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Preface 
 

Dear reader, 

The last phase of the bachelor program ‘International Business Administration in 

Hospitality Management’ at Hotelschool The Hague includes the course Launching Your 

Career (LYCar). This final project has been executed for Ms. de Visser – Amundson, 

research client, who has been the righthand through this study. The research direction 

was proposed by the Hotelschool Research Centre, focused on the general topic: 

adoption of local foods and sustainable consumption.  

The initial goal of this research project was to contribute to the research line of Ms. De 

Visser – Amundson focused on sustainable consumption considering the urgency for a 

more sustainability future with the upcoming worldwide challenges. After narrowing down 

the research purpose, the focus shifted towards the consumer sustainable purchasing 

behaviour of locally grown vegetables. Thereafter, the researching student set a goal to 

develop a realistic plan to improve the identified problem within Hotelschool The Hague. 

This plan is proposed to make an impact on the educational curriculum and affect 

consumer knowledge and behaviour accordingly. 

At last, I would like to thank all stakeholders who have been involved in the execution of 

this research project. Starting with Ms. De Visser – Amundson for her valuable 

knowledge and guidance through the set-up and execution of the research project. 

Moreover, I am grateful for the continuous support of Dr. Ntregka through the entire 

project, the feedback she provided, and research insights she has given me. Finally, I 

would like to express my gratitude to the involved Food & Beverage instructors, the 

Management Outlet students, the Practical Education students, and the focus group 

participants for helping with the data collection to support the research and 

simultaneously improve my stakeholder management skills. 

I hope you will gather valuable insights from the research project and will support the 

movement to a more sustainable and brighter future. 

 

Warm regards, 

Lauren de Boer 
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Executive Summary 
 

This LYCar company report is focused on the general topic of the adoption of local foods 

commissioned by Ms. de Visser – Amundson on behalf of the Hotelschool The Hague 

Research Centre. After redefining the research topic, the focus shifted towards consumer 

purchasing behaviour and the adoption of locally grown vegetables. The research is 

structure trough the steps of the Design Based Research Cycle. 

After conducting primary research, it became clear that with the global population set to 

exceed 10 billion people by 2050, the challenge of providing enough food for everyone in 

a sustainable, efficient, and cost-effective way is rising in significance. For thousands of 

years, human populations have farmed the land for food. With the growing worldwide 

population, increased living standards, and falling mortality rates, the pressure on food 

production has continually increased. Nevertheless, these farming methods have a 

significant effect on the biodiversity and environment resulting in a negative cycle for 

traditional farming methods.  

The combination of the set research direction and problem context has led to the 

following main research question: 

To what extent does the origin of locally produced products (farm vs 

greenhouse) influence the purchasing behaviour of Taste Lab and Roots 

consumers within Hotelschool The Hague? 

Within the next step of the Design-Based Research (DBR) cycle, analysis and diagnosis, a 

literature review was conducted to gather relevant studies building on the mentioned 

topic. The main themes which were investigated are: 1) the consumer perception of local 

foods, 2) environmentally and socially responsible behaviour, 3) marketing, 4) education, 

5) socio-economic factors, and 6) farming methods. These insights have created a 

foundation for the remaining research methodology and sub-research questions to 

continue the gather and analyse phase of the DBR cycle. The primary data collection has 

led to the creation of the sub-research questions as followed: 

1. To what extent is the accessible population aware of the different farming 

techniques and their implications? 

2. To what extent do different growing techniques subconsciously influence the 

purchasing behaviour of the accessible population within Taste Lab and Roots? 

3. What are the most deciding factors for the accessible population when purchasing 

a meal in Taste Lab or Roots? 

To gather answers to these questions, it was decided to conduct a quasi-experiment on 

Campus Hotelschool The Hague. This quasi-experiment, including three conditions, was 

done over five weeks in two different outlets. To ensure reliable data collection and 

analysis, daily dishes were set for the entirety of the study. As the general population 

was not feasible to include in the research timeline, an accessible population has been 

identified at Hotelschool The Hague.  

The gathered results have given elaborate details on the measured consumer purchasing 

behaviour of the accessible population. These results have shown there is a preference 

for traditional farming products when comparing the data to greenhouse farming and 

traditional greenhouse farming (figure 1). However, the results identify no significant 



LYCar Company Report – 2022/2023 Block C – Lauren de Boer – 782026 

4 
 

result when comparing the remaining two 

farming methods. To support these 

findings, continuous contact with key-

stakeholders, Ms de Visser – Amundson and 

F&B Instructor Mr. Hollen, has been 

maintained to discuss the next steps of the 

research. 

Considering the restricted amount of data 

collection days of the quasi-experiment, 

further data has been collected by hosting 

an online focus group to acquire more in-

depth consumer insights into the accessible population. This method is 

particularly used to explore people’s knowledge and experiences and 

further insights into their decision-making process. The focus group consisted of six 

participants and was structured through six open-ended questions. This revealed the 

consumer perception regarding different farming methods and the lack of knowledge 

amongst the population. The participants mentioned they realize change is necessary, 

but the lack of urgency amongst themselves and their peers. Additionally, the lack of 

education leads to a lack of knowledge about the implications of either farming methods 

leading to unsubstantiated consumer behaviour. Moreover, it identified the most 

important purchasing factors for the consumer being; waiting lines and the ingredients 

included in the dish, when purchasing a meal at Taste Lab or Roots.  

The next step of the cycle was to create a solution design based on the gathered insights. 

It has been chosen to create a solution focused on increasing the awareness of the 

population through an educational addition to the minor Future of Food. This field trip 

including a workshop will challenge the current consumer knowledge and provide insights 

accordingly focused on the triple bottom line. In the short-term this solution is focused 

on initiating the conversation regarding the research topic and in the long-term is aiming 

to affect future consumer behaviour.  

To measure the effectiveness of this solution, the field trip will include a before – and 

after assessment which will measure the general knowledge the population has gathered 

throughout the event. Additionally, the urgency level will be measured, and general 

points of improvement to ensure quality for future similar events.  

At last, to summarize the research journey, an academic reflecting chapter has been 

added to critically look back on the decisions made during the researching process and 

the implications for future research. The research approach and measurement tools are 

questioned and further discussed as well as the fundaments of the solution choice. 

Further research is advised to build on a more impactful educational movement to 

increase general awareness as the challenge regarding sustainable consumption is bigger 

than solely focussing on farming methods. The initial advice would be to focus on 

consumer awareness and willingness to develop themselves in the field of sustainable 

consumption. 

  

Figure 1: Results  
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ANOVA One-way analysis of variance 
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MRQ Main research question 
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Introduction 
The Design-Based Research model (figure 2) has been used to structure this study in five 

steps. Within chapter 1 ‘Problem Definition’, the research context is introduced followed 

by the main research question and purpose for the study. The next chapter (two) 

‘Analysis and Diagnosis’ is focused on discussing the relevant identified studies related to 

the research topic. From these findings, a conceptual framework has been developed 

which shows the main focus of the remaining research. After this secondary data 

collection, Chapter three highlights the research methodology explaining the choice and 

set-up per primary data collection method. Afterwards, the gathered insights and results 

from these methods are discussed which leads to the conclusion of the main research 

question. From this conclusion, the student has developed a solution (chapter four) 

focused on solving the identified problems whilst keeping it economically interesting, 

socially acceptable, and technically feasible. This is followed by a complete 

implementation plan (chapter five) linking to all necessary materials and information in 

the appendices (App. 9.15 – 9.21). To analyse the effectivity of the solution, chapter six 

is focused on evaluating and hence improving the set-up and execution of the solution. 

The final chapter (seven) discusses a critical academic reflection focused on the validity 

and reliability of the study. Moreover, it includes a piece of advice for future research. 

 

  

Problem 

Definition 

Analysis and 

Diagnosis 

Solution 

Design 
Intervention 

Evaluation 

and Learning 

Figure 2: Design Based Research Cycle 
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1. Problem definition 
1.1 Research context 
 

History of the Food Industry 

The food industry has gone through many stages over the past millennia, all distinctive 

by their own characteristics. The timeline starts with the diet of the prehistorian from 

roughly 2.5 million years ago to 1.200 B.C. Their primary task was collecting or hunting 

enough food to survive mainly existing out of plants or animal resources (Dennell, 1979).  

 

Over the following centuries, humans began to cultivate land, farm, and animal practices 

to reduce labour and simplify food sources. As practices improved and quantities thrived, 

local trade started forming the local environment. People began earning profits and the 

exchange of food and products became normal (Gibbons, 2021). The Western world 

changed from continuously fighting for meals and nutrition to buying different products, 

qualities, and prices around the corner.  

 

The food industry encountered the biggest transformation in the twentieth century when 

food distributors focused on fast and tasteful food which could be standardized and 

simplified. The economical focus became evident with low prices and high profits. 

Research however showed this new eating habit, had a significant effect on people’s 

health and the earth’s vitality (Glanz, 2009).  

 

Worldwide Challenges 

The earth’s average global temperature has risen by 1.04 ºC through the emission of 

greenhouse gases since early 1900 (WWF, 2021). The combination of humanity’s 

increased use of fossil fuels, deforestation, and the increasingly intensive agriculture are 

considered its major causes. Climate change has been resulting in increased extreme 

weather events (flooding, drought, wildfires) and rising global/sea temperature and 

hence sea levels (United Nations, 2022). Scientists predict that because temperatures 

will continue to rise long after the emissions are curbed, one or more tipping points will 

be reached, where certain changes become irreversible (Lindsey and Dahlmann, 2022).  

 

Moreover, the United Nations expects the total global population to increase from 7.7 

billion in 2019 to 9.7 in 2050, and 10.9 by 2100 (Christensen et al., 2019). To ensure 

food for this large population, twofold the current food production will be necessary 

(Singh and Sharma, 2017). Adding to that, the fastest-growing population is 85 or higher 

expected to reach a total of 5% of the total population by 2035 (IGD, 2021). Considering 

that the quality of a diet strongly affects the physical and cognitive condition, 

they are generally recommended to implement a clean food diet to avert preventable 

conditions (Institute of Medicine (US) Food Forum, 2010). This trend of global population 

growth combined with climate change is expected to be one of the greatest challenges 

with regards to food supply (Sanchez, 2019).  

 

Agricultural Practices 

Nowadays, consumer behaviour is slowly shifting from highly processed foods to 

purchasing fresher healthier foods. The industry is steering back to the early days when 

clean ingredients were the fundaments of the diet (McCluskey, 2015; Aschemann-Witzel 

et al., 2019). To elaborate on the definition of clean foods, they are traditionally defined 

as ingredients produced as close to their natural state as possible (Cao and Miao, 2022; 

Martinez, 2017). Different agricultural practices use different methods when producing 

their products shifting between the use of pesticides, monitoring of temperature and 

rainfall, to scientific manipulation. 

 

Traditional farming is focused on methods and practices which are based on traditional 

tools, natural resources, and effective land use. Research shows that people generally 

feel that these locally produced products are fresher, more nutritious, tastier, and safer 
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than substitutes in the market (De and De, 2019). Nowadays traditional farming has 

shifted towards mechanical techniques and chemical substances to increase the 

quantities per harvest to eventually increase the farmers' profitability. These traditional 

modernised techniques, result in severe environmental damages like depletion of soil 

nutrients, soil erosion, deforestation, and crop failure (Gilbert, 2022).  Additionally, 

chemical pesticides are used to prevent any pests or outside intruders which can 

eventually affect food nutrition or human health. So even though the quantities are 

highly increased, the effects on the environment and one’s health bear the brunt of these 

modernised techniques. 

 

Scientific greenhouse farming can be considered the counterpart of traditional farming. 

Greenhouse farming allows farmers to grow vegetables in a controlled environment 

meaning they control the light, humidity, ventilation, and temperature to create optimal 

growing circumstances. The scientific developments in greenhouses itself have led to 

many advancements in terms of food produce, quality, and volumes. For example 

multiple rows of fields, mobile shading, and cooling systems (Valoppi et al., 2021). This 

leads to high-yielding, high-quality, within a reduced time. Greenhouses are considered 

the future of agriculture when focusing on climate change, the growing population, and 

nutritious healthy products (Annunziata and Mariani, 2018).  

 

This study aims to gather evidence concerning the consumer’s purchasing behaviour 

focused on products varying in the production method. What do consumers take into 

consideration when purchasing products? Are they aware of the implications of different 

farming methods on the earth's vitality and/or their own? Within the analysis and 

diagnosis, existing data regarding these topics will be discussed. 

 

1.2 Main Research Question 

To what extent does the origin of locally produced products (farm vs 

greenhouse) influence the purchasing behaviour of Taste Lab and Roots 

consumers within Hotelschool The Hague? 

1.3 Client and Researcher’s Goal 
i. Build on the previous research line of behavioural change towards more 

sustainable consumption to increase the gathered data, ensuring a more 

complete. 

ii. Advice on how to further extend the overarching research line with regards to 

future research students contributing to sustainable consumption and food 

circularity.  

iii. Generic advice on how to improve the current situation, depending on the results 

of the experiment and further data collection, for Hotelschool The Hague and 

possible other parties in the future.  
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2. Analysis and Diagnosis 
In the following chapter, a literature review is conducted, by identifying relevant 

academic articles, to gain further insights to support the MRQ and refine sub-research 

questions. The gained insights have given a valuable dimension to the study to enlarge 

the gathered data collection and hence adjust and refine further steps in the research 

methodology. 

 

2.1 Consumer perception of local foods 
Many studies have based their research on the term ‘local’ however, due to the lack of a 

consistent definition not only do consumers struggle with identifying local products but 

there is also no guarantee that expectations are being met depending on the consumers' 

profile (Lang et al., 2014; Feldmann and Hamm, 2015). Local foods are usually referred 

to when produced near (30-100 kilometers) the area of consumption, therefore 

eliminating the additional distances in comparison to food distributors (Wageli and 

Hamm, 2012; Hu et al., 2013). Moreover, research shows that consumers identify the 

production methods (limited chemicals and pesticides) and types of producers (practices 

and animal welfare) to be important factors to distinguish local products (Martinez, 

2017).  

 

According to the International Food Information Council, one-quarter of consumers claim 

they desire to have more extensive insights about the origin of their food purchases 

(Sloan, 2021). Previous research has revealed consumers are overall positive about 

locally produced foods. For example, consumers consider locally farmed products more 

authentic and of higher quality (McCluskey, 2015), as well as fresher, more nutritious 

(Ellis, 2021; Fan et al., 2019), tastier, and safer (Naspetti and Bodini, 2008; Gustafson, 

2020). Others rather oppose these local methods, believing that they lead to 

environmental issues such as soil degradation, water pollution, and unsustainable use of 

resources (Meena, 2022). 

