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Relation Between Consumer Preference and Value Added of Organically and Locally Processed

Foods: A Choice Experiment Study on Tomato Juice

Megumi NAGAO' and Nobuyoshi YASUNAGA® *

Abstraet  This study clarifies the relation between consumer preference and value
added of organically and locally processed foods. Using stated preference data obtained
from investigation, we estimated consumer preferences and willingness to pay (WTP)
for attributes of a processed food product (tomato juice) differentiated with respect to
organic and local production labelling and a series of other claims such as food additives,
concentrated or salted variants and price. Market survey was also conducted to compare
with the WTP data. Results indicated that consumers were willing to pay more for a
product made from locally or organically grown tomatoes. However, consumers preferred a
product without food additives the most. Interaction effects between consumer preference
and examinee attributes demonstrated that those with relatively high income chose
tomato juice with better quality for all attributes. The comparisons indicated considerable
differences between WTP and market value. For example, consumers indicated a WTP of
¥98 in value added of organically processed food, while a value of only ¥0.9 was actually
added in the market. This implies that value added of organically processed food is less
than it should be. On the other hand, consumers demonstrated a WIP of ¥76 in value
added of locally processed food. While a value of ¥170 value was added in the market.
This suggests that the market value of locally processed food is more than consumers’
WTP and that the sale of locally processed food has been hampered by the price.
Keywords : Choice experiment, consumer preference, interaction effects, organic and local

processed food, tomato juice
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attribute level

description

JAS-certified organic food
blank (non-display)

Organic

certification 2

9 Locally produced and processed food

Froducing area blank (non-display)

Salt-free

Salt 2 Saltadded
Non-food additives

Food additives 2 Food additives added (e.g. perfume,
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; Straight

Processing method 2 From concentrate

Price

(yen/150m) 4 100, 150, 200, 230
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Coefficient  Standard Error z-value

#3. BABRMEEEZESLTT IV OREER

Interaction effect

Main effect
Organic 0.687 0.134 513 *kk Sex Age Job Income Child
Local 0.532 0.127 4.19 *kk Organ 0.126 0.649 -0.404 1.332 0.528 0.601
rganic
Salt-free 0.490 0.139 353 KRk [0.42) [-2.51]** [-1.67]* [4.90]*** [1.99]**  [-2.16]**
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Price 0.007 0.002 469 addifives [ 55 - - (L85)%  [263] -

1) MEREAEL (0) =670.153, RAMEAREL (§) =557410, <
777 =7 ORERE 11 0.167, 15IEp” 1 0.158.

H2) i3, % KETEERTHLILERT.

E3) fits (Price) USAOEHIIY I —BHTH Y, ARIASEEETR
DhLGEEY 1, FnAE 0 & LA [Organic), HIREFR
a1l FhUSNEOL L72HEE [Locall, BRERER% 1,
HEBME 0 & LAEEESN [Saltfree], BEREMYTRERZ
1, Eailmmadh (HeRE, FFR) 20 LcaREmMP L
[Nonfood additives], A bL— &4 7% 1, i+~ BILT%0
LA M PR ML= b [Straight] 2 Hwv7z.

Wiz, ERE - B - A (2001) REH - ki - BKH
(2015) % E%RBZEIC, BABUEREEALZET VO
FHAE R E R I ITR LT

F4 [ ] (Sex) OKEBIZOWT, [H#E]
(Organic) [ &AM (Saltfree) & b 5%/KETH
BlLBLEo Thbb, THoF [Fi%] * [&
BERM] 2B'FLTWAS, (4§ (Age) 122oWTiE,
[EH] TRIEERM] (] (Price) ®3EHEDRE
EHETEOELZRL TS, ERHOENHEY (A ®
[EHERM] 28T LT3, EHOBWHIMEEIC
BIEHL TR Z L2, [itk] KT THD L
EEIND, KHOO [H#h] 1CBT 2RI LTI O
HEIEON [BE] Job), [HHILA] (Income)
FORTEEIETEER>THEY, EHEIABED
T, HHWIEHFIAL 500 FHU EO K, BEoFw
P b Pa—X%BEFLTWS, ZLT [FHEDH
& (Child) ORZEEIX, [HH] OADP5%KETH
BILALLD, FLOOFEIBHFICRKBINGVWETS
25, HOD WAL BT 2R3 L B RER
BELN. BREBANICALE, [HFNA] 2%
LIHBEEORIFIZES LTS, $/2, FROEVHED
REFFEOBHIATIMEEL RE L, FHMEL TwbEEZ
L.

