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In response to growing interest in social and environmental concerns, public authorities develop and manage quality signs to identify responsible practices on the market, especially in the agribusiness sector. The aim of this thesis is to understand the influence of official quality signs on the market performance of agri-food products. We consider official quality signs as resources for businesses and identify and measure the marketing productivity of organic labels and Label Rouge with three empirical studies. Several results emerged from this work. First, a theoretical observation, with reflection on the linearity of the marketing productivity mean end chain, and the importance of studying consistency in quality signals when assessing their performance. Second, from a methodological point of view, using methods rarely used in management provides another vision of performance. Third, the studies reveal different results depending on the type of product. We highlight the lack of significant influence of official quality signs in terms of creating value through price, and the inability of perceived value to transform quality signals into monetary value. Nevertheless, we observe an increase in sales volumes related to the quality of the products. Finally, nomenclatures that indicate the entire production process, whether perceived as responsible or not, have a stronger influence on economic results than official quality signs. In that respect, we discuss the advantages of public policy and market regulations.
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Last but not least, I want to thank my father and my sister, the two persons who supported me since the beginning. They never failed to be at my side and always believed in me. L'éthique en management est un sujet historique qui a évolué au gré de la morale, des valeurs et des courants de pensées. Il est devenu une préoccupation centrale au vingtième siècle avec l'industrialisation, l'organisation du travail et l'internationalisation des échanges (De Bry, 2008). La littérature en sciences de gestion s'est principalement penchée sur la responsabilité sociale des entreprises, traitant de la notion de "bonne conduite" des entreprises et d'éthique au sein des échanges commerciaux. Elle discute également l'étendu de la responsabilité qu'ont les entreprises et leurs rôles en tant qu'acteurs sociaux. Les autorités publiques promeuvent les pratiques responsables et durables en incitant les entreprises à intégrer et assumer leurs responsabilité sociale, ainsi qu'en construisant les infrastructures nécessaires au développement des considérations sociales et environnementales. L'objectif est d'encourager les acteurs économiques à devenir proactif dans leur approche du développement durable (European Commission, 2001, p. 5). La commission européenne désigne les entreprises comme responsables de leurs impacts sur la société. Selon elle, les entreprises peuvent « devenir responsable socialement en intégrant dans leurs stratégies les préoccupations sociales, environnementales et éthiques des consommateurs et des droits de l'Homme et en suivant les lois."1 . L'un des objectifs de la Commission européenne est de développer des stratégies qui encouragent les entreprises et améliorent la visibilité des pratiques responsables dans un processus de co-régulation2 . En 2018, le programme des normes harmonisées à échelle européenne inclut la protection environnementale, la sécurité sanitaire, la santé publique, ainsi que le bien-être et la santé animale. Les budgets européens alloués sur du long terme visent à améliorer le développement durable des exploitations agricoles, de l'agroalimentaire et des zones rurales. La Politique Agricole Commune soulignait déjà les responsabilités sociales et environnementales à l'horizon 2020 et à présent post 2020 (European Commission, 2019a).

Dans les objectifs globaux de la mise en oeuvre de la responsabilité sociale des entreprises, la Commission mentionne l'utilisation des certifications et labels, pour encourager des pratiques responsables d'un point de vue social et environnemental.

Les produits d'origine animale ont une empreinte carbone particulièrement élevée et sont de grands consommateurs des ressources d'eau et d'énergie, en plus d'être des émetteurs de polluant (European Commission, 2019b). L'intensification des méthodes agricoles en Europe a fait naitre de nouvelles préoccupations concernant le changement en milieu rural, la sécurité alimentaire, la transparence des filières agricoles, les menaces environnementales et l'insécurité économique des petits exploitants. Le marché devenu hétérogène, la responsabilité des entreprises agroalimentaires est un sujet majeur en économie et gestion, ainsi qu'en sciences politiques. En réponse à ces enjeux, les autorités publiques nationales et européennes ont développé des outils managériaux pour aider les agriculteurs et les acteurs économiques à adopter des pratiques responsables. Dans les années quatre-vingt, le ministère français a élaboré une politique de labellisation afin de protéger les méthodes agricoles, les spécificités culturelles et d'en informer les acteurs du marché et les consommateurs. Ces signes officiels de qualité émettent un signal sur le marché concernant les méthodes de production justes et responsables.

L'information supplémentaire a pour double objectif d'assurer une concurrence plus juste et de protéger les consommateurs. Le Label Agriculture Biologique et le Label Rouge sont tous deux des labels techniques signalant des particularités dans le processus de production et impliquant des responsabilités sociales et environnementales. Ils garantissent aux consommateurs le respect d'une charte de production. Un logo est apposé sur l'emballage du produit ou autre support pour informer les consommateurs et délivrer un message homogène sur le marché national ou européen. Les signes officiels de qualité ont trait à la tradition, au respect de la biodiversité et à l'engagement social. Cette problématique est toujours d'actualité. L'ancien ministre de l'agriculture et de l'alimentation, Stéphane Travert, a souligné en 2018 que «l'agriculture est au carrefour de multiples politiques qui façonnent notre paysen matière d'alimentation, d'aménagement du territoire, de ruralité, de transition écologique, de commerce extérieur et de relations internationales -, parce que l'une de ses missions premières est de nourrir la population, parce que l'alimentation est un enjeu quotidien pour tous nos concitoyens, et parce que nous parlons de bien manger, en quantité et en qualité. Il s'agit de permettre à chacun de manger sain, sûr, durable, sans oublier la dimension conviviale, bien française, de nos repas. » (Assemblée Nationale ~ Première séance du mardi 22 mai 2018, s. d.). Ce discours désigne l'importance majeure de la qualité des produits agricoles, ainsi que la protection des territoires et des traditions.

Néanmoins, l'agriculture responsable et extensive génère une perte de productivité et des coûts supplémentaires. L'accès à la qualité supérieure implique inévitablement des dépenses qui se reflètent dans les prix de marché. Atteindre les objectifs de responsabilité sociale soulève ainsi le problème de la rentabilité. Les signes de qualité doivent augmenter la performance économique pour assurer la performance sociale et environnementale sur du long terme.

La performance est un concept polymorphe qui peut être abordé sous divers angles. Dans cette thèse doctorale, nous analysons la performance en fonction des résultats financiers générés par les actions marketing. Sur la base de la perception de Rust and al (2004), nous considérons la performance dans une série de causes à effets, aussi appelé la « productivité marketing », qui lie les décisions marketing (ressources utilisées, stratégies, actions) aux résultats économiques.

Etant donné que l'augmentation de la qualité implique des dépenses, les revenus doivent compenser les coûts pour générer du profit. Cette question de compensation des coûts est centrale pour les agriculteurs et les autres acteurs de la chaine de valeur. Les politiques de certifications sont perçues comme des moyens de justifier les prix plus élevés et d'influencer les parties prenantes à mettre en oeuvre des politiques de responsabilités sociales face aux défis de la durabilité (Aschemann-Witzel & Zielke, 2017). Les outils marketing de signalement de la qualité sont utilisés dans l'espoir de se différencier sur le marché et de protéger la marque, pour augmenter la qualité et la valeur perçue par les consommateurs (Sylvander et al., 2007). Ces signes officiels de qualités ont pour objectif de renforcer les caractéristiques des produits.

Les produits frais ont la particularité d'être périssables et ainsi véhiculent des risques de sécurité alimentaire. En outre, les produits agricoles sont étroitement liés aux normes culturelles et concernent la population de façon quotidienne. Au vu de l'importance de la qualité des aliments et du caractère invisible de ses caractéristiques, les consommateurs demandent des politiques alimentaires. « L'objectif de l'analyse des politiques alimentaires a toujours été d'améliorer la sécurité au niveau macro (stabilité des marchés) et micro (disponibilité pour les ménages) » (Timmer, 2012, p. 12316). Les signaux de qualité indiquent les pratiques responsables et la valeur ajoutée d'un produit qui n'est pas identifiable par le consommateur avant achat, voire après consommation. Le rôle des signaux est de modifier les processus de décisions des consommateurs en augmentant la valeur perçue des produits et inciter à l'achat. Ils sont également utilisés pour augmenter les volumes de ventes et justifier le premium de prix appliqué. Les attributs de croyances créent de la valeur pour les consommateurs et par extension, si cette valeur est transformée en acceptation à acheter et à payer un premium de prix, créent des revenus supplémentaires.

Cette thèse doctorale vise à identifier dans quelles mesures les signes officiels de qualité génèrent de la valeur en tant qu'outils d'opérationnalisation de la responsabilité sociale des entreprises sur le marché des produits agricoles.

Selon le concept de productivité marketing (Katsikeas et al., 2016;Rust et al., 2004), les travaux visent à analyser les résultats des actions marketing sur le marché et plus spécifiquement l'influence des signes officiels de qualité. D'une part, les consommateurs demandent une qualité de produit supérieur, une sécurité alimentaire et des pratiques de production responsables. D'autre part, le goût et les prix des produits sont les critères d'évaluation les plus important dans une décision d'achat. Cette thèse doctorale remet en question l'efficacité des signes de qualité pour justifier les premiums de prix et augmenter le chiffre d'affaire des produits d'origine animale responsables. Nous apportons quelques connaissances sur le rôle des outils proposés par les autorités publiques pour augmenter la performance des produits de qualités sur le marché. Nous étudions le cas de deux signes officiels de qualité : le label Agriculture Biologique et le Label Rouge.

Nous considérons ces signes comme des ressources à la disposition des entreprises (Wernerfelt, 1984). Les ressources sont définies comme « des outils qui sont potentiellement contrôlables par les organisations sociales et qui sont potentiellement utilisables -même indirectementdans les relations entre organisations et dans son environnement. » (Yuchtman & Seashore, 1967, p. 900). Elles sont utilisées afin de créer des actifs matériels ou immatériels et de générer des rendements. En considérant les signes de qualité comme des ressources, nous souhaitons comprendre dans quelles mesures ils contribuent à la performance et au succès des pratiques responsables et s'ils répondent à la fois aux attentes des consommateurs et aux nécessités économiques. Ces études visent à comprendre les mécanismes de création et de captation de valeur sur le marché à travers cette question de recherche : Cette question est subdivisée en trois questions de recherche en accord avec la littérature :

  
Plusieurs études empiriques ont été nécessaires pour répondre à ces questions. Des études sur des données de marchés ont permis de comprendre les dynamiques et la position des produits de qualité. L'analyse de ces données a révélé des tendances, des jeux de concurrences et des clefs de succès. L'objectivité des données de marché inclut également un manque de détail que nous avons comblé avec une expérimentation qui a révélé les processus de décision des consommateurs et les raisons de certaines faiblesses et forces des signes de qualités.

La complexité de la mesure de la création de valeur réside dans la pluralité et la complémentarité des données de nature et de sources différentes. La chaine de performance et les mécanismes de formation de la valeur dépendent de la situation des entreprises, des choix stratégiques, de la psychologie du consommateur et des dynamiques de marchés (disponibilité et effet de compétition). Les différentes natures des données rendent immesurable la formation de la valeur dans un modèle global. Nous avons donc utilisé une méthode mixte pour comprendre et mesurer la création de valeur à différentes étapes de la chaine de causalité. Nous avons mobilisé les logiciels Rstudio pour toutes les études, excepté les analyses de médiations qui ont été réalisées avec SPSS et AMOS. Cette thèse doctorale apporte une méthodologie novatrice en combinant différents types d'études quantitatives. Tout d'abord, nous avons étudié les marchés grâce à des données secondaires afin d'identifier les dynamiques. L'objectif est de confirmer l'influence des signes officiels de qualités et d'identifier les mécanismes complexes qui nécessitent une recherche approfondie. Nous avons mené deux études distinctes et complémentaires ; l'une pour comprendre la valeur marché et la formation des prix en fonction de différentes caractéristiques produits attestant d'une qualité et l'autre pour identifier et mesurer la capture de la valeur par les acteurs économiques de la chaine de valeur et mieux comprendre la profitabilité.

La valeur du marché est dans un premier temps mesurée avec la méthode des prix hédoniques et les élasticités sur le marché français.

La méthode des prix hédoniques est un concept analytique inventé par Andrew Court (1939).

Il a largement été utilisé en économie dans la seconde partie de vingtième siècle (Goodman, 1998). L'approche par les prix hédoniques a été introduite par Rosen (1974) qui présente un modèle basé sur les caractéristiques des produits et la mesure du poids de chacun d'entre eux dans la formation des prix de marché. Nous considérons que les prix se divisent en sommes d'attributs qui apportent chacun une valeur supplémentaire au produit. "Lorsque les biens peuvent être traités comme un ensemble complet de caractéristiques, les prix observés sur le marché sont également comparables en ces termes » (Rosen, 1974, p. 54). Les attributs des produits agricoles peuvent être identifiés et mesurés (Waugh, 1929).

Nous utilisons également les élasticités pour mesurer l'influence des signes de qualités sur les processus de décision des consommateurs dans un environnement compétitif. Sur la base des prix et des volumes de ventes, elles complètent les analyses des parts de marché en soulignant les faiblesses de différentes variétés de produits et les opportunités de création de revenus.

Pour compléter l'analyse des signes de qualité, nous avons réalisé une étude sur les marges marketing et les prix théoriques des produits en fonction du signe utilisé et des réseaux de distribution empruntés.

La marge marketing est la différence entre le prix de vente des distributeurs et celui des agriculteurs. Elle représente toutes les valeurs monétaires ajoutées par les charges liées à la transformation, l'assemblage, le transport et la distribution des produits agricoles. L'analyse des marges marketing pour différents réseaux de distribution (grandes et moyennes surfaces, discount, magasin bio) et différentes gammes de produits (Agriculture biologique, Label Rouge, standard) indique la distribution de la valeur le long de la chaine de valeur. Nous les analysons avec des traitements statistiques et des variables nominales afin d'isoler l'effet du signe de qualité et de comprendre son rôle dans la création de valeur.

La méthode des prix théoriques compare les prix de marché avec une valeur arithmétique calculée en fonction de la valeur de différents attributs du produit. La mesure du prix théorique est réalisée grâce aux coefficients de la valeur des signes de qualité et des distributeurs. La différence entre ce prix arithmétique et le prix du marché indique la capacité des distributeurs à maximiser le potentiel de création de valeur des produits.

Ces analyses de marché sont complétées d'une troisième étude quantitative. Nous avons collecté des données primaires grâce à une expérimentation qui a pour objectif de tester l'efficacité des marchés en axant principalement la recherche sur la formation des prix et des volumes de vente, cette fois du point de vue des consommateurs. Nous nous sommes inspirés des protocoles d'économie expérimentale pour développer une étude alliant un système d'enchères permettant la mise par un seul acheteur avec un prix de réserve aléatoire, l'étude des quantités achetées, ainsi qu'un questionnaire récoltant des informations sur l'attitude des consommateurs. L'utilisation de modèles Tobit permet des régressions dont la variable indépendante est censurée. Ce modèle économétrique est préconisé en économie pour l'étude des enchères et des paris. L'étude des modèles de médiation nous permet de mesurer la capacité à transformer une valeur perçue en une valeur monétaire par l'un des deux leviers de la création de part de marché.

L'association des données primaires et secondaires nous permet d'analyser la création et capture de la valeur à différentes étapes de la chaine de valeur, avec des résultats solides alliant validité externe et interne. Ces études répondent à nos questions de recherche en considérant la valeur sur le marché et le rôle des consommateurs finaux dans sa transformation en valeur monétaire.

Les résultats des études portent sur l'influence des signes officiels de qualité le long de la chaine de valeur mais aussi et surtout chez les distributeurs.

Au niveau du consommateur final, nous avons noté une augmentation de la demande de produits de qualité supérieure. Les produits d'origine animale bon marché tels que les oeufs de poules de batterie ou les poulets entiers standards représentent de plus faibles parts de marché que leurs homologues d'élevage plein air. Parmi les gammes de produits de qualité supérieure, les signes officiels de qualité augmentent les parts de marché et génèrent des effets divers selon les produits considérés. Le Label Rouge connait un fort succès sur la volaille avec un premium de prix et une demande forte, alors que la version biologique du produit, plus chère, ne génère pas autant de valeur sur le marché avec une part de marché inférieure à celle des produits standards. A l'inverse, la part de marché des oeufs frais portant le Label Agriculture Biologique est en constante augmentation, suivant la courbe des oeufs plein air, le leader sur le marché. En revanche, les oeufs portant le Label Rouge ne présentent pas un avenir prometteur malgré ses prix plus bas que la qualité biologique. Les produits labellisés ne sont pas équivalents ni substituables sur les marchés.

Les bas prix ne sont pas un avantage compétitif sur les marchés des produits agricoles car ils ne compensent pas les pratiques peu responsables. De plus, les consommateurs de produits labellisés ne sont pas particulièrement sensibles aux variations de prix. Les produits de qualité inférieure ne sont plus les standards sur le marché. La référence est à présent les produits non labellisés mais montrant des pratiques responsables comme les élevages plein air.

Le prix n'étant pas un levier pour un avantage concurrentiel, nous avons examiné l'importance des volumes de ventes dans la création de valeur via les parts de marché. Ils ont une importance primordiale dans la performance de marché des produits agricoles et doivent être pris en considération dans les analyses. Les consommateurs sont plus enclins à acheter plus en termes de quantité que d'augmenter leur consentement à payer pour les produits labélisés. Nous avons également démontré que la valeur perçue et la spiritualité détiennent des rôles importants dans l'augmentation du consentement à acheter, mais pas nécessairement dans celle du consentement à payer. Enfin, la relation réciproque et négative entre la quantité de produits désirée et le consentement à payer est trop faible pour avoir un réel impact et ne freine pas les facteurs d'augmentation de la création de valeur sur le marché.

La valeur perçue n'est pas modifiée par les signes officiels de qualité et nous avons identifié l'importance d'autres facteurs dans l'acceptation d'un premium de prix. Par exemple, d'autres signaux de qualité comme les pratiques responsables ou la marque peuvent modifier les comportements des consommateurs. Néanmoins, nous remarquons que les effets des signaux de qualité sont modifiés en fonction du produit étudié et que les résultats ne peuvent pas être étendus à l'ensemble des produits d'origine animale. Les spécificités de chaque marché sont à prendre en considération.

Nous avons évalué les chaines de valeurs et la distribution de la valeur entre les acteurs qui les forment. Nous avons observé une modification de la distribution lorsque les produits portent un signe officiel de qualité. Premièrement, les prix supérieurs n'impliquent pas systématiquement une augmentation de la marge marketing. Les produits avec des signes officiels de qualité génèrent plus de volatilité des prix en aval de la chaine de valeur et ainsi impliquent un risque supplémentaire et une instabilité des marges marketing. Les distributeurs sont ainsi dans l'obligation d'encaisser les chocs dus aux variations, pour présenter une offre stable aux consommateurs. Cela affecte les marges marketing des distributeurs.

Les intérêts de cette recherche sont de dimensions théoriques, méthodologiques, managériales et politiques. D'un point de vue théorique, l'objectif est d'associer la littérature marketing qui est principalement constituée de données attitudinales, aux intérêts économiques en lien avec la valorisation financière de la responsabilité sociale. La littérature a souligné les difficultés de la mesure de la performance marketing (N. A. Morgan, 2012). La pluralité des méthodes de mesures ne peut analyser qu'une partie des effets du marketing. Les études réalisées contribuent à la compréhension de la performance marketing et plus spécifiquement de la performance des signes officiels de qualités sur les marchés.

Nous soulignons la complexité des relations entre les variables. Nous éclairons la performance à la lueur du concept de 3C-SR. Les pratiques responsables ne peuvent générer de la performance que lorsque le signe officiel de qualité montre un degré d'engagement social suffisant, que les autres signaux de qualité reflètent le même degré d'implication et que les différentes parties prenantes constituent un ensemble d'acteurs cohérents dans leurs pratiques.

Nous avons également inclus dans notre analyse le rôle des autorités publiques dans l'atteinte des objectifs sociaux et environnementaux. Pour ce faire, nous avons identifié différentes techniques de régulation de marché pour en connaitre leurs forces et leurs faiblesses. Nous avons étendu cette recherche en gestion aux problématiques politiques et économiques, domaines étroitement liés aux succès des actions marketing en faveur de la responsabilité sociale.

Concernant la méthodologie, nous avons démontré l'importance et la complémentarité des données de marchés et des données issues d'une expérimentation. Les données de marchés révèlent la demande des consommateurs, les tendances sur les marchés et l'importance de certains critères. Ces études évitent les limites liées aux données attitudinales qui souffrent des biais psychologiques et sociologiques. L'expérimentation est un complément permettant d'expliquer les tendances préalablement identifiées et de lister et comprendre les facteurs de succès ou d'échec.

Un second apport méthodologique réside dans l'originalité de l'expérimentation. L'objectif est de combiner la méthode des enchères avec une mesure des quantités désirées. Nous avons développé un protocole sur la base des enchères BDM en incluant les quantités voulues selon le prix donné à l'enchère et le prix aléatoire. Ainsi, cette méthode permet d'observer le potentiel d'augmentation de part de marché par le prix et les quantités. Cette méthode englobe plusieurs aspects du comportement du consommateur dans un environnement contrôlé.

A la vue de l'extension des gammes de produits labellisés chez les distributeurs et l'augmentation de la demande, cette thèse donne des réponses et conseils aux acteurs économiques impliqués dans la chaine de production. Tout d'abord, la disponibilité des produits est grandissante, avec des secteurs de produits issus d'agriculture biologique chez les distributeurs et la mention de produits Label Rouge en restauration. La qualité certifiée des produits est en hausse, mais ne garantit cependant pas l'augmentation de la propension à payer des consommateurs et ainsi ne peut être une voie certaine de la durabilité des marchés. Nous avons ainsi analysé les facteurs permettant d'augmenter le succès des signes de qualité et d'identifier les meilleurs scénarios pour maximiser les résultats économiques. Nous oeuvrons pour une meilleure compréhension des enjeux liés à la marque, aux signes de qualités et aux types de distributeurs.

Enfin, nous ouvrons la discussion à l'efficacité des politiques publiques et leurs interventions en vue de promouvoir les pratiques responsables et d'augmenter la qualité des produits sur les marchés. La régulation des marchés dans une économie libérale est un débat houleux. La Commission européenne et le gouvernement français adoptent des stratégies similaires pour les produits agricoles, en multipliant les possibilités de différenciation sans proscrire les pratiques.

Les signes officiels de qualité sont proposés comme un outil à la responsabilisation mais aussi à la génération de profits supplémentaires. Au-delà des tentatives timides d'influence sur de marché, l'enjeu de la politique publique est de répondre aux attentes de citoyens tout en satisfaisant les obligations économiques et les exigences commerciales. Une grande partie de la production agricole dépend des aides publiques pour assurer la disponibilité des denrées alimentaires, essentielle aux pays. Avec une vision de gestionnaire, nous commentons et discutons l'efficacité des politiques publiques et des mesures visant à améliorer la valorisation des produits sur le marché et à influencer les tendances.

Cette thèse doctorale se divise en deux parties. La première est une approche théorique en deux chapitres et la seconde est une approche empirique en trois chapitres. Les parties sont complémentaires et apportent des connaissances différentes qui permettent une meilleure compréhension des processus de création de valeur par les signes de qualité.

La première partie est dédiée au cadre théorique et conceptuel. Dans le premier chapitre, nous retraçons l'histoire de la responsabilité sociale des entreprises pour en comprendre l'essence.

Nous mettons en lumière les débats au sein de ce concept et identifions les attentes sociales qui y sont liées et le rôle des autorités publiques dans sa mise en oeuvre. La littérature abondante remet en question le rôle des entreprises et leur objectif de profitabilité. Les débats sont nombreux et dépendent des différents courants philosophiques et de la considération de l'éthique dans les échanges commerciaux. Nous définissons la responsabilité des entreprises dans notre contexte de recherche et identifions le rôle de l'information sur les marchés, principalement des signes de qualités. L'un des concepts a particulièrement capté note attention, celui des 3C-SR, qui considère que la performance repose sur trois piliers : le degré d'implication dans la responsabilité sociale des entreprises, la cohérence de cette implication au sein de toutes les activités de l'entreprise et l'homogénéité de cette implication entre les partenaires commerciaux. Nous regardons la performance à travers ce spectre tout au long de la thèse.

Le second chapitre est dédié au concept de performance et comment la responsabilité sociale des entreprises peut créer de la valeur sur le marché. Nous nous concentrons sur deux indicateurs principaux : le prix et le volume de vente. Ces deux variables dépendent du comportement du consommateur et permettent de calculer les parts de marché, le chiffre d'affaire et la marge marketing.

Nous nous penchons sur la performance consommateur, les résultats financiers et économiques et élaborons sur la base des théories abordées un modèle théorique de la création de valeur. Sur cette base, nous abordons la seconde partie de la thèse qui est constituée de diverses études empiriques.

Le premier chapitre teste la rationalité et les préférences des consommateurs en analysant le marché des oeufs frais. Ce produit est homogène sur le marché et sa production est encadrée par une nomenclature obligatoire qui délivre des informations claires et connues du grand public au sujet des processus de production. Le terrain est ainsi favorable à l'analyse de l'influence des signes officiels de qualité parmi une multitude d'attributs de croyances clairement identifiés. Aussi, les oeufs sont des produits d'origine animale largement consommés et perçus comme un produit vertueux, ce qui augmente l'influence du label Agriculture Biologique. Selon la littérature, les consommateurs ont un consentement à payer plus important pour les produits présentant un engagement de pratiques responsables. L'étude des prix et des volumes de vente donne une vision globale du rôle des signes de qualité. Nous soulignons également l'importance de la marque dans la formation des prix.

Le second chapitre est une étude empirique qui analyse les prix de marché et les marges marketing pour les oeufs frais et les poulets entiers prêt-à-cuire. Ce second marché est un cas intéressant car il est le pionnier du développement du Label Rouge. Le produit est également peu transformé et perçu comme vertueux. La situation de ce marché est relativement différente de celui des oeufs frais et présente des enjeux économiques importants. L'analyse de la valeur se fait le long de la chaine de production et analyse deux facteurs : le signe de qualité et le type de distributeur. Nous analysons la création de valeur avec deux méthodologies : la méthode des prix théorique et les marges marketing. L'objectif est de savoir dans quelle mesure la valeur est créée, mais également comment elle est distribuée entre les acteurs de la chaine. La notion de pouvoir de négociation est ainsi abordée. L'analyse statistique des modèles délivre des informations sur la capacité de création de valeur des attributs.

Le troisième chapitre est une approche par le consommateur. L'expérimentation a été élaborée pour une meilleure compréhension de l'influence des signes officiels de qualité sur le consentement à payer et à acheter des consommateurs. L'expérimentation a été menée sur le lait car c'est un produit d'origine animale peu transformé communément acheté, que la fraicheur du produit n'est pas un critère qui aurait pu compromettre la fiabilité de l'étude, contrairement aux oeufs ou aux poulets entiers. Nous avons évalué la performance consommateur du produit portant la mention Agriculture Biologique en évaluant les critères comportementaux, à savoir le prix de l'enchère et les quantités souhaitées, ainsi que la mesure de la valeur perçue et de la spiritualité associée à la consommation. Aussi, nous avons collecté des données concernant les attributs des produits principalement achetés par les répondants (le type de marque, les types de magasins fréquentés, la qualité de produit principalement achetée) et les prix de référence interne. Nous avons analysé les données grâce à deux méthodes distinctes et complémentaires : les modèles Tobit et les modèles de médiation.

Nous concluons ce travail doctoral en présentant une discussion générale sur les études empiriques et en faisant le lien avec la littérature. Nous menons une réflexion sur la pertinence de la considération de la performance sous une forme de chaine causale et soulignons la complexité du modèle et l'importance de la cohérence entre les signaux de qualité. Nous questionnons également la place de la performance sociale et environnementale dans le système commercial actuel et interrogeons le rôle des politiques publiques dans l'incitation ou la restriction à l'adoption des pratiques responsables et à la réussite des marchés.

Dans une dernière section, nous présentons les implications de nos travaux d'un point de vue théorique, managérial, méthodologique, mais aussi politique. En effet, la politique européenne est concernée par l'augmentation de la valeur des produits agricoles, la qualité et la sécurité sanitaire des produits alimentaires et elle se préoccupe également de la sécurité économique des agriculteurs et de la protection des pratiques traditionnelles. Nous reconnaissons l'existence de plusieurs limites dans nos recherches. Concernant la méthodologie, nous identifions deux principales limites. Tout d'abord, notre modèle théorique n'est pas mesurable en un modèle global et nécessite plusieurs études et types de données complémentaires qui sont difficilement comparables. Aussi, les bases de données de marches manquent de détails et les données agglomérées ne nous permettent pas de comparer efficacement les influences de différents signaux de qualités. Les marges marketing n'ont pas pu prendre en compte les coûts ni les volumes de ventes et la formation des prix ne pouvait être analysée avec les attributs de marques et de qualités. Concernant les limites théoriques, la perception linéaire de la causalité de la performance ne permet pas de rendre compte de la complexité des mécanismes et cache ainsi certains effets. Nous terminons alors avec les perspectives de recherches futures qui viendront compléter ces travaux, améliorer notre compréhension des résultats et alimenter notre réflexion sur la cohérence des signaux.

Ethics in business has long been a popular topic that has evolved in line with morals, values, and intellectual currents. It became a central consideration in the 20 th century with industrialization, the organization of work, and the internationalization of trade (De Bry, 2008).

Business literature mostly deals with corporate social responsibility, referring to the "good" behavior of the company. This includes ethics by discussing what good and bad business means, and it questions the scope of responsibility, as well as the roles played by firms in society.

Public authorities have promoted and encouraged responsible and sustainable business practices and mentioned that "Public policy also plays a key role in encouraging a greater sense of corporate social responsibility and in establishing a framework to ensure that businesses integrate environmental and social considerations into their activities... Businesses should be encouraged to take a pro-active approach to sustainable development in their operations both within the EU and elsewhere." (European Commission, 2001, p. 5). The Commission has defined the term corporate social responsibility as the responsibility of businesses regarding their impact on society. According to the institution, companies can "become socially responsible by integrating social, environmental, ethical, consumer, and human rights concerns into their business strategy and operations, and by following the law."3 .

The objective of the Commission is to develop a strategy that encourages companies and enhances the visibility of both corporate social responsibility and good practices in a coregulation process4 . In 2018, the EU-wide standards program included environmental protection, food and feed safety, animal health and animal welfare, and public health. The longterm budget of the European commission aims to improve the sustainable development of farming, food, and rural areas. The Common Agricultural Policy (CAP) outlines social and environmental responsibility for horizon 2020 and now post 2020 (European Commission, 2019a). In the overall objectives of corporate social responsibility implementation, the Commission mentions the use of labels, including the organic label, to promote market uptake and encourage socially and environmentally friendly business practices.

Animal-based food has a particularly high footprint, requires high consumption of both water and energy, and emits pollutants (European Commission, 2019b). The intensification of farming methods in Europe generated new concerns in terms of social changes in the countryside, food safety, and transparency throughout the agribusiness chains, environmental threats, and economic insecurity for small farmers. The market became highly heterogeneous, and firms' responsibility in the food sector became a hot topic in economics and management, but also in politics. In response to these stakes, national and European public authorities developed and managed tools to help farmers and firms adopt more responsible practices. In the 1980s, the French ministry elaborated official quality sign policies to inform and protect farming methods and cultural specificities. These quality signs indicate on the market that responsible and fair practices have been applied in the food production, and have a dual objective: the fairness of competition on the market and the protection of consumers. Organic labels and Label Rouge are technical labels that indicate a specific production process, implying environmental and social responsibility. They are a guarantee for customers that businesses respect a technical chart. The logo is affixed to the packaging or to the accompanying document to inform consumers and deliver a homogeneous message to the market, whether national or European. Official quality signs refer to nature, tradition, and social support within the European Union. The issue is still ongoing, and the former Minister of Agriculture and Food

Stephane Travert highlighted in 2018 the importance of agriculture, and the related nutritional and credence qualities "in terms of food, regional planning, rurality, ecological transition, and international tradebecause one of the primary missions is to feed the population, because food is a daily challenge for all citizens, and because we are talking about eating well, in quantity and quality. It's about allowing everyone to eat healthily, without forgetting the friendly very French dimension of our meals" (Assemblée Nationale ~ Première séance du mardi 22 mai 2018, s. d.). This discourse highlights the central concern of quality, but also the protection of traditions and land.

Nevertheless, responsible, extensive farming involves a loss in productivity and extra costs.

Access to higher quality food implies extra expenses that generate a knock-on effect on prices.

Attaining the objectives of corporate social responsibility implies higher production costs, and raises the issue of profitability. Quality signs must improve economic performance to ensure social and environmental performance. Performance is a polymorphic concept that can be approached in many ways. We consider that performance lies in the financial outcomes of marketing actions. Based on the perception developed by Rust et al. (2004), we perceive performance in a chain-of-effect, also called "marketing productivity", which links marketing decisions (resources, strategies, actions) to economic results. Because increasing product quality implies expenses, revenue must compensate for these extra costs and generate profitability. The main question for farmers and other economic actors lies in the profitability of producing at higher cost. Policies are perceived as support to both justify price differences, and are a great influence on stakeholders when it comes to implementing corporate social responsibility, and improve the sustainability challenge (Aschemann-Witzel & Zielke, 2017).

The marketing tools for indicating quality are used with the hope of creating market differentiation and brand protection that is perceived and valorized by customers (Sylvander et al., 2007). The aim of official quality signs is to empower these features on the market.

Fresh food is a particular product: it is perishable and carries risks related to food safety. Moreover, it is related to cultural norms and acceptance, and it concerns the entire population on a daily basis. Food policies are elaborated to overcome the invisibility of credence quality features. "The proximate goal of food policy analysis has always been to improve food security at both the macro (market stability) level and the micro (household access) levels." (Timmer, 2012, p. 12316). Quality signals deliver information on the market to highlight responsible practices and other added value that customers may not be able to perceive before purchase, if ever. The role of quality signals is to modify the decision process of customers by increasing the perceived value and encouraging the purchase. These signs are also used to increase the quantity purchased, and/or justify a price premium. Credence quality creates value for customers and by extension, if this value is transformed into an acceptance of purchase and price premium, creates value in terms of sales revenues. This doctoral thesis aims to identify and understand to what extent official quality signs can generate value as a tool for operationalizing corporate social responsibility in the agri-food market.

Based on the marketing productivity chain (Katsikeas et al., 2016;Rust et al., 2004), we wonder how marketing actions for social responsibility generate market value, and more specifically the role of official quality signs. On the one hand, consumers demand higher product quality, food safety, and responsible practices in production. On the other, taste and price are still the most important criteria for purchase decisions. This doctoral thesis calls into question the efficiency of official quality signs for justifying a price premium and increasing the sales revenue of responsible practices for animal-farm agri-food products. We provide some elements for understanding the role of public authority tools in the market performance of responsible signals by focusing on two credence quality official quality signs: the organic label and the Label Rouge.

We consider both official quality signs as resources for companies (Wernerfelt, 1984).

Resources are defined as "facilities that are potentially controllable by social organizations and that are potentially usablehowever indirectlyin relationships between the organization and its environment." (Yuchtman & Seashore, 1967, p. 900). They are used to create tangible and intangible assets that generate returns for the firm under appropriate circumstances.

Considering official quality signs as resources, we aim to understand to what extent official quality signs can play a part in the performance of socially responsible actions, and respond to both customers' demand and their acceptance of the related cost. Moreover, in addition to consumer performance, official quality signs must respond to market performances and economic sustainability. The studies seek to provide greater understanding of the value creation mechanism in the market thanks to the research question:

This main research question is divided into three sub-questions that arise from the literature:

  
Several empirical studies are needed to answer these questions. The study of market data helps to understand the situation and its evolution over time. Market analyses are helpful for identifying the main trends, market power, competition, and success of the products. They describe the market with objectivity but also with a lack of subtlety. This is why we must better understand the customers' process for making purchase decisions if we are to understand the market mechanism.

The complexity of value creation assessment lies in the plurality and complementarity of data that are of different natures and sources. The mean end chain of performance and the mechanism for value formation depends on firms' situation, strategies and choices, the customers' psychology, and market dynamics (availability, competitors' offers). The different natures of the data collected make the marketing productivity model impossible to measure in an overall, inclusive study.

Assessing value creation requires a mix-method to evaluate the mechanism of performance at different stages in the chain, and to understand to what extent the value creation comes from official quality signs or other phenomena. This doctoral thesis proposes a new approach to management research with several quantitative methods inspired by economics.

We first designed studies with secondary data to investigate the markets and identify their situations and evolution. The objective was to attest to the influence of quality signs and identify the complex mechanisms that require further examination and understanding. We conducted two separate studies, one to understand the market value and consumers' acceptance of price for particular quality characteristics, and another to understand the value created by several economic actors throughout the value chain.

Market value is first assessed using the hedonic price method and elasticity with in-store prices and sales volumes on the French market.

The hedonic price method is an analytical concept devised by Andrew Court (1939) and seriously used in economics in the second part of the 20 th century (Goodman, 1998). The hedonic price approach was later introduced by Rosen (1974), who presented a model based on product characteristics and the weight of each attribute in the priceformation. We assume that prices are divided by the sum of attributes that all bring value to the product. "When goods can be treated as tied packages of characteristics, observed market prices are also comparable on those terms." (Rosen, 1974, p. 54). The quality attributes of a food product can be identified and measured (Waugh, 1929).

We also use elasticity to assess the power of official quality signs in decision-making in a competitive environment. Based on price and sales volumes, it completes the analysis of market shares by highlighting the weaknesses of the product's varieties and indicating the limitations and opportunities in sales revenue creation.

To complete the analysis of the official quality sign alone, we conducted a second study, using marketing margins and theoretical price methods. Our aim is to measure the fluctuation in value creation of official quality signs depending on store type.

The marketing margin is the difference between farm value and retail price. It represents all the monetary value of assembling, processing, transporting, and retailing charges added to farm products. Analyzing the marketing margins for different store types and value-chains (either with official quality signs or without) indicates value distribution. We analyze it with statistic processing and using dummy variables to both isolate the effect of quality signs and understand the role they play in value creation.

The theoretical price method compares the current market price with the arithmetic price calculated using the price of different features. We assessed the theoretical price according to the price premium for official quality signs, and the price premium for store types. The difference between arithmetic price and market price indicates the capacity of each store type to maximize the potential value creation of the quality product.

These market analyses are completed with a third quantitative study based on primary data. We conducted an experiment that focuses on the combined decision of price and quantity of respondents. We developed a method based on experimental auctions and added the assessment of the number of items purchased at their auction price, and the random price. The development of this type of experiment was unusual and helped us to identify the most important lever for increasing market share. We also investigated the capacity for transforming the perceived value of a product which invests in socially responsible practices into a monetary value that financially supports the firms' investment in socially responsible activities.

The combination of primary and secondary data makes it possible to investigate value creation at different stages in the mean end chain, as well as provide the results with soundness. These data also answer the research questions by taking into account both market value and the elements related to customers. This doctoral thesis produced results concerning the influence of official quality signs at the business-to-consumer stage, but also in the value-chain between business actors. The main results are displayed below.

At the end consumer stage, we notice an increase in demand for high-quality products on the market. Low-cost production of animal-based products such as standard chicken and battery hens' eggs have lower market share than free-range products. Of the high-quality products, the official quality signs increase the market price and generate various effects on the market. Label Rouge is a success for high quality oven-ready chicken with a high price, whereas the organic version is more expensive but barely generates value because of a constant, low market share.

On the contrary, table eggs benefit from the organic label with a continuous increase in market share, whereas Label Rouge eggs do not seem to have a bright future despite their cheaper price.

Official quality sign versions of the products are neither similar nor substitutable.

For agri-food products, a low price is not necessarily a competitive advantage, and it does not compensate for the least responsible practices. Moreover, the target of labeled products can be almost insensitive to price variations. The low-quality version is no longer the market reference, and the higher quality products, especially those that are free-range, have become the market's standard product.

Apart from price, we discovered one possibility for increasing market share without modifying prices but by pushing sales volumes. Performance can come from sales volumes instead of price increasestwo important levers that must be studied together. Customers are more likely to purchase a greater quantity than increase their willingness-to-pay for higher quality. We found that the perceived value and spirituality associated with consuming high-quality products play an important role in the decision to purchase quantity, but not necessarily that of accepting a price premium. The negative and reciprocal relation between desired quantity and willingnessto-pay is not strong and is compensated by other factors for increasing the creation of market value.

It is not only the perceived value that is modified by official quality signs, and we acknowledge the importance of other factors in market price acceptance. For example, other quality signs increase the market price, such as responsible practicesfree-range breeding -and brand type.

Nevertheless, we noticed that quality signal do not each have the same influence; it depends on the product, and our findings cannot be extended to all agri-food products, but must instead be studied taking into consideration the specificities of each market case.

We evaluated market value starting with the value-chain. We noted that the chain is modified by using official quality signs. First, the higher market price does not necessarily imply higher marketing margins for actors because of the related higher costs. Official quality signs show higher price volatility downstream in the value chain. Stores must absorb the variations to be able to propose a consistent offer in the long term, and do not show volatility in market price.

They have greater variation in their marketing margins than standard products. The distribution of marketing margins is more balanced between actors, but also riskier for some of the actors.

The dimensions of theory, methodology, management, and politics were used to approach the various points of interest of this research.

From a theoretical point of view, the objective is to combine the perception found in marketing literature, which mainly focuses on attitudinal data, and economic interests, related to the financial valorization of social responsibility. The difficulty in assessing marketing and business performance has been noted in the literature (N. A. Morgan, 2012). The plurality of methods used to measure part of the outcomes reflects the wide range of concepts representing performance. This study contributes to the knowledge on marketing performance and more specifically the performance of official quality signs with regard to responsible practices.

We highlight the complex relations between the variables used to assess market performance.

These relations and effects on market performance are interpreted in the light of the consistency of signals in terms of commitment to social responsibility and the overall coherence within the product itself and the environment (stakeholders). We also expand on the role of public authorities in attaining corporate social goals and identify how regulation may be strengths or weaknesses for the market. We open management research up to politics and economics from a marketing point of view.

Concerning the methodology, we first show the advantages of analyzing the concrete results of marketing actions from market data and customers, the standard methodology in marketing research. The market data reveal real market performances and allow researchers to assess how criteria are taken into consideration at the point-of-purchase. They curb all the negative aspects of attitudinal data that suffer from psychological and sociological biases that cannot be measured from customers' answers. The experiment is a complement that may explain the market statement and identify more precisely the factors of success and failure.

The second methodological technique lies in the experiment itself. The objective was to combine auction methods with assessment of quantity. We developed an auction mechanism based on the BDM method. It includes the notion of purchase quantity in the auction. We were able to assess the purchase decision with the respondent's willingness-to-pay, as well as observe the fluctuation in additional purchase quantities at a random price. This method was used to assess the difference in decision-making according to the level of product quality in a controlled environment.

Business managers should also find interesting points in this thesis. There is growth in the responsible food market in every type of outlet. Organic food is available from specialized stores to hard-discount, Label Rouge quality is offered in restaurants and indicated on menus, and parents demand that school canteens serve food that has not been genetically modified. The costs generated by improved quality need to produce something in return. Even if we perceive growth in consumer demand, there is no guarantee that customers will pay for it at any price and in sufficient quantities to make the business sustainable. This thesis investigates the factor of signal consistency as a key for the success of official quality signs, and identifies the bestcase scenario for increasing consumer demand and price acceptance. A better understanding of the stakes related to the management of signals such as brand, label, and store typewhere the product is distributedallows marketers to make better decisions for positive financial outcomes.

Finally, we open the discussion into the efficiency of the public policies intervention for encouraging responsible practices and increasing a product's quality performance on the market. Regulation of the free market has generated vigorous debates among economists. The European Commission and the French government adopt the same strategy regarding agri-food products, with a desire to put options on the market without prohibiting or constraining business practices. Official quality signs are designed to help responsible actors become more visible on the market and have the opportunity to make profits from their practices. Beyond the modest attempts to influence the market using a variety of tools, the impact of public authorities in their response to both customer expectations and business needs is decisive. A significant part of the agri-food market depends considerably on public financial support, and efficient food production and delivery are essential for countries. We propose our marketing perception of public intervention in the agribusiness for farm animal products, and discuss the efficiency of playing a supporting role through voluntary policy measures and, where necessary, complementary regulation.

Our research is divided into two parts: a theoretical approach composed of two chapters, and an empirical approach composed of three chapters. Both parts are complementary and add knowledge for better understanding of the value creation process of official quality signs in the agri-food markets.

The first part of this thesis is dedicated to the conceptual and theoretical framework. In the first chapter, we investigate corporate social responsibility and trace its history to understand the current situation regarding how firms behave in relation to social expectations, and the role of public authorities in implementing social and environmental practices. The wealth of literature questions the role played by firms in society apart from the objective of profit. Debates on corporate social responsibility are commonplace and are connected to the philosophy of business ethics via the issues of the range of responsibility, morals, the relations between the actors, and measurement issues. We identify corporate social responsibility in our context and analyze the role of information, and more specifically official quality signs, in its implementation. One concept of social responsibility performance caught our attention in particular. The 3C-SR model states that corporate social responsibility generates outcomes only if three pillars are combined: a satisfying degree of commitment, a consistency of actions within the organization, and coherent stakeholders' connection with similar values. The performances of social actions are analyzed from this point of view throughout this doctoral thesis.

The second chapter is dedicated to the concept of performance, and how corporate social responsibility is supposed to create value on the market. We focus on two main indicators of market performance: price and purchased quantity. Both variables depend on consumer behavior and are the basis of market shares, sales revenues, and margin creation. This thesis aims to understand how official quality signs influence product performance through their impact on consumers and financial results, using experiments and market data. Based on the literature review, we design a theoretical model for value creation for official quality signs.

The second part of the thesis is an investigation with empirical studies of value creation. The two first chapters use market data, whereas the last chapter is an experiment to understand the mechanism identified. Whereas most marketing studies use attitudinal data, our research aims to fill in the gap left by attitudinal datawhich produce approximate answers to surveys that do not reflect the market and are not reliable enough to assess the potential profit of product types (Wertenbroch & Skiera, 2002). We first test the rationality and preferences of consumers by analyzing the specific market of table eggs. This specific market was chosen based on several characteristics, including the homogeneity of the product and the legal nomenclature that governs the marketplace with mandatory and clear information about the product's credence quality. The case of table eggs is favorable for assessing the importance of different features and the credence value they generate. Regarding the influence of non-economic features, we question to what extent quality signs create an acceptance of price. Also, eggs are widelyconsumed farm animal products, perceived as a virtue food, and thus a good basis for assessing the influence of organic labels and Label Rouge. Based on the literature, we assume that consumers are willing to pay a price premium for socially and environmentally responsible products. Studying of market prices and quantities purchased reveals the big picture of the role played by quality signs on the market. We analyze market trends and assess the implicit prices of labels and their attributes using the hedonic price method. We then calculate price elasticity to better understand the market mechanism of quality ranges.

The second chapter in this part is an empirical study that analyzes market price and marketing margins for table eggs and oven-ready chickens. With regard to the creation of value, we highlight the importance of brand type and store type and mention the role played by consistency in quality signals. This second market is interesting because it was the pioneer for the development of the Label Rouge quality sign, and it is a farm product that undergoes little processing, an important factor for the performance of official quality signs according to previous works. The situation of the market is rather different from table eggs, and the economic stakes are high. We investigate the creation of value throughout the value chain based on two factors: the stage in the value chain, and the type of distributor. We use marketing margins as the indicator for value creation with two methodologies. We use the theoretical price, calculating the organic premium ratio at a given stage and the value creation of non-organic products at the buyer stage. The objective is to know where the value is created and how, as well as to better understand the role played by store type in this value creation. We perform a statistical analysis of the value creation models and assess the role of each attribute in price formation.

