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EXECUTIVE SUMMARY

Domestic products are being widely used in Kosovo according to the research participants,
althoughthis highly depends on their household income, and other faglitie age and type of
residence (urbafrural), but also behavioral patterns and attitudes tavds domestic products.

Households with higher incomes tend to use international brands mehereas households
from middle and lower income class tend to use more domestic braxdserthelessthere are
exceptions to thisas purchase preferences dary, our qualitative research revealeBurchase

of domestic products is also influenced by attitudes towards domestic products and
nationalistic ideology.

From almost half of our respondentdomestic products are considered to be made of a natural
content if they are made in Kosovo.NR RdzOi O2y Sy id A& YlFIAyfte SgIf
appearance, especially in the categories where the products are stored in glass packaging.
Neverthelessthe general perception from the qualitative research is tKatsovo citizens do

look for quality in products, but do not necessarily directly correlate quality with natural
products.

Homemade Ajvar, Pickled products and Jamwaigelydzi SR Ay Y2 a2 @temiin K2 dza S
reasons production of these productecus at homeis because it is believed that they are
healthier and cheaper There is also a nostalgic factor related to this, as in many families it is
tradition that in particular seasons hormmade Ajvar, Pickled products and jam is prepared. It is

worth mentioning that when respondents talk about homgade productsit usually means

that they are produced in their homes, clofamily or relatives However, it may occur that

they purchase homenade production from someone they know and trust.

Ajvar

Totalawarenes2 ¥ Y2a2@2Qa LR LMz I dA2y NBIFNRAy3I | 20N
awareness of international brands is 44%.

Theeye trackeranalysis for the Ajvar shelf reveals that when respondents are purchasing Ajvar
products they mainly are interested in looking at the brands, followed by special offers where
applicable and the prices of the products.

Theeye trackeranalysis also clearly reveals that the attention of the respondents in the Ajvar
shelf is concentrad in domestic products.

In terms of usage of Ajvar brands during last month, 21% of the population declared that they
used a domestic Ajvar branavhereas 10% declared that they used an international Ajvar
brand, whereas 44% of them declared that they used hanagle Ajvar last month.

The most popular packaging sizes are 720rgand 550 gams.
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Pickled Products

Total awarenes2 ¥ Y2a2@02Q& LR2LJz I GA2y NB3IFNRAYy3I LIAO]
whereas total awareness of international brands is 26%.

Regarding the pickled products the participants were malimbking atthe products, but also
prices and special offers. If we look at f@duct2 NA AAYy 2F (GKS dzaSNDa Ayd:
focus was lgghtly higher in international products

In terms of usage of pickled products brands during last month, 33% of the population declared
that they used a domestic pickled products braméhereas 56% declared that they used an
international pickled producdbrand, whereas 32% of them declared that they used hanasle
pickled products.

During the shoppingvalk/route, almost all participants choose either 68@grsor 720 gams
packaging.

Ketchup

Total awarenes2 ¥ Y2 a2 @2 Qa LJ2 LJdz | G A &ty braNd® BI7NRHengad | S0 OF
total awareness of international brands is 76%.

During the shoppingoute attention was concentrated mainly in different varieties of packaging
of domestic productsCompared to other categories the ketchup category doeshate too
many optiors, however what seems to have caught the attention of our shoppers is some
international brands which were not familiar to them, or which they did not use before.

In terms of usage of ketchup brands during last month, 33% of the ptipnldeclared that
they used a domestic ketchup brandhereas 56% declared that they used an international
ketchup brand.

ax

Choices during the shoppimgute } YR Y2 a2 @2 Q& Ll LJz | A2y &SNS
preferring 500 gr followed by 1000 grhgger households.

Fruit Juices
Total awarenes2 ¥ Y2342 @2 Qa LJ2 Lz I ( As2aimosiNificAticaNbetwged T NzA
domestic and international brandsfor domesticbrandsit is 100%and forinternational brands

it iS99%.

In terms of fruit juicesh ¥ ¢S 221 G (GKS dzaSNDa AyaSydaizy
domestic products, however not considerably more thaternationalproducts.
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And if we look at the shelf of international juices, popular brands were looked at first, and
particularly people were concentrated to check out the variety of flavors of the popular
international brands.

Because it is a product that is used often people seem to check the prices of this product more
carefully, which is also visible in the pictlrelow as the heat maps are green on the prices in a
lot of products.

In terms of usage of fruit juices brands during last month, 64% of the population declared that
they used a domestic fruit juices bransthereas 35% declared that they used an internaaio
fruit juice brand.

/] K2A0Sa RdzZNAy3a (GKS &aK2LILIAY 3 { NWwhere mgfdity Wa 8 2 92 Q
preferringthe 1-liter packaging.

Jam

Total awarenes2 ¥ Y2 a2 @2 Qa LJ2 LJdzt I A and intBafonadRdg 8 2 Y
identicalc 42%for each

Jam/confiture/compote are not used a lot by Kosovo citizemsich is also revealed hie
gualitative research also. On average they purchase no more than 1 jar of jam monthly.
Respondents wondered arourtde shop,because they were moret@rested to look out there

since lots of them did not consume it very much, and if tligy, they declared that they
normally choose minternational brand that they know, and that they gotten to know from
other categories.

In terms of usage of jam brasdduring last month, 13% of the population declared that they
used a domestic jam bran@vhereas 17% declared that they used an international jam brand,
whereas 23% of them declared that they used hemade jam.

During the shoppingoute most of participants choose 5000 grams packagingWhereas
the general populationn the survey reported to mostly use tl80-1000gramspackaging.
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INTRODUCTION

The Survey for the Market Research on Domestic Product Perceptions in Kosgumjeciaof
the Kosovo Fruits and Vegetables Association (PePER®)yesearch project aims to shed some
fAIKG Ayid2 GKS LISNOSLIWIAZ2Y YR 0SKIF@A2dz2NI 2F Y2

The outcomes of this research are presented in this report, which is divided into two main
parts.

The first part consist of general perception towards domestic products but as well as
ingredients content and packaging are analysed

Whereas the second paxonsist of analysis of general perception and shopping behaviour
towards five categories, presented in this order: Ajvar, pickled products, Ketchup, Fruit Juices
and Jams.

The fieldwork was conducted by TNS Kantar Index Kosova.

The research project is pported by the USAID Agriculture for Growth and Rural Opportunities
program.
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METHODOLOGY
QUANTITATIVBURVEY

The Survey for theMarket Research on Domestic Product Perceptions in Kosesearch
project was conducted with déovar Albanian pldgesidents, aged 15+ yeavia face to face
interview, TAPI (tablet aided personal interview), "in house" of respondent.

In total 1,104 effective interviewswere conducted with a representative sample all over
Kosovo.

The questionnaire waspprox. 1520 min duration on average, composed of cleseded
guestions and preoded open ended questions.

The fieldwork for this part of the research project was conducted d3ihg1.201706.12.2017

Multi-staged random probability methoaias used and theetection processwas carried out
the following way:

Stage 1. Sampling pointsvere allocated proportionally to regional and residential
characteristics of the universe. (Projected split is around 40% urban vs. 60% rural, distributed
into 7 regions. No more than 8 effective respondents per sampling points.)

Stage 2: Selection of a halwld using randonmoute technique. (Each sampling point is
assigned starting point and given direction. In urban areas the selected housstezdh third
house/address orthe left-hand side of the street. In bloa)-flats the selected household is
every 3% apartment, counting from the top floor in each entrance. In rural areas, the selected
household is every8inhabitable dwelling on both sides of the interviewer's route, counting
them wavewise. In rural settlements with dense and compact pattéhe selection procedure
resembles the one for urban areas.)

Stage 3: Selection of 1 respondent per household based on "next birthday" selketion

Stage 4: Substitution of designated respondent after three attempts (one initial visit and two
calkbacks) if the contact failed to result in completed interview (no replacement within the
same household). The substitution is governed by the rules for selecting a household

To ensure quality, 15% of completed interviews belkkcked by the supervis® and the
management team, and all completed questionnaivesre being subjected to quality control
for proper administration.

! The Albanian plusiniverse alsincludes other ethnic groups, who live in the same environraie he criterion
definingthe universés the most common language used for daily public purposes
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Qualitative Research

The Survey for the Market Research on Domestic Product Perceptions in Kosovo was
complemented with a qualitativ&€hopper Experience of Kosovar Consumers

The shopper experience was done wi#tm eyetracking device, followed up by a semi
structuredinterview.

The fieldwork for this part of the research project was conducted during 13.12-2002.2018

The 20 respndents, which were recruited wergiven a task to purchase a certain number of
product categories in a specific supermarket

The shoppig trip and indepth interviews lasted approximately. 45 minutes
The target grap for the research project wasased on specific quota designed to serve the
purpose of the research project, and is as follows:

1. Mothers and fathers aged 255 years old

2. Singlemales and females, aged-29 years old

The detailed sample description is found in the table below:

No. Age Gender | City Household
income

1 21-29 (Single) Female  Prishtine 1000
2 25-35(with children) Female  Prishtine 250
3 25-35(with children) Female  Prishtine 1900
4 36-45(with children) Female @ Fushe Kosove 700
5 36-45(with children) Female  Prishtine 500
6 21-29 (Single) Male Prishtine 150
7 25-35(with children) Female  Prishtine 500
8 21-29 (Single) Male Vushtrri 500
9 46-55(with children) Male Prishtina 200
10  46-55(with children) Female  Lipjan 240
11  46-55(with children) Female  Prishtina 150
12  36-45(with children) Male Prishtina 800
13 21-29 (Single) Male Prishtina 400
14  25-35(with children) Male Prishtina 1500
15  25-35(with children) Female  Prishtina 800
16  36-45(with children) Male Prishtina 300
17  25-35(with children) Female  Prishtina 250
18  46-55(with children) Male Lipjan 900
19 21-29 (Single) Male Prishtina 1000
20  46-55(with children) Male Prishtina 1100
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Eye Trackefechnology

The eye trackeis a devicevhich consists of sensors (camera + projectors) and algorithms. The
customdesigned sensorsre designed to be a higherformance sensoland consisting of
custom components and advanced optics.

