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Abstract 

Some of the local products are region specific and the region is remembered with them. There are also local 
products with a long past which are not only known in their environs but also famous in other places. Mesir paste, 
which is one of these products, is traditional food produced by mixing a lot of spices and herbs. With this sense, 
this study aims to investigate the preferences (packaging, product range demand, quality, hygiene, etc.) of the 
individuals living in the area since they are significant in determining the attitudes and behaviors towards local 
products. The study covers some suggestions by determining the attitudes and behaviors of individuals and their 
desires and expectations so that local products can be protected and be sustainable. First, the knowledge, attitudes 
and behaviors of individuals in purchasing mesir paste were analyzed using 5-point Likert scale with 13 variables 
and the variables were collected under a factor with the help of factor analysis. The factor loads listed under a 
factor as a result of factor analysis were analyzed as one of the independent variables affecting the awareness level 
of the individuals about the local product. In the research, Binary Logit model was used to determine the factors 
affecting the local product preferences of the individuals. The awareness level about local products decreased as 
the age increased, and this may have stemmed from the fact that young people preferred mesir paste more. The 
packaging of the product in question was also one of the possible influential variables on awareness level. The 
packaging, which is also valued by manufacturers, as revealed by the study as well, has a positive influence on 
individuals, and it is a variable that is important in preferring a product.  
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1. Introduction 

Local values contribute to the local economic growth as a supporting element of the economy. 
Values such as local food, local architecture, local crafts, etc. sometimes undertake that region’s 
name and sometimes take on the promotional activities of the region in addition to making up the 
alternative income resources of the local residents. Local resource values consist of a past cultural 
heritage (Kesici, 2012). Many products in Turkey are known to belong only to some specific 
regions (Kuşat, 2012). For example, mesir paste is a food product specific to Manisa Province. 
The literal meaning of mesir in the Dialects of Turkey Turkish Dictionary of TLA (Turkish Lan-
guage Association) is defined as “the name of gummy and spicy candy thrown from minarets in 
spring fest, and the name of the day this candy is distributed on”. Geographical indications add 
marketing power to a product, and they contribute to rural development and country economy 
since they aren’t a monopoly right, but a collective right protecting the real manufacturers of the 
product. Individuals may prefer products sold under the name of a given geographical area due to 
trust in that name to those manufactured in other places. Therefore, protecting the name of a place 
as a geographical indication which has become a quality symbol for a specific product is of great 
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significance in terms of protecting the interests of the local people of the region.  Another purpose 
and benefit of geographical indication protection is to help prevent individuals from deception 
and therefore help protect individuals by blocking the use of geographical indications and expres-
sions on fake products lacking necessary properties (Anonim, 2014a). Mesir paste is a traditional 
food produced by mixing many spices and herbs. Knowing the rheological properties of products 
liquid or semi-liquid in nature manufactured on an industrial scale is of great importance in terms 
of processing of the product and ensuring its quality control (Karaman et al., 2008). When con-
sidered from this point of view, this study aims to determine individuals’ (living in the region) 
preferences (packaging, product range demand, quality, hygiene, etc.) and their attitudes and be-
haviors towards local products. 

In line with the significance and interest of the study, mesir paste indirectly affects the econ-
omy of Manisa Province and the country as well. Held every year on a regular basis, the festival 
provides a great deal of benefit for Manisa Province. Besides, it contributes to religious tourism 
as it is believed to have healing properties, health tourism as it is thought to be a food product and 
a source of healing, and other tourism types such as tradition and gastronomy tourism. In addition, 
the study will determine the attitudes and behaviors of the individuals and cover some suggestions 
by identifying the requests and expectations of them. 

The related literature was reviewed and it was found that Kesici studied the rural tourism in 
2012 and investigated the general role of local food and beverage culture already having a wide 
range to increase the demand for this touristic product in Turkey. In another study, Kuşat tried to 
determine the economic contribution expected from traditional food in local and national devel-
opment in the long run by measuring the innovation capacity of traditional products in 2012. In a 
similar study in 2012, Şahin and Meral discussed the importance of geographical indication and 
its role in rural development in general terms.  Orhan did a compilation study giving brief infor-
mation on what needs to be done to transform the local values into a tourism value as well as 
informing shortly about “geographical indications” issued in 2010 to protect local products.  

