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ȱ

Abstract. This study focuses on two food-related lifestyle consumer segments that were identified as 
high frequency purchasers of convenience foods on the Irish market; the hedonistic and the 
adventurous consumer segments. The objective of this study was to get an understanding of how 
these consumers relate a distinctive attribute of convenience food, i.e. prepared, to obtaining higher 
order values in life. Twenty individual interviews, applying the laddering technique, were conducted 
in summer 2002. Means-end chains were explored for both segments. Results revealed that the 
values attained by the consumption of prepared food were very similar for both segments. However, 
some differences occurred in the motivational cognitive networks leading from the attribute 
�prepared� to the end values. Both segments associated prepared food positively with feeling good 
about themselves & relaxing and family happiness, and negatively with family�s health, wellbeing and 
security. For the hedonistic consumer, consequences preceding the positive values were saving time, 
convenience, flexibility, having a treat, and limiting waste of food. For the adventurous consumer 
prepared foods were viewed as saving time, convenience, flexibility, and variety in the daily meal 
pattern. With respect to family�s health, wellbeing and security, the hedonistic consumer had 
concerns about prepared foods being bad for the family�s weight control, while the adventurous 
consumer had doubts about the quality of ingredients in prepared food.  

Keywords: Food-Related Lifestyle, Convenience Food, Means-End Chains, Laddering Technique. 

ȱ

1. Introduction 

Theȱpreparedȱconsumerȱfoodsȱ(convenienceȱfoods)ȱsectorȱ inȱIrelandȱ isȱaȱsignificantȱpartȱofȱtheȱ
Irishȱeconomy.ȱInȱ2001,ȱ justȱunderȱhalfȱofȱtheȱsector�sȱtotalȱoutputȱwasȱexportedȱforȱaȱvalueȱofȱ
�841ȱmillion,ȱrepresentingȱaȱ12%ȱannualȱincreaseȱ[1].ȱTheȱsector�sȱstrongȱgrowthȱbothȱinȱexportsȱ
andȱinȱtotalȱsalesȱhasȱmadeȱitȱoneȱofȱtheȱfastestȱgrowingȱsectorsȱofȱtheȱfoodȱindustryȱinȱIreland.ȱ
Forȱ theȱpurposeȱofȱgainingȱanȱunderstandingȱofȱwhyȱ Irishȱconsumersȱbuyȱconvenienceȱ food,ȱ
consumerȱ attitudesȱ andȱ beliefsȱ towardsȱ convenienceȱ foodȱwereȱ exploredȱ inȱ 2001,ȱ usingȱ theȱ
FoodȬRelatedȱLifestyleȱinstrumentȱ[2,ȱ3].ȱ

TheȱFoodȬRelatedȱLifestyleȱinstrumentȱwasȱoriginallyȱdevelopedȱbyȱtheȱCentreȱforȱResearchȱonȱ
CustomerȱRelationsȱ inȱ theȱ foodȱsectorȱ (MAPPȱ Instituteȱ inȱDenmark)ȱwithȱ theȱaimȱ toȱsegmentȱ
consumersȱbyȱhowȱtheyȱemployȱfoodȱandȱeatingȱtoȱobtainȱ lifeȱvaluesȱ[4].ȱTheȱ instrumentȱwasȱ
crossȬculturallyȱvalidatedȱwithinȱEuropeȱ[5,ȱ6,ȱ7,ȱ8].ȱTheȱFRLȱinstrumentȱwasȱappliedȱinȱtheȱIrishȱ
marketȱinȱ2001ȱandȱsixȱfoodȬrelatedȱlifestyleȱsegmentsȱwereȱidentified:ȱtheȱhedonisticȱconsumerȱ
(28%),ȱ theȱ conservativeȱ consumerȱ (21%),ȱ theȱ extremelyȱ uninvolvedȱ consumerȱ (16%),ȱ theȱ
enthusiasticȱ consumerȱ (14%),ȱ theȱmoderateȱ consumerȱ (13%)ȱ andȱ theȱ adventurousȱ consumerȱ
(8%)[2].ȱTheseȱ sixȱ segmentsȱwereȱdescribedȱbasedȱonȱ theirȱattitudesȱ towardsȱ foodȱ inȱgeneralȱ
andȱ convenienceȱ food,ȱ specifically.ȱ Theȱ Irishȱ studyȱ alsoȱ examinedȱ perceivedȱ purchaseȱ
behaviourȱ forȱ twentyȬtwoȱ typesȱ ofȱ convenienceȱ foodȱ products.ȱ Theȱ hedonistic,ȱ extremelyȱ
uninvolved,ȱandȱtheȱadventurousȱconsumerȱsegmentsȱwereȱidentifiedȱasȱtheȱsegmentsȱwithȱtheȱ
highestȱ perceivedȱ purchaseȱ behaviourȱ forȱ theseȱ convenienceȱ foodȱ products.ȱ Tableȱ 1ȱ givesȱ aȱ
shortȱdescriptionȱofȱtwoȱofȱtheseȱthreeȱsegments;ȱtheȱhedonisticȱandȱtheȱadventurousȱsegment.ȱ
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Theȱ descriptionsȱ areȱ basedȱ onȱ theirȱ foodȬrelatedȱ lifestylesȱ andȱ theirȱ attitudesȱ towardsȱ
convenienceȱfood.ȱȱ

 Descriptions of the hedonistic and adventurous consumer segments based on 
convenience related issues 

THE HEDONISTIC 
CONSUMER 

Convenience is important to the hedonistic consumer. Product information is not 
overly important to them. Snacking is important to them; they often prefer to 
snack instead of eating a meal. They enjoy eating out and having dinner parties 
with friends at home. They feel they are time pressured and they believe that 
convenience food is good value for money and that it saves time. Importance of 
health and freshness was relatively low compared to other segments. Although 
they do not have a great interest in cooking and do not get much self-fulfillment 
from cooking, they enjoy trying new foods and being innovative in the kitchen. 
Their sense of security with food was slightly under average. The hedonistic 
consumer was ranked the number one purchaser in several of the convenience 
food products and services, such as frozen pizzas, prepared dinners, sauces and 
vegetables. 

 

THE ADVENTUROUS 
CONSUMER 

These consumers are very involved with food. Food represented novelty and a 
way to socialise and develop relationships to these consumers. This segment is 
interested in product information. They are not influenced by advertisements, do 
not make shopping lists and price is not important to them. Health and freshness 
are important qualities. They are very interested in trying new foods as well as 
organic food. This group really enjoys cooking and looking for new ways of 
cooking. These consumers snack less than the average and eating out is very 
much a social event. This segment is less stressed than average. People belonging 
to this group are less likely to experience family breakdown at mealtime. They do 
not believe that convenience foods are healthy. The adventurous consumers were 
not substantial purchasers of many of the store bought convenience foods, such 
as frozen chips, frozen vegetables and prepared sauces. However, they were 
ranked joined number one for prepared dinners. They tended to prefer meals that 
were prepared outside the home, such as home delivery, takeaways, eating in 
restaurants. 

 

Source: Ryan (2002) [2] 

Inȱ2002,ȱfocusȱgroupsȱwereȱconductedȱwithȱtheȱhedonisticȱandȱadventurousȱsegments,ȱforȱwhichȱ
respondentsȱwereȱrecruitedȱusingȱaȱreducedȱversionȱofȱtheȱoriginalȱFRLȱquestionnaireȱ[9].ȱTheȱ
mainȱ aimȱ ofȱ theȱ focusȱ groupsȱ wasȱ toȱ gainȱ aȱ deeperȱ understandingȱ ofȱ highȱ frequencyȱ
convenienceȱfoodȱpurchasers�ȱattitudesȱtowardsȱconvenienceȱfoodȱand,ȱatȱtheȱsameȱtime,ȱtestȱforȱ
theȱ reliabilityȱ ofȱ theȱ reducedȱ questionnaire.ȱ Toȱ addressȱ theȱ latter,ȱ focusȱ groupȱ resultsȱwereȱ
comparedȱtoȱhedonisticȱandȱadventurousȱsegmentȱdescriptionsȱobtainedȱwithȱtheȱoriginalȱFRLȱ
questionnaireȱandȱ resultsȱshowedȱ thatȱ theȱ focusȱgroupȱdescriptionsȱ reflectedȱ reasonablyȱwellȱ
theȱmainȱ characteristicsȱofȱ theȱoriginalȱ segmentȱdescriptionsȱ [9].ȱTheȱ focusȱgroupȱ interviewsȱ
suppliedȱ theȱ currentȱ studyȱwithȱ aȱ listȱ ofȱ convenienceȱ foodȱ productsȱ thatȱwereȱ identifiedȱ asȱ
�mostȱconvenient�ȱbyȱtheȱhedonisticȱandȱadventurousȱconsumerȱinȱtheȱfocusȱgroups.ȱ

