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1



Quick overview of the questionnaire



The analysis was performed on 100 individuals described by 49 variables: •



buy.cheese ( hard discount , hypermarket , market , nowhere , specialized stores , supermarket )



•



buy.white.meat ( hard discount , hypermarket , market , nowhere , specialized stores , supermarket )



•



buy.red.meat ( hard discount , hypermarket , market , nowhere , specialized stores , supermarket )



•



buy.fish ( hard discount , hypermarket , market , nowhere , specialized stores , supermarket )



•



buy.alcoholic.drinks ( hard discount , hypermarket , nowhere , specialized stores , supermarket )



•



buy.soft.drinks ( hard discount , hypermarket , nowhere , specialized shops , supermarket )



•



buy.chocolate ( hard discount , hypermarket , nowhere , specialized shops , supermarket )



• • •



buy.fruit.and.vegetables ( hard discount , hypermarket , market , specialized shops , supermarket ) buy.eggs ( hard discount , hypermarket , market , nowhere , specialized shops , supermarket ) buy.dairy.products ( hard discount , hypermarket , market , nowhere , specialized shops , supermarket )



•



buy.coffee.tea ( hard discount , hypermarket , nowhere , specialized shops , supermarket )



•



label.decisive.criterion ( no , yes )



•



recognize.label.AB ( no , yes )



•



recognize.label.AOC ( no , yes )



•



recognize.label.AOP ( no , yes )



•



recognize.label.IGP ( no , yes )



•



recognize.label.LR ( no , yes )



•



recognize.no.label ( no , yes )



•



buying.labelled.cheese ( no , yes )



•



buying.labelled.white.meat ( no , yes )



•



buying.labelled.red.meat ( no , yes )



•



buying.labelled.fish ( no , yes )



•



buying.labelled.alcoholic.drink ( no , yes )



•



buying.labelled.soft.drink ( no , yes )



•



buying.labelled.fruits.and.vegetables ( no , yes )



•



buying.labelled.chocolate ( no , yes )



•



buying.labelled.eggs ( no , yes ) 3



•



buying.labelled.dairy.products ( no , yes )



•



buying.labelled.coffee.tea ( no , yes )



•



no.labelled.product ( no , yes )



•



label.a.quality.product ( no , yes )



•



label.certainty.on.the.origin ( no , yes )



•



label.a.specification ( no , yes )



•



label.a.lifestyle ( no , yes )



•



label.a.preservation.of.the.gastronomy ( no , yes )



•



label.local.products ( no , yes )



•



label.a.tradition ( no , yes )



•



label.a.better.taste ( no , yes )



•



price.guarantee.of.quality ( no , yes )



•



price.margin.for.the.industrialist ( no , yes )



•



price.earnings.for.the.producer ( no , yes )



•



price.emphasis.of.the.label ( no , yes )



•



price.unjustified.superiority ( no , yes )



•



labelled.products.as.part.of.daily.diet ( no , yes )



•



labelled.products.as.part.of.reception.of.guests ( no , yes )



•



labelled.products.as.part.of.promotional.offers ( no , yes )



•



labelled.products.as.part.of.discovery ( no , yes )



•



not.buying.labelled.products ( no , yes )



•



sex ( man , woman )



Moreover, the dataset contained 0% of missing values.
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Multivariate exploration of the questionnaire



2.1



Graphical representations of the questionnaire



The following results are obtained by performing a Multiple Correspondence Analysis (MCA) on the previous 49 variables. This method provides two important graphical displays, a representation of the individuals (surveyed people) and a representation of the categories (answers given by the surveyed people). The first two main axes of variability explain 17.79% of the information contained in the dataset (9.64% for the first factorial axis and 8.16% for the second one). In some cases the analyst may want to introduce supplementary quantitative variables.



