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Abstract 

 

In the area of Vlora, there is no in-depth study on the role of brand with local indicators in olive oil. The purpose of 

this study is to prove the influence of the brand and local indicators on the development of the olive oil market in 

Vlora. In this study, the role of the brand with local indicators is analyzed, as is its impact on the increase in the 

consumption of olive oil and the increase in the income of the agro-processing industries in the study area. 

Focusing on the market in this area, it is examined how branding with local indicators can influence consumer 

preferences and increase product consumption. Through the analysis of factors such as price, design with local 

indicators, quality, and promotion, it is intended to discover the most effective strategy to increase sales of olive oil 

in the study area. The research was conducted with the participation of over 200 consumers. To analyze the 

questionnaire, nominal-type econometric models were used, a suitable model to evaluate the impact of products 

branded with local indicators on the purchasing decisions of consumers. The program used for quantitative data 

processing is STATA. According to the research findings, it turns out that the brand's local indicators play an 

important role in the purchase decision. Also, the results of the study provide valuable guidelines for agro-

processing industries and decision-makers who should pay special attention to branding with local indicators as an 

effective strategy to maximize the market potential for olive oil in the study area. 
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INTRODUCTION  

 

This study focuses on the analysis of the 

impact of the brand on increasing the 

consumption of olive oil in the market for 

Vlora. By exploring indicators such as price, 

design with local indicators, quality, 

promotion, and preferences of local 

consumers, it is intended to identify the most 

effective strategy to promote olive oil sales in 

the study area. The purpose of this study is to 

investigate the role of the brand with local 

indicators in the attitudes and buying behavior 

of consumers and, consequently, in increasing 

the income of the agro-processing industries 

of olive oil in the area of Vlora. Factors such 

as design with local indicators, quality, 

promotion, and place of origin play an 

important role in product branding as they 

differentiate and identify it as a high-quality 

brand in the eyes of consumers. To achieve 

this goal, a study was conducted, in which a  

 

questionnaire was used with 200 consumers in 

the study area. Data analysis was performed 

with a nominal ordinal-type econometric 

model.  The results of the research show that 

the brand with local indicators has a strong 

impact on increasing the consumption of olive 

oil and increasing the income of agro-

processing industries. Also, the analysis 

brings an important benefit to the agricultural 

agro-processing sector, which should focus on 

the production brand with local characteristics 

to increase income and position itself in the 

market. 

Literature review 

This study presents the main findings of 

scientific research regarding the impact of 

local branding. Researchers have concentrated 

their studies on the role that brands with local 

indicators play in the product purchase 

process [26], [5]. From the conducted studies, 

it is evident that the country of origin is an 

element that is not competed with by products 

coming from foreign countries [27]. In recent 
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years, researchers in the field have paid 

special attention to local indicators because 

they categorize products as high-quality 

products and favor sales growth [2], [1]. The 

place of production of a product is positively 

evaluated by consumers [6]. According to 

Roth and Romeo [23], although the place of 

production of a product is an intangible 

element, it plays an important role in the 

purchase decision. Consumers are predisposed 

to pay a higher price for branded products that 

come from countries with positive reviews 

[18]. It is further argued that the origin of a 

product is evaluated by the consumer as a key 

indicator of quality, which guides the process 

of purchasing these products [11]. 

Identification with the country of origin 

affects the characteristics of products in 

several ways, such as performance, quality, 

reliability, and profitability [10]. Also, the 

origin of the product influences the 

positioning and identification of the product 

in the market [12]. Earlier studies show that 

the effectiveness of the country of origin of 

the product comes as a result of the 

effectiveness of international marketing and 

the development of the product brand [19], 

[4]. The origin of the product is also analyzed 

in international markets as an important 

element compared to foreign products and 

plays a competitive role in these markets [7], 

[15]. The results of studies confirm that local 

indicators increase the possibility of 

purchasing products and influence the 

formation of a positive image [18]. Also, the 

place of origin increases the credibility and 

brand potential of the product during the 

evaluation process [14]. For example, when 

the consumer has the opportunity to buy a 

product like Italian mozzarella, he is more 

predisposed to buy it because of the positive 

perception of the brand, which comes from 

the positive image of Italy as a developed 

country and specialized in the category of 

different production processes of agro-

processing products [12]. The image of the 

country of origin plays an important role in 

determining the price of products. When the 

image of the country from which the products 

come is negative, high or low prices have no 

effect on purchase demand [22]. For example, 

Japan and the USA have positive and negative 

images in the production of different cars 

based on the quality of production and utility 

of use. A high monetary benefit for a car 

made in the United States will not increase the 

positive evaluation of its quality, while a low 

price for a car made in Japan will increase the 

probability of worsening the positive image of 

the country of origin, negatively affecting the 

quality. The agricultural products processing 

market cannot neglect the opportunities that 

come from the "country of origin effect" [2]. 

The country of origin is evaluated by the 

consumer as the best indicator of the 

quality [28] and safety [20] of agro-food 

products. Country of origin plays an important 

role in consumer behavior, such as intention 

to pay, select, and purchase [3]. The study of 

the place of production of the product is 

focused on a group of other elements, such as 

product features, history of origin, and brand 

[30], [3]. The role of the country of 

production of the product is evidenced in 

different categories of agricultural products. 

