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Abstract 
 

       Honey is an important element of human diet and since ancient times is considered an essential source of food. The aim of the 

study is to identify the factors that: 1) affect consumer behavior towards honey, 2) are related to the honey purchase from the supplier, 

and 3) can predict the intention to buy honey directly from the producer including those in street markets. The research objectives 

were achieved by investigating a representative sample of subjects from the region Attica, Central Greece. A quantitative primary 

survey was carried out with 138 honey consumers as participants. Among the conclusions derived from the statistical treatment of the 

collected data are the facts that women and people with a higher educational level prefer buying honey directly from the producer in 

street markets as well as participants with high monthly income and high educational level, consume high quantities of honey. 
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Introduction 
 

     Honey is a natural substance produced by honeybees, with properties that meet many different consumer needs for food and 

medical purposes since the ancient times. The nutritional composition of honey includes carbohydrates (mainly glucose and fructose), 

proteins, minerals, amino acids, trace elements, vitamins and polyphenols [1, 2]. 

 

     However, honey does not belong to the group of foods consumed daily, as it is considered a relatively high priced product. Over 

the last decades, consumer trust in food quality and safety has been shaken up, both due to the various food scandals that have 

occurred and the globalization of supply chain food. Certifications of food and raw materials ensure further promotion of an 

agricultural or livestock or processed product to the consumer, offering a sense of safety. However, these certifications are not 

applicable to small food chains - from producer to consumer, which are increasingly gaining ground throughout Europe [3]. 

   

      Small food chains contact producers with consumers through direct interactions. The immediacy of these interactions, on the one 

hand, is capable of providing a sense of trust between the consumer and the producer and, on the other hand, redefines the perceived 

quality of the consumer in his purchasing decisions [4]. It is therefore obvious that the re-establishment of the small food chains is an 

option for both consumers and producers, which opposes the prevailing conventional world markets characterized by standardized 

production, anonymously industrialized food, long food transport distances and unequal distribution of power along the supply chain, 

which is increasingly dominated by retailers [5]. 
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       A critical question arises from the above-described status, which is why consumers eventually choose to purchase food from street 

markets? According to the bibliographic review with respect to this question the following parameters are of major importance [6-10]: 

 

 The need for high-quality fresh food directly from the source. 

 The interaction. Consumer is able to interact with the producer and express his needs, values and concerns. A relationship of 

trust is built through this interaction. At the same time, purchasing food in street markets is a more enjoyable process for 

consumers, less mechanical, sterile and impersonal, since they can interact with other consumers and exchange information. 

 The feeling of giving their money to something worthwhile (value for money). 

 The protection of personal health and the environment. 

 The financial support to small producers. 

 The strengthening of national products. 

 

       In the context of small food chains, as in the context of conventional markets, both the intention and the final consumer behavior 

are influenced by factors and incentives, which are differentiated per food product. Among the factors that influence the behavior of 

consumers relating to the purchase and consumption (quantity, frequency) of honey are: 

 

 

 The organoleptic characteristics of Honey: such as its taste, color, aroma and texture. These characteristics reflect the 

perceived quality of consumer and are directly related to its sales price [11-14]. 

 

 The Price of Honey: The price of honey has been identified as an important factor associated with its purchase in many 

surveys [15]. Romanian consumers consider honey to be an expensive but not a luxurious food product [16]. 

 

 The Perceived Nutritional Value of Honey: In general, honey consumption has been associated with its beneficial effect on 

human health, in many cultures [17-19]. There are many surveys that mention the positive relationship between honey 

consumption and its high nutritional value for human health [20, 21].  

 

 The Crystallization of Honey: Several consumers believe that the crystallization of honey indicates an artificial product (a 

product of deception) [22]. Crystallization of honey is one of its most well-known physical properties, which theoretically 

characterizes all honey [23]. Other research studies have shown that the phenomenon of crystallization is an inhibiting factor 

in its consumption [24, 25]. 