1.2 Current study 

Theȱfocusȱofȱtheȱcurrentȱstudyȱisȱonȱexploringȱhedonisticȱandȱadventurousȱconsumers�ȱdeeperȱ
motivationsȱforȱbuyingȱconvenienceȱfoods.ȱItȱwasȱfeltȱthatȱanȱ individualȱapproachȱwouldȱbeȱaȱ
logicalȱ continuationȱ fromȱ theȱ focusȱ groups,ȱ asȱ itȱ wouldȱ allowȱ forȱ deeperȱ probingȱ intoȱ
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consumers�ȱmotivationalȱcognitiveȱstructures.ȱTheȱMeansȬEndȱChainȱTheoryȱ(MEC),ȱusingȱtheȱ
ladderingȱ technique,ȱwasȱ consideredȱmostȱ appropriateȱ forȱ thisȱ purpose,ȱ asȱ itȱwouldȱ aidȱ inȱ
revealingȱ consumers�ȱ cognitiveȱ structuresȱ relatedȱ toȱ convenienceȱ foodȱ purchaseȱ andȱ
consumption.ȱ Theseȱ cognitiveȱ structuresȱ representȱ howȱ consumersȱ relateȱ productȱ attributesȱ
associatedȱwithȱconvenienceȱfoodȱtoȱobtainȱcertainȱvaluesȱinȱlife.ȱInȱthisȱstudyȱweȱwillȱfocusȱonȱ
theȱ laddersȱ originatingȱ fromȱ theȱ attributeȱ prepared.ȱ Preparedȱmayȱ beȱ consideredȱ asȱ theȱmostȱ
distinctiveȱ attributeȱ forȱ convenienceȱ foodsȱ asȱ itȱ isȱhighlightedȱ toȱ beȱ aȱkeyȱ characteristicȱ inȱ aȱ
numberȱofȱdefinitionsȱofȱ convenienceȱ food.ȱAccordingȱ toȱCapps,ȱTedfordȱ andȱHavlicekȱ [10],ȱ
convenienceȱfoodsȱareȱdefinedȱasȱ�fullyȱpreparedȱorȱpartiallyȱpreparedȱfoodȱitemsȱwhereȱsomeȱ
orȱ allȱ ofȱ theȱ preparationȱ time,ȱ culinaryȱ skills,ȱ orȱ energyȱ inputsȱ areȱ providedȱ byȱ theȱ foodȱ
processorȬdistributorȱratherȱthanȱinȱtheȱhomeȬmaker�sȱkitchen�.ȱForbairtȱ[11]ȱdefinesȱthemȱasȱ�allȱ
productsȱwhichȱhaveȱundergoneȱsecondaryȱprocessingȱincludingȱreadyȱmeals,ȱprocessedȱmeats,ȱ
pizzas,ȱpies,ȱsavouryȱproducts,ȱiceȬcreamȱandȱconfectioneryȱproducts,ȱdairyȱdesserts,ȱsoupsȱandȱ
otherȱpreparedȱconsumerȱreadyȱproducts.ȱInȱaȱstudyȱofȱConsumerȱWatchȱ[12],ȱconvenienceȱwasȱ
associatedȱ withȱ reducingȱ theȱ inputȱ requiredȱ fromȱ consumersȱ inȱ eitherȱ foodȱ shopping,ȱ
preparation,ȱcookingȱorȱcleaningȱafterȱtheȱmeal.ȱAccordingȱtoȱIGDȱ[13],ȱconvenienceȱfoodsȱareȱ
increasinglyȱbasedȱaroundȱ�mealȱsolutions�ȱwithȱ�theȱaimȱtoȱmakeȱconsumers�ȱlivesȱeasierȱwhenȱ
choosingȱandȱpreparingȱmeals�.ȱFocusingȱonȱattributesȱotherȱthanȱpreparedȱwouldȱgeneraliseȱtheȱ
researchȱ toȱ characteristicsȱ thatȱ couldȱ beȱ presentȱ inȱ anyȱ typeȱ ofȱ productȱ (notȱ necessarilyȱ
convenienceȱfoods).ȱTheȱobjectiveȱofȱtheȱcurrentȱstudyȱisȱtoȱinvestigateȱwhetherȱorȱnotȱbothȱtheȱ
hedonisticȱandȱadventurousȱsegmentȱhaveȱsimilarȱmotivationalȱcognitiveȱnetworksȱoriginatingȱ
fromȱtheȱattributeȱprepared.ȱȱ

2. Methods 

2.1. Means-End Chain (MEC) theory 

Gutmanȱ [14]ȱ introducedȱ theȱ MeansȬEndȱ Chainȱ (MEC)ȱ theoryȱ toȱ marketingȱ andȱ consumerȱ
research.ȱHisȱ theoryȱwasȱ inspiredȱ byȱ researchȱ fromȱRokeachȱ [15]ȱ andȱYankelovichȱ [16]ȱwhoȱ
showedȱthatȱvaluesȱdirectȱpeople�sȱbehaviourȱinȱallȱaspectsȱofȱtheirȱlives.ȱGutmanȱpositionedȱtheȱ
meansȬendȱ chainȱ theoryȱ asȱ aȱwayȱ toȱ understandȱ consumers�ȱ cognitiveȱ networksȱ relatedȱ toȱ
consumptionȱ behaviour.ȱ Threeȱ importantȱ constructsȱ inȱ theseȱ networksȱ areȱ attributesȱ (A),ȱ
consequencesȱ (C),ȱ andȱvaluesȱ (V).ȱAttributesȱ areȱ concreteȱ (e.g.ȱ colour)ȱorȱ abstractȱ (e.g.ȱ taste)ȱ
productȱcharacteristics.ȱConsequencesȱareȱanyȱresultȱ(functionalȱorȱpsychoȬsocial)ȱtheȱproductȱisȱ
perceivedȱtoȱdeliverȱtoȱtheȱconsumer.ȱValuesȱcanȱbeȱ instrumentalȱorȱterminalȱvalues;ȱterminalȱ
valuesȱ areȱ preferredȱ endȬstatesȱ ofȱ existence,ȱ whileȱ instrumentalȱ valuesȱ areȱ theȱ cognitiveȱ
representationsȱofȱpreferredȱmodesȱofȱbehaviourȱ[17].ȱWalkerȱandȱOlsonȱ[18]ȱsuggestedȱthatȱtheȱ
threeȱlowerȱlevelsȱinȱtheȱmeansȬendȱchainȱ(concreteȱattributes,ȱabstractȱattributes,ȱandȱfunctionalȱ
consequences)ȱ representȱ theȱ productȬknowledgeȱ ofȱ consumersȱwhileȱ theȱ threeȱ higherȱ levelsȱ
(psychoȬsocialȱ consequence,ȱ instrumentalȱvalue,ȱ terminalȱvalue)ȱ representȱ theȱ selfȬknowledgeȱ
ofȱconsumers.ȱTheȱbasicȱstructureȱofȱtheȱmeansȬendȱchainȱmodelȱisȱshownȱinȱFigureȱ1.ȱȱ

ȱ

 
 Basic structure of the Means-End Chain model  

Source: Bech-Larsen et al., 1996, pp1 [4] 



62 

2.2 The laddering technique 

LadderingȱisȱanȱinȬdepth,ȱoneȬonȬoneȱinterviewingȱtechniqueȱusedȱtoȱgainȱanȱunderstandingȱofȱ
howȱconsumersȱviewȱtheȱattributesȱofȱproductsȱtoȱobtainȱhigherȱorderȱvaluesȱinȱlife,ȱfollowingȱ
theȱmeansȬendȱ chainȱ theoryȱ [14].ȱ Ladderingȱ involvesȱ aȱ finelyȱ designedȱ interviewingȱ formatȱ
usingȱprimarilyȱaȱ seriesȱofȱdirectedȱprobes,ȱ typifiedȱbyȱ theȱ �Whyȱ isȱ thatȱ importantȱ toȱyou?�ȱ
question,ȱ withȱ theȱ finalȱ goalȱ ofȱ determiningȱ setsȱ ofȱ linkagesȱ betweenȱ theȱ keyȱ perceptualȱ
elementsȱacrossȱ theȱrangeȱofȱattributes,ȱconsequencesȱandȱvalues.ȱTheseȱassociationȱnetworks,ȱ
orȱ ladders,ȱ representȱ combinationsȱ ofȱ elementsȱ thatȱ serveȱ asȱ theȱ basisȱ forȱ distinguishingȱ
betweenȱconsumersȱperceptualȱorientationsȱorȱdifferentȱproductsȱinȱaȱgivenȱproductȱclassȱ[19].ȱȱ

