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Exploring Consumer Segments: Integrating Food-Related Lifestyles and
Perceptions of Organic Food in Kosovo

Abstract

This study investigates consumer preferences for organic food in Kosovo, where food safety and health
concerns drive demand, contrasting with developed countries where environmental considerations are often
the primary motivators. The study is based on a face-to-face survey targeting 300 consumers in the three
largest Kosovo cities. The analysis employs descriptive statistics and cluster analysis. A modified version
of the Food-Related Lifestyle (FRL) instrument was used, allowing for the categorization of consumers
based on shopping behaviors, green consumer values, and price consciousness. The study examines
respondents’ perceptions of organic food, concerns about food safety, and the distribution of socio-
economic characteristics within the sample. Through cluster analysis, consumers were grouped into
segments with similar behaviors or preferences, resulting in three distinct clusters. Consumers in the first
cluster showed higher scores in factors related to shopping habits, awareness of food information, and
product origin, along with positive attitudes toward organic food, green values, and price sensitivity.
Consumers in both the first and second clusters, who strongly prefer organic food and make informed

purchasing decisions, tend to be younger, with higher education and family income.

Keywords: Organic food, food-related lifestyles, cluster analysis, Kosovo, sustainable development.

1. Introduction

Organic farming is deemed to be strongly linked to sustainable development, being environmentally

friendly (Wojciechowska-Solis and Barska, 2021), as well as animal welfare, and biodiversity (Lindstrém
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et al., 2020). Evidence shows that organic foods have lower pesticide residues, synthetic fertilizers, and

heavy metals (Baranski et al., 2014; Brantsater et al., 2017)*.

Research shows that increased consumption of organic food products, such as dairy products and fresh
foods like fruits, vegetables, bread, and eggs are important to preserve health (Nagy-Pércsi and Fogarassy,
2019; Wu et al., 2019). While the use of pesticides in conventional farming is not considered to pose health
risks to consumers if concentrations in food are below the maximum allowed threshold, many consumers
are still concerned about pesticide use and their residuals in food. Therefore, the demand for sustainable
and organic foods that are deemed safer for human health and beneficial to the environment has increased
(Haghjou et al., 2013; Hamzaoui-Essoussi et al., 2013; Ness et al., 2010). In developing or emerging
economies, there is often weak enforcement related to the quality and use of agricultural inputs (e.g.,
pesticides and fertilizers). In such countries, weak (food safety) enforcement results from a lack of funding,

personnel, and technical expertise for monitoring and enforcing compliance with the standards.

In this context, if government institutions responsible for enforcing food safety are not doing their tasks
properly and are not trusted, consumers search for credible attributes (e.g. certifications) that can guarantee
food safety (and quality), such as organic certification. Consumers use the organic certificate as a food
safety and quality cue - they pay more attention to organic certification to address their concerns for food
safety (Haas et al., 2021). However, consumer behavior and perceptions of organic food in developing and
emerging economies, like Kosovo (which is the focus of this study), are not well understood. On the other
hand, consumer behaviour and environmental awareness are constantly changing; thus, assessing them over

time is important (Wojciechowska-Solis and Barska, 2021).

Kosovo is an emerging post-communist economy, and its agri-food sector faces challenges in establishing
market institutions and building distribution chains. These difficulties, along with issues in food safety

standards enforcement, meeting veterinary and phytosanitary requirements and strengthening

! The impact of lower levels of pesticide residue on human health during organic diet intakes is not clear (Bradman
et al., 2015; Oates et al., 2014). However, it is beyond the scope of this paper to deal with this aspect.
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administrative capacity, result in compliance gaps (FAO, 2016). Studies on chemicals and pesticide
residues in Kosovo indicate that levels in various food products, such as fruits and vegetables, tend to be
minimal and within permitted limits (Berisha et al., 2013; Hoxha et al., 2017). However, there is evidence
of high residue levels in certain horticultural products, including both locally produced and imported agri-
food items, as well as the use of illegal / hazardous pesticides. (Boletini and Hajdari, 2022). Similar
concerns have been observed in livestock and honey production (Rama et al., 2022). These issues have
been highlighted in the media, raising consumer awareness and concerns about food safety, as documented

in several consumer studies in Kosovo (Meixner et al., 2024; Miftari et al., 2024).

Agriculture is a crucial sector for the Kosovo economy, contributing significantly to Gross Value Added
(7.4% in 2022) and employment, especially in rural areas. The sector relies largely on the local market.
Previous research has shown that market access is a challenge for local producers. As consumer income
rises, there is an increasing demand for quality food, which, in turn, creates pressure to improve food safety
and quality standards (Canavari et al., 2017). Thus, improving food safety and compliance with quality

standards benefits both producers and consumers.

In this context, it is crucial to assess consumer awareness and preferences for organic food so that, on the
one hand, producers can adjust their organic food production and marketing, and on the other hand, both
private sector actors and policy-makers can engage effectively in improving consumer education and
awareness accordingly. From both marketing and awareness raising strategies viewpoints, it is important to
identify consumer groups with distinct behavioural as well as socio-demographic attributes that can be

targeted with different strategies.