 

 Socio-Demographic Characteristics: The demographic and socio-economic characteristics of consumers related to the 

purchase consumption of honey are: i) Gender. Women consume more honey [26]. Similar results have been also obtained in 

other studies [14, 23]. ii) Educational level: Higher consumption of honey is seen in higher educated people [20, 26], as they 

perceive to a greater degree its benefits to human health. At the same time, people with a higher educational level prefer to 

buy honey directly from the producer and focus more on price, while for people up to secondary education, inhibiting factor 

is the crystallization of honey [27]. iii) Occupation: Employees show higher levels of honey consumption [16, 27]. iv) Age: 

Higher levels of honey consumption occur in older people [16]. v) Residential area. Higher levels of honey consumption 

occur in people living in semi-rural and rural areas. Urban residents seek to purchase honey directly from the producer, while 

for rural residents an important criterion for buying honey directly from the producer is the low price [27]. vi) Income: 

People with higher incomes consume more honey, as it is more affordable for them to adopt a healthier lifestyle [16, 28]. vii) 

Number of people in households. As the number of family members increases, consumption levels of honey also increase 

[16], mainly due to its beneficial properties in human health [20]. In addition, other study has shown that people who do not 

consume honey but buy it for a family member make the choice based on its price and nutritional value [27]. 

 

       Honey purchasing behavior in Western Australia has been studied and showed that consumers consider standardized honey sold 

to supermarkets of inferior quality compared to honey sold in street markets, directly from the producer [15]. According to [16], 

consumers of the North-West region of Romania prefer to buy honey from a local producer as they have more confidence in domestic 

honey than in imported one. Consumers’ preference to local producers stems from the confidence and security they feel towards them, 

related to better quality, geographical origin and locality [16, 20, 25, 29]. According to [24], consumers’ criteria for buying honey 

from a local producer are the size of his production and the location of his hives, which affect the quality of the product. According to 

the above researchers, consumers preferred local producers, whose hives are on a mountain and who do not make intensive 

production. It has been shown that the price and origin of honey were the main factors influencing consumers in Prague, with the ideal 

honey for them is the one coming from a local producer who has his honeybees in forest and sells it at a lower price than the standard 

ones [27]. 
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       The purchase of honey, directly from the producer, is an important element in building consumer confidence with regard to its 

quality [25]. This is due to the fact that the consumer's purchasing decision is directly affected by the connection of the honey product 

to its place of production. This connection, which establishes a solid foundation of trust with the producer, is due to the consumer’s 

ability to interact directly with the producer and collects the necessary information. This information is usually about the honey 

nutrients, the way and date of production, the location of the hives and whether it is crystallizing or not. The perceived quality of the 

buyer is subjective and depends on many factors, most notably the relationship between the amount of money he intends to give and 

the quality of the product. The issue of non-certification and the absence of a label on honey is not an inhibiting factor for the 

consumers who purchase directly from the producer, as a personal relationship and a sense of trust have been developed between the 

buyer and the producer [23]. On the contrary consumers that buy honey only from supermarkets place great emphasis on the issue of 

certification and labeling, declaring their willingness to pay more money for the purchase of honey directly from a producer providing 

a quality guarantee. Moreover this category of buyers is quite willing to participate in beekeeping exhibitions, which will be able to 

test the honey. The most favorable incentives for buying honey directly from the producer would be certification and labeling, lower 

prices, point-of-sale testing, telephone ordering and delivery at home as well as advertising of the product either at the place of sale or 

through special brochures [23]. 

 

       In the present study, the main factors affecting the intention of honey consumers in relation to the origin of the supplier and their 

behavior as consumers were detected. Certain perceptions associated with honey consumption among consumers in Attica, Central 

Greece, were identified as well as purchasing and consumption trends (i.e. place and frequency of purchase, quantity and frequency of 

consumption, consumer profile). 

 

Material and Methods 

 

       The current study was based on primary data collected from 138 honey consumers, using questionnaires. Data collection was 

carried out in the region of Athens (Central Greece) during the first trimester of 2019. In the surveys, questions were included 

concerning: i) demographic characteristics (gender, age, monthly income, education level, primary occupation, area of living and 

number of people in households), ii) consumption of honey (frequency of honey purchase, quantity of honey consumption), iii) 

general views, trends, perceptions of honey and iv) reasons of choosing a particular honey supplier (local producer or supermarkets). 

