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Introduction
To satisfy the previously proposed aims, this research 

has followed the subsequent methodological procedure. In 
the first place, an exhaustive search of academic scientific 
contributions was carried out around the concept of "food 
values", updating and complementing the contribution of the 
literature reviews published in this field, being particularly 
relevant the works of Lusk & Briggeman [1] and Lusk [2]. This 
process has been carried out through a series of searches 
through the existing database engines on the Internet (Google 
Scholar) and the academic collections of the University of 
Castilla-La Mancha (Discovery EBSCO), where full texts of 
several articles offered by Google Scholar can be accessed. In 
the search strategy, combinations of keywords were used, such 
as: food attributes, food values, grocery retailing, retail stores, 
consumer behavior. All these explorations have allowed us to 
find a varied source of journals dedicated to the study of food 
retailing. 

This filter enabled us to detect the most relevant 
bibliography within this field, so that we obtained a set of 
bibliographic sources where we could perform the systematic  
review of the literature. The exploration of these sources 
allowed us to observe a variety number of journals devoted to 
the study of food marketing. 

Accordingly, this paper is divided in two parts; the first 
part offers a brief review of the relevant literature based on 
the food attributes and values in the context of food purchases, 
which has made possible to identify the key variables 
considered by consumers when making their purchases of 
food in grocery retailing stores; and the second part of this 
paper, consists of an empirical analysis describing the results 
of a consumers survey in order to know the assessment that 
consumers make of such food values and then cover some of 
the gaps in the literature that concern this topic.

This topic has been chosen because of the high importance 
of food purchases and food in general in the life of all people. 
Food’s transcendent importance suffuses all areas of life, 
from the economic to the cultural [3,4]. Unsurprisingly, the 
retail sector that delivers food to consumers is one of the most 
important sectors worldwide [5]. However, this also means 
that the sector is highly competitive; as a result, retailers are 
always searching for competitive advantages in their domain. 
For this reason, retailers are fundamentally interested 
in understanding the relationships between consumers’ 
behaviors and their purchase decisions [6]. Consumer research 
seeks to supply this understanding, but it is undoubtedly 
complicated by the complex nature of the products themselves, 
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how they stimulate at the point of sale, and how consumers 
interact with them during consumption [7,8]. To compound 
matters, the last few decades have seen a remarkable change in 
consumers' purchasing habits and behaviors [6,9] which have 
particularly manifested in the retail domain. 

Due to these changes, numerous researchers have begun 
analyzing the influence of so-called food values on consumers’ 
decisions, rather than focusing squarely on food attributes 
[1], in order to understand the variables that drive consumer 
behavior [10]. In light of this, the present work makes 
two contributions: First, we offer a review of the relevant 
literature regarding the aforementioned shift in consumer 
interest from food attributes to food values. Second, using 
the scale of food values proposed by Lusk & Briggeman [1], 
we analyze the importance of said values in a real purchase 
context. Specifically, our empirical study involved a sample of 
708 consumers who had carried out their food purchases in 
different types of retail formats in Spain.

Method
The systematic review of the literature has shown that 

sociodemographic characteristics are not the only drivers 
of consumers’ food purchase decisions; the attributes of 
food products also play an important role [8,11-13]. Through 
food attributes, sellers can differentiate and position their 
products relative to their competitors [8]. These attributes can 
exert their influence through various roles (e.g., informative, 
communicative, symbolic, etc.); thus operators in the food 
industry want to know how to balance consumers’ expectations 
of these attributes with managerial factors, such as costs and 
logistics [8]. For this reason, the literature has traditionally 
focused strongly on why consumers pay more attention to 
some food attributes instead of others. 

The earliest works published in this field only considered 
the physical characteristics of products [14], particularly 
those that are quantifiable and measurable, such as price. More 
recent research has focused on more subjective attributes such 
as quality [15,16]. This shift is part of a larger trend to study 
food consumption behavior from a psychological perspective 
[10]: Scholars have particularly focused on issues such as 
how individuals detect the taste of food, how they form their 
preferences for some products and attributes over others, as 
well as how and why certain food attributes influence their 
purchasing choices and behaviors [8]. Consequently, the 
consumer has been re-envisioned-from being a solo client 
to a complex and rational person with feelings and thus it 
is necessary to properly understand their needs and how to 
satisfy them [1,8,15,16]. 

In this regard, the work of Lusk & Briggeman [1] is 
particularly relevant. The authors undertook an exhaustive 
review of the literature about traditionally considered food 
attributes, and from that developed a classification of food 
values. In this way, Lusk & Briggeman [1] sought to understand 
how consumers assess these attributes and what impact these 

attributes exert in the purchase decision [8]. Central to Lusk 
& Briggeman’s [1] model is the "Means - End Chain" concept 
proposed by Gutman [17], which captures that consumers 
differentiate elements of food according to their personal 
values. In short, we can understand why consumers prefer a 
particular product over another by considering their most 
important food values.

