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Abstract

In this research, paste consumption behaviours of consumers in the urban area of Samsun were analyzed. The data was collected from 196
consumers randomly. The results showed that 99% of the household consumed tomato and pepper paste together or seperately. The monthly
total tomato and pepper paste consumption varied from 0.5 to 4 kg with an average of 1.60 kg. Most households prefered to buy tomato and
pepper paste from supermarkets. There were positive relations between the quantity of the consumed tomato and pepper paste and the variables

of household size, number of children in household and the total food expenditure.
Key words: Tomato and pepper paste consumption, consumer behaviour, Samsun.

INTRODUCTION

Depending upon the changing socio-economic structure
and technological improvement in accordance with the
ascending consumer demand, agricultural industries supplying
their raw material from agriculture have shown significant
progress in Turkey in recent years. Therefore, the production
of many food products having various characterisitics has
increased. Nowadays, consumers evaluate many features such
as product quality, taste, package and reliability for decision
making. Firms that are unwilling to rein their customers under
competitive market conditions, have to consider consumers’
expectations in the market when developing new product
varieties.

Marketing researches, carried out by firms, in order to
evaluate the purchasing attitude of consumers are being
inevitable in the developing technology and competition
atmosphere. Therefore, the role of marketing research has
risen to eminence in todays’ marketing conception. A minor,
but significant finding may engender gaining the mastery
over the competitors. Thus, these kind of research findings to
increase the demand for new or existing products are critically
important for firms.

Since tomato and pepper pastes are basic ingredients
of many foods in Turkish cuisine, examing the consumer
behaviour for them is very important. Turkey is one of the
countries growing sufficient tomato and pepper for paste
production. The total tomato production in Turkey is 10.7
million tonnes. 67.1% of this production is edible and 29.9%
for sauceboat. The total pepper production is 1.8 million

tonnes. 62% of this amount is bell and green pepper while
the remaining 38% is sauceboat pepper [1]. The total number
of paste producing firms are 99 in Turkey. 47% of them
are located in Izmir, Bursa and Balikesir. There are only 2
recorded paste firms in Samsun [2]. Besides, the presence of
many small-sized mills producing paste informally is non-
negligible in Turkey.

Though, there is a vast literature on consumption of many
foodstuffs and also on factors affecting consumption, there
are limited studies concerning paste consumption. Gul et al.
[3] found that 92% of households consume tomato paste and
77% of households consume pepper paste in Adana province
of Turkey. The main reason for the lack of paste consumption
is the absence of consumption habit. In another research in
Adana, Gul et al. [4] determined that 97% of households
consumed paste and also 86% of this included pepper paste.
Buyukbay et al. [5] mentioned that there was a negative
relationship between consumers education levels and paste
consumption in a research conducted in Tokat province.
Accordingly, paste consumption decreased while education
level increased. Paste consumption per capita was found to
be between 1.5 and 2 kilograms in the researches caried out in
several regions of Turkey [3, 6, 7].

The marketing strategies of firms can be easily shaped
when the results of household decision on paste choice are
correctly analysed and materialised. The aim of this research
was to determine priorities in paste choise of consumers
in Samsun. Research results are expected to lead firms,
marketing staff and consumers.
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MATERIALS AND METHODS

The data used in this research was obtained by
questionnaries from consumers in Atakum and Ilkadim
districts of Samsun. Questionnaries were conducted with 196
consumers in April, 2010. The sample size of the research was
calculated with the following equation [8].

_(E*pra),

T

_ (1,962 =0,50= 0,50)/
"= 0,072
n =196

In the formula; n is the sample size, t is the 95%
significance level (1.96), p is the probability of the situation
being searched (it is assumed to be 50%), q is 1-p, and e is the
accepted error (assumed to be 7%).

Chi square test was used to determine the relationship
between consumers’ socio-economic charactheristics and
consumers’ paste consumption behaviour. Research data was
analyzed by using SPSS package software programme, using
frequency and percentage values.

RESULTS AND DISCUSSION

The average age of respondents was 43.6. The average
household size varied from 1 and 7, with an average of 2.99.
The average income of households was 1877 TL/month and
21% of it was for food expenditures (Table 1). This finding
confirmed the results of Gunduz et al. [9]. However, this ratio
was found as 30% in the research conducted in Tokat province

[5].

Table 1. The charactheristics of surveyed households and decision
makers’ on food purchasing
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The average monthly tomato and pepper paste
consumption was 1.60 kg among the sample households. This
finding was consistent with the results of previous studies
conducted in different regions of Turkey [3, 6, 7].