2. Material and method 

2.1 Material 

The material of this study was made up of data collected from individuals in the central county 
of Manisa Province through questionnaires. 

2.2 Data collection method 

 The aim was to cover the whole population in this way. In order to determine the number of 
the individuals to be included in the survey, their rates in total individuals were taken into con-
sideration (Pazarlioglu et al., 2007; Armagan and Akbay 2007; Kiziloglu and Kizilaslan, 2013), 
and individuals participating were identified randomly. 

In order to determine the sample size representing the main mass, proportional sampling 
method was used (Newbold, 1995). 
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In the equation above, n represents sample size, N represents population size (301.218) 
(TURKSTAT, 2011), p represents estimation rate (sample size 0.5 maximum), 2

ps  represents rate 

variances (in order to reach maximum sample size,  table value should have confidence interval 
of  95%, with 1.96 and  5% margin of error). As the characteristics of the enterprises which formed 
the main mass were not identified in the beginning, p was determined as 0.5 to maximize the 
sample size and it was determined as 382 subjects.    

2.3 Data analysis method  

Logit model was used to analyze the socio-economic factors affecting individuals’ consump-
tion of local products in the urban areas of Manisa Province. Binary choice models were used for 
econometrics applications in which dependent variables are qualitative and bivalent, and the most 
common of them are probit and logit models. The main difference between probit and logit mod-
els results from the distribution of error term. While the distribution of error term in the logit 
model is accepted logistically, it is assumed that error term is normally distributed in the probit 
model (Greene, 2011; Gujarati, 2001). The logistic regression procedure is the most frequently 
used method to study individuals’ perceptions and behaviors (Gempesaw et al., 1995). A choice 
model is specified with a dichotomous dependent variable representing the individuals’ final 
choice to be explained by a set of variables such as demographic factors, socio-economic factors, 
perception, experience, and preferences. Dependent variable is a dummy and estimated likelihood 
values change between 0 and 1. The estimation method utilizes the Maximum Likelihood Esti-
mation (MLE) procedure as they provide consistent parameter estimates that are asymptotically 
efficient (Amemiya, 1983; Grimm and Yarnold, 1995; Tabachnick and Fidell, 1996; Tatlıdil, 
1996; Akkuş and Çelik, 2004; Hatırlı et al., 2004; Leech, Barrett and Morgan, 2005; Cankurt et 
al., 2010; Kalaycı, 2010).  

The logit model for a representative household i can be expressed as follows (Gujarati, 2001); 
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where F (βXi)= index function (preferences for the studied local products for Ith individual, 
j=0 represents no preference and j=1 represents preference) 

β= The coefficient vector of the explanatory variables 

Xi= The explanatory variables representing the characteristics of individuals 

εi= Error term 

In order to understand logistic coefficients, one needs to think in terms of odds ratio of a hap-
pening (Akgül abd Çevik, 2005). When estimating the parameters of the logistic regression 
model, obtained by taking the natural logarithm of the odds ratio, the maximum likelihood method 
is widely used (Berenson and Levine, 1996). Some variables included in the logistic model were 
translated into categorical variables in order to obtain the differences between categories as odds 
ratios. Some of the independent variables were taken into the model as dummies to provide con-
venience of interpretation. Education was coded as 1 for high school and over and 0 for lower 
than high school. Employment was coded as 1 for the employed couples (the interviewed and the 
spouse), 0 for unemployed couples. Having children was coded as 1 and 0 for no children. The 
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children were divided into five groups based on an age range in order to investigate whether age 
had an influence on the person interviewed. Age groups with children were coded as 1, and no 
children 0. The age groups were classified as 0-2, 3-6, 7-10, 11-16, and 17 and over. Dummy 
variables with categorical structure were used for variables representing the effect of gender and 
marital status. Age and income factors taken into consideration to investigate the factors effecting 
individuals’ preferences towards local products were analyzed as continuous variables.  