From Xie's study, it was evident that the place 

of production is a factor that influences the 

buying process [31]. Hussen and Fraser [17] 

demonstrated that when evaluating agri-food 

products in the United Kingdom, the origin of 

fresh meat is an important factor in driving 

consumer demand [8]. Claret [8] underlined 

that the place of production of the products 

reduces the price effect and increases the 

possibility of purchasing the products; 

elsewhere, these were also confirmed by the 

studies of Schjøll [24]. Different studies have 

shown that the country of origin and the 

image of the country of origin do not always 

match, and there are differences between 

different products [33]. The findings of 

several studies show that the image of the 

country of origin influences purchasing 

behavior and varies in effects according to the 

type of food product [33], [25]. From the 

literature research on agricultural and 

livestock products and by-products, 

limitations are evident, with very small 

exceptions for milk and yogurt in the 

European Union and Great Britain. Through 

market analysis in Thailand, it was confirmed 

that characteristics such as brand origin, 
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name, logo, and slogan have a strong impact 

on price perception and stimulate consumer 

demand to buy [29]. Studies have confirmed 

that country of origin has a significant impact 

on consumers' decision-making to pay [24], 

[16]. Also, in recent years, it has been proven 

that the demand for imported dairy products 

in China depends on the country of origin of the 

product, based on the positive image that 

consumers have for American products [32]. 

 

MATERIALS AND METHODS  

 

Study sample and data collection 

Based on the poor economic performance of 

the agro-processing sector of olive oil in the 

city of Vlora in Albania, it was considered 

reasonable to examine the causes of this 

phenomenon by analyzing the interests of 

consumers, opinions, and their attitudes 

towards local branded products. The sample 

of the study reached over 200 consumers, who 

were chosen depending on their availability 

and free will to participate in the study [13]. 

The consumers who participated in the study 

were from the Vlora area. The questionnaire 

was developed electronically through the 

Google Forms platform. Data collection from 

the study sample began in November 2023 

and ended in March 2024, when over 200 

completed questionnaires were reached. 

Research instruments 

The questionnaire used to collect data from 

consumers is scaled from 1 (do not agree at 

all) to 5 (completely agree), the results of 

which prove the role of the brand with local 

indicators in the purchasing behavior of 

consumers for olive oil and increasing the 

income of agro-processing industries in the 

area of Vlora, Albania. It is organized into 

three sections: 

1. The first section contains seven questions 

to collect data on socio-demographic features 

such as gender, age, place of residence, 

education, profession, income, and number of 

family members. 

2.The second section contains two questions 

that include the type of preferred olive oil 

purchasing entity and whether they purchased 

local or foreign-branded olive oil. 

3. The third section contains 25 questions and 

includes preferences for the selection of 

locally branded products in relation to their 

attributes such as quality, safety, information 

on the country of origin, promotion, branding 

with local indicators, brand name, quality of 

service in the unit of sale, the perceptions on 

the place of origin, food safety, and the 

precept on the price of olive oil. 

Sampling Procedure 

To collect data from consumers, a 

questionnaire with closed questions was used 

in electronic format for different categories of 

consumers, such as students, employees in the 

state, employees in the private sector, 

managers, administrators, and different 

categories of professions, in order to ensure a 

broad and diversified representation of their 

opinions and perceptions regarding the role of 

the brand with local indicators in olive oil. 

They were informed in advance during the 

collection of e-mail addresses about how to 

complete it. Participation in the study was 

voluntary, and ethical considerations such as 

confidentiality and anonymity were 

emphasized during the presentation. 

Data Analysis 

The analysis and interpretation of the 

collected data were carried out using a 

quantitative approach [9], that was developed 

in several stages in accordance with the need 

for additional information related to the 

purpose of the study. In the initial phase of 

data analysis, a report was first prepared based 

on the responses of the interviewees. In the 

second phase, the reports from the first phase 

were analyzed, identifying those that required 

additional analysis in accordance with the 

research objective. The methodology used for 

this case study is nominal-type econometric 

models, since the dependent variables are 

nominal. Ordinal models were used among 

the nominal models because the categories or 

levels of the dependent variable are ordered 

from the lowest to the highest [21]. The 

program used for quantitative data processing 

is STATA. 

Research hypothesis 

Based on the purpose of this study and the 

theoretical framework discussed above, the 

research hypothesis is presented as follows: 
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H1. Consumers have a higher demand for 

domestic products branded with local 

indicators as a result of the place of 

production, product quality, selling price, 

promotion or advertising, and design with 

local indicators. 

 

RESULTS AND DISCUSSIONS 

 

Socio-demographic characteristics of the 

respondents 

In the study sample according to Table 1, it 

turns out that 57.6% were women and 42.4% 

were men, while 29.8% were 18–30 years old, 

32.2% were 30–40 years old, 16.6% were 40–

50 years old, 12.2% were between 50 and 60 

years old, and 9.3% were over 60 years old. In 

terms of education, 46.3% of the interviewees 

had completed higher education, 40% had 

completed master of science studies, 7.8% had 

completed doctoral studies, and 5.9% had 

secondary education.  
 

