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ABSTRACT 

 

The article contains the results of the analysis of the oilseeds market of the Perm Region of the Russian Federation, as well as the 

results of qualitative marketing research of the market of the olive oil of the Perm Region conducted by the method of focus groups. The 
article contains recommendations on packaging and formalization of olive products for manufacturers of olive oil and retailers. 
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INTRODUCTION 
 

The Russia's share in the world production of 

oily raw material is equal to1.5% [5]. The oilseeds 

include plants, the seeds and fruits of which contain 

fat (20...60%) and are the raw material for production 

of oil, which is of great nutritional and technical 

importance [6]. The climatic conditions are the 

determining factor of cultivating oilseeds and they 

have determined that the most popular plants in our 

country are sunflower, soybean, rape, and less 

popular linen and mustard [7].   

Olive oil, just like any vegetable oils, is of liquid 

consistency; it freezes at the temperature between 0 

and 6 degrees. By its chemical structure, it is 

distinguished for the high content of the oleic acid. 

Besides, olive oil is rich with vitamins (100 grams of 

oil contain 7 milligrams of the vitamin Е) and 

contains indispensable (polyunsaturated) fatty acids. 

Olive oil is produced from the fruits of the olive tree 

of the Oleaceae family, which is widely spread in the 

subtropical climate countries [4]. As in Russia, they 

do not manufacture olive oil, the Russian market is 

fully dependent on import supplies [5]. The main 

trend in the market is the stable growth of its volume, 

the expansion of the representation of foreign 

manufacturers, the increase of the range of products 

on the store shelves. 

According to the Expert and Analytical Center 

of Agribusiness, the dynamics of the market of the 

Russian import of olive oil is as follows:  2001 – 3.4 

ths. tons, 2003 – 7.5 ths. tons, 2005 – 10.2 ths. tons, 

2008 – 17.2 ths. tons, 2010 – 23.7 ths. tons, and 

2013– 27.5 ths. tons (Figure 1). At that, in the 

monetary equivalent, the market grew from $3.3 

million in 2001 to $101.6 million in 2013. The gain 

is 3,078% [9]. 

The trends of the first two months of 2014 

evidence further growth of the market volume. In 

January-February 2014, 4.01 ths. tons of olive oil 

were supplied to Russia (approx. 4.42 million liters), 

which is more by 21.2% than during the same period 

of 2013. The volume of the Russian olive oil market 

will expectedly exceed 33 ths. tons in 2014 (36 

million liters) [9]. 
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Fig. 1: The volume of the olive oil market in Russia in 2001 – 2013. (according to the Expert and Analytical 

Center of Agribusiness) 

 

 
Fig. 2: Per capita consumption of olive oil by countries in 2013, liters a year 
 

The growth of the market volume is determined 

by both the growth of the purchasing power of the 

population, and active promotion of the companies – 

the olive giants in the Russian market, and 

positioning olive oil as the integral attribute of the 

ration of the Russians' healthy diet. The Russian 

market is mainly represented by such oil sorts of 

green and black olives as: Olive Line, Maestro de 

Oliva, Ibérica, Señorita, no one of which is the 

obvious leader. By the level of the average per capita 

consumption of olive oil, Russia is currently 

comparable with such countries as Argentina, Iraq, 

and Mexico [9]. In 2013, the average per capita 

consumption in Russia equaled to approximately 210 

grams (Figure 2). 

The price formation in this segment of the 

market is influenced by such factors as [10]: 

 crop yields; 

 logistic expenses for delivery of the product; 

 wide distribution in the sales network; 

 Change of the population's incomes. During 

2010-2012, the average salary in Perm rose by 

28.61%. (2010 - 17,438.3 rubles, October 2012 – 

24,427.3 rubles, according to the Local Agency of 

the Federal Service of State Statistic of the Perm 

Region).  

This positive development was reflected in the 

purchasing power of the population, and during 

recent years, the demand for olive oil in Perm and the 

Perm Region has grown considerably. The 

consumers have started showing interest to the olive 

oil not only as an additive or an "exotic" product, but 

also as a product of daily consumption. The increase 

in demand and change of the consumer preferences 

determine the urgency and timeliness of organizing 

and performing qualitative marketing research "the 

consumer behavior in the market of oilseeds (as 

exemplified by the olive oil)". 

 

Description of the Research: 
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Focus group is a qualitative marketing research, 

a non-structured interview, which the interviewer has 

with a small group of responders [3]. The objective 

of this research held by the focus groups method was 

to reveal the awareness of the focus group members 

about the olive oil market, the extent of their 

devotion to the sort, the taste preferences with regard 

to this product, the manner of consumption, the 

consumer peculiarities at selection of olive oil.   

