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a b s t r a c t

Food consumption patterns in general and those of meat in particular are constantly changing. These
changes are due to wide-ranging, socio-economic and cultural trends but also to the specific lifestyles
of increasingly diversified groups of consumers. One of the main trends in meat consumption relates
to convenience orientation and meat avoidance. We have used a modified food-related lifestyle (FRL)
framework to analyse the current state of lamb meat consumption in a region of Spain, where this has
steadily decreased over the past few years. We have focused on two aspects of the FRL framework: cook-
ing habits and consumption situations, in order to establish customer convenience orientation. Other
aspects of the FRL, referring to consumers’ perception of quality and shopping methods, together with
various socio-economic features, are used to characterise the convenience profiles of consumers and ana-
lyse their differences. Data were collected by means of a probabilistic stratified postal survey and ana-
lysed with multivariate techniques (Multiple Correspondence Analysis and Cluster Analysis). The
objective was to identify, characterise and compare profiles of lamb meat consumers according to their
convenience orientation. These consumer profiles could be termed traditional, uninvolved, adventurous
and careless. Satisfaction derived from cooking and time spent on cooking, tendency towards eating
out, preference of foreign vs. traditional recipes and for the diversification of meals, were the most impor-
tant factors to distinguish between consumer profiles. Other factors relating to eating out on working
days, the importance placed on planning meals, celebration meals, or a preference for informal dinners,
did not discriminate between consumer profiles. In relation to the perception of intrinsic quality attri-
butes, no differences were observed for the importance placed on fat content and type of animal,
although a fresh appearance and light colour of the meat were more highly valued by traditional consum-
ers. With regard to extrinsic quality attributes, easy cooking was very important for uninvolved consum-
ers. In general, the presence of a quality label, the local origin of the meat and a feeding system based on
pasture or green forages rather than on grains were highly valued by most consumer profiles. In socio-
economical terms, convenience orientation was more related to age, place of residence and level of stud-
ies than to income and gender. The identification of different convenience orientations towards lamb
meat and the associated perceptions of different quality attributes and socio-demographic features
may provide an opportunity for the industry to develop consumer-led products, especially in highly
undifferentiated meat products such as lamb.

� 2012 Elsevier Ltd. All rights reserved.

1. Introduction

Food consumption patterns in general and those of meat in par-
ticular are constantly changing. One of the main trends in meat
consumption relates to convenience orientation and meat avoid-
ance (Grunert, 2006). These changes are due to wide-ranging, so-
cio-economic and cultural trends but also to the specific lifestyles
of increasingly diversified groups of consumers. Lifestyle in market-
ing research refers to ‘‘distinctive modes of living’’ (Lazer, 1963).

Lifestyle measures people’s activities in terms of: how they spend
their time, their interests, and what they place importance on; their
opinions and view of themselves and the world around them; and
some basic characteristics such as their stage in the lifecycle, in-
come, education, and where they live (Plummer, 1974). However,
it has been argued that the above definitions need a better theoret-
ical foundation and that the concept needs to be described and uti-
lised within certain life domains. In food marketing research, works
by Brunsø and Grunert (1995) and Brunsø, Scholderer, and Grunert
(2004) have established the food-related lifestyle (FRL) framework
as a mediator between values and behaviour. For these authors, life-
style is the system of cognitive categories, scripts, and their associ-
ations, which relate a set of products to a set of values (Brunsø &
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Grunert, 1995); in other words, lifestyle is an ‘‘attempt to adapt our
behaviour in such a way that we try to achieve the same basic val-
ues throughout our life’’ (Grunert, 2006). Within this framework, a
food-related lifestyle is composed of five elements or interrelated
aspects: ways of shopping, quality aspects for evaluating food prod-
ucts, cooking methods, consumption situations and purchasing
motives.

Grunert (2006) points to four main future trends in consumer
lifestyles with regard to meat, related to the dimensions of the
FRL method: i) fast and easy shopping vs. shopping in specialised
outlets (ways of shopping), ii) increasing use of extrinsic cues in
quality perception (quality evaluation); iii) the role of concerns
about the meat production process when purchasing (purchasing
motives), and iv) the aforementioned convenience orientation
and meat avoidance (cooking and consumption).

After reviewing various literature definitions of convenience,
Buckley, Cowan, and McCarthy (2007) established that conve-
nience is associated with reducing the input (both in terms of time,
physical energy or mental efforts) required by consumers in food
shopping, preparation, cooking or clearing up after the meal. De-
mand for convenience food has experienced a great increase over
the past few years, mainly due to changes in lifestyles: women’s
participation in the world of work, the increment in single-person
and small households, individualistic and impulsive consumer
behaviour, or lack of cooking interest and skills (de Boer, McCarthy,
Cowan, & Ryan, 2004), together with consumer beliefs in relation
to value for money, health and time-saving.

Following the FRL methodology, segmentation of food markets
according to convenience orientation of consumers was carried
out by de Boer et al. (2004) in Ireland and Buckley et al. (2007)
in the UK. Similar studies include meat substitutes in the Nether-
lands (Hoek, Luning, Stafleu, & de Graaf, 2004), speciality foods in
Great Britain (Wycherley, McCarthy, & Cowan, 2008), functional
foods in Germany (Franz, 2010), processed, readymade meals in
Ireland (Sorenson et al., 2011), or organic and local food consump-
tion in the US. (Nie & Zepeda, 2011). Of particular interest for this
research was the study carried out in 1996 in Spain by Bredhal and
Grunert (1997) who found 5 distinct food-related lifestyles using
this methodological approach.

