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Abstract

Purpose – This study develops a modified food-related lifestyle (FRL) instrument to analyse Kosovo
consumers’ fruit consumption behaviour and attitudes.
Design/methodology/approach – The research study is based on a structured questionnaire designed
using a reduced version of the FRL instrument, including evaluation factors related to fruit consumption, which
is useful to describe a fruit-related lifestyle. Data were collected through a face-to-face survey with 300
consumers in three main cities in Kosovo. A principal component analysis (PCA) with Varimax rotation and
Kaiser Normalisation was performed to interpret and investigate fruit-related lifestyles. Cluster analysis was
performed to analyse market segments, using the identified factors obtained from the PCA, a hierarchical
clustering algorithm with a Ward linkage method and the K-means clustering technique.
Findings – Consumption behaviour is motivated by health concerns (perceived), fruit (nutrition) content and
consumption habits. Four distinct consumer clusters were identified based on the fruit-related lifestyle
instrument and analysed considering the different fruit purchase and consumption behaviour, attitudes
towards health, quality, taste and safety.
Research limitations/implications – The authors adapted a survey tool based on a reduced FRL
instrument to elaborate a specific survey instrument suitable to describe the fruit-related consumer’s lifestyles.
The instrument was not designed according to the standard scales design procedure, but it is a first step
towards creating a fruit-related lifestyle instrument.
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Originality/value – The fruit-related lifestyle instrument can be used in studies focused on fruit consumer
segmentation. Results provide insight into fruit marketing and distribution companies, which can adjust their
marketing strategies and customer-oriented initiatives tailored for specific consumer segments. Results can be
useful also for policymakers to promote increased fruit consumption.

Keywords Consumer attitudes, Consumer behaviour, Fruit, Food-related lifestyles, Principal component

analysis, Cluster analysis

Paper type Research paper

1. Introduction
Fruit and vegetables are considered the cornerstone of healthy diets (Slavin and Lloyd, 2012;
Wallace et al., 2020). A diet based on fruits and vegetables positively affects disease
prevention, personal health promotion and weight management (Knai et al., 2006; Verzeletti
et al., 2010). One of the ten risk factors for death is the low consumption of fruits and
vegetables; if these products were consumed at sufficient levels, the lives of about 2.7 million
people could be saved annually (WHO, 2003; 2004a).

Despite the health importance of fruits and vegetables, many people do not consume even
the minimum recommended amount (Rekhy andMcConchie, 2014; WHO, 2004b). A diet with
minimum consumption of 400 grams (i.e. five portions) of fruits and vegetables per day is
recommended by the World Health Organization (WHO) (WHO, 2003). Nevertheless, the
actual consumption is half of the recommended daily allowance for adults in Europe and as
low as 6–8% in the USA (Produce for Better Health Foundation, 2010; Rekhy andMcConchie,
2014). These conditions have led governments and non-government stakeholders to promote
fruit and vegetable consumption for nutrition policy purposes (Rekhy andMcConchie, 2014).
Therefore, insight into the determinants of fruit consumption is essential to improve
consumption promotion and achieve the set goals (Menozzi and Mora, 2012).

Understanding fruit and vegetable consumers’ behaviour is also important because
available statistics on the consumption of fruits and vegetables may not accurately reflect the
consumption patterns or behaviour (D�ıaz-Garc�es et al., 2016). Many factors affect fruit
consumption behaviour and consumers’ preference – first and foremost socio-demographic
characteristics (Rasmussen et al., 2006; Verzeletti et al., 2010). For example, study results
show that women consume more fruit than men (Menozzi and Mora, 2012). Previous studies
show that age also affects consumption patterns (Godin et al., 2010; Shaikh et al., 2008), e.g. the
elderly consume more fruit than youngsters (Menozzi and Mora, 2012). Other studies
highlight additional factors, such as family role models and lifestyle (Neumark-Sztainer et al.,
2003; Tak et al., 2008).

Previous research on fruit consumption behaviour and consumer preferences used an
explorative, qualitative approach rather than descriptive tools, such as the food-related lifestyle
(FRL) instrument. For instance, see Furst et al. (1996) regarding analysis of consumer food
choices using qualitativemethods andKrølner et al. (2011) for a systematic reviewof qualitative
studies of determinants of children’s fruit and vegetable intake. Some studies based on focus
groups, such as G�ambaro et al. (2021), aimed at identifying sensory aspects relevant for fruit
consumption using the “check-all-that-apply (CATA)” method, while Mes�ıas et al. (2021)
explored the attitudes of fruit consumers towards naturalness and preservatives. Other studies
are also explorative but they are based on quantitative research, for instance, using CATA to
identify relevant fruit attributes (Taranc�on et al., 2021), while other approaches are rather
causal and based on longitudinal measures (see Bere et al., 2008). These approaches are useful
in many situations, but they are less suitable for a segmentation study comparable across
geographical areas and cultures. Qualitative research does not allow a standard statistical
representation of the results (Harris et al., 2009; Paisley et al., 2001), and different qualitative
research methods can lead to diverging results. For instance, compared with individual
interviews, in focusgroups, participants are less likely to express their opinions freely (Nyumba
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et al., 2018), and consumer buying behaviour descriptions can be misleading (G�ambaro
et al., 2021).

In addition to personal and family characteristics (highlighted above), a person’s lifestyle
has been identified as an important factor (Menozzi and Mora, 2012; Pearson et al., 2009). An
FRL is defined as the interface between the consumer’s values and the product’s perception and
buying behaviours (Grunert, 2006; Grunert et al., 1993, 2001). Investigating people’s lifestyles in
marketing research can be challenging, as a personmay have a complex (food-related) lifestyle,
varying also in the function of the selected products and attributes (Thøgersen, 2017).

FRL vary across cultural or ethnic groups – people with different cultural backgrounds
appear to have different eating patterns (Kapelari et al., 2020; Nemeth et al., 2019). FRL can
categorise consumers based on attitudes toward purchasing, preparing and consuming food,
while each groupmay have a different lifestyle or behaviour related to specific food segments
(Jang et al., 2011a, b). In addition, in today’s world, there are concerns such as food safety, the
importance of being organic and sustainability in food consumption, which have made an
investigation on FRL even more necessary; attention to such concerns has increased in
conjunction with Covid-19 (Borsellino et al., 2020).

The FRL instrument developed by Grunert (2006) and Grunert et al. (2001) is a convenient
tool aimed at describing people’s lifestyles related to food and is based on five dimensions:
ways of shopping (items related to product information, attitudes towards advertising and
shopping information), quality aspects of food (related to taste and freshness), cooking
methods (interest in cooking and willingness to use new ways), consumption situations and
purchasing motives (social event and self-fulfilment in food) (Eun et al., 2020; Huang et al.,
2015). These dimensions are evaluated at the individual level using an instrument composed
of 69 items. However, in many studies, the instrument has been modified, either reducing the
number of items or adapting it to the study’s specific purpose, e.g. making it more suitable to
the type of food analysed (Montero-Vicente et al., 2019; Wycherley et al., 2008).