The third chapter of this empirical part is a customers' approach to value creation with an experimental economics study that has been designed to better understand the influence of organic labels on price acceptance and the quantities purchased of a product. We conducted the experiment on liquid milk for several reasons. It is a low-processed farm animal product that is commonly purchased in France, and, contrary to table eggs and oven-ready chickens, one for which freshness is not a major constraint at purchase capable of skewing the study of official quality signs in an experiment. We conducted experimental auctions with the introduction of quantity purchased in addition to price analysis. We chose the BDM mechanism for auctions and designed a survey that participants were asked to complete. We investigated how quality signs generate market value through price and sales volumes and assessed the role of perceived value and spirituality as intermediate variables. We collected information regarding the products usually purchased by the respondents (brand type, store type, quality) and their reference prices. We analyzed the data using two methods. First, we designed a Tobit model, which is a censored regression model with dummy variables mostly used for assessing willingness-to-pay factors. This methodology was used to analyze the three behavioral variables in the study: auction, quantity purchased, and random price acceptance. The second method is the analysis of mediation effects that aims to measure the intermediate factors of perceived value and spirituality and the influences between the behavioral variables themselves.

Finally, we propose a general discussion and conclusion of the empirical studies. The results and the literature review are compared. Reflections on the relevance of the value means-end chain are made by highlighting the importance of consistency in quality signals and the complexity of the model. We also question the place given to social and environmental performance in the current trade system, and how public policies can either help or refrain market development and economic success. Then, in the final section, we mention the implications of this doctoral thesis. We review the main theoretical observations and display the methodological implications of the empirical studies. This is followed by the managerial aspects, with practical advice for firms. Finally, we evaluate the major political implications.

European policies play a role in value creation for agribusiness and consider the increase in food quality and safety, the protection of farming practices, and food market support as a primary concern. From these managerial studies, we propose our thoughts which should be useful for investigating food market sustainability. We acknowledge the limitations of this research at several levels. Two of the main issues are associated with the empirical studies.

First, the theoretical model of value creation cannot be tested at once because it requires different methodologies. We needed to investigate product-market performance with market data, and the customer's ability to contribute to market performance with an experiment. The second main issue is due to the result of the lack of details in the databases. The mediation effect of brand types and official quality signs were not available, and we would have obtained more precise results with the sales volumes according to type of distributor. Considering the theoretical limitations, the literature presents value creation in a mean end chain model. This perception is restrictive in terms of the influence of signals, and does not describe the true complexity of the creation of market value. Finally, we present future studies that should be the extension of both the results we have obtained, and the reflection we have initiated.

The objective of the first part is to establish the theoretical foundations of the research. The main purpose is to understand to what extent signaling the corporate social responsibility to stakeholders can influence the firms' performance, with a focus on the use of official quality signs in agribusiness. The literature review establishes the conceptual and theoretical framework of the doctoral thesis, and helps in the elaboration of the empirical studies.

The first chapter presents the history and evolution of corporate social responsibility to contrast the different approaches and theories. Following the 3C-SR model, we integrate the dimensions of stakeholders as a fundamental element in corporate social responsibility success and we consider that performance is the result of internal and external consistency of the firms' decisions and actions. We highlight the importance of the information in the market by relating the information economy theory and the signaling theory and present the special stakes of signaling credence quality in the agri-food market.

The second chapter deals with the value creation of firms. Based on the marketing performance, we present a mean-end chain model with the customer, market, and economic firms' results of marketing actions. We identify the role of quality signs in the firm performance and suggest that the consistency with other signals contribute to the enhancement of corporate social responsibility positive outcomes, specifically better market results. Based on the literature review, we formulate main and sub-research questions that complete the current academic knowledge. We explain the required methodologies to test the elaborated theoretical model and present the official quality signs markets, history, and influence.

The two first chapters elaborate the conceptual structure of the thesis and identify the various components of the theoretical model. The current part establishes the guideline of the research and makes the link between the marketing and the financial perception of performance.

The first chapter aims to discuss the theoretical basement for the adoption of labels in agribusiness as a signal of quality for consumers. The chapter is divided into two sections to answer the following questions:

-Is the quality enhancement a tool for corporate social responsibility? -How quality signs enhance market performance through price and quantity?

The quality signs have been often studied with the asymmetry of information theory, and the efficiency of signaling quality on the market (Spence, 1974). The labels do not benefit from an entire theory elaborated for their specific case and are mostly considered as a signal that gives better information to the consumers. In this thesis, we consider the quality signs as forming part of the corporate social responsibility. We analyze a set of signals that deliver information about the degree of responsibility of the firms and the products.

The first section presents the theory of corporate social responsibility (CSR). For decades, the management research explored the social responsibility and the related difficulties for implementation. The concept of corporate social responsibility has been rethought and redesigned over time. Nowadays, a large number of definitions remain in the literature. We discuss the different approaches of corporate social responsibility and how quality signals are an integral element of it.

The second section presents the necessity of delivering information on corporate social responsibility. We discuss information economics and the signaling theory to understand the necessity of quality signs. Then, we tighten our research on agribusiness and display the stake in the food sector.

The responsibility of firms is a growing concern for decades and developed new forms of pressure on companies. Several stakeholders make new requests to firms, while the social and institutional pressure strengthens. This section aims to define corporate social responsibility by presenting its evolution, legitimacy, and scope. The concept is presented through its numerous definitions (1). We identify several approaches and debates that have been developed in the literature (2) before explaining how the quality signs are related to corporate social responsibility (3).

The negative externalities of economy and business have been an important concern since we trade. "The history of ethics in business is a long one, going back to the beginning of business." (De George, 1987, p. 201). The terms and words referring to responsibility in business evolved in history, but the topic has always been a concern (De Bry, 2008).

At the beginning of the twentieth century, Taylor considered management as a tool to achieve the workers' maximum efficiency. The development of the work organization conflicts with the moral law developed by Kant that aims to treat people in their ends in themselves, considering their needs and inspirations. Clark (1916, p. 218) illustrated the concern of social responsibility by calling into question the phrase "business is business". He highlighted that the humans are unselfish in several ways in their lives, but the business relations are excluded from moral obligations. The responsibilities of human actions are not transposed to business actions. To avoid the laissez-faire of the liberal economy and curb the negative impacts of business relations, the public authorities developed regulations and control systems. In his conclusion, Clark highlights the lack of business responsibilities and the sense of injustice, and the need to fill in our scheme of social management and social interpretation.

In the thirties, Barnard suggested manipulating the individual desires and goals to meet the organizational purpose. He considered the responsibility as "the power of a particular code of morals to control the conduct of the individual in the presence of strong contrary desires or impulses." (M. Schwartz, 2007, p. 47). Barnard considered that the executives have a higher moral responsibility, as management decisions are highly considered by moral issues. He also suggested a shared responsibility with external stakeholders, a key point in the evolution of the social responsibility concept. This perception of the responsibility, and roles of the workers in the firms according to their hierarchical position, is consistent with the paternalistic attitude from the managers toward the workers. It reveals the expression of social consideration (De Bry, 2008).

Corporate social responsibility entered the academic field in the second part of the last century. Frederick (1978) presented the corporate social responsibility evolution through a timeline from 1950 to 2000. Looking at the development of the concept through history gives an interesting overview of the issues. The timeline highlights debates that emerged between citizens, politics, economists, workers, consumers, and business actors. Four main perceptions of corporate social responsibility are presented. The author called them the four stages of corporate social responsibility presenting its roots, challenge, and transformation over time.

Corporate social responsibility is based on the idea that business has a social role, and its decisions impact society and the environment. This idea has been developed mostly in the U.S at the beginning of the last century and has its roots in the history of business communities.

In the mid-twentieth century, the concept became more popular, and the modern CSR as we know it started to emerge. The following paragraphs describe the diverse perceptions of social responsibility in business and develop the main concepts.

Howard Bowen is considered as the pioneer of the corporate social responsibility with his book "Social responsibilities of the business" edited in 1953 and initiated by a religious organization.

The author used the terms Stewardship and Trusteeship, and developed a concept that reflects the stakeholders' approach. The book questions the model of the United States economy and its evolution. He defines corporate social responsibility as follow: "[CSR] refers to the obligations of businessmen to pursue those policies, to make those decisions, or to follow those lines of actions which are desirable in terms of objectives and values of our society" (p.6)

The author presents ethics as the essence of social responsibility. Social responsibility is presented as the result of economic obligations, legal and ethical obligations, and philanthropic obligations. Philanthropy is the central value and aims to establish a social balance by reducing the gap between the wealthy and the poor people.

Drucker makes three arguments in favor of ethics in business. First, he does not define business in terms of profit but as an organ of society. Second, as a logical process, the power of firms demands a corresponding responsibility, establishing the social power argument due to the control of resources by managers that can affect society. Finally, the author, in compliance with the Cristian philosophy, and joining Bowen, states that the company has a responsibility towards its employees and must fulfill the human dignity and offer equal opportunities to employees (M. Schwartz, 2007).

In the sixties, the voluntary stewardship of corporate social responsibility was not sufficient for society and became controversial. The business sector had to respond to new social demands, including the correction of racial or sexual discrimination at the workplace, new environmental requirements toward pollution, the importance of workplace safety, and the claim for fair prices.

The matter of satisfying shareholders and self-interests was consistent with the unique aim of profit but was potentially conflicting with the matter of social goals. The authors wondered which social and environmental objectives can be included in the companies' objectives and responsibilities, and to what extent they were responsible for their actions. Plenty of definitions generated debates about the role and the limits of corporations. We discuss the details of these debates in the next paragraph.

The literature shows a large heterogeneity of the dimensions included and considered as the responsibility of the firms. Davis highlights the ambiguousness of social responsibility for firms as "a tendency exists to limit its [social responsibility] application to person-to-person contacts. Social responsibility moves one large step further by emphasizing institutional actions and their effect on the whole social system. Without this additional step, personal and institutional acts tend to be divorced." (1967, p. 46). Corporate social responsibility implements the moral responsibility of human actions to business, enlarging the role of enterprises in society. The concept has been criticized, mostly because of the indefinite framework of the responsibility.

In the literature, corporate social responsibility is either perceived as a burden for the firms (in the economy with liberal anchorage), or a moral obligation that is above the unique objective of profitability. A large number of publications attempted to develop the concept of social responsibility of firms and integrated one or several dimensions such as social, environmental, political, ethical, economic, or even cultural. In his book "Business in contemporary society: framework and issues", Johnson (1971) defines four times the social responsibility with different approaches. They can appear contradictory, but they are mostly complimentary. They describe a unique and plural reality in business (see appendix Definitions of corporate social responsibility). The first approach of the author set forth the canalization of business with "the elaboration of social norms in prescribed business roles " (p.51). He elaborated a list of actors that must benefit from the social responsibility in that terms: "Instead of striving only for larger profits for its stockholders, a responsible enterprise also takes into account employees, suppliers, dealers, local communities, and the nation" (p. 50).

Several social actors are not considered in this definition, such as customers (Jones, 1980).

CSR1 was an independent concept. Then came the idea that the business social responsibility should be a response to the social demands, and the concept evolved to the corporate social responsibility as social responsiveness.

Carroll summarizes the "Corporate Social Responsiveness", also called CSR2, in this relevant form "Corporate social responsiveness, which has been discussed by some as an alternative to social responsibility is, rather, the action phase of management responding in the social sphere.

In a sense, being responsive enables organizations to act on their social responsibilities without getting bogged down in the quagmire of definitional problems that can so easily occur if organizations try to get a precise fix on what their true responsibilities are before acting" (A. B. Carroll, 1979, p. 502).

The responsiveness is the micro-level of social responsibility. Wrtick and Cochran explained the differences between corporate social responsibility and social responsiveness in a table. Carroll (1979, p. 503) mentions six social issues that are involved in the social responsibility, namely the consumerism, the environment, the discrimination, the product safety, the occupational safety, and the shareholders. The firm must respond to these issues with a specific social responsibility category and with a philosophy of responsiveness. The author developed categories of social responsiveness from previous articles. The categories are ranked from the inaction (Do nothingno response) to pro-action (do muchproactive response) (Archie B. Carroll, 1979, p. 502). Two ways are used by firms to respond to social pressure: organizational design and managerial competences. Firms do not have the same ability of firms to respond more or less to social pressure (W. C. Frederick, 1978, p. 155). This ability depends on firms' resources, resources utilization, and strategies (Barney, 1991). Davis (1967Davis ( , 1973) ) presents a process of response in three phases, from policies to actions. Table 3 presents the interdependency of the roles and responsibilities of actors. In the third phase, managers must use their resources to solve the management issue and increase the quality or quantity of social responses.

Business ethics respond to scandals that pointed up the actions of businesses that were controversial, such as the support of apartheid by doing business in South Africa, the disastrous working conditions in third world countries, or the dangerous or unsafe components of products. Regardless of the truthfulness of these scandals, they affected society. In addition to the executive of firms, public authority can be implied in the process of moral issue identification and policymaking. The multiplicity of actors involved in moral quandaries and their shared necessity to respond extend the scope of the firms' responsibility to all their stakeholders.

The CSR3, corporate social rectitude, integrates a new dimension of ethics and morals to social responsibility. Frederick identifies three value-based and ethical drivers for management decision, namely the utilitarian, related to the economical aspect of the firms, the human rights, related to the parties beyond the firms, and the social justice, related to the societal level (William C. Frederick, 1986;Mitnick, 1995). The CSR2 included the stakeholders as a concern, and mainly from a managerial view of the firm presenting four main stakeholders: owners, suppliers, customers, and employees. The CSR3 increased the number of actors as it considers a stakeholder any group or individual who is affected or who can affect the business of the firm.

In that respect, the CSR3 adds the obligation and the necessity of an ethical climate within the company and with its stakeholders. The interests of several actors, other than stockholders, must be served by the activity of the business. The inclusion of other actors in the social responsibility raises two main questions. First, the enlargement of firms' responsibility leads to the debate of responsibility limits. The identification of the stakeholders and the asymmetry between their negotiation strengths are two main issues (Griethuysen, 2009). Second, we question the control authority that may evaluate the responsibility of the firms. Both questionings refer to the design and the control of corporate social responsibility. Defining corporate social responsibility requires the identification of goals, implementation framework, and appropriate resources.

In previous research, the stakeholder approach is central in the analysis of social performance. Garriga and Melé (2004) classify the corporate social responsibility theories in four types: instrumental, political, integrative, and ethical (Appendix) The stakeholder approach is part of the integrative theories and ethical theories. The integrative theories look "at how business integrates social demands, arguing that business depends on society for its existence, continuity, and growth." (Garriga & Melé, 2004, p. 57). Among them, the stakeholder management enforces the generic social responsiveness and public responsibility principle with the central goal of achieving maximum overall cooperation with the entire system of stakeholders. The ethical theories gather the approaches that focus on the relationships between society and business. The normative stakeholder theory considers all the objectives of the stakeholders and enforce the legitimacy of their interests.

The identification of stakeholders is commonly made with a three attributes pattern from a notorious article: power, legitimacy, and urgency (Mitchell et al., 1997). The stakeholders present several combinations of these attributes for the firm and are classified according to their characteristics.

The authors classify them as "[the] latent stakeholders are those possessing only one of the three attributes and include dormant, discretionary, and demanding stakeholders. Expectant stakeholders are those possessing two attributes and include dominant, dependent, and dangerous stakeholders. Definitive stakeholders are those possessing all three attributes. Finally, individuals or entities possessing none of the attributes are non-stakeholders or potential stakeholders." (Mitchell et al., 1997, p. 873). Stakeholder relations management is central and must be adapted to each actor. The misidentification of stakeholders may lead to negative consequences (missing an opportunity, not seeing a danger…). Globalization increases stakeholder importance and complexity.

CSR4 evolves simultaneously with the globalization. It includes more stakeholders, like nongovernmental organizations (NGOs), and acts as a buffer between society and global companies Donaldson (1999) propose a unique social contract between the society and the business actors that embodies universal human rights principal. According to the legitimacy theory, this contract must provide a proper environment for market success.

The globalization of capitalism generated new oppositions, and an alter-globalization movement emerged. Firms face double constraints: they must meet expectations of capitalism and private property that respond to the tragedy of the commons, and at the same time, they must fulfill their social and environmental roles (Griethuysen, 2009).

The lack of agreement about the nature and the scope of corporate social responsibility, but also the role of stakeholders and the implication of globalization rose several debates in the academic world, but also the civil society and the business community. This paragraph aims to avoid confusion and specify the scope of our research. We focus on the debates related to the business concerns, but other scientific disciplines questioned the influence of other factors on CSR, such as sociology and philosophy. We first mention the issue related to the semantic and clarify the vocabulary used in the literature. Second, we discuss the identification of stakeholders and the bewilderment of their recognition. Third, we outline the controversy of enhancing noneconomic performance in a liberal context, addressing the question of social performance and measurement. We conclude with a special focus on the profitability of corporate social responsibility from a marketing and an economic perspective.

Corporate social responsibility is often confused among other concepts related to ethics in business. Below, we provide an overview of the vocabulary for clarification (De Bry, 2008).

Management ethics considers the firm responsible for the consequences of business actions, a larger concept than corporate social responsibility. Frederick Taylor addresses the issues of ethics in business by identifying the basic limits of his production methods and did not intend to injure the employees. In a paternalist conception of the organization, the firm implies the encouragement of workers and the improvement of the work with personal relation, and without condescending or patronizing. The limits he stated are similar to a business ethics dialogue.

Chester Barnard stated that managers have the responsibility to make the moral code applied in the company but also with the stakeholders. Leaders have the responsibility of their capacity to convey to others. For Drucker's, the main purpose of business is not profit. The corporation is a social institution and must respond to social responsibilities, including specific responsibilities toward their employees. All these perceptions of ethics in business consider that moral principles must be applied to economic actors. Ethics shows five essential values: justice, social responsibility, exemplary manners, mutual trust, and respect for others.

Corporate social responsibility can be considered profit-oriented in a neo-classical approach, and unique responsibility to the shareholders (Friedman, 1970). The approach of business ethics is more sociological and take legitimacy in the values of society and the relationship with stakeholders. It requires developing the links between the responsibility of the firms toward ethical, environmental, and social concerns.

Corporate social responsibility is closely related to the sustainable development concept. The latest has been officially defined in the Brundtland report and claims that "Humanity has the ability to make development sustainable to ensure that it meets the needs of the present without compromising the ability of future generations to meet their own needs." (United Nations, 1987, p. 15). The theoretical sustainable principles are nevertheless applied in corporate social responsibility firms' actions (De Bry, 2008). The institution considers that the responsibility of the firms is to contribute to the viability and sustainability of the society in general.

Sustainable development has three levels of involvement, similar to the classification of corporate social responsibility involvement.

The large literature dealing with stakeholders generated several levels of analysis. Stakeholders are alternatively used as a concept, a model, a management tool, and a theory. Freeman and Reed (1983) distinguished two levels. The theoretical level questions the role of stakeholders with a philosophical approach to management and proposes a typology. The analytical level focus on the cooperation and the competitive threat between the stakeholders with an objective of strategy or audit. Donaldson and Preston (1995) identified and explained three prisms to analyze the stakeholders: descriptive, instrumental, and normative. A fourth prism called managerial stakeholders has been added.

*Represents a theory of stakeholders.

The famous typology of Donaldson and Preston (1995) has been largely criticized. Mitchell and al. claim that the importance of stakeholders depends on three attributes stated above (1997):

power, legitimacy, and urgency (Figure 1 Stakeholder typology: one, two or three attributes present (Mitchell et al., 1997, p. 874)). Business is perceived as an entire system in which all stakeholders have a relative power over others. The improvement of their relationship has a doublesometimes conflictinggoal of managing responsibility and profitability. The corporate responsibility faces the demand from discretionary stakeholders, but must also obey to the dormant and the demanding stakeholders if related to society's stakes. Waddock, Bodwell, and Graves (2002, p. 134) identified the pressures and classified them into three categories.

The responsible firm measures and faces its responsibility for all actors. The choice of stakeholders is a key element. "The stakeholder theory and the relation marketing indicate that the quality of stakeholder-company relationships is commensurate with the benefits stakeholders receive from their interactions with the company" (Bhattacharya et al., 2009, p. 260). The authors developed a stakeholder-centric model for understanding CSR.

Two benefits are distinguished: functional benefits and psychological benefits. Information can strengthen relationships, especially in the case of reciprocal exchanges. The reciprocity improves the relationship quality in four dimensions (from the strongest to the weakest):

identification, commitment, trust, and satisfaction. The advantages of quality relationships

   
between stakeholders are numerous. Davis (1973) examined the reasons for and against the business's assumption of social responsibility, considering stakeholders as part of society. This list is oriented toward profit maximization, calling into question the degree of priority of each responsibility and the real power of corporate social responsibility in changing business practices.

The debate lies in a dual perception of corporate social responsibility implementation: voluntary participation or mandatory regulation. Corporate social responsibility is defined by Davis as "a firm's acceptance of social obligation beyond the requirement of the law" (1973, p. 313). The definition explicitly mentions the optional nature of social responsibility. Bowen states that volunteer involvement of business actors could be sufficient to solve the social and economic issues of the United States of America and regulate the American economy (Acquier & Aggeri, 2015). Bowen rejected utilitarianism and mentioned the social audit, the political reforms, and the revision of the management education as elements of the social responsibility institutionalization. For Drucker, business is a discipline. The firms and the society face indissociable stakes that must be considered with morality. In 1970, Friedman wrote in "Capitalism and Freedom" that "There is one and only one social responsibility of business-to use its resources and engage in activities designed to increase its profits so long as it stays within the rules of the game, which is to say, engages in open and free competition without deception or fraud." (Friedman, 1970, p. 6). Jones (1980) criticized the obligation of companies to adopt measures for social responsibility and denies that responsibility concerns a very large amount of actors. Jones (1980, p. 59-60) also support voluntary adoption and considers that behavior influenced by the coercive forces of law or union contract is not voluntary. This liberal approach of corporate social responsibility includes a unique economical dimension that is supposed to have positive consequences on other dimensions. It is analogous to the theory of Adam Smith which states that humans contribute to society when they act in their selfinterest. The first and main objective of this approach is to satisfy shareholders and financial performance, upstaging the other non-financial dimensions. It discards the social and moral obligations of the firms and does not identify precisely the responsibility of firms.

The question of the supervisory authority for corporate social responsibility is a thorny topic.

Corporate social responsibility is considered apart from legal and technical obligations. "It means that social responsibility begins where the law ends." (Davis, 1973, p. 313). The European commission adopted the liberal approach, empowering autoregulation and coregulation. Firms adopt corporate social responsibility if they find a financial interest, or benefits in terms of image or trade (Igalens, 2013).

Corporations face three challenges: economic responsibility, public responsibility, and social responsiveness (Wartick & Cochran, 1985). Each dimension should be measured to be analyzed and compared, but the measurement of social effort and performance rose several debates.

The corporate social performance (CSP) raises the issue of measuring the results of the social responsibility implementation. Corporate social performance is not clearly defined and is sometimes used as a synonym of corporate social responsibility or social responsiveness. In 1979, Carroll described the corporate social performance as a three-dimensional integration of corporate social responsibility, CSR2, and social issues. The model integrates economic responsibility and public policy responsibility.

The corporate social performance gathers all performance of firms' corporate social responsibility program. It is a multidimensional construct with firms' behavior and actions, internal processes and behaviors, and outputs. The concept is polymorphic, complex, and by extension hard to measure. The corporate social performance has no unanimous definition and framework, but we retain the following definition:

"Corporate social performance is a multidimensional construct, with behaviors ranging across a wide variety of inputs (e.g. investments in pollution control equipment or other environmental strategies), internal behaviors or processes (e.g. treatment of women and minorities, nature of products produced, relationships with customers), and outputs (e.g. community relations and philanthropic programs)" (S. Waddock & Graves, 1997, p. 304) The identification of corporate social responsibility's results is difficult. For example, corporate social performance is highly correlated with research and development. Such correlation makes the independent influence of corporate social responsibility on financial performance (McWilliams & Siegel, 2011). Wartick and Cochran developed a list of criteria that are incorporated in each dimension of the above model (1985, p. 767).

Corporate social responsiveness and corporate issues management are used to meet the stakeholders' demands. The role of policies is to identify, analyze, and respond to environmental changes. Each process mentioned above has been related to the managerial approach, posture of strategy, and performance.

Each action for corporate social responsibility can be discussed with stakeholders and adapted to meet their demands and reach corporate social performance. Several models have been developed with either linear or circle chains. The latest shows an inverted U-shaped relationship between the two concepts.

The ethical model denies performance outcomes of corporate social responsibility and pushed economic returns into the background. The central assessment is made on moral, social, and ethical responsibility. Nevertheless, economic viability is a central element to make the firm apply social responsibility (Kanji & Agrawal, 2016). The stakeholder approach assumes a positive linkage between corporate social responsibility and financial results thanks to better stakeholders' relationships and the creation of a virtuous circle of stakeholders' performance (S. Waddock & Graves, 1997).

In this doctoral thesis, we the 3C-SR model developed by John Meehan, Karon Meehan, and Adam Richards (2006). The model is a tri-partite orientation highlighting the complexity of reaching an effective organization, called corporate citizenship (CC).

These three dimensions correspond to ethical and social commitment, connections with partners in the value network, and consistency of behavior over time to build trust.

In the management literature, the term commitment has been mostly studied from a customer perception (Haanpää, 2007;Maher & Zohra, 2017) and organizational commitment from an employee perception (Farooq et al., 2014;Turker, 2008). In this specific case, we are referring to economic actors' commitment to corporate social responsibility, and more specifically the commitment that is signaled in the market. As Carroll (1979) mentioned in the definition of corporate social responsibility, the firms develop activities that follow several ethical rules that the public expect. The concept of 3C-SR refers to the commitment of the firms to the social benefits, including universal rights, sustainable development, common goods and stakeholders (Wilburn & Wilburn, 2014).

The dimension of connection highlights that the corporate social responsibility includes a focus on stakeholders. They are "not just recipients of a company's activities […], but the stakeholders must be partners in the development of companies' plans, and this requires that understanding stakeholders' values are necessarily and explicitly a part of doing business." (Wilburn & Wilburn, 2014, p. 6). The partnership should be based on fairness and a dialog to understand the needs and commitments of members. The choice of the stakeholders would results in a mutual agreement concerning the economic, social and environmental improvement.

The consistency dimension states that the multiple source or signals about social involvement should be consistent to have a positive influence on attitudes and behavior (Roeck et al., 2016).

The consistency plays an important role in the evaluation of the product (or firm) quality and value (Yang, 2012). Consistency in terms of signals and over time interfere in the quality evaluation process. This model aims to transform social value into competitive advantages. "This positive corporate image translates into enhanced sales revenue as more and more aware consumers favor the organization with their expenditures." (Meehan et al., 2006, p. 396). A weakness in one of these three dimensions may lead to a market failure. This model is a guideline to evaluate several approaches of corporate social responsibility, from the choice to the stakeholders, the signals sent about the commitment and the consistency along a period.

Corporate social responsibility is mainly assessed with financial results. Most of the advantages outcomes listed by Davis (1973) are linked to profit, or intermediate outcomes such as public image, sociocultural norms, stakeholder relationship, and viability of the business that contribute to long-run interests and profit. Moreover, corporate social responsibility is a precautionary principle to avoid costly mandatory regulation or costly social issues. The arguments against corporate social responsibility are mostly related to profit, but also related to the concept of responsibility itself, such as its scope, the required resources, and the thorny aspect of social positioning for profitable companies.

Management literature focuses on the relation between corporate social responsibility actions and firm performance. In this paragraph, we focus on the relations between corporate social responsibility and marketing (1) and finance (2).

Marketing scholars discuss the corporate social responsibility in the sixties, more specifically the societal marketing in response to the spread of consumerism. Societal marketing mixes traditional marketing and social expectations to meet the long-term needs of consumers (health, environment…). Kotler considers consumerism as inevitable and creates business opportunities (Kotler, 1972). The new consumer's needs and desires create an opportunity to adapt and create new products. The diversity of the market generates new market shares and extra benefits. Kotler (1972, p. 56) presents a classification of products according to the immediate satisfaction and the long-run consumer welfare that bring the purchase. The product reformulation is a way to face the societal concerns and to create products' diversification and markets. The author suggested that surveys are a key input for decisions in marketing to make a list of all stakeholders, and a good estimate of their power, legitimacy, and urgency (Mitchell et al., 1997).

Immediate satisfaction

"Conditions for collaboration exist when problems are so complex that multiple stakeholders are required to resolve the issue and the weaknesses of adversarial approaches are understood" (Maignan et al., 2005, p. 969) The fourth step is dedicated to the establishment of partnerships with specific stakeholders to enables the promotion of specific focus points, the contribution to brand image and lead to financial success. In a fifth step, companies evaluate their practices before implementing real corporate social responsibility initiatives. The improvement of business practice requires efficient communication with the stakeholders to get relevant feedback and create a virtuous circle for social and business performance.

Every agreement, collaboration, or even confrontation with a stakeholder can generate a new marketing implication. Stakeholders together set up the application and the parameters of corporate social responsibility. A universal definition is no longer necessary as it is formed by the actors and change along with society, making the concept polymorphic (Isa, 2012).

Commitment and trust are cornerstones of relationship marketing and stakeholders.

Relationship marketing is defined as "all marketing activities directed toward establishing, developing, and maintaining successful relational exchanges." (R. M. Morgan & Hunt, 1994, p. 22). According to the authors, these two dimensions favorize the cooperation between partners in a long-term relationship and reduce the risk of acting opportunistically.

Qualitative relationships with partners lead to the performance of the network. They develop opportunities and make the market clearer and more transparent. The firm must establish good relationships with the actors that may be the most beneficial for the company in terms of image, negotiation, cost, and benefits. The marketing can enhance and highlight certain types of partnerships and relationships, as highlighted above in the model of corporate social responsibility.

The predominant theoretical paradigm in corporate social responsibility marketing is the stakeholder approach. However, this theory is closely related, non-exhaustively, to the institutional theory, resource-based view, resource-dependence-theory, legitimacy theory, and information theory (Eteokleous et al., 2016). The firms have numerous tasks at hand to make corporate social responsibility a success, such as cooperating with the best stakeholders, delivering the appropriate message, managing the brand image, finding the most adapted distribution channels, and sustaining the consumers' awareness.

The product is a physical medium that can be communication support and deliver messages social responsibility implication including labor practices, social welfare, animal rights, or environmental concerns. Besides, the distribution channel can strengthen corporate social responsibility implications with their own signals. The research on the distribution channels highlighted the importance of sustainability in the global value chain and the competitiveness on the market. The higher cost of these practices requires specific strategies, including a market Marketing is a managerial asset to implement efficiently corporate social responsibility actions.

Customers are a peculiar stakeholder for marketers and numerous academic articles focus on this specific stakeholder. The marketing literature suggests that the value created for consumers is the first step to enhance the firm value, first from a consumer's perception but later from a financial approach.

The creation of value for consumers

In the literature, the role of corporate social responsibility on firm performance is found either positive, negative, or neutral. These impacts are either environmental, social, and economic.

Also, negative impacts can have a societal or cultural dimension. The consumers' perception of these negative impacts has two characteristics. First, the assessment of the sustainability of a product depends on personal criteria. The attitude towards ethics varies between cultures and sub-cultures, and socio-demographic characteristics must be evaluated. Second, they change over time if the moral evaluation, including deontological and teleological judgment, changes among a population. The valence of a moral assessment of product criteria can change following the psychological and sociological changes.

Corporate social responsibility is considered as a latent variable as it depends on several attributes hardly observable and measurable (Jitmaneeroj, 2018). Related actions are beneficial for the company if the consumers perceive them as altruistic and beneficial for society (Ellen et al., 2006). The firms can enhance this perception with the use cause-related marketing (CRM), defined as "the process of formulating and implementing marketing activities that are characterized by contributing a specific amount to a designated non-profit effort that, in turn, causes customers to engage in revenue-providing exchanges" (Brønn & Vrioni, 2001, p. 214).

The literature states that if price and quality are equivalent, the consumers are more likely to choose the product with cause-related marketing benefits. Social investment is perceived as a competitive advantage that can increase the market shares of the firm. Cause-related marketing in campaign message influences the attitude of the consumers, and the understanding of the contribution of the firm to worthy causes promotes positive changes (Grau & Folse, 2007). It also enhances the reputation and influences other economic actors. Nevertheless, the results of studies about the effects of cause-related marketing are heterogeneous, some relationships have been established. Cause-related marketing has a positive influence on consumers' perception of the product (Green & Peloza, 2011), willingness-to-pay (Magistris et al., 2015), and their purchase intention (Mohr & Webb, 2005).

" […] when consumers are given information that they trust about a company's level of social responsibility, it affects how they evaluate the company and their purchase intentions. Furthermore, a low price did not appear to compensate for a low level of social responsibility." (Mohr & Webb, 2005, p. 142)

The information is important, and the marketing role is to deliver the right message at the right moment. In that sense, the marketing of CSR is important because it generates value for consumers.

"Emotional and social values appear to be somewhat "expendable" with consumers in a context of economic uncertainty, while corporate social responsibility that provides functional value can become an even more salient criterion for decision making." (Green & Peloza, 2011, p. 52) We should not omit the studies that found no significant or unclear relationships between corporate social responsibility and consumer response (Boulstridge & Carrigan, 2000). The positive impacts depend on how correctly the company developed and communicate about social responsibility policy to stakeholders (Pivato et al., 2008). Stakeholders might be willing to reward ethical actions by paying a price premium (Auger et al., 2008). This price premium would be directly related to the revenue incomes of the company and is a lever to positive financial results. The willingness-to-pay is a largely studied variable that is central in value creation, especially in terms of market value. The price and the purchased quantity are two indicators that are obvious in the linkage between marketing and financial outcomes. They are perceived as the self-evident joints on the market that make a linkage between the two scientific disciplines. The creation of value for consumers may generate financial value (Eteokleous et al., 2016). These variables will be developed and discussed in the next chapter as a measurement instrument for performance.

As previously exposed, marketing establishes, maintains, and promotes corporate social responsibility. The investment in corporate social responsibility programs, relationship marketing, and cause-related marketing is made with the hope for corporate financial results.

The research on corporate social responsibility and corporate social performance relations are notwithstanding heterogeneous and not convincing (Margolis & Walsh, 2003). A large number of marketing factors may be mediating the relationship, such as consumer satisfaction, brand
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Marketing outcomes (e.g Loyalty, WTP, referral behaviors) CONSUMER VALUE image, reputation, or marketing capability, customer loyalty, and willingness-to-pay (Peloza & Shang, 2011;Yim et al., 2019). Cause-related marketing might be first perceived as a financial burden as it implies investment and therefore risks, but the marketing competence in CSR (Bai & Chang, 2015). Marketers might see the changes in society as the opportunity to develop new markets, and financiers perceive the same social changes as pressure. All research in marketing expects that market results turn into financial results. We express below the list the expected financial results and the indicators to assess corporate social responsibility as financial outcomes.

Corporate social performance and financial results

Research on the relation between corporate social responsibility and firm financial performance generated mixed evidence. The most quoted reason for this uncertainty and heterogeneity is the measurement problem. Despite the difficulty of assessment, corporate social responsibility has been first measured with the satisfaction and the profit of shareholders (Murray & Vogel, 1997) before academic research enlarges the scope of corporate social responsibility to other stakeholder groups. Corporate social performance is often perceived as the mediating factor between corporate social responsibility implementation and financial performance. Financial performance can be assessed in many different ways, and the indicators vary in studies. The choice of indicator may be relevant and accessible.

The measurement of the firm value has been largely used in the literature. The firm value is empowered by good stakeholder relationships (Peloza & Shang, 2011). All corporate social responsibility actions do not contribute to firm value. For example, environmental performance is less correlated to firm value than charity. Nevertheless, even if weighted unequally, all corporate social responsibility activities such as social, environmental, and corporate governance performance should be included in firm valuation because their underestimation may lead to mistakes in-stock selections (Jitmaneeroj, 2018). The influence of corporate social responsibility on the cost of equity has also been investigated. The cost of equity is "the internal rate of return (or discount rate) that the market applies to a firm's future cash flows to determine its current market value. In other words, it is the required rate of return given the market's perception of a firm's riskiness." (El Ghoul et al., 2011, p. 2389).

A firm highly implicated in corporate social responsibility should have a lower cost of equity capital than other firms. Another study found that this relationship works only if combined with the protection of shareholders against expropriation by insiders (Breuer et al., 2018). Also, low corporate social responsibility firms show a reduced investor base and higher perceived risk on the market. The corporate social responsibility activities lead to an improvement of the firm value by lowering financing costs and increasing the value of the firm (El Ghoul et al., 2011).

Brand-equity is also improved by high corporate social performance. It is a stakeholder resource of corporate social responsibility outcomes. "The findings that corporate social performance contributes positively to brand equity suggest that by investing in corporate social responsibility, managers not only can improve a brand image but also can successfully achieve competitive differentiation and reap tangible returns in the form of brand equity." (Deanna Wang, 2010, p. 341). Also, in terms of indicators, the ROA and the stock market returns are negatively affected by a decrease in corporate social responsibility (McGuire et al., 1988). The measure of financial performance and the relevance of the different indicators will be developed in the next chapter.

Corporate social responsibility and stakeholders influence on corporate financial results

A firm with low social responsibility encourages its stakeholders to doubt the ability to meet the demand and may affect negatively the reputation of a firm. Moreover, it exposes the firms to additional risk from lawsuits and fines, influence the firms' strategy and affect the behavior of the managers and the other persons interested in the financial results (McGuire et al., 1988).

Corporate social responsibility implementation contributes positively to risk management and the maintenance of good relationships, and by extension to long-term profitability (Heal, 2005).

On the other hand, better collaboration with stakeholders could increase the bargaining power of certain actors, such as channel members. In case of productivity shocks, the firms must either reduce their corporate social responsibility goals and decrease the well-being of stakeholders (e.g. firing workers, limiting their benefits, reducing donations to local communities, the quality of environmental rules…) or change their target earnings and hurt financial performance.

Corporate social responsibility implies a reduction of flexibility in responding to productive shocks, and lead to a lower risk of conflicts with the stakeholders and decrease the predictability of earnings (Becchetti et al., 2015). The corporate social responsibility implies a new resourceallocation to adapt the firm to stakeholders, and flexibility in case of market-failure or market changes. The pursue of corporate social responsibility implementation proceeds together with the maximization of the short-term financial performance of the organization as it destroys value (Jensen, 2002).

The industrialization of food production and distribution increased the complexity of the food chain. Several stakeholders asked for improvement in the chain such as wage and work conditions, animal welfare, sustainable resources use (overfishing, water use), health security (antibiotics, pesticides), etc. The food industry is exposed to numerous criticisms and corporate social responsibility is used as a response to consumers, non-governmental organizations, and governmental authorities' expectations. Corporate social responsibility is a staple in the agrifood sector with specificities and specific challenges (1). The quality signs present several dimensions of this CSR (2) and are a highly common tool to inform and communicate on the market (3).

The consumers' preferences changed over intangible factors, from a hedonistic quality to moral and ethical quality. Corporate social responsibility in the food sector is presented as a summation of height dimensions perceived as interrelated from a consumer perception.

For example, animal welfare is often associated with health and food security. Every dimension presents advantages and limits.

The firms must benefit from the advantages and avoid the limits with operational solutions. The goal of corporate social responsibility initiatives is to add value for consumers. It appears that the firms may be affected if they do not implement corporate social responsibility actions. The small and medium companies should be proactive to compete, and they must show strong social and environmental aspects and coherence with stakeholders (Hartmann, 2011).
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Withing the literature questioning the social well-being benefits, Gray and al (1995) identified two main approaches in accounting activities, where corporate social responsibility is either an addendum to the main activity or the heart of the firm. Davis (1973, p. 321) wrote: "The question is: shall business assume a much more significant role, or shall it not?". The quality signs are numerous and they do not respond to the same criteria. They have been segmented

into categories, such as certification, labels, or mark (1). Quality signs are mostly based on a joint and voluntary approach coming from producers or a group of producers (2). Strict production conditions can be approved by the State, and regularly checked by independent bodies approved by the State (3). These characteristics are used together in order to generate positive outcomes on the market (4).

For decades, the social, environmental, and health security signs bloomed on the agri-food market. The eco-label index5 catalogs 464 ecolabels, spread on 199 countries within 25 industry sectors. The website does not have an exhaustive list, so the real number of ecolabels worldwide must be even higher. But among what is called on the website "ecolabel", some are private certifications, and others are official quality signs that we call in this thesis "labels". The large majority of these labels are made for food production. Their success depends on the value they create for consumers and how they influence their behavior.

The certification may be defined as "a process whereby an unobservable quality level of a product is made known to the consumer through some labeling system, usually issued by a third independent party." (Auriol & Schilizzi, 2015b, p. 106). The Larousse dictionary defines the term label as "a label or special brand created by a professional union and affixed on a product for sales, to certify the origin, to guarantee the quality and the conformity with specifications."6 

The public law of the United States defines marks as "used upon or in connection with the products or services of one or more persons other than the owner of the mark to certify regional or other origins, material, mode of manufacture, quality, accuracy, or other that the work or labor of the goods or services was performed by members of a union or other organization" (Taylor, 1958).

The quality signs are named collective brand by the national institute for intellectual property 7 (INPI). It is defined as "a sign that guarantees a specific quality to consumers. It aims to be used by independent persons. It respects a settlement of use that has been established by the collective brand owner, which is provided at the creation of the brand" 8 . This definition does not explicitly mention the control of the quality in the chain. To clarify the terms, the national institute for intellectual property distinguished two different collective brands: the simple collective brand, as defined above, and the certification collective brand. The certification collective brand implies the mandatory control from an impartial third-party, that ensure the compliance with certifications' specifications. Then, official quality-signs are certification collective brands. They are defined as "a sign for the identification of a set of quality criteria corresponding to a specification brief and controlled by an independent organization that has been approved by the public authorities" (Larceneux, 2003, p. 35). In the case of official labels, a design brief gives a list of technical criteria, and the conformance of farmers or firms to these specifications ensure the quality. There are three official signs to indicate the origins or the traditional recipes for agri-food products, and two signs to ensure a superior credence quality is not related to origins. The organic label is a guarantee of respect for the environment, and the Label Rouge is a guarantee of superior technical quality. If the firms respect the chart of one (or several) official quality signs, they gain the right to use the related logo. The logo is affixed to the packaging or to the accompanying document to inform the consumers and deliver a homogeneous message to the market, national or European. Public policies are often requested to influence the organic food sector. Policies are perceived as support to justify price differences, and a great influence on stakeholders for a corporate social responsibility implementation, to improve the sustainability challenge (Aschemann-Witzel & Zielke, 2017).

Food security policy is a matter of public health. Public authorities developed official quality signs to identify the quality and the origin of the products and respond to social expectations.

The official quality signs are based on the principle of the joint and voluntary approach, following the liberal corporate social responsibility. It is made to meet social expectations without constraining the business actors and affecting their economic growth. They support the advantages of social responsibility and avoid the disadvantages that are perceived by the liberal economy. This perception of optional constraints for corporate social responsibility empowers firms' decisions above state regulations and satisfies the independence of business and liberty of action.

The official quality signs answer the double constraints of firms by meeting social and environmental requirements and aiming for an economical enhancement. The institutionalization of environmental and social norms combine economical rationality with environmental and social considerations (Griethuysen, 2009). Official quality signs respond to the external pressure of the firms. An important area of study is the role of new institutions and government/policy interventions of price spreads and marketing margins creation (Wohlgenant, 2001).

Official quality signs are an integral part of the process to respond to social demand (Davis, 1973). They emerge from the executive to respond to new stakes and aim to modify the behavior on the market by changing the perception of performance (including environmental and social performance). Then, these regulations become resources for companies to inform the stakeholders about their practices and they modify procedures and strategies to implement the new market expectations. The official quality signs are signaling an environmental or social performance that is not perceived on the market.

Official quality signs is a peculiar source of information for the consumers because it is free, available directly at the point-of-purchase and is easy to analyze thanks to the notoriety (Larceneux, 2003).

It is also contenting the necessity of "trust" into a label, with a legal and controlling third party (authorized agency for food label delivering) (Hartmann, 2011). The official quality signs are controlled by an assumed disinterested third party. This is the sine qua non condition for credible information about the social responsibility of companies (Green & Peloza, 2011). The global objective goal is to secure and facilitate the transactions between the buyer and the seller.

The trust into official quality signs is related to the trust in the public authority. The issuing authority for those quality sign is an important actor. The official quality signs are collective trademarks with public goods characteristics, as they signal the positive externalities promoted by the European communities or national collectivity, they are non-exclusive and have a nonrivalrous character (Sylvander et al., 2007). These characteristics must be associated with the legitimacy of public policies and the credibility of the certification system contribute to the notoriety and the public image of official quality signs.

Official quality signs respond to socio-cultural norms and public expectations. The globalization and the industrializing production, along with the unique objective of making a profit, generated practices that have been described as unacceptable by some communities (Bouslah et al., 2013). The environmental and social concerns of consumers guide new challenge for firms that can be faced with official quality signs, in recognition of new matters and the pursuit of multiple goals rather than just profit (Davis, 1973).

Official quality signs signals long-run welfare, either for consumer welfare (organic label for health) or social welfare (organic label for the environment or Label Rouge for the social welfare). Official quality signs help to reach the objectives of public health or ecological goals (Larceneux et al., 2012). The perception of the official quality signs by consumers changes the expectation of immediate satisfaction through consumer believes. For example, Label Rouge products are perceived as tastier and become desirable products. A better perception of the product is an advantage for business and a tool for long-run self-interest. Official quality signs contribute to the stakeholders' interests, support the marketing relationship with partners, and enhance the viability of the business. The expected consequence of the use of official quality signs are financial results and a strengthened business.

The quality sign changes the stakeholders' relationships in several ways by delivering information. The additional message in the market brings about more transparency concerning the firm's organization and/or production process. Transparency is a good asset to trust in relationships and generate a better relationship. Moreover, the increase in clients' demand due to the growth of sustainable products empower the bargaining power of certified suppliers. A balanced negotiation depends on the bargaining power of both parties. The rate of return obtained by the suppliers decreases when the bargaining power of the buyer increases (Ailawadi et al., 1995). The sustainable value chain empowers the actors along the value chain, end divide profits along the chain, creating power symmetry between parties (Cruz & Boehe, 2008). In a sustainable global chain, all the actors along the chain contribute to product differentiation and enhance the perception of the certifications. The coherence in corporate social responsibility practices empowers the credibility of certifications. The quality sign alone is not systematically powerful but gains effectiveness with the use of homogeneous stakeholder orientation. We believe that the certification in keeping with the chain and the responsibility of sustainability enhance the awareness building and promote together values, morals, and ethics (Cruz & Boehe, 2008). Official quality signs support relationship marketing and respond to the issue of information asymmetry that can jeopardize the market, especially in the agri-food industry.

Nevertheless, non-or less-processed products are not favorable to differentiation. We question the use of official quality signs for these markets.

Definitions and applications of corporate social responsibility evolved over the centuries and became a hot topic with the liberalization of trade and industrialization. The scope of corporate social responsibility has been largely discussed and there is no consensus concerning the limits of the responsibility. Corporate social responsibility is nowadays implemented in the liberal economy with a voluntary approach. It is an optional opportunity for firms. In this context, firms perceive corporate social responsibility either as uniquely economical or as a fullyfledged social and environmental actor. In the latest case, firms have a responsibility toward direct stakeholders (employees, customers, suppliers…) and indirect stakeholders (society, associations…). They must develop a good relationship and collaborate to improve social and environmental performance. On the contrary to the liberal perception of business with the unique consideration of shareholders' and firm value, corporate social responsibility changes relationships and rebalances the bargaining power among stakeholders. Marketing plays a role in corporate social responsibility implementation by managing stakeholders' relationships and the objective of value creation with direct stakeholders (with a focus on consumers) and indirect stakeholders (relationship and communication). Financial results are expected from marketing actions and strategies.