Twoȱ typesȱofȱ ladderingȱ canȱbeȱdistinguished;ȱ �hard�ȱ ladderingȱandȱ �soft�ȱ laddering.ȱ Inȱ �hard�ȱ
ladderingȱ theȱ interviewerȱ forcesȱ theȱ respondentȱ toȱ answerȱ inȱ sequentialȱ ladders.ȱ Inȱ �soft�ȱ
ladderingȱ theȱmeansȬendȱchainȱ isȱusedȱ toȱ structureȱdataȱ inȱanȱotherwiseȱ freeȬflowingȱnaturalȱ
speechȱ[20].ȱ�Soft�ȱladderingȱisȱbelievedȱtoȱbeȱmoreȱappropriateȱwhenȱtheȱcognitiveȱstructureȱofȱ
theȱrespondentȱisȱexpectedȱtoȱbeȱweak,ȱdueȱtoȱlowȱinvolvementȱwithȱtheȱproductȱ(foodȱproductsȱ
areȱ believedȱ toȱ beȱ lowȱ involvementȱ products)ȱ orȱ whenȱ weȱ doȱ notȱ haveȱ muchȱ previousȱ
knowledgeȱaboutȱrespondents�ȱcognitiveȱcategories.ȱ

2.3 Means-End Chains Theory applied to Irish convenience food consumers 

2.3.1. Recruitment of respondents for individual laddering interviews 

Inȱtotal,ȱtwentyȱindividualȱinterviewsȱwereȱcarriedȱoutȱwithȱtenȱhedonisticȱconsumersȱandȱtenȱ
adventurousȱ consumers.ȱ Consumersȱwereȱ recruitedȱ byȱ aȱmarketȱ researchȱ agencyȱ usingȱ theȱ
reducedȱ FRLȱ questionnaire.ȱ Theȱ onlyȱ twoȱ importantȱ recruitmentȱ criteriaȱ wereȱ segmentȱ
membership,ȱandȱbeingȱtheȱmainȱfoodȱpurchaserȱandȱpreparerȱinȱtheȱhousehold.ȱAllȱinterviewsȱ
wereȱheldȱ inȱCorkȱ inȱsummerȱ2002.ȱTheȱmajorityȱofȱtheȱrespondentsȱwereȱfemaleȱbetweenȱtheȱ
ageȱofȱ25ȱandȱ60ȱyears,ȱwithȱvaryingȱfamilyȱsizesȱandȱemploymentȱstatus.ȱRespondentsȱreceivedȱ
anȱincentiveȱofȱ25ȱeuroȱforȱaȱ1Ȭ1.5ȱhoursȱinterview.ȱAllȱinterviewsȱwereȱtaped.ȱȱ

2.3.2. Elicitation of product attributes 

Theȱfirstȱimportantȱstepȱinȱtheȱladderingȱinterviewsȱwasȱtheȱidentificationȱofȱproductȱattributesȱ
thatȱ areȱ importantȱ toȱ consumers.ȱTheȱ freeȱ sortingȱ techniqueȱwasȱusedȱ asȱ itȱ isȱ recommendedȱ
whenȱ theȱ researcherȱ isȱ interestedȱ inȱ elicitingȱ attributesȱwhichȱ couldȱbeȱusedȱ asȱ theȱbasisȱ forȱ
probingȱfurtherȱintoȱtheȱconsumers�ȱcognitiveȱstructuresȱofȱlowȱinvolvementȱproductsȱ[21].ȱEachȱ
respondentȱ wasȱ presentedȱ withȱ fifteenȱ productsȱ (Tableȱ 2)ȱ thatȱ wereȱ identifiedȱ asȱ �mostȱ
convenient�ȱduringȱtheȱfocusȱgroupȱinterviewsȱ(seeȱintroduction).ȱ

Theȱfifteenȱproductsȱrepresentedȱfiveȱdifferentȱproductȱcategoriesȱwithinȱtheȱbroaderȱcategoryȱ
ofȱ convenienceȱ foods;ȱ vegetables,ȱ starchȱ products,ȱ readyȱ meals,ȱ mealȱ centres,ȱ andȱ mealȱ
preparationȱ aids.ȱ Withinȱ theȱ fiveȱ differentȱ categories,ȱ preparationȱ methodȱ (oven,ȱ hob,ȱ
microwave)ȱ andȱ preservationȱ methodȱ (ambient,ȱ chilled,ȱ frozen)ȱ wereȱ varied.ȱ Variationsȱ inȱ
productȱ category,ȱ preparationȱ method,ȱ andȱ preservationȱ methodȱ wereȱ madeȱ toȱ stimulateȱ
attributeȱ identificationȱ inȱ theȱ elicitationȱ exerciseȱ (discussedȱ inȱ theȱnextȱ section).ȱAllȱproductsȱ
wereȱ presentedȱwithȱ packaging.ȱ Inȱ anȱ attemptȱ toȱminimiseȱ anyȱ responseȱ bias,ȱ aȱ varietyȱ ofȱ
productȱbrandsȱwereȱincludedȱ(includingȱownȱlabels).ȱȱ

Normallyȱinȱaȱfreeȱsortingȱexercise,ȱtheȱrespondentȱisȱaskedȱtoȱgroupȱproducts,ȱwhichȱonȱsomeȱ
importantȱ point(s)ȱ areȱ theȱ same,ȱ andȱ atȱ theȱ sameȱ timeȱ differentȱ fromȱ theȱ productsȱ inȱ otherȱ
groups.ȱHowever,ȱtheȱpilotȱinterviewsȱhighlightedȱthatȱthisȱapproachȱwasȱtooȱcomplicatedȱdueȱ
toȱtheȱnumberȱofȱproductsȱpresented.ȱItȱwasȱthereforeȱdecidedȱtoȱaskȱtheȱrespondentȱtoȱgroupȱ
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theseȱproductsȱ intoȱ threeȱ setsȱbasedȱonȱ frequencyȱofȱpurchase.ȱGroupȱoneȱwasȱproductsȱ thatȱ
wereȱboughtȱoftenȱ(aboutȱonceȱaȱweek)ȱbyȱ theȱrespondent,ȱgroupȱ twoȱwasȱproductsȱ thatȱwereȱ
boughtȱsometimesȱ(aboutȱonceȱorȱtwiceȱaȱmonth),ȱandȱgroupȱthreeȱwasȱproductsȱthatȱwereȱneverȱ
bought.ȱTableȱ2ȱshowsȱtheȱresultsȱofȱthisȱgroupingȱexercise,ȱi.e.ȱtheȱfrequenciesȱofȱpurchaseȱforȱ
allȱproductsȱperȱsegment.ȱTheseȱfrequenciesȱareȱsimilarȱacrossȱsegments,ȱexceptȱforȱreadyȱmeals,ȱ
whichȱ wereȱ moreȱ frequentlyȱ purchasedȱ byȱ theȱ hedonisticȱ consumer.ȱ Afterȱ groupingȱ theȱ
products,ȱtheȱrespondentȱwasȱaskedȱhowȱtheȱproductsȱinȱtheȱgroupsȱwereȱalike,ȱandȱhowȱtheyȱ
differedȱ fromȱ theȱ otherȱ groupsȱ ofȱ productsȱ [21].ȱ Theȱ elicitedȱ attributesȱ wereȱ usedȱ byȱ theȱ
interviewerȱ asȱ aȱ basisȱ toȱ probeȱ furtherȱ upȱ theȱ ladderȱ toȱ elicitȱ allȱ consequencesȱ andȱ valuesȱ
associatedȱwithȱeachȱparticularȱattribute.ȱȱ

 Products used in the elicitation exercise in the laddering interviews and the categories 
they were attributed to in the elicitation exercise. 

