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Price, origin, and type of production are all known to influence consumer choices when it comes to fresh food. However, the interactions between these factors have received limited attention in the food choice literature. With the growth of online grocery shopping services, another under-investigated issue is the willingness to buy (WTB) fresh food products sold online. Our aim was to partially fill these gaps, by applying a scenario-based methodology.

We exposed 324 individuals to 54 scenarios describing a situation in which a character goes to buy apples. The scenarios featured all possible combinations of four within-participants factors: purchase site (traditional market or online grocery shopping service), origin (within 50 km of the character's home, elsewhere in France, or foreign country), price (low, average, or high), and type of production (organic, sustainable or conventional farming). For each scenario, participants rated their WTB for the apples on sale. Analyses conducted on the whole sample showed that consumers' WTB was higher for locally grown, organic, and lowpriced apples. Furthermore, cluster analysis revealed three consumer segments with different behavioral profiles. Price-sensitive consumers' WTB was higher for imported apples at a low price than for local apples at a high price. Non-online consumers unconditionally rejected the online grocery shopping service regardless of the apples' price, origin, and type of production.

Organic consumers were more willing to buy imported organic apples than domestic conventional ones. Hence, consumers' preferences for domestic products should be interpreted in the light of factors such as price and type of production.

Introduction

In France, fresh food products such as apples are covered by specific marketing standards. The product's name, its price, and the full name of its country of origin must all be reported on the label. Optional information includes other geographical indications or specific logos (e.g., sustainable farming quality mark). Consequently, consumers rely on food labelling for their information, and use it to evaluate and discriminate between products. There is therefore considerable interest in understanding how consumers use the cues on food labels. Furthermore, while fresh food products are traditionally bought at physical markets (e.g., farmers' markets), consumers no longer limit themselves to this option, as Internet shopping is gradually becoming a viable alternative [START_REF] Jin | Preferences of Chinese consumers for the attributes of fresh produce portfolios in an e-commerce environment[END_REF]. To date, few of the studies investigating online shopping have been linked to the consumer behavior literature, and even fewer of them have focused on the food sector [START_REF] Grunert | Consumers' willingness to buy food through the internet[END_REF][START_REF] Picot-Coupey | Grocery shopping and the Internet: Exploring French consumers' perceptions of the 'hypermarket' and 'cybermarket' formats[END_REF]. We therefore conducted the present study to explore consumers' willingness to buy (WTB) apples, taking four factors into account: purchase site, price, origin, and type of production.

Price is acknowledged to be a key variable in consumers' fresh food choices (Iop, Teixera, & Deliza, 2006;[START_REF] Scheibehenne | Fast and frugal food choices: Uncovering individual decision heuristics[END_REF]. It has been shown to be the most important attribute in the decision to purchase fresh food products such as carrots or sweet cherries [START_REF] Dagupen | The ideal vegetable attributes based on consumer preferences: A conjoint analysis approach[END_REF][START_REF] Koutsimanis | Influences of packaging attributes on consumer purchase decisions for fresh produce[END_REF]. Though limited, some research has also shed light on how origin can influence consumers' fresh food preferences [START_REF] Insch | Why country of origin still matters in food retailing: Implications for promotion management research[END_REF]. Most confirm that consumers prefer locally or domestically produced foods over imported ones [START_REF] Brunsø | Motives, barriers and quality evaluation in fish consumption situations[END_REF][START_REF] Krystallis | Does the country of origin (COO) of food products influence consumer evaluations? An empirical examination of ham and cheese[END_REF]. Another extrinsic cue on which consumers have been increasingly relying at the point of purchase is the type of production. There has been a large body of research on consumers' perceptions of organic farming [START_REF] Aertsens | Personal determinants of organic food consumption: A review[END_REF][START_REF] Hemmerling | Consumption behaviour regarding organic food from a marketing perspective-a literature review[END_REF]. The general findings are that organic products are perceived to be safer, fresher, and more respectful of the environment than their conventional counterparts [START_REF] Hemmerling | Consumption behaviour regarding organic food from a marketing perspective-a literature review[END_REF]. However, scant attention has been paid in the food choice literature to consumers' preferences for other types of production such as sustainable farming.