The device helpsnderstand users' intentions as the eye trackidgvice knows where the
user's focus is at any given point in time.

This powerful informatiorwasused to createa intuitive user experiences, and was followed up
with questions in order toelaborate their clbices and behaviours further to answer the
research questions.

With theeye trackedh ¢S B6SNBE |6t S (2 & ]bfuséiti®siiblioday SNH &
that what they lookedat is a good approximation of whdtey think.

Heat mapsoloring:

1 Yellow- means the least number of fixations and fixation duration with various levels in
between

1 Greengavarage number of fixations at the same point and a longer fixation duration

1 Red-a high number of fixations at the same point and a longer fixation duration

Theinformation obtained via the eye tracker technology helped us to gain deep insights into

consumer behavior antlelped us in trying tgrovide someanswers to why and how Kosovar

citizens purchase products from the five categories of interest.
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1. Main Findings
1.1Perceptiontowardsdomestic products

Domestic products are being widely wsan Kosovoaccording tothe researchparticipants,
although that highly depends on their househaftome and otherfactor like ageand type of
residence (urbafrural), but alsobehavioral patterngand attitudes towards domestic products

Householdswith higher incomes tend to use international brana®re, whereashouseholds
from middle and lower incomelasstend to use more domestic brands, although there are
exceptions to thisas purchase preferences dary, our qualitative research revealeBurchase
of domestic products is also influenced attitudes towards domestic products and
nationalistic ideology.

Kosovo declared independence from Serbia in 2008, which move was not welcomed by Serbia.

For a long time there were no relations, which chanded the better recently because a
dialogue between these two governments, facilitated by European Union started.
Nevertheless the wounds are deep and the negatiatitudes of Kosovo Albaniangxist
towards purchasing products from Serbia

There weremany campaigns calling for boycotting Serbian products in the recent ydach

might have contributed tosubstituing Serbian products with similar products produced in
Kosovo. Although one might argue about the effect of the campaigns considering that import of
Serbianproductsin Kosovo istill up this day quitéigh.

There is also atrong preference towards Iatnational brands becauseternational brandsare
believed to be more o& higherquality, although they are not being purchased considerably
more compared to domestic products mainly because ofrthigher price.

With that being said householdswith high incomas seem to be more sporadic users of
domestic brands, howevexe have to highlighthat purchasebehaviordepends from category
to category.

Even thouglpurchase behaviors in terms of origi productmayvary, and not all participants
declared that they use domestic productsst majority of the respondents during the-diepth
interviews highlighted that domestic brands should be placed in the shelf areas where they are
easier to reach and are more visible fie reason & supporting domestic producers. dfe

than half of the respondents in the qualitative research even expressed that specific shelf place
should be dedicatedpecificallfo domestic brands.

LYy 2NRSNJ (2 dzyRSNBRUOIFIYR GKS FdGAGdzZRS G261 NRa

population to state their agreement/disagreement witariousstatement related to domestic
products
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On the statement if they always prefer products of KosophkR RdzOSNE > cT13x 27F
population strongly agreed with this statement, 23% somewhat agreed, 5% somewhat
disagreeand only 2% strongly disagreed with this statemewthen digging deeper in the
demographic profilef our samplet turns out that ruralareasprefer more products of Kosovar
producerscompared to people living inrbanareas.

Whereas on the question if they would rather buy Kosovo products even if they are more
expensive the percentage of people who strongly agree with this statementassiderably
lower 64% however still very high, whereas 25% somewhat agree with this statement, 6%
somewhat disagree and 4% strongly disagree with this statement.

Looking at the demographic profile we understand thaigeneral females are morgkeptical
towards theideathat they would purchase Kosovo products even if they are more expensive
compared to menThis ismost likelydue to the fact thatin most of the casesvomen are in
charge of doing the weekly/monthly food supply household shoppingtieag providing the

list of products needed to be purchasius theyare more objective towards weekly/monthly
expenditures for household food supply.

Perceptions towards domestic products. (n=1,104)

| always prefer products of Kosovar produce 67% 23% =

| would rather buy Kosovar products even if they aj

(v) (v) 0% 20
more expensive 63% 25% 6% =

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

B Strongly agree ® Somewhat agree ® Somewhat disagree ® Strongly disagree ® Don't know

Graph 1Please tell me whether you strongly agree, somewhat agree, somewhat disagree or stlisaghge with
the statements

In general also from the indepth interviews there seems to be a consensus in terms of
opinions that Kosovo produced products need to be supported, even from the people that are
not frequent and regular consumers of domestrogucts.Whereas the most common reasons
for this consensus are to support fellow Kosovar citizéuog also to support the economy in
general.
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1.2 Perception towards ingredients, content and packaging

The perception towards ingredients, content and packaging has been largely discasskd,
opinions have been gatheremainly from the qualitative research, but the general population
was asked some questions related to this.

Duringthe in-depth interviewspeople have not expressedd much importancedirected to
ingredientslist of the products Theydeclared that they evaluate the product content mainly by
the productVisual appearancgeespecially in the categomsewhere the products are stored in
glass packagindgzrom almost half of our respondentdomestic products are considered to be
madeof a natural contentf they are made in Kosovo.

Many of the respondents in the 4ddepth interviewswere of the opinion that domestic
producersknow the origin of the products that they use.

A shopping experiencene respondent stated during the idepth interview thata L ¥ L 0 dzé
Kosovar product, | know that the plantse do make the product digrow here, and | know
that the producer knows oowns thelandwherethe products arebeing cultivated ®

Respondents from the idepth interviews expressed that thgyrefer that the products are
being stored in glass jars because glass is perceived to keep the products.fresher
Another factor thatthey expresed pro the glass jars is that @nables them to have a better
view ofthe content since glass is s#@ough in most of the cases.

Y2 &2 @2 Qa ihdae Sdrieyrégarding their attitudes towards ingredients, content and
paclkaging of prodicts they purchaseexpressed the following:

Y2a202Q0a LRLMz I GA2y KI @S RSOftbiNgeRentS WHenithey KS& R

buy their food, wherec y2’2 2 F Y2a202Qa L2 LMz | GA2y ,85%WNRy 3 &

somewhat agred, 4% somewhatlisagreel and only 1% strongly disagmwith this statement.

The data also reveals that younger age groupsto 44 years oldare more prone to pay
FGdSyldAzy G2 GKS AYyINBRASY(Ga years MdThdaelsRisoa 2 (1 KS
trend that isnotable if we look aNB & LJ2 yiR&né.(Tkethigher the income th@wareness

and attention towards ingredientsicreases.

Moreover, 75% of Kosovo population declared that they strongly agree with the statement that
they try to usenatural products, 21%omewhat agree, and 2% somewhat disagree with this
statement.

Alsg a considerable percentage, namely 2F Y2a2@2Qa LR Lz I A2y &

products stored in glass are healthier.
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Perceptions towards incredients, content and packaging. (n=1,104)

| pay attention to product ingredients when | buy foo 68% 25% 49% E

| always try to buy natural products 75% 21% uz
Products in glass packaging are healthi 77% 16% l‘

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

B Strongly agree B Somewhat agree ® Somewhat disagree m Strongly disagree mDon't know

Graph2: Please tell me whether yastrongly agree, somewhat agree, somewhat disagree or strongly disagree with
the statements

Neverthelessthe general perception from the qualitative research is that Kosovo citizens do
look for quality in products, but do not necessarily directly correlate quality with natural
products. They have not expressed a lot of concern in terms of bio production,thmit
evaluation of products seems to be highly influenced by marketing campaigns, including TV
commercials and product placements.
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2. Ajvar

2.10Overall product awarenesmnd usage

Awareness of brands of Ajvar products in general is quite high. Namely: 2 F Y2az2@?2
L2 LJdzf F GA2y 6SNB FofS G2 yIYS I R2YSadAO oNIyYyR

able to name an international Ajvar branghen looking atop of mindawareness

In terms of spontaneous and prompted awareness difference in keuhyd of brands is almost

no existent, with spontaneous and prompted awareness about international Ajvar brands being
slightly higheicompared to domestic brands

When looking at specificrnds, also here Domestic brands prevail specifically Domestic brand
1&2, followed by International brand,4and 6.

Whereas in terms of prompted awareness International Brand 6 is the most recognized one
followed by Domestic brand 1 and 2.

There are anandful of domesticompaniesproducing Ajvarwhich also produce a wide range

of other products in the food categories. This fact might have contributed to the high
awareness of domestic brandd KSNBE ¢S Oly 02y Of dzZRS G KI G pcz
aware of domestic Ajvar brands.

Percentage of total awareness of international products is 44%, howeken comparing the
choices of the respondents during the shoppihg choice of brands in the store is much higher
amongst the international Ajvar prodts.

Awareness of Domestic and International Ajvar
products. (n=1,104)

60 56

50 44
- 40
% 32
g 21

20

10 10
9
i | : I
1 ™

o

Top of mind Spontaneous Prompted Total Awareness

m Domestic mInternational m Homemade

Graph 3 Please tell me which brand of ajvar sold in stores comes to your mind first?
What other brands of ajvar do you remember?
Have you ever heard of?
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Awareness of Domestic and International Ajvar brands.
(n=1,104)

Domestic_Brand51%6

Homemade 1§eRIg%
International_Brand 10 | NG 2%
International_Brand71§3% 2%
International_Brand6 [INS/NNZG/a.
International_Brand51aN7%

International_Brand4 6%

International_Brand4 JeI5%¥%
Domestic_Brand3 2964%)

International_Brand2 19%8%

Domestic_Brand? | NNIZ7022vsm.
International_Brand1 IEN7%NN8%
Domestic_Brand1 | zsre.

0% 10% 20% 30% 40% 50% 60%

H Top of mind m spontanious ® Prompted

Graph 4 Please tell me which brand of ajvar sold in stores comes to your mind first?
Whatother brands of ajvar do you remember?
Have you ever heard of?

In order to understand better the attitudes toward domestic brands, we have asked our sample
to put themselves into the position of thinking of what brand would they buy if they went to
the gore today to buy an Ajvar.