 

A study conducted in Italy focused on the consumer perception of local and organic 

products, indicating the major trust and motivating factors for consumers are 

seasonality, territoriality, and localness (Naspetti and Bodini, 2008). In the global market 

organic foods seem to struggle, as consumers are lacking to encompass these identified 

factors in the characteristics. By analysing these findings, localness can provide a 

solution as they appear to meet one or more of the attributes. Likewise, a paper focused 

on 73 relevant publications within the food industry, concluded that consumers, unlike 

organic food, perceive local foods as not expensive increasing the demand accordingly 

(Feldmann and Hamm, 2015).  

 

The consumers' opinion on greenhouse-farmed products is twofold. Less favourable 

consumers view this cultivation process as unnatural, less nutritious, tasteless, and even 

dangerous, supposedly due to misconceptions or lack of knowledge. Other consumers 

view greenhouse farming as a way to reduce environmental impact and support 

sustainable agriculture (Yano et al., 2021). They consider these vegetables safe, tasty, 

and of good quality.  

 

Adams et al, have studied the consumer perception and their purchasing decisions of 

greenhouse vegetables to pursuit sustainable development goal 2 of achieving zero 

hunger and ensuring food security. By assessing 400 consumers through a perception 

index and multivariate ordered probit model, it shows positive perceptions related to 

environment and health but negative towards affordability of greenhouse farming. The 

study concludes that considering the findings, government interventions should increase 

investment in greenhouse technology to increase affordable such products. (Adams et 

al., 2022) 
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Other studies claim that consumers resist greenhouse-farmed products which are grown 

in an artificially controlled cultivation environment (Verbeke, 2011; Siegrist, 2008). 

Innovations, such as nanotechnology and genetic modification, are not well understood 

by consumers leading to a lack of acceptance (Coyle and Ellison, 2017). To ensure the 

success of new food technologies, gaining trust is an important factor. As stated by 

Macfie, ‘successful product development is driven by consumer needs, and consumer 

acceptance is a key aspect’ (MacFie, 2007). 

 

2.2 Environmentally and socially responsible behaviour 
The increase in environmental awareness has had a significant impact on the food 

industry. As awareness regarding climate change has grown, so has the public’s 

understanding of the need to protect the environment (Zurek et al., 2022). Studies show 

that over the past decades, an exponential growth in product demand and consumption 

has led to highly pressured supply chains, which have severely damaged the 

environment and society (Rajeev et al., 2017). Increased pollution and environmental 

disasters as a result of industrial production have urged companies, populations, and 

researchers to seek alternatives (Stewart and Niero, 2018). Westbrook and Angus claim 

that in 2020, 73% of experts believe that the focus on sustainable initiatives has become 

a factor critical to success (Westbrook and Angus, 2021).  

 

From the food industry perspective, five necessary changes have been identified: 1) the 

implementation of more sustainable foods and diets, 2) increased food diversity, 3) 

reduced amounts of food waste, 4) improvement of food system circularity, 5) promoting 

food-related health (Aschemann-Witzel et al., 2019). A study focused on consumer 

awareness and their sustainable-focus states that consumer awareness is growing and 

the sustainability-focused value has a direct influence on responsible consumer behaviour 

(Buerke et al., 2017 ). On the other hand, a meta-analysis of 80 worldwide studies has 

identified the problem regarding consumers’ willingness to pay (WTP) for sustainable 

food products. Results suggest that 29,5% on average is willing to pay for such products 

depending on consumers’ gender, region, sustainable attributes, or the food categories 

(Li and Kallas, 2021).  

 

The increasing awareness regarding the environment has also impacted the acceptance 

of sustainable and newer farming technologies, such as hydroponics and aquaponics 

(Panda and Kumar, 2022). By using these methods, farmers are able to produce crops 

without the need for large amounts of land or the use of pesticides and fertilizers 

(Michalczuk, 2022). This helps to reduce the amount of pollution that is caused by 

traditional farming methods, making it more acceptable to the public (idem). Milicic et al, 

have studied the consumers’ knowledge of aquaponics and their acceptance of 

aquaponics products in different European regions. The results show that on average 

attitudes towards aquaponics were positive with no significate differences between those 

who had already heard of aquaponics before and those who learned about aquaponics via 

the online survey (Miličić et al., 2017).  

 

Moreover, an online survey conducted by Annunziata and Mariani confirms the support of 

consumers for local foods considering the sustainable implications. Nevertheless, the 

findings of this study show consumers attach more value to quality and health than to 

environmental and social sustainability. Conclusively, the results lead to a division of 

three different consumer segments being; a large percentage of more egocentric-

oriented individuals, an environmental sustainability-oriented population, and a small 

segment including socially responsible focused consumers. To ameliorate the consumers' 

outtakes, the first group should focus on increasing the knowledge regarding social and 

environmental benefits related to sustainable consumption. The second group should be 

educated more about the social and economic benefits, aiming to increase the sense of 

inclusivity in the community. (Annunziata and Mariani, 2018) 
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Additionally, a study focused on consumer attention towards sustainable farming, show 

eight identified factors that influenced the consumers purchasing behaviour of which 

environmental concern was not included. The deciding factors were; attitude, subjective 

norm, perceived behavioural control, perceived quality, price, availability, health 

consciousness, and knowledge. This study consisted of on online survey including 981 

participants, followed by multiple regressions and a cluster analysis (Balqiah et al., 

2020). 

 

2.3 Marketing 
Marketing and advertising strategies can be used to influence consumer behaviour and 

increase the consumer’s sustainable purchases accordingly shown by Dewi et al. (2022). 

By creating campaigns that focus on the positive effects of different farming practices, 

such as improved soil health, or the positive impacts, such as reduced fossil fuel 

emissions, marketers can help to increase awareness and encourage more people to 

support sustainable agricultural methods. According to White, Habib, and Hardisty, the 

psychological factors: social influence, individual self, habit formation, feelings and 

cognition, and tangibility are the key to successful marketing (White et al., 2019).  

 

Wang, Dalsgard, and Giacalone carried out a randomized experiment focused on grape 

and cotton production and consequently its sustainable consumer choices (Wang et al., 

2022). The experiment consisted of two studies in which one group was informed about 

the origin of the products and the other group was informed after the experiment. The 

results show that 39% preferred the sustainable over the conventionally produced wine, 

yet 41% (N=75) would be willing to pay more for sustainably produced wine. Hence, the 

study highlights that some consumers are willing to pay more for sustainably produced 

products, but only whenever the participants already had an affinity with sustainability.  

 

Grunert has also studied sustainability in the food sector focused on consumer behaviour. 

He identified six potential barriers which prevent consumers from using the available 

information to make sustainable choices, even if they are motivated to support 

sustainability (App. 9.2). An essential part of consumers making well-thought decisions is 

that they spend a minimum of time making their choice. On average, shoppers spend 35 

seconds per product, 62.6% only observe the front of the package, and 7.7% look 

elsewhere on the package (Grunert, 2011). Consumers can process these messages 

central or peripheral. In the context of sustainability, peripheral processing implies that 

consumers have a positive attitude towards e.g. sustainability, but they do not put in the 

effort to understand the background of the product. Juhl and Poulson have investigated 

peripheral processing through a field study and concluded only 29% of consumers claim 

to be aware of the information and use this within their decision-making (Juhl and 

Poulsen, 2001).  

In addition, studies have shown that the nutritional information on food labels is not only 

lacking references but there is also a lack or incompleteness of available information on 

the market (Aschemann-Witzel et al., 2019). Some production methods are seen as less 

biological by consumers (e.g. conventional agriculture) while others are perceived as 

‘unhealthy’ or ‘unfamiliar’ (e.g. artificial methods)(Asioli et al., 2017) even though in 

reality, theories prove the opposite. An exploratory study by Charlebois, Swab, Henn, 

and Huck, was found that focused on the consumer perception of mislabelled food 

products and consequently their behaviour (Charlebois et al., 2016). Findings suggest 

general mistrust towards the food industry augments consumers, which seek to be 

knowledgeable about the products, and their willingness to verify details. Moreover, it 

claims highly educated consumers, women more than men, are more likely to mistrust 

the specifics on food labels (Wahlich et al., 2013), leading to an increased demand for 

local products. As a result, consumers are increasing their demand for transparency and 

details on food origin due to the growing number of food processes and food scandals 

(Butu et al., 2020).  



LYCar Company Report – 2022/2023 Block C – Lauren de Boer – 782026 

15 
 

 

2.4 Education 
Consumer education is a vital factor to stimulate one’s thought process and increase 

general knowledge. Through promoting sustainable consumer knowledge, consumers 

could influence the food system through their purchasing decisions. This behaviour can 

eventually lead to more sustainable, environmentally friendly, and efficient farming 

practices (McCluskey, 2015).  

Gierszewska and Seretny (2019) have researched the readiness of the young generation 

to face the challenge of changing their lifestyle based on unlimited consumption and 

sustainable conditions. They confirmed the importance of educational frameworks and 

projects which are offered from an early age onwards by educational institutions, social 

organisations, and responsible enterprises. Moreover, Murphy supports this statement by 

creating a conceptual framework that includes the four overarching concepts being; 

public awareness, equity, participation, and social cohesion. This framework is intended 

to support the implementation of the sustainable development of the population (Murphy, 

2017) 

Studies regarding purchasing behaviour and willingness to pay show that, individuals 

with higher levels of education are more likely and interested in accepting more 

advanced sustainable products than those with lower levels of education (Wang et al., 

2022; Marty et al., 2021). In addition, lower education is recognized to be associated 

with worse health knowledge and awareness due to education inequity. A review of 

empirical studies has created a framework to support equal educational programs to 

promote health equity (Hahn and Truman, 2015). Their concept is focused on promoting 

formal education from early childhood to working life and beyond. It starts as a personal 

attribute and grows to be a contributing factor to assist in the collective movement.  

A study focused on effective teaching and learning strategies to enhance knowledge and 

understanding of sustainable farming has combined student and teacher surveys, key 

informative interviews with education institutions, and a teacher focus group, to gather 

multiple perspectives (Walsh, 2022). The results support a holistic approach where 

students are presented with sustainable farming in all aspects, both theoretical and 

practical. The importance of practical hands-on learning, with different farms plays a vital 

role in demonstrating these sustainable farming practices.  

Consumer education can also help to promote understanding between producers and 

consumers accordingly. By understanding the challenges and constraints that farmers 

face, consumers can be more forgiving when it comes to food prices, quality, and 

availability. This can create a more collaborative and mutually beneficial relationship 

between producers and consumers, which supports sustainable farming methods 

(Taghikhah et al., 2020). 

2.5 Socio-economic factors  

Consumer purchasing behaviour can be influenced by a variety of factors when making 

decisions. Cultural norms and values, environmental awareness, socio-economic factors, 

and ethical considerations can all shape consumer attitudes and preferences towards 

different farming methods. Some consumers consider the impacts of the supply chain of 

the food industry on the climate and therefore choose a more environmentally friendly 

alternative. For others safety, freshness, and nourishment of the product is more key. 

(Schrank and Running, 2018; Annunziata and Mariani, 2018).  

 

Research studies focused on consumers’ attitudes and purchasing behaviour showed the 

influence of the consumers' socio-economic factors on their actual behaviour. Most 

studies confirm the target market of older, wealthier people who systematically purchase 

foods from more expensive and sophisticated farming methods, while those with lower 
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incomes may be limited to more conventional farming methods (Cholette et al., 2013; 

Megicks et al., 2012; Racine et al., 2013; Feldmann and Hamm, 2015) as also the 

generic gender findings showed, women, are more likely to systematically purchase clean 

foods than men would (Illichmann and Abdulai, 2013; Bryła, 2021; Bhutto et al., 2019).  

 

Additionally, a study focused on the young consumer’ perception and hence their 

willingness to buy local foods claims the young consumers pay less attention to 

environmental benefits and product attributes linked to the production methods than 

other aspects (Su et al., 2019; Pugliese et al., 2013). The results show they rather 

consider local socioeconomic benefits or high-quality products when deciding on local 

foods (Radzyminska and Jakubowska, 2018). Nevertheless, the overall conclusion shows 

a positive attitude towards the production of local foods considering both buyers and 

non-buyers of local foods perceive them to be fresher, healthier, and tastier. 

 

Affordability has also been identified as a key deterrent for deciding where to purchase 

groceries. Several studies have concluded healthy foods to be more costly meaning 

certain consumers simply cannot afford these products (Toussaint et al., 2021). Hence 

not everything depends on the consumers’ preference, as other financial obligations will 

have priority (Naicker et al., 2021). In some cultures it is even claimed, the only 

consideration when purchasing products is the price, regardless of the quality or 

nutritional value (Koen et al., 2018).  

 

Distance is also closely related to consumer’ purchasing behaviour (MacNell, 2018). 

Results show that the accessibility of local products makes a difference in consumer 

behaviour. The contrast between towns with local markets and regions with limited 

possibilities strongly affects the purchasing behaviour of consumers (Szegedyné Fricz et 

al., 2020). In a study focused on understanding regional food environments, participants 

anticipated that savings were made when shopping at budget shops further from home. 

These participants did not consider travel time and costs whilst others did take this into 

consideration (Dangerfield et al., 2021). These findings confirm that further research 

would be necessary to draw a reliable conclusion. Nevertheless when combining this 

activity with other social or work commitments, distance is not the prominent factor for 

consumers (idem).  

 

2.6 Farming methods 
Traditional farming 

The principle of traditional agriculture is based on the extensive use of indigenous 

knowledge, natural resources, effective land use, and traditional tools. Nowadays, 

traditional farming is shifted towards agroforestry, composting, intercropping, water 

harvesting, and crop rotation (Hamadani et al., 2021). An essential component of 

agriculture and maintaining biodiversity is soil health through sustaining water quality 

and plant efficiency. Subsequently, the soil absorbs greenhouse gases from the 

atmosphere and acts as a divers living system for multiple ecosystems (M. Tahat et al., 

2020). Moreover, the use of synthetic chemical fertilizers, pesticides, and other inputs 

are strongly used. 

 

The traditional methods using mechanical techniques affect the environment through the 

depletion of these soil nutrients, deforestation, and soil erosion (Pinduoduo, 2021). 