Lifestyle research has become a cornerstone of market segmentation, as traditional demographic factors
alone are often insufficient for predicting consumer behavior in affluent societies (Vyncke, 2002). This
holds true as well for emerging economies experiencing rapid income growth, such as Kosovo. With the

growing complexity of consumer preferences, lifestyle segmentation emerged as a more nuanced way to
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categorize consumers into relatively homogeneous groups (Thagersen, 2017). Rather than adhering to a
singular lifestyle, individuals often exhibit multiple, overlapping lifestyles. Researchers have introduced
the concept of domain-specific lifestyles, such as those tied to particular areas of interest or behavior (van
Raaij & Verhallen, 1994). Among these, food-related lifestyles (FRL) have been the subject of extensive
study (Grunert, 1993), which adopts a deductive, cognitive approach, framing lifestyle as a mental construct
that informs, but is distinct from, actual behavior. He argues that lifestyle shapes the lens through which
consumers view products and services, influencing their perceptions, choices, and actions in specific
contexts (Theggersen, 2017). Food-related lifestyles go beyond dietary habits, including attitudes,
motivations, and consumption patterns, offering a comprehensive understanding of consumer behavior.
This holistic perspective reveals values related to sustainability, food safety, quality, and health, which
often influence preferences for organic food. Segmenting consumers by these lifestyle factors enables more
targeted interventions, as some consumers respond primarily to environmental messaging, while others are
motivated by health benefits or cost considerations. This approach supports the development of effective

policies aimed at promoting sustainable consumption.

This paper aims to shed light on consumer awareness and perception of organic food in Kosovo, using
descriptive statistical analysis combined with the Food-Related Lifestyle (FRL) instrument (Grunert et al.,
2001), which examines consumers’ attitudes towards organic products, green consumer values, and price
consciousness. The paper contributes to the literature on consumer preferences and awareness of organic

food, as well as to the literature on FRL.

The paper is structured as follows: the next section consists of a literature review, the third section describes

the data and methodology, followed by the results, discussions, and conclusions.

2. Literature review

2.1. Health and Safety as Core Drivers of Organic Food Consumption
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Numerous studies confirm that health and food safety are among the most important factors influencing
consumer behaviour towards organic food (Celik and Gul, 2023; Hemmerling et al., 2015; PINO et al.,
2012). Research shows that increased consumption of organic food products, such as dairy products and
fresh foods like fruits, vegetables, bread, and eggs, is important to preserve health (Nagy-Pércsi and
Fogarassy, 2019; Wu et al., 2019). On the other hand, the existence of food-related diseases such as mad
cow disease, bird flu, swine flu, and melamine contamination has increased food safety risk/ uncertainty
perception (Mitchell et al., 2015; Richards et al., 2011; Steffen and Doppler, 2019). Recently, Covid-19 has
increased consumer awareness about health and eating healthy (Borsellino et al., 2020; Meixner et al, 2024),

which implies growing interest and potential for organic food sector development.
2.2. Global Organic Consumption Trends

In response to rising health concerns, the production and consumption of organic food have
increased globally. Per capita consumption of organic products in the world in 2022 was doubled
compared to 2010 but remains modest, not exceeding 17 € per person/year (Helga Willer, 2024).
These estimates are far more substantial in the EU, reaching around € 102 per person. However,
even within the EU, there is significant variation in the consumption of organic products, with
Switzerland (437 euros), Denmark (365 euros) and Austria (274 euros) being the lead countries in
organic consumption. In contrast, developing and emerging economies have not experienced the

same level of consumption growth as developed countries (Helga Willer, 2024).

2.3. Organic Food Markets in Emerging Economies with focus on the Western Balkans

Most of the existing literature on organic food markets and consumer behavior primarily focuses on
developed economies, where established organic markets and consumer awareness of organic products are
more widespread. Limited attention has been given to examining consumers' purchase intentions in the
context of emerging economies, leaving a significant gap in understanding these dynamics in less

economically developed regions (Tandon et al., 2020).
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This gap is also evident in research on the Western Balkan region, an area characterized by shared historical
and socio-economic backgrounds, with Kosovo as a typical example. The Western Balkans consist largely
of emerging economies, where consumer preferences for organic food have received minimal research
focus, despite the sector’s potential for growth. Organic agriculture in the Western Balkans is promising
due to the region’s abundant natural resources, diverse landscapes, and rich agricultural heritage. These
factors collectively underscore the potential for growth in the organic sector at both production and

consumption levels (Schaer et al., 2013).

Currently, the market for organic products in the Western Balkans is small, operating as a niche market
with characteristics similar to the early stages of organic sectors in Western Europe. The market is shaped
by direct selling, short supply chains, and limited processing capabilities, echoing the foundational stages
of organic agriculture in more developed regions (Schaer et al., 2013). However, with the sector’s existing
foundations, there is substantial potential for expansion. To unlock this growth, it is critical to focus on
consumer education and awareness, as these elements are key to fostering demand for organic products and
sustaining market growth — thus, there is a need to have indepth understanding of consumer awarness and
preferences (which is also the focus of this paper). The development of a robust organic market in the
Western Balkans could not only strengthen the region’s agricultural sector but also contribute to sustainable
economic growth and environmental preservation (Renko et al., 2013).2.4. Consumer Preferences and

Perceptions of Organic Food in the Western Balkans

Studies reveal that Western Balkan consumers often associate organic food with positive attributes like
health, safety, naturalness, taste, environmental benefits, and quality (Vukasovi¢, 2013). A more recent
study on consumer preferences in Kosovo showed that consumers prefer organic products over
conventional ones, primarily due to their freshness, safety, and superior taste (Hoxha, 2017). Similarly, a
study involving consumers from Croatia, Slovenia, and Boshia and Herzegovina revealed that the health
benefits of organic food, the safety of organic products, and concern for the environment are the most

important motivations for purchasing organic food (Cerjak et al., 2010).
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Imami et al. (2017) highlighted an overall strong preference for organic food in Albania, a country
neighbouring Kosovo with strong similarities in various social and cultural aspects. Kokthi et al. (2021)
and Skreli et al. (2017) found that Albanian consumers highly preferred organic fruits and vegetables, and
some consumer segments are more willing to pay higher prices for organic food. One major motivation is
food safety - organic food was perceived to be safer and healthier than conventionally produced food, while
environmental considerations of how organic food was grown were not as important for consumers (Imami

etal., 2017).