Although the influence of price, origin, and type of production on consumers' food purchase decisions has been documented by researchers in the food choice domain [START_REF] Aertsens | Personal determinants of organic food consumption: A review[END_REF][START_REF] Brunsø | Motives, barriers and quality evaluation in fish consumption situations[END_REF]Iop et al., 2009), these cues have generally been studied separately, and it is therefore unclear how they interact with one another [START_REF] Holdershaw | Consumer knowledge of country of origin of fresh food at point of purchase[END_REF][START_REF] Thøgersen | How important is country-of-origin for organic food consumers? A review of the literature and suggestions for future research[END_REF]. For instance, origin has almost always been investigated independently of other cues [START_REF] Holdershaw | Consumer knowledge of country of origin of fresh food at point of purchase[END_REF]. There have been a few exceptions. In one study, for instance, [START_REF] Xie | Consumers' preferences for fresh broccolis: Interactive effects between country of origin and organic labels[END_REF] found that US consumers preferred domestic organic broccoli to imported organic broccoli. Nonetheless, researchers in the field [START_REF] Thøgersen | How important is country-of-origin for organic food consumers? A review of the literature and suggestions for future research[END_REF] have stressed the need for more research on the interaction between origin and other choice criteria such as type of production.

In general, studies investigating the influence of extrinsic cues (e.g., price, origin, type of production) on consumer behavior have relied on questionnaires, focus groups, interviews, and conjoint analysis (see, for example, [START_REF] Brunsø | Motives, barriers and quality evaluation in fish consumption situations[END_REF][START_REF] Dagupen | The ideal vegetable attributes based on consumer preferences: A conjoint analysis approach[END_REF][START_REF] Insch | Consumer understanding and use of country-of-origin in food choice[END_REF][START_REF] Kemp | Food miles: Do UK consumers actually care?[END_REF]. Another method that can be used to examine how various attributes are combined in food purchase decisions is Anderson's experimental protocol [START_REF] Anderson | Methods in information integration theory[END_REF][START_REF] Anderson | Unified social cognition[END_REF]. This methodology relies on scenarios where participants are asked to evaluate combinations of factors, rather than single factors. A full factorial design is required to determine the impact of each individual factor on overall judgments, and all possible interactions can be investigated [START_REF] Anderson | Unified social cognition[END_REF]. Although Anderson's methodology has been successfully implemented in a variety of research domains (e.g., health, love), and although it has been validated (Guedj, Mullet, & Cambon-Thomsen, 2014;[START_REF] Morales | Conceptualization of romantic love among adults with Down's syndrome[END_REF][START_REF] Vera Cruz | Méthodologie de recherche en sciences humaines et sociales [Reseach methods in human and social sciences[END_REF], surprisingly few consumer behavior studies have used it up to now [START_REF] Hervé | Age and factors influencing consumer behaviour[END_REF][START_REF] Troutman | Do consumers evaluate products by adding or averaging attribute information[END_REF]. To the best of our knowledge, it has yet to be applied to the food choice domain.

In the current food choice study, we therefore adopted Anderson's protocol. Our aim was to broaden the work of previous studies by examining the impact of price, origin, and type of production on WTB for apples. In addition, we added purchase site (traditional market vs. online) as a factor, as very few studies have investigated WTB for a fresh food product sold on line. Given that consumers' preferences for these attributes may vary widely, and demographic factors such as age, sex, income, and education level are known to play a role in food preferences and choices [START_REF] Feldmann | Consumers' perceptions and preferences for local food: A review[END_REF][START_REF] Vabø | The relationship between food preferences and food choice: A theoretical discussion[END_REF], another aim of our study was to examine participants' profiles.

Material and Methods

Overview

For the purposes of the present study, we constructed 54 scenarios describing the situation of a person who is going to buy apples. We chose apples as the product because they meet the following criteria: one of the most heavily consumed types of fruit in France; routine purchase for most consumers; and available from domestic production in the country of study. Each scenario featured a combination of four factors (purchase site, origin, price, and type of production). The participants' task was to assess these scenarios. This methodology allowed us to mimic real-life situations where consumers are faced with complex food labelling.