The research reveals th&8% of the population if they went to the store today they would
O2y&ARSNI 0dz2Ay3a | R2YSAGAO OoNIYYyRX gKSNBI & HM:
would consider buying an international brand

When looking at brands Domestic brand 1&2 were significantly higher 20% and 14%

respectfully whereas for International brands, International brand 6 and 7 seems to be the
attractive Ajvar products 7% and 5% respectfully.

These results are also similar the choices of the respondents of the-depth interviews,

where the numbersvere even higher65% of the respondents choose to purchase a domestic
Ajvar product in the supermarket.
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Considered brandsAjvar
Cumulative of up to 5 answergn=1,104)

40% 38%
35%
30% 29%
— 0
= 25% 2106
© 20%
&
15%
10%
5%
0%
Domestic International Homemade

Graph5: Which brands of ajvawvould you consider buying if you went out for shopping today?

Considered brandsAjvar brands
Cumulative of up to 5 answers. (n=1,104)

35% 30%
30%
25% 209
0,
0
10% 506 5% %
5% B 1% 0% 1% . 1% I 2%
0% — — — J— |
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Graph 6 Which brands of ajvar would you consider buying if you went out for shopping today?
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2.2Focus and consciousnesfsproducts, intuitive user experiences using eye tracker

The analysis with the eye trackers for the Ajvar shedfealsthat when respondentsare
purchasingAjvar products they mainlare interested inlooking at the brands, followed by
specialofferswhere applicablend the prices of the products.

The analysis with the eye trackeatso clearlyrevealsthat the attention of the respondents in
the Ajvar shelf is concentrated in domestic producédl the products where théeat maps are
marked inred aredomestic products.

Although therespondents didvonder around in the shelf, where international brands also take
a lot of their attention, since a lot of international brand amarkedwith green and yellow heat
maps ultimately domestic brands take most of their attention while chegkine Ajvar shelf.

Ajvar is one of the products that the Kosovo citizens like to produbeme. e data from the
guantitative study reveal this as welthere respondents answer that thegt some degreaise
Ajvarwhich is produced abtome or home or fanty and relatives.

Neverthelessthe idea of buying a product made in Kosovo seanoserto a homemade

product rather than buying a product that has been produced in another couaithough
packaging and word§ A { S -YMIKRYS dzaASR Ay s tolb®©dontrbutipgdin a SSY
convincinghe respondents to choose one Ajvar product over another

With that being said the prices of the domestic Ajvar producers in general are lower, this is one
of the key reasons why domés producers were chosen over international producers,
especially the heavy users of Ajvar.
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Picture 1&2Cleanshelfpicture and Heat mapAjvar
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2.3Fequency of usage

We have alsmskedour sampleabout their frequency of usagef Ajvar.Y 2 82 @2 Qa OA (A
declared that they use domestic products more compared to international products.

Our research reveals tha% of the respondents declared that they used a domestic brand of

Ajvar last month, another 8% declared that they ever used rmeagtic Ajvar product whereas

7% of the population declared that they never used a domestic Ajvar product.

Our sample namely;8%of them declared that they never heard of the most popular domestic

brands

Data in terms of usage are similar to preferenceni@stic brand 1&2 are used most. Kosovo

citizens, specifically 14% of them declared that they used Domestic brand 1 last month whereas
declarations for usage of Domestic brands 2 last month are 10%.

2 KSNBlFa p>: 2F Y2a202Q4a LR2htezratonakbgayd 6 RS @dnthNE R ( K

In terms of the declarations of usage of international Ajvar brands the numbers are very low for
last month usage and ever used and never used are at 3%.

Our sample namely, 93% of thenteclared that they never heard ofhé most popular
international brands

Frequency of usageAjvar. (1=1,104)

100
90
80
70
60
50
40
10 7 . I 8 3 7 2 12
used last month ever used never used never heard of the
brand

Percent

m Domestic W International ® Homemade

Graph?7: For thesebrands, please tell me..Ajvar
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Frequency of usageAjvar brands. (n=1,104)
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Graph8: For these brands, please tell meAjvar

2 KSNBla Ay GSN¥ya 2F FTNBldsSSyoe 27F dzal IS (KS o
diverse.Only 1% consumes it few times a day, 2 % d&8¥p of our sample consumesltnost
every day, 22% once a week, 2298 Bmes a month whereas there also considerably high
percentages of people that consume less often, 8% consume it once a month, 15%radsw

a year and 11% of the sample never consumes Ajvar products.

Frequency of peronal usage: Ajvar (n=1,104)

0,
25% 5% 20

20% 19%
15%
15%
11%
10% 8%
0,
5% 2%
m
0% | |

Never Afew Oncea 2-3times Oncea Almost Oncea Afew
timesa month amonth week everyday day times a
year day

Graph9: How often do you personally use ajvar?
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Our sample have been asked to declare their usage of Ajvar brand during last month.
21% of the population declared that they used a domestic Ajvar brand whereas 10% declared
that they used an international Ajvar brand.

Y2a4202Q4a LIRLMz I GA2y RSOfFNBR GKIFI{d (GKS& dzaSR
them 12% and 7% declared thased Domestic brand 1&2 during the last month whereas
International brands are used considerably less last month, with International brand 6 at 4%

and International brand at 3%.

Homemade Ajvad SSYa (2 0S OSNE L2 LJz NI FY2y3aid Y2az2(¢
that they used a homenade Ajvar last month.

Brand of ajvar used most often during the last
month. (n=1,104)
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44%
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Domestic International Homemade

Graph 10Tell me which brand of Ajvar have you used most during the last month?

Brand of ajvar used most often during the last month.
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Graph11: Tell me which brand of Ajvar have you used most during the last month?
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2.4Packaging

Whereasin terms of the size of the packaging of Ajvar, considering that there are not many
variations the most popular sizes are 720 gr and 550 gr. Aimost half shthple did not give
an answer to this question because they make their own Ajvar.

It is also apparent that there are not many variations in terms of size of Ajvar jars, especially
amongst domestic Ajvagroducts, and irdepth interview respondents especially those coming
from small households declared that in some cases they are forced to purchase international
brands because domestic producers do not offer their products in smaller jars.

Packaging sizeAjvar. (n=1,104)
50% 47%
45%
40%
35%
30%
25%
20% 16%
15%

10%
10%
0 w= W m

100gr 300gr 3509gr 550gr 720gr 2,250gr Don't Do not
know buy/make
our own

14%

Graph 12When buying ajvar, what is the size b&tpackaging you buy most often?
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3. Pickled products

3.10verall product awarenesd usage

Awareness of brands of pickled products in generainid GSNIF 3Sd bl YSE & md:
population were abletonameBR2 YS&aGA O ON} YRX 4KSNBlIaA 2yfe p»
able to name an international pickledroduct brand on top of their mind. In terms of
spontaneous and prompted awareness difference in terms of knowledge of brarmfsai$

with spontaneousawareress of domestic and international brand®ing similay however

prompted awareness about international pickled brands is 4% higher compared to domestic
brands.

When looking at specific brands, top of miridlomestic brand 1&2 prevail, followed by
International brand 6.

Whereas in terms of prompted awarene&®omestic brand 1 and 2 are the most famous
followed bylnternational BrancB.

Most popular pickled products our respondents have chosen on their shoppimgnt the
supermarket are fefferonpeppers, pickles, mushrooms and peppers.

However the indepth interviews during the shopping reveals that pickled products are not
used much, and if yes they prefer to make their own, thus the low awareness of brands
especiallythat of international brang

The research reveals thatn’zs 2 F Y2 & 2 @2 Q Zare bidladetibranisdfypickledl | &
products Percentage of total awarenessiaternational products is Z&,and alsahe choice of

brands in the storés much higher amongst domestic brands,a8@ 65 percent of respondents
choose to buy domestic pickled brands during their shopping trip as their first and second
choice respectively.
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Awareness of Domestic and International
products- Pickled products (n=1,104)
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Graph 13Please tell me which brand of pickled products sold in stores comes to your mind first?
What otherbrands of pickled products do you remember?
Have you ever heard of?

Awareness of Domestic and International products
Pickled products brands. (n=1,104)
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Graph 14Please tell me which brand of pickled products sold in stores comes to your mind first?
What other brands of pickled products do you remember?
Have you ever heard of?

In order to understand better the attitudes toward domestic brands, we have asked our sample
to put themselves into the position of thinking of what brand would they buy if they went to
the store today to buy a pickled product.
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The research reveals that, 38%the population declared that if they went to the store today
GKSe ¢g2dzdZ R O2yaARSNI 60d2Ay3 | R2YSadiAO 0NIyYyR:
declared that they would consider buying an international brand.

These esults are also similar to thehoices of the respondents of the simulated shopping trip
where the numbers was even higher, 60% of the respondents choose to purchase a domestic
product in the supermarket as a first choice and 65% as a second choice.

When looking abrands Domestic brah1&2&3 were higher 10% and 8%, andeSpectfully
whereas for Internatioal brands, International brand $eems to be the attractivgicked
products brand

Considered brandsPickled products
Cumulative of up to 5 answers. (n=1,104)

35% 33%
30% 29%
25%
S 20%
o
@ 15% 12%
10%
5%
0%
Domestic International Homemade

Graphl15: Which brands of pickled products would you consider buying if you went out for shofmulag?

Considered brandsPickled products brands
Cumulative of up to 5 answers. (n=1,104)
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Graph16: Which brands of pickled products would you consider buying if you went out for shopping today?

3.2 Focusand consciousness products, intuitive user experiences using eye tracker: Pickled
Products

A lot of time was spentwonderingaround the shelf of the pickled produgtandaccording to

the heat maps, participants were mainly watching the pwot$, but also pricesind special
offers.

During the shopping experience we asked the respondents to chopseki@d product and a
substitute pickledproduct in case their product of choice would be out of stock. Their choses
were mostly fefferoni peppers amuickles and irfiew cases mushrooms and peppers.

With that being said the results of the eye reveals that tiser's intentionsof our sample was
not limited to fefferoni peppers and pickles, actually the concentration in peppersvell as
new products likewvhite asparaguand mix pickled vegetablesiasalso quite higrcompared to
fefferoni peppers and pickles.

