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ABSTRACT

In this study we investigate the consumer’s williegs to try innovative food products in the contgixthe
metropolitan area of Porto Alegre in Brazil andeBiester in England, UK. Innovation in the fooduistly is an
important source of differentiation and a valueiagdopportunity for managers to develop new prosluct
Therefore, the adoption or rejection of innovafiwed products becomes strategic from a market gufitew.
Using theDomain Specific InnovativenessPSI] scale and th&ood Neophobia ScaldFNS], two surveys
were carried out in Brazilian and British univeestwith 279 and 101 respondents, respectively.sQoers
were not the most inclined to adopt innovationg,they were not afraid of new foods either, esghcia the
UK. Managers in the food industry could be missiug on opportunities to innovate more. The requitside
strategic and unique information about consumarthfe food industry, aiming at supporting the depehent of
innovative food products.
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INTRODUCTION

It is well-known that consumers in general presamhe level of resistance in adopting innovation,
especially in items of high technology. Rogers @)96n his seminal work with the Innovation
Adoption Curve model, segmented the adoption bebavamongst five categories of individuals,
based on their willingness to be more or less dpemnovation. Frominnovators to laggards
individuals range on eontinuum The model, also known as Multi-Step Flow Theonpdfusion of
Innovation Theory, proposes that some consumermare averse to the adoption of innovation than
others, but it does not indicate clear boundarfesbnsumption behaviour to delineate the difference
between the segments. Moreover, Rogers’ modelssdan the adoption of technological innovation
and it is known that technologyer sepresents, to some consumers, barriers regardwgdaose or
operate a machine, a bank terminal or a gadget.

Nevertheless, consumers also show resistance tadbption of new food products that are
introduced into the market. This could be relatedultural habits, to socio-demographic behaviour,
lifestyle or the period of life one is living. I$ ialso known that some consumers are more traalition
than others and these could be the ‘gatekeepenshofation adoption in some societies.

The rejection of some food products may also betedlto food neophobia, which could be defined
as “a strong avoidance to try novel, unfamiliarde such as ethnic food, for example (Pliner &
Hobden, 1992, p. 105). For food-neophobic consummiiliarity of food may be a central
determinant of food acceptance, and constituterdebdo the successful introduction of new food
products in the market.

Eating habits of the Brazilian population, for mste, can vary considerably around the country.
Not to mention Portuguese and Spanish, the soutkgrian is also strongly influenced by Italian and
German cuisine that came with the immigrants wHortped the region in the 1800s. In the northeast,
the geographical proximity with the sea and the ofi¥ortuguese, African and Indigenous culinary
habits since the XVI century has led to singulastiganomic characteristics (Souza & Hardt, 2002).
Such variety might have a positive impact on thepaidn of new foods, although more traditional
eating behaviour could also be expected due tatilomg regional and cultural roots of conservative
consumers.

In the United Kingdom [UK], according to data froBuromonitor (Global Market Information
Database [GMID], 2006), traditional food habits atenging. Consumer interest in ethnic food is
growing and stems from the presence of large aatively recent immigrant communities that have
brought South and East Asian, Latin American andikeranean cuisine to the food service industry.
British people are also travelling more than thegrehave, and are encountering new flavours and
ingredients, which they want to replicate at home.

In addition, Euromonitor (GMID, 2006) data indicatdat consumers from the UK are leading the
way in ready meals, spending an average of US$&6pgrson per annum on them. They also spend
more than anyone else on prepared salads. UK needys tend to be a curious mixture of global
recipes from around the world and old-fashioned dna@wmfort food (often involving mashed potato)
which few can find the time to cook from scratclineTBritish are also the largest buyers of chilled
ready meals, with supermarket brands being the puatlar. In this regard, British consumers might
be less resistant to the adoption of new foods.

Furthermore, innovation constitutes an importantngetitive advantage for food companies.
Innovative consumers constitute a key market segitoeinvestigate, since they can propel novelties
by being the first adopters of a food consumptiatign.