However, few studies have focussed their attention on con-
sumption, consumer quality perception and market segmentation
of lamb meat in comparison with other meats and meat products.
Bernués et al. (2003a) found four European consumer types accord-
ing to the importance they placed on extrinsic quality attributes of
lamb, such as animal feeding, origin of meat or environmentally-
friendly production methods, and established relationships with
purchasing motives, demand for information and socio-demo-
graphic aspects. Sepúlveda, Maza, and Mantecón (2010) described
three predetermined groups of Spanish lamb consumers according
to their degree of loyalty towards purchasing origin and quality-la-
belled lamb, finding differences in a number of extrinsic and intrin-
sic quality attributes and attitudes towards meat. Other studies
have focused on clustering lamb consumers in different European
countries according to the type of feeding system (Font i Furnols
et al., 2008) or origin of meat, feeding system and price (Font i
Furnols et al., 2011).

We have not found any references for consumption of conve-
nience lamb meat or lamb products, probably due to the fact that
there is little consumption of lamb meat in most regions of Europe.
However, in Aragon (Spain), where this study was carried out, con-
sumption amounted to 6.8 kg per person per year in 2009, which is
well above the Spanish average of 2.7 kg (Sepúlveda et al., 2010);
however, this figure has decreased steadily over the past few years
(7.54 kg per person per year in 2004). This phenomenon is not only
relevant for the local sheep industry, but has wider socio-economic
and environmental consequences. Sheep farming systems occupy

the most marginal areas of Mediterranean Europe, which are
mostly considered as High Nature Value (HNV) farmland (EEA.,
2004). In these areas sheep farming is considered as multifunc-
tional, and thus its economic, environmental and social roles are
equally important for society. However, the number of holdings
and animals has suffered a sharp decline in the last decades in
most European Mediterranean regions (Bernués, Ruiz, Olaizola,
Villalba, & Casasús, 2011).

Differentiation of quality lamb products through consumer-led
development and further segmentation of markets are often
pointed out as a relevant strategy to reverse this situation (Bern-
ués, Olaizola, & Corcoran, 2003b; Sepúlveda et al., 2010). However,
lamb meat has certain particularities derived from its high price, its
characteristic taste (MARM, 2008a), its limited possibilities in
terms of processing and transformation, and the fact that its prep-
aration requires time and it is not very versatile in terms of cook-
ing. These factors determine that lamb meat is increasingly
perceived as a traditional product, mainly consumed in celebra-
tions and social events (MARM, 2008b), and that consumption is
particularly low in young people who normally do not have cook-
ing skills and are not willing to pay high prices (MARM, 2008b).

Thus, convenience is increasingly perceived as a key factor in
processing and marketing any meat product and, in the specific case
of lamb, it is very much linked to the way it is cooked and con-
sumed. We can hence deduce that the future consumption of lamb
meat, or its further substitution by other meats, will depend greatly
on these factors, which constitute two of the elements considered
by the aforementioned FRL (food-related lifestyle) framework.

In this study we have focussed on these two aspects (way of
cooking and eating) to establish the convenience orientation of
consumers. Other dimensions of FRL, such as perception of quality,
shopping habits, and purchasing motives are used to characterise
convenience profiles and to analyse the relevant differences. This
approach fits the model of ‘‘supply, perception and demand’’ of
food quality established by Bernués et al. (2003a) for the segmen-
tation of markets for specific (consumer-led) quality meat prod-
ucts. Within this framework model, the industry can work to
translate lifestyles (i.e. mediators between real behaviour and con-
sumer values) into their commercial strategies by using relevant
intrinsic and extrinsic quality cues and distribution channels.

The objectives of this study were: (i) to identify profiles of lamb
meat consumers according to their convenience orientation, de-
fined by their cooking and eating habits; and (ii) to characterise
these profiles according to their socio-economic features, place of
purchase and their preferences with regard to intrinsic and extrin-
sic quality cues of lamb. A number of recommendations for the
sheep industry are included in the discussion.

2. Methodology

2.1. Study area and sampling procedure

Data was collected through a postal survey to 2000 households
in Aragon (Spain) in August 2007. A postal survey was used be-
cause the questionnaire was lengthy, because lamb is a well-
known traditional product in the study area and because we
wanted respondents to reflect on their answers. The questionnaire
was returned by 346 respondents and 343 of the questionnaires
were found to be valid after checking. The sampling process was
probabilistic stratified by location (municipality) and size of place
of residence (urban, intermediate and rural) to reflect the distribu-
tion of population in Aragon according to official statistics (first
two columns of Table 4). We asked for respondents to be the main
person responsible for purchasing and preparing food in their
home and to define themselves as meat consumers in order to be
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able to respond the questionnaire. The final sample reflected the
main socio-demographic characteristics of the study area for age,
gender and place of residence, in agreement with the data offered
by Gracia (2005) in the same geographical area; however low in-
come and low education segments were slightly underrepresented,
which might imply a certain non-response bias.

