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Abstract: Extensive sheep farming systems provide numerous ecosystem services, most of which
consumers are not aware of. Consumers’ subjective quality perception relates to intrinsic and extrinsic
quality attributes. Extrinsic quality attributes, like animal welfare, conservation of biodiversity,
and regional and sustainable lamb meat production, meet the expectations of meat consumers.
Communication of quality attributes can support consumers’ willingness to buy and pay a premium
price, as well as producers’ economic viability. Previous studies focused on consumers’ perception of
intrinsic quality attributes, while it is our objective to analyse the target group-specific communication
of extrinsic quality attributes of extensive sheep farming. An online survey with 387 valid respondents
included lamb meat consumers in Berlin-Brandenburg and revealed their consumption patterns. The
sample is representative of Berlin-Brandenburg in net household income, population division and
gender, while academics and respondents over 50 years were overrepresented. The survey addressed
demographics, meat consumption and purchasing behaviour, preferences for different lamb meat
products, purchasing motives and barriers, perception of communication messages and personal
initiative for the purchase of regional lamb. Via Principal Component Analysis (PCA) and Cluster
Analysis, we identified two key target groups for regionally produced lamb meat: “Foodies” and
“Cooking enthusiasts”. Guided by Alphabet theory with its specific focus on Knowledge, Information
seeking behaviour and purchasing Habit, we derive recommendations for target-group-specific
communication of regionally produced lamb meat. “Foodies” showed a high potential for direct
marketing and personal storytelling of sheep farmers. “Cooking enthusiasts” are best addressed
through print and online marketing with a focus on cooking and personal health.

Keywords: consumers; lamb marketing; ecosystem services; biodiversity; alphabet theory

1. Introduction

Extensive grazing systems for sheep offer a range of ecosystem services, e.g., inter-
connection of isolated biotopes, conservation of plant and animal biodiversity, carbon
storage and preservation of open landscapes [1–3]. Sheep can graze marginal land and
make it accessible for meat production [4], supporting value chains and income. Grazing
outdoors and living in a herd fulfils the social demand for species-appropriate animal
husbandry [5]. Despite the importance for our ecosystem, rural economy and the provision
of meat suitable for conscious meat consumers sheep farming in Germany has declined by
39% since 2010 [6].

In 2020, 1.8 Mio. sheep were kept on 19,870 farms, 97% of them pasture grassland [7–9].
Sheep grazing systems in Germany are mainly extensive systems with herd and paddock
management and stabling in the winter period, grazing diverse grassland from dykes, dry
grassland and peat bogs to alpine areas. Despite their diverse systems all sheep farmers face
the same economic problems [10]. Due to low remuneration with almost two thirds related to
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common agricultural policy (CAP) direct or compensatory payments for agri-environmental
measures and increasing costs for operating resources, the economic situation of sheep
farmers has deteriorated [6]. A key lever to improve economic viability is to sell lamb meat
successfully at premium prices [11], being one third of the producers’ renumeration [12].

Furthermore, environmentally conscious meat consumption has received increased
public attention [13–15]. For example, with its Farm to Fork Strategy, the European Commis-
sion aims to reverse biodiversity loss, improve animal health and welfare, and highlights the
need to empower consumers to make informed, healthy and sustainable food choices [16].
Communicating the ecosystem services provided through extensive sheep farming in
marketing lamb meat products can support consumers’ interest and acceptability of
purchasing lamb [11,17–19].

Ecosystem services are embedded in extrinsic quality attributes like production system,
animal welfare, water and air pollution, social and religious values and product origin [20].
Previous studies showed the rising importance of extrinsic quality attributes for certain
consumer segments [17,20,21]; however, their expectations of extrinsic quality attributes
are not well understood. Target group specific marketing requires an understanding of the
expectations of lamb consumers [20,22,23].

In general, the intention to buy a product can be influenced by three dimensions,
(i) perceived costs, (ii) expected fulfilment of purchase motives, and (iii) the expected
quality characterised through intrinsic and extrinsic quality cues [24,25]. Intrinsic quality
attributes of lamb meat refer to all attributes of the physical product like fat content, breed,
sex, castration, freshness, whereas extrinsic attributes include all surrounding factors, e.g.,
origin, label and additional information on the production process [26,27]. The importance
of intrinsic quality attributes for consumers vary strongly from region to region due to
different consumption habits and culinary backgrounds [28]. In lamb consumption, tender-
ness, colour and texture play a key role [29], e.g., low fat content and freshness is highly
appreciated by consumers of fresh lamb meat [30,31]. That means that the meat needs to be
physically appealing at the point of sale, regardless of the extrinsic quality attributes.

