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Abstract: In Western society, the fresh-cut fruit market is experiencing significant growth, especially
in Italy, where, in 2019, the fresh-cut fruit sales volume increased by 35% compared with the previous
year. This study aims to understand Italian consumers’ demand for fresh-cut fruits and to explore
whether this trend is also affected by the prevalence of healthy lifestyles. Health orientation seems,
in fact, to be a growing trend in the food sector. Research has recognized that consumers’ orientation
towards products that are ready to be consumed is not only related to saving time. Sociodemographic
factors and psychometric variables, including values and lifestyles, play important roles in under-
standing consumer demand for convenience products. For this purpose, the food-related lifestyles
(FRLs) tool was used to profile consumers. The FRLs tool is a useful instrument that describes
different ways in which people use food to achieve their values in life. Data were collected by using
an online survey carried out with Italian consumers of fresh-cut fruits. By using a cluster analysis
technique, four Italian fresh-cut fruit consumer target groups were identified. The largest target
group was represented by uninvolved consumers, who are not inclined to cook or plan meals and
who are very influenced by the advertising of food products in their buying decisions. An interesting
target group, which may represent a challenge for food enterprises in the sector, was health-oriented
consumers, who attach great importance to organic certification and to product information. This
target group was also characterized by older consumers with higher net monthly household incomes
than other target groups.

Keywords: food-related lifestyles; segmentation; minimally processed food; fresh-cut fruits; con-
sumer decision-making

1. Introduction

In the late 20th century, the evolution of society in Western countries, accompanied
by increased incomes and general economic growth as well as by changes in family or-
ganization due to the increasing female participation in the labor market, led to a shift
in dietary patterns [1–3]. This is observable through the growing trend to eat outside of
the home and to consume convenience foods [4,5]. The increasing consumer interest in
convenience foods reflects the tendency to minimize the time and effort that goes into the
preparation of meals [6,7]. According to Capps et al. [8], convenience foods are partially
or fully prepared foods associated with a significant reduction in time, cooking skills,
and mental effort required to prepare meals. However, convenience foods have also been
accused of being co-responsible for society’s inclination towards a higher prevalence of
obesity and lifestyle diseases, as well as reducing the joy in cooking [9–12]. Consumption
of convenience foods, in fact, is associated with a high intake of calories, salt, saturated and
trans fats, and sugar [13]. Moreover, these foods are rich in preservatives, flavoring, and
artificial coloring, and they lack the micronutrients necessary for the proper functioning of
the body.

The connection between eating habits and the intake of fresh fruits and vegetables
(hereafter F&V) for health is widely recognized. These foods contribute essential micronutri-
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ents as well as dietary fiber, which have positive effects on the human body [14]. According
to the Consumption Monitor of the European Fresh Produce Association [15], the daily
consumption of fresh F&V in European countries is below the 400 g recommended by the
World Health Organization (WHO). Constraints related to lack of time and convenience
are often reported as the main reasons why the consumption of fresh F&V falls below the
daily intake recommended by the WHO [16]. Similarly, there seems to be a growing group
of consumers who are demanding simpler solutions to achieving a healthy diet [9]. Health
orientation seems, in fact, to be a growing trend in the food sector [10]. An example is
the increasing interest of consumers in organic and functional food products, which are
recognized by consumers as a way to prevent health diseases [11]. In this context, fresh-cut
F&V can also represent a solution to meet consumers’ demands to have healthy diets with
more F&V, while having meals that are convenient to prepare [9,17,18]. As reported by
Farina et al. [19] (p. 1), fresh-cut F&V are products that have been peeled, cut, washed,
dried, and packaged in plastic trays and are finally sold in refrigerated boxes. In Europe,
the fresh-cut F&V market is experiencing significant growth [20], accompanied by wide
availability at various stores [21]. In Italy, starting with their first appearance in the early
1980s, sales of fresh-cut F&V have grown quickly, with a turnover of EUR 913 million
in 2019. In particular, within the fresh-cut sector, vegetables accounted for most of the
sales volume (96%), whereas fresh-cut fruits, despite only representing 2% of total fruit
sales, resulted in a turnover of EUR 33 million (4% of fresh-cut F&V sales), showing an
increase of 35% compared to the previous year [21]. Furthermore, the increase in sales
of fresh-cut fruits in the last year was three times higher than the increase recorded for
fresh-cut vegetables [21], suggesting that in the future, the fresh-cut fruit market will grow
further and new opportunities could arise for agricultural enterprises [22–25]. Therefore, it
is interesting to understand the characteristics of consumers who are feeding the trend of
fresh-cut fruit consumption.