The questions related to views, general opinions about honey and reasons of choosing a particular honey supplier were rated with 5-

point scale response format (from 1= strongly disagree to 5=strongly agree). Descriptive analysis, chi-square independent test, cross-

tabulation tables and alinear multiple regression were performed using SPSS statistical software (version 16). 

 

Descriptive Analysis 

 

       The frequencies were measured and the percentages of the responses were calculated in case of the closed-ended questions. For 

the questions with scale response format (from 1= strongly disagree to 5=strongly agree), the Mean Value (MV) and Standard 

Deviation (SD) were calculated. 

 

Variable Independence Testing 
 

       The Crosstabs procedure was used to test the independence between two variables. The Crosstabs process creates double-entry 

tables between two qualitative variables by constructing a common frequency distribution (correlation table) that allows the 

calculation of the respective percentages. Through these percentages the correlation between the two variables can be presented. The 

independence test takes place through the Statistical Control X2 (Chi – Square), which detects the differences in the distribution of the 

values of one variable to the values of the other, taking into account the distances between the observed frequencies and the expected 

ones. X2 test doesn’t provide information on the intensity and the cause of the relationship between the two variables (if there is one). 

The certainty of the dependency of the two variables increases as X2 gets bigger.  

 

Two hypothesis are introduced: 

 

H0: the null hypothesis that the two variables are independent. 

H1: the alternative hypothesis, the two variables are dependent. If the statistical significance is Sig <0.05 then the hypothesis H0 is 

rejected. If Sig.>0.05, the independence hypothesis cannot be rejected. 

 

Multiple Regression Analysis 
 

       Multiple regression analysis tests if the independent variables could predict the dependent one and are equations of the form: 

 

A = α0+α1Κ1+…+αiKi     (Eq. 1) 
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        Where A is the dependent variable and K1 to Ki are the independent ones. The intercept (α0) and the regression coefficients of the 

independent variables (αi) are determined by multiple regression analysis. R Square values greater than 0.10 indicate that fluctuations 

in the values of the dependent variable explain more than 10% of the fluctuations in the values of the independent variables. In this 

way it can be safely verified that the variables are linked to a causal / predictive relationship. The Beta factor explains the change in 

the dependent variable if the independent variable is changed. Its statistical significance is checked by Significance value, which must 

be less than 0.05.The Student’s t-test values are also used to characterize the relative importance of the independent variables in 

particular.  Table 1 presents the independent variables as well as the dependent variable, based on which the predictive model was 

formulated.  

 

Dependent Variable Independent Variables 

Choice of a particular 

honey supplier 

(producer or supermarkets) 

organoleptic characteristics 

price 

crystallization 

certification 

origin 

perceived quality 

nutritional value 

 

Table 1: The independent variables as well as the dependent variable of the survey. 

 

Results 
 

        The demographic characteristics of each group of consumers are presented in (Table 2). The statistical treatment of the collected 

data revealed useful outcomes as presented below. 

 

 Group Α 

Frequenc

y 

Group Β 

Frequenc

y 

Group C 

Frequency 

Total 

Frequenc

y 

Percentage 

Frequency, % 

 

Gender 

Male 20 20 16 56 40,58 

Female 13 42 27 82 59,42 

 

Age (years) 

 

18-25 3 2 3 8 5,80 

26-35 7 13 14 34 24,64 

36-45 16 25 9 50 36,23 

46-55 4 8 8 20 14,49 

56 and more 3 14 9 26 18,84 

 

Monthly 

income (€) 

 

≤ 600 4 11 7 22 15,94 

650 €-1000 14 23 21 58 42,03 

1100 €-1500 10 16 12 38 27,54 

≥1600 5 12 3 20 14,49 

 

Education Level 

 

Secondary 8 17 12 37 26,81 

Vocation school 7 9 6 22 15,94 

University 11 27 16 54 39,13 

M.Sc., M.B.A., 

PhD 

7 9 9 25 18,12 

 

Primary 

Occupation 

 

Self-employed 5 9 7 21 15,22 

Private sector 18 24 19 61 44,20 

Public sector 5 11 7 23 16,67 

Student 1 2 2 5 3,62 

Unemployed 1 8 1 10 7,25 

Retired 3 8 7 18 13,04 

 

Area of living 

 

Urban 22 36 27 85 61,59 

Suburban 4 12 3 19 13,77 

Rural 2 10 5 17 12,32 

Mountainous 1 1 1 3 2,17 

Islanding 4 3 7 14 10,14 

 

Number of 

1 5 12 11 28 20,29 

2 5 15 4 24 17,39 
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people in 

households 

 

3 7 11 12 30 21,74 

4 12 21 12 45 32,61 

5 4 2 4 10 7,25 

6 0 1 0 1 0,72 

 

Table 2: Demographics of the survey participants according to their preference of honey purchasing. 