In the case of Brazil and in the UK, the analydighe introduction of new food products to the
market has never been addressed, and it is urntetearconsumers, on average, would relate to the
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adoption of such foods. Therefore, investigatindlingness to adopt or reject innovative food
products becomes strategic to the food industhpoth cases.

THEORETICAL BACKGROUND

Innovation in the food industry is an important @ of differentiation and a value-adding
opportunity for managers to develop new productsndg¢, innovation constitutes a competitive
advantage in the globalised agri-food scenario.

According to Michaut (2004), new products are vifal sustainability in today's markets.
Innovation specifically provides corporate vitalignhanced performance-price index for consumers
and a much needed opportunity to differentiate frmompetitors (Fusco, 1994 as cited in Michaut,
2004). Moreover, inputs for innovation were foundhave a positive impact on profitability (Capon,
Farley, & Hoenig, 1990 as cited in Michaut, 2004).

Costa and Jongen (2006) state that product inrmvatiay to help to maintain a firm's growth
(thereby protecting the interests of investors, legges and food chain actors), reduce the market
risk, enhance the company’s stock market valuereréase competitiveness. Conversely, the authors
state that the European food and beverage indisstiyite conservative in the type of innovations it
introduces to the market, with much lower Reseaanld Development [R&D] investments than
industries in other sectors.

One possible explanation, according to studies bgp€r (1994) and Costa and Jongen (2006), is
that many food product introductions fail. Arour@?4 to 50% of new product introductions are off of
retailers’ shelves within a year, according to E&sYoung Global Client Consulting (1999). As a
consequence of such negative product introductealts, the food sector strategy is characterized b
a parsimonious development of innovations. Muclthefinnovation is based on brand extensions of
the same product line, which is a less risky sgatéGrime, Diamantopoulus, & Smith, 2002).
Consumers also present a slow rate of changeimggateferences and habits. Furthermore, they tend
to reject too much novelty in food, thereby comsiitg strong barriers to genuine innovation (Cdsta
Jongen, 2006).

Nonetheless, innovative consumers represent a kekemsegment. They play an essential role in
the success of a new product by legitimizing theehgroduct to other consumers (Huotilainen,
Pirttila-Backman, & Tuorila, 2006).

There is considerable evidence that personalifistedfect willingness to consume certain new or
novel foods. According to Tuorila, LAahtenmaki, Rd¢dinen and Lotti (2001), food neophobia is
individual, although cultural and socio-economidluiences have been reported in the literature.
Flight, Leppard and Cox (2003), for example, hypsised that urban subjects in comparison to rural
subjects would have lower food neophobia. In alainfashion, Socio-Economic Status [SES] would
have a negative influence towards food neopholmaggreater disposable income to eat outside the
home and greater educational status would provigdater knowledge of cultural cuisines and,
therefore, less aversion to unfamiliar food, che@@ing consumer innovativeness.

Generally, consumer innovativeness is considerdficidi to measure. However, there is a
consensus that there are different kinds of inresaéss and these could be innate or not.
Innovativeness is conceptualized as “...a generabibedumer trait that exerts a positive effect an th
trial probability of new offering across the broagectrum of goods and services” (Steenkamp &
Giles, 2003, p. 369). Steenkamp, Hofstede and W@@&9, p. 57) define consumer innovativeness as
“...the predisposition to buy new and different produand brands across a variety of goods and
services”.
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Nevertheless, Goldsmith and Hofacker (1991) dististy between innate aridomain Specific
Innovativeness They developed th®omain Specific Innovativeness ScaleDBI] in order to
measure consumer innovativeness for a specificustodategory, thus reflecting the consumer’s
tendency to adopt innovations within a specific domof interest. In the food sector, according to
Huotilainenet al. (2006), the DSI has been employed to measure atimovin delicatessen-type ham
(McCarthy, O'Sullivan, & O'Reilly, 1999), and wingoldsmith, d’'Hauteville, & Flynn, 1998). The
scale comprises six items and, according to Roehi2©04), it has proved to be unidimentional,
highly reliable and presented with a high predit#alidity. These are the reasons why this scak wa
selected to be tested in this study.

