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EXECUTIVE SUMMARY

1. Food markets are claimed to be characterized by two opposing tendencies. On
the one hand, food culture seems to be a domain of increasingly transnational
character. On the other hand, there is substantial evidence that food culture has
considerable inertia. This paper reports a series of studies aimed at investi-
gating whether cross-national food consumer segments can be found.

2. Food consumer segments are derived using the food-related lifestyle instru-
ment, which characterizes consumers by how they employ food and eating to
obtain life values. The instrument, which has been developed especially with a
view towards cross-national comparisons, consists of 69 items measuring 23
dimensions.

3. 1000 respondents were interviewed in each of the countries France, Germany,
and Great Britain. 1200 respondents were interviewed in Denmark. Respond-
ents had the main responsibility for shopping and meal preparation in their
households. Data were collected by personal interviews.

4. A test of the cross-cultural validity of the data obtained using a confirmatory
factor analysis approach showed that the data have at least minimal cross-cultu-
ral comparability, and sometimes higher degrees of cross-cultural comparability.

5. Nation-wise cluster analysis using Ward's method yielded sets of five or six
segments per country. The segments were labelled the uninvolved food con-
sumer, the careless food consumer, the rational food consumer, the conservative
food consumer, the adventurous food consumer, the moderate food consumer
(France only), the hedonistic food consumer (France only), and the eco-moderate
food consumer (Denmark only).

6. A comparison of the segment profiles across nations by MDS showed that
most segments group naturally, even though there are numerous differences in
the absolute scale means across nations for comparable segments. A cross-
national cluster analysis yielded four segments which could be interpreted in a
way similar to the across-nation analysis of the national segment profiles. It was
also shown that the way in which the national segments are distributed across
the cross-national segments supports this interpretation.

7. The results tend to indicate a rather strong tendency towards cross-national
segments. This is especially strong for the groups of conservative, uninvolved,
adventurous, and careless food consumers.
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SURVEYING THE EUROPEAN FOOD CONSUMER

The importance of consumer market surveillance

All companies which in some way or another are concerned with the production
and distribution of food products base their existence on the value consumers
perceive in the products manufactured. So even though most actors in the food
chain never are in personal contact with consumers, their existence depends on
that the product they contribute to at some point reaches a consumer and is per-
ceived by him/her as so valuable that s/he is willing to pay a price for the
product which covers the costs incurred by all actors in the food chain.

At each link in the food chain, actors make decisions about the purchase of prod-
ucts and services, and the supplier’s competitive position in each of these dyads
is determined by the value the customer perceives in the product and the costs
incurred in creating that value. However, at each link in the food chain, except
at the consumer stage, value perception will at least partly be derived from
expectations about the resaleability of the product to the next actor in the chain.
In this way, information about consumers’ value perception is transferred
throughout the food chain, since expectations about consumers’ value per-
ception will enter retailers’ value perception, and expectations about retailers’
value perception will enter producer’s value perception.

However, this information transfer is usually far from perfect. Especially re-
tailers deal with thousands of products and may know their customers only in
general terms. In addition, actors may not in all cases be motivated to share
the knowledge they have about their customers. It is therefore generally
accepted that producers themselves should try to acquire knowledge about
consumers. Holding such knowledge can also improve their bargaining position
when facing their immediate customers (Grunert, Hartvig Larsen, Madsen &
Baadsgaard, 1996).

We can distinguish between analysis of consumer value perception at the aggre-
gate level and analysis of the way they perceive value in particular products. In
this paper, we deal with analyses at the aggregate level. Such information is
useful for the following purposes:

• Developing a general understanding of consumers on a particular market:
what motivates them to buy food, how do they shop and cook, what do they look
for in food products. Such information can then be used as input in marketing
strategy formulation and market-oriented product development.

• Comparing consumers across different markets and cultures. Such informa-
tion is useful for deciding about necessary adaptations or possible standardisa-
tions on new markets, and possibilities for market development.

• Detecting trends over time. Such information is important for long-term new
product development strategies and for decisions about the development of
skills, resources and competences.
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• Segmenting consumers according to how they perceive value in food products.
This would improve understanding of consumers on any particular market with
the consequences mentioned, but would also make it possible to look at possibili-
ties for cross-national segmentation, allowing partly-global marketing strategies.

This paper reports the development and application of an instrument that can
supply information of this nature. Before we present this instrument, however,
we elaborate on the topic of cross-national segments, which is one of the core
issues addressed in the empirical research to be reported later in this paper.

Cross-European segmentation and international food marketing

Ever since Levitt’s (1983) controversial article on the globalisation of markets,
there has been an ongoing discussion on which degree of standardisation versus
adaptation of marketing parameters is appropriate under which circumstances
(eg, Jain, 1989; Samiee & Roth, 1992; Wind, 1986). Few subscribe fully to Levitt’s
forceful argument that, driven by developments in technology and mass com-
munication, consumers tend to develop homogeneous preferences around the
world, and that marketers’ attempts to adapt locally is a waste of resources
which should rather be spent on bringing down costs and make products attain-
able to more people. The more refined argument is that certain marketing para-
meters may be standardised to varying degrees, depending on characteristics of
the market, the product, the company and the environment as such.

As for the characteristics of markets, a major issue is whether comparable seg-
ments can be found across national boundaries, which could warrant a stand-
ardised approach. On consumer markets, this amounts to the question whether,
with regard to certain product areas, groups of consumers exist whose reactions
to marketing parameters transcend cultural differences and are more oriented
towards cross-national symbols and value cues. The existence of such segments
has been argued for, especially within the European Union (Meissner, 1995),
where the ongoing process of European integration is expected to further the
development of cross-nationally homogeneous preferences. The term euro-
marketing has been coined as designating a strategy to exploit such similarities
between segments, and eurobranding as one way of serving them.

Food products have a special status in this context. Two opposing tendencies
seem to be at work in today’s food markets. On the one hand, food culture seems
to be a domain of increasingly transnational character. On the other hand, there
is substantial evidence from several sources that food culture is one of the
domains characterised by considerable inertia (cf Fischler, 1990; Mennell,
Murcott & van Otterloo, 1992). Food products are markers that help define social
situations. It is a category in which we are capable of quickly judging various
products, the way they are cooked and presented as familiar or strange. It is a
product category where often very strong habits and preferences are found. One
can therefore speak about a relative stability that characterises eating patterns
in different societies. Due to the importance of local geographical conditions for
the availability of food items, regional patterns have traditionally been parti-
cularly relevant for food products. Such regional patterns still exist today even
though modern distribution systems have liberated local eating patterns from
the constraints of climate etc. (Askegaard & Madsen, 1995; Grunert et al., 1996).
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In opposition to that, food is at the same time a field of consumption where we
are very often encouraged to try out new things; an invitation which bears
relatively low risk since the consequences of mistakes and disappointments are
usually short-term and not too serious. Recent years have seen an explosion in
the supply of new food products in most markets. Improved conditions of
production and transport facilities along with the international communication
possibilities, immigration and tourism have caused great changes in the
majority of European food cultures.

It is thus an interesting question of both practical and scientific importance
whether it is possible to find cross-national segments on European food mar-
kets. In this paper, we will draw on data from four European countries,
Denmark, France, Germany, and Great Britain, to shed light on this issue.

THE FOOD-RELATED LIFESTYLE APPROACH

Theoretical approach

In surveying consumers, lifestyle instruments have been used to detect major
trends and/or in order to analyse differences and similarities across markets in
the search of global or at least cross-European segments. Most lifestyle studies,
commercial and academic, follow a common pattern. They are based on a large
battery of AIO items that are reduced analytically to few, usually only two,
dimensions. The resulting space, sometimes called an attitude map or a value
map, is then used to classify consumers on the remaining dimensions, which
leads to lifestyle segments. The more well-known lifestyle instruments like
RISC, CCA and VALS mainly work in this way.

This type of lifestyle research has been criticised on several grounds (eg, Ander-
son & Golden, 1984; Askegaard, 1993; Banning, 1987; Lastovicka, 1982; Roos,
1986). Apart from the general terminological confusion about the term lifestyle
(Anderson & Golden, 1984), we would like to address specifically two points of
criticism:

(i) The instruments are not guided by theory. Lifestyle types come about based
on dimensions derived by exploratory data analysis techniques like factor
analysis or correspondence analysis. These techniques are applied to sets of
items, the generation of which is not theoretically guided either, but is very
much based on common sense and implicit experience in carrying out market
research. While such a research procedure may be appropriate in the early
phase of the life cycle of a research technique, one should hope that, based on
such exploratory analysis, theory should develop, which could then guide the
analysis of new and better measurement instruments. Also, many feel that
consumer behaviour is so well-researched that it ought to be possible to obtain
some theoretical input from this area that could enrich lifestyle research.

(ii) The cross-cultural validity of the international lifestyle instruments remains
to be demonstrated. The larger cross-European lifestyle studies like RISC and
CCA provide data which aim at identifying similar lifestyle segments across
borders, and numerous other lifestyle studies have tried to identify cultural
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differences in lifestyle (eg, Douglas & Urban, 1977; Hui, Joy & Laroche, 1990;
Laroche et al., 1990; Linton & Broadbent, 1975). Collecting data in different
cultures with the aim of obtaining comparative results requires cross-cultural
validity of the measurement instrument, ie, that translation and measurement
equivalence are ensured or at least tested (cp. Chandran & Wiley, 1990; Green
& White, 1976; Sekaran, 1983).

In the food-related lifestyle approach (Brunsø & Grunert, 1995; Grunert, Brun-
sø & Bisp, in press), we regard lifestyle as a mental construct which explains,
but is not identical with, actual behaviour. We start from the idea of a hierarchy
of cognitive categories, which has been popular in consumer behaviour research
(eg, Peter & Olson, 1993), and try, based on modern cognitive psychology, to
develop a cognitive model which relates lifestyle to other cognitive categories,
and also shows how they are related to behaviour.

The approach proposed is based on the following general assumptions, which
summarise major results from current cognitive psychology (see Anderson,
1983; Grunert, 1990; Peter & Olson, 1993).

(i) Human behaviour can be explained by a cognitive paradigm, ie, by the inter-
action of comprehension processes, integration processes, and cognitive structure.
Cognitive structure is the organisation of knowledge in human memory.
Comprehension processes refer to how information in the environment is
perceived, comprehended by retrieving information from cognitive structure,
and stored, thus changing developing cognitive structure. Integration processes
refer to the use of stored knowledge in determining behaviour and includes pro-
cesses like the formation of evaluations, attitudes, and behavioural intentions.

(ii) Cognitive structures consist of declarative and procedural knowledge.
Declarative knowledge refers to semantic or episodic information which can be
verbalised – like, eg, information about products, about expected consequences
of behaviour, about personal goals and values. Procedural knowledge refers to
stored skills, motoric or perceptual, which cannot easily be verbalised.

(iii) Declarative knowledge can be conceived as a system of cognitive categories
and their associations. Cognitive categories vary in level of abstraction; associa-
tions vary in strength. Associative networks are the most parsimonious way of
modelling declarative knowledge. A cognitive category can be described as a
classification of a class of objects which, for some purpose, are regarded as
equivalent. Cognitive categories and their associations can be regarded as the
result of life-long learning.

(iv) Procedural knowledge can be conceived as a system of scripts. A script is the
cognitive representation of a sequence of acts, or motions, or behaviours, which
is typical for a given task.

(v) Behaviour is motivated by linking cognitive categories and scripts referring
to concrete acts or objects to abstract cognitive categories referring to values.
Another way of saying this is that objects in the environment become relevant
to a person only to the degree to which they are related to that person’s self-
concept, as mirrored in its system of goals and values.
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(vi) This linkage can be stored as a system of associations in cognitive structure,
and can then influence behaviour without becoming conscious, or can be formed
by conscious thought in a problem-solving situation. Therefore, while behaviour
in some way will be goal-oriented or self-relevant, the way such goals direct
behaviour will not necessarily be conscious to the actor. The more common a cer-
tain link between value and behaviour is to a culture, the more likely it is that
such behaviour occurs without deliberate conscious reflection.

