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This research uses simulated test marketing methodology to examine the impact of consumer awareness of a GMO Free label and premium pricing on purchase interest for a branded potato chip product. The research uses a survey instrument and a concept exposure that are administered through the use of a personal interview of randomly selected potato chip purchasers at food stores in four regions of the United States: the west, south, east, and midwest. The research is being conducted in October 2002, December 2002, and January 2003.   Simulated test marketing technology has evolved over time through a combination of methodologies for generating market response and mathematical models that simulate the marketing environment.  The result of this combination is a reliable and valid methodology for forecasting awareness, penetration, share, and volume for new and repositioned products and services. 


This research uses the laboratory experiment component of simulated test marketing in a three cell study design to test the impact of a GMO Free label and a premium price on an existing branded potato chip product.  Cell one is the control cell.  Respondents in cell one are shown a picture of the existing branded product at the existing market price. The second cell examines the same product with the GMO Free label on the package at the same price.  Cell three examines the branded potato chip product with the GMO Free label priced at a 17% premium.  In order to simulate the purchase environment and remind consumers of competitive products and prices, consumers in all cells are shown the same competitive board.  The competitive board displays pictures of other leading branded chip products.  Each product on the competitive board is priced at the current market level.  After the respondent has time to review the concept and the competitive boards, purchase interest is evaluated using an eleven-point scale.  Aided awareness of the GMO Free label is evaluated after the concept exposure.  


Initial results based on a small sample indicate that the GMO Free label has no impact on purchase interest for the general population.  Further, there is no change in purchase interest at the higher price.  Although all respondents in cell two were exposed to the branded potato chip product with the GMO Free label, only 29% of respondents indicate that they saw the GMO Free label on the package.  However, in the premium priced cell, 55% of respondents indicate that they saw the GMO Free label on the package.  Thus, there appears to be an interaction effect between the price and awareness of the label.  Examination of the purchase interest in the branded potato chip product with the GMO Free label among those that are aware of the GMO Free label indicates that purchase interest may fall at the higher price.  A larger sample is needed to confirm this directional result.  


The results of this research with the total sample is expected to show that labeling a product GMO Free does not generate 100% awareness among consumers.  Further, awareness increases when the price is increased.  This may occur because consumers that are aware of the market price examine the package to determine why the price has changed.   A reduction in purchase interest is anticipated among consumers that are aware of the market price and the GMO Free label.  Thus, there appears to be a group of consumers that are not willing to pay a premium for a GMO Free branded potato chip.
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