As expected, it was determined that women were more
efficient in food purchasing decisions among the sample
housholds. It was clear that, in the 66% of sample households
women were dominant when deciding to buy paste (Table 1).

Research results showed that 98,98% of the sample
households consumed either tomato or pepper paste. The ratio
of only tomato paste consumption was 52.55% while, 41.84%
of the sample households consumed tomato and pepper paste
together. The ratio of households consuming pepper paste was
only 4.59% (Table 2). Based on the results, more than one-half
of the sample households preferred to consume only tomato
paste. This finding did not confirm the results of Gul et al.
(2004), who stated that only 3% of the households preferred
to consume tomato paste [3]. This difference was attributted
to culturel characteristics of geografical regions.

Research results also revealed that the reason for not
consuming tomato paste were habits and smell of these
products. Eighty two percent of the sample households who
had negative behaviour to tomato paste stated that they didn’t
have a using habit, while 18% of them stated that they disliked
its smell. More than half of the households who have negative
behaviour to pepper paste suggested that the main reason for
this behaviour was stemmed from habit of usage (Table 3).

Approximately, 91.35% of sample households preferred
to buy tomato paste while, 7.57% of them preferred to
produce it at their home. The rest of sample households both
produced it at their home and purchased from the shops or
supermarkets. The ratio of households purchasing pepper
paste was 87.91% while 12.09% of them was producing their
own (Table 4).

Table 3. Reasons of tomato/pepper paste nonconsumption

Tomato paste Pepper Paste
Mean dsets?ac:?;g Frequences %  Frequences %
Household size (person) 2.99 1.40 Lack of the habit 9 81.82 58  55.24
Household income (TL month™) 1877.81 1134.58 o
. Dislike in the household - 0.00 30 2857
Household food expenditure (TL month™) 393.47 268.23
Paste consumption per houschold (kg 160 Lol Dislike of its smell 2 18.18 17 1619
month™) ’ ’
Decision makers’ of food purchasing Total 11 100.00 105 100.00
Gender (Men=1, Women=2) 1.66 0.48
Age (years) 43.60 12.74
Educational level (years) 9.08 4.19
Table 4. Procurement way of tomato/pepper paste of households
Table 2. Paste consumption preferences of households Tomato Paste Pepper Paste
Frequences %  Frequences %
Frequences %
Purchasing all 169 91.35 80 8791
Only tomato paste 103 52.55
Tomato and pepper paste together 82 41.84 All is produced at home 14 7.57 11 12.09
Only pepper paste 9 4.59 i
Yy pepper p Some is proQuced at 2 1.08 ) 0.00
Not consuming paste 2 1.02 home, some is purchased
Total 196 100.00 Total 185 100.00 91 100.00
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Figure 1. Prefferred tomato-pepper paste brands in the surveyed
households

Brand preferences of the sample households were
depicted in Figure 1. The most prefered brand was the Tat
and the least prefered one was the Tukas in the both paste
consumption. These results showed that firms in sector should
analyse the consumers’ preferences well to create more
demand for their products.

Tomato and pepper paste products are served to
consumers in different package types such as glass jar, tin can
and plastic container in the market. It was determined that
more than half of the sample households preferred glass jar
rather than others due to the easy observation of the products’
corruption or incorruption and its healthiness (Figure 2).
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Figure 2. Preferred package species for paste

Social and economic characteristics of the households
play a significant role during the buying process. Taking
these characteristics into consideration may increase the
marketshare of firms as well as developing marketing
strategies of products (Table 5).

Chi-square test result showed that there was a positive
relationship between family size and the quantity of tomato
and pepper paste (p<0.01). Mainly, half of the households
having 4 or less than 4 members consumed 1 kg or less paste
while mainly half of the households having more than 4
members consumed more than 2 kilograms.