European red meat consumers show high interest in societal benefits such as ecosys-
tem services and “ethical” values [20,32,33]. For example, pasture-raised meat products are
associated with improved ecosystem services, animal welfare and husbandry without hor-
mones and pesticides [5,34]. Increasing concerns about the ecological damage of intensive
meat production supports consumers’ acceptance of extensive production systems [20,35].
Consumers of lamb meat value natural and traditional production systems [11]. Meat from
low-intensity sheep grazing can address these consumer interests. Important extrinsic
quality attributes for consumers of lamb meat are animal welfare standards or the origin
of products [17], particularly when signalling a geographical region close by [33,36,37].
For consumers concerned about safety, personal health and nutrition, animal feed is a key
extrinsic quality attribute [32], as grass-based systems produce healthier lamb meat than
concentrate-based systems [20].

Extrinsic quality attributes are difficult to assess (before or even after consumption) [36],
thus, meat consumers’ depend on information given on such process-related quality at-
tributes [38]. It is therefore particularly hard to fulfil individual consumer expectations of
extrinsic quality attributes. Furthermore, there are often differences between the attitudes and
behaviour of consumers [20,39], which makes it difficult to fulfil expectations of conscious
meat consumers in their purchasing behaviour of regionally produced lamb meat.

The conceptual framework is based on Alphabet Theory to better understand the
Attitude-Behaviour–Gap for regionally produced lamb meat. The study thus aims (a) to
identify potential consumer groups for regionally produced lamb meat (b) analyse their
Knowledge, Information seeking behaviour and purchasing Habits (c) identify communi-
cation strategies of extrinsic quality attributes for key target groups taking the ecosystem
services of sheep farming into account.
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2. Materials and Methods
2.1. Conceptual Framework

Various consumer theories try to explain purchase behaviour and a resulting Attitude-
Behaviour-Gap. Seminal work by Ajzen’s (1985) Theory of planned behaviour [40], showed
that attitudes, subjective norms and perceived behavioural control are driving factors
for the purchase intention of ethical consumers [41,42]. For decades behavioural studies
established new frameworks to explain the purchase behaviour of consumers. In 1999,
Stern et al. [43] introduced the Value-Belief-Norm theory (VBN) bringing together Norm-
Activation-theory (NAM, Schwartz 1977), the theory of Personal Values (Schwartz 1994) and
the New Ecological Paradigm hypothesis (NEP, Dunlap and van Liere 1978). It takes into
account, that individuals who believe in the importance of pro-environmental values, want
to protect endangered valued objects through their actions [43]. Their beliefs and actions
strengthen their personal norms with the intention of reducing negative environmental
impacts [43,44]. While VBN theory explains environmentally supportive attitudes, the
Attitude-Behaviour-Context theory (ABC, Guagnano et al. 1995) explains environmentally
supportive behaviour more precisely [45] by interrelating consumers’ behaviour action with
external conditions, such as policies, regulations, costs and other exogenous influences [46].

Conscious lamb meat consumers value extrinsic quality attributes of lamb meat. The
effect on consumers purchase behaviour can be evaluated through the Alphabet theory.
Alphabet theory (Figure 1) combines previous consumer theories for environmentally sig-
nificant behaviour like Value-Belief-Norm theory (VBN) and Attitude-Behaviour-Context
theory (ABC) with new elements Knowledge (K), Information seeking (IS), Habit (H) and
Demographics (D). This leads to a new framework VBN-ABC-D-K-IS-H or “Alphabet
theory” [45], which was originally developed to explain the purchase of organic and local
food by Zepeda and Deal (2009). They also used Alphabet theory to categorize consumer
groups regarding the frequency of organic purchases and organic proportion of total
purchases, with a focus on the lived experiences, values and beliefs.
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bet theory (Own Visualisation according to Zepeda, Deal 2009 [45]).

