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Abstract

:

In the endeavour towards an inclusive society, work integration social enterprises (WISEs) play an important role in workplaces and labour market. Customers of WISEs are an underexplored field, and thus, this study looked at the influence of WISEs on customers using the concept of customer value. It deployed qualitative and quantitative study of two cases of WISEs in the Dutch agriculture and food industry. Market basket analysis was conducted to find interactions between customer characteristics and customer values. The results of our study show that taste as a functional value is a minimum requirement as well as a unique selling proposition for these two cases. The fact that they are a WISE was presented at different explicitness levels to customers: sometimes with a direct statement, other times with a phrase or visual hinting at this social aspect. Customers not always received this message or misinterpreted it as the WISEs intended. The results also indicate that products from these two cases are not associated with lower quality despite findings by earlier studies on socially oriented organisations. However, it is yet to be explored how the general Dutch population perceives the products and services of WISEs.
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1. Introduction


Social inclusion and equality are of great importance in today’s world [1]. Everyone has the right to participate in society according to their own capabilities [2,3]. The field of the labour market and work is not an exception. Regarding social inclusion in the Dutch context, the Participation Act was enacted in 2015, substituting several older acts. Its aim is to encourage and support people with disadvantages in the labour market to find work by a regular employer [4]. The so-called “Work Integration Social Enterprises (WISEs; also known as social firms)” provide opportunities for people with disadvantages in the labour market to be trained and/or to work with other co-workers, while maintaining their business financial sustainability through trade [5], and thus are aligned with the objective of the Participation Act. WISEs are more socially and economically integrated into the rest of the society than the previous model of sheltered workshops [6].



Generally speaking, the WISEs are categorised as a type of social enterprise (SE)—businesses that prioritise the creation of social and/or environmental impact than profit-making for their owners or shareholders [5]. Other types of impact include but are not limited to circular and sustainable production and the development of a fair supply chain [7]. Aside from the direct impact on beneficiaries (e.g., nature and people with disadvantages), SEs also indirectly impact, for instance, the government, other enterprises, and consumers [8]. However, the indirect impact of SEs and WISEs is an underexplored field.



One way to look at the indirect impact of WISEs is through company—customer interaction using the concept of customer value (CV). CV can be defined as benefits that customers can expect from a product or a service [9,10]. Customer value proposition (CVP) is a strategic tool for organisations to communicate CV to their target customers [11]. It can be designed on four aspects, which are (1) perspective, (2) explicitness, (3) granularity, and (4) focus. CV is something that is mutually determined through the experience of the customers and not a one-way delivery of value predetermined by the supplier [11,12]. It may also reflect customers’ social and environmental concerns.



Several types of CV are explained in the literature, and their total number varies. One study describes 30 elements of CV divided into four categories: functional (e.g., quality, sensory appeal, reduces effort), emotional (e.g., design, entertainment, wellness), life-changing (e.g., self-actualisation, provides hope), and social impact (i.e., self-transcendence) [13]. The study starts with the view that there are underlying motives to more apparent attributes that customers say they appreciate. Their categorisation extends Maslow’s hierarchy of needs [14] in the context of consumers.



Customer’s perceived value is a precursor to customer loyalty. Loyalty can be divided into two types: behavioural and attitudinal [15]. Examples of the former include repeat purchases and high amount of purchases [16]. However, the behaviour may be habitual, thus easily influenced by situational factors. In contrast, the latter entails brand preference, commitment, trust, and satisfaction [17] and is less prone to situational factors.



As mentioned previously, customers of WISEs are an underexplored field. A study on Dutch SEs recommended future studies to investigate multiple questions [8], including “how can SEs become more effective in raising awareness and growing their customer base at the same time?”. This study aims to investigate customer value—segment interaction of WISEs in the Netherlands. The country is reported to have an SE sector that uses innovative approaches and tries to mobilise customers [18]. With this objective, this research could contribute to the sector involving more consumers in their activities and mission and taking steps towards a more inclusive society. This is vital because acts of individual SEs and consumers can lead to social issues gaining more attention and support, and thus niche movements leading to a systemic level change in regimes such as policy, market, and culture [19]. Given the potential of the indirect impact of WISEs, our research will attempt to answer the question—“How do different forms of customer value in the Dutch WISE sector influence the response of different customer segments?”




2. Materials and Methods


2.1. Design


This study took a mixed-methods, abductive approach in order to explore CV of Dutch social enterprises. It was a multiple-case study instead of a single case study to better understand if the findings were valuable or not [20]. To triangulate the findings, both desk and field research, a combination of multiple and various stakeholders in data collection, and qualitative and quantitative data analysis methods were used.