Table 5. The relationship between socio-economic characteristics of the households and paste consumption

Paste Consumption (kg month™)

<1 1<x<2 2< Total

Freq. % Freq. % Freq. % Freq. %
Household sine <4 80 48.19 65  39.16 21 1265 166 100.00
>4 5 17.86 1 3929 12 4286 28 100.00

£=17.88 p=0.00 df=2
Children number in <2 80 47.90 64 38.32 23 13.77 167 100.00
the household >2 5 18.52 12 44.44 10 37.04 27 100.00

£=1220  p=0.00 df=2
_ <999 17 4722 15 41.67 4 1Ll 36 100.00
g‘i‘;ﬂﬂy MEOME 1000 - 1999 27 3699 32 4384 14 1918 73 100.00
>2000 41 4824 29 3412 15 17.65 85 100.00

£=323 p=052 df=4
<199 21 6774 8§ 2581 2 6.45 31 100.00
Zf(gzggilfr‘;"?n) 200 - 399 27 3699 32 4384 14 1918 73 100.00
>400 37 4Ll 36 40.00 17 18.89 90 100.00

£=923 p=0.06 df=4

TL: Turkish Lira

Households with too many children consumed more paste
(p<0.01). Households having more than 2 children consumed
paste between 1 and 2 kilograms. It was also determined that
48% of households having 2 or less than 2 children consumed
1 kilogram or less.

Research results indicated that there was no significant
difference between households’ monthly disposable income
and paste consumption (p>0.10). Increase in households’
monthly food expenditures caused an increase in paste
consumption quantities (p<0.10). Almost two-third of
households whose monthly food expenditure was below 200

Table 6. Consumers’ precision for salt content, production and
expiration date

Production and

Salt Quantit;
Q Y Expiration Date
‘Women Men Total % Total %

Paying

. 64 18 82 4530 157 86.74
attention
Not paying

. 74 25 99 5470 24 13.26
attention
Total 138 43 181 100.00 181 100.00

1=0.363; p=0.547 df:2
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Table 7. Consumer opinions about the healthy of industrial pastes (frequency)

Primary  Secondary

High

Tlliterate University Total %
school school school

I think it is

5 38 5 23 24 95 52.49
healthy
I have no
. 1 12 8 14 10 45 24.86
idea
I think it is

1 11 4 14 11 41 22.65
unhealthy
Total 7 62 17 52 48 181 100.00
1*=9.725; p=0.285 df:10

TL generally consumed 1 or less than 1 kilogram tomato and CQONCLUSION

pepper paste.

It was determined that 45% of consumers pay attention
to the salt content in the paste. On the other hand, rate of
consumers considering the production and expiration date
was 87% (Table 6). This finding confirmed the results of
previous studies. Yilmaz et al. (2009) suggested that 99%
of households in Trakya region pay attention to production
and expiration date among the label instructions [10]. The
researches performed in two different areas revealed that the
production and expiration dates were the deterministic factors
for consumers in food buying process. Based on the results of
the research, there was not a significant statistical relationship
between the gender of consumers and consideration rate in the
salt content of the paste (p>0.10).

According to the 52% of the sample households,
industrial tomato and pepper pastes were found to be healthy.
But, relationship between the educational level of consumers
and their thoughts about industrial pastes was not significant
(p>0.10) (Table 7). On the other hand, a significant negative
relationship was found between education level of respondents
and paste consumption quantities (p<<0.05). Quantity of paste
consumption of households decreased associated with the
level of education.

The other result of the research was related to
certification. Eighty nine percent of the sample households,
who preferred packaged paste, stated that they could pay more
for the certificated paste while 11% stated that they would not
pay more (Table 8). Therefore, these results showed that most
consumers pay attention to safe food consumption.

Table 8. Willingness to pay more for reliable and certificated paste

Prices (TL) Frequency %

0 20 11.05
=1 105 58.01
=15 18 9.94
=2 18 9.94
2> 20 11.05
Total 181 100.00

TL: Turkish Lira (Turkish money unit), 1 USD equals 1.54 TL

Paste is a favorible product that makes contribution
to food taste. From all reasons mentioned, paste sector is
developing and a competitive environment is comprising.
Firms in the sector have to customize their production
to increase their market share in the intense competitive
environment. This situation necessiates to follow and evaluate
the consumer behaviors.

Based on the results, the most effective household
member in the purchasing decision was woman. Working
position of parents was also effective in this decision. There
was a significant relationship between paste consumption
and the number of members in the household, also between
number of children in the household and monthly average food
expenditures of households. Most consumers mentioned that
they would pay more for a certificated and healthy brand new
paste. Developing strategies regarding consumers’ sensibility
for safe products will provide the firms with permanence and
also rise their profit. Mentioned factors are crucial for present
paste producers or new firms.

It was detected in the research that a part of the consumed
tomato and pepper paste was produced at home. Precautions
minimising cost and product supply at affordable price will
discourage consumers to produce at home and increase the
demand for firm products. In addition to the firms’ efforts
for controlling production costs and product prices, usage
of the results showing behaviour of consumer will provide
an increase in firms’ sale shares in the market and make
contribution to guarding themselves against competition.
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