Table 1. Socio-demographic data of the sample 

Gender 
Man 87 42.40% 

Woman 118 57.60% 

Age 

18-30 61 29.80% 

30-40 66 32.20% 

40-50 34 16.60% 

50-60 25 12.20% 

Over 60 19 9.30% 

Education 

Secondary 

education 
12 5.90% 

High education 95 46.30% 

Master of Science 82 40% 

Ph.D. 16 7.80% 

Residence 
Urban 179 87.30% 

Rural 26 12.70% 

Occupation 

Manager 22 10.70% 

Specialist 41 20% 

Administrator 16 7.80% 

Businessmen 12 5.90% 

Student 22 10.70% 

Unspecified 

professions 
92 44.90% 

Number of 

family 

members 

Alone 10 4.90% 

2 to 3 members 67 32.70% 

4 to 6 members 118 57.60% 

Over 6 members 10 4.90% 

Monthly 

income 

300 Euro 10 4.90% 

350– 400 Euro 13 6.30% 

450– 500 Euro 22 10.70% 

550 – 600 Euro 44 21.50% 

Over 700 Euro 116 56.60% 

Source: Author's results based on the respondents' 

answers. 

 

Regarding the place of residence, it was found 

that 87.3% of the interviewees had an urban 

residence and 12.7% had a rural residence. 

Regarding their professions, it was found that 

44.9% had unspecified professions, 20% had a 

specialist profession, 10.7% had a managerial 

profession, 10.7% were students, 5.9% were 

businessmen, and 7.8% were administrators.  

According to the number of members in the 

family, 57.6% were from 4 to 6 members, 

32.7% were from 2 to 3 members, 4.9% were 

over 6 members, and 4.9% lived alone. 

Finally, regarding the level of monthly 

income, 56.6% of the interviewees earned 

over 700 euro, 21.5% earned between 550 and 

600 euro, 10.7% earned between 450 and 500 

euro, 6.3% earned between 350 and 400 euro, 

and 4.9% earned 300 euro per month. 

Consumer opinions, evaluations, and 

perceptions about olive oil 

The following data reflect the opinions or 

perceptions of the consumer about the olive 

oil product in order to evaluate his buying 

behavior or his attitudes regarding the 

branding of the product with local indicators. 

In the following, various combined groups are 

constructed.  

The main variables to build these groups are: 

country, education, profession, and income.  

From this four-dimensional position, the 

consumer's behavior or evaluations for the 

brand of olive oil with local indicators or 

place of origin are analyzed. 
 

Table 2. How important is the place of production of 

the product in choosing the brand of the agri-food 

product? [Olive oil]. According to the country. 

 Residence 
  

In total  Rural Urban 

Not important at all           0 2 2 

Important 3 48 51 

I do not know 3 2 5 

Little important           0 17 17 

Very important 20 109 129 

In total 26 178 204 

Source: Author's results. 

 

In Table 2, it is shown the importance of the 

place of production of the product in the 
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choice of the brand of the olive oil product 

according to the area.  

The data show that 88% of the consumers in 

the rural area and 88% of them with urban 

residence affirm that the place of production 

of the product in choosing the brand is 

important and very important. 

From Table 3, the  data reflect the importance 

of the selling price of the product in choosing 

the preferred brand of olive oil according to 

the area.  

54% of consumers with rural residences say 

that it is important and very important. This is 

followed by 83% of urban consumers who 

claim that the selling price of olive oil is very 

important in choosing their preferred brand. 
 

Table 3. How important is the selling price of the 

product in choosing the preferred brand? [Olive oil] by 

area 

How important is the 

selling price of the product 

in choosing a preferred 

brand? [Olive oil] 

Residence   

  Rural Urban 
In 

total 

Not important at all 3 20 23 

Important 3 55 58 

I do not know   4 4 

Little important 9 60 69 

Very important 11 39 50 

In total 26 178 204 

Source: Author's results. 
 

The data from Table 4 regard the importance 

of the selling price of the product in choosing 

the preferred brand of olive oil according to 

education, 53% of consumers with higher 

education state that it is important and very 

important.  

 
Table 4. How important is the selling price of the 

product in choosing the preferred brand? [Olive oil] 

according to education 

  

Education                                        

HE SE Ph.D. MS In total 

Not important 

at all 
8   2 13 23 

Important 28 4 4 22 58 

I do not know 2   2 4 

Little important 35 4 1 29 69 

Very important 22 3 9 16 50 

In total 95 11 16 82 204 

Source: Author's results. 

 

Whereas, 51% of consumers with a Master of 

Science qualification claim that the selling 

price of olive oil is of little or no importance 

in choosing their favorite brand. 

Table 5 presents the importance of the selling 

price of the product in the choice of the 

preferred brand of olive oil according to the 

profession. From the data, it appears that 55% 

of consumers with a specialist profession say 

that it is important and very important.  