Pestek et al. (2018) provided insight into organic food buyers’ behavior in the context of Bosnia and
Herzegovina by using a segmentation approach. Organic food consumption patterns in Bosnia and
Herzegovina appear to be driven by common lifestyle patterns defined by concern for the welfare of all
people, social equality, and nature; and by consumers’ belief that food is the basis of their health, while

food and cooking make an important part of family life (Nikoli¢ et al., 2014).

The major challenges in developing the demand for organic food are the limited awareness of consumers
of organic products, weak institutional capacities, and low purchasing power (Imamietal., 2017). However,
consumer awareness and preferences for organic food also vary according to socio-demographic factors.
For example, Skreli et al. (2017) found that consumers’ education and income affected consumers'

preferences and willingness to pay a premium price for organic tomatoes.

2.5. Application of the Food-Related Lifestyle (FRL) Approach to Segmenting Organic Consumers:

Different segmentation approaches have been used to explain the role of socio-demographic variables in
consumer choices or behavior. The consumer food-related lifestyle approach groups consumers according
to quality aspects such as health, taste, and freshness based on their attitudes toward buying and consuming
food products (Buckley et al., 2007). FRL can be a suitable tool for examining consumer behavior in cultural
and ethnic groups by categorizing consumer attitudes about food purchase and consumption including

guality, health, freshness, and taste aspects (Brunsg et al., 2021; Buckley et al., 2005; Jang et al., 2011a,
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2011b) — research has shown that food patterns vary from culture to culture (Devine et al., 1999; Kapelari

et al., 2020; Nemeth et al., 2019).

This tool was introduced by Lazer (1963) and further developed in the mid-1990s by Brunsg and Grunert
(1995). The FRL model has been widely used to profile consumer motivations in various regions, including
the United States, Europe, and Asia (Grunert et al., 2011; Nie and Zepeda, 2011; Saba et al., 2019;

Scholderer et al., 2004).

Applied research has been conducted on the relationship between food consumption and health, obesity,
the preference and attitude of consumers towards the consumption of certain foods, such as snacks, or
attitudes towards the consumption of organic food as well as fresh foods (Djokic et al., 2018; Hoek et al.,
2004; Pérez-Cueto et al., 2010; Pollard et al., 2001; Szakaly et al., 2012; Verzeletti et al., 2010; Yeo et al.,
2020; Zakowska-Biemans, 2011). Several studies have been conducted to investigate food-related lifestyles
related to organic food in emerging economies. Jetsadalak and Suwunnamek (2019) examined the attitude
of Thai consumers toward local organic products, using food-related lifestyle patterns. The results of this
study revealed that the quality aspect of organic food as well as sanitary and phytosanitary conditions, were
important for all identified clusters, while the consumer's attitude regarding their emotional value was the
least important among them. In a similar study in Vietnam (Van Huy et al., 2019), the FRL approach was
used to categorize consumers of organic products - the health and naturalness aspects, as well as the locality

of the food products, were more important attribute for consumers.

A study conducted by Rong-Da Liang (2014), has shown that online purchase of organic food was
positively influenced by attitudes followed by cognitive control and subjective norms. Using the FRL
approach, this study clusters consumers into traditional, uninvolved, and enthusiastic food consumers.
Another study carried out with US consumers segmented food shoppers into four FRL groups: rational,
adventurous, careless, and a fourth segment that had some characteristics of both conservative and

uninvolved consumers (Nie and Zepeda, 2011). The study highlights that the main attributes for rational
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consumers are taste, nutrition, value and enjoyment of cooking, while for adventurous consumers, the
emphasis was given to health, fitness, freshness, and ethnic foods — rational and adventurous consumers
tend to be in the group with the highest income, whereas conservative and uninvolved consumers are in the

lowest income group (Nie and Zepeda, 2011).

While the FRL framework offers valuable insights, its application in emerging economies like Kosovo,
where organic markets are underdeveloped and consumer awareness is relatively low, could provide

valuable results.

3. Methodology
Research design

In this study, the FRL approach has been used for consumer segmentation. Its holistic and consumer-centric
perspective, along with its ability to segment consumer food choices based on their lifestyle, makes it highly

suitable tool to understand consumer food related decisions.

The FRL approach is a well-established method used to understand and segment food consumers based on
their attitudes, preferences, and behaviors related to food. Developed by Brunsg and Grunert in the 1990s,
the FRL approach, besides purchasing behaviour, it includes psychological, cultural, and social
measurements, which are important for understanding the nuances of food consumption. The FRL is a
consumer-centric method that highlights people’s approach towards food with different values and
expectations. Moreover, it does not just express food consumption merely as a functional activity but also
as a lifestyle. The assumption is that there are significant differences among consumers, which can be
segmented based on five primary dimensions: 1) ways of shopping, 2) cooking methods, 3) consumption
habits, 4) quality (e,g. organic) and purchasing motives. These FRL-based homogeneous groups (clusters)
can also assess whether belonging to a specific group may matter regarding preferences or behaviour

concerning specific aspects, such as awareness or perceptions about organic food.
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In the last decade, there has been a growing number of studies using diverse approaches/methods associated
with the analysis of consumers’ behaviour towards organic food, e.g. conducted study by Wojciechowska-
Solis and Barska (2021) implemented a discriminant analysis to resolve which variables discriminated
consumers emerging groups about their attitude towards organic food. Other studies, like the one conducted
by Melovi¢ et al. (2020) used exploratory factor analysis, Relative Importance Index (RII), and logistic
regression. Exploratory factor analysis defines key important factors in buying organic food, while the RII
indicates the mean value of the importance of the factor that gives it weight based on the response’s
perception. The regression analysis has been mostly used to quantify the effect of independent variables

e.g., purchasing motives and barriers towards organic food products.