Scenarios have several advantages over the surveys and interviews that are predominantly used in food research: (a) the stories are concrete examples to which people can relate; (b) multiple factors can be investigated, along with their interactions; and (c) the stories are standardized across participants. In addition, Anderson's methodology, an application of functional measurement, differs from conjoint analysis in that (1) respondents rate the choice alternatives instead of ranking them, and (2) data are analyzed using analysis of variance (ANOVA) instead of multinomial probit or logit models. It can also be argued that Anderson's methodology is more powerful than conjoint analysis when it comes to detecting small interaction effects [START_REF] Shanteau | Why functional measurement is (still) better than conjoint measurement: Judgment of numerosity by children and adolescents[END_REF]. A discussion of the theoretical foundations of these methods can be found in [START_REF] Anderson | Unified social cognition[END_REF].

Participants

Participants were unpaid volunteers who were recruited and tested by 16 trained psychology undergraduates who were tasked with enrolling people of both sexes and different ages.

Participants were recruited from among the staff and students of the local university, as well as through the experimenters' personal networks. Informed consent was obtained from each participant and strict anonymity was guaranteed.

Experimenter training

Experimenters were trained to use the standardized protocol during research methodology courses. First, they were introduced to the objectives of the study, were given a lecture on Anderson's methodology, and were educated in the ethical aspects of conducting a research study. Second, they practiced the protocol with one another under the supervision of one of the authors, who provided guidance and feedback. As the protocol and the instructions were standardized, training was essentially focused on the procedure and behavioral skills (e.g., maintaining a neutral stance). All the experimenters demonstrated proficiency in the application of Anderson's methodology prior to testing participants in the study.

Material

The material consisted of 54 scenarios constructed by orthogonally crossing four withinparticipants factors: purchase site (market or online grocery shopping service) × origin (within 50 km of the character's home, elsewhere in France, or foreign country) × price (low, average, or high) × type of production (organic, sustainable or conventional farming).

In the scenarios, local origin was expressed in terms of distance from the character's home.

The accepted radius for local food ranges anywhere from 16 to 320 km [START_REF] Adams | De-placing local at the farmers' market: Consumer conceptions of local foods[END_REF][START_REF] Harris | Kaw Valley focus groups on local and organic produce[END_REF]. The character in the scenario was either male or female, to match the participant's sex. One typical example of a scenario is as follows: "Marie/Paul is going to buy apples at a market. She/He finds apples grown within 50 km of her/his home. Their price is low. They are organically grown".

After each scenario, participants were presented with a question and a response scale. The question was: "If you were Marie/Paul, how willing would you be to buy these apples?".

The 20-point response scale ranged from 0 (Not at all) to 20 (Absolutely). As [START_REF] Shanteau | Test of a conflict model for preference judgment[END_REF] found that participants have number preferences, numbers were not indicated on the scale. As subtle as it may be, asking participants to indicate their WTB on a continuous scale may be a superior response system. To facilitate the administration of the experiment and to ensure uniformity, the scenarios were developed for presentation via the Qualtrics online platform. The scenarios were randomized for each participant.

Procedure

Each participant was tested individually in her/his home or at the local university. All the experimenters strictly followed the same script. As recommended by [START_REF] Anderson | Unified social cognition[END_REF], the session came in two phases. In the familiarization phase, the experimenter explained what was expected and presented each of the participants with 27 scenarios taken from the complete set of 54 scenarios. The participants read each scenario out loud, were reminded by the experimenter of the items of information in the story, and then made a WTB rating by moving a cursor along the response scale displayed on the screen. After completing the 27 ratings, the participants were allowed to look back at their responses and compare and change them. The purpose of this familiarization phase was to make them as familiar as possible with the test material and the task [START_REF] Anderson | Methods in information integration theory[END_REF]. During the subsequent experimental phase, participants gave ratings for the whole set of 54 stories, working at their own pace, but were no longer allowed to look back at and change previous responses. In both phases, the experimenter made certain that all the participants, regardless of their age or education level, were able to grasp all the necessary information before making a rating. To this end, the principles underlying each type of production (i.e., organic, sustainable or conventional farming) were explained to them beforehand. It was also specified that "within 50 km of the character's home" corresponded to local origin. It took participants approximately 40 minutes to complete both phases. After the experimental phase, they answered general sociodemographic questions (e.g., age, occupational status, education level, place of residence) and were thanked for their participation.

Data analysis

In accordance with Anderson's methodology [START_REF] Anderson | Unified social cognition[END_REF], we analyzed the data by performing an ANOVA and constructing graphs. We examined the main effects of the four factors (i.e., purchase site, origin, price, and type of production) and their possible interaction effects on WTB for apples. In cases where Mauchly's sphericity test indicated that the assumption of sphericity had been violated, we applied the Greenhouse-Geisser correction. Given the multiplicity of comparisons, the significance threshold was set at .001 and Tukey's HSD was used for post hoc tests.

