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ABSTRACT

Nowadaystheconsumer’shealthconsciousnessdrivestheagri-foodmarket.Superfoodsorfoodswith
health-relatedclaims,includingorganicandfunctionalfoods,arethelatesttrendinthefoodindustry.
Sinceenteringthemarkettheseproductsarerapidlygainingaremarkablemarketshareworldwide.
Inthisarticle,theauthorsconductedasurveyof300Greekconsumerstobetterunderstandattitudes
towardstheseproducts,throughtheimplementationoffactorandclusteranalysisandlinearregression.
Analyzing consumers’perceptionofhealthy foodproducts, inparticular, organic and functional
foods,isthebestwaytodeterminethemarketorientationandtohaveaclearmarketsegmentation.
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1. INTROdUCTION

Overthelastdecade,oursocietyiswitnessingacontinuousincreaseinlifeexpectancyandgreater
attentiontoquality.Consumersareincreasinglyconcernedabouttheirhealthandpaymoreattention
totheirlifestyleandthehealthinessoftheirdiet(Szakalyetal.,2012).Theincreaseindemandfor
suchfoodscanbeexplainedbytheincreasingcostofhealthcare,thesteadyincreaseinlifeexpectancy,
andthedesiretoimprovetheirquality(Siroetal.,2008).

Themarketforfoodwithahealthbenefitisevolving.Indeed,healthfoodisincreasinglyattracting
interestfrombothconsumersandmanufacturers.AccordingtoarecentstudycarriedoutinFrance
in2013,nutritionandnutritionalbalancearethemaincurrenttrends:healthy,plant-based,witha
reductionoflipidsandpreservatives,andaboveall,naturalness.Thisshiftindemandforhealthy
foodsisafundamentaltrendexplainedbyconsumers’awarenessofthestrongrelationshipbetween
foodandhealthduetorecentfoodcrisesthathaveshakentheworld.

Onthesupplyside,wearecurrentlyseeinginnovationsintheagri-foodindustryofferingnew
productsandnewtechniquesintheproductionandmanufactureoffoodproducts(Bareghehetal,
2011).Theseinnovationsconcernnewfoodproductsdifferentiatedbytheirnutritionalcharacteristics
suchas‘light’products(fat,sugar,salt),enrichedproducts(omega-3,-6,fiber),productsfreeof
certainconstituents(salt,sugar)andfoodsupplements.Otherinnovationsrelatetocertainproduction
techniquessuchasorganicfarming,orthosecontainingGMOs,newmanufacturingtechniquessuch
asextrusionandlyophilizing,andthosecharacterizedbytheintroductionofnewrawmaterialsinto
processedorcookedfoodproductssuchasalgae,vegetablemilks,soybeans,stevia,etc.
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Through theseongoing researchanddevelopmentefforts in the foodsector, functional food
productshaveemerged. Indeed, researcharound thesefoodshasfocusedon the identificationof
biologically active components,with thepotential to improve thephysical andmental state and
reducetheriskofdisease.

Thereisnoofficialdefinitionof‘functionalfoods’commontoallStates,buttheEUproject
“FunctionalFoodScienceinEurope”givesanappropriateworkingdefinition:“Afoodcanberegarded
as‘functional’ifitissatisfactorilydemonstratedtoaffectbeneficiallyoneormoretargetfunctions
inthebody,beyondadequatenutritionaleffects,inawaythatisrelevanttoeitheranimprovedstate
ofhealthandwell-beingand/orreductionofriskofdisease.Functionalfoodsmustremainfoodsand
theymustdemonstratetheireffectsinamountsthatcannormallybeexpectedtobeconsumedinthe
diet:theyarenotpillsorcapsules,butpartofanormalfoodpattern”(Hawkes,2004).

Similartrendsapplyalsotoorganicfoodproducts,despitenotbeingasrecentasfunctionalfoods,
theirconsumptionhasincreasedremarkablyduringthelastyears.TheboomingU.S.organicindustry
postednewrecordsin2015,withtotalorganicproductsaleshittinganewbenchmarkof$43.3billion,
upbyarobust11%fromthepreviousyear’srecordlevelandfaroutstrippingtheoverallfoodmarket’s
growthrateof3%accordingtotheOrganicTradeAssociation’s2016OrganicIndustrySurvey.

Themostcommondefinitionofanorganicallyproducedfoodemphasizesthetechnologyor
productionpracticesandprinciplesused,and/orthe‘organicphilosophy’(e.g.,BournandPrescott,
2002;GoldmanandHylton,1972).Thus,whereassomedefinitionshighlightdimensionssuchas
‘biological’or‘environmentalfriendliness’(e.g.,GoldmanandHylton,1972),othersemphasizethe
restricteduseofartificialchemicalsinorganicproduction(e.g.,FAO,1999),oritsgeneralphilosophy
(e.g.,Torjusen,NybergandWandel,1999).Vindignietal.(2002)putitmorepoignantlywhenthe
authorsarguedthattheterm‘organic’usuallyreferstoa“processclaim”andnota“productclaim”.

Thisstudyattemptstoprovideabetterunderstandingofconsumerpreferencesonhealthyfood
marketsinGreece,inparticularorganicandfunctionalfoods.

Thepaperisstructuredasfollows:Section2coverstheresearchobjectiveanddescribesthedata
andmethods.Section3discussestheresultsinthreeparts:(a)explorativeanalysis;(b)factorand
clusteranalysis;(c)linearregression.Section4featuresthelimitationsofthestudyandtheconclusion.

2. ReSeARCH OBJeCTIVeS ANd MeTHOdS

Thepurposeofthispaperisto:(1)Exploretheeverydayeatinghabitsofconsumersandtheirfood
choicestoevaluatethedegreeoftheirorientationtowardsahealthylifestyleandhealthyfood;(2)
Identifytheconsumer’sbehaviortowardsheathyfoodinparticularorganicandfunctionalfoods;and
(3)Categorizeconsumersintodifferentclustersbasedontheattributesofthepurchaseofhealthy
foodtohaveaclearideaaboutthecharacteristicofeachsegmentwhichmaycontributetobetter
strategicandtacticalmarketingdecisions.

Inthisstudy,atotalof300questionnaireswerecompletedamongGreekconsumersaged18years
andolderlivingmainlyinAthens,ThessalonikiandCrete.Thesurveyswererealizedonlineandby
facetofaceinterviews,andthewholeprocedurewascompletedbetweenNovemberandFebruary2017.

Wetestedourquestionnairebydistributingitto20consumersfromdifferentbackgroundsand
agesinordertoensurethatitisclearenoughandtodetectvariablesandquestionsthatweredifficult
tounderstand.Asa result, somewereremoved,elaborated,ormodified.Thefinalquestionnaire
containsthreepartsandincluded27questions.

Thepurposeofthefirstpartofthequestionnaireistoexploretheconsumer’severydayeating
habitsbyaskingthemabouttheamountstheyconsumedlastweekofsomefoodproducts(dairy
products, fruitsandvegetables,meat,bead,sweets,alcohol), their foodchoices(friedvsgrilled,
processedmeatvsregularmeat,wholemealbreadvswhitebread…)toevaluatethedegreeoftheir
orientation towardsahealthy lifestyleandhealthy food,andofcourse to identify thedegreeof
awarenessandimportanceofhealthybehaviorforthem.Thequestionsinthesecondpartareexclusively
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