If we lookl & GKS 2NAIAY 2F (GKS dzaASNRaA AyiSyldAzy o4
international products. The main focus was on fefferoni peppers in domestic but also
international brands, the same was in terms of peppers

Regarding mix pickledegetables the focus was concentrated in iaternational brand, the

same case was the case with pickles.

B A L S AR A T i
ETRETOD VIS 3 10 18 | N e oy
veolacci -
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Picture 3&4Clean shelf picturand Heat map: Pickled products
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3.3Frequency of usage

We have also asked our sample about their frequency of usagéckiedproductsh Y2 a2 @2 Qa
citizens declared that they use domestic products more compared to international products.

A small percentagé% of the respondents declared that they ever usedoanestic brand of

pickled product, another 6% declared that they never ever used a domestic pickled product
whereas usage and neaumsage of international pickled products are almost non existent

Our sample namely, 8%of them declared that they never hearof the most popular domestic

brands

Our sample namely96% of them declared that they never heard of the most popular
international brands

Data in terms of usage are similar to preferencemni@stic brand 1&2 are used most, and in
terms of international band 8 is the most used one.

Frequency of usagePickeled products.

(n=1,104)
100
80
S 60
o
)
20 - 11 18
ol Lim &
N m N -
used last month ever used never used never heard of the

brand

m Domestic mInternational m Homemade

Graph T: Forthesebrands, please tell me:.Pickledoroducts
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Frequency of usagePickeled products brands. (n=1,104)
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Graph 18For these brands, please tell meRickled products

2 KSNBla Ay GSN¥ya 2F FTNBldsSSyoe 27F dzal3S (KS o
diverse.Only 2% consumes it few times a day, 10% of our sample consumes pickled products
daily, 40% of our sample consumes it almost every day, 13% once a weelR-3 8thes a

month whereas there also considerably high percentages of people that consume less often,
4% consume it once a month, 10% a few times a year and 8% of the sample never consumes
pickled products
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Frequency of personal usage. (n=1,104)
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40%

Graph 19How often do you personally use pie# products?

Our sample have been asked to declare their usage of pickled product brand during last month.

12% of the population declared that they used a domestic pickled product brand whereas 4%
declared that they used an international pickled prodbcind

HomeYl RS LIAO1f SR LINRPRdzOGa& IINB Ffaz2 @OSNE LJ2 Lz |
declared that they used a hommade pickled product last month.

Y234202 Q& didadeddre veiy lo® gercentages of brands of pickled products that they
used last month, highest is domestic brand 1 with 5%.

Brand of pickled products used most often

during the last month.(n=1,104)
35% 32%
30%
25%
20%
15% 12%
10%

5% 4%
0% ]
Domestic International Homemade

Graph 20Tell me which brand of pickeled products have you used most during the last month?
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Brand of pickled products used most often
during the last month. (n=1,104)
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Graph 21 Tell me which brand of pickeled products have you used most during the last month?
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3.4Packaging

Whereas in terms of the size of the packaging of pickled, there are many vasidtiermost
popular size is 1500 g, however the preferences are very wide sp¥ead the population did
not know and adequate answer to this question

During theshopping trip, almost all participants choose either 680 gr or 720 gr packaging.

Packaging size. (n=1,104)
90%

80% 7%
70%
60%
50%
40%
30%
20%
10% o o A% 8 4 206 3%
0% — — | - | — |
550gr 680gr 720gr 1,500gr 2,250 gr 2,450 gr 2,500 gr Don't
know

Graph 22When buying pickled products, what is the size of the packaging you buy most often?
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4 Ketchup

4.1 Overall product awarenesd usage

l g NBySaa 2F oNlyRa 2F {S0OKdzLl Ay 3ISYSNIf Aa
were able to name a domestic brand, whergmasre than halfp "2 2 F Y2 a2 @2 Qa LR2L
able to name an international ketchup brand on top of their mind. In terinspontaneous and

prompted awareness difference in terms of knowledge of braedst with spontaneous
awareness of domestic produdteing 8% higher andorompted awareness about domestic
ketchupbrands i2% higher compared tmternationalbrands.

J

However the indepth interviews during the shopping reveals tlehbice of ketchup products is
rather limited thus the highawareness of brargl especiallyjdomestic brands since those
renownedbrands produce variety of products in different food categsrie

When looking at specific brandsiternationalbrand lis clearly the most mentioned brand in
top of mind.

Domestic brands 2&3 have also a bit on top of mid awareness from Kosovo population, namely
13% and 11%.

With that being said 71 2 F Y2a2 @2 Qa LJ2 LJdzt | G kekhlp brawds. | & NX
Percentage of total awarenes$ international products is A, and also the choice of brands in

the store is much higher amongstternational brands, 60 and%%percent of respondents

choose b buyinternational ketchupbrands during their shopping trip as their first and second

choice respectively.

Main reason of the choice of an international brand of ketchup is due to the fact that some of

the respondents believe that the quality of domestetchup products is not very high, but also

the price difference between domestic and international brands in the ketchup sector is not

very high.

34|Page



Awareness of Domestic and International
products- Ketchup. (n=1,104)
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Graph 23Please tell me which brand of ketchup sold in stores comes to your mind first?
What otherbrands of kethcup do you remember?
Have you ever heard of?

Awareness of Domestic and International product&etchup
brands. (n=1,104)
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Graph 24Please tell me which brand of ketchup sold in stores comes to your mind first?
What other brands of kethcup do you remember?
Have you ever heard of?

In orderto understand better the attitudes toward domestic brands, we have asked our sample
to put themselves into the position of thinking of what brand would they buy if they went to
the store today to buy a ketchup.
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Our research reveals that 68% if they weantthe store today they would consider buying a
R2YSa0A0O OoNIYRX gKSNBlFa ym: 2F GKS Y2a202Q0a
buying an international brand.

These results are also similar to the choices of the respondents of the simulated rspappi
where the numbers was even higher, 60% of the respondents choose to purchase a domestic
product in the supermarket as a first choice and 55% as a second choice.

When looking at brand¥ 2 4 2 @2 Q& LJ2 Lddzf | ( A 2 yintethatidatl Rran® 2is/ & A R S N.
significantly higher 2%compared to the rest of the brands.

Considered brandsKetchup
Cumulative of up to 5 answers. (n=1,104)
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Graph25: Which brands of ketchup would you consider buying if you went out for shopping today?

36|Page



Considered brandsKetchup brands.
Cumulative of up to 5 answers. (n=1,104)
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Graph 26Which brands of ketchup would you consider buying if you went out for shoppday?

4.2 Focus and consciousnesisproducts, intuitive user experiences using eye tracker: Ketchup

The quantitative research revealed that in terms kaftchup, international brands are used
more however the & SN &  Adyringtifelsthoppihdrip does not necessarily support the
declared purchasbehavior.

During the shopping trip attention was concentrated mainly in different varieties of packaging
of domestic products.

Compared to other categories the ketchup category does not have too mangnopbwever

what seems to have caught the attention of our shoppers is some international brands which
were not familiar to them, or which they did not use before.

What strikes out is that when checking out these international products they have lookkd at
packaging but also at the prices of these products.

In general also during the shopping trip usage of international brands has been discussed and
declared a lot, one can notice that also in terms of share of shelf space, international brands
occupy dot of space, more than hiabf the shelf space.
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Picture 5&6 Clean shelf picturand Heat map: Ketchup
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4.3Frequency of usage

2S KIFI@S Ita2 FalSR 2dz2NJ 41 YLX S F62dzi GKSANI FNJ
declared that they use doestic products more compared to international products in terms of

ketchup.

A small percentageQ% of the respondents declared that they ever used a domestic brand of
ketchup last month, whereas 7% declared that they used an international brand of kdastup
Y2YUK® Mw?: 2F Y24202Q4a LRLzZ I GA2y RSOf I NBR (K
whereas declared usage and international ketchup product is 7%.

A small percentageB% never used a domestic ketchup and 5% never used an international
product.

Our sample namely;1% ofthem declared that they never heard of the most popular domestic

brands

Our sample namely81% of them declared that they never heard of the most popular
international brands

Data in terms of usage are similar to preferentgernationalbrand 1is usedmost. Kosovo
citizens, specifically 38 of them declared that they ad Internationabrand 1 last month

Frequency of usageKetchup. (n=1,104)
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Graph Z: For thesebrands, please tell me:.Ketchup
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Frequency of usageKetchup brands. (n=1,104)
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Graph 28For these brands, please tell meKetchup

2 KSNBlFa Ay GSN¥Xa 2F FNBIdzSyOe 2F dzal 3S>T (KS ¢
diverse.Only1% consumes ketchup few times a day, 3% of our sample consumes it every day,

16% almost every day, 21% once a week, 3@/j4i@es a month 6 once month, 6% consume

it once a month, 8% few times a year and 14% of the sample never consumes ketchup.

Frequency of personal usagén=1,104)
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timesa month amonth week everyday day times a
year day

Graph29: How often do you personally use ketchup?

Our sample have been asked to declare their usage of ketchup brands during last month.
The researcheveals that33% of the populatiomseda domestic ketchup brand whereas more
than the half namely 56% declared that they used an international ketchup brand.
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population Domestic bran@&3 are also used a lot namely by 14% and 10% of the population.
International brand 4 is used by 11% of the population.

Brand of ketchup used most often during the
last month (n=1,104)

60% 56%
50%

40%

33%

30%

20%

10%

0%
Domestic International

Graph30: Tell me which brand of ketchup have you used most during the last month?
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Brand of ketchup used most often during the
last month (n=1,104)
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Graph 31Tell me which brandf ketchup have you used most during the last month?

4.4 Packaging

Whereas in terms of the size of the packaging of ketchup, there are many variations the most
popular sizes are 500 gr, however the preferences are quite wide spread, 1000 gr is also quite
popular.

Choices during the shopping trip were similar where majority was preferring 500 gr followed by
1000 gr in bigger households.

