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The consumption of fresh fruit and
vegetable produce (FFV) is present

in the diet of the Brazilian population. A
survey conducted by Farina (2002)
shows that only 44% of the Brazilian
urban population consume fresh fruit
and only 58% use vegetables in their
diets. In addition, about 70% of total
FFV demand is concentrated in Brazilian
metropolitan regions, such as São Paulo,
Rio de Janeiro, and Belo Horizonte.

According to Farina (2002), with
regard to FFV sales, a decrease in the
participation of open-air markets can be
observed, except in the cities of Belo
Horizonte, Belém, and São Paulo. Also
according to Farina (2002), the open-air
market, which was the preferred type of
store in São Paulo in the 1980’s, has been
losing participation quickly. Total sales
have decreased by 22% since 1987. In
view of this, supermarkets have assumed
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greater importance in FFV sales in other
Brazilian regions.

A study conducted by Martins et al.
(2007) compared how FFV sales
participation in the retail market of the
city of São Paulo has evolved at two
types of distribution outlets for these
products: the open-air market and the
supermarket. The authors used the
results from the Family Budget Survey
(POF - Pesquisa de Orçamento
Familiar), versions 1981/82 and 1998/
99. The results revealed that growth in
FFV sales in supermarkets comes from
policies that seek to increase the
quantities of products offered and to
expand the composition of products
offered to consumers at the same
shopping site, thus preventing the
consumer from moving to other sites in
search for desired items.

Also according to Martins et al.
(2007), FFV quality and variety are
important attributes for consumers.
Consequently, modern retail companies
started to use various logistic tools to
monitor and supply the FFV sections of
their stores, achieving freshness,
quality, and diversity levels similar to
those of the array of products found in
open-air markets.

Surveys conducted by Bech-Larsen
(2000) and Lima-Filho (1999) showed the
importance of the FFV section in retail
food stores. The Bech-Larsen study
revealed that product quality as
perceived by the consumer is the most
important criterion when selecting a
shopping site, followed by store design
(layout). Another important factor is
brand name, conveyed by the
packaging, followed by the perishability
and healthy condition of foods. Lima-
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RESUMO
Desempenho da seção de hortaliças em equipamentos

varejistas de alimentos
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de alimentos em Campo Grande(MS): uma mercearia (quitanda), um
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também revela que, quanto maior a idade do consumidor, maior sua
freqüência de compra.

Palavras-chave: hortaliças, equipamentos varejistas, desempenho
varejista, método SEVQUAL.

(Recebido para publicação em 14 de setembro de 2007; aceito em 22 de outubro de 2008)
(Received in September 14, 2007; accepted in October 22, 2008)



87Hortic. bras., v. 27, n. 1, jan.-mar. 2009

Filho (1999) interviewed 200 women of
social classes A and B in the city of
Campo Grande, and concluded that
quality of the FFV section is one of the
most important factors for the clients to
return to a given supermarket for their
shopping.

The objective of this survey was to
identify the shopping behavior of
vegetable consumers and to determine
how do they rate the retail outlet
attended. The quality evaluation for the
produce section was performed in three
sampling units, namely a grocery store
(quitanda), a supermarket, and an open-
air market, in Campo Grande-MS, Brazil.
To accomplish that, the variables
investigated were based on the
SERVQUAL method, which evaluates
the quality of services.

MATERIAL AND METHODS

Initially, an exploratory survey was
conducted based on bibliographic and
documentary surveys. Next, a
quantitative-descriptive study
(Malhotra, 1999) was conducted using
a structured questionnaire with one
hundred and twenty individuals of social
classes A/B, responsible for purchasing
food for their households. Forty
individuals were interviewed at each
type of retail outlet surveyed (grocery
store, supermarket, and open-air market),
during the months of June and July 2005.

Supermarkets typically and
predominantly sell fresh and packaged
foods as well as hygiene and cleaning
items; have a high inventory turnover;
work under the self-service concept; and
operate with a minimum of two checkout
cashiers and a selling area larger than
350 m² (Saab & Gimenez, 2000). Grocery
stores are identified as small stores with
selling areas between 20 and 50 m²,
carrying a basic line of foods, such as
deli meats and vegetables, in addition
to novelty goods, clothes, and office
supplies (Parente, 2000). Open-air
markets are traditional retail institutions
characterized by selling small amounts
of vegetables and fruit, with great variety
(Colla et al., 2007). They are located near
residential areas and also offer ready-
to-eat foods and craft items.

