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Abstract

The objective of this study was to analyze the behavior and attitudes of bread consumers in Turkey in the province of Adana. The
surveys were carried out in a simple random fashion among 100 households in the city center of Adana province according to social
class. Analysis of the data collected shows that the behavior and attitudes of bread consumers in the province of Adana have changed
over time not only in terms of quantity, types of bread and places of purchase. This change in behavior and attitudes is influenced by
socio-economic and demographic characteristics such as education, occupation, household size, social class and monthly income of
consumers. The increase in the unit selling price of bread significantly influences consumer behavior and attitudes. In a context where
bread represents a basic foodstuff for a large part of the population, it is therefore important to develop policies so that bread is
accessible to all.

Keywords: Adana, bread consumption, consumer attitudes, consumer behavior, Turkey.

Tiirkiye’deki Ekmek Tiiketicilerinin Davranis ve Tutumlari: Adana
Ili Ornegi

Oz

Bu c¢alismanin amaci, Adana ilinde ekmek tiiketicilerinin davranis ve tutumlarini incelemektir. Aragtirmanin anketleri sosyal siniflara
gore basit rastgele bir sekilde secgilen Adana il merkezindeki 100 hanede 2020 yilinda gergeklestirilmistir. Aragtirma sonuglart; Adana
ilinde son yillarda tiiketicilerin ekmek tliketim miktarlari, tiikettikleri ekmek cesitleri ile ekmek satin alma yerleri agisindan dnemli
degisim gosterdigi, bu degisimde; tiiketicilerin egitim diizeyi, meslegi, hane halki biiylikligii ve aylik gelirinin etkili oldugu,
tilkketiclerin tam bugday ekmek cesidine daha yiiksek fiyat 6demeye istekli oldugu ortaya konmustur.

Anahtar Kelimeler: Adana, ekmek tiiketimi, tiiketici davranigi, tiiketici tutumlari, Tiirkiye.

1. Introduction

Food consumption patterns vary from country to country or region to region. In general, the most recurrent models are the
Western Food Consumption models and then the Japanese one. The Japanese consumption model is mainly based on consumption of

* Corresponding Author: Department of Agricultural Economics, Faculty of Agriculture, University of Cukurova, 01330 Balcali, Adana, Turkey
(0000-0002-4088-8775), sinasi.akdemir@gmail.com

http://dergipark.gov.tr/ejosat 659



http://dergipark.gov.tr/ejosat
https://orcid.org/0000-0002-4088-8775
https://orcid.org/0000-0002-4088-8775
https://orcid.org/0000-0002-4088-8775
https://orcid.org/0000-0002-4088-8775
https://orcid.org/0000-0002-4088-8775
https://orcid.org/0000-0002-4088-8775
https://orcid.org/0000-0002-4088-8775
mailto:sinasi.akdemir@gmail.com

Avrupa Bilim ve Teknoloji Dergisi
fish and seafood (AAFC, 2014). Contrary to this model, the Western Food Consumption model is characterized by the predominance
of cereals and roots, supplemented by proteins originating in particular from legumes (Delgado, 1999). Some countries adopt one or
the other of these models, while others only partially adopt one of these models. In other words, these models are sometimes adopted
with a few modifications.

Turkey is one of the countries that has opted for a traditional agricultural consumption model based on wheat consumption
(Padilla, 2001; Marty et al, 2015). All from a much older era when wheat was taxed in certain countries including Turkey by the
Romans (Padilla, 2001). The cereal contribution to the vegetable food supply of Turkey and the Near East is mainly due to wheat
(Marty et al, 2015). This partially justifies the high level of bread consumption in Turkey (Erturk & Arslanta, 2015).