Binary logit model was used in the study to determine the factors affecting the individuals’ 
local product preferences. The individuals interviewed appropriately to determine dependent var-
iables in the model were divided into two categories: those who purchased and consumed local 
products to protect the traditions and those who did not. That is, the group with individuals sen-
sitive to and consuming local products was coded as 1 and the other as 0. The group with low 
level or no awareness of local products was taken as reference in the model. Therefore the analysis 
was done based on low level or no awareness for local products taking the group with high level 
of awareness for local products as a reference.  Since the P value of the created model is less than 
0,05, the model can be considered in 95 % confidence interval. 

Table 1 presents explanations about the dependent and explanatory variables used in the anal-
ysis and descriptive statistics. 

The answers to questions determining the importance level given to features in individuals’ 
knowledge, attitude and behaviors about mesir paste were measured with 5-point Likert scale. As 
the states showing the scaled purchasing behaviors and attitudes outnumbered, it was impossible 
to use each one as explanatory variable. Therefore the variables had to be presented in summary. 
The summary of the variables were obtained using factor analysis and this factor was used as an 
explanatory variable in Logit analysis (Dölekoğlu and Yurdakul, 2004).  

Factor analysis is a kind of multi-variable statistical analysis providing the presentation of data 
more meaningfully and in a summary format based on the relations between variables (Kurtuluş 
2004; Tekin 2007; Karpati and Szakal 2009). The main purpose of this analysis is to interpret 
each factor individually by explaining the relationship between the original variables with a group 
of factors with minimum loss of data. In short, factor analysis makes it possible to work with less 
data while retaining the original data as much as possible. It is usually not possible to measure the 
behavior of individuals with a single question. Several factors affecting this behavior have a close 
connection. The purpose of factor analysis is to help work with fewer factors by reducing the data 
loss as much as possible and bringing the close factors together (Ness, 2000; Kızıloğlu et al., 
2015).  

3. Research findings 

3.1 The general characteristics of the individuals 

Table 1 shows some of the socio-economic and demographic characteristics of the subjects 
interviewed. 50,3 % of the subjects were females and 49,7 % males. 58,9 % of the individuals 
were married and 41,1 % single. The mean age of the subjects interviewed was 42,13.  
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Table 1. The general characteristics of the individuals and some statistical findings 

Variables, Groups and Descriptions Frequency % Std.Dev Mean 
Dependent variable 
With high levels of awareness of local products: 1 193 50,5 0,501  Low level or no awareness of the local product: 0 189 49,5 

Explanatory Variables 
Age Continuous variable 42,13 

Gender Female: 0 192 50,3 0,501  Male: 1 190 49,7 

Marital status Single: 0 157 41,1 0,493  Married: 1 225 58,9 

Educational status Under high school: 0 177 46,3 0,499  High school or above: 1 205 53,7 

employment status 

Not working (retired, un-
employed, looking for 
work, students): 0 

142 37,2 0,484  

Working: 1 240 62,8 
spouse employment sta-
tus 

No: 0 247 64,7 0,479  Yes: 1 135 35,3 

Children With no children: 0 152 39,8 0,490  With children: 1 230 60,2 

0-2 year-old With no children: 0 371 97,1 0,167  With children: 1 11 2,9 

3-6 year-old With no children: 0 365 95,5 0,206  With children: 1 17 4,5 

7-10 year-old With no children: 0 366 95,8 0,201  With children: 1 16 4,2 

11-16 year-old With no children: 0 353 92,4 0,265  With children: 1 29 7,6 

16 years or older With no children: 0 201 52,6 0,499  With children: 1 181 47,4 
Income Continuous variable 3,290.00 