Previous research applying the FRL instrument has focused mostly on Western countries,
but there have been attempts to replicate this approach to other settings (Grunert et al., 2011;
Scholderer et al., 2004). There have been several publications studying FRL in post-communist
transition countries too. One of the earliest publications is Kesi�c and Piri-Rajh (2003), who
carried out a market segmentation analysis based on FRL in Croatia. Several later publications
on transition countries used FRL in conjunction with health and organic. _Zakowska-Biemans
(2011) analysed Polish consumers’motives for food choice focusing on organic food using FRL.
Also, Djokic et al. (2018) used FRL to analyse consumer preferences and market potentials for
organic food. Szak�aly et al. (2012) analysed the relationship between Hungarian consumers’
lifestyle, health behaviour and functional foods consumption. P�erez-Cueto et al. (2010) applied
FRL to identify specific FRL dimensions that are potential predictors of obesity in five
European countries (Belgium, Denmark, Germany, Greece and Poland).

This paper focuses on consumer behaviour related to specific fresh food products, i.e.
fresh fruit. Data are used from a survey using a reduced version of the FRL instrument and
include several questions on fruit-related aspects. In this context, this study explores
consumer fruit-related lifestyles, identifies consumer segments according to their FRL and
describes and analyses consumers’ clusters, providing insight both to policymakers and local
producers. The outcome is useful for market researchers and marketing and foodservice
operators who need to identify consumer segmentation from FRL patterns (Jang et al., 2011a).

The consumer surveywas administered inKosovo, a post-communist transition economy,
which is suitable because fruit production is among the main agri-food sectors. Furthermore,
Kosovo consumers have a relatively high level of fruits consumption (FAO, 2014).

This paper adds to the limited literature on FRL in transition countries, but it also provides
a starting point for developing a specific instrument for studying fruit consumer behaviour
that could be further developed and used in other contexts.
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The structure of the paper is as follows: the following section consists of the literature
review on FRL, and the third section describes the data and methods, followed by the results
section and conclusions.

2. Food-related lifestyle overview
Lifestyle research as a topic for investigating consumer segmentation was first developed by
Lazer (1963). In the FRL approach, lifestyle is defined as personal values and perceptions of
concrete objects and behaviours expressed as cognitive categories that affect food
consumption and purchasing (Grunert et al., 2011).

The link between lifestyle and food was specifically addressed by a survey instrument
developed in the early 1990s by Brunsø and Grunert (1995), Grunert et al. (2011), Su and Haynes
(2017). This theorymeasures consumer preferences andattitudes towardproducts byexamining
the relationship between product attribute perceptions and motives or values (Brunsø and
Grunert, 2007; Kim et al., 2018). This approach allows a consistent food market segmentation
across countries and assessing consumers’ attitudes toward specific foods and their preference
for consumption. The FRL instrument is defined as a tool to group consumer shopping and
consumption related to quality, health, taste and freshness (of food products) (Buckley et al.,
2007); it typically incorporates five distinct components of shopping, i.e. food quality, cooking
method, consumption and shopping motivation (Montero-Vicente et al., 2019), and these factors
canbemodified for deeper analysis of foodmarkets (Fang et al., 2013; Ryan et al., 2004). It can also
be considered a practical tool for sub-domain segmentation (Wycherley et al., 2008).

The FRL instrument is suitable to describe people lifestyles using a quantitative
measurement approach. In this respect, it is a descriptive research tool. Its main uses are
individuals’ profiling or consumer segmentation. This allows describing consumers according
to certain characteristics included in the instrument. Then, the lifestyle profiles are associated
andused to explain other specific aspects, such as obesity, consumers care about foodquality or
safety, the enjoyment of eating in social places and trying novel foods, the impact of advertising
on their eating habits as well as snacking habits (P�erez-Cueto et al., 2010).

Past research has shown that people can be grouped into various segments that differ by
social, demographic and attitudinal characteristics (Jang et al., 2011b). The FRL model has
been widely used in research in Europe, the USA and other countries because it explains
consumers’ motivation to eat or consume and purchase (Nie and Zepeda, 2011; Saba et al.,
2019). There has been a growing interest in the applied research to apply FRL in conjunction
with health, including consumer preference or attitude towards organic food and the
association of FRL with obesity (Djokic et al., 2018; _Zakowska-Biemans, 2011).

The FRL questionnaire content (e.g. items) depends on the research subject, such as
convenience food and soft drink, and each market trend survey can be used (Buckley et al.,
2007; Eun et al., 2020; Kim et al., 2018). There have been several studies focusing on fruit and
vegetables. Montero-Vicente et al. (2019) analysed fresh fruit consumers in Spain applying
FRL in Spain, whereas Dimech et al. (2011) examined the influence that Maltese consumers’
lifestyles have on their attitudes towards fruit and vegetables quality features.

As a general-purpose instrument, FRL does not focus on any specific food category. Some
items, such as interest in cooking and cooking methods, do not match the study of fresh fruit
consumption. Thus, an instrument to describe the consumer’s “fruit-related lifestyle” would
benefit from integrating specific behavioural and attitudinal elements related to fruit
purchase and consumption. Such an instrument can be used whenever fresh fruit consumer
behaviour needs to be described and adapted to study the consumption behaviour of other
fresh foods, such as vegetables usually prepared as salads or eaten raw.

Themodified FRL instrument (that can be called “fruit-related lifestyle”) is based on several
factors that influence consumer fruit preferences and consumption behaviour in previous
studies. It provides a measurement of consumer characteristics on several aspects, such as the
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importance of fruit information and brand for consumers (Kleih and Sparke, 2021; Mes�ıas et al.,
2021; Migliore et al., 2015; Taranc�on et al., 2021), the reason for choosing a fruit shop (Mes�ıas
et al., 2021; Rekhy andMcConchie, 2014), fruit-related consumption behaviour (de Bruijn, 2010;
Konopacka et al., 2010; Menozzi and Mora, 2012), quality and taste perception (Dimech et al.,
2011; Kleih and Sparke, 2021; Mes�ıas et al., 2021; Taranc�on et al., 2021), as well as health and
safety concerns (D�ıaz-Garc�es et al., 2016; Mes�ıas et al., 2021; Taranc�on et al., 2021).

3. Research method
3.1 Questionnaire design
The structured questionnaire was designed based on the previous FRL studies highlighted in
Section 2. Together with a reduced version of the FRL instrument, the questionnaire included
socio-demographic characteristics and evaluation factors related to fruit consumption, which is
useful to describe a fruit-related lifestyle. The first part of the fruit-related section was about
fruit information, label and brand, including questions about the importance of information
about fruit, production country or region, producer’s details, seller and brand. In the second part
of the section, questions were included about the reasons for choosing a fruit shop/outlet,
including shop distance, fruit price, store hygiene and cleanliness, fruit freshness and choice
variety in the store. In the third part of the section, perceptions or preferences about the type of
store or market that fruits are supplied was examined, such as farmers’ markets or green
markets, on-farm shopping, supermarket, neighbourhood or convenience shop. In the fourth
part, respondents’ fruits consumption habits were examined, including three questions about
the reasons for consuming fruit (nutrients content/vitamins, affordability or habit). In the fifth
section, quality and taste perception were evaluated, including questions about the quality of
domestic versus imported fruits, the effect of soil on fruit quality, the importance of touching the
fruit (e.g. when buying to select the right quality) as well as whether fruit tasting or smelling
affect consumer choices. In the sixth section, the evaluation of respondents’ price-consciousness
was performed using the following questions (Bruner et al., 2001):

(1) Do you check the price of the purchased fruit at the time of purchase or not?

(2) Do you pay attention to special offers?

(3) Do you believe that a person can savemuchmoney by shopping around for bargains?

(4) Do you check prices even when buying inexpensive items?

In the seventh section, health concernswere evaluated through agreement/disagreementwith
the following statements (Dimech et al., 2011):

(1) Fruits are important if one wants to have a varied diet.