(vii) The linkage can involve both procedural and declarative knowledge. Ie, the
way in which some object in the environment is related to self-relevant
consequences may depend on motoric and/or perceptual skills.

This set of assumptions, which is in good accordance with most modern cogni-
tive theories of consumer behaviour (eg, Grunert, 1990; Peter & Olson, 1993),
can be used as a basis to define consumption-related lifestyle as the system of
cognitive categories, scripts, and their associations, which relate a set of products
to a set of values.

This proposed definition (i) makes lifestyle distinct from values, (ii) makes life-
styles transcend individual brands or products, but possibly specific to a product
class, so that it makes sense to talk about a food-related lifestyle, or a housing-
related lifestyle, (iii) places lifestyles clearly in a hierarchy of constructs of
different levels of abstraction, where lifestyles have an intermediate place
between values and product/brand perceptions or attitudes, (iv) covers both fac-
tual and procedural knowledge, ie, both the subjective perceptions, based on
information and experience, about which products contribute to the attainment
of life values, and learned procedures concerning how to obtain, use, or dispose
of products, and (v) refers to enduring dispositions to behave, not to single beha-
viour acts. Lifestyles, in the way defined, change slowly and will always frame
behaviour, but any single act can always be modified at will by constructing ad
hoc chains, linking that act to the attainment of value(s).

Development and test of the instrument

Based on the theoretical approach presented in the preceding section, we have
tried to develop a cross-culturally valid instrument to measure food-related life-
style (FRL). How are food products related to values in consumers’ cognitive
structure? It is possible to distinguish relevant parts or aspects of cognitive struc-
ture, which can then be used as a starting point for item formulation. Figure 1
shows our model to delineate relevant parts of cognitive structure, and how they
contribute to the linking of food products to values. The boxes indicate groups of
cognitive categories and scripts, and the lines associations between them.

Ways of shopping. How do people shop for food products? Is their decision-
making characterised by impulse buying, or by extensive deliberation? Do they
read labels and other product information, or do they rely on the advice of
experts, like friends or sales personnel? In which shops – one-stop shopping
versus speciality food shops?

Cooking methods. How are the products purchased transformed into meals?
How much time is used for preparation? Is preparation characterised by
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efficiency, or by indulgence? Is it a social activity, or one characterised by family
division of labour? To which extent is it planned or spontaneous?

Quality aspects. This refers not to concrete attributes of individual products,
but to attributes which may apply to food products in general. Examples may be
healthy, natural, fresh, and tasty.

Consumption situations. How are meals spread over the day? How important
is eating out?

Purchasing motives. What is expected from a meal, and what is the relative
importance of these various consequences? How important are social aspects,
hedonism, tradition and security?

The food-related lifestyle model is related to the means-end chain approach in
consumer behaviour (Olson & Reynolds, 1983; Peter & Olson, 1993), since it also
contains the basic hierarchical chain from product characteristics to values. It
extends this approach, however, by incorporating procedural knowledge about
shopping, preparing meals, and eating (Grunert, 1995).
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We then developed a survey instrument by applying the following procedure:

• Generation of a pool of items covering the five elements of food-related
lifestyle based on the theoretical foundation.

• Collection of data, using the item pool, in three European countries.

• Exploratory factor analysis, within each of the five elements, and separately
for each country.

• Search for factors which seem to be stable across the three samples.

• Construction of scales for each of the remaining factors. Analysis of scale relia-
bility across and within samples. Modification of scales with the aim to retain
three items per scale.

• Testing the set of cross-cultural factors by confirmatory factor analysis.

This procedure resulted in a set of 23 dimensions measured by three items each.
The dimensions and items can be seen in table 1.
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Ways of shopping

Importance of product information

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

I 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.

I am influenced by what people say about a food product.

Information from advertising helps me to make better buying decisions.

Enjoyment from shopping

Shopping for food does not interest me at all.1

I just love shopping for food.

Shopping for food is like a game to me.

Speciality shops

I do not see any reason to shop in speciality food shops.

I like buying food products in speciality food shops where I can get expert advice.

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

Price criteria

I always check prices, even on small items.

I notice when products I buy regularly change in price.

I watch for ads in the newspaper for shop specials and plan to take advantage of them
when I go shopping.

Shopping list

Before I go shopping for food, I make a list of everything I need.

I make a shopping list to guide my food purchases.

I have a tendency to buy a few more things than I had planned.

8

Table 1. Dimensions and items of the food-related lifestyle instrument

1 In the German sample: Shopping for food bores me.



Quality aspects

Health

I prefer to buy natural products, ie products without preservatives.2

To me the naturalness of the food that I buy is an important quality.

I try to avoid food products with additives.

Price/quality relation

I always try to get the best quality for the best price.

I compare prices between product variants in order to get the best value for money.

It is important for me to know that I get quality for all my money.

Novelty

I love to try recipes from foreign countries.

I like to try new foods that I have never tasted before.

Well-known recipes are indeed the best.3

Organic products

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

I make a point of using natural or ecological products.4

I don't mind paying a premium for ecological products.

Taste

I find the taste of food products important.

When cooking, I first and foremost consider the taste.5

It is more important to choose food products for their taste rather than for their
nutritional value.6

Freshness

I prefer fresh products to canned or frozen products.

It is important to me that food products are fresh.

I prefer to buy meat and vegetables fresh rather than pre-packed.

9

2 In the German sample: I try to plan the amounts and types of food that the family consumes.
3 -    : Traditional and well-known recipes are indeed the best.
4 -    : I prefer to buy natural products, ie products without preservatives and additives.
5 -    : Tasty foods are also healthy and nutritious.
6 -    : I really enjoy good food.



Cooking methods

Interest in cooking

I like to have ample time in the kitchen.7

Cooking is a task that is best over and done with.8

I don't like spending too much time on cooking.9

Looking for new ways

I like to try out new recipes.

I 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.

We use a lot of ready-to-eat foods in our household.10

I use a lot of mixes, for instance baking mixes and powder soups.

Whole family

The kids always help in the kitchen; for example they peel the potatoes and cut the
vegetables.

My family helps with other mealtime chores, such as setting the table and washing up.

When I do not feel like cooking, I can get one of the kids or my husband to do it.

Planning

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

Cooking needs to be planned in advance.

I always plan what we are going to eat a couple of days in advance.

Woman's task

I consider the kitchen to be the woman's domain.

It is the woman's responsibility to keep the family healthy by serving a nutritious diet.

Nowadays the responsibility for shopping and cooking lies with the husband as much
as the wife.

10

7 In the German sample: I deliberately avoid complicated recipes.
8 -    : At home we usually get quickly prepared meals rather than more carefully prepared meals.
9 -    : I have better ways to spend my time than doing grocery shopping and cooking.
10 -    : To me, the microwave oven is essential for my cooking.



Consumption situations

Snacks versus meals

I eat before I get hungry, which means that I am never hungry at meal times.

I eat whenever I feel the slightest bit hungry.

In our house, nibbling has taken over and replaced set eating hours.

Social event

Going out for dinner is a regular part of our eating habits.

We often get together with friends to enjoy an easy-to-cook, casual dinner.

I do not consider it a luxury to go out with my family to have dinner in a restaurant.

Purchasing motives

Self-fulfilment in food

Being praised for my cooking adds a lot to my self-esteem.

Eating is to me a matter of touching, smelling, tasting and seeing, all the senses are
involved. It is a very exciting sensation.

I am an excellent cook.

Security

I dislike everything that might change my eating habits.

I only buy and eat foods which are familiar to me.

A familiar dish gives me a sense of security.

Social relationships

I find that dining with friends is an important part of my social life.

When I serve a dinner to friends, the most important thing is that we are together.

Over a meal one may have a lovely chat with friends.

Details about the development of the instrument have been described elsewhere
(Brunsø & Grunert,1995; Grunert et al., in press). In general, the results of the
confirmatory factor analysis showed that the scales developed were a promising
starting point for the development of a cross-culturally valid instrument to
measure food-related lifestyle. The procedure used for evaluating the cross-
cultural validity will be described in more detail later in this paper.

The instrument thus developed was then applied in four national full-scale
studies, results of which are described in the present paper.
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DESIGN OF THE PRESENT SERIES OF STUDIES

Aim of the studies

The FRL instrument has been applied in representative consumer surveys in
four countries: Denmark, France, Germany, and Great Britain. These studies
had the overall purposes of generating data which allow a general under-
standing of food consumers in these four countries, with regard to how they
employ food products to attain life values. Such data would be useful for the
optimisation of marketing parameters of food companies, especially product
development and communication strategy. More specifically, the studies had the
following three purposes:

• to distinguish segments of consumers based on their food-related lifestyle
within the four countries

• to investigate whether there is evidence for cross-national lifestyle segments
across the four countries, or whether national cultural differences dominate
possible similarities

• to further investigate the cross-cultural validity of the FRL instrument, with
a view to improving it for further investigation.

Questionnaire design, sampling, and data collection

The basic instrument used in all four countries was the 69-item FRL question-
naire, consisting of 23 scales with three items each. The Danish, English, French
and German versions of the questionnaire were checked against each other by
translation and back translation by native and, in most cases, bilingual
researchers. All items were rated on 7-point Likert-type scales. In addition to
FRL, the questionnaire contained demographic data and several other sections
which are not relevant in the present context.

Data was collected by personal interviews. In Denmark, Germany, and Great
Britain sampling was made by a random-walk procedure. In France, a quota
sample based on major demographic and geographical criteria was used.
Sample sizes were 1000 respondents in France, Germany, and Great Britain,
and 1200 in Denmark. Sampling was made on a household basis, and in each
household selected, the person with main responsibility for shopping for food
and preparing meals was interviewed. The field work was done by local market
research companies in all four countries.

The data collection in Germany was carried out in the autumn of 1993. Data
collection in France and Great Britain were carried out in the autumn of 1994.
Data collection in Denmark was carried out in the spring of 1995. Analysis of
the German data resulted in some minor modifications of some of the FRL items
in the other three studies. These can also be seen in table 1.

12



RESULTS I: CROSS-CULTURAL VALIDITY OF THE INSTRUMENT

Approach to estimating cross-cultural validity

A cross-culturally valid measurement instrument is a precondition for cross-cul-
tural comparisons of research results. Cross-cultural validity can be said to be
present to the extent that understanding and evaluation of the research items
are based on the same, or at least comparable, cognitive processes and structures
in the populations investigated. Factor invariance has often been suggested as a
validation instrument in cross-cultural research. A recognised way to measure
this is confirmatory factor analysis, which investigates whether a set of data is
compatible with a pre-specified factor structure. It can also be applied to multiple
samples, and can then be used to check whether the data are compatible with the
assumption that the factor structure in the samples is the same.

Grunert, Grunert and Kristensen (1994) have recently suggested that several
levels of factor congruence may be distinguished, and have related these levels
to various degrees of cultural compatibility based on a cognitive view of cultural
differences. The basic argument is the following: If we have a vector of measures
which, as in the present study, are taken as indicators of a smaller set of
underlying latent variables, then we have, in LISREL notation,

X=Λξ+δ and

Σ=ΛΦΛ’+Θδ

with X a vector of measured values, Λ a matrix of factor loadings, ξ a vector of
factor scores, δ a vector of error terms, Σ the covariance matrix of the measured
values, Φ the covariance matrix of the factor scores, and Θδ the covariance
matrix of the error terms.