2.2. Introduction of Cases


Two cases of Dutch WISEs in the agri-food sector with their own sales point and thus direct sales to customers were selected based on convenience sampling; they were accessible and willing to participate. A case study approach was suitable for this pilot study, which aimed to explore the characteristics of pioneering WISEs in depth. For the same reason, the cases were selected purposively based on the researcher’s experience and judgement on their suitability. Background information and customer interviewee profile of the two cases are shown in Table 1.



2.2.1. Case #1: Tuinderij De Es


Tuinderij De Es had its 40th anniversary in 2021. Its current owners took over in 2012. The farm produces various types of organic vegetables and herbs, which are sold at the Friday market in Den Bosch, its own farm shop in Haaren, via online grocery platforms, colleague farmers and retailers, wholesaler, to restaurants. It is a “zorgtuinderij” (care farm) and as of 2022, it offers daycare service to 17 elderly people and 11 people with psychological conditions and those who want to make a step towards regular employment. The 11 people participate in farming activities.




2.2.2. Case #2: Het Theezaakje


Het Theezaakje was established in 2015, with a store on one of the main shopping streets in Nijmegen. The name means “the tea shop”, and the company sells more than 100 types of tea. They are described as “vrolijke thee met een sociaal verhaal” (cheerful tea with a social story). The company is organised as a workers’ cooperative with 12 people in the reintegration program and four paid employees (including the two board members).





2.3. Data Collection


2.3.1. Document Secondary Data


Being a multiple-case study, it was suitable to use secondary document data [21]. To construct the first overview of CV and segments before deepening and validating through interviews, we collected textual, audio, and visual materials, both online and offline. Online materials such as websites and social media pages were screenshots using “NCapture”, which is a web browser extension compatible with the qualitative data analysis program NVivo 12. As for physical materials such as packaging, photos were taken to be processed on NVivo 12.




2.3.2. Semi-Structured Interviews


Interviews were conducted to deepen and validate the emerging topics from two perspectives—companies and customers. The format was semi-structured, which allowed the interviewee to elaborate on a topic according to the flow of the conversation and allowed new themes to emerge and evolve over the course of each session and series of sessions [21]. This way, this exploratory research of an understudied field was not limited by existing concepts.



Semi-structured interviews with representatives of the cases served to deepen and validate the first overview of their CV, which was based on the researcher’s observation from secondary data. This provided insight into the issue from the company perspective, in other words, what CV the WISEs themselves think they are creating and delivering, to whom.



Individual customers of the cases were interviewed to gain insights into CV from the customer perspective. This prevented the study from being a one-sided analysis. An interview guide was created in English and Dutch, and the Dutch version was checked with native Dutch speakers in the researcher’s network. Then, the questions were tested at case #2, revised, and used at both cases for official data collection. The English version of the interview guide can be found in Appendix A.



The customer interviews took place on a Saturday in April 2022, at the owned sales points. All customers were approached during or after their purchase if the timing allowed the researcher to do so. The interview was introduced as “research on purchase from the shop”. The researcher first asked a question to initiate the conversation. Based on the answer and the interview guide, follow-up questions were asked to obtain more elaborate explanations on why the interviewees were shopping there. The follow-up questions also ensured that the conversation was not irrelevant to the research and that data was collected efficiently within the limited time—each session took around 3 min. This way, interviewees were not steered so much to give answers based on social desirability but were still guided to produce data relevant enough. Still, social desirability bias was not completely avoidable, and this was considered when analysing and discussing the results.





2.4. Data Analysis


The collected data was processed and analysed both qualitatively and quantitatively. Thematic analysis is a commonly used method for qualitative data and can integrate data derived from different sources [21]: the researcher coded the texts, interview notes, and visual materials to look for emerging themes. The main analysis tool was NVivo 12, and Microsoft Excel was used where necessary to organise and compare themes per question and case/interviewee. The analysis was conducted per case and per perspective to distinguish each. Inductive approach was used since the aim was to explore the topic. For CV-related topics in customer interviews, the latent approach was used to capture the underlying CV behind the attributes customers say they appreciate, which was possible to interpret based on their statement [13].



For instance, when a customer stated “For this store, it’s important that everything is organic, because that’s why we come here”, it was categorised as “organic”. When a customer stated “[The tea] reminds me of my home country. I am used to the original, good quality tea”, the CV this statement refers to was categorised as “nostalgia” for the first part and “quality” for the second part.



The first step of thematic analysis, familiarisation with textual and visual data, was performed in their original language, and in the second stage, the data was coded to English terms. Translation was based on the researcher’s language skills, and when unsure, online dictionary and translator and native Dutch speakers in the researcher’s network were consulted.