Research has recognized that consumers’ convenience orientation is not only related to
saving time. Sociodemographic factors and psychometric variables seem to play important
roles in understanding consumer demand [26]. Among various approaches used to analyze
consumers’ behaviors, values and lifestyles have been recognized by research as being
reliable psychological constructs in understanding the decision-making process of buying
food [27,28]. A valuable measure for analyzing consumer demand in the food domain
is the food-related lifestyles (FRLs) construct developed by Brunzø and Grunert [29].
FRLs have been adopted in numerous studies in different countries and used to describe
various aspects of self-reported food-related behavior [26,30]. However, to the best of
our knowledge, few studies have explored the use of FRLs in relation to consumers’
food convenience orientation [31,32], and no study has been performed on consumers’
FRLs in the domain of fresh-cut fruits in Italy. Moreover, it is not clear whether the
demand for fresh-cut fruit is also characterized by people living health-oriented lifestyles.
According to scientific literature, in fact, in recent years, consumers seem to have become
increasingly attentive to aspects related to health and environmental sustainability, leading
to an important sustainable and socially responsible consumption trend [33,34]. To bridge
this gap, this study aims to segment Italian consumers of fresh-cut fruits using the FRLs
tool in order to reveal whether and to what extent this fast-growing sector of the Italian
agro-food industry is also driven by health-oriented lifestyles. The hypothesis underlining
the study is that consumers’ convenience orientation is also driven by the desire to live
healthy and sustainable lifestyles.

Our findings may have a dual purpose. On the one hand, we aim to enrich the
body of literature on consumers’ convenience orientation. On the other hand, these
findings could help food enterprises develop new products through the identification of
specific groups of consumers, their preferences, and their values, which is also valuable for
designing marketing strategies [35,36]. Moreover, the knowledge of consumers’ lifestyles
can help international organizations and governments better address health issues linked
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to production and consumption systems in order to achieve more efficient consumption of
resources and to achieve social and environmental sustainability [33,34].

The remaining part of the paper is developed as follows. In the next section, the role
of lifestyles on consumers’ food decision-making process is introduced, followed by the
Materials and Methods section and then the Results section. After that, a discussion on
the main results of the study in light of relevant literature is developed. Conclusions and
implications are presented at the end of the manuscript.

Studies on Food-Related Lifestyles of Consumers

In consumer research, individuals’ lifestyles have been shown to play an important
role in explaining consumer behavior [37,38]. According to Grunert et al. [39], the lifestyle
as a cognitive construct is linked to the personal values concept. In the food domain, the
food-related lifestyles (FRLs) tool links food to consumers’ achievement of life values.
In other words, FRLs are a person-related construct that complements the most popular
constructs used to explain the food decision-making process, such as attitudes and beliefs
related to products and personality traits [36]. Grunert et al. [38] defined FRLs “as the
system of cognitive categories, scripts, and their associations, which relate a set of products
to a set of values” (p. 3), and categorized them as an intermediate-level construct between
product perception and human values. The FRLs tool describes, in fact, different ways
in which people use food to achieve the values of life and represents one of the most
elaborate tools for segmenting consumers [37]. The FRLs approach was developed by
Brunsø and Grunert [29], who identified five FRL cognitive constructs: ways of shopping,
quality aspects of food, cooking methods, consumption situations, and purchasing motives.
These five constructs were expressed by 69 attitudinal items measured on a seven-point
Likert scale, from “completely disagree” (1) to “completely agree” (7). These 69 items were
categorized into 23 dimensions (composed of three items each). The first FRL construct
deals with consumer behavior in purchasing situations; it describes how individuals
purchase food products, whether their decision-making is characterized by impulse buying
or by reasoned actions, the kind of shop at which they buy food, and whether they read
labels or trust expert or friend opinions. Quality aspects is the second FRL element and it
concerns food attributes that consumers can identify in a specific product, such as whether
it is healthy, natural, fresh, and tasty. The cooking methods element includes information
on how food is transformed into meals and the time required for preparation, whether it is
a spontaneous process that can fit into daily activities, and the reasons that push consumers
to cook. The consumption situations element includes the number of daily meals consumed
and their distribution and tries to understand the importance of eating outside of the home.
The purchasing motives element links food-related activities to a consumer’s values by
describing the importance that a meal can have and what is expected of it, as well as the
importance of social aspects, security, and traditions associated with food.