(2) Regular consumption of fruits can probably prevent diseases.

(3) I pay attention to having a healthy diet.

Finally, in the eighth section, fruit (food) safety was examined by questions including safety
certificate of fruit products in terms of confidence in food safety, organic certification of fruit
products and perceived (food) safety according to the origin (imported versus domestic).

3.2 Sample
The data were collected through face-to-face interviews with 300 consumers in three major
cities of Kosovo: Prishtina, Prizren and Gjilan. The sample size was decided considering the
available resources and was based on a 95% confidence level (alpha5 0.05) and a confidence
interval of about 6% for binary options equally distributed in the population. The samplewas
proportionally allocated among the three cities according to population size reported by the
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ASK (2013) population census (Prishtin€e 145,149 inhabitants, 150 respondents, Prizren 85,119
inhabitants, 90 respondents; Gjilan 54,239 inhabitants and 60 respondents). From a
marketing perspective, these three markets are the main ones in terms of size and
purchasing power.

The survey was carried from December 2013 to January 2014, by trained, experienced
graduates and students, under the authors’ supervision, using a random intercept approach
in different locations in the mentioned cities. Judgement was used to decide the sampling
locations, while the on-site selection was performed according to expert recommendations.
This approach does not guarantee that the resulting sample represents the general
population because the sample frame (people attending the selected locations during data
collection) is much smaller than andmay be different from the population. The comparison of
the sample with the population statistics is reported in Table 1.

The resulting sample is slightly biased, showing over-representation of younger people and
under-representation of elders. The sample appears biased also concerning “education level”
since most respondents had a university degree (about 49%), and respondents with a high
school diploma and middle education were for about 39 and 9%, respectively (Table 1). Also, it
should be noted that the statistics are reported for the whole population (largely rural society),
while the survey targeted urban areas, namely the largest and most developed cities (especially
Pristina), which have a high level of university-educated citizens by default since the capital
hosts Kosovo’s key academic and public institutions. Since the purpose of the study is not an
accurate representation of consumer segments, this is not a relevant issue. Still, it must be taken
into account when considering the shares of the different segments derived from this sample.

3.3 Data analysis
The data are analysed using principal component analysis (PCA) with Varimax rotation and
Kaiser normalisation, using the software package SPSS 24.0. The PCA analysis items with a
factor loading below 0.40 commonality (Eun et al., 2020) and an eigenvalue lower than or
equal to 1 were excluded. The internal reliability of each factor was assessed by Cronbach’s
alpha (Cronbach, 1951).

After obtaining the orthogonal factors, market segments based on consumers’ fruit-
related lifestyles were obtained using cluster analysis. A hierarchical cluster analysis with a
Ward linkage and K-means clustering technique (Hair et al., 2010) was used. In the end,
ANOVA and Duncan’s multiple range tests were used on socio-demographic characteristics
to assess the differences among segments.

Category Sample % n 5 299 Kosovo %1

Age 19–30 years old 37.7 15.0
31–40 years old 22.3 36.8
41–50 years old 23.0 26.3
51–60 years old 13.7 11.0
More than 60 years old 3.3 10.8

Gender Male 46.8 50.3
Female 53.2 49.7

Education Basic to middle school 11.5 66.5
High school 39.2 20.6
Higher education and university 49.3 12.9

Household size 1–2 persons 1.7 9.3
3–4 24.0 24.1
5 persons or more 74.3 66.6

Monthly income Average 314 370

Note(s): 1Kosovo Agency of Statistics, 2017 (http://askdata.rks-gov.net)

Table 1.
Socio-demographic

variables of the sample
and population
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4. Results
4.1 Principal component analysis
The Kaiser–Meyer–Olkin (KMO) statistics of the PCA is 0.660, exceeding the recommended
value of 0.6 (Kaiser, 1974). The Bartlett’s test of sphericity reached statistical significance,
thus supporting the factorability of the correlationmatrix (Bartlett, 1954). According to factor
loading, eigenvalue and Cronbach’s alpha, the 33 items can be grouped into eight
significantly different factors (Table 2). These factors explain 64.91% of the total variance.

(1) Factor 1 consists of questions about the importance of fruit information, where the
fruit was produced (country or region), the grower’s name, knowing the seller and
brand reputation.

(2) Factors 2 and 3 relate to shopping habits in two cases of the reason for choosing a fruit
shop (criteria for choosing where to buy, such as distance, fruits price, hygiene,
freshness and fruits varieties) and speciality shops (farmers or green market, on-farm
shopping, supermarket and neighbourhood or convenience shop).

(3) Factor 4 comprises fruits consumption habits, such as fruit content, vitamins,
affordability and regular consumption.

(4) Factor 5 is about attitudes toward fruit quality and taste perception based on
domestic and imported fruits quality, the impact of contaminated soils on fruit
quality, taste smell and touching perceptions.

(5) Factor 6 relates to the price-consciousness’ scales, such as checking alternatives
prices, looking for specials, bargains during shopping and price checking of
inexpensive items.

(6) The health concern is reflected by Factor 7. Its items include the importance of fruits
in the diet, fruit consumption in preventing diseases and attention to having a healthy
diet.

(7) Factor 8 is about confidence in fruit safety, including safety and organic certificate,
the safety of domestic and imported fruits as health concerns.

Looking at the average score in the original items loading on Factor 1, information about
fruits was most important to respondents, which may be due to quality or taste perception,
which is in accordance with the results of Factor 5 or safety aspect (results of Factor 8 items).
The reason for choosing a fruit shop (Factor 2), freshness of fruits and hygiene of a fruit shop
had a high point among other items. Farmers’ markets or green markets and supermarkets
had the highest correlation coefficient for Factor 3. This finding can be linked to safety and
convenient shopping (buying several things simultaneously). In the case of food consumption
lifestyle, fruits were consumed because of their vitamins (Factor 4), and respondents are used
to checking prices on alternatives before buying a fruit (Factor 6).

4.2 Cluster analysis
Cluster analysis resulted in four clusters based on the factors obtained from the PCA
(Table 3). Cluster 1, labelled as the “careless consumers”, accounts for about 17% of the
sample (N 5 44) and has low-factor scores compared to other segments. Cluster 2, the
“adventurous” consumer group, comprises about 39% of the sample (N 5 102); they show
high scores in shopping habits (choosing a fruit shop), quality and taste perception factors,
indicating pursuit of various values related to fruit quality and taste, especially for
importance of eating, touching, smelling, tasting and seeing. This segment can also be
labelled as quality-seeking consumers in line with Kim et al. (2018). The consumers of this
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Factors and attributes
Average
points

Std.
deviation

Factor
loading

Eigen
value

Cronbach’s
alpha

Factor 1. Fruits information, labels and
brands

13.870 0.594

Product (fruit) information is of high
importance to me1

4.31 0.804 0.590

Country where fruit is produced2 3.47 1.134 0.872
Region within Kosovo where fruit is
produced2

3.18 1.115 0.885

The name of the grower2 3.54 1.043 0.482
Knowing the seller3 2.21 0.876 0.760
Brand reputation3 2.70 0.950 0.670
Factor 2. The reason for choosing a fruit
shop

4.305 0.551

I choose where to buy fruits based on
distance1

3.27 0.958 0.653

Price is important1 3.59 0.956 0.486
Hygiene is important1 4.62 0.511 0.706
Freshness of fruits is important1 4.61 0.565 0.761
Varieties of fruits is important1 4.06 0.828 0.650
Factor 3. Speciality shops 2.688 0.570
Farmers’ markets/green market1 4.12 0.944 0.769
On farm directly1 3.47 1.100 0.593
Supermarket1 3.82 0.722 0.732
Neighborhood/convenience shop1 3.30 0.812 0.727
Factor 4. Fruits’ consumption habits 1.970 0.585
I consume fruits because they contain
vitamins1