 

Preference of Honey Supplier & The Socioeconomic Profile of Honey Consumers: Out of 138 participants, 33 (29.91%) buy 

honey only from supermarkets / organic shops (Group A), 62 (44.93%) prefer to purchase honey only directly from the producer 

(Group B) and 43 participants (31.16%) both directly from the producer and supermarket (Group C). It is noted that the vast majority 

of respondents prefer purchase honey directly from a producer.  

 

Correlation between Demographics and Honey Supplier Choice: The choice of honey supplier depends on gender (X2 = 7,214 & 

Sig. = 0,007) and on the educational level (X2 = 7,129 & Sig. = 0,009). Specifically, 65.7% and 67.6% of the subjects who purchased 

honey directly from the producer and from shops, are women and people of higher educational level (university, M.Sc., M.B.A., PhD), 

respectively. Additionally, 60.6% and 75.8% of the subjects who supplied honey only from stores, are men and people of lower 

educational level (secondary, vocational), respectively. 

 

Honey Consumption Behavior of the Sample: 70.29% of the subjects (97 participants) show low consumption of honey (frequency 

of honey purchase, quantity of honey consumption), while the remaining 29.71% (41 participants) shows high consumption.  

 

Correlation between Honey Consumption Behavior and Selection of the Honey Supplier: Chi-square test and cross-tabulation 

tables show that honey consumption and choice of honey supplier are dependent (X2 = 4.402 & Sig. = 0.036). In particular, it emerged 

that 84.8% of the low-consumption honey sample chooses its supply only from stores and that 34.3% of the high-consuming sample 

selects its supply directly from the producer.  

 

Correlation between Honey Consumption Behavior and Demographics: The consumption of honey is related to the monthly 

income of the participants(X2 = 6.216 & Sig. = 0.022) and to their educational level (X2 = 7.966 &Sig. = 0.004). Specifically, 63.4% 

of the high-consumption honey subjects has a high monthly income and 67% of the low-income subjects shows lower honey 

consumption levels. Additionally, 90.2% of the high consumption honey subjects have a high educational level and 56.7% of the 

subjects with a low educational level show lower consumption levels of honey. 

 

Factors Affecting Honey Supplier Preference 

 
Organoleptic Characteristics of Honey 

 

(Table 3) shows the MV and the SD for the organoleptic characteristics of honey (flavor, aroma, texture, color), as they result from 

participants ratings, per group. It is noted that for all three groups, the organoleptic characteristics of honey are an important factor in 

choosing its supplier (MV> 4), with Group B consumers giving a slight increased importance to these characteristics. 

 

 

 

Table 3: The mean value (MV) and the standard deviation (SD) of the sample responses per group of consumers with regard to the 

organoleptic characteristics of the honey they purchase. 

 

Price of Honey 
 

       With respect to the price of honey, the MV of the 3 consumer groups is close to 3 (the neutral scale rating from 1 to 5), suggesting 

that the selling price of honey is neither an inhibitor nor an encouraging factor of buying honey (Table 4). However, it is worth 

mentioning that Group C consumers, who buy honey both from the shops and directly from the producer, rated little more the factor of 

the its price. 

 

 

Organoleptic 

characteristics 

Group Α Group B Group C 

MV SD MV SD MV SD 

Flavor 4.21 0.96 4.69 0.56 4.49 0.77 

Aroma 4 0.97 4.27 0.87 4.16 1 

Texture 3.97 1.02 4.23 0.93 4.02 1.06 

Color 3.88 1.05 3.87 1.14 3.7 1.12 
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Price of honey Group Α Group B Group C 

MV SD MV SD MV SD 

Honey is affordable 3.12 1.32 3.32 1.21 3.67 1.15 

Honey is an expensive food 

product 

2.97 1.33 2.81 
1.08 2.86 1.26 

Honey is a luxury food product 2.64 1.34 2.29 1.27 2.67 1.30 

 

Table 4: The mean value (MV) and standard deviation (SD) of the sample responses by group of consumers in relation to the price of 

honey. 