Pliner and Hobden (1992) developed and validatd®-gem verbal instrumerffood Neophobia
Scale [FNS] to quantify this individual trait. The scal@s been used in many studies in the food
consumption field (Backstrom, Pirttila-Backman, &dFila, 2004; Ritchey, Frank, Hursti, & Tuorila,
2003; Tuorilaet al, 2001), appearing to be a valid instrument for ¢haracterization of consumer
responses to unfamiliar foods.

OBJECTIVES

The aim of this study was twofold: firstly, to maas the extent consumers in the metropolitan area
of Porto Alegre, capital of the southern state iof @rande do Sul in Brazil, and in Cirencesterthia
UK were willing to try and use innovative food pumis. For this purpose, the scalesDafmain
Specific InnovativenesgDSI] proposed by Goldsmith and Hofacker (19914 #reFood Neophobia
Scale[FNS] proposed by Pliner and Hobden (1992) wereluse

When we consider the resistance to the adoptiannmafvation or even the rejection of some food
products, it is necessary to consider the attrfbdk®t may influence purchase and consumption
decision behaviour. In this sense the culturat saéms to be one of the most important attributes
this regard and the reason for studying the bebawbsuch a group of consumers. Lifestyle and the
economic environment can also play an importarg. rdhe researchers were therefore motivated to
investigate food consumption behaviour in two déf@ cultural scenarios, such as the ones found in
the metropolitan area of Porto Alegre, Brazil andCirencester, UK. We also aimed to measure the
consumers’ willingness to try new food productshvat view to evaluating their adoption or rejection
based on market results.

In addition, the research carried out also attethftecalibrate the food innovation adoption model
considering an international context. For the fiiste, the proposed scales were validated in one
region in Brazil and in the UK. This is highly desile in the social and behavioural sciences, & a
required for the development of general theorias #éine largely independent of cultural and histdric
context. It is crucial for consumer behaviour asaeademic discipline that models developed in one
country can be extended to others (Steenkamp & Baumer, 1998). In this perspective, this research
particularly addresses to the equivalence of cootsy samples and measurement.

RESEARCH METHOD

To comply with the proposed objectives, a surveg warried out in Porto Alegre’s metropolitan
area in Brazil with undergraduate students at twigarsities. At the same time, the survey was also
conducted in Cirencester with undergraduate anthpduate students from one university in the UK.

The survey comprised 28 questions divided in thseetions. The first section was about the
respondent’s attitudes towards the purchase of wiéfferent and innovative foods throughout the
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application of the 6-itendomain Specific Innovativenessscale[DSI] developed by Goldsmith and
Hofacker (1991). The five-point Likert scale itemsre anchored with (1) ‘strongly disagree’ and (5)
‘strongly agree’, with (3) corresponding to the tmali position ‘neither agree nor disagree’. In
addition, participants could choose option (9)ohd know’ if they were unsure about the meaning of
the question or if their influence in the shoppbhaviour of food innovations was null. In thiseas
answers would be treated as missing values. Thetigns were coded so that a high score reflected
higher levels of innovativeness. The theoreticabeaof scores for each of the measures was fram 6 t
30, i.e., the sum response to these six items geeva domain-specific innovativeness score that
ranges from minimum 6 to maximum 30. Finally, feliog studies from Goldsmith and Hofacker
(1991), Goldsmith, Freiden and Eastman (1995) ahdrs (Hynes & Lo, 2006; Phau & Lo, 2004)
subgroups oinnovators andadopters (non-innovators) were identified within each sagnpl

The second section attempted to measure food nb@pkdth Pliner and Hobden's (199Epod
Neophobia ScaldFNS]. The 5-point Likert scale items were alsalared with (1) ‘totally disagree’
and (5) ‘totally agree’, with (3) corresponding ttte neutral position ‘neither agree nor disagree’.
Option (9) corresponded to ‘I don't know' and anssvevithin this category were treated as missing
values. The individual scores for neophobia wertaioked by summing the 10-item scores, as
described by the authors. Respondents were thega#ed into subgroups akophobicsandnon-
neophobics

Finally, the third section comprised of some derapbic profiling questions as well as questions
measuring the level of exposure to new technolggygets and specific novel foods.