The FRLs approach is among the most widely validated tools for international seg-
mentation in the food domain, although it appears to be better adapted to Western cultures
than other cultures [30].

One of the first segmentations in European countries was proposed by Grunert
et al. [38]. They showed, in terms of their relationship with food, that consumers could
be segmented into at least five targets: “careless food consumers” [38] (p.220), that is,
consumers who have little interest in cooking and give convenience products high im-
portance; “adventurous food consumers,” consumers who are very involved in shopping
and cooking and have strong interest in health, taste, freshness, and organically produced
foods; “conservative food consumers,” consumers who are adverse to innovations and
are highly price-sensitive; “rational food consumers,” a group of consumers who love
meal planning and who have a strong interest in product information; and finally, the
“uninvolved” target, which includes consumers who are generally indifferent to food and
have little involvement in cooking. Along the same line, other segmentations have been
carried out with other European countries, including Great Britain [32,37], Poland [40],
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Spain [41], and the US [42,43], and the same consumer target groups were identified in
reference to the purchasing of different product categories (e.g., snacks, lamb meat, local
and organic foods). In a recent study in Spain using the FRLs tool, Montero-Vincente
et al. [26] distinguished fresh fruit consumers into four clusters. The first, named “total
indifference,” represented consumers with no interest in innovation, nutrition, or consump-
tion. The second cluster, called “little time to cook,” revealed the consumer target group
with the largest consumption of fresh fruits and with a high level of interest in nutrition
and health as well as a high inclination to undergo extra domestic consumption. The third
group, named “cooks and preference for natural products,” included consumers with a
medium–high consumption of fresh fruits who cooked at home and who were interested in
natural products and the price–quality ratio. The last target group, called “unconcerned,”
included consumers with the lowest level of fruit consumption and the least interest in
natural products compared with other targets.

Within the scientific studies that have adopted the FRLs approach, a few studies
have tried to segment consumers of ready-to-eat products [31,32]. In particular, a study
conducted in Great Britain by Buckley et al. [32] distinguished six clusters of consumers
according to their FRLs associated with convenience foods. The first target group of con-
sumers was named “snacking food consumers” and included consumers who showed less
enjoyment in meal preparation compared with other target groups. The other target groups
of consumers were in line with those proposed by Grunert et al. [38], that is, “careless
food consumers,” who attributed less importance to food as a way of achieving their life
values than most other target groups of consumers; “adventurous,” including consumers
of ready-to-eat products who were very interested in cooking and experiencing new ways
of cooking compared with other groups; “conservative,” represented by consumers who
were more price-sensitive and less interested in novel food products; “rational,” including
consumers who were highly interested in product information and who were more greatly
influenced by advertising in terms of their food purchase decisions than other consumer
groups; and finally, “uninvolved,” including consumers who showed the least interest in
food and food-related activities.

To the best of our knowledge, no study has explored target consumer groups related
to fresh-cut fruits. Further knowledge is needed to better profile consumers of fresh-cut
fruits, which represents a fast-growing sector in the food market.