It is worth mentioning that some packaging of especidfynesticproducts was considered as

not very convenient and usdriendly, some had issues with the lid and some were considered
not of good quality in general.

Packaging size(h=1,104)
30%

25% 25%
22%

20%
15%
12%
10% 7%
5%
o M m

110gr 300gr 500gr 750gr 800gr 970gr 1000gr Don't
know

25%

Graph32: When buying ketchup, what is the size of the packaging you buy most often?
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5. Fruituices

5.10verall product awarenesad usage

Awareness ob NI Yy Ra 2F FNHZA G 2dzA 0Sa Ay 3ISYySNIf A& @S
GSNB I6tS G2 yIYS I R2YSaGAO O6NIYyRI ¢KSNBI a
name an international fruit juice brand on top of their mind. In terms of spontanems

prompted awareness difference in terms of knowledge of brands are quite high, with
spontaneous awareness of international product being 17% higher and prompted awareness
about international fruit juice brands is 18% higher compared to domestic brands.

However the irdepth interviews during the shopping trip our choices amongst the domestic
and international brands were spread almost equally. 55% of our sample chose to buy an
international brand agirst choice and 53% of our sample chose to buy domgsibducts as a
second choice.

When looking at specific branddpmestic brands of justices are used most. Domestic brand 1
has the highest top of knowledge awareness at 30%, followed by International brand 1 at 20%

Spontaneous and prompted awareness Jfices brands is quite high compared to other
categories.

With that being saidl0g: 2 F Y2a2@2Qa LJ2 Lddst faoustiomeskicitidt I & 1 NB
juice brandsPercentage of total awarenessfamousinternationalproducts is 9%

However during the in @pth interviews the respondents expressed their dissatisfaction with a

lot of domestic fruit juice producers.

Majority of consumers of domestic fruit juice producers stated that they purchase those brands

just because of the low prices, and if they woukive more available funds they would switch

to international fruit juice brands immediately.

Some also expressed that domestic fruit juice brands are not consistent in their production.
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Awareness of Domestic and International
products- Fruit Juices brands. (n=1,104)
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Graph33: Please tell me which brand of fruit juiced sold in staremes to your mind first?
What other brands of fruit juices do you remember?
Have you ever heard of?
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Awareness of Domestic and International productsruit Juices brands.
(n=1,104)
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Graph34: Please tell me which brand of fruit juiced sold in stores comes to your mind first?
What other brands of fruit juices do you remember?
Have yu ever heard of?

In order to understand better the attitudes toward domestic brands, we have asked our sample

to put themselves into the position of thinking of what brand would they buy if they went to

the store today to buy a fruit juice.

Our researchieveals that 161% (cumulative of up to 5 brands) of the population, if they went to

the store today they would consider buying a domestic brand, whereas 108% (cumulative of up

G2 p ONryRayv 2F GKS Y24a2020a LIR2LJzZ dgary RSC
international brand.

During the simulated shopping trip decisions were spread in half, half of our respondents
bought domestic whereas the other half bought international products.

When looking at brand® be considered for buying, International brandslat 53% followed
by Domestic brand 1 at 51%.
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Other domestic brands are also mentioned by a high percentage of Kosovo citizens

Considered brandsFruit Juices
Cumulative of up to 5 answers. (n=1,104)

180%
160%
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80%
60%
40%
20%
0%

161%

108%

Percent

Domestic International

Graph 35Which brands of fruit juices would you consider buying if yemtwout for shopping today?

Considered brandsFruit Juices
Cumulative of up to 5 answers. (n=1,104)
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Graph 36Which brands of fruit juices would you consider buying if you went out for shopping today?
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5.2 Focus and consciousnesfs products, intuitive user experiences using eye trackeuit
Juice

In terms of fuit juicesif we look a 0 K S dz& S NJWa notficy thad tyidichr2efitition is on
domestic products, however not considerably more than domestic products.

Respondents did spend more tino@ the shelf itself because the choices were bigger however
also physically they moved more and they eyes were wondering more from one product to
another.

And if we look at the shelf of international juices, popular brands were looked at first, and
particularly people were concentrated to check out the variety of dtavof the popular
international brands.

One also must mention that the range of cha@e much bigger ithe fruit juice section, that

most probably because out of the five categories of interest, fruit juices is the product that is
used most, and in segular basis.

Because it is a product that is used often people seem to check the prices of this product more
carefully, which is also visible in the picture below as the heat maps are green on the prices in a
lot of products.

Brand choices of fruit jugs depends a lot on the income of households. Households with
higher income prefer international brands whereas households with lower incomes purchase
brands which are cheaper and are usually domestic products.

One respondent mention that if she had maeailablebudget she would purchase one of the
renown international brands which are quite a few in Kosovo.
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Picture 8: Heat map: Fruit juices
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5.3Frequency of usage

We have also asked our sample about their frequency of usafeudfluice® Y2 a2 @2 Qa
declared that they use domestic productonsiderablymore compared to international
products in terms ofruit juices

Fruit juices are used mord4% of the respondents declared that they ever used a domestic
brand offruit juice last month, whereas 7% declared that they used an international brand of
fruit juice last month.

Our sample namely88% of Kosov@a LJ2 LJdzf G A2y RSOf I NBR friitk I {
juicewhereas declared usage and international ketchup produchig 17%.

Only 10% of the population never used a domestic fruijuices and @6 never used an
international product.

Our sample naraly, 38%of them declared that they never heard of the most popular domestic
brands

Our sample namely66% of them declared that they never heard of the most popular
international brands

Data in terms of usage are similar to prefnce. Domestic brandse used mosbften.

Frequency of usage of brand categorieBruit
Juices (n=1,104)
100
80

60

38

40

Percent

38
17
20 14 I 109
0 - . I
used last month ever used never used never heard of the
brand

m Domestic m International

Graph37: Forthesebrands, please tell me:.Fruit juices
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Frequency of usage of brand categorieruit Juices brands (n=1,104)
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Graph38: For these brands, please tell meFruit juices

Whereas in terms of frequency of usagkfruit juices G KS 0SKIF GA2NBR 2F Y2342
to be quite diverse4% corsumes ketchup few times a day6of oursample consumes it every
day, 436 almost every day, 18% once a week%d &3 times a month 6 once a monti%
consume itonce a month, 3% few times a year ad 3% of the sample never consumésit
juices
Frequency of personal usage. (b204)

50%
45%
40%
35%
30%
25%
20%
15%
lgz//;) 2% 2% 1% 6% 4%
v, ™ W W B =

Never Afew Oncea 2-3times Oncea Almost Oncea Afew
timesa month amonth week everyday day times a
year day

43%

18% 18%

Graph 39How often do you personally use fruit juices?

Our sample have been asked to declare their usage of fruit juice brand during last month.
With that being said64% of the population declared that they used a domestic Ajvar brand
whereas 35% declared that they used an international Fruit juice brand.
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Y24202Q04a LR2LMzZ I GA2Yy RSOt I NBiRst. Alfdsidne thikddethedzid S R

populationdeclared ttat used Domestic brand during the last month wheras International
brand 1 isused considerably less last monkby, 21% of the population

Fruit juice brand used most often during the last
month. (n=1,104)
70% 64%
60%
50%

40% 35%

Domestic International

30%

20%

10%

0%

Graph40: Tell me which brand of fruit juices have you used most during the last month?

Fruit juice brand used most often during the last
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Graph41: Tell me which brand of fruit juices have you used most during the last month?
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5.4 Packaging

Whereas in terms of the size of the packaging of juices, although there are quite a lot of
variations the most popular size without a doubt is 1 [, followed 1%y

During the shopping trip, almost all participants choose 1l however bigger households also tend
to buy 2| packaging for Fruit Juices.

Something that strikes out during the in depth interview was the fact that the design of the
juices was discussedare compared to the other categories.

Kosovo citizens seem to prefer to see pictures of fresh fruit on their packaging, and their
purchase choice seem to be highly affected by the visuals on the packaging of the fruit juices

Also there are a handful of dpiinternational brands present for a decade in Kosovo which
thorough the years with a lot of marketing have acquired a big customes tdusch makes it
difficult for domestigproducts to find their way to Kosovars shopping baskets.

Packaging siz€n=1,104)

60%
52%

50%

40%

30% 25%
20%
8%
10% 506 .
1% 1% .
0% — []
200 ml 250 ml 500 ml 11 151 21

Graph 42 When buying fruit juices, what is the size of the packaging you buy most often?
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6. Jam

6.1 Overall product awarenesmnd usage

Awareness of brands damsA y ISy SN} f A& | GSNI ASd bl YSte& wmps
FofS G2 yIFEYS I R2YSaidAO O6NIYyRI GgKSNBlFa wmcx 2
international jam brand on top of their mind. In terms of spontaneous and prompted
awarenesghere is no diference amongst domestic and international brands

However the irdepth interviews during the shopping trip our choices amongst the domestic
and international brands were spread almost equa®o of our sample lose to buy a
domesticbrand as first chae and50% of our sample chose to buy domestic products as a
second choice.

When looking at specific brandsnternational brand 4 prevail in terms of top of mind
knowledge followed byDomestic brand 1

Whereas in terms ofpontaneousawarenessDomesticBrand 1lis the most recognized one
followed bylnternationalbrand 1 ands.

With that being saiddZ> 2 F Y2a2@2 Q& LJ2 LJdzt I ( A Jayn frditilBe + ¢ | NS
brands. Percentage of total awareness of famous international produtt®isame as thaof

domestic brands

However during the in depth interviewse understood that jam is the least used product from

all five categories of interest.

As data from the general population survey also reveals people are fund of making their own

jam in cases wherthey want to consume it, however it is not a product that is used
consequently in a lot of Kosovar households.
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Awareness of Domestic and International
products-Jam. (n=1,104)
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Graph 43Please tell me which brand of jam/confiture/compot sold in stores comes to your mind first?
What other brands ofam/confiture/compote do you remember?
Have you ever heard of?
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Graph44: Please tell me which brand of jam/confiture/compot sold in stores comes to your mind first?
What other brands of jam/confiture/compote do you remember?
Have you ever heard of?
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In order to understand better the attitudes toward domestic brands, we have asked our sample

to put themselves into the position of thinking of what brand would they buy if they went to

the store today to buy a Jam.