The SERVQUAL method
(Parasuraman et al., 1985) was used to
evaluate service quality in those three
types of retail outlets, in order to capture
criteria to perceive quality in the
services. According to the authors,
clients evaluate service quality by
comparing what they want
(expectations) against what they get
(performance). To accomplish that, the
SERVQUAL method suggests the
analysis of the following measures: (i)
empathy (verified through the helpful
service of employees); (ii) reliability:
(measured by proper service
specifications); (iii) responsibility
(observed from immediate service to the
client); (iv) safety (verified by the level
of courtesy in providing information and
the technical knowledge of company
members); (v) tangible aspects (the
environment and the individual as a
representation of the company’s
attitude).

Based on the SERVQUAL method,
the following variables were obtained:
Retail Outlet Attributes: (1) store
hygiene and cleanliness; (2) product
display; (3) product restocking in
shelves; (4) replacement of damaged/
spoiled products; (5) easy access to
products. Employee training: (6) service
provided by employees; (7) employee

knowledge about the products; (8)
employee courtesy and friendliness.
Product attributes: (9) quality of
packaged products; (10) quality of bulk
products; (11) variety of products in the
vegetables section; (12) relative prices
charged by the retail outlet.

Data analysis was divided into two
steps: the first refers to the performance
analysis of the three retail outlets
surveyed; in this step we employed the
calculation of the difference between
performance and expectation means; in
the second step, we applied the chi-
square test to detect potential
associations between variables.

RESULTS AND DISCUSSION

The vegetable consumer profile
analysis for Campo Grande allowed the
identification of some of their habits,
such as shopping frequency. There exist
a great number of consumers that choose
to do their shopping for vegetables
weekly: 80% in the supermarket and 94%
in the open-air market. This fact can be
explained by the perishability of those
products, which characterizes them as
products with high shopping recurrence.
It can also be said that shopping
frequency is strongly associated with
shopping days, that is, vegetable
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Figure 1. Matrix of grocery store attributes (1) hygiene and cleanliness; (2) product
display; (3) product restocking; (4) product replacement; (5) easy access; (6) quality of
service by employees; (7) employee knowledge; (8) employee courtesy; (9) quality of
packaged products; (10) quality of bulk products; (11) variety, (12) Price (matriz de atribu-
tos da mercearia (1) higiene e limpeza; (2) exposição dos produtos; (3) reposição dos
produtos; (4) substituição de produtos; (5) facilidade de acesso; (6) atendimento dos funci-
onários; (7) conhecimento dos funcionários; (8) cortesia dos funcionários; (9) qualidade dos
produtos embalados; (10) qualidade dos produtos a granel; (11) variedade, (12) preço).
Campo Grande, UFMS, 2005.



88 Hortic. bras., v. 27, n. 1, jan.-mar. 2009

purchases are concentrated on
promotion days, such as “green”
Wednesdays and Thursdays in
supermarkets and Saturdays in open-air
markets.

In order to become acquainted with
consumers in Campo Grande, we
measured the performance of the
sampling units with respect to consumer

expectation satisfaction in the
vegetables section. The matrix of
attributes shows the importance of a
given attribute according to the
consumer’s point of view and the store’s
performance rating in meeting consumer
expectations.

The attributes evaluated for the
grocery store (quitanda), illustrated in

Figure 1, are in the central area of the
graph, known as the gray zone (Albrecht
& Bradford, 2000). This position occurs
when the importance of the attribute
being evaluated is neither high nor low
in the consumer’s opinion, but has
satisfactory performance. In this case,
because it does not have a superior
performance, the grocery store cannot
be discriminated from the competitors
in relation to the attributes for which it
was evaluated. Among the attributes
that fall in this area, the following are
highlighted: employee knowledge,
product restocking and replacement,
easy access, product display, and
employee service. The matrix of
attributes for the grocery store
(quitanda) also shows an isolated point.
It refers to the store hygiene and
cleanliness attribute. Therefore, this
attribute is located in an area known as
normal or competitive power. This
position signals that the attributes
evaluated are highly important, with
great performance in the consumer’s
opinion.