4.37 0.686 0.419

Fruits are generally affordable for me1 3.57 0.789 0.716
It is a tradition to eat fruits regularly1 3.97 0.766 0.462
Factor 5. Quality and taste perception 1.572 0.562
Domestic fruit is of high quality1 4.01 0.781 0.851
Imported fruit is of high quality1 3.05 0.758 0.761
I am very concerned about
contaminated soils and their impact on
fruit quality1

3.84 1.038 0.469

Eating is to me a matter of touching,
smelling, tasting and seeing; all the
senses are involved1

3.84 0.819 0.501

Factor 6. Price-consciousness’ scales 1.184 0.574
When I am in a shop I will always check
prices on alternatives before I buy1

3.86 0.766 0.603

When I buy or shop, I really look for
specials1

3.73 0.810 0.787

I believe a person can save a lot of
money by shopping around for
bargains1

3.81 0.886 0.431

In a store, I check the prices, even when
I am buying inexpensive items1

3.85 0.748 0.599

Factor 7. Health concern 1.854 0.501
Fruits are important if one wants to
have a varied diet1

4.05 0.839 0.548

A regular consumption of fruits can
probably prevent diseases1

4.04 0.836 0.706

I pay attention to having a healthy diet1 3.93 0.918 0.456

(continued )

Table 2.
Exploratory and

confirmatory factor
analysis of fruit-related

lifestyle
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segment show the greatest interest in shopping place, and special fruit shop and freshness
and varieties of fruits impacted their choosing shopping palace. Cluster 3, the “conservative”
consumers with about 26% of the sample (N 5 68), appears to have relatively high price
consciousness scale (Factor 6) scores compared to other segments. They usually check prices
on alternatives, look for specials and believe a person can save money by bargains. For the
last cluster (4), “functional” consumer, with about 17% (N 5 44), health and food safety are

Factors and attributes
Average
points

Std.
deviation

Factor
loading

Eigen
value

Cronbach’s
alpha

Factor 8. Confidence in fruit safety 1.695 0.586
Safety certificate of fruit products in
terms of your confidence in food safety3

3.02 0.870 0.844

Organic certification of fruit products in
terms of your confidence in food safety3

2.84 0.885 0.810

Domestic fruit is safe for health1 4.07 0.718 0.822
Imported fruit is safe for health1 3.05 0.787 0.768

Note(s): 1. Five-point semantic scale (strongly disagree, disagree, neither agree nor disagree, agree and
strongly agree)
2. Five-point semantic scale (never, occasionally, frequently, often and always)
3. Five-point semantic scale (very low, low, moderate, high and very high)Table 2.

Factors

Clusters total 5 258

F-value Sig

Careless
consumer
17.1%
(n 5 44)

Adventurous
consumer 39.5%

(n 5 102)

Conservative
consumer

26.3% (n 5 68)

Functional
consumer
17.1%
(n 5 44)

Factor 1. Fruits
information, labels
and brands

2.74 (0.89) 3.15 (0.63) 3.00 (0.89) 4.00 (0.89) 23.22 0.00

Factor 2. The
reason for
choosing a fruit
shop

3.60 (0.55) 4.40 (0.55) 3.72 (1.00) 3.80 (1.30) 22.22 0.00

Factor 3.
Speciality shops

2.75 (0.50) 3.75 (0.50) 3.25 (0.50) 3.25 (1.26) 16.28 0.00

Factor 4. Fruits
consumption
habits

3.67 (0.58) 4.00 (0.00) 4.00 (0.00) 4.33 (0.58) 8.92 0.00

Factor 5. Quality
and taste
perception

3.15 (0.50) 3.81 (0.50) 3.22 (0.50) 3.75 (0.50) 12.96 0.00

Factor 6. Price-
consciousness’
scales

3.45 (0.50) 3.75 (0.00) 4.02 (0.50) 3.84 (0.00) 10.49 0.00

Factor 7. Health
concern

3.33 (0.58) 4.00 (0.00) 3.67 (0.58) 4.33 (0.58) 14.29 0.00

Factor 8.
Confidence in food
safety

3.15 (0.50) 3.25 (0.50) 2.75 (0.96) 3.50 (0.58) 17.08 0.00

Note(s): Results are presented as factors mean (standard deviation) and significant difference using ANOVA
with Tukey’s post-hoc tests

Table 3.
Cluster analysis for
consumers’ fruit-
related lifestyles
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important. Since a healthy diet is important for these consumers, they pay special attention to
fruit in their FRL and pay special attention to aspects of fruit safety, including health
certificates and the region in which the fruit is produced. Also, product information, such as
the grower’s name, knowing the seller and brand reputation, influences their purchases and
fruit consumption while they are also price-conscious.

4.3 Socio-demographic characteristics of segments
Table 4 shows the results of the Kruskal–Wallis test for socio-demographic characteristics
of segments. Characteristics of education, household size and monthly income differ
significantly between the identified segments.

Regarding education, the consumers in the “functional” cluster are relatively well-
educated (about 70% of this segment have university education) and live in smaller
households; health and food safety appear important for this cluster. Similarly,
“adventurous” consumers, who are relatively highly educated, can be considered “health

Socio-
demographic
characteristics

Careless
consumer
(n 5 44)

Adventurous
consumer
(n 5 102)

Conservative
consumer
(n 5 68)

Functional
consumer
(n 5 44) χ2#

Age 1.157
19–30 years old 15 (34.1) 37 (36.3) 11 (16.1) 9 (20.4)
31–40 years old 17 (38.6) 27 (26.5) 8 (11.8) 16 (36.4)
41–50 years old 9 (20.5) 21 (20.6) 31 (45.6) 12 (27.3)
51–60 years old 2 (4.5) 14 (13.7) 15 (22.1) 5 (11.4)
More than 60 years
old

1 (2.3) 3 (2.9) 3 (4.4) 2 (4.5)

Gender 4.317
Male 26 (59.1) 46 (45.1) 29 (42.7) 17 (38.6)
Female 18 (40.9) 56 (54.9) 39 (57.3) 27 (61.4)
Education 11.943**
Basic (4 years) 0 (0.0) 1 (0.9) 1 (1.5) 0 (0.0)
Middle (9 years) 3 (6.8) 6 (5.9) 6 (8.8) 0 (0.0)
High school
(12 years)

22 (50.0) 51 (50.0) 42 (61.8) 13 (29.5)

University 19 (43.2) 44 (43.2) 19 (27.9) 31 (70.5)
Household size 19.731**
2 members 1 (2.3) 2 (1.9) 1 (1.5) 1 (2.3)
3–4 members 19 (43.2) 48 (47.2) 29 (42.6) 15 (34.1)
5–6 members 17 (38.6) 14 (13.7) 22 (32.4) 22 (50.0)
7–8 members 6 (13.6) 28 (27.4) 13 (19.1) 3 (6.8)
More than 8
members

1 (2.3) 10 (9.8) 3 (4.4) 3 (6.8)

Monthly income 8.887*
150–250 EUR 1 (2.3) 1 (0.9) 3 (4.4) 0 (0.0)
251–500 EUR 14 (31.8) 17 (16.7) 18 (26.5) 5 (11.4)
501–800 EUR 15 (34.1) 51 (50.0) 17 (25.0) 9 (20.4)
801–1,200 EUR 10 (22.7) 25 (24.7) 17 (25.0) 20 (45.4)
1,201–1,500 EUR 3 (6.8) 7 (6.8) 5 (7.4) 5 (11.4)
1,501–2,000 EUR 1 (2.3) 1 (0.9) 6 (8.8) 5 (11.4)
More than 2,000
EUR

0 (0.0) 0 (0.0) 2 (2.9) 0 (0.0)

Note(s): Results are presented as number (percentage), * indicates significant at p < 0.05 and ** indicate
significant at p < 0.01
# Kruskal–Wallis test

Table 4.
Socio-demographic
characteristics of

consumers’ clusters
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concerned” and “quality seeking” consumers. This group of consumers demonstrate a
particular interest in fruits’ freshness and varieties. University-educated, wealthier and
female consumers dominate the functional cluster. This cluster scores higher in most factors
compared to other clusters – the difference is more remarkable in the case of Factor 1; thus,
well-educated female consumers tend to pay more attention to product information and
labels.

