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Attributes for Traditional Food
Products (With PDO) on Consumer Behavior
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Abstract:

Literature review of recent trends underlying the market for quality food
products reveals two distinct moves. First, a growing number of consumers
have shifted gradually to consumption of regionally denominated products
Second, producers have responded to these changing consumption patterns
by supplying regionally denominated foodstufft.

This trust of Protected Designation of Origin (PDO) products arising
from the high quality of these products shows positive consumer perceptions
about the quality of these products. Consequently, when consumers form a
value judgment as to their quality perceptions, it becomes necessary to break
the concept of quality into two major groups of factors: the intrinsic
attributes and the extrinsic attributes. Whereas the consumer must consider
brands quality of PDOs, it is necessary to maintain consumer satisfaction.
loyalty, and buying intention toward the intrinsic and extrinsic attribute
quality of these products to consider a higher price and repeat purchase.

To consider the role of intrinsic and extrinsic attributes of traditional food
products with PDO in consumers perception, we selected Boldaji Gaz, which
has easy consumer recognition. The statistical population of research is
consumers of Boldaji Gaz, with a sample size of 384. For survey hypothesis,
we used regression analysis and structural equation model tests. The result
shows that the effect of perceived quality of the intrinsic attributes on
satisfaction is significant; the effect of perceived quality of the intrinsic
attributes on satisfaction is not significant; the effect of perceived quality of
the extrinsic attributes on satisfaction and loyalty is significant; and effect of
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satisfaction on loyalty and buying intention and the effect of loyalty on
buying intention are significant.

Key-words:. Quality, perceived quality, Intrinsic quality attribute, extrinsic
quality attribute, protected designation of origin, consumer behavior,
customer satisfaction, customer loyalty, buying intention





