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 18 

Highlights 19 

 The consumer’s ethnic origin influences in the choice process for a novel food 20 

product. 21 

 The survey design used to explore these issues is an application of the “means-end 22 

chain” theory. 23 

 The results point to the presence of an important emotional dimension in the 24 

consumption of the selected product. 25 

 26 

Abstract 27 

This paper sets out to analyze whether the complexity and the type of benefits and values 28 

pursued in the consumer choice process for a novel food product (couscous) varies with the 29 

consumer’s ethnic origin (Spanish and Arab). A qualitative study was used to explore these 30 

issues in an application of the “means-end chain” theory. The hierarchical value maps 31 

obtained point to the presence of an important emotional dimension in the consumption of the 32 

selected product, particularly Arab consumers suggesting that greater familiarity with the 33 
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