2. Materials and Methods

In order to reach the aim of the present study, a segmentation based on FRLs and so-
ciodemographic variables was carried out with a convenience sample of Italian consumers
who had purchased fresh-cut fruits during the last 12 months. Data were collected through
an online survey carried out between February and May 2020 with 537 Italian consumers,
of which 201 stated that they had purchased fresh-cut fruits in the last 12 months. Despite
online surveys not providing a fully representative sample, we chose this technique, as it
avoided direct interactions between the researcher and interviewee and guaranteed the
safety of interactions during the COVID-19 pandemic [44].

The questionnaire was structured in three sections: In the first section, information
about the frequency of fresh-cut fruit consumption, the place of purchase, and the occa-
sions at which fresh-cut fruits were consumed was gathered. The second section contained
42 items related to 14 of the 23 dimensions of FRLs described by Brunsø and Grunert [29].
We chose to reduce the original number of FRLs dimensions, 69 items, to shorten the dura-
tion of the interview, as in an online setting, having a large number of questionnaire items
may discourage participants from completing a survey [45,46]. Therefore, to characterize
the main targets of fresh-cut fruit consumers, the FRL dimensions chosen were those that
best aligned with the aim of the study, in particular, the importance of product information,
attitude to advertising, specialty shops, price criteria, health, novelty, organic products,
taste, freshness, interest in cooking, looking for new ways, convenience, planning, and
security (Table 1). Finally, the last section of the questionnaire was constructed to collect
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the sociodemographic characteristics of the participants, such as age, family size, education
(expressed in four categories: primary school, lower secondary school, upper secondary
school, and university degree or higher), and net monthly household income, measured
in EUR.

Table 1. Food-Related Lifestyles dimensions, items used for Italian consumers of fresh-cut fruits, and dimension mean
scores.

Dimensions Items Mean Scores St. Deviation

Importance of product
information

To me product information is of major importance. I want to know
what the product contains.

4.8 1.4I compare labels to select the most nutritious food.
I compare product information labels to decide which brand to try.

Attitudes to advertising

I have more confidence in food products that I have seen advertised
than in unadvertised products.

3.7 1.8I am influenced by what people say about a food product.
Information from advertising helps me make better

buying decisions.

Specialty shops
I do not see any reason to shop in specialty food stores. (Reversed)

4.6 1.3I like buying food products in specialty food stores where I can get
expert advice.

I like to know what I am buying, so I often ask questions in stores
where I shop for food.

Price criteria
I always check prices, even on small items.

5.0 1.4I notice when products I buy regularly change in price.
I watch for ads in the newspaper for store specials and plan to take

advantage of them when I go shopping.

Health

I prefer to buy natural products, i.e., products
without preservatives.

5.5 1.3To me the naturalness of the food that I buy is an important quality.
I try to avoid food products with additives.

Novelty
I love to try recipes from foreign countries.

5.1 1.5I like to try new foods that I have never tasted before.
Well-known recipes are indeed the best. (Reversed)

Organic products

I always buy organically grown food products if I have
the opportunity.

2.8 1.8I make a point of using natural or organic products.
I don’t mind paying a premium for organic products. (Reversed)

Taste
I find the taste of food products important.

4.6 1.0When cooking, I first and foremost consider the taste.
It is more important to choose food products for their taste rather

than for their nutritional value.

Freshness
I prefer fresh products to canned or frozen products.

5.8 0.9It is important to me that food products are fresh.
I prefer to buy meat and vegetables fresh rather than pre-packed.

Interest in cooking
I like to have ample time in the kitchen.

3.5 1.8Cooking is a task that is best over and done with.
I don’t like spending too much time on cooking. (Reversed)

Looking for new ways
I like to try out new recipes.

4.9 1.4I look for ways to prepare unusual meals.
Recipes and articles on food from other culinary traditions make

me experiment in the kitchen.

Convenience
I use a lot of frozen foods in my cooking.

3.5 1.5We use a lot of ready-to-eat foods in our household.
I use a lot of mixes, for instance baking mixes and instant soups.

Planning

What we are going to have for supper is very often a spontaneous
decision. (Reversed)

2.6 0.9Cooking needs to be planned in advance.
I always plan what we are going to eat a couple of days in advance.