 

The Crystallization of Honey 
 

        Consumers who purchase their honey directly from its producer (Group B) seem to know to a greater degree that the 

crystallization of honey is one of its most known physical properties, which, theoretically, characterizes all honey, and consequently, it 

is not a sign of an artificial product (MV = 1.68) (Table 5). However, this property of honey appears to be a factor affecting 

moderately the consumers of groups B and C (MV = 3.53 and MV = 3.67, respectively) and highly the consumers of Group A (MV = 

4.00) (Table 5). 

 

The crystallization of honey Group Α Group B Group C 

MV SD MV SD MV SD 

I prefer honey that doesn’t 

crystallize 

4 0.9 3.53 1.38 3.67 1.32 

The crystallization is a sign that the 

honey is an artificial product 

2.39 1.34 1.68 0.95 2.14 1.37 

 

Table 5: The mean value (MV) and the standard deviation (SD) of the sample responses, by group of consumers, regarding the 

phenomenon of crystallization of honey. 

 

Certification (Authentication) / Origin 

 

       Consumers of groups B and C are more likely to trust honey of Greek origin (MV = 4.47 and MV = 4.00, respectively), compared 

to Group A consumers (MV = 3.48) (Table 6). Perhaps, that’s the reason why participants of Group B and C purchase their honey 

directly from a Greek producer. On the other hand, consumers of Group A (MV = 4.18) emphasize on certification of the honey 

compared to consumers of groups B and C (MV = 3.52 and MV = 3.63, respectively) (Table 6). Probably, consumers of Group A 

prefer to purchase their honey only from shops and supermarkets, since the certification of honey directly from the producer is often 

absent. 

 

Certification / Origin Group Α Group Β Group C 

MV SD MV SD MV SD 

I prefer a honey of Greek origin 4.06 0.93 4.71 0.80 4.63 0.58 

I prefer a honey with a certification 

label 

4.18 0.92 3.52 

1.32 3.63 1.45 

I trust only honey of Greek origin 3.48 1.3 4.47 1.02 4.00 1.21 

 

Table 6: The mean value (MV) and standard deviation (SD) of the sample responses by group of consumers in relation to the 

certification / origin of the honey. 

 

Perceived Quality 
 

        With regard to the dimension of perceived quality, we could locate significant similarities and significant differences between the 

three groups of consumers. Starting with the similarities, all three groups of honey consumers mention that the reason for choosing 

particular standard honey brand or a particular producer is the fact that the particular honey they purchase falls within the quality 

criteria they have set (MV>4.00 for all groups) (Table 7). Furthermore, the three consumer groups agree that not all types of honey 

have the same quality, thus supporting any of their choice. With regard to the differences, the views that "honey sold in supermarkets 

is inferior to the honey of the producer" and "honey sold to supermarkets is industrial" are noticeable and find a greater degree of 

consistency in consumers of groups B and C and much less in consumers of group A (Table 7). The above results are reasonable and 

expected as the perceived quality criteria of each group are different and therefore the different choice of honey supplier. Group A 



 

 

7 | Advances in Nutrition and Food science, Volume 2020, Issue 02 

Copyright: © 

2020 Argyro G. Fragkaki * 

 

Investigation of consumers’ trends concerning honey supply. 

A case study in Central Greece 

consumers consider that their choice is based on quality criteria, which are rejected by consumers of Groups B and C, as they have a 

different choice of honey supplier. 

 

Perceived Quality Group Α Group B Group C 

MV SD MV SD MV SD 

I purchase a high quality honey 4.21 0.82 4.76 0.50 4.67 0.64 

All kinds of honey have the same 

quality 

1.36 0.65 1.31 
0.74 1.30 0.80 

Honey sold in supermarkets is inferior to 

the honey of the producer 

2.15 1.2 3.81 
1.32 3.35 1.15 

Honey sold to supermarkets is industrial 2.07 1.21 3.5 1.22 3.33 1.21 

 

Table 7: The mean value (MV) and standard deviation (SD) of the sample responses, per consumer group, with respect to the 

perceived quality of the honey they purchase. 