5. Discussions and conclusions
This paper analysed Kosovo consumers’ fruit consumption behaviour using the FRL
approach. Fruit-related factors were structured specifically to describe fruit consumption
behaviour. Eight factors derived from the combination of 33 items were used to investigate
the so-called fruit-related lifestyle. The items included information about fruits and their
brand, fruit purchasing habits, choosing the type of fruit shop and type of fruit supply, fruit
consumption habits, attitude towards fruit quality and taste, price-consciousness scales,
health concerns and fruit safety concepts.

The results of consumers’ perceptions of fruit consumption revealed that regular fruit
consumption was a habit/tradition. Consumers stated that their consumption was
determined by vitamins and the importance of fruit consumption in various diets,
referring to the consumer’s perceptions of the importance of health and the fruit contents.
Consumer behaviour is understandable due to the importance of physical activity and sports
to their health condition. The results of a study by Menozzi and Mora (2012) in Italy revealed
that respondents who did regular physical activity and cared about their health tend to
consume a higher amount of fruit. The same result was found in Silva and Silva (2015) study
in Brazil that low physical activity was associated with low consumption of fruits and
vegetables and lack of awareness of the importance of fruit for health and a healthy lifestyle.

Out of the four designated groups (careless, adventurous, conservative and functional
consumers), the “careless consumers” had the lowest factor scores. The "adventurous”
consumers’ group (the largest one) had a high score in the factors relating to fruit buying
habits, fruit quality, taste and freshness perception. They also score high referring to the
place to purchase fruits, indicating pursuit of various values related to fruit quality and taste,
especially for the importance of eating, touching, smelling and tasting. In other studies, a
similar group of consumers was identified and called “foodie consumers” (Mohsen, 2017;
Sloan, 2013). These people are very interested in discovering theworld of food andwant to try
new flavours, and for them, taste, texture, aroma and presentation are of great importance.
This group has attracted the attention of many marketing researchers, especially in food,
because they can expand their market share through these consumers. “Innovative
consumers” was a term used in the Wongprawmas et al. (2018) study to refer to a group of
customers whowelcome new foods and innovations and enjoy buying food. In theWycherley
et al. (2008) study, the “adventurous segment” also appreciated what stores and agricultural
markets offer and believed that retail outlets could offer specific products with specialised
advice. They also trust more in food content than other segments of the study.

The “conservative consumers” (third cluster) are highly price-conscious compared to other
clusters. They usually check prices on alternatives, look for specials and believe a person can
save money by bargains. Also, according to Wycherley et al. (2008), these consumers were
less inclined to organic and healthy foods and similar to their conclusion that conservative
segment consumers were less inclined to special foods with high quality and good taste. We
also observed a similar result for the food safety factor in this study. Indeed, fruit consumers
in this sector, in addition to the issue of health, do not pay enough attention to food safety.
Also, according toWongprawmas et al. (2018), who surveyed the quality and origin ofmeat in
the Kosovo region, “conservative consumers” were sensitive to product prices due to their
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traditional behaviour, and product information and quality were of lower importance and
priority to them. As Haas et al. (2016) showed, in the study of quality attributes of milk and
dairy products, conservative food consumers tended to consume familiar foods and were not
interested in consuming new foods and therefore had lower involvement in food purchasing.

The fourth cluster, “functional consumers”, contrary to the conservative consumers,
emphasised health and food safety because a healthy diet was important to them, and they
paid special attention to health, regional certificates, the brand of fruits as well as their price.
University-educated, wealthier and female consumers dominate the functional cluster. They
pay high attention to written information (on the label or elsewhere). Thus, the industry can
reach out to this group mainly through improving written information attached to the
product (e.g. label and packaging). In some studies, other factors, such as taste, were
considered in addition to attention to health. In the study of Jang et al. (2011b) in South Korea,
the behaviour of those paying attention to health-related features was labelled as “health-
seeking”. This behaviour was observed in the group of enthusiastic consumers who also
emphasised food taste and health issues.

According to the socio-demographic analysis of the identified segments, the “adventurous
cluster” was young and paid special attention to the quality and freshness of fruits and fruit
shops. In contrast, middle-aged and old consumers dominate the conservative and functional
clusters. This result is similar to the findings of the Wongprawmas et al. (2018) study, which
included an “innovative consumers” segment, young and educated consumers. Also, this age
group in the adventure segment in the study of Wycherley et al. (2008) was such that middle-
aged and highly educated people were in this segment. The young age consumers mostly
present in “careless”, “snacking” and “uninvolved” food segments, but similar to our study,
older consumers were more present in the “conservative” and “functional” segments also in
line with the Eun et al. (2020) study. Young people in the Montero-Vicente et al. (2019) study,
related to FRL toward fruit consumption, were more likely to be in the “unconcerned”
segment, which had the least consumption of fresh fruit and the least desire for natural
products. More educated people formed the “functional cluster” so that the health and safety
of fruit were important to them.

In contrast, most “careless consumer” clusters were less educated than the “functional
cluster”. In the study of Wycherley et al. (2008), consumers with low levels of education were
in the “uninvolved group”, and educated peoplewere in the “adventurous group”. In the study
of Eun et al. (2020), FRL is used in a case study on diet drinks; highly educated consumers
were often classified in the “value-seeking group”, emphasising quality, health, economics
and sensory traits. “Careless consumers” were less likely than the average to have children,
and most members of the conservative cluster lived with 3–4 members of the family, which
leads to more attention on the price of fruit, alternatives and looking for specials. It was
similar to Wycherley et al. (2008) in that “careless consumers” lived in larger households.
Concerning this, consumers are more than the average in the low level of monthly income in
the “conservative segment”, which can confirm the fruit buying behaviour of these
consumers in this cluster. Low-income consumers were included in the “careless consumer”
segment of the Eun et al. (2020) study, while high-income people were in the “value-seeking”
segment.

To conclude, consumer behaviour and preferences related to fruits’ consumption and
health vary significantly by socio-economic factors. From the results of this study, describing
the behaviour of various consumer segments can support fruit marketing and distribution
companies to gain new and interesting insights that can help them set marketing goals, plan
customer-oriented initiatives and design targeted marketing mix strategies. These results
can also be useful for policymakers, especially in health promotion and policy support to
increase fruit consumption, by applying targeted communication strategies. As highlighted
byMontero-Vicente et al. (2019), marketing advertising campaigns can take initiatives related
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to each group of consumers based on the characteristics of the consumers (personalisation of
advertising campaigns). These ads can be promoted based on product features (in the case of
fruits emphasising health), influencers and famous athletes who appeal to specific groups.