Bread is a highly consumed food in households around the world; in both developed and developing countries. However, it
should be noted that the level of consumption is much higher among households in developing countries. The level of consumption
varies from one country to another. However, Turkey is one of those countries where the level of annual per capita consumption is
among the highest. Annual bread consumption per capita is 45 kg in Denmark, Belgium and Russia 55 kg, 56 kg in Germany, 57 kg in
France, 89 kg in Ukraine and 104 kg in Turkey (Anonymous, 2016). According to, Koten & Unsal (2004), the importance of bread for
Turkish households is due to the fact that it is an easily accessible and inexpensive food, and can be eaten with many foods because it
has a neutral taste and aroma. Bread is an important source of energy and nutrients for the body (Baysal, 2011; Guine et al., 2016).
The consumption of 400 g of whole meal bread covers between 51 to 55% of daily protein needs, 16 to 62% of iron needs, 12 to 74%
of calcium, 35 to 82% of vitamin B1, 16 to 39% of vitamin B2, 20 to 39% niacin (Dogan, 2003).

Previously, teachers were sent to rural areas of Turkey to educate the children there. At one time, the bran and germs of wheat
were used for animal feed; which gave the bread a blackish color. Given the fact that the inhabitants of these rural areas opted for the
preparation of white bread, these teachers exchanged their whole black bread imported from the city center by taking the white bread
produced by the inhabitants of the village. As a result, black bread was gradually abandoned, giving way to white bread. But
nowadays, given the fact that the goods made from the consumption of whole meal bread are traced in the literature and are strongly
advised by an innumerable number of dieticians and researchers, the consumption of whole meal bread has become more and more
important in Turkey. With the fall in wheat production in recent years (FAOSTAT, 2020), then the perpetual dynamism of the socio-
economic and demographic characteristics of households (TUIK, 2020), one wonders what it would be the repercussions of all of
these parameters on attitudes and behavior of bread consumption in Turkey. According to Uzundumlu et al. (2018), socio-economic
characteristics influence attitudes and behavior in the consumption of bread in Turkey, precisely in the region of Erzurum.

There are several works such as those of Aksoylu et al., (2004), Ertiirk & Arslanta (2015), then of Uzundumlu et al., (2018) on
the study of the level of bread consumption and attitudes and behaviors of consumption of bread in households in different cities of
Turkey. But very few of these works were part of a study over time in order to better understand the changes. The present work
analyzes both past and present consumer attitudes and behaviors in order to study possible changes.

2. Methodology

This research focused on households in the center of the city of Adana in order to analyze their behavior and attitudes regarding
the consumption of bread. Information was collected during the first quarter of 2020 on a simple random sample of 100 households.
The study was conducted taking into account all social classes: the wealthy class, the middle class and those of the lowest income. In
order to study in depth, the possible changes, with all the data collected, a comparison was made between current behaviors and
attitudes with those of the consumer in the past. The term "past” refers to the period before the change in consumer behavior. It varies
from one consumer to another. The data collected focused mainly on the socio-economic characteristics of consumers, the frequency
of bread consumption, the types of bread consumed, the criteria guiding them in the choice of places of purchase, as well as their
perception in relation to the consumption of bread.

SPSS software made it possible to establish all the descriptive statistics necessary for the comparisons. A linear regression model
was performed in order to analyze the parameters influencing the consumption of bread. In this analysis, the relationship between the
total number of breads currently consumed and the total bread consumed in the past was taken as the dependent variable.
Subsequently, two different logistic regression models with a view to analyzing the effect of the change in the unit price of bread on
the consumer's willingness to buy was evaluated by the consumer's decision to buy whole wheat bread whole, although expensive by
5% or 10%. This decision by the consumer representing the dependent variable was introduced as in binary form taking the value 1 if
the consumer answers with > yes’’ and by 2 if he answers with “” no’’. In each of these cases, a regression model was performed.

3. Results and Discussion

3.1. Socio-economic characteristics of consumers

The socio-demographic characteristics of consumers are presented in Table 1. The average age of the respondents in downtown
Adana is 45 years. 56% of this population is made up of men, 92% of them have social security cover, most of them have university
education (53%) and are mainly civil servants from the private and public sectors (63%). Only 6% have a level lower than or equal to
that of the primary level. The average monthly income of this population is 7931 TL.

Households have on average less than one (1) child (infants, pre-adolescent), approximately one (1) young person (adolescent),
then three (3) adults. About 50% of households have neither child (65%) nor adolescents (55%). This justifies the reason why the
majority of households are made up of adults. Within their households, there is on average minus about one (1) person whose
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occupation requires the use of physical force. In fact, 62% of households have at least three (3) people doing physical work on
average. All of these data are reported in Table 1.