0.301 - - 0438 0.485 -
Straight
[-1.09] - = [L.90}* [2.10]** -
. 0.013 - 0.004 0.007 0.004 -
Price
[-5.70]%** - [-3.23]***  [4.99]***  [2.76]*** -

1) KEHR (Interaction effect) 2 FTT HBOLEHK (¥3I -
ELT, BER], TR 0L 3515 ISex), 40 EE 1, 40
K% 0 LT 5K [Agel, SHEEABE® 1, ZhDA%E0
&3 B [Jobl, IR Apofli % HLY #3FILA 500 FH L
1 FRINEVES%E0 & LEFRA [Incomel, 18 %
WMOFLABLTWBEE® 1, ZhS 2 0 & LTl ORE
[Child] #MAwv7-.

#2) LERIGREETEE TGz *, *dZhFh 1%, 5%,
10%KETHEETHAZ L ERT. HIRE (Local) RUEAND (-]
13 10%KETERE RO dolziz, AL,

E3) [EBEPS PR Va— 2% KE] L0 EABEIIOWTLRE
MREBRF LY, AELBREIBON o7

3. HEEL/- WTP ETHIBRECHBRRERR
THFAEIZBT A < bV 2 —A0EREEOMIE
i, BEOREOHLEMEZ ) TRUEMICTT, %
NEND150ml H7- ) offig 2 LB L THEB LA 2
NEIrTad sy MoiER,P RO WIP LB L
2bDNRFRLTHS.

&4 WIP L HBIZBIT A BHEOMEL OE

Organic  Local Salt-free I:(?(ﬂ'tfi?/gg Straight
O wWTP ¥98 ¥76 ¥70 ¥139 ¥56
@ Market Value ¥0.9 ¥170 ¥3 ¥50 ¥72
Difference (D-®) ¥97 ¥94 ¥67 ¥89 16

HEEX (A IZBVWWIP2RLTWAIZOED
59, MHECTHHAERTEVEREEKLT, MM
ffEAfFIF SN T, —FT [HlgE] B LT
i, HEBEI+76 O WTP 7R L7248, Wi Tt +170
HTHhY, itkEZr’H5. HEEOREITE, HETOM
EIZF Yy THRREWZ EFEREIND, FLHEEED
[HbIEE | % BIF L2 Ch, B0 KERAY 21k
TWAIZENFHEREIND. KHOWBEL T, THHE]
WX WTP DB R E DS, [HIEE] % CIREE 0 i
KAy 7120 TWDH I EHEEINT.

zZ =

Huetal. (2012) &BIRE a2V as v bolERW



BH - MBI L REMOHEEE BT & HINfiED B % 31

T, 799Ny =V x0T 20BEICHT2HE
BORMEEERAXLERE (WIP) o5 ziTo
TWwb. ZOfR, #%BE#F 3 National brand 12 +30.50,
Appalachian region 12 +$0.31, 100% organic {2 +$0.25 @
WTP Z 7R L7z, 72, Measetal (2015) & [ A
& o JE % % B A b 72 Interaction Effects (FHE %)
R) EZNIINT B WIP DG 24T o /2. #&#, [State
Proud] & [H#] EWEUTH L0120 L, [HIRE]
DI IEREBENICBEREDOS LD, HDHVIER
£BRICH S D DRREBUELND B 720, MEHFERLT
LT ZeHBDLNT.

ARG & SEATRgE 2 BT A &, SEATHIR T [Hbdg
E] OWTP2 [B¥] L by, KR TIE [HH]
DOWIPH T#E] LhdmEv. ZORRELT, #
E#E (Huetal (2012) &7 2V 5, ABIZEIZH
), ERHBICL S [BH] © [HSE] OMRoR
VHEOEN, HREHOE Y (Huetal (2012) TiX7
v INY =Y ¥ ATHLOITL, KEFFEIE M= b
Va—R), FNEEMOHEEREOENE: EOER
PRASLTWwaBEEZLNS.

HEZEO WIP LTIBME L OB L ), WEMICK
ELRENHHBENALNL. THTIES T ) AINmE
PRV TW R &R, P EmBEADOITICE -
TWAHBIEPEZOND, T/ [ERENYLZL] ©
WIP IR b <, [A] © [HEE] 207720
BHLYD S, [EmBENWHBEAoTnDE] &)< A+
ADBERXHHITTHB LHERINS.