In terms of the approach, this paper is based on an effort to adapt a survey tool focused on
consumer fruit behaviour, also based on a reduced FRL instrument, to elaborate a specific
survey instrument suitable to describe the fruit-related consumer’s lifestyles. Although the
main aspects of fruit consumption have been considered, one limitation is that the instrument
was not designed according to the standard scale design procedure (DeVellis, 2016). However,
this research work may be considered a first step towards creating a more solid fruit-related
lifestyle instrument in the future.

References

ASK (2013), Agriculture and Environment Statistics - Agriculture Holdings Survey, Kosovo Agency of
Statistics, Prishtina, available at: https://ask.rks-gov.net/en/kosovo-agency-of-statistics/add-
news/agricultural-holdings-survey-2019 (accessed 26 June 2020).

Bartlett, M.S. (1954), “A note on the multiplying factors for various chi square approximations”,
Journal of the Royal Statistical Society, No. 16, pp. 296-298.

Bere, E., Brug, J. and Klepp, K.-I. (2008), “Why do boys eat less fruit and vegetables than girls?”, Public
Health Nutrition, Vol. 11 No. 3, pp. 321-325.

Borsellino, V., Ahmadi Kaliji, S. and Schimmenti, E. (2020), “COVID-19 drives consumer behaviour and
agro-food markets towards healthier and more sustainable patterns”, Sustainability, Vol. 12
No. 20, p. 8366.

Bruner, G.C.I., James, K.E. and Hensel, P.J. (2001), “A compilation of multi-item measures (marketing
sales handbooks)”, in Marketing Scales Handbook, Vol. III, 1st ed., South-Western
Educational Pub.

Brunsø, K. and Grunert, K.G. (1995), “Development and testing of a cross-culturally valid instrument:
food-related lifestyle”, Advances in Consumer Research, Vol. 22 No. 1, pp. 475-480.

Brunsø, K. and Grunert, K.G. (2007), Consumer-Led Food Product Development, Woodhead Publishing
Lt, Cambridge.

Buckley, M., Cowan, C. and McCarthy, M. (2007), “The convenience food market in Great Britain:
convenience food lifestyle (CFL) segments”, Appetite, Vol. 49 No. 3, pp. 600-617.

Cronbach, L.J. (1951), “Coefficient alpha and the internal structure of tests”, Psychometrika, Vol. 16
No. 3, pp. 297-334.

de Bruijn, G.-J. (2010), “Understanding college students’ fruit consumption. Integrating habit strength
in the theory of planned behaviour”, Appetite, Vol. 54 No. 1, pp. 16-22.

DeVellis, R.F. (2016), Scale Development Theory and Applications, SAGE Publications, Thousand
Oaks, CA.

D�ıaz-Garc�es, F.A., Vargas-Matos, I., Bernab�e-Ortiz, A., Diez-Canseco, F., Trujillo, A.J. and Miranda, J.J.
(2016), “Factors associated with consumption of fruits and vegetables among Community
Kitchens customers in Lima, Peru”, Preventive Medicine Reports, Vol. 4, pp. 469-473.

Dimech, M., Caputo, V. and Canavari, M. (2011), “Attitudes of Maltese consumers towards quality in
fruit and vegetables in relation to their food-related lifestyles”, International Food and
Agribusiness Management Review, Vol. 14 No. 4, pp. 21-35.

Djokic, N., Grubor, A., Milicevic, N. and Petrov, V. (2018), “New market segmentation knowledge in the
function of bioeconomy development in Serbia”, The Amfiteatru Economic Journal, Vol. 20
No. 49, p. 700.

Eun, Y.G., Mi-Sook, C. and Jieun, O. (2020), “Food-related lifestyle segmentation and beverage
attribute’ selection: toward understanding of sugar-reduced beverages choice”, British Food
Journal, Vol. 122 No. 12, pp. 3663-3677.

BFJ
124,13

138

https://ask.rks-gov.net/en/kosovo-agency-of-statistics/add-news/agricultural-holdings-survey-2019
https://ask.rks-gov.net/en/kosovo-agency-of-statistics/add-news/agricultural-holdings-survey-2019


Fang, C.H., Huang, Y.C. and Chiu, Y.Y. (2013), “The shift to home meal replacement consumption in
convenience stores”, Journal of Food Studies, Vol. 2, pp. 1-12.

FAO (2014), “Policy assistance to Kosovo to identify support measures linking local agricultural
production with the domestic market”, Food and Agriculture Organization of the United
Nations, available at: https://amp-mei.net/aim/viewActivityPreview.do∼public5true∼
pageId52∼activityId59856∼language5en (accessed 2 July 2021).

Furst, T., Connors, M., Bisogni, C.A., Sobal, J. and Falk, L.W. (1996), “Food choice: a conceptual model
of the process”, Appetite, Vol. 26 No. 3, pp. 247-266.

G�ambaro, A., Roascio, A., Hodos, N., Migues, I., Lado, J., Heinzen, H. and Rivas, F. (2021), “The impact
of sensory attributes of mandarins on consumer perception and preferences”, Journal of
Agriculture and Food Research, Vol. 6, 100196.

Godin, G., Amireault, S., B�elanger-Gravel, A., Vohl, M.-C., P�erusse, L. and Guillaumie, L. (2010),
“Prediction of daily fruit and vegetable consumption among overweight and obese individuals”,
Appetite, Vol. 54 No. 3, pp. 480-484.

Grunert, K.G. (2006), “Future trends and consumer lifestyles with regard to meat consumption”, Meat
Science, Vol. 74 No. 1, pp. 149-160.

Grunert, K.G., Brunsø, K. and Bisp, S. (1993), “Food-related life style: development of a cross-culturally
valid instrument for marketsurveillance”, MAPP Working Paper No 12, available at: https://
pure.au.dk/portal/files/88/wp12.pdf (accessed 5 July 2021).

Grunert, K.G., Brunsø, K., Bredahl, L. and Bech, A.C. (2001), “Food-related lifestyle: a segmentation
approach to European food consumers BT - food, people and society: a European perspective of
consumers’ food choices”, in Frewer, L.J., Risvik, E. and Schifferstein, H. (Eds), Food, People and
Society, Springer Berlin Heidelberg, Berlin, Heidelberg, pp. 211-230.

Grunert, K.G., Perrea, T., Zhou, Y., Huang, G., Sørensen, B.T. and Krystallis, A. (2011), “Is food-related
lifestyle (FRL) able to reveal food consumption patterns in non-Western cultural environments?
Its adaptation and application in urban China”, Appetite, Vol. 56 No. 2, pp. 357-367.

Haas, R., Canavari, M., Imami, D., Gjonbalaj, M., Gjokaj, E. and Zvyagintsev, D. (2016), “Attitudes and
preferences of Kosovar consumer segments toward quality attributes of milk and dairy
products”, Journal of International Food & Agribusiness Marketing, Vol. 28 No. 4, pp. 407-426.

Hair, J.F., Black, B., Babin, B.J. and Anderson, R.E. (2010), Multivariate Data Analysis, Global 7th ed.,
Pearson Education, New York, NY.

Harris, J.E., Gleason, P.M., Sheean, P.M., Boushey, C., Beto, J.A. and Bruemmer, B. (2009), “An
introduction to qualitative research for food and nutrition professionals”, Journal of the
American Dietetic Association, Vol. 109 No. 1, pp. 80-90.