Often Sometimes Never 

   Hed Adv Hed Adv Hed Adv 

Beans Tinned H, M 6 8 4 2 0 0 

Peas Frozen H, M 8 8 0 0 2 2 

Stir-fry Fresh/ chilled H, M 3 3 2 5 5 2 

Starch 

Noodles Ambient H 3 5 4 3 3 2 

Pasta Chilled H 9 9 1 1 0 0 

Fresh pasta Chilled H 2 2 3 5 5 3 

Boil-in-the-bag rice Ambient H 9 10 1 0 0 0 

Oven chips Frozen O 4 3 4 6 2 1 

Chicken curry Chilled M, O 3 0 2 6 5 4 

Pizza Frozen O 6 3 3 5 1 1 

Chicken nuggets Frozen O 4 1 5 5 1 4 

Burgers Frozen H, O 1 1 3 4 6 5 

Breaded fish Chilled H, O 4 3 3 5 3 2 

Pasta sauce in sachet Ambient M 6 4 4 5 0 1 

Salad in bowl  Chilled - 8 9 2 1 0 0 

1. All products were presented in their original packaging  
2. H = on the Hob, M = Microwave, O = Oven 

2.3.3 Analysis of laddering data 

Allȱ attributes,ȱ consequences,ȱ andȱ valuesȱwereȱ enteredȱ intoȱ Laddermapȱ andȱ summarisedȱ byȱ
synonyms.ȱ Bothȱ authorsȱ ofȱ thisȱ paperȱ codedȱ theȱ interviewȱ dataȱ (oneȱ authorȱ wasȱ theȱ
interviewer).ȱ Interpretationȱbiasȱ asȱ aȱ resultȱofȱnotȱhavingȱ conductedȱ theȱ interviewsȱ [22]ȱwasȱ
minimisedȱ forȱ theȱ secondȱ author,ȱ asȱ fullȱ transcriptsȱ ofȱ theȱ interviewsȱwereȱ available,ȱ i.e.ȱ allȱ
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contextȱ informationȱwasȱ available.ȱ Theȱ interȬcoderȱ reliabilityȱwasȱ aboutȱ 80%,ȱ i.e.ȱ thereȱwasȱ
aboutȱ80%ȱagreementȱbetweenȱtheȱtwoȱcodersȱonȱtheȱcodingȱofȱtheȱdata.ȱȱ

TheȱanalysisȱofȱladderingȱdataȱwasȱdoneȱbyȱtheȱLaddermapȱsoftwareȱandȱstartsȱwithȱaȱstandardȱ
contentȱanalysisȱprocedureȱinȱwhichȱaȱsummaryȱisȱmadeȱofȱtheȱproductȱattributes,ȱconsequencesȱ
andȱvaluesȱobtainedȱ[23].ȱFollowingȱonȱfromȱthisȱaȱsummaryȱtableȱwasȱconstructedȱrepresentingȱ
theȱnumberȱofȱ connectionsȱbetweenȱ theseȱ elementsȱ (i.e.ȱ theȱ implicationȱmatrix).ȱConnectionsȱ
wereȱthenȱgraphicallyȱrepresentedȱinȱaȱtreeȱdiagram,ȱtermedȱaȱHierarchicalȱValueȱMapȱ(HVM)ȱ
[23].ȱ InȱaȱHVMȱ theȱ thicknessȱofȱ theȱ linesȱ connectingȱ theȱattributes,ȱ consequencesȱandȱvaluesȱ
representsȱtheȱfrequencyȱofȱassociation.ȱȱ

3. Results 

3.1 Attributes, consequences and values 

Theȱcontentȱanalysisȱofȱtheȱ20ȱinterviewsȱresultedȱinȱ556ȱidiosyncraticȱconcepts,ȱbeingȱregisteredȱ
andȱcategorisedȱunderȱ30ȱ labels;ȱ8ȱattributes,ȱ14ȱconsequences,ȱandȱ8ȱvalues.ȱTableȱ3,ȱ4,ȱandȱ5ȱ
showȱtheȱelicitedȱattributes,ȱconsequencesȱandȱvalues,ȱtheȱlevelsȱofȱabstractionȱofȱtheȱattributesȱ
andȱ consequences,ȱ andȱ theȱ numberȱ ofȱ respondentsȱ inȱ eachȱ segmentȱ (andȱ totalȱ numberȱ ofȱ
respondents)ȱ thatȱmentionedȱ theȱ attributes,ȱ consequencesȱ andȱ values,ȱ respectively.ȱ Tableȱ 3ȱ
depictsȱallȱtheȱattributesȱthatȱwereȱmentionedȱbyȱtheȱrespondents.ȱTheȱattributeȱmentionedȱmostȱ
byȱeveryȱrespondentȱwasȱprepared.ȱThisȱfindingȱconfirmedȱtheȱassumptionȱthatȱitȱisȱindeedȱtheȱ
mostȱ distinctiveȱ attributeȱ relatedȱ toȱ convenienceȱ foods.ȱ Theȱ conceptȱ preparedȱ includedȱ allȱ
idiosyncraticȱconceptsȱ thatȱ relatedȱ toȱ theȱ foodȱbeingȱpreparedȱorȱprocessed,ȱe.g.ȱ readyȱmeals,ȱ
readyȱwashedȱsalads,ȱ frozenȱ foods,ȱsnacks.ȱNaturalȱandȱ freshȱwereȱ theȱsecondȱandȱ thirdȱmostȱ
mentionedȱattributes.ȱNaturalȱ includedȱconceptsȱsuchȱasȱ �noȱadditives�,ȱ �rawȱ ingredients�,ȱandȱ
�grownȱinȱtheȱground�.ȱFreshȱrepresentedȱ�freshȱfood�,ȱ�freshȱvegetables�,ȱandȱallȱotherȱtermsȱinȱ
whichȱ theȱ wordȱ freshȱ wasȱ mentioned.ȱ Withȱ respectȱ toȱ theȱ twoȱ consumerȱ segments,ȱ theȱ
attributesȱflavourȱandȱnutritionȱwereȱmentionedȱmoreȱoftenȱbyȱtheȱhedonisticȱconsumerȱthanȱbyȱ
theȱ adventurousȱ consumer,ȱ whileȱ freshȱ wasȱ mentionedȱ moreȱ oftenȱ byȱ theȱ adventurousȱ
consumer.ȱAllȱotherȱattributesȱwereȱmentionedȱwithȱtheȱsameȱfrequencyȱacrossȱsegments.ȱȱ

 Attributes elicited in the laddering interviews 

1 2

Prepared Concrete 10 10 20 

Natural Concrete 9 7 16 

Fresh Concrete 5 8 13 

Flavour Abstract 8 4 12 

Nutritious Concrete 8 4 12 

Fat content Concrete 6 5 11 

Aesthetics Abstract 2 3 5 

Origin Concrete 1 3 4 

1 The number of hedonistic respondents that mentioned this attribute,  
2 The number of adventurous respondents that mentioned this attribute 

Tableȱ 4ȱ showsȱ thatȱ theȱ mostȱ mentionedȱ consequencesȱ areȱ healthiness,ȱ wholesomenessȱ &ȱ
naturalness,ȱ followedȱcloselyȱbyȱ convenience,ȱ eatingȱ enjoymentȱandȱqualityȱofȱ ingredients.ȱToȱgiveȱ
theȱreaderȱanȱ ideaȱaboutȱwhatȱconceptsȱareȱ includedȱ inȱ theȱsummarisingȱ termsȱofȱ theseȱmostȱ



