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Thelargest portion of fruit and
vegetable sdles are conducted at the retall levd.
Traditiondly, shoppers have gone to the
grocery store and salected produce from their
bins. Customers frequently have selected fruits
and vegetables based on qudlities like the sound
that is made when the item is thumped, its smell,
or firmness of the produce. The one thing that
was paramount was that the consumer could
actudly hold the fruit or vegetable. Dueto
developments in home computers and with
fairly easy accessto theto the Internet, new
doors are opening for how individuas can
purchase groceries, induding fruits and
vegetables. There are afew companies that
are offering online food purchasing capabilities.
One main concern wasif consumerswould be
able to overcome the fact that they will not be
able to personadly check the produce before it
leavesthe store. A study was conducted to find
out what was being offered on the Internet and
how familiar and willing consumers are to use

online shopping.

Theresults revealed that, asto the
familiarity of online shopping, thosein the age
group of 50 and above were the least likely to
be familiar with theidea. Respondents that fell

within the 18-29 year old age group were the
mogt likely to know something about online
shopping. Income was akey factor in the level
of knowledge about shopping on the Internet.

It was found that families with a combined
income below forty thousand dollars ayear
were |less likely to be familiar with online food
purchases than those above forty thousand
dollars. It was found that men were most likely
to be familiar with the concept, which is
interesting because the study found that women
were the main food shoppers for the family.
And as expected, access to a computer and
Internet services were sgnificant factors
effecting familiarity with food purchasing on the
Internet. Race, education level, place of
residence, and having children in the home
were not found to be significant factors effect
familiarity.

Willingness to use online food
shopping is very smilar to familiarity with
respect to the age factor. Those above 50 are
the least inclined to use these online sarvices,
while the 18-29 age group are most inclined.
Of the consumers surveyed, the less educated
respondents were less likely to use online
shopping compared to well-educated
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consumers. Individuasthat stated they were
dready aware of online shopping were more
likely to useit. Out of theindividuas
interviewed the ones that said convenience was
the most important influence on their food
shopping were more willing to try online
purchases. An interesting finding was that
access to a computer and Internet services did
not have asgnificant effect on the willingness of
consumers to buy produce via the Internet.
Income, number of children in the home, and
gender did not prove to be a significant effect
ether.

Another study was conducted on the
availability of online produce shopping
provided by retailers. Currently, around sixty
two percent of al packaged goods producers
have some sort of presence on the Internet.
This has nearly doubled from ayear ago. The
study was conducted so that 297 out of 17,894
fruit and vegetable marketerslisted in an
€electronic phone book were interviewed.
Areas of interest were whether a site was
found; whether the Ste was for that business
only or for severd marketers; if purchases
could be made through the site; and if a 1-800
number or an E-mail address was present. The
findings showed that four percent of these
busi nesses had their own Web site, and
approximately twenty percent were found on a
centra Web page with other firms. Although,
sometimes these centrd pages were loca
Chambers of Commerce and others were the
gore chain’'s main Web site. Only around one
percent of the businesses sudied actualy sold
viathe Internet, with an additiond one percent
provided a 1-800 number or E-mail address so
consumers could contact the store for an order.

Thefindingsin both of the sudies
mentioned above reved that this unconventiona

method of retailing isin use, and thet thereis
rigng interest. Although online shopping for
fruits and vegetablesisin avery premature
stage, it does provide some ingght into the way
the produce industry ismoving. It is becoming
imperative that a dl levels of the industry
technology is not only understood, but adopted
aswell.
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