When talking about factor congruence, the common interpretation is that the
matrix of loadings in two samples has the same pattern, ie, the same non-zero ele-
ments. However, this is obviously only the weakest form of comparability between
two sets of data. There would be a stronger form of comparability when the
matrix of loadings was in fact identical, since this seems to indicate that the way
in which the measurement items relate to underlying constructs was in fact the
same across samples. This would still allow, however, differences in how the fac-
tors are correlated in the two samples, and differences in error, ie, in the reliabi-
lities of the individual items. Identical correlations between the factors would
strengthen our confidence in the factors in fact tapping the same sets of mean-
ings in different cultures, whereas identical item reliabilities would strengthen
our belief in the individual items in fact being perceived (cognitively processed)
in the same way. In cross-cultural research, which usually involves translation
and therefore mapping questionnaire items from one set of cognitive categories
into another, we would not usually expect item reliabilities to be the same.

Consequently, four levels of cross-cultural comparability can be distinguished
(Grunert et al., 1994):
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• Λi and Λj have the same pattern: minimal cultural comparability

• Λi = Λj: weak cultural comparability

• Λi = Λj, and Φi = Φj: strong cultural comparability

• Λi = Λj, Φi= Φj, and Θδi=Θδj: weak cultural identity

The strongest condition is called weak cultural identity, because the only way in
which the samples can differ is in the level of endorsement of the various items,
whereas everything else – their complete meaning structure, including item
reliabilities – is the same. When also the levels of endorsement are the same,
one would talk about strong cultural identity.

Results for the four samples

For each of the five aspects of food-related lifestyle, the LISREL model was
applied to the underlying items in a multi-sample analysis. Table 2 shows the
various fit measures obtained for the four levels of cross-cultural comparability.

Several measures of fit are given. For each sample, the goodness of fit index
(GFI) and the root mean square residuals (RMR), and for the entire set of data
the χ2 value divided by the degrees of freedom. The χ2 value is divided by the
degrees of freedom to eliminate its vulnerability to sample size. χ2/df should be
lower than 10 (Hildebrandt, 1983). The values of RMR must be judged on a more
subjective basis; the guidelines being that they must be as low as possible and
that a higher level of comparability cannot be accepted if the value of RMR
exhibits an abrupt jump (see also Bagozzi & Baumgartner, 1994; Jöreskog &
Sörbom, 1993).

The results of the analysis can also be used to identify weak items, ie, items that
are low in reliability and/or would rather load on other factors. The modification
indices provide guidelines by showing which items would rather load on other
factors and the expected decrease in the χ2 value if the respective loading would
be set free.

On the next pages the results will be presented for each of the five aspects of
food-related lifestyle.
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Table 2. Fit measures for levels of cultural comparability

France Germany Great Denmark
Britain

GFI RMR GFI RMR GFI RMR GFI RMR χ2/df

Ways of shopping

minimal cultural comparability .927 .297 .967 .183 .961 .179 .951 .234 3.97

weak cultural comparability .922 .299 .956 .218 .956 .204 .948 .251 4.14

strong cultural comparability .905 .357 .949 .293 .945 .291 .939 .319 4.51

weak cultural identity .883 .344 .935 .318 .927 .320 .936 .323 5.20

Quality aspects

minimal cultural comparability .916 .197 .933 .187 .947 .173 .939 .202 5.45

weak cultural comparability .914 .203 .924 .217 .940 .195 .935 .222 5.60

strong cultural comparability .903 .227 .915 .285 .931 .243 .920 .325 5.80

weak cultural identity .866 .259 .831 .345 .920 .235 .889 .343 8.38

Cooking methods

minimal cultural comparability .934 .261 .947 .252 .953 .209 .951 .208 4.32

weak cultural comparability .922 .291 .935 .298 .949 .224 .943 .246 4.73

strong cultural comparability .910 .351 .923 .403 .942 .294 .935 .309 4.93

weak cultural identity .887 .376 .897 .407 .933 .296 .916 .345 5.89

Consumption situations

minimal cultural comparability .989 .099 .989 .147 .997 .086 .996 .078 2.83

weak cultural comparability .985 .146 .988 .156 .994 .131 .984 .208 3.67

strong cultural comparability .980 .232 .986 .174 .988 .219 .982 .229 3.99

weak cultural identity .953 .286 .984 .194 .984 .246 .972 .275 5.30

Purchasing motives

minimal cultural comparability .948 .225 .971 .180 .975 .174 .964 .205 7.26

weak cultural comparability .944 .241 .968 .198 .972 .195 .961 .216 6.65

strong cultural comparability .944 .255 .955 .269 .948 .347 .948 .268 7.66

weak cultural identity .864 .387 .937 .331 .929 .417 .923 .369 10.72



Ways of shopping. The results seem to justify that weak cultural compar-
ability can be accepted for the German, British and Danish samples. The results
from the French sample are seemingly worse and can probably only be accepted
for minimum cultural comparability.

A major problem is found in the scale for Speciality Shops, which suffers from
two low reliability items, I do not see any reason to shop in speciality food shops
and I like to know what I am buying, so I often ask questions in shops where I
shop for food. Both items would rather load on the factor Importance Of Product
Information in all four countries, the latter item probably because it deals more
with information seeking behaviour than with choice of speciality shops.

I have a tendency to buy a few more things than I had planned under Shopping
List and Shopping for food does not interest me at all under Enjoyment From
Shopping display very low reliabilities and bad loadings in all four countries. I
have a tendency to buy a few more things than I had planned would rather load
on the factors Attitudes To Advertising and Enjoyment From Shopping.

To me product information is of major importance. I need to know what the
product contains under Importance Of Product Information is poor in all four
countries, perhaps because it differs from the two other items of this scale by
being purely descriptive, whereas the two other items, I compare labels to select
the most nutritious food and I compare product information labels to decide
which brand to try, emphasise arguments for information-seeking activities. I
am influenced by what people say about a food products under Attitudes To
Advertising is also a poor item in all four samples, probably because it touches
more on social relationships than on aspects relating directly to advertising.

Quality aspects. All four samples seem to meet the conditions of weak cultural
comparability, after which RMR increases significantly for three of the four
samples.

A closer look at the six factors reveals problems with the scales for Taste and
Freshness. The three items included in Freshness suffer from low reliability in
all four samples due to their failure to discriminate between the respondents;
practically nobody disagree that they prefer fresh food products. In Denmark
and Germany the freshness items would rather load on the Price/Quality
Relation and Taste factors, suggesting a link between perceived freshness and
perceived quality and taste. The problem with the second factor Taste is pri-
marily due to the poor reliability of It is more important to choose food products
for their taste rather than for their nutritional value in all four countries. The
reason for this is probably a positive cognitive link between taste and nutri-
tional value. There is also a link to perceived quality as this item also would
load on the Price/Quality Relation factor.

Novelty is also weakened by a low reliability item. Well-known recipes are indeed
the best is problematic in all four samples, possibly due to an interpretation prob-
lem concerning the word well-known. Well-known recipes may be understood as
familiar recipes and/or famous recipes. An interpretation problem may also ex-
plain the rather poor reliability of I compare prices between product variants in
order to get the best value for money under Price/Quality Relation; respondents
may at the same time seek to answer if and why they compare prices.
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It is important for me to know that I get quality for all my money loads poorly on
the pre-specified factor, Price/Quality Relation, and is very low in reliability in
France, whereas this item works reasonably well in the three other countries.
This may reflect a more differentiated view of quality among the French, and
indeed the item would rather load on the factors Taste and Freshness and would
actually significantly improve these factors in the French sample, if allowed.

Cooking methods. France and Germany only fulfil the conditions of minimum
cultural comparability due to quite large values of RMR, whereas the British
and Danish samples can also be accepted for weak cultural comparability.

Even though the fit of the data under this aspect is generally not as good as for
the two previous aspects, generally there are fewer problematic items. A major
problem is found in the scale for Whole Family. Respondents in single house-
holds obviously cannot evaluate the items properly, which results in low reliabi-
lity of all three items, particularly The kids always help in the kitchen; for
example they peel the potatoes and cut the vegetables. When I do not really feel
like cooking, I can get one of the kids or my husband to do it would rather load
on the Woman’s Task factor. The two factors, Woman’s Task and Whole Family
are, of course, closely attached to each other, the first dealing with opinions, the
latter with state of affairs. This also explains why the low reliability item Now-
adays the responsibility for shopping and cooking lies with the husband as much
as the wife under Woman’s Task would rather load on Whole Family.

Two items under Convenience are also low in reliability and have bad loadings,
however, only in Great Britain and Denmark. I use a lot of mixes, for instance
baking mixes and powder soups because of skewness in the responses as the
large majority disagrees, and I use a lot of frozen foods in my cooking probably
because it is more related to storage practices than to convenience in these par-
ticular countries.

Finally, What we are going to have for supper is very often a spontaneous decision
under Spontaneity suffers from rather poor reliability and quite bad loadings in
all four countries, the problem apparently being a definitional one related to the
word spontaneous.

Consumption situations. The fit of the data to the model is markedly better
than for the three previous aspects and all samples can presumably be accepted
for strong cultural comparability. The German data fit very well indeed and
apparently even weak cultural identity can be accepted for this sample, despite
language differences.

All items load well on the factors, but are generally not impressive in reliability.
The three items under Snacks Versus Meals display quite low reliability in all
four countries, as does I do not consider it a luxury to go out with my family to
have dinner in a restaurant under Social Event in Germany, France and Great
Britain.

Purchasing motives. All four samples fulfil the conditions of weak cultural
comparability and the French sample may perhaps even be accepted for strong
cultural comparability.

17



Again, the items load quite well on the factors which they are attached to, but
are generally only mediocre in reliability. In the Danish sample item, reliability
is consistently poorer than in the three other samples.

As for the factor Social Relationships, two of the three items have fairly high
reliabilities in all four countries. The third item When I serve a dinner to friends,
the most important thing is that we are together is low in reliability, particularly
in Denmark, which can be explained by the item’s lack of power to discriminate
between the respondents; the majority agrees with the statement.

Under Security, I dislike everything that might change my eating habits is quite
low in reliability in Denmark and Germany, while item reliability is somewhat
higher in France and Great Britain. The opposite is the case with A familiar
dish gives me a sense of security under the same factor, which has quite low
reliability in France and Great Britain, but not in Denmark and Germany. In
France, the item A familiar dish gives me a sense of security loads positively on
Self-Fulfilment In Food and Social Relationships and would actually improve
these two factors significantly if given free.

Concerning the third factor, Self-Fulfilment In Food, all three items show only
modest reliability levels.

Another factor that may influence the comparability of cross-cultural research
results is differences in response styles. While respondents are generally
expected to use the entire rating scale, it may be that some respondents are more
keen on using the extremes of the rating scale and still others may use only the
positive or negative half of the scale. Both lead to less varied evaluations of the
items. If such response patterns occur as a national phenomenon, cross-cultural
comparisons will be problematic.

To check for response style bias, we looked at the distribution across the seven
scale points across all 69 items in the four countries. Table 3 shows the resulting
distribution, and mega means and standard deviations across all items. An
analysis of variance showed the mean differences between the countries to be
significant, and a χ2 test also showed the four distributions to be different, but
taking into account the large sample sizes and the small absolute size of the
differences, we chose not to regard response style bias as a serious problem.
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Table 3. Distribution of ratings across the 69 items

Scale point

1
2
3
4
5
6
7
Mean
Std. dev.
Valid N

France

17.5%
8.7%
8.3%

13.5%
12.4%
14.3%
25.3%
4.39
2.20

68856

Germany

20.3%
9.2%
7.9%

13.1%
10.6%
12.2%
26.7%
4.28
2.28

68778

Great
Britain

19.7%
9.3%
8.8%
5.6%

12.0%
12.5%
22.3%
4.18
2.20

68457

Denmark

18.6%
8.3%
6.8%

12.7%
9.9%

13.1%
29.7%
4.49
2.29

83421

Total

19.0%
8.8%
7.9%

13.7%
11.2%
13.0%
26.2%
4.34
2.25

289512



Implications of the results 

The results presented in the preceding section clearly demonstrate the prob-
lems of cross-cultural survey research. The 69 items of FRL had been carefully
selected based on a pre-test in three countries in order to maximise cross-cul-
tural validity. Nevertheless, it turned out that quite a number of the scales led
to problems in one or several of the countries where the instrument was applied.