A high social responsibility is more likely to meet the demand, and affect the reputation of a firm, but the assessment of social performance is tricky. The corporate social performance can be assessed with several methods. We retain the 3C-SR method because it combines three aspects of the responsibility of the firm: the degree of commitment in social responsibility, the coherence in the choice of partnership, and the consistency along time in terms of decision making. Altogether, these aspects give a global consistency to the message sent on the market and influence the performance. The firm must use its resources correctly to reach non-financial goals and respond to social expectations. The use of quality signs is implemented to achieve and show the responsible actions of the firms. They deliver information in the market to increase social and environmental value. Quality signs send messages in the market to increase transparency and improve relationship marketing. Signaling corporate social responsibility actions is essential to give stakeholders the capacity to assess the degree of firm social performance. Signaling responsible actions is highly important in agri-food markets because the liberal economy drags agriculture in industrial practices. Social, environmental and health security concerns emerged from part of consumers who asked for more transparency and moral obligations into the food sector.

Economic academicians agree that information is a valuable resource (Stigler, 1961). Plenty of information is directly available at purchase, such as prices, quality, and products' features, but it is common to find an informational gap between the seller and the buyer on the market (Spence, 1974). Each economic actor has a certain amount of information, and information on the market modifies the behavior of economic actors (Urbany, 1986). The lack of information can be risky, and knowledge is a strength (Greenwald & Stiglitz, 1990), and may threaten the CSR implementation.

This section explains the necessity of labeling the products, especially in the agri-food sector.

To understand the use of labels on the markets, it is firstly important to examine existing theories (1), and more specifically the informational asymmetry theory which highlights the constraints that may arise on the market, and the signaling theory which offers a solution to curb the lack of information. Quality is a large and important concept for stakeholders (2).

Creating good relationships with stakeholders depend on the similitude between expected quality and experienced or technical quality. The specificity of the agri-food sector and the quality signs are exposed to give a better overview of the challenge faced by agri-food industries.

The role of information on the market has been largely studied by academicians, especially economics. Information asymmetry has been observed on the market since the origin of trade and is discussed from a moral perception (1). The market must support the risks of defects.

Economists theorized the information in the market and identified the related economical risks

(2). Sending signals in the market about the product quality appears as a solution for more transparency, trust, and partnerships (3). Nevertheless, we call into question the systematic advantage of more information in the market and discuss potential negative outcomes (4).

According to theologists, Saint Thomas d'Aquin started to discuss the quality as a key term of trade with a moral perception. The author base the trade on reciprocity and fair price, and consider that price must reflect the intrinsic value of a product. If the price is superior to the value, it is unfair and illegal. The assessment of product value is made with information about the product. Any default concerning the product quality must be expressed. Saint Thoms d'Aquin identified three types of fraud that affect the product quality: a process that affects the quality, distortion of quantity measurement, and an over-estimation of the real product quality (Lupton, 2009;A. E. Monroe, 2014, p. 56,57).

The defaults which can be noticed by the consumers are not the responsibility of the seller. But if the information about the default is hidden, the seller must indicate the product's defects.

Nevertheless, it is undeniable that the claim of a defect at least decrease the value, and can block the sale. Until the twentieth century, the asymmetry of information concerning product quality is discussed as a fraud in the business. Nevertheless, this perception denies the complexity of evaluating value. This complexity leads to a risk for both clients and sellers. In the twentieth century, the economists approach the theory of information from another angle and consider that the market can also hide a superior quality.

During a transaction, information economics assumes that each party has information. Some pieces of information are shared and well-known, and others are exclusives. The disparity of information influences the terms of the transaction and reveals an asymmetry. This asymmetry appears in several marketplaces between various dyads, such as the employer and the employee, the insurance and the policyholder, and on the goods and services market between the seller and the buyer (Kirmani & Rao, 2000). This informational issue concerning the uncertainty about the quality of a good or service interested the economists from the seventies. Most of the assumption is based on the fact that consumers know less than buyers about the product and the firm (Spence, 1974). Indeed, consumers may suffer from information scarcity about the product. Moreover, the complexity of the product increases the information failure and exacerbate the difficulty of comparing products. The consumer can be considered as the actor with the least information because the seller knows its products and selects the information given (Akdeniz et al., 2014).

The transactions on the market depend on the available information for both consumers and sellers. It affects the behavior of the actors, and it can even lead to the cessation of transactions (Akerlof, 1970;Starbird, 2005). The economic theory of imperfect information has been largely explored since the seventies'. Information about the quality is more difficult to obtain and to compare than information about prices (Nelson, 1970). Three concerns emerged from this literature of principal-agent, which is the source of the asymmetry information approach.

 The asymmetry of information can lead to moral hazard. It occurs when the agent has more information than the principal, and that the agent can have an incentive to use this asymmetry, and exploit the other party. It arises when a product has a higher quality compared to competitors, and this superior quality implies extra expenses but the buyer is unable to assess the quality of this product or service (Starbird, 2005).

 The adverse selection depends on information asymmetry and the incapacity of buyers to assess the quality. The producers offering low-quality can disadvantage high-quality producers if the consumers are not able to differentiate the quality before and sometimes after purchase. The producers should be able to give information about the quality. The firms develop or use signals that they sent on the market to indicate specificities about their product (Akerlof, 1970). The principal-agent theory is directly linked to the use of quality signals, through the signaling theory (Milgrom & Roberts, 1986).

 The asymmetric information brings confusion in consumers' minds. The inability to assess and compare the quality of similar products is compensated with signals that deliver information. The signaling theory emerged from the study of the information asymmetry (Spence, 1974).

This theory conceptualize information asymmetry and aims to give information to curb the lack of knowledge of consumers (Basoglu & Hess, 2014). It identifies the cost and the benefits emerging from revealing information to the consumers (Milgrom & Roberts, 1986). Signals are "informational cues sent out by one party to another in order to influence desired outcomes." (Taj, 2016, p. 339). Consumers are continually making choices among products, and the information disparity makes it even more difficult (Nelson, 1970). This lack of information is compensated by signals that indicate some characteristics, rebalance the information between the parties, and may fulfill the consumers' demand. The signaler helps the receiver developing a different perception of the product, the organization, the brand, or the person, and influence consumer behavior (C. Shapiro, 1983). In economics terms, the quality is part of the demand function and additional information can modify this function (Akerlof, 1970). The signal involved mostly sellers and buyers, but it can reach a large number of stakeholders.

According to Kirmani and Rao (2000, p. 72), four conditions are identified to ensure the success of the quality signal.

 Pre-purchase information sending is a worthwhile action only if the quality is unobservable before purchase.

 Quality signals might have limited effects when it is hardly possible to establish quality after purchase.

 The payoff transparency, which means that the buyers should be able to evaluate the cost of the information.

 The bond vulnerability should be clear for consumers, especially concerning revenuerisky signals which rely on repeat-purchase.

Firms can use various mediums to send information. Brand name and brand equity are quality signals that are a source of information for consumers that indicates the products' attributes (Erdem & Swait, 1998;Rao et al., 1999). The price is another signal on the market (Milgrom & Roberts, 1986) that consumers can expect rationally and successfully as an indicator of quality (Klein & Leffler, 1981) as price should reflect the value of a product. The packaging is considered by Zeithalm (1988) as an intrinsic signal (shape, color…), and information on the The default-independent signals involve a systematic expenditure that can be either salecontingent or sale-dependant. The sale-contingent signal category gathers the short-term sales promotion either by low introductory price, special slotting allowance, or coupons. The private expenditure occurs during the sales transactions and is an immediate revenue loss per product.

The sale-independent gathers the signal that requires investment such as advertising, brand name, and reputation. These investments have a fixed monetary loss, and the repeat purchase is determinant to ensure profitability. Such quality signals are publicly visible but the buyer does not receive direct utility and does not pay less the product.

Two limitations of the signaling theory are addressed by Kirmani and Rao (2000). First, the theory assumes perfect consumers' knowledge concerning firms' cost and payoff. This suggests perfect transparency, whereas even firms do not know exactly their costs. The second limitation is the limit of the signal effect. The signal might be useless if the information is not perceived as worthful. Firms must evaluate the true stakes of the risk before investing in quality signals.

In other words, the buyers must know that the expressed quality is lowering a well-known risk, and that quality is costly for the seller.

The theory considered information on the market as a benefit. Nevertheless, the excess of information can generate negative outcomes. Numerous signals might highlight a lack of efficiency in the information system (Bismuth et al., 2018). Moreover, information must be credible and reliable to generate positive externalities. The quantity of information is less effective than quality information. We suggest that information increases their quality if they are not too numerous and coherent with each other. Related to the 3C-SR approach, a quality signal must be in a socially responsible environment that suits the delivered information. A weakness in ethical and social commitment, connections with partners in the value network, or consistency of behavior will decrease the efficiency of corporate social responsibility action implementation. If the commitment is contradictory or unexistent, the firm risks a narrower profit. A lack of connections decreases operational efficiency, while a weak consistency in the long term would affect the management system and the assurance standards (Meehan et al., 2006).

We also suggest that information can increase the asymmetry in the market by hiding the quality of other actors that are not able to send the proper signal.

Food products are directly related to consumers' health, as well as culture, morals, and symbols.

The peculiar perceived risks and value of agri-food, either personal or cultural, is the basis of the development of quality signs. Quality information is a stake for food products (1), especially for agribusiness which presents special issues (2). The quality signs have been developed to send a message on the market and face the consumers' lack of information (3).

The quality is a multifaceted concept that can be approached from several perspectives to conduct relevant studies. It is necessary to define the concepts of quality and to identify the related risks and opportunities. Quality occurs all along the chain of production, from producers to customers. It states in the heart of the business, and have externalities on customers, firms, and states. A large number of researches in the academic field reflect the importance of quality as "Firms compete on quality, customers search for quality, and markets are transformed by quality." (Golder et al., 2012, p. 1). The quality can either concern the product or the firm. For instance, the ISO norms generate several sets of requirements and recommendations about several management aspects of the firms such as environment or quality management. In this thesis, we focus on product quality. The product quality is studied at three stages: production, experience, and evaluation of the offering. These stages help to measure several aspects of product attributes' performance (Golder et al., 2012).

Objective quality depends on specific criteria or components. At a product level, the quality can be tackle according to nature and the features of a good or service and is called objective quality (Zeithaml, 1988). According to Afnor, "a quality product or service is a product including characteristics which meet the implicit or explicit needs of the consumers". This definition confronts the quality against the consumers' evaluation. In marketing, true quality is sometimes considered non-existent because it is directly related to somebody's perception and expectations (Zeithaml, 1988). The marketing literature has largely explored the quality from the perception of the consumers.

The perceived quality is defined as "the consumer's judgment about a product's overall excellence or superiority" (Zeithaml, 1988). It is essential to distinguish the objective attributes and the consumers' perception of these attributes. The perception gives value to attributes and affects the behavior (Howard, 1977). Consumers' perception is directly linked to the available information (Nelson, 1970). Numerous articles compare it to prior-consumption expectations and post-consumption satisfaction (L. Sirieix & Dubois, 1999). Information about the quality can be collected by several sources and signals, at different stages of the product research. The search quality lies in the information collected by the potential customer before purchase, whereas the quality by experience is verified after the purchase.

Darby and Karni (1973) defined the credence quality, which concerns criteria that cannot be ascertained by the consumer, neither before nor after consumption (Darby & Karni, 1973;Nelson, 1970). Two credence qualities can be distinguished. The consumer-credence gathers all the advantages that have a direct impact on the consumer, such as health attributes. Societycredence is linked to quality such as social-quality, fairness, or environmental quality (Larceneux, 2003). As an illustration, the search quality of an apple corresponds to the color, the variety, and the size. The experience quality would mainly depend on the taste. Finally, the credence quality is linked to the environmental footprint, health, and safety-related to eventually To summarize, product quality can be perceived either in terms of technical quality, experience quality of perceived quality. Golder, Mitra, and Moormon (2012, p. 2) define quality as a "set of three distinct states of an offering's attributes' relative performance generated while producing, experiencing, and evaluating the offering.". All the quality types are related. The perceived quality of a product can be associated with its technical attributes but also to the social quality, environmental quality, or nutritional quality for instance. The quality is perceived by the consumers, thanks to information both before and after consumption. The customers compare the attributes performance to their ideal' expectations (Golder et al., 2012, p. 6).

Agribusiness is related to a set of criteria that makes the market very specific. Agri-food is related to several dimensions of the consumers' concerns, such as health risks and cultural habits (1). The risks and economical stakes are threatening society. Agriculture is a central matter for politics. They intervein in the agri-food markets to regulate the economy and diminish the associated risks (2).

Food products present heterogeneity of the living matter and a non-durable aspect, in other words, there are perishable. The risk is related to health and food safety. It generates fears for consumers, and sales can be affected (Apfelbaum, 1998). Scandals in the agri-food sector are serious matters for consumers that may change their behavior and disrupt the market. The sadly familiar scandals are mostly about health, like avian influenza, but the market can also suffer from moral or cultural scandals like the horse meat lasagna scandal.

Several characteristics make the agri-food market fragile and heterogeneous. important because food consumption is directly linked to a physical impact. This concern is even more crucial for some products that show a particular freshness attribute, like fish and aquaculture products. "People are not food secure until they feel that they are food secure, and they do not feel secure when market prices for staple foods are highly unstable." (Timmer, 2012, p. 12315). The demand of customers for a set of information related to freshness, potential health, safety risks, and production process is comprehensible and can be useful for the consumers (Pieniak et al., 2013).

On the food market, the price is an important quality signal but it can generate an unexpected effect. The price, as in-store information, influences the perceived quality with the assumption of "you get what you paid for". The positive relation between price and perceived quality has been confirmed in the literature and lower prices are not necessarily a good signal for consumers. But the heterogeneity of the results depends on several product characteristics (vice or virtue food perception, perceived health risks…), consumers' information (fairness in trade), and consumers' criteria (justice sensitivity, environment concerns, wage…).

Numerous research papers identified and analyzed a multitude of factors that influence consumers, but the heterogeneity of agri-food products make impossible the generalization of the results. Marketing science includes psychological and sociological analyses, referring to symbols, identity, and physical outcomes. The signaling theory benefits consumers' research with an approach to consumer behavior prediction. Firms and researchers aim to understand "how consumers will respond to firms' actions under a set of market conditions; hence, the approach is "market-focused". This market-focused, game-theoretic perspective leads to propositions about how consumers respond to firms' actions, such as warranties and advertising expenditures." (Boulding & Kirmani, 1993, p. 121).

From an economic perspective, agri-food products are mostly tackled according to a quantitative approach, relying almost exclusively on economic analyses and volumes. If rarer, a qualitative approach can be conducted (natural resources concept, environmental impact, variety of landscapes) (Le Roy, 2008).

Food safety and availability is a public concern. In 2018, the French national assembly had a focus on the Common Agricultural Policy (CAP) and the new national challenge for the agrifood sector. A European report expresses the need for more transparency about agri-food products by offering more information to the consumers about the production methods, the know-how in production and transformation and the regional specificities Firms use quality signals to deliver information about the product, its production process, or the related experience. Firms must not fraud, and consumers have the responsibility of seeking information and make choices. Quality-sensitive buyers can be suspicious and may not believe the true unobservable quality (Kirmani & Rao, 2000). Quality signs play the role of guarantee with the quality charter, the certification agency, and the control. Numerous quality signs are on the market and all are aimed to send a strong signal about the firm "good" practice.

Based on the typology of Kirmani and Rao (2000), the quality signs are sale-independent default-contingent signals, as they generate a fixed monetary loss independently of the firm defaults. The quality signs belong to the same category as advertising and brand name, and can be qualified as a special brand that is used but not created by the firms, and acts as a that "security-brand" (Larceneux, 2003). Quality signs are closed to umbrella branding, "in which the same brand is used for a number of products, serves as a signal of the new product's quality." (Erdem & Swait, 1998, p. 134). Umbrella branding creates a parent branding effect, and by extension risk of a negative knock-on effect on all the branded products. Montgomery and Wernerfelt (1992) showed that the risk-reducing effect of umbrella branding is stronger when the product is expensive. That shows the interdependency of quality signals.

Quality signs are a publicly visible expenditure before sales that run on a long-time period, and for which the buyers do not receive direct utility. According to the information economics perspective, they contain information about quality that may respond to consumers' research.

The quality signs must show several product characteristics, either technical or experiential.

The unobservable quality must be verified or trust by the consumers, otherwise the sellers might suffer from the lack of repeat purchase or informed consumers that may spread the word (Erdem & Swait, 1998). Quality signs are an aid for freedom of choice and help to reach objectives such as public health, social fairness, or ecological goals (Larceneux et al., 2012).

Quality signs improve the reputation, credibility, and image of the product, the brand, or the firm. The reputation has been defined by Gotsi and Wilson (2001) , 1997). If a signal falsely claims high quality, the firm runs the risk of losing reputation, which would affect the market performance of the product with a decrease of repeat purchase or willingness-to-pay.

Quality signs also influence positively the confidence of consumers. The confidence can be defined as a "psychological state, likened to a security feeling, expressed consciously or not toward a partner (person, brand, company) in a situation of trade, despite the potential risk which can arise" (Amine, 1999). Official quality signs emerged from consumers' demand and public authorities' actions and rules (Auriol & Schilizzi, 2015b). The confidence towards quality signs is closely related to an independent third-party, the charter, and the quality control system (Benghozi & Paris, 2003). A firm self-assessment has lower perceived credibility (Bouslah et al., 2013). Erdem and Swait wrote that "credibility is the key element in the signaling perspective" (1998, p. 152). Official quality signs empower the credibility of the firm or the brand by delivering information about credence and technical quality. The confidence of consumers generated a large number of studies, research models, definitions and approaches.

The confidence is often studied with other marketing variables such as loyalty, satisfaction, perceived quality and value of a product. The marketing literature evaluated the influence of trust and skepticism about labels on consumers' behavior (Pivato et al., 2008;Lucie Sirieix et al., 2013). Several correlational studies have confirmed the positive influence of quality signs on perceived quality (Larceneux et al., 2012;Roe et al., 1999;Zeithaml, 1988).

Actors in the market do not share the same type and amount of information about the product and the related features and quality attributes. Information is valuable to avoid fraud, increase market transparency, decrease the risks, and improves relationships. In history, scarcity of information was mainly addressed with religious dogma and morals. The seller must signal the defects of their goods and not lie about the quality. In the twentieth century, economists pointed out that information asymmetry is not only due to hidden information about defects, but also information about unassessable superior quality. Credence or experience quality cannot be assessed by the buyer before or after purchase and may lead to adverse selection. Information about production practices, attributes, or know-how, must be available to signal excellence and superiority of their product. Customers gather technical, social, cultural, and environmental information to evaluate and compare available products and make a purchase decision.

Marketing research focuses on perceived quality measurement, because it generates value, either as a direct financial outcome or in terms of intangible value such as reputation, trust, and customer satisfaction.

Agri-food products have a direct influence on health and are culturally loaded with support to tradition, morals, and value. The scandals about health security (mad cow disease), disinformation about product content (baby milk contamination), and cultural unacceptance (horse meat lasagna) increased the perceived risks. Information is an important stake in the market and shapes the market dynamic. The use of quality signs is common and acts as a guarantee to consumers, especially for credence attributes.

Food safety is a matter of public health. The European commission as well as the French government and national assembly take care of the food system and implement tools to improve market information and support high-quality food. They manage a set of official quality signs to signal either traditional production process or social and environmental quality, including Label Rouge and organic label. The official quality signs reflect the commitment of firms to ethical standards and social objectives. They act as an optional security brand that helps firms to acquire intangible value by delivering easy-to-gather information.

In this chapter, we present the theoretical reference framework that defines the research topic and explain the dynamic relationship between social and environmental concerns, the market, and the public authority. The theoretical concept which has been selected is corporate social responsibility. It is used in marketing, finance, and the economic research domain to explain social aspiration, market actions, financial outcomes, and public policy concerns.

The first section is dedicated to the theory of corporate social responsibility over time. The dense literature highlights several debates and contradictory perceptions of corporate social responsibility, its implication, and its measurement. As stakeholders' relationship and firms' coherence in terms of practice are important, we selected the 3C-SR model as a basis. The model includes three dimensions that drag corporate social responsibility to performance:

commitment (what the firm does), connection (with whom the firm works), and consistency (how consistent is the firm in its actions). We also highlight that the food sector needs socially responsible actions (divided into nine dimensions) that must deliver information about food safety, tradition, experience quality, and social fairness. Using quality signs for food is common to signal socially responsible actions in the market.

The second section expressed the paramount importance of information in the development of corporate social responsibility. We present the risks related to information asymmetry from a moral and economic perception and mention the risk of delivering a large quantity of information. Agribusiness is a concern for public authorities. They manage official quality signs a legal and optional public solution -, that might be used in marketingfor communication, and relationships -, to enhance intangible value and lead to financial outcomes. Official quality signs support socially responsible actions with criteria to enhance trust, such as an independent third-party for production control. Official quality signs offer to firms the possibility of a clear and homogeneous message to deliver in the market to enhance their performance.

Performance is a complex and heterogeneous concept that is treated in the literature of marketing, finance, and economics. The assessment of the value creation requires considerable thinking about the type of performance we aim to measure and the required criteria we may use. The following chapter deals with the performance by presenting the related theory, and the value creation assessment.

   o o o        
Elizabeth Barhan from the department of rural sociology states that "because the values-based labeling programs can be costly and risky for producers, research results that help prevent or correct problems with these schemes should be welcome." (Barham,s. d.,p. 358). The necessity of re-embedding the capitalist economy in the social and environmental concerns requires to not refer to consumers as "self-interest maximizer", but a person that assesses the quality of product through a variety of non-economic values such as ethics and cultural criteria.

This second chapter discusses the theoretical framework of performance with a cross-sectional prism.

In the first section, we present theories about value creation and performance assessment, and we illustrate the concepts with a literature review about quality signs' influence on quantitative performance. Corporate social responsible actions can be costly for firms. Financial risk requires the identification of related opportunities. We aim to answer three questions:

-What is the role of quality signs in firms' performance?

-To what extent the price and the purchased quantities are key variables for performance assessment?

-What is the most adapted measurement of the marketing outcomes?

The second section presents the research questions based on the literature review, and shows the research and the required methodologies to answer the questions and test the model. Then, we will present the research field by going through the official quality signs markets, the history, and their influences.

Performance is a polymorphic and cross-sectional concept in management. The multidimensional nature of performance requires a clarification of related concepts and uses

(1). Three main perspectives define the performance in the literature: the goal approach, the resource approach, and the process approach. The resource-based view considers quality signs as a resource that can be used to enhance performance and create value for the firms (2). We focus on price and purchased quantity as performance indicators (3).

Researchers take up the challenge of defining performance, understanding its importance, and developing measurement methods. The plurality of definitions relates to productivity, efficiency, or effectiveness. Nevertheless, several approaches to performance are complementary (1). Quality signs contribute to performance through customer perception, behavior, and financial outcomes (2). We retain price and purchased quantity as two key elements that transform the perceived value into financial value (3).

There is no unanimous model to assess performance. The marketing productivity chain makes a linear model from customer to financial outcomes in a cross-analysis perception of performance. Authors tried to develop models, but they faced numerous limits mostly due to the multifactorial nature of marketing (S. Shapiro, 1990). The literature review below presents marketing productivity and its dimensions.

Performance is an evaluation of the relationships between firms' decisions and outcomes.

Managers make the presumed best decisions for company performance. The definition of performance depends on the assumed relations between a wide variety of factors. These factors can be of several kinds: accounting considerations, marketing-mix choice, firm value criteria, or human resources strategy. It creates a vast web of complex and interdisciplinary relationships. Rust and al ( 2004) modeled part of these relationships in a chain-of-effect called "Marketing productivity". They clarify how the marketing activities create shareholder value, from the investments (marketing assets) to profit. The literature developed an integrated conceptual framework to understand and establish the unclear link between marketing and performance (N. A. Morgan, 2012). Rust and al ( 2004) consider that investments in marketing enhance managerial, marketing, market, and financial performances. The elements of the chain are all interrelated and influence each other, directly or indirectly.

The marketing productivity starts with the strategies adopted by the firm (promotion, distribution channels…), which is a guideline for tactical actions and related investments (advertising, improvement…). The objective of these investments and management is to change customer behavior (attitudes, satisfaction…) and empower the market results (sales, market shares). A good market position is supposed to lead to financial impacts (ROI, EVA…) and financial position (Profits, cash flow…). The criteria for performance assessment are discussed below. With a better financial position, the value of the firm increases (Rust et al., 2004).

The chain of productivity offers a frame to understand and control the economic feedbacks of marketing (Rust et al., 2004). The authors raise a central question for managers and shareholders: what type of expenditure, tactics, has a better influence on the firm profitability?

Firms expect returns on the investment in quality improvement that they signal in the market. (2016) present two different performances: the operational and the organizational approach.

In marketing research, performance is mostly assessed by customers' perceptions. This marketing chain implies market and financial results from marketing actions, resources, and strategies, and distinguish three performance outcomes with economic metrics :

-Product-market performance: measures of performance of the product in the market place.

-Accounting performance: measures reported in the financial statements and reports of the firm.

-Financial-market performance: analysis of the stock or debt markets.

These three dimensions of performance generate positive feedback in learning and reinvestment in marketing capabilities, marketing resources, marketing strategy, and positional advantages (N. A. Morgan, 2012). The objective of this chain-of-effects is to better understand value creation for the customers, and its transformation to economic performance through the market.

The literature selects a set of metrics that is adapted to analyze a part of the marketing productivity chain. The Marketing Science Institute (MSI) wrote in a report "One of the most important tasks in marketing is to create and communicate value to customers to drive their satisfaction, loyalty and profitability" (Marketing Science Institute, 2013). Customer value is an umbrella term that gathers all the value that can be perceived by the customer. Various definition of "value" has been used in the literature, and all are converging to the general comparison of the "give" elements and the "get" elements. We simplify the customer value in terms of costs and benefits.

Both are either monetary or non-monetary. The cost can be assessed in terms of price, but also in terms of time for seeking information and risks associated with the purchase. Benefits are mostly perceived in terms of attributes. Perceived value is one of the most influential determinants in consumers' purchase decision process, and that depends on the price perceived by the customers. For Zeithalm (1988), the perceived value is divided into four consumer definitions.

The value is directly related to the perceived quality and the price, among other factors. The means-end model shows the relations between price, quality, and value.

The attributesintrinsic or extrinsic -, and the perceived monetary pricethe price as encoded by the consumer, instead of the actual (objective) price of a productinfluence the perceived quality. The perceived quality influences the perceived value, simultaneously with the highlevel abstraction (e.g. emotional payoff) and the extrinsic attributes (e.g. reputation, brand name, advertising,…). The perceived value is more individualistic and personal than quality (Zeithaml, 1988). The purpose of creating perceived quality and value for the consumer is to extract the value in the form of profit. The consumers' perceived value is expected to be converted into an increase in market-based performance (Kumar & Reinartz, 2016).

Before the use of customer-based measures, the performance of marketing was assessed with single financial outcomes. The most frequent measures were in order profit, sales in terms of units and value (price), market share (combining the variables of units and price), and cash flow. The market shares were perceived as a strong predictor of profitability.

Quality signs can increase firm market shares. Market performance is based on a comparison of market data with competitors. Indicators are mostly sales volumes, the products' value (market price), and market shares. Consequently, market-based performance is not available for innovating products. Product-market measures are used to calculate the accounting measures such as profit and sales revenues.

The relation between market power and financial results was formalized with the structureconduct-performance paradigm of Bain in 1968. It states that an increase in the industry concentration decreases competition and creates higher profit rates. The basic relation between market and profit has not been questioned. We divide the finance-based performance into two measures categories: the accounting measures and the financial-market measures.

The accounting measures are often calculated based on product-related measures such as salesrevenues (volumes and price) or profit (related to sales revenues). Indicators try to assess the accounting efficiency of marketing actions. For example, the return-on-investment (ROI) is a performance outcome relative to the consumed resources, and assess the efficiency of the investment. It has been fashionable for marketing productivity. In marketing is also used the return on marketing investment (ROMI) because marketing expenditure is not a regular investment. Six indicators are associated with ROI for marketers: incremental sales revenue, the ratio of cost to revenue, cost per sale generated, Changes in the financial value of sales generated, cost of new customers (sic), and cost of old customer retention. But marketing is sometimes perceived as a cost of maintenance instead of an investment (Ambler et al., 2004).

This categorization of the marketing expenditure changes the expected outcomes (systematic incremental sales and profits for investments). Apart from the revenue related measures (e.g.

Sales revenues, sales revenue growth) and profit-related measures (e.g. "Return-on" measures) the cost-related measures are important for the prediction of profitability. The marketing expenditure is studied as a cost, but also tends to reduce other expenditures to achieve the same product-market performance. Finally, the accounting measures include data related to cash flow.

The finance-related measures are focused on returns (e.g. Abnormal returns, shareholders because of the multitude of factors that may interfere in the process (Hogan et al., 2002). "The multidimensional nature of marketing is expressed in a variety of performance metricsattitudinal, behavioral, and financial-that turn out to be weakly interrelated. This makes it difficult to assess marketing's value and often results in skepticism about marketing's contributions and a reduction in the role of marketing at senior levels of decision making." (Hanssens & Pauwels, 2016, p. 187). Numerous other factors that are not in the marketing value chain affect financial performance, such as the marketing department power (Feng et al., 2015).

The challenge is to understand how marketing resources create value for consumers that turns into market-based performance and finance-performance. There are no unanimous metrics of the process to assess the marketing performance and all metrics have limits and advantages (Ambler et al., 2004).

The idea of using marketing resources to achieve better financial performance converges with the resource-based view theory (1). The chain of marketing value implies that a competitive advantage influences positively the market and financial performance. Penrose (1959) suggests that the firm's resources influence its growth and the inadequate use of them can constrain the growth. From a resource-based view, tangible and intangible resources and capabilities, such as quality signs, are keys to develop competitive advantages for firms (2).

The term resource is a key element of the performance approach, and is defined as "facilities that are potentially controllable by social organizations and that are potentially usablehowever indirectlyin relationships between the organization and its environment." Yuchtman & Seashore, 1967, p. 900). A resource is used to create tangible and intangible assets that can generate returns for the firm under appropriate circumstances. Barney (1991) made a non-exhaustive list of resources and proposed a categorization.

(
Information, attributes, and knowledge are firms resources that may improve their efficiency and effectiveness. For example, reputation is defined as a resource itself, and not as the symbol of large firms resources. We notice that the categorization of Barney does not include the intangible marketing assets of the firm such as the brand name, customer loyalty, and reputation. The firm aims to acquire competitive forces by using a specific strategy that is not simultaneously implemented by a competitor. This advantage becomes sustainable when the competitors can't duplicate the strategy and get its benefits. Consequently, all resources are not systematically generating competitive advantage, and the elaboration of competitive advantage requires heterogeneity on the market (Barney, 1991). A conceptual model of marketing resources impacts on performance has been drawn to understand the relationships between marketing support resources, market-based resources, and performance. The model follows a similar path to the chain of marketing productivity (Rust et al., 2004).

A firm resource turns into a competitive advantage if valuable (exploiting opportunities or avoiding threats), rare, not imitable, and not replaceable. Consequently, all resources do not necessarily differentiate the firm. A firm can maintain a relative position with rational acts. For example, the firm can protect a resource from opponents during a period (patent, research, and development…), and benefits from the first-move advantage with a resource position barrier. It can also benefit from mergers and acquisitions of other firms that dispose of complementary resources, are in different markets, and sell different products (Wernerfelt, 1984). Allocating resources with the objectives of "doing good by doing well" mays have positive long-term impacts (S. Waddock & Graves, 1997). In a dynamic perception, the resources can be Studies about the relationship between corporate social responsibility and profitability show heterogeneous results (McWilliams & Siegel, 2000). The marketing productivity chain and the resource-based view model are complex and cannot be assessed as a whole. Official quality signs are expected to affect consumers (1). In a domino effect, consumers' behavior changes market performance and generate financial results (2). We acknowledge a lack of studies concerning the effects of Label Rouge on the market compared to organic quality studies.

In the seventies, the researchers in marketing wonder "which consumers constitute the market products, services, or other corporate actions that promote social and/or environmental wellbeing?" (Anderson & Cunningham, 1972, p. 23). Holt (1995) distinguishes consuming for experience, integration, classification, and play. A large literature focuses on consumers' social consciousness to understand their socio-psychological variables and their behavior (Mohr et al., 2001;Webster, 1975). Pivato and al (2008) consider that corporate social responsibility influences positively consumers' trust, a fundamental asset for the company that leads to brand loyalty and higher sales volumes. Numerous research assessed the relevance of specific corporate social responsibility implementation to customer responses. In this thesis, we focus on the influence of quality signs on customers' attitudes and behavior.

Consumers' risk perception and concerns about food production alter the demand for food products in the marketplace (Huang, 1996). The quality sign is free information available instore that reduces the cost of seeking information to customers. The signal is an extrinsic attribute, such as brands and advertising (Zeithaml, 1988), and must be risk-reducing to change the value perceived by the consumers. The choice for consumption is made of multiple values that influence the consumers.

The organic label aimed at the following objectives: reduction of pesticides, improved management of plant nutrients, better soil protection, preservation of biodiversity and nature, and positive impact on animal welfare. The social and environmental values of the organic label are obvious (Pivato, Misani, Tencati, 2008). The Label Rouge is used to enhance the taste, valorize specificities in the production process that are related to tradition and farmers' know- counterfeit, and usurpations (Trigui et al., 2012). The conservation of traditions and specific practices emerged from social movements. In 1911, champagne wine was the precursor in terms of indication of origins. In 1935, a decree-law created the Indication of origins to define, protect, and control the wine market 10 . In that case, the production know-how is assumed to deliver higher quality or at least specificities product in terms of taste. Norms and specifications bloomed on the market to prove the quality of the regional cultural heritage. Some technical labels are dealing with credence, such as "Label Max Havelaar" for fair trade or ecological certification as the "Label Farre" for environmental-friendly farmers. Some labels are simply explicitly claiming the taste of the products such as "Saveur de l'année".

Quality signs express a product's attribute that is experienced at consumption and enter the evaluation process. In the case of credence attribute that cannot be assessed by the customer, the perceived attributes may be affected by emotion, and the measurement knowledge and and value to all its primary stakeholder groups, without favoring one group at the expense of others. Wealth and value are not defined adequately only in terms of increased share price, dividends, or profits." (Clarkson, 1995, p. 112). Quality signs contribute to the socioeconomical market movement with a message about social and environmental performance (Bouslah et al., 2013). Stakeholders with similar morals, values, and priorities must be willing to trade and cooperate (Green & Peloza, 2011). Theoretical papers suppose that social performance influences positively the financial results of a firm. As labeling implies up-front expenditure, the firm invests with the expectation of positive future impacts such as repeat purchase (Kirmani & Rao, 2000). A reciprocal relation creates a virtuous circle consumers demand that increase market shares, and market shares increasing the consumers' willingnessto-buy.

Empirical research supports the positive influence of quality on business performance. But assessing the performance of the use of quality sign is a difficult task for two main reasons.

First, the costs related to official quality signs itself conduct to changes in production methods and materials. The expenses are fixed (land and building development, farming technology,…), but also related to the operating costs (animal food, fertilizers,…) and to the decrease in terms of production volumes (fewer animals per square meters, a longer time for production,…).

Moreover, the marketing actions are run at the same time and the identification of the precise influence of each marketing action is not measurable. The return of quality signs is blended amongst return from other signals and the effect of signals together used in a strategy.

Nevertheless, the sciences of business, economics, and sociology developed many models and methodologies thanks to theoretical and empirical works conducted on a variety of samples and indicators (Bahadir et al., 2009;Grønholdt & Martensen, 2006).

The intangible capital is important for agribusiness but their performance is difficult to measure (Srivastava et al., 1997). Expenses are not necessarily a financial success (Amadieu & Viviani, 2010) but influence the market, either from a customer perception (increasing sales performance) or from a stakeholder perception (attract investors, creating better partnerships, satisfying the NGOs demand,…). Linking marketing actions to financial performance requires the establishment of correlation.

Effective marketing can contribute to the growth of a firm by anticipating opportunities and risks, generating faster adjustments on the market to win and retain customers (Bahadir et al., 2009, p. 276). The marketing resources used for customer-oriented strategy can affect long-run growth and profitability through customers' satisfaction and brand equity (Angulo-Ruiz et al., 2014). Moreover, advertising and product development have an indirect influence on financial value (Hogan et al., 2002), increasing the customer equity that represents a proxy for shareholder value (Schulze et al., 2012).

In the case of market turbulence increases and for highly incertain markets, corporate social responsibility is significantly influencing firm performance (growth rates, returns on investment, and overall profitability) (Bai & Chang, 2015). Corporate social responsibility commands upfront costs that have positive effects on intermediate-and long-term cash flows and may affect the firm probability of survival (A. Fatemi et al., 2015). A virtuous circle is generated by investment in quality that generates returns on quality investment (Nelson, 1974;Phillips et al., 1983). Corporate social responsibility benefits to the general wellbeing of stakeholders. For example, it secures a "more loyal customer base, hires and retains a more dedicated workforce, avoids the costs associated with adverse actions by labor unions, consumer advocacy groups, or governmental agencies empowered to monitor its activities." . Fatemi et al., 2015, p. 190). Fatemi and Fooladi (2013, p. 112) argued that "the old approach to shareholder wealth maximization is no longer a valid guide to the creation of sustainable wealth." and state that the value must be seen as a shared value among the firm and other communities that benefit from the firms.

(A
Quality signs create a surplus that must be shared with other stakeholders, and externalities may affect the margins of actors (Linnemer & Perrot, 2007). Bargaining power is distributed differently along the value chain and creating value creation disparity. The retailers have a cut in their margin in benefit to other actors (Bonnet & Bouamra-Mechemache, 2015).

Market performance is mostly assessed with the price and purchased quantity. These two indicators are complex and polymorphic. They require to be identified and selected (1). Price and quantity data can be collected with several methods (2). All methodologies present pros and cons and must be chosen under the research question.

Price and purchased quantity are studied differently depending on the domain of research.

Marketing focused on the customers' analysis, perception, and acceptance, whereas finance relates price to cost, gross margins, and profitability. The interdisciplinary aspect of the two indicators requires specification and a good understanding of the concepts.

Price is part of the strategy of the firm in terms of marketing (positioning strategy, competition…) and finance (profitability, margins…). Numerous types of prices can be studied (market price, price variation…) and perception of the price (internal price, willingness-to-pay…). We first present different concepts related to price (1) and enumerate the main variables that influence the price (2).

Definitions

The researchers did not define precisely the role of price as a hinge point between the marketing and the financial performance of the firm. However, Monroe (1979) discussed the price through the perspective of the related margins and consumers' reactions in a period of economic scarcity.

This period might be caused by uncertainty about the economic environment, limited availability of productive resources and working capital, or the change of government policies and regulations. The firms respond to economic uncertainty with a pricing response of several kinds: eliminating low-margin products, unbundling a service, or establishing "one-price" policies. We would add that new consumers' concerns and new social trends may also create uncertainty. From a financial perception, price is "the value of a thing with real or perceived worth. Price represents the amount of value the market has assigned, fairly or unfairly, to a good or service." 13 . But the mechanisms on the market that defines the price are complex and do not only depend on the Marshallian law but the customers' psychology and behavior on the market. From a customer perception, price is an important variable in the process of decision making. It is the third reason for choosing a store (Von Freymann, 2002). The consumers have several key prices in mind that lead their evaluation and behavior. Consumers use their reference prices to compare the available offer on the market. This reference price is either from the price of the products' substitute available on the market, called an external reference price, or from the consumer memory, called an internal reference price (Gall-Ely, 2009). The external reference price is multidimensional and cannot be defined in a single definition. It varies among consumers because of their differences. Moreover, the reference price varies across products and may be different from the price range acceptance and the market price (Von Freymann, 2002). Nevertheless, the previous researches highlighted its decisive role in making decisions, especially for brand choice (Chandrashekaran, 2001). Consumers have a range of prices that are acceptable for a good or service. The maximal value of the acceptable prices is commonly called the willingness-to-pay (WTP). At the time of purchase, consumers compare their willingness-to-pay with market price and reference price to assess utility. Willingness-topay and reference price are correlated, with reference often less the WTP is higher than the reference price. These types of prices increase with information (Gall-Ely, 2009). This quality can change according to one single attribute (Gall-Ely, 2009).

Price is directly related to value, defined as the "evaluation of experiences for an object of a product range (value in use), thanks to the sacrifices and benefits that are associated (exchange value)." (Gall-Ely, 2009, p. 95).

The influencing variables on price

Price is often mentioned as a perceived barrier to buy high-quality food products, except for early-stage market development or regular purchasers (Aschemann-Witzel & Niebuhr Aagaard, 2014). Nevertheless, the perceived price is also related to many other variables, including the quality that gathers technical elements and marketing variables such as packaging and services. 

" […] Superior quality on average does command a higher price and that the price-quality

Willingnessto-pay

The perceived value is a mediator between perceived quality and perceived price (Zeithalm 1998). Previous researches tested the relation of perceived quality and perceived value (Chapman & Wahlers, 1999;Grewal, Krishnan, et al., 1998) based on the integrative model that measures the effect of a quality sign (the brand, the store, the price…) on perceived quality and perceived value. Marie-Christine Renard discusses the implications of quality in the agrifood sector. She states that the emerging model of consumption "is developing around new socially constructed, shared values such as health, nutrition, nature, authenticity, and ecology, on the one hand; and convenience, ease, and adaptability to new lifestyles, on the other." (Renard, 1999, p. 483). The relation between the price and the perceived value has been studied in several causal directions (Sweeney & Soutar, 2001).

Kapferer (2013, p. 130) stated that the brand is the way of market growth and market value for companies. Brands send signals to the consumers concerning the unobservable quality of the product. If the consumers buy a product with good perceived quality but it turns out to be poor quality, the consumers will not repeat purchase, and also can affect the brand negatively (word of mouth, legal complaint,…) (Rao et al., 1999). Brand equity generates a price premium. Brand Purchased quantity is expressed in the number of items that are sold in the market. Less complex than price, the concept is nevertheless assessed in several ways with either market data, often referred to as sales volumes, or purchase intention, also called willingness-to-buy or willingness-to-purchase. Quantity is in a reciprocal relation with price, as the price can influence the purchased quantity, but the need for a certain quantity modify the price acceptance. The change in price, either internal, market price, or willingness-to-pay changes the related purchased quantity because "price sensitivity measures are systematically related to characteristics of the consumers in the market area and the competitive environment." (Hoch et al., 1995).

Buying behavior is influenced by consumers' previous purchases and related information, as well as in-store information such as quality signals (brand, quality signs, stores) and productrelated information (price, promotion, novelty) (Zielke & Dobbelstein, 2007). A part of the studies supports that frequent buyers have a higher price-sensitivity than infrequent buyers (Thomas & Menon, 2007;Briesch et al., 1997). Gootschalk and Leistner (2013) found that in the specific case of organic products, consumers that are used to buy organic quality are more likely to purchase organic, and are less price-sensitive than the first-time buyer.

A high introductory price signals a high quality to customers, in opposite to low-pricing that generate an increase in sales volumes, indicating a low-cost firm. In a price-quantity ratio, the low-quality firms have a lower marginal cost of production than high-quality firms and find it more profitable to sell a higher quantity (M. C. W. Janssen & Roy, 2010). Many marketing actions can accelerate product purchases, such as coupons, retailer advertising, price cuts, and advertised price cuts (Neslin et al., 1985). Quantity information is as important as price information to evaluate the product value creation.

Price and sales can be studied either from the market with secondary data, or from consumers' perception. Both data are complementary and present the pros and cons. Secondary data have aggregate information but reveal real statements of the market prices, volumes, and value.

Primary data mostly relies on customer intention or perception; including several psychological biases. Misassessment of customers' willingness-to-pay and willingness-to-buy lead to a market strategy failure (Gall-Ely, 2009). We present below some of the measurement technics for both indicators.

Willingness-to-pay is the measure of the price premium that consumers consent to pay for a product. In economics, willingness-to-pay follows the Marshallian demand curve. The consumers' consent to pay a maximal price which corresponds to the marginal utility of the product (Milanesi, 2010, p. 8). Market data assessment does not consider sociological and psychological influences. Marketing literature investigated the willingness-to-pay to understand the mechanism of value creation for the consumers and the related behavior. A gap between the attitudes of consumers and the behaviors on the real market has been detected and raised the question of the efficiency of the technics to measure willingness-to-pay. Price sensitivity, morals, and values of consumers lead to changes in intention and behavior (Donaldson & Preston, 1995).

The measurement of willingness-to-pay is a challenge to simultaneously assess the customers' psychology and authentic non-influenced behavior. Several methodologies have been developed and tested to collect the most realistic data (See Figure 15. Classification framework for methods to measure willingness-to-pay (Breidert et al., 2006;Gall-Ely, 2009)). We focus here on consumer willingness-to-pay and do not investigate the producer's willingness-to-pay.

The willingness-to-pay assumes that consumers can choose the level of quality of a product, while quality is an exogenous variable. The estimation of willingness-to-pay is made with a change in quality (J. L. Lusk & Hudson, 2004). Willingness-to-pay can be evaluated with revealed preferences such as experiments and market data, and the stated preferences that collect attitudinal data with a direct and indirect survey in hypothetical situations (Breidert et al., 2006, p. 10). Four main data types are identified. 

Discrete Choice Analysis

Several authors identified the pros and cons of each method type (Breidert et al., 2006;Gall-Ely, 2009;Hansen et al., 2018;J. L. Lusk & Hudson, 2004;Miller et al., 2011;Wertenbroch & Skiera, 2002). The objective of this classification is to make a better choice to answer the research questions.

Within the revealed preference, researchers use either market data or experiments. Market data others panel data, individual purchases reported by members of a customer panel, and store scanner data, sales recorded from the retailers. Market data have quite low detailed information, do not deliver information about consumers' attitudes, and cannot be used for new product prediction or inexistent price and product combinations. Experiments can be made either in a laboratory with a controlled environment to simulate purchase with real money transactions or in the field (in-store) to avoid artificial conditions issues but less control (Breidert et al., 2006).

Auctions are specific experiments with a system of bids. Participants pay for the product if they win the auction. Many variations of this system exist, sometimes conducted in the laboratory and sometimes on the internet (Gall-Ely, 2009). The auction method is largely used in experimental economics because of the assessment of specific factors, such as brand type or quality.

There are two main types of auctions that are used in experiments to assess private value for agri-food products: the Vickrey auctions and the BDM mechanism. In a Vickrey auction, also known as the second price auction (Vickrey, 1961), the respondent who expressed the highest price win the auction and pay the second-highest price instead of its price. The more important bias is the under-estimation of the price that influences negatively the results. Other procedures have been invented by drawing by lot the price paid by all participants that expressed a price equal or superior to the drawn price.

The BDM method, named after the authors Gordon M. Becker, Morris H. DeGroot, and Jacob Marschak, is similar to auction methods but selects the random price by random draw. Then, all the respondents who bid a superior or equal price buy the products. "The use of incentivecompatible auctions or equivalent selling procedures such as BDM for eliciting willingness-topay has been validated scientifically in the best literature, both theoretically and empirically, thanks to the 'induced-value' methodology introduced by Smith" (Muller & Ruffieux, 2011, p. 182). In the case of experiments, a strategy bias is identified (Gall-Ely, 2009, p. 101). This strategy bias "appears when a person modifies in purpose its answers to influence the survey results in its own interests" (Gall-Ely, 2009, p. 98) or when the respondent has an objective of financial gain (Voelckner, 2006).