 
Table 5. How important is the selling price of the 

product in choosing the preferred brand? [Olive oil] 

according profession 

  

Profession   

Ad
min

istr

ator 

Bu

sin

ess
ma

n 

Ma

nag
er 

Speci

alist 

Stu

den
t 

Othe

rs 

In 

tota
l 

Not important 
at all 

4 1 4 6 1 7 23 

Important 1 5 5 12 8 27 58 

I do not know   1     1 2 4 

Little 

important 
8 2 8 12 5 34 69 

Very 

important 
3 3 5 10 7 22 50 

In total 16 12 22 40 22 92 204 

Source: Author's results. 
 

It is followed by 53% of consumers with 

indefinite occupations, who affirm that the 

selling price of olive oil in choosing the 

preferred brand is important and very 

important. 

 
Table 6. How important is the selling price of the 

product in choosing the preferred brand? [Olive oil] 

according to incomes. 

  

Incomes 

300 

€ 

                

350-
400€ 

              

450-
500€ 

                 

550-
600€ 

       

Over 
700€ 

In total 

Not important 

at all 
2 1   3 17 23 

Important 4 3 11 14 26 58 

I do not know   1 
 

1 2 4 

Little important 2 5 6 12 44 69 

Very important 2 3 5 14 26 50 

In total 10 13 22 44 115 204 

Source: Author's results. 

 

In Table 6, it is presented the importance of 

the selling price of the product in choosing the 
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preferred brand of olive oil according to 

income. The results showed that 64% of 

consumers with incomes between 550 € and 

600 € state that it is important and very 

important. Whereas, 53% of consumers with 

incomes over 700 € affirm that the sale price 

of olive oil is little or not at all important in 

choosing their favorite brand. 

From the data below, it is evident that about 

66% of the consumers think that the 

promotion of agro-food products has an 

extremely large influence on their choice of 

brand. 
 

Table 7. Does the promotion/advertisement of agri-

food products influence brand choice? [Olive oil] 

         In total 

Nothing 21 

Extremely very much 73 

I do not know 1 

Slightly 48 

More 61 

In total 204 

Source: Author's results. 

 

From Table 8, it is easy to identify the 

importance of design and packaging with 

local indicators in the choice of olive oil 

product brand according to education.   

 
Table 8. How important are design and packaging with 

local indicators in choosing a product brand? [Olive 

oil] according to education. 

  

             Education                                      

HE SE Ph.D. MS In total 

Not 

important 

at all 

8 4   7 19 

Important 33  7 18 58 

I do not 

know 
3 

  
1 4 

Little 

important 
16 4 1 29 50 

Very 

important 
35 3 8 27 73 

In total 95 11 16 82 204 

Source: Author's results. 

 

72% of the interviewees with higher education 

state that it is important and very important. It 

is followed by 55% of them with the Master 

of Science qualification, who state that it is 

important and very important. 

Table 9 reflects the importance of design and 

packaging with local indicators in the choice 

of the olive oil product brand according to the 

area.   

73% of the interviewees with rural residence 

state that it is important and very important. It 

is followed by 63% of them with urban 

residences, who state that it is important and 

very important. 

 
Table 9. How important are design and packaging with 

local indicators in choosing a product brand? [Olive 

oil] according to area. 

How important are 

design and packaging 

with local indicators in 

choosing a product 

brand? [Olive oil] 

Residence In total 

Rural Urban 

  

Not important at all 3 16 19 

Important 6 52 58 

I do not know 1 3 4 

Little important 3 47 50 

Very important 13 60 73 

In total 26 178 204 

Source: Author's results. 

 

From Table 10, we may see the importance of 

design and packaging with local indicators in 

the choice of olive oil product brand 

according to the profession.  

 
Table 10. How important are design and packaging 

with local indicators in choosing a product brand? 

[Olive oil] according to profession. 

How important 
are design and 

packaging with 

local indicators 
in choosing a 

product brand? 

[Olive oil] 

Profession     In total 

Ad

mi
nist

rat

or 

Bu

sin
ess

ma

n 

Ma
nag

er 

Sp

eci

alis
t 

Stu
den

t 

Ot
her

s 

  

Not important 

at all 
  2 2 3 5 7 19 

Important 3 4 3 11 11 26 58 

I do not know           4 4 

Little important 1 1 4 7 5 32 50 

Very important 12 5 13 19 1 23 73 

In total 16 12 22 40 22 92 204 

Source: Author's results. 

 

The data show that the majority, about 75% of 

the interviewees with the specialist profession, 

said that it is important and very important.  
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It is followed by 53% of them with 

unspecified professions who state that it is 

important and very important. 

Table 11 presents the importance of design 

and packaging with local indicators in the 

choice of olive oil product brand according to 

income.  

From the data, it appears that the majority, 

about 55% of the interviewees with incomes 

ranging from 550 euro to 600 euro, state that 

it is important and very important.  

It is followed by 73% of those with incomes 

over 700 euro who state that it is important 

and very important. 

 
Table 11. How important are design and packaging 

with local indicators in choosing a product brand? 

[Olive oil] according to income. 

How 

important 

are design 

and 

packaging 

with local 

indicators 

in choosing 

a product 

brand? 