Original agricultural practices can decrease the soil nutrients and fertility, resulting in a 

decreased yield, eventually leading to a shift of farmers moving to a new field to start 

again (Gilbert, 2022). Research shows that these new fields are, amongst other methods, 

created through deforestation, mainly in tropical rainforests. Furthermore, soil erosion 

happens whenever plants are unable to firmly hold onto the soil due to the elimination of 

topsoil by water, wind, or tillage. This layer of soil is the most fertile part and can take 

decades to restore to the original quality (Borrelli et al., 2021).  
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Contrarily, the use of minimal mechanical soil disturbance techniques brings many 

benefits, such as improved soil fertility, increased crop yield, prevention of soil erosion, 

and decreased water runoff (Majavu, 2022). Additionally, the usage of chemical 

pesticides is minimised on the contrary to traditional conventional agriculture where 

pesticides are used to prevent or destroy any pest. This can have detrimental effects on 

food, crops, livestock, or human health (Andrews and Rose, 2021). Nevertheless, 

traditional farming is receiving worldwide acknowledgment for being a sustainable source 

of food production in an era of environmental degradation (Hamadani et al., 2021).  

 

Greenhouse farming and scientific developments 

Considering the growing worldwide population and the continuously declining capacity of 

the earth's natural resources, new techniques must be found to ensure food for current 

and future populations. Over the past decades, many strategies to improve the supply 

chain have been implemented from production to distribution through reducing waste, 

digitalizing processes, or presenting new technologies (Valoppi et al., 2021; Earle, 1997).  

 

The before-mentioned consumer trends have additionally attributed to the development 

of high-pressure processing (HPP) technologies supporting the developments in the food 

industry (Huang et al., 2017). These technologies focus on maintaining natural flavours, 

minerals, and quality whilst reducing chemical additives. Many like-minded production 

technologies are being tested to fulfill consumer demand and additionally supporting the 

challenge of the growing worldwide population. Several patents have already been 

registered for biopesticides and bioactive agricultural products. Studies show that an 

increased level of scientific evidence of yields and other benefits are requested to 

broaden the adoption of innovation by farmers (Annunziata and Mariani, 2018). 

 

Greenhouse farming methods allow farmers to grow crops and vegetables year-round in 

a controlled environment whilst ensuring high-yielding and high-quality products (Yano et 

al., 2021). External threats such as pests and unfortunate weather circumstances are 

unapplicable to the grown products (Pinduoduo, 2022) as greenhouses control the light, 

humidity, ventilation, and temperature to create an optimal ecosystem for the specific 

crops. Nevertheless, the harvests highly depend on the accuracy of these variables 

throughout the lifecycle. Fluctuation of humidity might result in nutrient shortcomings or 

intrusion of pests, and inadequate temperatures can lead to uncommon parameters of 

the plant leading to reduced productivity (Rayhana et al., 2020).  

 

Therefore, greenhouses require high amounts of energy depending on production 

intensity, mostly related to heating. These implications of greenhouse farming have led 

to a rapid shift towards renewable energy sources and energy-saving techniques. A study 

conducted by Ahamed et al states the energy-saving potential mostly depends on the 

location (relatively warm or cold). For cold locations, there are greater challenges that 

require the application of multiple alternative energy sources such as industrial waste 

heat or wood biomass (Ahamed et al., 2019; Vadiee and Martin, 2014). 

 

The development of scientific technologies and methods in greenhouse cultivation has led 

to a shift from single covered rows of field to vertical farming in a highly controlled 

agricultural environment (R. Shamshiri et al., 2018). These increased amounts of 

strategies are used and studied to enhance the overall harvesting process, like mobile 

shading, fog-cooling systems, or covering materials. Regarding documentation and 

monitoring, Internet of Things (IoT) technologies focus on collecting data through 

interrelated computing devices equipped with unique identifiers network topologies, and 

big data analytics (UIDs) without requiring human interaction (Kodali et al., 2016; Kumar 

et al., 2019). 
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2.7 Conclusion  
 

This literature overview has given insights regarding the identified position of consumer 

purchasing behaviour based on published studies. These findings have identified both 

positive and negative viewpoints related to the food production methods and mentioned 

worldwide challenges. Moreover, the farming methods are discussed to shed light on the 

production cycle and its effects on the triple bottom line. 

 

Overall, consumers are influenced by a variety of factors when making decisions about 

purchasing behaviour. Environmental awareness, socio-economic factors, ethical 

considerations, marketing strategies, and education can all effect consumer attitudes and 

preferences towards different farming methods. In addition, education is considered a 

vital channel to inform consumers about the advantages and disadvantages of different 

farming methods to assure more informed decision-making.  

 

It is expected that the traditional conventional farming methods will be most popular due 

to the ‘long-established, known’ practices. Additionally, it is expected the growing 

interest in sustainable behaviour will not uphold the findings considering the expected 

lack of consumer knowledge of farming methods. Regarding purchasing behaviour, we 

believe that consumers will value other purchasing variables (like price) more than the 

origin of the product.  

 

In conclusion of the literature overview, the following conceptional framework (figure 3) 

has been created for the research study. It focuses on the effect the farming method has 

on the purchasing behaviour of the consumer. The identified moderator variables are 

expected to alter the effect of the independent variable on the dependent variable. The 

further exploration of the study will be explained in detail within the methodology. 

 

 

 

  
Figure 3: Conceptual framework 
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3. Methodology 
 

The following chapter will focus on clarifying the structure of the remaining research to 

support the MRQ. The methodological approach will include the methods of data 

collection, the population and sample size, and data analysis for the study.  

3.1 Research questions 
The research has been commenced with an in-depth literature overview of secondary 

data discussing key aspects and peer-reviewed studies. The identified articles are linked 

to the food industry, different farming methods and innovations, and consumer 

perception as well as behaviour. After conducting the literature overview, the following 

sub-research questions have been created to support the main research question. 

MRQ1 To what extent does the origin of locally produced products 
(farm vs greenhouse) influence the purchasing behaviour of 

Taste Lab and Roots consumers within Hotelschool The Hague? 

 

 

3.2 Quantitative data collection 
Data collection method 

The research is shifted towards primary quantitative data collection through conducting a 

quasi-experimental field study. These experiments are in many aspects similar to 

randomized controlled trials with the exception of randomization (Maciejewski, 2020). 

Considering the facilities and resources at HTH the possibility of randomization of the 

participants in the study lacks. Hence, a quasi-experiment is considered the most reliable 

method. 

 

The quasi-experiment consisted of three conditions, over the course of five weeks and 

analysed the population’s subconscious consumer behaviour. The manipulation of the 

independent variables, in three conditions, has showcased whether they correlated with 

the dependent variables. The conditions have been given an equal amount of data 

collection days as well as weekdays over the five weeks to ensure equal measurement. 

In the context, the independent variables have been shown as posters and digital 

visualization on screens at both food outlets to stimulate their subconscious consumer 

behaviour (App 9.3).  

  

SRQ1 To what extent do different growing techniques subconsciously influence the 

purchasing behaviour of the accessible population within Taste Lab and 

Roots? 

 

SRQ2 To what extent is the accessible population aware of the different farming 

techniques and their implications? 

SRQ3 What are the most deciding factors for the accessible population when 

purchasing a meal in Taste Lab or Roots? 
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The different conditions are as followed (in depth explanation App 9.4): 

- Condition 1: Traditional dirt farm: vegetables that have been grown outside in the 

dirt and are regulated through traditional methods. 

- Condition 2: Greenhouse 'science': vegetables that have been grown in a 

greenhouse and regulated through scientific methods.  

- Condition 3: Greenhouse 'dirt': vegetables that have been grown in the dirt and 

regulated in a greenhouse through using modern methods. 

 

Population and sampling 

Considering the targeted population of consumers in restaurants is not feasible to include 

in the research timeline, the accessible population for the quasi-experiment is defined to 

be the customers visiting Taste Lab and Roots (figure 4) (Asiamah et al., 2017).  

The customers can be divided into Hotelschool students, its employees, and a small 

number of external visitors making use of the F&B facilities. The sample profile of the 

field study is 80% students of which the average age is 21 years old, 20% staff of which 

the average age is 52 years old, 65% is female and 35% male, at last, 45% is 

international and 55% is Dutch (de Visser - Amundson, 2022). 

 

 

 

 

 

 

 

 

 

 

 

  
 
     Figure 4: General, target, and accessible population  

 

 

Data analysis 

As the daily population fluctuates depending on external factors like scheduled classes or 

upcoming deadlines, the research is based on set daily dishes at both Taste Lab and 

Roots throughout the five weeks (App 9.5). The data analysis is focused on comparing 

the quantity of sold dishes to the total amount sold in the entire food outlet to gather 

relative data. Research shows relative data with different numbers and products provides 

more consistent and reliable results in comparison to absolute judgments (Stone et al., 

2021). This quantitative data collection is done by the banqueting MOs and instructors 

through printing and collecting the F&B sales reports. Thereafter they have been handed 

over to the researching student (App 9.6; 9.7).  

 

The quantitative data analysis will be carried out through the following SPSS tests (App. 

9.10; 9.11): 

1. Univariate analysis 

2. One-way analysis of variance (ANOVA test) 

3. Chi-Square test 

 

3.3 Ethical data management 
As the entire food outlet consists of four sub-sections, we are dealing with a limitation in 

controlling all variables. For the sections Taste Lab and Roots we will compare purchases 

of the same dishes every week. However, the additional product range in the remaining 

outlets is not influenced meaning the population’s choice is affected by external factors.  

Customers of food 

purchasing industry 

Customers in 

restaurants 

Customers of 

Taste Lab and 

Roots 

General population 

Target population 

Accessible population 
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Moreover, the quasi-experiment is focused on measuring the difference in consumer 

behaviour after being influenced by the posters. The lack of explanation on the posters 

could be a limitation as it only mentions the growing method, but not the advantages, or 

disadvantages. To eliminate this limitation, the MOs have been informed about the 

conditions to ensure sufficient knowledge in case consumers propose a related question. 

 

Additionally, the practicalities of the experiment have been changed from week 2 

Thursday onwards, meaning the posters are not stuck to the counter of Taste Lab and 

shop window of Roots, but the visualization has changed to plastic signs. This could lead 

to insignificant results, for the first week of testing, however, there is a second week of 

data collection for condition 1. Therefore, the effect on reliability will be minimal.  

 

3.4 Qualitative data collection 
Data collection method 

After finalising the quasi-experiment, the researching student decided for a second data 

collection method, namely a focus group, to gather more qualitative data focused on 

consumer knowledge and conscious behaviour. Focus groups are identified as group 

interviews used to generate data by stimulating an interactive conversation. This method 

is particularly used to explore people’s knowledge and experiences and further insights 

into their decision-making process (Kitzinger, 1995).  

A mixed method is a research approach that combines both quantitative and qualitative 

methods to create a broader overview of insights and hence a stronger solution to the 

problem (Almeida, 2018). Moreover, it has been advocated in business and management 

research as it is likely to overcome weaknesses linked to only one method (Bryman, 

2006).  

This qualitative research method will be focused on testing the current knowledge of the 

accessible population and their purchasing behaviour. Research has shown a traditional 

focus group is most effective with 6-12 participants and approximately six open-ended 

questions with pre-set prompts for each question whenever an initial response is minimal 

(Nagle and Williams, 2019)(App. 9.9). Considering the researching student is located 

abroad, it is necessary to host the focus group online as the researched population is 

located in The Netherlands. A study focused on online focus groups has stated that the 

most recent years have led to many opportunities to gather data, but have also seen 

differences with face-to-face focus groups concerning group interaction and the ability to 

obtain information (Stewart and Shamdasani, 2017). As a result, it has been chosen to 

host a focus group with six individuals to stimulate group interaction and consequently 

obtain in-depth insightful information (App 9.12). 

 

Population and sampling 

Convenience sampling will be used as the most practical sampling method to determine 

the participants of the focus group considering the goal of the data collection. Research 

states that through including customers with characteristics (gender, age, profession) of 

the overall population, a greater reach of the population will be represented (Sharp et al., 

2012; Nagle and Williams, 2019)(App. 9.12).  
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Data analysis 

The data analysis of the qualitative data 

will be done through deductive coding. 

Labelling and organizing the qualitative 

data by different themes and relationships 

will make it easier to interpret the gathered 

insights (Auerbach and Silverstein, 2003). 

The predefined set of codes will help 

identify the relevant data to answer the 

MRQ which are the following: Consumer 

knowledge (traditional farming methods, 

greenhouse farming methods, preferences, 

and socially responsible behaviour), and 

purchasing behaviour (nutrition, budget, 

quality, and accessibility). The level of 

knowledge will be measured against the 

revised bloom’s taxonomy model (figure 5) which focuses on identifying the position of 

the targeted population. The model is focused on knowledge based on six cognitive 

processes, to help clarify the most useful future objectives (Anderson and Krathwohl, 

2001).   

 

3.5 Ethical data management 
The setting of an online environment may cause a distant atmosphere leading to limited 

discussions hence insights regarding the research topic. Therefore, the moderator should 

ensure a safe and involved dialogue by asking everyone’s opinion and regularly ask or 

any remaining comments or questions. In addition, the number of participants is 

relatively minimal which could lead to an incomplete representation of the population. To 

minimize this limitation, the participants will be questioned regarding their personal 

behaviour as well as their awareness regarding the knowledge of their network (App. 

9.12) 

  

Figure 5: Revised Bloom’s Taxonomy  
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3.6 Results & analysis   
 

3.6.1 Sub-research Question 1  

 

To what extent do different growing techniques subconsciously influence the purchasing 

behaviour of the accessible population within Taste Lab and Roots? 

 

General descriptive analysis 

The descriptive data shows the number of experimental days, the frequency of days of 

the week, and the frequency per condition. The data shows there is an equal division 

between days of the week as well as the condition which increases the reliability of the 

gathered data (App. 9.10.1). Nevertheless, the total number of data collection days is 22 

(7/7/8) which makes N relatively small and therefore increases the chance for false 

positive. For further descriptive statistical analysis see 9.10.2; 9.10.3. 

 

Non-Parametric Chi-Square tests 

When conducting the Chi-Square tests 

the combined sales of Roots and Taste 

Lab (figure 6) clearly show that 

traditional farming exceeds the sales of 

the greenhouse traditional and the 

greenhouse scientific (439 > 274; 255) 

App. 9.11). (X² (N = 968 ) = 51.264 , P 

< .001) indicates the significant result of 

the combined results. 