The revealed preference includes the possibility of using the hedonic price method. The term "hedonic" as an analytical concept has been invented by Andrew Court (1939) but has been seriously used in economics in the second part of the 20 th century (Goodman, 1998). The hedonic pricing approach has been later introduced by Rosen (1974) who presents a model based on the characteristics of the products. This method analyzes the price structure and the value of a peculiar product's attribute. Rosen defined hedonic prices as "the implicit prices of attributes and are revealed to economic agents from observed prices of differentiated products and the specific amounts of characteristics associated with them" (Rosen, 1974, p. 34). The hedonic price method calculates the price of each attribute. Mostly used for the analysis of the property assets and automobile market because the characteristics are evident, the method has been extended to other products, including food products. The divisibility of goods is the theoretical basis for the hedonistic method. "When goods can be treated as tied packages of characteristics, observed market prices are also comparable on those terms. The economic content of the relationship between observed prices and observed characteristics becomes evident once price differences among goods are recognized as equalizing differences for the alternative packages they embody." (Rosen, 1974, p. 54). Quality is perceived as an attribute of the food product (Waugh, 1929). Two main theoretical questions are addressed in hedonic literature. First, the relevance of the model to give significant demand responses and market outcomes. Second, the difficulty of giving a proper interpretation of the results. The qualityadjusted price index is satisfying in terms of research if interpreted with caution (Griliches, 1988).

We assume that the consumers' satisfaction depends on the products' attributes and not the product itself. In the theory of consumer demand, the good possesses multiple characteristics in a fixed proportion on which the consumers evaluate their preferences (Lancaster, 1966). This theory provides a way of predicting future demand for commodities. Firms aim to maximize their profits, managing either the price, the volume, or another strategy that improves their profitability (cost reduction). Equilibrium is at the intersection of attributes' supply and demand function of the product. This equilibrium defines how consumers value the product and how the sellers should value their product. The hedonic supply function is expressed by Rosen as

𝑃 𝑖 (𝑍) = 𝐺 𝑖 (𝑍 1 , 𝑍 2 , … , 𝑍 𝑛 , 𝑌)
where 𝑃 𝑖 is the price of the product i and 𝑍 1 , 𝑍 2 , … , 𝑍 𝑛 are its attributes. 𝑌 is an exogeneoussupply cost-shift variable that corresponds to the customer characteristics. Linear and semi-log are used for the methodology (Goodman, 1978). Researchers can evaluate the monetary value conceded for each defined attribute. Valuable information is extracted concerning the weight of each attribute. The hedonic price approach has been used to analyze the structure of markets, product heterogeneity, the price structure, the effect of an additional quality on product prices, and investigate the demand. It relates to willingness-to-pay but does not reveal it entirely, because the marginal implicit price is also determined by the producers' offer curve, which varies with the cost of providing each characteristic. The efficiency of the hedonic price method has been discussed for varied food products. Nevertheless, several publications use the hedonic price for raw food products (Chang et al., 2010;Karipidis et al., 2005).

Within the stated preference, the direct surveys can be addressed to managers and marketing managers in expert judgment, to have price-responses functions estimates and experts' feedback and experience. Mostly, they are addressed as customer surveys but the researchers face an unnatural focus on price and numerous psychological biases that distort real purchase intention and consent to pay. Indirect survey methods present products at a certain price and the respondents indicate if they would buy the product or not at that price. It is either realized with conjoint analysis, in which the products are referred as a set of attributes or with discrete choice analyses (also called choice-based conjoint analysis (CBC)), which also decompose the product into attributes but also estimate part-worths of these levels. They are both largely used in marketing literature.

A set of studies have been run to determine the real differences in willingness-to-pay estimation methods. Difference between hypothetical and real willingness-to-pay can be significant if the payment is real (instead of hypothetical), the perceived competition is high and in case of Quantity and price are interrelated variables that are key indicators to calculate market-results.

The price premium should not exceed a certain point otherwise it would hurt purchased quantity (Ngobo, 2011). Pricing must be optimized to establish the optimum price and the most adapted price structure because market competition is not limited to the price itself, but the price-quality relation. In the case of saturated markets enabled to increase the sales volumes, the pressure on price and quality is higher. In any case, an increase in quality for customers may allow the firm to increase the price without hurting quantity. The pricing process is a system of rules and methods to the determination of prices (decision making toward pricing…) and entering of prices (acceptance, competitions..) that can help to increase the sales volumes. The firms must establish correctly the prices under marketing, sales, and financial concerns, and improve the price process to improve its profitability (Simon et al., 2006). Cost is also another important variable to calculate profitability but is perceived by the firm perception and not the market.

Official quality signs increase operational costs with the hope of a market valorization.

Additional returns should exceed the costs and generate surplus for shareholders. The assessment of quantity in addition to price unable the calculation of marketing margins, total margins, price competition and elasticities, market shares, and turnover.

Agricultural economics refers to marketing margins as the profit made thanks to the difference between economic actors' prices in a supply chain. It is transactional information often used as a metric to assess the profitability at the store-level (Petersen et al., 2009) The researchers mostly focus on farm-to-retail marketing margin, which is the difference between the farm value and retail price. "it represents payments for all assembling, processing, transporting, and retailing charges added to farm products" (Wohlgenant, 2001, p. 935). Marketing margins are often studied from a market perspective taking into account the entire volumes of sales to understand the fixed and variable expenses, and when possible the cost of the firms.

In the agri-food sector, actors' independent margins can be affected by factors such as the type of brands. National brands register a higher margin than private labels, due to the price competition and lack of loyalty. The price sensitivity of private labels' buyers decreases the potential of margin creation, but retailers have a market advantage because they react immediately to competitors' price change for their private labels (Bonnet & Bouamra-Mechemache, 2015). Nevertheless, a price decrease for a high-quality product can generate a negative influence on the price-quality relationship, and send a negative message in the market.

Gross profit is positively and significantly impacted by the assortment of organic options, and the breadth of organic and conventional products.

Price elasticities are an indicator of the market structure, competition, and performance independently of price-increase. Price elasticity and demand are widely used to set the prices on the market (Dietsch et al., 2000;Gall-Ely, 2009). They "summarize how conditions of the marketplace (e.g. patterns of prices and promotions) translate into changes in market shares or sales" (Cooper, 1988, p. 707). Price elasticity is calculated according to the variation of sales volumes according to price variations, in a log-log econometric model. The method requires a time series database about prices and quantity of similar products. It states that consumers demand depends on all available prices in the market and all prices of consumption basket's goods. The use of a log-log system calculation based on a general form of the multivariate model is required:

𝑙𝑛𝑌 = 𝑓(𝑙𝑛𝑋 1 , 𝑙𝑛𝑋 2 , 𝑙𝑛𝑋 3 , … , 𝑙𝑛𝑋 𝑛 )
where Y is the egg type sales volumes (dependent variable); and X1 to Xn are different relevant factors affecting the demand (independent variables). The log-log functional form provides direct estimates of the respective elasticity of the independent variables to the dependent variable. It is relevant in a time series data with specific criteria for segmentation and very useful for demand analysis (Kinoshita et al., 2001). Own and cross-price elasticity are both interesting and deliver distinguished information. The own-price elasticity highlights the price sensibility of the product's customers, and indicate how easily they shift to another quality range or brand. Cross-elasticity indicates the importance of the studied characteristic in customers' decisions, and if better offers from competitors can have an impact on the product market share. Also, cross-price elasticity shows the (non-)substitutability of products and their characteristics.

Organic elasticities have been found mostly asymmetrical and with heterogeneous results.

Organic, no-pesticides, and non-GM product versions are revealed substitutable in a price elasticity study (Bernard & Bernard, 2010). Nevertheless, the organic segment switches largely for the Non-GM option, whereas the no pesticides segment switched to the conventional option.

Also, conventional and organic products have smaller own-price elasticity than No pesticide and Non-GM options. Bonnet and Bouamra-Mechemache (2015) also found an asymmetrical elasticity with organic buyers less likely to change to conventional in case of a price increase, than the opposite. It appears that marketing activities such as the promotion of organic product hurt more the conventional versions of the same products than the opposite, especially for virtue products, and even more directly from the farm products (eggs, dairy, meat, and poultry) (Bezawada & Pauwels, 2013). Organic buyers are less sensitive to a price increase. It is important to note that elasticity and the related strategy can affect the gross margin and by extension the financial results of the firms.

The theory of planned behavior and means-ends chain analysis study the perceived benefit of each attribute in a product to foresee customer behavior. Means-ends chain analysis generated the food-related lifestyle, a quantitative approach that focuses on the underlying values as a key point to understand organic consumption (Shepherd et al., 2005). Each attribute and information gathered by consumers change their attitudes and behavior. The general attitude toward official quality signs is mostly positive, with a large majority of consumers who express an interest or preference for organic products. Nevertheless, the consumers assess simultaneously several attributes and information to construct their global attitude toward the product. The multiattributes setting for a product changes the consumers' perception in a congruence effect. The willingness-to-pay for the whole product is inferior to the sum of each attribute separately, because the values of each attribute may overlap. There is a double constraint for firms to have a coherence and complementarity of the attributes. "Firms engaged in product differentiation to offer higher value-added product must not only constantly seek attributes that are most attractive to consumers, but also carefully evaluate whether any of those favorable attributes are competing or conflicting with existing attributes." (Meas et al., 2015(Meas et al., , p. 1064)).

The special issue of willingness-to-pay in agribusiness

Lusk and Hudson ( 2004) identified and detailed three types of specificities of agri-food products that might affect the success of willingness-to-pay evaluation methods. First, agribusiness is largely exposed to cross-price effects. In a real situation, consumers face several products, several quality ranges, and several prices. Cross-price elasticity is a key issue for agribusiness as consumers can easily compare the purchase option in-store. The hedonic price methodology seeks the causes of variation in its variation among economic and non-economic

factors. An experiment or a survey can miss an important cross-price effect that changes thoroughly the hypothetical behavior. Second, the mean willingness-to-pay does not consider the existence of a niche market which could reveal high profitability and indicate an opportunity to gain market shares. Finally, customers' heterogeneity must be considered. The marginal utility of a specific attribute might vary from one population type to another. The information on customers can be essential in a willingness-to-pay assessment to understand to whom the firms would gain the most important market segment, and establish relevant marketing strategies.

Market performance impact: the most important variables

Willingness-to-pay and purchased quantity is influenced by several types of variables. We classify the variables into four categories: product variables, consumer variables, environment variables, and demographic factors. The consideration of these variables is important to avoid overinterpretation.

The chain of marketing productivity represents performance as a domino effect from marketing actions to financial results. Marketing performance focuses on intangible customer value creation, customer behavior, and market outcomes resulting from marketing actions. Aagaard, 2014;Giraud, 2001). Nevertheless, studies point out a positive influence of quality signs on willingness-to-pay and willingness-to-buy but under certain conditions concerning the product, the environment of purchase, and the consumers. These conditions and the existence of the gap require more investigation to understand customer behavior and market performance with combined and complementary methodologies.

The marketing-value chain process transforms intangible value for consumersperception, attitudeinto tangible value for the firmssales revenues, marketing margins. We retain official quality signs, brand types, and store types as key signals. Studies revealed a higher performance for a conventional national brand, but private labels have a better cobranding effect with an organic label. Moreover, the store type influences the willingness-to-pay because of the displayed environment, its location, its promotion, price image, its image, and its associated private labels.

This doctoral thesis aims to understand the mechanism of intangible customer intangible into market tangible value. The research model has been elaborated based on the literature review and conducted to the use of the adapted methodology to increase results relevance and avoid misinterpretation (1). The field of official quality signs for agri-food products has been chosen because of the specific history of the organic label and Label Rouge. Both show distinct and interesting market trends and market influences (2).

The literature review concerning the performance of quality signs shows heterogeneous results due to the plurality of methodologies and the specificities of each case study. Studies reveal a positive customers' performance, but the market performance appears to have been stunted by a lack of transformation from customers' value to financial value.

Based on the marketing productivity chain (Katsikeas et al., 2016;Rust et al., 2004), this research focuses on the agri-food market results in marketing actions for social responsibility, and more specifically the use of official quality signs. On one hand, the consumers demand higher product quality, food safety, and responsible practices in production. On the other hand, taste and price are still the most important criteria for purchase decisions. Some specific segments of consumers are responding positively to quality signs and accept a higher price to meet their quality expectations. Our research investigates the official quality signs influence among two other quality signals: brand types and store types. A certain consistency and commitment among the signals should increase the price acceptance for consumers. We question the ability of official quality signs to enhance the value of agri-food from two perspectives: the consumer and the market. The required financial investments for enhancing the production process are perceived as risky because of the complexity of the consumers' choice process. The main objective is to give a better understanding of the value creation mechanism for official quality signs. The studies seek to deepen the understanding of the value creation mechanism in the market through the research question:

This main research question is divided into three sub-questions:

  
We adopt a deductive approach that consists of reading literature, elaborate hypotheses, and models in which the theories suits the topic and answer the research questions. The methodology must test and either infirm or confirm the hypotheses, the model, and the theories.

The methodology which is selected must be appropriate and able to answer the question we used. The literature in marketing gathers a large amount of research that explores and analyzes attitudinal data, and more especially the organic label consumers' value. The researchers already explored the consumers' attitudes and self-declared behavior in qualitative and quantitative surveys. Consumers declare accepting a price premium for organic and highquality food, and to be sensitive to information, especially in-store. Nevertheless, the customers tend to self-declare higher price premium acceptance that they accept in-store, and the high quality of food products market is not necessarily gaining market shares.

The goals of the research call for quantitative revealed data. The considerable prior knowledge of the research question conducts to study market data and experimental economics. Moreover, as we are specifically interested in market responses and trends, the "cold" data are preferred, as well as a research method that investigates real customers' responses (Bryman, 1984). The research design must be consistent with the research questions, the theoretical framework, and the methodologies that seem the most adapted.

The design of the research is elaborated to look at three types of performance: Market performance, customer performance, and financial performance. Three studies are conducted to understand better each of them and to observe the mechanism that creates value. The market data analysis at the retailers' stage helps us understand the trends and market phenomenon in a time series. With general trends and observations, we can analyze the influence of quality signs, store types, and brand types in market price formation, and the role of quality signals and price in sales volumes. A consumers studies on willingness-to-pay is further elaborated to test the variables and hypotheses we identified in the market study (market trends and price formation)

and the literature review on consumers' attitude (perception). Finally, a study on market data compare the gross margin formation of products according to the different quality signals, and more specifically the official quality signs combined with store types.

Bearing in mind the characteristics that enhance the willingness-to-pay for agri-food products, we selected the organic Label and the Label Rouge because of their history (1) and their current place in agribusiness (2).

The actors of food value chains evolve in a competitive environment which encourages them to create novelty and value. The quality signs are tools that aim to attract consumers and increase margins with a higher price acceptance. Nowadays, organic and Label Rouge have a special room in French stores. Both official quality signs show a specific history that built their notoriety in France. The associated constraints of production control and delivery evolved in Europe over the decades and contributed to the potential influence of official quality signs in the market. They are part of marketing productivity and enhance market performance.

Label Rouge and organic label are a part of the food labeling rules managed by the European authorities. These official quality signs imply a political implication and regulation, managed by the General Direction of competition, consumption, and Fraud control 14 that follows the rules from the European Union concerning quality signs. The National Institute of agriculture of origin (INAO) 15 is the organism that spearheads these legal actions (Erreur ! Source du renvoi introuvable.). The INAO delivers several labels since 1935. It has been created thanks to a legislative-decree 16 and supported the approach administratively, legally and professionally. Its main mission is to promote and protect the quality, know-how, and geographical origin of food products, and to create value in the market. The INAO inspired the European Union (EU). In 1990, the success of the controlled origin (AOC 17 ) in the wine sector was conducted to the entry into force of law concerning other agricultural produce, raw or processed 18 . In 1992, the EU developed the concept of protected regional origin (AOP 19 ), a

European equivalent for agricultural products, including wine from 2009. The AOC products the know-how of a regional specialty but the product can be produced outside from the traditional area. Thus, this indication is not geographical, but signal the respect of cultural heritage in the production process. These official quality signs are technical and experience quality signs that are valuing a region or a cultural heritage. They relate to specific literature on the "country-of-origin effect" which is the value of a specific geographical area because of its cultural identity, history, or landscape (Abraham & Patro, 2014;Brij et al., 2011;Carter et al., 2006).

The INAO also delivers the famous organic label and the Label Rouge in France. These two labels do not refer to location, but other quality dimensions: the environmental quality, protection of quality know-how, and social quality. We focus on these two specific labels that are well known in France because they are available in France.

The first Label Rouge has been created in 1961 by a professional syndicate to distinguish chicken products in the market. Since that date, numerous plant-based or animal-based products obtain the official logo of Label Rouge. In 1991, the notoriety of the Label Rouge was already pretty high with a mean of 81% of the population aware of the label. Organic agriculture appeared in Europe at the beginning of the twentieth century. This period is characterized by excess supply and short distribution channels. The organic movement was driven by ethical considerations. It became stronger in the fifties due to the intensification of agriculture which used excessively pesticides and artificial fertilizers. In the sixties, the environmental and health risks associated with intensive agriculture were already defined. The environmental movement and the concerns about food safety and health became stronger from the seventies (Latacz-Lohmann & Foster, 1997). Organic agriculture was associated with a new economic and technical approach on one hand and was perceived as a part of a more global social project on the other hand (Fédération Nationale d'Agriculture Biologique, s. d.). In the eighties, agricultural policies emerged, and support the conversion of farms to organic agriculture. France adopted a proactive approach to organic agriculture with the creation of the label Organic Agriculture (A.B) 23 in 1985. In 1992, the EU allows countries to modify and supplement the rules made for organic vegetables. France implemented strict rules and included animal products. The specifications of the Label AB are enriched. In 2009, the European Council homogenized the label for organic products in the regulations of the 21 October and displaced the Label AB, which became an optional procedure. Nowadays, European citizens can find these labels on fresh and processed food, from staple to convenience products. But they are not the only organic agriculture quality signs, and the official quality sign is entangled in an intense competition.

22 https://www.inao.gouv.fr/produit/14809

23 Translated from French "Agriculture Biologique"

The public authorities managed the official quality signs to modify the market structure and create value in the market. They interact in the marketing productivity chain thanks to positive customer response.

Official quality signs constitute a promise by the public authorities to create a trustworthy alternative to intensive agriculture (Guérin, 2017) and launch the marketing-value chain. Some The organic label and Label Rouge markets evolved differently and present two distinct segments. They are not similar in their market trends and the customers respond differently to the stimuli.

General market trends

In 2018, France was the second biggest organic market in Europe with 9.7 billion of revenues, behind Germany (10.9 billion). Other countries register a stagnation (the United Kingdom) or low growth (Sweden and Italy). The exponential growth rate in France shows that organic continue creating market opportunities (Agence Bio, 2016, 2019b). In 2017, the Label Rouge represented 1.5 billion euros, mostly due to the poultry sector. The dairy sector registers a small rate of growth for Label Rouge compared with geographical indications. The meat sector, except poultry, recorded a growth of 10% in sales volumes, with a high rate for pork and sheep products. Beef decreased slightly. The Label Rouge shows a positive rate of growth for cured meat products. We note a significant growth for vegetables and seafood with the Label Rouge (INAO, 2018). The growth of organic and Label Rouge products is related to the availability of the products. For organic products, the supermarkets are leaders (49% of total sales), followed by specialized stores such as organic stores (34%) and direct sales (14%). The delicatessen, restaurant, and convenience stores play a small role in the organic quality food chain (5%). The organic quality represents 4.8% of market shares for these distributors.

If a quality range is dominant on the market, it could make it difficult for the other quality range to increase its market shares (Cruz & Boehe, 2008). We wonder to what extent official quality signs can compete, and if the sectors that already show a large organic or Label Rouge market share can make some room for the other quality signs.

Consumers and official quality signs

Official quality signs are very well known by French consumers. In 2018, the Label rouge was the second label with the highest rate of trust for French consumers (83%), right after the organic label (88%). Both labels include credence and expectations from the consumers.

Concerning organic agriculture, science faces difficulties to assess the real health outcomes.

Indeed, the comparisons between organic and non-organic consumers are complicated because of the healthier global lifestyle of organic consumers (Brantsaeter et al., 2017;Shepherd et al., 2005). This lack of proof and the inability of consumers to evaluate themselves the benefits, make the label a credence quality label. According to the International Federation of Organic Agriculture Movements (IFOAM) (Principles of Organic Agriculture | IFOAM, s. d.), organic agriculture has four principles: health, ecology, fairness, and care. Also, consumers make confusion between organic and ecological logos, natural product mentions, and brands (Larceneux, 2003). But despite a biased perception of the organic label criteria and benefits, 92% of French consumers declare that the organic label influences positively their purchase.

Consumers purchase mostly organic quality for grocery products (23%), fresh fruits and vegetables (19%) and dairy products, and eggs (17%). In a study conducted in France in April 2016, 91% of the consumers declare that it encourages the purchase (INAO, 2016). Studies revealed a global positive attitude toward organic quality increases the purchase intention. In a survey conducted by the "Agence Bio" (2018), the French organic agency, 43% of the respondents declared buying more and more organic products, and 28% declared that they diversified their point of purchase. They record a dynamic for higher quality products. But consumers show some restraint to buy organic products. The price is the third most important criteria after the taste and the French origin of the organic product. It is the first criterion for 57% of organic consumers, whereas 62% of non-organic consumers use the price as the first criterion in the food purchasing decision. The price of organic products is an important variable in the purchase decision for 91% of organic consumers. The consumers claimed that they changed their point of purchase for organic food (39%). Their motivations are diverse and include mainly the will of turning to local producers, the better organic offers, the new offers in convenience stores, and the product quality. For 28% of the respondents, the availability of organic products in conventional stores encouraged their purchase. They are willing to find more organic products in artisans and local stores, especially respondents between 50 and 64 years old (57%) in the French region of Occitanie (59%). For organic consumers, the unavailability of the product in their usual point of purchase is the second most important obstacle in purchasing organic, after the price. Only 5% of the organic consumers declared that they changed their purchase location to get a better price. This information is pointing out the importance of the point of purchase in the organic purchase and the price in an organic purchase decision. The point of the purchase offers organic products at different prices. They use the price acceptance to make margins, and by extension make the product more profitable. The association "UFC Que Choisir" denunciated the large margin on organic that is estimated at 75% larger than conventional products24 . The excessive margin capture of some economic actors in the organic sector is a hot topic in France.

Based on the literature review, we identified a research question that must be answered to complete the literature and understand better the mechanism of value creation along the marketing-value chain due to official quality signs. We selected the Organic Label and the Label Rouge because they are both signals for credence quality and are related to know-how and production processes independently of the country-of-origin effect. Moreover, they are elaborated by the public authorities to create more value in the market. This liberal and political strategy is implemented in a corporate social responsibility development, to respond to new social, environmental, and health concerns.

The main objective is to assess the ability to turn the customers' benefits into market value, reflected by sales revenuesprice and sales volumes. We also integrate into our research the importance of consistency with other quality signals, namely brands and retailers. The marketing literature largely explored the results of marketing actions with attitudinal data, and identified hypothetical financial performance. We adopt a hypothetico-deductive method and formulate hypotheses. To answer our questions, quantitative methods are the most adapted for several reasons. First, the exploration of consumers' perceptions of high quality in food products has already been often conducted. Second, we move away from attitudinal data and focus on revealed preference to assess real market results with economic indicators. Finally, because we work on mature markets, market data are available to establish a market overview.

We elaborate on three studies to investigate market performance according to quality signals.

We use real market data from store scanner data and consumer panels to explore price formation and marketing margins. Then, we conduct an experiment to analyze customer behavior, observing price acceptance, and purchase decisions.

Firms' performance is a central concern for managers to increase their profitability and viability, and researchers to understand the mechanism of success. The ability to foresee marketing actions performance protects from market failure, but performance is difficult to measure. Among the plurality of concepts that have been developed, the chain of marketing productivity draws a theoretical design of the influence of marketing actions on several performance dimensions. The mean-end chain starts with marketing actions and generates customer responses (perception, attitude), market effects (competitiveness, price, sales volumes), accounting results (sales revenues, gross margins), and financial benefits (ROA, shareholders revenues). Marketing research focused on customer intangible value created by quality signals, but a gap between the intended behavior and market results has been detected.

The official quality signs are marketing resources that firms use to enhance customers' performance such as perceived value or quality. The creation of new customer assets influences customer behavior, especially two main variables that modify the product market results:

customer willingness-to-pay and purchased quantity. Price and sales volumes increase are two indicators of market performance that lead to financial results. Following the 3C-SR model of performance, we assume that one signal alone is not sufficient and must be associated with other quality signals that present a similar commitment, good coherence, and represent consistent connections. All in-store information must be coherent to send an efficient message and generate higher performance (Zeithaml, 1988). We focus on the Organic Label and the Label Rouge, two official quality signs supported by public policies to increase the value of high-quality agri-food products, and suppose that their market performance depends on the associated brand type and the type of store where it is available.

We designed a doctoral study based on revealed data to fill in a multifactorial gap between selfdeclared preferences and the market trends (Aschemann-Witzel & Niebuhr Aagaard, 2014).

The product-market performance is assessed with market data and experimental economics focusing on price and quantity as key indicators to evaluate price formation, product elasticity, marketing margins, willingness-to-pay, and price acceptance. The use of quality signs is embedded into the desire of signaling responsible practices in the marketplaces. Corporate social responsibility has a long history and pushes the firm to act "in relation to business ethics' fulfillment that includes corporate obligations and commitments to society." (Lussier 2000, Ferrel andGeoffrey, 2000). Corporate social responsibility is a joint and voluntary approach of business to maintain benefits for all stakeholders and responds to public pressure and social expectation (Wang, Chen, Yo, Hsiao, 2015). According to the 3C-SR approach, social responsibility must show a global coherence between the resources to generate higher performance. The quality of a product has no significant influence on consumers in case of a low corporate social responsibility implication, but as a significant The first part of this doctoral thesis was dedicated to the understanding of the market and financial results of marketing actions, with a focus on value creation and price. The objective of the second part is to understand the theories and the mechanisms of value creation. The main purpose is to understand to what extent official quality signs create market value. In a positivist approach, we consider value from a market perspective and analyze market price and market sales volumes. We conduct three empirical studies.

The first chapter focus on price and quantity at the store level. We analyze the market performance of table eggs with the use of market price, purchased quantity in the percentage of the total sales, and analyze market trends for several quality ranges of the products and market shares. We have a quick look at the brand type effects in the preliminary analysis. With the use of the hedonic price method, we identify the most important characteristics in price formation and to know if the type of store is significantly modifying the value of products.

The second chapter examines in detail the value distribution along the value-chain of ovenready chicken with standard and Label Rouge quality, and table eggs with organic and nonorganic quality. Based on the market price at several levels, we identify how stakeholders generate a better market performance. The analysis is made with the use of price increase along the chain, the theoretical price of official quality signs, and the analysis of marketing margin formation for official quality signs and retailers.

The third chapter aims to understand the value creation of organic label and brand type for fluid milk from a customer perception. We elaborated an experiment made of an experimental auction combined with the assessment of purchased quantity, and a survey to assess the perceived value, the role of spirituality in credence quality, and the influence of demographics characteristics, usually purchased products criteria and reference price.

We verify the mechanisms of marketing productivity chain with the 3C-SR approach of corporate social responsibility performance. The current part investigates the consumer demand and product valorization from a market perspective, and investigate to what extent customers create value for quality criteria.

The choice of the methodology is central because it can lead to contradictory findings if not adapted (Aschemann-Witzel & Niebuhr Aagaard, 2014;Giraud, 2001). The market approach is complementary to current literature and the table egg market is well adapted to the research question (1). We use a set of databases that deliver an interesting market overview (2) to conduct two types of complementary analysis (3).

The availability of official quality signs products expanded the past decades among natural, ecological, healthy, and fair certifications. Supermarkets included new quality ranges in the retail competition to meet the consumers' demand. To understand the complexity of the market, we use economics methods with store scanner data and consumers' panel data to explore the market dynamics and the mechanism between official quality signs (1). The table egg market presents several criteria that make the product an interesting case study (2).

Standard microeconomic theory considered the consumers' choice as a consequence of maximize utility consideration. The method presents the pros and cons to analyze the markets (1). The value of the similar products available in the market depends on the consumer perception of the mix of quality attributes of each substitutable product. Credence quality is part of this quality mix. The demand analysis can be assessed with economic methods that avoid the biases of hypothetical data (3).

In the eighties, the marketing was dominated by the neoclassical paradigm with a focus on the marginal analysis, utility maximization, and market equilibrium (Arndt, 1981, p. 45). The neoclassical perception is based on unrealistic assumptions, such as perfect information and rational behavior. The neoclassical price theory does not consider the social context (sociological bias) and consumers' behavior (psychological bias). The lack of consideration of individuals and social factors in economic studies lead economists to incomplete and erroneous results. Economists consider a perfect competition model that assumes easy and free to enter and leave the market and complete information about the market conditions. If assumptions are not applied, the market is considered as a failure. Neoclassical techniques are inappropriate because the results are relevant in very specific cases, and implies that agents are repeatedly exposed to a similar situation, without variation over time. "People don't go through expected utility calculations before every action; they just act as if they do." (Berger, 1989, p. 223). The imperfect information failure has been widely studied in the literature, and the importance of information about the product quality is running the market. "The difficulty of distinguishing good quality from bad is inherent in the business world; this may indeed explain many economic institutions and may in fact be one of the more important aspects of uncertainty." (Akerlof, 1970, p. 500). The economists investigated the failures and started to consider external variables to understand the market price formation.

Micro-economics methods are relevant to analyze established markets with several products' quality and similar options. "Its [Econometrics] main object shall be to promote studies that aim at a unification of the theoretical-quantitative and the empirical-quantitative approach to economic problems that are penetrated by constructive and rigorous thinking similar to that which has come to dominate in the natural sciences" (Frisch, 1933). Economists assume that consumers are conscious of the physical and nutritional health criteria of agri-food products.

Economic methods are used to observe and measure the market response to firms' actions. The store scanner data are available at the aggregate level. They reflect the market structure and the price-response functions and competition dynamics but have limitations in terms of details (brand, quality range) (Breidert et al., 2006). The consumers' panel, depending on its data collection protocol, can deliver information about the consumers' choice (brand, quality).

Non-hypothetical data are relevant for exploring the market but must be interpreted with the assumption that all information is not known by consumers, social and psychological biases influence the consumers' decisions and that competition is not necessarily based on price and cost (availability of similar products at several prices shapes the market situation). Market data should reflect the market results that have been identified in hypothetical surveys.

The observation and analysis of the price premium with market metrics instead of consumer metrics avoid the biases associated with hypothetical responses and unrealistic scenarios (Breidert et al., 2006). A non-hypothetical study situation is supposed to be less influenced by a desirability bias. Real data also estimate competition and price adjustment (Gabor et al., 1970). Nevertheless, we note that non-hypothetical data are influenced by the market price itself, budget, or real necessity of purchase (Ginon et al., 2014). The interest of the study is not the customers' segmentation and understanding of personal variables that must influence their choice.

Market metrics reflect the market dynamics and the combined results of price, quality signals, and sales volumes. Regardless of the customers' diversity, we assess the significance and the strength of these relations. commonly purchased products with a specific public policy that shapes the information in the market (1). The market became highly differentiated and dynamic in response to new consumers' concerns, in particular social interests and environmental awareness (2).

In response to the intensification of animal product production, the European institutions developed new policies regarding animal production diseases, sustainable intensification, and animal welfare. The objective of any labeling system developed and delivered by the public authority, is twofold: ensuring and protect the consumers, and establishing consistent standards for the market. They elaborated a official marking system to meet new consumer concerns about technical assessments of farm animal welfare.

Each code dovetails with a list of minimum standards per production method. The code is directly printed on each egg and gives information about the country, the producer, and the method of production to allow consumers and stakeholders to get information. The French market split the free-range category into two sub-categories: the free-range without the Label Rouge, and the free-range with the Label Rouge. The obtention of this official quality signs in addition to the egg code requires specificities in terms of production methods (hens' food, available space indoor and outdoor,...).

Following the liberal and optional perception of social responsibility, the public authorities did not enforce measures but made mandatory information in the market. The market benefits from a homogenous information situation concerning the production process and product quality.

Following the new consumers' concerns and new legislation, the offer for alternative production methods increased and developed general market trends (1) with new consumer behavior (2). The table egg market has already been studied in marketing research (3).

General market trends

France is the first European egg producer in Europe but the market equilibrium is precarious d.). This difference between volumes and value is explained by the increase of alternative egg sales despite a price premium. Between 2006 and 2015, the barn method increased by 152%, the free-range increased of 52%, the Label Rouge of "only" 35%, and the organic shows the best increase with 132% (ITAVI, 2015). These new trends contribute to a better profitability and value creation. "interesting finding emerging from our analysis is that the retail price premiums observed for cage-free and free-range eggs appear much larger than the estimated cost differences at the farm level." (Chang et al., 2010, p. 421). The marketing input is aimed to create financial value along the value chain. Responding to the new concerns of society and some non-governmental organizations, some stores and brands decided to stop the distribution of battery hens since 2014 25 . Moreover, the French government claimed several times the wish of prohibiting the sales of battery hens' table eggs 26 .

Consumers and table eggs

Eggs are largely consumed with a mean of 248 eggs per year per French consumers (including egg products -processed food) (Guibert & Victoria, 2010). An interesting fact is that the consumers are not able to differentiate the production method by tasting, as it does not affect the product (Guibert & Victoria, 2010). Eggs are credence goods that use labeling to signal quality (Roe & Sheldon, 2007;Nelson, 1970). Several studies in marketing and economics investigated the consumers' preferences according to environmental, technical, and social quality. The ethics of each production method is assessed by consumers, according to their interests, lifestyle, opinions, and attitudes (Funk & Phillips, 1990). According to Funk and Phillips (1990), the egg market presents four segments.

The consumer demand for eggs has changed, and the segmentation might be refreshed with new criteria, such as environmental and social consciousness criteria. An important survey has been conducted in 2013 by the agency Consumer Science and Analytics (CSA -« Perception et consommation des oeufs en France », 2013) and delivered valuable information about egg consumption. French consumers support alternative breeding 27 . The production method is the second concern of consumers, after the laying date. The type of production method is more important for consumers below 49 years old than people over this age. Only 15% of consumers declare to do not pay attention to the production methods, and 49% claim buying mostly freerange hens' eggs. Product origin is an important criterion for 89% of consumers, and table eggs 25 https://www.l214.com/distributeurs-bannissant-oeufs-batterie 26 https://www.ovocom.fr/interdiction-des-oeufs-de-batterie-la-promesse-en-trompe-loeil-du-gouvernement/ 27 https://oeuf-info.fr/infos-filiere/les-chiffres-cles come almost entirely from French producers. Even though it has been proved to be inaccurate, 79% of the consumers think that the production method influences the taste of the eggs especially seniors (over 65 years old). Consumers have two main sources of information to make their purchase decision. They mainly focus on in-store information (price ranges, marks, store types, and brand types) and their personal beliefs towards animal welfare, healthcare, environmental and social concerns (Shepherd, Magnusson, & Sjödén, 2005). Price is the third most important criteria for consumers after the laying date and the production method. More than 80% of consumers buy eggs in supermarkets or hypermarkets, and 6% in specialized stores. Direct sales (either local farms, neighbors, or personal hens' production) represent 33%

of the respondents, whereas the convenience stores (market, butcher, dairy-delicatessen business…) record 25% of consumers.

Table eggs are non-expensive animal products compared to meat and fish but show large price differences in the market. The consumers shift from battery eggs to higher quality, involving acceptance of a price premium, and manly purchase the products in supermarkets and hypermarkets (51%) (See appendix 3 and 4).

Previous studies on egg prices

Table eggs are adapted to hedonic price and elasticity methods of measurement. The market data must show several quality ranges with easily distinctive criteria. The quality range must be discretely identified by the customers and appears in the market database. The case of eggs interested the academics because of its heterogeneity, its trends, and its credence quality.

Previous studies investigated the hedonic price and the willingness-to-pay for table eggs according to various criteria.

Batlzer ( 2004) conducted a study in Denmark using detailed scanner data from a major retailer to assess the elasticity of egg varieties. The consumers were found conscious about food quality and safety. The market might be too narrow to support a large number of varieties, and may confuse the perception and lead to a biased purchase choice. The varieties were found substitutable (barn, free-range, organic) except for pasteurized eggs, maybe because there is no safe substitute. The health motive shows a lack of elasticity with social and animal welfare motives.

Karipidis and al ( 2005) conducted a hedonic price study for eggs, based on data obtained from labels of eggs packages found on the shelves of representative retail shops in Greece. The most important motives are egg size, omega3 enrichment, package appearance, and the poultry feeding system, either organic or free-range. The retail chains reduce egg retail prices and weaken bargaining power for producers. The marketing mix is supposed to have an effect on willingness-to-pay, and improve competitiveness. The quality-control system is found positively impacting the expected influence on price. The study was conducted the year of the European directive implementation, in 2004. The authors suggested that "additional policy measures must be implemented in order to improve the quantity and quality of information provided to consumers and product promotion through mandatory implementation of qualityassurance systems such as HACCP 28 " (Karipidis et al., 2005, p. 72). The authors consider that uncertainty reduction implies risk reduction stemming from consumption, and influence positively the consumers' behavior.

Chang and al ( 2010) analyzed prices of several varieties of eggs using retail scanner data in the U.S. They calculate the hedonic price with the semi-log Rosen model. The results revealed a high price premium for cage-free (including barn and free-range eggs) and organic quality, but a small market shares for such products. The calculation of the implicit price of egg characteristics is valuable because it indicates whether the investment in a certain type of production system is profitable, and can help to foresee the potential impact on market prices.

Another study on Danish willingness-to-pay has been conducted by Andersen (2011) to estimate animal welfare influence. Primary and secondary data have been used in a household level panel combining real purchase data and survey data on different types of eggs. He used a mixed logit model to evaluate the marginal willingness-to-pay. They used the least-square method. Two models are used to assess the results with and without the perception of animal welfare. In both models, organic eggs have the lowest mean willingness-to-pay but the highest standard deviation, because the population willing to pay a price premium higher is bigger for organic eggs than other egg types. The results show that barn and free-range eggs are closer substitutes than the barn and organic types. Free-range and organic are close substitutes as well.

Animal welfare has a significant effect on willingness-to-pay. The purchase of organic eggs is not solely driven by private motives (safety) but also altruistic motives. Nevertheless, the effect of animal welfare on predicted purchase shares is relatively small.

28 HACCP is a preventive system assuring the safe production of food products. Nevertheless, conventional cages for hens (battery) are not attracting consumers anymore. A study conducted in the U.S (Ochs et al., 2019) assessed the consumers' willingness-to-pay for several quality attributes with a choice experiment (hypothetical survey). The survey did not concern the high-quality production process (organic, free-range…) but only lower quality hen housing systems. In the experiment, they used videos to inform about the hens' housing conditions for the conventional system (battery), enriched colony (special cage system), and cage-free (barn). The results show that the housing system (battery, cage-free…) has an influence, especially when the housing information is clear to consumers. The information about housing lowers the willingness-to-pay for the enriched colony and cage-free housing. The certification agencies' verification of quality increased the willingness-to-pay, especially with the video information.

In these studies, one of the limits is that consumers may confuse barn and free-range hens' products. The lack of understanding regarding the production system includes the hens' living conditions and the environmental impact. "With the lack of knowledge regarding the specification of the free-range label coupled with the high price relative to the closest substitutes, quality-conscious consumers tend to choose either barn eggs or organic eggs instead." (Baltzer, 2004, p. 86) Information is crucial, especially because the market offer bundle attributes and redundantly label attributes. For example, an organic product is both cage-free and free-range, and the color of eggs in the U.S gives information about the type of feeding (Chang et al., 2010).

Nevertheless, the "increase in information quantity does not always bring more transparency about the production methods. On the contrary, information overload can turn out to be as detrimental as the lack of reliability of data" (Bismuth et al., 2018, p. 371). The third-party verification is also bringing value with a higher willingness-to-pay. The certifying entity is considered important to consumers in the United States.

The demand analysis aims to investigate the influence of official quality signs in a multi-signals market. We describe meticulously the three databases (1) and present descriptive statistics (2) to offer a market overview.

The study is based on three databases to trace the outlines of the table egg market. Two databases come from Kantar Consumer Panels with a verified data collection process that

The second Kantar database presents the egg market according to its brand types: national brand, private brands, discount brands (including hard discount), and the product with no brand.

The database contains 75 observations from January 2012 to October 2017.

In October 2017, Kantar changed entirely their data recording process that enables us to use further numbers. The Kantar data are the result of the collection of statements of purchase by the panelist. They record their purchases and inform the institute. The method of collection is made in two stages:

 First stage: The panelists make their purchase in-store  Second stage: They scan their products to record the information In the Kantar dataset, each line corresponds to a month, plus the last record at the end of December. The information about the type of brands, the size, and the quality range is available, but these data are independent. All the prices are all taxes included, and the volumes are only shown in percentage.

The second source of data is from Les Réseaux des Nouvelles des Marches, a French public service depending on the Ministry of Agriculture and Food. Surveyors are in charge of scanning the price of agri-food products and flowers on the French territory. They offer objective and neutral datasets that are used as a reference by interprofessional organizations, The European Union, the government, media, and economic actors. The prices are available at several stages, depending on the product: production, shipping, wholesalers, and stores. They watch the price in thirteen different locations all around the mainland France.

We extracted a dataset that contains the price of fresh eggs at the store stages from the first week of July 2007 to the first week of February 2020. The weekly observations were made every Thursday for organic and non-organic six egg batch units. Store prices were recorded in conventional and discount for organic and non-organic, and in specialized stores that only sell organic products. The organic products wear the European organic label. All the prices are all taxes included. Datasets are independent of each other and required some adjustment to compare and use effectually the data. The data of RNM has been adjusted to suit the data of Kantar for some analyses below, by switching the units from price for 6 eggs to price for 100 eggs.

The dataset offers the prices for three egg sizes: medium, large, and extra-large. We choose to retain the prices of large eggs as it is the egg size of the store type dataset.

The Kantar WorldPanel delivers information about the brand types that are mostly purchased by consumers.

National brands are the most expensive with a mean of 23.10€ for 100 eggs and 25.10€ in October 2017. The price increased by 17.95% during the studied period (R²=0.81). The second most expensive brand is the private label with 21.70€ in October 2017, but the evolution rate is negative with a decrease of 3.30% over the same period (R²=0.33). Pricing decisions of the two brand types seem opposed, with private labels showing competitive pricing and national brands using price as a quality signal. The discount brand is far cheaper with 11.30€ in October 2017, and a tendency to decrease along the period, even with an evolution rate of 4.63%. The nobrand category price is also declining.

The market is largely lead by national brands and private labels despite a high price. The sales volumes of national brands slightly tend to decrease (R²=0.29) whereas the private brand category has a positive trend line that is more constant along time (R²=0.77). The discount brand category is strongly declining over the period.

The lack of details in this Kantar Panel only informs us about the global market positions of the brand types. The discount brand and the no-brand categories were a small part of sales volumes in October 2017.

All the stores do not offer the same quality ranges. Medium and large-sized stores and discount stores sell all types of quality ranges, including organic. Non-organic quality is clearly below the organic price. In terms of price for organic quality range in February 2020, specialized stores (36.50€) were followed by the conventional (32.33€) and the discount stores (27.50€). All trend lines show a higher consistency than non-organic price trend lines. We observe a gradual increase in the specialized stores' price difference, while other store types are decreasing, confirmed by the trend lines. Specialized stores show the only positive trend line in the market and the highest consistency along the period (R²=0.43).

The discount (R²=0.41) and the HSMKT (R²=0.23) price trend lines are both decreasing. Nonorganic products also have a negative trend line along the period and show a lower standard deviation (HSMKT R²=0.09; Discount R²=0.16). The price varies less for non-organic quality, as observed in the graph.

This study is elaborated with two complementary methods. We use hedonic price to estimate a descriptive model of table egg price and determine its structure (1), and price elasticities to include the analysis of sales volumes, and the influences exercised between the different available quality ranges (2).

The hedonic price method assesses the financial value conceded by consumers for each attribute, and provide a comparison of similar products according to their specificities. We chose the semi-log model over the linear model to reduce the heteroskedasticity. In a semi-log model, the estimated coefficient corresponding to dummy variables are not equal to percentage changes, and the predicted price is not a sum of the variable multiplied by a coefficient (Chang et al., 2010). The full regression specification estimates the hedonist price of eggs as a function of several egg production characteristics.

Marketing tactical actions

Customer Impact

Market Impact Where CF is the cage-free characteristic, FR is the free-range characteristic, OQS is the fact that the egg wears an official quality sign whether it is a Label Rouge or an Organic label, OR is the organic characteristic and LR is the Label Rouge characteristic. We remove the No-sign category as it gathers several quality ranges. The category is not significantly representing any quality range and would bias the results.

Table 36 contains the complete list of the available variables in the sample, the abbreviations, and some descriptive statistics. The characteristics are dummy variables. The assumption that consumers are well aware of each mark's characteristics is the basis of the hedonic price function. This first estimate does not assess store or brand effects.

We conduct a second range of equations using the database of Le Réseau des Nouvelles des Marchés. We investigate the influence of store type in price formation and we wonder if the store type has a better influence on price formation than the organic quality. Dummy variables correspond to the store type, namely conventional, discount and specialized stores, and organic quality.

This classification gives us information about the value creation of the organic feature. Indeed, the organic label combines all the characteristics of other marks. The purpose is to identify if the store type creates significant value. We conducted two different regression to understand price formation. We elaborated the first model as follow:

𝑙𝑛𝑃 𝑖 =∝ +𝛽 1 𝑆𝑇𝑂𝑅𝐸 𝑖 + 𝛽 1 𝐵𝐼𝑂 𝑖 + 𝜀 𝑖
where STORE is a dummy variable for store type criteria (Supermarket -Specialized store)

and BIO is a dummy variable for the organic criteria. Non-organic HSMKT products are the basis. We want to observe to what extend the store types influence price formation for all types of products and measure the influence of the organic feature. A second extended model is expressed as:

𝑙𝑛𝑃 𝑖 =∝ +𝛽 1 𝐻𝑆𝑀𝐾𝑇𝐵𝐼𝑂 𝑖 + 𝛽 2 𝐷𝐼𝑆𝐵𝐼𝑂 𝑖 + 𝛽 3 𝑆𝑃𝐸 𝑖 + 𝜀 𝑖
Where HSMKTBIO is a dummy variable for organic products in supermarkets, DISBIO is a dummy variable organic products in discount stores, and SPE is a dummy variable for organic products in specialized stores. We measure the organic product value creation in all store types.

Non-organic products are the basis. This model delivers information about the weight of store type criteria for organic products' price formation. We suggest that the store type can modify the organic quality value creation. We conducted a hedonic regression to measure how organic characteristic price varies in stores. The regression indicates the weight of the store only for organic products. Table 40 shows the dummy variables we used to assess the store type influence on organic egg price formation.

The investigation toward the price-elasticity completes the hedonic price analysis of market data because it

To complete the evaluation of the marginal WTP and the assessment of quality signals influence in sales volumes, we evaluate price elasticity according to the quality range.

The Kantar panel database for quality range delivers information about the sales volumes in addition to market prices. The price elasticity method measures the change in quantity demanded of each egg variety following a change in the price variety of either the product itself or another egg variety.

The product demand is a log-log model. We observed the impacts of other egg types' price variation.