Although the sheer amount of deficiencies reported in the preceding section may
appear depressing for the cross-cultural researcher, we would first of all argue
that this is the price to be paid for subjecting the data to a rigorous validation
procedure and for establishing the transparency that will enable other re-
searchers to improve the instrument. Also, given the care which has gone into the
selection of items for the FRL instrument, we dare only guess about the results
if the same procedure as in the preceding section was applied to other data which
are commonly used for cross-cultural comparisons, but where validity is not
investigated (like the lifestyle instruments mentioned earlier in this paper).

For the present purposes, we conclude that the results from the preceding
section indicate areas where the instrument can be improved, and hints on how
it can be improved. At the same time, however, we found that for all scales, the
data were compatible at least with the level of minimal cultural comparability,
in most cases also with weak cultural comparability, and in a few cases even
higher. With this justification, we now proceed to report the substantial results
from the analysis.

RESULTS II: COUNTRY-WISE SEGMENTATION

Methodological approach

For each country, the 69 items were converted into sum scores for the 23 scales.
The sum scores were then used as input to a clustering procedure based on
Ward’s method, ie, a minimisation of the sum of squares within clusters as
opposed to across clusters. The cluster solution finally selected was based on
interpretability as well as the inspection of leaps in distance measures (screen
test). Analysis of variance was used to check that significant differences exist
between the clusters on all 23 scales. The interpretation of the clusters rests
mainly on how the cluster means differ from the overall population means.

The clusters were labelled on the basis of the interpretation of their patterns of
means. When the patterns appeared to be similar across countries, the same
names were employed across countries. At this point, it is a purely qualitative
judgement, however. A more formal way of establishing the similarity of the
clusters across countries will be presented later in this paper.

Results for Germany

For the German data, a five-cluster solution was finally selected. Scale means
for the German clusters can be found in table 4.
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Analysis of variance indicates significant differences among segments on all 23 dimensions.
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Table 4. Scale means for the German clusters (min 3; max 21)

Type of food consumer: Un- Care- Ratio- Con- Advent-
involved less nal servative urous

Ways of shopping

Importance of 

product information 13.59 11.42 17.25 13.39 15.01

Attitudes to advertising 8.79 7.84 8.28 9.14 7.34

Enjoyment from shopping 8.67 10.18 10.17 8.89 9.38

Speciality shops 9.44 10.47 14.63 11.11 11.74

Price criteria 15.89 11.57 17.38 15.60 15.37

Shopping list 13.49 10.32 16.38 15.24 14.04

Quality aspects

Health 15.44 13.07 18.65 16.53 16.66

Price/quality relation 17.76 15.57 19.36 18.60 18.28

Novelty 11.31 13.47 12.85 7.17 15.65

Organic products 13.09 12.26 16.50 12.88 14.36

Taste 14.18 14.64 15.99 16.49 14.89

Freshness 18.34 16.14 19.83 19.35 19.35

Cooking methods

Interest in cooking 9.80 11.72 11.99 11.05 13.02

Looking for new ways 9.31 11.61 14.52 7.32 16.88

Convenience 8.31 9.33 7.39 6.49 6.76

Whole family 12.86 9.89 13.24 10.77 14.55

Planning 9.80 9.80 15.06 14.28 10.78

Woman's task 7.05 11.29 12.63 15.87 5.75

Consumption situations

Snacks versus meals 8.39 8.55 7.91 6.20 7.13

Social event 10.47 10.96 9.87 7.22 11.24

Purchasing motives

Self-fulfilment in food 13.83 13.31 17.04 16.09 15.91

Security 10.12 9.25 12.18 14.67 8.31

Social relationships 16.33 14.85 16.97 12.44 17.02



Segment 1: The uninvolved food consumer – 21% of the population. These
consumers are the ones least interested in speciality shops, and are relatively
uninterested in product information. In all other aspects of shopping, they lie
around the population mean, ie they do not like adverts, do not like shopping,
are very price conscious, and have an average tendency to use shopping lists.
Generally speaking, this group of consumers is quite indifferent to shopping for
food. Likewise, they are only slightly interested in product characteristics. Their
interest in healthiness, novelty and taste is below average – in fact, their
interest in taste is the lowest of all the segments. As regards the price/quality
relation, ecology/naturalness, and freshness, they are above average.

The cooking methods dimensions also show that food is not a central element in
these consumers’ lives. This segment is least interested in cooking, and aspects
such as innovation and challenge are not important at all (the scale values are
far below the population average). Consumers in this group do not plan meals
much, either. On the other hand, quick and easy cooking is relatively important
for them, and they do not consider the kitchen to be the woman’s domain.
Snacks have replaced fixed meals to a greater extent among these consumers
than among the population as such. The importance of eating out and with
friends lies around average for the population. Recognition in connection with
cooking is less important than for the majority of German consumers, and this
also applies to security through traditional eating. Only when it comes to the
social aspect of food does this segment approach the population average.

As can be seen, these consumers are quite uninterested in most aspects of food,
with the possible exception of price and the social aspect. Their food-related
lifestyle is characterised by the fact that they hardly ever use food to achieve
basic values at all. Whatever these consumers want to achieve in their lives,
they achieve through other channels than food.

Segment 2: The careless food consumer – 11% of the population. At first sight,
segment 2 resembles segment 1: these consumers also seem to be uninterested,
they are not especially interested in product information, and are not
particularly inclined to use speciality shops. But this segment is not price con-
scious – price means less here than in any other segment – and shopping is
considerably more spontaneous than in any other segment. Shopping for food
appears to be characterised by impulse buying. This is also reflected in the
quality aspects sought. Consumers in this segment are far less interested in
healthiness, the price/quality relation, and whether the product is ecological/
natural than consumers in the other segments. Freshness is not so important,
either. But new products are! This group attaches more importance to novelty
than any other group, and it seems to be the only product characteristic to have
any great influence on these consumers’ choice.

Given the picture so far, it is hardly surprising that even cooking is an over-
whelmingly spontaneous activity. Compared to the other segments, this
segment places the most emphasis on quick and easy cooking. Meals are not
planned in advance, and, as a rule, the family does not help in the kitchen.

This segment lies around average with regard to snacks versus fixed mealtimes
and the importance of eating out and with friends. Food and food products are
clearly not a central part of these peoples’ lives. They give a low priority to both
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recognition through cooking, the social aspects of food, and security through
traditional eating.

The overall picture is of a consumer who attaches little importance to food as a
means of achieving basic values, which is reflected in a careless shopping and
cooking behaviour. In this respect, segments 1 and 2 are similar. Where the
careless food consumers differ is in the impulsiveness and spontaneity in their
consumer behaviour. They plan very little, and are often tempted by new
products – as long as they do not require a greater effort or new cooking skills.

Segment 3: The conservative food consumer – 18% of the population. This
segment differs little from other segments as regards shopping behaviour, which
is the same as the population average: conservative food consumers are very
interested in product information, they do not like adverts, do not like shopping,
some use speciality shops, they are price conscious and use shopping lists.

Two things stand out compared to the other segments as regards quality
aspects: these consumers are not at all keen on new products, and they are
especially interested in taste. Food should taste as it always has. It must also be
healthy and fresh, of course, and the quality should match the price.

In cooking methods, these consumers’ conservatism shows itself most clearly. It
is considered the woman’s job to do the shopping and cook the food, and the rest
of the family is not involved to any great extent. Meals are mostly planned in
advance. Innovation and challenge in cooking plays no role whatsoever, and food
does not have to be quick and easy to make. People eat at home. Eating out, eg
in a restaurant, is not important.

For this group, security through traditional eating is an important motivation
in cooking. On the other hand, of all segments they give the lowest priority to
the social aspects of food. Recognition through cooking plays a certain role.

Food is an important part of the conservative food consumers’ lives. Food and
food products create stability and security in their lives. This is reflected in the
careful planning of both shopping and cooking, and an aversion to anything new.
Taste is a prominent criterion influencing choice.

Segment 4: The rational food consumer – 26% of the population. Consumers in
this segment are very interested in food, and plan their shopping. They are also
very interested in product information, and use speciality shops more than the
others. They are very price conscious, and shopping lists are used more in this
segment than in the others.

All product characteristics are involved here. Healthiness and ecology/natural-
ness in particular are highly valued in this segment, but the price/quality
relation, taste, and freshness are also important. On the other hand, the novelty
aspect is not as important for the rational food consumer as for the careless and
adventurous food consumers.

This segment is the one which plans meals the most. Rational food consumers
like innovation and challenging cooking, eg experimenting with new recipes.
Most of these consumers still consider the whole cooking process to be the
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woman’s job. The rational food consumer is neither especially for nor against
snacks versus fixed meals, or eating out.

More than in any other segment, these consumers attach a lot of importance to
recognition through cooking, tradition is given a higher-than-average priority,
and social togetherness and meals with friends and acquaintances are highly
rated. In this segment, all three basic motives in connection with food and food
products are given a higher-than-average priority.

Food and food products are an important part of these consumers’ lives, and are
essential for achieving such basic values as self-fulfilment, recognition, social
togetherness and security. This gives rise to an interested-critical shopping
behaviour, which is characterised by a strong interest in product information,
price, and such major quality aspects as healthiness and ecology/naturalness.
New products are not interesting in themselves, unless they represent improve-
ments of the mentioned characteristics. Innovation is expected more from
cooking than from shopping.

Segment 5: The adventurous food consumer – 24% of the population. Generally
speaking, all in all this group has an average shopping behaviour. These
consumers in general are interested in product information, they do not much
like shopping, they have a positive attitude to speciality shops, they are price
conscious, and to a certain extent they plan shopping. They have an insatiable
appetite for new products. Apart from this, healthiness, freshness and ecology/
naturalness are also relatively important.

This group sticks out most in relation to cooking methods. Compared to other
segments, this group is most keen on cooking, and it is also most open towards
innovation and challenge in cooking. These consumers involve the whole family
in cooking and least think that the kitchen is the woman’s domain. Cooking does
not have to be quick and easy, and meals are not much planned in advance. Also,
of all segments this group considers it the most important to eat out, and rates
eating with friends highest. Not surprisingly, however, these consumers are not
at all interested in security through traditional eating.

Food and food products are an important element in these consumers’ lives.
Decisive motives are social togetherness and innovation. Cooking is a creative
and social process for the whole family.

Results for France

Again, a five-cluster solution was selected in France. Scale means for the French
clusters can be found in table 5.

23



Analysis of variance indicates significant differences among segments on all 23 dimensions.
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Table 5. Scale means for the French clusters (min 3; max 21)

Type of food consumer: Un- Mode- Ratio- Con- Hedon-
involved rate nal servative istic

Ways of shopping

Importance of 

product information 9.74 12.25 15.24 12.62 12.93

Attitudes to advertising 9.28 7.37 12.48 8.00 8.54

Enjoyment from shopping 10.04 7.90 13.31 12.98 15.10

Speciality shops 10.25 11.87 13.74 16.01 12.73

Price criteria 11.48 12.66 16.17 13.11 14.58

Shopping list 12.06 13.99 14.14 16.34 12.52

Quality aspects

Health 12.40 16.75 16.98 17.89 14.70

Price/quality relation 14.76 16.52 17.88 16.49 16.95

Novelty 9.37 11.91 11.11 6.08 14.56

Organic products 8.08 11.49 12.37 10.67 9.30

Taste 15.22 17.01 17.80 17.05 17.51

Freshness 14.79 18.81 18.65 19.87 17.43

Cooking methods

Interest in cooking 10.32 14.77 15.71 16.81 16.94

Looking for new ways 8.57 14.90 15.79 9.64 17.31

Convenience 10.25 5.72 7.97 5.62 7.45

Whole family 9.34 9.56 11.95 8.45 13.62

Planning 10.13 10.95 13.58 15.29 11.22

Woman's task 11.59 12.30 13.94 15.68 11.07

Consumption situations

Snacks versus meals 9.20 7.02 7.87 4.97 6.43

Social event 10.66 12.39 12.25 8.04 13.47

Purchasing motives

Self-fulfilment in food 11.40 14.83 16.87 16.20 16.66

Security 11.82 11.02 14.84 17.38 9.56

Social relationships 16.07 18.54 18.20 15.90 19.05



Segment 1: The moderate food consumer – 16% of the population. With regard to
the importance of product information and the use of shopping lists, this seg-
ment does not differ from the average. These consumers shop in speciality shops
somewhat less than most and are also somewhat less price conscious. On the
whole, they do not like adverts and other influences, and they do not like
shopping. The importance of nearly all quality aspects lies around average for
the French population. However, they are a little more interested in new
products.

