










































































2.1.1 Quality

Quality is a complex perception of many attributes that are simultaneously evaluated by the
consumer either objectively or subjectively (Lazarova, 2010). It is often categorised into three
dimensions, namely; search, experience and credence dimensions (Lazarova, 2010).
Examples of search dimensions are appearance and colour and that of experience are taste
and flavour and that of credence include healthy and organic (Lazarova, 2010). As such,
during the decision-making process, the brain processes the information received by sight,
smell, and touch and instantly compares or associates it with past experiences or with

textures, aromas, and flavors stored in its memory (Camelo, 2002).

Over the past years, consumers have increasingly become concerned about the quality of food

they eat (Lazarova, 2010). For example, Camelo (2002) and Lazarova (2010) have stated that

consumers have become increasingl food quality, especially regarding
how, when and where the foods are p food quality can be affected by the
kind of processing it passes throuy g which it is processed and the
environment in which the food is i ced. For instance, Camelo (2002)

mentioned that, when it comes to Vegeta'n, certain non-material properties such

as production ethics, cultiva(?ﬁﬁ']t&(i% 'tieﬁs, FB Hlillféf%)eas are important points

when defining quality (Camelo, wg}n ith, 1ERasg e v and when the products are
produced, often the consumers judge quality based on their experience with different

company brands which can be measured in terms of prices, health aspects, and reliability of

deliveries (Camelo, 2002).

For example, just by looking at the colour, the consumer knows that a fruit is unripe and that
it does not have good flavour, texture or aroma (Camelo, 2002) . If colour is not enough to
evaluate ripeness, the consumer uses the hands to judge firmness or other perceptible
characteristics. The aroma is a less used parameter except in those cases where it is directly
associate(_i to ripeness like in melon or pineapple. This comparative process does not take
place when the consumer faces, for the first time, an exotic fruit whose characteristics are

unknown (Camelo, 2002).

From the above discussion, it has been shown that quality encompasses various attributes
such as taste, colour, safety, flavour and many others and these determine whether or not the
individual will buy the vegetables or not. This could also mean that any deficiency in one of
the attributes such as colour, texture and flavour may probably lead to consumers perceiving

that the vegetables are not of a good quality. Hence, may lead to reduced sales, particularly to
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promotions, advertising and campaigns (Tatt, 2010). Therefore, many companies make large
investments into these components in order to make their products instantly recognizable and
familiar. As a result, small agro-processors should also be prepared to invest in these

components of pricing to attract customers and to be successful in business.

Different pricing systems can be used by processors to attract customers to buy their produce.
One very appropriate pricing strategy that is ideal for new entrants in the market or when
building on a small market share is penetration-pricing. Penetration-pricing involves low
price setting in order to profit based on volume of sales and market share (Pradman, 2010).
This will only be possible where demand for the product is believed to be highly elastic, that
is, demand is price-sensitive and either new buyers will be attracted, or existing buyers will
buy more of the product as a result of a low price. A penetration pricing strategy may also
promote complimentary and captive | product may be priced with a low

mark-up to attract sales (it may even b adman, 2010).
2.2 Socio-economic factors

Socio-economic factors also influence vking of consumers to buy processed

vegetables. Thus, in addltleE igi Rr/og%cj; at batfs F{St gtcf_isiiuér considers when making

decisions to purchase processe(#(ya%qlh S t%éﬂ% ﬁe(éio-economic factors that also

influence consumer decisions. These include age, economic situation, education, health and

nutrition concerns, and family structure (Gajjar, 2013). These factors are explained below.

2.1.1 Age

Age and life-cycle have potential impact on the consumer buying behaviour. It is normal that
consumers change their routine purchase of goods and services with the passage of time
(Gajjar, 2013). For example, a young person may be interested in buying junk food such as
chocolate and chips but as he or she grows, his or her needs for food may change and the
person will need to buy more of healthier foods to boost his or her health. In addition to that,
Daria and Safaei-Sara, (2011) noted that people in different age groups have different needs,
taste and preferences. Daria and Safaei-Sara, (2011) went on to say that, even though people
in the same age group may differ in many ways, they still have a desire to follow a shared
culture and types of values (Daria and Safaei-Sara, 2011). This therefore means consumers of

the same age are expected to have similar interests in what they prefer to buy.

2.2.2 Gender
Many products are differentiated for either men or women. Men and women usually have

different preferences and a study of food preferences has shown that the former are more
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2.2.6 Health and Nutrition

Health related attitudes influence food choice and consumption (Hailu et al., 2009 and Zhang
2011). Consumers are continually becoming more concerned about the food they eat and they
always fear it may be harmful to their health (Zhang, 2011). This has resulted in a generation
of consumers, which is so careful in choosing food. Significant proportions of consumers are
increasingly becoming aware of both the health benefits and risks in their diet patterns. The
2006 Consumer Perceptions of Food Safety and Quality survey (Agriculture and Agri-Food
Institute of Canada, 2007) for instance, showed that 31 percent of consumers ranked nutrition
as a top of mind issue for food at home consumption as compared to 24 percent in 2004
(Zhang, 2011). This trend hence shows us that as times change, the behaviour of consumers is

also changing.

Nutrition and health of vegetables n by the origin of the vegetables in
regards to where and how they are gr y, the way vegetables are produced
can affect their nutrition and health. F of sewage and polluted waste water
without adequate regulation and techs e major health risks to consumers.

Several studies have shown how the use oved waste water generates several health

risks associated with intern@ﬁaﬁf'éisgf egff F& f(ifai_l'xg?pgons, and can cause both

acute and chronic illnesses (Scottftﬁjel?ﬁg ; %ﬁ%@@&, rfg@ra et al., 2008). As a result, the

use of sewage and polluted waste water in vegetable production has become an issue in food
policy and it remains as a challenge to vegetable producers and policy regulators to ensure

that vegetables are grown in a safe environment.