According to Alphabet theory, attitudes are influenced by Demographics, Knowledge
and Context (Figure 1). Furthermore, Information seeking of conscious consumers depends
on their individual values, beliefs and norms and lead to more in-depth knowledge about
the environment and agricultural practices. For example, a broader knowledge of organic
production systems leads to a higher motivation to buy organic products [45]. Habits are
influenced by the Context and the attitudes leading to individual behaviour. Consumers,
who are aware of the origin of their food and know places where to buy them, show that
their values, beliefs and norms influence their food purchase habits and behaviour [45].
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Until now Alphabet theory has been used for structuring the findings of the literature
reviews for pasture-raised livestock products [47], craft food products [48], suboptimal
food [49], wine with sustainability characteristics [50] and local food [51]. A few researchers
used Alphabet theory to frame their research design [52–55]. Alphabet theory seems partic-
ularly helpful with understanding purchase behaviour for regionally produced lamb meat,
for the following reasons: (a) extrinsic quality attributes become increasingly important to
support the attitudes of conscious meat consumers, (b) information seeking plays a key
role in defining and finding extrinsic quality attributes, (c) future meat consumption needs
to change towards sustainable consumption patterns, which calls for an examination of the
purchasing behaviour. Therefore, our conceptual framework relies on Alphabet theory and
integrates the aspects Habits, Knowledge and Information seeking in our online survey.

2.2. Questionnaire and Variables

Based on the framework of the Alphabet Theory, a standardized online survey focused
on the variables Habit, Knowledge and Information seeking behaviour (Table S2).

Habits are defined as “context-behaviour associations in memory that develop as peo-
ple repeatedly experience rewards for a given action in a given context” [56]. Consumption
frequency, cooking habits and proactive consumption of regionally produced lamb meat
served to understand the habits of lamb meat consumers in more detail.

Knowledge depends on the information seeking behaviour and the context, where
knowledge is seen as the experience of, skills acquired in, and understanding about an
environment or problem in a special context. This insight guides our values, beliefs and
norms to result in a desired outcome [57]. In the context of sheep farming and lamb
meat production the understanding of the extensive production system and its eco system
services and cooking skills were analysed.

Information seeking behaviour contributes to a deeper understanding and knowledge
of the product of interest, which reinforces attitudes [45]. Areas of interest were the manner
of information seeking, direct contact to farmers, recipes, websites, tastings, brochures,
educational offers, local press, events on the farm and social media.

Attitudes reveal the disposition of an individual to react in a special manner to people,
objects, situations and groups. It can be measured in a cognitive, affective and behavioural
way [58]. According to the Alphabet theory attitudes are influenced through knowledge
and form certain beliefs and prejudgments about a product of interest [47]. Thus, we focus
on the factors that form purchasing decisions, such as knowledge, information seeking
behaviours and consumption habits.

The variables were found in the following structure of the questionnaire: (a) demo-
graphics, (b) meat consumption and purchasing behaviour, (c) preferences for different
lamb meat products, (d) purchasing motives and barriers, (e) perception of communication
messages and personal initiative for the purchase of regional lamb.

2.3. Sampling

We used online access panel data of meat consumers, who had tried lamb meat at
least once. A stratified random selection of private households in Berlin-Brandenburg
was made [59], based on the following target quota: net household income (minimum
1000 euros), educational level (≥60% high school diploma), gender (50% male, 50% fe-
male) and municipality (60% Berlin, 40% Brandenburg) (Table 1). The survey proceeded
from 29 June 2021 to 7 July 2021. Drop-out analysis showed that 1246 participants ac-
cessed the questionnaire, 801 abandoned the questionnaire voluntarily or through quotas
(105 participants ate no lamb meat and were excluded), resulting in 445 complete sets of
answers. Respondents with an answer time less than half of the median time (468 s) were
seen as speeders and excluded from the analysis, same for respondents who needed longer
than 45 min. In additional a control item for high lamb meat consumption frequency and
inappropriate shopping behaviour was included. The final analysis included 387 responses.
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Table 1. Sample Representativity.