 

A further breakdown of the results 

between Roots and Taste Lab both 

indicate a significant result. For Roots (figure 7)( X² (N = 567) 

= 71.841, P < .001) the traditional greenhouse sales are higher than the scientific and 

traditional greenhouse. When comparing these two methods greenhouse traditional holds 

the majority of sales (164 > 122) which was also indicated in the combined results. For 

Taste Lab (figure 8) the results of traditional farming are also significant ( X² (N = 401) 

= 8.623, P = .013), but an inconsistent pattern occurs between the remaining two 

farming methods when comparing this to Roots (greenhouse traditional (110) and 

greenhouse scientific (133). A following Chi-Square test between these remaining two 

farming methods has identified a preference for greenhouse traditional farming over 

greenhouse scientific farming ( X² (N = 286) = 6.168, P = .013) (App. 9.11). 

 

  

 

 

  

Figure 7: Results Roots 

 

Figure 8: Results Taste Lab 

 

Figure 6: Combined results 
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Conclusion 

The results of the experiment have given more insights into the consumer behaviour of 

the population. The overall pattern shows that traditional farming methods are preferred 

by the accessible population rather than greenhouse traditional and greenhouse 

scientific. Regarding the greenhouse traditional and greenhouse scientific it has a less 

evident pattern, but the tests show that the sales for traditional greenhouses are still 

higher than the scientific. 
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3.6.2 Sub-research Question 2  

 

To what extent is the accessible population aware of the different farming techniques and 

their implications? 

 

When discussing traditional agriculture during the focus group, participants mentioned 

two different views. Firstly the, expected, idea of human-intensive, natural craft: “The 

image of farmers working on land and no new techniques being involved in the process.” 

and “(…) working in the fields, from the ground and harvesting the vegetables”. 

Thereafter, participants started elaborating on the shift from hand-intensive labour to 

technical labour they have been noticing: “However, nowadays more and more machines 

and vehicles are used within this process, like tractors (…) I think the farming is way 

more separated now than it was decades ago.”. 

 

For greenhouse farming the participants had a common image of industrialised farming 

through the use of machines resulting in efficiency: “Greenhouse farming is a more 

industrialised way of producing crops because it is more efficient and you do not need to 

worry about seasonality and space (...)”.  

 

After discussing the general image of the farming methods, the participants were asked 

about their knowledge regarding the implications of both practices. Both positive and 

negative sides regarding the social and environmental aspects were mentioned. For 

traditional farming people were stating fewer chemicals were used resulting in healthier 

products, “Traditional farming means local products; short food-print and less/no 

chemicals.”. When others claimed pesticides and chemicals are often used resulting in 

monoculturalism: “The biggest problem (…) is monoculturalism and we use chemicals to 

kill bugs and the diseases. If there is a field with a lot of variety then nature will take 

care of that.”  

 

Regarding the implications of greenhouse farming, the negative side was mostly focused 

on energy usage and the controlled growing process through unnatural resources: “Well 

the greenhouses cost a lot of energy and I can imagine they use a lot of additional 

chemicals to make sure the crops grow as they want (…) ”. The positive sides were 

stating the efficiency and hence high quantities: “ (…) you can place them everywhere 

and you can grow things vertically. Whenever you have little space you can still farm a 

higher quantity.”  

 

In general, the participants mentioned that there is a fundamental lack of knowledge 

amongst the population. It was stated that the general awareness regarding worldwide 

challenges is growing, but the urgency is not felt by many: “I think people are getting 

more knowledgeable, but indeed it is just not talked about. It does not seem like a 

priority (…) “ and “I think people have a general knowledge that it is happening but it is 

very hard to do anything about it”. As a result, they have noticed a slow movement as 

people are not sharing and applying their knowledge: “It is just really not talked about.”. 

 

Conclusion 

It can be concluded that the accessible population is in between the remembering and 

understanding scale of Bloom’s Taxonomy (Anderson and Krathwohl, 2001). The findings 

show that some have a valid, more in-depth level of knowledge regarding farming 

practices. Whilst others had minimal knowledge about the topic or had wrong theoretical 

statements.  

 

In general, the participants felt that the lack of knowledge amongst the population is one 

of the main problems. In their point of view, people are not feeling the urgency or 

spreading their knowledge sufficiently, additionally, the information requires people to 

potentially change their behaviour which they identify as challenging.  
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3.6.3 Sub-research Question 3 

 

What are the most deciding factors for the accessible population when purchasing a meal 

in Taste Lab or Roots? 

 

Based on the conducted focus group, waiting lines have been identified as one of the 

most important factors for food choice in Taste Lab or Roots: “I don’t like waiting for a 

long time, (…)”. Due to external factors such as meetings or deadlines, consumers 

identify the dish itself to be less of a deciding factor: “ (…) due to all the meetings I just 

choose for a shorter line”. From previously mentioned research, it can also be supported 

that consumers are affected by the accessibility of products (MacNell, 2018; Szegedyné 

Fricz et al., 2020). 

 

The second identified factor would be the ingredients of the dish depending on the 

consumers' needs. Some clarify they focus on vegetarian dishes, so mostly purchase 

dishes at Roots, whilst others focus on meat dishes due to habit. “Number 1: vegetarian 

option (…)” and “(…) I love to eat meat as I grew up with this culture (…)”. 

This behaviour is therefore reliant on consumer priorities in terms of nutrition, 

sustainability, and taste. The participants have confirmed there are enough options 

available to meet everyone’s needs and generally, the food has become more healthy in 

comparison to previous years: “I like that the food has changed to more healthier options 

which assure you will have something nutritious in your system (…)”. 

 

At last, budget is also identified as a relevant purchasing factor. As the prices are 

generally considered low in Roots and Taste Lab, consumers are more focused on price-

value rather than ‘cheap’: “All dishes are generally well prices (…). Price value is 

important for a lot of people, definitely most students”. 

 

Conclusion 

Findings show that all consumers have different priorities when purchasing at Taste Lab 

or Roots. The main evidence shows that waiting lines are the biggest deciding factor due 

to external obligations. In addition, the ingredients of the dish are a dependant factor as 

an increasing number of consumers is becoming vegetarian, hence eliminating several 

options. In general, consumers seem to outweigh waiting lines and ingredients of the 

dish to make their decisions. A third identified relevant factor is the price-value of the 

dishes considering many consumers are students with a limited budget. 
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3.6.4 Main Research Question  

 

To what extent does the origin of locally produced products (farm vs greenhouse) 

influence the purchasing behaviour of Taste Lab and Roots consumers within Hotelschool 

The Hague? 

 

The findings have shown that there are two important aspects when answering this 

question. The consumer purchasing behaviour and the knowledge and awareness of the 

consumer regarding different farming methods. 

 

For the consumer purchasing behaviour, it can be concluded from the quasi-experiment 

that traditional farming is clearly preferred over greenhouse farming, even though 

greenhouse farming is considered the more responsible option considering the current 

worldwide challenges (Yano et al., 2021; Annunziata and Mariani, 2018). Findings from 

the literature overview and the focus group can substantiate this behaviour due to 

behavioural habits and lack of knowledge (Verbeke, 2011; Coyle and Ellison, 2017). 

Moreover, other purchasing factors, like waiting lines or price (Li and Kallas, 2021; Su et 

al., 2019) seem of higher importance for consumers when purchasing a meal: “(…) 

depending on how long it will take to get the food” (App. 9.12.2). 

 

Regarding the knowledge and awareness, findings show that consumers generally know 

that both farming methods have somewhat of an impact on society. Nevertheless, the 

average level of knowledge is lacking due to a lack of education (Wang et al., 2022; 

Marty et al., 2021) and a lack of urgency (Balqiah et al., 2020). Research shows that 

consumers would be willing to make changes and adjust their behaviour with the right 

guidance and support, leading to a rise in interest in socially responsible behaviour 

(Miličić et al., 2017; Buerke et al., 2017). “(…) I really did not have any idea, but I am 

interested to learn more about it” (App. 9.12.2). 

 

To build further on these findings, the next chapter discusses a potential solution that is 

focused on the main conclusion of this research. 
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4 Solution Design 
4.1 Solution 
Considering the identified problem, the main goal of the solution is focused on increasing 

the consumer knowledge and sense of urgency of Taste Lab and Roots consumers 

regarding their social and environmental purchasing behaviour.  

As mentioned in the literature overview, higher levels of education lead to an increased 

interest in e.g. sustainable farming methods and general health awareness (Wang et al., 

2022; Marty et al., 2021). Walsh (2022) has created a holistic approach through his 

research by combining both theoretical and practical education to improve the quality of 

learning. On the other side, marketing has been identified as an efficient way of 

increasing one's knowledge.  

Consequently, a dissemination of the quasi-experiment results (App. 9.13) was organised 

to present the results and potential solutions. From the dialogue and previous research, it 

can be concluded that the fundament of an educational solution would offer more 

prospects and the dissemination of the solution will focus on marketing. The study 

conducted by Juhl and Poulson (2001) has shown that the effectiveness of marketing 

techniques depends on the level of processing by the consumer. They concluded only 

29% of consumers combine this information within their decision-making process. On the 

contrary, for education, participants are actively confronted to learn about a new topic of 

interest, hence more knowledge is created effecting their long-term decision-making 

(McCluskey, 2015). 

Based on the conducted research, previously mentioned conclusions, and second 

dissemination (App. 9.15), it is recommended to implement a field trip including an 

educational workshop for the accessible target market. This will introduce them to the 

physical environment, create a sense of urgency and increase their basic knowledge 

about farming methods and their implications. The destination for the field trip will be a 

farm, like Remeker (App. 9.16), where the workshop could also be held. 

The face-to-face workshop is focused on testing the current population's knowledge and 

providing expert knowledge accordingly. Several studies over the past decades have 

shown that workshops significantly help increase the knowledge and skills of the 

participants (Anwar, 2019; Cimermanová, 2018; Morrato et al., 2015). The entire field 

trip is structured through four phases; vision, design, act, and learn (figure 9). These 

phases will be discussed more in-depth in the chapter: Implementation. 

In the longer term, this solution is meant to stimulate the 

conversation amongst the accessible population and reach 

the understand and apply phase (Anderson and 

Krathwohl, 2001) by increasing the general knowledge of 

the entire population through word-of-mouth. This form of 

communication is considered one of the most powerful 

marketing tools nowadays (Gildin, 2022; Chen and Yuan, 

2020).  

 

  

Figure 9: Four Phases 
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Socially acceptable 

 

The solution is focused on improving the educational 

program of Hotelschool The Hague and contributes to the 

promotion of socially and environmentally friendly 

behaviour. In the long-term, it aims to increase the general 

level of awareness due to the power of word-of-mouth post-

solution. Considering the worldwide challenges, it is needed 

and expected from organisations to contribute to fighting 

these challenges. This solution can be one of several aspects 

for Hotelschool The Hague. 

Economically 

interesting 

 

All departments, e.g. Future of Food (FoF), have an 

allocated budget per semester (App. 9.15), which is used for 

field trips and activities. Moreover, the estimated costs for 

the solution are location, external speaker, and food 

facilities. From previous invoices it can be stated, the total 

costs will be under €1000, which is the average for a FoF 

field trip. Therefore, this solution is economically interesting. 

Technically feasible 

 

The solution requires time dedication in terms of creating 

the structure and content of the workshop together with the 

field expert. Thereafter, food and beverages will be available 

at the location. This will allow for a successful 

implementation of the solution.  

 

4.2 Stakeholders 
Before designing the dissemination methods and implementation processes, a 

stakeholder map (figure 10) has been created to identify key stakeholders and prioritize 

them on interest, influence, and financial investment (Savina, 2019). 

  

  
Figure 10: Stakeholder 

Map
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4.3 Dissemination 
 

1. Results presentation (App. 9.13) 

 

Communication 

channel 

 

Microsoft Teams meeting 

Stakeholders 

 

Commissioner Ms de Visser, F&B instructors, and involved 

MO students  

  

Content 

 

Providing an overview of the full research set-up and 

underpin why initial decisions have been made, followed by 

a summary of the key findings of the quasi-experiment and 

the next steps for the research. 

 

Timing 

 

10 October 2022 

Objective 

 

Sharing insights regarding the researched topic and 

discuss/advise the following steps for future research lines 

to increase the knowledge regarding sustainable 

consumption. 

 

 

3. Social media (App. 9.17) 

 

Communication 

channel 

 

HTH LinkedIn and HTH Intranet 

Stakeholders 

 

HTH Community, Board of Directors 

Content 

 

An infographic summary of the workshop insights (simple 

and structured to understand) including a picture of the 

workshop, main key conclusions, and tips for the entire 

population to increase their sustainable consumption.  

 

Timing 

 

17 May 2023 

2. Solution presentation (9.14 – 9.19) 

 

Communication 

channel 

 

Microsoft Teams meeting 

Stakeholders 

 

Future of Food faculty 

Content 

 

Presenting the research outline including data collection 

methods and conclusions. The initial solution was presented 

thereafter and feedback was provided to strengthen the 

underpinning and efficiency of the solution. 

 

Timing 

 

6 January 2023 

Objective 

 

Gather expert stakeholder insights to increase the effectivity 

and structure of the solution. 
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Objective 

 

Raise awareness regarding sustainable consumption and 

related farming methods and increase curiosity regarding 

the topic. 

 

 

 

  

4. Research client deliverables 

 

Communication 

channel 

 

Deliverables will be shared via HTH Research Centre and 

personal e-mail communication 

Stakeholders 

 

HTH Research Centre, Commissioner Ms de Visser, Focus 

Group Participants, F&B Instructors, and Involved MO 

Students.  

 

Content 

 

The deliverable includes the preliminary research, the 

complete set-up, the findings, and conclusions, followed by 

the strategic advice for future research. 

 

Timing 

 

6 February 2023 

Objective 

 

Providing new insights regarding the topic which can lead to 

further more in-depth research about consumer behaviour 

related to sustainable consumption. 
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5. Implementation 
 

To ensure a smooth implementation process of the solution, a detailed overview should 

be created, summarizing the time-line, action plan, objectives, and stakeholders 

involved. As mentioned the activity design is based on four phases which are indicated by 

the coloured items at every step (Sessionlab, 2022). This report includes an overview of 

the necessary tasks to organize an impactful field trip. Through organizing the second 

dissemination (App. 9.15), specific examples and realistic improvements have been 

added. All detailed overviews can be found in the appendices (9.14 – 9.21). 

 

1. Set goal for the field trip 
 

Every project should start with setting a clear intention and realistic end-goals to help 

clarify the purpose on the long-term. This helps to set priorities, allocate resources, and 

ensure a collaborative common objective (Bowen, 2018; Malik, 2021). Hence, the 

following goal has been created; reach a 30% increase in knowledge regarding farming 

methods and a 30% increase in urgency through organising a field trip including a 100-

minute workshop regarding farming methods and their implications.  