2.2. Questionnaire and variables

The closed-response questionnaire comprised different types of
scales to measure responses. Convenience orientation of consum-
ers was collected through the use of dichotomic true–false ques-
tions on ways of cooking and consumption situations (Table 1).
To avoid central tendency bias of responses, a 4-point Likert scale
ranging from ‘‘not important at all’’ (1) to ‘‘very important’’ (4) was
used to collect information on:

– Extrinsic quality attributes: organic production of lamb, quality
label (PGI or similar), origin of the lamb meat (locally produced
in Aragon), ease of cooking, and feeding system (grain vs. pas-
ture-fed).

– Intrinsic quality attributes: fat content, animal age, freshness
appearance, colour and type of animal (suckling lamb vs. light
lamb1).

Dichotomic true/false statements were also used to collect
information about general purchasing habits (or ways of shopping)
for food, including: enjoyment of shopping, attitudes to advertis-
ing, importance of label information, importance of price, prefer-
ence for specialty shops versus supermarkets and shopping list .
Respondents were also asked about the place of purchase (directly
from the breeder, traditional butcher, butcher at supermarket or on
packaged tray at supermarket) and frequency of consumption of
different types of meat and meat products and fish. Finally, certain
socio-demographic characteristics, such as age of respondent,
place of residence, household income, education level, and gender
were also collected (Table 4).

2.3. Data analysis

Firstly we carried out a frequency distribution analysis of the
sample population according to age, place of residence, household
income, education level, and gender. Next, a Multiple Correspon-
dence Analysis (MCA) on the focus variables of Table 4 was per-
formed to identify the main cooking and eating factors or
dimensions. MCA is a method that is able to deal with both qualita-
tive (nominal) and quantitative data that allows large data matrixes
to be analysed; MCA is a weighted principal component analysis of
a contingency table (Greenacre, 1984). Socio-demographic vari-
ables were included in the MCA as supplementary variables. A hier-
archical cluster analysis (using Ward’s method for aggregation and
Euclidian distance), using the co-ordinates of the observations to
the main dimensions obtained from the MCA, was performed to
identify homogeneous groups of respondents according to conve-
nience orientation. The number of clusters was obtained on the ba-
sis of the R2 obtained and the strong increment produced in the
Cubic Criterion of Clustering and PseudoF values (SAS, 1994). Final-
ly, a Kruskall–Wallis test for Likert type variables (extrinsic and
intrinsic quality attributes of lamb meat) and a Chi-square analysis
for nominal variables allowed the resulting groups to be profiled.

3. Results

3.1. Sample characterisation

Cooking and eating characteristics of the whole sample are
shown in Table A1–A5 in annex. More than sixty per cent of
respondents affirmed that they like cooking, mainly older people
with low-medium incomes and low level of educational attain-
ment. Only 11% of respondents eat out regularly because of their
working hours; these tend to be young or middle-aged males who
live in cities and have a medium level of income and a high level
of studies. Eating out at restaurants with family or friends was re-
lated positively with the level of studies and income and inver-
sely with age. Nearly 70% of the sample did not like cooking
foreign recipes, although these were more appreciated by people
with high level of studies in big cities. There was also a relation-
ship between age, place of residence and level of studies and a
liking of changes in meals; older people, people living in rural
areas and those with a low level of studies were more conserva-
tive in this respect than young people. In relation to cooking at
home, nearly 60% of respondents stated that it was a task carried
out by specific members of the family, mostly middle-aged and
older females with a low level of educational attainment. Age
and level of studies were related to an appreciation of traditional

Table 1
Questionnaire on consumer cooking habits and consumption situations, importance
of extrinsic and intrinsic meat attributes and purchasing habits.

Consumer cooking and eating habits1

I like cooking
I normally eat out on working days
I like going to restaurants with friends and family
I like foreign recipes
I like changes in my meals
Everybody cooks at home
Traditional recipes are best
I spend a lot of time cooking
Meal planning is important for family nutrition
I enjoy celebrations with friends or family
My family prefers informal dinners
I only eat meat at restaurants
Importance of meat attributes2

the organic production of lamb
quality labels (PGI or similar)
local production of lambs (in Aragon)
the easiness of cooking
the grain-based lamb feeding system
the pasture-based lamb feeding system
the meat fat content
the lamb age
the appearance of freshness
the meat colour
the type of animal is a suckling lamb
the type of animal is a light lamb

Purchasing habits (ways of shopping)3

Do you enjoy shopping?
Do you pay attention to advertisements?
Is label information important for you?
Is price important for you?
Do you prefer specialist shops rather than supermarkets?
Do you follow a shopping list?
Other questions
Where do you buy meat more often?4

Frequency of consumption of pork, rabbit, lamb, chicken, beef, burgers and
sausages and fish5

1,3True or false response.
24-point Likert scale from not important at all (1) to very important (4).
4Directly from the breeder, traditional butcher, butcher at supermarket or packaged
at supermarket.
5Once or more a week, 2–3 times a month, less than once a month or never.