We then performed a cluster analysis to capture the participants' different profiles. We followed the procedure advocated by [START_REF] Hofmans | Towards unveiling individual differences in different stages of information processing: A clustering-based approach[END_REF] for data collected with Anderson's methodology and used a nonhierarchical centroid-based method (Euclidean distances) called K-means clustering. This algorithm uses all the data points and is less susceptible to outliers than other techniques. K-means clusters are constructed so that the mean behavior of each subgroup is distinct from that of all other subgroups [START_REF] Macqueen | Some methods for classification and analysis of multivariate observations[END_REF]. Taking the final cluster centers into consideration, we retained a three-cluster solution, which was the one that produced the most meaningful findings. The sociodemographic characteristics of the participants in each cluster are set out in Table 1. Finally, using χ 2 tests, we tested the clusters for statistically significant sociodemographic differences. All statistical analyses were carried out using STATISTICA software, and figures were generated in R (R Core Team, 2018) using the ggplot2 package [START_REF] Wickham | ggplot2: elegant graphics for data analysis[END_REF]. All reported statistics were cross-checked for consistency with statcheck.io [START_REF] Epskamp | statcheck on the web[END_REF].

Results

Participants' characteristics

The sample covered a wide range of consumers in terms of sociodemographics (Table 1). Of the 359 individuals who were contacted, 324 agreed to take part (M = 44.1 years, SD = 18.9). 

Analyses conducted on the whole sample

We ran a 2 (purchase site: market vs. online grocery shopping service) × 3 (origin: less than 50 km vs. elsewhere in France vs. foreign country) × 3 (price: low vs. average vs. high) × 3 (type of production: organic vs. sustainable vs. conventional farming) ANOVA on the WTB ratings provided in the experimental phase. Main and interaction effects are summarized in Appendix A (Table A1). The main effects of the four within-participants factors (i.e., purchase site, origin, price, and type of production) were all significant at p < .001 and had large effect sizes (see ηp 2 values). Pairwise comparisons were conducted to examine differences between the levels of each within-participants factor (Table 2).

Table 2. Mean WTB ratings (standard deviations) reported by the whole sample for purchase site, origin, price, and type of production. Eight interaction effects were significant. Three-way interactions explained only a very small proportion of the variance, and the corresponding effect sizes were generally weak. As a result, no further analyses were conducted on them.

Three interactions involving the purchase site were significant. The effects of origin, price and type of production were stronger when the purchase site was the market than when it was the online grocery shopping service. Two interactions involving the origin were significant. Post hoc analyses showed that (a) the effect of origin was stronger when the apples were at a low or average price than when they were at a high price, and (b) the effect of type of production was stronger when the apples were grown locally or elsewhere in France than when they were imported from a foreign country. Finally, the Price × Type of production interaction was significant. The effect of type of production was stronger when the price was low or average than when it was high. For a detailed presentation of the interaction effects, see Online Supplementary Materials.

Cluster analysis

Through cluster analysis, three distinct clusters emerged (Table 1). We ran a series of Purchase site × Origin × Price × Type of Production ANOVAs on the data from each cluster.

The results of these ANOVAs are provided in Appendix A (Table A2). We labelled the first cluster (n = 67, 20.7% of the sample) price-sensitive consumers, as the price factor had by far the strongest effect, F(2, 132) = 505.4, p < .001, ηp 2 = .88. The second cluster (n = 154, 47.5% of the sample) was named non-online consumers, as ratings were very low when the purchase site was the online grocery shopping service, F(1, 153) = 1344.5, p < .001, ηp 2 = .90. The third cluster (n = 103, 31.8% of the sample) was characterized by the influence of the type of production factor, F(2, 204) = 232, p < .001, ηp 2 = .70. It was called organic consumers, as ratings were higher for organic products in this cluster than in the price-sensitive and nononline consumers clusters, p < .001. For each cluster, all four main within-participants factors were significant at p < .001. Pairwise comparisons were performed to locate the significant differences between the levels of each within-participants factor (Table 3). Detailed results for each cluster are provided in the following sections.