FEHESHDORE

AHFFEIE, B - BN TEFOMMME & HEEE
FOBFREELPICTAIEFENEL, I a2—
AENRITHBERE L THRELTV, 2O
L7z, HEEL (A zL] ob<x b oa—-2x%
ROBEHFL, WIS [FH] 2LC [HisE] 28T L
T, [BEIPSHBEILABER, H5WIEHAFFIA
500 THUEDONIZE, [H#] 2 [HEE] 2o
BORWHDESIMEIE L THEF LTS, L
L [l L TiE HwAiZe TE#%] 2 [HiE
El 0bDDfMEX RS, Skt Ziho b, %
ZZHBEOWIPIZBWT, [EREMYARZL] o =
Fa— AR LTELE V139, ki [H#l o
PR bY2—Z2+98H, LT [H#IE] I2+76 HD
XHEBEERF-TWE. —FT, MHEREDLI S II[HHE]

DI ;T2 —ATERETLRVERISET L THOTH»+0.9
Moffifix bo. F7- [HE] oE&E, ETE
WEREHLBLT+TOHBEY. [EREIIPWOA-T
W] b P a—-2iE, ERENMYER OBEGICR
LT, +50 HDENEHS. DEDORERIE, HEHEI A
Bl OBRICEWTIEENHSICHEDLL T, WFT
2hENMEIFITFOATV RN ER2REL TV,
LHPL—HT, HEZZ THEE] IS LThEDFEN
WTP %78 L T\ »2s, M ClIEE ISH A&
PHFONTEY, MEIEBEOEBEA Y 712%oT
WBEZEPREENG.
SHOBEELTC, £, [EELL PPV 2—
AxfRte] 2 [HE] OBABEIIOWT, BELE
BB oo BEZHREICLTWZ L. £
2, REFFEOT v — MRETIE, WEZR [HNIYH
D O(HBRE - FERR L)) ERRLEZOE, Fhr
BIERWHEBRENL L WSS H S, DF hilEmE
BATHEIZ, HEENINVOEMELZE 121 O
BLTWB0H, FEEEOEMTNWICET 5 H#
BEZDWTI, SBRMIELTWLERSHL EE R
5, &617, b M a—2xo [E] CELT 4E®
BHIZZED o720, R VOKRE S S EFIZEF
LTWAIEEENDH . SRIIBEHEEST 2 EORE
EITH)TELILETHA)H. HZLLT Tyr—+©
FETII—HMIZ, HEZOEBEOEBETHI ISV
WIPAHTLE)EAIICH L. REEOKMICBITA
M= F4 7% LD BEEVDIDIIL T ZEREAE
BB E DT A B2 LT, AR ERONE
BETIOEDTAZ LD EHBOFEETH 5.

I

RIFFER EOHIZH7), @R IrEFABHOERE
FHiC, BMERYRAERCHBRRERZEIHAOEEZEL
7o, F7, AEHPLHREMOBEICBCTCL, KHE
EHEPLT FNAX%THEFE LA 2LC, LIhK
RRERLEBRRENTIET 7 — VRAEIZIHHV 72
EFL RBLTHERERLET.

51Xk
BWEE - TR (2007) 7— S MITRERICBY

BHERE DT a A ¥ baMTAR. BRI 206
151173



32 BARRFEWEFEMNFHERE 25

Hu, Wuyang, Marvin T. Batte, Timothy Woods and
StanErnst (2012) Consumer Preferences for Local
Production and Other Value-added Label Claims for
a Processed Food Product. FEuropean Review of
Agricultural Economics, 39 (3) :489-510

ERER (2002) FEOEmBEIZ BT HTHEE DET
APl REFEEMIE, 40 (2) 7782

Meas, Thong, Wuyang Hu, Marvin T. Batte, Timothy
A. Woods, and Stan Ernst (2015) Substitutes

or Complements? Consumer Preference for Local

and Organic Food Attributes. American Journal of
Agricultural Economics, 97 (4) : 1044-1071

fEEFIR - SAEE - BN RE (2001) ZEMEICEEL
TR & B A E R OTIEHE S —ERE
avVad y oMk aEE— BWAERER
75, 142: 3749

EHEKHE - kEE(E - BREHA (2015) BDF zFf AL
7z [ZaBEY] OWBEEFE—FILES AT 25
Ric—. REREZE, 51 (3) :167-172


http://www.tcpdf.org