Another cause of concern is the use of pesticide and fertilizer residues in vegetable
production (Henson and Reardon, 2005). The use of excessive amounts of pesticides and
fertilizers can pose serious threats to the health of some people since it may result in food
borne diseases such as diarrhoea and may also lead to loss of taste of the vegetables (Henson
and Reardon, 2005). Due to this, consumer concerns about safety of vegetables have
increased and this leaves a challenge for vegetable producers to ensure that they produce
vegetables in a manner that does not risk consumers’ lives and that guarantees safety to
consumers. Dunn (2000) postulates that proper disease management, harvest practices and
postharvest handling activities are critical to marketing success. Hence, it is the duty of each
prospective processor to ensure that the vegetables they buy for processing are well handled
from planting till after harvest as it helps them to buy and process vegetables that will not

harm their customers, thereby maintaining their positions in the market.
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Justification for establishing a direct farmer-to-consumer marketing outlet is based primarily
on the producer’s desire to increase the financial returns from farm production (Hall,
undated). This opportunity for increased returns stems from opportunities to reduce
marketing costs attributed to intermediaries in the supply chain and consumer desire to buy
riper, fresher, higher-quality fruits and vegetables. These two factors combined have often
generated substantially higher net returns for producers (Hall, undated). When the producer
becomes the retailer, they have the opportunity to sell at a high price than the existing retail

price and avoid paying for the use of middleman hence realising more returns.

According to Hall, (undated) and Xaba and Masuku, (2012) farmers can benefit from markets
if their participation minimises transaction costs. Hall (undated) and Xaba and Masuku

(2012) further acknowledged that the elimination of intermediaries tends to improve returns

to producers since it reduces transact e, a study by Murthy et al., (2012)
indicated that the price spread of 1 sect to various marketing channels
showed that the producers’ share relationship with the number of
intermediaries. This means that the © ' the producers was relatively higher

in the channels in which the produce WUld to the consumers. Whilst the use of

intermediaries could prom@%rfwéefg'ﬁ ?ﬁiet];gﬁlfl'fiﬂﬁémes, these intermediaries
tend to suppress poor farmers ’p@g@bﬁgg»tbq@mppg}%@(aba and Masuku, 2012). For

example, in Swaziland, the NAMBoard is responsible for the promotion of vegetable
production and their marketing. However, in many occasions, farmers were said to complain

that the institution pays them unsatisfactory prices (Xaba and Masuku, 2012).

Apart from the above findings, Camelo (2002) noted that, sometimes consumers preferred
direct contact with the producers compared with impersonal service, even though the latter
was more efficient in some cases. Camelo (2002) went on to say that, direct sales to
consumers provided the opportunity to reduce marketing costs and to add value to the
product. In this way profit margins are increased since they do not need to pay any
transaction costs to intermediaries. Direct selling is one way through which vegetable
producers can market their produce and realise more profits, but it has some drawbacks just

like any other marketing channel (Camelo, 2002).

For example, for producers to maximise sales, they need to be éware of existing marketing
tools they need to implement. If they are unaware, then problems will arise. One way to
maximise sales could be through providing similar services as those provided by the retailers
and wholesalers (Camelo, 2002). .This means that producers will have to provide marketing

services such as packaging, grading, transporting and many others at a lower cost than those
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locally grown fruits and vegetables. Murthy et al., (2012) actually gave evidence of such in
the marketing of tomatoes in Andhra Pradesh. Murthy et al., (2012) found that in the
marketing of tomatoes specifically, the participation of a corporate body between producer
and consumer in the intermediary marketing systém indicated high efficiency to more than
100% followed by the multi-channel distribution system. In the case of the multi-channel
distribution system, the marketing efficiency was higher in the producer-retailer-consumer
chain which was represented by 90% followed by the producer-wholesaler-retailer-consumer
which was represented by 75% (Murthy et al., 2012). This therefore indicates that the use of

more intermediaries in the supply chain reduces market efficiency.

The objective of the companies in using multichannel marketing is basically to make it easy

for consumers to buy from them in whatever way is most convenient. However, to be more

effective this type of channel calls fo: | management systems so that details
and prices of produce are consistent shannels (Soviana and Puspa, 2012).
Considering the fact that most of the Is are poor, it becomes very difficult
for them to undertake this type of ng to market failure. Whilst small

vegetable sellers have got a number of (N jJjjjjJ#¥ilable for them to market their produce,

they are faced by other nﬂﬁw éms \ThFlblffltHﬂrr@mmpatlon in the market.

These are discussed in section 2.]1(9@1@1%
2.7 Challenges that limit participation of vegetable processors in the market.

Small scale processors face a number of challenges, which increase risk and uncertainty and
act as disincentives for increased production consequently preventing them from accessing
agricultural markets. These challenges affect levels of production as well as the capacity of

the small scale processors to participate in marketing.

2.7.1 Lack of human capital

Small-scale producers are often characterised by high illiteracy and poor technological skills
(Jayne et al., 2003). High illiteracy and poor technological skills can be a serious obstacle in
accessing useful formal institutions that disseminate technological knowledge (Jayne et al.,
2003). Thus, most of emerging producers are not capacitated with enough skills such as
technological, financial and marketing skills which are essential in business. As such, they
are usually unable to meet the standards that are required in their business world such quality
standards (Jayne et al., 2003). Furthermore, Renkow et al,, (2003) also mentioned that small
scale producers also lacked production knowledge. Lack of production knowledge leads to

lower quality in production, hence, reducing their access to markets. Due to these problems,
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support and Local Economic Development activities that are principally at the level of small
projects (McCann, 2005).