[Olive oil] 

Incomes   

30

0 € 

350- 

400

€ 

450- 

500

€ 

550-

600

€  

Ove

r 

700

€ 

In 

tota

l 

Not 

important 

at all 

2 2 3 6 6 19 

Important 5 3 6 13 31 58 

I do not 

know 
  1 

 
2 1 4 

Little 

important 
3 5 6 12 24 50 

Very 

important 
  2 7 11 53 73 

In total 10 13 22 44 115 204 

Source: Author's results. 

 

Table 12 reflects the low level of food safety 

risks for the purchase and consumption of 

products marked with local indicators, it 

appears that the majority, about 39% of 

consumers with incomes from 550 to 600 euro 

and 49% of consumers with incomes over 700 

euro, assesses the level of risk to food security 

as extremely very and very low. 

 

 

 

 

Table 12. Does the purchase and consumption of 

products marked with local indicators have a low level 

of food safety risks? [Olive oil] according to income. 

  

Incomes   

30

0 € 

350-

400

€ 

450-

500

€ 

550-

600

€ 

Ove

r 

700

€ 

In 

tota

l 

Nothing 1   3 5 13 22 

Extremel

y very 

much 

2 2 7 8 36 55 

I do not 

know 
1 7 3 10 20 41 

Slightly 5 2 3 12 26 48 

More 1 2 6 9 20 38 

In total 10 13 22 44 115 204 

Source: Author's results. 

 

Table 13 presents the data related to the level 

of risks to food safety. It appears that 45% of 

urban consumers estimate the level of risk as 

extremely very low and very low. It continues 

with 50% of consumers with rural residences 

who rate the level of risk as extremely very 

low and very low. 

 
Table 13. Does the purchase and consumption of 

products marked with local indicators have a low level 

of food safety risks? [Olive oil] according to area. 

Does the purchase 

and consumption of 

products marked 

with local indicators 

have a low level of 

food safety risks? 

[Olive oil] 

Residence   

Rural Urban        In total 

Nothing 7 15 22 

Extremely very 

much 
9 46 55 

I do not know 4 37 41 

Slightly 2 46 48 

More 4 34 38 

In total 26 178 204 

Source: Author's results. 

 

In Table 14, the analysis is made according to 

higher education. It was found that about 46% 

of them state that the purchase and 

consumption of products marked with local 

indicators have extremely low and very low 

levels of food safety risks. It continues with 

40% of consumers with a Master of Science 

qualification who estimate that the purchase 

and consumption of products marked with 



Scientific Papers Series Management, Economic Engineering in Agriculture and Rural Development  

Vol. 24, Issue 4,  2024 

PRINT ISSN 2284-7995, E-ISSN 2285-3952  

638 

local indicators have an extremely low level 

of food safety risks. 

Table 14. Does the purchase and consumption of 

products marked with local indicators have a low level 

of food safety risks? [Olive oil] according to education. 

Does the 

purchase and 

consumption of 

products 

marked with 

local indicators 

have a low 

level of food 

safety risks? 

[Olive oil] 

Education                                         

 

HE 

 

SE 

               

Ph. 

D 

         

MS 

 

  In total 

Nothing 9 1 1 11 22 

Extremely very 

much 
26 4 5 20 55 

I do not know 22 2 3 14 41 

Slightly 20 2 2 24 48 

More 18 2 5 13 38 

In total 95 11 16 82 204 

Source: Author's results. 

 

According to the profession, Table 15 

presents that about 50% of consumers with a 

specialist profession say that the purchase and 

consumption of products marked with local 

indicators has an extremely low level of food 

safety risks. It continues with 40% of 

consumers with unspecified professions who 

estimate that the purchase and consumption of 

products marked with local indicators have an 

extremely low level of food safety risks. 
 

Table 15. Can the purchase and use of food products 

marked with local indicators, such as olive oil, by 

occupation have a low health risk? 
Can the 

purchase and 

use of food 
products 

marked with 

local 
indicators, 

such as olive 

oil, by 
occupation 

have a low 

health risk? 
[Olive oil] 

Profession   

Ad

mini
strat

or 

Busi

ness

man 

Ma

na

ger 

Spec
ialist 

Stu

den

t 

Othe
rs 

In 

tota

l 

Nothing 2 3 1 1 3 12 22 

Extremely 

very much 
11 6 9 13 2 14 55 

I do not know   2 4 5 7 23 41 

Slightly   1 7 14 6 20 48 

More  3   1 7 4 23 38 

In total 16 12 22 40 22 92 204 

Source: Author's results. 

 

Review of findings on olive oil 

To analyze the data related to olive oil, 

nominal econometric models were used. 

Ordinal models were used among the nominal 

models because the categories or levels of the 

dependent variable are ordered from the 

lowest to the highest (Osmani, 2017) [21].  
 