Survey Berlin Brandenburg

Inhabitants in % of total
population in
Berlin-Brandenburg

60/40 59.2 1 40.8 1

Average net household income
in euro 3000–3499 3145 2 3254 2

Educational level high school
diploma in % 57.4 45.7 3 40.1 3

Gender (m/w) in % 50/50 49.2/50.8 1 49.3/50.7 1

Average Age 54 42.6 1 47.3 1

Data based on sociodemographics of all cluster groups (Table S1) compared with data from the office of statistics
Berlin-Brandenburg [60]. 1 Data from 2021. 2 Data from 2020. 3 Data from 2022.

2.4. Statistical Analysis

To identify lamb meat target groups, a Principal Component Analysis (PCA) was
conducted as a common factor reduction procedure for subsequent Cluster Analysis [61].
PCA downscaled the variables (n = 21) through content duplications, factor loadings below
0.3 and cross-loadings limited the final selection of variables (n = 14) [59].

A Hierarchical Cluster Analysis (Ward method, interval: squared Euclidean distance)
clustered all cases. The dendrogram showed a four-cluster solution and no significant
outliers. Thus, a k-means Cluster Analysis (k = 4) was applied. Descriptive univariate
analyses (means and frequencies) characterized the cluster groups more precisely.

The influence of Knowledge, Information seeking behaviour and Habit was examined
via dependency analyses. The underlying structure for the examination were the categories
and the dedicated variables (Table S2). Shapiro-Wilk-Test showed that the cluster and
the frequency of consumption were not normally distributed (p < 0.001). Therefore, a
non-parametric test, Kruskal–Wallis was chosen. Kruskal–Wallis is the non-parametric
equivalent of a one-way ANOVA and rank-based [62]. For a better understanding of the
results and allocation on the item scale, the data were processed in mean value. The results
showed significant differences between the cluster groups but could not distinguish which
cluster was responsible for the significant difference. For choosing the appropriate post
hoc test, homogeneity of variances was asserted using Levene’s Test which showed that
non equal variances could be assumed for Knowledge, Information seeking behaviour and
Habit. The value p differed widely in the categories. Subsequently Games Howell test was
chosen, as equivalent for the Tukey test under the condition of no variance homogeneity.
In contrast to the Omnibus test Kruskal–Wallis, Games Howell examines the differences
between the groups through pairwise comparison [63] and analyses if there are significant
differences between the clusters and the variables in the categories Knowledge, Information
seeking and Habit.

3. Results
3.1. Principal Component Analysis

In the PCA, a 4-factor solution was extracted using the Kaiser-criterion (proportion of
variance > 1). A KMO of 0.8 was achieved, which can be considered as meritorious [61].
The Bartlett test showed a significant result. The extracted factors can explain 64.96% of the
total variance. The factors are named based on the highest loading variables as follows:
Factor 1 “Conscious consumption and post-materialism”, Factor 2 “Cooking aversion”,
Factor 3 “Knowledge gap sheep farming” and Factor 4 “Price orientation” (Table 2).
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Table 2. Rotated Component Matrix of the PCA with Important Purchase Motives and Shopping Barriers.

Variables

Factors with Regression Values

F1 Conscious
Consumption

and Post-
Materialism

F2 Cooking
Aversion

F3
Knowledge
Gap Sheep

Farming

F4 Price
Orientation

Importance of following
elements for the purchase
of regionally produced
lamb meat (Likert-Scale)

Label on origin 0.792

Further information about
product and producer 0.792

Direct sale 0.557

Fair remuneration of
producers 0.768

Price 0.933

Animal welfare 0.777

Personal health 0.634 0.355

Support of regional sheep
farming 0.790

Environment and nature
conservation 0.773

Shopping barriers (Likert
Scale)

I know little about
husbandry, feeding and the
ecosystem services
provided by sheep farming.

0.846

I know little about slaughter
and processing of lambs. 0.886

I do not know how to cook
lamb. 0.821

I do not like cooking. 0.768

I do not like the taste of
lamb meat. 0.784

3.2. Cluster Analysis

The sample (n = 387) was clustered based on the factors and their associated regression
values (Table 3). The factors 1 to 3 showed significant differences between the target groups,
while price orientation was not significant between the four clusters. The significant
differences and the regression values allowed the clusters to be named according to their
conscious consumption, habits, information seeking and knowledge. The clusters included
Cooking enthusiasts (35%) with the highest cooking passion, Passionless cooks (26%) with
the highest cooking aversion, Foodies (24%) (The term Foodie is used to describe the
combination of cooking passion and knowledge of the product (i.e. production process,
origin, breed) as important factors for a consumer) with the highest knowledge and second
highest cooking passion and conscious consumption and Uninvolved (14%) with the lowest
conscious consumption. Table 3 shows the regression factor scores of the extracted factors
and important sociodemographics of each cluster.