 

The Perceived Nutritional Value of Honey 

  

         Regarding the dimension of the perceived nutritional value of honey, there are no differences in the views and behaviors of the 3 

consumer groups, as shown in (Table 8). 

 

The perceived nutritional value of honey Group Α Group B Group C 

MV SD MV SD MV SD 

Honey offers many benefits to human health 4.55 0.87 4.81 0.44 4.79 0.41 

Honey suits my healthy diet 3.79 1.39 4.24 1.00 4.19 1.03 

I consume honey mainly when I'm sick 1.94 1.22 1.68 1.14 2.05 1.19 

Honey consumption causes weight gain 2.33 1.05 2.05 1.17 1.95 1.15 

Honey is a substitute for sugar 3.06 1.46 3.15 1.48 3.07 1.3 

Most people do not know the benefits of 

honey for human health 

3.33 1.19 3.58 1.02 3.44 1.3 

 

Table 8: The mean value (MV) and the standard deviation (SD) of the sample responses by group of consumers with respect to the 

perceived nutritional value of the honey. 

 

Factors That Predict Consumers’ Preference of Honey Supplier 

 

         The reasons for which Group A consumers purchase honey only from supermarkets or organic shops and not directly from the 

producer are the selling price (MV =3.09) and the non-certification of the product (MV=3.45). These results are also verified by their 

responses to the reasons why they purchase honey directly from its producer. According to their responses, Group A consumers buy 

honey directly from its producer: 1) if its price was lower than that at the supermarkets or stores (MV = 3.73), 2) if it is certified but 

more expensive (MV=3.67), 3) if they are able to taste it before they buy it(MV = 3.48) and 4) if the place of sale is close to their 

home or if it possible to deliver it at home (MV = 4.12). In addition, it is worth mentioning that the purchasing behavior of consumers 

of Group A is not the result of a comparison between supermarkets and producers, i.e. they discard the honey purchasing directly from 

the producer for other reasons and not because they were not satisfied (MV = 1.24). Group A consumers are also characterized by low 

levels of intention to test honey from beekeeping producers (MV=2.48). 

 

With regard to Consumers of Groups B and C, the following elements emerged: 

 

 Both consumer groups trust the honey directly from its producer due to its high level of quality (MV=4.58 for Group B 

and MV=4.26 for Group C). 

 The satisfaction of the special preferences offered by producer’s honey is an important factor of their preference, for both 

consumer groups (MV=4.60 for Group B and MV=4.19 for Group C). 

 Non-certification is not an inhibiting factor, for both consumer groups considered, as they trust the producer of their 

choice (MV=4.40 for Group B and MV=4.00 for the Group C). In particular, Group B consumers have gathered from the 

producer all the necessary information on the production of purchased honey, to a greater extent compared to Group C 

consumers (MV=3.84 for Group B and MV=3.16 for Group C). 

 Consumers of Group B have a higher level of commitment to producer of their choice compared to Group C consumers, 

as they are more likely to purchase honey directly from the producer even if he is away from their home (MV=4.42 for 

Group B and MV=3.42 for Group C). 
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 Both consumer groups would purchase honey from a producer that is suggested by a friend / relative (MV=4.15 for 

Group B and MV=4.30 for Group C). 

 

          In order to determine which factors (organoleptic characteristics, price, crystallization, certification, origin, perceived quality 

and nutritional value - independent variables, (Table 1) can predict the choice of honey supplier (dependent variable), a linear 

multiple regression analysis was performed. The results are shown in (Table 9). Price and certification are the factors that can predict 

the behavior of Group A consumers, while the behavior of Group B and C consumers can be predicted by organoleptic characteristics, 

origin and perceived quality. 

 

 Independent variable R 

square 

Beta 

(b factor ) 

t-test 

values 

Sig. 