Table 1. Socio-economic characteristics of consumers

Variables Percentage Average
18-35 23 29,5

Age 36-50 44 44,1
51-75 33 59,2

Total 100 45,7

Man 56 -

Sex Women 44 -
Total 100 -

Exist 92 -

Social Security Does not exist 8 -
Total 100 -

0 65 0

. 01-02 28 1,5

Number of children 03-04 7 3.2
Total 100 0,6

0 55 0

01 -02 35 1,4

Number of young 03-04 10 2
Total 100 0,9

01 -02 28 1,7

Number of adults 03 -04 53 3,6

05 - 13 19 6,3

Total 100 3,6

Primary and lower level 6 -

Level of education Secondary level 41 -
University level 53 -

Total 100 -

Exist 43 -

Link with the rural environment Does not exist 56 -
Total 100 -

Farmer 20 -

Profession Trader — 15 -
State and private official 63 -

Total 100 -

0 37,3 0

Number of people performing 1 43,4 1
physical work 2 and more 19,1 2,2
Total 100 0,8

2000-4000 TL 26 3192,3

Monthly income 4001-9000 TL 42 6502,3
Plus de 9001 TL 32 13656,2

Total 100 7931

3.2. General trends in bread consumption
3.2.1. Average daily bread consumption

The data collected made it possible to present a general trend in the daily consumption of bread by households in the province of
Adana in terms of quantity. More specifically, a comparison of the level of household bread consumption in the past and the present
was made (Table 2). Analysis of the results shows that average daily household consumption has dropped from around 3.22 to 2.79
baguettes, a drop of 13.35%. According to Bouteldja (2014), the consumption of bread is also constantly decreasing in France. More
specifically, in downtown Adana, consumption of white bread has decreased by 24.21% (from 1.90 to 1.44). Unlike white bread, the
consumption of whole meal wheat bread and that of non-whole meal bread increased by 115.38% and 100.0% respectively.
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Table 2. Level of bread consumption according to types (number / household / day)

Types of bread Types of Types of bread Types of bread
bread

White 1,90 1,44 -24,21
whole wheat bread 0,26 0,56 115,38
Loaf of bread 0,02 0,04 100,50
Loaf of bread 0,92 0,50 -45,65
Consumption outside the home 0,12 0,25 08,33
Total bread consumption 3,22 2,79 -13,35

Since consumers were asked about their level of bread consumption (in the past and currently) in terms of quantity, a t-test for
paired sample was carried out to check if there is a statistical difference between the total consumption past bread and the current one
(Table 3). The consumption of bread in terms of quantity between the past and the present has reduced by 0.52 baguette bread (1
bread = 429g). We therefore contact Adana households currently consuming half a baguette less than in the past. According to the test
carried out, this difference is statistically significant, since the probability obtained is less than 1% (p = 0.00). As a result, less bread is
consumed today than in the past.

Table 3. T test result

Mean Standart 95% Confidence Interval of t df Sig. (2 tailed)
deviation the Difference
Lower Upper
Quantity (Past- 0,52 0,12 0,29 0,75 4,49 99 0,00

future)

In order to study over time, the types of bread adopted and consumed by Adana households, they were asked to assign scores
ranging from 1 to 5 depending on the level of consumption of each type of bread. The score 1 indicates the type of bread very little
consumed, then 5 when it is very consumed. The scores obtained were translated into a percentage and then average score calculations
were carried out. A comparison was made between current and past consumption levels.

Table 4. Types of bread

In the past (%0) Currently (%) Average
Types of 1 2 3 4 5 N Mean 1 2 3 4 5 N Mean difference
bread
White 80 57 57 114 689 1000 42 186 104 104 69 534 1000 3,6 -14,3
Whole 406 20,3 11,8 152 11,8 100,0 23 92 144 92 57 13 1000 3.8 65,2
wheat
Bread 270 145 187 312 83 1000 2,7 16,9 20,7 245 264 11,3 100, 29 7,4
from the
village
Pide- 6,0 12,1 27,2 242 30,3 1000 36 83 180 305 27,7 152 1000 3,2 -11,1
Lavash
Tost- 542 257 114 57 28 1000 17 378 270 243 81 2,7 1000 2,1 235
Sandwich
Oven- 16,3 145 145 218 32,7 1000 34 16,6 233 233 150 21,6 1000 3,0 -11,8
baked