1 ‘‘Lechal’’ suckling lamb: 45 days old, 10 kg live body weight, milk-fed only.
‘‘Ternasco’’ light lamb’’: 90 days of age, 22-24 kg kg live body weight, fed on milk and
normally finished with grain.
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recipes, with old-age and low to medium-educated people
expressing their preference for traditional ways of cooking. The
perception of people on lot of time spent on cooking was related
to low and medium level of studies, especially in medium or ur-
ban places of residence. Older people with low level of education
enjoyed celebrations with family or friends more (although 80%
of the sample stated that they like celebrations). The perception
of meal planning as important for health and nutrition was high
(90.1% of the sample), and the preference for informal dinners
low (10.8%), but these aspects were not related to any socio-
demographical variables.

3.2. Cooking habits and eating situations

The contribution of the variables to the main dimensions ob-
tained in the MCA, the inertia that can be explained and eigen-
values are shown in Table 2. The concept of inertia in MCA is
analogous to the concept of variance in Principal Component Anal-
ysis, and it is proportional to the Chi-square information. The first 4
dimensions explained 50% of total inertia, i.e. the relative fre-
quency values that can be reconstructed from these dimensions
can reproduce 50% of the total Chi-square value.

The first dimension was defined by the following variable clas-
ses: eat out, like cooking foreign dishes and changes in meals (as

opposed to traditional recipes), and do not only eat meat at restau-
rants. This dimension was associated with young people, not living
in villages, high income, and high level of formal education. The
second dimension was defined by the following variable classes:
do not like cooking, spend little time cooking, traditional recipes
are not the best and do not enjoy having meals with friends or fam-
ily. It was also associated with young people, high income and level
of formal education. The third dimension was defined by the fol-
lowing variable classes: eat at home, one person responsible for
cooking, do not like informal dinners, enjoy having meals with
friends and family and only eat meat at restaurants. Although there
were no socio-economic variables clearly associated with this
dimension, there was a slight trend towards male respondents.
The fourth dimension was defined by the following variable clas-
ses: do not eat out on working days, do not like restaurants (and
do not only eat meat at restaurants), do not think that meal plan-
ning is important for health and nutrition, and do not like informal
dinners. This dimension was slightly associated with low family
income.

3.3. Consumer types based on convenience orientation

Four groups of consumers were obtained from the Cluster anal-
ysis. The description of convenience profiles (clusters) according
to cooking and eating habits and the relationships between them,
and the socio-demographic variables are shown in Tables 3 and 4,
respectively. The first cluster (n = 118, 34.4% of the sample) com-
prises respondents that showed a profile that could be termed
conservative or traditional. They enjoyed cooking and spent time
doing it, but did not like foreign cuisine or changes in their meals
and thought that planning meals was good for family nutrition
and health. This group comprised middle-aged and old people
with low and medium levels of studies, who mostly resided in
small villages. The second cluster (n = 119, 34.7% of the sample)
was defined by respondents who did not like cooking (either tra-
ditional or foreign recipes), did not like changes to meals, nor did
they spend time cooking, although they were aware that planning
meals is important for health. This profile of this group could be
called uninvolved. Young and middle-age males with low incomes
and a high level of educational attainment belonged largely to this
cluster. The third cluster (n = 80, 23.3% of the sample) was charac-
terised by respondents with an open attitude towards innovation.
They liked cooking, restaurants, trying foreign recipes and fre-
quent changes in their meals. Conversely, they thought that tradi-
tional recipes are not always the best, but did not enjoy informal
dinners very much. The profile of this group of respondents could
be defined as adventurous. It mostly comprised young or middle-
aged men with a high level of formal education. Finally, the fourth
cluster was much smaller in size (n = 28, 8.2% of the sample) and
the profile of these respondents could be defined as careless. They
had simple cooking and eating habits, similar to group 1, did not
like going to restaurants but always ordered meat when eating
out, and were totally unconcerned about the relationship between
meal planning and health. They were mostly young men who
lived in cities, tending to have low incomes and a low level of
education.

Regarding place of purchase, more than 67% of the sample
bought lamb meat at the traditional butcher. No significant differ-
ences were observed between convenience profiles. However, tra-
ditional consumers showed a slight tendency towards buying lamb
meat directly from the breeder and uninvolved consumers bought
more packaged meat in supermarkets (Table 4).

There were no significant differences among profiles regarding
frequency of consumption of pork, rabbit, chicken, beef, processed
meat or lamb. For questions on ways of shopping, only price
showed significant differences (P < 0.0015), with a higher

Table 2
Dimensions derived from the multiple correspondence analysis.