Consumption Frequency 
 No purchases: 0 282 73,8 

0,440  Purchase at least once a 
week: 1 100 26,2 

Healing properties No: 0 206 53,9 0,499  Yes: 1 176 46,1 

Reasonable price No: 0 301 78,8 0,409  Yes: 1 81 21,2 

Beneficial No: 0 212 55,5 0,498  Yes: 1 170 44,5 

Attractive No: 0 247 64,7 0,479  Yes: 1 135 35,3 

Packaged product No: 0 33 8,6 0,281  Yes: 1 349 91,4 

Interest by children No: 0 123 32,2 0,468  Yes: 1 259 67,8 

Traditional food No: 0 16 4,2 0,201  Yes: 1 366 95,8 
Factor 1: Purchasing cri-
teria continuous variable 
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The educational status of the interviewed individuals was classified into two groups as under 
high school for literate, elementary and secondary school, and high school and above for high 
school, undergraduate, graduate and postgraduate. While under high school group made up 46,3 
%, high school and above group constituted 53,7 %.  As for the employment status of the subjects 
interviewed, the unemployed were 37,2 %, and the employed were 62,8 %. Among the unem-
ployed were students, housewives, retired, and those unemployed but receiving an income. The 
employed spouses made up 35,3 % and the unemployed 64,7 %.  

While 39,8 % of the subjects interviewed had no children, 60,2 % had children. According to 
the age range statistics of the children, the rate of the subjects with 0-2 year-old children was 2.9 
%, 3-6 year-old 4.5 %, 7-10 year-old 4.2 %, 11-16 year old 7.6 %, and 16 and over 47.4 %. The 
mean score for monthly income of the subjects interviewed was determined to be TL 3,290.00. 
The rate of the subjects who bought mesir paste at least once a week was found to be 26,2 % when 
compared to that of who did not. When the mesir paste consumption reason of the individuals 
interviewed was examined, it was found that 46,1 % bought it for its healing properties, 21,2 % 
for reasonable price, 44,5 % for its benefits, 35,3 % due to its attractiveness, 91,4 % because it is 
a packaged product, 67,8 %  due to their children’s interest, and 95, 8 % because it is traditional 
food. 

3.2 Knowledge of the Individuals about Mesir Paste 

Knowledge of the individuals about mesir paste varied. Knowledge of the place of mesir paste 
supply, packaged consumption, brand preferences, and usage patterns by consumers will provide 
benefits for the manufacturers. Table 2 presents proportional values about mesir paste supply. 
According to the table, the most preferred supply point for mesir paste was markets with 54,97 
%. It is thought that while doing a routine shopping in a market, mesir paste is also bought from 
the same market for practical reasons such as easy transportation and saving time. It was observed 
that 41,62 %  of the subjects preferred herbalists. Mesir paste is usually marketed as packaged. 

Table 2. Locations where the subjects usually bought mesir paste* 

Supply points Fre-
quency % 

Wholesale and retail shops 38 9,94 
Herbalists 159 41,62 
Market 210 54,97 
Confectioners 86 22,51 
*Other 27 7,06 

 * The other group involves places selling mesir paste such as groceries, liquor stores, market stands, and 
market departments of gas stations. 

 Table 3 presents individuals’ reasons for consuming packaged mesir paste. When the individ-
uals’ reasons for consuming packaged mesir paste are examined, it can be seen that 45,54 % was 
habit, and 15,18 % preferred it when they couldn’t find the product unpackaged. As there are 
various companies manufacturing mesir paste, they have all become brands. The existence of 
various brands has led the consumer to different brand preferences. 
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Table 3. Reasons for packaged mesir paste consumption 

 Reasons Frequency % 
Habit 154 40,31 
Freshness 50 13,08 
Reliability 174 45,54 
Can’t find unpackaged 58 15,18 
*Other 19 4,97 

* Among the other packaged mesir paste consumption reasons are mesir paste is available packaged in markets, hy-
giene, healthy, and easy to consume.   

Table 4 shows information about whether individuals preferred a certain mesir paste brand. 
51,05 % of the individuals cared about a certain brand and made brand-based preferences. There-
fore, companies should increase promotions and give enough importance to quality. 