65 

mentionedȱconsequencesȱtheȱfollowingȱexamplesȱareȱgiven.ȱHealthinessȱrepresentsȱconceptsȱsuchȱ
asȱ �itȱ isȱbetterȱforȱyourȱhealth�,ȱandȱ �theyȱareȱhealthyȱ inȱtermsȱofȱvitamins,ȱtoȱnameȱbutȱaȱfew.ȱ
Wholesomenessȱ&ȱnaturalnessȱincludesȱ�theȱfoodȱprovidesȱnutrition�,ȱ�theyȱgiveȱnourishment�,ȱandȱ
�itȱmakesȱaȱfoodȱmoreȱnatural�.ȱConvenienceȱincludesȱ�itȱisȱconvenient�,ȱ�itȱisȱhandy�,ȱorȱ�itȱmakesȱ
thingsȱeasier�.ȱEatingȱenjoymentȱsummarisesȱconceptsȱsuchȱasȱ�forȱenjoymentȱofȱfood�ȱandȱ�makesȱ
eatingȱmoreȱenjoyable�.ȱQualityȱofȱingredientsȱrelatesȱtoȱtheȱ(dis)ȱtrustȱinȱtheȱqualityȱorȱoriginȱofȱ
ingredientsȱ andȱ isȱ thereforeȱ representedȱ byȱ conceptsȱ suchȱ asȱ �Iȱ justȱ don�tȱ trustȱwhereȱ itȱ isȱ
comingȱfrom�,ȱandȱ�Iȱjustȱpreferȱtoȱknowȱwhatȱisȱinȱit�.ȱWithȱrespectȱtoȱdifferencesȱinȱtheȱnumberȱ
ofȱ respondentsȱ thatȱmentionedȱaȱ certainȱconsequenceȱ inȱeachȱconsumerȱsegment;ȱ convenience,ȱ
eatingȱ enjoyment,ȱ weightȱ control,ȱ aȱ treat,ȱ andȱ limitȱ wasteȱ ofȱ foodȱwereȱmentionedȱmoreȱ byȱ theȱ
hedonisticȱ consumerȱ thanȱ theȱadventurousȱ consumer.ȱTheȱadventurousȱ consumerȱmentionedȱ
qualityȱofȱingredientsȱandȱenvironmentalȱconcernsȱmoreȱoftenȱthanȱtheȱhedonisticȱconsumer.ȱȱ

 Consequences elicited in the laddering interviews 

1 2

Healthiness Functional 8 9 17 

Wholesome, naturalness, freshness Functional 10 7 17 

Convenience  Functional 10 6 16 

Eating enjoyment Functional 9 5 14 

Quality of ingredients Functional 6 8 14 

Variety  Functional 5 5 10 

Weight control, physical appearance Functional/psycho-social 7 3 10 

Save time  Functional 5 4 9 

Entertaining guests, socialising Psycho-social 3 5 8 

Treat  Psycho-social 6 2 8 

Flexibility  Psycho-social 3 4 7 

Limit waste of food Functional 5 1 6 

Provide energy  Functional 1 4 5 

Environmental concerns Psycho-social 0 2 2 

1 The number of hedonistic respondents that mentioned this consequence  
2 The number of adventurous respondents that mentioned this consequence 

Tableȱ 5ȱgivesȱ anȱoverviewȱofȱ theȱmostȱ importantȱvaluesȱ forȱ theȱhighȱ frequencyȱ convenienceȱ
foodȱ consumer.ȱFeelȱgoodȱandȱ relaxationȱwasȱmentionedȱbyȱalmostȱallȱ respondentsȱasȱwasȱ theȱ
valueȱFamily�sȱhealth,ȱwellbeingȱandȱsecurity.ȱAllȱotherȱvaluesȱwereȱmentionedȱbyȱlessȱthanȱhalfȱofȱ
theȱrespondents.ȱFeelȱgoodȱandȱrelaxationȱrepresentsȱ�itȱmakesȱyouȱfeelȱgood�,ȱandȱ�itȱgivesȱyouȱ
aȱrelaxedȱfeeling�.ȱFamily�sȱhealth,ȱwellbeingȱandȱsecurityȱsummarisesȱ�Iȱwouldȱespeciallyȱfearȱ
forȱmyȱchildren�sȱhealth�,ȱandȱ�itȱisȱforȱmyȱownȱwellbeingȱandȱtheȱwellbeingȱofȱmyȱfamily�.ȱȱ

Theȱmostȱimportantȱvaluesȱ(threeȱtopȱonesȱinȱTableȱ5)ȱwereȱmentionedȱwithȱtheȱsameȱfrequencyȱ
bothȱsegments.ȱTheȱhedonisticȱconsumerȱmentionedȱactivityȱ&ȱdevelopmentȱmoreȱoften,ȱwhileȱtheȱ
adventurousȱconsumerȱmentionedȱlongȱandȱhealthyȱlifeȱandȱpeaceȱofȱmindȱmoreȱoften.ȱTheȱHVMȱ
ofȱallȱrespondentsȱ(n=20)ȱisȱgivenȱinȱFigureȱ2ȱandȱgivesȱanȱoverviewȱofȱtheȱcognitiveȱassociationsȱ
relatedȱ toȱ convenienceȱ foodȱ consumptionȱ forȱ highȱ frequencyȱ convenienceȱ foodȱ purchasersȱ
(hedonisticȱandȱadventurousȱsegments)ȱinȱIreland.ȱAȱfullȱdiscussionȱofȱthisȱHVMȱwouldȱbeȱtooȱ
extensiveȱ forȱ theȱ scopeȱofȱ thisȱpaperȱasȱ itsȱ focusȱ isȱ toȱdiscussȱconsumers�ȱ cognitiveȱnetworksȱ
originatingȱfromȱtheȱattributeȱprepared.ȱHowever,ȱFigureȱ2ȱgivesȱtheȱreaderȱtheȱopportunityȱtoȱ
appreciateȱtheȱtypeȱofȱrelationshipsȱpresentȱbetweenȱallȱattributes,ȱconsequencesȱandȱvaluesȱofȱ
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allȱrespondents.ȱEachȱattribute,ȱconsequenceȱandȱvalueȱdisplayedȱinȱFigureȱ2ȱwasȱmentionedȱbyȱ
atȱ leastȱ 4ȱ respondentsȱ (cutȬoffȱ pointȱ ofȱ 4ȱwasȱ used).ȱ Theȱ thicknessȱ ofȱ theȱ linesȱ inȱ theȱHVMȱ
representsȱtheȱfrequenciesȱofȱassociation,ȱi.e.ȱaȱthickerȱlineȱmeansȱaȱstrongerȱassociation.ȱȱ

 Values elicited in the laddering interviews 

1 2

Feel good, relaxation 10 9 19 

Family�s health, wellbeing and security 9 9 18 

Self-fulfilment 4 5 9 

Activity, development 6 3 9 

Long and healthy life 3 6 9 

Family happiness  3 4 7 

Peace of mind  0 6 6 

Solidarity with other people 2 3 5 

Responsibility for nature 0 2 2 

1 The number of hedonistic respondents that mentioned this value  
2 The number of adventurous respondents that mentioned this value 
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* �brand� was not discussed as respondents were told not to consider brand names 

 HVM for all respondents (N=20), including all attributes, consequences and values 

3.2 The Hierarchical Value Map for the attribute prepared  

3.2.1 The hedonistic segment 

TheȱHVMȱforȱtheȱhedonisticȱconsumerȱsegmentȱisȱpresentedȱinȱFigureȱ3.ȱFigureȱ3ȱdisplaysȱthoseȱ
linkagesȱ thatȱwereȱmentionedȱbyȱatȱ leastȱ20%ȱofȱ theȱ respondentsȱ (i.e.ȱ cutȬoffȱpointȱofȱ2ȱ forȱaȱ
sampleȱ ofȱ 10ȱ respondents).ȱ Theȱ choiceȱ forȱ aȱ relativelyȱ lowȱ cutȬoffȱ pointȱ isȱ toȱ preventȱmuchȱ
informationȱlossȱwhenȱconstructingȱtheȱHierarchicalȱValueȱMapȱ[22].ȱ

Figureȱ 3ȱ showsȱ thatȱ theȱ hedonisticȱ consumerȱ associatedȱ theȱ attributeȱ preparedȱ withȱ elevenȱ
consequencesȱ andȱ fourȱ values.ȱ Theȱ numbersȱ inȱ theȱ consequence/ȱ valueȱ boxesȱ representȱ theȱ
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numberȱ ofȱ respondentsȱ thatȱ madeȱ aȱ directȱ orȱ indirectȱ associationȱ fromȱ preparedȱ toȱ theȱ
consequence/ȱ valueȱ inȱ question.ȱ Theȱ strongestȱ associationȱwasȱmadeȱ betweenȱ preparedȱ andȱ
convenience.ȱAllȱtenȱrespondentsȱmadeȱthisȱassociation,ȱeitherȱdirectly,ȱorȱindirectlyȱviaȱsaveȱtimeȱ
�withȱthisȱproductȱIȱcanȱprepareȱtheȱdinnerȱveryȱfast�.ȱConvenienceȱwasȱfurtherȱassociatedȱwithȱ
providingȱ flexibility:ȱ �peopleȱoftenȱ callȱ inȱunexpectedlyȱandȱ itȱ isȱniceȱ toȱhaveȱ somethingȱ thatȱ
doesn�tȱneedȱanyȱpreparation�.ȱFinallyȱconvenienceȱ leadȱ toȱattainmentȱofȱ theȱvalueȱ feelȱgoodȱ&ȱ
relaxationȱ�whenȱyouȱcookȱsevenȱdaysȱaȱweekȱ itȱ isȱrelaxingȱ ifȱyouȱdon�tȱhaveȱ toȱcookȱ forȱoneȱ
day�.ȱTheȱvalueȱfeelȱgoodȱ&ȱrelaxationȱwasȱtheȱmostȱimportantȱvalueȱassociatedȱwithȱprepared,ȱasȱ
theȱlinkȱ(eitherȱdirectȱorȱindirect)ȱwasȱmadeȱbyȱ70%ȱofȱallȱhedonisticȱrespondents.ȱȱ