Studies conducted on consumers’ behaviour towards organic food are based on principles for sustainable
development and provide information on consumers’ attitudes about food safety, health, environment, etc.
(as highlighted in the first two sections of this paper). These attributes usually relate to consumers’ intention
to buy organic food products. In our study, consumers’ organic food-related lifestyle covers their
information search for energy values, including the presence of artificial additives, vitamins, minerals,
fibres, and other ingredients that represent attributes of food safety issues information search for label and
product origin, consumers’ perceptions and attitudes for organic food products, information on green

consumer values that relates to environmental attribute and consumers’ price consciousness.

The structured questionnaire collected comprehensive data on shopping habits, focusing specifically on
consumers' use of information and labels of the origin, durability, presence of vitamines, minerals and
fibres, including energy value and the list of ingredients (research questions adapted from (Jevsnik et al.,
2008). Eighteen research questions were used from the Food-Related Lifestyle instrument (adapted from
Brunsg and Grunert (1995); Dimech et al. (2011)). The FRL questions provide data about shopping ways
(e.g., planned shopping vs thoughtless), consumption situation (e.g., whether consumers prefere eating out
or dining at home), preferences for certain food attributes (e.g., organic), motivations for choosing specific

food products (e.g., healthier, safer). Research questions providing data on green consumer values were
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adapted from Haws et al. (2014) while price consciousness adapted from Miftari et al. (2024 ) along with
detailed socio-demographic data. In addition, the collected data provide information on consumer’s
knowledge of the terms ‘bio’, ‘organic food’, and ‘organic’ agriculture, and beliefs that: bioproducts are
safer than regular food products, organic products taste different, look nicer, and are fresher than regular
food products, processed food can also be organic, organic products must be certified from an international
independent institution based in Kosovo and that organic products are much more expensive than regular

products.

All research questions (FRL-instruement, shopping habits, information search, green consumer values and
price consciousness) were measured with a 5-point Likert scale, from 1-strongly disagree to 5-strongly

agree.
Data collection

The data for this study is based on a structured face-to-face consumer survey of 300 Kosovars. The sample
size was conditioned by available resources, while on the other hand, there are many consumer studies
publications relying on similar or smaller sample, including previous FRL based survey also in the region.
Initially, expert interviews and consumer focus groups took place to obtain background information for the
design of the structured questionnaire based on insights into the agri-food sector development and
particularly consumer preferences in Kosovo, in addition to the extensive literature review. Fifteen
interviews with food chain actors and experts and four consumer focus groups were carried out before the
survey was designed, following specific guidelines. Some questions in the questionnaire, such as those
related to factor 3, were added following expert interviews, consumer focus groups, and the literature

review. The questionnaire was pretested through face-to-face interviews with consumers.

The survey took place in the three largest cities of Kosovo: Prishtina, the capital city, with 145,149
inhabitants, Prizren, consisting of 85,119 inhabitants, and Gjilan with 54, 239 inhabitants from December

2013 to January 2014. From a marketing perspective, these three markets are the main ones in terms of size
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and purchasing power, while the population is characterized by high heterogeneity (given the high
migration trends from rural or smaller towns to the largest cities). The sample was proportionally allocated
among the three cities according to population size reported by the ASK (2013) population census.
Consumers were selected using a market intercept method, where people were approached at random. After
each face-to-face interview, interviewers would approach the next closest passerby. Due to the lack of a
functional address system in Kosovo, which would enable traditional random sampling, this approach was

necessary.
Data analysis

Consumer groups were identified according to their FRL using the classical 2-stage segmentation approach:
Exploratory Factor Analysis, a technique used to identify the potential factors without imposing any
preconceived structure on the data. It enables specific, useful ways to describe consumers and their FRL
profiles. Through cluster analysis, individuals are grouped according to these specifications. The resulting

consumer groups were finally profiled using socio-demographic and consumption habits variables.

Principal Component Analysis (PCA) with Varimax rotation and Kaiser Normalization were used to
analyze the dataset and identify key factors influencing consumer behaviour. In the PCA, items with a factor
loading of less than 0.40 and an eigenvalue threshold of less than or equal to 1 were eliminated (Yeo et al.,
2020). Factors retained for further analysis were those with strong loadings and eigenvalues above these
thresholds, ensuring their statistical significance. To ensure internal consistency and reliability of the
identified factors, Cronbach’s alpha (Cronbach, 1951), was employed, with acceptable alpha values greater

than 0.70 being the benchmark for retaining factors.

A two-stage clustering approach was employed to segment the consumer groups. First, a hierarchical cluster
analysis was conducted using Ward’s linkage method, which helps identify the optimal number of clusters
based on minimized within-cluster variance. This was followed by K-means clustering to refine and finalize

the group segmentation (Hair et al., 2010). The clustering was based on consumers' FRL profiles, allowing
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for identifying distinct groups with similar characteristics. One-way ANOVA and Kruskal Wallis test were

conducted to investigate the differences among socio-demographic factors
Sample description

Out of 300 conducted interviews, 50% were completed with consumers in Prishtina, 30% in Prizren, and
20% in Gjilan. This distribution reflects a focus on the main urban areas in Kosovo, with Prishtina having
the highest representation, followed by Prizren and Gjilan capturing smaller but significant portions,

following the size of the population.