Stakeholders involved: FoF faculty 

 

2. Define participants 

 

The next step is to define the participants of the field trip by analysing the educational 

calendar and accessible population. For this implementation outline, it has been chosen 

to focus on students following the minor FoF, considering the suitability within their 

curriculum. Moreover, this decision has been made to further involve stakeholders in 

creating this implementation plan. Nevertheless, the final implementation plan is 

applicable for all consumers of Taste Lab and Roots depending on availability in the 

educational calendar. 

Stakeholders involved: FoF faculty 

 

3. Create a field trip schedule 
 

To ensure a smooth execution of the field trip, the faculty should create a detailed 

schedule including the stakeholders, location, time planning, materials, and budget. This 

will lead as a guideline through the organisation of the field trip and increase efficiency 

and structure accordingly (App. 9.14) 

Stakeholders involved: FoF faculty 

  

VISION 

 

VISION 

 

VISION 
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4. Contact the location (e.g. Remeker)  
 

Determining the location of the field trip is of great importance considering the goal of 

the workshop. The location should be in The Netherlands at a farming site with 

sustainable practices. This could be a conventional farm with sustainable practices or a 

greenhouse with modern techniques. A potential location could be Remeker as FoF has 

visited this site before including a tour and workshop at their on-site event space 

(Remeker, 2023)(App. 9.16). 

Stakeholders involved: FoF faculty, external location 

 

5. Contact the field expert (e.g. Jelleke de Nooy) 
 

The workshop on-site will be hosted by a field expert within the food industry, hence the 

importance to determine this expert timely. This expert must have sufficient knowledge 

regarding farming methods, sustainable consumption, and food processes. For example, 

Jelleke de Nooy could be hosting the workshop as she works as a consultant regarding 

the transition to sustainable inclusive food and farming systems (App. 9.17). 

Stakeholders involved: FoF faculty, field expert  

 

6. Finalize the agenda of the workshop 
 

After defining the ‘why’ and ‘who’, it is time to focus on the ‘what’. The agenda for the 

workshop should include key objectives, main activities, designated host, and necessary 

materials. Moreover, all additional details related to the workshop should be defined, 

including time and place, the content of the agenda, visuals, pre-workshop 

communication, and identifying potential queries or bottlenecks during the workshop 

(Reina, 2005). It is of utmost importance to identify all relevant stakeholders to prevent 

any miscommunication. A potential full set-up of the workshop can be found in app. 9.18. 

Stakeholders involved: FoF faculty, Field expert 

 

7. Communication and preparations for the field trip 
 

The final step before executing the field trip and workshop is focused on final 

communication regarding the structure of the day towards the participants. Thereafter, 

there should be a final check with both the field expert and external location to confirm 

the information. At last, the visuals should be finalised and materials should be gathered 

(App. 9.19). 

Stakeholders involved: Participants workshop, FoF faculty, Field expert, External location 

  

DESIGN 

ACT 

DESIGN 

DESIGN 
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8. Execute the field trip 
 

The execution is where the faculty and participants execute the field trip and the field 

expert puts all workshop preparation into practice. The set agenda is followed whilst 

leaving enough room for open discussion during the workshop itself (Christodoulou et al., 

2013). At the end of the workshop, there is time set to discuss any verbal feedback and 

remaining questions regarding the topic. 

Stakeholders involved: Participants workshop, FoF Faculty 

 

9. Collect insights and disseminate results  
 

After completing the field trip, it is time to learn and reflect on the process. The main 

focus of this step is to gather the participant’s learning curve through a before- and after 

measurement. 

To extend the reach of the field trip, the insights will be combined into figures and 

information which will be distributed via multiple social media channels (LinkedIn and 

HTH Intranet Website). This distribution method is meant to trigger the conversation of 

sustainable consumption amongst the entire population and raise curiosity. (App. 

9.20;9.21) 

Stakeholders involved: Board of Directors, HTH Research Centre, FoF Faculty, HTH 

community, Participants of Workshop, Focus Group Participants, F&B Instructors, and 

Involved MO Students 

 

 

 

  

LEARN 

ACT 
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6. Evaluation 
 

To measure the effectivity of the field trip, a before/after assessment will be done. This 

measurement will focus on determining the effect of the field trip on the participants' 

knowledge and sense of urgency (Baker, 2011). The pre-assessment will help identify the 

initial level of knowledge and possible misconceptions regarding the topic. The post-

assessment is used to determine whether the learning outcomes/objectives have been 

reached. 

When creating the survey, it is most important to identify the structure and hence 

question types (Brace, 2018). The difference in questions between topic-specific and 

more generic should depend on their overall purpose in comparison to the other 

assessment (Meads and Davenport, 2009). The overall focus will be on measuring their 

general feelings towards the field trip, their knowledge level, and identifying potential 

points of improvement for future field trips. To avoid any inaccurate data, the 

introduction notes that considering the goal, participants are solely asked to answer 

according to their current knowledge, not accordingly to their expected knowledge. 

Moreover, the multiple choice answers also include incorrect options to avoid 

manipulation of the participant. 

Questions before-survey (App. 9.20) Focus 

1, 9 General sentiment 

2, 3, 4, 5, 6, 7 Knowledge 

7, 8 Urgency 

 

Questions after-survey (App. 9.21) Focus 

1, 2, 3, 4, 5 General sentiment 

6, 7, 8, 9, 10 Knowledge 

11, 12 Urgency 

13, 14, 15 Feedback 

 

The knowledge and urgency results will be evaluated through using KPIs focused on 

percentual changes per question, positively or negatively. These results will give insights 

into the shift in knowledge regarding farming methods and the potential shift in urgency. 

Moreover, the general sentiment and feedback aspects will be processed manually to 

improve the organisation for future similar events. 
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7. Academic reflection 
 

Research design and future research 

The fundament of the research including the problem statement and research context 

was clearly set. Reflecting on the overarching topic focused on sustainable consumer 

behaviour, additional farming methods could have added interesting aspects, like organic 

farming. When realizing this potential, the experiment had already been conducted, 

therefore it did not make sense to adjust these details in the study. Hence, further 

research should focus on including additional sustainable farming principles, like organic 

farming.  

The quasi-experiment was conducted under the close guidance of Ms de Visser – 

Amundson to maximize reliability and sufficient data analysis. When reflecting on this 

process, more time to execute the study would have been helpful to ensure reliable data 

collection. Considering the timeline, the study was executed well and stakeholders were 

well-managed through consistent communication. An additional aspect that could have 

increased the validity of the quasi-experiment was observations. Through observing body 

language or consumer behaviour at the outlets, more behavioural facts regarding 

purchasing behaviour could have been collected than solely numbers can conclude. 

With regards to the focus group, the execution was circumstantial considering the 

researching student was located in Singapore. Ideally, the focus group would have been 

held in real-life with more participants, which was expected to result in more insightful 

face-to-face discussions, hence decreasing the reliability. Nevertheless, the researching 

student is satisfied with the outcomes of the actual focus group as the findings were 

more insightful than expected. 

The suggested educational solution is the best solution on short-term to increase 

consumer awareness regarding the research topic. The problem of sustainable 

consumption is bigger than solely focussing on farming methods, hence future research 

is necessary to build on a more impactful educational movement to increase general 

awareness.  

Value for stakeholders 

Considering the close collaboration on the research set-up, the SPSS data analysis, and 

dissemination, this study has been a valuable addition to the overarching research line of 

the commissioner. For future research, it would be interesting to investigate consumer 

awareness more in-depth. To what extent are they feeling urgency regarding sustainable 

consumption? Or how interested are they in learning about sustainable practices? 

Additionally, it would be relevant to research how to most effectively influence long-term 

consumer behaviour. What are the best approaches to educate or shift their (purchasing) 

behaviour with regards to the worldwide challenges?  

For the FoF Faculty, the findings offer great potential for future educational topics to 

improve the awareness of the population and hence stimulating sustainable behaviour. 

The continuous improvement would be concluded from the post-field trip survey and its 

qualitative data to involve the participants' experience. 

For the F&B instructors, the research insights are less valuable as they need more useful 

information to adjust their marketing towards sustainable consumption. However, the 

insights regarding purchasing factors are useful for them to manage the environment in 

the outlets and potentially consider this during their practices. Future researching 

students can help study this topic and suggest solutions accordingly.  
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9. Appendices 
9.1 Appendix: Proof of LYCAR Proposal and Feedback 
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9.2 Additional literature overview 
 

Potential barriers 

The six identified possible barriers between consumers from using the available 

information and making sustainable choices: 

 

1. Exposure does not lead to perception. Consumers simply do not notice the label, 

because they are time pressured when shopping and most purchases are made 

habitually.  

2. Perception leads only to peripheral processing. Consumers see the label, but do 

not care to make an effort to understand what it means. It may still affect their 

choices, though.  

3. Consumers make ‘wrong’ inferences. Consumers do see the label, make an effort 

to understand what it means, but draw the wrong inferences. They may end up 

buying the product, but for the ‘wrong’ reasons.  

4. Eco-information is traded off against other criteria. The price may be higher, the 

taste is not good, the family prefers something else.  

5. Lack of awareness and/or credibility. Consumers who want to make sustainable 

choices may find it hard to carry them out in practice.  

6. Lack of motivation at time of choice. While consumes have a positive attitude 

towards sustainability, this attitude is not so strong that it affects behaviour in all 

situations where sustainability may be a criterion. We can say that consumers 

‘forget’ about their positive attitude to sustainability when making food choices. 

Such ‘dormant’ attitudes are a major factor in explaining discrepancies between 

attitude and behaviour 

 

  
Figure 11: Hierarchy of effects of eco-labels and potential barriers (Grunert, 2011) 
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What technique of growing vegetables is most favourable considering the 

current and future worldwide challenges? 

 

Different farming methods have been innovating and growing over the past centuries. 

Traditional farming is known as cultivating land through the use of indigenous 

knowledge, natural resources, effective land use, and traditional tools (Dennell, 1979). 

This method stimulates polyculture farming of combining multiple ecosystems within one 

area. The reduced use of chemicals and increased use of natural resources like insects 

and worms. (Majavu, 2022) 

Due to the growing demand for food resources and the growing economical benefits 

producers the ‘new’ traditional farming image has shifted towards agroforestry 

composting, intercropping, water harvesting, and crop rotation (Hamadani et al., 2021). 

These new methods boost the quantity of produce, but through the increased usage of 

pesticides, chemicals, and additional modern techniques, the soil health, water quality, 

and biodiversity has been carrying the burden (Pinduoduo, 2021). This shift in agriculture 

has led to a depletion of soil nutrients and deforestation which eventually causes 

decreased certainty of successful harvest. It can be considered as a vicious circle where 

farmers seek the highest quantity of products, hence they use the most efficient tools 

and resources, resulting in depletion of the natural resources available, which reduces 

the capability to reuse the farmland as the chances of a success harvest have 

significantly reduced (Gilbert, 2022). This vicious circle eventually leads to an increased 

depletion of farmland and complications during the harvesting period due to increased 

intense weather circumstances caused by climate change or issues related to lack of 

natural resources.  

Greenhouse farming methods allow farmers to grow crops and vegetables year-round 

in a controlled environment whilst ensuring high-yielding and high-quality products (Yano 

et al., 2021). This newly developed farming method controls the light, humidity, 

ventilation and temperature to create an optimal ecosystem for the specific crops. Due to 

the highly controlled environment, high-yielding can be reached and an increased level of 

yearly harvests (R. Shamshiri et al., 2018). However, these greenhouses do require high 

amounts of energy to control the environment. Over the past years, there have been 

rapid developments to shift greenhouses to renewable energy to increase the 

sustainability of this practice (Ahamed et al., 2019; Vadiee and Martin, 2014).  

Conclusion 

Considering the worldwide challenges, of the upcoming food crisis to feed over 10.9 

billion by 2100 and the fight against climate change, it can be concluded greenhouse 

farming is currently significantly more opportunistic than traditional farming.  
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9.3 Appendix: Visuals experiment 
     

  

Taste Lab condition: 2 Taste Lab condition: 3 

Roots condition: 2 Roots condition: 3 

Taste Lab condition: 1 

Roots condition: 1 
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9.4 Explanation per condition 
To further explain the three different farming methods (traditional farming, traditional 

greenhouse farming, and scientific greenhouse farming) used during the quasi-

experiment and the visual representation in Taste Lab and Roots.  

 

Traditional farming is focused on the methods and practices which are based on 

traditional tools, natural resources and effective land use. Research shows that people 

generally feel that these locally produced products are fresher, more nutritious, tastier 

and safer than substitutes in the market. As you can see on the posters we have used. It 

represents a gentleman outside on the field in casual clothing, keeping track of the 

harvest of the vegetables. 

 

Nowadays traditional farming has shifted towards mechanical techniques and chemical 

substances affecting the environment. The main reason this shift is being made is to 

increase the quantities per harvest to eventually increase their profitability. Besides their 

own economical benefit, this growth in production is necessary in general as the global 

population is expected to increase from 7.7 billion in 2019 to 9.7 in 2050 To ensure 

enough food for this growing population is considered one of the biggest challenges 

nowadays for the food industry.  

 

Back to the traditional farming method. Apart from the increase in volume of these 

traditional modernised techniques, they also result in a depletion of soil nutrients, soil 

erosion, deforestation, and crop failure heavily affecting the environment.  Additionally, 

chemical pesticides are used to prevent any pests or outside intruders which can 

eventually have an effect on the food nutrition or human health. So even though the 

quantities are highly increased, the effects on the environment and one’s health bear the 

brunt of these techniques. 

 

Then scientific farming which we can consider the exact opposite of traditional farming. 

For the  poster we have used a picture of a scientist in a lab coat with a tablet. Moreover 

the greenhouse shows modern equipment in terms of lighting and techniques. We have 

done this to portrait someone who is focused on experimenting and artificially controlling 

the setting these products are grown in. Greenhouse farming allow farmers to grow 

vegetables in a controlled environment meaning they control the light, humidity, 

ventilation and temperature to create optimal growing circumstances. The scientific 

developments in greenhouses itself have lead to many advancements in terms of food 

produce, quality, volumes etc. You can think of multiple rows of fields, mobile shading, 

and cooling systems. Foods are kept under such strict and controlled circumstances to 

ensure the harvest will be a success within a shorter timeframe. Therefore this means: 

increased volumes, less time, and healthier products. Greenhouses are considered the 

future of agriculture when focusing on climate change, the growing population and 

nutritious healthy products.  