The population of the Amathole District Municipality is dominated by females with males
constituting a lower proportion of the total population (Amathole District Municipality IDP,
2012). Due to this, there are more female headed families in the district. The Amatole District
Municipality currently has a population of children from age 0-14 constituting 34%, while it
has a teen and early adulthood population of the age group between 15 — 24 constituting 23%
of the total population in all its demographic forms (Amathole District Municipality IDP,
2012). The working population of the age group of 25 — 64 constitutes 36% whilst the older
population of 65 and above constitutes 7% of the population (Amathole District Municipality
IDP, 2012).

The current age profile implies that t ce (25-64) which constitutes 36% of
the population has to work and suppc lation. This is due to the fact that the
age group of 0-14; age group 15-2¢ 65 and above are an economically

dependent burden in the sense that they“Sjjj#®Toductive members of the society. As a

result, they must be suppo@ilﬁx @f§iwraialpditﬁmciqé force and the state in the
case of old age grant earners. Ifgpgedénse on B ¢sgrpieally active group has got very
serious implications for the welfare of inhabitants of Amathole due to high levels of

unemployment present in the district (Amathole District Municipality IDP, 2012). In 2010 for
instance, unemployment levels were recorded at 45% in the district (Amathole District
Municipality IPD, 2012). This therefore means from the 36% active labour force, about half
of them are not employed and this even worsens the burden of caring for those who do not
work and those who cannot work. As such, most of the people in the district are said to be
living below the minimum living threshold, thus there are very high levels of poverty

prevalent in the district.

A study by the Amathole District Municipality IDP, (2013) showed that the income levels of
most households ranged between R500 to R3500 per month. Thus about 50.3% of the
population in the Amathole District earn between R500 and not more than R3500 a month.
The study by Amathole District Municipality IDP, (2013) further showed that about 2.1 % of
households in the Amathole District earn a monthly income of less than R500. Using the
poverty line which is pegged at R174 a month per head, this income group is considered to be
ultra poor (McCann, 2005). Whilst this earning category has largely been concentrated, the

majority of the workers in this income category cannot afford most of the basic services and
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A survey research technique, attempts to describe and explain the conditions of the present by
using many subjects and questionnaires to fully describe a phenorhenon (Hofstee, 2006). In
this study, structured questionnaires were utilised in collecting data from three categories of
potential consumers namely individuals, supermarkets and schools. The case study approach
was used to collect data from vegetable processors. According to Hofstee (2006), a case study
technique, is a research design approach that examines a single case in a tightly structured
way, towards testing a hypothesis about the case itself és well as gaining principles that can
be extrapolated to similar cases. In this study, a case study approach was used to capture
knowledge on the business operation of three processors with the view of gaining insights on

various marketing strategies that can be used by small agro-processors.

3.3.2 Unit of analysis

The unit of analysis for the study w. o the following groups; individuals,
supermarkets, schools and processor lividuals were interviewed from the
four villages that were selected for t study. Fifty more individuals were
interviewed during the vegetable tast s were selected on the basis of their

convenience and the shop managers ovecﬁon managers were interviewed. In

addition to that, 10 schoomtﬂ? &% r&ﬁn.}-'oéf\tiﬁ&%were purposefully chosen
based on whether it was a publiqw@?h@;.r{?{ AR fenending on ease of access due to

financial constraints. From the school, the principal and or any educator who is part of the
School Nutrition Program were interviewed. From the processors, three vegetable processors

were selected and their managers were interviewed.

3.3.3 Sampling frame
The sampling frame is the actual set of units from which a sample has been drawn (Cooper &
Schindler, 2006). The study used all potential customers in the Amathole District as its

sampling frame. It is from this sampling frame that respondents were selected.

3.3.4 Sampling and sampling procedure

A sample is the part of the population that the researcher actually examines in order to gather
information (Cooper & Schindler, 2006). Drawing a sample representative of the actual
population reduces the difficulties and costs involved in carrying out the research from the

whole population (Cooper & Schindler, 2006).

Convenience sampling and purposive sampling, which are non-probability sampling
methods, were used to select 250 individual respondents, 10 schools and 10 supermarkets to

be included in this study. The convenience sampling method involves interviewing -
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respondents at an arbitrary location until the required sample size is met (Bless et al., 2006).
Thus, with convenience sampling, subjects .of study are selected based on their convenient
accessibility. The advantage of using this non-probability sampling procedure (convenience
sampling) is that it does not require a population list, something which is difficult to obtain,
but it allows interviewing of respondents that are conveniently available. Convenience
sampling also allows the gathering of information from a large number of respondents over a
short period of time and in an economically efficient manner (Monette et al, 1998).
However, it should be noted that this sampling method has a problem of calculating the
sampling errors due to the fact that it is non-random. Generalisations based on such samples
are risky because the probability of including each sampling unit in the sample is unknown.
However, this problem can be overcome by increasing the sample size (Bless et al., 2006).

o1 at

Convenience sampling was used - ondents from three categories of

respondents which are 250 individu: s, and 3 processors namely Proveg,
The Green Bean and The Fruit and V s Market.
On the other hand, purposive sampli ct the schools included in the study.

Purposive sampling is also known as jl'ampling and it refers to the deliberate

choice of respondents basﬁ ﬁli ﬁ%iﬁ}la@fhfrﬁﬁsﬂs Teé/ possess (Tongco 2007).
Thus the main goal of purposivq%@l[ﬁg AS 19 BSSish thsrigsearcher get the information that

he or she requires to best enable him or her to answer his or her research questions. As such,
respondents are chosen based on the researcher’s judgement. It should therefore be noted that
schools chosen for this study are part of public schools which have school nutrition
programmes which are financed by the Government (Department of Education). Private

schools were excluded from the study due to an absence of Schools Nutrition Programmes.