The survey is concentrated only in the largest cities, reflecting a higher represention of youth, higher income
and better educated indiviudals (compared to rural areas). The average age of the respondents is 38.5 years,
and the gender structure of the sample was relatively balanced (55% male and 45% female). Most
respondents have a high school (about 48%) and higher education (about 42%). Also, it should be noted
that the (population) statistics are reported for the whole population (Kosovo has a largely rural society),
while the survey targeted urban areas, namely the largest and most developed cities. All three cities host
most academic and public institutions that typically employ highly educated people, which explains which
may have contributed to the overrepresentation of higher educated consumers in the sample compared to
the overall population of Kosovo. The average household size is about 6 family members, and the typical

household income interval is € 501-800, which corresponds to about 43% of the sample (Table 1).
Insert table 1 here

4. Results

According to the descriptive statistical analysis results, most consumers are concerned about food safety
(Table 2). While the introduction highlights gaps in the food safety control system in Kosovo, the
assumption that these gaps directly translate into widespread consumer concern requires more nuanced
interpretation. Although various studies have raised awareness about specific issues like pesticide residues

and illegal pesticide use, it is essential to underscore that not all consumers may be equally informed or
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affected. Furthermore, although the demand for organic certification as a perceived solution to food safety

concerns can be acceptable, this finding should be interpreted with caution.

Insert table 2 here

According to the results, almost 90% of interviewees perceive organic food as safer compared to regular
(conventional) food products (Table 1). While this paper does not delve into the specifics of whether organic
food is indeed safer than conventional food, it is reasonable to expect that, in contexts where public and
private actors fail to adequately enforce and control food safety standards—as highlighted in the
introduction—organic certification may serve as an important indicator of food safety. The reliance on
organic certification among consumers in Kosovo may be because all certifying companies operating in the
country are international, and accredited by foreign (e.g., EU) accreditation bodies (OECD, 2024).
Therefore, consistent with previous findings, food safety concerns can be considered as one of the factors

behind preferring organic food.
Insert table 3 here

4.1. Factoring and clustering analysis results

According to factor loading, eigenvalue, and Cronbach’s alpha, 22 items were grouped into 5 significantly
different factors. Factor 1 consists of questions about the importance of food information, energy values,
artificial additives, vitamins, minerals, fibres, etc., the refrigerator temperature in a store, and the list of
ingredients. This factor represents grouped responses related to shopping habits information search, and it
indicates how much attention consumers give to specific information when purchasing food, e.g. consumers
who scored high in artificial additives are more cautious about food quality and artificial ingredients. Factor
2 relates to shopping habits, labels, origin within Kosovo, and type of food (organic vs. not organic). Higher
average scores for the label item grouped in factor 2 show that these consumers are interested in food
labeling, probably due to their closer attention to nutritional information, brand names, or certification

marks like organic. Higher average scores for locally produced food can be related to trust in local
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production or perceived freshness or quality. Factor 3 is composed of consumers’ attitudes toward organic
foods, such as place of sale, production of these products, taste, and access to them. This shows that
consumers who scored highly on this factor might have stronger preferences related to these four items that
collectively contribute to their overall attitude towards organic food. Factor 4 is about environmental
concerns or green consumer value, items related to environmental responsibility and the importance of harm
to it. Consumers who scored high in the items of this factor place environmental considerations and
responsibilities towards the environment when making purchasing decisions, and Factor 5 relates to the
price consciousness scales such as checking alternative prices, looking for special offers, bargains during
shopping, and price checking of inexpensive items. Higher average scores of the items grouped in this factor

show a financially pragmatic approach to shopping.

Results reveal that in the case of factor 1, the list of ingredients is more important when compared to other
items, reflecting the importance of food content for those respondents. In factor 2, the shopping habits in
the case of origin and the country where the food was produced had the highest average points among other
items. The place of production of organic products and their taste are more important to the respondents
than the other items of factor 3 (attitudes towards organic products). The findings suggest that consumers
have environmental concerns, as “no harm to the environment” is an important issue compared to other
items of factor 4. Also, in price-consciousness items, looking for special offers and checking the price of
other food alternatives had the highest average points among other items of this factor. Most of the factor
loadings are high, indicating that the factors sufficiently capture the variance of variables included in the
analysis. The values of Cronbach’s alpha show internal consistency and reliability among the items in each

factor.