Sustainability 2023, 15, 10849 7 of 16

Table 3. Regression Factor Scores and Sociodemographic (Mean) of the Clusters.

Factors and Regression Values Cluster
Cooking

Enthusiasts
Passionless

Cooks Foodies Uninvolved

N 130 97 89 54
Cluster size % 35 26 24 14
F1 Conscious consumption and
post materialism * 0.21 0.36 0.31 −1.67 a

F2 Cooking aversion * −0.69 a 1.2 a −0.4 a 0.17 a

F3 Knowledge gap sheep
farming * 0.7 a 0.21 −1.27 a 0.04

F4 Price orientation −0.04 0.03 −0.07 0.17
Socio-demographic
characteristics
Gender (1: male, 2: female) 1.53 1.55 1.48 1.40
Average age in years 54 51 54 57
Inhabitants of residence
(4: 50.000 to <100.000,
5: 100.000 to <500.000)

5.11 4.95 4.56 4.98

Net household income
(5: €2500 to €2999,
6: €3000 to €3499)

6.25 5.71 6.29 5.22

Household size (2:2) 2.28 2.01 2.48 1.89
Highest education level high
school degree % 60 47.4 65.2 55.6

Frequency of lamb meat
consumption * (4: once a month,
5: 4 to 6 times/year,
6: 1 to 2 times/year)

4.53 5.47 4.53 5.17

* Kruskal–Wallis test showed significant differences, p < 0.01. a Games Howell test showed significant differences
between the clusters, p < 0.005. � Primary target group, � secondary target group.

In the following phrases, the salient characteristics of the clusters are presented.
Cooking enthusiasts had the highest percentage of the cluster (35%) and showed the
highest cooking passion. They tended to be female (52.8%) and lived mainly in the major
cities (68,5%) (Over 500,000 inhabitants) with a mean age of 54 years. Overall, 60% of the
Cooking enthusiasts had a high school degree. They consumed lamb meat with a mean of
4–6 times a year with a tendency towards once a month.

The Passionless cooks made up 26% of the cluster. They reported a conscious con-
sumption behaviour but did not enjoy cooking. They tended to be female (51.6%), were the
youngest group with a mean age of 51 years and lived mainly in the major cities (58.8%).
They showed the lowest educational level (47.4% high school degree) and the lowest lamb
meat consumption at 1–2 times a year.

The cluster of the Foodies comprises 24% of the total. Foodies showed the highest
knowledge about sheep farming and the second highest rate of conscious consumption
and cooking passion. Foodies tended to be male (51.7%) with a mean age of 54 years and
lived mainly in the major cities (52.8%). In addition, there was a mid-sized city peak at
10,000 to below 100,000 inhabitants (27%). They had the highest level of education (65.2%
high school degree) and shared together with the Cooking enthusiasts a lamb meat con-
sumption of 4–6 times a year with a tendency towards once a month.

The Uninvolved made up 14% of the cluster. They showed the highest price orientation
and were rather unconscious consumers. They tended to be male (60.4%) with a mean age
of 57 years and lived mainly in the major cities (59.3%). High school degrees were held by
56.5%. They showed the smallest household net income with a mean of €2500 to €2999 and
a lamb meat consumption of 4–6 times a year.

Cooking enthusiasts and Foodies consume more lamb meat than the Passionless cooks
and the Uninvolved and can therefore be perceived as primary target groups for regionally
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produced lamb meat. Further, they showed factors conducive to the consumption of lamb
such as a passion for cooking, knowledge of sheep farming and conscious consumption.
Passionless cooks and Uninvolved can be classified as secondary target groups.

3.3. Including Alphabet Theory: Knoweldge, Information Seeking Behaviour and Habit

To further understand the consumption behaviour and develop marketing approaches
for regionally produced lamb meat, all clusters were analysed according to the variables on
Knowledge, Information seeking behaviour and Habit.