Huang, G., Grunert, K.G., Lu, D. and Zhou, Y. (2015), “Chinese urban consumers segmentation based
on modified food-related lifestyle (FRL)”, Journal of International Consumer Marketing, Vol. 27
No. 4, pp. 328-343.

Jang, Y.J., Kim, W.G. and Bonn, M.A. (2011a), “Generation Y consumers’ selection attributes and
behavioral intentions concerning green restaurants”, International Journal of Hospitality
Management, Vol. 30 No. 4, pp. 803-811.

Jang, Y.J., Kim, W.G. and Yang, I.-S. (2011b), “Mature consumers’ patronage motives and the
importance of attributes regarding HMR based on the food-related lifestyles of the upper
middle class”, International Journal of Hospitality Management, Vol. 30 No. 1, pp. 55-63.

Kaiser, H.F. (1974), “An index of factorial simplicity”, Psychometrika, Vol. 39 No. 1, pp. 31-36.

Kapelari, S., Alexopoulos, G., Moussouri, T., Sagmeister, K.J. and Stampfer, F. (2020), “Food heritage
makes a difference: the importance of cultural knowledge for improving education for
sustainable food choices”, Sustainability, Vol. 12 No. 4, p. 1509.

Kesic�, T. and Piri-Rajh, S. (2003), “Market segmentation on the basis of food-related lifestyles of
Croatian families”, British Food Journal, Vol. 105 No. 3, pp. 162-174.

Fruit-related
lifestyles

139

https://amp-mei.net/aim/viewActivityPreview.do~public=true~pageId=2~activityId=9856~language=en
https://amp-mei.net/aim/viewActivityPreview.do~public=true~pageId=2~activityId=9856~language=en
https://amp-mei.net/aim/viewActivityPreview.do~public=true~pageId=2~activityId=9856~language=en
https://amp-mei.net/aim/viewActivityPreview.do~public=true~pageId=2~activityId=9856~language=en
https://amp-mei.net/aim/viewActivityPreview.do~public=true~pageId=2~activityId=9856~language=en
https://amp-mei.net/aim/viewActivityPreview.do~public=true~pageId=2~activityId=9856~language=en
https://pure.au.dk/portal/files/88/wp12.pdf
https://pure.au.dk/portal/files/88/wp12.pdf


Kim, S., Lee, K. and Lee, Y. (2018), “Selection attributes of home meal replacement by food-related
lifestyles of single-person households in South Korea”, Food Quality and Preference, Vol. 66,
pp. 44-51.

Kleih, A.-K. and Sparke, K. (2021), “Visual marketing: the importance and consumer recognition of
fruit brands in supermarket fruit displays”, Food Quality and Preference, Vol. 93, 104263.

Knai, C., Pomerleau, J., Lock, K. and McKee, M. (2006), “Getting children to eat more fruit and
vegetables: a systematic review”, Preventive Medicine, Vol. 42 No. 2, pp. 85-95.

Konopacka, D., Jesionkowska, K., Kruczy�nska, D., Stehr, R., Schoorl, F., Buehler, A., Egger, S., Codarin,
S., Hilaire, C., H€oller, I., Guerra, W., Liverani, A., Donati, F., Sansavini, S., Martinelli, A., Petiot,
C., Carb�o, J., Echeverria, G., Iglesias, I. and Bonanyk, J. (2010), “Apple and peach consumption
habits across European countries”, Appetite, Vol. 55 No. 3, pp. 478-483.

Krølner, R., Rasmussen, M., Brug, J., Klepp, K.-I., Wind, M. and Due, P. (2011), “Determinants of fruit
and vegetable consumption among children and adolescents: a review of the literature. Part II:
qualitative studies”, International Journal of Behavioral Nutrition and Physical Activity, Vol. 8
No. 1, p. 112.

Lazer, W. (1963), Life Style Concepts and Marketing toward Scientific Marketing, Stephen Cresysered,
American Marketing Association, Chicago, pp. 424-438.

Menozzi, D. and Mora, C. (2012), “Fruit consumption determinants among young adults in Italy: a case
study”, LWT - Food Science and Technology, Vol. 49 No. 2, pp. 298-304.

Mes�ıas, F.J., Mart�ın, A. and Hern�andez, A. (2021), “Consumers’ growing appetite for natural foods:
perceptions towards the use of natural preservatives in fresh fruit”, Food Research
International, Vol. 150, 110749.

Migliore, G., Galati, A., Romeo, P., Crescimanno, M. and Schifani, G. (2015), “Quality attributes of
cactus pear fruit and their role in consumer choice”, British Food Journal, Emerald Group
Publishing, Vol. 117 No. 6, pp. 1637-1651.

Mohsen, M.G. (2017), “Foodies in the UK: a sense of self, connection and belonging beyond the
passion? BT - creating marketing magic and innovative future marketing trends”, in Stieler, M.
(Ed.), Creating Marketing Magic and Innovative Future Marketing Trends, Springer
International Publishing, Cham, pp. 457-467.

Montero-Vicente, L., Roig-Merino, B., Buitrago-Vera, J. and Sigalat-Signes, E. (2019), “Characterisation
of fresh fruit consumption in Spain based on food-related lifestyle”, British Food Journal,
Vol. 121 No. 12, pp. 3307-3320.

Nemeth, N., Rudnak, I., Ymeri, P. and Fogarassy, C. (2019), “The role of cultural factors in sustainable
food consumption—an investigation of the consumption habits among international students
in Hungary”, Sustainability, Vol. 11 No. 11, p. 3052.

Neumark-Sztainer, D., Wall, M., Perry, C. and Story, M. (2003), “Correlates of fruit and vegetable intake
among adolescents: findings from Project EAT”, Preventive Medicine, Vol. 37 No. 3, pp. 198-208.

Nie, C. and Zepeda, L. (2011), “Lifestyle segmentation of US food shoppers to examine organic and
local food consumption”, Appetite, Vol. 57 No. 1, pp. 28-37.

Nyumba, T.O., Wilson, K., Derrick, C.J. and Mukherjee, N. (2018), “The use of focus group discussion
methodology: insights from two decades of application in conservation”, Methods in Ecology
and Evolution, John Wiley & Sons, Vol. 9 No. 1, pp. 20-32.

Paisley, J., Sheeshka, J. and Daly, K. (2001), “Qualitative investigation of the meanings of eating fruits
and vegetables for adult couples”, Journal of Nutrition Education, Vol. 33 No. 4, pp. 199-207.

P�erez-Cueto, F.J.A., Verbeke, W., de Barcellos, M.D., Kehagia, O., Chryssochoidis, G., Scholderer, J. and
Grunert, K.G. (2010), “Food-related lifestyles and their association to obesity in five European
countries”, Appetite, Vol. 54 No. 1, pp. 156-162.

Produce for Better Health Foundation (2010), “State of the plate. 2010 study on America’s
consumption of fruits and vegetables”, Produce for Better Health Foundation, available at:
http://www.pbhfoundation.org/pdfs/about/res/pbh_res/stateplate.pdf (accessed 5 May 2021).

BFJ
124,13

140

http://www.pbhfoundation.org/pdfs/about/res/pbh_res/stateplate.pdf


Pearson, N., Biddle, S.J.H. and Gorely, T. (2009), “Family correlates of fruit and vegetable consumption
in children and adolescents: a systematic review”, Public Health Nutrition, Vol. 12 No. 2,
pp. 267-283.