Price-sensitive consumers

The price-sensitive consumers gave higher WTB ratings for low-priced apples than either the non-online consumers or the organic consumers did, p < .001. Two of the two-way interactions were significant. The Origin × Price interaction was significant, as origin had a stronger effect when the price was low or average than when it was high. WTB was higher for imported apples at a low or average price than for apples produced locally or elsewhere in France at a high price, all ps < .001 (see Appendix B, Table B1 for means and standard deviations). The Price × Type of production interaction was also significant, as type of 13 production had a stronger effect when the price was low or average than when it was high.

Price-sensitive consumers were more willing to buy organically, sustainably or conventionally grown apples when they were at a low or average price than when they were at a high price, all ps < .001. This interaction is illustrated in Fig. 1. 

Non-online consumers

The non-online consumers provided extremely low WTB ratings for apples bought online, compared with the ratings given by the price-sensitive and organic consumers, p < .001. All the two-way interactions involving the purchase site were significant. The effects of origin, price, and type of production were significantly weaker when the purchase site was the online grocery shopping service than when it was the market. These interactions are illustrated in Fig. 2. 

Organic consumers

The organic consumers were more willing to buy organic apples at a high price (M = 10.3, SD = 4) than the price-sensitive (M = 3.5, SD = 3) and non-online consumers (M = 3.7, SD = 2.9) were, p < .001. Two of the two-way interactions involving type of production were significant, starting with Price × Type of production, as the effect of price was significantly stronger when the type of production was organic or sustainable than when it was conventional. Organic consumers were more willing to buy organically or sustainably grown apples at a high price than conventionally grown apples at a low, average or high price, all ps < .001 (Fig. 3). The Origin × Type of production interaction was also significant, as the effect of type of production was significantly stronger when the apples were grown locally or elsewhere in France than when they were imported from a foreign country, all ps < .001.

WTB was higher for organic apples produced locally or elsewhere in France than for organically, sustainably or conventionally grown apples from a foreign country, all ps < .001.

Interestingly, WTB was higher for imported organic apples than for conventionally grown apples produced locally or elsewhere in France, all ps < .001 (see Appendix B, Table B2 for means and standard deviations). 

Sociodemographic composition of the clusters

Finally, clusters were described in terms of sociodemographic characteristics. Analysis showed that cluster composition differed in terms of age, χ 2 (6) = 24.8, p < .001, occupational status, χ 2 (6) = 19.6, p < .01, and education level, χ 2 (6) = 16, p < .02. As can be observed in Table 1, price-sensitive consumers were more likely to be aged 18-32 years. The non-online consumers cluster had the highest percentage of people over 62 years and, compared with the other clusters, they were more likely to be retired. By contrast, the organic consumers were more likely to have a higher education level (i.e., MS/MSc, MA and PhD). The clusters did not differ significantly in terms of either sex, χ 2 (2) = 2.2, ns, marital status, χ 2 (4) = 6.9, ns, number of children, χ 2 (6) = 5.8, ns, or place of residence, χ 2 (2) = 4.2, ns.

Discussion

In this study, we implemented Anderson's methodology, as it was suitable for assessing both the main and interaction effects of purchase site, origin, price, and type of production on WTB for apples. In general, our results indicated that participants preferred domestically or organically grown apples. However, these preferences were conditioned by other cues (e.g., price), as participants favored imported apples in some cases. Furthermore, we identified three distinct subgroups of consumers: price sensitive, non-online, and organic. These three subgroups differed in the importance they attached to the cues, and also had distinct sociodemographic characteristics. Viewed as a whole, the study yielded important insights into how typical consumers and specific subgroups of consumers combine separate factors to evaluate WTB for apples.

Regarding purchase site, consumers clearly preferred to buy apples at a physical market rather than online. As highlighted by [START_REF] Chocarro | Situational variables in online versus offline channel choice[END_REF], online shopping behavior is product-specific, and consumers' intentions to shop online are much lower for perishable goods (e.g., fresh food) than for durable products (e.g., books, media products).

The main reasons behind these differences are that durable goods have a longer shelf life, are standardized, and consumers do not feel the need to touch or inspect them to verify their quality [START_REF] Chiang | Factors driving consumer intention to shop online: An empirical investigation[END_REF].