During the preparation, we developed a guide 

for the focus group, consisting of four blocks by the 

"funnel" principle. During determining the 

behavioral motives, we used the verbal technology of 

a "fantastic scenario". At analysis of the results of the 

research, we used the analytic approach, as well as 

triangulation with the purpose of decreasing 

subjectivity [2].  

 

Characteristic of the Research Participants: 

Nine women of active working age between 25 

and 55 years of age participated in the research. At 

that, the majority of the participants (5 persons) were 

in the 30-39 years age group. Involvement of only 

women into the qualitative research is explained by 

two key reasons. First, the decision on buying 

groceries in families is mainly taken by women who 

plan the everyday budget and the menu of the family 

members. Secondly, in the Perm Region, a 

significant excess of the female population (1427.3 

ths. persons) over male population (1206.2 ths. 

persons) is registered. Women prevail considerably 

starting from the age of 30. The gender disparity is 

more typical of the urban population. All participants 

related to the category of economically active 

population. Consequently, in this research, all 

categories of persons of the targeted audience of the 

olive oil market took part, which allowed obtaining 

information on the preferences of the prospective 

consumers of olive oil in Perm and the Perm Region. 

 

The Results of the Research: 

The responders were asked a sequence of 

questions concerning their purchase and consumption 

of olive oil. The questions asked from the responders 

can be conditionally divided into three blocks: the 

olive oil market; the algorithm of the products 

selection; the concept of olive oil packaging. Below, 

we provide the results of the research conducted. 

The absolute majority of the participants failed 

to name their favorite sort of olive oil: the major part 

of the group used only descriptive expressions 

characterizing either the quality characteristics of the 

oil («only extra virgin oil»); or the exterior of the 

packaging («olive oil in a kind of black bottle with a 

red cap»), or the country of the manufacturer («used 

to buy Portugal and Spain»). At that, one of the 

focus group members emphasized that the existing 

names of the olive oil in the market are extremely 

difficult for memorizing due to the fact that they are 

made in foreign languages.  

Almost half of the responders (45%) have been 

consuming olive oil for 1-1.5 years. The major part 

of the audience has been consuming the product for 

more than 3 years; however (according to the 

previous answers), the participants of the focus group 

do not have much information on the product, which 

evidences insufficient formation of the consumer 

preferences in the olive oil market of Perm and the 

Perm Region. 

 

 

 
 

Fig. 3: The period of olive oil consumption by the participants   

 

The consumer preferences have evenly spread 

among manufacturers from such countries as Greece, 

Spain, and Portugal, with slight dominance of 

Greece, which can be explained by the fact that 

Greece is the birthplace of olive oil, and, 

consequently, the Greek products are more trusted by 

consumers.   

The majority of responders usually purchase 

olive oil at large shops and stores. Only two 

participants of the focus group said they purchased 

this product in a shop near their home. This can be 

explained by the fact that olive oil is not an everyday 

product; it is purchased less often than once per two 

weeks or once a month.  

 The responders noticed that despite the 

large quantity of olive oil in the retail networks, the 

range of olive oil brands is limited to 5-6 names and 

emphasized the necessity to increase the import of 
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olive oil from various southern countries ("all 

leaders are the southern countries", "we almost don't 

have Portugal here"). 

The average distance, from which the consumers 

see oil on the store's shelves is 2 meters. The 

majority of responders notice first promotion 

campaigns and discount advertisements, and then 

only proceed to reading the label of the product. Part 

of the responders noticed that olive oil is put at stores 

on the shelves that are too high from the floor (above 

the eye level), which adversely affects the 

commodity accessibility for consumers and causes 

discomfort ("it was too high"). 

Considering the responders' answers, we can 

conclude that the absolute majority of the 

participants is very careful about selection of the 

trademark of oil and read information on the label 

every time ("I walk around and browse", "As I walk 

around, I want to try something and check the 

contents").The majority of the responders is guided 

by their experience and recommendations of their 

friends at selection of the olive oil, particularly at 

making the first purchase ("My mom recommended 

it").The majority of interrogated women is currently 

in the state of search and tries various tastes ("I want 

to try and compare"). Following the results of the 

poll of the responders about the main criteria 

influencing on the selection of a particular brand of 

olive oil, we compiled the following rating of 

consumer opinions: 

1 place – the content; 

2 place – the price; 

3 place – the label appearance. 

 

 
Fig. 4: The answers of responders regarding the criteria influencing on the oil selection and scores 

 

Thus, there was absolutely no call for such 

factors as taste, environmental friendliness, 

advertised image/brand and its popularity, the 

reputation of the trademark and the time of presence 

of the trademark in the market remained. Beside 

certain key parameters, the consumers noticed the 

color of the glass and the information capacity of the 

label as the factors that attracted their attention and 

positively influenced on making the decision on the 

purchase. 