Security
I dislike everything that might change my eating habits.

4.1 0.8I only buy and eat foods that are familiar to me.
A familiar dish gives me a sense of security.
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In order to carry out a segmentation of the sample of fresh-cut fruit consumers on
the basis of FRLs, we calculated the score of the 14 FRL dimensions obtained by Brunsø
and Grunert [29] through the mean of the scores that consumers gave to each item in each
FRL dimension, after having appropriately reversed some item scores in order to make
them uniform. The means of the scores related to the 14 FRL dimensions used in this study
are reported in Table 1. For the segmentation, a cluster analysis was carried out; however,
due to the limited number of observations (201 consumers), to simplify the interpretation
of fresh-cut fruit consumer target groups on the basis of the 14 FRL dimensions and the
sociodemographic variables, before the cluster analysis, a principal component analysis
(PCA) with Varimex rotation was run. The purpose of the PCA was to reduce the amount
of information contained in the 14 FRL dimensions into a smaller number of macro-
dimensions or components. More precisely, the PCA analytically transforms a set of
correlated variables into a smaller number of independent macro-variables, minimizing
the loss of information.

The PCA can be expressed by the following general formula:

Yi = wi1Xi + wi2X2 + ... + wipXp (1)

where Yi is the i-th new variable, X1, X2, . . . . . . , Xp are the standardized original P variables
and wi1, wi2, . . . , wip, are the values of the loading weights associated to each of them.

Factor scores were also calculated for each principal component to express the contri-
bution of each observation on the composition of the components. The factor scores were
used for the subsequent cluster analysis, which was designed to group participants on
the basis of the FRLs and sociodemographic characteristics, such that consumers in the
same group were similar to each other and, similarly, consumers in different groups were
different from each other. K-means is one method of cluster analysis that groups consumers
by minimizing the Euclidean distances between them. The algorithm randomly assigns k
initial centers defined by all n variables. It then iteratively assigns each observation to the
nearest center by computing the new center for each cluster as the mean of the centroid
of the variables. This process is repeated until a new iteration no longer reassigns any
observations to a new cluster; therefore, the algorithm is considered to be convergent, and
the final clusters constitute the clustering solution [47]. The choice of the number of clusters
was supported by analyzing the clustering dendrogram.

3. Results

Of 537 Italian consumers surveyed, 201 declared that they had purchased fresh-cut
fruits during the last 12 months (about 37% of all consumers surveyed on social networks).
The data elaborations revealed three categories of consumption frequency: 23% of the 201
Italian consumers had purchased fresh-cut fruits less than twice in the past 12 months,
about 35% had purchased them at least once a month, and about 28% consumed fresh-cut
fruits often (at least once every 15 days). The remaining 14% of surveyed consumers said
they did not remember their fresh-cut fruit consumption frequency in the last 12 months.
Fresh-cut fruits were mainly purchased in supermarkets (38% of cases), bar-restaurants
(32.5% of cases), and gourmet boutique shops (16.5% of cases). Other places of fresh-cut
fruit purchases included greengrocers, snack vending machines, and canteens (for the
remaining 13% of surveyed consumers). About 78% of the interviewees stated that they
consumed fresh-cut fruits for meals away from home, whereas the other 22% consumed
them as meals at home. The average age of the surveyed consumers was 49 years, ranging
from 27 to 65 years. Most of the participants lived in families of three or four people
(41% and 38% of cases, respectively), and the incidence of singles was about 15%. The
educational level of the consumers interviewed was quite high: More than one-third of the
survey participants (35.6%) had a secondary school diploma, and nearly one-third of them
had university degrees (32.8%). The prevailing average net monthly income of families
(in 47% of cases) was between EUR 2160 and 3860, ranging from EUR 540 to EUR 8000
(Table 2).



Sustainability 2021, 13, 1027 7 of 13

Table 2. Sociodemographic characteristics of the participants.