Analysis of the statistics obtained shows that in the past, white bread was the most consumed (average score of 4.2) (Table 4).
This type of bread has been replaced today by whole wheat bread (average score of 3.8). White bread is prepared from wheat flour
from which the bran and germs have been removed, which gives the bread a white color; while whole meal bread is made from whole
wheat flour (Curtet, 1998). Indeed, based on data collected in the field, in the past, given the fact that the bran and germs of wheat
give a black color to bread, these two compounds have been reserved for livestock feed. The bread consumed at that time was only
white bread. But nowadays, given the fact that the goods made from the consumption of whole meal bread are traced in the literature
and are strongly advised by an innumerable number of dieticians and researchers, its consumption is becoming more and more
important. According to Curtet (1998), whole meal bread enriches our diet with fiber while reducing the number of calories ingested.

3.2.2. Choice of places to buy bread and decision criteria

With regard to places of purchase, mini-supermarkets were in the past the most popular places to buy bread because they were
sold everywhere and more or less close to cities. The average score (4.1) transcribed in Table 5 confirms this. But nowadays, this
trend has reversed in favor of very large supermarkets because they offer several varieties of bread. In the past, several households
opted for the preparation of bread at home. But given the difficulties and the time involved in preparing bread, these practices are
becoming more and more abandoned. This justifies the 23.3% drop between the differences in average score. Bakeries, on the other
hand, remain as popular today as in the past. However, we note a slight decline in the number of households using bakery services.
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Table 5. Bread buying places

In the past (%6) Currently (%) Average
difference
1 2 3 4 5 N Mean 1 2 3 4 5 N Mean

Bakery 154 70 112 148 251 1000 3,8 93 186 13,3 13,3 453 1000 3,6 -5,3

Super 566 11,3 56 132 13,2 1000 2,1 46 171 78 10,9 59,3 1000 4,0 90,5

market

Mini super 89 89 89 74 656 1000 41 381 12,7 12,7 3,1 333 1000 2,8 -31,7

market

Preparation 31,7 9,7 122 9,7 365 1000 30 466 133 133 88 1,7 1000 2,3 -23,3

at home

Superetteof 577 38 115 192 7,6 100,0 21 448 69 13,7 69 275 1000 2,6 23,8

the town hall

From the 428 71 142 178 17,8 100,0 25 242 272 181 121 181 100,0 2,7 8,0

village

Other 500 83 2,7 556 333 1000 26 3,1 138 83 55 36,1 1000 2,9 11,5

Several parameters guide consumers in choosing where to buy bread. All of its criteria as well as the scores assigned by
consumers have been listed in Table 6. It appears from the analysis of the statistics obtained that the fact that the bread is fresh, that is
to say the fact that it is prepared a few hours before its purchase is the first criterion for consumers' choice. This criterion remains the
most important for consumers as well as today as in the past (4.7 in the past then 4.4 today). In fact, the fresher the bread the better its
flavor then it keeps a crisp character. This quality is the most sought after by Adana consumers.

Table 6. Criteria for choosing the place of purchase

In the past (%0) Currently (%) Average

1 2 3 4 5 N Mean 1 2 3 4 5 N Mean difference
Price 647 58 94 23 176 1000 20 584 56 56 33 269 1000 2,3 15,0
Close to 16,3 00 43 54 739 1000 42 191 31 53 85 638 1000 3,9 71
home
Fresh bread 3,1 10 41 52 864 1000 47 30 10 82 72 804 1000 4.4 -6,4
Hygiene 6,3 106 138 53 638 1000 41 20 62 93 72 750 1000 4,0 -2,4
Well done 86 86 17,2 129 526 100,0 3,9 52 104 16,6 145 53,1 100,0 3,1 -20,5
Whole 482 172 80 114 149 1000 22 326 87 87 141 358 1000 3,1 40,9
wheat
Must be 56,7 175 135 5,4 6,7 100,0 1,88 423 16,6 205 6,4 14,1 100,0 2,3 22,3
lifted