Dim 1 Dim 2 Dim 3 Dim 4

Like cooking Yes 0.28 �0.57 �0.17 0.08
No �0.48 0.99 0.29 �0.13

Eat out Yes 0.76 0.45 �1.35 �0.71
No �0.09 �0.06 0.17 0.09

Like going to restaurants Yes 0.30 0.11 0.08 �0.43
No �0.43 �0.15 �0.11 0.63

Like foreign recipes Yes 1.06 0.20 0.30 0.09
No �0.51 �0.10 �0.15 �0.04

I like changes in meals Yes 1.15 0.15 0.24 0.07
No �0.59 �0.08 �0.13 �0.03

Everybody cooks at home Yes 0.23 0.26 �0.74 0.19
No �0.16 �0.18 0.51 �0.13

Traditional recipes are best Yes �0.34 �0.19 �0.14 0.00
No 0.94 0.55 0.39 0.01

Spend a lot of time cooking Yes 0.29 �0.56 �0.16 0.03
No �0.49 0.94 0.28 �0.04

Meal planning is important Yes �0.01 �0.04 �0.01 �0.24
No 0.09 0.39 0.12 2.15

Enjoy celebrations Yes �0.05 �0.23 0.22 �0.11
No 0.20 0.98 �0.95 0.46

Like informal dinners Yes �0.09 0.30 �0.98 �1.12
No 0.01 �0.04 0.12 0.13

Only eat meat at restaurants Yes �1.00 0.01 0.82 �0.97
No 0.03 0.00 �0.03 0.03

Supplementary variables
Age – Young 0.30 0.28 �0.10 �0.07

Middle-aged �0.04 0.02 0.00 0.00
Old people �0.26 �0.34 0.11 0.08

Place – Rural �0.39 0.03 0.04 0.16
Intermediate �0.07 �0.10 �0.06 0.04
Urban 0.20 0.03 0.01 �0.09

Incomes – Less 700 €/month �0.35 �0.47 0.02 0.22
700–1500 €/month �0.12 �0.21 �0.04 0.17
1500–3000 €/month 0.07 0.13 0.05 �0.12
3000 €/month or more 0.22 0.37 �0.09 �0.17

Level of educational attainment-
Low

�0.35 �0.34 0.01 0.12

Medium 0.01 �0.08 0.04 0.01
High 0.31 0.41 �0.06 �0.13

Gender – Male 0.03 0.04 0.12 �0.01
Female �0.06 �0.07 �0.24 0.02

Eigenvalues 0.18 0.13 0.10 0.09
Cumulative % of inertia 17.52 30.52 40.38 49.67

Focus variables with values 6�0.5 and P0.5 and supplementary variables with
values 6�0.2 and P0.2 are bolded.
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importance than average in traditional and uninvolved consumer
profiles.

The next step was to try to outline in greater detail the conve-
nience orientation profiles previously identified, taking into ac-
count the preferences expressed by respondents towards extrinsic
and intrinsic quality attributes of lamb meat (Fig. 1). The most
important attribute for all profiles was the local origin of the meat
whilst organic production was the least important, although signif-
icant differences were observed for both attributes. Uninvolved and
careless profiles displayed lower scores whilst traditional and adven-
turous profiles showed higher scores. A similar pattern was also ob-
served for the quality label. In relation to the choice of the easy
cooking attribute, however, this aspect was more appreciated by

the uninvolved and careless profiles in comparison to the adventur-
ous profile. The pasture-fed attribute was, in general, considered
to be better than the grain-fed attribute. However, there were no
significant differences among profiles, with the exception of careless
consumers who considered the pasture-fed attribute to be compar-
atively less important.

The importance of intrinsic quality attributes is shown in Fig. 2.
In general, all respondents considered that an appearance of fresh-
ness was the most important intrinsic quality attribute of lamb
meat, although there were significant differences among consumer
profiles, with traditional consumers showing greater concerns than
uninvolved ones. Meat colour was the least important attribute in
general, but great differences were also observed among profiles,

Table 4
Socio-economic characteristics and purchasing place preferences of lifestyle-groups of consumers.

n Total (%) Traditional (34.4%) Uninvolved (34.7%) Adventurous (23.3%) Careless (7.6%) P

Age1 – Young 104 30.3 21.2 31.1 38.7 42.3 0.1195
Medium-age 143 41.7 44.9 42.9 38.8 30.8
Old people 96 28.0 33.9 26.0 22.5 26.9

Place2 – Rural 82 23.9 28.8 26.9 11.3 26.9 0.0649
Intermediate 73 21.3 23.7 19.3 20.0 23.1
Urban 188 54.8 47.5 53.8 68.7 50.0

Income – Less 700 €/month 21 6.1 8.5 3.4 5.0 11.5 0.1900
700–1500 €/month 121 35.3 44.1 31.1 23.8 50.0
1500–3000 €/month 157 45.8 36.4 51.3 55.0 34.6
3000 €/month or more 44 12.8 11.0 14.2 16.2 3.9

Studies level3 – Low 106 30.9 39.0 25.2 23.7 42.3 0.0077
Medium 126 36.7 38.1 37.8 31.3 42.3
High 111 32.4 22.9 37.0 45.0 15.4

Gender – Male 225 65.6 56.8 68.1 72.5 73.1 0.0814
Female 118 34.4 43.2 31.9 27.5 26.9

Purchasing place – Breeder 6.7 11.0 4.2 3.8 7.7 0.3471
Butchery 68.5 68.7 67.2 68.7 73.0
Retail in supermarket 12.8 11.0 12.6 15.0 15.3
Packaged in supermarket 12.0 9.3 16.0 12.5 4.0

1Young (<45 years), middle-aged (45–59 years), old (>59 years).
2Rural (<1000 inhabitants), intermediate (1001–10,000), urban (>10,000).
3Low (primary school), medium (secondary school), high (university degree or higher).

Table 3
Cooking and eating habits (%) lifestyle-groups of consumers.