Market basket analysis (MBA) was deployed to make an assessment of behavioural elements of customers and also to identify associations between different types of CV (in the explanation below, referred to as “items”). The association rule mining approach, which is an unsupervised machine learning method, has been used extensively in the science domain [22,23]. The method of rule mining uncovers the associations between binary or categorical variables in a large dataset. Twelve items were used in the MBA as listed in Appendix B.



Support and confidence are the key measurements in the rule of associations. Support represents the popularity of a combination of items in all transactions. The higher the support, the more frequently the itemset occurs. Confidence can be interpreted as the likelihood of purchasing a combination of items when the customer purchases one of the items. The confidence value of 0.65 was chosen as the threshold based on the classical rule mining procedure [23]. Rules of associate analysis are generated from the frequent itemset using an algorithm, which guarantees that the support of the rule is greater than or equal to the minimum support (=0.005). Overall, the rule with the confidence value 0.65 means 65% of customers who jointly buy items 1 and 2, while 5% of support value (=0.005) shows that this combination covers 5% of transactions in the database. R packages Arules and ArulesViz with default “Apriori” algorithm were used for this analysis with support and confidence set at 0.005 and 0.65, respectively. The algorithm computes a lift value that determines the strength of the association pattern between two items. Larger the lift value, stronger the link between the two. Rules with high support are preferred due to the fact that they are likely to be applicable to a large number of future transactions.



In addition to MBA, logistic regression was used to statistically analyse the significance of each explanatory variables. Explanatory variables are gender, generation, product, organic, business, shop, assortment, convenience, and feeling. Target variables are repeater and awareness that the company is a WISE. Also, multivariate analysis was tested by using those variables that show significance in a univariate analysis.





3. Results


3.1. Visual and Textual Analysis


Each case presented its CV through various means. For instance, sensory-related aspects (i.e., taste, smell, freshness) was communicated on packaging, website, social media, and in-store. To give some examples, the packaging of Tuinderij De Es says “We sell tasty, fresh, healthy, and local food” (Figure 1). In the store of Het Theezaakje, customers could smell samples of all the teas. Additionally, at Tuinderij De Es, vegetables and fruits are displayed on the shelf.



Aspects related to production and sourcing were presented similarly. Examples included a label on the packaging that says EU organic label and Dutch EKO label on packaging and website (Tuinderij De Es) and an explanation of sustainable procurement on the packaging (Het Theezaakje) (Figure 1).



The fact that the cases are WISEs was communicated in various ways. The packaging of Het Theezaakje has a label that says “cheerful tea with a social story”, the logo of Social Enterprise NL, and a text explaining the mission. At the Tuinderij De Es farm shop, there are windows that allow customers to see people working in the greenhouse. In addition, the customers are free to walk into the greenhouse and the garden. The shops of both cases also have posters that explain how they help people with distance from the labour market (and in the case of former, also about elderly care). Het Theezaakje have a phrase on their web shops pointing out the social impact that a customer has when purchasing from these companies:



“Did you know that by drinking our tea, you create nice workplaces for people with a distance from the labour market?” (Het Theezaakje)



Finally, the packaging design of each case reflects their take on the environment. Tuinderij De Es uses a brown paper bag, while Het Theezaakje uses biodegradable bags and sells loose leaf tea that does not require additional packaging per portion.




3.2. Quantitative Analysis of Customer Interviews


The distribution of our dataset in the relation between shops (local), the generation of the customers, and the repeater are shown in Figure 2. Mosaic plots show our data as is, and there is no attempt to generalise to the whole population. Regarding the case of Tuinderij De Es, seen on the top side of Figure 2, the frequency of the customers who are a senior and a repeater is significantly higher than expected under the null model. In contrast, at Het Theezaakje, on the bottom side of Figure 2, the group of young non-repeaters is significantly large.



The list of CV categories mentioned in customer interviews is presented in Table 2 based on their frequency. The definition of the categories and more specific attributes under each are explained in Appendix C. The analysis indicates that “product” is the most commonly mentioned category in both cases. It includes taste (n = 6 at Tuinderij De Es; n = 5 at Het Theezaakje) and quality (n = 5 at Tuinderij De Es; n = 2 at Het Theezaakje). At Tuinderij De Es, organic was also mentioned by over half of the customers, which was also related to other categories such as product (i.e., taste) and business (i.e., sustainability and health). The attribute “social”, related to the social aspect of these WISEs and categorised under “business”, was only mentioned by one customer at Tuinderij De Es.



	
Using the categories, univariate and multivariate analysis was conducted to look for the significance of several factors (categories) in determining whether a customer is a repeater (Table 3) and whether they are aware of the social aspect (Table 4).