The second type of retail trade
surveyed was the open-air market. This
type of retail outlet offers fruit and
vegetables and provides food services,
as well as imported and craft products.
It can be seen from Figure 2 that the
points are dispersed. There is a small
concentration of attributes in the areas
of relative indifference and competitive
power, and only two attributes in the area
of irrelevant superiority. The first area is
in a position where both performance
and attribute importance are relatively
low, therefore consisting of a position
of relative indifference with regard to the
service provided, in the consumer’s
opinion. Among those attributes, the
following are important: employee
knowledge about the foods, easy access
to products, and relative product price.
The second area illustrates that
attributes have great importance for the
consumer and have high performance;
these attributes are considered the
outlet’s competitive power.

If, on the one hand, attributes such
as variety, employee service, product
restocking, and product variety make up
the company’s competitive power,
attributes such as product display and
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Figure 2. Matrix of open-air market attributes (1) hygiene and cleanliness; (2) product
display; (3) product restocking; (4) product replacement; (5) easy access; (6) quality of
service by employees; (7) employee knowledge; (8) employee courtesy; (9) quality of
packaged products; (10) quality of bulk products; (11) variety, (12) price (matriz de Atri-
butos da Feira-Livre (1) higiene e limpeza; (2) exposição dos produtos; (3) reposição dos
produtos; (4) substituição de produtos; (5) facilidade de Acesso; (6) atendimento dos funci-
onários; (7) conhecimento dos funcionários; (8) cortesia dos funcionários; (9) qualidade dos
produtos embalados; (10) qualidade dos produtos a granel; (11) variedade, (12) preço).
Campo Grande, UFMS, 2005.

Figure 3. Matrix of supermarket attributes (1) hygiene and cleanliness; (2) product
display; (3) product restocking; (4) product replacement; (5) easy access; (6) quality of
service by employees; (7) employee knowledge; (8) employee courtesy; (9) quality of
packaged products; (10) quality of bulk products; (11) variety, (12) price (matriz de atribu-
tos do supermercado(1) higiene e limpeza; (2) exposição dos produtos; (3) reposição dos
produtos; (4) substituição de produtos; (5) facilidade de acesso; (6) atendimento dos funci-
onários; (7) conhecimento dos funcionários; (8) cortesia dos funcionários; (9) qualidade dos
produtos embalados; (10) qualidade dos produtos a granel; (11) variedade, (12) preço).
Campo Grande, UFMS, 2005



89Hortic. bras., v. 27, n. 1, jan.-mar. 2009

employee courtesy, on the other, have
little importance for the consumer, in
spite of their high performance.

The third retail outlet surveyed was
the supermarket. The matrix of attributes
shows some dispersion of attributes
within it; however, there is little
concentration of attributes in the areas
of competitive vulnerability and
competitive power. Only two attributes
are in the area of irrelevant superiority
(Figure 3). The attributes located in the
competitive vulnerability (or image loss)
area are attributes with high importance
for the consumer, but with low
performance. Among the attributes
located in this area are: product price,
employee knowledge and service, and
bulk product quality.

The supermarket shows some
attributes of great importance for the
consumer and high performance, such
as: store hygiene and cleanliness,
product restocking, and variety. As
mentioned above, the supermarket has
high performance in two other
attributes: easy access, and packaged
product quality; however, the consumer
gives little importance to those, placing
them in the area known as irrelevant
superiority area.

By using the SERVQUAL method,
we were able to identify the consumer’s
expectation in Campo Grande and the
performance of retail outlets with respect
to the service level offered. The
perception of quality by consumers with
regard to the retail outlets surveyed is
represented in Figure 4. It should be
pointed out that the performance shown
by the retail outlet should correspond
to consumers’ expectations; in other
words, and for analysis purposes, the
difference between expectation and
performance means should be equal to
zero. As a consequence, the open-air
market and the grocery store (quitanda)
had performances equal to the
consumer’s expectations in the employee
knowledge and bulk product quality
attributes (Figure 4). This implies that
the consumers’ expectations are being
met by the retail outlets they attend,
without, however, being different from
their competitors, since they do not
deliver a superior value to the consumer
in the form of added services.