In Brazil, 279 valid questionnaires were obtain€dnsumers were surveyed using face-to-face
interviews through the self-administered surveyhtégue. 101 valid questionnaires were obtained
with the same technigue from consumers surveyetienUK. The data collected was subjected to
statistic-testing such as T-test and Chi-squardysisato assess the significance between different
groups of respondents. Internal consistency of Bfd the FNS components was measured by
Cronbach’s alpha.

RESULTS

The results are presented in 4 sections. The d@stion comprises the socio-demographics of the
interviewees; section 2 presents the results oilimgness to adopt new food products; and sectio
3 presents the results of the food neophobia lef/¢he respondents. Finally, section 4 focuses on
innovative food products recently sampled/purchdmsetihe interviewed consumers.

Socio-demographics and Purchase Habits

The sample studied in Brazil consisted mainly ofeng53%) and in the UK, females were the
majority (56.4%). The majority of those interviewbdth in Brazil and the UK were made up of
undergraduate students, within the 18 to 29 agekbtaA sample of students is considered a valil an
practical way to obtain research data, being agptieiumerous studies worldwide (e.g., Flightal,
2003; Goldsmith & Hofacker, 1991) Regarding housghstatus, in Brazil, most lived at home with
either both or at least one of their parents (64, %¢hile in the UK most live with their partner/sse
(46.5%). 55.2% of the Brazilian respondents wenebio cities with more than 500,000 inhabitants
and 99% of the respondents stated that they limeghi urban area. On the other hand, the majority
(43.6%) of the British students were born in snaities (towns with less than 100.000 inhabitants)
and 60.4% of them have been living in a rural doeahe last 5 years. It is worth noting that small
rural areas in the UK such as Cirencester areddcaéar to large urban towns and are supplied by
large retail chains. Although some bias might edist to differences found in the place of birth and
household situation within the samples, it is intpot to state that the geographic structure in iBraz
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and in the UK is quite different. In Brazil, peopknd to agglomerate around urban areas and rural
space is well defined. On the other hand, in the kilkal areas are merged and in close boundaries
with urban centres. For instance, food (and nomffgmoducts supplied in those areas are the same as
the ones found in big cities such as London. IrzBr¢he assortment may vary according to the size
of the city and regional characteristics (authorxge).

Willingness to Try New Food Products: Results from the Domain Specific Innovativeness
Scale [DSI]

Table 1 presents the results obtained with theiegtjn of theDomain Innovativeness Scalén
Brazil and in the UK.

Table 1: Means, Standard Deviation, Score and Relulity of the Domain Specific
Innovativeness Scale [DSI]

BRA UK
n=279 n=101
Mean S.D Mean S.D

1. I buy new, different or innovative foods before 3.27 1.15 2.97 1.08
anyone else | know.
2. Generally | am amongst the first of my circle of 2.98 1.11 2.95 1.08
friends to buy new, different or innovative foods.
3. Compared to my friends, | purchase more new, 3.11 1.12 3.08 1.05
different or innovative foods.
4. If new, different or innovative foods are avbitin 3.99 1.01 3.91 1.15
shops and supermarkets | always purchase them.*
5. Generally | am the first amongst my friends to 3.65 1.12 3.48 1.18
remember a brand of new, different or innovative
foods.*
6. | do purchase new, different or innovative foods 3.57 1.32 3.54 1.46
even if | have not tasted/experienced them
beforehand.*
DSI SUM SCORES 20.57 4,81 19.93 4.89
Cronbach’s Alpha 0.798 0.782

Source: research data.

Means based on a 5-Point Likert Scale, where lespands to ‘totally disagree’, 3 corresponds tatlee agree nor
disagree’ and 5 corresponds to ‘totally disagree’.