Concerning price, origin and type of production, participant' ratings were higher when the apples were at a low price, local, and organically grown. These findings reflect consumers' increased interest in local food and in food production practices that are safer (e.g., fewer pesticides) and more respectful of the environment [START_REF] Adams | Local versus organic: A turn in consumer preferences and willingness-to-pay[END_REF][START_REF] Denver | Consumer preferences for organically and locally produced apples[END_REF]. One other possible explanation is consumer ethnocentrism [START_REF] Shimp | Consumer ethnocentrism: construction and validation of the CETSCALE[END_REF].

The fact that sustainability is an abstract concept but one that elicits positive attitudes from consumers [START_REF] Grunert | Sustainability in the food sector: A consumer behavior perspective[END_REF] could explain why the ratings were higher for sustainable farming than for conventional farming. Generally speaking, communication about sustainable farming needs to be improved, in order to help consumers distinguish it from other types of production.

Interactions between price and origin or between origin and type of production have received limited attention in the food choice literature [START_REF] Thøgersen | How important is country-of-origin for organic food consumers? A review of the literature and suggestions for future research[END_REF][START_REF] Xie | Consumers' preferences for fresh broccolis: Interactive effects between country of origin and organic labels[END_REF]. In general, at low and average prices, participants had a clear preference for locally produced apples, but when the price was high, WTB for these apples dropped. These findings are consistent with the literature, and highlight the fact that price is one of the most prominent barriers to the purchase of local food [START_REF] Chambers | Local, national and imported foods: a qualitative study[END_REF]. Another interesting result is that participants were more willing to buy organically or sustainably grown apples when they were produced locally (i.e., within 50 km) or elsewhere in France than when they were produced in a foreign country. The general tendency of consumers to prefer domestic food products to imported ones therefore holds good for organically and sustainably grown apples.

Our results should also be interpreted by taking the participants' different profiles into account. The cluster analysis revealed similarities and differences across the three subgroups of consumers and contributed to a more nuanced view of WTB for apples. The pricesensitive consumers were mostly driven by price when they rated their WTB for the apples on sale. These types of consumers probably perceive price as playing a negative role (i.e., a sacrifice) and therefore look for the lowest possible prices [START_REF] Lichtenstein | Price perceptions and consumer shopping behavior: A field study[END_REF]. For example, members of this cluster gave very high ratings for foreign or conventionally grown apples at a low price. Conversely, ratings were low for local or organically grown apples at a high price. More than half the participants in this cluster were aged 18-32 years. Similar subgroups of consumers have been found in other studies [START_REF] Honkanen | Russian consumers' motives for food choice[END_REF][START_REF] Żakowska-Biemans | Polish consumer food choices and beliefs about organic food[END_REF][START_REF] Honkanen | Russian consumers' motives for food choice[END_REF][START_REF] Honkanen | Russian consumers' motives for food choice[END_REF] observed that their price-sensitive consumer subgroup had the lowest mean age (i.e., 31 years). To reach these consumers, alternative pricing strategies could be used, such as selling the local products in smaller portion sizes, as price per portion labelling can reduce consumers' perception of the high price of local products.

The non-online consumers cluster clearly rejected the idea of using an online grocery shopping service to buy apples. It should be noted that this was the largest cluster in the sample. Its high proportion of older participants may account for this result, as studies have

shown that older people are less familiar with the concept of online shopping and, more generally, with computer and Internet usage [START_REF] Morris | Internet use and non-use: views of older users[END_REF]. The nononline consumers constituted the most interesting profile, and should be investigated as a potential market for online grocery services. The view that older people are outpaced by the development of information and communication technology needs to be challenged. Instead, they should be considered as potential e-commerce customers. To reach the older segment, it could prove useful to develop online shopping websites that take their physiological and psychological barriers into consideration. For instance, [START_REF] Becker | E-government visual accessibility for older adult users[END_REF] stated that websites for older people require special design. Furthermore, online grocery shopping services should emphasize the benefits of online shopping (i.e., convenience) and present it as a way of improve older people's quality of life. One other possible explanation for the rejection of the online grocery shopping service by the members of this cluster is that they had poor Internet skills. Future studies examining consumers' WTB for fresh food products online should therefore include a measure of Internet skills.

Members of the organic consumers cluster were more inclined to purchase imported organic apples than domestic conventional ones. This finding highlights the complex relationship between food origin and type of production, and contributes to the literature on the importance or otherwise of origin for organic-minded consumers. Our results nevertheless revealed that local origin was an important additional attribute for this segment of consumers.