Insert table 4 here

The market segments were analyzed based on consumers’ organic food-related lifestyles. Cluster analysis

(a hierarchical cluster analysis with a Ward linkage method and a K-means clustering technique) resulted
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in 3 clusters based on the FRL factors obtained from the Exploratory Factor Analysis. Results from the
cluster analysis are shown in Table 3. Based on the characteristics of each factor in each cluster, cluster 1,
which accounted for about 33% of the sample (N=86), scored higher in all factors compared to other
segments, namely high scores in shopping habits, food information, and origin, attitude toward organic
food, green consumer value and price consciousness. This group of consumers pay special attention to
organic products, considering food content, food origin, food safety, and environmental concerns. Health
concerns and food safety might be potential motivations behind these preferences. Cluster 2 comprises
about 41% of the sample (N=107) and reveals high scores in green consumer values as well as price-
consciousness after cluster 1. This group of consumers has the highest score in factor 4 (consumers who
take responsibility for the environment and it was important for them not to harm the environment with the
product or food they use, and also, their purchase habits were affected by their concern of environment),
which appears to be the reason for the greater preferences for organic food compared to cluster 3, which
scores low in all factors compared to other segments. Consumers for whom factors such as food information
and origin, as well as environmental concerns, are less important to them, and this could be the reason for

the low attitude point toward organic food.
Insert table 5 here

Table 6 shows the results of ANOVA analyses for differences in factors among clusters. The clusters'
characteristics of education, household size, and monthly income significantly differ if we refer to the
Kruskal-Wallis test. Youth have a stronger presence in the first and second clusters. Younger respondents
in the 1 and 2 clusters pay more attention to the food information and origin, as well as environmental
concerns, and finally, more attention to organic food. The first and second cluster consumers are relatively
well-educated, in contrast to the third cluster, which pays less attention to organic products and has a
medium family size. Kruskal Wallis test proves that education is a statistically significant factor influencing
consumers’ information search for food, origin, attention to organic food and environmental concerns.

Cluster 3 consumers were more than the average in a low monthly income level, which can confirm the less
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concern about food information, origin, environmental concerns, and less attention to organic food. Among
the socio-economic factors, consumers’ income is the strongest influencer on their shopping behavior and

preferences towards organic food.

Insert table 6 here

5. Discussion

The findings of this study provide important insights into consumers' preferences in the context of an
emerging economy towards organic food, in conjunction with food safety concerns, health consciousness
and environmental awareness. In line with existing literature, the study confirms that health and food safety
remain the most important factors driving consumer behaviour towards organic products, for emerging (and
developing) economies characterized by weak food safety enforcement systems, especially in regions with

emerging or transitional economies such as the case of Kosovo.

The preferences observed in Kosovo align with those in other Western Balkan countries, where consumers
increasingly prioritize health and safety in their food choices. Previous studies on the region indicate a
strong preference for organic fruits and vegetables, with consumers often willing to pay a premium for the
perceived safety and health benefits (Imami et al. (2017) and Skreli et al. (2017), studies also. Food safety
represents a major concern for consumers in the Western Balkans, including Kosovo. Public agencies
responsible for ensuring food safety enforcement still have limited capacities, conditioned by the weak
institutional framework (Imami et al., 2021). As a result, Kosovar consumers use certificates and brands as
important indicators to identify and guarantee food safety and quality (Haas et al., 2016). A recent study by
Miftari et al. (2022) showed that health concerns, certification, and environmental concerns significantly
influence consumers’ attitudes towards organic food products. This pattern suggests that the drivers of
organic food consumption in the Western Balkans are consistent across the region and influenced by shared
socio-economic conditions and the common transition experience from a post-conflict, post-communist

context.
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The results of this study are consistent with findings from other regions, such as those of Jetsadalak and
Suwunnamek (2019) and Van Huy et al. (2019), where quality, health and naturalness were identified as
key drivers of organic food consumption as well as Bryta (2016), Jetsadalak and Suwunnamek (2019), Van
Huy et al. (2019), where quality, health and naturalness were identified as key drivers of organic food
consumption, while socio-demographic factors (e.g. age) are important factors explaining consumer
behaviour. The three-cluster analysis in this study underlines the importance of these attributes for
consumers in Kosovo, especially for the younger, well-educated population group. This group strongly
prefers organic food, driven by concerns about the content, origin and environmental impact, reflecting a
global trend where better-informed and environmentally conscious consumers are leading the demand for
organic products. That is crucial also because Kosovo has the youngest population in Europe (Hajdari and

Krasnigi, 2021).

Furthermore, the growth potential of the organic food market in Kosovo mirrors trends in other emerging
markets where organic agriculture is expanding. However, this potential may not be realized without

significant efforts to raise consumer awareness and improve institutional support.

Therefore, there is an urgent need to focus on consumer education and awareness, especially in regions
such as Kosovo, where the organic market is still developing. Improving consumer knowledge about the
benefits of organic food and ensuring better availability and visibility of these products could significantly
increase demand. The study by Van Huy et al. (2019) suggests that targeted marketing strategies should
emphasize the health benefits and quality of organic food to gain the attention of health-conscious
consumers in Kosovo. The organic food system stakeholders should strive to communicate better the health,
environmental, and social benefits of consuming organic food products to consumers, as health and

environmental concerns greatly influence their attitudes toward organic food (Miftari et al., 2022).

To target Kosovo’s consumer segments with greatest potential for organic food market development,

namely young and increasingly educated population, marketers and policy-makers should emphasize
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organic food as part of an eco-conscious, healthy lifestyle aligned with sustainability and personal well-
being. Given this group's digital literacy, digital platforms, including social media and influencers, are key
for engagement. Government-led awareness campaigns and school programs on food sustainability and

environmental impact can further boost early adoption.

Developing organic production in Kosovo requires the establishment of a stable market for organic products
and providing financial support for farms. It is necessary to expand the range of organic agricultural
products, ensure a consistent supply, improve marketing strategies, and enhance consumer information and
education. This would enhance the stability and competitiveness of the organic food production system

(Bojic¢i¢ and Tripkovi¢, 2022).