𝑙𝑛𝑌 𝑖 = 𝑏 0 + 𝑏 1 𝑙𝑛(𝑋 1 ) + 𝑏 2 𝑙𝑛(𝑋 2 ) + 𝑏 3 𝑙𝑛(𝑋 3 ) + 𝑏 4 𝑙𝑛(𝑋 4 ) + 𝑏 5 𝑙𝑛(𝑋 5 ) + 𝑏 6 𝑙𝑛(𝑋 ( 6) )

Where 𝑙𝑛𝑌 𝑖 is the predicted sales volume, b0 is the model intercept, and all the following factors are price variation for each production methods: b1 for battery production methods, b2 for barn production methods, b3 for Label Rouge production methods, b4 for other free-range production methods, b5 for organic production methods and b6 for no signaled production methods. The no sign category is not integrated into the study, because of the mix of variety it gathers. The category may blur the data and the results.

The values of the intercept and coefficients are obtained through multiple regression analysis employing Rstudio software (DevelopmentCoreTeam, 2005) with the time-series data of the dependent and independent variables as inputs. The demand function is equal to the sales volumes in percentage. The variety model assumes that the various types of eggs can be interpreted as the variation of the same product. Thus, when a consumer buys one unit of the product, the unit is perceived as a set of attributes related to the variety. Consumers may consider switching attribute to get a better interest, either financial by turning to a cheaper option, or quality by accepting a price premium to obtain a better quality.

Economic methods present several advantages to complete the current literature concerning the market performance of quality signals. We selected the table egg market because it presents several criteria that make it a case study. The product itself is adequate because all quality versions are similar in taste, despite the production process. It is a commonly purchased good in which credence is central in customer decisions. The concern of consumers for the production method, their awareness of the signals in the egg market and the size of the market are together drawing an interesting case to investigate the demand for official quality signs products. Also, the market is dominated by public policy in addition to official quality signs that deliver clear in-store information about production process quality. We elaborate two main studies based on store scanner data and consumer panel data. The hedonic price method evaluates the importance of each criterion in the product price formation.

The price elasticity identifies market dynamics and the importance of price in purchase decisions (sales volumes). It takes into consideration the competitive environment and the substitutability of products. The data show a wide market price range, especially for quality range segmentation.

The demand for both official quality signs is growing, despite their high market price. These results suggest that consumers consent to pay a price premium for higher quality. Moreover, the market shares for national brand and private labels confirm the interest for higher quality products. Battery range is the leader on the market in terms of volumes. The barn range represents a very small part of the sales, and its trend does not suggest a bright future. Both low-quality ranges are in critical situations. The amount of the price premium for organic quality varies according to several other in-store information such as the store type. The price premium is higher in specialized stores and supermarkets, but only specialized stores show a positive trend for a price increase. Discount stores and discount brands both show lower prices and sales volumes in the market.

The databases have been investigated with preliminary analyses (1). Brand type and quality segmentation have been compared to understand their importance in-market results. The combination of price and sales indicate theoretical market shares. The results of economics methods are displayed with first the hedonic price and second the price elasticity (2).

The observation of the databases indicates valuable information about the market. We first focus on the price premium for official quality signs (1) and look closer at the market trends and market shares for quality ranges and brand types (2).

To observe the price premium for official quality signs, we compare the product with the organic label and Label Rouge to a non-labeled product but high-quality product: free-range eggs. Figure 25 presents the price difference between the free-range for both official quality signs all along the studied period.

Both official quality signs show a price premium compared to the free-range during the entire period. The organic quality has a higher price premium in an increasing but unstable trend. rise. The price premium was at its lower point in July 2012 (4.38€) and reached its peak of 10.4

in August 2015, showing a slightly higher result than organic. Then, the trend slightly decreases until November 2019, while the organic price premium increases, creating a gap between the two official quality signs.

The WorldPanel Kantar databases enable the calculation of the market shares according to quality ranges and to brand types. The market shares deliver additional information about the consumers' behavior and the market dynamic. We look at the correlation between price and volumes. Then, we deduced the market shares with the two databases available on price and volumes.

𝑀𝑎𝑟𝑘𝑒𝑡𝑆ℎ𝑎𝑟𝑒𝑠 = 𝑀𝑎𝑟𝑘𝑒𝑡 𝑝𝑟𝑖𝑐𝑒 × 𝑆𝑎𝑙𝑒𝑠 𝑉𝑜𝑙𝑢𝑚𝑒

An important market share for a quality sign is an indicator of its strength on the market, and its contribution to marketing assets, stakeholders' bargaining equilibrium, and political change.

Table 35 displays the correlation coefficient between price and sales volumes for each quality range. Label Rouge shows an almost inexistent ratio (0.03) and the free-range have a very low negative coefficient (-0.17).

The organic coefficient is positive and medium (0.32) whereas the barn shows the opposite orientation (-0.32). Standard has a strong and positive correlation coefficient (0.69) due to the large and constant decrease in sales and price over the studied period. The results show a large disparity, highlighting the market dynamics.

Market shares confirm the market dynamic and disparity. The decrease of battery eggs reflects its colossal loss of value on the market. In June 2018, free-range market shares surpassed the battery eggs' (respectively 614.23 and 586.36). In November 2019, organic range surpassed the battery eggs' (respectively 499.07 and 486.50). These three quality ranges show a distinct trend, whereas the two others are more constant. Figures 26 present drastic changes in the market in favor of medium-and high-quality ranges.

Table 29 displays information about the trends and market shares. The decrease of battery eggs is the only negative trend (e= -84.64%) and constant over the period (R²=0.94). The battery range is projected to decline steadily with a great negative slope coefficient (e= -3.6125; R²=0.94).

The category is nevertheless greater than barn and Label Rouge (respectively 51.30 and 202.27) in terms of mean market shares (237.79). In December 2019, barn eggs were still lower (154.00) than no sign (201.40). Barn and Label Rouge have the lowest positive trend line coefficient.

The barn coefficient is not stable over time (R²=0.06), consistently with the graph that shows an increase largely due to activities in 2019. The positive trend of Label Rouge will probably continue increasing in 2020 (R²=0.54). Free-range and organic have stronger and more reliable coefficients. To understand the influence of pricing on market shares, we look at the correlation between price and market shares. 
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The organic category shows a medium correlation, while all others are quite low. The results

show a lack of influence of price on market shares for most of the quality ranges. Price elasticity analysis will be displayed further.

The correlation is more homogeneous for brand types than the quality range in terms of strength.

National brand and private labels have a negative coefficient (respectively -0.55 and -0.65). No brand has a stronger negative coefficient (-0.88) and discount brand is the only positive relation (0.50).

National brand Private label Discount brand

No brand -0.55 -0.65 0.50 -0.88

Market shares present two distinct clusters. In contrast with quality ranges, the trends are more constant, and the gap between on one side national brands and private labels, and on the other side discount brands and no-brand products. The decrease in discount brands is the most conspicuous (-69.84%), while both national brand (16.84%) and private labels (13.78%) increased. They both overlapped often during the period.

Private brands have a higher mean market share but were still behind the national brand in December 2019 (respectively 848.47 and 918.66). Moreover, the private label category has a stronger positive trend coefficient than the national brand, and its trendlines are more constant over time (respectively R² = 0.1472 and 0.5782). The negative coefficient of the discount brand is high (-2.1356) and constant (R²=0.88). The products without brands and positively increasing over time. Correlation of price and market shares for brand types are different from the correlation for quality range.

Concerning quality ranges, the constant is positive with a negative coefficient of 1.30. An increase in price leads to a decrease in sales volumes. The standard error is high considering the large price range available on the market. The result suggests that price influences demand.

However, the adjusted R-square reveals that the exogenous variable explains 29.69% of the sales volume. We conclude that the price is a significant factor, but we suggest that other variables drive the demand. The results of brand types are different. The constant is negative and the coefficient is positive. The table is quite revealing in several ways. First, unlike the quality range segmentation, the influence of a price increase has a positive influence on sales volumes. Second, the standard error is more important for brand types than quality. The adjusted R-square is high (R²=0.4578), which expresses a higher predictive power of the model of brand type than the quality range model (R²=0.2969). Both models show a significant relationship between the exogenous and endogenous variables.

Quality signs segmentation explains less efficiently the price in table eggs than the brand types.

Standard eggs are decreasing drastically in terms of price and volumes, conducting to a large loss of market shares. The category lost its position of leader in 2018, overtaken by free-range and later in 2019 by organic categories. Both quality register an increase in market shares and a slight decrease in market price. Label Rouge has a less important increase in market shares and increased slightly its price. Finally, barn eggs represent a small market share with an increase in 2019 that must be due to the cessation of battery egg distribution.

The method of hedonic pricing (1) is used to identify the retail price structure of eggs by estimating the shadow prices of their attributes in two models: quality range and retailers. Then, we complete the market-product performance with price elasticity (2).

Following the 3C-SR model, we consider that if the commitment (quality) is associated with consistent relationships and form a complex constellation, the partners' together co-produce value. Store type and quality range together influence consumer perception and lead to a change in willingness-to-pay and willingness-to-buy. The market data should reflect this effect.

The bptest rejected the null hypothesis of homoskedasticity.

Heteroskedasticity is due to the aggregation of price and quality sign variables. We corrected the regression using heteroskedasticity-consistent standard errors (See appendix 6: semi-log hedonic models estimates before heteroscedasticity correction). We estimate the weight of each quality sign in the price formation and compare their influences. The equation includes the year index from 2013 to 2019, with the base of 2012.

Table 38 presents the results of the hedonic regression based on the 515 observations of the time series. We first notice all quality characteristics add value to the product, and are significant (p=<2e-16 ***). The coefficient corresponding to official quality sign is the most important with 0.336, followed by the free-range (0.330) and cage-free breading (0.164). The presence of a quality sign significantly adds value (0.278). The table shows a slight significant variation due to the organic attribute. The significant negative influence of Label Rouge (-0.058) proves its lack of efficiency compared to organic but also shows a positive effect of official quality signs. The lack of significance of the time indexes in 2013 must be due to the change in farms because of the European nomenclature.

In the previous hedonic regression, we reported the positive and significant influence of the organic label on price formation. As we already suggested, other factors influence the shadow price of organic. The bptest rejected the null hypothesis of homoscedasticity for both regressions.

The test suggests the presence of heteroskedasticity. We consequently report White's heteroskedasticity-consistent standard errors. Table 38 shows the descriptive statistics for equation 3.

Table 7 shows that the three characteristics are significant at a < 0.01 level. The results confirmed that in any store type, organic quality creates value. Nevertheless, this value is unequal. The weight of specialized stores in organic price formation is the highest (0.675), followed closely by the conventional store (0.591). The discount store stays positive but is way weaker than others (0.421). The price premium for organic eggs changes according to the store type.

In-store, consumers chose a product among many substitutable products. Products are characterized by significant singularities for consumers: production method (free-range, barn…) and quality (marking system and official quality signs). The date of the study lead us to a distrust of the numbers, but the presupposition tinged with an idealism that consumers became more familiar and got more information about the European directive marking system.

According to the economic standard model, consumers decide through a multiple-stage purchase process that implies utility maximization and budget. The Breusch-Pagan heteroscedasticity test revealed heteroskedasticity.

Table 51 presents the elasticity with heteroskedasticity-consistent standard error. According to the small number of observations (n=103), we focus on the results which present a probability of error up to 0,05%, to reduce the chance of a false positive (Type I error). The results reveal asymmetrical elasticity in the market.

Own-price elasticity is only significant for eggs without official quality signs. In the case of the barn and free-range quality, the elasticity is negative (respectively -1.8374 and -1.8956). Battery eggs register a positive effect of price increase on its own sales volumes (1.7169) and a negative effect on free-range sales volumes (-2.4198) and organic (-2.9213). Sales volumes of barn eggs do not significantly respond to any other products' price change, whereas free-range respond to all price changes, positively for the barn, Label Rouge, and organic (respectively 0.7297, 1.1438 and 1.8666) and negatively for the battery (-2.4198). Concerning the official quality signs, the Label Rouge sales volumes are positively affected by barn eggs price increase (0.8435) and surprisingly negatively for the free-range price increase (-0.7323). We note that the price increase of Label Rouge influences positively the free-range volumes (1.1438). The organic sales volumes increase in case of a price increase of barn (0.9065) and Label Rouge

(1.3565).

In the present study, we have analyzed the hedonic price for egg quality following the European regulation and official quality signs, and the weight of the store type in organic label valorization.

From a theoretical perspective, the results are consistent with the value creation power of credence quality for agri-food products (Auger et al., 2008;Baltzer, 2004;Bismuth et al., 2018;Ochs et al., 2019). The hedonic price method of table eggs indicates a positive and significant price premium for both official quality signs, and the most important value creation is from the free-range criteria. Nevertheless, the statement that "Free-range eggs are close to organic both in attributes and price and therefore prefer organic eggs, which yield both a familiar label and perhaps also an expected positive health effect." (Andersen, 2011, p. 581) is not confirmed because of the significantly smaller price for free-range eggs without official quality signs. The higher quality of free-range production compared to battery or barn combined with an intermediate price for customers helped the quality range gaining market shares and becoming the market leader. Free-range category presents a lot of elasticity compared to other quality range. We confirm the findings of Andersen that evoke the substitutability of both barn and free-range eggs but in a unique sense relation. We found that free-range is the substitute for higher-quality range (Label Rouge and organic). The results do not confirm the work of Bernard and Bernard (2010, p. 473) which found that a price increase for non-organic products shifts consumers toward the organic version, more than the opposite. We suggest that this is due to the lack of consideration that there are other quality signals in the market that interfere in this elasticity.

Market shares are in favor of free-range breeding methods and divide the market into two categories: intensive farming and extensive farming method. The asymmetrical results for elasticity may be explained by other factorsfor example, other quality signals (merchandising and promotion), but also the product availability and the perceived price difference between available product qualities. Moreover, consumers do not have the same price sensibility according to their motivations and product type choice (Funk & Phillips, 1990). We also confirmed that the brand influences price formation (Larceneux et al., 2012;Larceneux & Renaudin, 2016) and must be an additional factor of elasticity asymmetry. The lack of own elasticity of both official quality signs may be also due to the consumers' inability to notice a decreased premium when observing price tags alone because of the lack of price knowledge (Aschemann-Witzel & Zielke, 2017).

Two major managerial implications emerge from the study. First, the lack of price sensitivity of official quality signs products' consumers indicates that the price of the labelled product can be high without hurting the sales volumes, increasing the opportunities for margins creation.

Second, we advise stores to play with price differences between the products to influence the sales in favor of expensive products, and use asymmetrical elasticity.

From a public policy perspective, the results show the effectiveness of the European directive to create value. The coding system and the ranking of the production process according to the social responsibility actions of farms deliver additional information that creates credence quality. A similar system could be elaborated for non-or less-processed farm products such as milk, chicken, or beef.

Our study does not reveal the combined effects of brand types, store types, and quality range due to the aggregate databases. The investigation of combined effects is necessary to understand the real power of official quality signs in the market. As a limitation, it has been noted that the results do not explore the customers' reasons for food choice and the results must be interpreted with caution to avoid over-interpretation.

Future research should investigate more the other quality signals to understand to what extent they influence the power of official quality signs. We suggest that a coherence in terms of social responsibility signals are generating value because it increase the price acceptance (organic and specialized stores). Consequently, inconsistent quality image (organic and discount store)

decreases the price acceptance of organic quality. The marketing actions that are in adequacy with 3C-SR increase the legitimacy of high price (Blombäck & Scandelius, 2013).

This chapter is an exploration of market data to analyze the influence of quality from a market perspective, completing the literature based mostly on hypothetical data. The first section justifies the choice of the methodologies and the field of research. The case of table eggs is a pilot case for the characteristics of the product, the legal framework for production process information, and the common use of both official quality signs. We analyze the databases with economic methods to understand how official quality signs influence the market performance of an agri-food product. We used three databases: two independent databases from Kantar Consumer Panels with price and quantity according to quality ranges and brand types, and a store scanner data from le Réseau des Nouveaux Marchés presenting the price of organic and non-organic table eggs in three store types.

Preliminary analysis revealed market trends in favor of high-quality products and a drastic decline in low-quality products. The analysis of a consumer panel database revealed that national brands are market leaders, closely followed by private labels. Discount and no-brand products are way below in terms of market shares. Brand types and store types are important variables for consumers.

Data analyses have been conducted with the hedonic price method and price elasticity. Main results highlight that the marking system established by public authorities increased quality information in the market. The outdoor farming methods create value in the market, and freerange quality became the standard, replacing battery eggs that are dedicated to disappear. We point out a weakness in terms of the Label Rouge effect and evolution compared with organic products. The elasticity and market shares confirm that price is not necessarily a competitive advantage, and consumers may be more sensitive to credence quality. Asymmetrical and heterogeneous results show that consumers of products without official quality signs are more price sensitive.

Following the model of 3C-SR, we wonder how connections enhance the value created from the corporate social responsibility commitment, and how this added-value is distributed between stakeholders of the value chain.

 o o o o o o o o o o o o  o o  o o o  o o  o o o
The use of marketing margins has particular importance to evaluate market results for the actors along the value chain. This second chapter aims to analyze the influences of official quality signs on marketing margins and margin distribution along the value chain. We will answer three main questions:

-To what extent high-quality products generate higher marketing margins?

-How the value is distributed along the value-chain for official quality signs products?

-To what extent coherence, connection and commitment generate more value for official quality signs products?

The first section presents the advantages of marketing margins analysis. We briefly present the market of oven-ready chicken, its specificities, and some general data about the market. Then, we will present the databases in detail and the selected methodologies used to conduct the study.

The second section is dedicated to the data treatment and results. We present the results of the preliminary analysis with the price formation along the chain. Then, we use the theoretical price method to compare the actual value of official quality signs to the market price. Finally, use present the statistical results on marketing with the use of dummy variables for identifying the role of official quality signs and retailer type in margin formation.

The conclusion of the chapter contains the discussion and limits of the results. This second market approach is elaborated on a methodology to investigate the marketing margins, a key indicator of value creation. We selected two markets: the table egg market (presented in the previous chapter) and the oven-ready chicken market (1). The analysis had been made with three store scanner databases from Les Réseaux des Nouvelles des Marchés (2). We combined three methods of data treatments to analyze the marketing margins distribution along the chain, the theoretical price of official quality signs products at retailers, and the weight of official quality signs in value creation (3).

Marketing margins indicate the value created along the chain, but also about the bargaining power of actors (1). We investigate the marketing margins of the table egg market and ovenready chicken because of their specificities and current market trends. We only present the oven-ready chicken market as the table egg has been presented in the previous chapter (2).

All middle-men in the value chain increase the price of the product, either for a service (e.g. transportation) or for a product transformation or improvement (e.g. processing food, packaging). The actors increase profit margins and guarantee of a good system, especially for perishable goods (Pokhrel & Thapa, 2007). The previous studies confirmed that the final value per unit of official quality signed product is higher than other quality range. The analysis of the market trends in terms of prices, margins, and price premium between different quality ranges of the same product deliver important information about the value creation process and the maturity of a market (Oberholtzer et al., 2006). The margins depend on manufacturer and retailers' interactions. According to the 3C-SR model, if retailers have the same commitment toward corporate social responsibility and build business relations, they should make more profit. Among the actors of the chain, retailers have a higher power in margin creation (Ailawadi & Harlam, 2004). Corporate social responsibility aims to rebalance the bargaining power of economic actors and distribute the marketing margin more homogeneously along the value chain, compared to standard products. We assume that the official quality signs should generate this effect if the actors have the same commitment. The intermediaries take a substantial proportion of the income accruing from the marketing of agricultural products, and the analysis of the net marketing margins of incomes is the most reliable to identify and assess the value distribution (Pokhrel & Thapa, 2007).

The use value creation derives from the resources used by the firms, either tangible resources such as machines and type of materials, and less tangible resources, such as brands and the actions of people within the organization. This use value must realize exchange value, made from an additional value to the cost of the resources input. Agri-food products acquire the official quality signs to create use value, with the hope that it will generate monetary value in the market. Both Label Rouge and organic Label signal a higher quality with a specific production method that is either perceived by consumers as better for the society, the environment, the breeding, or the health. Firms expect a higher exchange value and profitability. "Resources may be capable of producing profits, but if the resource owner, not the firm, is able to capture this exchange value, firm profitability will suffer." (Bowman & Ambrosini, 2000, p. 8).

This study analyze the value with the marketing margins. The lack of information concerning the external cost do not allow us to measure the added-value (Charreaux, 2014). Nevertheless, we consider from a market perception that a price increase is an increase of value in the market, but do not consider that a value increase indicates an increase of profitability. The analysis of price formation along the value-chain is performed to investigate the (in)efficiency of official quality signs at several stage. We identify where the value is created (monetary value) but also which actors capture the value along the chain.

The egg market has already been presented in the previous chapter. We present below the chicken market, a case study for Label Rouge (1). Moreover, the chicken market shows a peculiar trend for organic quality, and the market is very competitive and segmented (2).

The poultry industry was the pioneer of the Label Rouge development with the first official quality sign approved by the government in 1965. The label includes three main conditions: the type of animal feed, the free-range breeding, and the time of livestock growing. The poultry products are the first sector of Label Rouge and the fresh oven-ready chicken is the first branded item. "The scheme guarantees that customers are buying into the genuine article. […] It has made a vital contribution to sustaining rural development and bird diversity. They are many small family farms still operating throughout France who would have been f0orced off the land and doing something else if it were not for the label" (Parker, 2010, p. 24).

In 2017, 62% of the fresh oven-ready chicken were Label Rouge, 10% was organic and 14% were standard quality. The last 14% were wearing other certifications (free-range, region-of-origin…). The Label Rouge is qualified as the savior of traditional way rearing chicken, facing the industrial industry (Parker, 2010). The main objective is to create value for commodity market items. The French market of chicken is highly competitive and includes a large part of importation. The official quality signs are used to recapture the national market and increase the value of quality products, especially for a fresh oven-ready chicken. The inter-professional association Anvol expresses the necessity of conquering market shares and valuing animal welfare and the environmental-friendly methods of production. 29It is difficult to identify the value creation vectors for quality because of unclear information and the confusion between production systems and related product attributes. Consumer education partly relies on clear signals and transparency. Official quality signs are used for enhancing consumers' value perception and financial valorization of quality.

General market data and trends

Chicken production was in a positive trend but decreased by 1.2% in 2019 (FranceAgriMer, 2020). The sector represented a slaughterhouse turnover of 6.7 billion euros in 2018 (Volaille française, 2018). Two-third of the Label Rouge chicken volumes from the slaughterhouses go to conventional stores. The last third is distributed among wholesalers, which are intermediaries with butchers, catering trade, exporters, and all types of stores, direct export, industry, and others (freezer-centers…). 30The chicken market is threatened on one hand by the decrease of exportations, and on the other hand by the importation that increases national competition. Official quality signs are used to conquer the national market, but they impact more the whole chicken sales than chicken products.

The consumption of chicken products increased in France from 12.1kg per year per capita in 2000 to 19kg in 2017 (ITAVI, 2018). Oven-ready chicken consumption is decreasing compared to processed chicken food. The sector registered a decrease in terms of volumes but the price increased between 2017 and 2018 (Volaille française, 2018).

Consumers and chicken

A consumer study revealed in 2020 that 33% of the organic consumers consume organic poultry, a stable consumption trend since 2015. It is a higher percentage than other meat types, but less than eggs, vegetables, and vegetables (Agence Bio, 2020). Between 2017 and 2018, the sales of fresh chicken products are increasing in hard discount stores, while hyper-and supermarkets were quite stable. They are leaders in the market (45% of the sales in France are in hypermarkets and 20% in supermarkets). All other places (online, specialized stores, and convenience stores) registered a decrease in sales. The price is nevertheless slightly increasing in all stores, except convenience stores.

Consumers give higher importance to official quality signs for oven-ready chicken than processed or sliced products. The Label Rouge represents higher sales volumes than organic oven-ready chicken with 62.5% in 2018 (evolution of 0.8 compared to 2017) compared to 10.3% for organic sales (decrease of 0.2 points of percentage between 2017 and 2018). Standard whole-chickens represent 12.7% in 2018, whereas it is the leader quality for sliced or processed chicken products. Whole chickens are mostly bought in hyper-and supermarkets, representing The oven-ready chicken is rather stable along both periods. The price for standard quality in hyper-and supermarkets and discounts are lower at retailer stage than the wholesale price for label quality. The organic quality stands out in the graph. Not only their price are higher, but the difference in price is more important than Label Rouge and standard quality. The organic products show a disparity in price that is unique in the market.

We extracted a dataset that contains the price of fresh eggs at the wholesalers and the store stages from the first week of February 2010 to the first week of February 2020. The weekly observations were made every Thursday for organic and non-organic six eggs unit. The nonorganic wholesaler was Rungis and the organic in France Bio. The store prices were watched in hyper-and supermarkets and discount for organic and non-organic, and in specialized stores that only sell organic products. The organic products wear the European organic label. The organic products' prices are above non-organic eggs. The difference at the wholesaler stage is stunning. Both prices register a positive evolution rate. The standard deviation of non-organic is higher than organic at the wholesaler stage, but the opposite effect is observed at the retailers' stage. The wholesalers' price shows two peaks in 2012 and 2018 that may have been slightly reported on retailer prices, but not compensated. The price for non-organic eggs at retailers' are similar, with a slight but inconstant price premium for hyper-and supermarkets. The market price for organic quality in the discount store is less expensive than the wholesalers' price. We observe a higher price range for organic than non-organic products at retails. The pricing is different at each retailer.

The analysis of these databases is made in three steps. First, we conduct a preliminary analysis by calculating marketing margins for each dyad. Then, we use two methods to calculate marketing margins: the theoretical price of official quality signed products compared to standard, and an econometric model expressing the power of official quality signs and retailers in margin creation.

The marketing margin per unit is the price spread, which is the difference between the prices of two actors in the value chain. We assume the marketing margins at several levels. The literature mentions mostly the farm-to-retail marketing margins. The marketing margin include charges for all marketing functions between the two actors, without considering charges of the value creation. We consider several dyads to understand the value formation by functions.

Dyad 1

Dyad 2

- - - - -
where 𝑃 𝑇𝑃 is the theoretical price for the distributor, 𝑊𝑆 𝑛𝑜 the wholesalers' price for nonorganic eggs, ∝ 𝑜𝑞𝑠 is the coefficient for official quality sign at the wholesaler stage, and 𝛽 𝑐ℎ𝑎 is the coefficient for standard products from wholesaler to each retailer type.

𝑃 𝑇𝑃 = 𝑊𝑆 𝑛𝑜 × (1 + Ɣ 𝑇𝑃 )
where Ɣ 𝑇𝑃 is the total coefficient compiling (∝) and (𝛽).

Ɣ 𝑀𝑃 = 𝑀𝑃 𝑜𝑞𝑠 𝑊𝑆 𝑛𝑜
Where 𝑀𝑃 𝑜𝑞𝑠 is the market price for products with official quality sign at retailers stage, and Ɣ 𝑀𝑃 is the coefficient of market price for official quality sign based on standard wholesaler price. We then compare Ɣ 𝑇𝑃 and Ɣ 𝑀𝑃 .

The marketing margin function 𝑀 of product, i in period t is produced from the retailer 𝑏 𝑗 (discount and specialized stores) and the official quality sign 𝑐 𝑘 (Label Rouge or organic). The general empirical specification estimated using ordinary least-squares (OLS) for our case reads as follows.

𝑀 𝑖 =∝ + ∑ 𝑏 𝑖𝑗 𝑠 𝑖𝑗 𝑗 𝑗=2 + ∑ 𝑐 𝑖𝑘 𝑠 𝑖𝑘 𝑘 𝑘=2 + 𝜀 𝑖
where 𝑠 𝑗 … 𝑠 𝑛 is a vector of attributes that determine the price of the product. We employ dummy variable coding on the parameters 𝑏 𝑗 and 𝑐 𝑘 . In all models, the base product is a base product sold at discount and has no official quality sign. For table eggs, it is the most common package of 6 big egg boxes. The margins are expressed for a hundred eggs. For chicken, it is a whole raw oven-ready chicken sold at discount and has no official quality signs. The base product attributes are excluded categories in the regressions. The specialized store variable intrinsically includes the organic attribute. Beyond the basic model, we introduce interaction dummies between the official quality signs and the retailers. The model becomes:

𝑀 𝑖 =∝ + ∑ 𝑏 𝑗 𝑠 𝑗 𝑗 𝑗=2 + ∑ 𝑗 𝑗=2 ∑ 𝑓 𝑗𝑘 𝑠 𝑗𝑘 𝑘 𝑘=2 + 𝜀 𝑖
where 𝑓 𝑗𝑘 provides the interaction effect, showing how official quality signs is enhanced (positive value) or discounted (negative value) relative to the base case for any retailer. The econometric analysis was conducted using R-studio with robust standard errors. Tables 57,58, and 59 present the descriptive statistics during the observation period of each dyad. The second dyad is made of 2537 observations from the 10 th of January 2008 to the 28 th of February 2020.

The third dyad is made of 280 observations from the 6 th of January 2011 to the 27 th of October 2016.

The last dyad assesses the marketing margins of table eggs between the 4 th of February 2010 and the 12 th of March 2020, with 2640 observations. This section presents the results of the preliminary analysis, theoretical price, and econometric treatment.

We investigate the databases and focus on marketing margins creation for each product (chickeneggs) at each stage of the value chain by comparing price for each dyad (1). We deliver a graph presenting the approximate distribution of the product's price by the marketing function.

Concerning the oven-ready chicken, we detain information to analyze the marketing margins of Label Rouge quality compared to standard quality.

The mean marketing margin for the period of January 2011 to October 2016 presents better results for standard (0.90€) than label Rouge (0.85€). Nevertheless, even if they both present a positive evolution, the Label Rouge has a higher rate of growth (22.11%) than standard quality (11.65%), and according to the standard deviation, the standard quality is more stable.

The graph 38 reveals a higher marketing margin volatility for Label Rouge, with various variations and low peaks, while the standard quality shows a relatively stable result along the period. The second value chain stage is the wholesale-retail dyad. The wholesaler data only deliver information for standard and Label Rouge. We decided to exclude the organic retailers' information to focus on the Label Rouge value chain compared to a standard chicken. For each store type, the standard chicken registers lower mean marketing margins (0.97€ in HSMKT and 0.74€ in discount) than Label Rouge quality (respectively 1.67€ and 0.91€). Nevertheless, the discount marketing margin for Label Rouge is smaller than the marketing margin for standard chicken in hyper-and supermarkets. Standard quality shows a high price increase in hyper-and supermarkets (62.80%) whereas the discount store shows a small and negative evolution rate (-2.33%). The effect is drastically different for Label Rouge, with a negative rate in hyper-and supermarkets (-14.58%) and a small and positive rate in discount (0.95%).

The evolution of the marketing margins at this stage reveals high volatility. The Label Rouge in hyper-and supermarkets stay leader during the entire period with a distinct gap with other products. The Label Rouge in discount store presents an evolution in two phases. From 2008 to 2015, the marketing margin is mostly higher than the standard products, with high volatility and important low and high peaks. The marketing margin fluctuates constantly. After 2015, we the 28 th of February 2020). To have a better understanding of marketing margins for retailers, we computed both quality range marketing margins for HSMKT and discount. Discount stores registered their highest peak of computed marketing margin on the 4 th of February 2010. Since this date, their results decreased and created a more important gap with the hyper-and supermarkets' computed marketing margins. Despite the gap, both computed margins follow similar variations along the period.

The Farm-Retail monthly marketing margins data from January 2011 to October 2016 has been adjusted to monthly prices. The marketing margins are stable from 2011 to 2016. Label Rouge products show higher mean prices in both hyper-and supermarkets and discount stores. An interesting observation is the price of Label Rouge in the discount stores (1.36€) which is less expensive than the standard chicken in HSMKT (1.95€). Moreover, the price of standard in HSMKT has a positive trend evolution (14.98%) whereas the Label Rouge in discount decreased its price (-17.16%). Graph 43 shows that the trends are stable over time. The standard quality at hyper-and supermarkets is the most stable marketing margin, while the Label Rouge presents constant variation 2.46€ and 2.91€ for hyperand supermarket, and discount store register a margin close to 0€ in 2013.

We analyze the egg market marketing margin for the wholesale-retail stage. The graph 44

shows the evolution of marketing margins per quality range and store types the marketing margin is not in favor of the official quality signs at the retailer stage. We assume that the value is created elsewhere in the value chain.

Concerning the oven-ready chicken, Label Rouge products have a higher price at each stage but do not necessarily generate a higher marketing margin. The Label Rouge marketing margin

shows more volatility at all stages, including a higher uncertainty, but is not systematically performing. The analysis of the first dyad highlights a similar margin for both products' quality with a higher instability for Label Rouge quality. The analysis of the second dyad shows different results. In hyper-and supermarket, the volatility of Label Rouge is not refraining its marketing margin and is the leader. At discount stores, the Label Rouge marketing margin shows a different evolution and generates a smaller margin than standard products. The role of store type appears as important as the official quality sign to create marketing margins.

In October 2016, the approximate distribution by marketing functions shows that the wholesalers represent a large part of price formation, except for the Label rouge product in the discount stores, where it represents the smallest part of retailers' price.

- The approximate distribution of table eggs price by marketing functions in December 2019

show the higher price premium applied to organic eggs by retailers, compared to standard eggs.

Our results on the marketing margins of official quality signs show a complex picture. For researchers attempting to quantify the marketing margin along the chain, our findings suggest that official quality signs have a higher marketing margin volatility than standard products, especially for whole oven-ready chicken products. Moreover, official quality signs are not necessarily generating higher margins. Concerning the oven-ready chicken value chain, the marketing margin is more important for Label Rouge at the farm-wholesale stage, whereas standard generates more marketing margin at the wholesale-retail stage. The standard marketing margins for hyper-and supermarkets are in a promising evolution trend, and the stability of standard products makes the prediction more reliable. The wholesalers capture a high part of marketing margins, and according to the dyad 3 analysis, they create variation in the market.

Consequently, the retailers adapt their prices to the consumer demand, generating more fluctuation on marketing margins. Wholesale-retail marketing margin for table eggs show more stable results, and generate more premium for standard than official quality signed products for both retailers. We observe two periods of strong variation for standard eggs, certainly due to the adaption to European regulations. The marketing margins for organic products are very distinct in the graphs, highlighting the pricing strategies of each retailer.

To conclude, the marketing margins change according to the type of product, the official quality sign, and the retailers. The pricing strategy of the retailer can sometimes generate zero or even negative marketing margins, which are compensated by the standard product margins. Results are heterogeneous and the influence of official quality signs is hardly identified because it is related to other factors. The theoretical price method and the statistical method complete the overview of marketing margins.

The framework we have proposed assesses the importance of the interaction between the buyers in the value chain and the official quality signs. We first clarify the relation between prices and marketing margins using the theoretical price method. Then, we developed an econometric model that aims to calculate the weight of each attribute in margin creation. We analyzed the marketing margin as an indicator of the financial performance of organic products.

Following the methodology explained in the previous section, we calculate the theoretical price for each dyad and compare them with the actual market price. Concluding remarks are gathering the main findings.

Below are displayed the results of the ratios for each dyad, and the comparison with the market prices.

Dyad 1

This dyad observes the value created between the farms and the wholesalers. Table 66 shows that ∝ 𝑺 is higher (1.99) than the wholesaler ratio 𝜷 𝑾 (1.67).

Hyper-and supermarkets present the most stable prices over the period, with a low standard deviation (0.10) and a small evolution rate (2.13%). The discount standard deviation slightly higher (0.13) and an evolution rate of 9.60%. Both theoretical prices show a higher evolution rate than market prices (respectively 16.85% and 10.88%). Their ranges of variations are higher, but the difference between theoretical and real prices are more stunning for HSMKT than the discount store.

Dyad 3

The analysis of the farm-to-retailer dyad required the adaptation of retailers' data into monthly data.

∝ 𝑺 𝜷 𝑯𝑺𝑴𝑲𝑻 𝜷 𝑫𝑰𝑺

The ratio of hyper-and supermarkets is higher than the ratio of discount (respectively 2.42 and 2.23) and presents a higher evolution rate (9.49% and 2.15%). Figure 37 presents the theoretical and actual market prices. Theoretical prices are higher than market prices and show string variation along the period.

Market prices are more stable and tend to distinguish themselves in terms of pricing, creating bigger gaps between prices along time. The farm-wholesale dyad shows a higher theoretical price with a quite constant difference along the period. The evolution rate of real marketing margins evolved positively because of a price increase at the wholesaler stage for Label Rouge product and an unchanged farmer's price.

Simultaneously, the farm price of the standard products decreased and the wholesalers price was constant.

At the wholesale-retail stage in both markets, official quality signs create significant value. The theoretical price and market price show variations and evolved differently throughout the period. The market price did not increase as much as the theoretical price. The same phenomenon is observed for table eggs, with a more stable market price along with time and absorption of ratio fluctuation. Theoretical prices are higher and show more variation than the market price at the wholesale-retail stage in both markets.

Statistical models have been applied to both oven-ready chicken and table egg markets. These hedonic models specify the marketing margin of a product as a function of attributes that characterize the product. The first model contains baseline labeling estimates with no interaction dummies. We applied both models to each dyad to analyze margin creations, except the dyad 1, as there is no retailer type. All models are significant and have high explanatory power.

We analyze the dyad 2 and dyad 3 of the oven-ready chicken value chain.

Dyad 2

Table 73 present the results of both models. The second model shows better results than the first one. It presents a higher explanatory power (respectively R²=0.58 and R²=0.67) and a smaller residual standard error (respectively 0.28 and 0.25).

Table 74 presents the results of model 1. The hyper-and supermarkets, and the Label Rouge both are statistically significant premium in the specification with robust standard errors. The premium for retailer type is 49,77% and 43,19% for the official quality signs. The constant power is more important than the coefficient. The results are consistent with our prior expectations.

The second model includes interaction dummies for Label Rouge and hyper-and supermarkets.

The interaction terms indicate that Label Rouge has a significant premium for hyper-and supermarkets.

The interaction is significantly adding margin premium to 52.45%.

Dyad 3

The second dyad presents very high explanatory power (respectively R²=0.98 and R²=0.99) and also smaller residual standard error (respectively 0.12 and 0.09).

The robust standard error result shows a high parameter significance.

In the second model, when the standard errors are clustered, most attributes remain statistically significant (x<0.10). The interaction terms in table 83 indicate that organic label has a significant premium with hyper-and supermarkets (4.42).

We note that specialized stores only distribute the organic product, and the margin is only generated with these product types, whereas the hyper-and supermarkets generate margin with non-organic and organic products.

The statistical results highlight the differences between the official quality signs influences in two value chains. Dyads 2 and 4 show the wholesale-retail marketing margins of Label Rouge oven-ready chicken and organic table egg. Dyad 3 shows the oven-ready chicken marketing value for the farm-priceretailer chain.

The first statistical model reveals significant results for standard robust errors for all models, but the cluster standard errors results were not significant. The retailer coefficient adds more value than official quality signs in both cases. The Label Rouge increases the marketing margins (0.43), whereas the organic quality decreases it (-10.47). We also observe that, in the table egg marketing margin, the specialized stores capture an important value (7.70) contrary to hyperand supermarkets (0.85).

In this study, we analyze the marketing margins with hedonic methods for oven-ready chicken and table egg value chains. We identified how the margin is distributed in the chain, the role of each actor in the market value increase, and if official quality signs are efficient to create market value.

From a theoretical implication, we investigated the differences along the chain with the use of official quality signs. The results confirm a higher value for Label Rouge but not systematically with the organic label. The organic label creates value with the interaction with supermarkets or specialized stores. We cannot confirm if it is the consequence of a perceived consistency in quality signals, of if it is only due to the retailer price policy. For example, specialized stores ensure high quality products and responsible actions that justify a high price to consumers (Meehan et al., 2006, p.).

In business management, the findings suggest that discounts and supermarkets must rely on other quality products to balance the eventual loss for high-quality and compensate for the lack of performance of official quality signs by margining the other products. The performance of socially responsible actions could be enhanced by the increase of commitment and coherence within the shop with other quality signals such as coherent brand types, but also quality offered in the outlets. As an example, Carrefour launched in some cities in France several outlets specialized in organic food, competing with specialized stores.

From a political perception, official quality signs seem to reestablish the bargaining power balance along the value chain. As the European Commission claimed the necessity of saving agribusiness and empowering specific know-how, responsible practices, and agricultural heritage, the use of official quality signs and clear information may be a tool to save activity sectors. Nevertheless, the lack of information about the cost of production do not able us to know if it create benefits for farmers. Some limitations should be noted. First, our price analysis does not consider the expenses for each product type. Second, the interaction of other in-store information must be taken into consideration, such as brand and merchandising. We note that most retailers display nowadays organic products in a specific area. This strategy might create a coherent perception, and also a lack of possibility to compare prices between quality ranges. Finally, volumes of purchase would have been interesting to compare performance with global sales revenues instead of price per unit.

In this chapter, we conducted several data treatments to analyze the marketing margins and value increase along the value chain. We conducted a descriptive analysis of the data, calculated the theoretical price of products with official quality signs, and compared them with the market price, and finally, we elaborated a set of equations based on the hedonic method to understand the influential power of two quality signals: store type and official quality signs.

We observed a higher variability of marketing margins for official quality signs than standard quality, more especially for Label Rouge oven-ready chicken. The Farm-Wholesale margin is quite similar for both quality, but the risk due to the variability of Label Rouge makes the official quality signs less reliable. The wholesale-retail margin shows higher profitability for Label Rouge during the first part of the studied period, but the financial advantage decreased over time. The table egg marketing margin at this stage is less important for organic products than standard, sometimes even negative. Obviously, as sales at loss is forbidden in France, the arithmetic negative result only reflects a lack of profitability.

Both official quality signs increase the market value because of the price premium they generate, especially for egg products, but they do not reach a theoretical value. Retailers absorb market price variations and stick to their pricing strategies. Organic and Label Rouge are respectively profitable in specialized stores and supermarkets. Discount stores do not generate consequent margins, certainly to stick to a low-price strategy. But discount stores and hyperand supermarkets have the opportunity to compensate for the marketing margins between product types. Specialized stores cannot compensate with non-organic eggs but with other products.

We cannot measure to what extent the commitment, connection, and coherence have a positive influence on market-product performance for credence value. We notice some limitations to this study. Marketing margins are a good primary indicator but other criteria may complete the understanding of store type functioning. Additional elements in the databases, such as expenses, brand types, store types, etc. would complete our findings with the importance of consistency among market signals. principles" (Ferey and al., 2013). We elaborated a specific methodology of research to complete this doctoral thesis.

In the first section, we introduce the experimental approach and present the experiment with the research questions, the research model, the methodology, and further details about the experimental design. We justify and explain precisely the choice of the method and the observed marketing chain mechanism.

In the second section, we explain the data collection and treatments, present the descriptive statistics, and display the results with the tests of hypotheses and some concluding remarks. We discuss and conclude the study at the end of section 2.

First, we consider value from a consumers' perception. Following the mean-end chain analysis, attributes generate an added-value for the consumers, also called a mental consumer result. This value is subjective and must be measured for each customer. It contributes to customer-based performance. Second, we analyze the value from a market perspective. Several indicators are used to measure economic value, such as turnover and benefits. The two previous chapters focused on the economic results of marketing actions. The experiment must use primary data to assess together mental consumer results and market results.

Following the model of marketing value, the consumers' value created by an attribute is transformed into economic value. The value must know this creation and transformation.

Our thesis aims to observe the influence of marketing actions on market results in the agribusiness. We wonder to what extend official quality signs influence the revenue premium, and how the brand type interfere in the market mechanism to generate financial results (Ph Aurier, 2006). In the marketing-performance outcome chain, the key indicators of the productmarket performance include both the price and the unit sales. The revenue premium is one of the exemplar measures of this product-market performance (Katsikeas et al., 2016, p. 3). In that respect, because the price premium alone is not relevant to assess the performance, we must include the variable of unit sales. This study completes the market approach with information about the direct relationship between price premium and sales volumes. According to the reviewed theories and the previous studies, we define the main research question as follow:

 This central question is declined in several sub-questions that must be presented in this research.

We have confirmed in the market analysis that the official quality signs increase the market price without hurting the sales volumes. We analyze customer behavioral responses by focusing on willingness-to-pay, purchased quantity, and price acceptance.

Marketing action, strategy, resource

Mental consumer results

Financial results

Customer-based performance (operational performance)

Finance-based performance (organizational performance)    Previous research established a cobranding effect of brand and quality signs on perceived value and purchase decisions (Philippe Aurier & Fort, 2005). The perceived benefits for the brand and the perceived benefits of the label were not simply added to each other when they were together (Larceneux & Renaudin, 2016;Larceneux et al., 2012). The importance of the brand types has been confirmed in the market analysis we conducted. Based on these pieces of evidence, we include the brand type in our study to    These questions constitute the main focus of this research, seeking the behavioral responses to official quality signs and brand type.

To complete the research on the process of value creation, we include the consumers' perceived value. According to Zeithalm, it is "the consumer's overall assessment of the utility of a product based on perceptions of what is received and what is given" (Zeithaml, 1988, p. 14). Perceived value can also be approached as the value of the consumption itself, referring to the experience of tasting or using. We complete the measurement of perceived value with the dimension of spirituality because of the moral responsibility in organic consumption that may tend to spiritual growth (Holt, 1995).

 

We aim to investigate the conversion of the perceived value and spirituality into a price premium, purchased quantity, and price acceptance. We suggest that customer perceived value and spirituality influence market performance in an intermediate effect between stimuli and customer behavior.

 

Following our previous results, we suggest that the store type influences consumers' behavior.

The literature found that a positive store image influences significantly the purchase intention of consumers (Grewal, Krishnan, et al., 1998), but the studies focusing on the store types are rarer. We suggest that the store type which is the consumers' place of purchase influences the consumers' perception and behavior.



We also call into question the role of the reference price in the purchase decision. The reference price is confronted with the market price during the purchase, and the transaction utility is perceived as the difference between the two prices. The consumers assess the market price and make a decision.

 

We use the marketing literature to identify important variables that may influence considerably the results of WTP and purchased. We suggest that a previous purchase is a key determinant of several variables. The experiments consist of answering one specific question in an artificial and thumbnail environment. They must be controlled and replicated to observe reactions to a specific condition. The researchers provoke a situation in favorable conditions (Serra, 2012). In experiments, the key feature is "to deliberately vary something so as to discover what happens to something else later -to discover the effects of presumed causes" (Shadish and al., 2002, p. 3). An experiment is a test operated under controlled conditions to determine the cause, effect, and causal relationships between several variables. The randomized experiment is preferred because very few assumptions are transparent and testable in a stable environment. It increases the internal validity of the experiment, compared to the quasi-experiment. The external validity depends on the experiment itself and the sampling method that we discuss further. It also allows researchers to test specific relationships in a stable environment where only a few variables can be controlled and changed, to observe their real effects or non-effects. Several research methods imply different degrees of control.

At this stage, the stake is to elaborate a study that answers the research questions with a judicious choice of methodology, close to reality but with controlled variables. This quantitative phase uses experimental economics to suit the objectives of the research. The use of a questionnaire after the experiment measures consumers' perceptions and characteristics.

Experiments are revealed preference methods that complete market data to observe and analyze the customers' preferences. Different research domains developed interests in the measurement of WTP, as it is a support to understand the psychology of respondents and a good tool for economics and managers. It gives information about the preferences of consumers (Ginon et al., 2014).

The experiment avoids the bias of the attitudinal data. Table 4 presents the pros and cons of willingness-to-pay measurement. We did not choose the field experiments because of the related difficulties (Breidert et al., 2006), and they do not offer researchers the control of variables. We take into consideration the gap between lab experiments and field real behaviors (Drichoutis et al., 2008).