Total (%) Traditional (34.4%) Uninvolved (34.7%) Adventurous (23.3%) Careless (7.6%) P

Like cooking Yes 63.3 91.5 13.5 92.5 73.1 0.0001
No 36.7 8.5 86.5 7.5 26.9

Eat out Yes 11.1 15.3 7.6 12.5 3.9 0.1628
No 88.9 84.7 92.4 87.5 96.1

Like going to restaurants Yes 59.2 51.7 58.0 80.0 34.6 0.0001
No 40.8 48.3 42.0 20.0 65.4

Like foreign recipes Yes 32.7 13.6 21.0 78.7 30.8 0.0001
No 67.3 86.4 79.0 21.3 69.2

I like changes in meals Yes 34.1 9.3 21.0 87.5 42.3 0.0001
No 65.9 90.7 79.0 12.5 57.7

Everybody cooks at home Yes 41.1 52.5 33.6 37.5 34.6 0.0001
No 58.9 47.5 66.4 62.5 65.4

Traditional recipes are best Yes 73.8 95.8 75.6 40.0 69.2 0.0001
No 26.2 4.2 24.4 60.0 34.6

Spend a lot of time cooking Yes 62.7 88.1 18.5 90.0 65.4 0.0001
No 37.3 11.9 81.5 10.0 34.6

Meal planning is important Yes 90.1 99.1 96.6 96.2 0.0 0.0001
No 9.9 0.9 3.4 3.8 100.0

Enjoy celebrations Yes 81.3 82.2 79.0 88.8 65.4 0.0001
No 18.7 17.8 21.0 11.2 34.6

Like informal dinners Yes 10.8 17.8 10.1 5.0 0.0 0.0073
No 89.2 82.2 89.9 95.0 100.0

Only eat meat at restaurants Yes 3.2 2.5 5.9 1.3 0.0 0.1902
No 96.8 97.5 94.1 98.7 100.0
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careless consumers seemed to display much greater concern. Fat-
ness was also a great concern for respondents in general, but there
were no differences among profiles. Another attribute that was
largely appreciated was the ‘‘Ternasco’’ animal type, a light lamb
that is very well known and liked in Aragón, but with no differences
between profiles. Suckling lamb type was more appreciated by tra-
ditional consumers, whereas animal age was valued more by adven-
turous consumers.

4. Discussion

4.1. Convenience orientation and convenience profiles

For the general sample, cooking and eating habits were more re-
lated to age, level of studies and place of residence than to income
and gender. However, as mentioned earlier, some non-response
bias may be associated with low-income and low-education

Fig. 1. Importance of extrinsic quality attributes for convenience orientation of consumers.

Fig. 2. Importance of intrinsic quality attributes for convenience orientation of consumers.
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respondents. A greater proportion of younger respondents liked
eating out and going to restaurants and, in agreement with Bredahl
and Grunert (1997), they also showed a greater liking for changes in
meals. They did not, however, enjoy cooking as much as the other
age groups, as also pointed out by Buckley et al. (2007) in Great Brit-
ain. In relation to level of educational attainment, the respondents
with a higher level of studies ate out more for job reasons; they en-
joyed more foreign recipes and changes in meals, and did not par-
ticularly like or spend time cooking. In agreement with Cullen
and Kingston (2009), urban respondents were more open to
changes in their menus and foreign recipes and ate out and liked
restaurants more than rural respondents.

Apart from these general trends, this study has highlighted the
existence of divergent convenience profiles. A similar study carried
out in 1996 in Spain (Bredahl & Grunert, 1997) found five distinct
food-related lifestyles that were analogous to some of the conve-
nience profiles obtained in our study (conservative/traditional
26%; adventurous 20%, and uninvolved 16%), however the method-
ological approaches employed in the two studies were not the
same. Other recent studies have also found partially analogous seg-
ments in other countries (Buckley, Cowan, McCarthy, & O’Sullivan,
2005; Grunert et al., 2011; Nie & Zepeda, 2011; Ryan, Cowan,
McCarthy, & O’Sullivan, 2002; Wycherley et al., 2008).

The satisfaction derived from cooking and the time spent on
cooking were very high in the traditional and adventurous profiles.
But these two profiles diverged in terms of the preference for for-
eign recipes and diversification of meals (Bredahl & Grunert,
1997) and their preference for eating in restaurants, which was
comparatively much higher amongst adventurous consumers than
traditional ones.

Other eating and cooking habits included in the questionnaire
had a less clear role in discriminating amongst groups. However,
they were very unbalanced in terms of affirmative and negative
answers in the general sample; as other studies also show, most
Spaniards care about food-related health issues, enjoy eating
with family and friends, do not like informal meals (Bredahl &
Grunert, 1997) and buy fresh meat in traditional butchers (Gra-
cia, 2005).

For socio-economic variables, other segmentation studies sup-
port some of the findings in this research. Wycherley et al.
(2008) found that young respondents tended to be more frequent
in uninvolved and careless groups, whereas middle- and old-aged
respondents were more frequent in conservative (traditional)
groups. Nie and Zepeda (2011) and Wycherley et al. (2008) found
that the level of formal education was comparatively high in
adventurous consumers.