	
When it comes to the repeater, a couple of categorical variables show a significant difference. The generation has a significant difference (p value < 0.05). The senior generation shows a significant difference compared to other generations. The business has a slightly significant difference (p < 0.1). However, no interactive effect between Generation and Business has been found.



	
Regarding awareness, the following variables show a statistical significance: Place (p < 0.01); Generation (p < 0.05); Organic (p < 0.05), Product (p < 0.05); Business (p < 0.1). Senior generation (p = 0.002998) has more significance compared to other generations. On the contrary, the young generation does not show any significance in awareness.



	
No interactive factors were found regarding awareness: (Generation * Organic), (Generation * Product), (Place * Generation), (Place * Organic), (Place * Product). In addition, gender has no significance.






A so-called ‘basket analysis’ shows differences in the types of the items (answers) that the clients chose (Figure 3). As the result of our analysis, 48 rules were generated with the lift (between 1.076 and 2.6) by the default algorithm. A couple of the types of the answers do not appear in Figure 3, such as “Feeling”, due to the low frequent item set, which does not satisfy the minimum value of the support constraint (=0.005). In Figure 3, the position of “Non-Repeater” customers are isolated, seen in the upper right, while “Repeater” is enveloped by different types of answers such as “Aware”, “Assortment”, “Organic”, and “Business”. The large number of nodes are linked to the “Senior”, compared to “Young”.




3.3. Interviews with Customers and Company Representatives


In line with the quantitative analysis of customer interviews in which “taste” was a most frequent word, company representatives explained how important taste and quality is:




“The other two market stalls, they are also local, so that’s not distinguishing. It’s more that …we take care of the quality. The quality is on our side…” 



(Tuinderij De Es, representative)





Compared to taste and quality, the social aspect seems to be lower in importance in terms of CV:




“It doesn’t matter [that it is a care farm]” 



(Tuinderij De Es, customer-female-repeater)






“I suspect that not a lot of customers know that we are a social enterprise” 



(Het Theezaakje, representative)





In fact, only 3 out of 13 interviewees at Het Theezaakje knew that the company was an SE. The researcher asked those who did not know about the “social story” what they thought it was about. Their answers were either donation of profit or fair-trade concept. In other words, the social aspect was not (correctly) conveyed to the customers.



At the same time, there are customers who do recognise and appreciate the social mission that the companies have.




“It’s not that I would stop coming here if it were not a care farm, but what they do is very beautiful…It’s a bit like the chicken and the egg story, it is what makes De Es a whole, it is what De Es is.” 



(Tuinderij De Es, customer-female-repeater)





The companies themselves do want to communicate their social aspect to their customers.




“…I think so [we want the customers to be more aware of our social story], we should emphasize it a bit more. we should make more use of that cross-linkage [between different activities on the farm]. So what I did in the shop now is that I put an infographic of the farm. To inform people what we are doing on the whole farm, not only that we have a shop.” 



(Tuinderij De Es, representative)






“…we have it [social story] on our packages, we also try to highlight it on our Instagram, a blend of social story and product, so in that sense, we are open and forward about it.” 



(Het Theezaakje, representative)





Twenty-four out of twenty-six interviewees at Tuinderij De Es knew that it was a care farm. This might be because 23 out of 26 were repeating customers. A relatively new customer who started shopping at Tuinderij De Es half a year ago said that he did not know but he could imagine because of the “social environment” of the farm.



Tuinderij De Es and Het Theezaakje work with organic products. They have their own motivations for this.




“At some point, we made the decision because we are a social enterprise, we care about people, but if we care about people, we also care about the plants and planet, because people live on this planet.” 



(Het Theezaakje, representative)





At Het Theezaakje, “organic” was not really a distinctive attribute for customers (3 out of 13 customer interviewees mentioned it). In contrast, it was by far the most frequently mentioned aspect by Tuinderij De Es customers. Interestingly, when they were asked if they would purchase from the farm even if there were non-organic products, some customers said they would not mind because they trusted the owners.




“I assume they don’t just put something here that actually contradicts the rest.” 



(Tuinderij De Es, customer-female-repeater)







4. Discussion


4.1. Development of WISEs


WISEs are said to have originated in the 20th century in multiple countries in the social context of neoliberalism, globalisation, and inclusion [24,25,26]. The regulatory, economic, and social environment surrounding WISEs varies among countries, for instance, with different levels of financial support from the government. In the Netherlands, the Participation Act was enacted in 2015 to reduce welfare expenditure and enable a more flexible approach to the varying needs of people at a distance from the labour market [4]. The so-called “social ontwikkelingsbedrijf” (social development company) plays an important role in actually creating work and training places, with financial and other support from municipalities [27]. Like this, WISEs fill in the gap in the social needs that neither the traditional government nor companies can meet, commonly called “the third sector” [24].