MCA factor map
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MCA factor map



buy.fruit.and.vegetables_supermarket buy.fish_supermarket buy.alcoholic.drinks_supermarket



● ●



●



buy.eggs_supermarket



2



1.0



buy.soft.drinks_supermarket >800 buy.red.meat_supermarket buy.white.meat_supermarket buy.coffee.tea_supermarket buy.dairy.products_supermarket number.of.persons.by.home.5 buy.cheese_supermarket



● ●



●



0.0



●● ● ● ●●● ● ● ●● ● ● ● ● ● ●● ● ● ●● ● ● ●● ● ● ● ●●● ● ● ●● ●● ● ● ● ● ● ● ● ● ●●● ●● ● ●● ● ● ●● ● ● ●● ●●● ● ●● ● ● ● ● ● ● ● ● ● ● ●



●



●



0



Dim 2 (8.156%)



0.5



●



−0.5



Dim 2 (8.156%)



● ●



● ●



buy.white.meat_hard discount 105001−130000 buy.red.meat_hard discount recognize.no.label_yes 55001−80000 buy.chocolate_supermarket buy.fish_hard discount buy.fruit.and.vegetables_hard discount buy.eggs_hard discount not.buying.labelled.products_yes buy.chocolate_hard discount no.labelled.product_yes buy.soft.drinks_nowhere buy.cheese_hard discount errands.in.hypermarket_no buy.alcoholic.drinks_hard discount buy.soft.drinks_hard discount errands.in.supermarket_yes 130000 possess.vegetable.garden_yes label.certainty.on.the.origin_yes limited.budget_no limited.budget_yes possess.vegetable.garden_no buy.cheese_hypermarket buy.coffee.tea_hypermarket recognize.no.label_no label.certainty.on.the.origin_no label.a.quality.product_yes participate.in.waste.recycling_yes recognize.label.LR_yes recognize.label.AOC_yes recognize.label.AB_yes errands.in.hypermarket_yes labelled.products.as.part.of.reception.of.guests_no recognize.label.AOP_no buying.labelled.alcoholic.drink_no price.emphasis.of.the.label_no buy.eggs_hypermarket worker buy.dairy.products_hypermarket buy.alcoholic.drinks_hypermarket price.unjustified.superiority_no number.of.persons.by.home.4 label.a.better.taste_yes price.margin.for.the.industrialist_no noactif buy.alcoholic.drinks_specialized stores 4−6 label.local.products_yes labelled.products.as.part.of.promotional.offers_no 36−45 participate.in.recycling.rainwater_yes buy.chocolate_hypermarket buy.soft.drinks_hypermarket 26−35 not.buying.labelled.products_no label.a.tradition_yes recognize.label.IGP_yes price.guarantee.of.quality_yes 5001−30000 intermediate profession number.of.persons.by.home.3 man number.of.persons.by.home.2 labelled.products.as.part.of.discovery_yes errands.in.supermarket_no ● no.labelled.product_no errands.in.hard.discount_no 800 buy.red.meat_supermarket buy.white.meat_supermarket buy.coffee.tea_supermarket buy.dairy.products_supermarket number.of.persons.by.home.5 buy.cheese_supermarket



2 8



2



1.



2.



0



4



105001−130000 recognize.no.label_yes 55001−80000 buy.chocolate_supermarket buy.fruit.and.vegetables_hard discount not.buying.labelled.products_yes buy.chocolate_hard discount no.labelled.product_yes errands.in.hypermarket_no buy.alcoholic.drinks_hard discount errands.in.supermarket_yes 























des documents recommandant







[image: alt]





Multivariate exploration of the questionnaire and ... - EnQuireR 

Consume.chips.potatoes_No. Consume.chips.potatoes_Yes. Figure 2: Representation of the individuals using density curbs and enhanced representation of the.
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twice.a.month ). â€¢ Budget.Fastfood ( between.10.20euros , less.than.10euros ). â€¢ Frequency.consume.delivered.food ( less.than.once.a.month , once.a.month ,.










 


[image: alt]





Multivariate exploration of the questionnaire and ... - EnQuireR 
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