Table 4.  Brand preferences for Mesir Paste 

Reasons for brand preference Frequency % 
Yes 195 51,05 
No 187 48,95 

Table 5 presents the individuals’ reasons for brand preferences. The leading reason for brand 
preference was quality and freshness with 32,98 %. Price and visual factors were not found as 
significant as quality and freshness. Mesir paste is consumed in different forms. Companies pro-
duce mesir paste in various forms as a result of marketing research due to its high consumption 
potential and promotion. 

Table 5. Individuals’ reasons for brand preferences  
 

*Other reasons include habit, delicious, reliable, healing, healthy, abundant varieties 

Table 6 presents individuals’ mesir paste consumption patterns. Mesir paste, as the name sug-
gests, is mostly consumed as paste (50,00 %).  This is followed by as delight 19,63 %, as tea 
18,58 %, and as chocolate 17,27 %.  

Table 6. Individuals’ mesir paste consumption patterns  

Consumption pattern Frequency % 
Paste 191 50,00 
Sugar 50 13,08 
Chocolate 66 17,27 
Delight 75 19,63 
Tea 71 18,58 
Mash 39 10,20 
Cezerye (a mixture of various herbs and spices) 46 12,04 

3.3 Individuals’ knowledge, attitudes and Behaviors on Mesir Paste purchase 

 5-point Likert scale was used to determine individuals’ knowledge, attitude and behaviors 
about mesir paste purchase. To determine the attitudes and behaviors, factor analysis was per-
formed to investigate whether 11 features could be put into one group.  As a result of the analysis, 

Reasons for preference Frequency % 
Availability 42 10,99 
Packaged 51 13,35 
Appealing 17 4,45 
Quality and freshness 126 32,98 
Appropriate price 20 5,23 
*Other 70 18,32 
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it was concluded that 11 features could be gathered under one factor with title “purchase criteria”.  
To understand whether sampling was adequate, KMO value was examined. In other words, KMO 
test was done to understand whether the model was acceptable. This value needs to be greater 
than 0,600 (Tabachnick and Fidell, 2001). As KMO value approaches 1, it indicates that data is 
suitable for analysis, and a KMO value of 1 indicates a perfect sampling number. The KMO 
coefficient in this study was 0,937, which meant a very good sampling (Field, 2000; Keleş, 2007; 
Yılmaz, 2009; Kızıloğlu et al., 2013) (Table 7). 

Table 7. KMO and Barlett test for Individuals’ knowledge, attitudes and behaviors on Mesir 
Paste purchase 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0,937 

Bartlett's Test of Sphericity 
Approx. Chi-Square 4053,175 
df 55 
Sig. 0,000 

As a result of eigenvalues statistics and screen plot examination in factor analysis of individ-
uals’ “knowledge, attitude and behaviors on mesir paste purchase”, 11 titles were gathered under 
one factor. The first factor, total and cumulative variance, was found to explain 68,47 % of the 
total variance. Finally rotated component matrix (converted matrix) was formed. This matrix is 
the final result of factor analysis. The correlation between the original variable and its factor is 
given in the matrix. A variable is closely associated with a factor under which that variable has a 
great weight as absolute value (Kalaycı, 2010). 

Table 8. Individuals’ knowledge, attitudes and behaviors about Mesir Paste purchase 

Component 
Initial Eigen values Extraction Sums of Squared Loadings 

Total 
% of Vari-

ance Cumulative % Total 
% of Vari-

ance Cumulative % 
1 7,532 68,468 68,468 7,532 68,468 68,468 

(Factor number and variance based on eigenvalues statistics for individuals’ knowledge, attitudes and behaviors 
on mesir paste purchase) 

It was understood from the rotated component matrix factor loads in Table 9 that the 11 vari-
ables of “Individuals’ knowledge, attitudes and behaviors about mesir paste purchase” could be 
gathered under one title “Purchase Criteria”, that is, under 1 factor load.  