The growth of social enterprises, in general, can be compared to activities related to corporate social responsibility (CSR). CSR developed amidst rising concerns about companies’ social and environmental externalities [28]. Yet, it is distinct from CSR in that they do not have social and/or environmental impact as the priority [18]. WISEs can also be discussed in the context of creating shared value (CSV) proposed by Porter and Kramer [29]. This concept is a holistic combination of various concepts, including CSR and social entrepreneurship. However, it has received criticism that it does not tackle the fundamental issues of capitalism that it claims to do [30]. Thus, it can be considered somewhat different from social entrepreneurship, which in the Dutch context is observed to do things differently, innovatively, and driven by intrinsic motivation [18].




4.2. Customer Value among WISEs


Purchases from WISEs support the social participation of disadvantaged people and an inclusive society. Therefore, it can be considered a type of ethical consumption—making purchase decisions based on values embracing environmental and/or social sustainability [31,32]. Research implies that the types of CV identified in more general studies are also relevant to ethical consumption. First of all, ethical consumption, in general, can be driven by intrinsic and extrinsic motivations [33]. The former includes empathy and self-reflexive consciousness [34,35]. For consumers who identify themselves as ethically minded, ethical consumption is part of a search for a morally good life [36]. Social status and reputations are examples of extrinsic motivations [34].



Research has shown that SEs can promote ethical consumption [8], and there are several proposed methods and theories. As a starting point, non-SE entities such as NGOs and governments also influence consumer attitude and behaviour [37,38]. However, SEs are unique in that they use concrete and marketable products and services to reach consumers and give them “the power to change the industry” (Bas van Abel, founder of Fairphone. Quoted in [8]). Our study tried to explore how Dutch WISEs motivate customers to purchase their products and to influence customers regarding the social issue.




4.3. Characteristics of Customer Value


The observed types of CV (Table 2) are comparable to what was explained by other studies in general and those related to ethical consumption [13,39]. It is not surprising that as agri-food companies, “taste” was one of the most frequently mentioned CV types in both cases. This functional value acted not only as a minimum requirement, as found in a previous study [13] but also as a USP from both company’s strategy and customer perspective. In addition, some types of functional values (e.g., organic) substantiate the reason of existence and/or the story of the WISE. Some types of CV observed in previous studies, especially extrinsic motivations [34], were not observed. This may be due to social desirability bias or the framing of interview questions. They might be irrelevant for WISEs, but it is not to be concluded so.



Moving on to the “explicitness” of CVPs [11], our study shows a contrasting result between the two cases. On the one hand, Tuinderij De Es not always communicated its social aspect explicitly, but multiple customers considered it a logical, natural part of the whole organisation. This is because customers can feel the related values, as shown in the qualitative analysis of the interviews. A similar inference is made by Payne et al. (2017), where implicit CVP can be effective when it is embedded within the organisational culture.



On the other hand, Het Theezaakje’s stamp with the phrase “with a social story” (Figure 1) was misunderstood or not recognised. This is despite the elaborate explanations on the side of the packaging and online media. Apparently, some phrases are not easily linked to what they actually mean. This infers the “ineffectiveness” of a rather implicit CVP [11]. However, this mismatch between company’s claim and customer’s perception can also be attributed to a lack of “fit” between company’s offer and customer’s problem [40]. This situation also substantiates the view that CVP is mutually determined [12].



In the literature, the explicitness of sustainability is found to have varied effects, including both attracting and pushing away customers [41,42]. However, the existing studies are limited in the sector and relatively old, so it is unknown what effects exist in the WISE sector in the 2020s. It would probably be insightful to compare different explicitness. In fact, a brief observation of other WISEs in the Netherlands suggests that there are cases that present their social aspect more explicitly than the two cases in this study.



Both cases, although to a varying extent, showed a clear intention to communicate their social aspect to customers. This is in line with the motivation among Dutch SEs to influence customers and other organisations [7,18]. The results suggest that WISEs can be a touchpoint for customers to learn about the concept of an inclusive labour market. This might be achieved directly when customers read about the social aspect of company’s communication channel or less directly when customers see and feel the inclusive atmosphere. Especially, the latter seems to lead to the social aspect being naturally accepted by customers because it is “a part of the whole (organisation)”.



Despite the theory that SEs can change consumer norms and provide alternatives to consumers and empower them [8], and despite the expressions used by Het Theezaakje that buying their products can have a social impact, these were not really mentioned by customers (Table 2).