 

Moving on to the greenhouse traditional farming, this was meant as an intervention. 

From previous studies we were already aware there was a preference for traditional 

farming in comparison to scientific farming. Therefore, we were wondering if this 

combined scenario of the greenhouse with the modern methods, but portrait with 

traditional methods, would increase the number of sales in comparison to the scientific. 

For the poster you can see that we have used a picture in a greenhouse, but traditional 

maintenance as the person is watering the plants by himself.  
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9.5 Appendix: Weekly overview experiment 
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9.6 Appendix: Results Roots experiment 

 

 



LYCar Company Report – 2022/2023 Block C – Lauren de Boer – 782026 

55 
 



LYCar Company Report – 2022/2023 Block C – Lauren de Boer – 782026 

56 
 



LYCar Company Report – 2022/2023 Block C – Lauren de Boer – 782026 

57 
 



LYCar Company Report – 2022/2023 Block C – Lauren de Boer – 782026 

58 
 

 

  



LYCar Company Report – 2022/2023 Block C – Lauren de Boer – 782026 

59 
 

  



LYCar Company Report – 2022/2023 Block C – Lauren de Boer – 782026 

60 
 

  



LYCar Company Report – 2022/2023 Block C – Lauren de Boer – 782026 

61 
 

  



LYCar Company Report – 2022/2023 Block C – Lauren de Boer – 782026 

62 
 

  



LYCar Company Report – 2022/2023 Block C – Lauren de Boer – 782026 

63 
 

  



LYCar Company Report – 2022/2023 Block C – Lauren de Boer – 782026 

64 
 

  



LYCar Company Report – 2022/2023 Block C – Lauren de Boer – 782026 

65 
 

 

  



LYCar Company Report – 2022/2023 Block C – Lauren de Boer – 782026 

66 
 

   



LYCar Company Report – 2022/2023 Block C – Lauren de Boer – 782026 

67 
 



LYCar Company Report – 2022/2023 Block C – Lauren de Boer – 782026 

68 
 

 

  



LYCar Company Report – 2022/2023 Block C – Lauren de Boer – 782026 

69 
 

 

 

 
One data collection day is not valid as the planned dish could not be made due to a 

delivery error. Hence, the sales data is missing for Roots on 14 June 2022. For the data 

collection in SPSS, it has been chosen to take an average of the valid numbers for the 

total amount of sales.  

 

The unavailable data collection days are due to public holidays in The Netherlands being: 

Hemelvaart. 
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9.7 Appendix: Results Taste Lab experiment 
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The unavailable data collection days are due to public holidays in The Netherlands being: 

Hemelvaart.  
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9.8 Appendix: Visual proof of field experiment 

Condition 1: Greenhouse ‘dirt’
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Condition 2: Greenhouse ‘science’ 
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Condition 3: Traditional dirt farm 
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9.9 Set-up Focus Group 

Questions Sub-Questions Time 

dedication 

When purchasing a meal 

in Taste Lab or Roots, 
what is the most 
important and second 

most important factor you 
base your decision on? 

  

Budget, level of nutrition, 

ingredients, tastefulness, 
sustainability, where do the 
ingredients come from? 

 

12:05 – 12:12 

 

Questions Sub-Questions Time 
dedication 

How would you describe 
traditional farming 
methods? 

 

What image do you have in your 
head? 

12:13 – 12:22 

How would you describe 

greenhouse farming? 
 

What image do you have in your 

head? 

12:23– 12:32 

If you would have to 
compare traditional 

farming methods and 
greenhouse farming. What 
would have your 

preference? 
 

What is your opinion about 
these farming methods? 

12:33 – 12:42 

To what extent does it 
matter to you where your 

vegetables comes from? 
 

Do you have the feeling you 
would purchase certain 

vegetables sooner? 

12:43 – 12:50 

What environmental and 
social consequences are 
you aware of in terms of 

traditional and greenhouse 
farming? 

 

What do you think are the 
biggest consequences of either 
farming methods? 

12:50 – 13:00 
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9.10 Appendix: SPSS Data 

9.10.1 General analysis 

 

 

Figure 12: Descriptive data general experiment 
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9.10.2 Taste Lab univariate analysis 

 

Taste lab analysis  

 

The initial descriptive statistics show a 

deviation in mean between traditional 

farming (x̄ = 19,75) /science farming (x̄ = 

19,00)  and greenhouse traditional (x̄ = 

15,71) assuming there could be a significant 

difference. Contradictorily, the significance 

level (α) = 0,420  (> 0,05) showing there is 

no relation between the farming condition 

and the consumer behaviour (See 9.6.2). 

When adding a covariate (Sandwich sales) (α) = 0,428  

(> 0,05), assuming it remains there is no relation. 

 

Additionally, the one-way ANOVA shows comparable data ((α) = 0,42) and additionally 

the Bonferroni test shows ((α) = 0,644)) or (α) = 0,973)) or (α) = 1,00)) resulting in the 

conclusion that there is a low probability for a false positive as α > 0.05. 

 

 

Figure 14: Taste Lab univariate analysis  

 

 

  

Figure 13: Taste Lab overview 
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9.10.3 Roots univariate analysis 

 

Roots analysis 

 

The descriptive statistics for Roots show an 

increased fluctuating mean than for Taste Lab 

being traditional farming (x̄ = 31,88), science 

farming (x̄ = 17,43)  and greenhouse 

traditional (x̄ = 23,42). Initially assuming the 

mean can display a quantitative effect on the 

purchasing behaviour  

of customers. Further tests show (α) = 0,276 (> 0,05) 

inclining an insignificant results in the univariate tests (See 

9.6.3), meaning the farming methods do not influence the purchasing behaviour of 

customers.  

 

When running the test again with a covariate (Sandwich sales) (α) = 0,110 (> 0,05), 

meaning there is no relation between the two variables. The one-way ANOVA test shows 

(α) = 0,097 (> 0,05), supported by the Bonferroni ((α) = 0,110)) or (α) = 0,461)) or (α) 

= 1,00)) resulting in the conclusion that there is a low probability for a false positive as α 

> 0.05.  

 

 

Figure 16: Roots univariate analysis  

  

Figure 15: Taste Lab overview 
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For both Tase Lab ((α) = 0,420  (> 0,05)) and Roots ((α) = 0,276 (> 0,05)) the 

descriptive statistics show the different farming methods have no effect on the consumer 

sales. When adding a covariate (Sandwich sales) to the study, the results remain 

insignificant. The one-way ANOVA test shows comparable data and the additional 

Bonferroni test shows for both outlets there is low probability for a false positive as α > 

0.05.   

Figure 17: Univariate Analysis Taste Lab including covariate 

Figure 18: Univariate Analysis Roots including covariate 
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9.11 Appendix: Chi-Square tests 
 

When conducting a Chi-Square test for Taste Lab (Figure 18), the data shows a 

significant result (P < 0.05) when comparing all farming conditions ( X² (N = 401) = 

8.623, P = .013), hence rejecting the null hypothesis. Additionally the test for Roots 

(Figure 17) also shows a significant result, ( X² (N = 567) = 71.841 , P < .001). 

 
 

 

 

Further analysis shows that the relative data assumes that when weighing the 

data, traditional farming will outweigh science farming and greenhouse farming 

in all scenario’s meaning consumers are more likely to purchase products from 

traditional farming than the other methods (Figure 19). Figure 17 shows 

(N=567) = 281 > 122, 164 and figure 18 shows (N=401) = 158 > 133, 110, 

resulting in a significant result in expected difference in sales. 

Considering consumers have a clear preference for traditional farming, the 

remaining questions lays with the two remaining farming methods being; 

Greenhouse science farming and Greenhouse traditional farming. When solely 

comparing these two farming methods (Figure 22), the results show a significant 

result in favour of the Greenhouse traditional farming method (N=286) = 164 > 

122. Hence from these results it can be said that greenhouse traditional farming 

methods are preferred after the traditional farming condition. 

 

 

  

Figure 19: Chi Square Test Roots Figure 20: Chi Square Taste Lab 
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Figure 21: Chi Square: Traditional Farming, Science Farming, Greenhouse traditional 

Figure 22: Chi Square: Traditional Farming, Science Farming 
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Figure 23: Chi Square: Traditional Farming, Greenhouse traditional 

Figure 24: Chi Square: Science farming, Greenhouse traditional 
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9.12 Appendix: Focus Group 

9.12.1 Participants focus group 

No. Participant Age Gender Occupation 

1 Mr Koning >40 Male Lecturer 

2 Ms Schepel >40 Female Lecturer 

3 Mr Pille >40 Male Lecturer 

4 Trix Oostwouder <25 Female Student 

5 Raissa Markatin <25 Female Student 

6 Tycho Saul <25 Male Student 

 

Colour coding 

Purchasing factors  

Traditional farming methods  

Greenhouse farming methods  

Preferences in farming method  

Awareness of environmental and social 

consequences 

 

 

9.12.2 Transcript of focus group 

Host:   
Welcome everyone, It was quite a challenge to gather enough people to join today, so 

thank you for being here. A short introduction, I am busy writing my thesis related to 

sustainable food consumption and to gather some more sights I have chosen to host this 

focus group.   
As online is not the most efficient way to host a focus group I would like to establish 

three house rules for this session.  
1. To make sure everyone is able to express their opinion, I would like to ask 

everyone to answer the question I am proposing through replying in the chatbox. 

After which we can further discuss the answers.  
2. If you would like to respond to a fellow participant, please raise your virtual hand 

so we will avoid multiple people talking at the same time.  
3. I have created a times schedule to cover all the questions, so every 7/8 minutes 

we will jump to a different question. If you want to share anything, please do this 

whenever something pops up.  
That is it, so are there any unclarities or remaining questions?  
  

At first I would like to focus on your food choices when purchasing a dish in Taste Lab or 

Roots.  

When purchasing a meal in Taste Lab or Roots, what is the most important and 

second most important factor you base your decision on? Budget, level of 

nutrition, ingredients, tastefulness, sustainability, where it comes from?  

Participant 3:  
Waiting line first and how the demonstration plate looks like second  
  

Participant 2:   
Number 1: vegetarian option/if I like it. Number 2: depending on how long it will 
take to get the food  
  

Participant 4:  
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For me it depends mostly on budget I think, and also the nutrition. So if it is too greasy 

or a lot of calories I do not buy that  
  

Participant 1:  
I often choose a sandwich as the hot stations have long waiting lines and I don’t have 

enough time to wait for that.  
  

Participant 3:  
I agree with that point. Due to all the meetings I just choose for a shorter line.  
  

Participant 1:  
Also I choose vegetarian food as traditional farming is monoculture and mass meat 

production  
  

Participant 6:  
For me it just depends on the dish itself and how it looks. I usually have some time 

during the break so I do not mind waiting for a bit.   
  

Participant 5:  
I don’t like waiting for a long time, so usually it is mix between waiting lines and dish 

itself. If there are two or three dishes I like, I choose the one with the shortest line.  
  

Host:   
I see that you also mentioned vegetarian food and how the dishes look. Do you have the 

feeling there are enough options within Taste Lab and Roots which cover your request?  
  

Participant 2:  
Indeed, there more than enough options. However, the hot sections are mostly focused 

on meat options, so in that sense I prefer Roots as that offers a lot of other vegetarian 

options.  
  

Participant 5:  
For me the price value is a big thing as I don’t have too big of a budget. Also, I love to 

eat meat as I grew up with this culture, so considering those two points of budget and 

meat, it is obvious for me to usually choose this. I do however really respect the initiative 

and I try to eat more vegetarian every now and then.  
  

Participant 6:  
All dishes are generally well priced as the outlets do not make any profit on the dishes 

right? So I think what you mentioned about price value, is important for a lot of people, 

probably mostly students.  
  

Participant 4:  
I like that the food has changed to more healthier options which assure you will have 

something nutritious in your system at the end of the break. Also, I agree with the 

waiting lines, as those discourage me to purchase certain dishes.  
  

Participant 3:  
Definitely agree with healthier options:  
  

Host:   
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To dive a bit more in depth, the experiment that I did in Block D, maybe you 

have seen it, was focused on vegetables within Taste Lab and Roots. So I would 

like to see how much you are all aware of vegetables and where they come from.  

How would you describe traditional farming methods? What image do you have in your 

head?  
  

Participant 4:  
I think of working in the fields, from the ground and harvesting the vegetables.    
Participant 3:  
Traditional farming means local products; short food-print and less/no chemicals. I'm 
focussing more on 'original' looking products (f.e. curved cucumbers) than food market 

nicely looking straight or spot less  
  

Participant 6:  
I think it depends on what you mean by traditional. There is the traditional now where 

they are producing a lot and not being good for the environment, and there is the organic 

and nature farming where they have specific harvesting periods and let the field rest.  
This has more symbiosis. That used to be the case way back. They would have cows, pig, 

and chickens next to crops, so it would be far more than just one product.  
  

Participant 4:  
I would think of farms and big fields where farmers would maintain their crops by hand 

and such tools. However, nowadays more and more machines and vehicles are used 
within this process, like tractors (I don’t know the names of the other types of vehicles). 

I think the farming is way more separated now than it was decades ago.   
  

Participant 5:  
Animal farming, agriculture is unfortunately all i know    
Participant 2:  
It depends: in the Netherlands there are many green houses for vegetables. Traditional 
farming methods to me would be having a piece of land where you grow crop. Fields of 

the same crops is something of the last 30 years, but traditional it would be that you are 
more concerned about what you do to the land and you let the field rest and grow 

different crops next to each other  
  

Participant 1:  
The traditional image of farmers working on land and no new techniques being involved 

in the process.    
  

Host:  
You just mentioned greenhouse farming, how would you describe this method of 

farming? What image do you have in your head?  
  

Participant 2:  
Greenhouse farming is a more industrialised way of producing crops, because it is more 

efficient and you do not need to worry about seasonality and space. In these 

greenhouses you would have rows and rows of for example tomato plants where robot 

arms would exactly know whereto cut off the tomato’s. There is the whole system behind 

and everything is automated, like when they need to get water, fertilizer and so on. A 

huge industry.   
Participant 6:  
I guess greenhouse farming is way more modern in terms of machines and techniques. 