Like the previous parameter, hygienic conditions are also important for consumers. Consumers being concerned about their health
and that of their household, the fact that the bread is prepared in good hygienic conditions remains for them a very important criterion.
According to Dubois-Brissonnet & Guillier (2020), hygiene is a very important parameter in culinary sciences. Despite the
importance of this criterion for consumers, there is nevertheless a slight drop of 2.4% between the scores means. This is justified by
the fact that hygienic conditions are nowadays very respected; which gives consumers confidence. The trust placed by consumers in
the various actors in the bread production and marketing chain, makes hygiene an increasingly less important criterion.

Table 7. Mode of serving bread during meals

In the past (%) Currently (%) Average difference
Thin slices 15,0 27,0 80,0
Thick slices 15,0 18,0 20,0
Large pieces 16,0 12,0 -25,0
Whole 54,0 43,0 -20,4
Total 100,0 100,0

A particular zoom was also made on the modes of serving bread during meals (Table 7). Analysis of the results shows that the
mode of serving bread in Adana's households has changed considerably over time. Nowadays, unlike the past, bread is much more
served in thin slices, rather than whole. An increase in the share of households serving sliced bread (thin and thick) during meals was
noted (80% and 20%). In addition, it should be noted that there is a decline of 25.0% and 20.4% respectively in the share of
households opting for the service of bread in large pieces and whole during meals. Currently, bread seems to be much more served in
thin slices (27% of households). This approach makes it possible to better assess the quantity of bread consumed and to avoid possible
waste of bread.

3.3. Consumer perceptions related to bread consumption

In order to better understand the use of Adana households for the consumption of bread, their perceptions were also the subject of
this study. From the results obtained, it appears that the perceptions collected revolve mainly around parameters such as: the unit sale
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price of the bread, the level of satiety, the nature of the meal it accompanies as well as the place of preparation of the bread. On the
basis of these different parameters, proposals were formed and the respondents were asked to assign scores on the scale of 1 to 5.

In the past, the unit selling price of bread was a very important criterion, in the sense that its unit selling price was more or less
high and therefore reserved only for a single share of the population. But nowadays thanks to policies developed by the Adana City
Council, this price has dropped considerably and bread has been introduced as the staple food of almost all households, especially that
of low-income households. This justifies the drop of 13.3% recorded in the statistics obtained (Table 8).

Table 8: Consumer perceptions

Perceptions In the past (%) Currently (%) Average difference
Bread is the cheapest food 4,5 3,9 -13,3
When | don't eat bread during my 3,7 3,0 -18,9
meals, | don't feel full
| eat all the bread served during my 4,2 3,8 -9,5
meals in the fast food and restaurant
| eat all the bread served during my 2,3 2,6 13,0
meals in the fast food and restaurant
| also eat bread with dishes like rice 3.1 2,6 -16,1
and pasta
I prefer the bread prepared in the 3,7 3,8 2,7

village to that made in the city

Like the unit selling price, the level of satiety when accompanying meals with bread was also mentioned. At the time, bread was a
food always consumed at the table, regardless of the meal it accompanied. But today, unlike the past, there are many more educated
people with higher levels of education. Thus, the consumption of bread is limited to a certain number of meals. This result confirms
the results in Table 1 that unlike in the past, the consumption of bread has literally decreased.

In the past, reaching the feeling of satiety during meals amounted to consuming the bread in its entirety at the expense of the meal
it accompanied. In other words, to feel full, Adana households opted to consume all the components of the bread. But these days
things seem to be reversed. The mile of the bread (inside the bread) is consumed much less than enough is consumed the main meal at
the expense of all the components of the bread is rather seen as better ways to wait for the satiety threshold. This therefore raises a
problem of wasted bread. The observations made today in fast food restaurants in downtown Adana are a perfect example. This
justifies the 13.0% increase noted in Table 8.

3.4. Factors influencing the consumption of bread

A linear regression analysis was performed to study the variables that can affect consumers' bread consumption (in the past as in
the present). In this analysis, the relationship between the total number of breads currently consumed and the total bread consumed in
the past was taken as the dependent variable. Bread varieties (white, whole wheat, bread imported from the village, pide-lavash, tost-
sandwich, tandir-yufka), level of education, profession, age and monthly income were considered as variables independent (Table 9).