*Qriginal scale reverse items were changed forebetbmprehension

Means difference at the 5% level was not significan

The theoretical range of the DSI. sum score is betw6 and 30. The mean score obtained in Brazil
was 20.57, and in the UK it was 19.93. These resafe consistent with several other studies
(Goldsmith & Flynn, 1992; Goldsmitét al, 1995) and were considered moderate. In genarakte
the results also indicate that students in Bramil & the UK have similar levels of innovativenéss
regard to food products. As can be seen in ddimita Table 1, the calculated means value from all
the variables is around 3, but there are no vadbese 4. This indicates that the respondents (dithe
Brazil or in the UK) are slightly inclined to adapinovations related to the food sector. Studewts f
both countries are “not amongst the first of the#icle of friends to buy new, different or innowati
foods”, although they stated that they “always pase different or innovative foods when they are
available in shops and supermarkets’that sense, the respondents are open to inoogain the
food sector, even though they might be consideradderate’ when it comes to adopting food
innovations.

Nevertheless, to explore the sample characteristicenore detail, a DSI cut-off point was
established by subtracting the lowest scores ftmrhighest scores obtained in this study. Thergfore
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the cut-off-point was 23 (30-7) for the Brazilianda20 (29-9) for the British sample. Those with DSI
scores of 23 (Brazil) or 20 (UK) and over on thealscwere identified asood innovators.
Respondents with scores below that were identifischdopters (non-food innovatorg. Of the
Brazilian sample, only 39.4% of the students wexreegorised as innovative. In the UK, innovative
food consumers were the majority, 58.4% of theistlidample. Not surprisingly, the results indicated
that although presenting a similar general leuveldents in the UK were more innovative in regard to
food products. Even considering the ‘rural’ envir@mt where they live, the acceptance level of novel
food products was higher. Perhaps in Brazil, moaditional eating habits of the students or their
parents, or even the few marketing investments ftbenfood sector, might help to explain these
results.

Regarding scale reliability, using the SPSS pack#ye Cronbach’s alpha test was carried out to
measure the coefficient of reliability of the DSQlage. For the first section of the survey testing t
respondent’s willingness to the purchase of neferdint and innovative foods, Cronbach’s alpha
coefficient was 0.798 in Brazil and 0.782 in the,Wkhich are high, thus showing a ‘good correlation’
amongst all the questions. Alpha coefficient rarigegalue from 0 to 1 and may be used to describe
the reliability of factors from a scale. The highilee score, the more reliable the generated ssale i
Hair, Black, Babin, Anderson e Tatham (2006) hadicmied 0.7 to be an acceptable reliability
coefficient.

Results from the Food Neophobia Scale

Table 2 presents the results obtained fronFtmd Neophobia Scalén Brazil and in the UK.

Table 2: Means, Standard Deviation, Score and Relulity of the Food Neophobia Scale [FNS]

BRA UK
n=279 N=101
Mean S.D Mean S.D

1. I am seldom tasting and experimenting new, 2.67 1.16 2.88 1.19
different or innovative foods.*
2. 1 do not trust new, different or innovative feod 2.00** 0.96 2.11** 1.12
3. I would not taste any food provided | know hovsi 2.95 1.50 2.89 1.53
made.
4. | do not like foods from different cultures.* 12, 1.28 1.89 1.26
5. Foods from different cultures from my own seem 2.60 1.23 2.01 1.22
strange to eat.
6. In social events | would not taste new, différan 2.03 1.10 1.95 1.26
innovative foods.*
7. 1 am afraid of eating things that | have not 2.51 1.32 2.25 1.36
tasted/experienced before.
8. | am very selective regarding the food | eat. 273 1.35 3.07 1.35
9. I do not eat everything.* 2.83 1.49 2.54 1.50
10. I do not like going to places where foods from 2.35 1.25 1.95 1.19
different cultures from mine are served.*
FNS SUM SCORES 25.35 7.35 23.54 7.87
Cronbach’s Alpha 0.770 0.804

Source: research data.

Means based on a 5-Point Likert Scale where 1 sporeds to ‘totally disagree’, 3 corresponds totheiagree nor
disagree’ and 5 corresponds to ‘totally disagree’.

*Qriginal scale reverse items were changed forebetbmprehension.

