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Consumer attitudes towards premium branded food products as well as towards the use of GMO’s in food production are characterized by a strong emotional approach. The attitude formation in both cases is gifted with emotions rather than with reason. The objective of the paper is to verify whether or not consumer acceptance of branded GM-food products differs from generic GM-food products. Therefor, an experimental research design is developed to infer causal relationship, more specifically a full factorial design. This method is used to measure the effects of two or more independent variables at various levels. In our research, two independent variables are used, namely presence of a branded product or not and the use of GM-technology or not. The dependent variable is consumer acceptance, which is measured as purchase intention. Cross-sectional data are collected through a consumer survey (n = 300) organized in December 2002 and January 2003. The questionnaire used to collect the data includes topics such as claimed behavior and perception of food quality, food production methods and technology. Clusterwise regression analysis (software programme Glimmix) is used to analyze the data. 

The idea is to present the results of this research at the Ravello conference in June-July 2003. Hereby, the paper will discuss:

· Consumer perception of  food quality in general and GM food in particular;

· Claimed behavior towards (GM)food products; 

· Whether or not differences exist between consumer acceptance of branded and generic GM-food products; moreover, the consumer segments characterized by such differences will be described and discussed. 

· Impact of the introduction of GM-technology on the market share of branded food products.