4.2. Implications for the meat industry

Processed lamb meat for easier and quicker preparation is a re-
cent development in the Spanish sheep industry (Garrido–Rubio,
Urquizu–Samper, & Vicente–Oliva, 2009). Therefore, the identifica-
tion of different convenience orientations towards lamb meat can
constitute an opportunity for consumer-led product development
and segmentation of markets (Bernués et al., 2003a,b; Bredahl &
Grunert, 1997), especially in highly undifferentiated meat products
such as lamb (Grunert, 2006; Grunert & Valli, 2001). This segmen-
tation could be based on a number of cooking and eating habits
(enjoyment and time devoted to cooking) and preferences (diversi-
fication of diets, novel presentations and recipes), socio-economic
characteristics and quality attributes. In terms of intrinsic quality
attributes, colour and appearance of freshness are still very impor-
tant for more traditional consumers, who are more likely than aver-
age to have a lower educational level, to be older and to live in

villages and small towns; while fat content and type of animal are
highly rated in all groups of consumers and therefore are less rele-
vant when attempting to further segment the market. In terms of
extrinsic quality attributes, convenience (easy-cooking) character-
istics of lamb are key for the uninvolved consumers (the largest
group in the sample), however they do not consider the label
to be important. These consumers are more likely than average to
be young and highly educated, but their income is low and there-
fore incorporating convenience features should not mean higher
prices.

Other extrinsic attributes such as local origin, quality labels or
feeding system do not help to discriminate between the 3 largest
convenience profiles. However, sheep producers and the meat
industry should take into consideration that the feeding system
is considered by some consumers to be a key extrinsic quality
attribute of meat (Bernués et al., 2003a; Sepúlveda, Maza, & Par-
dos, 2011) and that all groups prefer feeding systems based on
pasture and forages rather than cereal-based ones; this is espe-
cially relevant considering the grain-based intensive fattening
systems currently in place. Some authors point to the disconfir-
mation of consumers’ preferences for grain-fed lamb when tasted
in blind conditions (without information) (Font i Furnols et al.,
2011); however, Panea, Carrasco, Ripoll, and Joy (2011) concluded
that the sensory attributes of lamb were not affected by the feed-
ing system and that grazing systems would therefore be a good
alternative to grain systems as the meat had a more favourable
fatty acid profile.

De Boer et al. (2004) found that convenience food (ready-pre-
pared meals and take-away meals) could also be demanded by
other consumers than merely the uninvolved ones, depending
on the type of products and consumption situations. In this re-
spect, adventurous consumers constitute an attractive segment
for the industry, as they account for 23% of the population and
are more likely than average to have high incomes and a high le-
vel of educational attainment. For these consumers, the conve-
nience of lamb products should not focus on easy cooking, but
rather on creative cooking and non-traditional presentations that
incorporate novel/diversified features.

5. Conclusions

The eating and cooking characteristics that have greater poten-
tial to identify different convenience profiles for lamb meat and
meat products are those related to interest in cooking (enjoyment
and time spent) and attitudes towards new recipes and diversified
diets.

Uninvolved and careless differ from traditional and adventur-
ous consumers because they are more receptive to convenience
products, but place less importance on the label or on intrinsic
quality cues in general.

Place of residence, age and level of formal education are more
relevant to segment the lamb meat market for convenience than
gender and income; however incorporating convenience features
to lamb products should not mean much higher prices.
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Table A1
Cooking and eating sample characteristics by age (%).

Total
(%)

Age

Young
(30.3%)

Middle-
aged
41.7%)

Old
people
(28.0%)

P

Like cooking Yes 63.3 54.8 62.2 74.0 0.0184
No 36.7 45.2 37.8 26.0

Eat out Yes 11.1 18.3 10.5 4.2 0.0062
No 88.9 81.7 89.5 95.8

Like going to
restaurants

Yes 59.2 76.0 54.6 47.9 0.0001

No 40.8 24.0 45.4 52.1
Like foreign

recipes
Yes 32.7 37.5 32.9 27.1 0.2911

No 67.3 62.5 67.1 72.9
Like changes in

meals
Yes 34.1 49.0 32.2 20.8 0.0001

No 65.9 51.0 67.8 79.2
Everybody

cooks at
home

Yes 41.1 51.0 37.8 35.4 0.0470

No 58.9 49.0 62.2 64.6
Traditional

recipes are
best

Yes 73.8 65.4 74.1 82.3 0.0249

No 26.2 34.6 25.9 17.7
Spend a lot of

time
cooking

Yes 62.7 63.5 59.4 66.7 0.5166

No 37.3 36.5 40.6 33.3
Meal planning

is important
Yes 90.1 86.5 93.0 89.6 0.2394

No 9.9 13.5 7.0 10.4
Enjoy

celebrations
Yes 81.3 76.0 79.7 89.6 0.0382

No 18.7 24.0 20.3 10.4
Like informal

dinners
Yes 10.8 11.5 11.2 9.4 0.8667

No 89.2 88.5 88.8 90.6
Only eat meat

at
restaurants

Yes 3.2 1.9 0.7 8.3 0.0031

No 96.8 98.1 99.3 91.7

Young (<45 years), middle-aged (45–59 years), old (>59 years).

Table A2
Cooking and eating sample characteristics by place of residence (%).