The choice regarding storytelling also concerns the growth stage [43] and the impact model of a WISE. As a smaller enterprise with a unique product/story, it might choose to enter the market with a niche strategy. When the core customer base is built, it might then appeal to a wider audience by being less niche, for instance, by using more major sales channels and toning down on social story. At this stage, the impact is created by increasing sustainable supply on the market, and possibly changing the norms of customers and industry [8].




4.4. Creating Customer Loyalty


When customers like certain aspects of the product/organisation, they come back to purchase again (Figure 3), which is a behavioural customer loyalty [16]. MBA shows that repeaters are attracted to various CV types, while first-time customers (non-repeaters) were connected to a few other items (Figure 3). This suggests that potential customers generally learn about the shop on a limited number of aspects and over time, they learn about and start to like other aspects. It should be noted that repeaters were not necessarily familiar with the social aspect, especially at Het Theezaakje. This, again, may be due to the implicitness of their CVP and, at the same time, implies that the social aspect is not a prerequisite for behavioural loyalty.



The customer interviews at Tuinderij De Es revealed that sometimes a key CV (i.e., “organic”) can be “compromised”. This implies that there are values that are as important or more important for customers. Such values included sustainability, local, and trust. The last aspect, trust in the organisation, supposedly occurs when there is coherency in the activities and values of the organisation [44], and those values match the personal values of the customers so that they can act according to their own determinations [45]. Purchasing from a company that one trusts is a characteristic of ethical consumption [46].




4.5. Characteristics of the Dutch Population and Customers


An increasing percentage of the Dutch consumers is influenced by “sustainability” “fair working conditions” etc. [47,48], but it is doubtful whether “work integration” is within their scope, as reflected in the customer interviews at Het Theezaakje. Work integration differs from other ethical consumption-related topics such as organic and fair trade in their public recognition (and thus the ease of association with “good practice”). Another difference between work integration and fair trade is that although both concern welfare of workers, the latter is in countries far away. It might be the case that consumers feel more comfortable to think about an issue that is not too closely related to their lives.



In addition, multiple studies in Europe and the Netherlands suggest that younger consumers are more informed and particular about sustainability and more likely to make sustainable purchasing decisions [49,50]. Meanwhile, in our study, this was not the case. The likeliness of a young customer in the two cases to be a repeater or aware about the social aspect is lower compared to other age groups (Figure 2; Table 4). Again, this raises a question whether work integration is within their interest of sustainability. Studies that suggest that younger consumers being more vulnerable to social norms, and this creates attitude–behaviour gap [51,52] support this question.



Finally, “quality stigma” is reported to be associated with products from CSR activities [39]. This is probably also relevant to WISEs. Similarly, customers might need to sacrifice this short-term benefit (quality) for a longer-term benefit (e.g., contribution to society) [53]. However, this sacrifice was not observed in this study. One reason may be that some customers did not know about the social aspect of the company, and thus no conscious “sacrifice” was made. In addition, non-customers, who presumably have more negative experience or image, were not studied. However, it may also be that people’s perceptions are changing, and they are expecting a higher quality from impact-first companies. This possibility is reflected in how some customers of Tuinderij De Es value the company’s wholesomeness. As a final note, the two cases themselves wanted to provide products with high quality. It would be insightful to analyse how relevant these results are to the overall image of the Dutch WISE sector.




4.6. Discussion on Methodology


Several points should be noted regarding the methodology. Firstly, even though this phase successfully combined company and customer perspectives of CVP, there is much room for deeper exploration from the customer perspective. For instance, the results suggest that if interviews had been conducted on a weekday, with online customers, and/or for a longer time per person, different conclusions might have been drawn. In addition, the size of the customer interviewees was too small to enable valid segmentation or development of customer profiles.



Another limitation is that the interviews with customers took place in-store for convenience, but it could have also been a source of social desirability bias. The questions could have been framed differently, for instance, to ask for a ranking of all CV types that a customer listed or to ask binominal (yes/no) questions to enable a more structured quantitative analysis. In addition, non-customers were not included in this study and thus, reasons for not purchasing were not explored in depth. This could be an agenda for future research. Nevertheless, this study contacted new customers, illustrating how non-customers came to be in touch with a WISE.



Moving on to the analysis method, this study deployed MBA as a tool to analyse relationship among various types of CV and demographic factors. It has been used for analysing consumer behaviour based on their purchase patterns (i.e., a large set of purchase records), but the application on CV is new. Despite the limited sample size in this research, the results suggest that MBA offers a new way to understand CV. In future research, with improvements in research methods such as the ones pointed out above, MBA could be utilised to analyse how different types of CV and combinations thereof lead to certain customer behaviours. The derived insights could be used for businesses to decide which types of CV to present together to which customer segments.