Based on Lusk & Briggeman’s [1] classification of food 
values, we can establish a set of beliefs about the relative 
importance of the meta-attributes, consequences, desires and 
final states associated with the purchase and consumption 
of food. The authors derived 11 food values that correspond 
to generic attributes, namely: Naturalness (i.e., the extent to 
which the food is produced without modern technologies); 
Taste (i.e., the extent to which the consumption of the food is 
appealing to the senses); Price (i.e., the price that is paid for 
the food); Safety (i.e., the extent to which the consumption of 
food will not cause illness); Convenience (i.e., the ease with 
which food is cooked and/or consumed); Nutrition (i.e., the 
amount and type of fat, protein, vitamins, etc.); Tradition (i.e., 
preserving traditional consumption patterns); Origin (i.e., 
where the agricultural commodities were grown); Fairness 
(i.e., the extent to which all parties involved in the production 
of the food equally benefit); Appearance (i.e., the extent to 
which food looks appealing); and Environmental Impact (i.e., 
the effect of food production on the environment).

At first glance, some of these values seem to be very 
similar to certain food attributes traditionally considered 
in the literature. But as Lusk & Briggeman [1] explain, these 
values represent more abstract concepts that often encompass 
numerous physical attributes at the same time. Importantly, 
both the attributes and the food values have been considered 
variables of great importance due to the influence they exert 
in consumer decision-making and consumption processes; 
Therefore, it can be said that these variables have a decisive 
influence on the consumer when choosing the food they want 
to consume [16,17] .

In order to provide another empirical valuation of Lusk & 
Briggeman [1] and Lusk [2] proposed food values, we applied 
their scale to Spanish consumers in order to understand their 
food values. Specifically, during the month of April 2017, we 
collected 708 online questionnaires from residents of the 
city of Albacete, Spain. The questionnaires were distributed 
among buyers over 18 years old who had previously carried 
out their purchases in the city’s retail stores (hypermarkets, 
supermarkets, discount stores, grocer´s shops and traditional 
food markets). The majority of the respondents (69%) had 
made their last purchase in a supermarket, while only 1% of the 
sample made their last purchase in a traditional food market.

For the questionnaire, we adapted the scales of the food 
value variables from Lusk & Briggeman [1] and Lusk [2]. The 
questions asked respondents to indicate which values they 
considered more and less important when buying food, on an 
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ordinal scale of 1 (lowest) to 5 (highest) points. Afterward, 
we assembled their responses into a consumer database 
and subsequently analyzed their responses using various 
descriptive statistics.

Results
In the following lines the empirical results obtained will be 

presented. Looking at the average of the food values, it appears 
that, in general, consumers place much higher value on the 
hedonic and utilitarian aspects of food (taste, food safety, 
and price) compared to the values related to equity, fairness, 
sustainability, and environmental impact. That said, and taking 
into account the variance, there was great heterogeneity in the 
consumers´. In order to know the most important values for 
different segments of consumers, we proceeded to segment the 
sample of respondents by sex, age and income level. To do this, 
the test of Levene and Anovas were calculated in order to know 
if potential differences for the diverse groups in the variances 
and means might be shown, and if there were significant 
differences in the consumers´ responses.

Considering the segments differentiated by sex (male/
female), women presented a higher average score for all food 
values compared to men, except for the value of convenience. 
This suggests that men generally prefer foods that are less 
complex when it comes to cooking or eating. Both men and 
women rated taste and safety as the first- and second-most 
important values, respectively; likewise, both sexes ranked 
origin and fairness as the least important. Notably, the third-
most important value for men was the price, while women 
paid more attention to the appearance of the food before 
considering the price.

There were several worthwhile findings regarding the age 
segmentation of the sample. The most important food value for 
the youngest segment of the sample (aged between 18 and 33 
years) was taste, followed by the appearance of the food; for the 
older adult consumers (aged 34 and above), food safety was the 
most important value. These results parallel those obtained by 
Roininen et al. [18], who argued that young people are more 
concerned about taste than health relative to their older peers. 
Meanwhile, fairness was the least-important food value for all 
ages of the sample. Origin of the raw materials was the second 
least-important value for all age groups, except those between 
44 and 53 years, for whom the environmental impact was the 
second least-important value.