A significant aspect of this research is the application of the FRL framework. While the study briefly
addresses the role of the FRL framework in understanding consumer preferences, it is worth emphasizing
that this model offers a structured approach to segmenting consumers based on lifestyle factors, which can
provide a better understanding of organic food preferences in Kosovo. The FRL model helps categorize
consumers by their food choices and underlying attitudes and values related to quality, safety, and
environmental concerns. In the Kosovo's context, where the organic market is underdeveloped and
consumer awareness is limited, the FRL framework aids in identifying segments that are most likely to

respond to organic products, which is highly valuable for marketers and policy-makers.

The application of the FRL framework in this study not only provides a structured understanding of Kosovo
consumer preferences, and highlights the segmentation’s practical value for organic market stakeholders.
Future efforts to grow Kosovo’s organic sector should focus on targeted awareness campaigns, improved
product visibility, and stable market frameworks. This strategic approach could increase consumer
engagement and market stability, ultimately supporting the organic food system’s expansion and

competitiveness.

6. Conclusions
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In conclusion, this study highlights the growing importance of organic food in Kosovo, driven by
consumers' concerns about health, food safety, and environmental impact. The findings align with regional
and global trends where health-conscious, better-informed consumers, particularly younger and well-
educated, increasingly turn to organic products. However, realizing the full potential of the organic food
market in Kosovo requires substantial efforts in consumer education, market development, and institutional

support.

The findings of this study have significant implications for research, practice, and society. For research, the
study underscores the need for further exploration of consumer behaviour in emerging markets, particularly
how food safety and health concerns intersect with environmental motivations for organic consumption.
Researchers could expand the application of segmentation models like the FRL to other developing contexts
to better understand these drivers. In practice, the results suggest that stakeholders in the organic food
sector—producers, marketers, and policy-makers—must focus on enhancing consumer awareness and
improving product availability, particularly for younger, well-educated consumers. Targeted marketing
strategies emphasizing organic products' health and safety benefits will be crucial for market growth.
Finally, at the societal level, fostering a strong organic food market in Kosovo can contribute to broader
public health and environmental sustainability goals. By improving institutional support and educating
consumers on the advantages of organic foods, the country can strengthen its food safety system and

contribution to sustainable development.

International organizations and NGOs can collaborate to raise awareness and support consumer education,
particularly in urban areas, including also pilot educational campaigns targeting urban consumers,
especially younger, well-educated groups. Given the concentration of educated consumers in Kosovo’s
major cities, targeted educational campaigns can focus on the health, safety, and environmental benefits of
organic food. These campaigns can use social media and local events to directly engage with the younger

demographic that shows more interest in organic products.

20


https://doi.org/10.1007/s13165-024-00483-4

Accepted Manuscript-Journal of Organic Agriculture
Imami, D., Ahmadi Kaliji, S., Miftari, I. et al. Exploring consumer segments: integrating food-related lifestyles and perceptions of organic food in
Kosovo. Org. Agr. 15, 73-89 (2025). https://doi.org/10.1007/s13165-024-00483-4

This study has certain limitations related to the timing and sampling. First, the results are specific to one
country—Kosovo—and focus on three major cities: Prishtina, Prizren, and Gjilan. Consumer awareness
and preferences for organic food may vary across these cities due to differences in consumer education,
income levels, and local consumption patterns. The selected towns have a higher concentration of educated
consumers (as they host most higher education institutions) and thereby, may have more exposure to global
trends. Differences in shopping habits, income, and access to organic food can potentially lead to different
results in rural areas compared to urban contexts. Future research should include rural areas to better reflect

the diversity between rural and urban consumers, including other socio-economic disparities.

From a marketing perspective, however, these cities represent Kosovo's primary markets in terms of size
and purchasing power, making them crucial for the agricultural marketing industry. These three urban
centers are where the majority of Kosovo’s economic activity and consumer spending occurs, making
insights into organic food preferences particularly valuable for companies and policy-makers targeting
organic products. Moreover, the cities have diverse cultural backgrounds and origins, reflecting the broader
demographic and cultural variations within the country as households from all over the country have
migrated to these cities. This diversity suggests that the findings in these cities can provide a representative
snapshot of national trends. As such, while specific to these cities, the results may still indicate broader
organic food consumption patterns across Kosovo, offering valuable insights for scaling marketing

strategies beyond urban centers into the rest of the country.

Another limitation has to do with the timeline of survey implementation. The structured survey was
administered almost 10 years ago, and the results should be treated with caution in the context of the latest
consumer trends, also given the occurrence of major events such as Covid-19 and the Ukraine conflict,
which have affected consumer behaviour significantly — thus, follow up research, reflecting also the impact
of such events on consumer behaviour (in conjunction to organic food) should be considered. On the other
hand, the survey was carried out during a specific time of the year (December, January), and thereby some

bias may emerge from the seasonaility of availability of some fresh products. Organic food consumption
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can be influenced by seasonal factors, such as the availability of fresh produce (e.g. in the case of fresh
fruits and vegetable). However, in this survey, the main focus was not the purchasing behaviour related to

specific fresh food products but rather preferences and awareness for organic food in general.

While the results reflect the case of Kosovo, they are relevant to other developing or emerging economies
or emerging economies, which are characterized by serious food safety standards. Future research can be

extended to other countries, enabling comparative analysis.

In terms of approach, this study may not have considered some aspects of attitudes toward organic products.
Therefore, future studies can provide more accurate aspects and create a scale for examining lifestyles
related to organic products by considering the present study. Furthermore, future research can analyze
consumer perceptions and preferences for organic food in conjunction with the food’s origin, considering
that previous research has found that consumer ethnocentrism is an important factor behind

purchasing/consumption behaviour in Western Balkans (Miftari et al., 2021).
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Table 1. Socio-demographic variables of the sample and population.