No. Percentage

Age
27–39 60 29.8
40–49 65 32.1
50–59 54 27.1

60 or older 22 11.0
Household Size

1 person 30 14.9
2–3 persons 103 51.3
4–5 persons 61 30.2

More than 5 persons 7 3.6
Education

Primary school 3 1.6
Lower secondary school 28 14.1
Upper secondary school 71 35.5

University degree or higher 66 32.8
N/A 32 16

Net Monthly Household Income
<EUR 540 1 0.6

EUR 540–2159 17 8.5
EUR 2160–3860 94 47.0
EUR 3861–5561 47 23.2
EUR 5562–8000 11 5.6

N/A 30 15.1

The application of the PCA allowed us to reduce the initial number of FRL dimensions
(14) and sociodemographic variables (4) into six principal components, which accounted
for 68% of the total variance (Table 3). The first principal component, which accounted for
about 21% of the total variance, was named the “critical consumption.” It was characterized
by FRL dimensions that outlined the features of a consumption trend defined in the
literature as critical consumption, namely, an interest in organic and natural products,
health aspects of food, product information, and buying in specialty shops.

Table 3. Results of PCA with a Varimax rotation.

Principal Components/
Macro-Dimensions Dimensions Factors Loading

Critical consumption

Organic products 0.921
Health 0.921

Freshness 0.742
Importance of product information 0.683

Specialty shop 0.522

Convenience consumption
Convenience 0.772

Attitudes to advertising 0.752
Interest in cooking −0.706

Neophiliac consumption
Looking for new ways 0.846

Novelty 0.839
Security −0.495

Pragmatic consumption
Taste 0.680

Planning 0.585
Price criteria 0.531

Age and Income Age (continuous variable) −0.583
Income (categorical variable) −0.554

Educational level and Family
size

Education (categorical variable) 0.728
Family size (categorical variable) −0.709
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The second principal component accounted for about 12% of the total variance. Al-
though foods in the category of F&V fresh-cut products were chosen for their intrinsic
convenience characteristic, this component was named “convenience consumption,” as
there are FRL dimensions characterizing consumers with extensive use of frozen foods and
ready-made soups and low interest in cooking who are highly influenced by advertising.
The third principal component was called “neophiliac consumption,” as it was positively
characterized by consumers looking for new methods of food consumption and novelty
dimensions, emphasizing those with interest in new recipes and unusual meals. Moreover,
this component, which accounted for about 11% of the total variance, was negatively
characterized by the security dimension, highlighting a propensity towards new food
experiences that could also change eating habits.

The fourth principal component extracted was named “pragmatic consumption” and
was positively characterized by taste, planning, and price criteria dimensions. In other
words, this component, accounting for about 9% of the total variance, was characterized by
items emphasizing the importance of food taste, planning cooking, and the importance of
price in buying decisions. The fifth principal component extracted, accounting for 8.7% of
the total variance, was called “age and income,” and it was negatively characterized by the
age and income of participants—the younger participants were, the lower their net monthly
household income was, and vice versa. The sixth and last component extracted was named
“education and family size,” and it was characterized by sociodemographic variables
highlighting the educational levels and family sizes of participants, indicating that among
the participants, those with high educational levels had families with fewer members.

Target Groups of Fresh-Cut Fruit Consumers

As previously emphasized, to find the targets of fresh-cut fruit consumers, a cluster
analysis using the K-means technique was performed with 201 Italian consumers who
had purchased fresh-cut fruits during the last 12 months. After exploration of the cluster
dendrogram, four consumer clusters were identified whose final centers of clusters are
reported in Table 4.

Table 4. Final centers of the clusters.