3.3.5 Data and data collection procedures

Both qualitative and quantitative data were collected for the purpose of this study by means
of a structured questionnaire. A total of 10 enumerators were used for the whole process with
an average of three enumerators per visit. Since data collection procedures used were
different for different respondents due to the broad nature of the study, the data collection

procedures will be explained separately for different objectives.
Objective one: To evaluate customers’ perceptions about buying processed vegetables

In collecting the data from 50 respondents, a central location test was employed and this
involved a vegetables tasting procedure. Central location tests involve conducting tests in

one or more often several locations away from the sensory laboratory and are accessible to
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gain entry into the market, markets they are serving, strategies that have worked and those

that have not worked so well and challenges faced.
Data used for the study

The study used cross sectional data, which is data collected at one point in time (Cooper &
Schindler, 2006). All data in this study was collected once. Cross sectional studies offer
~ instant data for the topic under study, unlike when compared to longitudinal studies for which
one has to collect data over a long period (Cooper & Schindler, 2006). This therefore saves
time and resources (money). These are the reasons why cross sectional data was used for this

study.

3.3.6 Research Instrument

The main research instrument that t primary data for the study was a
structured questionnaire. According 2006), a questionnaire is a set of
questions formalised to obtain data fi 1 it enables data to be collected from
a large number of respondents over time. It can either be structured or

unstructured. The questionnaire consiste'n and closed ended questions as well as

scale and likert-scale quf:st"gyf1 ﬁ}oéiﬂgmd 6mer%ioéﬂate where more than two
alternative responses are needed%%%%@?{gﬁc@ye respondents room to explain

the answers and give more detailed information (Cooper & Schindler, 2003). Self-
administered questionnaires were used for the data collection in which the interviewer read,
explained the questions to the respondent and recorded the responses on the questionnaire. A
self administered questionnaire was favoured due to the fact that it reduces bias which may
arise due to misinterpretation of questions by respondents. It was also favoured to cater for

illiterate respondents and also to save time.
3.4. Data analysis

Data analysis is a practice in which raw data is regimented and organised so that useful
information can be extracted from it (Norusis, 2004). The analysis comprises five steps,
including validation, coding, data transcribing, data entry and data cleaning. Data was run
using the Statistical Package for Social Scientists (SPSS) version 22.0. Microsoft excel was
also used as an analytic tool. Table 3.2 shows the objectives, research questions and

hypotheses of the study and how each objective was analysed.

Table 3.1: Objectives of the study and how they were analysed

Objective Hypothesis Analytic tool
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‘To evaluate customer’s Customers have a positive Descriptive statistics

perceptions about different perception towards processed

processed vegetables. vegetables.

To determine factors which affect | Socio-economic factors affect Descriptive statistics
customers’ willingness to customers’ decisions to purchase &

purchase processed vegetables value-added vegetables | Binary logistic regression

model

To determine market penetration | Small agro-processing firms have | Descriptive statistics
strategies that can be used by limited access to output markets.
small agro-processors to

successfully market their produce

3.4.10bjective 1: To evaluate custo on different processed vegetables

Evaluation of alternatives is one ¢ ant stages in models of consumer
purchasing behaviour according to 98). Thus, allowing consumers to
evaluate different products will en: op attraction towards the products

depending on how convincing those prod G this leads to preference formation. For
instance, if a consumer per@ﬁi@@fhﬁtydeﬁ i}o98oH & peositive perception towards
the product, the consumer is IiKely-théika thabpeidest dherefore, knowing customers’
perceptions is important in assessing the potential market for processed vegetables as it helps
to tell whether or not consumers like the vegetables. One way to understand consumer
perceptions is through sensory evaluation which involves taking in sensory information such
as touch, taste and smell and make it into something meaningful (Ressurreccion, 1998). As
such, in order to be able to evaluate customers’ perceptions in this study, a vegetable tasting
procedure was done in Fort Beaufort town in front of Spar Supermarket. The procedure

targeted customers who were coming for shopping at the Spar supermarket and passersby.

The idea of carrying out the vegetable tasting procedure was adopted from Food Processing
Center Institute of Agriculture and Natural Resources (2002) which carried out a market test
for value-added chestnut products. The goal of the market test was to evaluate the level of
interest of chefs in various restaurants in locally produced, value-added chestnut products.
According to the Food Processing Center Institute of Agriculture and Natural Resources,
(2002), this market test was not intended to provide data that could, using statistical analysis
be generalised to determine the size of the food service market the for value-added chestnut
products but instead, it was designed to assess their potential in individual upscale markets.

The survey on the restaurants sought to identify the attributes chefs deem important when
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CHAPTER 4: RESULTS FROM VILLAGES, SUPERMARKETS AND SCHOOLS
SURVEYS

4.0. Introduction

This chapter gives the resi s of the surveys that were carried out in the four villages within a
20 km radius of Alice town, supermarkets and schools. The results are presented in four
sections. The first section, (4.1), presents descriptive statistics results from the village survey.
Section 4.2 presents results on the binary logistic regression model that was formulated in
chapter three to determine significant factors that affect consumers’ willingness to buy
processed vegetables. The third section, (4.3), presents results from the supermarkets survey

and lastly, section 4.4 which presents results from the schools survey.

4.1 Descriptive statistics results fro~ "~ y

4.1.1 Gender

Of the 200 respondents that were int 5 out of 200) of them were females,
whilst 22% (44 out of 200) of them - esults were favourable for the study

since women are the ones who do most 'hasing and even where they are not the

ones going for shopping, ttxjehirﬁ éil,e]ff }h%ﬂnf? 6’{1% ﬁﬁf(@)d budgets. In addition to
that, it is reported that Vegetjﬂaa APsPPRtes. 45 pighgr among females than males
(Deshmukh-Taskar, 2007). As such, having more females in the study could probably mean a

great market potential for e processed vegetables.