Theȱsecondȱmostȱimportantȱconsequenceȱassociatedȱwithȱpreparedȱwasȱaȱtreat.ȱSixtyȱpercent(60%)ȱ
ofȱallȱhedonisticȱrespondentsȱmadeȱthisȱassociation.ȱTreatȱwasȱlinkedȱwithȱfeelȱgoodȱ&ȱrelaxationȱ
andȱfamilyȱhappiness,ȱindicatingȱthatȱtheȱhedonisticȱconsumerȱoftenȱseesȱpreparedȱfoodsȱasȱaȱtreatȱ
whichȱmakesȱitȱpossibleȱtoȱrelaxȱorȱwhichȱcanȱleadȱtoȱaȱhappyȱfamilyȱinȱwhichȱoneȱknowsȱone�sȱ
childrenȱwillȱenjoyȱit.ȱ
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 Hierarchical Value Map for the attribute prepared (the hedonistic consumer) 

Forȱtheȱhedonisticȱconsumer,ȱtheȱthirdȱmostȱimportantȱconsequenceȱofȱpreparedȱwasȱlimitȱwasteȱofȱ
foodȱ �Iȱ hateȱ buyingȱ loadsȱ ofȱ stuffȱ andȱ seeingȱ thingsȱ goȱ off�.ȱ Forȱ example,ȱ theȱ hedonisticȱ
consumerȱprefersȱtoȱbuyȱaȱsaladȱbowlȱinsteadȱofȱbuyingȱaȱlotȱofȱdifferentȱingredientsȱtoȱmakeȱupȱ
aȱsaladȱasȱtheseȱingredientsȱcouldȱgoȱbadȱandȱconsequentlyȱmayȱhaveȱtoȱbeȱthrownȱaway.ȱLimitȱ
wasteȱofȱfoodȱleadȱtoȱtheȱvalueȱsolidarityȱwithȱotherȱpeople:ȱ�otherȱpeopleȱinȱtheȱworldȱareȱstarving�.ȱȱ

Otherȱconsequencesȱrelatedȱtoȱpreparedȱwereȱweightȱcontrolȱandȱwholesome,ȱnaturalnessȱ&ȱfreshness.ȱ
Bothȱ consequencesȱwereȱ negativelyȱ associatedȱwithȱ prepared.ȱWithȱ respectȱ toȱ weightȱ control,ȱ
respondentsȱ indicatedȱ thatȱ theyȱ thoughtȱpreparedȱmealsȱwereȱoftenȱhighȱ inȱ fat,ȱwhichȱwouldȱ
leadȱtoȱthemȱorȱtheirȱfamilyȱmembersȱputtingȱonȱweight.ȱWeightȱcontrolȱwasȱassociatedȱwithȱtheȱ
valueȱ family�sȱ health,ȱwellbeingȱ andȱ security:ȱ �puttingȱ onȱweightȱ isȱ notȱ goodȱ forȱmyȱ family�sȱ
health�.ȱTheȱvalueȱ family�sȱhealth,ȱwellbeingȱandȱ securityȱwasȱ theȱsecondȱmostȱ importantȱvalueȱ
relatedȱtoȱpreparedȱ(50%ȱofȱtheȱhedonisticȱconsumersȱmadeȱthisȱlink).ȱWithȱrespectȱtoȱwholesome,ȱ
naturalnessȱ&ȱfreshness,ȱpreparedȱfoodsȱwereȱoftenȱassociatedȱwithȱnotȱbeingȱsoȱfresh:ȱ�theȱpreȬ
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preparedȱstirȬfryȱvegetables,ȱtheyȱareȱsittingȱinȱthereȱforȱaȱwhile�.ȱTheseȱconsumersȱassociatedȱ
freshȱfoodȱwithȱgoodȱforȱhealthȱandȱconsequentlyȱlinkedȱlessȱfreshnessȱtoȱlessȱhealthiness.ȱȱ

Consequently,ȱ theȱ hedonisticȱ consumerȱ appearsȱ toȱ beȱ balancingȱ theȱ positiveȱ andȱ negativeȱ
valuesȱwhenȱconsideringȱpreparedȱfoods.ȱ

Threeȱotherȱconsequences,ȱwhichȱdidȱnotȱleadȱtoȱanyȱvalueȱattainmentsȱwere:ȱentertainingȱguestsȱ
&ȱ socialising,ȱ variety,ȱ andȱ eatingȱ enjoyment.ȱ Theȱ hedonisticȱ consumerȱ usesȱ preparedȱ foodsȱ toȱ
socialise,ȱtoȱprovideȱtheȱconsumerȱwithȱsomeȱvarietyȱinȱtheȱdailyȱmeals,ȱandȱtoȱincreaseȱeatingȱ
enjoymentȱ�theȱchildrenȱloveȱprocessedȱmeatȱproductsȱsuchȱasȱchickenȱnuggets�.ȱȱ

3.2.2 The adventurous segment 

TheȱHVMȱforȱtheȱadventurousȱconsumerȱsegmentȱisȱshownȱinȱFigureȱ4,ȱpresentingȱtheȱcognitiveȱ
associationsȱwithȱtheȱattributeȱprepared.ȱTheȱmostȱimportantȱconsequenceȱthatȱtheȱadventurousȱ
consumerȱ associatedȱ toȱ preparedȱ isȱ convenience.ȱ Sixtyȱ percentȱ ofȱ theȱ respondentsȱmadeȱ thisȱ
association.ȱConvenienceȱwasȱrelatedȱtoȱprovidingȱ flexibilityȱandȱsavingȱtime,ȱfinallyȱleadingȱtoȱ
familyȱhappiness.ȱTheȱadventurousȱconsumerȱwouldȱforȱexampleȱbuyȱpreparedȱfoodsȱtoȱreduceȱ
preparation,ȱwhichȱisȱtimeȱsavingȱandȱgivesȱthemȱmoreȱtimeȱtoȱspendȱwithȱtheirȱfamily.ȱOtherȱ
thanȱfamilyȱhappiness,ȱconvenienceȱisȱassociatedȱwithȱtheȱvalueȱfeelȱgoodȱ&ȱrelaxation.ȱThisȱwasȱtheȱ
strongestȱvalueȱassociatedȱwithȱpreparedȱfoodsȱasȱtheȱlinkȱwasȱmadeȱbyȱ60%ȱofȱtheȱadventurousȱ
respondents.ȱAlsoȱtheȱvarietyȱassociatedȱwithȱpreparedȱfoodsȱlinkedȱintoȱvalueȱattainmentȱ feelȱ
goodȱ &ȱ relaxation.ȱ Respondentsȱ wouldȱ buyȱ preparedȱ foodsȱ whenȱ theyȱ wantȱ aȱ breakȱ fromȱ
cookingȱsoȱthatȱtheyȱcanȱbeȱlazyȱandȱrelax.ȱȱ
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Figure 4. Hierarchical Value Map for the attribute prepared (the adventurous consumer) 