In the literature, the most used auctions methods are Vickrey's nth-price auction, the DeGroot, Marschak mechanism (BDM), and the random nth-price auction (J. Lusk et al., 2004). The BDM mechanism and the nth-price auction share the property that all participants have a reasonable chance of winning. The BDM mechanism is not strictly an auction, as participants do not bid against each other, but we include the mechanism in the auctions methods, considering that subjects bid against the computer. As we want to offer the possibility to winners to buy more than one unit of the product, we must choose either the BDM mechanism or the random nth-price auction. These two methods are very similar but show two important differences. First, the random nth-price includes that bidders play against each other. Second, in the nth-price auction, each bidder has a chance of (N-1)/N, where N is the number of bidders, that another bid is drawn as the price. In our study, there is no need for bidder competition or a statistical chance of winning. We adopted a variant of BDM auctions proposed by Becker, DeGroot, & Marschak (1964) corresponding to a random price sale. This choice corresponds to several requirements of our study. A sale price is randomly drawn by the computer from the distribution of prices.

Participants' auctions are not interconnected, which allows individual experiment and do not require simultaneous group experiment. A given bid determines only whether the bidder has the right to buy the good that is auctioned. Moreover, the BDM separates what people say from what they pay so a person's weakly dominant strategy is to state her true WTP in the BDM mechanism. Concerning technical specifications, the value of the official quality sign is assessed with the consumers' willingness-to-pay, and the number of items consumers want to buy according to the quality. The experiment requires an auction that can assess both variables.

The BDM experiment protocol is easily adaptable to know the number of items the respondent want to buy at their price, and at the random price. Based on the BDM process, we developed a protocol that able us to assess the willingness-to-pay and the number of items before and after the random price has been revealed. We assess the random price acceptance for the respondent who lost the bid, and the modification of willingness-to-buy with the new random price.

The auctions would be influenced by certain factors that we must take into consideration. A cross-price effect influence the measurement of willingness-ot-pay in-store. The willingnessot-pay for a product with an improved quality depends on the price of the regular product. We chose substitutable products. Also, we are aware of the possibility that the measurement of mean willingness-ot-pay hides a possible very profitable niche market by misidentification or by under prediction. Finally, willingness-to-pay is also influenced by the features and price of In the history, the public authorities develop several policies for milk market regulation The European Union based the regulation policy on price support and volume regulation, to control the supply chain and protect the market from external competition. The high price guarantee re-launch the market investments but refrain from the exportations. To avoid the accumulation of stocks, the public authorities implemented quotas. For fifty years, the milk market was regulated by these two levers to manage international price competitiveness and regulate national offer. Since 2015, quotas are not applied anymore, but several contracts between stakeholders bound the production growth. The numerous reforms in the Common Agricultural Policy generated high volatility and insecurity for producers. It contributed to the establishment of a climate of crisis in the dairy sector. The price determination is based on competitors, negotiations with stakeholders, and inter-professional associations, and depend largely on the market.

The sector of milk and dairy products largely relies on quality signals to improve the market price and increase the negotiation power of stakeholders, especially farmers.

The milk market is progressively saturated in Europe, and face high price volatility (1).

Consumers tend to organic milk but decrease their general consumption of the product (2).

General market trends

France is the second European producer of cow milk after Germany with a turnover of 29.8 billion euros in 2013. A large part of the turnover depends on the consumer market. The number of livestock is decreasing more strongly in France than in other European countries. With the end of the quota policy, the farms' size is slowly increasing. Moreover, the average return per cow is also in a positive trend (CNIEL, 2020).

The national market is the first market for French production. Fluid milk represents 9% of the production, behind cheese production (21%) and butter (14%). The price valorization of milk

The independent variables -What we control

The objective is to analyze simultaneously the brand type and the official quality signs effect on consumer behavior. Our doctoral thesis focuses mainly on the effects of official quality signs on marketing performance. The influence of brand type for official quality signs has not been studied with revealed preference. We also investigate the mediation effect of perceived quality.

The official quality sign

This thesis focus on the effects of the responsible labels developed by the public authorities on the market performance of the agri-food product. For technical reasons already mentioned above, we chose the organic label that suits better to the product. The notoriety of the organic label for the selected product is important and relevant. The use of the famous organic label avoids potential biases due to the weakness of the stimulus through an internet experiment.

The brand type

Based on the identified effect of brand on customer behavior in the literature review and the results of previous empirical studies, we included brand type in the experiment. We use the national brand and the private label as controlled variables of the study that act as stimuli.

The dependent behavioral variables

We analyze the influence of these two controlled variables on several other variables. We first display the behavioral variables' characteristics. Then we present the mediating variables and the moderating factors.

The willingness-to-pay

Researchers and managers agree on the importance of a proper evaluation of willingness-topay. A valid estimation is essential to develop a good price strategy because it measures the actual preference of consumers among several products' varieties (Ginon et al., 2014), and forecast the eventual effects of price changes (Breidert et al., 2006). The willingness-to-pay reveals the potential added-value of a product. In agribusiness, the consumer demand for a higher quality product is a central question. Akaichi and al (2012, p. 473) highlight that "The price that consumers are willing to pay for an organic product can depend on the type of information that is provided to them.". This study measures the financial sacrifice consumers consent to obtain organic quality.

The purchased quantity

The purchase quantity is defined as "ounces of product bought by a household on a purchase occasion." (Gupta, 1988, p. 344). The consumers' purchase of a product is a matter of two related decisions: which product they buy and how much of it. The quantity depends on the price, the budget constraints, and the consumers' needs, among other variables. The purchased quantity of a product is a key element in consumers' demand analysis, and affect product-market performance (Gupta, 1988;Krishnamurthi & Raj, 1988;Tellis, 1988). Corporate social responsibility communication has a positive influence on consumers' willingness-to-buy. An ethical label in the agri-food sector, such as the organic label, influences positively the purchase decision (Bradu et al., 2014). Instead of measuring the willingness-to-buy that only discloses a dichotomous response (whether the person is willing to buy or not), we investigate the number of items and its relation with the price.

Random price acceptance

In the context of this study, the purchased quantity is evaluated twice: with the bid price, and with the random price. However they lost or won the bid, respondents get the possibility to buy extra items at the random price. The goal is twofold. First, for winners, we assess the additional quantity in case of a price decrease. We complete the previous study about elasticity, and we also assess the revenue premium mechanism. Second, for bid losers, we measure the potential acceptance of a price premium that is over their willingness-to-pay.

The mediating variable

Perceived value

Value is a wide multidimensional variable. Nutritional value, brand value, acquisition value, transaction value… The types of values that are taken into consideration by consumers are numerous (Grewal, Monroe, et al., 1998), and either economical (price, promotion, discount…) or noneconomical (personal values, cultural values…). The importance of perceived value in willingness-to-pay assessment has been highlighted in the previous chapters.

The global perceived value is made of several dimensions. Sheth, Newman, and Gross (1991) identified five value dimensions that related to the consumption, that influence the consumer purchase decision. These dimensions are inter-related and it is necessary to understand the different value dimensions importance in global value. Our study focuses on the importance of the dimensions as an intermediate between the quality and the price and purchase quantity. The objective is to identify the role of brands and labels in perceived value creation and to measure the importance of each dimension in price acceptance. Perceived value is included in the integrative model.

The spirituality

The spirituality has been defined in many domain of research and argued for decades. We consider the spirituality as defined by Clark "an individual's endeavors to explore --and deeply and meaningfully --connect one's inner self to the known world and beyond." (W. H. Clark, 1958). The spirituality in consumption is likely to impact the consumption choice process (Kale, 2006). Holbrook defines spirituality as a more reactive counterpart to ethics, which entails an intrinsically motivated acceptance, adoption, admiration, or adoration (Holbrook, 1999).

Spirituality is also the will of being in harmony with others and with humanity (Philippe Aurier et al., 2004). It relates to prosocial actions, which is a motivational domain of values that are expressed in such values as altruism or being helpful. The need for affiliation and belongingness of consumers may be transformed into prosocial values (S. H. Schwartz & Huismans, 1995) and change their consumption activities into sacred ones (Husemann & Eckhardt, 2019). The ethical and social dimensions of the official quality signs lead us to consider spirituality as a side of perceived value type of consumers that may influence customers' willingness-to-pay and to-buy.

The moderating variables

The influence of previous purchase

The researches about the influence of previous purchase are heterogeneous. Previous purchases may explain a part of the consumers' behavior (Grankvist & Biel, 2007). Sweeney and Soutar (2001) suggest that the perceived value is influenced by previous experience with the same product type, brand, or store. We included the variable of previous purchase in the experiment to test its influence on variables relations.

Internal reference price

Often mentioned in the integrative model of perceived value. The internal reference price (IRP) is made of the prices that consumers have in their memory, especially for frequently bought items. This internal reference price may be influenced, and "it has been shown both conceptually and empirically that internal reference price is influenced by price discounts, brand's perceived quality, and brand name." (Grewal, Krishnan, et al., 1998, p. 349), but also the price discounts such as coupons or rebates. The internal reference price also has the power of influence on perceived value. In-store, the reference price is compared to market prices (Winer, 1986). Previous studies reported evidence that internal reference price is used in price judgment. If the price paid is less than the internal reference price, the value perception of the consumers is enhanced.

Product shopping location

Previous studies highlighted the influence of shopping locations on organic purchases.

According to consumer behavior research, the consumers retain information about the last purchase that will influence the internal reference price, the willingness-to-pay, and the decision for future purchases. We collected the information about the store type where participants were mainly buying the product of the experiment, to assess the potential influence on their answers.

Sociodemographic factors

The typical profile of the European organic purchaser is a female with children that have a certain level of education and income (Krystallis et al., 2006). The children in the household are positively related to an organic purchase (Thompson & Kidwell, 1998). More the household has children, especially under 18, more they are willing to purchase organic quality. In a study of Krystallis and al (2006, p. 93) conducted with 130 subjects, 96.9% of the respondent (strongly) agreed that the organic products are "ideal for children's diet", and the 3.1 other percent answered with a neutral response. The importance of organic food for children leads us to take into consideration the variable of children in the household in our experiment.

The primary objective of the study is to assess consumer behavior and the mechanism of mental consumer value into economic results.

The main research question deals with the official quality sign influence on market value.



The sales revenue can be increased either by a price premium or additional units. The willingness-to-pay is defined as the maximum price that a consumer accepts to pay for a certain 

       Socio-demographics       

Purchase characteristics

The The third model focused on random price acceptance and the potential independent and intermediate variables.

The fourth, fifth, and sixth models are the same as the three first ones but with spirituality as a mediation variable.

               
Agricultural economics have been using experimental economics and more specifically experimental auctions with marketing implications to eliciting values for food criteria. The specificities of auctions require the use of two complementary analyses: the econometric model

(1) and the mediation effects (2). The models must answer three questions: how much consumers are willing to pay, how many units do they buy at a certain price, and what are the influence of consumers-specific factors.

The Tobit model also called the censored regression model, is often used in the literature for auctions analysis. Initially, it has been created to design the expenses of consumers in durable goods. This econometric model assumes that the "dependent variable has a number of its values clustered at a limiting value, usually zero" (McDonald & Moffitt, 1980, p. 318). Since negative bids are not possible and that zero bids are possible, the use of censored regression techniques is required. Moreover, it limits the potential of lower-bound censoring. As we measure the price respondents are willing to pay but also the quantity they are willing to buy, we use the Seemingly Unrelated Regression (SUR) method to explore a set of equations in the full system, and to explain the interactions between the individual equations.

In this model, N is the number of observations. The latent variable 𝐵𝑖𝑑 𝑖𝑗𝑘 represents the subject i's bid for the product with the brand type 𝑗 𝜖 {𝑛𝑎𝑡𝑖𝑜𝑛𝑎𝑙 𝑏𝑟𝑎𝑛𝑑, 𝑝𝑟𝑖𝑣𝑎𝑡𝑒 𝑙𝑎𝑏𝑒𝑙} and the quality 𝑘 𝜖 {𝑜𝑟𝑔𝑎𝑛𝑖𝑐, 𝑛𝑜𝑛 -𝑜𝑟𝑔𝑎𝑛𝑖𝑐}.

𝐵𝑖𝑑 𝑖𝑗𝑘 = { 0 𝐵𝑖𝑑 𝑖𝑗𝑘 = 𝑥𝛽 + 𝜀 𝑖𝑓 𝐵𝑖𝑑 𝑖𝑗𝑘 ≤ 0 𝑖𝑓 𝐵𝑖𝑑 𝑖𝑗𝑘 > 0
Where 𝑥 represents the independent variable, 𝛽 is a vector of unknown coefficients, and 𝜀 is an independently distributed error term assumed to be normal with zero mean and standard deviation ơ. The initial formation of the vector x is as follow: Where 𝑥 represents the independent variable, 𝛽 is a vector of unknown coefficients, and 𝜀 is an independently distributed error term assumed to be normal with zero mean and standard deviation ơ. The initial formation of the vector x is as follow for 𝑄𝑈𝐴𝑁𝑇 𝑖𝑗𝑘 : Where organic, brand, urban, primary shopper, gender, children in the household, education, socio-professional category are dummy variables. For the analysis of random price acceptance, the most important variable is the price difference. Indeed, the experiment focuses on how the price difference observed by the respondent (auction-random price) affects the purchased quantity.

To capture the effect of the product brand type and the quality on each consumer, the following regression models were constructed: The third set of hypotheses is additional and aims to measure the primary behavioral variables influence on random price acceptance. random price acceptance random price acceptance

      
The second step of the analysis is the assessment of the mediation effect. After the explanation of the mediation effect, we deliver the models with the related set of hypotheses.

The concept of mediation and moderation

Models include intermediate variables that can affect the relation of the dependent and independent variables. We analyze the theoretical model with moderation analysis and the effect of moderators.

Mediation

One of the simplest mediation models is presented in Figure 50. When the effect is significant, M is considered as a mediation variable and indicates the process between the principal relations. The mediation effect is made between the independent variable X and the dependent variable Y via the intermediate variable M.

If c is significant, there is a direct effect. If it is not significant, there is no effect. The mediation effect is either indirect, competitive, or complementary. If 𝑎 × 𝑏 isn't significant, there is no mediation. Otherwise, the mediation exit, whatever the direct effect (c) exists. The mediation is competitive when indirect (𝑎 × 𝑏 ) and direct effects (c) simultaneously exist. The effect becomes complementary when 𝑎 × 𝑏 × 𝑐 is significant.

Statistically, the mediation model requires two linear models as follow: The measurement scales must be tested to verify the reliability and validity of their use. It requires two steps analysis, the first step is realized on SPSS and the second step on AMOS.

The first step is a mandatory exploratory that checks the relevance of the measurement in each specific study. The scale must fulfill three criteria, namely the reliability, the reliability, and the sensitivity (Evrard et al., 2009, p. 304). The significance of the MSA index is between 0 and 1.

This first test must be completed with two other indexes. First, the commonality index verifies the importance of the item in each variable. The index must be over 0.5 to be considered as acceptable to explain the variable.

The second test is the structural coefficient index that aims to eliminate the low significance items and decrease the validity of the scale, either because they do not belong to specific dimensions of no dimension at all.

Finally, the scale must respond to several indexes that measure the adjustment quality of the model: absolute indexes, incremental indexes, and parsimonious indexes. The absolute indexes verify the theoretical model to observed data. The incremental indexes compare the global model to the reference model. Finally, the parsimonious indexes consist of gathering as less as possible variables to explain a phenomenon.

The parsimonious indices state to overcome a problem related to the weakness of the theoretical model. The more complex the model, the lower the fit indices. Among the indices, we chose the CMIN/df which is the most used in the literature (Tahri, 2014).

The absolute fit indices are derived from the fit of the obtained and implied covariance matrices and the ML minimization function. Among the various indices, we have chosen the Tucker-Lewis Index (TLI), because of the size of our sample (<300). Also, we selected a non-normed ratio, and the CFI, a normed index.

The incremental fit indices compare the chi-square for the model tested to one from a null model which specifies that all measured variables are uncorrelated. We selected the Goodness-of-fit index (GFI) and the Root Mean Square Error of Approximation (RMSEA). Following the recommendation of Zhen and al (2017), we selected the indexes presented in the table below.

Finally, the confirmatory analysis is completed with two steps: model validity and reliability.

The model reliability is assessed with the Jöreskog Rhö. It verifies the internal consistency of the scale by integrating the error terms. The index must be over 0,7 to indicate that factors are strongly correlated. The validity of the model is assessed with convergent validity and discriminant validity. The convergent validity is the "extent in which two measurement method of a single concept differ" (Evrard et al., 2009, p. 49). It is verified when the factorial contributions are above 0,5. The discriminant validity measures to what extent two concepts or items differ, and verify if the measurement scale distinguishes the studied concept and the others. We assessed these two indices with the plugin elaborated and shared by Gaskin (2019).

The experiment follows different steps in its protocol, respondent recruitment, and survey display to enhance the reliability of the results. We present below the characteristic of our research design.

We elaborated the survey to assess all the variables displayed in our global research model. We conducted two primary studies to detect potential issues and design a relevant experiment.

The pre-study A has been sent to ten persons to check the reaction to stimuli. The pre-study B has been sent to 10 other persons that must bid and answer the questionnaire. We improved the experiment with their feedback. The experiment has been elaborated on the client-server application Z-tree. It unable the design with a C++ program. The client's application is called z-leaf, and offer the respondent an interface to participate in the experiment (Fischbacher, 2007, p. 173).

The choice of the sample is an important decision in primary data collection because it is directly related to the external validity of the study. This issue of generalization of a study is central for researchers, and question the relevance of the results (Shadish et al., 2002). We decided to use convenience sampling with the selection of persons who buy milk. The respondents should be quite diverse in terms of profiles to represent the organic market segment. We selected three important criteria for recruitment: milk consumers, not students and over eighteen years old. The sample must be constructed with adults that are not students, because of their specificities in food purchase. Indeed, students constitute a convenient sample and are often used for experiments. Nevertheless, previous studies pointed out the fact that young people and students are not affected by quality signs (Aslihan Nasir & Karakaya, 2014;Bernard & Bernard, 2010;Tsakiridou et al., 2008;Jolly, 1991). Moreover, we require diversity in terms of study level (Aslihan Nasir & Karakaya, 2014;Paul & Rana, 2012;Tsakiridou et al., 2008). We aim to have a plurality of profiles, profession category, level of education, and location of living.

price. After the auctions, the respondent must complete a questionnaire in four parts. First, they give information about incomes, studies, the number of children in the household, gender, and location. The second part deals with the product they bid on and answered the following question. All scales are 5-point Lickert.

*YY was the random auction price.

Finally, they must complete a questionnaire about the criteria of product they usually purchase.

These questions were not mandatory to avoid random answers and introduce bias in our survey.

According to their answers, they answered a series of questions about their previous purchase for organic and/or non-organic milk.

Price is a central concept for managers and researchers which influences firms' revenues, market shares, and by extension profitability. Marketers consider price as a way to modify consumer behaviors (Chapman & Wahlers, 1999). Our main research deals with the influence power of official quality signs on market performance. Following the literature review, we selected the organic label as a stimulus, and include the brand type in the experiment to test both quality signals on customer behavior. We selected perceived value as an intermediate variable and the spirituality associated with product consumption.

We elaborated a study to understand customer behavior. We designed an experiment with auctions and quantity analysis in order to combine behavioral data and surveys. The experiment allows us to control and modify some variables. With this methodology, we assess the willingness-to-pay, the purchased quantity, and the random price acceptance with information about consumer profiles and consumer habits. We integrated direct and mediation effect that are modeled under Tobit regression models for direct effects in a set of seemingly unrelated equations, and mediation effects that are tests in six mediation sub-models.

The experiment is conducted on four versions of fluid milk. The product combines two characteristics: organic (or conventional) and national brand (or private label). Each respondent bid on one single randomly distributed product. Two scales are used for mediation effects, the perceived value from Sweeney and Soutar (2001), and a scale to evaluate the spirituality related to product consumption from Aurier, Evrard, and N'Goala (2004). These two scales are evaluated with a questionnaire after the bid. Finally, dependent variables are the auction, the purchased quantity, and the random price acceptance.

Based on these selected variables, we developed an experiment that has been presented to the respondent. The heterogeneity of organic consumers was in favor of convenience sampling with three restrictions. The respondents must be over eighteen years old, not students and milk consumers. We conducted the survey online for several reasons. The BDM auction that has been selected does not imply a bid against another respondent but only against a random price delivered by the computer, so there is no need for physical lab experiment. Moreover, the number of participants is higher online because of less constraint for respondents. They followed instruction online to first bid on the product, and then deliver information about the product they bid on, and personal information.

This section presents the data collection and preparation (1) including the data collection, the pre-tests, the data treatment, the sample introduction, and the model analyses. Then, we display the results of each econometric and mediation effects models (2) with concluding remarks. We close the section with discussion and conclusion including limits and future researches.

The first step has been to conduct pre-tests to improve the experiment and verify the understanding of the questions and bid mechanisms (1). Then, we launched several phases to collect data to reach a satisfying number of participants (2). We treated the data to generate the dummy variables and additional information (3). The sample is presented with descriptive statistics (4) and the measuring scales have been analyzed to fit the survey (5).

Pre-tests are an important phase of the experiment development. We run two pre-tests that helped us to adapt the questions and improve their understanding. First, we change the questions about the consumption habits to non-mandatory questions when the respondents were answering "0" to the question "How many liters of milk do you buy per week". The respondents were not able to answer the internal reference price, neither the shop location of the brands.

These questions were mandatory only for buyers.

Also, we changed the verb tense of the PERVAL scale. As the respondents did not taste the product or had it in hands, we used the conditional tense instead of the present tense.

The data collection has been made in three phases. The first phase has been conducted online from the 7 th of July to the 3d of September 2019. The server was in the Experimental Economics Lab of Montpellier (LEEM). Three sessions have been launched to complete the study. In all, 172 respondents participated in the experiment.

The two other phases have been conducted thanks to a consumer panel with the company

Createst. The first session has been launched on the 28 th of January 2020 and collected 268 observations in three days. The last session gathered the answers of 309 respondents between the 8 and the 9 of June 2020.

We used the classification of city size per population proposed by the National Institute of Statistics and Economic Studies (INSEE)31 , the national statistics bureau of France which is the French branch of Eurostat. We gathered the town and city category to create the dummy variable URBAN.

Our database contains several missing data concerning the consumption habits of respondents.

Indeed, the respondent who did not consume one type of products did not answer the questions relative to the products (reference price, brand choice, store choice)

We created several dummy variables by gathering responses when useful. The professional category has been split into two types, either respondent belonging to the categories managers and accredited professional, and tradesperson, shop or business owner, or others. We create the variable of EXECUTIVE. The dummy EDUC has been created by splitting the answers concerning education in two groups: respondents under bachelor degrees, and respondents with a bachelor's degree or a superior degree. The question about the number of children in the household has been transformed into a dummy variable (CHILD) to signal the absence or presence of children in the household. The respondent who answered that they do not buy organic fluid milk are recognized in the dummy variable PSHOP. Finally, the four varieties of products that have been used as stimuli in the experiment generated two dummy variables, ORG when organic and BRAND when national brand.

We present below the sample of our study by sociodemographics. We also find it important to present the responses concerning the consumption and behavior of respondents.

From a socio-demographic perspective, 37.15% of the sample is aged below 35. Women are slightly overrepresented with 54.99% of the sample. The large part of the sample acceded to higher education (62.84%). A third of respondents live in towns or cities (34.11%) and 50.20% are usual organic milk shoppers.

The objective of the doctoral thesis is to observe differences in customer behavior according to the official quality signs. We measured auctions, quantity, and random price acceptance in the experiment. We observe that non-organic auctions are more numerous below one euro per liter (197 auctions below one euro and 158 auctions over one euro), contrary to organic's auctions which are over one euro (196 auctions over one euro and 154 below one euro). The purchased quantity is relatively similar for organic and non-organic products with a proportion that is about 50% acceptance organic and non-organic and no specific tendency. Random price acceptance is in favor of organic products. Indeed, respondents reject more often the random price acceptance for non-organic products (number of respondents: non-organic rejection=79; organic rejection=60)) whereas organic products are more often accepted (number of respondents: non-organic acceptance=293; organic acceptance=319).

The measurement scales are made to find more about a phenomenon and get a better understanding. Following the requirement explained in the previous section, we conduct an exploratory analysis (1) to identify the group of items that compose the several dimensions of the scales and the reliability of items. Then, a confirmatory analysis (2) ensures the adequacy between the empirical model and the measurement model we test, and verify the utility of each item.

The exploratory analysis has been made on PERVAL scale with a new distribution of items among a reduced number of dimensions and on the one-dimensional scale of spirituality.

The scale of perceived value (Perval)

The PERVAL scale is made of four dimensions and twelve items. The exploratory factor analysis shows a KMO > 0.5 with an excellent rate (0,911) that indicates the quality of the correlation between items. Bartlett's test of sphericity is significant (p<0.0005), so we reject the null hypothesis and can analyze the scale. The reliability of the scale with its 12 components and we obtain a Cronbach alpha of 0.912, which confirms a satisfying internal coherence.

Nevertheless, Price4 shows a weak representation quality (0.461< 0.5). After withdrawing the item, the new KMO is satisfying (0.908) and the variance is equal to 68.18% (instead of 65.18%) with two dimensions. The principal component analysis (PCA) after the Varimax rotation shows the first component with social and emotional, and the second component with quality and price. We recall them Quality and Emotional. We want to check if we should withdraw items for the analysis.

Spirituality

The spirituality scale is one-dimensional with two items. The exploratory factor analysis shows a KMO equal to 0.5, acceptable but low rate. The Bartlett's test of sphericity is significant (p<0.0005), so we reject the null hypothesis and proceed to the scale analysis. The reliability of the scale with its both components and we obtain a Cronbach alpha of 0.866, which confirms a satisfying internal coherence. Both items have good extraction (0.882).

α

The confirmatory test the factorial structure that has been defined in the exploratory analysis.

The objective is to ensure the adequacy between the empirical model and the measurement model we test. The mediation models check if the covariance matrix of the model fit the empirical matrix (Tahri, 2014). We use these acceptability thresholds for the following indexes.

We must verify the adjustment quality of the model through validity indices, namely parsimonious fit, incremental fit, and absolute fit indices, as described in section 7. Table 61 shows the significance level as a reminder.

α This section explores the direct effects on auctions, purchased quantity, and random price acceptance. The main objective is to estimate the customer behavior of the respondent according to the organic quality of the product, and the effect of brand type.

The Tobit model was appropriate because bids cannot be a negative value. The models include the optional question of the reference price for organic and non-organic products. Even though it reduces the number of observations, the models are as significant as others, and the answers are more reliable. We first model the auctions on products according to their brand and their qualityeither organic or non-organic, based on demographics, reference prices for organic and non-organic products, and usually purchased product criteria. Table 110 presents the descriptive statistic for each independent variable.

The results of the Tobit model are displayed in table 68. The organic characteristic of the product significantly increases the auction (0.21) but the desired quantity decreases slightly the auctions (-0.042). We find that the most statistically significant explanatory factor in the respondents' auction is the reference price for the organic products (0.333). None of the demographics or usually purchased product criteria were significant.

The second equation evaluates the random price acceptance according to the price differences, demographics, the habits of buying organic food, perceived quality, and spirituality. Table 67 presents a descriptive statistic.

The results of the Tobit model are displayed in table 68. Auction has a significant and negative influence on quantity (-0.214*). Both quality signs show no significant results, neither does previous organic milk purchase. Two socio-demographic variables have significant results.

First, and unsurprisingly, the fact of having children is linked to the number of items that respondent purchases (0.625 **). Second, respondents from urban areas buy less quantity of fluid milk (-0.524 *) than people from rural areas.

Signif. codes: 0 '***' 0.001 '**' 0.01 '*' 0.05 '.' 0.1 ' ' 1

The random price acceptance model results are displayed in the table below. The brand has a significant influence on random price acceptance (0.514*), whereas the organic label does not increase quantity with the random price. We observe that price difference does not influence random price acceptance. Several socio-demographic variables are significant. Similarly to the previous model, Urban (-0.947***) and children in the household (0.490***) are significant.

Age has a significant but very low coefficient (0.047). We notice that being an executive and having a university degree have a significant and negative effect on random price acceptance (EXECUTIVE= -0.846**; EDUC= -0.782**). The customer habit of purchasing organic fluid milk is not significant. are all meeting expectations except the incremental indices for models 4 and 5. They are both inferior to the accepted minimum (>0.90). All models are significant and allow the test of hypotheses.

We tested both models to confirm or reject our hypotheses. We used AMOS to test the relations between variables. We chose a minimum p-value of 0,05 for an error risk of 5%. As explained in the methodology, mediation and moderation analyses have been conducted on SPSS with the PROCESS macro delivered by Andrew F. Hayes (2018) (Model 4 and Model 7, Bootstrap 5000).

The direct effects

The following data treatments assess the causality of each relation in our research model. The aim is to assess the independent effect of one variable to another, to the test the hypotheses displayed in table 119.

First, we look at the first hypothesis concerning the effects of quality signals on behavioral variables. Figure 57 presents the error bars concerning the behavior variables distribution according to quality signals.

Then, we conducted linear regression to test the influence of willingness-to-pay and quantity on random price acceptance.

Purchase quantity has a positive (0.527) and significant (0.000) influence on RPA. The Rsquare is high (42.1%).

The mediating and moderating effects

We explore below the mediation and moderation effect between quality signals and behavioral variables with the concept of perceived value and spirituality for each behavioral variable. We present the results in tables and with a graph. Moderation can be either direct or indirect. We also report the independent effects. The type of effect is mentioned with a graph legend. For a better reading, direct effects are shown with colors.

Model 1

We first investigate the mediation of perceived value between the official quality sign and the auction. None of the dimensions of perceived value is significant. The test confirms the influence of organic on perceived value for both dimensions (QUAL=0.209; EMO=0.178), but the relationship between perceived value and auction is not significant (p-value>0.05).

We test the relation between brand type and auctions on a second model. There is no mediation effect between brand type and auction. Nevertheless, the brand type influence positively the dimension of quality in perceived value (0.166). Model 2

The dimension of emotion has an intermediate effect (0.24) between the organic feature and the number of items chosen by respondents. We notice that the effect of organic on the quality dimension (0.178) and the effect of quality dimension on purchased quantity (0.314) are both positive and significant, but the test does not confirm a mediation (p-value>0.05).

The emotion dimension of perceived quality mediate the influence of brand type on purchased quantity, but the effect is quite low (0.051). Figure 59 presents the independent relations and mediation effects of the model.

Emotion

The moderation is testes with model 7 of Hayes (5000 Bootraps). None of the variables were significant.

Model 3

The mediation model is significant (p-value<0.001). The moderation is testes with model 7 of Hayes (5000 Bootraps). None of the variables were significantly moderating the mediation.

Model 4

There are no direct nor indirect effect mediation effects of spirituality between quality signals and auctions.

Independent relations are reported in table 141 and 142.

Figure 61 report the independent effects.

Model 5

Spirituality shows an indirect mediation effect between official quality signs and purchased quantity.

Spirituality has no intermediate effect between the brand type and the purchased quantity of product. Figure 62 presents the results with a graph.

The moderation influences have been tested (PROCESS macro; model 7). None of the variables were significantly moderating the mediation effects.

Model 6

Table 92 displays the results of spirituality mediation between official quality signs and random price acceptance. Spirituality has a significant intermediate indirect effect.

Table 150 reports a direct effect between brand type and random price acceptance but no indirect effect. Figure 63 report the effects in a graph. The moderation is testes with model 7 of Hayes (5000 Bootraps). None of the variables were significant. The hypotheses results are all displayed in table 149. This chapter was dedicated to the experiment we conducted in 2019 and 2020. Based on the methodology of BDM auction, we elaborated an experiment to test the customer behavior in terms of price acceptance and purchased quantity. The experiment was on a virtue lowprocessed agri-food product that is usual in French consumption: fluid milk. We controlled two variables to assess customer behavior and customer perception influence of brand type -private label and national brand, and official quality signsnone or organic.

The first section presented the elaboration of the experiment with the justifications of all choices. We presented the cow milk market and the specific context of this market. Then we elaborated on the conceptual model and the methodologies used to test the relations. We selected two methodologies. First, the Tobit model was selected because bids and quantity are censored data. The econometric models test the influence of several factors on the two behavioral variables. Then, we elaborated models to test the direct effect of stimuli on behavior, and the mediations of perceived value and spirituality. We closed the first section with the presentation of the experimental protocol, respondent recruitment, and the survey itself.

The second section presents the data collection and preparation before running the statistical tests. We presented the sample and descriptive statistics concerning the purchasing habits and behavior of respondents. The two measurement scales and all research models have been validated and confirmed with exploratory analysis and confirmatory analysis. The study revealed higher importance of organic signal than brand type on perceived value and spirituality. Nevertheless, the psychological value for consumers is not systematically transformed into a positive behavioral response and by extension a market value creation. Brand type generated effects on the emotional dimension of perceived value only. We notice that the perceived value and spirituality only influence quantity and random price acceptance. The willingness-to-pay was not related to customer perception.

We highlight the willing-to-purchase more product units under certain conditions and the importance of credence value in the virtue low-processed market of farm animal products. We highlight the importance of information in the market and the potential public help to generate a homogeneous information system based on public policies.

This study completes the previous part of the doctoral thesis and gives additional information about market performance mechanisms. The empirical part revealed several information to understand the market value creation of official quality signs. We conducted two studies based on market data that revealed heterogeneity among the official quality signs market results. We completed with an experiment to understand better the mechanism of willingness-to-pay and purchased quantity for official quality signs.

The analysis of the official quality signs market performance revealed a good market trend for Label Rouge for oven-ready chicken and the organic label for table eggs. The Label Rouge for table eggs gain fewer market shares and organic oven-ready chicken represents a very small part of the total sales volumes. The official quality signs do not have the same influence on the performance of each product.

The consumer converts the intangible value into market value under certain conditions. The experiment revealed a lack of significant influence on willingness-to-pay but a higher possibility of increasing sales revenues from purchased quantity. These results are consistent with the market observation that points out a slightly decrease of stable price for eggs but higher sales volumes. Despite the higher price registered for official quality signs in the market, official quality signs do not necessarily increase the marketing margins of the products due to a different distribution of the value along the value chain. Moreover, the official quality sign products show more price volatility. Retailers must compensate by lowering their marketing margins to keep a stable market price. As official quality signs are a financial risk, the necessity of creating sufficient sales revenues and profits is central. The risk related to a strategy of differentiation and the increase of brand equity with official quality signs is to increase the profit margin per article but a decline in acquisition and retention.

The official quality signs must be adapted to the product, but also the other quality signals that are available in the market. Price, sales volumes, and marketing margins do not depend on the official quality signs alone, but on the consumers' understanding of the related commitment, consistency with the other signals such as retailers and other connections, and the consistency with the brand type. The market competition is not based on price for high-quality products but credence value.

Public policies help to deliver homogeneous information in the market, especially for credence value. It increases positively the sales revenues of virtue low-processed market of farm animal products.

In a system in which the economy is based on growth, the social and environmental responsibility can be perceived as a burden for firms. In this science essay, we try to answer an actual issue for agribusiness: combining the increase of social and environmental quality of food products and economic viability. With the use of the marketing productivity and the 3C-SR perception of corporate responsibility performance, we elaborated a research model to understand the value creation and capture, and the role of official quality signs in the process of increasing market value. We used atypical methodologies in management and elaborated a quantitative mix-methods research made of hedonic price method, price elasticity, theoretical price analysis, marketing margins, and experimental economics. The measurement of market data on one side, and primary data from auctions on the other side enabled the analysis of the marketing productivity and the transformation from marketing resources to market results.

We conclude this doctoral thesis with a reflection about the main theoretical concepts that have been mobilized. This discussion is based on the three empirical studies that have been conducted during this doctoral thesis. We address four main points:

-The complexity of the marketing value chain -The necessity of consistency -The corporate social responsibility strengthens and weaknesses -The public authority efficiency

The first section discusses the theoretical model of value creation (1) and specifically the marketing value chain mean-end model. Then, we highlight the importance of analyzing responsible features value with the criteria of the 3C-SR model (2). Finally, we query the fundamental concepts of responsibility and liberalism (2) with a discussion about the social responsibility in a profit maximization perception of the business, and the efficiency of public authorities in market regulation.

The second section presents the implications (1) of the work that have been realized in the empirical studies from a theoretical and managerial perception, but also methodological and political. We participate in the decompartmentalisation of the research domains and we invite readers to a more global reflection about management research by connecting business with other spheres of society. We also display the associated limits (2) and future research (3).

data allowed us to analyze marketing action outcomes with real purchase data and customer preferences. We consider the two assessments as complementary because the type of data does not give the same information. While market data are used to know the current trends, market shares, and weight of attributes within an unstable environment, experimental auctions reveal the customer mindset results of selected attributes and information about their habits.

"Behavioral effects, such as sales volumes and the price paid, can quickly be translated to financial equivalent but intermediate platform effects, such as intention to purchase or customer satisfaction, are another matter " (Ambler et al., 2004, p. 743). The willingness-topay has been studied for quality ranges and quality signs, but we notice a lack of studies concerning the willingness-to-buy.

In a pure theory of utility, the price premium and the market price variation must affect sales volumes. Variables must be strongly related, but the analysis of customer demand revealed changes in customer behavior and the lack of influence of prices in certain cases. A weak inverse and reciprocal relation between willingness-to-pay and purchased quantity show certain independence between indicators and complementarity for generating value. Quality signals are publicly visible but the buyer does not receive a direct utility and does not pay less the product.

In this context, the utility is not related to needs and any type of a rational decision, but related to a perceived utility of social and emotional value (Sheth et al., 1991), with respectively the scale of spirituality, considered social utility because it is related to the perception of themselves within the society, and the dimension of perceived value that influences mostly with the emotion dimension. The use of hedonic price, willingness-to-pay, and market price deliver more information with the combined analysis of quantitysales volumes, willingness-to-buy, purchased quantity. The study of market shares and sales revenues revealed higher importance of sales volumes than the price in value creation in the case of a higher quality product.

Competition is not limited to price, and sales volumes do not react similarly to a price increase, depending on the variety, and intangible value creation.

Among the firms' performance assessment, reducing cost is one of the internal ways of increasing the profitability of a company. In the case of increasing farm animal product quality, farmers are oftenif not always, forced to increase their production cost. Extensive farming requires more land (decreasing the number of animals per square meter), higher quality of animal feeding (organic, non-genetically modified, unprocessed, national production…) and different type of animal cares or environmental-friendly practices that imply extra cost. If farmers can implement some strategies to generate scale economies, they would hardly compensate for the investment. The market depends on the acceptance from stakeholders of paying a price premium. The actors of the value chain are important, but the response of the consumers is the main argument to convince other stakeholders. The creation of new trends, new consumer demand, and by extension new market shares is the opportunity to create value.

We also pointed out the risks related to price variability for a higher quality product. The economic actors would bear the risk and support high-quality markets if they have security in consumer demand. Then, marketing research on customer demand and responses to quality signals is central to push corporate socially responsible actions and help firms succeeding in their social and environmental investments.

Official quality signs are part of marketing actions, used as stimuli to create customer value.

They are used as intangible resources that affect the performance, first because it affects the cost, and second because it affects the revenues. This basic resource-based view explains the theoretical customer, market, and financial outcomes (Hooley et al., 2005). The firms employ the resource to create value, defined as an "additional revenue minus the costs of generating the additional revenue" (McWilliams & Siegel, 2011, p. 1492).

The success of using resources is not the sole resource itself, but the coordination of a set of resources that might lead to a competitive advantage. The previous studies have shown that the selected partners for distribution and the brand type are other resources that, all together, generate better revenues. The resources are managed to create market-based assets. There are several interrelated dimensions of the market-based assets, such as brand equity, customer satisfaction, and strategic relationship. All of these three dimensions can be impacted by the use of official quality signs. And it is only if the resources become an asset that the customer performance, market performance, and financial performance can occur (Srivastava et al., 1998).

The influence of stimuli on market performance must create the intermediate factor of marketbased assets. We suggest that the transformation from the use of a resource to an asset is related to the consistency of the signals.

The doctoral thesis has based a part of the reflection about performance on the 3C-SR model, which suggests that three dimensions are required to enhance the performance of socially responsible actions, namely the commitment, consistency, and the connections. Below, we discuss the necessity of performance and coherence (1) and introduce the concept of the price of conviction (2).

The corporate social performance is analyzed with the 3C-SR perception. We first discuss the coherence among signals, and then the effect of price.

Firms show their commitment to customers with the use of their resources, including the official quality signs. They develop a set of commitments made of the labels they use, other quality signs such as the brand or corporate image, and any involvement in the social or environmental process. When the set of commitments, reveals robust ethical standards, it enhances corporate legitimacy. Nevertheless, the set of commitments must be consistent over time and across all the facets of the firm. Inconsistency attracts critical attention and by extension increase skepticism. Finally, the firms' partners also play a role in the perceived global coherence of the corporation. The perceived credibility of social actions is higher with coherent business relationships.

The previous studies support the importance of coherence in value creation. We highlighted that the "label effect" varies according to the type of brand it is associated with (Larceneux & Renaudin, 2016), and the store type increase the customer performance in term of price acceptance.

The interaction of the store type and the organic label is the key to the organic product margin creation. Official quality signs have a positive impact on producers making high quality (Linnemer & Perrot, 2000), and create value upstream in the chain. The value creation depends on the stakeholders' relationships. They must share the risks related to higher quality (price variations, production variations) together (N. A. Morgan et al., 2009). The store is a partner and a quality signal. It influences the market results of marketing actions because they do not deliver the same perceived quality. "Because price sensitivity differs between consumer segments, price variations in different channels and through different levels of organic quality and external stakeholders. This section aims to discuss the literature related to social responsibility in the current context (1) and the role of the public authorities in corporate social responsibility implementation (2).

On one side, a part of the stakeholders demands more social consideration, environmentalfriendly practices, moral-driven actions, and ethics in business. On the other side, a plurality of firms with different considerations of what are their responsibilities and how to tackle societal issues. Based on the literature and the results of the empirical studies we conducted, we discuss the implication of firms into social responsibility (1) and their relations with the regulations (2).

Firms must respond to social demand to do not jeopardize their business. Social responsiveness is the pragmatic perception of ethical considerations that focus on the way to implement customers' consideration in the goods or services in the short or long-term. Using their resources, firms decide how they will respond to social pressure, from inactions to pro-actions.

The firms which invest in social responses create value business and society. They offer microsocial contracts corresponding to the macro-social contract of corporate responsibility.

Following the 3C-SR perception of corporate social performance, the responses must curb the moral blindness and implement socially responsible actions in their organizations, and not only the minimum required to meet the social demand. Consumers respond positively to consistent deontological charter and accept the social contract in which firms support societal concerns, and customers support firms.

In the empirical studies of this doctoral thesis, the analysis of the demand confirmed that the low price does not compensate for the low level of social responsibility, confirming the work of Mohr and Webb (2005). In other words, the low level of social responsibility, which includes the production methods and the use of pesticides, for example, is not accepted even with a cheap offer. Consumers will not be attracted to a low price if the perceived social cost is considered too excessive. The social contract is transformed into the market.

For example, stores progressively stop selling battery hens' eggs because of a social trend that cares about farm animal welfare. The non-governmental organizations and the public authorities act as an important stakeholder in that change. Associations act as a third-party (Roguet et al., 2018) and enhance the perception of firms' social responsibility.

In this social contract, all stakeholders get new constraints (cost) and benefits (fairness, transparency, food safety, environment care, etc.). Business extended its responsibilities to all stakeholders that may be impacted directly or indirectly by the activities. The social contract is about creating social value and sharing the related cost. Social responsibility created a better symmetry between the buyers and producers, enhancing fairness and balance in the bargaining power along the value chain. In the long-term, shareholders may put pressure on other firms to force them to get certifications (Bouslah et al., 2013) and change the market dynamics from niche markets of higher social quality products to mainstream offers. We observed this phenomenon with free-range eggs, now market leaders, and Label Rouge oven-ready chicken.

The profitability of corporate social responsibility depends on the social contract, clearer and more reliable with consistency among the organization's decisions, and the acceptance of stakeholders to increase the tangible and intangible quality of the products and services, and the related risk and costs.

Society and public authorities ask for more responsible practices in the agri-food sector and call into question the capacity of firms to manage ethics for themselves. Firms curb the constraint and ask for freedom of capitalism instead of what Friedman called a "fundamentally subversive doctrine" (1970, p. 6). Corporate social responsibility is perceived as a strategy that makes only sense in the twenty-first century as it generates long-term profit and shareholders value (Vogel, 2005). From a business perception, firms will increase their responsible behavior and actions, not because they change in terms of morals and value, but because socially responsible moves will be a competitive advantage. Firms use philanthropy, partnerships with non-governmental associations, but also marketing actions such as country-of-origin claims, highlighting responsible practices in the production process, and showing fairness in their relationship with farmers. The system of official quality signs, but also the European directive for table eggs, for example, offers the possibility to companies to deliver a piece of extra information about higher quality without prohibiting practices that appear as not responsible. The tool is available with freedom of choice (Larceneux et al., 2012).

Our findings suggest that each optional marketing action and each quality sign will have different influences in the market. It appears than higher-quality takes advantage in the market of table eggs and oven-ready chicken. The analysis of fluid milk is not complete enough to compare the different quality, but we highlight a weakness of organic quality in increasing This doctoral thesis had to gather several studies to get a better picture of how performance occurs for the responsible feature of agri-food products. We developed three studies that are complementary to understand the path from stimuli to financial outcomes in the market, mainly at retail stores but also along the value chain. Researchers must have the capacity to stand back from their work and assess it critically. We discuss below our studies and their implications (1)

for the theory and the methodology, but also from a managerial and political perception. We also acknowledge limits to our studies (2) that facilitate future researches (3).

The comments concerning the implications for each study separately in the previous chapters were necessary to identify the outcomes of each finding with details. We now stand back and comment on the entire thesis to understand our overall contributions.

Ou work highlight the complexity of value creation due to the multitude of factors that influence the marketing actions outcomes of resources (1). On the light of 3C-SR, we sight the conditions of value creation and a new perception of market performance (2). Finally, we call into questions and rethink the marketing value chain and the variable relations.

The relations between the stimuli signaling a responsible practice and performance outcomes have been investigated along with this doctoral research. We highlighted and contrasted several axes of the theories.

-Value creation is a very complex phenomenon that occurs under peculiar conditions.

Any change in the environment can modify the process of value creation. The role of the co-signals, such as brand, is important, and customer behavior depends on a plurality of factors difficult to grasp. The lack of direct effect between official quality signs and price or quantity reveals the inadequacy of the study focusing on one single attribute.

We have demonstrated that official quality signs are the consequences of an understanding of the credence quality (Auger et al., 2008;Baltzer, 2004;Bismuth et al., 2018;Ochs et al., 2019). The credence quality can be generated by official quality signs but also other signals that may overlap official quality signs value but also substitute.

We confirmed that brands have an influence on price formation (Larceneux et al., 2012;Larceneux & Renaudin, 2016) and that stores are one of the factors of price acceptance.

-The diversity of consumers' responses is a constraint to analyze the market evolution and foresee the customers' reactions. All of the customers' criteria that might be in favor of performance, such as price sensitivity, reference price, the importance of health and environment, level of social concerns, etc. change among the subjects but is also modified from an intra-subject perception along time and with new knowledge and experiences. Market data are more relevant because it reveals the big trends and the niche market.

Information about quality does not necessarily conduct to higher market performance. We light up the necessity to look at value creation with the use of 3C-SR with three main aspects.

-We have shown that the analysis of performance by measuring the level of commitment, -Marketing resources must be used to create marketing assets. This responsible asset that generates value is created if the three dimensions are gathered. All these dimensions are controllable by social organizations (Yuchtman & Seashore, 1967, p. 900), and can be implemented in a marketing strategy to generate returns to the firms.

We approached the marketing value creation with the mean-end chain of Katsikeas and al. (2016). With the light of the resource-based view and the complexity of social performance, we established different relations between the variable in a nonlinear chain.

few conditions concerning the connections and the nature of stakeholders, the consistency within the firms' practice, and the degree of commitment into responsible practices. We divide the implications according to these dimension of performance to give some guidelines to managers and professionals that must be willing to invest in corporate social responsibility implementation.

