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OVERVIEW

1. Consume r sa tisfa ction with 
me a t

2. Be yond sa tisfa ction: 
Emotiona l re a ctions to me a t

3. Me a t a nd we ll-be ing
4. Implica tions for the  me a t

se ctor
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Consumer satisfaction with meat
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SATISFACTION: THE CLASSICALAPPROACH

Grune rt, K. G. (2005). Food qua lity a nd sa fe ty: Consume r pe rce ption a nd 
de ma nd. European Review of Agricultural Economics, 32,, 369-391.
Troy, D. J., & Kerry, J. P. (2010). Consumer perception and the role of science in 
the meat industry. Meat Science, 86(1), 214-226.
.
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SATISFACTION: THE EXTENDEDAPPROACH
Expected meat
quality at purchase
•Te nde rne ss
•Fla vour
•Juicine ss
•Succule nce

Experienced meat
quality at 
consumption
•Te nde rne ss
•Fla vour
•Juicine ss
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Quality cues
•Colour, fa t, drip

Confirmation / 
Disconfirmation

Satisfaction
Intention to 
repurchase

•He a lth
•Susta ina bility
•Authe nticity

•He a lth
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• Nutrition informa tion
• Origin informa tion
• Proce ss informa tion
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CASE 1: PROCESSINFORMATION ON 
PORKPRODUCTIONIN GERMANY AND 
POLAND

Which proce ss a ttribute s a re most importa nt to 
consume rs?
How much impa ct do the y ha ve  on consume r
choice compa re d to intrinsic cue s a nd to origin
informa tion?
Based on choice e xpe rime nt in Ge rma ny a nd 
Pola nd

Grune rt, K. G., Sonnta g, W. I., Gla nz-Cha nos, V  & Forum, S.. (2018). Consume r inte re st in e nvironme nta l 
impa ct, sa fe ty, he a lth a nd a nima l we lfa re  a spe cts of mode rn pig  production: Re sults of a  cross-na tiona l 
choice  e xpe rime nt. Meat Science, 137, 123-129.
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CASE 2: IMPORTANCEOF EXTRINSICAND 
INTRINSICCUESWHENPURCHASING
PORKIN EMERGENTMARKETS

What is the  role of e xtrinsic a nd intrinsic cue s whe n se le cting
pork on e me rge nt ma rke ts?
Based on choice e xpe rime nt in China , Tha ila nd, Vie tna m, 
Singa pore , Bra zil, Colombia  (ma jor citie s)

Sa lnikova , E. & Grune rt, K.G. (in pre ss). Consumption orie nta tion, 
country-of-orig in, a nd susta ina bility on e me rge nt ma rke ts.Journal 
of Business Research.
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SATISFACTION: THE ROLEOF TRADE-OFFS
Expected meat
quality at purchase
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CASE 3: TRADE-OFFBETWEENHEALTH
AND TASTE

Do nutrition a nd e nrichme nt cla ims a ffe ct the  
pe rce ive d he a lthine ss of the  product?
Are the re pe rce ive d tra de -offs be twe e n the  
incre a se d he a lthine ss a nd the  e xpe cte d ta ste ?
Conjointstudy in Ire la nd

Sha n, L. C., De  Brún, A., He nchion, M., Li, C., Murrin, C., Wa ll, P. G., & Mona ha n, F. J. (2017). 
Consume r e va lua tions of proce sse d me a t products re formula te d to be  he a lthie r–A conjoint 
a na lysis study. Meat Science, 131, 82-89.
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SATISFACTION: LEARNINGDURING
PREPARATIONAND CONSUMPTION
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CASE 4: THE EFFECTOF PROCESS
INFORMATION DURING
CONSUMPTION

Provision of proce ss a ttribute
informa tion during me a t ta sting
Tasting study in USA