100% -
90% -
80% A
70% -
60% -
50% -
40% -
30% A
20% A
10% -

0% T T

Male Female

Figure 4.1.1: Distribution of respondents by gender
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people from villages surrc 1ding Alice are poorly educated. Hence it is difficult for them to
get formal jobs or stable jobs. As such, without other sources of incomes, willingness of
consumers to purchase processed vegetables could be reduced. This is because lack of
incomes is critical for low income groups as it plays as a major constraint to consumption of
vegetables, especially considering that vegetables are more expensive when other basic foods
such as rice and mealie-meal (Cox et al., 1998). Therefore, individuals with low incomes are
more likely to prioritise in buying other basic foods and cheaper vegetables (unprocessed

vegetables) other than buying processed vegetables which are relatively more expensive.

4.1.13 Formally employe family member
As a follow up on income sources, the respondents were asked to indicate whether there was
any other person in the hc ;ehold who was formally employed apart from them. The results

of the study a

Figure 4.1.13: Distribution of respondents by whether they have a formally employed family
member or not

Seventy-six percent of the respondents indicated that they had no formally employed family
member and only 24% of them indicated that they had. For those who indicated that they had
a formally employed family member it meant that even if the respondent was not employed,
they had a source of income. As long as they had the authority to make decisions in terms of
food budgets, this qualified them as potential customers with an ability to purchase. So if they
happened to be willing to purchase processed vegetables, the fact that they had an input in
deciding what has to be bought in the household gave them an opportunity to fulfil their

willingness. Therefore, the potential market for the processed would be greater in the event
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that the respondent had a greater influence in suggesting what was to be bought for the

household and lower if otherwise.

4.1.14 Sources of income

100
90
80
70
60
S0
40

Percentage

20

10 —

. _d
Figure 4.1.14: Distribution Eﬁﬁ%@i&@fﬁy tbcl'r Py Tfligt:f@e

The research showed that respodrgits heve vafsxsddereee of income as shown in Figure
4.1.14 above. From the 200 villagers that were included in the village survey, 38% of them
dependent on social grants for survival in their households. Twenty-nine percent depended on
the pension fund for their survival, whilst 26% depended on other sources of income, such as
wages and 7% of the respondents depended on informal trading for their survival. Basically,
all the respondents had at least one source of income. Those who were not formally employed
had a family member who was formally employed or were doing informal activities to get
income or they received ei er a social grant or pension fund. Knowing the sources of income
is important to the processor as it gives an idea of the ability of potential customers to
purchase. Since business is all about money and making profits, it would be pointless for one
to engage in business if their potential customers do not have the ability to buy. The fact that
villagers had at least one source of income, indicates a great market potential for the
processed vegetables as long as they have the interest to buy. Thus, if the villagers are
interested in buying the processed vegetables and at the same time have the ability to buy, it

encourages the seller to get into business.

61









decisive attributes for choice Vegetables and that individuals chose supermarkets based on the
freshness of vegetables they sold. Another study by Revell (2012) also found that freshness
was the key determinant of consumers’ decision whether or not to purchase vegetables. This
implies that vegetable processors have to strive to produce freshly cut vegetables that will
meet the need of their potential customers. For instance, in this study, the fact that the
majority of the respondents looked at the freshness of vegetables for them to buy, means that
vegetable processors have to also select fresh raw vegetables for processing. For example, if
one processes an old cabbage with yellowish leaves, the cut cabbage will also be yellowish
and for people who prefer green leaf cabbage, this will mean reduced willingness to buy.
Only 21% of the consumers considered price as the most influencing factor that affected their
choice of vegetables. The most common reason for considering the price of vegetables was

-~

due to limited incomes. In the same s~ ™ "712), it was shown that in as much as

the price was not the most influenci ime to purchase decision making, it
was also an important determinant. at processors have to find ways of
accommodating those who are price s 1g their products.

4.1.17 Quality and sources of vegetable V™

According to Lazarova (2%%%1%? CWCHQT. éf many attributes such as
appearance, taste, freshness, snigj jl@flh@qlq‘tﬁ PRy #n multaneously evaluated by the

consumer either objectively or subjectively. Considering that consumers have recently
become more concerned about the quality of food they eat Camelo (2002) and Lazarova
(2010), have pointed out that the absence of one of the attributes that consumers use as a
measure of quality may have considerable effect on where consumers choose to buy. In this
study, respondents were asked to indicate whether the quality of vegetables affected where
they chose to buy most of their vegetables and the results are presented in Figure 4.1.17

below.
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Apart from personality, the environment in which a person lives also has a great influence on
the type of vegetables one may want to buy. A person’s environment is made up of his or her
social, cultural and the surrounding environment (family, friends and relatives) (Perner, 2008
and Perreau, 2013). Studies by Nagaraja, (2004), Perner, 2008 and Perreau, 2013 showed that
the buying behaviour of consumers was influenced by experiences of their own, neighbours
and mainly of their own family. These findings support the findings of this study whose
results show a positive relationship between the environment of the consumer and willingness
to purchase processed vegetables. The coefficient of 1.075 indicaté; that a positive unit
increase in environment of the consumer has an ability of increasing willinghess of the
consumer to buy processed vegetables by 1.075 units. As indicated by results, a positive unit
increase in the environment of a person brings about more than one unit increase in

PSS ) R 'Y

willingness to purchase processed vi ~=--~- the environment of a person has a

great influence over his or her willin ssed vegetables. The significance of
environment in vegetable purchasing )e significant at a 0.063 significance
level.

Apart from socio- economic factors, pro'[so have an influence on the willingness

of .c.onsun*fers to purc.ha.setljrffﬁ; xiQ%itEg/leb 13“ Fs Wﬁtﬁ? ;hej product itself I.las the
ability to influence willingness %Wﬁltﬂ'ﬁhﬂ Fo Iépt buy it. Such factors include

quality, variety, prices and packaging.