Table 9. Results of estimates from the linear regression model

Variables Coefficient Stderror t P VIF

Constant 1,123 414 2,709 ,016

Level of education -,224 ,101 -2,226 ,042%* 2,107

Profession ,240 ,109 2,211 ,043** 1,847

Age -,008 ,004 -2,195 ,044** 1,641

Bread Whole wheat (In the past) 123 ,041 3,030 ,008*** 1,901

varieties "~ pjde -Lavash (Currently) -,099 047 2,126 ,050%* 1,879
Tandir - Yufka (Currently) ,093 ,032 2,927 ,010* 1,281

Number of observation = 100

F =3.52

Prob =0.015 **

R2=10.667

***: significant at the 1% (P _ 0.01); **: significant at 5% (0.01 <P _ 0.05); *: Significant at 10% (0.05 <p _ 0.10).
Source: Results of estimates made with SPSS

The R? obtained for the model is 0.667. Therefore, the variables included in the model explain the level of bread consumption by
households in Adana at 66.7%. The regression model obtained is globally significant at the 5% threshold, since the value of
probability p in the table is less than 0.05. In addition, the R? of the regression being greater than 65%, it is therefore considered to be
sufficiently high.

In the model, variables such as level of education, occupation, age, preference for varieties of whole wheat bread, preference for
pide-lavash bread (currently) and preference for tandir- yufka (currently) are significant (p values are less than or equal to 0.05).
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Therefore, depending on the coefficients obtained for each variable, it can therefore be deduced that the higher the education level of
household members, the less the consumption of bread. In addition, it has been observed that the consumption of bread varies by
profession. Civil servants, unlike farmers and merchants, have the lowest levels of bread consumption. The data collected made it
possible to justify the high level of consumption of bread by farmers and merchants by the work and activities with which they are
confronted. Farmers and merchants, unlike government officials (private and public organizations), engage in more intense physical
activities. Agricultural production requires significant physical effort (Nourani, 2013).

Like the level of education, the level of bread consumption also decreases with age. Age is also a variable having a significant
influence on the level of bread consumption of people in households. Young people, unlike the elderly, are attracted to the
consumption of bread with each meal. In addition, unlike the elderly, they very often frequent university restaurants and fast food
restaurants where bread is very often freely available and available in large quantities. According to the Swiss Nutrition Society (SSN,
2011), fast foods are part of major bread consumption points in the sense that they accompany almost all meals. Elderly people,
concerned about their health, opt for a diet limiting the consumption of bread. Reducing the level of bread consumption limits the
risks linked to a good number of diseases, in particular that linked to obesity and cardiovascular diseases (Lang, 2004).

It is observed that those who have developed a habit for the consumption of whole wheat bread have increased their consumption
of bread today. At the same time, we observe that the consumption of pide-lavash bread has not decreased. The consumption of
tandir-yufka has increased. These variations can be explained by the level of accessibility of these varieties of bread in terms of price
and positioning. Consumers' perceptions of these different varieties of bread can also influence their level of consumption. Note that
monthly income has no effect on the consumption of bread.

The graph below represents the plot "normal P-P" of the residues, and we can see that the residues are distributed near the right
(Graph 1). Consequently, there is no distortion in the assumption of normality. The linear model is therefore valid.

Graphe 1. Normal P-P plot of regression standardized residual
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3.5. Effect of price variations on the consumer's willingness to purchase

The effect of the price change on the consumer’s willingness to buy was assessed by the consumer’s decision to buy whole wheat
bread, although 5% expensive.

A logistic regression analysis was performed to determine which factors play an important role in the consumer's decision to buy
whole wheat bread, although 5% expensive. This decision by the consumer representing the dependent variable was introduced as in
binary form taking the value 1 if the consumer answers with ** yes °” and by 2 if he answers with <* no >’. In this model, variables such
as education, occupation, monthly income, household size and age were considered as independent variables.