The absolute number of responders of the focus 

group noticed that they used olive oil for flavoring 

salads and for health improvement (with cosmetic 

purposes). Thus, we can conclude that consumers 

consider olive oil a more "healthy" product (if 

compared to the sunflower oil, for example), able to 

positively influence on the change of the human 

organism state. However, consumers in Perm are not 

yet ready to replace completely the classic vegetable 

oil with the olive one, which is evidenced by the fact 

that not a single responder used olive oil for frying 

(cooking hot meals)  

 

The Concept of Olive oil Packaging: 

In the course of studying the algorithm of 

selection of the product, the focus group members 

were asked a series of questions about the packaging 

that attracts their attention, which is a substantial 

factor at the product sale. The majority of the 

responders preferred textual label of the olive oil 

bottle (what we read). The degree of importance of 

placing the information on the product was as 

follows: the type of oil («extra – not extra»), the 

manufacturer country.  

The focus group members unilaterally agreed 

that the best packaging for olive oil is a glass bottle. 

A glass bottle looks more "civilized" ("glass is a 

package of higher quality"). Plastic as the material is 

not acceptable for the target audience ("I wouldn't 

like to see olive oil in a polyethylene package"; "it 

immediately loses value"). Besides, some participants 

noticed that they liked metal packaging – it turned 

out to be an attribute of high quality of the oil; 

somebody else motivated her selection by the fact 
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that such tare is "better protected" as the sunlight 

does not penetrate into it. The metal tare is more 

suitable for long storage and it should have larger 

volume. Glass tare is more suitable for smaller 

volume (for everyday use). The absolute majority of 

the responders selected the volume 0.5 liter as the 

best convenient for olive oil packaging, which can be 

explained by the fact that the weight on 1-liter bottle 

causes discomfort (too heavy) and the larger volume 

is not convenient for everyday use. 

At that, taking into account the words of the 

group members, we can conclude that the bottle must 

be "delicate", "interesting", the lip must have a dozer 

("to prevent the oil from pouring down the bottle"). 

The shape of the bottle can be "riffled", "square", 

tetrahedral ("they are more convenient"), and, what is 

most important, convenient for a woman ("the item 

must fit the hand"). The responders once again 

noticed that the information in the Russian language 

on the labels is not sufficient ("the larger text is in 

Spanish, Greek, and few people understand them"); 

consequently, the labels are less informative. 

All participants agreed that the color of the 

bottle must be dark green and the surface must not be 

smooth ("riffled", "tetrahedral", "not smooth glass", 

"faceted", with the narrowed middle), probably with 

a handle or "like a jar". The target audience was 

undecided about the colors of an ideal label, but they 

all noticed that the label must be striking ("bright-

colored", "with bright spots", "striking", "different 

from the bottle"). The name of the olive oil must be 

recognizable and readable in the comprehensible 

language, and the label must have pictures of olives 

and red and/or orange colors.  

 

Conclusions aRecommendations: 

During the research, we collected detailed in-

depth information on the commitments and motives 

of consumers, and then studied the influence of these 

characteristics on the preferences and the behavior of 

consumers. Based on the performed research, we 

formulated the recommendations for manufacturers 

of olive oil and retailers (Table 1): 

 
Table 1: Recommendations for the olive oil manufacturers and retailers 

BOTTLE 
LABEL 

The face label The back label 

Material – glass of moderate thickness and dark 

green color of medium darkness (closer to light 

color). Ergonomic shape of the package 
oriented to the anthropometric size of a 

woman's hand with diameter of section equal 

to approx. 70 mm, of delicate shape, narrowed 
at the bottleneck.  

The bottle must be designed to prevent 

excessive oil from pouring down the outer side 
of the bottle after use. The surface of the 

package must not be smooth, but preferably 

riffled or ribbed, or faceted. There should be a 
plastic dozer put inside.  

The recommended volume is 0.5 l. A crimp cap 

can be used.  

Expressiveness, contrast, figurativeness, but one must avoid excessive striking and 

mottling. The overall image must not make the product look cheaper in the eyes of 

the consumer. 
The focus group members expressed different opinions on the color scheme: natural 

hues of olives and olive oil; the desire to see bright spots – golden, yellow, red, 

orange; displays of positive reaction to the contrast of white and black colors. 
It is recommended to duplicate the name in the Russian language on the back label. 

 

1. Name. 

2. The sort of the olive oil (the 

type of crushing). 

3. Presence of the inscription 

"Selected". 
4. The manufacturer. 

5. The volume. 

6. The image of olives. 
 

1. Ingredients. 

2. The energy content. 

3. Taste characteristics or acidity. 

4. A story or a myth about the oil 

creation or an interesting fact about the 
influence of the oil on the consumer's 

health, or a recipe of cooking fast food 

using this oil. 
5. The place of bottling.  

 

Thus, the performed qualitative marketing 

research allowed finding out the preferences of the 

olive oil consumers and their opinions on the 

package of this product.  
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