** indicate 0.01<p 0.05 (statically significant nmesadifference).

Table 2 showed the items from the Food Neophob#&eSand in general they presented relatively
low mean values (less than 3 for all the variabdesept for item 8 “I'm very selective regardingeth
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food | eat”, in both cases). This, therefore, iaths that the respondents are not afraid of nedsfas
they disagree with the majority of the assumptipnesented in the survey. The only observed
statically different mean was related to the statenil do not trust new, different or innovative
foods”, with respondents from Brazil showing moigagreement (less food neophabia in this item).

The sum scores for neophobia were obtained by gdgirthe 10-item scores, as described by Pliner
and Hobden (1992). The scores ranged from 10 {@®¥axil) and from 11 to 48 (UK), the theoretical
range being from 10-50. Brazilian students obtae&f1 sum score of 25.35 and students in the UK
presented a slightly lower score (23.54), whichlddwe interpreted as being less scared of food
innovations.

To investigate these findings more deeply, paricip were divided into two groups by subtracting
the lowest from the highest value obtained. Pguicis who scored from 10-34 (Brazil) or 10-36 (UK)
were classified as ‘non-neophobics’ and those wdoresl from 35-45 (Brazil) or 37-48 (UK) were
classified as ‘neophobics’. In Brazil, 11.5% of tlespondents presented food neophobia, whilsten th
UK only 5% were averse to food novelties.

In general, consumers are open to innovation, simeg are not averse to innovative food products,
especially in the UK. On the other hand, the resoiting implications for the food industry in Briazi
which could attempt to be more innovative as felsthat the innovations in food are rather resédl.

In the UK, the means obtained with the FNS wergeneral lower, indicating even more favourable
willingness to try and consume new foods. The alyementioned influence of ready meals and
international cuisine in British food seems to havgositive relation in this regard, and futuredsts
could address this issue.

The measure of the FNS scale reliability also gateer a high Cronbach’s alpha value at 0.770 in
Brazil and 0.804 in the UK, confirming that the raétes within the scale are correlated and valid.
This also confirms the findings of Roehrich (20@4)a uni-dimensional set of data generates a high
Cronbach’s alpha value.

Innovative Food Products Recently Experimented/Purchased

Consumers were asked about their recent purchasefoption of some innovative products
launched by food industries in Brazil and in the ,Us€lected according to the criteria of the
researchers.

In Brazil, the products were Light Pork Leg Sausagey Milk, ready meals with beef (Beef
Stroganoff, Bolognese Minced Beef or Beef with \tagtes), Special Sausages (cheese, barbecue and
Mexican flavoured), Rump Steak Flavoured Hamburgers Hot Pockets (a microwavable snack).
The results indicate that most consumers (from 63%2%) have never tried the above mentioned
products, with the exception of Rump Steak Flavdilamburger, experimented/purchased by 44.4%
of the respondents. As stated before, possibleasatibns for this include the assumption that eithe
the students or their parents might present a mteler conservative shopping behaviour towards
food innovations. DSI score was also found modesatéthe majority of the students in Brazil were
not the most prone to adopt food innovations. Respreferences for innovative food products could
also be considered, meaning that the selected ativevfood products might not be amongst the most
preferred. Nevertheless, students mentioned sohe isinovative products, most from the drinks and
beverage sector: Ice Nescafé, Zero Coke, Coffe Mattlé, Cereal bars, H20H, Skol Lemon (beer)
and Nissin Miojo Hot (pasta). Strong marketing caigps from the drinks and beverage sector, as
opposed to few investments in the food (meat aadyro-eat) sector may also help to account for the
results obtained in Brazil. In the UK, the selectedovative products were Quorn (meat substitute
with soya), Soya Milk, Mongolian food, Venison, Hermeat and Organic maize biscuits. 71.3% to
94.1% of the respondents had never experimentpdrahased the proposed innovative products with
the exception of 43.6% of the respondents that bréae Venison meat, a traditional game meat in the
UK. Place of purchase and inappropriate selectidhepooled innovative products may explain this,
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since products might not have been found wheresthh@eyed students actually shop for food.
Notwithstanding, students quoted some interestimgpvative products they have tried, over 40
different and innovative food products were quotedih as fruit smoothies, deep fried insects, guino
(grain originally from Bolivia), pigeon, yellow toamtoes, bio-live yoghurt, chilli flavoured cereara
Korean National food (barbecue, marinated radit), garious types of food from the West Indies,
and others.

