Analysis Plan (Draft) : Reducing perceived quality risk in fresh fruit and vegetables purchases: tasting as informational cue

1. Hypotheses
· H1: Variability in the taste quality of fresh fruits and vegetables introduces uncertainty for consumers. Product tasting reduces this uncertainty and the perceived risks associated with purchase decisions.
· H2: Melon tasting at the point of sale leads to increased purchases, mainly by encouraging existing consumers to buy larger quantities.
· Sub-hypothesis 2: The effect of tasting on increased melon purchases is more pronounced among consumers with a high level of risk aversion, as they are initially more hesitant to purchase due to perceived quality uncertainty.
· H3: Tasting, by creating a positive sensory experience, induces a halo effect that leads the consumer to evaluate the entire assortment more favorably, resulting in increased purchases of products that are similar either categorically or perceptually.

2. Outcome Variables
Observed behavioral outcomes (melon and other product purchases):
· Purchase incidence (binary: purchase vs. no purchase)
· Quantity purchased (measured in units or weight)
· Expenditure (total amount spent, in euros)
Self-reported outcomes (from post-purchase questionnaire):
· Reasons and barriers to purchasing
· Risk aversion level
· Confidence in product quality and perceived risk associated with the purchase
These self-reported outcomes will be constructed from Likert-scale items. Aggregation will be done either by calculating mean scores or through dimensionality reduction techniques such as Principal Component Analysis (PCA), depending on the internal consistency and inter-item correlations. Risk aversion levels are measured using an experimental lottery task.

3. Comparisons
· Between groups:
· Tasting group vs. control group.
· Within participants:
· Examination of relationships between socio-demographic variables, perception and risk aversion levels, and actual purchasing behavior