Some interesting findings also appeared among the 
income level segmentation. Among all income levels, taste and 
safety were the most important food values, while fairness 
and origin were the least appreciated. The one exception to 
this was the segment with an average income between 1,201 
and 1,800 euros), for whom the least-important values were 
fairness, first, and environmental impact, second. Therefore, 
it can be said that "middle class" families exhibit the smallest 
concern for how their consumption impacts the environment. 
Meanwhile, consumers with lower incomes generally treat 

price as the third-most important value, above aspects of 
nutrition, naturalness and appearance, but price becomes 
less important than those values for consumers who receive 
incomes above 1,800euros [19-32].

Conclusion
Nowadays, surviving in the retail sector hinges on 

understanding the consumer-and specifically their behaviors, 
desires and needs. To assist managers in this regard, the 
present work adopted a double aim: First, we reviewed the 
relevant literature about the growing relevance of food values 
in driving consumers’ choices. Second, we identified the most 
important food values among a sample of Spanish consumers 
and analyzed each value’s respective influence over purchase 
decision processes.

Our literature review makes clear that marketing scholars 
have traditionally focused on the physical attributes of foods, 
and almost exclusively on those that are measurable and 
quantifiable, in order to explain why consumers prefer some 
elements over others. Most of the recent research, meanwhile, 
has focused on more abstract or subjective attributes that 
closely relate to people’s general values. This shift accords 
with the paradigm of marketing 3.0, which sees consumers as 
complex human beings with feelings that they seek to satisfy 
through consumption.

For this reason, researchers are increasingly trying to 
explain consumers' buying behaviors through food values 
instead of specific product attributes. In this regard, Lusk & 
Briggeman [1] usefully advanced the field by identifying 11 
food values, which served as the object of study in this work. 
Their proposed values, derived from a review of the literature 
about preferences and human values can be understood as 
a stable set of beliefs within consumers about the relative 
importance of meta-attributes, consequences, and final 
states associated with the food purchase. These values have 
been a fundamental contribution to marketing, providing a 
comprehensive framework for understanding the issues and 
variables that influence consumers’ food choices.

In this work, we sought to determine the relative 
importance that consumers assign to these values in a real 
context. Thus, we analyzed a sample of 708 consumers who 
had previously made purchases in different types of retail 
establishments in Spain in 2017. After applying various 
descriptive statistics to the results, we found that the most 
important values for consumers when making their purchases 
are taste, safety, price and appearance (in that order). In 
general, the least-important value is fairness (i.e., the extent to 
which all parties involved in the production of the food equally 
benefit), followed by the origin of the raw materials and the 
effects of food production on the environment. These empirical 
results suggest that consumers generally follow a hedonic and 
utilitarian inclination, placing relatively less importance on 
fairness, sustainability, and environmental impact.
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Regarding the results obtained through the sample 
segmentation, it is worth noting that women in general have 
presented a higher average than the men in practically all 
values except that which refers to the ease with which a food 
is cooked or consumed, value to which the male sex pays more 
attention when choosing a certain food in the establishment. 
And the female sex pays more attention to the appearance of 
the food before considering the price of the same, the opposite 
occurs with men, who give more importance to the price than 
to the appearance of the food.

On the other hand, younger consumers value more the 
taste and appearance of a food while the more adult public 
shows a greater concern for it safety. And regarding the 
income level segmentation, it could be said that consumers 
with lower incomes, after taste and safety, pay more attention 
to the food price before considering issues related to nutrition, 
naturalness or the extent to which the food is produced without 
modern technologies, or with the appearance of food, being 
these aspects more important than the price for consumers 
who receive higher incomes.

These findings may aid retailers in better understanding 
their consumer segments and adapting their offers in order to 
gain a competitive market position. Likewise, food producers 
would undoubtedly benefit from understanding consumers’ 
most important food values, which allows them to tailor their 
manufacturing to better suit consumers’ needs and desires. 
Marketing managers could, for instance, design campaigns 
that emphasize the overlap between their products and their 
target consumers’ most important food values. It also worth 
noting that, even though a minority of consumers appreciate 
the values of social orientation and environmental awareness, 
these objectives still constitute a worthwhile market 
differentiation. 

In short, this work underscores the key food values that 
future research should utilize. Subsequent studies should 
analyze the influence of food values on non-financial outcomes, 
such as consumer satisfaction, attitude, and behavioral 
loyalty. It would also be interesting to see whether the 
proposed food values can reliably predict consumers’ actual 
purchase behaviors and beliefs, which will help to identify how 
consumers, as a whole, respond to changes in the composition 
of foods.

Some of the limitations of this work are manifested in the 
empirical part of it, so we encourage additional research to 
adopt other statistical methods, such as structural equation 
models, that are more robust and can reveal alternative 
viewpoints.
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