They probably use a lot more chemicals to control the crops and make sure everything 

goes right in the process.  
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Participant 1:  
Mixed feelings: greenhouse farming can be okay, but sometimes it's not, sometimes it's 

energy consuming and on substrate so no nutrients in the food   
Participant 3:  
Greenhouse farming on industrial scale I'm not a big fan; However it also brings back my 

youth: small scale producing fruits and veggies in our back yard to avoid so of the funny 

weather elements of the Netherlands.   
Participant 4:  
I think of warmth, controlled conditions, efficiency and space effectiveness  
  

Participant 6:  
I can’t come up with anything else haha. It has all  been said already.  

  

Participant 1:  
On the other hand, it's a good way of producing food for the cities. Efficient use of farm 

land  
  

Host:   
If you would have to compare traditional farming methods and greenhouse farming.  
What would have your preference? What is your opinion about these farming methods?  

  

Participant 1:  
I think it does not make a big difference between traditional and greenhouse farming, as 

long as it is done in a conscious, sensible, and sustainable way. The thing with modern 

farming in greenhouses that the food is often produced without soil. It is just the roots 

which are in the air and the farmers spray water on it with fertilizer. It is much better to 

eat vegetables from rich soil where there minerals and vitamins and other life forms as 

the whole nature is one big symbiosis.  
  

Participant 4:  
The good thing from greenhouses is that you can place them everywhere and you can 

grow things vertically. Whenever you have little space you can still farm a higher quantity 

than having done that horizontally.   
  

Participant 2:  
It is important that everyone understands better what makes food healthy. It needs a lot 

of variety, different species together. The biggest problem at this point in the food 

industry is that it is monocultural and we use chemicals to kill bugs and the diseases. If 

there is a field with a lot of variety then nature will take care of that.   
  

Participant 6:  
I think everything that is mentioned before makes a lot of sense when discussing it now, 

but before this I had no idea of all theses processes beforehand. Of course everyone is 

getting more and more involved in eating healthier, but we never really get any 

education which is so fundamental. If we want to learn about this, it should be through 

self study.  
  

Participant 3:  
For me the upscaling of producing is the reason for this change in farming. Food is there 

to keep us healthy and fed, but now there is a focus of generating the highest price, due 

to probably the looks, and decreasing the costs. So there is such a big focus on least 

amount of labor and hence generating the highest possible revenue.  
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Host:  
What environmental and social consequences are you aware of in terms of traditional and 

greenhouse farming?  
  

Participant 3:  
Well, I am vegetarian because meat is not good for humans, not good for the planet, not 

for the animals how it is produced and you don’t need it.  
  

Participant 5:  
I am more knowledgeable about sustainable behaviour than before but if your upbringing 

it not focused on it, I think it is much more difficult to really change a lifestyle.  
  

Participant 6:  
Well the greenhouses cost a lot of energy and I can imagine they use a lot of additional 

chemicals to make sure the crops grow as they want. I cannot imagine that would be 

good for the humans eating those vegetables haha.  
  

Participant 1:  
I think all the practices are affecting the climate in their own different way. I am not 

completely informed on the exact implications, but I can assume that traditional farming 

has some effects on the quality of the dirt and greenhouses take up a lot of energy which 

is also not beneficial.  
  

Participant 2:  
I agree that there is no perfect method in that sense. In the ideal circumstance we 

should go back to the farming methods where crops and animals are all combined in the 

fields, but this is realistically not possible in todays society.  
  

Host:  
From everything that has just been mentioned, do you think the general knowledge and 

awareness is growing enough regarding this specific problem?  
  

Participant 1:  
No, we don’t see it  
  

Host:  
Is that related to specific generations or in general?  
  

Participant 1:  
No one sees it  
  

Participant 3:   
In general  
  

Participant 5:   
Everyone  
  

Participant 1:  
I happen to know quite a bit about it and I am trying to tell as many people as I can, but 

not many people know and that is the problem.  
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Participant 6:  
It is just really not talked about.  
  

Participant 5:  
I think people have a general knowledge that it is happening but it is very hard to do 

anything about it. They probably have the feeling like, I am just one person how am I 

going to make a difference? And how should I even make a difference.  
  

Participant 1:  
That is the thing  
  

Participant 4:  
Because the problem is so big and it is spread over different areas, that is feels like you 

are out of control. This results in everyone feeling like you cannot have any influence on 

it.  
  

Participant 6:  
I think people are getting more knowledgeable, but indeed it is just not talked about. It 

does not seem like a priority. Everything that has been discussed so far, I really did not 

have any idea.  
  

Participant 1:  
We have just gotten used to the techniques of mass producing, so we consider it normal, 

even though it is destroying the planet. It takes a lot of effort to go back to the organic 

way of producing, so if we want to do this it will cost a lot of money which people are not 

willing to spend.  
  

Participant 3:  
I strongly believe that we only focus on things that are bad. The war is bad, Poetin is 

bad, Trump is bad. So everything links back to what is bad. This means that if we talk 

about sustainability apparently it is covered in the shadow of it is all so bad. I think we 

should start relaunching sustainability as something which is just simply good.  
  

Participant 1:  
That is a very good point. To go back a few weeks to the vegetarian week which was 

hosted in Amsterdam. I heard one student remark ‘if only they said nice healthy 

vegetable week, I would be excited and I would try it. Now it is marketed as ‘No Meat 

Week’ and I now miss my meat’. So it is portrait negatively.   
  

Host:   
To what extent does it matter to you where your vegetables comes from? Do you have 

the feeling you would purchase certain vegetables sooner?  
  

Participant 4:  
Yes definitely  
  

Participant 2:  
Yes definitely  
  

Participant 3:  
I definitely agree, I have a big family so once a week I do the week shopping list which is 

focused on multiple different locations. At the supermarket I buy the products which are 

marketed as for example ‘Bijdehandjes’ and we also have a vegetable shops where they 
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only sell vegetables which are slightly bruised, so if they are not bought they will be 

thrown away.   

  

Participant 2:  
My feelings about it are double, on one hand I can eat strawberries all year round. There 

is efficiency and I think we need to go there to feed the world. But it does not have this 

'romantic' idea of someone caring for their land and getting food from your own land. I 

really like the notion of food forests and organic farming. It is not always possible. And 

then you need to consciously make a choice consistently.   
However, even people who are aware, find it difficult to always make the right decision. 

Maybe you like meat or want to eat a certain type of food. It is there in the supermarket 

or in the outlet. Yes, I try to buy organic and local. If not organic, then local or if not 

local, organic. Preferably both. I do not mind if it is from the green houses, although 

strawberries do not have so much flavour if they are not in season.   

  

Participant 3:  
Then they do not use chemicals, right, if you buy organic? I wish I had the time to go to 

a farm in the area though, but I still go to the Jumbo/Albert Heijn/Picnic. I have invested 

in projects like 'Voedselbos' and I am on the waiting list for 'Herenboeren'. It is actually 

nice to look at with kids and find those little bugs. That is why I like the Happy Activist.  
  

Participant 4:  
If I could I would want to buy organic, healthy, local products but considering my budget  
I am not able to afford that at this point. In reality, I always end up going to the Albert 

Heijn or Hoogvliet to buy the fruits and vegetables which are ‘on sale’. I do aim that later 

when my budget is a bit higher, I will be able to purchase local, more fresher products.  
  

Participant 2:  
I have the feeling that we also force students more to become vegetarian, so I remember 

we had the diversitree last year and students put in ‘more meat options’. Not everyone is 

aware of all the implications and I think sometimes people become more resistant if you 

force things on them. So in terms of vegetables I think people in general choose the 

better option if they can just choose, but too much attention will shift them the other 

way.  
  

Participant 1:  
I would prefer organic vegetables mostly, but it is difficult. Traditional farming is also 

unnatural, as before there were humans you would never find one field with all the same 

crops. It would usually be mixed between crops and animals. This unnatural setting 

causes diseases for which you eventually need medicines and you then eat unhealthy 

food.   
  

Participant 3:  
I think it is also difficult to have a clear idea on what is actually organic or what is local. 

There are many products which claim they are local or organic but there is no way to 

check where they are actually from. This makes it quite difficult for the consumer as well.  
  

Host:  
Well thank you all again for joining, I have discussed all my questions, so I have some 

analysing to do after. Is there anything any of you would still like to add?  
  

Participant 3:  
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Well I just want to say to the new generation is ‘hang in there’. The old guys like myself 

are grown up with the compost pile in the back of the garden and that is a good thing. 

Nowadays the physical labour for your own garden and food has become less. So create 

some elements in there to do your part.  
  

Participant 1:  
Indeed, there are so many exciting things going on like city garden and bees in the city. 

So feed the excitement! You are the guys that can make the babysteps.  
  

Participant 3:  
We should be focusing on the sharecomony. You just bring your ingredients and cook 

together. This is always cheaper and that even offers you the possibility to buy the more 

expensive products.   
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9.13 Appendix: Dissemination 1 : quasi-experiment 

 

9.13.1 Transcript 

 

WHO ROLE 

LAUREN DE BOER Presenter 

MS DE VISSER – AMUNDSON Researching Client 

MR HOLLEN Instructor Taste Lab and Roots 

 

Lauren de Boer: 

- Introduction to meeting 

- Welcome, thank you for being here 

- Could not do it in real life as I am currently in SG 

- During this meeting, I will be elaborating on my LYCar research and the 

experiment I have done in Blok D last year.  

- If you have any questions, feel free to ask any questions. 

 

The experiment 

The focus of the research is on the food industry and specially local foods. To take you 

back in time quickly, the food industry has gone through many phases from hunting and 

collecting foods in the prehistory, to the uprise of local trading, to eventually the food 

industry which we mostly know. The food industry which is focused on fast, tasteful and 

cheap foods.  

Over the past fifteen years the consumer behaviour is slowly shifting back to a more 

organic nature based diet. This has multiple reasons, amongst others: 

People feel this change in their diet is more nutritious, hence resulting in a healthier body 

and mind. This is aligned with the movement of mindfulness and conscious behaviour 

An increased level of ethical reasoning related to environmental sustainability. People 

want to give back 
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Studies however show that consumers do not sufficiently refer back to nutritional 

information on labels as well as that there is incomplete information available on the 

market. Consumers have the idea that certain production methods are considered as less 

biological or healthy even when in theory they are more healthy than the opposite. 

 

Focus of research 

Consequently, the focus of the project is to study to what extent there is a difference 

between the intended sustainable consumer behaviour with regards to locally produced 

vegetables and the actual sustainable consumer behaviour of Hotelschool The Hague 

students and employees? 

 

With regards to the experiment my main focus was to gain insights regarding the 

consumer’ purchasing behaviour focused on local products of Hotelschool The Hague 

students and employees when subconsciously being exposed to different farming 

methods. 

 

Explanation of study 

I will shortly elaborate on the overall procedure after which I will explain the thought 

process behind the structure. 

 

The experiment took place in Taste Lab and Roots from week 4 to week 8 from Blok D 

last year. For Taste Lab we used the salad section and for Roots we focused on one 

specific dish per day for the experiment. These set dishes would give us the opportunity 

to compare the gathered data and see whether there are any patterns or interesting 

results from the experiment. 

 

Then to further explain the nature of the three different methods we have decided on 

traditional farming, traditional greenhouse farming, and scientific greenhouse farming. I 

will explain both the thought behind the visual but also touch upon the theoretical side 

behind the farming method. 

 

Traditional farming is focused on the methods and practices which are based on 

traditional tools, natural resources and effective land use. As you can see on the posters 

we have used. It represents a gentleman outside on the field in casual clothing, keeping 

track of the harvest of the vegetables. 

Research shows that people generally feel that these locally produced products are 

fresher, more nutritious, tastier and safer than substitutes in the market.  

 

Nowadays traditional farming has shifted towards mechanical techniques and chemical 

substances affecting the environment. 

The main reason this shift is being made is to increase the quantities per harvest to 

eventually increase their profitability. Besides their own economical benefit, this growth 

in production is necessary in general as the global population is expected to increase 

from 7.7 billion in 2019 to 9.7 in 2050 To ensure enough food for this growing population 

is considered one of the biggest challenges nowadays for the food industry.  

 

Back to the traditional farming method. Apart from the increase in volume of these 

traditional modernised techniques, they also result in a depletion of soil nutrients, soil 

erosion, deforestation, and crop failure heavily affecting the environment.  Additionally, 

chemical pesticides are used to prevent any pests or outside intruders which can 

eventually have an effect on the food nutrition or human health.  

So even though the quantities are highly increased, the effects on the environment and 

one’s health bear the brunt of these techniques. 

 

Then scientific farming which we can consider the exact opposite of traditional farming.  
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For the  poster we have used a picture of a scientist in a lab coat with a tablet. Moreover 

the greenhouse shows modern equipment in terms of lighting and techniques. We have 

done this to portrait someone who is focused on experimenting and artificially controlling 

the setting these products are grown in. Greenhouse farming allow farmers to grow 

vegetables in a controlled environment meaning they control the light, humidity, 

ventilation and temperature to create optimal growing circumstances. The scientific 

developments in greenhouses itself have lead to many advancements in terms of food 

produce, quality, volumes etc. You can think of multiple rows of fields, mobile shading, 

and cooling systems. Foods are kept under such strict and controlled circumstances to 

ensure the harvest will be a success within a shorter timeframe. Therefore this means: 

increased volumes, less time, and healthier products. Greenhouses are considered the 

future of agriculture when focusing on climate change, the growing population and 

nutritious healthy products.  

 

Moving on to the greenhouse traditional farming, this was meant as an intervention. 

From previous studies we were already aware there was a preference for traditional 

farming in comparison to scientific farming. Therefore, we were wondering if this 

combined scenario of the greenhouse with the modern methods, but portrait with 

traditional methods, would increase the number of sales in comparison to the scientific. 

For the poster you can see that we have used a picture in a greenhouse, but traditional 

maintenance as the person is watering the plants by himself.  

 

This is a short summary of why we have chosen these three scenario’s to test the current 

market.  

Now we wanted to test if these posters have had an effect on the SALES of Roots and/or 

Taste Lab. 

 

Do you have any questions with regards to the set up of the experiment? 

 

Ms de Visser – Amundson: 

No questions 

 

Mr Hollen: 

Not from me 

 

Lauren de Boer: 

To move on to the results and conclusions: 

At first we have combined the sales of Roots and Taste Lab and you can see in the figure 

that the traditional farming is a lot higher at 255 than the greenhouse traditional and the 

greenhouse scientific which are 164 and 122. This is not the result we would have wished 

for but we expected to see this strong preference for traditional farming considering the 

image of traditional vs scientific. The ‘known practices’ versus the ‘unknown methods’. 

This is a confirmation of the problem we are facing with the climate change and the 

growing population.  