Connections are approached at two levels. The first level is the choice of the stakeholders that send a signal in-store. We make here a reference to the store type that is chosen to distribute the product. The choice of the connections can either enhance or decrease the product-market performance because the "co-signal" effect is less effective that independent signals. In that sense, discount stores, because of a low-quality image and a low-price image, will affect the market price because of the lower price premium acceptance of customers. Not only important for brand image, but the choice of the distributor can also affect the responsible choice implementation, and decrease the sales revenues. Moreover, each store type has a specific customer target that can reveal different price sensitivity or social concerns. The target of the stakeholders must be adapted to the firms' target.

The second choice of the stakeholder is based on the value chain perception. The Label Rouge chain distributes the value creation with more fairness between the actors. The stakeholders sharing the same conviction toward corporate social responsibility must be able to support each other in the case of cost increase or production decrease. If responsible firms and stakeholders share the risks and cost all along the value chain, they all contribute to the marketing margin creation and the fair distribution of value, increasing the sustainability of the chain in the longterm.

"Consistency refers to the behavioral element of social resources over time and across all facets of an organization's operation." (Meehan et al., 2006, p. 395). All the resources that are used by the firm must be a coherent and sustained commitment to signal socially responsible business practices. The brands have importance, and all other signals such as packaging, other certifications, brand name, etc. If not, the social performance does not reach a sufficient level to convince the customer, it decreases the price premium acceptance and can even decrease the willingness-to-buy. This consistency joins the connections importance and the necessity of consistency with the degree of commitment. Social responsibility must be a whole objective to create value. Limited involvement in social practices will lead to mild or no growth.

Ethical and social commitments must encompass the economic, social, and legal objectives of corporate social responsibility. Robust standards and clear information are the keys to commitment success. The information must be accredited and controlled by an independent third-party to show transparency and involvement of "good ethics and good business". For stores, this commitment can be difficult to manage because of the plurality of product quality they offer. Conventional super and hypermarkets gather plenty of offers. They now organize by area, with organic areas, discount areas, world cuisine areas, etc. As we mentioned above, they also start to specialize in some outlets, like organic Carrefour in Paris. The necessity of consistency in-store is a major concern to increase responsible product performance.

The challenge for the European Union is to enhance food quality and make the agribusiness sustainable in terms of economy, but also to protect the society (e.g. employment, cultures) and the lands in long-term exploitation. In a context of liberal economy, they try to constrain but not prohibit the market. In this doctoral thesis, we have studied the performance of official quality signs, voluntary and optional tools. Signaling good practices helps socially responsible firm to signal their implication to respond to societal needs, and do not hurt not responsible practices. The resource must be allied to other signals to create marketing assets and increasing market competition and performance. On the contrary, the coding system constrains all actors in the sector and signal also the low responsible practices. The coding system seems to have been more efficient to increase credence quality performance in the market. We believe that the ranking system is more efficient to deliver clearer information to customers and increase the market value of socially responsible practices. The coding system is not completely inconsistent with a free-market policy because it does not prohibit the practice, but increase transparency and symmetry of information. We encourage public policy for managing transparency and information in the market and would suggest the implementation of a similar system for other food sectors.

We took a lot of precautions during the model elaborations, experiment conduction, data treatment, and results' interpretation. Nevertheless, among the choices we had to make for the feasibility of the research and the coherence with data, we were not able to avoid some limitations that we describe below.

The studies were focused on the French market and French customers. We have made this choice because of several factors. First, the official quality signs do not have the same notoriety in other European countries, especially the Label Rouge which exist in all Europe but are mostly known in France, where it has been created. Moreover, other countries have other labels and certifications that can compete with the official quality signs, and create noise in our data treatment. Finally, the differences in culture may have been a barrier to data interpretation. As we mentioned, environmental and social concerns are important in decisions, and a plurality of cultural background may have decreased the relevance of the study. Nevertheless, this study deals with European policy implementations and should be extended to other countries with the consideration or their market specificities.

Concerning the studied sample of the experiment, we have two main limitations. The first data collection shows a majority of respondents from the south of France, and especially from Montpellier. Moreover, the level of education was higher than the mean of the French population. We balanced this limitation by the use of a customer panel. Nevertheless, the customer panels are conducted on people that are used to answer questionnaires and might have less implication in answering, decreasing the level of reliability. Combining the answers and using several methods of data collections, we limited the related issues.

The market data present several advantages that we mentioned in the second part of the thesis.

Nevertheless, we must recognize that they also present limitations that constrain the interpretation of the results. The information was aggregated and present a lack of details. The studies would show higher quality if we would have been able to get databases with all information for each product: brand, store type, and quality. We had to analyze each feature separately, and make sets of equations instead of a global equation. 
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  packaging (the brand name, price, logo…) is considered as extrinsic signals. Other signals can be gathered by consumers to compile information such as the share of shelf space, the warranty, or the word-of-mouth(Kirmani & Rao, 2000; Milgrom & Roberts, 1986; Tellis & Wernerfelt, 1987).Kirmani and Rao (2000) established a typology which classifies the marketing signals in two main groups: the default-contingent signals and the default-independent signals. The default-contingent signals do not imply systematic expenditure, but can generate a loss if the quality claimed does not meet consumers' expectations. Within this category, the signals are classified into two sub-groups: revenue-risky or cost-risky. The revenue-risky signals compromise future sales, such as a high increase in price for example. The cost-risky signals imply an eventual extra cost for the firm after the sale, such as warranties or money-back guarantees (Boulding & Kirmani, 1993).

  used chemicals and the nutritional composition(Auriol & Schilizzi, 2015a). The credence attribute can be easily checked by the third party such as the nutrition attribute. The third-party might be an institution, a lab, or an audit company. If disinterested, this party may be a source of credible information, and ensure the responsibility of a company(Mohr & Webb, 2005). The role of third-party ties up the necessity of control of corporate social responsibility. Another category of attributes emerged in the literature: the Potemkin attribute. It concerns "processoriented qualities, which are hidden for third parties as well as for customers at the end product level" such as animal welfare or fair trade(Achilleas & Anastasios, 2008, p. 831).

  First, food purchase and consumption are inherently hedonistic. The essential criterion for consumption is taste(Larceneux & Renaudin, 2016). The preferences of consumers are diverse and may change from one consumer to another, and from one culture to another. Personal and societal factors affect the taste. Beyond the appreciation of the flavor, other dimensions are significantly shaping the food market. Sociologists and psychologists discussed the relations of population and food consumption. The psychological dimension as well as the cultural dimension(Philippe Aurier et al., 2012) encompass bodiless values and play a role in social relations. For instance, personal values, trust, identities, and motivations drive the behaviors(Hansen et al., 2018). For the last decades, the agri-food market had to adapt its products to changing moral values and to new considerations from the audience, such as sustainability and animal welfare(Botonaki et al., 2006; B. Clark et al., 2017; Keeling, 2005; Pieniak et al., 2013). Food security is another central concern for consumers. The increase of agri-food products trade offers a wider choice to consumers such as exotic products. But these exchanges developed the need for regulation to curb asymmetry about safety(Curzi & Pacca, 2015) and generated food scandals(Zingg & Siegrist, 2012). The consumers paid more attention to the health and nutritious values of food products(Curzi & Pacca, 2015), and they required information. Health security is specifically

  Strategies and tactics are central to create competitive advantages and intangible assets development. Nevertheless, the measurement of the marketing activities' impacts requires specific and complex methodologies(Hanssens & Pauwels, 2016). The measurement of marketing productivity is a challenge because it includes long-terms effects, conjoint effects with other actions, and nonfinancial metrics. The financial methods are inadequate for marketing assessment. Based on the previous model and other researches, Katsikeas and al.

  returns) and risks (e.g. Equity risks)(Katsikeas et al., 2016). * One of the 15 most commonly used measures according toAmbler and Puntoni (2003) Marketers mention the marketing margin of products, based on the distinction between the factory or farm prices and the purchaser price. It has been defined by the FAO as "[…] the percentage of the final weighted average selling price taken by each stage of the marketing chain. The margin must cover the costs involved in transferring produce from one stage to the next and provide a reasonable return to those doing the marketing." 9 The performance is not only a matter of the current statement but also the evolution according to the actions and decisions of the firms. The growth of the indicators is important and relevant. Shareholders want to know if the customer value influences positively the financial performance through market capitalization or any other market-related variable. The transformation of intangible customer performance (customer value) into financial outcomes has heterogeneous results

  how(I. Dufeu et al., 2014) Holbrook (1999) characterizes the process of value creation for customers as interactive and expresses it in a consumer value typology in dualistic dimensions.The quality signs interfere with the cognitive and/or affective dimensions in the decisionmaking process, sometimes creating a halo effect. They modify the perception and attitude of consumers by decreasing the adverse selection(Bonroy & Constantatos, 2008) as the information integrates the cognitive treatment of consumers more effectively(Larceneux, 2003).Product differentiation can be based on two different dimensions, either the experiential dimension or the technical dimensions. The experiential dimension refers to experience quality that cannot be distinguished by consumers before purchase but can be assessed after consumption. The experiential labels are used by producers and distributors. They indicate the opinion either of experts or consumers(Larceneux, 2003). The technical quality is a matter of credence quality, for example, genetically modified organisms and pesticides free agriculture, animal welfare conditions, or fair-price for farmers. The technical label is assessed by the consumers, neither before nor after consumption(Larceneux, 2003). For example, the creation of fair trade, Child labor free, or Rainforest alliance logo roots in these social movements is a response to both social movements and Non-Governmental Organisations (NGO) claiming for humans, animals, and environmental protection. They call for transparency of firms about the production and management practices for the benefits of consumers and stakeholders, and the implementation of environmental-friendly and ethical practices. These are credence qualities that do not affect directly the product taste or attributes. The technical labels ensure the respect of technical know-how that insures consumers atypicality and protect firms from imitations,

  motivations. The three quality processes are interconnected and model the quality framework(Golder et al., 2012).Quality is an endogenous variable included in a large model. Several factors influence perceived quality(McConnell, 1968). Perceived attributes must meet customers' expectations to impact positively customers. Official quality signs have a strict framework. They reduce the asymmetry of information but also lowers the flexibility of producers to meet consumers' expectations. 10 http://agriculture.gouv.fr/les-appellations-dorigine-protegee-aop-pour-les-produits-agricoles-et-les-denreesalimentaires -view 26.03.with attributes that are adaptable to the design brief of the quality signs. Quality signs can increase the measurement knowledge 11 and motivations 12 with relevant information, but also generate a contrary effect by distortion of attributes perception. Trust in quality signs is crucial, even more than the quality and ethical charter. "[…] high levels of consumer trust are required for a labeling system to be successful. The importance of consumer trust is also confirmed by the fact that different labels based on the same standards (such as the Bio-Siegel logo and former EU logo) were evaluated completely differently by consumers in the present study."(M. Janssen & Hamm, 2014, p. 446). The more a label is known by customers, the more they trust the label. Although, consumers are sensitive to certification labels for organic products if the product is trustworthy. The trust acts directly on the purchase decision of the consumers (M.Janssen & Hamm, 2014, p. 439). "[…] better organic labeling information and related knowledge perceived by consumers have critical effects on consumer trust in organic foods, which in turn will influence their attitudes and intentions to purchase organic foods"(Teng & Wang, 2015, p. 1076). Consumers trust in organic private labels sold by retailers and are correlated to brand loyalty(Pivato et al., 2008). The emotion gathers the feeling of a customer at the stage of the experience process.Along the chain of effects, quality signs increase perceived quality and therefore the perceived value of a product if the quality sign fills in few criteria: trust by consumers, well-known, and if it suits other signals like the product type. The change in customers' attitudes generates modification in terms of purchase.The challenge for companies is to transform the perceived value into a monetary value and create an advantage to the firms. We identify two dimensions of the value of official quality signs. A product-based advantage is generated and shared with all actors using the official quality signs, and an image-based positional advantage (brand image, quality reputation, corporate image) (N. A. Morgan, 2012). The market value is directly related to the customers' acceptance of the purchase. The product-based and image-based value affects all direct and indirect stakeholders on the market. The evaluation of corporate social responsibility actions is interest-based and is more important than the action itself(Green & Peloza, 2011). "The economic and social purpose of the corporation is to create and distribute increased wealth

  information."(Tellis & Wernerfelt, 1987). The quality information is a high-quality media for pricing at high-price(Bagwell & Riordan, 1991). Consumers assess the fairness of price with their perception of the firm's cost. Signaling quality can increase price fairness perception, decrease the inequity aversion, and increase the willingness-to-pay to customers(Guo & Jiang, 2016). A high price can be a signal to high quality and increase desirability, but can inhibit the purchase because of low-income households, low price knowledge, lack of experience, price sensitivity or lack of trust (Aschemann-Witzel & Zielke, 2017; M. C. W. Janssen & Roy, 2010).The relation between the different stimuli, price concepts, and the perceived quality is complex.The different cues (price, store, brand, and quality signs) have indirect relationships and influence evaluative variables that are assumed to lead to a purchase intention and a

  equity is divided into four main dimensions, including the product quality (taste, texture, packaging,..), consumers' awareness and loyalty (two marketing variables commonly used and studied in the literature) and association, gathering credence quality and extra information (region-of-origin, nutritious criteria, environment and social benefits…). The four dimensions contribute to uniqueness, which is a determinant of price premium acceptance(Anselmsson et al., 2014). Store, brand and quality signs have a simultaneous effect and may influence each other under the congruity theory. "[…] rather than brand name or other cues suppressing price as an indicator of product quality, a reinforcing effect is likely if the multiple cues are consistent in their signaling of quality."(Rao & Monroe, 1989, p. 355). The consumers gather information and try to make sense of it. The different perception of the stimuli influences each other(Grewal, Krishnan, et al., 1998; Olbrich & Christian Jansen, 2014). When consumers are well informed about the social and environmental quality of a product, they modify their purchase intentions and reevaluate the firm(Mohr & Webb, 2005).

  purchase obligation for a small part of the participant(Adalja et al., 2015; Voelckner, 2006; Welsh & Poe, 1998). The hypothetical bias is the most pointed out by the researchers for survey studies(List & Gallet, 2001; J. L. Lusk & Hudson, 2004). Nevertheless, the results for hypothetical and non-hypothetical are difficult to compare because the questions and answers are drastically different. Consumers misstate their actual preferences when they answer hypothetical surveys(List & Gallet, 2001).

  14 https://www.economie.gouv.fr/dgccrf/Publications/Vie-pratique/Fiches-pratiques/Signe-de-qualite 15 Translated from French "Institut National de l'Agriculture d'Origine" 16 Legislative-Decree of 30 July 1935 17 Translated from French "Appelation d'origine controllée" 18 Law of 2 July 1990 19 Translated from French "Appellation d'origine protégée" became gradually AOP (Institut National de l'Origine et la Qualité, s. d.) to homogenize and clarify the situation to the consumers. the Traditional culinary specialty guaranty 20 is another logo managed by the INAO, often associated with AOP and AOC. This certification protects

  quality signals can substitute each other to achieve better performance or avoid expenses. They can discharge the farmer to invest in the label obtention process(Veldstra et al., 2014). For instance, in the case of direct sales, producers who farm organically are not required to invest in the label, because the relationship between farmers and buyers generate trust. This voluntary labeling system may affect competition intensification and impedes the positive outcomes for consumers, such as lower prices and innovation(Bonroy & Constantatos, 2008). Labeling is part of a tactical marketing action including many signals. Marketing tactics are central in attracting and retaining consumers by creating customers' value. The market responses should be higher price acceptance and volumes of sales.

  positive effect when the implication is high(Mohr & Webb, 2005). Quality signals must show a certain commitment (involved in CSRquality signs), connection (between brand values, quality signs values and store values), and consistency (store imagebrand imagequality sign image) to maximize the results. The marketing-value chain presents the performance of marketing in a mean-end chain. The marketing actions' results can be assessed on customers (perception, attitude), market (competitiveness, price, sales volumes), accounting (sales revenues, gross margins), and finance (ROA, shareholders revenues).Official quality signs are quality signals managed by public authorities to enhance the highquality agri-food product performance by reducing the information asymmetry. Organic label and Label Rouge are two official quality signs that signal specificities in the production process with environmental and socially responsible practices. They both are common in stores and well-known from French customers.We call into question the influence of these official quality signs in market value creation. Based on the literature, we suggest that the official quality signs must show commitment, connection, and consistency with two main other quality signalsthe brand type and the store typeto generate positive results. To complete the literature, we elaborated studies to assess performance with several types of revealed data. We want to analyze market datafrom store scanner data and specific consumer panels -, and economic experiments to observe and understand willingness-to-pay and purchased a quantity of customers.

  because of the sanitary security that requires animal turnover (Les poules pondeuses | ITAVI, s. d.). Since 2000, there is a shift from the battery to alternative production methods (barn, freerange, Label Rouge, and organic) due to the new European directives. It caused a decrease in the French production between 2000 and 2012, and the market faced a unique difficulty in 2012-2013. The egg market has been interrupted but rose from 18% in 2006 to 33% in 2016. Since 2002, the alternative methods of production register a positive evolution (ITAVI, 2015).In France, the laying hens are the second sector with the highest part of organic production (10,1% in 2017), right after honey production (15,3% in 2017) (« Chiffres de la bio en France -Agence Française pour le Développement et la Promotion de l'Agriculture Biologique -Agence BIO », s. d.). The sales volumes of eggs increased by 1,9% in conventional stores between 2017 and 2018, and the sales value increased by 3.5% in the same period (Les chiffres clés, s.

  Value creation in the value chain o Theoretical price  Marketing margins (Euro) o Hedonic method

  notice an important decrease, to become lower than standard quality in 2017. The standard marketing margins show less volatility than Label Rouge quality. They have a similar result in 2008 (0.66€ for HSMKT and 0.52€ for the discount the 10 th of January 2008), and slowly created a gap in favor of hyper-and supermarkets (1.07€ for HSMKT and 0.51€ for the discount

  The previous chapter indicated the importance of signal coherence for price formation, more precisely store type and official quality signs. Following the 3C-SR approach and previous findings, we assume that the combination of signals that are homogeneous in terms of social responsibility (either commitment, connection, or consistency) improves the market results of marketing actions. The coherence of signals send clearer information in the market and improve the efficiency of quality signs. To investigate further the mechanisms of quality signal consistency, we conducted an experiment to answer three main questions:-How official quality signs influence consumers' willingness to pay and purchased quantity?-How the combined brand type and official quality signs influence consumers' willingness to pay and purchased quantity?-To what extent the perceived value influence the willingness-to-pay and the purchased quantity?Experiments are used to control some variables(Adalja et al., 2015) and to understand better the consumers purchasing mechanisms. This chapter is dedicated to the elaboration of an economic experiment that fills in the gap in several ways. "The most important contribution of experimental methods in the economy is to have deeply revisited and criticized the traditional view of the determinants of individual behavior.[…] Liberal paternalism incites to the consideration of these behavioral biases, and call into questions the principles of public policy development, formulated until then in compliance with either liberal or paternalistic

  of the heterogeneity of previous studies' results, we integrate sociodemographic characteristics to analyze their effects.These questions are crucial for the agri-food sector and the product valorization mechanisms.

  first model tests the mediation and moderation effect between the quality signals and the willingness-to-pay with the mediation intermediate of perceived value. The second model tests the mediation and moderation effect between the quality signals and purchased quantity with the mediation intermediate of perceived value.

  , 𝑂𝑟𝑔𝑎𝑛𝑖𝑐, 𝐵𝑟𝑎𝑛𝑑, 𝑂𝑟𝑔𝑎𝑛𝑖𝑐 𝐼𝑛𝑡𝑒𝑟𝑛𝑎𝑙 𝑟𝑒𝑓𝑒𝑟𝑒𝑛𝑐𝑒 𝑝𝑟𝑖𝑐𝑒, 𝑁𝑜𝑛 -𝑜𝑟𝑔𝑎𝑛𝑖𝑐 𝐼𝑛𝑡𝑒𝑟𝑛𝑎𝑙 𝑟𝑒𝑓𝑒𝑟𝑒𝑛𝑐𝑒 𝑝𝑟𝑖𝑐𝑒, 𝑃𝑟𝑖𝑚𝑎𝑟𝑦 𝑠ℎ𝑜𝑝𝑝𝑒𝑟, 𝑈𝑟𝑏𝑎𝑛, 𝑉𝑒𝑔𝑒𝑡𝑎𝑟𝑖𝑎𝑛, 𝐴𝑔𝑒, 𝐺𝑒𝑛𝑑𝑒𝑟, 𝐼𝑛𝑐𝑜𝑚𝑒𝑠, 𝐸𝑑𝑢𝑐𝑎𝑡𝑖𝑜𝑛, 𝐶ℎ𝑖𝑙𝑑𝑟𝑒𝑛 𝑖𝑛 ℎ𝑜𝑢𝑠𝑒ℎ𝑜𝑙𝑑, 𝑆𝑜𝑐𝑖𝑜𝑝𝑟𝑜𝑓𝑒𝑠𝑠𝑖𝑜𝑛𝑎𝑙 𝑐𝑎𝑡𝑒𝑔𝑜𝑟𝑦 ) Where organic, brand, urban, primary shopper, vegetarian, gender, children in the household, education, socio-professional category are dummy variables. To capture the effect of the product brand type and the quality on each consumer, the following regression model was constructed: 𝐵𝑖𝑑 𝑖,𝑗,𝑘 = 𝑥 𝑖 𝛽 𝑗𝑘 + 𝜀 𝑖𝑗𝑘 To complete the analysis of the global model, we conduct a comparison of two groups: the group A that bid on the organic version of the product, and the group B that bid on the nonorganic version. 𝐵𝑖𝑑_𝑂 𝑖,𝑗,𝑘 = 𝑥 𝑖 𝛽 𝑗𝑘 + 𝜀 𝑖𝑗𝑘 𝐵𝑖𝑑_𝑁𝑂 𝑖,𝑗,𝑘 = 𝑥 𝑖 𝛽 𝑗𝑘 + 𝜀 𝑖𝑗𝑘We established other models to analyze how quantity was decided for the auction and the random price. The second set of Seemingly Unrelated Regressions (SUR) equations. In this model, N is the number of observations. The latent variables 𝑄𝑈𝐴𝑁𝑇 𝑖𝑗𝑘 and 𝑅𝑃𝐴 𝑖𝑗𝑘 represents respectively the subject i's quantity just after their bid, and the quantity purchased at a random price. Based on the previous set of equations, the product is evaluated considering the brand type 𝑗 𝜖 {𝑛𝑎𝑡𝑖𝑜𝑛𝑎𝑙 𝑏𝑟𝑎𝑛𝑑, 𝑝𝑟𝑖𝑣𝑎𝑡𝑒 𝑙𝑎𝑏𝑒𝑙} and the quality 𝑘 𝜖 {𝑜𝑟𝑔𝑎𝑛𝑖𝑐, 𝑛𝑜𝑛 -𝑜𝑟𝑔𝑎𝑛𝑖𝑐}.

  , 𝑂𝑟𝑔𝑎𝑛𝑖𝑐, 𝐵𝑟𝑎𝑛𝑑, 𝑂𝑟𝑔𝑎𝑛𝑖𝑐 𝐼𝑛𝑡𝑒𝑟𝑛𝑎𝑙 𝑟𝑒𝑓𝑒𝑟𝑒𝑛𝑐𝑒 𝑝𝑟𝑖𝑐𝑒, 𝑁𝑜𝑛 -𝑜𝑟𝑔𝑎𝑛𝑖𝑐 𝐼𝑛𝑡𝑒𝑟𝑛𝑎𝑙 𝑟𝑒𝑓𝑒𝑟𝑒𝑛𝑐𝑒 𝑝𝑟𝑖𝑐𝑒, 𝑝𝑟𝑖𝑚𝑎𝑟𝑦 𝑠ℎ𝑜𝑝𝑝𝑒𝑟, 𝑢𝑟𝑏𝑎𝑛, 𝑎𝑔𝑒, 𝑔𝑒𝑛𝑑𝑒𝑟, 𝑠𝑡𝑢𝑑𝑦, 𝑐ℎ𝑖𝑙𝑑𝑟𝑒𝑛 𝑖𝑛 ℎ𝑜𝑢𝑠𝑒ℎ𝑜𝑙𝑑, 𝑠𝑜𝑐𝑖𝑜𝑝𝑟𝑜𝑓𝑒𝑠𝑠𝑖𝑜𝑛𝑎𝑙 𝑐𝑎𝑡𝑒𝑔𝑜𝑟𝑦 ) and 𝑅𝑃𝐴 𝑖𝑗𝑘 𝑥 = (𝑃𝑟𝑖𝑐𝑒 𝑑𝑖𝑓𝑓𝑒𝑟𝑒𝑛𝑐𝑒, 𝑂𝑟𝑔𝑎𝑛𝑖𝑐, 𝐵𝑟𝑎𝑛𝑑, 𝑂𝑟𝑔𝑎𝑛𝑖𝑐 𝐼𝑛𝑡𝑒𝑟𝑛𝑎𝑙 𝑟𝑒𝑓𝑒𝑟𝑒𝑛𝑐𝑒 𝑝𝑟𝑖𝑐𝑒, 𝑁𝑜𝑛 -𝑜𝑟𝑔𝑎𝑛𝑖𝑐 𝐼𝑛𝑡𝑒𝑟𝑛𝑎𝑙 𝑟𝑒𝑓𝑒𝑟𝑒𝑛𝑐𝑒 𝑝𝑟𝑖𝑐𝑒, 𝑝𝑟𝑖𝑚𝑎𝑟𝑦 𝑠ℎ𝑜𝑝𝑝𝑒𝑟, 𝑢𝑟𝑏𝑎𝑛, 𝑎𝑔𝑒, 𝑔𝑒𝑛𝑑𝑒𝑟, 𝑠𝑡𝑢𝑑𝑦, 𝑐ℎ𝑖𝑙𝑑𝑟𝑒𝑛 𝑖𝑛 ℎ𝑜𝑢𝑠𝑒ℎ𝑜𝑙𝑑, 𝑠𝑜𝑐𝑖𝑜𝑝𝑟𝑜𝑓𝑒𝑠𝑠𝑖𝑜𝑛𝑎𝑙 𝑐𝑎𝑡𝑒𝑔𝑜𝑟𝑦 )

  𝑄𝑈𝐴𝑁𝑇 𝑖,𝑗,𝑘 = 𝑥 𝑖 𝛽 𝑗𝑘 + 𝜀 𝑖𝑗𝑘 𝑅𝑃𝐴 𝑖,𝑗,𝑘 = 𝑥 𝑖 𝛽 𝑗𝑘 + 𝜀 𝑖𝑗𝑘 To complete the analysis of the global models, we conduct a comparison of two groups: the group A that bid on the organic version of the product, and the group B that bid on the nonorganic version for quantity and random price acceptance. 𝑄𝑈𝐴𝑁𝑇_𝑂 𝑖,𝑗,𝑘 = 𝑥 𝑖 𝛽 𝑗𝑘 + 𝜀 𝑖𝑗𝑘 𝑄𝑈𝐴𝑁𝑇_𝑁𝑂 𝑖,𝑗,𝑘 = 𝑥 𝑖 𝛽 𝑗𝑘 + 𝜀 𝑖𝑗𝑘 𝑅𝑃𝐴_𝑂 𝑖,𝑗,𝑘 = 𝑥 𝑖 𝛽 𝑗𝑘 + 𝜀 𝑖𝑗𝑘 𝑅𝑃𝐴_𝑁𝑂 𝑖,𝑗,𝑘 = 𝑥 𝑖 𝛽 𝑗𝑘 + 𝜀 𝑖𝑗𝑘 This model analyses several relations between the variables. We propose three types of hypotheses. First, we develop hypotheses with direct influence. Second, we develop hypotheses dealing with the mediation effects. Third, we formulate hypotheses to verify the moderation variables. The first and main objective of the experiment is to analyze independently the influence of organic and brand on customer behavior. Below, we present them as sets of variables. First, we check the direct influence of quality signals on behavioral variables in a set of four hypotheses. The second set of hypotheses concerns the reciprocal influence between behavioral variables.

  𝑀 + 𝑎𝑋 + 𝑒 𝑀 𝑦 = 𝑖 𝑌 + 𝑐 ′ 𝑋 + 𝑏𝑀 + 𝑒 𝑌 Where 𝑖 𝑀 and 𝑖 𝑌 are regression constants, 𝑒 𝑀 and 𝑒 𝑌 are errors in the estimation of M and Y, respectively, and 𝑎, 𝑏, and 𝑐′ are the regression coefficients given to the antecedent variables in the model in the estimation of the consequents (Hayes, 2017). The mediation analyses are conducted on SPSS with the PROCESS macro, using the model 4, delivered by Andrew F. Hayes (2018) (Model 4 and Model 7, Bootstrap 5000).ModerationModeration plays a key role in social science theories, The moderation is a process in which the effect of some variables on interest X on Y is influenced by another variable W. We should nevertheless not assume that W is not an antecedent of Y or M. The identification of moderators helps to establish the boundary conditions of the effect or the circumstances, stimuli, sociodemographics, or any other variable that might influence the relationship. This conceptual diagram is tested in two equations that are presented in the statistical model. an integration of these three analyses into a single coherent model within a conditional process model. The model tests the moderation effect of the variable W on the indirect effect (M) of a variable X on Y. The related equations 𝑀 = 𝑖 𝑀 + 𝑎 1 𝑋 + 𝑎 2 𝑊 + 𝑎 3 𝑋𝑊 + 𝑒 𝑀 𝑌 = 𝑖 𝑌 + 𝑐′ 1 𝑋 + 𝑒 𝑌The moderation analyses are conducted on SPSS with the PROCESS macro, using model 7, delivered by Andrew F. Hayes (2018) (Model 7, Bootstrap 5000).

Followingα

  Churchill's paradigm, the second stage is a confirmatory phase which assesses the internal coherence, the relation with other measures, and the link with the theoretical hypotheses. The evaluation of the reliability and validity of a measurement scale requires two separate methods. Reliability refers to the consistency of the measure and its dimensions. The reliability can be assessed over time, across items, and by different researchers. In management studies, reliability is mostly assessed internally, which is the consistency of people's responses across the items on a multiple-item scale. The most common measure of internal consistency is Cronbach's α. The statistic varies between 0 and 1, and the score indicates their reliability. The acceptability threshold varies according to the type of research. In this doctoral study, we refer to the typology elaborated by De Vellis(Carricano et al., 2010, p. 53).The validity refers to the extent to which the scores from a measure represent the variable they are intended to measure. The method to measure the validity is called the Explanatory Factor Analysis (EFA) with the use of principal component analysis (PCA). The validity tests assess the consistency of the scales dimensions with the literature. Two tests are required to assess the factorization of variables: Barlett's test which compares the observed correlation matrix to the identity matrix to check the redundancy between the variables, and the Kayser-Meyer-Olkin test (KMO) also called a measure of sampling adequacy (MSA). The MSA indicates to what extent the proportion of selected variables are consistent and measure adequately the concept.

Figure 58

 58 Figure 58 presents the graphic model with relations
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  of quality signals on customers' behavior variables supports the interest in intermediate variables.The results for mediating effects are surprising. Indeed, no mediating effect has been significant between quality signals and auction. We found three indirect effects between quality signals and purchased quantity. Official quality signs affect purchased quantity through spirituality, and through the emotion dimension of perceived value. This dimension also causes an indirect effect on the relation between brand type and purchased quantity. Finally, the relation between quality signals and random price acceptance shows numerous significant mediations. Official quality signs have indirect mediated relation with random price acceptance with both perceived value dimensions and spirituality. Brand type registers an indirect effect through the emotion dimension. Figure80summarizes the mediation effects that have been found. The quality signs have much more indirect effects than brands as it influences all the intermediate variables.Brand type only has an impact on emotion and influences random price acceptance and the purchased quantity. What is striking is the lack of effects on auctions except for the direct relation with purchased quantity.The mediation effects models complete the econometric models with the tests of mediation effects and variable interactions. This section presented the main results of the experiment we conducted between September 2019 and June 2020. Based on experimental economics, we ran three sessions of data collection after two pre-tests that helped to design a relevant experiment with checked stimuli and eliminate the potential misunderstanding in the survey.From a theoretical implication, we highlight three main findings. First, we acknowledge that credence quality has some influence on customer responses, including Potemkin attribute related to social performance(Achilleas & Anastasios, 2008, p. 831). The mediation analysis revealed a positive influence of the national brand and the organic feature on customer perceived quality. Concerning customer behavior, the organic feature is a positive predictor concerning willingness-to-pay in the Tobit model. The mediations models revealed indirect effects on purchased quantities. With numerous positive results concerning the quality signals influence on random price acceptance, we are tempted to confirm partially the findings ofGrewal and al (1998, p. 349) who state that "brand name and price discounts explain 85% of the variation in perceived value". Indeed, brands were related to perceived value but only the dimension of emotion and the random price had a high perceived value relation. The official quality signs had more numerous influences on perceived value and acted on both dimensions, even if the relations were not generating positive customer behavior. Customer perception gives value to attributes and can affect the behavior(Howard, 1977), especially on purchased quantity. Consumers' perception change with the available information and influences the purchase(Nelson, 1970). Second, concerning the marketing value chain, we point out a certain weakness of perceived value transformation into a price premium, but a positive market value through quantity. We confirm the importance of sales volumes is market performance. Finally, reference price acts as an antecedent of willingness-to-pay. The models from Dodds and al. (1991) and Grewal, Krishnan, and al. (1998) must be investigated to understand the role of reference prices.Concerning the political implications, price does not seem to lower market competition. The fear of losing national market shares can be faced with an increase of credence quality (social and environmental responsibility) and pushed in terms of quantity. The market does not seem saturated and could benefit from new policies based on a piece of additional qualitative information.

  the type of connections, and the global product signals and firm's consistency is relevant to explain and foresee the performance of social actions. Then, a high commitment in a product social quality can fail if the connections are made with inconsistent stakeholders, or if other products from the same firms send opposite signals. A global coherence in terms of social responsibility signals are generating value (organic and specialized stores), whereas inconsistent quality image (organic and discount store) decreases the market value (price or willingness-to-buy) of organic quality. Global coherence increases the legitimacy of the high price (Blombäck & Scandelius, 2013).

  

  

  

  Landon & Smith, 1997). A good reputation ensures product quality and commands a price premium(C. Shapiro, 1983). Quality signs build a collective reputation. The individual and collective reputation influence each other(Tirole, 1996) and have the same positive influence on price (Landon & Smith

	in that terms "A corporate
	reputation is a stakeholder's overall evaluation of a company over time. This evaluation is
	based on the stakeholder's direct experiences with the company, any other form of
	communication and symbolism that provides information about the firm's actions and/or a

comparison with the actions of other leading rivals." Reputation consists of additional information that may distinct the firm from its competitors, and reduce the cost of gathering information for the consumers (

  , and financial-fail to correlate substantially with one another."(Kumar et al., 2016, p. 5). Nevertheless, the ability of firms to measure marketing performance has itself an influence on firm performance(O'Sullivan & Abela, 2007). Researchers' and professionals' stubbornness to find good indicators is motivated by the outcomes from a good marketing performance measurement. Selecting relevant criteria for assessment to reduce the risks and avoid the effect of "what you measure is what you get".The firm aims to create value for consumers but "a major difficulty in researching value is the variety of meanings of value held by consumers."(Zeithaml, 1988). Firms' resources are employed to create intangible "customer impact" in five dimensions(Rust et al., 2004, p. 78) : One of the 15 most commonly used measures according toAmbler and Puntoni (2003) 

	Multiple indicators have been developed and used by academics to assess the different aspects
	of customer behavior. Grønholdt and Martensen (2006) realized a literature review that
	provides a list of the most valuable marketing performance measures. They established two lists
	of indicators for consumers' performance: A mental consumer results, and a behavior consumer
	results.
	Customer-based measures started in the 1980s with customer satisfaction, customer loyalty,
	and brand equity. Consumer performance is measured by the loyalty compared to competitors,

The metrics are often classified as consumer-based, market-based, or financial-based. But the marketing value is really difficult to assess. "The challenge of demonstrating this value is complicated by the fact that its core metrics-attitudinal, behavioralAnother segmentation has been made by

Katsikeas and al. (2016)

. They identify customer mindset outcomes, which gather customer awareness, associations, attitudes, and attachment, customer behavior outcomes, related to purchases, post-purchases, and future purchases, and customer-level performance outcomes that define the economic outcomes of customers.

as well as the clients' loyalty and satisfaction growth since N-1. They have been considered interrelated, but several questions remained unanswered such as the period from customer satisfaction to loyalty. *

  , and used to generate a competitive advantage. "Efficient production with heterogeneous resources is a result not of having better resources but in knowing more accurately the relative productive performances of those resources."(Alchian & Demsetz, 1972, p. 793). The challenge for firms is to use resources for both consumers and products to generate value for and to customers(Kumar & Reinartz, 2016).Official quality signs can be considered as a firm resource but not as a competitive advantage.Indeed, official quality signs are neither new nor rare to generate a "first-mover advantage".Official quality signs tempt to homogenize the market, whereas the competitive advantage is elaborated with heterogeneity and the impossibility to duplicate the asset. A competitive
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advantage implements "a value-creating strategy not simultaneously being implemented by any current or potential competitors."

(Barney, 1991, p. 102)

.

Nevertheless, official quality signs generate benefits if we consider the competitive advantage with a more dynamic perception of assets. The social complexity of a resource, such as relations, culture, and reputation, can generate competitive advantage

(Barney, 1991)

.

Credibility and reputation generate a sustainable competitive advantage creation

(Hooley et al., 2005)

. Official quality signs are marketing capabilities which, combined with other capabilities can generate performance Following the 3C-SR model, quality signs indicate the degree of commitment to ethical and environmental standards and social objectives. Official quality signs alone are not a competitive advantage but, with connections and consistency, they generate market value. Connections in agri-food may be related to the choice of channel's members or partnerships with other actors such as associations. The general coherence among the relationships creates value for consumers. The consistency is the global coherence of the firm in its commitment. We suggest that the 3C-SR model contributes to socially responsible reputational assets.

  , among other criteria22 . It is a voluntary approach that farmers can undertake to obtain the national sign. The aim is to signal a higher quality compared to similar products without the label. It indicates a global superior quality, and aim to meet implicit and explicit consumers demand, but does not ensure a location of production as it can be obtained by producers outside the European Union. The Label Rouge is both experiential and technical quality sign. It implies the respect of precise specifications, the control of an independent third-

	party, and tasting sections by experts and consumers (Larceneux, 2003). In 2018, the sales
	revenues of Label Rouge products is estimated at 1,5 billion euros (including taxes), with a
	7.8% increase since 2017. It represents 1.5% of food products sold in France. It is used in the
	production of meat and eggs.
	The poultry sector first
	embraced this opportunity. Nowadays, Label Rouge is the most famous label with 97% of
	French consumers who know it 21 . The Label Rouge gathers 434 specifications (INAO, 2018),
	called "cahier des charges", which deliver all details for the entire supply chain (Westgren,
	1999). For example, farmers who produce table eggs with a Label Rouge have commitments
	for the type of hens, hens' food, cross-breeding, animal density in the farm, health, and safety

20 

Translated from French "Spécialité traditionnelle garantie" 21 https://www.labelrouge.fr/une-histoire procedures

  Table eggs are animal products with both labels easily available in the market and are well known from the French consumers. The product is perceived as virtue food without industrial processing (Shepherd et al., 2005; Van Doorn & Verhoef, 2011) which are supposed to be favorable criteria for market performance (He & Bernard, 2011). Moreover, table eggs are

  Elasticity 𝑙𝑛𝑃𝑜 𝑖 =∝ +𝛽 1 𝐶𝐹 𝑖 + 𝛽 2 𝐹𝑅 𝑖 + 𝛽 3 𝑂𝑄𝑆 𝑖 + 𝛽 4 𝑂𝑅 𝑖 + 𝜀 𝑖 𝑙𝑛𝑃𝑙𝑟 𝑖 =∝ +𝛽 1 𝐶𝐹 𝑖 + 𝛽 2 𝐹𝑅 𝑖 + 𝛽 3 𝑂𝑄𝑆 𝑖 + 𝛽 4 𝐿𝑅 𝑖 + 𝜀 𝑖

 Quality (OQS)  Brand type  Price premium acceptance  Willingness-to-buy  Purchased quantity  Market shares 

  Table egg market is a finger exercise to illustrate the influence of public authorities' market intervention for social responsibility programs' implementation.

  97% and 23.33% of the sales (Volaille française, 2018). Offical quality signs products are mostly bought in hyper-and supermarkets (82% for Label Rouge whole chicken and 42% for organic poultry) (Agence Bio, 2020; Volaille française, 2018).Data are extracted from Le Réseau des Nouveaux Marchés. They provide weekly prices for table eggs and oven-ready chicken at different stages of the value chain for different quality ranges, but with different periods.We use two databases to analyze the marketing margin of oven-ready chicken. The first database is from Le Réseaux des Nouveaux Marchés and delivers information about the farm price (excluding taxes) of standard and Label rouge chicken. The dataset is monthly observations from January 2011 to October 2016 are prices excluded taxes per kilo. and 1.37%). The hyper-and supermarkets store shows the opposite results with a rate of 15.96% of increase for standard quality, whereas the Label Rouge only increase of 4.40%.

	catering trade and food service respectively 53.Actor	Industry 1% Wholesalers	Export 4%	Other 5% HSMKT		Discount
	Quality	1%	Standard	Label R.	Standard	Label R.	Standard	Label R.
	Mean		2.22€	3.62€		3.19€	5.29€	2.96€	4.53€
	Evol		2.22%	14.30%		15.96%	4.40%	1.37%	12.04%
	St. Dev		0.11	0.32		0.16	0.22	0.09	0.15
	Number of observations	wholesalers and 634	634		634	634	634	634
		distributors				
			21%						Conventional
									distributors
									68%

  Gall-Ely, 2009, p. 93). Figure42illustrates the conceptual framework of our experimental model. We include WTP and purchased quantity. This behavioral experimental model assesses the product-market performance(Katsikeas et al., 2016) created by each product type with unit sales, price, and revenue, three common marketing

	Quality  Organic  Non-organic Brand  National Brand  Private Label quantity of a product (We designed a behavioral experimental model that include behavioral factors (willingness-to-WTP Purchased quantity Random price acceptance
	pay, purchased quantity, and random price acceptance) according to two product factors (brand
	type and official quality sign). The entire experimental design also includes consumer-specific
	factors (perceived value, spirituality, previous purchase, reference price, product location,
	sociodemographic factors). Figure 42 presents the global experimental model. We investigate
	to what extent the consumer perceived value is transformed into accounting value.
	Marketing action, strategy, resource Figure 43 presents a global research model that is divided into 6 sub-models to test the Mental consumer Financial results results mediation effects.
	-OQS -Brand type	-Perceived value -Spirituality	-Auction -Quantity -RPA

metrics

(Ambler et al., 2004, p. 489)

. The consumers' decision of the price and the quantity in a purchase decision depends on several factors, either related to the product itself (price, brand, promotion, advertisement) or on consumer-specific factors (loyalty, price sensitiveness, gender, age)

(Jedidi et al., 1999)

.

  Table 92 displays the results. The dimension of emotion and quality have both a significant intermediate effect (QUAL=0.209; EMO=0.178). There is no direct effect. We test the relation between brand type and random price acceptance. Emotion dimension of perceived value generates an indirect mediation between brand type and RPA (QUAL=0.166; EMO=0.653). Figure 60 presents the effects.

a incité les autorités publiques à développer des signaux de qualité pour identifier les pratiques responsables, notamment dans le secteur de l'agroalimentaire. L'objectif de cette recherche est de comprendre l'influence des signes officiels de qualité sur la performance de marché des produits agricoles. Considérant le signe officiel de qualité comme une ressource à disposition de l'entreprise, nous identifions et mesurons la productivité marketing du label Agriculture Biologique et du Label Rouge à travers trois études empiriques complémentaires. Plusieurs contributions se dégagent de ces travaux. Premièrement, une contribution théorique avec une remise en question de la vision linéaire de la chaine de productivité marketing, et la mise en lumière de la nécessité d'étudier la cohérence des signaux de qualité. Deuxièmement, d'un point de vue méthodologique, l'utilisation de méthodes peu utilisées en gestion apporte une autre vision de la performance. Troisièmement, les études présentent des résultats disparates en fonction du produit étudié. Les signes de qualité ne sont pas équivalents ni substituables sur le marché. Nous mettons en exergue l'absence d'influence significative des signes de qualité à créer de la valeur par le prix, et l'absence de transformation de la valeur perçue des signaux de qualité en valeur monétaire. Cependant, nous observons une augmentation des quantités d'achats en fonction de la qualité du produit. Enfin, les nomenclatures qui signalent toutes les pratiques de production, perçues responsables ou non, ont une plus grande influence sur les résultats économiques que les signes officiels de qualité. Nous soulevons ainsi l'intérêt des politiques publiques et de la régulation de marché.

Source : https://ec.europa.eu/growth/industry/sustainability/corporate-social-responsibility_en

Source: https://ec.europa.eu/growth/industry/sustainability/corporate-social-responsibility_en

Source: https://ec.europa.eu/growth/industry/sustainability/corporate-social-responsibility_en

Source: https://ec.europa.eu/growth/industry/sustainability/corporate-social-responsibility_en

Ecolabelindex.com 

Definition from the online Larousse dictionary -http://www.larousse.fr/dictionnaires/francais/label/45761 -view 26.03.2018

https://www.inpi.fr/fr

https://www.inpi.fr/fr/comprendre-la-propriete-intellectuelle/la-marque/les-cas-particuliers-de-la

Source: http://www.fao.org/3/W3240E/W3240E12.htm

"Measurement knowledge is the customer's ability to assess attribute performance with minimal bias and variance relative to more objective measures."(Golder et al., 2012, p. 9) 

"Measurement motivation is the customer's desire to assess attribute performance with minimal bias and variance relative to more objective measures"(Golder et al., 2012, p. 9) 

Source : https://financial-dictionary.thefreedictionary.com/price

https://www.lemonde.fr/planete/article/2019/08/22/les-marges-de-la-grande-distribution-75-plus-importantessur-certains-produits-bio-selon-ufc-que-choisir_5501626_3244.html

http://www.web-agri.fr/actualite-agricole/economie-social/article/les-importations-de-poulet-continuent-aaugmenter-en-2019-en-france-1142-152015.html

30 www.volaillelabelrouge.com/fr/chiffres-cles-volailles/

https://www.insee.fr

Signif. codes: 0 '***' 0.001 '**' 0.01 '*' 0.05 '.' 0.1 ' ' 1Then, we designed a model to compare the bids for the two quality productsorganic milk (group A) and non-organic (group B). Table69and 70 present the descriptive statistics.

Source: https://www.mangerbouger.fr/Manger-mieux/Comment-manger-mieux/Comment-comprendre-lesinformations-nutritionnelles/Qu-est-ce-que-le-Nutri-Score

Signif. codes: 0 '***' 0.001 '**' 0.01 '*' 0.05 '.' 0.1 ' ' 1 Constant Constant

Note : 0 '***' 0.001 '**' 0.01 '*' 0.05 '.' 0.1 ' ' 1

Research question:

To what extent the official quality signs influence the market performance, customer performance and financial performance of agri-food products? Concerning the Label Rouge, a blind test has been conducted on a salami product in-store, with and without indications. The experiment did not prove the higher hedonistic quality of the Label Rouge product, and consumers gave a better grade to Label Rouge products only with the information about the official quality signs. The experiment shows the influence of credence in the taste evaluation of a product (Giraud, 2001). We note that experience attributes are evaluated by consumers after purchase. If the product does not meet the expectation of consumers, there is a risk that customers do not repeat purchases.