The research reveals that 27% of the popiola if they went to the store today they would
O2Y&ARSNI 6dz2Ay3 || R2YSAGAO ONI}YRX gKSNBIA omwm:
would consider buying an international brand.

These results are also similar to the choices of the respondentseo$imulated shopping trip
where international brands were preferred slightly more compared to domestic products.

When lookng at brands Domestic brand 1 is the brand people would consider buying if they
went to the store and 10% of the population wdwonsider buying Internatiorldrand 1

Considered brandsjams/confiture/compote
Cumulative of up to 5 answers. (n=1,104)

35% 31%

30% 27%

25%
25%
20%

15%

Percent

10%
5%

0%
Domestic International Homemade

Graph 45Which brands of jam/confiture/compote would you consider buying if you went out for shopping today?
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Considered brandsjams/confiture/compote
Cumulative of up to 5 answers. (n=1,104)
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Graph 46Which brands of jam/confiture/compote would you consider buying if you wenff@ushopping today?
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6.2 Focusand consciousness products, intuitive user experiences using eye tracker: Jam

Jam/confiture/compoteare not used a lot by Kosovo citizens, the qualitative research also
reveals. Oraveragethey purchase naonore than 1 jar of jam monthly.

Respondents wondered around because they were more interested to look out there since lots
of them did not consume it very much, and if they do they declared that they normally choose a
or international brand that they knoyand that they gotten to know from other categories.

Because most of theespondentswere only sporadic users of the category a lot of products
caught their attention. It is visible that domestic and international brands have similar share in
this categoy, with domestic being slightly bigger.

Brands who possess smaller packaging were also dedicated considerable time because
respondents declared that they tend to buy jams in small jars because they consume it less,
however there were no domestic brandfering jams in small jars.

Nevertheless there are exceptions to the general behavior. One respondent coming from a

bigger family with low household income declared that they buy &@jam jar and they
consume it mainly in the mornings.
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Picture 11&12: Clean shelf picture and Heat map:
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6.3 Frequency of usage

We have also asked our sample about their frequency of usage of Jam. Usage of Jam in general

is very low in Kosovo.

Y2a2@02Q0a OAGAT Sya RSOf I NBR (cEmpéred liokiriegnationadl S R 2 Y
products in terms of fruit juices.

A small amount5% of the respondents declared that they ever used a domestic brand of fruit

juice last month, whereas 2% declared that they used an international brand of jam last month.
Onlyp:'s 2F Y2a202Q04a LRLMz+FGA2y RSOt FNBR (KFd GKS
usage and international ketchup product is only 2%.

Only8% never used a domestic jam and 3% never used an international product.

Our sample namelhg2%of them declaredthat they never heard of the most popular domestic

brands

Our sample namely92% of them declared that they never heard of the most popular
international brands

Frequency of usage of brand categorie3am.

(n=1,104)
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Graph 47Forthesebrands, please tell me:.Jam
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Frequency of usage of brand categorieam. (n=1,104)
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Graph 48For these brands, pleagell me..: Jam

2 KSNBlFa Ay GSN¥Ya 2F FTNBljdzSyoOe 2F dzal 3aS 2F 21 Y
quite diverse Only2% of our sample consumes it every day, 5% almost every day, 12% once a
week, 22% B times a month 6 once a month, 9% consuitnence a month, 20% few times a

year and 30% of the sample never consumes Jam, or any variety of it.

Frequency of personal usage. (n=1,104)
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timesa month amonth week everyday day times a
year day

Graph 49How often do you personally use Jam?

Our sample have been asked to declare their usage of Jam brand during last month.

With that being said,13% of the population declared that they used a domestic Jam brand
whereas 17% declared that they used an international Jam brand.

HomeYl RS ! 2@ NJ aSSya (2 06S ljdzAGS L2 Lz | NJ | Y2y
declared that they used a hormaade Jamadst month.

Y2&42@02Q04a LI2LJz I GA2y RSOf hdNBR Intériatiodal iinfo§ durindgd SR 5
last month.
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Brand of jams/confiture/compote used most
often during the last month. (n=1,104)
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Graph 50Tell me which brand of jam have you used most during the last month?

Brand of jams/confiture/compote used most
often during the last month. (n=1,104)
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Graph 51Tell me which brand of jam have you used masting the last month?

6.4 Packaging

Whereas in terms of the size of the packaging of pickled, there are many variations the most
popular size is 801000 gr, followed by smaller packaging, however the preferences are very
wide spread. Almost half of KBgF2 Q& LJ2 LJdzf | GA2y SELINBaaSR G(KI
and 18% of them did not know what size of packaging they buy the jam.
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Also during the shopping trip people had difficulties choosing their jam compared to other
categories, mainly because thegrsume it very rare, and that mainly in the mornings.

Packaging size. (n=1,104)
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Graph52: When buying jams, what is the size of the packaging you buy most often?
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Annex 1- Quantitative Questionnaire
"Now lets talk about the consumption of some food products."

A-la. Please tell me which brand of ajvar sold in stores comes to your mind fiB€@ NOT READ OUT
LOUD. ONLY ONE ANSWER

A-1b. What other brands of ajvar do you remembed® NOT READ OUT LOUD. MULTIPLE ANSWERS
POSSIBLE

(ASK ONLY ABOUT THE BRANDS THAT THEDEESPQIN NOT MENTION IN QUESTIANS A
AND Alb)
A-1c. Have you ever heard oPLEASE READ OUT LOUD. MULTIPLE ANSWERS POSSIBLE

Brands A-la A-1b Others If not A-lc Have
Mentioned  mentioned mentioned  you ever
first spontaniesly heard ...

Abi 1. 1 C 1.

Vipro 2. 2 C 2.

Koral 3. 3 Cc 3.

Anna 4. 4 C 4.

Hina 5, 5 C 5,

Ask food 6. 6 C 6.

Bas ajvar 7. 7 C 7.

Riviera 8. 8. C 8.

Podravka 9. 9. Cc 9.

Perfetto 10. 10. C 10.

Visan 11. 11. C 11.

al YI Q& 12. 12. C 12.

Amarito 13. 13. c 13.

Amfisa 14. 14. C 14.

Ajvar Homemade (no brand) 15. 15. NA

Other (please define) 16. 16. 16.

A-2.  For the following brands, please tell me QNE ANSWER FOR EACH ROW

Brands used last ever used never used never

month heard
of

the

brand
1. | Abi 1 2 3 4
2. | Vipro 1 2 3 4
3. Koral 1 2 3 4
4. Anna 1 2 3 4
5. | Hina 1 2 3 4
6. | Ask food 1 2 3 4
7. | Bas ajvar 1 2 8 4
8. Riviera 1 2 3 4
9. Podravka 1 2 3 4
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10.

Perfetto

11.

Visan

12.

al YI Qa

13.

Amarito

14.

Amfisa

15.

Ajvar Homemade (no brand)

16.

Other (please define)

RRRRRPe

NININININININ

WW W WwWwwlw

N E N R R
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A-3.  Tell me which brand of Ajvar have you used most during the last mor@ilLY ONE ANSWER

Abi 1.
Vipro 2.
Koral 3.
Anna 4.
Hina 5,
Ask food 6.
Bas ajvar 7.
Riviera 8.
Podravka 9.
Perfetto 10.
Visan 11.
al YI Qa 12.
Amarito 13.
Amfisa 14.
Ajvar Homemade (no brand) 15.
Other (pleasalefine) 16.

A-4.  Which brands of ajvar would you consider buying if you went out for shopping tod®Q NOT
READ OUT LOUD. UP TO 5 ANSWERS

Abi

Vipro
Koral
Anna
Hina

Ask food
Bas ajvar
Riviera
Podravka
Perfetto
Visan

al YI Qa 12.
Amarito 13.
Amfisa 14.
Ajvar Homemade (no brand) 15.
Other (please define) 16.

© XN ~W N

=
=le

A-5.  When buying ajvar, what is the size of the packaging you buy most ofteh2Y ONE ANSWER

100 gr

300 gr

350 gr

550 gr

720 gr

2,250 gr

Other

52y Qi 1y26
Do not buy/make my own

©CoNo~WNE
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A-6. How often do you personaly use Ajva@NLY ONE ANSWER

Never

A few times a year
Once a month

2-3 times a month
Once a week
Almost every day
Once a day

NoogorwdpE
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B-la. Please tell me which brand of pickled products (pepers, cucumber, tomatos and other products,
excluding dairy products) sold in stores comes to your mind fir&t®@ NOT READ OUT LOUD. ONLY
ONE ANSWER

B-1b. What other brands of pickled produts do you rememitszzDO NOT READ OUT LOUD. MULTIPLE
ANSWERS POSSIBLE

(ASK ONLY ABOUT THE BRANDS THAT THE RESPONDENT DID NOT MENTION IN&QUESTIONS E
AND B1b)
B-1c. Have you ever heard oPLEASE READ OUT LOUD. MULTIPLE ANSWERS POSSIBLE

Brands B-la B-1b Others If not B-lc Have
Mentioned  mentioned mentioned  you ever
first spontaniesly heard ...

Abi 1. 1 C 1.

Koral 2. 2 C 2.

Vipro 3. 3 C 3.

Hina 4. 4 C 4.

Green Product 5. 5 Cc 5.

Ask food 6. 6 C 6.

Riviera 7. 7 C 7.

Bonum 8. 8. C 8.

Delux 9. 9. C 9.

Etlinger 10. 10. C 10.

Kuhne 11. 11. C 11.

al YI Q& 12. 12. C 12.

Podravka 13. 13. c 13.

Amarito 14. 14. C 14.

Eurofood 15. 15. C 15.

Vori 16. 16. C 16.

Visan 17. 17. C 17.

Sera 18. 18. c 18.

Pickled products homenade (no 19. 19

19.
brand)
Other (please define) 20. 20. 20.