While these consumers are neither especially interested or uninterested in
cooking, they like innovation and do not attach much importance to planning or
family participation in cooking. On the other hand, meals do not have to be
quick and easy to make. The segment lies around average for the French
population with regard to eating out and eating snacks instead of fixed meals.

As for purchasing motives, this segment only differs from the average in
relation to security and tradition – they attach less importance to tradition and
food habits than usual.

The consumers in this segment differ in not differing. They lie close to average
for the French population as a whole in nearly all dimensions of food-related
lifestyle. This is the picture of a food consumer you would get if you only looked
at the average for the whole population and didn’t divide it into segments:
moderate interest in nearly all aspect of shopping and cooking. This picture only
fits 16% of the population, however.

Segment 2: The uninvolved food consumer – 18% of the population. On the
whole, these consumers are less interested in shopping than average. They are
least interested in product information, are the ones least price conscious, shop
the least in speciality shops, and use shopping lists the least. And in general
they do not like shopping. Consumers in this segment are much less interested
in such product characteristics as healthiness, the price/quality relation,
ecology/naturalness, taste and freshness than other consumers. The novelty
aspect also interests them less than average, though not as little as segment 5.

There is little interest in cooking in this segment. Uninvolved food consumers
do not want to waste much time on cooking, they are the ones least interested
in innovation or change, and do not plan meals much. Preferably meals should
be quick and easy to make. They do not see cooking as either the family’s or the
woman’s job. This segment snacks the most, which to a certain extent means
that fixed mealtimes are not as established as in the other segments. Eating out
is of little importance to these consumers.

This segment is markedly less interested in achieving recognition or satis-
faction through cooking than the other segments. And they do not seek security
through traditional eating or social togetherness over a meal.

These consumers are uninvolved in practically every aspect of food. Their food-
related lifestyle is characterised by the fact that they do not use food to achieve
basic values. What these consumers want from life they get through other
channels than food.
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Segment 3: The rational food consumer – 35% of the population. Unlike segment
2, these consumers are generally very interested in all aspects of shopping: prod-
uct information, adverts and other influences, and price. They are interested in
all three aspects, more so than other consumers. They like shopping more than
most, and shop in speciality shops more than usual. When they shop for food,
these consumers attach more importance to healthiness than most, and of all
other segments they attach most importance to the price/quality relation and the
ecology/naturalness dimension. Their interest in new products lies around
average, as does their interest in taste and freshness, which the French generally
attach great importance to. These consumers are willing to try new products,
although they do not want to spend more time on cooking than average. On the
other hand, they give high priority to planning meals in advance.

The French have a generally deprecatory attitude about snacks, and this seg-
ment is no exception. These consumers also hold average views about eating at
restaurants and having friends around for dinner.

These consumers regard recognition for cooking important, and they also attach
more importance to tradition and eating habits than most. On the other hand,
their views on the importance of social togetherness in connection with eating
do not differ from the average.

Food and food products are an important part of these consumers’ lives, and are
essential for achieving such basic values as self-fulfilment, recognition, social
togetherness and security. This gives rise to an interested-critical shopping
behaviour, which is characterised by a strong interest in product information,
price, and such major quality aspects as healthiness and ecology/naturalness.
New products are not interesting as such, unless they represent improvements
on the mentioned characteristics. Innovation is expected more from cooking
than from shopping.

Segment 4: The hedonistic consumer – 18% of the population. Compared to
consumers in other segments, these consumers like shopping the most. Apart
from this, their attitudes do not differ from the average neither as regards the
importance of product information, price, nor the use of speciality shops. Shop-
ping is planned to a lesser extent, and adverts and other peoples’ opinions have
less influence on the purchasing decision than average.

Consumers in this segment are far more interested in new products than other
consumers. Healthiness, ecology, and naturalness are given a lower priority,
while the importance of the other quality aspects is about average. These
consumers like cooking, and welcome innovation and challenge. This segment
involves the family the most, and cooking is not regarded the woman’s job. Meals
are not planned in advance to any great extent.

They do not snack much in this segment. But they attach a lot of importance to
eating in restaurants or together with friends and acquaintances.

Recognition and self-fulfilment through cooking are considered very desirable in
this segment, and social togetherness, eg around the dinner table, is valued
highest. On the other hand, these consumers are the ones least interested in
security by traditional eating habits.
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Food and food products are an important element in these consumers’ lives. The
crucial motives are recognition, self-fulfilment and social relations. Cooking is a
creative and social process for the whole family. These creative and social
aspects are more important than the more rational aspects of buying food,
which is reflected in the lower priority given to such quality aspects as healthi-
ness and naturalness. The hedonistic aspects of food and cooking are the most
conspicuous here.

Segment 5: The conservative food consumer – 13% of the population. These
consumers shop more in speciality shops than the other segments, and shopping
is planned in advance, ie there is not a lot of impulse buying. Product
information, the novelty aspect, and price are rated the same as average. This
segment is the one most interested in healthiness and freshness compared to
other segments, while they rate the price/quality relation, ecology/naturalness,
and taste on a par with the average. New products are rated the least
important, also in relation to the other four segments.

These consumers do not mind spending a lot of time cooking, and food does not
have to be quick and easy to make. On the other hand, this segment is not
interested in challenging or innovative cooking. It plans meals to a far greater
extent than other segments, and it is presumably the woman’s job, since these
consumers regard the kitchen as the woman’s domain. The family is involved
less in cooking here than in the other segments. Fixed meals are regarded as
more important here than in other segments, while these consumers give the
lowest priority of all to eating out or having friends around for dinner.

These consumers are the ones most tradition-bound as regards food and fixed
meals, and are the ones least interested in social togetherness. The desire for
recognition for cooking lies around average.

Food is an important part of the conservative consumers’ lives. Food and food
products create stability and security in their lives. This is reflected in their
careful planning of both shopping and cooking, and in their negative attitude to
anything new. Healthiness and freshness are prominent choice criteria.

Results for Great Britain

Again, the five-cluster solution will be described. Scale means for Great Britain
clusters can be found in table 6.
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Analysis of variance indicates significant differences among segments on all 23 dimensions.
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Table 6. Scale means for the Great Britain clusters (min 3; max 21)

Type of food consumer: Un- Care- Ratio- Con- Advent-
involved less nal servative urous

Ways of shopping

Importance of 

product information 9.26 11.70 15.36 12.29 16.16

Attitudes to advertising 8.56 11.19 13.14 9.58 9.00

Enjoyment from shopping 6.75 10.30 11.24 9.29 10.60

Speciality shops 6.58 9.47 11.11 8.37 14.92

Price criteria 9.90 11.84 16.79 15.20 12.27

Shopping list 9.67 9.08 12.14 12.05 11.71

Quality aspects

Health 11.34 13.31 16.32 14.54 18.44

Price/quality relation 15.68 16.38 19.15 18.51 17.97

Novelty 11.70 13.60 13.87 7.83 17.50

Organic products 7.74 9.26 10.97 8.37 14.73

Taste 15.27 15.81 16.98 16.63 15.92

Freshness 14.62 16.39 19.09 18.64 19.74

Cooking methods

Interest in cooking 7.90 12.20 13.74 12.42 15.86

Looking for new ways 7.89 13.24 15.44 7.82 18.60

Convenience 11.97 10.65 9.40 7.46 6.30

Whole family 8.33 11.29 11.02 9.69 13.71

Planning 7.10 19.89 11.89 11.78 11.68

Woman's task 8.29 10.16 12.00 13.44 8.52

Consumption situations

Snacks versus meals 8.99 9.90 9.03 7.50 6.59

Social event 7.07 11.61 9.99 6.66 14.26

Purchasing motives

Self-fulfilment in food 9.86 13.86 15.86 14.02 17.19

Security 12.38 11.11 13.40 14.59 8.32

Social relationships 10.99 14.64 14.09 11.59 17.56



Segment 1: The rational food consumer – 33% of the population. These consumers
take an above-average interest in product information, and use speciality shops
more. This segment is the one most positive about adverts, like shopping the best,
is the most price conscious, and use shopping lists the most. On the whole,
therefore, these consumers  are very interested in the various aspects of shopping.

These consumers are generally interested in the health aspect, and the ones most
interested in the price/quality relation of all the five segments. They have a slight
above-average interest in new products, ecology/naturalness, and freshness,
while taste is significantly more important for them than the other segments.

This segment is a bit more interested in cooking and seeking innovation and
challenge than average. Their attitudes towards whether meals should be quick
and easy to make, and the extent to which the whole family participates, is
about average for the population. These consumers plan meals the most, and
think to a greater extent that cooking is a woman’s job.

Snacking is not very widespread throughout the whole population, and this
segment is no exception. The importance of eating out and with friends is about
average for the population.

Recognition through cooking is important to these consumers, and they attach
more importance to tradition than most. As far as social togetherness and
eating with friends is concerned, this segment does not differ from the average.

This group of consumers is interested in food and cooking, because it is a part
of tradition and can therefore help create a feeling of security in their lives. They
are critical in the sense that they attach importance to information and are
interested in a lot of product characteristics. They also like shopping. While they
are not completely dismissive of new ways of cooking food, new recipes must be
based on tradition, and preferably also on familiar products.

Segment 2: The conservative food consumer – 19% of the population. This
segment is less interested in product information than average, and quite
dismissive of adverts and other influences. These consumers do not noticeably
like shopping, they use speciality shops less than average, but are, on the other
hand, more price conscious and use shopping lists more than average. There is
less interest here in health and ecological/natural product characteristics than
average, they are more interested in the price/quality relation, and have an
average attitude to taste and freshness. They differ especially in having by far
the least interest in new products.

These consumers take an average interest in cooking, and food does not have to
be quick and easy to make. Together with the uninvolved food consumers, they
seek innovation and challenge in cooking the least. Helping out in the kitchen
is not considered the family’s job, and more people here regard cooking as the
woman’s job than in any other segment. Planning meals is regarded as more
important than for most. Eating between meals is not particularly common, and
eating out and with others is least important to this segment.

This segment does not differ from the average as regards recognition through
cooking. On the other hand, these consumers attach importance to the upkeep
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of tradition and eating habits, which they rate the highest of all the segments.
Social togetherness with friends is not considered important.

This segment also stresses the security that traditional eating can create, but it
does not make them any keener on cooking. They are price conscious, but do not
otherwise attach much importance to product characteristics or general infor-
mation about products. They are conservative with regard to cooking, who does
the cooking, and in eating habits. They are not interested in new products what-
soever.

Segment 3: The careless food consumer – 27% of the population. This segment is
not particularly interested in product information, and speciality shops are used
less than average. Their attitude to shopping, adverts and other influences are
on a par with the average. They are not especially price conscious, and use shop-
ping lists the least. They are less interested in healthiness, the price/quality
relation, ecological/natural product characteristics and freshness than average.
On the other hand, they are more interested in new products.

On the whole, these consumers have similar attitudes to cooking as the rest of
the country. They have average attitudes as regards interest in cooking,
innovation and challenge, the extent to which cooking is the whole family’s job,
and whether it is the woman’s job. They differ in planning meals less, and in the
fact that they prefer them to be quick and easy to make.

This segment has the highest degree of between-meals-eating of all the seg-
ments, and their attitude to eating out and with others is also more positive
than average.