Therefore, based on the results, UK respondents: seech more open to perceive innovative
products, even though most of them did not trypgtmposed innovative products. Nevertheless, they
provided a good source of information regardingoiative products, and one realizes the strong
appeal of organic products and ethnic cuisine ient. In Brazil, students are more conservative in
this regard.

DiscussiON AND CONCLUSIONS

This study addresses consumers’ behaviour regartiaiy willingness to try innovative food
products. Since the study of consumer behaviour tAedvalidation of scales in an international
context are highly desirable in the social and bkehaal sciences, this study succeeded in
demonstrating that the use of tBemain Specific InnovativenesgDSI] and the Food Neophobia
Scale [FNS] are valid for the cases of Porto Alesgmeetropolitan area, Brazil and Cirencester, UK.
Hence, the importance of the validation of the exalvould support the development of general
theories that are largely independent of cultunal laistorical context.

In Brazil, the fact that the respondents are mooa¢ to innovation in technology and less open to
trying new foods could be attributed to differeeasons. On the one hand, being less phobic towards
technology could be attributed to ‘following thernd’ or ‘keeping abreast of their peers’. The thet
nearly 65% of the respondents live with their ptwemay also indicate that their role in food
purchasing and preparation is secondary. Usuallyider member of the family would act as initiator
or decider, thus restricting the role of young &lliving at home to being one of influencer only.
Seldom would young adults be responsible for thekiveshopping of the family.

Furthermore, in Brazil, another factor that impamtspeople’s willingness to try new food products
is the low cost of unskilled labour. This meanst tiprofessionals such as maids are quite
commonplace in households, and cooking is oneeaif thost appreciated duties. In that sense, many
people have lunch or dinner at home, with the foagpared especially for them. Normally, the food
that is prepared would be traditional dishes fromazBian cuisine, not innovative in general. In
addition, in Brazil one can find a special categofyestaurants callebuffet por quilo, where you
have a vast array of food (different types of sslgésta, meat, rice, beans, fruit and dessend)yeu
pay according to how much food you put on yourglabrmally at a fair cheap price. Such variety at
a competitive price may help account for why pragsefoods are not so popular.

However, the results do confirm that students thedves shop for food, as can be observed from the
self-reported innovative food products quoted mghrvey. In that sense, food industries could fitene
by supplying innovative snacks and ready-to-eatdpects to young consumers. In addition, the
influence of young consumers in the familiar fodibping behaviour cannot be ignored. Even
indirect effects can exert significant changeshi@ shopping basket (Ngrgaard, Brunsg, Christensen,
& Mikkelsen, 2007).

In the UK, according to data from Euromonitor (GMIB006), traditional British dishes normally
centre on meat or fish, with potatoes and otheetadges, such as carrots, peas, sprouts and cabbage
Traditional desserts include pastry dishes suctagsde pie, cakes and sponge puddings. Such
traditional meals are consumed less and less iUkehowever, due to the influence of a number of
international cuisines and ready meals on the $Britliet. Families often cook with rice or pasta
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instead of potatoes; buy ready meals in varietieh s Chinese, Indian or Thai; or consume ready-
made pizzas. The results from this study confiris tinend, and students from Cirencester are
moderately willing to try new food products, espélgi those related to organic or ethnic cuisine.

Moreover, as the data analyzed shows that foodhwdig is relatively low in both cases, it is felt
that the food industry could be missing an oppatyuloy not being innovative enough, especially in
Brazil. The innovative products launched by thenkki and beverage sector seem to be leading
consumers’ experiences, thereby showing the foddsimy that more can be developed. In Europe,
the food and beverage industry, despite being densil conservative in the type of innovations it
introduces (Costa & Jongen, 2006), is showing higiteduct development than food industries in
Brazil, especially considering organic, culturatlathnic food innovations.