Principal
Components

Consumer Targets

Neophiliacs
(18.9%)

Uninvolved
(34.7%)

Value Seeking
(28.7%)

Health
Oriented
(17.7%)

Critical
consumption −0.11461 0.08052 −1.10679 0.84397

Convenience
consumption −0.66067 0.99250 0.48203 −0.41389

Neophiliac
consumption 0.65696 0.14651 −0.23914 −0.72298

Pragmatic
consumption −0.20955 −0.68436 0.76042 0.29234

Age and Income −0.28179 −0.03575 −0.03474 0.55982
Education and

Family size −0.21745 −0.36555 0.50561 −0.08673

In particular, the first cluster, composed of 18.9% of the consumers participating in
the survey, was characterized by individuals with little inclination to use frozen foods and
ready-made soups and who showed some interest in cooking. Similarly, these consumers
also showed neophiliac consumption, that is, a high interest in new products and recipes as
well as unusual meals. They were named “neophiliacs” because they seemed to approach
fresh-cut fruits as a way to experience new products and new ways of making meals. The
second target group of consumers participating in the survey, representing the largest group
of consumers surveyed (34.7%), was called “uninvolved.” This group was characterized



Sustainability 2021, 13, 1027 9 of 13

by FRL dimensions indicating that these consumers extensively used frozen foods and
ready-to-eat soups, had little inclination to plan meals, were strongly influenced by the
advertising of a product, and had poor attitudes to cooking. The third target group of
consumers identified (28.7% of participants) were named “value-seeking consumers.”
These consumers attached great importance to the taste of food and its price and liked to
plan meals in advance. Furthermore, this group of consumers did not attach importance
to organic foods, the presence of preservatives and additives in food, or to the freshness
of food or product information. This group was characterized by consumers with a high
educational level and living in a family with more members. The last target group of fresh-
cut fruits consumers, representing the smallest group of consumers (17.7%), was called
“health oriented,” as it was characterized by consumers who attached great importance
to organic foods, the freshness and healthiness of food, and product information. They
were found to often purchase food in specialty shops and were less inclined to try new
recipes or to change eating habits. This segment was characterized by older participants
with higher net monthly household incomes than other segments.

4. Discussion

The findings of our study identified four target groups of fresh-cut fruit consumers
with distinct food-related lifestyles: neophiliacs, value seeking, health oriented,
and uninvolved.

The largest cluster was the “uninvolved” consumers, a group of consumers character-
ized by a lack of interest towards food and food-related activities, who were found to be
highly influenced by the advertising of a food product. It was not a surprise to identify this
target group of consumers as being among the major users of fresh-cut fruits, which are, by
convention, easy to consume and do not require effort for their preparation. This target
group of consumers was also identified by Buckley et al. [32] in their study on consumer
convenience orientations in Great Britain, highlighting that uninvolved food consumers
are the biggest users of ready meals [32]. In line with other studies, uninvolved consumers
had no confidence in their cooking skills and therefore turned to ready-made foods as a
meal solution [37,38,41–43]. These consumers had little involvement in meal planning, and
their food consumption was often a last-minute decision. The low level of interest in food
makes these consumers highly influenced by advertising, which directs their emotions
and food choices [48,49]. However, no specific sociodemographic variable was found to
characterize this group, suggesting that this target group includes Italian consumers of all
age groups, education levels, family members, and income brackets. This is in contrast to
what has been shown by other studies, in which uninvolved consumers were classified
as having specific sociodemographic characteristics. In fact, they were described as being
young and less educated [32], and in some cases with medium–high incomes [50,51] and
living in multi-member families [52].

The value-seeking target group representing the second cluster (28.7% of consumers
surveyed) was characterized by consumers pushed by a pragmatic approach to consump-
tion. They loved to plan meals and paid attention to price, quality, and sensory traits.
Similar to Yeo et al.’s study [53] with Korean consumers, in this cluster, price is an impor-
tant criterion for choosing food as well as quality and sensory traits [42]. However, unlike
these two previous studies, our group of consumers did not seem to consider product in-
formation and its freshness as decisive parameters for buying convenience products. They
were looking for a reasonable compromise between quality and convenience. This was also
shown in other studies regarding F&V [54]. This is in line with a target group of consumers
that emerged in a recent study by Fang and Lee [55], in which consumers were found
to be very sensitive to the price/quality ratio and taste but not to health and ecological
products. Moreover, this target group is comparable to that identified by Zakowska [40]
among Polish food consumers, which attributed great importance to taste, safety, and price
and did not care about product labels. Regarding sociodemographic variables, consumers
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grouped into this cluster, in line with Yeo et al. [53], showed high education levels, although
neither income nor age seemed to affect their attitudes towards fresh-cut fruits.