Furthermore,ȱpreparedȱwasȱnegativelyȱassociatedȱwithȱ qualityȱ ofȱ ingredients.ȱTheȱadventurousȱ
consumerȱdoesȱnotȱoftenȱtrustȱtheȱqualityȱofȱingredientsȱinȱpreparedȱfoods.ȱAsȱaȱconsequenceȱofȱ
this,ȱ theȱadventurousȱconsumerȱhadȱnoȱpeaceȱofȱmindȱwhenȱhe/sheȱdidȱnotȱknowȱ theȱ typeȱandȱ
originȱofȱingredientsȱinȱtheȱproduct.ȱTheyȱwereȱafraidȱthatȱaȱpreparedȱproductȱ(withȱlowȱqualityȱ
ingredients)ȱmayȱharmȱtheirȱfamily�sȱhealth,ȱwellbeingȱandȱsecurity.ȱȱ
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Anotherȱnegativeȱassociationȱwasȱmadeȱbetweenȱpreparedȱandȱenvironmentalȱconcerns.ȱPreparedȱ
foodȱwasȱ associatedȱwithȱ extraȱpackagingȱ (�Youȱ can�tȱ recycleȱ those�),ȱwhichȱdidȱnotȱgetȱ theȱ
approvalȱofȱtheȱadventurousȱconsumer.ȱTheȱadventurousȱconsumerȱpreferredȱtoȱbuyȱfoodsȱwithȱ
lessȱ packagingȱ �Iȱ goȱ forȱ thingsȱwithȱ lessȱ packagingȱ orȱ lessȱ rigidȱ packaging�ȱ asȱ he/sheȱ feelsȱ
responsibleȱforȱnatureȱ(�Iȱcannotȱabideȱlitter,ȱpeopleȱcanȱmakeȱsoȱmuchȱmoreȱofȱanȱeffort�).ȱȱ

Similarȱ toȱ theȱhedonisticȱ segment,ȱ theȱadventurousȱ segmentȱperceivesȱ themselvesȱ toȱbeȱbothȱ
gainingȱandȱlosingȱfromȱtheȱpurchaseȱandȱconsumptionȱofȱpreparedȱfoods.ȱȱ

4. Discussion and conclusions 

Inȱ thisȱ study,ȱ theȱMeansȬEndȱChainȱ Theoryȱwasȱ usedȱ toȱ exploreȱ theȱmotivationalȱ cognitiveȱ
networksȱofȱtheȱhedonisticȱandȱadventurousȱconsumerȱsegmentsȱinȱrelationȱtoȱtheirȱconvenienceȱ
foodȱconsumptionȱbehaviour.ȱAttributes,ȱconsequences,ȱandȱvaluesȱrelatedȱtoȱconvenienceȱfoodȱ
consumptionȱwereȱrevealedȱusingȱtheȱladderingȱtechnique.ȱTheȱfocusȱofȱthisȱstudyȱwasȱonȱtheȱ
attributeȱ preparedȱ asȱ thisȱ wasȱ assumedȱ toȱ beȱ theȱ mostȱ distinctiveȱ attributeȱ relatedȱ toȱ
convenienceȱ foods.ȱ Theȱ resultsȱ indeedȱ confirmedȱ thatȱ theȱ attributeȱ preparedȱwasȱmentionedȱ
mostȱinȱassociationȱwithȱtheȱsetȱofȱconvenienceȱfoodsȱpresentedȱinȱtheȱelicitationȱexerciseȱatȱtheȱ
startȱ ofȱ theȱ ladderingȱ interviews.ȱ Resultsȱ alsoȱ highlightedȱ thatȱ preparedȱ hadȱ theȱ strongestȱ
associationȱwithȱ theȱ consequenceȱ convenience.ȱThisȱwasȱ theȱ caseȱ forȱ bothȱ theȱ hedonisticȱ andȱ
adventurousȱconsumerȱsegment.ȱȱ

Aȱ comparisonȱofȱ theȱhierarchicalȱvalueȱmapsȱ forȱ theȱ preparedȱ attributeȱofȱ theȱhedonisticȱ andȱ
adventurousȱ segmentȱ highlightedȱ similaritiesȱ butȱ alsoȱ someȱ differencesȱ inȱ theȱmotivationalȱ
cognitiveȱnetworksȱbetweenȱtheȱsegments.ȱȱ

Withȱ respectȱ toȱ theȱ valuesȱ obtainedȱ fromȱ preparedȱ foods,ȱ theseȱ wereȱ veryȱ similarȱ forȱ theȱ
hedonisticȱandȱadventurousȱsegment.ȱBothȱsegmentsȱassociatedȱpreparedȱmostȱwithȱ feelȱgoodȱ&ȱ
relaxation,ȱ followedȱ byȱ family�sȱ health,ȱwellbeingȱ andȱ securityȱ andȱ familyȱ happiness.ȱ Theȱ valuesȱ
solidarityȱwithȱ otherȱ peopleȱ andȱ responsibilityȱ forȱ natureȱ inȱ theȱ contextȱ ofȱ preparedȱ food,ȱwereȱ
uniqueȱforȱtheȱhedonisticȱconsumerȱandȱtheȱadventurousȱconsumerȱrespectively.ȱȱ

Forȱbothȱ segments,ȱ feelȱgoodȱ&ȱ relaxationȱwasȱaȱpositiveȱvalueȱobtainedȱ fromȱpreparedȱ foods.ȱ
However,ȱ someȱ ofȱ theȱ consequencesȱ precedingȱ thisȱ valueȱ differedȱ acrossȱ segments.ȱ Bothȱ
segmentsȱ attainedȱ thisȱ valueȱ viaȱ theȱ consequenceȱ convenience,ȱ i.e.ȱ theȱ handinessȱ andȱ
convenienceȱofȱpreparedȱfoodȱmadeȱitȱpossibleȱforȱbothȱsegmentsȱtoȱrelaxȱandȱfeelȱgood.ȱWithȱ
respectȱ toȱdifferencesȱ inȱvalueȱattainment,ȱ forȱ theȱhedonisticȱ consumer,ȱ theȱ consequenceȱ saveȱ
timeȱplayedȱ aȱ role,ȱwhileȱ theȱ adventurousȱ consumerȱdidȱnotȱ immediatelyȱ associateȱ saveȱ timeȱ
withȱfeelȱgoodȱ&ȱrelaxation.ȱForȱtheȱadventurousȱconsumerȱtheȱvarietyȱaspectȱofȱpreparedȱfoodsȱ
wasȱaȱreasonȱtoȱfeelȱgoodȱ&ȱrelax,ȱasȱtryingȱoutȱnewȱorȱdifferentȱfoodsȱwasȱveryȱpopularȱwithȱtheȱ
adventurousȱconsumerȱ(seeȱTableȱ1ȱinȱtheȱintroduction).ȱForȱtheȱhedonisticȱconsumer,ȱanotherȱ
consequenceȱ leadingȱ toȱ feelingȱgoodȱandȱ relaxationȱwasȱ theȱ factȱ thatȱ theyȱ regardedȱpreparedȱ
foodȱasȱaȱtreat.ȱThisȱsegmentȱalsoȱregardedȱaȱtreatȱasȱbringingȱfamilyȱhappiness.ȱTheȱadventurousȱ
consumerȱdidȱnotȱnecessarilyȱregardȱpreparedȱfoodsȱasȱaȱtreatȱthatȱprovidedȱfamilyȱhappiness,ȱ
butȱ theyȱ consideredȱ flexibilityȱ andȱ savingȱ timeȱ asȱ theȱ mostȱ importantȱ consequencesȱ fromȱ
preparedȱfoodȱtoȱattainȱfamilyȱhappiness.ȱForȱexample,ȱbyȱsavingȱtimeȱonȱfoodȱpreparationȱtheyȱ
couldȱspendȱmoreȱtimeȱwithȱtheirȱchildren,ȱeventuallyȱleadingȱtoȱaȱhappyȱfamily.ȱ

