoppiness ¢ Healthfulness
* Authenticity

Sustainability

= The cognitive component: satisfaction
» The affective component: happiness
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WANT FORMATION

Different goals and lifestyles Current food trends

foodie

* Healthy eating

« Sustainable diet
* Authentic food

» Mindful choices
« Joy of cooking

* Being thrifty

moderates )
Brunsg, K., Birch, D., Memery, J,, Temesi, A, Lakner, Z., Lang, M., ... & Grunert, K. G. (2021). Core dimensions

of food-related lifestyle: A new instrument for measuring food involvement, innovativeness and
responsibility. Food Quality and Preference, 91, 104192.

MAPP - RESEARCH ON VALUE CREATION IN THE FOOD SECTOR
IiVA\glONY] DEPARTMENT OF MANAGEMENT
Ry AARHUS UNIVERSITY DIETARY FIBRE CONFERENCE KLAUS G GRUNERT

SSSSSSSSSS [ eemo
AMBA  ~ Eouis
CCREDITED

ACCREDITED  accreoiTen




GIVE
YOUR

GUTA
» Y (G2t ’ B‘hgbgesnl"
‘:,’l ” D) . A » \ =

b & ' FULDKORNS
Sal’ N [t RUGBRGD
Gerber. f 3 ‘ . MED RUGFLAGER
WW A LI‘ 1y1digt ‘ruun + \ "I-S"KUN
Grain &Grow" § WES | Sl
Morning Bowl \“ :

Oats, Barley and Red
Quinoa with Banana & "4‘0
Summer Berries ¢ q\

CRANBERRY
& ALMOND BARS @

whole grain barley flakes,
oats, cranberries & almonds  ~

MORKT
RUGBROD

56 % FULDKORN

UDEN STRAFORKORTER

RN
SInas AR\’\°

MAPP - RESEARCH ON VALUE CREATION IN THE FOOD SECTOR
AVARIUR] DEPARTMENT OF MANAGEMENT

Ry AARHUS UNIVERSITY DIETARY FIBRE CONFERENCE KLAUS G GRUNERT



ereepeserene

Healthy eating . Good for your

health
» Good for..
* Part of a healthy
diet
Sustainable e Low
diet environmental
Impact
* Ethical
production
Authenticfood « produced as it
used to be

« Lowtech
 Therealthing

Mindful choices . The right choice -

Joyof cooking . Allows me to
make great food

Being thrifty « Saves me
money
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WANT FORMATION EL

Consumer want products that contribute to their well-being, but desired product benefits
differ between consumers

Products need to appeal to both the cognitive and affective aspects of well-being

Current trends on healthy eating, sustainability, mindfulness and authenticity are well in line
with many whole grain/alternative grain products

However, they may appeal only to certain consumer segments and their appeal may be
too heavily towards the cognitive side
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HOW CONSUMERS ADOPT NEW PRODUCTS

Product perception
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PRODUCT PERCEPTION

Healthfulness, sustainability, authenticity are all credence FULDKORNS
characteristics - they need to be communicated to the RUGBRGD
consumer in a credible and understandable way e
Many consumer food choices are made with relatively little B st o Tustiit | TUSET KUN:
deliberation, little information processing, often in a spontaneous B | it saftigh rugired
and intuitive way - although there is a trend towards more

mindfulness

Consumers use ‘cues’ to infer whether a product has desirable
characteristics

Therefore, the product label plays a major role in product
perception

Online buying is a bit different
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LOGOS AND CLAIMS AS CUES

Logos can communicate healthiness and authenticity and are
easy to process for the consumer

Nutrition claims can communicate healthiness, but are also
used to make inferences on taste

Health claims are often difficult to understand

Colours and imagery also lead to inferences about product
characteristics
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General claim [
[] [
e ]
-
"Good for your blood glucose”
.
IAuthorized health claim Reformulated health claim
"Consumption of beta-glucans from OR ”A meal with beta-glucans from oats
oats or barley as part of a meal limits the fluctuations in blood glucose
contributes to the reduction of the blood after intake”
glucose rise after that meal”
+

Additional information

Information on blood glucose and beta-
glucans as fibres

Developed by The Meal Partnership in Denmark
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UNDERSTANDING OF DIFFERENT
CLAIM VERSIONS

Example Betaglucan claim

W Safe MWRisky ™ Other ™ Restatementsonly

58%
54%

50%
A7%

38%

3% 3%

0% 0%

Authorized General & Authorized Authorized & General & Authorized & Reformulated
Additional Additional

Stancu, V., Grunert, K. G., & Lahteenmaki, L. (2017). Consumer inferences from different versions of a
beta-glucans health claim. Food Quality and Preference, 60, 81-95.
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BETAGLUCAN AUTHORIZED CLAIM -