As far as the more abstract elements of the food-related lifestyle are concerned,
this segment stands out as regards the dimensions of security and tradition,
which are not considered important. They have average attitudes to recognition
through cooking and the importance of social togetherness with friends.

The overall picture is of a consumer who does not find food especially important
for achieving basic values, which is reflected in careless shopping and cooking
behaviour. For these consumers, tradition is not equated with security, but then
eating and food products are not linked to other values very much either. They
plan little, but are tempted by new products – as long as they do not require
more effort or new cooking skills, and especially if they fit in with eating habits
characterised by a large propensity to snacking.

Segment 4: The uninvolved food consumer – 9% of the population. This segment
stands out by being extremely disinterested in every aspect of shopping. Com-
pared to the other segments, these consumers are the ones least interested in
product information, use speciality shops the least, are the ones least interested
in adverts and other influences, and least interested in price. They also dislike
shopping the most, and use shopping lists less than average. As regards product
characteristics, the novelty aspect is the only one about which this segment has
an average attitude. All other aspects, ie healthiness, ecology/naturalness, the
price/quality relation, freshness and taste, mean less to this segment than to the
other segments. In general, consumers in this segment are just not interested.
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This segment also stands out by neither being interested in nor planning
cooking. They neither think that cooking is the family’s job nor the woman’s, and
they seek innovation and challenge in cooking less than average. What they do
attach a lot of importance to is that meals should be quick and easy to make.
The segment thinks less of eating out or with others than average, while their
attitude to snacks versus proper meals lies around average.

The segment’s attitude to tradition and eating habits does not differ from the
average. However, self-fulfilment, recognition, and social togetherness in con-
nection with food mean least to this segment than to the other segments.

These consumers are uninvolved in practically every aspect of food. Their food-
related lifestyle is characterised by the fact that they do not use food to achieve
basic values; they achieve them through other channels.

Segment 5: The adventurous food consumer – 12% of the population. These
consumers are the ones most interested in product information, and use special-
ity shops the most. On the other hand, they are less interested in influences, ad-
verts and price than average. Attitudes to shopping in general and planning
their shopping are about average. Product characteristics are very important to
these consumers, and they attach more weight to such aspects as healthiness,
ecological/natural characteristics, novelty and freshness than the other
segments. Attitudes to the price/quality relation and taste are about average.

This segment is also very keen on cooking. These consumers are the ones most
interested in cooking in general, and also seek challenge and innovation in
cooking more. They do not think that cooking should be quick and easy, and
involve the whole family in it. Less than average they think that the kitchen is
the woman’s domain. These consumers only have average attitudes when it
comes to planning. They snack the least, and attach the most importance to
eating out and being together with others.

Among the more abstract dimensions of the food-related lifestyle, this segment
stands out by being the one most interested in recognition and self-fulfilment,
and the one least interested in tradition. The consumers in this segment also
think that social togetherness is more important than average.

Food and food products are an important element in these consumers’ lives. The
decisive motives are recognition and self-fulfilment. Cooking is a creative and
social process for the whole family.

Results for Denmark

Here, a six-cluster solution was selected. Scale means for the Danish clusters
can be found in table 7.
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Analysis of variance indicates significant differences among segments on all 23 dimensions.
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Table 7. Scale means for the Danish clusters (min 3; max 21)

Type of food consumer: Un- Care- Ratio- Con- Advent- Eco
involved less nal servative urous moderate

Ways of shopping

Importance of 

product information 10.28 12.40 16.10 17.04 17.29 15.90

Attitudes to advertising 7.54 8.86 10.68 12.49 9.58 10.52

Enjoyment from shopping 8.11 11.80 14.99 12.67 13.90 14.27

Speciality shops 7.34 11.38 10.88 14.02 16.53 15.15

Price criteria 12.49 14.26 17.92 18.42 16.21 15.17

Shopping list 14.39 13.04 15.63 16.04 16.17 17.27

Quality aspects

Health 11.95 12.05 15.63 17.68 17.97 17.27

Price/quality relation 15.65 16.62 18.83 19.89 18.52 17.70

Novelty 7.91 15.86 15.61 8.46 17.67 13.62

Organic products 7.50 9.24 8.18 11.61 15.90 14.84

Taste 16.86 16.65 17.84 18.79 15.21 16.71

Freshness 15.072 15.75 16.56 18.54 19.15 18.08

Cooking methods

Interest in cooking 11.12 14.60 17.00 13.99 17.34 13.63

Looking for new ways 7.43 14.92 17.28 11.64 18.40 14.05

Convenience 8.96 8.49 7.40 7.22 6.13 8.06

Whole family 9.13 13.01 13.37 10.47 15.09 12.94

Planning 9.82 8.10 12.75 15.08 13.53 11.08

Woman's task 12.44 7.20 10.70 15.73 7.58 10.17

Consumption situations

Snacks versus meals 7.38 7.03 5.83 8.03 6.14 7.59

Social event 9.05 11.24 11.98 9.82 12.73 10.27

Purchasing motives

Self-fulfilment in food 13.32 14.42 17.88 16.85 16.38 14.46

Security 14.31 9.05 11.83 17.18 9.27 12.46

Social relationships 16.21 17.53 19.49 18.56 18.98 17.81



Segment 1: The adventurous food consumer – 25% of the population. These
consumers are the ones most interested in product information and are the
segment using speciality shops the most. They use shopping lists more often and
enjoy shopping, but their attitude towards advertising is about average. They do
to some extent check prices when shopping.

These consumers are very interested in quality aspects. Among all segments
they are the ones most interested in health, new products, fresh, natural and
ecological products, whereas taste has a lower score. The price-quality relation
also has an above-average importance.

They like cooking more than all other segments and reject the idea that cooking
should be quick and easy. They score highest in experimenting with new recipes.
They also score highest in cooking as a family affair, and correspondingly lowest
in cooking as a woman’s task. They plan their cooking activities more than the
population average. They also have the highest average in eating out and with
friends, and less tendency to snack.

These consumers score high on self-fulfilment and recognition by cooking, and
also the social motive is of importance. They are not interested in security by
traditional ways of cooking.

These consumers are quite involved with food. They are interested in quality and
in new products, and like speciality shops where they can get advice. Cooking is
characterised by a conscious attempt to experiment and find new ways.

Segment 2: The rational food consumer – 11% of the population. These
consumers enjoy shopping, they plan their shopping by using shopping lists, and
they are price conscious. They are interested in product information and in
advertising. They do not use speciality shops very much.

In terms of quality aspects, they are most interested in taste and in the price-
quality relation. They are less interested in fresh and natural/ecological
products. Their interest in health is at the level of the population average.

These consumers also enjoy cooking and are interested in new recipes. They do
not think that cooking should be quick and easy. They plan their cooking
activities, and they adhere to a more traditional sex role pattern in the kitchen
than the previous segment. They prefer regular meals to snacking.

These consumers have the lowest tendency to snack, and they eat out and with
friends more than the population average.

Self-fulfilment and recognition are important purchasing motives, and also the
social aspect is important.

The rational food consumers in Denmark are involved with food and enjoy shop-
ping for and preparing meals. Both shopping and meal preparation are charac-
terised by a high degree of planning and a rational approach to price and
quality.
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Segment 3: The careless food consumer – 23% of the population. The careless food
consumers have below average scores on all dimensions regarding shopping,
and they score lowest of all on using shopping lists, ie, they shop spontaneously.

They are considerably less interested than other consumers in all quality
aspects except novelty. They are especially uninterested in health and ecological
products.

Their interest in cooking is at the level of the population average. Meal prepa-
ration should preferably be fast and easy for these consumers, and is again
characterised by a higher degree of spontaneity. The scores on all purchase
motives are low, and they are especially low on creating security by traditional
eating patterns.

No purchasing motive is particularly important for this group; they score lowest
of all on security by traditional eating patterns.

This segment is thus generally uninterested in shopping for and preparing
meals. The only aspect which raises some interest for them is new products, if
they do not require effort in the kitchen.

Segment 4: The eco-moderate food consumer – 20% of the population. These con-
sumers do not enjoy shopping a lot, but they tend to use speciality shops more
and also have a somewhat above average interest in product information. Their
price-consciousness and use of shopping lists is around the population average.

They are very interested in healthy, fresh, and especially ecological food prod-
ucts. Their interest in taste and price-quality relation is not above average, and
their interest in novelty is actually lower.

Scores with regard to meal preparation do not deviate considerably from the
population average, but the segment is somewhat less interested in cooking and
in new recipes than the population at large. They snack somewhat more and are
less interested in eating out and with friends.

Also the scores with regard to purchasing motives do not deviate considerably
from the population average. Overall, the involvement of these consumers with
food and eating is rather below average. Their main characteristic is their
interest in ecological products, related to a more general interest in fresh and
natural products, which may also explain their somewhat higher tendency to
shop in speciality shops.

Segment 5: The conservative food consumer – 11% of the population. Consumers
in this segment are rather involved in shopping. Among all segments, they are
the ones most positive with regard to advertising and the most price-conscious.
They study product information, and they use shopping lists. They also use
speciality shops more than the average consumer.

The conservative food consumers are also quite involved with quality aspects.
They are not interested at all in new products and/or recipes, but are interested
very much in fresh, tasty, healthy products with a good price-quality relation.
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The interest in ecological products, however, is not higher than for the average
food consumer.

Also in meal preparation, they avoid novelty, and they plan their meals well and
assign their preparation to the woman in the household. They are opposed to
new ways in cooking.

They do not eat out or with friends often. They score highest on security by
traditional eating patterns, and also high on self-fulfilment and recognition as
purchasing motives.

These consumers use food and meals mainly to create an aspect of security in
their lives, and they therefore tend to detest all kinds of novelty. They are very
involved in shopping for food and preparing meals, and are quite quality-
conscious.

Segment 6: The uninvolved food consumer – 11% of the population. This last
segment is very uninterested in all aspects of shopping – they do not enjoy it, do
not read product information, do not look at prices, do not like advertising. They
do not use shopping lists and do not use speciality shops.

The same goes for all quality aspects; only for the taste dimension are they
about the population average. Especially their interest in ecological products is
very low.

Also meal preparation is uninteresting to these consumers, and there is abso-
lutely no interest in novelty here. Little planning is done, and traditional sex
roles pervade. They score high in use of frozen and ready-made dishes. Scores
on all purchasing motives are low. These consumers are really uninvolved in
food and meals, and this pervades all aspects of their food-related lifestyle.
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RESULTS III: CROSS-NATIONAL SEGMENTATION

Comparison of segments across countries

A number of segments looked sufficiently similar in the four countries that we
have ventured to give them the same name. How similar are these segments
really? We present two approaches to shed some light on this issue. A first
approach is presented in the diagram in figure 2. Correlations have been com-
puted between the means of the 23 FRL scales for the totality of the 21 seg-
ments found in the four  countries. The correlation matrix was then entered into
a nonmetric MDS algorithm for graphic representation (Kruskal’s stress = .15).

AD = Adventurous food consumers
CA = Careless food consumers
CO = Conservative food consumers
EM = Eco-moderate food consumers
HE = Hedonistic food consumers
MO = Moderate food consumers
RA = Rational food consumers
UI = Uninvolved  food consumers
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Figure 2. MDS configuration based on segment scale means
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We see that the three segments with adventurous food consumers cluster to-
gether reasonably well, and we can observe the same for the four segments with
conservative food consumers. The uninvolved food consumers in France and
Denmark cluster together well, with the uninterested food consumers in Great
Britain a little more dissimilar and those in Germany closer to the rational and
the careless food consumers. The careless food consumers cluster together
reasonably well. The rational food consumers are somewhat spread out in the
middle of the configuration. The moderate food consumer in France is at the
centre of the configuration, as it should be, the hedonistic food consumer in
France is located between the adventurous and the careless food consumers,
which corresponds to our previous interpretation, and the eco-moderate food
consumers in Denmark are close to the moderate food consumers in France. If
a dimensional interpretation of the configuration was to be adopted, the vertical
dimension could be labelled a tradition-innovation dimension, whereas the
horizontal dimension could be labelled an involvement dimension.