 Table 9. Consumers’ knowledge, attitudes and behaviors about mesir paste purchase, alter-
nating load factor (Rotated Component Matrix) 

Variable classes  1 
Sold in packages  0,911 
hygienic  0,900 
high nutritional value  0,890 
natural and pure product  0,889 
a source of healing  0,889 
expiration date is important  0,879 
preferred by many people  0,812 
consumption habits  0,773 
has an appropriate price  0,751 
high quality product advertising  0,691 
appealing package  0,670 
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3.4 Some factors affecting the individuals’ preferences 

Table 10 presents some socio-demographic features and appendices of the results of the anal-
ysis affecting the individuals’ level of consciousness towards local products. After determining 
the level of consciousness, the factors statistically affecting the level of consciousness were stud-
ied. The variables likely to affect the level of consciousness towards local products were analyzed. 

It was determined as a result of binary logit analysis that the age, gender, employment of the 
individual interviewed, having 0-2 and 3-6 year old children, consumption frequency, healing 
properties, benefits, packaged product consumption, children’s interest, and traditional food were 
variables likely to affect the level of consciousness.  

While the employment status, found significant at 5 % significance level, affected preference 
level negatively, benefits, packaged product consumption, and children’s interest affected it pos-
itively. That is, the unemployed individuals were expected to be 12 % more fond of local products 
than those employed. Or a variance of one unit in unemployed individuals was likely to change 
the level of consciousness 12 %.   

The individuals considering local products beneficial were expected to prefer local products 
10 % more than those who did not. That is, it can be stated with this study that the benefits of 
mesir paste was statistically determined to have a positive effect on individuals’ mesir paste pref-
erence.  Individuals who wanted to buy packaged local products for health reasons were 45 % 
more likely to prefer consuming the local product than those who didn’t care about packaging. 
That is, an increase of one unit in the individuals who preferred buying packaged local products 
was expected to change the likelihood of local product consumption 45 %.  As a result of the 
research, it was found that the likelihood of local product consumption due to children’s interest 
was 10 % more than lack of likelihood of consumption.  

While the gender of the individuals and healing property of the product, found significant at 1 
% significance level, had a positive effect on the preference level of the local product, the age of 
the individuals, having 3-6 year old children and the consumption frequency variables were ex-
pected to affect the level of preference negatively. A change of one unit in individuals’ age was 
expected to affect the likelihood of local product consumption 1 %.  That is, as the age of the 
individuals increased, the likelihood of local product consumption was expected to decrease. 
Males were 15 % more likely to consume local products than females. Individuals with 3-6 year-
old children were 42 % less likely to consume the local product than those who didn’t have this 
age range of children.  It can be said that people who did not buy the product once a month were 
28 % more likely to prefer local products than those who did. That is, this study determined that 
there was not a direct relationship between the purchasing frequency of a product and preference 
of it. Table 10 shows that the purchasing frequency of a product and preference of the product, 
which were not directly related, were positively correlated with healing properties of the product. 
That is, individuals’ local product preference due to its healing properties was 21 % more likely 
when compared to opting out. 

Individuals having 0-2 year-old children, found to be significant at 10 % significance level, 
were expected to be 32 % less likely to prefer local products than those who didn’t have this age 
range of children. That’s, a variance of one unit in individuals with 0-2 year-old children was 
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expected to decrease local product preference 32 %.  Individuals’ mesir paste consumption be-
cause it is traditional food was 21 % more than opting out.    

Table 10. The Results of Binary Logit Analysis for factors affecting individuals’ local product 
preference 