Table 16. Model 1: Ordered Logit, using observations 

1-204 (n = 173) 

Missing or incomplete observations dropped: 31 

Dependent variable: ConsumOilLocal Brands 

Standard errors based on Hessian 
  Coefficient Std. Error z p-value   

Gender 0.454534 0.321641 1.413 0.1576   

Age 0.0149325 0.0139311 1.072 0.2838   

Education −0.358470 0.226084 −1.586 0.1128   

Residence 0.0317766 0.558369 0.0569 0.9546   

Brand of Oil 0.342471 0.653806 0.5238 0.6004   

How 

important is 

the selling 

price of the 

product when 

choosing a 

favorite brand 

[Olive oil] 

−0.305128 0.17584 −1.735 0.0827 * 

How does the 

quality of 

service in the 

sales unit 

affect the 

choice of 

product brand 

[Olive oil] 

0.464144 0.228061 2.035 0.0418 ** 

Does the 

promotion or 

advertisement 

of agro-food 

products 

influence the 

choice of 

brand [Olive 

oil] 

0.512425 0.193731 2.645 0.0082 *** 

How 

important are 

the design and 

packaging 

with a local 

indicator in 

choosing the 

brand of the 

product [Olive 

oil] 

0.522914 0.204204 2.561 0.0104 ** 

cut1 −2.59106 1.26455 −2.049 0.0405 ** 

cut2 0.688438 1.08982 0.6317 0.5276   

cut3 2.96155 1.12165 2.64 0.0083 *** 

Mean dependent 

var 

 2.208092 S.D. dependent 

var 

 0.779492 

Log-likelihood −160.3325 Akaike 

criterion 

 344.6651 

Schwarz criterion  382.5046 Hannan-Quinn  360.0163 

Source: Author's results. 
 

If p-value<0.1, then the corresponding 

coefficient is statistically significant, and it is 

said that the variable next to it has a 

significant effect on the dependent variable.  
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If the sign of the coefficient is positive, the 

effect is positive, and vice versa. 

If the likelihood ratio test is Chi-square (9) = 

89.6382 [0.0000]<0.05, then the model is 

significant.  

The consumption of products marked with 

local indicators depended on the country of 

production. quality, price, promotion, and 

design with local indicators such as age, 

education, residence, brand (domestic or 

foreign). 

Table 16 is destined to present the results 

regarding Model 1: Ordered Logit, for the 

dependent variable oil consumption from 

local brands, as shown in the table below. 

Number of cases 'correctly predicted' = 99 

(57.2%) 

Likelihood ratio test: Chi-square(9) = 89.6382 

[0.0000] 

^ ConsumOilLocalBrands =  + 0.455* Gender 

+ 0.0149* Age - 0.358*Education+ 

0.0318*Residence + 0.342* BrandOil 

               (0.322)           (0.0139)       (0.226)       

(0.558)            (0.654) 

   - 0.305* How important is the selling price 

of the product when choosing a favorite 

brand, [Olive oil]   + 0.464* How does the 

quality of service in the sales unit affect the 

choice of product brand,[Olive oil]  + 0.512* 

Does the promotion or advertisement of agro-

food products influence the choice of brand, 

[Olive oil]  + 0.523* How important are the 

design and packaging with a local indicator in 

choosing the brand of the product, [Olive oil]  

- 2.59*cut1 

    (0.176)     (0.228)       (0.194)      (0.204)          

(1.26) 

 

   + 0.688*cut2 + 2.96*cut3 

    (1.09)       (1.12) 

                       n = 173, loglikelihood = -160  

                       (standard errors in parentheses) 

 

In the above model, it was found that three 

variables (how the quality of service at the 

point of sale affects the choice of the product 

brand [Olive oil], does the promotion or 

advertising of agricultural products influence 

the choice of the brand [Olive oil], and how 

important is the design and packaging with 

local indications in the choice of the product 

brand [Olive oil] have a significant positive 

influence on the level of consumption of the 

local brand olive oil. One variable has a 

negative influence (how important is the price 

for purchasing the product when choosing a 

preferred brand) [Olive oil], while other 

independent variables have not been proven to 

have a significant impact on the dependent 

variable. Thus, people who give more 

importance to the price tend to consume less 

of this oil; people who give more importance 

to quality tend to consume more of this oil; 

and people who give more importance to 

advertising, promotion, and design tend to 

consume more of this oil. If age was 

significant, then we would say that as age 

increases, the consumption of oil labeled with 

local indicators tends to increase. If gender 

were significant, then we would say that men 

tend to consume more of this oil. If education 

were significant, then we would say that more 

educated people would tend to consume less. 

If the brand were significant, then we would 

say that the foreign brand tends to be 

consumed more. Likewise, the urban area 

would tend to consume more. 

The choice of domestic or foreign brand 

depends on income, education, residence, 

price, quality, design, and risk. 

To clarify this aspect, it was used Model 2, 

which includes Multinomial Logit, having Oil 

brand as dependent variable as presented in 

Table 17 below. 

Number of cases 'correctly predicted' = 141 

(93.4%) 

Likelihood ratio test: Chi-square(7) = 10.8937 

[0.1433] 

In the above model, it is found that three 

variables (education, how important is the 

selling price of the product when choosing a 

favorite brand, and ow does the quality of 

service in the sales unit affect the choice of 

product brand) have a significant positive 

effect on the dependent variable, brand oil 

consumption. 
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Table 17. Model 2: Multinomial Logit, using 

observations 1-204 (n = 151) 

Missing or incomplete observations dropped: 53 

Dependent variable: Oil brand 

Standard errors based on Hessian 

  
Coefficie

nt 
Std. 