The diagram indicates a fairly good degree of comparability of the segments
across the four countries, with especially the adventurous and the conservative
food consumers as good candidates for cross-national segments. However, being
based on a correlation matrix, the diagram mirrors the relative similarity of the
segments and ignores possible differences in level between segments with the
same name in different countries.

In order to look at such differences, analyses of variance were performed by
studying how country affects scale values within the segments which are
assumed to exist in more than one country. Table 8 regroups the means from
tables 4-7 and summarises the significance of the main effect and the significant
contrasts. We actually find a significant main effect for most of the scales in most
of the countries, indicating differences between countries in segments which are
supposed to be equal, even though we have to keep in mind that the large sample
sizes give so much statistical power that also minor effects turn out to be signi-
ficant. Among the four segments of uninvolved consumers, the German segment
stands out as being considerably less uninterested in food than the others, as
mirrored in higher scale means for quite a large number of scales, and especially
in the quality aspects domain. Within the group of segments of careless food con-
sumers, we find that especially the Danish careless food consumers seem to be
more interested in food than the rest, as indicated by higher scale means
especially in the ways of shopping domain, but also more interested in novelty.
For the rational and conservative food consumers, the patterns are much less
clear. For the adventurous food consumers, the Danish segment stands out by
being more interested in almost all aspects of shopping than the adventurous
food consumers in Germany and Great Britain. So even though we do find
groupings in figure 2 that are fairly clear, we nevertheless also find differences
in scale means when comparing similar segments across countries.
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11 Analysis of variance states difference among the segments for scores on all dimensions (p<0.01).
Bold refers to the highest score of the four countries (t-test: p<0.01), italics refer to the lowest score
(t-test: p<0.01) for each dimension.
a p<0.05.
b (min 3; max 21)
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Table 8. Scale means and significant differences between comparable segmentsb

Uninvolved food consumers11 French German British Danish

Ways of shopping

Importance of product information 9.74 13.59 9.26 10.28

Attitudes to advertising 9.28 8.79 8.56 7.54

Enjoyment from shopping 10.04 8.67 6.75a 8.11

Speciality shops 10.25 9.44 6.58 7.34

Price criteria 11.48 15.89 9.90a 12.49

Shopping list 12.06 13.49 9.67 14.39

Quality aspects

Health 12.40 15.44 11.34 11.95

Price/quality relation 14.76 17.76 15.68 15.65

Novelty 9.37 11.31 11.70 7.91

Organic products 8.08 13.09 7.74 7.50

Taste 15.22 14.18 15.27 16.86

Freshness 14.97 18.34 14.62 15.07

Cooking methods

Interest in cooking 10.32 9.80 7.90 11.12

Looking for new ways 8.57 9.31 7.89 7.43

Convenience 10.25 8.31 11.97 8.96

Whole family 9.34 12.86 8.33 9.13

Planning 10.13 9.80 7.10 9.82

Woman's task 11.59 7.05a 8.29 12.44

Consumption situations

Snacks versus meals 9.20 8.39 8.99 7.38a

Social event 10.66 10.47 7.07 9.05

Purchasing motives

Self-fulfilment in food 11.40 13.83 9.86 13.32

Security 11.82 10.12 12.38 14.31

Social relationships 16.07 16.33 10.99 16.21



12 Analysis of variance states difference among the segments for most dimensions (p<0.01). Equal
means can, however, not be excluded for importance of product information (p<0.05), price/quality
relation (p<0.05), freshness, social event and self-fulfilment in food (p<0.05).
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Table 8. Continued

Careless food consumers12 German British Danish

Ways of shopping

Importance of product information 11.42 11.70 12.40a

Attitudes to advertising 7.84a 11.19 8.86

Enjoyment from shopping 10.18 10.30 11.80

Speciality shops 10.47 9.47a 11.38

Price criteria 11.57 11.84 14.26

Shopping list 10.32 9.08a 13.04

Quality aspects

Health 13.07 13.31 12.05a

Price/quality relation 15.57a 16.38 16.62

Novelty 13.47 13.60 15.86

Organic products 12.26 9.26 9.24

Taste 14.64 15.81 16.65

Freshness 16.14 16.39 15.75

Cooking methods

Interest in cooking 11.72 12.20 14.60

Looking for new ways 11.61 13.24 14.92

Convenience 9.33 10.65a 8.49

Whole family 9.89 11.29 13.07

Planning 9.80 9.89 8.10

Woman's task 11.29a 10.16 7.20

Consumption situations

Snacks versus meals 8.55 9.90 7.03

Social event 10.96 11.61 11.24

Purchasing motives

Self-fulfilment in food 13.31 13.86 14.42

Security 9.25 11.11 9.05

Social relationships 14.85 14.64 17.53



13 Analysis of variance states difference among the segments for scores on all dimensions (p<0.01).
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Table 8. Continued

Rational food consumers13 French German British Danish

Ways of shopping

Importance of product information 15.24 17.25 15.36 16.10

Attitudes to advertising 12.48 8.28 13.14a 10.68

Enjoyment from shopping 13.31 10.17 11.24 14.99

Speciality shops 13.74 14.63a 11.11 10.88

Price criteria 16.17a 17.38 16.79 17.92

Shopping list 14.114 16.38 12.14 15.63

Quality aspects

Health 16.98 18.65 16.32 15.63

Price/quality relation 17.88 19.36 19.15 18.83

Novelty 11.11 12.85 13.87 15.61

Organic products 12.37 16.50 10.97 8.18

Taste 17.80 15.99 16.98 17.84

Freshness 18.65 19.83 19.09 16.56

Cooking methods

Interest in cooking 15.71 11.99 13.74 17.00

Looking for new ways 15.79 14.52 15.44 17.28

Convenience 7.97 7.39 9.40 7.40

Whole family 11.95 13.24 11.02a 13.37

Planning 13.58 15.06 11.89 12.75

Woman's task 13.94 12.63 12.00 10.70a

Consumption situations

Snacks versus meals 7.87 7.91 9.03 5.83

Social event 12.25 9.87 9.99 11.98

Purchasing motives

Self-fulfilment in food 16.87 17.04 15.86 17.88

Security 14.84 12.18 13.40 11.83

Social relationships 18.20 16.97 14.09 19.49



14 Analysis of variance states difference among the segments for scores on all dimensions (p<0.01).
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Table 8. Continued

Conservative food consumers14 French German British Danish

Ways of shopping

Importance of product information 12.62 13.39 12.29 17.04

Attitudes to advertising 8.00a 9.14 9.58 12.49

Enjoyment from shopping 12.98 8.89 9.29 12.67

Speciality shops 16.01 11.11 8.37 14.02

Price criteria 13.11 15.60 15.20 18.42

Shopping list 16.34 15.24 12.05 16.04

Quality aspects

Health 17.89 16.53 14.54 17.68

Price/quality relation 16.49 18.60 18.51 19.89

Novelty 6.08 7.17 7.83 8.46

Organic products 10.67 12.88a 8.37 11.61

Taste 17.05 16.49 16.63 18.79

Freshness 18.97a 19.35 18.64 18.54

Cooking methods

Interest in cooking 16.81 11.05 12.42 13.99

Looking for new ways 9.64 7.32 7.82 11.64

Convenience 5.62a 6.49 7.46 7.22

Whole family 8.45a 10.77 9.69 10.47

Planning 15.29 14.28 11.78 15.08

Woman's task 15.68 15.87 13.44 15.73

Consumption situations

Snacks versus meals 4.97 6.20 7.50 8.03

Social event 8.04 7.22 6.66 9.82

Purchasing motives

Self-fulfilment in food 16.20 16.09 14.02 16.85

Security 17.38 14.67 14.59 17.18

Social relationships 15.90 12.44 11.59 18.56



15 Analysis of variance states difference among the segments for most dimensions (p<0.01). Equal
means can, however, not be excluded for price/quality relation, taste (p<0.05), freshness,
convenience, whole family (p<0.05) and security (p<0.05).
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Table 8. Continued

Adventurous food consumers15 German British Danish

Ways of shopping

Importance of product information 15.01 16.16 17.29

Attitudes to advertising 7.34 9.00 9.58

Enjoyment from shopping 9.38 10.60 13.90

Speciality shops 11.74 14.92 16.53

Price criteria 15.37 12.27 16.21a

Shopping list 14.04 11.71 16.17

Quality aspects

Health 16.66 18.44 17.97

Price/quality relation 18.28 17.97 18.52

Novelty 15.65 17.50 17.67

Organic products 14.36 14.73 15.90a

Taste 14.89 15.92 15.21

Freshness 19.35 19.74 19.15

Cooking methods

Interest in cooking 13.02 15.86 17.34

Looking for new ways 16.88 18.60 18.40

Convenience 6.76 6.30a 6.13

Whole family 14.55 13.71 15.09

Planning 10.78 11.68 13.53

Woman's task 5.75 8.52 7.58

Consumption situations

Snacks versus meals 7.13 6.39 6.14

Social event 11.24 14.26 12.73

Purchasing motives

Self-fulfilment in food 15.91 17.19a 16.38

Security 8.31 8.32 9.27a

Social relationships 17.02 17.56 18.98



Cross-national segmentation

The national segmentation analyses indicated some similar food-related lifestyle
patterns among the four countries. Lifestyle segments consisting of uninvolved,
careless, rational, conservative and adventurous food consumers were identified
in at least three of the four countries. The only food consumer types which were
identified in only one country were the moderate food consumer and the hedon-
istic food consumer in France and the eco-moderate food consumer in Denmark.

However, as the characterisation of the segments is derived from relative de-
scriptions based on the characteristics of the entire population in each country,
caution has to be taken in direct comparisons of segments across countries.
Segments that are apparently the same and have been given the same names
in several countries, may, in fact, be quite different due to differences in the
absolute scores on the 23 dimensions, as was evidenced in table 8.

To investigate the similarity of apparently identical segments further, a cluster
analysis with the data pooled across the four countries was performed. This
should clarify whether national differences tend to dominate, segregating the
consumers of each country in separate clusters, or whether the lifestyle patterns
elicited are sufficiently strong to lead to cross-national segments, independent
of the countries in which the segments were originally found.

A cross-national segmentation study in the form of a multi-sample hierarchical
cluster analysis was carried out, and the existence of country-specific segments
and cross-national segments investigated by checking whether the original
segments could be re-identified and would tend to cluster together in the new
multi-sample clusters.

Due to lack of capacity of the statistical programme packages SPSS and SAS,
sub-sampling procedures were applied to each of the four national samples
before merging the data to conduct multi-sample cluster analysis. 750 cases
were sampled from each country. The national clusters were represented in
these sub-samples with the same proportions as in the complete sample within
a margin of one percentage point. Still, to eliminate erratic conclusions due to
the inductive way of analysis and mere sampling error, the sub-sampling proce-
dure was repeated five times. For each of the five multi-sample analyses that
were then conducted, several cluster solutions were analysed for the presence of
original national segments.