 Coefficient  Standard 
error  Z  Marginal effect  

constant  0.18956         1.46679       0.13   0.8972      
AGE  -0.04739*** 0.01383     -3.43   0.0006      -0.00778*** 
GENDER   0.91683*** 0.29768      3.08   0.0021       0.15046*** 
MD      -0.21753 0.40215      -0.54   0.5886     -0.03570          
ED                       0.08112          0.31531       0.26   0.7970      0.01331          
CD                           -0.75663** 0.34053     -2.22   0.0263     -0.12417**        
ESCD 0.29086 0.40299       0.72   0.4704      0.04773          
CHILD                          0.51853          0.83597       0.62   0.5351     0.08510          
CHILD 1                           -1.93100* 1.06387     -1.82   0.0695     -0.31690* 
CHILD 2                   -2.57022*** 0.97067     -2.65   0.0081     -0.42180*** 
CHILD 3     -0.46880          0.87880      -0.53   0.5937     -0.07694          
CHILD 4             -0.54732 0.66015      -0.83   0.4071     -0.08982          
CHILD 5            -0.27679 0.79239      -0.35   0.7269     -0.04543          
INCOME      -0.04688          0.08545      -0.55   0.5832      -0.00769          
FREQUENCY  -1.69388***       0.32035     -5.29   0.0000     -0.27799***       
HEALING  1.27121***       0.29725      4.28   0.0000       0.20862***       
APPROPRI-
ATE  -0.18125          0.32048      -0.57   0.5717      -0.02975          

BENEFICIAL 0.59622**        0.27901      2.14   0.0326       0.09785**        
CHILDREN’S 
INTEREST  -0.38524          0.28298     -1.36   0.1734      -0.06322          

PACKAGING 2.68099**       1.33165      2.01   0.0441       0.43998**        
ATTRAC-
TIVE  0.62442**        0.29234      2.14   0.0327       0.10248**        

TRADI-
TIONAL  -1.25125*         0.70959     -1.76   0.0778     -0.20535*         

FACTOR 1      0.24930          0.27782       0.90   0.3695      0.04091          
Note: ***, **, * ==> Significance At 1%, 5%, 10% Level.  

 log likelihood  -265.443; Chi squared [17 d.f.] 152.289; Significance level 0.000; McFadden R
2
  0.287  

4. Conclusion and recommendations 

Some local products are region specific and known and remembered with the name of the 
region.  There are also some products coming from the past up to the present and they are not 
only famous in their region but also well-known in other places as well. This study tried to inves-
tigate the views of local people about mesir paste, one of the well-known products, and their 
attitudes and behaviors towards local products. The interviewed individuals were mainly young 
and middle aged. The education level of the majority of the subjects was high school or above. 
That is, the study tried to measure the consciousness level for local products by collecting the 
views of individuals with high level education.  

First, the knowledge, attitudes, and behaviors of individuals in purchasing mesir paste was 
measured using 5-point Likert scale with 13 variables and the variables were gathered under one 
factor with the help of factor analysis. The factor loads gathered under one factor as a result of 
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factor analysis were analyzed as one of the independent variables affecting the individuals’ con-
sciousness level about local products.  

The consciousness level about the local product decreased as the age increased, and this may 
have stemmed from the fact that young people prefer mesir paste more.  On the other hand, ac-
cording to the analyses, the consumption preference of children at 0-6 year-old age range was 
determined to be less than those of older ages.  That’s, it can be inferred from this finding that the 
product in question did not appeal to very young and very old age groups, rather it appealed to 
young age groups.  Indeed, it was determined as a result of the analysis that the families with over 
0-6 year-old children consumed this product as they loved it. Not only did the age of the children 
affect the level of consciousness, but the packaging of the product which increased the attractive-
ness was also one of the variables likely to have an influence. The packaging, which manufactur-
ers also paid attention and gave importance to, was determined by this study once again to make 
a positive impression on individuals and be a significant variable in the preference of the product.  
On the contrary of normal products, the consumption frequency of mesir paste, a local product, 
and its consumption preference were found to be inversely related.  However, the consumption 
likelihood of the local product turned out to be much due to its healing properties and benefits, 
but it was statistically determined that it was not preferred due to considerations that it is a tradi-
tional product. We can therefore say that the individuals living in the area were not inclined to 
consume it just because it is a traditional product; instead they wanted to consume it due to its 
healing properties and benefits. 

It was determined as a result of the research findings and analyses that the state of individuals’ 
local product preferences stemmed from their will to protect the product, however the age range 
of the children dominated their preferences, that is, affected the preferences. In line with these 
findings, it can be recommended that companies and manufacturers should consider children of 
all ages as well as adults when manufacturing the product.  
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