The variables describing Knowledge (Table 4) showed significant differences between
the clusters according the post hoc test Games Howell (Table S4). Foodies were most
knowledgeable about shopping outlets for regionally produced lamb meat in the immediate
vicinity. Furthermore, they had a high knowledge of sheep farming and the ecosystem
services provided as well as about slaughter and processing. Cooking enthusiasts showed
less knowledge about shopping opportunities and were not aware of the ecosystem services
provided through sheep farming. Although these primary target groups differ widely in
their knowledge about sheep farming and shopping outlets, both groups had the skills to
cook and prepare lamb meat. The secondary target groups were characterised through a
slight cooking aversion, low cooking skills and low knowledge about sheep farming.

Table 4. Knowledge about Sheep Farming and Purchase for All Cluster (Mean, Likert-scale (1: totally
disagree, 5: totally agree)).

Variables Knowledge Cluster
Cooking

Enthusiasts
Passionless

Cooks Foodies Uninvolved

I do not know of any lamb meat
shopping outlets in my

immediate vicinity. *
3.95 3.67 2.72 a 3.52

I know little about husbandry,
feeding and the ecosystem
services provided through

sheep farming. *

3.72 3.69 1.93 a 3.30 a

I know little about slaughter
and processing of the lambs. * 4.04 a 3.77 2.22 a 3.63

I do not know how to cook and
prepare lamb meat. * 1.62 3.25 a 1.44 2.5 a

* Kruskal–Wallis test showed significant differences, p < 0.01. a Games Howell test showed significant differences
between the clusters, p < 0.005. � primary target group, � secondary target group.

Table 5 shows the detailed results of the post hoc test Games Howell on variables
capturing Information seeking behaviour (see also Table S6). Foodies had direct contact
with sheep farmers in contrast to all other target groups. This is also reflected in the
highest rate of farm gate sales (Table S9). A lack of personal contact with the sheep farmers
is characteristic for the Cooking enthusiasts. Marketing tools were rated similarly by
Cooking enthusiasts, Foodies and Passionless cooks. The Uninvolved were less interested
in websites, brochures and articles, tastings or actions on the farm. Foodies like educational
offers and actions on the farm. Cooking enthusiasts had slightly higher ratings for an
article about sheep farming in the local press and an appealing website of the producers.
Cooking enthusiasts and Foodies rated a tasting in their favourite shopping place highly.
The Passionless cooks only appreciated a higher presence in social media channels.
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Table 5. Consumers Information Seeking Behaviour for Regionally Produced Lamb Meat (Mean,
Likert-Scale (1: totally disagree, 5: totally agree)).

Variables
Information Seeking Behaviour Cluster

Cooking
Enthusiasts

Passionless
Cooks Foodies Uninvolved

Which shopping barriers do you
see?

I have no direct contact to sheep
farmers. * 4.22 3.87 3.26 a 3.96

Which of the following
communication material would

motivate you towards the
purchase?

Appealing website of the
producers * 3.89 3.60 3.63 3.09 a

Brochures with information on
sheep farming in

Berlin-Brandenburg *
3.68 3.51 3.60 2.98 a

Tasting in your favourite place of
purchase * 3.84 3.72 3.79 3.19 a

Educational offers (e.g., cooking
course, seminars on wool

processing)
2.89 3.05 3.00 2.43

Article on sheep farming in the
local press * 3.61 3.42 3.47 2.85 a

Higher presence on social media
(e.g., twitter, Instagram) 2.79 3.08 2.82 2.44

* Kruskal–Wallis test showed significant differences, p < 0.01. a Games Howell test showed significant differences
between the clusters, p < 0.005. � primary target group, � secondary target group.

The variables describing Habit showed significant differences between the clusters
(Table 6 and Table S8). Passionless cooks and the Uninvolved showed a cooking aversion
and the highest agreement with the statement “I do not like the taste of lamb meat”. In
contrast, Foodies and Cooking enthusiasts like to cook. The cooking passion of the Cooking
enthusiasts and Foodies is consistent with a liking of the flavour. Uninvolved displayed less
personal involvement to develop their habits towards the purchase of regionally produced
lamb meat, are less interested in finding out more about sheep farming and shopping
outlets. Foodies had the highest commitment to talking with people in their surroundings
about sheep farming and landscaping. In addition, they were open to supporting the
farmer’s costs in form of a lamb sponsorship.