Error 
z p-value   

const −5.62675 2.52507 −2.228 0.0259 ** 

Incomes 
0.006250

49 

0.03080

3 
0.2029 0.8392   

Education 0.96588 
0.52206

1 
1.85 0.0643 * 

Residence 
−0.038012

0 
1.22716 

−0.030

98 
0.9753   

How 

important is 

the selling 

price of the 

product 

when 

choosing a 

favorite 

brand 

[Olive oil]  

1.0239 0.51812 1.976 0.0481 ** 

How does 

the quality 

of service in 

the sales 

unit affect 

the choice 

of product 

brand 

[Olive oil] 

−0.856175 0.514412 −1.664 0.096 * 

How 

important 

are the 

design and 

packaging 

with a local 

indicator in 

choosing 

the brand of 

the product 

[Olive oil]  

−0.042119

3 
0.461659 

−0.091

23 
0.9273   

When 

buying and 

consuming 

products 

marked 

with local 

indicators, 

is there a 

low level of 

food safety 

risk [Olive 

oil]  

−0.10043
3 

0.41798
1 

−0.24
03 

0.8101   

 
Mean 

dependent 

var 

0.066225 

S.D. 

dependent 

var 

0.249503 

Log-

likelihood 
−31.36141 

Akaike 

criterion 
78.72283 

Schwarz 

criterion 
102.8611 

Hannan-

Quinn 
88.52904 

Source: Author's results. 

 

Willingness to buy a domestic or foreign 

brand depends on income, education, place 

of residence, price, quality, design, and 

risk. 

In this case, it was developed Model 3, 

reflecting Ordered Logit, for the dependent 

variable "Desire of the respondents to buy the 

country olive oil" as shown in Table 18. 

 
Table 18. Model 3: Ordered Logit, using observations 

1-204 (n = 149) 

Missing or incomplete observations dropped: 55 

Dependent variable: Want to buy country oil 

Standard errors based on Hessian 

  Coefficient Std. Error z 
p-

value 
  

Incomes 0.0251777 0.0146425 1.719 0.0855 * 

Education 0.0556324 0.273699 0.2033 0.8389   

Residence −1.23320 0.668648 −1.844 0.0651 * 

How 

important 

is the 

selling 

price of 

the 

product 

when 

choosing a 

favorite 

brand 

[Olive oil] 

−0.171455 0.205373 −0.8348 0.4038   

How does 

the quality 

of service 

in the 

sales unit 

affect the 

choice of 

product 

brand 

[Olive oil] 

0.376197 0.241095 1.56 0.1187   

How 

important 

are the 

design and 

packaging 

with a 

local 

indicator 

in 

choosing 

the brand 

of the 

product 

[Olive oil] 

0.509453 0.212888 2.393 0.0167 ** 

When 

buying 

and 

consuming 

products 

marked 

with local 

indicators, 

is there a 

low level 

of food 

safety risk 

[Olive oil] 

0.707997 0.196765 3.598 0.0003 *** 

cut1 −1.03454 1.36439 −0.7582 0.4483   

cut2 0.626446 1.30628 0.4796 0.6315   

cut3 3.21274 1.35825 2.365 0.018 ** 

 

Mean 

dependent var 
2.469799 

S.D. 
dependent 

var 

0.71241 

Log-
likelihood 

−115.8735 
Akaike 
criterion 

251.747 

Schwarz 

criterion 
281.7865 

Hannan-

Quinn 
263.9515 

Source: Author's results. 
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Number of cases 'correctly predicted' = 98 

(65.8%) 

Likelihood ratio test: Chi-square(7) = 72.4738 

[0.0000] 

In the above model, it results that two 

variables (How important are the design and 

packaging with a local indicator in choosing 

the brand of the product and When buying and 

consuming products marked with local 

indicators, is there a low level of food safety 

risk) have a significant positive effect on the 

dependent variable Want to buy country olive 

oil. Also, it is evident that the two variables 

(income and place of residence) have a 

positive effect on the dependent variable Want 

to buy country oil. From the above, the 

importance of design and packaging with 

local indicators in the choice of the product 

brand and increasing the consumption of olive 

oil is highlighted. Also, it is evident that the 

consumption of oil marked with local 

indicators is perceived as a product with a low 

level of food safety risks. 

Consumption depends on income, 

education, residence, price, quality, design, 

advertising, and risk. 

In this respect, it was used Model 4, 

Multinomial Logit for the dependent variable 

YVU (Consume olive oil), as shown in Table 

19. 

Number of cases 'correctly predicted' = 117 

(78.0%) 

Likelihood ratio test: Chi-square(8) = 70.7524 

[0.0000] 

In the model above, it is observed that three 

variables (how important is the selling price 

of the product when choosing a favorite 

brand, [Olive oil], does the promotion or 

advertising of agricultural products influence 

the choice of the brand, [Olive oil], and how 

important are the design and packaging with 

local indications in the choice of the product 

brand, [Olive oil]) have a significant positive 

effect on the dependent variable YVU 

(consume olive oil). Variables such as income 

and when you buy and consume products 

marked with local indicators, is there a low 

level of food security risk? [Olive oil] also 

have a positive impact on the level of local oil 

consumption (YVU).  
 