(Significance) 

Coefficients of 

the model 

 

Group A 

Price  

0.405 

0.255 1.472 0.033 0.148 (α1) 

Certification 0.448 2.747 0.011 0.286(α2) 

 1.409 (α0) 

 

Group B 

Organoleptic characteristics  

0.384 

 

0.29 2.591 0.012 0.285 (α1) 

Origin 0.327 2.124 0.011 0.311(α2) 

Perceived quality 0.441 3.375 0.001 0.357(α3) 

 1.256 (α0) 

 

Group C 

Organoleptic characteristics 0.529 

 

0.361 2.968 0.005 0.284 (α1) 

Origin 0.306 2.057 0.019 0.298(α2) 

Perceived quality 0.388 3.161 0.003 0.283(α3) 

 3.534(α0) 

 

Table 9: Results of the linear multiple regression analysis for the prediction of the choice of honey supplier (dependent variable) for 

each of the Groups A, B and C. 

 

Discussion 
 

        In the present study, a research was conducted on a relatively small but representative sample (in terms of demographic 

characteristics) in the region of Attica, Central Greece. High consumption of honey was related to participants with a high monthly 

income and a high educational level. It is speculated that higher-educated people are more aware of the nutritional value of honey to 

human health and that people with higher monthly incomes can afford the adoption of a healthier diet. The consumption trend of the 

participants, related to the supply of honey, is more favorable to its selection directly from the producer. It can be noticed that in the 

Greek consumer market, as well as across Europe, small food chains - from producer to consumer - are gaining more and more 

ground. The results of the study showed dependence between honey consumption and honey supplier selection. In particular, 

purchasing honey directly and exclusively from the producer is more favorable to high consumption honey buyers, as opposed to those 

with low consumption who prefer purchase honey only from supermarkets and organic shops. The purchase of honey directly from the 

producer is preferred by women and people with a higher education level. With regard to gender, women prefer to buy honey directly 

from the producer, as they are the ones which are mainly responsible for the family's nutritional needs and therefore consider that their 

choice is related to a product of better quality. Participants with a higher educational level prefer to buy honey directly from the 

producer as they link their choice to better quality and origin. 

 

       The participants of this survey was divided into 3 groups, depending on their honey supplier: Group A: Only from supermarkets / 

organic shops, Group B: Directly from the producer and Group C: Directly from the producer and from supermarkets. For all three 

consumer groups, the dimension of the perceived nutritional value of honey is an important factor in choosing a supplier, with no 

differences in their views. Although the subjects do not correlate crystallization as a sign of an artificial product, nevertheless, this 

honey property appears to affect the choice of the supplier; in a moderate grade for the consumers of Groups B and C and in a higher 

one for the consumers of Group A. The price and the issue of certification of the honey product are significant factors for consumers 

of Group A, whereas for consumers of Groups B and C, the Greek origin of honey is a minor factor. Moreover, for the consumers of 

Groups B and C, there is a direct link between the supplier choice and the organoleptic characteristics of honey; a fact that basically 

reflects their preferences. All three consumer groups base their choice on the dimension of quality. However, the dimension of 

perceived quality is subjective as each consumer has its own quality criteria; the consumers of Group A quality criteria are not in line 

with the Consumers of Groups B and C and vice versa. In general, the views of the participants on whether the honey sold in 

supermarkets is inferior to the honey of the producer differ significantly and are based on the supplier's choice. 

 

 

 

 



 

 

9 | Advances in Nutrition and Food science, Volume 2020, Issue 02 

Copyright: © 

2020 Argyro G. Fragkaki * 

 

Investigation of consumers’ trends concerning honey supply. 

A case study in Central Greece 

Conclusions 
 

        The results of the present study, in relation to the factors that influence the choice of honey supplier, are in agreement with the 

results of other surveys with a similar purpose. Factors affecting consumers who buy honey only from supermarkets or organic stores 

are the lower sales price and the certification, whereas for consumers who buy honey directly from the producer, the main factors are 

perceived quality, Greek origin and organoleptic characteristics. Future perspectives are the increase of the number of participants and 

the extension of the research to further areas of Greece, in order to detect trends in honey consumption and purchase in the modern 

society of this country that are in agreement or not with the results of the present and other studies. Some other factors of possible 

consideration such as further certification as well as honey products’ promotion and management trends could be possibly included in 

future studies. 
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