Table 6. Consumers Habits in the Purchase of Regionally Produced Lamb Meat (Mean, Likert-Scale).

Variables Habit Cluster
Cooking

Enthusiasts
Passionless

Cooks Foodies Uninvolved

Frequency of meat consumption
(2: 2 to 4 times/week, 3: 2 to 4
times/month)

2.38 2.64 2.27 2.22

Frequency of lamb meat
consumption * (4: once a month, 5: 4
to 6 times/year, 6: 1 to 2 times/year)

4.53 5.47 4.53 5.17

Which shopping barriers do you
see? (1: totally disagree, 5: totally
agree)
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Table 6. Cont.

Variables Habit Cluster
Cooking

Enthusiasts
Passionless

Cooks Foodies Uninvolved

I do not like cooking. * 1.47 3.14 a 1.64 2.19 a

I do not like the taste of lamb meat. * 1.48 3.04 a 1.51 2.11 a

Which of the following ways of
contributing to the preservation of
regional sheep farming do you
personally consider? (1: totally
disagree, 5: totally agree)
I am finding out more about sheep
farming in Berlin and Brandenburg. * 3.47 3.25 3.58 2.64 a

I will talk more about sheep farming
and landscaping around me. * 2.95 2.88 3.22 2.34 a

I could imagine a sponsorship of a
lamb. * 2.31 2.55 2.54 1.77 a

* Kruskal–Wallis test showed significant differences, p < 0.01. a Games Howell test showed significant differences
between the clusters, p < 0.005. � primary target group, � secondary target group.

4. Discussion
4.1. Target Groups

Development of target-group specific marketing strategies and communication of spe-
cific product attributes emerge as important aspects to support the lamb meat
market [23,32,64]. Our study revealed two key target groups for lamb meat marketing.

While they showed similarities in their net-household income, average age, level of
education and household size, they differed in Knowledge, Information seeking behaviour
and Habit. Ripoll et al. (2018) [31] and Gracia (2005) [65] found similar results, which
reveals purchase behaviour of lamb meat consumers is more related to their lifestyle than
to their sociodemographics. Price orientation of Foodies and Cooking enthusiasts was
low. This suggests reconsidering lamb meat as a niche product for people with a conscious
and cooking-affine lifestyle rather than lamb meat as a premium product for wealthy
consumer segments.

Foodies are knowledgeable about cooking and sheep farming and valued the taste
of lamb meat highly. Because of their agricultural involvement, they know shopping
outlets for regionally produced lamb meat, and they are highly motivated to change their
consumption behaviour towards actively supporting extensive sheep farming systems.
This target group is especially suitable for direct marketing and personal story telling of
the sheep farmers. The “Rhön lamb” in Germany is a best-practice marketing example that
attracts Foodies by promoting meat quality and story of origin, product identity [64].

Cooking enthusiasts are passionate cooks and enjoy food. Their interest in regionally
produced lamb meat is underpinned by product quality, taste and personal health. Their
food enjoyment is an important reason to buy lamb meat. Lamb meat like the “Würt-
temberg lamb” is listed in retail in Southern Germany [66], related programs in Northern
Germany could attract Cooking enthusiasts. Compared to Foodies, their knowledge level
about sheep farming and the provision of ecosystem services is low. They are open to-
wards more information about sheep farming, but a bit restrained in their Information
seeking behaviour.

The clusters confirm target groups identified for lamb meat consumption in Aragon,
Spain [27,31] although the methodological approaches employed in the two studies were
different. In 2018, an online-survey (n = 200) revealed the target groups “Gourmet”, “Disin-
terested”, “Conservative” and “Basic” for lamb and lamb confit [31] and, in 2012, a postal
survey (n = 343) displayed “Traditional”, “Uninvolved”, “Adventurous” and “Careless”
as target groups for lamb meat. Cooking enthusiasts show similarities with “Traditional”
and “Basic” with a high importance of product quality and traditional cooking. Whereas
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Foodies are comparable with “Gourmet” and “Adventurous” showing innovative cooking
habits. The particularity of the conceptual framework of our study to take Knowledge,
Information seeking behaviour and Habit into account can provide a wider understanding
of similar cluster types.