The results of the five-cluster analyses were consistent with small deviations,
and only one of them will be presented here. Table 9 shows scale means for a
four-cluster solution, and table 10 shows how these four cross-national seg-
ments relate to the national segments. The results are also graphically illustra-
ted in figure 3, where the multi-sample clusters of the four-cluster solution have
been added to the MDS configuration of the original segments. The positioning
of the cross-national clusters is shown, and the ‘clouds’ indicate which of the
national segments have been integrated into the cross-national segments with
at least 40% of their cases.
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Table 9. Scale means for cross-national four-cluster solution (min 3; max 21)

Cluster 1 Cluster 2 Cluster 3 Cluster 4
40% 16% 21% 23%

Ways of shopping

Importance of product information 13.20 10.86 15.14 16.24

Attitudes to advertising 10.62 9.07 9.78 8.76

Enjoyment from shopping 11.83 8.33 10.94 11.58

Speciality shops 11.04 7.98 13.14 15.14

Price criteria 14.73 13.27 16.29 14.91

Shopping list 12.25 11.16 15.91 15.07

Quality aspects

Health 14.53 12.54 17.77 17.98

Price/quality relation 17.38 16.58 18.55 17.99

Novelty 13.60 9.83 8.69 16.07

Organic products 10.02 8.53 13.19 15.53

Taste 16.63 15.88 16.83 15.73

Freshness 17.38 16.05 19.49 19.23

Cooking methods

Interest in cooking 14.10 9.49 14.12 14.94

Looking for new ways 14.85 7.97 11.20 16.96

Convenience 8.93 9.75 6.19 6.68

Whole family 12.32 9.37 10.57 14.08

Planning 11.04 8.87 14.68 12.26

Woman's task 10.98 9.95 15.39 7.87

Consumption situations

Snacks versus meals 8.57 8.42 6.55 6.54

Social event 11.56 8.92 8.56 12.45

Purchasing motives

Self-fulfilment in food 15.68 11.61 16.17 16.02

Security 11.70 11.88 15.24 9.71

Social relationships 16.53 13.72 15.91 18.30



Bold figures indicate the cross-national segment into which most of the members of the respective
national segment are classified. These figures also determine the grouping of the national segments
in figure 3.
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Table 10. Distribution of cross-national segments across national segments (%)

Cluster 1 Cluster 2 Cluster 3 Cluster 4

French uninvolved food consumers 39.8 47.5 8.9 3.7

German uninvolved food consumers 29.3 42.7 7.9 20.1

British uninvolved food consumers 16.1 83.9 - -

Danish uninvolved food consumers 19.3 59.1 21.6 -

German careless food consumers 54.7 31.4 4.7 9.3

British careless food consumers 76.8 19.9 1.9 1.4

Danish careless food consumers 65.3 15.0 3.0 16.8

French rational food consumers 47.5 0.8 37.5 14.2

German rational food consumers 20.9 0.5 42.9 35.6

British rational food consumers 76.0 5.8 10.3 7.9

Danish rational food consumers 66.3 - 5.0 28.8

French moderate food consumers 50.4 12.8 12.8 23.9

Danish eco-moderate food consumers 35.1 3.3 19.9 41.7

French conservative food consumers 10.8 1.1 81.7 6.5

German conservative food consumers 12.0 16.5 69.9 1.5

British conservative food consumers 18.2 44.8 36.4 0.7

Danish conservative food consumers 22.9 8.4 63.9 4.8

German adventurous food consumers 31.8 1.1 8.0 59.1

British adventurous food consumers 15.2 - 7.6 77.2

Danish adventurous food consumers 9.4 - 7.7 82.9

French hedonistic food consumers 66.7 2.1 5.7 25.5



Generally, the four-cluster solutions of all five versions of the cross-national
cluster analysis consist of one cluster of rather uninvolved consumers, one of
conservative consumers, one of more adventurous consumers and finally a
cluster of more careless consumers.

The strongest tendencies towards cross-national segments are again found with
the adventurous and conservative segments, both of which were identified in all
four countries.

The adventurous segments, particularly the Danish adventurous consumers,
are quickly re-identified and are usually clustered at an early stage of the
process. The conservative segments are also very easily re-identified, but they
generally cluster into two separate conservative clusters, one consisting of the
Danish and French conservative segments and one of the British and German
segments. The uniting of these two clusters does not take place until a quite
small number of clusters is reached. And even then, the British conservative
segment tends to be divided between a cluster of more uninvolved consumers
and the conservative cluster, suggesting that the British conservative
consumers are less involved in the various aspects of food than are the German,
French and Danish conservative consumers.
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Figure 3. MDS configuration based on segment scale means with cross-
national segments added
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The uninvolved consumers also cluster together quite early in the clustering
process. However, they do generally not reappear in the multi-sample cluster in
as large proportions as do the adventurous and conservative segments. Particu-
larly the German uninvolved segment seems to be divided between the cluster
of uninvolved food consumers and a cluster of more novelty-seeking, careless
food consumers. The British uninvolved food consumers are a clear exception;
more than four fifths of this segment are re-clustered in a four-cluster solution.

The careless and the rational segments do not show the same tendencies
towards cross-national clustering as did the three previous lifestyle types. They
are typically not easily re-identified, and particularly the rational consumer
segments are in general not gathered in the multi-sample clusters. Rather, the
rational segments of the four countries are divided among the careless, the
adventurous and the conservative multi-sample clusters.

Looking at tendencies towards country-specific segments, these are not strong
and are clearly surpassed by the strong cross-national tendencies displayed by
some of the segments. In a four-cluster solution, there is, however, a slight
overweight of British consumers in the cluster of uninvolved food consumers
and an overweight of Danish consumers in the cluster of more adventurous food
consumers at the expense of British food consumers. This indicates that
generally the British consumers are less involved in food whereas Danish
consumers are apparently more involved and more adventurous in their
approach to food. The French and German consumers are not markedly over- or
under-represented in any of the multi-sample clusters.

Discussion and conclusions

In this paper we have described research aimed at measuring consumers’ food-
related lifestyle in such a way that the results can be compared across nations
or cultures, with a special view to the possible existence of cross-national
segments.

Methodologically, we have shown how the cross-cultural validity of a survey
instrument can be assessed using a LISREL model, and that the instrument we
have employed has acceptable levels of cross-cultural validity. Inspection of
individual item loadings and item reliabilities also showed, however, numerous
details in which the instrument was problematic. While it will be attempted to
perfect the instrument and iron out some of these problems, it may, however, be
assumed that the improvement conceivable is limited, and will be more limited
the broader the range of cultures and nations to which the instrument is
applied. On a priori grounds, one can expect a trade-off between degree of cross-
cultural validity of a survey instrument and the degree of depth and broadness
it applies to the phenomenon under study. Cross-cultural validity, in our
interpretation, assumes that consumers have comparable cognitive categories
and are able to evaluate stimuli along comparable dimensions. Every culture
will, however, have idiosyncratic cognitive categories and dimensions; this is the
core of the concept of culture itself. Therefore, the more cross-culturally valid a
survey instrument, the more aspects idiosyncratic to the cultures under study
will be left out.
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This possible trade-off between cross-cultural validity and depth and compre-
hensiveness of coverage of a particular phenomenon is also related to the level
of abstraction of the phenomenon studied. At the most abstract level of cognitive
categories, ie, the value level, it seems possible to obtain instruments with a
high degree of cross-cultural validity, even across very diverse cultures, as the
research by Schwartz and his associates has demonstrated (Schwartz, 1992). At
the level of concrete objects, perceptions of and preferences for specific products,
and specific actions, cross-cultural validity is probably most difficult to
establish. The food-related lifestyle instrument, with its intermediate level of
abstraction, is probably a good compromise, where a satisfactory degree of cross-
cultural validity can be obtained, while the variables measured still have some
behavioural relevance for consumer behaviour.

Substantially, we have found a quite strong tendency towards cross-national
segments in terms of consumers’ food-related lifestyle. Certain basic types,
certain ways of using food-products to obtain life values, seem to be quite simi-
lar across consumers in the four countries investigated. This result as well has
to be seen on the background of the level of analysis used, however. Adventurous
food consumers in Germany, Denmark and Great Britain do not necessarily
exhibit the same preferences for the same products, because a product that
stimulates creativity and excitement in Germany will not necessarily do so in
Great Britain. Actually, a study by Askegaard and Madsen (1995) showed that,
when European food regions are clustered according to concrete food
preferences and actual use of certain types of products, the analysis mostly
reproduces the existing national boundaries. This is not in contradiction to our
results, which show that, at the more abstract level, considerable similarities
are found.

The implications of our results for food marketers are therefore not that the
same marketing mix, and especially not the same products, can be applied
across countries. Global marketing in this hands-on sense is bound to be diffi-
cult in the food sector for some time to come. However, basic marketing strate-
gies may be the same, and a food producer who settles to serve adventurous food
consumers in one market and develops the necessary skills and competences to
that purpose will be reasonably well-equipped to serve the same segment in
another country. We will therefore close by outlining some implications for food
marketers related to the major segments found.

In all countries, we found consumers who are not interested in food and food
products, though most in Great Britain. Here, 55% take no particular interest
in food and cooking, including 9% totally uninvolved, 27% careless, who are only
interested in new snack products, and 19% conservative food consumers, who
are only interested in cheap traditional products. In Germany, 33% of the
population take no interest in food and cooking: 21% are uninvolved, 11% care-
less. There are 18% uninvolved food consumers in France, together with 16%
moderate, who have some, though rather vague, interest in food. Finally, there
are 11% uninvolved and 23% careless food consumers in Denmark.

From a marketing perspective, consumers who are not very interested in one’s
products pose a difficult problem. The segment descriptions of the uninvolved
consumers suggests a group of people continuously on the move, who find life’s
challenges in other areas than food. Their shopping behaviour will therefore be
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characterised by a low degree of stability, low brand loyalty, and few perceived
differences between various food products. This makes them more susceptible to
price differences, and this appears to be the only obvious possibility for product
differentiation as far as this segment is concerned.

The careless consumers open at least one possibility for product differentiation:
novelty. Careless consumers are very interested in new products – though not
necessarily in the form of new product characteristics, such as healthiness,
taste, or freshness, which these consumers have little interest in. New products
should not require difficult cooking methods, either, because these consumers’
interest in new products does not extend to new and challenging ways of
cooking. Given that, on the whole, food is not particularly important for these
consumers, they are not likely to develop any great loyalty towards brands or
shops. A constant stream of short-lived product variations is probably the best
way of meeting this segment’s needs.

All four countries contain segments with an interested, rational relationship to
food. They constitute about one third of the population in each country: The
rational food consumers constitute 26% of the population in Germany, 35% in
France, and 33% in Great Britain. In Denmark, there were 11% rational food
consumers, plus 20% eco-moderate food consumers, who also exhibit a more
narrow form of rational attitude to food.

The rational food consumers are the ones who will be most receptive to higher-
quality food products in terms of their functional characteristics, ie healthiness,
freshness, and ecology/naturalness. These consumers take a lot of interest in
these characteristics, and actively seek information about them, which makes it
relatively easy to inform them about product improvements. On the other hand,
information about product improvements is necessary, as new products as such
are not highly valued. Quality must also be in relation to price. Furthermore, it
is important that existing cooking traditions are taken into account when
developing new products for these consumers. On the whole, this segment
consists of highly critical consumers.

All four countries also have conservative consumers who use food to create
security: 19% in Great Britain, 18% in Germany, 13% in France, and 11% in Den-
mark can be classified as conservative food consumers. In Great Britain, how-
ever, the number of food consumers with a conservative orientation is actually
larger, since the 33% rational food consumers also value tradition highly.

Food is an important element in conservative consumers’ lives. These con-
sumers therefore put effort into and are interested in shopping for food. They
want predictability and want to avoid change. They undoubtedly have strong
preferences for both food products and shops, and these preferences will be
difficult to overcome through new products or other marketing initiatives.

Finally, there is the segment that uses food and cooking for self-fulfilment,
expressing creativity, and social purposes. The adventurous food consumers, as
we call them, constitute 24% of the population in Germany, 12% in Great
Britain, and 25% in Denmark. In France, we have called these consumers
hedonistic (18%), because their shopping behaviour differs in some respects
from the experimental behaviour exhibited by the adventurous food consumers:
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they stress the hedonistic aspects even more by eating at the expense of more
rational aspects, such as healthiness. However, both segments are interested in
creativity and challenge.

The adventurous food consumer needs to be stimulated to creativity. The more
functional product characteristics, such as healthiness, freshness and ecology/
naturalness are, like price, important, but this is not what distinguishes this
segment from others. Food products must encourage self-fulfilment, creativity,
and social togetherness. The possibility of experimenting in cooking is import-
ant. This segment will be interested in exotic food products, but not exotic pre-
cooked meals.
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