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Brand Awareness & Image Survey 2010 g y
(Flanders)
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Research methodology

n=440 telephone interviews with strawberry buyers/consumers in Flanders

Contact person = responsible for purchase decision on fruit & veges in household

Representative sample in Flanders across gender / age / province

Interview duration: 10 minutes

Research Topics:Research Topics:

- Brand Awareness (top-of-mind / spontaneous / aided)

- Consumer expectations for strawberries

- Brand Image & Brand Performance

Source: Brand Awareness & Image Survey 2010 (MARKET PROBE)

- Other ad-hoc subjects
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The Spontaneous Awareness of strawberry 
brands/labels is still rather low in Flanders.

18%
of consumers is able to mention at 
least one strawberry ‘brand’ or 
‘label’ spontaneously

82%
of Flemish strawberry consumers 
are not able to mention 
a strawberry ‘brand’ or ‘label’

Source: Brand Awareness & Image Survey 2010 (MARKET PROBE)
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Relatively speaking, Hoogstraten is the strongest 
strawberry brand/label in Flanders.

28%

22%

44%Hoogstraten

Brand B

Brand C

of Flemish strawberry consumers that are able 
to mention a strawberry brand/label,             
mention Hoogstraten spontaneously
(usually as the first or only brand)

In 2007: 36%

17%

17%

6%

Brand D

Brand E

Brand F

Source: Brand Awareness & Image Survey 2010 (MARKET PROBE)

6%Brand G
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70%Fresh

Consumers primarily expect freshness and a 
good taste from their strawberries.

of stra berr  cons mers find this item ‘e tremel  important’

47%

40%

40%

68%

70%Fresh

Good taste

Juicy

Good shelf life

Fair price

of strawberry consumers find this item ‘extremely important’

40%

39%

38%

25%

21%

Fair price

Good-looking

Nice colour

Environmentally-friendly

Easy to recognise

Source: Brand Awareness & Image Survey 2010 (MARKET PROBE)

21%

20%

14%

Easy to recognise

Convenient packaging

Optimal size



7/09/2010

6

70%Fresh

How directly involved are consumers with
sustainability?

47%

40%

40%

68%

70%Fresh

Good taste

Juicy

Good shelf life

Fair price
O d k ti i i k f  40%

39%

38%

25%

21%

Fair price

Good-looking

Nice colour

Environmentally-friendly

Easy to recognise

-> Sustainability?  

Healthy, safe food

Miminising impact on 
environment/climate

Efficient use of available resources

Overused marketing-gimmick for 
‘Higher price, lower quality’ ?

Source: Brand Awareness & Image Survey 2010 (MARKET PROBE)

21%

20%

14%

Easy to recognise

Convenient packaging

Optimal size

Efficient use of available resources

Ethical, responsible working conditions
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Fresh

The Hoogstraten brand performance
is above expectations on the key aspects. 

6,0

7 ,0

8 ,0

9 ,0

Good taste

JuicyConvenient packaging

Optimal size Above expectations

Meeting expectations

Below expectations

5,0

Good shelf life

Fair priceEnvironmentally-friendly

Easy to recognise

Source: Brand Awareness & Image Survey 2010 (MARKET PROBE)

Good-lookingNice colour
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Fruit & Veges in general:
Different levels of brand development
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Possible levels of brand development 
at consumer level

 Added-Value
 USP / Differentiated product benefits
 Communication -> Pull effect

Product label

“Brand”

 Communication > Pull effect
 High spontaneous brand awareness
 High brand loyalty
 (Resulting in a Price Premium)

Quality label / Eco label / Private label

Variety names

Label of origin

Source: Brand Awareness & Image Survey 2010 (MARKET PROBE)

Generic, non-branded products

Quality label / Eco label / Private label