The quality of products was significant (0.073) and positively related to willingness to buy
processed vegetables as shown by a positive coefficient. This implies that a unit increase in
the quality of the products would lead to a 1.051 unit increase in the willingness to buy
processed vegetables. This is a likely situation as one would expect that an increase in thé
quality of a product would lead to an increased willingness of consumers to buy processed
vegetables particularly to quality driven consumers. This means that processors have to be
conscious about pricing. For example, processors should have differential pricing systems
thus, higher prices which matches high quality produce and lower prices for low quality
produce. This accommodates all categories of consumers thereby bringing more incomes to
the processor. The results of this study are in line with the findings from studies by Usha
(2007) and Singh and Singh (2014) which reported that quality was one of the most important

factors which influenced the purchase of vegetables by respondents.

Above all, the attitude of consumers towards processed vegetables has the ultimate influence

as to whether or not an individual can be willing to purchase processed vegetables. Empirical
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results show that there is a strong relationship between attitude and willingness to buy
processed vegetables as confirmed by a significant value of 0.000 as shown in the Table 4.1
above. The strong relationship between attitude and willingness to buy has serious
implications towards the market for processed vegetables. As such, vegetable processors
should find ways of influencing consumers to have positive attitudes towards processed
vegetables for example through advertising. The coefficient is positive implying a positive
relationship between the attitude of consumers and willingness to buy processed vegetables.
The coefficient of 2.051 indicates that a unit increase in the positive attitude of a consumer
towards processed vegetables will result in 2.051 units increase in willingness to buy

processed vegetables.

4.2.2 Concluding remarks

The empirical results of this study st > various factors that may influence
willingness of consumers to buy proc 1ese factors include own production,
preservation of vegetables at home, | onsumer, the environment in which

the consumer lives or grew up in andv of the consumers towards processed

vegetables. The results aw W m tbefe }6: frigflﬁtrglctors that can influence

willingness of consumers to buy TY?@@FFI@ Vegstpbleshsh @g quality. That is if an individual
has a positive attitude towards a product, the possibility that the person will buy that product

is very high.
4.3 Results on supermarkets survey

This section of data analysis will discuss the results from the survey that was conducted on
supermarkets. Basically ten supermarkets were interviewed in the three study areas that have
been selected for this research and these included supermarkets from Alice town, King
Williams and East London. From these supermarkets, it was either the shop manager or
vegetable section managers that were interviewed. Supermarkets offer a huge potential
market for processed vegetables due to the fact that they are the most common middlemen
between customers and processors (suppliers). It is for this reason that supermarkets were
included in the study in order to determine their potential in being customers for processed
vegetables. A self administered questionnaire was used to collect data. Below are the results

from the survey that was conducted on the supermarkets.
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results of the survey are : >wn in the figure below and they are represented as weighted

averages.
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Figure 4.3.6: Distribution of responc o the importance of attributes they
consider when making decisions to bt sles

Quality was rated 4.9 which is very closU(imum point on the 5-point scale. This

means that quality is a vewwgif?bﬁf tlmbxiatsmix@arkets if not all consider

when making decisions to buy pﬂgmﬁgpgptpﬂgméu@ﬁ@@re means vegetable processors
have to struggle to meet high quality standards demanded by supermarkets since if they do

not meet these high quali standards, they may lose business. This is due to the fact that
supermarkets may not buy low quality products since they also seek to protect their images
through high service delivery to their customers. The findings of this research are in line with
the findings of a study which showed that supermarkets work only with suppliers who can
provide good quality products in large quantities (The Geography site, undated). This is

because supermarkets can only sell things that their customers want.

Perhaps this is one of the reasons why some of the supermarkets indicated that they only buy
their processed vegetables from Fresh Mark which does all the grading and quality checks for
them. Hence the AgriParks has to invest in quality checking infrastructure for it to qualify as
a supplier of high quality  »ducts.

It should also be noted that investing in quality checking infrastructure is not enough in
maintaining the quality of processed vegetables. This is because the quality of fresh
processed vegetables is o affected by various factors such as harvesting at optimum
maturity, minimisation of echanical injuries, use of proper sanitation procedures, providing

the optimum temperature and relative humidity during all marketing steps (Kader et al.,
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1989). Therefore, processors should ensure that all these factors are taken care of as they

highly contribute to the quality of their produce.

Freshness and appearance were also rated 4.9 which means that there are also very important
attributes that customers consider when ‘making decisions to buy processed vegetables.
Unlike quality which requires some machinery to check, freshness and appearance of
vegetables can easily be judged by merely looking with a bare eye.vAccording to James and
Ngarmsak, (2010) one of the reasons why consumers generally purchase fresh-cut produce is
because of their freshness. It therefore means vegetable processors should select and process
vegetables that are fresh so that they can supply fresh processed vegetables that meet

customers’ demand.

Apart from the freshness of the v :arance of vegetables as has been
indicated above is a very importan :ssed vegetables. For instance, for
processed butternuts, a customer 1 w the butternut has been sliced.
Therefore, processors have to be dealing with processed vegetables

because if they do not look presentable t.érs, this may make customers unwilling

to buy them. Another way ﬁﬂ%"é‘i egf'ml[es[lt%esemable is by improving

their packaging through the use qf&@@m apd @i digiibpackages. Thus, colourful packages
improve the colour of the processed vegetables and thereby making them more attractive to

buyers. On the other hand, airtight bags prevent air from entering into the vegetables and this
protects them from going bad quickly a development which keeps their good appearance for

quiet a reasonable time.

Price was rated 4 and this means that price is an important attribute that customers consider
when buying processed vegetables. This is in fact a reasonable outcome considering that
supermarkets are middlemen who buy products for resale. Hence, if the price has to be too
high it therefore means supermarkets will be forced to sell at higher prices to final consumers.
Taking into consideration the law of demand, which states that when the price goes down
quantity demanded will increase, this therefore means quantity demanded for the processed
vegetables will go down if supermarkets charge higher prices. As a result, supermarkets may
" stop buying these high priced processed vegetables, which will lead to loss of business from

the processors.