The model estimates that the probability of a consumer buying whole wheat bread, although 5% expensive, is only 0.74. In other
words, there is a 74% chance that the consumer will agree to buy whole wheat bread or not. This producer decision is significantly
influenced by the monthly income and the size of the consumer's household (Table 11). When whole wheat bread is expensive by 5%,
we find that as the size of the household increases, the consumer does not agree to buy the bread (1.86 times). In fact, the larger the
household size, the higher the demand for bread consumption. As a result, an increase in the unit price of whole wheat whole meal
bread negatively influences the consumer's decision to buy the bread. However, an increase in monthly income is likely to increase
the probability that consumers buy bread, albeit expensive, by 0.36% by 5% (Table 11). An increase in the purchasing power of the
consumer will therefore facilitate their access to whole wheat whole meal bread. In fact, the more you can buy goods and services
with your income, the higher the purchasing power (Banque Frangaise, 2020). According to the Senate (2006), the increase in
consumer income also improves their purchasing power. This justifies the result obtained.
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Table 10. Estimated accuracy rate (a)

Variable Description
I will buy wholemeal bread, Accuracy
although 5% expensive rate
Yes No
I will buy wholemeal bread, Yes 62 5 92,5
although 5% expensive No 20 11 35,5
General accuracy rate 74,5

Table 11. Estimation of the logistic regression model (a)

Coeficient Std Wald Sd P  Exp(B)

error
Monthly income -1,019 ,269 14,340 1 0,000 0,361
Household size 0,621 ,263 5,579 1 0,018 1,861

Table 12. Estimated accuracy rate (b)

Variable Description
I will buy wholemeal bread, Accuracy rate
although 10% expensive
Yes No
I will buy wholemeal bread, Yes 56 6 90,3
although 10% expensive No 17 19 52,8
General Accuracy rate 76,5

Source Estimation made from SPSS

Table 13. Estimation of the logistic regression model (b)

Coeficient Std error Wald Sd P Exp(B)
Monthly income -1,122 ,264 18,089 1 ,000 0,326
Household size 872 ,263 11,015 1 ,001 2,392

As in the previous case, this new producer decision criterion is significantly influenced by the consumer's monthly income and
household size (Table 13). When whole wheat bread is expensive by 10%, on the fact that as the size of the household increases, the
consumer does not agree to buy the bread (2.39 times). In fact, the larger the household size, the higher the demand for pain
consumption. As a result, an increase in the unit price of whole meal bread negatively influences the consumer's decision to buy
bread. However, an increase in monthly income is likely to increase the response that consumers buy bread, although expensive, by
0.32% by 10% (Table 13).

Income being a determining variable in the decision-making process in the purchase of bread by the consumer, a simple linear
regression model was performed between monthly income and the total quantity of bread consumed.

The model produced is written in the form y = b + ax, y represents the daily consumption of bread (number of baguettes), b the
constant then x monthly income of the consumer. Consequently, the consumption of bread (y) is equal to the product of 3,402-8,54E-
05 by the monthly income of the consumer.

The regression equation is therefore expressed as follows: y= 3,402 - 8,54E-05 * monthly income.

Thus, an increase in monthly income of 1,000 TL (= $ 162) will cause the household's demand for bread to fall by 0.085%. From
this it is deduced that the demand for bread increases in low income groups. This is explained by the fact that bread is the staple food
of low-income groups. Although slightly, as monthly income increases, the demand for bread decreases. As a threshold value, we can
say that the demand for bread decreases as the monthly income of the consumer reaches 39,836 TL (= $ 6,465) and then stops. High-
income consumers therefore opt for a form of food that considerably reduces the amount of bread consumed.

4. Conclusion

For several decades, bread has been the staple food of many households in downtown Adana. Although the average daily
consumption level has dropped by 13.35%. The importance of this food is most evident in low-income households as well as large
families. This comparative study led to the conclusion that several changes have taken place over time in terms of consumer attitudes
and behaviors. These changes are mainly related to the quantity of bread consumed, the types of bread consumed, the places of
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purchase, consumer perception as well as the criteria guiding consumers in the choice of places to buy. The consumption of bread is
mainly influenced by the level of education, the profession, the age of the consumer, the unit-selling price of the bread as well as the
preference for the different varieties of bread.
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