[l
( N
Family Quality of life
wellbeing (long life)
\ V
— No trust in Irritation or No or low
product/ frustration or motivation to
e ™ producer discomfort buy or try
Would not
read label Avoid sickness
\ V
Reluctance
towards claim
or product
s D Good for Become Healthy for
health informed blood sugar fmm
Time priorities Information is
unclear or
\ J \ confusing
. \ Unfamil /
Reading the L -
information Difficult to
takes time Information is understand
J useful, relevant
4 N
Information is Blood sugar
too long or (as mentioned
detailed ) on claim)
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Crisp bread
—
T Good for e
4 B
0.5 DEr-nell - the stomach Good for o
bread digestion Contains fiber EXAM PI E B R E a D
o
o~ & o Coarse .
- i W .
o Satiating Whole grain 2
L) Q .
v - . Commercial
5 uu Good for the Dark color - Rye brand
) [
E bowels Seedsg oo
0 Contains
nutrients
Bread with
-0.57 no/less sugar :
Contains no/less sugar
- o
D .
Glycemic e Sourdouch
properties DISENE
-1.07
1 I I ]
-1.0 -0.5 0.0 05 1.0 ek
Dimension 1
Sandvik, P., Nydahl, M., Kihlberg, I., & Marklinder, I. (2018). Consumers’ health-related perceptions of
bread-implications for labeling and health communication. Appetite, 121, 285-293.
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Local origin is often used to infer
authenticity and sustainability

ARTISAN OAT CRACKERS

LOVE LOCAL
NEW _ L .
ZEALAND Artisanal production is likewise
CANTERBURY LINSEED, used to infer authenticity, but also
PUMPKIN SEED .
& ROSEMARY healthiness and good taste

Oatmeal Chocolate
Chunk Cookies
Biscuits a l'avoine et
morceaux de chocolat

MADE IN NEW ZEALAND
120g/4.20x
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Food E_Nutritiqn Bio§ )

Barley - The Original Superfood

Ifit's good enough for the gladiators of ancient
Rome...

Barley is the oldest grain that people been known to cultivate - it has been known by Pre-
Christian cultures as ‘The Holy Grain'. It was a staple in the diet of the ancient gladiators in
Rome and its Legionnaires, and is referenced in the bible that ‘It was with five barley
loaves and two fishes that our Lord fed the five thousand' (John 6: 9-10).

This ancient grain can help you lose weight and
prevent disease

This Swedish breakfast bread could add years (and happiness) to your life.
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PRODUCT PERCEPTION

Most desired benefits of grain-based products are not immediately obvious and need to be
communicated or are inferred from physical product characteristics

Logos, nutrition and health claims can communicate benefits related to health

Origin and type of processing/technology are used to infer benefits related to health,
sustainability and authenticity

Benefits are also inferred from product appearance and type of messaging

Different consumers may perceive the product in different ways, depending on their food
choice goals and their level of knowledge
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HOW CONSUMERS ADOPT NEW PRODUCTS
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INTENTION FORMATION D
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If consumer wants and perceived product benefits match, consumers may form an
intentiont to buy the product

When a product is bought for the first time, intention formation will be based only on the
appearance of the product and on the information received about the product

However, after the first purchase, consumers have experiences with the product, and these
experiences will have a major impact on future purchase intentions

* The experienced TASTE of the product - taste remains a major driver of consumer food
purchases

« The experenced CONVENIENCE in storing, handling, using and eating the product

These experiences can also change the perception of healthiness, sustainability and
authenticity
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TASTE EXPERIENCES AND PREFERENCES
DIFFER

Cormelalon Losdngs [ and )
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Factor2 (381, 300)
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Factor-1 0%, 62%)

Redbotten, M., Tomic, O., Holtekjglen, A. K, Grini, I. S, Leq, P, Granli, B. S,, ... & Sahlstrem, S. (2015). Barley
bread with normal and low content of salt; sensory profile and consumer preference in five European
countries. Journal of Cereal Science, 64, 176-182.
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TASTE EXPERIENCE AND PERCEPTIONS OF
HEALTHINESS INTERACT
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Taste perception - no Taste perception - with  Healthiness perception - with
information nutrition claim nutrition claim
m Before tasting  ® After 1st tasting After 2nd tasting
- BISCUITS Banovic, M., Arvola, A, Pennanen, K., Duta, D. E., Sveinsdéttir, K., Sozer, N., & Grunert, K. G. (2022). A taste

of things to come: Effect of temporal order of information and product experience on evaluation of
healthy and sustainable plant-based products.. Frontiers in Nutrition, 9.
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IMPLICATIONS FOR ADOPTION OF WHOLE GRAIN
PRODUCTS FROM ALTERNATIVE GRAINS

Consumer may not be interested in alternative grains - but alternative whole grain
products have a lot of potential to provide benefits that consumers will think are of interest

Prducts must provide a mix of benefits, including healthiness, sustainability, authenticity and
GOOD TASTE

Products should provide both satisfaction and emotional experience

The value chain, the processing technology, the communication and the sensory properties
need to play together

Communication is key - make use of all instruments and all channels
Credibility and consumer are a key success factor in new product development
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MAIN MESSAGES

New products based on alternative grains need to....
= _.cCreate enjoyment and spontaneous positive effect

..while at the same time living up to requirements on healthiness, sustainability and
authenticity

..be based on credible information about production and product characteristics
= ..beproduced in away thatis seen as transparent and natural
= ..provide consumer benefits derived from the consumption situation
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