Rasmussen, M., Krølner, R., Klepp, K.-I., Lytle, L., Brug, J., Bere, E. and Due, P. (2006), “Determinants of
fruit and vegetable consumption among children and adolescents: a review of the literature.
Part I: quantitative studies”, International Journal of Behavioral Nutrition and Physical Activity,
Vol. 3 No. 1, p. 22.

Rekhy, R. and McConchie, R. (2014), “Promoting consumption of fruit and vegetables for better health.
Have campaigns delivered on the goals?”, Appetite, Vol. 79, pp. 113-123.

Ryan, I., Cowan, C., McCarthy, M. and O’sullivan, C. (2004), “Food-related lifestyle segments in Ireland
with a convenience orientation”, Journal of International Food and Agribusiness Marketing,
Vol. 14 No. 4, pp. 29-47.

Saba, A., Sinesio, F., Moneta, E., Dinnella, C., Laureati, M., Torri, L., Peparaio, M., Saggia Civitelli, E.,
Endrizzi, I., Gasperi, F., Bendini, A., Gallina Toschi, T., Predieri, S., Abb�a, S., Bailetti, L.,
Proserpio, C. and Spinelli, S. (2019), “Measuring consumers attitudes towards health and taste
and their association with food-related life-styles and preferences”, Food Quality and Preference,
Vol. 73, pp. 25-37.

Scholderer, J., Brunsø, K., Bredahl, L. and Grunert, K.G. (2004), “Cross-cultural validity of the food-
related lifestyles instrument (FRL) within Western Europe”, Appetite, Vol. 42 No. 2, pp. 197-211.

Shaikh, A.R., Yaroch, A.L., Nebeling, L., Yeh, M.-C. and Resnicow, K. (2008), “Psychosocial predictors
of fruit and vegetable consumption in adults. A review of the literature”, American Journal of
Preventive Medicine, Vol. 34 No. 6, pp. 535-543, e11.

Silva, D.A.S. and Silva, R.J.D.S. (2015), “Association between physical activity level and consumption
of fruit and vegetables among adolescents in northeast Brazil”, Revista Paulista de Pediatria
(English Edition), Vol. 33 No. 2, pp. 167-173.

Slavin, J.L. and Lloyd, B. (2012), “Health benefits of fruits and vegetables”, Advances in Nutrition,
Vol. 3 No. 4, pp. 506-516.

Sloan, E.A. (2013), “The foodie phenomenon”, IFT, available at: https://www.ift.org/news-and-
publications/food-technology-magazine/issues/2013/february/columns/consumer-trends
(accessed 1 February 2013).

Su, C. and Haynes, P. (2017), “Tradition as the new alternative: organic food consumption and food
related lifestyle in China”, available at: https://ssrn.com/abstract52950792 (accessed 11
April 2017).

Szak�aly, Z., Szente, V., K€ov�er, G., Polereczki, Z. and Szigeti, O. (2012), “The influence of lifestyle on
health behavior and preference for functional foods”, Appetite, Vol. 58 No. 1, pp. 406-413.

Tak, N.I., te Velde, S.J. and Brug, J. (2008), “Are positive changes in potential determinants associated
with increased fruit and vegetable intakes among primary schoolchildren? Results of two
intervention studies in The Netherlands: the school gruiten project and the pro children study”,
International Journal of Behavioral Nutrition and Physical Activity, Vol. 5 No. 1, p. 21.

Taranc�on, P., Fern�andez-Serrano, P. and Besada, C. (2021), “Consumer perception of situational
appropriateness for fresh, dehydrated and fresh-cut fruits”, Food Research International,
Vol. 140, 110000.

Thøgersen, J. (2017), “Sustainable food consumption in the nexus between national context and
private lifestyle: a multi-level study”, Food Quality and Preference, Vol. 55, pp. 16-25.

Verzeletti, C., Maes, L., Santinello, M., Baldassari, D. and Vereecken, C.A. (2010), “Food-related family
lifestyle associated with fruit and vegetable consumption among young adolescents in Belgium
Flanders and the Veneto Region of Italy”, Appetite, Vol. 54 No. 2, pp. 394-397.

Wallace, T.C., Bailey, R.L., Blumberg, J.B., Burton-Freeman, B., Chen, C.O., Crowe-White, K.M.,
Drewnowski, A., Hooshmand, S., Johnson, E., Lewis, R., Murray, R., Shapses, S.A. and Wang,
D.D. (2020), “Fruits, vegetables, and health: a comprehensive narrative, umbrella review of the

Fruit-related
lifestyles

141

https://www.ift.org/news-and-publications/food-technology-magazine/issues/2013/february/columns/consumer-trends
https://www.ift.org/news-and-publications/food-technology-magazine/issues/2013/february/columns/consumer-trends
https://ssrn.com/abstract=2950792
https://ssrn.com/abstract=2950792


science and recommendations for enhanced public policy to improve intake”, Critical Reviews in
Food Science and Nutrition, Vol. 60 No. 13, pp. 2174-2211.

WHO (2003), “WHO Fruit and vegetable promotion initiative - report of the meeting”, Geneva 25-27
August 2003, World Health Organization, available at: https://www.who.int/
dietphysicalactivity/publications/f&v_promotion_initiative_report.pdf (accessed 8 July 2021).

WHO (2004a), Global Strategy on Diet, Physical Activity and Health, World Health Organization,
Geneva, available at: https://apps.who.int/iris/bitstream/handle/10665/43035/9241592222_eng.
pdf (accessed 8 July 2021).

WHO (2004b), Fruit and Vegetables for Health : Report of the Joint FAO/WHO Workshop on Fruit and
Vegetables for Health, World Health Organization, Geneva, available at: https://apps.who.int/
iris/handle/10665/43143 (accessed 3 September 2004).

Wongprawmas, R., Canavari, M., Imami, D., Gjonbalaj, M. and Gjokaj, E. (2018), “Attitudes and
preferences of Kosovar consumers towards quality and origin of meat”, Studies in Agricultural
Economics, Vol. 120 No. 3, pp. 126-133.

Wycherley, A., McCarthy, M. and Cowan, C. (2008), “Speciality food orientation of food related lifestyle
(FRL) segments in Great Britain”, Food Quality and Preference, Vol. 19 No. 5, pp. 498-510.

_Zakowska-Biemans, S. (2011), “Polish consumer food choices and beliefs about organic food”, British
Food Journal, Vol. 113 No. 1, pp. 122-137.

Corresponding author
Maurizio Canavari can be contacted at: maurizio.canavari@unibo.it

For instructions on how to order reprints of this article, please visit our website:
www.emeraldgrouppublishing.com/licensing/reprints.htm
Or contact us for further details: permissions@emeraldinsight.com

BFJ
124,13

142

https://www.who.int/dietphysicalactivity/publications/f&v_promotion_initiative_report.pdf
https://www.who.int/dietphysicalactivity/publications/f&v_promotion_initiative_report.pdf
https://apps.who.int/iris/bitstream/handle/10665/43035/9241592222_eng.pdf
https://apps.who.int/iris/bitstream/handle/10665/43035/9241592222_eng.pdf
https://apps.who.int/iris/handle/10665/43143
https://apps.who.int/iris/handle/10665/43143
mailto:maurizio.canavari@unibo.it

	Fruit-related lifestyles as a segmentation tool for fruit consumers
	Introduction
	Food-related lifestyle overview
	Research method
	Questionnaire design
	Sample
	Data analysis

	Results
	Principal component analysis
	Cluster analysis
	Socio-demographic characteristics of segments

	Discussions and conclusions
	References