Ande rson, E. C., & Ba rre tt, L. F. (2016). Affe ctive  be lie fs influe nce  the  
e xpe rie nce  of e a ting me a t. PLoSOne, 11(8), e0160424.
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THE ROLEOF TRUST
Information on origin, nutrition a nd proce ss
a ffe cts consume r be ha viour only to the  
e xte nt consume rs blie ve the  informa tion is 
cre dible a nd the  source  is trustworthy
Labelling , third pa rty ce rtifica tion a nd 
bra nding a re trust build ing de vice s
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CONCLUSIONSON SATISFACTION
Consumer sa tisfa ction with me a t de pe nds on whe the r consume r e xpe cta tions a re me t
during consumption
However, me a t toda y is e va lua te d not only in te rms of se nsory a ttribute s, but a lso in te rms 
of he a lth, susta ina bility a nd a uthe nticity
Satisfaction is the re fore a lso a ffe cte d by informa tion on origin, nutrition a nd proce ss
cha ra cte ristics
This is a worldwide phe nome non
P e o p l e  ma y pe rce ive tra de -offs be twe e n ta ste , he a lth, susta ina bility a nd a uthe nticity
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Beond satisfaction: Emotional
reactions to meat
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MEASURINGEMOTIONALREACTIONS

Cognitive re a ctions
• Infe re nce s
• Qua lity pe rce ption
• Sa tisfa ction

Emotiona l re a ctions
• Ha ppine ss
• Ange r
• Disgust
• ….
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CASE 5: EMOTIONAL
REACTIONSTO DIFFERENT
FOODS

French wome n ra te d inte nsity
of d iffe re nt e motiona l words
in re la tion to picture s of foods

Rousse t, S., De iss, V., Juilla rd , E., Schlich, P., & Droit-Vole t, S. 
(2005). Emotions ge ne ra te d  by me a t a nd othe r food products in 
wome n. British Journal of Nutrition, 94(4), 609-619.
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CASE 6: OVERCOMINGNEGATIVE 
EMOTIONALREACTIONSTO 
MEAT

The  ‘Four N’s’: Ra tiona liza tion of me a t
consumption
1. Natural

”It is na tura l for huma ns to e a t me a t”
2. Necessary

”Huma ns ne e d me a t to survive ”
3. Normal

”A lot of othe r pe ople e a t me a t”
4. Nice

”It’s de licious”

Pia zza , J., Ruby, M. B., Loughna n, S., Luong, M., Kulik, J., Wa tkins, H. M., & 
Se ige rma n, M. (2015). Ra tiona lizing me a t consumption. The  4Ns. Appetite , 91, 
114-128.
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Sa e e d, F., & Grune rt, K. G.. Expe cte d a nd e xpe rie nce d qua lity a s pre dictors of 
inte ntion to purcha se  four ne w proce ssse d be e f products. British Food Journa l, 
2014, 116, 451-471.

Cognitive re a ction

Buying inte ntion

Expe cta tion of 
good ta ste

Expe cta tions of 
he a lthy product

Proce ss
informa tion

Emotiona l re a ction

CASE 7: EMOTIONALREACTIONSTO PROCESS
INFORMATION

Process informa tion ca n le a d
to cognitive infe re nce s a bout
qua lity tha t a ffe ct buying
inte ntion
Howe ve r, proce ss informa tion 
ca n a lso e licit sponta ne ous
a ffe ct tha t a ffe cts buying
inte ntion 
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Buying inte ntion

Expe cta tion of 
good ta ste
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he a lthy product

Info on 
pre pa ra tion

Buying inte ntion

Expe cta tion of 
good ta ste

Expe cta tions of 
he a lthy product

Info on 
pre pa ra tion

He a the r-smoke d shoulde r file t
Smoke d with be e ch-wood a nd 
he a the r twigs