A valuable marketing strategy for organic food retailers would be to communicate and advertise about the proximity of their products' place of production. In line with previous studies, the organic consumers were more likely to have a higher level of education [START_REF] De Magistris | The decision to buy organic food products in Southern Italy[END_REF][START_REF] Paul | Consumer behavior and purchase intention for organic food[END_REF]. With a French sample, [START_REF] Monier | Organic food consumption patterns[END_REF] also showed that the organic choice is related to education level, though not to any particular sociodemographic characteristic. With regard to sex, we failed to find any significant difference in WTB for organic apples, in line with the results reported by [START_REF] Tsakiridou | Consumers' acceptance and willingness to buy GM food[END_REF] in Greece, and [START_REF] Cerjak | What motivates consumers to buy organic food: Comparison of Croatia, Bosnia Herzegovina, and Slovenia[END_REF] in Croatia. By contrast, other studies conducted in Indonesia [START_REF] Irianto | Consumers' attitude and intention towards organic food purchase: An extension of theory of planned behavior in gender perspective[END_REF], Belgium [START_REF] Van Loo | Consumer attitudes, knowledge, and consumption of organic yogurt[END_REF] and the United Kingdom [START_REF] Padel | Exploring the gap between attitudes and behaviour[END_REF] found that women have more positive attitudes and intentions towards organic food consumption than men. Thus, it is important to bear in mind that preferences for organic food products probably vary from country to country.

Our results raise the question of the availability of information, as they showed that participants took all the factors into account before they made a judgment. This means that price, origin, and type of production were all important factors for them. Even so, several articles have argued that origin has little or no impact on consumers' choices [START_REF] Insch | Consumer understanding and use of country-of-origin in food choice[END_REF][START_REF] Profeta | The relevance of origin information at the point of sale[END_REF]. For theses cues to have value, they must be perceived and processed. However, these prerequisites are often not met [START_REF] Hamlin | Cue-based decision making. A new framework for understanding the uninvolved food consumer[END_REF].

Typically, information about the food product's origin may not be as salient as other cues such as price. The more salient the attribute, the more likely it is to be noticed [START_REF] Wolfe | Five factors that guide attention in visual search[END_REF]. Hence, another crucial question is whether information about a food product's origin is available and processed by consumers.

The present study had some limitations. For a start, the scenarios featured one specific product (i.e., apples). As indicated by previous studies, the effect of country of origin is product-specific [START_REF] Balabanis | Domestic country bias, country-of-origin effects, and consumer ethnocentrism: A multidimensional unfolding approach[END_REF]. Hence, more research with other products will be needed to enrich or strengthen the present findings. Another limitation stems from the absence of information about participants' consumption of apples (e.g., frequency, place of purchase). Recently, [START_REF] Seppä | What are domestic apples worth? Hedonic responses and sensory information as drivers of willingness to pay[END_REF] showed that heavy eaters of domestic apples are willing to pay higher prices for them.

Future studies could examine how this kind of information impacts specific groups of consumers (e.g., organic consumers). Regarding methodology, although the sample was quite diversified, it was essentially composed of consumers living in the southwest of France. Future studies could apply a multi-stage sampling strategy to achieve representativeness. It is also important to note that participants responded to realistic scenarios, but the situations depicted in the latter were hypothetical. One natural avenue for future research would be to investigate whether or not the current findings extend to real-life food purchase decisions.

Conclusion

The present study makes five main contributions: (a) we demonstrate that Anderson's methodology is an effective means of investigating the factors underlying consumers' food choices; (b) we present a valid alternative to conjoint analysis and hope it will pique the interest of other researchers; (c) our results contribute to a better understanding of the interaction between the origin and type of production of a fresh food product; (d) we offer fresh insight into consumers' WTB for a fresh food product sold online; and (e) our results enhance current understanding of how different groups of consumers rate their WTB for apples.

Appendix A

Table A1. ANOVA conducted on the whole sample. Summary of results regarding the main and interaction effects of purchase site, origin, price, and type of production on WTB for apples. Note. In some cases, degrees of freedom are Greenhouse-Geisser adjusted to account for violation of the sphericity assumption.

Table A2. ANOVAs conducted at the cluster level. Summary of results regarding the main and interaction effects of purchase site, origin, price, and type of production on WTB for apples. 

Factors

  Within each factor, all values differed significantly, according to Tukey's HSD post hoc test (p < .001).

Fig. 1 .