Moreover, in general, this is an exploratory pilot study. It did yield new insights about the issue. Yet, for the findings to be generalisable and validated, follow-up studies should be conducted on additional cases or with quantitative and/or experimental design. To give an example, experiments could be conducted to test how customers respond to a different presentation of a message on the packaging to better understand customer responses and their causes. Another example is to research outside the agri-food sector, since the most common CV types were quite specific to food.



Finally, these organisations are developing and changing. Thus, it would probably be insightful to design a longitudinal study where the development of these companies is followed over the years and how their CV and segment responses change.





5. Conclusions


This research explored the influence of WISEs on customers using the concept of customer value. The two cases of WISE in the Dutch agri-food sector were analysed quantitatively and qualitatively. For both cases, functional value, especially taste, was a main purchase driver and often the repurchase driver. Their social aspect (i.e., work integration) was not always known or clear to the customers. However, its related customer value does have the potential to be a USP and precursor to customer loyalty.



This study suggests that WISEs should provide high-quality products and/or services so as to deliver customer value and so as not to lead to quality stigma. Future research on customer aspects of WISEs can focus more on the social aspect, as well as use different research methods and samples to build on this small-scale, multiple-case studies.
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Appendix A


Below are the interview guides used for customer interviews at the stores of the two cases.



Tuinderij De Es



	-

	
Is this your first visit? Or do you come here often?




	○

	
What makes you come back?










	-

	
Did you know that all products here are organic?




	○

	
How important is this to you?




	○

	
Are you a frequent buyer of organic products?




	○

	
What would you think if there are local but not-organic products at this shop?










	-

	
Did you know that this farm also has a social aspect, with care/“zorg”?




	○

	
How important is this to you?




	○

	
Were you familiar with the concept?




	○

	
What would you think if there are “social” but not-organic products at this shop?













Het Theezaakje



	-

	
Is this your first visit? Or do you come here once in a while?




	○

	
What makes you come back?










	-

	
Where do you usually buy your tea?




	○

	
What is important when you buy tea? Is it also relevant for this occasion?










	-

	
Did you know that these tea also have a social story? Vrolijke thee met sociaal verhaal?




	○

	
What do you imagine from this?




	○

	
Are you familiar with the concept of “inclusive labour market”?














Appendix B


List of items used for MBA.



	-

	
Age group




	-

	
Gender




	-

	
Repeater




	-

	
Awareness




	-

	
Assortment




	-

	
Business




	-

	
Convenience




	-

	
Feeling




	-

	
Organic




	-

	
Product




	-

	
Shop








Appendix C
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Table A1. Definitions of attributes and categories related to types of customer value.
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Category Name

	
Category Refers to…

	
Attribute Name

	
Definition






	
Assortment

	
Product assortment

	
Complete assortment

	
The product assortment is complete.




	

	

	
Diverse products

	
The product assortment is diverse.




	
Business

	
Business decision regarding scale and sustainability (social and environmental). Excludes “organic” 1

	
Health

	
The products are good for health.




	

	
Local

	
The products are produced/sourced locally.




	

	
Packaging

	
The packaging is eco-friendly (i.e., biodegradable, reusable)




	

	
Seasonal

	
The fresh products are seasonal.




	

	
Small scale

	
The products are produced on a small scale.




	

	
Social

	
The company makes social impact.




	

	
Sustainability

	
The products and/or production methods are eco-friendly.




	
Convenience

	
Time and money-saving

	
Affordability

	
The products have an affordable price.




	

	

	
Location

	
The shop location is convenient.




	
Feeling

	
Personal, emotional experience of a customer

	
Nostalgia

	
The products remind me of home.




	

	
Reward

	
I feel good when I buy the products/from the shop.




	
Organic 1

	
Organic production/sourcing

	
Organic

	
The products are produced/sourced organic.




	
Product

	
Inherent and sensory qualities of the products

	
Fresh

	
The products are fresh.




	

	
Quality

	
The product quality is good.




	

	
Smell

	
The products smell nice.




	

	
Taste

	
The products are tasty.




	
Shop

	
The experience of a customer in the shop, not related to the products.

	
Atmosphere

	
The atmosphere in the shop is nice.




	

	
People

	
The shop staff are friendly.




	

	
Purchasing experience

	
I enjoy the whole purchasing experience in the shop.