It is known that familiarity with foods can decreasmeophobia (Pliner & Hobden, 1992).
Consequently, the British cultural mix may be rewole for the low rates of food neophobia
presented in this study due to a greater genegsbsexe to so-called ‘ethnic’ foods or to the great
extent ready meals represent on British food exipamed

Moreover, considering the highly competitive bussenvironment in many markets in the world,
the food industry in Brazil could be operating iteas competitive environment. In Brazil, with the
exception of some food multinationals, food mantifears supply mostly according to a regional
demand. In time, Brazilian consumers could maniédistheir potential to adopt new food products,
since there is also a great cultural mix within plepulation. This could especially be true in thee
of younger consumers due to globalisation issues.

In that sense, although the studied samples pegsiightly different socio-economic profiles (the
British respondents were older, more independemnt kring in a rural area, while Brazilian
respondents were younger, dependent on their gassrd mainly urban), there appears to be a
confluence towards a standardized global consumppiattern. The moderate willingness to try
innovative food products and the low rate of fo@bphobia was found to be statistically similar in
both cases even though some differences were @cect

Finally, the results of the survey provide strategnd unique information about consumers to the
food industry. For managers in the food industiy ttould support the development of food products
based on consumer perception towards innovatiomth&u probabilistic studies using thHeood
Neophobia ScaldFNS] and theDomain Specific InnovativenesgDSI] scales could provide further
insights into the consumer’s willingness to try abfoods in Brazil and in the UK. This would also
enhance the calibration of the scales for the maional context.

Research Limitations and Future Avenues

It is important to state that this study focusedh@willingness to try innovative food productstiw
analyses based on a non-probability sample of stad@ Brazil and in the UK. Therefore, our
findings apply specifically within the demographibaracteristics of the samples, and descriptive
generalizations in terms of the public at large tnstreated with caution. Future research willdfign
from including other potential determinants of wigjness to adopt new food, like economic and
cultural factors, and from drawing on larger prabgbsamples using, for instance, random sample
selection techniques. However due to time and resoconstraints it was not possible to accomplish
this in this study. Although this is a relativelgnall-scale study, the results presented have bten o
value to inform the development of consumer origatdood innovation strategies.

Apparently, consumers identifieaiitural andethnic foods as innovations despite the fact that these
are actually food categories rather thmmmovative food products Nonetheless, a product is
considered to be an innovation if it is perceivadnaw by an individual or other unit of adoption
(Rogers, 1962). According to Michaut (2004), there different degrees and types of innovations, all
consisting of a change compared to existing pragumit offering considerable variation in the level
of chanae Innovations can follow a combpanv's perdge (newness to the comnanv. technoloaical
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newness) or a consumer's perspective (market newmesisumer's benefit newness). From the
company perspective, technological newness isagilhg and critical, but risky; yet product market
success is more likely to be affected by consunasséssment of the product since they constitete th
ultimate target of the product (Michaut, 2004).that sense, whatonsumersconsiderinnovative
food products might be the trudreasure arch to food companies willing to succeed in such a
dynamic market, i.e., thechnology pushof the food sector can not forget to be marketrdgd. The
authors plan to keep on with future research tth&urinvestigate these open avenues. Additional
research could also explore differences within dfurand ‘urban’ consumers in regard to
innovativeness, as well as other sociodemograpificsterest. These sociodemographic differences
may also be considered in public policies regarfirgl consumption.

In addition, further research could investigate nguonsumers’ buying and eating behaviour of
snacks, drinks and ready-to-eat dishes, as it peard that for this category they might act as the
main decider. Finally, considering that half of D8l items compare participants’ behaviours torthei
friends it would be advisable to check the extentvhich participants have such close relationships.
This information could reinforce the obtained résublthough its reliability and validity are well
documented in the literature (Goldsmith & Flynn929 Goldsmith & Hofacker, 1991; Goldsmitt
al., 1995; Hynes & Lo, 2006; Phau & Lo, 2004).
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