Ma rina te d frie d ma jor
Ma rina te d in Da nish honey a nd 
Da nish bla ckthorn schna pps
pre pa re d from bla ckthorn colle cte d
in We st Jutla nd
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Heather-smoked
shoulder filet
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CONCLUSIONSON EMOTIONALREACTIONS
We know le ss a bout the  e motiona l tha n a bout the  cognitive re a ctions to me a t
N e g a t i v e  e motiona l re a ctions ha ve  re ce ive d more  a tte ntion tha n positive  one s
Emotionalre a ctions to informa tion a bout origin, nutrition a nd production proce ss ca n ha ve  
a n a ffe ct on buying be ha viour
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Meat and well-being
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WHAT IS WELL-BEING?
Well -be ing ha s a n obje ctive a nd a  subje ctive side

Subjective we ll-be ing ha s a  cognitive a nd a n a ffe ctive compone nt
 The  cognitive compone nt: sa tisfa ction
 The  a ffe ctive compone nt: ha ppine ss

Me a t ha s a lwa ys be e n re la te d to we ll-be ing!

Die ne r, E. (2012). Ne w findings a nd future dire ctions for subje ctive
we ll-be ing re se a rch. The American Psychologist,67, 590-597.
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WELL-BEING, FOODAND FOODPRODUCTS
Food-re la te d
we ll-be ing

Product-re la te d
fa ctors

Non product-
re la te d fa ctors

Ha ppine ss

Sa tisfa ction
• Se nsory

prope rtie s
• He a lthfulne ss
• Authe nticity
• Susta ina bility



KLAUS G GRUNERT
ICOMST201921 JANUARY, 2020

DEPARTMENT OF MANAGEMENT
AARHUS UNIVERSITY

MAPP - RESEARCH ON VALUE CREATION IN THE FOOD SECTOR

CASE 8: SUPERFOODS: THE PROMISEOF 
THE MAGIC BULLET

Supe rfood is a  ma rke ting te rm 
for food with suppose d he a lth 
be ne fits a s a  re sult of some  pa rt 
of its nutritiona l a na lysis or its 
ove ra ll nutrie nt de nsity. The  
te rm is not commonly use d by 
e xpe rts, d ie titia ns a nd nutrition 
scie ntists, ma ny of whom 
dispute  tha t pa rticula r foods 
ha ve  the  he a lth be ne fits 
cla ime d by the ir a dvoca te s. 

Wikipe dia
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THE CENTRAL 
ROLEOF 
NATURALNESS

Roma n, S., Sa nche z-Sile s, L. M., & Sie grist, M. (2017). The  importa nce  of food 
na tura lne ss for consume rs: Re sults of a  syste ma tic re vie w. Trends in Food Science 
& Technology, 67, 44-57.
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CONCLUSIONSON MEATAND WELL-BEING
Well -be ing ha s a  cognitive compone nt – sa tisfa ction – a nd a n a ffe ctive compone nt –
ha ppine ss
Future consume r de ma nd for me a t will de pe nd both on the ir sa tisfa ction with diffe re nt
me a t products a nd on the  e xte nt to which me a t products e licit positive  a ffe ct (ha ppine ss) 
a nd a void ne ga tive  a ffe ct
Sensory prope rtie s, he a lthfulne ss a nd susta ina bility a re a ll importa nt de te rmina nts of 
sa tisfa ction a nd pe rce ive d tra de -offs be twe e n the m a re a  ma jor drive r of consume r
be ha viour
For ma ny pe ople positive  a ffe ct is linke d to na tura lne ss.
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IMPLICATIONSFOR THE MEATSECTOR
The incre a sing importa nce of he a lthfulne ss, susta ina bility a nd a uthe nticity ope ns up for 
ne w possibilitie s for ne w me a t products
New me a t products ca n be diffe re ntia te d a t a ll le ve ls in the  va lue cha in
New product de ve lopme nt should a dopt a  we ll-be ing a pproa ch – a iming for the  positive  
e motiona l e xpe rie nce a nd a voiding the  priming of tra de -offs
The va lue cha in, the  proce ssing te chnology, the  communica tion a nd the  se nsory prope rtie s 
ne e d to pla y toge the r
Credibility a nd consume r trust be come a  ke y succe ss fa ctor in ne w product de ve lopme nt
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Thank you for your attention!
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