 

If we define it further we especially see the differences in Roots but we consistently see 

the majority of sales in traditional farming for both Tase Lab and Roots. As for the 

greenhouse traditional and greenhouse scientific we see less of a pattern. 

 

The traditional greenhouse sales are higher than the scientific for Roots which was also 

indicated in the combined results. BUT the pattern switched for greenhouse traditional 

and greenhouse scientific for Taste Lab as the greenhouse scientific has increased 

numbers. 

 

The overall pattern is that the traditional farming methods are working better than 

greenhouse traditional and greenhouse scientific. Then regarding the greenhouse 
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traditional and greenhouse scientific it has a less evident pattern, but the tests show that 

the sales for traditional greenhouses are still higher than the scientific.  

Soooooo… 

 

Next steps for my research 

Considering the results I presented, I will be focused on obtaining more in depth 

consumer insights through hosting a focus group. Through this I really want to find out 

what their current knowledge is, how aware they are of their consumer behaviour, how 

consciously they make certain decisions and what their perspective is on the future. 

 

All these results and links have of course made me think how to contribute to solving this 

problem. Ideas which can help ameliorate the current gap between available knowledge 

and consumer purchasing behavior.  

Campaign over several weeks addressing the current issues and the implications on the 

environment and health (together with sustainability committee) 

A workshop/masterclass for all students. Make it interactive etc. 

 

So hereby I have discussed everything I wanted to point out. I would love to answer any 

questions or hear any feedback regarding the solution ideas or anything else. 

 

Mr Hollen: 

I do not think a campaign would work. Nobody looks at that because it requires too much 

effort from the receiving party. 

 

Ms de Visser – Amundson: 

It would be a good solution if everyone would take the time to understand the 

information, but realistically that will not happen 

 

Mr Hollen: 

You could think about a fieldtrip or workshop about the topic. This would increase the 

interaction as well. 

 

Lauren de Boer: 

I agree with the points you both made. It is unfortunate that it is so difficult to reach the 

people you need to change the behaviour haha. Those two new options definitely sound 

good to explore. Thank you for thinking with me. 

 

Mr Hollen: 

You do have to make sure that the students are involved enough or that they can apply 

the situation to their own life, because otherwise it will not have enough impact. 
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9.13.2 Presentation slides 
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Figure 25: Presentation dissemination 
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9.14 Dissemination 2: Solution 

9.14.1 Point of Contact 

 
 Figure 26: Contact Mr Gallicano 
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9.14.2 Conclusions 

- Focus on creating a valuable and connecting event for the participants to ensure 

the impact and effectivity of the solution. 

- Draft example documents like an invitation or PowerPoint to show the 

stakeholders how the solution can be best executed.  

- Make sure to make it applicable for multiple populations within Hotelschool The 

Hague, so not too specific. 

- Try to think of an addition to the solution to make it extra involving for the 

attendees. 

  

Figure 27: Contact Mr Gallicano 
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9.15 Appendix: Fieldtrip Schedule 

 

Location: 

Remeker - De Groote Voort, Postweg 110, 6741 ML Lunteren 

 

Schedule: 

 

Time Activity Detailed plan Who 

10:00 – 
10:15 

Introduction When arriving at the location, the 
participants will have an 

introduction discussing the 
activities of the day, timeline, 

and the emergency contact. 
 

FoF Lecturer 

10:15 – 
11:15 

Farm tour The host will be giving us a tour 
around the farm through 
explaining the day-to-day 

practices and the changes they 
have recently made. 

 

External guide 
(Farm host) 

11:15 – 

11:45 

Walk around + 

Q&A 

Participants will have some time 

for themselves where they are 
free to walk around the farm or 
ask questions regarding the tour. 

 

Participants 

fieldtrip 

11:45 – 

12:30 

Lunch Participants will have lunch 

accommodated by the farm. 
 

External 

location 

12:30 – 
14:10 

Workshop The workshop will be held at the 
on-site event space by the field 

expert. The schedule discussed in 
App. 9.18 will be used as a 
guideline. 

 

Field Expert 

14:10 – 

14:30 

Round - Off The day will be rounded off 

through asking the final 
questions to the field expert, the 

farm host, or FoF lecturer. 
 

FoF Lecturer 

14:30 Back to campus After all participants will be free 
to go. 
 

Participants 
fieldtrip 
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Budget: 

 
 

 

 

Communication: 

 

Title: FIELDTRIP FARMING 101 

 

Dear Foodies, 

 

We are excited to inform you about our upcoming fieldtrip ‘FARMING 101’ on 

Tuesday 16 May 2023 at 13:10 at Remeker de Grote Voort. 

 

Attached is the invitation with some more details. 

 

Please note we meet at Remeker de Grote Voort @ 9.45.  

 

It is your responsibility to be on time.  

 

While we ask you to dress warm with comfortable shoes please note you represent the 

school & yourselves so we still expect smart casual.  

 

During the workshop on-site we will be testing your current knowledge about farming 

methods, its effect on the worldwide society, and YOUR own day-to-day behaviour. We 

expected you to prepare some in-depth questions. 

 

The event is catered for so we expect full attendance.  

 

Looking forward to receiving you next week Tuesday. 

 

Warm regards, 

Future of Food 

 
 

 

  

Figure 28: Budget Fieldtrip 

Figure 29: Draft E-mail 
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Invitation 
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Link to invitation: https://www.canva.com/design/DAFXJUKS_uk/Zu68cmzxcyMs-

GLCRDLLdg/edit?utm_content=DAFXJUKS_uk&utm_campaign=designshare&utm_mediu

m=link2&utm_source=sharebutton 

Figure 30: Draft invitation 

https://www.canva.com/design/DAFXJUKS_uk/Zu68cmzxcyMs-GLCRDLLdg/edit?utm_content=DAFXJUKS_uk&utm_campaign=designshare&utm_medium=link2&utm_source=sharebutton
https://www.canva.com/design/DAFXJUKS_uk/Zu68cmzxcyMs-GLCRDLLdg/edit?utm_content=DAFXJUKS_uk&utm_campaign=designshare&utm_medium=link2&utm_source=sharebutton
https://www.canva.com/design/DAFXJUKS_uk/Zu68cmzxcyMs-GLCRDLLdg/edit?utm_content=DAFXJUKS_uk&utm_campaign=designshare&utm_medium=link2&utm_source=sharebutton
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9.16 External location + Costs 
 

Information external location De Groote Voort 

The traditional farm ‘De Groote Voort’ is focused on cheese production in a 

sustainable manner. Considering the broad topic of farming and the information 

on hand, it has been chosen to use ‘De Groote Voort’ as example location for this 

solution. 

The farm produces 100% organic cheese through ensuring totally free of 

antibiotic care, through using purely natural remedies where necessary. They 

focus on their diet of grass and clover, along with a rich variety of other herbs 

which are included in the process of manufacturing. The meadows where the 

cows reside are fertilised with straw-rich manure from the deep litter cowshed 

that was specially designed for cows that are allowed to keep their horns 

(Remeker, 2023). 

Historical invoice for cost calculation  

 

  
Figure 31: Invoice Remeker 
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9.17 Field expert 

 

   

Figure 32: Information Expert 
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9.18 Appendix: Workshop design 
 

Date and Time:   Tuesday 16 May 2023, 13:10 – 14:50 

Venue:    Classroom 3.12 

Host of the workshop:  Field Expert, Jelleke de Nooy 

Participants:   Future of Food students (e.g. 30 students) 

Necessary equipment:  12 A3 paper sheets, 12 red markers, 12 green markers, 12  

blue markers, beamer, and computer 

 

Pre-workshop 

1. Arrange classroom booking 

2. Send out informative e-mail to FoF students 

3. Gather materials 

 

Outline of the workshop 

 

Time Activity  Detailed plan Who 

13:10 – 13:15  Opening Welcome and form groups of four when 

taking a seat 

 

Host 

13:15 – 13:25 Opening 

activity 

Participants create a mind map about 

traditional conventional farming or 

greenhouse farming (split groups 

50/50) 

 

Participants 

13:25 – 13:35 Introduce 

topic 

Explain fundaments of two farming 

methods and shortly touch upon 

growing worldwide challenges (food 

crisis and climate change) 

 

Host 

13:35 – 13:40 Questions Time to answer any questions 

 

Host 

13:40 – 13:50 Follow-Up 

activity 

Participants brainstorm and note the 

benefits and disadvantages of their 

appointed farming method 

 

Participants  

13:50 – 14:10 Presenting Ask one group per farming method to 

run us through their thought process 

 

Participants 

14:10 – 14:20 Video Show a video per farming method 

which elaborates on its benefits and 

disadvantages  

 

IT 

14:20 – 14:30  Discussion Ask participants who would like to 

share their thoughts 

 

Participants 

14:30 – 14:40 Closing 

assignment 

Participants create an overview of their 

key learnings of this workshop and 

what their thoughts are on the future of 

farming 

 

Participants 

14:40 – 14:50 Closing Any questions or comments about the 

workshop.  

- Will they share their knowledge 

with their family or housemates?  

- How much did they know?  

Host 
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- Do they have a preference in 

farming method?  

- What are their thoughts on 

consumer behaviour?  

 

 

Communication plan 

 

When What Responsible Receiving party 

9 May 2023 Informative e-mail  Host Participants  

15 May 2023 Workshop reminder  
e-mail 

Host  Participants 

17 May 2023 Key Findings E-mail Host Participants and 

FoF faculty  

17 May 2023 Social Media Posts Host HTH Community 
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9.19 Appendix: Workshop Presentation 
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Link video: https://www.youtube.com/watch?v=QT4TWbPLrN8 

https://www.youtube.com/watch?v=QT4TWbPLrN8
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  Figure 33: Presentation Workshop 
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9.20 Appendix: Before fieldtrip Survey 
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Figure 34: Before Fieldtrip Survey 
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9.21 Appendix: After fieldtrip Survey 
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   Figure 35: After Fieldtrip Survey 
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9.22 Appendix: Dissemination Social Media 
 

9.22.1 Intranet  

 

 

 

 

Discover the best farming methods for a brighter future! 

 

Dear HTH Community, 

 

On Tuesday 17 May 2023, Future of Food students had the opportunity to visit 

Remeker De Grootte Voort and participate in a workshop regarding the different 

farming methods and its effects on consumer health, climate, and the worldwide 

population.  

 

Remeker De Grootte Voort focuses on producing 100% organic cheese, including the 

rind, made from their own ghee. They have ensured that since 2004 their cows are 

totally free of antibiotics, and solely receive purely natural remedies - where 

necessary. Their best daily medicine is their diet of grass and clover, along with the 

rich variety of other herbs that belong naturally to their pastures. Occasionally they get 

a treat of raw oats, rye and other unrefined grains. The meadows where the cows 

graze are fertilised with the straw-rich manure from the deep litter cowshed that was 

specially designed for cows that are allowed to keep their horns.  

 

The workshop was mainly focused on discussing conventional farming and greenhouse 

farming methods. Through this read, we would like to share the key aspects of the 

workshop and encourage you to stimulate the conversation amongst your friends and 

family. 

 

Traditional farming is known as cultivating land through the use of indigenous 

knowledge, natural resources, effective land use, and traditional tools. Over the past 

years, the growing demand of food resources has led to an increase of conventional 

agriculture. These new methods boost the quantity of produce, but through the 

Farming methods for a brighter future – 17 May 2023 

19 May 2023 

Sustainable farming methods? Click below to read about different 

farming methods and their effects on society. 

Figure 36: Potential Visual Intranet 
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increased usage of pesticides, chemicals, and additional modern techniques, the soil 

health, water quality, and biodiversity has been carrying the burden. 

 

On the contrary, greenhouse farming has been presenting methods which control the 

light, humidity, ventilation and temperature to create an optimal ecosystem for the 

specific crops. Due to the highly controlled environment, high-yielding can be reached 

and an increased level of yearly harvests. As a result, the need for pesticides 

decreases, land-use is minimal due to techniques like vertical farming and biodiversity 

is not affected. Nevertheless, these greenhouses do require high amounts of energy to 

control the environment. Over the past years, there have been rapid developments to 

shift greenhouses to renewable energy to increase the sustainability of this practice.  

 

Considering the worldwide challenges, of the upcoming food crisis to feed over 10.9 

billion by 2100 and the fight against climate change, it can be concluded greenhouse 

farming is currently significantly more opportunistic than traditional farming.  

 

If you are interested and want to learn more about the above mentioned topics. Please 

see the links below: 

 

https://www.mckinsey.com/capabilities/sustainability/our-insights/spotting-green-

business-opportunities-in-a-surging-net-zero-world/transition-to-net-zero/food-and-

agriculture 

 

https://www.sciencedirect.com/topics/earth-and-planetary-sciences/greenhouse-

cultivation 

 

https://www.eea.europa.eu/signals/signals-2015/articles/agriculture-and-climate-

change 

  

 

 

  

https://www.mckinsey.com/capabilities/sustainability/our-insights/spotting-green-business-opportunities-in-a-surging-net-zero-world/transition-to-net-zero/food-and-agriculture
https://www.mckinsey.com/capabilities/sustainability/our-insights/spotting-green-business-opportunities-in-a-surging-net-zero-world/transition-to-net-zero/food-and-agriculture
https://www.mckinsey.com/capabilities/sustainability/our-insights/spotting-green-business-opportunities-in-a-surging-net-zero-world/transition-to-net-zero/food-and-agriculture
https://www.sciencedirect.com/topics/earth-and-planetary-sciences/greenhouse-cultivation
https://www.sciencedirect.com/topics/earth-and-planetary-sciences/greenhouse-cultivation
https://www.eea.europa.eu/signals/signals-2015/articles/agriculture-and-climate-change
https://www.eea.europa.eu/signals/signals-2015/articles/agriculture-and-climate-change
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9.22.2 LinkedIn 

 

Discover the best farming methods for a brighter future! 

 
On Tuesday 17 May 2023, Future of Food students had the opportunity to participate in 

a workshop regarding the different farming methods and its effects on consumer 

health, climate, and the worldwide population. The workshop was mainly focused on 

discussing conventional farming and greenhouse farming methods. Through this figure, 

we would like to share the key aspects of the workshop and encourage you to 

stimulate the conversation amongst your friends and family. 

 

 

 

  

Figure 37: Infographic Dissemination 
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9.23 Appendix: Client evaluation 
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 Figure 38: Client Evaluation 



9.24 Appendix: Data Management Confirmation 

 

Figure 39: Error Data Management 



 

 

 

 

 

 

Figure 40: Confirmation Focus Group Data 

Figure 41: Confirmation SPSS Data 