1 “Organic” is both a category and an attribute on its own. This is because the number of codes under this attribute was substantially big compared to other attributes and also because this attribute was often connected to yet independent from other attributes such as local, quality, and taste.
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Figure 1. Het Theezaakje packaging (left) and Tuinderij De Es packaging (right). 
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Figure 2. Mosaic plot showing the distribution of data sample (customer generations and repeaters) in two locations (CF = Tuinderij De Es; Tea = Het Theezaakje). Blue means there are more observations in the cell than would be expected under the null model (independence), while red colour denotes the opposite situation. The p-value of the Chi-square test is 0.00012054. 
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Figure 3. Outcome of market basket analysis for the interaction between customer characteristics and customer values. In this figure, the arrows indicate the relationship rules, and the size of the circle represents the level of confidence associated with the rule. The colour exhibits the level of lift with the range of 1.076–2.6. The support value is in the range between 0.103 and 0.615. 
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Table 1. Background information of the two cases and customer interviewee profile.
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	Aspect
	Case #1
	Case #2





	Location
	Haaren
	Nijmegen



	Size
	11 people on reintegration and work-support program
	12 people on reintegration program



	Establishment
	Taken over by the current owners in 2014
	2015



	Major B2C sales channels
	Owned shop in Haaren

Weekly market
	Owned shop in Nijmegen

Web shop



	Website
	tuindees.nl
	het-theezaakje.nl



	Instagram
	@tuindees
	@het_theezaakje



	Number of customer interviews
	26
	13



	Age group (estimate)
	
	



	~40 (young)
	6 (23%)
	9 (69%)



	41–65 (senior)
	15 (58%)
	2 (15%)



	65+ (pension)
	5 (19%)
	2 (15%)



	Repeating customer
	23 (88%)
	5 (38%)
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Table 2. CV categories appreciated by customers in the two cases. Multiple answers possible.
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CV Categories

	
Number and Percentage of Customers Who Mentioned the CV Category




	

	
De Es (n = 26)

	
Het Theezaakje (n = 13)






	
Assortment

	
10 (38%)

	
5 (38%)




	
Business

	
13 (50%)

	
1 (8%)




	
Convenience

	
4 (15%)

	
1 (8%)




	
Feeling

	
1 (4%)

	
1 (8%)




	
Organic

	
14 (54%)

	
3 (23%)




	
Product

	
16 (62%)

	
9 (69%)




	
Shop

	
5 (19%)

	
2 (15%)
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Table 3. Univariate and multivariable logistic regression analysis showing predictors of repeater with odds ratio (OR), Wald test, and p-value. Asterisk mark (*) refers to statistical significance (p value < 0.05).
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Univariable

	

	
Multivariable

	




	
Variable

	

	
OR

	
Wald

	
p-Value

	
OR

	
Wald

	
p-Value






	
Generation

	
Young

	
Reference

	
0.007 *

	

	

	
0.011 *




	
Senior

	
5.22

	
0.041

	
4.59

	
0.079




	
Pension

	
132,170,048

	
0.994

	
128,376,363

	
0.994




	
Gender

	

	
1.8

	
0.507

	
0.494

	

	

	




	
Organic

	

	
2.67

	
0.206

	
0.19

	

	

	




	
Feeling

	

	
0.37

	
0.497

	
0.504

	

	

	




	
Convenience

	

	
1.2

	
0.881

	
0.879

	

	

	




	
Assortment

	

	
1.13

	
0.866

	
0.866

	

	

	




	
Product

	

	
0.96

	
0.956

	
0.956

	

	

	




	
Business

	

	
6.47

	
0.095

	
0.048 *

	
6.15

	
0.122

	
0.08
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Table 4. Univariate and multivariable logistic regression analysis showing predictors of awareness with odds ratio (OR), Wald test, and p-value. Asterisk mark (*) refers to statistical significance (p value < 0.05).
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Univariable

	

	
Multivariable

	




	
Variable

	

	
OR

	
Wald

	
p-Value

	
OR

	
Wald

	
p-Value






	
Generation

	
Young

	
Reference

	
<0.001 *

	

	

	
<0.001 *




	
Senior

	
32

	
0.003

	
31.85

	
0.004




	
Pension

	
12

	
0.04

	
13.76

	
0.039




	
Gender

	

	
0.32

	
0.135

	
0.136

	

	

	




	
Organic

	

	
6.25

	
0.034

	
0.019 *

	

	

	




	
Feeling

	

	
0.42

	
0.556

	
0.56

	

	

	




	
Convenience

	

	
0.27

	
0.086

	
0.072

	

	

	




	
Assortment

	

	
0.82

	
0.784

	
0.784

	

	

	




	
Product

	

	
0.27

	
0.086

	
0.072

	

	

	




	
Business

	

	
7.56

	
0.007

	
0.025 *

	
8.01

	
0.105

	
0.07
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