Category Sample % Kosovo % !
Age 19-30 years old 34.33 15.0
Average= 38.5 31-40 years old 26.67 36.8
41-50 years old 17.00 26.3
51-60 years old 16.33 11.0
More than 60 years old 5.67 10.8
Gender Male 55.00 50.3
Female 45.00 49.7
Education Basic to Middle School 1,2 9.67 66.5
High School 3 48.33 20.6
Higher Education, University 4 42.00 12.9
Household size 1 — 2 persons 0 9.3
Average= 6.29 3-4 14.0 24.1
5 persons or more 86.0 66.6
Monthly income  150-250 EUR 4.33 370
251-500 EUR 24.67
501-800 EUR 43.00
801-1200 EUR 20.33
Over 1,201 EUR 7.67
1 Kosovo Agency of Statistics, 2017 (http://askdata.rks-gov.net).
Table 2. Interviewees’ concerns about food safety
Category* Per cent

Not at all concerned
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Not very concerned 21.0
Fairly concerned 45.5
Very concerned 32.4
Total 100.0

Source: Field survey.

*Answer to the question: Generally speaking, which of these best describes your level of concern about food safety
in Kosovo? By food safety, we mean things like the possibility of being poisoned or affected by food-borne diseases,
as well as hygiene practices, food contamination risks reduction practices when producing, storing, and distributing

food products sold in the country.

Table 3. Answer to the statement: “In my opinion bio (food) products are safer than regular

(conventional) food products”

Category Percent
Disagree 1.4
Neither agree nor disagree 95
Agree 44.4
Strongly agree 447
Total 100.0

Source: Field survey.

Table 4. Exploratory factor analysis of organic food-related lifestyle

Factor 1: Shopping habits-information Average Factor Eigenvalue Cronbach’s
search point loading alpha
Energy values 2.95 0.841

Presence of artificial additives 2.46 0.829

Presence of vitamins, minerals, fibers, etc. 3.13 0.787 5.418 0.865

34


https://doi.org/10.1007/s13165-024-00483-4

Accepted Manuscript-Journal of Organic Agriculture
Imami, D., Ahmadi Kaliji, S., Miftari, I. et al. Exploring consumer segments: integrating food-related lifestyles and perceptions of organic food in
Kosovo. Org. Agr. 15, 73-89 (2025). https://doi.org/10.1007/s13165-024-00483-4

The refrigerator temperature in a store 2.38 0.724

The list of ingredients 3.31 0.663

Factor 2: Shopping habits-labels, origin

In which country a foodstuff has been

3.09 .835
produced
In which region within Kosovo the foodstuff
291 .816 1.527 0.759
has been produced (for domestic products)
If a foodstuff is organic 2.94 654
Factor 3: Attitudes toward organic
products
Products sold directly at the farm are organic 3.06 0.814
I trust a product is organic if it is produced
2.86 0.752
locally
A product produced in a mountainous area is
3.57 0.746 2.931 0.786
organic
In my opinion, bio products taste different
3.84 0.702
than regular food products
It is easy to find organic products in Kosovo 2.85 0.578
Factor 4: GREEN consumer values
I would describe myself as environmentally
4.01 J71
responsible
It is important to me that the products I use
4.21 714 1.433 0.535

do not harm the environment
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My purchase habits are affected by my

3.58 619
concern for our environment
Factor 5: Price-consciousness
When | am in a shop | always check prices

3.76 .789
on alternatives before I buy
I usually watch ads for announcements of

3.26 743
sales
Clothing, furniture, or appliances ... whatever

3.61 740 2.242 0.796
I buy, | shop around to get the best prices
When | buy or shop, | look for special offers

3.77 692
| believe a person can save a lot of money by

3.60 654
shopping around for bargains
In a store, | check the prices, even when | am

3.61 496

buying inexpensive items

Table 5. Cluster analysis for consumers’ organic food-related lifestyles

Factors Cluster 1 (N=86, Cluster 2 Cluster 3 (N=69, F-value P-value
32.8%) (N=107, 40.8%)  26.4%)

Factor 1 3.87 (0.64) 2.51 (0.53) 1.88 (0.61) 234.17 0.000

Factor 2 3.62 (0.74) 2.85(0.76) 2.34 (0.45) 68.08 0.000

Factor 3 3.53 (0.73) 3.52 (0.47) 2.41 (0.59) 86.98 0.000

Factor 4 4.06 (0.53) 4.01 (0.49) 3.62 (0.62) 14.42 0.000

Factor 5 3.84 (0.77) 3.54 (0.64) 3.38 (0.53) 9.76 0.000
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Table 6. Socio-demographic characteristics of clusters

Socio-demographic characteristics Cluster 1 Cluster 2 Cluster3 a
Kruskal
Wallis
Test

Age (in years) 1.408
(0.495)

19-30 28 45 23

31-40 22 21 24

41-50 13 16 10

51-60 19 16 7

Over 60 4 7 5

Gander 909
(0.635)

Female 43 60 39

Male 43 47 30

Education 5.060
(0.080)

Basic/middle 6 14 4

High school 35 53 40

University 44 40 25

Household size (members) 6.998
(0.030)

3-4 12 14 11

5-6 44 46 44
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7-8 20 35 10

More than 8 10 12 4

Monthly income 8.047

(0.018)

150-500 22 25 26

501-800 38 45 31

801-1200 17 25 11

More than 1200 9 12 1

Results are presented as frequencies, figures in parentheses are percentages, * significant at p<0.05, **p<0.01,

***n<0,001.
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