4.2. Knowledge, Information Seeking Behaviour and Habit of Consumers of Regionally Produced
Lamb Meat

Figure 2 shows that Knowledge plays an important role for the purchase of regionally
produced lamb meat. Foodies showed the highest knowledge of sheep farming and the
provision of ecosystem services, slaughter and processing of sheep and shopping outlets.
Both, Cooking enthusiasts and Foodies are very knowledgeable and competent in cook-
ing. Their high consumption of regionally produced lamb meat could be linked to these
factors, as the culinary background and the predominant production system in the region
plays an important role in choosing lamb meat [67]. Communicating the benefits related
to the consumption of lamb meat, such as high animal welfare and appropriate animal
feeding [20,23] affects attitudes, beliefs and prejudgments and allows an accurate compari-
son of the product with one’s own expectations [45]. Consumers with high expectations are
more likely to consume a product, whereas low expectations lead towards a rejection [68].

Information on production methods combined with a regional origin has a particularly
strong effect on consumers’ perception of purchasing meat [36]. More comprehensive
information about the extensive production methods via story-telling of the farmers or
narrative videos help to support the understanding of animal husbandry and extrinsic
quality attributes, which cannot be evaluated before the purchase [69].

Information seeking behaviour of Foodies and Cooking enthusiasts is similar: they
are open to more information about sheep farming through various marketing channels.
Foodies profit from their personal contact to sheep farmers and direct information about
the product. Thus, producers could target Foodies through personal narratives by sheep
farmers and additional information about the product. However, a small number of
consumers with direct contact to farmers and a tendency to buy in bigger retail markets
might limit this potential [5].

Cooking enthusiasts lack knowledge about shopping outlets. Thus difficulties in
access and the low year-round availability with a self-sufficiency rate of 39.7% [70] may be
an obstacle to frequent lamb meat consumption, while taste and own health are important
demand factors [11].

Both Cooking enthusiasts and Foodies highly value tastings in their favourite shopping
outlets. While Cooking enthusiasts prefer printed and online media, Foodies prefer action-
based and face-to-face communication as they have direct contact to the sheep farmers and
a good knowledge of sheep farming. Their Information seeking behaviour contributes to
their Knowledge [45]. Narrative videos, image films or leaflets can convert extrinsic quality
attributes into search attributes and consequently help fulfil the need for information [69].

Regarding the Habit of Foodies and Cooking enthusiasts, they show a similar lamb
meat consumption of 4–6 times per year, with a tendency to more frequent consumption,
mainly driven by a cooking passion and high skills for preparing and cooking lamb.
While food enjoyment and personal health are key motivations to buy lamb meat [11],
consumers see the cooking and preparation of lamb meat as time-consuming and a purchase
barrier [11,71]. Figure 2 shows the social involvement as important factor for a frequent
consumption. Foodies display an active habit in their support of extensive sheep farming
systems by talking about sheep farming in their personal surrounding and imagining a
lamb sponsorship. Cooking enthusiasts are open but more restrained with active support
of local sheep farming like talking about sheep farming and landscaping and expanding
their own knowledge.
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5. Conclusions

Ecosystem services of extensive sheep farming are embedded in extrinsic quality
attributes of regionally produced lamb meat. Consumers interested in extrinsic quality
attributes depend on information about them. The information gap between consumers
and producers is especially wide in animal husbandry.

To improve the economic viability of sheep farmers, target-group-specific marketing
strategies towards conscious meat consumers need to be developed. Key target groups
identified are Foodies and Cooking enthusiasts. Foodies are best addressed by personal sto-
ries about the farmers and their daily business while Cooking enthusiasts can be addressed
with culinary topics of lamb meat and personal health.

Cluster analysis of lamb meat consumers benefited from taking factors like Knowledge,
Information seeking behaviour and Purchasing habit into account, leading to a broader
view of target groups.

Limitations are seen in the regional setting and the composition of the sample, with an
over quotation of academics and a high average age. Further research could consider the
impact of information about specific ecosystem services in sheep farming on purchasing
behaviour, as well as a broader analysis of the attitudes of lamb meat consumers.
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