The remaining respondents were almost evenly divided between neophiliacs (18.9%)
and health-oriented targets (17.7%). Neophiliacs were characterized by wanting to discover
new products and taste new foods. They seemed to perceive new food products in a positive
light and wanted to experience them [56]. Moreover, this target group of consumers was
found to confer little importance to health and environmental issues [57,58]. It is also
interesting to note that neophiliacs were not found to be exclusively younger consumers,
unlike in other studies [59,60].

Conversely, the health-oriented target group was essentially characterized by critical
consumption behavior, including the consumption of organic products and healthy foods.
These consumers were, in fact, not only concerned with the freshness of products, but also
considered the consequences of their consumption practices on their health and the environ-
ment, highlighting the growing consumer interest in sustainable and socially responsible
issues [33,34,61]. For this reason, consumers in this group preferred to buy foods in spe-
cialty shops in order to get advice on their decision-making processes, and they were found
to attribute significant importance to product information. Health-oriented consumers
were also identified in other studies analyzing consumers’ perceptions of environmentally
friendly and healthy products. For these consumers, in fact, health and environmental
issues are key determining factors in their food decision making processes [62,63]. For this
reason, they prefer to shop in specialty stores to be supported in their purchasing decisions
and attach great importance to product information. For these consumers, a key factor for
food enterprises is having an adequate and effective marketing strategy. This was widely
discussed by Nyilasy et al. [64], who showed how effective green advertising positively
affects consumers’ perception towards a food product, helping to increase food enterprise
competitiveness.

In line with other studies in the food domain [31,65,66], the health-oriented consumers
identified in the present study were older participants with higher net monthly household
incomes than consumers in other target groups.

However, despite this being the first study to analyze consumer demand for fresh-cut
fruit, some limitations of the study need to be considered when interpreting the results.
The exploratory nature of the study and the convenience sample used did not allow us to
describe the demand for fresh-cut fruit in Italy in a conclusive way. A further limitation is
linked to the timing of the data collection—in the middle of the COVID-19 pandemic. As
shown by the literature [67], the COVID-19 pandemic has impacted food choices around the
world and has probably also affected the convenience orientation of consumers. Therefore,
further research needs to be carried out in order to understand the consumer lifestyles that
characterize the convenience orientation of consumers more clearly.

5. Conclusions

In Italy, the fresh-cut fruit sector has experienced fast growth, with a 35% increase in
the turnover of products in 2019 compared to the previous year. This study tried, through
an explorative analysis on consumers’ FRLs, to shed light on consumer demands for fresh-
cut fruit in Italy by understanding whether and to what extent this demand also includes
health-oriented consumers.

Our findings reveal that the largest target group of Italian consumers of fresh-cut fruits
is uninvolved consumers, who have little inclination to plan meals and who do not pay
particular attention to the information contained on the label. Their attention to advertising
is very high, suggesting that for these consumers, marketing communication through
advertising or influencers may represent a successful marketing tool to help enterprises be
competitive in the fresh-cut fruit market.

Conversely, health-oriented consumers represent the smallest consumer target group
found among Italian consumers of fresh-cut fruit. However, although it is not yet a preva-
lent target group of consumers, health-oriented consumers may represent a very interesting
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challenge for agri-food industries, considering the growing demand for healthy eating. This
is also observable by the growing consumption of functional, natural, and organic foods
that has occurred in the agri-food sector in recent years. This trend suggests that the pres-
ence of health-oriented consumers in the domain of convenience food could grow further
in the near future and that new opportunities could arise for agricultural enterprises.

These findings may have a dual purpose. On the one hand, they enrich the body
of literature on consumer convenience orientation by highlighting that this approach to
consumption is also characterized by consumers who are aware of the health consequences
of their food choices. On the other hand, these findings may help food enterprises to design
new products and marketing strategies in order to better satisfy consumers’ needs and
expectations by differentiating their offerings and being more competitive in the market.
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