Whilst this can be the case for high prices, some supermarkets indicated that they would not
mind buying the vegetables even if their prices were high as long as they would be satisfied

with the quality. As has been mentioned by Camelo, (2002) and Lazarova (2010), consumers
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have become increasingly concerned about the quality of food they eat. This can offer a good
opportunity for erperging processors to make high returns through sales of high quality
processed vegetablés. This is due to the fact that for quality concerned customers, price does
not really matter since they are prepared to pay for the quality. This was supported by one of
the respondents who is the vegetable section manager in one of the supermarkets interviewed
who stated that their customers did not care about the price of the vegetables, but they liked
them because of their high quality which is often characterised by the long shelf lives of their

products.

In addition to the above attributes, the uniqueness and the place where the vegetables were
grown are other factors that consumers consider. The uniqueness attribute scored 4.6 on a 5

point scale. This shows that respondents attached high importance to the uniqueness of the

processed vegetables. Uniqueness o bles can be influenced by various
factors such as the way they are cut, eshness and shelf life. For instance,
one of the respondents mentioned tk roduce they got from their supplier
because they were nicely packed int at packages that were so attractive.

These findings are supported by a rese done by the Food Processing Center
g

Institute of Agriculturev ant?ﬁ% I&cffg}‘c&(i@% evT_clsgfjédings showed that Chefs

_ attached high importance to the m&lﬁqfé% qhepesppiopragucts. This therefore means that

vegetable processors should ensure that they produce unique products.

Lastly, the locality of vegetables was rated 4.1 which means it is also an important attribute

which influences the decisions of customers.

4.3.7. Ratings by customers of vegetables sold by AgriParks

Supermarkets respondents were asked to rate vegetables sold by the AgriParks with respect to
quality, texture, freshness, appearance, packaging, and give an overall acceptance score on a
5-pont scale from (1= poor; 2= Fair; 3= good or satisfactory; 4= very good; 5= excellent).
The respondents were allowed to have a look at the samples of processed vegetables
produced by the AgriParks and then rate them with respect to the above attributes. The scores
that are shown on the graph are weighted averages, meaning that it is a score that represents

the responses of all the ten supermarkets that were included in the study.

The goal of this question was to show how respondents thought about the vegetables offered
by the AgriParks and also show which attributes needed to be improved by the AgriParks.

The results of the survey are shown in the Figure 4.3.7 below.
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4.4.1 Occupation of the respondent _

Basically the principals were the target respondent. But in the event that the principal was not
present or felt like there were not the suitable respondent, the principal delegated an educator
particularly the one who is part of the Schools Nutrition Programmes committee. This was
preferred since these educators have better information about activities involved in the
Schools Nutrition Programmes and sometimes. the interview involved more than one
respondent. Having more than one respondent was helpful as it improved the quality of
information that was gathered since it was not biased towards one person’s thoughts. And
where the respondent was not sure of the response, they would ask their counterpart to

respond.

4.4.2 School feeding schemes and vegetable products bought

All the schools included in this stuc ling schemes in which learners are
supposed to eat certain amounts of ve heir meal. However, learners do not
eat vegetables daily, but eat them at | "he Department of Education is said
to be the one which draws the menu follow and ensure that each learner

gets recommended energy calories per 'getables that are often bought by the

schools include cabbages, %Ww Eﬁni?lbfflﬁ’sz@)er and peas. However, it
was noted that vegetables bought )‘b‘gffléf‘r?lsf PBdiike fepending on the availability and

price variability (cheaper vegetables more preferable).

4.4.3 Budget for the schools feeding scheme and sources of finance

The study showed that school budgets for the feeding schemes varied from as little as R12
000 to as much as R75 866 per term. The budget depended on the number of learners in that
school since the funds are allocated per learner. Therefore, the more the number of learners
the larger the budget was. The school feeding schemes are financed by the government

(Department of Education). The money is allocated to each school at once for the whole term.

4.4.4 Decision making on what to buy, where and in what quantities

Each school has a School Governing Board (SGB) or School Procurement Committee, which
is made up of principals (in some schools), educators and parents. The parents in the school
nutrition programme are the ones who prepare the meals for the learners and are also
involved in decision making. Thus, decisions on what to buy, from where and in what
quantities are collectively made by everyone who is part of the school nutrition committee.
Therefore, before any final decision is made, it has to be agreed upon by the whole committee
otherwise it will not be passed. This scenario offers a complicated situation for potential

suppliers since for them to be able to supply these schools, they need to convince the whole
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group of committee members (board members) which is very difficult to do. The difficulty in
convincing all committee members arises due to various reasons. Some of the reasons that
were noted included that, amongst the committee members, some may have their own
favourite suppliers such as relatives, friends and favourite supermarkets hence unless this
new supplier falls into these categories, it might be impossible for the committee to support
it. Another factor which was said to be considered when choosing where to buy was transport
cost, thus if the supplier offered delivery services, then they were more preferred and in the
event that there was no transport, nearness to the supplier was considered so as to minimise

transport costs.

4.4.5 Delivery of goods and frequency of vegetable purchases

Some of the respondents from the schools indicated that the suppliers of the products are the

ones who delivered the products they yol nutrition programmes. However,
some indicated that they used hire supplier’s transport or any other
available transport for hire). The res that they bought vegetables for the
whole month at once, except for som which are highly perishable such as

cabbages, tomatoes and spinach. As a vibles purchases were done weekly for

vegetables such as spinach,ﬂaﬂ)f%eé,ra&il ¢§n'8tf ?d cf;lfe ﬁr the whole month for potatoes,
onions and butternuts. In some %&&’ﬁéﬁ?htmﬁé‘it’é‘}z‘/ Qerishable vegetables, purchases

were said to be done at once and arrangements were made for deliveries. In this case, the

'supplier was the one delivering the vegetables each time they were wanted by the school.