B-2.  For the following brands, please tell meQNE ANSWER FOR EACH ROW

Brands used last ever used never used never

month heard
of

the

brand
1. Abi 1 2 3 4
2. Koral 1 2 3 4
3. | Vipro 1 2 3 4
4, Hina 1 2 3 4
5. | Green Product 1 2 3 4
6. | Ask food 1 2 3 4
7. Riviera 1 2 3 4
8. Bonum 1 2 3 4
9. Delux 1 2 3 4
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10. | Etlinger 1 2 3 4
11. | Kuhne 1 2 3 4
12.lal YI Qa 1 2 3 4
13. | Podravka 1 2 3 4
14. | Amarito 1 2 3 4
15. | Eurofood 1 2 3 4
16. | Vori 1 2 3 4
17. | Visan 1 2 3 4
18. | Sera 1 2 3 4
19. | Pickled products homenade 1 5 3 4
(no brand)
20. | Other (please define) 1 2 3 4
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B-3.  Tell me which brand of pickled products have you used most during the last mo@heyY ONE

ANSWER
Abi 1.
Koral 2.
Vipro 3.
Hina 4,
Green Product 5,
Ask food 6.
Riviera 7.
Bonum 8.
Delux 9.
Etlinger 10.
Kuhne 11.
al YI Qa 12.
Podravka 13.
Amarito 14.
Eurofood 15.
Vori 16.
Visan 17.
Sera 18.
Pickled products homenade (no

19.
brand)
Other (please define) 20.

B-4.  Which brands of pickled products would you consider buying if you went out for shopping today?
DO NOT READ OUT LOUD. UP TO 5 ANSWERS

Abi 1.
Koral 2.
Vipro &,
Hina 4,
GreenProduct 5
Ask food 6.
Riviera 7.
Bonum 8.
Delux 9.
Etlinger 10.
Kuhne 11.
al YI Qa 12.
Podravka 13.
Amarito 14.
Eurofood 15.
Vori 16.
Visan 17.
Sera 18.
Pickled products homenade (no

19.
brand)
Other (please define) 20.
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B-5.

When buying pickled products, what is the sipé the packaging you buy most often@NLY ONE

ANSWER

550 gr
680 gr
720 gr
1,500 gr
2,250 gr
2,450 gr
2,500 gr
Other

CoNoG~WDNE

52y Qi (y26
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B-6. How often do you personaly use pickled product&NLY ONE ANSWER

8. Never

9. Afewtimes a year
10. Once a month

11. 2-3times a month
12. Once a week

13. Almost every day
14. Once a day



Gla. Please tell me which brand of ketchup sold in stores comes to your mind filxE@NOT READ OUT
LOUD. ONLY ONE ANSWER

G1lb. What other brands of ketchup do you remembdd® NOT READ OUT LOMDLTIPLE ANSWERS
POSSIBLE

(ASK ONLY ABOUT THE BRANDS THAT THE RESPONDENT DID NOT MENTION IN@QUESTIONS (
AND Elb)
Glc. Have you ever heard oPLEASE READ OUT LOUD. MULTIPLE ANSWERS POSSIBLE

Brands Gla Glb Others If not Glc Have
Mentioned  mentioned mentioned  you ever
first spontaniesly heard ...

Polimark 1. 1 C 1.

Heinz 2. 2 ¢} 2.

Pinar 3. 3 ¢} 3.

Koral 4, 4 ¢} 4.

Eurofood 5. 5 C 5,

Tomato 6. 6 C 6.

Abi 7. 7 C 7.

Itialianno 8. 8. C 8.

Spak 9. 9. C 9.

Buon Appetito 10. 10. C 10.

Dijamant 11. 11. C 11.

Perfetto 12. 12. C 12.

Yamm Ketchup 13. 13. C 13.

Other (Pleasélefine) 14. 14 14

G2.  For the following brands, please tell meQNE ANSWER FOR EACH ROW

Brands used last ever used never used never

month heard
of

the

brand
1. Polimark 1 2 3 4
2. Heinz 1 2 3 4
3. Pinar 1 2 3 4
4, Koral 1 2 3 4
5. Eurofood 1 2 3 4
6. | Tomato 1 2 3 4
7. Abi 1 2 3 4
8. Itialianno 1 2 3 4
9. | Spak 1 2 3 4
10. | Buon Appetito 1 2 3 4
11. | Dijamant 1 2 3 4
12. | Perfetto 1 2 3 4
13. | Yamm Ketchup 1 2 3 4
14. | Other (Please define) 1 2 3 4

73



G3. Tell me which brand of ketchup have you used most during the last mor@®LY ONE ANSWER

Polimark 1.
Heinz 2.
Pinar 3.
Koral 4,
Eurofood 5,
Tomato 6.
Abi 7.
Itialianno 8.
Spak 9.
Buon Appetito 10.
Dijamant 11.
Perfetto 12.
Yamm Ketchup 13.
Other (Please define) 14.

CG4.  Which brands of ketchup would you consider buying if you went out for shopping todB¢? NOT

READ OUT LOUD. UP TO 5 ANSWERS

Polimark

Heinz

Pinar

Koral

Eurofood

Tomato

Abi

Itialianno

Spak

© ® NG~ W N =

Buon Appetito

Dijamant

Perfetto

Yamm Ketchup

Other (Please define)

G5.  When buying ketchup, what is the size of the packaging you buy most of@h2.Y ONE ANSWER

11 gr

110 gr
300 gr
500 gr

800 gr
970 gr
1000 gr
Other

1
2
3
4.
5. 750 gr
6
7
8
9
1

0.52y Q06 1y26

G6. How often do you personaly use Ketchu@NLY ONE ANSWER

15. Never
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16.
17.
18.
19.
20.
21.

A few times a year
Once a month

2-3 times a month
Once a week
Almost every day
Once a day
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D-la. Please tell me which brand of fruit juices sold in stores comes to your mind fiB€ NOT REA
OUT LOUD. ONLY ONE ANSWER

D-1b. What other brands of fruit juices do you remembdd® NOT READ OUT LOUD. MULTIPLE ANSWERS
POSSIBLE

(ASK ONLY ABOUT THE BRANDS THAT THE RESPONDENT DID NOT MENTION INLQUESTIONS L
AND DB1b)
D-1c. Have you ever heard oPIEASE READ OUT LOUD. MULTIPLE ANSWERS POSSIBLE

Brands D-la D-1b Others |If not D-l1c Have
Mentioned  mentioned mentioned  you ever
first spontaniesly heard ...

Tango 1. 1 C 1.

Eks 2. 2 Cc 2.

Dona 3. 3 c 3.

Bravo (Rauch) 4. 4 C 4.

Frutti 5. 5 Cc 5.

Sola 6. 6 Cc 6.

Fructal 7. 7 Cc 7.

Jaffa 8. 8. Cc 8.

Minex 9. 9. Cc 9.

Juicy 10. 10. C 10.

To 11. 11. Cc 11.

Libella 12. 12. c 12.

Pfanner 13. 13. ¢} 13.

Jaffa Champion 14. 14. C 14.

Santal 15. 15. Cc 15.

Eks 16. 16. Cc 16.

Amita 17. 17. Cc 17.

Eko 18. 18. C 18.

Vitamina 19. 19. C 19.

Rugove 20. 20. C 20.

Frutomania 21. 21. c 21.

al YQa 22. 22. c 22.

Happy Day (Rauch) 23. 23. & 23.

Pinar 24. 24. c 24.

Nectar 25. 25. c 25.

Dimes 26. 26. c 26.

Other (Please define) 27. 27. 27

Other (Please define) 28. 28. 28

Other (Please define) 29. 29. 29
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D-2. For the following brands, please tell me QNE ANSWER FOR EACH ROW

Brands used last ever used never used never
month heard
of
the
brand
1. | Tango 1 2 3 4
2. | Eks 1 2 3 4
& Dona 1 2 3 4
4. | Bravo (Rauch) 1 2 3 4
5. | Frutti 1 2 8 4
6. | Sola 1 2 3 4
7. | Fructal 1 2 8 4
8. | Jaffa 1 2 3 4
9. | Minex 1 2 8 4
10. | Juicy 1 2 3 4
11. | To 1 2 3 4
12. | Libella 1 2 3 4
13. | Pfanner 1 2 3 4
14. | Jaffa Champion 1 2 3 4
15. | Santal 1 2 3 4
16. | Eks 1 2 3 4
17. | Amita 1 2 3 4
18. | Eko 1 2 3 4
19. | Vitamina 1 2 3 4
20. | Rugove 1 2 3 4
21. | Frutomania 1 2 3 4
22.lal YQa 1 2 3 4
23. | Happy Day (Rauch) 1 2 3 4
24. | Pinar 1 2 3 4
25. | Nectar 1 2 3 4
26. | Dimes 1 2 3 4
27. | Other (Please define) 1 2 3 4
28. | Other (Please define) 1 2 3 4
29. | Other (Please define) 1 2 3 4
D-3. Tell me which brand of fruit juice have you used most during the last mon@LY ONE ANSWER
Tango 1.
Eks 2.
Dona 3.
Bravo (Rauch) 4.
Frutti 5
Sola 6.
Fructal 7.
Jaffa 8.
Minex 9.
Juicy 10.
To 11.
Libella 12.
Pfanner 13.

78



Jaffa Champion 14.
Santal 15.
Eks 16.
Amita 17.
Eko 18.
Vitamina 19.
Rugove 20.
Frutomania 21.
al YQa 22.
Happy Day (Rauch) 23.
Pinar 24.
Nectar 25.
Dimes 26.
Other (Please define) 27.

D-4. Which brands of fruit juice would you consider buying if you went out for shopping tod&Q
NOT READ OUT LOUD. UP TO 5 ANSWERS

Tango 1.
Eks 2.
Dona S
Bravo (Rauch) 4.
Frutti B,
Sola 6.
Fructal 7.
Jaffa 8.
Minex 9.
Juicy 10.
To 11.
Libella 12.
Pfanner 13.
Jaffa Champion 14.
Santal 15.
Eks 16.
Amita 17.
Eko 18.
Vitamina 19.
Rugove 20.
Frutomania 21.
al YQa 22.
Happy Day (Rauch) 23.
Pinar 24.
Nectar 25.
Dimes 26.
Other (Please define) 27.
Other (Please define) 28.
Other (Please define) 29.