This first chapter aims to unravel the influences of official quality signs on the market price and sales volumes, highlighting the market performance of the labels among other information. We answer three main questions:

-To what extent high-quality products generate market performance?

-How consumer demand estimate the financial value of official quality signals?

-How consumer demand reacts toward official quality signs?

The first section justifies the market approach and the field of research, before presenting in detail the databases and the methodologies that are used to answer the sub-questions.

The second section of the chapter is dedicated to the data treatment and results. First, we conduct preliminary analyses to identify market trends and measure market shares for quality range, official quality signs, brand types, and store types. Second, we use the hedonic price methods to assess the importance of criteria in price formation. We complete the analysis with the calculation of elasticity among the quality range.

The conclusion of the chapter contains the discussion and limits of the results. ensures the market data. Databases are independent and show the same market from a different perception. They present the price (in euro) and the sales volumes (expressed in percentage of the market) either according to the quality range (battery, barn, free-range, Label Rouge, organic, no sign) or according to the brand types (national brand, private label, discount brand, no brand). The third database from "Les Réseaux des Nouvelles des Marchés" (RNM) is store scanner data with the price of organic and non-organic table eggs in three store types (HSMKT, discounts and specialized stores). The three databases are presented meticulously in this section.

The first database is an economic indicator ordered by FranceAgrimer, a national institution for the agriculture and maritime sector, operating for the French ministry of agriculture. The study is conducted by the World Panel Kantar, an international private institute dealing with consumer knowledge and behavior, and insight based on continuous consumer panels. Kantar WorldPanel if part of the Kantar Group, of the Data Investment management Division of WPP Group.

Kantar Worldpanel conducts market monitoring, advanced analytics, and tailored market research solutions that enable them to analyze what people buy, what they consume, and the attitudes behind behaviors. They elaborate market analyses to generate databases and precise market watch. Their data collection and studies are used by several private and public institutes to gauge the economic environment. Their clients include brand owners, private label manufacturers, agri-food producers, suppliers and retailers, market analysts, and government organizations. Kantar Worldpanel data that we use in this thesis are household food consumption data in metropolitan France. They conduct several studies on the agri-food market, especially the fresh egg market. They published 13 reports per year, one per month plus one at the end of December to complete the yearly overview. We extracted data of products that contain descriptions of the fresh egg market. They are composed in two separate files.

In the first database, we find information about six quality ranges, including the four quality ranges of the European nomenclature. The free-range category is split into two categories: with the Label Rouge and without the official quality sign. Finally, the last category is gathering the eggs without a sign, due to a direct sales market, inability to know the origin, other alternative purchase places, or personal hens' production. The database gathers information from January 2012 and December 2019, in 103 observations.

The data present the price in euros for a hundred eggs and the volume of sales in percentage.

The databases are presented below. They deal with quality range, brand type, and store types, all in-store information. We have seen above that the available information in the store has particular importance in consumers' choice for table eggs. The change in production methods has been mostly led by policies. Meanwhile, the observations of consumption changes are also blatant and seem to conform to the policy's orientation.

The consumption of eggs in France is slightly and continuously decreasing since 2005. Battery eggs are leaders and the barn quality range has a very low market penetration. The battery and barn eggs are considered the lower quality products in the market. Free-range eggs are middlequality range, and Label Rouge and organic are the high-quality range.

Source: Kantar WorldPanel

The battery eggs have the highest negative evolution rate (-75.37%) but was still leader in December 2019 with 33.70%. The decrease in sales is consistent throughout the period (R²=0.92). Barn eggs represent a relatively small amount of the market with a mean of 3.04%

and its tendency to grow slightly is inconsistent through the timeline and reveal instability (R²=2e-05). Free-range and organic are both showing positive and homogeneous trends (respectively R²=0.94 and R²=0.90) in terms of sales volumes increase. The Label Rouge shows positive but weaker results (R²=0.54). We notice a reduction of the gap between the battery variety and other varieties.

Organic eggs are the most expensive on the market (33.10€/100 eggs in December 2019), followed by the Label Rouge eggs (30.90€/100 eggs in December 2019). The small coefficient of determination reveals that the price variations are frequent and inconsistent with time. Freerange shows a competitive price (23.60€ in December 2019) compared to organic and Label Rouge (29.70€ in December 2019). Battery eggs price is decreasing constantly over time (R²=0.61). Both low-quality ranges are the cheapest options in the market.

We elaborated a shorten model as:

Where 𝑃 is the final price, ∝ is the base price, 𝛽 is the coefficient and 𝑉 gathers organic eggs at store types of dummy variables. We took heed of autocorrelation and heteroscedasticity problems due to data specialty, and endogeneity due to simultaneous choice of implicit price and attributes (Bonnieux et al., s. d.). Residual homoscedasticity consists of an evaluation of whether regression residuals or forecasting errors have a constant variance. The Breusch-Pagan heteroscedasticity test assesses if independent variables are jointly statistically significant (Breusch & Pagan, 1979).

Table 35 presents the characteristics we selected for the analysis. Dummy variables correspond to the production characteristic described in the nomenclature established by the European directives and official quality signs. The promoted criteria are the cage-free breading, the freerange breading, and the presence of an official quality sign (either Label Rouge or Organic), the Label Rouge characteristic, and the organic production.

This classification delivers information about the value creation of official quality signs. In the literature review, we mentioned that official quality signs gather several characteristics, sometimes overlapping with other characteristics. Table 35 shows that organic and Label Rouge products combine characteristics from other quality ranges. The purpose is to identify if the organic characteristic and the Label Rouge characteristics create value inherently or if other included characteristics (cage-free, free-range…) are more valuable.

We elaborated two distinct hedonic price calculations to avoid the perfect negative correlation between the two quality signs that unable the calculation. We include time index, as we study a time series, and we make the standard assumption that any unobservable are uncorrelated with the characteristics of the observed product. Our extended semi-log models are expressed as:

(5)

Correlations are positive for national and discount brands, with medium strength (respectively 0.47 and 0.69). The price increase would have a positive influence on market shares, whereas the private label category's market shares are slightly negatively responding to a price increase.

The No-brand category shows a strong negative correlation. Price would affect its market shares.

The objective is to understand the role of quality signs on price performance, among other signals that may use the consumers to make a choice in-store. As specified above, the Kantar panel gives little information about the brand type influence, and on a shorter period than the Kantar Panel about quality. We cannot investigate the Kantar panel to extract relevant information on brand influences, but we can compare the importance of each market segmentation (Brand type -Quality range) in the price-volume relationship. We use the two Kantar panel database presented above to identify the relationship between the independent variable of the price and the dependent variable of sales volumes. We conduct two linear regression models with the price as the only exogenous variable and compare the two linear models, and more precisely the coefficient of determination, to evaluate which segmentation is the most relevant in sales volumes determination. The coefficient of determination of a linear regression examines how differences in one variable can be explained by the difference in a second variable. It establishes the strength of the two variables in the relationship and can be used to determine future trends. The Kantar databases give price and sales volumes according to either the quality range segmentation of price or the brand types. We compare the two determination coefficient to indicate which segmentation forecast the most the sales volumes.

The preliminary model gathering all the prices and volumes for the quality range is expressed as follow :

The regression is applied to both databases. Table 33 presents the results of the two linear regressions.

The hedonic regression has been processed. It estimates the store type and organic weight in price formation as follow:

The results highlight the positive and significant influence of the organic quality in price formation for eggs (0.506). The unique characteristic of organic is significant and implies a price premium. The results confirm the findings of the previous hedonic regressions. The year indexes' significance is consistent with the crisis of 2013. We took the non-organic HSMKT product as a basis. Looking at the store types results, table 39 shows that both store types, either discount or specialized, have a significant and opposite influence on price formation (< 2e-16 ***). Discount decrease the value while specialized stores increase the price. The semi-log model estimates the effect of store types as follows.

All characteristics that are advertised by the European directive have a positive impact on value.

Free-range egg sales volumes benefit from all other categories price increase but show a negative own-price elasticity. The analysis of battery eggs elasticity is not relevant because of the large decrease during the period. The own-price elasticity must be due to the drastic decline in sales and price. Concerning barn category, its price increase is in favor of all other higherquality categories sales volumes, and do not benefit from any other category price increase, consistently with its very low market shares.

Free-range seems to be the standard quality. It brings the most important value in price formation with its characteristic of outside breeding method and it is the market leader in terms of market shares. Moreover, its own-elasticity reveals that customers are price sensitive for this variety, and in terms of cross-elasticity, the price of increase of higher-quality products is in favor of free-range. It is the substitute of organic and Label Rouge varieties.

Concerning the official quality signs, organic label adds more value than Label Rouge. The two official quality signs are not reciprocally substituted. A price increase in Label Rouge will increase the sales volumes for free-range, bearing the same production code, and organic. But organic price increase is not significantly increasing Label Rouge sales volumes, but only freerange. The organic value creation is confirmed in the analysis of the implicit price of store type.

Specialized stores increase the value of the organic product, whereas the discount stores register a negative coefficient compared to supermarkets. The store types influence significantly the value creation for organic products, certainly with a channel effect.

The mean price of Label Rouge quality is twice higher than the standard quality. Both qualities show a decrease in price along the period and show a similar trend, maintaining a constant gap throughout the period and had similar variations.

The second database presents the prices of oven-ready chicken at the wholesalers (Rungis Market, France) and the retailers' stages (conventional, discount and specialized stores) from the 6 th of September 2018 to the 28 th of February 2020. They present 78 weekly observations for Standard and Label Rouge wholesaler price -Rungis, and standard, organic, and Label Rouge price at retailers -HSMKT, discount, and specialized stores.

The organic quality is the most expensive version at all retailers. The evolution rates of prices are really low, as well as the standard deviation. The specialized store shows a higher standard deviation and is the highest price for the organic product (11.70€ in February 2020) compared to HSMKT and discount (respectively 9.59€ and 7.57€ in February 2020).

We also extracted from the same database on Réseaux des Nouveaux Marchés a longer time series that only include standard and Label Rouge qualities (organic quality is only available for a shorter period). We selected the complete database from the 10 th of January 2008 to the 28 th of February 2020. This database will be used for further data treatments. The evolution rate is positive for all qualities and at all stages. For Wholesaler and hyper-and supermarkets, the rate of Label Rouge (respectively 14.30% and 12.04%) than for standard (respectively 2.22%

Dyad 3

Dyad 4

The calculation of the price differences is devoted to comparing the break downs of official quality signs marketing margins.

where 𝑀𝑀 𝐷 is the marketing margin of the dyad, 𝑃 𝐴2 the price of the second actor in the chain and 𝑃 𝐴1 the price of the first actor in the chain.

We use the theoretical price method to assess the performance of official quality signed products for different retailer types. The theoretical price is the expected price of a specific product according to the financial values of the other varieties of the same product. It is calculated with the coefficient of value created by official quality signs at the wholesalers' stage (∝) and the coefficient of margins between the wholesaler and each store (𝛽). The calculation is expressed as follows:

Marketing margins are used to assess the mechanism of value increase along the value chain.

We wonder to what extent the marketing margins of official quality signed products diverge from standard products, and to what extent the level of commitment and the coherence of the connections between stakeholders create more value and/or rebalance the distribution of the value among the actors of the chain.

We selected the table egg market and the oven-ready chicken market because of their specificity. They are small-processed food, present specific official quality sign history, and are commonly purchased in France. Their characteristics are interesting to analyze the value created with credence quality along the chain. Label Rouge quality represents the highest proportion of oven-ready chicken sales and is available at a high price. The prices are stable along the time.

Organic quality is more expensive but the consumer demand is very small compared to other quality ranges including standard demand. The chicken industry is the pioneer of the Label Rouge development. Nowadays, it is distributed in all types of retailers, with the majority of the sales in hyper-and supermarkets. The table egg market presents a high price for organic quality at the stage of wholesalers and retailers.

Based on store scanner databases, we elaborated on three main studies. We analyze the market chain by dyad. First, preliminary analyses are conducted to understand the weight of price formation at each stage of the chain and perceive the approximate distribution of the product's price by the marketing function. Then, we aim to compare the market price for official quality signs with its theoretical price. The last study is a series of equations based on a hedonic model.

We consider the marketing margin as a function of attributes that characterize the product. The dummy variables are analyzed independently and with interactions.

The graph shows blatant disparities of results. Surprisingly, the three smallest margins concern organic products. What is striking is the negative margin for organic eggs in discount stores almost the entire studied period. The organic products in hyper-and supermarkets show three short periods of negative margins in 2015, 2016, and 2020. The specialized store registers the highest margins. Non-organic eggs show the highest margins, with a slight positive difference in favor of HSMKT. The hyper-and supermarkets show the highest standard deviation for nonorganic eggs (1.96), and a constant positive price difference (MIN=3.45€; MAX=14.15€). The discount stores have a lower standard deviation (1.80) and price differences (MIN=1.91€; MAX=12.97€), but always positive. The HSMKT and discount stores have a decrease in their results because of the two high price peaks at the wholesaler stage in 2012 and 2018. The two retailers did not adapt their prices, or at least did not proportionally. Also, the price evolution is negative for both retailers.

All organic products show lower marketing margins and smaller standard deviations, especially for specialized stores (0.99), showing a smaller dispersion and a more stable market than HSMKT (1.36) and discount (1.39). What is striking is the negative price difference for the conventional (MIN= -1.63€) and discount stores (MIN= -7.32€). Moreover, the most important differences registered is less interesting for organic than non-organic eggs for conventional (MAX=7.36€) and discount (MAX=1.83€). The specialized stores marketing margins are closer to non-organic products, and show the highest results (Mean=5.51€) followed by hyper-and supermarkets (1.97€) and discount stores (3.30€). To go further in the analysis, we compute margins for hyper-and supermarkets, and discount stores. The computed margins are all positive. Hyper-and supermarkets' mean margin is the highest (6.10€) followed by the specialized stores (5.51€) and finally the discount store (3.04€). The specialized stores show relatively small standard deviation (0.99) compared to hyper-and supermarkets (1.34) and discount stores (1.17).

Graph 65 shows a decreased along the period of computed margins for hyper-and supermarkets and discount stores, whereas the specialized stores are more stable over time. The specialized stores show the smallest decrease over time (-28.92%) whereas for hyper-and supermarkets (-57.17%) and discount (-72.06%) are largely lowering their marketing margin. The price difference evolution during the period is highly positive for the specialized stores (64.91%), the only positive results in the table, whereas the two other store types register a dramatic decline of -44.34% for conventional and -209.29% for discount. Despite a higher price for organic eggs,

We notice that 𝜷 𝑾 increased more than ∝ 𝑺 along the period. With the two ratios, we calculated the theoretical prices of organic products at the wholesaler stage and compared it to the actual price along the period. The theoretical price is constantly above the market price with a respective mean of 4.47€ along the period and 3.54€ for wholesaler actual price. We compare in Table 60 the difference between the ratio of the theoretical price and the actual wholesaler price.

Ɣ 𝑻𝑷 Ɣ 𝑾𝑷

The ratio for the theoretical price is unsurprisingly higher, but we notice a higher evolution rate for the actual price ratio.

Dyad 2

The mean ratio for Label Rouge at the wholesaler stage (1.63) is more important than the ratio for hyper-and supermarkets (1.44) and discount (1.34). We notice that ∝ 𝑊 and 𝛽 𝐺𝑀𝑆 present positive evolution rate (respectively 11.82% and 13.44%), whereas the discount ratio is slightly negative (-0.83%). The trends are stable over time and we do not observe overlapping or important trends. Market price trends do not present important price peaks, in contrary to theoretical price. Both market prices are below the two theoretical prices trend all along the period.

The theoretical prices show better evolution rates (HSMKT =10.77% and DIS=4.57%) and higher mean prices (respectively 4.81€ and 4.44€). The differences in terms of price premiums are relatively constant throughout the period.

The table egg market shows specificities. Indeed, table 74 shows a highly important ratio for organic at wholesaler stage (4.01) compared to the two retailers (HSMKT=2.46 and DIS=2.34).

∝ 𝑾 𝜷 𝑯𝑺𝑴𝑲𝑻 𝜷 𝑫𝑰𝑺

Nevertheless, with the two highest mean ratios, ∝ 𝑊 and 𝛽 𝐻𝑆𝑀𝐾𝑇 present both negative evolution rates (respectively -17.62% and -26.93%) whereas the discount rate is important and positive (20.92%). Figure 39 shows the comparison between the theoretical and market prices.

The second model has no standard error variations with clusters. The table 80 indicates that Label Rouge has a significant premium for HSMKT. The HSMKT has a higher premium (1.58)

than Label Rouge (1.06).

The estimated premium is negative for interaction variables, meaning that the combined effect of predictors is less than the sum of both predictors. Clustering does not affect standard errors significance.

The table egg dyad presents very high explanatory power (respectively R²=0.88 and R²=0.91) but higher smaller residual standard error than previous dyads (respectively 1.83 and 1.54).

Both models are significant. Table 82 present the parameters and the standard errors with robust standard error, and clusters. The clustered residual standard error show less significant results, except for the organic label standard errors with official quality signs clustering and specialized stores with retailer clustering, highlighting pricing strategies. In terms of parameters, the specialized has a higher influence (7.70) than hyper-and supermarkets (3.06) on margin premium. The organic parameter is negative (-10.47).

The second model is all significant without and with clustering. The combined effect of the retailer and official quality signs is stronger than the sum of the two signal effects. It increases the wholesale-retail margin creation for oven-ready chicken (0.52) and table eggs (4.43), enhancing both signal independent effects. The dyad 3 results show an opposite effect, with higher independent effect for hyper-and supermarkets (1.58) and official quality signs (1.06) than the combined effect (-0.29).

This section presents the research questions and justifies the use of an experimental method, the choices that have been made to elaborate the study, and present briefly the studied market before delivering the conceptual model ( 1). Then, we present the methodologies that have been retained to analyze the data (2). Finally, we present the study itself, the related protocol, and respondent recruitment (3).

The research process of this doctoral thesis follows the hypothetic-deductive method. The experiment and related hypotheses are designed and based on the literature review and the exploration of the market displayed in the previous chapter (Evrard et al., 2009, p. 50). We designed the conceptual model based on the marketing outcomes model (Katsikeas et al., 2016;Rust et al., 2004), the 3C-SR approach (Meehan et al., 2006), and the resource-based view (Wernerfelt, 1984). According to our research question, we chose a suitable method to reach our research objectives (1) and selected an adapted product and market (2).

Managers and researchers have a real interest in determining the influence of marketing variables on customer performance for agri-food products. The purpose of this study is to investigate the capacity of the organic official quality sign to create value. As value is a polymorphic concept, we clarify the notion of value and the different forms of the value we focus on (1). The diversity of relations between marketing and finance on one hand, and the difficulty of measuring financial outcomes from marketing actions on the other hand lead the research to study the mechanism between the two disciplines. Based on the literature and the market analysis, we formulate research questions and reveals the model we elaborated (2). This section has been included to justify our choice of an experiment (3), auctions methods (4), and the stimuli that have been selected to fit our research (5).

The marketing-value chain depicts the value creation that emerges from the marketing resources, strategy, and actions of a firm. Value is a polymorphic concept. It is transformed all along the chain. In this doctoral thesis, we focus on two different aspects of value that influence each other.

The lab experiment for agri-food products is preferred. The methodology enables the control of variables which provides a better measure of the influence of chosen variables (Akaichi et al., 2012;Bernard et al., 2006;Bernard & Bernard, 2009, 2010;Larceneux & Renaudin, 2016;Noussair et al., 2001;Schott & Bernard, 2015).

Experimental auctions are chosen to elicit the respondents' willingness-to-pay. They are considered as incentive-compatible methods that provide real preferences with the "true" value of products. The auction is accompanied by surveys thereafter, to obtain information and complete the correlation model. Surveys have been largely used in marketing researches, and particularly for organic products. They identify a higher willingness-to-pay for organic products Hudson, 2004).

The choice of stimuli was made under several criteria. As we work on official quality signs, the product should commonly wear at least one of the two labels. As the stimuli in experiments are less effective than in-store, we chose a product that sends a clear message to the respondent.

We chose a virtue food product with a low degree of processing (a natural version of a product)

because it enhances the influence of quality signs on consumers' perception and behaviorwillingness-to-pay (He & Bernard, 2011;Shepherd et al., 2005;Van Doorn & Verhoef, 2011).

We also chose an animal product to echo the first studies about eggs and have similar animal welfare considerations.

We have chosen the fluid milk market because it is one of the main organic food product categories. The cow and the laying hens' are often studied for their products' daily use in households and the interest for welfare from consumers (B. Clark et al., 2017). The official label "Agriculture biologique" (AB) is known by the almost totality of the French population (Agence Bio, 2018). In 2020, 44% of consumers claimed to buy organic milk (Agence Bio, 2020). The market is growing and promising according to the market report. Organic consumers mostly buy fluid milk in supermarkets, but also convenience stores and farm-direct sell.

The diversity of prices in the market is increasing because of the new production processes and product quality (farm animal living conditions, animal welfare, antibiotics, animal feeding quality…). The price differentiation is based on two public authority actionsprice regulation and official quality signsand other quality signals (brand types, store types, other quality signs..).

The organic label is the main factor of the experiment. We analyze its combined effect with two mainstream brand types: the national brand and the private label. According to the literature we reviewed, the national brands are generally more expensive than private labels, but the organic label generates more value when combined with private labels than national brands (Larceneux & Renaudin, 2016). Both variables are controlled during the experiment and generate four scenarios. All brand and quality versions are substitutable (Bernard et al., 2006). Each scenario is presented with a short sentence that contains the information of the brand type and mentions if it is organic. The non-organic is not mentioned specifically.

*The non-organic products do not explicitly specify that it is not organic.

In this study, we focus on the fluid cow milk market. Milk is a highly segmented market with several specificities and a peculiar history related to public authorities (1). We briefly present the market situation and evolution (2).

depends on the processed product it is intended (Gouin & Kroll, 2018). The non-price competitiveness of the production method of fluid milk is based on organic quality, mountain area production, and region of origin. Other criteria are enhancing the market differentiation, in particular brands with an important notoriety and marketing campaigns (Perrot et al., 2018).

The price volatility encourages a short-term vision of the market for farmers, and slow down the investments. Nevertheless, organic milk market shares are increasing in terms of value.

They represented 12.5% in 2016 and 14.7% in 2018 (Agence Bio, 2019a).

Consumers and milk

Rural economists identified an increase in higher quality products demand, but a low willingness-to-pay for the quality. The organic quality is perceived as a good lever for fluid milk market for non-price competitiveness (Perrot et al., 2018). The annual rate of consumer price inflation increased for fluid milk from 1990 to 2018. But the sales volumes are decreasing in terms of purchase frequency and quantity. Nevertheless, organic milk volumes increased because of new consumers that shift from conventional to organic quality (France Agrimer, 2018). Consumers consider organic milk less harmful to the environment, but also healthier and high quality (Bonnet & Bouamra-Mechemache, 2015).

Among consumers who already purchased organic quality food, 44% declare purchasing organic milk, more than other dairy products (39%), and cheese (43%). Neither gender, professional category of age seems to affect the consumption pattern. A large majority of organic milk purchase is carried in supermarket and hypermarkets (71%) (Agence Bio, 2020).

The conceptual model is developed based on the literature review and the previous studies on market data. The experimental method requires the choice of the variables (1) and the choice of the methodology (2). We develop a Tobit model and a series of models to measure the mediation effects.

From the research questions previously developed and within the process of elaboration of the conceptual model, we must select the variables that design the frame of the experiment. The variables are described below according to their characteristics: Independent, dependant, mediating, or moderating.

We designed the survey to collect the bids, the purchased quantity, the new price acceptance influence on quantity, and then collect answers in the survey. The experiment is divided into 8 steps as follows.

After the introduction of the experiment, the first step was designed to eliminate people under eighteen years old, students, and/or no-milk diet consumers. The second step has been only made at the first data collection, following the instruction of the laboratory of experimental economics of Montpellier (LEEM). The real effort task is a way of implementing costly activities in a lab experiment. It has good external validity and increases the implication of subjects in the study. A large amount of real effort tasks exists (Gill & Prowse, 2011).

Respondents must complete an effort task which consists in counting a certain number of figures in grids in less than a minute. The third step delivers the instruction for the bid, and an example with two questions was displayed to verify that respondents understood the auction mechanism. Then, the bid was launched. One of the four scenarios were presented, and the respondent must write the maximum price they would pay to get the described product. In a new window, we remind the respondent its auction and ask how many items they want for their price. After confirmation of their bid, the results are delivered. The respondent wins if their auction is higher than the random price, and lose if lower. The winner pays the random price.

In both cases, we offer the possibility of the respondent to buy additional items at a random Then, we thank the participants.

During the experiment, information about respondents' lifestyle and consumption habits has been collected. Concerning organic milk, supermarkets (28.89%) and hypermarkets (17.84%) are the most frequented point of purchase. Only 1.33% of the respondents buy organic milk in hard discount stores and 1.20% from direct sales. The organic store registers a slightly better frequentation with 5.86%. Respondents are mostly buying national brands (25.70%), followed by private labels (17.58%). Non-organic milk consumption is more frequent than organic milk with a large majority of respondents (71.11%). Most of the consumers buy it in the supermarket (39.81%) and hypermarket (31.56%). Direct sales are not common (0.27%) such as harddiscount (3.60%). National brands are leaders (38.88%) followed by private labels (27.30%).

We also hiked the internal reference prices for organic and non-organic fluid milk. The organic internal reference price is systematically higher than non-organic.

No brand Private Label National Brand Cooperative

For non-organic, the respondent who purchases national brands present the highest internal mean price (0.95). Surprisingly, organic milk with cooperative of no brand show the highest internal reference (respectively 1.16 and 1.19).

The analysis per point of purchase revealed an unsurprising highest internal reference price for organic milk in organic shop (1.23) and the lowest for non-organic milk (0.61). What is striking is the relatively high responses for hard-discount shoppers (non-organic=1.07; organic=1.17) compared to hypermarket (non-organic=0.91; organic=1.10). Finally, the direct selling category shows similar internal price reference for organic and non-organic fluid milk (non-organic=0.80; organic=0.81). It appears in the results that primary shoppers do not show a significantly higher internal reference price (1.09) than organic shoppers (1.06).

PERVAL scale

Following the exploratory results, we tested the scale with two dimensions: quality and emotion. The first results of the confirmatory analysis shown insufficient significant levels for several indices.

The results show several covariances that we treated in the order shown in table 114, and also suggest to withdraw the EMO1 variable. The treatment improved the measurement model.

Table 107 presents the significant indices of the scales with a reduced amount of items.

The reliability is confirmed with a high Joreskog Rhô ( > 0.7), and the convergent reliability is confirmed (AVE > 0.5) for both dimensions.

Discriminant validity indices show a high quality (MSV<AVE)

Spirituality

The scale of spirituality cannot be assessed in a confirmatory analysis because it is a onedimensional scale with two items. The statistic treatment of scales with three or fewer items leads to an underestimation of the model. We include these items in a common construct on the base of theoretical proximity and previous studies.

The model is tested according to two methodologies, as reported and justified in the previous section. The first data treatment is realized with the econometric Tobit model. The second data treatment investigates indirect effects and intermediates effects.

Post hoc tests, applying the Bonferroni method, confirmed that mean bids were significantly different from each other at p<0.05. The dependent variable in our model was bid for each product. We used the Tobit model (with no interaction terms) as bids are continuous and censored.

Table 71 summarizes selected parameter estimates and their significance for both groups.

Model A is not significant, meaning that none of the variables can explain the bids, and additional factors have an impact on the final bid. Model B is significant with three influencing factors. Table 121 reports positively influence the organic reference price (0.541) and nonorganic reference price (0.136) with a smaller influence. As regards socio-demographic variables, only one characteristic, urban, exerted a positive and statistically significant effect (0.219) on non-organic bids.

The Tobit model was also appropriate because the quantity cannot be a negative value. The models analyze two types of quantity: the quantity at auctions, and the additional quantity with the random price. The first equation evaluates the purchased quantity according to auctions, demographics, and the habits of buying organic food. Table 67 presents the descriptive statistic for each independent variable.

Then, we reproduce the model according to quality productsorganic milk (group A) and nonorganic (group B). Table 69 and 70 present the descriptive statistics for both groups.

We run the post hoc tests, applying the Bonferroni method, rejected that means quantity and random price acceptance were significantly different from each other at p>0.05.

BDM auctions mechanism and a survey were carried out to measure factors affecting the respondents' bids, the purchased quantity, and the random price acceptance for fluid milk bearing the organic official quality signs.

Concerning auctions, the results show that the organic feature increases significantly the customer bids, contrary to brand type that has no significant influence. We notice that the quantity has a significant but very low influence on bids, whereas the organic internal price reference is an important factor of auction increase. We run a comparison between two groups: group A bid on organic products, and group B bid on non-organic products. The Bonferroni test confirmed that the groups have significant differences in auctions. Group A revealed a nonsignificant model, in contrary to group B. The auction of group B has three significant and positive factors, including the two reference prices and the urban location.

The evaluation of purchased quantity factors revealed four significant variables, including three negative influences. Respondents with a higher level of education, high bids, and living in an urban area significantly buy a fewer number of items. The fact of having children in the household positively increases the number of items.

Random price acceptance is positively affected by five factors. Surprisingly, the price difference between the bid and the random price has no influence on the purchased quantity at the random price. The brand type plays an important role in acceptance, as well as children in the household. Age has a significant low and positive coefficient. The acceptance is refrained mainly by urban location, executive professional category, and a high level of education.

Bonferroni tests rejected that groups have significant differences in purchased quantity and random price acceptance (Appendix 10 Bonferroni Tests -Pariwise comparisons using t-test with pooled SD -model 2, 5 and 6). Also, we conducted models 1, 3, and 4 with interaction terms (Official quality signs and brand type), but none of the results were significant.

We analyze below the interactions between the variables, the mediation effects, and the moderation effects of our model. We first present the sub-models of our global research model, evaluate their quality, and test the hypotheses in a two-step process (1). Then, we test the hypotheses for direct, mediating, and moderating effects (2).

In this paragraph, we test the mediation effects imply in the theoretical model. We proceed in two steps. First, we have tested the global model (Figure 42 Behavioral experimental Model).

Then, the model has been split into six sub-mediation models, and each of them has been tested

with AMOS. The adjustment quality of structural model equations is tested with the same process that scale measurement adjustment. Table 74 presents the indices for all the models.

The theoretical model required a correlation relationship between the random price acceptance and the quantity, as well as between the two intermediate variables. The indices of adjustments auctions, and mean random price acceptance than a non-organic and private label. For auctions, the non-organic product displays a larger interval, including higher standard-error. It is the opposite of brand type, with a larger interval for the national brand. Both auction graphs show overlapping of the bars, highlighting the possibility of several similar auction means for both products. For random price acceptance, the difference is slight concerning official quality signs with an important overlapping of the bars and two large intervals, highlighting the possibility of several similar random price acceptance for both products. The results are more distinct for brand type, with smaller intervals, less overlapping, and more differentiated means. In contrary to the two other variables, purchase quantity is higher for non-organic than organic products, but both interval are very large and overlapping. The quantity for the national brand is higher than private labels, and the overlapping is smaller than official quality signs.

We conducted ANOVA treatment for both hypotheses on each customer behavior variable.

Table 120 displays the significance of the homoscedasticity tests. We must exclude the hypothesis of variance homogeneity to proceed to ANOVA interpretation. Then, the ANOVA column indicates the F statistic and the associated p-value. The significant results are written in bold font.

No direct effect from the official quality sign on behavioral variables is significant despite the homoscedasticity test that allows us to interpret the ANOVA (>0.05). All p-value is higher than the accepted limit of 0,05. Concerning the brand type, both auction and purchased quantity for brand types have homoscedasticity results just above the limits, and ANOVA p-value superior to the accepted limit (respectively 0.07 and 0.069). Only random price acceptance presents significant results (p-value=0.024).

The lack of significant indirect effects justifies the necessity of testing the effects of the intermediate variables. Then, we analyzed the reciprocal influence of behavioral variables. We used linear regression analysis. Table 122 presents the non-standardized coefficient, significance, standard error, and adjusted R².

Both relations are significant (both p-value=0.028) and have a similar coefficient (Auction=0.247; Quantity=0.26). The R-square is identical for both regressions and relatively small (0.5%). We cannot deny the existence of a reciprocal relation but the very low power of explanation of it.

The theoretical model and all mediation models have been validated with adjustment quality tests. We first tested the direct effects before testing the mediations. Concerning direct relations, official quality signs have no effects on behavioral variables. Brand type shows a direct relationship with the random price acceptance, but neither with auctions nor with purchased quantity. Concerning the relations between behavioral variables, we notice that willingness-topay and purchased quantity are related to a reciprocal but weak relation. We also showed a positive and middle strength effect of purchased quantity on random price acceptance. The lack From a managerial perception, we suggest influencing more on purchased quantity than price.

The price difference between auction and random price was not significantly influencing customer behavior. Moreover, we have seen that many respondents were buying milk in 6-pack packaging.

This research has some limitations that offer new research perspectives. First, we suggest to investigate and compare the influence of promotion on price and quantity for non-processed virtue food. Moreover, our survey could not assess elasticity. Another survey could investigate the model of Dodds andal. (1991) andGrewal, Krishnan, andal. (1998) to understand better the mechanism between the market price acceptance, the price difference, and quality signals.

The dimension of perceived quality could be assessed based on another random price corresponding to the market price of each quality product. Finally, we were not able to conduct the entire survey with financial compensation for technical reasons.

Kumar and Reinartz wrote that "Clearly, business is about creating value. The purpose of a sustainable business is, first, to create value for customers and, second, to extract some of that customer value in the form of profit, thereby creating value for the firm." (2016, p. 36) The perception of the authors follows the mean-end chain of marketing value. This doctoral thesis explored how official quality signs create values with the use of official quality signs to inform consumers and other stakeholders about the responsible practices of the firms. The creation and extraction of the value is a complex mechanism along the mean-end chain (1).

According to the 3C-SR model, some requirement increases the efficiency of value creation(2).

As presented in the first part of the thesis, marketing value is represented in a mean-end chain that starts with marketing actions, strategies, and resources that influences in order: customer perception, customer behavior, market value, economic and firm financial outcomes (Katsikeas et al., 2016;Rust et al., 2004). The literature suggests that the presence of a label delivers additional information and influences the consumers' purchase decisions. Marketing performance cannot be assessed with "silver metrics", which means a single number or a single indicator. Whether it is with revealed or preference data, a silver metric is a trap, and performance assessment must be multidimensional (Ambler & Roberts, 2006). First because of the period of performance assessment, either short, middle, or long-term, and second because of the purpose of the assessment, such as planning future actions or returns, or assessing a current statement of the marketing returns. In this doctoral thesis, we assessed market outcomes with two main indicators: price and sales volumes. We acknowledge that the marketing margin analysis should take into consideration the cost related to quality improvement and the sales revenues to measure the profitability of improving credence quality. Missing information in analysis leads to incomplete results and restrain the interpretation of the study.

Concerning price and quantity, there are numerous measurement methods to assess the two indicators, and each of them reveals different information. The use of market data and customer or added value could better meet consumer needs; if so, more differentiated certification, labeling, or branding would be required." (Aschemann-Witzel & Zielke, 2017, p. 241) The empirical studies confirm the literature by showing a higher pricing strategy for super-and hypermarkets compared with discount stores (Rondán Cataluña et al., 2005). Customer price acceptance is different from one store to another. Dodds, Monroe, and Grewal found that the negative effect of a price increase is reduced when the consumer has information about the brand and the store name (1991, p. 317) and even more when the signals are consistent.

Following our results, we suggest that the coherence among signals and relationships influence customer performance in terms of perceived quality and perceived value. This suggestion would explain the positive trend line for organic products' prices in specialized stores.

Concerned about the danger of over-interpretation, we would conclude that farm low-processed products create value with the use of the quality signals' coherence. All signals together, either coming from stakeholders, visual in-store signals, or firm reputation, transform the marketing resources into a marketing asset that modify customer perception and behavior.

Consumers face a wide range of prices on the market. The importance of the price in the purchase decision is not similar among the products but depends on their quality. As mentioned above, the price does not hurt systematically the sales volumes. For example, lower pricing does not increase the sales of organics or Label Rouge products. The results confirm the work of Ngobo ( 2011) and Bezawada and Pauwels (2013). Reducing the prices of organic and label rouge quality is ineffective. The labeled products gain market shares and command a price premium that cannot be input in other quality range, as it would hurt the sales volumes. The high price for high quality does not deter market penetration and market shares (Phillips et al., 1983). This trend is in contradiction with the economic model of niche markets, which states that high-quality lead to higher prices and smaller market shares. "To encourage those potential consumers actually to buy organic products it is necessary to make them more readily available in the supermarkets. The increasing involvement of the supermarkets may be seen as a "natural" progression of the marketing system as organic food becomes more and more mainstream." (Latacz-Lohmann & Foster, 1997, p. 280-281). We infirm the findings of Chang and al (2010, p. 421) who found "high price premiums observed for cage-free and organic eggs, […] also reveal that the market shares for such products are very small."

We confirm that "quality is consistently an important factor determining market position and is not merely a strategy to be used only by small companies facing well-entrenched competitors" (Phillips et al., 1983, p. 41). Indeed, any company can use quality to gain market position, as long as the company shows a certain consistency in its actions.

Official quality signs play an important role in pricing, but one must be careful in not rushing to judgment. The complexity of official quality success is confirmed, and many other factors lead to price premium acceptance.

The complex equation that leads from marketing resources to performance includes the conviction of the actors that the product is more valuable than others. In the case of corporate social performance, the price premium is linked to the intangible value of the product, and the customer conviction that the social or emotional values deserved to be paid. Non-commercial attributes of products and the increasing importance of social quality (Auger et al., 2008), are accepted despite a related price premium (Kehlbacher et al., 2012).

When a situation is seen in a moral light, people are more likely to make compromises and generate political implications in their behavior (Skitka, 2010). Conviction is one side of attitude, but reflect the core moral beliefs of individuals. It is strongly associated with emotion and leads to activist intentions (Skitka & Wisneski, 2011). The psychological approach suits business, and would be connected to the consumer activists 32 but also all economic actors that are in a militant approach of business and prioritize social issues over profitability. Conviction is a strong predictor of attitudes and a wide range of behaviors. The financial outcome in business would be the price of conviction, the specific price premium that is related to the conviction of customers that do not switch to lower quality range even with price increase, because they cannot act differently without hurting their own perception of hat is immoral.

The responsible actions of firms are the concrete implementation of corporate social responsibility into the business. The first part of this doctoral thesis presented the corporate social responsibility in several perceptions and theories, including the consideration of internal 32 From the French term « Consom'acteur" market value indirect influence, and the use of intermediaries can be used by other stimuli than the organic label. Concerning the two other markets, label rouge and organic have opposite results. Label Rouge is a staple of oven-ready chicken quality, well-known, and purchased by consumers. It is the leader and the mainstream quality, whereas organic register very low market shares. Organic table eggs are in contrary gaining market shares, whereas the Label Rouge can be considered as a failure. But none of the official quality sign is the leader, and the highest non-labeled quality is now the new standard in the market.

Optional social responsibility allows firms to adapt themselves, innovate, and to find the most profitable way to implement social responsibility. For example, the social responsibility for oven-ready chicken has been largely profitable in the market, and the other tool of European directive with production process information is nowadays the most efficient. On the other hand, the multiple options offered to firms may be a constraint for social and environmental performance. Firms must be tempted to find the least investment in their responsibility in response to social demand, to extract the highest profit (Griethuysen, 2009).

Alternative production of intensive farming rethinks the market out of the box, and out of the demand law of supply and demand, with new value distribution. Without the detailed and controlled rules to do organic, but also fair or socially responsible production, economic actors would, under economic pressure, elaborate less coherent solutions (Padel et al., 2009).

Harmonization of values and rules, optional or constrained, would increase the transparency and clarity of information, and by extension the efficiency.

The public authorities can create new directives and rules to interfere in the market. We call into question the regulations that we have studied in the empirical studies (1) and identify political implications for other markets (2).

The political authorities create new directives and tools to respond to the economical necessities of social expectations and political responsibilities. Public policies can influence customer behavior and support new trends in agribusiness. According to Larceneux and al. (2012), the judgment on food quality is based on four dimensions, including the process attribute of the product. Organic production, Label Rouge quality, and the European directive deliver information about the production process. It aims to improve transparency in the market with simple information and rebalance the asymmetry. The differences in market results may be explained by public policy efficiency and the understanding of the added value.

Concerning table eggs, we suggest that the public authorities delivered clear information about the marking system, but failed the Label Rouge. The elasticity between Label Rouge and freerange show asymmetrical substitutability between the two products. We make two assumptions to explain the failure. First, we suggest that Label Rouge delivers lower quality information than organic and the marking system because they share the same code number, and the price difference is consequently higher for the Label Rouge. Moreover, Label Rouge benefits might be more confused than the health and environmental benefits of organic Label. We believe that the marking system was efficient to increase the importance of quality for customers thanks to the delivery of good information and a large scope of action. Oven-ready chicken reveals organic quality failure compared to Label Rouge, and we also suggest that information is unclear for organic benefits, whereas Label Rouge is a pioneer in the sector with a higher level of customer information.

Mandatory information such as egg code seems to enhance the market value and help optional information such as official quality signs to gain value. "When a firm applies a HACCP 33 system, uncertainty reduction implies risk reduction stemming from consumption. Hence the higher the producer cost in providing attributes to consumers, the higher the equilibrium price level and the shadow price." (Karipidis et al., 2005, p. 70). Following the authors, the European directive would be based on the consumers' value creation. The information in the market reduced the uncertainty about the quality and reduced perceived risks.

Nevertheless, stakeholders fear to achieve market saturation. The policymakers must support the marketing structure to handle a larger quantity and do not destroy the performance. Institutions face and respond to market failures, and must investigate beyond market trends to understand the determinant of behavior and prevent de cost related to irrationality (Ferey et al., 2013). Agri-food production has been regulated in many countries either by volumes or price, especially for milk production, with limited success (Gouin & Kroll, 2018). Regulation generates expenses for the states and must tackle societal issues to increase the performance of topics that do not attract firms and profitability but generate market opportunities. The management of market equilibrium in fresh food is central for public authorities because perishable goods are more delicate to manage and constitute a social necessity.

Coding seems to have changed the market of table eggs, empower one of the Label Rouge but more importantly disallows the lowest quality ranges. Signaling the quality of a higher product can, by extension, signaling the lack of quality of other products.

We suggest that customers understand better the quality of products in a homogenized frame in which all products are involved. The system of table egg codes is a frame in which the customer gets information about credence value and can rank production practices with their system of value. Moreover, the system does not hurt other marketing quality signals, and following our findings, is profitable and efficient only if turned into marketing assets. The increasing value of agri-food products is a stake for the independence of the sector and the economic autonomy of farmers.

Milk and oven-ready chicken could benefit from a quality frame to highlight the benefits linked to production. The mention of the products is mainly given by advertising and communication on packaging (outdoor breeding, fair price to farmers, no use of antibiotics, French or regional production, and other characteristics). The creation of a chart and a system of codes must make the information clearer and enhance the marketing assets with the use of a controlled by a thirdparty agency.

-----Firms' decisions must take into consideration the resources that they have or can acquire, and how to develop a program that responds to the three dimensions of commitment, connection, and consistency, to generate marketing assets in the eyes of the customers. What is called Customer Mindset in the model of the marketing-performance outcome chain is renamed as marketing assets. Moreover, we must include in marketing what we call a customer background.

We distinguished the customer beliefs to the customer experiences and we suggest a reciprocal relationship between the two variables. The beliefs concerning the concerns of societal issues will improve the marketing assets as it would increase the value of features, especially emotion.

Concerning the experiences, they interact with the dimension of quality of the perceived value.

The perceived value of responsible products is the results of the program and its subdimensions, and the personal background of customers.

Few marketing studies combine market data and experimental economics. The advantages of user preference data and state data in a methodological process lies in the investigation of an issue and the adaptation of the measurement methods. First, the investigation of the market movement during a period delivers information about the trends of the products. The analysis and identification of the market issue define better the research question and contribute to the exploration of the topic. The use of hedonic prices revealed the relevance of the attributes and confirmed the importance of taking into consideration a set of signals to understand the price formation and the market value. With a better understanding of verified market reactions, the elaboration of an experiment enables the researcher to isolate a phenomenon and understand its role in the market. The experimental auctions that have been used to understand the customer decision process for willingness-to-pay. We adapted the methodology to include quantity and if random price acceptance, and then enhance the quality of the experiment to adapt it to the market, because we identified the necessity of purchased quantity to assess performance, and because the price variation should generate different reaction for high and low-quality products. This method for analyzing product performance is an interesting alternative to other methodologies: the reality of the data in the first phase and the mechanism of auction curb the assumptions made on only hypothetical data, and get the analysis closer to the reality.

The food market trends have shown positive evolution and current statement for high credence quality products. Nevertheless, and as discussed above, the increase of market shares requires Moreover, the data are time series of dynamic markets. The place of each quality ranges evolved along the period, and niche or restraint market became mainstream. The table eggs is the most dynamics and present today free-range and organic as mainstream, whereas the former leader, battery hens' eggs, is slowly disappearing. Also, free-range oven-ready chicken are gaining market shares, and the standard indoor breading are slowly replaced by the free-range. Credence quality importance change in the society and are reflected in the market dynamics of animalbased products.

The experiment presents two main limitations of its methodology. First, we have been conducted the assessment of the perceived value with the random price. We were conscious of the biases of lower and higher prices compared to the participant auctions, and the potential perception of promotion in the new price, stimulating the purchase of extra quantity. The decision of not using the auction to assess perceived value was based on the limited reliability of the judgment of participant own-answers, and the intention of comparing the answers according to neutral price. But this decision lead to a limitation of results interpretation, and we should not rush in random price acceptance judgment. Marcus Aurelius Antoninus wrote that "Nothing has such power to broaden the mind as the ability to investigate systematically and truly all that comes under thy observation in life" (Antoninus, 1944). A science research investigates life with a single question, and end up with plenty of new questions. We have observed market phenomenon and customer actions and reactions towards socially responsible signals. We identified market mechanisms, performance factors, and we suggested relations. We invite researchers to investigate these suggestions and phenomena with future research.

Future studies must analyze the transformation from marketing resources combination and coherence into marketing assets for socially responsible products. This multifactorial assessment should be assessed with scales, to understand the perception of these three dimensions. The elaboration of the perceived consistency in responsibility could improve future research and assess the efficiency of the 3C-SR in product-market performance.

Aside from the necessity of an adapted measurement scale, we suggest to assess signals in a set of other signals and not independently. The value overlapping of signals, and the complexity of the customer value perception in the market make the studies irrelevant if taken independently.

We briefly analyzed the value distribution in the production chain and noticed differences in the case of socially responsible products. The power of connection to create value and have a fair distribution (and we use fair referring to socially responsible business practices) must be investigated from a financial perception taking into consideration the cost related to social practices investment, and the market price margins, to see if profitability is better distributed among actors in case of socially responsible production.

We also believe that the value distribution and the success of performance depend on the conviction of the actors. The degree of commitment might be correlated with the actors' conviction, and the target must also have a certain level of conviction to accept the price premium. Measuring the relation between the conviction and the price acceptance along the value chain would have several managerial implications concerning the connections, but also to give public authorities and marketers some guidelines to convince customers about the necessity of responsible practices.

The coding systems are investigated in Europe in several food sectors. Recently, the "Nutri-Score" 34 has been launched in the market, an optional tool to indicate the nutritional value and healthiness of a product with a letter and color code that gives information on the quality value of the food products. The non-mandatory policy might here again, like for organic labels, increase the asymmetry of information. Future research should investigate the differences in customers' behavioral reactions in the case of the absence and the presence of low-quality signals. The experiment must be conducted to indicate if the product-market performance of socially responsible products is higher is not responsible actors must indicate their practices.