Anotherȱpositiveȱvalueȱforȱtheȱhedonisticȱconsumerȱwasȱsolidarityȱwithȱotherȱpeople,ȱwhichȱwasȱasȱ
aȱ resultȱofȱaȱ limitedȱwasteȱ ofȱ foodȱ associatedȱwithȱpreparedȱ food.ȱTheȱ adventurousȱ consumersȱ
foundȱ themselvesȱ feelingȱ responsibleȱ forȱ natureȱ asȱ theyȱ consideredȱ theȱ excessȱ ofȱ packagingȱ ofȱ
preparedȱfoodsȱbadȱforȱtheȱenvironment.ȱȱ
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Bothȱ segmentsȱ consideredȱ theirȱ family�sȱ health,ȱ wellbeingȱ andȱ securityȱ negativelyȱ affectedȱ byȱ
preparedȱfoods.ȱForȱtheȱhedonisticȱconsumer,ȱthisȱwasȱtheȱcaseȱviaȱtheȱassociationȱofȱpreparedȱ
foodsȱwithȱlosingȱcontrolȱoverȱweightȱandȱphysicalȱappearance.ȱForȱtheȱadventurousȱconsumer,ȱ
thisȱvalueȱwasȱnotȱaffectedȱbyȱworriesȱaboutȱweightȱcontrolȱbutȱbyȱ theȱ lackȱofȱcontrolȱonȱ theȱ
qualityȱ ofȱ ingredientsȱ inȱ preparedȱ foods,ȱwhichȱ leadȱ toȱ lessȱ peaceȱ ofȱmind,ȱ andȱ potentiallyȱ
harmingȱ family�sȱhealth,ȱwellbeingȱandȱsecurity.ȱTheȱhedonisticȱconsumerȱdidȱnotȱmakeȱ theȱ linkȱ
betweenȱpreparedȱfoodȱandȱdistrustȱinȱtheȱqualityȱofȱingredientsȱbutȱexpressedȱlimitedȱfaithȱinȱ
theȱhealthinessȱofȱpreparedȱ food.ȱFurthermore,ȱ theȱhedonisticȱ consumerȱmadeȱmoreȱpositiveȱ
associationsȱwithȱpreparedȱ foodȱ thanȱ theȱadventurousȱconsumer.ȱThisȱcouldȱbeȱexplainedȱbyȱ
theirȱslightlyȱhigherȱinvolvementȱwithȱconvenienceȱfoodȱpurchaseȱandȱconsumptionȱbecause,ȱasȱ
Krugmanȱ (1967)ȱ [24]ȱsuggested,ȱ�aȱconsumer�sȱ involvementȱ inȱaȱproductȱcanȱbeȱmeasuredȱasȱ
theȱ numberȱ ofȱ consciousȱ bridgingȱ experiencesȱ betweenȱ theȱproductȱ andȱ theȱ consumer�sȱ selfȱ
knowledge�.ȱItȱmayȱalsoȱsuggestȱthatȱtheyȱhaveȱaȱmoreȱpositiveȱattitudeȱtowardsȱconvenienceȱ
foodȱ thanȱ theȱ adventurousȱ consumer.ȱ Examplesȱ ofȱ theseȱ moreȱ positiveȱ associationsȱ were:ȱ
consideringȱ preparedȱ foodsȱ asȱ aȱ treat,ȱ enjoyableȱ toȱ eat,ȱ andȱ goodȱ forȱ entertainingȱ guestsȱ&ȱ
socialising.ȱ Allȱ theseȱ associationsȱ couldȱ beȱ consideredȱ hedonisticȱ inȱ nature,ȱ asȱ couldȱ theirȱ
concernȱwithȱweightȱcontrolȱandȱphysicalȱappearance.ȱIfȱweȱlookȱbackȱatȱTableȱ2ȱweȱseeȱthatȱtheȱ
hedonisticȱconsumerȱoftenȱboughtȱreadyȱmealsȱandȱmealȱcentres,ȱmoreȱsoȱthanȱtheȱadventurousȱ
consumer.ȱThisȱfindingȱsupportsȱtheȱideaȱthatȱtheȱhedonisticȱconsumerȱisȱfocusingȱonȱtheȱmoreȱ
�hedonisticȱ traits�ȱ inȱ food,ȱ asȱ readyȱmealsȱ andȱmealȱ centresȱmayȱ beȱ regardedȱ asȱ aȱ treatȱ andȱ
enjoyableȱtoȱeat.ȱȱ

Theȱresultsȱofȱthisȱstudyȱhaveȱgivenȱanȱinsightȱintoȱtheȱmotivationalȱstructuresȱofȱtwoȱsegmentsȱ
ofȱhighȱ frequencyȱconvenienceȱ foodȱpurchasersȱwithȱrespectȱ toȱpurchaseȱandȱconsumptionȱofȱ
preparedȱ (convenience)ȱ food.ȱ Theȱ understandingȱ ofȱ theȱ deeperȱ motivationsȱ ofȱ whyȱ theseȱ
consumersȱ buyȱ orȱ doȱ notȱ buyȱ preparedȱ foodsȱ canȱ aidȱ inȱ productȱ developmentȱ andȱ futureȱ
communicationȱstrategiesȱforȱtheseȱsegments.ȱȱ

Althoughȱtheȱsmallȱsampleȱsizeȱusedȱinȱthisȱresearchȱlimitsȱtheȱusefulnessȱofȱtheȱdataȱforȱsettingȱ
forthȱfutureȱcommunicationȱstrategies,ȱweȱwillȱbrieflyȱpresentȱaȱpossibleȱwayȱtoȱuseȱtheȱresultsȱ
ofȱ thisȱstudyȱ inȱbuildingȱaȱcommunicationȱstrategy.ȱReynoldsȱandȱGutmanȱ [25]ȱproposedȱ theȱ
�MeansȬEndȱ Conceptualisationȱ ofȱ theȱ Componentsȱ ofȱ Advertisingȱ Strategy�ȱ orȱ MECCASȱ
model.ȱ Thisȱ modelȱ offersȱ aȱ frameworkȱ toȱ integrateȱ theȱ consumers�ȱ motivationalȱ cognitiveȱ
structure,ȱ asȱ embeddedȱ inȱ theȱ MeansȬEndȱ Chains,ȱ withȱ communicationȱ strategies.ȱ Theȱ
MECCASȱmodelȱ compromisesȱ elementsȱ ofȱ theȱ communicationȱ strategyȱ correspondingȱwithȱ
eachȱlevelȱofȱtheȱmeansȬendȱchain,ȱasȱillustratedȱatȱtheȱleftȬhandȱsideȱofȱFigureȱ5.ȱInȱorderȱtoȱbeȱ
effective,ȱ theȱcontentȱelementsȱ inȱaȱcommunicationȱmessageȱshouldȱ linkȱproductȱattributesȱ toȱ
consumerȱbenefits,ȱ i.e.ȱconsequences,ȱandȱvaluesȱ inȱaȱcoherentȱandȱcreativeȱmannerȱ [26].ȱTheȱ
rightȬhandȱcolumnsȱinȱFigureȱ5ȱshowȱtheȱMECCASȱrepresentationsȱforȱpossibleȱcommunicationȱ
strategiesȱ forȱpreparedȱ foodsȱ forȱ theȱhedonisticȱ segmentȱ andȱ theȱ adventurousȱ segment.ȱThisȱ
representationȱ isȱ basedȱ onȱ theȱ strongestȱ MECsȱ inȱ theȱ Hierarchicalȱ Valueȱ Mapsȱ forȱ bothȱ
segments,ȱnamelyȱtheȱfeelȱgoodȱ&ȱrelaxationȱvalue.ȱȱ

Anȱeffectiveȱcommunicationȱstrategyȱshouldȱfocusȱonȱtwoȱthings:ȱ1)ȱimprovingȱtheȱstrengthȱofȱ
theȱ positiveȱ laddersȱ (i.e.ȱMECs)ȱ andȱ 2)ȱ reducingȱ theȱ strengthȱ ofȱ theȱ negativeȱ ladders.ȱ Anȱ
exampleȱofȱtheȱformerȱisȱtoȱstrengthenȱtheȱlinksȱbetweenȱtheȱMECȱelementsȱforȱtheȱhedonisticȱ
andȱadventurousȱconsumerȱdepictedȱonȱtheȱrightȱhandȱsideȱofȱFigureȱ5.ȱTheȱlatterȱcanȱbeȱdoneȱ
by,ȱ forȱ example,ȱ attemptingȱ toȱ reduceȱ theȱ distrustȱ inȱ theȱ qualityȱ ofȱ ingredientsȱ forȱ theȱ
adventurousȱconsumer,ȱorȱreducingȱtheȱworriesȱaboutȱweightȱgainȱforȱtheȱhedonisticȱconsumer.ȱ
Aȱcommunicationȱstrategyȱ targetingȱbothȱsegmentsȱatȱ theȱsameȱ timeȱshouldȱ includeȱelementsȱ
thatȱareȱimportantȱtoȱbothȱsegmentsȱ(seeȱFigureȱ2).ȱȱ
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Inȱconclusion,ȱ thisȱstudyȱhighlightsȱ theȱvalueȱofȱ theȱMECȱ inȱgainingȱanȱunderstandingȱofȱ theȱ
motivationalȱcognitiveȱnetworksȱassociatedȱwithȱtheȱpurchaseȱandȱconsumptionȱofȱconvenienceȱ
food.ȱ Furthermore,ȱ theȱ studyȱ highlightsȱ theȱdifferentȱ routesȱ toȱ valueȱ attainmentȱ forȱ theȱ twoȱ
segments.ȱ Thisȱ differenceȱ shouldȱ beȱ appreciatedȱ inȱ communicationȱ strategiesȱ toȱ maximiseȱ
marketȱpenetration.ȱȱ
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