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Abstract i

ABSTRACT

Due to increased competition and oversupply in the apple market, many producers suffer
financial losses or make little profit. One way to overcome the strong competition is to
introduce promising new varieties through a ‘club system’. The club concept involves close
collaboration between club members in the sphere of production and marketing and aims at
developing a special image for the selected variety that differentiates it from varieties already

established in the market, as well as to demand higher prices.

Three consumer surveys based on non-probability sampling contributed to the present study.
In two of them quotas of age, gender and nationalities were applied. The first survey (N=174),
which was based on a student project, collected general information on apple consumption in
Germany and provided indications for further research. Among other results it showed that

older and female interviewees were more knowledgeable about apple varieties.

A sensory test (N=200) with the common apple varieties Elstar, Jonagold and Gala, as well as
with the new club varieties Rubens and Red Prince was carried out at point of sales in a
hypermarket. Tasting tests indicated that consumers want to have medium-sized apples with a
firm and juicy fruit pulp. Both sweet and sour fruits are popular. A knowledge test with the
selected varieties demonstrated the importance of distinct produce characteristics for

successful product differentiation.

The third survey (N=320) focused specifically on consumer attitudes towards new apple
varieties. The original attitudinal data was grouped into six factors, namely
“Packaging/special offers”, “Innovativeness”, “Quality and assortment”, “Importance of
apples for nutrition”, “Interest in apple varieties”, and “Origin of apples”. These factors were
used as input variables to cluster the respondents into homogeneous subgroups and profile
them in terms of socio-economic characteristics, consumption and buying behaviour as well
as according to their sources of information on apples and attitudes towards names and labels
of selected new club varieties. As a result five clusters were identified, among which one
showed clearly innovative behaviour in relation to apple varieties. The “Innovators” (27%)
are characterized by a strong interest in new apple varieties and in apple varieties in general, a
high level of concern about the origin of apples and the importance of apples for the diet.
These “Innovators” tend to be young to middle-aged, live in larger households with children,
are actively employed and have a higher net household income. The remaining four clusters
were named according to their behaviour and attitudes as “Nutrition-conscious consumers”,

“Highly involved buyers”, “Ignorant consumers” and “Price-oriented consumers”.
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