 1 Fig. 1. Mean WTB ratings corresponding to the interaction between price and type of production. Error bars represent 95% within-participants confidence intervals.

Fig. 2 .

 2 Fig. 2. Mean WTB ratings as a function of price, origin, type of production, and purchase site. Each row of panels corresponds to a different price level (low, average, or high). Each column of panels corresponds to a different origin level (local, elsewhere in France, or foreign country). Error bars represent 95% withinparticipants confidence intervals.

Fig. 3 .

 3 Fig. 3. Mean WTB ratings corresponding to the interaction between price and type of production. Error bars represent 95% within-participants confidence intervals.

Table 1 .

 1 Sociodemographic characteristics of the whole sample and each cluster.

	Clusters

Note. BA = Bachelor of Arts; BS/BSc = Bachelor of Science; MS/MSc = Master of Science; MA = Master of Arts; PhD = Doctor of Philosophy. * In the "Other" category, participants mentioned Higher National Diplomas. * Percentages may not equal 100, owing to rounding.

Table 3 .

 3 Mean WTB ratings (standard deviations) at the cluster level for purchase site, origin, price, and type of production.

	Clusters

Note. For each cluster, values with the same superscript letters within each factor indicate the absence of a significant difference according to Tukey's HSD post hoc test (p > .001).

Table B1 .

 B1 In some cases, degrees of freedom are Greenhouse-Geisser adjusted to account for violation of the sphericity assumption. Interaction between origin and price. Mean WTB ratings (standard deviations) provided by the price-sensitive consumers.

	Origin (O) Price (P) Type of production (T) O x P P x T Non-online consumers Purchase site (S) Origin (O) Price (P) Type of production (T) S × O S × P O × P S × T O × T P × T Organic consumers Purchase site (S) Origin (O) Price (P) Type of production (T) O × P O × T P × T Price Low Average Note. Appendix B High	1.07 7689.70 2 49426.35 1.79 1534.05 1.63 1054.56 3.41 88.00 1 173860.58 1.16 12289.25 1.44 21413.75 1.85 1418.60 1.17 7453.70 1.45 13281.94 2.91 383.50 1.91 732.89 2.99 166.25 3.73 47.72 1 1967.43 1.17 27661.30 1.39 10636.50 2 37938.53 3.30 175.22 2.21 1408.21 2.87 283.38 Local M (SD) 17.26 (2.88) 12.38 (3.44) 3.35 (2.76)	70.850 175.66 132 97.79 117.98 52.83 107.24 58.20 224.77 13.53 153 129.32 177.23 79.06 220.39 79.68 282.68 59.54 179.46 60.57 222.30 69.03 444.43 11.66 292.15 41.55 457.32 10.54 571.18 8.33 102 41.57 118.80 222.04 141.58 70.15 204 163.52 336.72 9.11 225.83 40.64 292.91 18.98 Origin Elsewhere in France M (SD) 16.66 (2.35) 12.06 (3.44) 4.21 (2.51)	43.78 505.43 29.04 18.12 6.51 1344.45 155.44 268.73 23.83 123.06 192.42 32.90 17.64 15.78 5.73 47.33 124.58 151.63 232.01 19.24 34.65 14.93 Foreign country .001 .001 .001 .001 .001 .001 .001 .001 .001 .001 .001 .001 .001 .001 .001 .001 .001 .001 .001 .001 .001 .001 M (SD) 12.59 (5.99) 8.17 (4.25) 2.09 (2.30)	.40 .88 .31 .22 .09 .90 .50 .64 .14 .45 .56 .18 .10 .09 .04 .32 .55 .60 .70 .16 .25 .13
		Effect		Error				
	Cluster and factors	df	MS	df	MS	F	p	ηp 2
	Price-sensitive consumers							
	Purchase site (S)	1	304.15	66	20.67	14.72	.001	.18

Table B2 .

 B2 Interaction between origin and type of production. Mean WTB ratings (standard deviations) provided by the organic consumers.

			Origin	
		Local	Elsewhere in France	Foreign country
	Type of production	M (SD)	M (SD)	M (SD)
	Organic	15.67 (2.34)	14.89 (2.95)	8.56 (5.73)
	Sustainable	12.05 (4.63)	11.26 (4.56)	6.12 (4.75)
	Conventional	5.47 (4.53)	4.69 (3.80)	2.16 (2.28)
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