Total
(%)

Place of residence

Rural
(23.9%)

Intermediate
(21.3%)

Urban
(54.8%)

P

Like cooking Yes 63.3 62.2 64.4 63.3 0.9609
No 36.7 37.8 35.6 36.7

Eat out Yes 11.1 4.9 8.2 14.9 0.0372
No 88.9 95.4 91.8 85.1

Like going to
restaurants

Yes 59.2 46.3 68.5 61.2 0.0141

No 40.8 53.7 31.5 38.8
Like foreign

recipes
Yes 32.7 21.9 27.4 39.4 0.0109

No 67.3 78.1 72.6 60.6
Like changes in

meals
Yes 34.1 15.8 26.0 45.2 0.0001

No 65.9 84.2 74.0 54.8
Everybody

cooks at
home

Yes 41.1 37.8 43.8 41.5 0.7389

No 58.9 62.2 56.2 58.5
Traditional

recipes are
best

Yes 73.8 78.0 78.1 70.2 0.2584

No 26.2 22.0 21.9 29.8
Spend a lot of

time cooking
Yes 62.7 50.0 71.2 64.9 0.0157

No 37.3 50.0 28.8 35.1
Meal planning

is important
Yes 90.1 90.2 86.3 91.5 0.4521

No 9.9 9.8 13.7 8.5
Enjoy

celebrations
Yes 81.3 78.0 79.4 83.5 0.5116

No 18.7 22.0 20.6 16.5
Like informal

dinners
Yes 10.8 7.3 8.2 13.3 0.2519

No 89.2 9.7 91.8 86.7
Only eat meat

at
restaurants

Yes 3.2 4.9 4.1 2.1 0.4416

No 96.8 95.1 95.9 97.9

Rural (<1000 inhabitants), intermediate (1001–10,000), urban (>10,000).

Table A3
Cooking and eating sample characteristics by income (%).

Total (%) Income

1 2 3 4 P

Like cooking Yes 63.3 85.7 71.9 56.0 54.6 0.0039
No 36.7 14.3 28.1 44.0 45.4

Eat out Yes 11.1 0.0 9.9 10.2 22.7 0.0297
No 88.9 100.0 90.1 89.8 77.3

Like going to restaurants Yes 59.2 28.6 44.6 70.1 75.0 0.0001
No 40.8 71.4 55.4 29.9 25.0

Like foreign recipes Yes 32.7 33.3 27.3 34.4 40.9 0.3650
No 67.3 66.7 72.7 65.6 59.1

Like changes in meals Yes 34.1 19.0 29.7 37.6 40.9 0.1802
No 65.9 81.0 70.3 62.4 59.1

Everybody cooks at home Yes 41.1 38.1 33.1 45.9 47.7 0.1340
No 58.9 61.9 66.9 54.1 52.3

Traditional recipes are best Yes 73.8 90.5 77.7 70.7 65.9 0.1043
No 26.2 9.5 22.3 29.3 34.1

Spend a lot of time cooking Yes 62.7 57.1 68.6 61.8 52.3 0.2430
No 37.3 42.9 31.4 38.2 47.7

Meal planning is important Yes 90.1 85.7 88.4 92.4 88.6 0.6082
No 9.9 14.3 11.6 7.6 11.4

Enjoy celebrations Yes 81.3 100.0 80.2 80.9 77.3 0.1430
No 18.7 0.0 19.8 19.1 22.7

Like informal dinners Yes 10.8 23.8 10.7 8.9 11.4 0.2321
No 89.2 76.2 89.3 91.1 88.6

Only eat meat at restaurants Yes 3.2 4.8 3.3 3.2 2.3 0.9616
No 96.8 95.2 96.7 96.8 97.7

(1) Less than 700 €/month, (2) 700–1500 €/month, (3) 1500–3000 €/month, (4) 3000 €/month or more.
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No 58.9 67.0 62.7 46.8

Traditional recipes are best Yes 73.8 84.0 77.8 59.5 0.0001
No 26.2 16.0 22.2 40.5

Spend a lot of time cooking Yes 62.7 65.1 69.8 52.3 0.0167
No 37.3 34.9 30.2 47.7

Meal planning is important Yes 90.1 89.6 88.9 91.9 0.7287
No 9.9 10.4 11.1 8.1
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Low (primary school), medium (secondary school), high (university degree or higher).

Table A5
Cooking and eating sample characteristics by gender (%).

% Gender

Female Male P

Like cooking Yes 63.3 64.0 61.9 0.6967
No 36.7 36.0 38.1

Eat out Yes 11.1 8.0 16.9 0.0121
No 88.9 92.0 83.1

Like going to restaurants Yes 59.2 62.2 53.4 0.1139
No 40.8 37.8 46.6

Like foreign recipes Yes 32.7 34.7 28.8 0.2722
No 67.3 65.3 28.8

Like changes in meals Yes 34.1 36.4 29.7 0.2081
No 65.9 63.6 70.3

Everybody cooks at home Yes 41.1 34.2 54.2 0.0003
No 58.9 65.8 45.8

Traditional recipes are best Yes 73.8 71.1 78.8 0.1235
No 26.2 28.9 21.2

Spend a lot of time cooking Yes 62.7 59.6 68.6 0.0983
No 37.3 40.4 31.4

Meal planning is important Yes 90.1 89.3 91.5 0.5187
No 9.9 10.7 8.5

Enjoy celebrations Yes 81.3 79.6 84.7 0.2411
No 18.7 20.4 15.3

Like informal dinners Yes 10.8 12.0 8.5 0.3174
No 89.2 88.0 91.5

Only eat meat at restaurants Yes 3.2 3.1 3.4 0.8893
No 96.8 97.9 96.6
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