4.4.6 Vegetable quénﬁﬁes‘ bought and prices

The quantities currently bought varied from school to school due to differences in numbers of
learners. But for each school, the quantities were large enough to cater for one or two or three
weeks depending on how often they bought the vegetables. For instance, some schools
indicated that they bought four to eight pockets of butternut for two weeks and one bag of
cabbage for a single week and so forth. It was indicated that prices varied from source to
source and by seasonal variations, thus sometimes the prices were high due to shortages in
the market whilst at times the prices were very low to an extent of getting a head of cabbage
at only RS.

4.4.7 Interest in buying processed vegetables produced by the AgriParks
Having had an overview on how the Schools Nutrition Programmes were operating, and
having known that they bought vegetables as part of their menu, interest was now to know if

these schools could be part of the potential market for the processed vegetables sold by the
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A research conducted by the Agriculture and Agri-Food Institute of Canada (2007) on
Consumer Perceptions of Food Safety and Quality survey showed that 31 percent of
consumers ranked nutrition as a top of priority issues for food at home consumption as
compared to 24 percent in 2004. These findings attach considerable importance to nutrition
and health of food and this influences what consumers ultimately buy. The results of the
study show that nutritious and healthy scored 3.78 and this means that it is an important

attribute that individuals consider when making decisions to purchase vegetables.

In addition, Ngiqi et al., (2010) also, pointed out that in many developing countries, recent
improvements in income have led to the emergence of middle and high income consumers
that are more concerned about medical health and safety of vegetables they eat. These have

been reasons why many consumers attach considerable importance to nutrition and health

attributes when they are making decis les. The same study by Ngiqi et al.,
(2010) revealed that increasing pr middle and high income groups
consumes fresh produce (especially s salads, or cooked, blanched, and
juiced. Considering that this interest i > nutritious and healthy is increasing

proportionally to consumer incomes, therSjjJjj#ably means the interest of consumers to

pay is also higher. As a rﬂh%@g oélf:Tp )c,ine/ﬁ Jf.(éiuce vegetables that meet
these consumer requirements as %d@l%@ ¢lp pesidtiein participation in the market.

Uniqueness and ease of preparation scored the least among other attributes. They had scores
- of 3.4 and 3.34 respectively. This probably shows that respondents who participated in the
vegetable tasting do not attach too much importance to the two attributes when making
decisions to purchase vegetables. However, since they are above score 3, the neutral point, it
means there are also important attributes. This is in line with findings from a research by the
Food Processing Center (2002) in which Chefs attached high importance to the uniqueness of
the chestnuts and even suggested that the growers should work hard to promote the chestnuts

quality, uniqueness and locally produced heritage.
5.12 Ratings from tasting experiment

Respondents were asked to rate selected vegetables, namely spinach, carrots, cabbage and
mixed vegetables (spinach, cabbage and carrots) with respect to various attributes namely
taste, texture, colour, packaging, appearance and overall acceptability. The goal of the
vegetable testing procedure was to determine acceptability of the vegetables by consumers
and not to provide data that will be generalised to determine the size of the potential market.

This was thought to be very important since it is always good to assess whether ones’
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8. Have you considered drying your own vegetables?

9. Are you aware of the benefits that come through the consumption of vegetables?

Yes No

10. If you answered yes to question (9) above, what are the benefits? (explain)----------------—-

(If you eat or if you answered yes to question 4above) continue if not return the

questionnaire
5. Which ones of the dried vegetables ) like?

No
Carrots No
Onions No
Cabbage -es No
Spinach UNIversity g forrare

+- et HEErcottteitct

7. When purchasing, what do you consider the most important? Indicate which attributes you

consider to be most important by ticking it. (1 = attribute not important; 5= attribute very

important)
Not important Very important

Quality 1 2 3 4 5
Taste 1 2 3 4 5
Freshness 1 2 3 4 5
Price 1 2 3 4 5
Nutritious and healthy 1 2 3 4 5
Uniqueness 1 2 3 4 5
Ease of preparation 1 2 3 4 5
Vegetable locally grown 1 2 3 4 5

Other (specify)

After tasting
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A7. Highest level of education

None Primary level Secondary level Tertiary level

SECTION B: SOCIAL FACTORS

B1.What is your role in the household?

B3i) Do you produce your own vegetables at home? Yes No

B3ii) If yes, which vegetable types do you produce? (Please mark with an x)

Name of the vegetable an x

Cabbage

Carrots

Beetroot

Butternut
Spinach

Potatoes Umoversity prrortrtiarce—

Togetheriirtxcettence

Others list them

B4) How do you keep the following perishable vegetables in your home and for how long?

Perishable produce How it is kept in the home | For how long

Cabbage

Spinach

Beetroot

Carrots

Tomatoes

Butternut

Others-----

B5)i) Do you have access to fresh vegetables for your family throughout the year?
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16. (a) Do you think the prices charged by Agriparks are fair?

Yes ‘No

(b). If not what do you think should be done?(explain briefly for example if you think the

prices are too high what must they do so that their product equates the prices charged) -------

17. When purchasing, what do you consider the most important? Indicate which attributes

you consider to be most important by ticking it. (1 = attribute not important; 5= attribute very

important)

| Not important Very important
Quality 3 4 5
Freshness 3 4 5
Price 3 4 5
Appearance 3 4 5
Uniqueness S 3 4 5
Colour y # 2 3 4 5
Vegetable locally grown UMIver 511—)/ [ TOBt ﬂaBF € 4 5

Togetherir LXCeHEce

Other (specify)

18. How do you rate the products sold by the AgriParks in terms of the following attributes?

Please tick the appropriate number; 1 being poor, 5 being excellent.

Poor Excellent
Quality 1 2 3 4 5
Texture 1 2 3 4 5
Freshness 1 2 3 4 5
Appearance 1 2 3 4 5
Packaging 1 2 3 4 5
Overall acceptance 1 2 3 4 5

General comments
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