Table 19. Model 4: Multinomial Logit, using 

observations 1-204 (n = 150) 

Missing or incomplete observations dropped: 54 

Dependent variable: YVU (Consume olive oil) 

Standard errors based on Hessian 

  Coefficient 
Std. 

Error 
z p-value   

const −2.15149 1.46993 −1.464 0.1433   

Incomes 0.030411 0.01647 1.847 0.0648 * 

Education −0.366258 0.31977 −1.145 0.2521   

Residence −0.891359 0.78062 −1.142 0.2535   

How 

important is 

the selling 

price of the 

product when 

choosing a 

favorite 

brand [Olive 

oil]  

−0.666019 0.2754 −2.418 0.0156 ** 

How does the 

quality of 

service in the 

sales unit 

affect the 

choice of 

product brand 

[Olive oil]  

−0.0942130 0.2932 −0.3213 0.748   

Does the 

promotion or 

advertisement 

of agro-food 

products 

influence the 

choice of 

brand, [Olive 

oil] 

0.585305 0.26103 2.242 0.0249 ** 

How 

important are 

the design 

and 

packaging 

with a local 

indicator in 

choosing the 

brand of the 

product 

[Olive oil]  

0.952578 0.28613 3.329 0.0009 *** 

When buying 

and 

consuming 

products 

marked with 

local 

indicators, is 

there a low 

level of food 

safety risk 

[Olive oil]  

0.469229 0.24789 1.893 0.0584 * 

 

Mean 

dependent 
var 

0.613333 

S.D. 

dependent 
var 

0.488618 

Log-

likelihood 
−64.70887 

Akaike 

criterion 
147.4177 

Schwarz 
criterion 

174.5135 
Hannan-
Quinn 

158.4259 

Source: Author's results. 
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These findings show that consumption of 

local products, such as olive oil, increases as a 

result of promotion, advertising, design, and 

packaging with local indications. 

Willingness to consume unbranded 

products, but with country of origin 

indicators, depends on income, education, 

place of residence, gender, age, and 

number of family members. 

These aspects are shown in Table 20 

consisting of Ordered Logit for the dependent 

variable “Do you think you will buy and 

consume olive oil that is not branded but 

shows its place of production?” 

 
Table 20. Model 5: Ordered Logit, using observations 

1-204 (n = 179) 

Missing or incomplete observations dropped: 25 

Dependent variable: Do you think you will buy and 

consume olive oil that is not branded but shows its 

place of production? 

Standard errors based on Hessian 

  
Coefficie

nt 
Std. Error z 

p-

value 
  

Inco

mes 

0.015574

3 
0.0117086 1.33 

0.183

5 
  

Educ

ation 

−0.32793

0 
0.228787 

−1.43

3 

0.151

8 
  

Resid

ence 
−1.39931 0.483802 

−2.89

2 

0.003

8 

**

* 

Gend

er 
0.634885 0.30129 2.107 

0.035

1 
** 

Age 
0.019752

6 
0.0121515 1.626 

0.104

1 
  

Mem

ber 

0.068696

2 
0.118011 

0.582

1 

0.560

5 
  

cut1 −2.16320 1.19941 
−1.80

4 

0.071

3 
* 

cut2 
−0.55730

0 
1.1851 

−0.47

03 

0.638

2 
  

cut3 2.40898 1.20509 1.999 
0.045

6 
** 

 

Mean 

dependent 

var 

1.715084 

S.D. 

dependent 

var 

0.815817 

Log-

likelihood 
−194.6106 

Akaike 

criterion 
407.2213 

Schwarz 

criterion 
435.9078 

Hannan-

Quinn 
418.8534 

Source: Author's results. 

 

In the above model, it is found that two 

variables (residence and gender) have a 

significant positive effect on the dependent 

variable: Would you buy and consume 

products that are not branded but have 

indications of the locality of production [olive 

oil]? 

 

CONCLUSIONS 

 

This study aims to evaluate how brands with 

local indicators influence the increase in 

demand for olive oil and, as a result, the 

increase in the income of the agricultural 

products processing sector. The review of the 

literature has revealed important information 

regarding the role of this strategy in 

increasing the willingness to consume local 

products and increasing the income of agro-

processing industries. Also, the empirical data 

confirm important findings regarding the 

impact of the olive oil marked with local 

indicators in increasing the demand for 

consumption and improving the economic 

performance of the industries engaged in the 

processing of this product. From the results of 

the study, it is clear that branding with local 

indicators plays an important role in 

increasing the consumption of olive oil, due to 

the fact that, from the point of view of 

consumers, it is perceived as a product with a 

low level of food safety risks and a product 

with better quality high compared to imported 

products. Factors such as perceived higher 

quality, design with local indicators, and 

promotion or advertising improve consumer 

attitudes towards olive oil branded with local 

indicators, encourage repeat purchases, and 

increase revenues for olive oil industries. 

Also, the findings of the study confirm that 

the brand with local indicators constitutes 

added value and provides a competitive 

advantage to position itself in the market, 

elements that should be taken into 

consideration by the agro-processing 

industries of olive oil in the Vlora area. 
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