D-5. When buying fruit juices,what is the size of the packaging you buy most ofte@NLY ONE
ANSWER
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20 ml
25 ml
200 ml
250 ml
330 ml
500 ml
1 liter
1.5 liter
9. 2liter
10. 2.5 liter
11. Other
1252y Qi (y2¢

ONor~WODNE

D-6. How often do you personaly use fruit juice$S2NLY ONE ANSWER
22. Never
23. Afew times a year
24. Once a month
25. 2-3 times a month
26. Once a week
27. Almost every day
28. Once a day



‘Now let's talk a little about the category of Jam/confirture/compot and similar variations'

Ela. Please tell me which brand of Jam/confirture/compot sold in stores comes to your mind fi€?
NOT READ OUT LOUD. ONLY ONE ANSWER

E1b. What other brands of Jam/confirture/compot do you remembeB®0 NOT READ OUT LOUD.
MULTIPLE ANSWERS POSSIBLE

(ASK ONLYB®UT THE BRANDS THAT THE RESPONDENT DID NOT MENTION IN QHESTIONS E
AND Elb)
Elc. Have you ever heard oPLEASE READ OUT LOUD. MULTIPLE ANSWERS POSSIBLE

Brands Ela Elb Others If not Elc Have you
Mentioned mentioned mentioned  ever heard ...
first spontaniesly

Phanner 1. 1 C 1.

Mettin 2. 2 C 2.

Sidnej 3. 3 C 3.

Progres Abi 4. 4 C 4.

Podravka 5. 5 C 5.

Euro food 6. 6 C 6.

Elnart 7. 7 C 7.

Darbo 8. 8. C 8.

Nektar 9. 9. C 9.

Ask food 10 10 C 10.

Vipro 11 11 c 11.

Amarilto 12 12 C 12,

Koral 13 13 C 13.

Execlsior 14 14 C 14.

Jam/confiture/compote home 15 15 NA

made (nobrand) )

Other (Please define) 16. 16. 16.

E2.  For the following brands, please tell me QNE ANSWER FOR EACH ROW

Brands used last ever used never used never

month heard
of

the

brand
1. Phanner 1 2 3 4
2. | Mettin 1 2 3 4
3. | Sidnej 1 2 3 4
4. | Progres Abi 1 2 3 4
5. Podravka 1 2 3 4
6. | Euro food 1 2 3 4
7. Elnart 1 2 3 4
8. | Darbo 1 2 3 4
9. Nektar 1 2 3 4
10. | Ask food 1 2 3 4
11. | Vipro 1 2 3 4
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12. | Amarilto 1 2 3 4
13. | Koral 1 2 3 4
14. | Execlsior 1 2 3 4
15. | Jam/confiture/compote home
1 2 3 4
made (no brand)
16. | Other (Please define) 1 2 3 4
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E3.  Tell me which brand of Jam/confirture/compot have you used most during the last mon@i9LY

ONE ANSWER
Phanner 1.
Mettin 2.
Sidnej 3
Progres Abi 4
Podravka 5.
Euro food 6.
Elnart 7
Darbo 8
Nektar 9.
Ask food 10.
Vipro 11.
Amarilto 12.
Koral 13.
Execlsior 14.
Jam/confiture/compote home 15
made (no brand)
Other (Please define) 16

E4.  Which brands of jam/confiture/compote would you consider buying if you went out for shopping
today? DO NOT READ OUT LOUD. UP TO 5 ANSWERS

Phanner 1.
Mettin 2.
Sidnej 3
Progres Abi 4
Podravka 5.
Euro food 6.
Elnart 7
Darbo 8
Nektar 9.
Ask food 10.
Vipro 11.
Amarilto 12.
Koral 13.
Execlsior 14.
Jam/confiture/compote home 15
made (no brand)

Other (Please define) 16

E5.  When buying Jam/confiture/compote what is the size of the packaging you buy naittn? ONLY
ONE ANSWER

Up to 200 gr
201-400 gr
401-600 gr
601-800 gr
801-1000 gr
1-2 kg

ourwd PR
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7. 3+kg
8. Do not know
9. I do not buyJam/confiture/compote

E6. How often do you personaly uséam/confiture/compote? ONLY ONE ANSWER

29. Never

30. A few times a year
31. Once a month

32. 2-3 times a month
33. Once a week

34. Almost every day

35. Once a day

36. A few times a day

E7. Please tell me whether you strongly agree, somewhat agree, somewhat disagree or strongly disagree
with the following statements READ OUD LOUD OPTIONS 1

Strongly Somewhat | Somewhat Strongly Do not
agree agree disagree disagree know
1. | would rather buy Kosovar products evqg 1 2 3 4 9
if thev are more expensive
2. 1 would rather buy Kosovar products evq 1 2 3 4 9
if thev are more expensive
3. Products in glass packaging &ealthier 1 2 3 4 9
4. | always prefer products of Kosovi 1 2 3 4 9
producers
5. lalways try to buy natural products 1 2 3 4 9
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Annex 2¢ Guide for the irdepth interviews

Selection Criteria
1. Does the shopper have eyeglasses 1. Yes (Terminate)

2. No (Continue)

2. What is your purpose of the visit to this mall today?

1. Shopping for groceries 1. Yes 2. No
2. Shopping for clothes 1. Yes 2. No
3. Other 1. Yes 2. No

(If shopping for grocery is not mentioned, terminate the interview)

How oftendo you personally shop for the following categories?

Often Sometimes Never
1. Jamtomfiturecompote 1 2 3
2. Ketchup 1 2 3
3. Fruit beverages 1 2 3
4. Ajvar 6r variations of ajvar 1 2 3
5. Pickled products 1 2 3

WYYy SOSNX Ay lye OFGSI2NE GSN¥YAYIFIGS GKS AyGSNIBASHOL

Warm upbeforethe store-5 min

1 Shoppers intreage, household members
1 How you would describe this kind of shopping?
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Shopnography (with videglasses)

Recap of shopping behaviour (for each category)
1 [Note to moderator]Let the respondent select the item then as the questions while still in front of the
shelf:

1 So what are your impressions so far?

1 What stands out instantly in thiSSDsection? What grabs your attention? Products? Displays?
Branding/Signage? What else?

1  Which products are less prominent?

1 Why did you chose that particular product? Are you interested in that particular product or brand?
Why?

1  Why that particular size?

1 Why that particular package?

1 What are the strengths and weakness of this brand?

1 Isthere any brand that you would never consider buying? How come?

1 How has your choice changed in time (are there brands added or excluded)? How come?

1 [Note to moderator] If not mentioned spontaneously probghat about the origin of the product? How
important is this factor to you? Why? What do you look for?

f  [Note to moderator] Please make sure yduh b h¢ NBGBSI f i KSmatichrdhgsdn@ad Ay G SN
moment.

1 How do you decide to buy this particular type of product?

1 How often do you buy it usually? In what situations?

1 Do you pay attention to promotions when it comes to this particular product?

1  Why do you buy this particular brand? Which is your preferred thrflavor? Why?

1 What is the difference between your preferred brand and others when it comes to:
o Pack sizes
o Price
0 Quality

1 How did you find your brand?

1 Which is the main competitor to your brand? Why do you think so?
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1 Isiteasy to find your brand in trehop usually? Is it visible enough?
1 Do you pay attention to your favorite brand promotions?
1  What could be the reasons to replace your favorite brand with other?

f hl tSGQa AYIF3IAYS (KFIG G§KS LINBRdzOG @& 2dz KthgSe aBatkari 6 2 dz3 K |
product from the shelf. But now, please explain all your thoughts while choosing.

1 [Note to moderator] Let the respondent make a second selection and then procdete what the respondent
engages with first. Does he/she navigate the shiedf finding the SSD at head height or other?

888 [Note to moderator] Does the respondent walk along the shelf to get an overview of the offer, or does
he/she go straight towards certain products or brand? What seems to drive his/her movemenCATESORY
section (e.g. for better visibility of the product, specific displaying methpobducts on promotion, product

LX FOSR G4 X0 LT 20KSNEZ 6KIdG FNB GKSe8K 2 KekK

1  Now that you have shopped a few products, what do you think of the way the products Guaul&i

1 Isiteasy for you to understand the logic of shelf arrangement? Why? Why not?

1  If you were a store manager, how would you organize the products to make them easier to understand and
shop? Tell me any ideas you have in mind.

1 Isthere any particutaway of presentation that captures your interest? Why?

1 Do any labels, marketing materiaéfc. have any influence over the decisions you make? If yes, in what sense? If
not, why not?

1  What is the most important information to be found on the shelf/ products/ labels/ promotional mateéats?
1  Does any brandflavor stand out in particular? Which one and why?

1 Do you look at a different brand because of the layout/arrangement of ties&Stion?

1 Isthere anything about the shelf that makes shopping difficult?

1 Are the products easy to reach and look at?

1 How important is comparing products in the CATEGORY section? Do you already have criteria/ideas set in your
mind (even before visitingtores) how to compare and make the best choice? Or, do you need to make direct
comparison in store?

1  How do you think we can make product comparison easier and immediate?
1  What is the next thing you take into consideration? How come?

1 Is there anything in the store that helped you to go through your decisiaking when looking for something
(beyond habitual)? How it hinders you form taking a decision?

1  What are the factors that influence on your decision making in the store? Whag mdist impactful factor?
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1 Isthere a gap between what you expected and what you actually experienced in store? If yes, what and why?
1  What would help you more to take a decision right now? How come?

8§88 [Note to moderator] If not mentioned spontaneously, mak & dzNB @&2dz dzy RSNREGlI yR GKS NBa
criteria and what he/she is trying to compare as quickly and easily as possible to make his/her decision:

[Note to moderator]L ¥ LINAOS A& YSyiGAz2ySR a 2yS 2F (KS 1S& 7FI 002N
answer) and probe further for the meaning of price (and or promotion).
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Annex 3 Heat maps
Heat Maps X13.12.201716.01.2018)
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