The open-air market performance is
above consumer’s expectations for the
attributes: product display and
restocking, easy access to products,
employee service, and product variety.
The grocery store performance was
higher than the consumer’s expectations
for the employee courtesy attribute.
Performance in the other attributes, with
the exception of employee knowledge
and bulk product quality, already
discussed, was a little lower; stores
should pay attention to those aspects
to meet the consumer’s expectations and
deliver higher value in that regard to
achieve consumer satisfaction. The
supermarket performance was lower
than consumer’s expectations in all
attributes for which it was evaluated.
The relative food price attribute had the
poorest performance in the consumer’s
opinion. The attributes related to
employee training, such as service and
courtesy also had a low performance
level.

By comparing the demographic
profile of the interviewees with their

Behavior of the vegetable crops section in three types of food retail stores in Campo Grande, Brazil

evaluation of quality, the existence of
an association between the variables
age and nutritional value (p<0.05) can
be observed in two retail outlets: the
supermarket and the open-air market.
Consequently, it is suggested that the
greater the age of the individual the
greater his/her concern about the
nutritional value of foods. However,
such association was not verified in the
grocery store type of outlet (quitanda).
Possibly the purchase of products from
that type of store occurs in the form of
home restocking, that is, small quantities
are purchased each time. Consequently,
a concern about health and the
nutritional value of foods rests with the
main types of retail stores, i.e.,
supermarkets and open-air markets.

An association (p<0.05) can also be
seen between the variables education
and propensity of consumers to pay
premium prices for fresh vegetables. In
other words, the higher the level of
education, the greater the consumer’s
willingness to pay a little extra for fresh
vegetables in the grocery store and

Figure 4. Difference between performance means and expectations in the supermarket,
grocery store, and open-air market formats. (1) hygiene and cleanliness; (2) product
display; (3) product restocking; (4) product replacement; (5) easy access; (6) quality of
service by employees; (7) employee knowledge; (8) employee courtesy; (9) quality of
packaged products; (10) quality of bulk products; (11) variety, (12) price (diferença entre
as médias de desempenho e expectativa nos formatos de supermercado, mercearia e
feira livre (1) higiene e limpeza; (2) exposição dos produtos; (3) reposição dos produtos; (4)
substituição de produtos; (5) facilidade de acesso; (6) atendimento dos funcionários; (7)
conhecimento dos funcionários; (8) cortesia dos funcionários; (9) qualidade dos produtos
embalados; (10) qualidade dos produtos a granel; (11) variedade, (12) preço). Campo Grande,
UFMS, 2005.
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supermarket outlets. Such association
was not observed for open-air market
consumers.

An association (p<0.05) was also
observed between age and shopping
frequency in two types of retail outlets:
the supermarket and the open-air market.
This occurrence can be explained by the
fact that older consumers in social
classes A/B, consisting mostly of retired
people, have more free time available for
shopping. This association was not
verified for the grocery store. This result
can be explained by the fact that older
individuals in social classes A/B live
together with other people that carry out
minor shopping activities.

These results were also observed in
the study by Lima-Filho (1999), which
aimed to investigate the association
between the variables age and shopping
frequency. Therefore, the statement can
be made that there is a tendency
according to which the greater the age
of consumers the greater their shopping
frequency.

The present work assumes that the
importance of the quality of services
provided to consumers is necessary for
retail organizations to achieve above-
average performances. Guivant et al.
(2003) stated that, in addition to their
concern about meeting ever higher
consumer requirements, supermarkets
should act as agents in the process of
transformation of the food consumption
sphere. Their capacity to develop new
food consumption options is becoming
stronger, with more and more important
initiatives with regard to innovations
and food quality choices.

The SERVQUAL method proved
adequate for the proposed type of
analysis. Biscola & Lima-Filho (2006)

arrived at the same conclusion while
studying the quality of self-services
provided by retail banks. In future
studies, it is suggested that new
surveys, both quantitative and
qualitative, be conducted for a better
understanding about consumer
motivations when buying
VEGETABLES. Such studies are required
because they allow organizations,
especially agroindustries, to better
adapt their supply to demand, as well as
to envisage new market opportunities.
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