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Healthier food products have entered the global markets with
force in the past few years and have rapidly gained market
shares. The food industry has reacted to this trend by develop-
ing a growing variety of new products with health-related claims
and images. This article, applying factor and cluster analysis,
elicited consumer behavior toward functional foods (FF). Data
were gathered through a quantitative survey conducted on 400
Italian food shoppers. Principal components’ analysis high-
lighted the key role played by the perception of healthiness in
determining shoppers’ attitudes toward FF. Cluster analysis
revealed three groups of respondents with different levels of
confidence, satisfaction, and perceived healthiness of FF. In
addition, demographic characteristics appeared to be only par-
tially correlated with the acceptance of these products, a fact
that confirms previous literature. Findings bring to light interest-
ing market opportunities for policy makers and food companies.
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Introduction

In recent decades, consumer demands in the field of
food production have changed considerably (Giannetti,
Testani, & Recchia, 2009). In particular, functional
foods are a relatively new concept that has emerged as a
result of the recent increasing focus on—and awareness
of—the influence of diet on overall health (Poulsen,
1999). Functional foods (FFs) represent one of the most
interesting areas of research and innovation in the food
industry (Doyon & Labrecque, 2008; Jones & Jew,
2007; Schaafsma & Kok, 2005; Siro, Kapolna, Kapolna,
& Lugasi, 2008).

In order to increase the chances of success in this
market, a food firm cannot afford not to broaden its
knowledge on FF consumer perception, and the cultural,
psychological, and social motivations under which the
consumer behaves (Siro et al., 2008; Urala & Lé&hteen-
maki, 2003). Undeniably, despite the vast interest of the
food industry and the alleged prospect of a bright future
for FFs, few empirical studies of European and Italian
consumer acceptance based on primary data collection
have been reported (e.g., Saba, 2001; Vassallo et al.,
2009). In Europe, FF sales have increased significantly
(Jago, 2009); Germany, France, the United Kingdom,
and the Netherlands represent the most important coun-
tries within the FF market (Makinen-Aakula, 2006).
However, many other European markets are experienc-
ing high growth rates, such as the Netherlands (Maki-
nen-Aakula, 2006) and Spain (Monar, 2007). In
addition, the Euromonitor (2009) forecasted that sales of

FFs would rise moderately from 2005 to 2009 in the
newly emerging markets of Hungary, Poland, and Rus-
sia (Benkouider, 2004). Bredahl (2001) showed that
across European countries, the attitude toward genetic
modification in food production was deeply embedded
in more general attitudes held by consumers, and, in
particular, toward nature and technology. Europeans are
not only suspicious of the safety of novel foods, but are
also critical of the whole process through which food
production becomes increasingly anonymous and dis-
tanced from everyday life (Poppe & Kjearnes, 2003).

Furthermore, demand for FFs within the EU varies
considerably from country to country, mainly due to
food traditions and cultural heritage (Castellini, Cana-
vari, & Pirazzoli, 2002), and in general the interest of
consumers in FFs in central and northern Member States
is higher than in Mediterranean countries (Van Trijp &
van der Lans, 2007). Niva (2000), as well as Makela and
Niva (2002) and Niva and Makela (2007), indicated that
the need for FFs is increasingly questioned in Northern
European countries, hence yielding the conclusion that
consumer acceptance of functional foods cannot be
taken for granted. By contrast, attitudes toward FFs
were more positive in Finnish consumers compared to
consumers in Denmark or the United States (Bech-Lar-
sen & Grunert, 2003).

In Italy, although the FF market does not reach the
size of other countries, the consumption of products in
the functional foods category has increased considerably
in recent years despite the fact that Italy represents a ref-



erence country for the Mediterranean food model (Siro
et al., 2008). Several nationwide surveys have also
shown that Italian families—especially those with chil-
dren—seek quality and healthiness of food products
ahead of price (ACNielsen, 2007) in contrast with the
general decrease in food purchases; at the end of 2007,
30% of families claimed to consume FFs (ISMEA,
2007; Nomisma, 2008).

Method

Consumer acceptance of FFs as part of the daily diet is
widely recognized as a key variable to the success of
these products (Lahteenmaki, Lyly, & Urala, 2007).
Nevertheless, little research attention has been paid to
the factors that influence consumers’ acceptance of FFs
(Bech-Larsen & Scholderer, 2007). Particularly for the
Italian market, empirical studies of consumer attitudes
based on primary data collection (Del Giudice & Pas-
cucci, 2010; Saba, 2001) are few and far between.

Moreover, a common result emerging from a litera-
ture review is that FFs from the consumer’s standpoint
are not perceived as being one homogeneous group
(Urala & Lahteenmadki, 2003). It has thus been con-
cluded (de Jong, Ocke’, Branderhorst, & Friele, 2003)
that the characteristics of FF users cannot be legiti-
mately generalized, given the clear differences between
consumers of different FF products.

Based on the preceding considerations, this article
explores the factors that influence consumer attitudes
toward FFs and verifies the existence of market seg-
ments formed by consumers with similar preferences by
presenting the results of a quantitative survey conducted
on 400 Italian consumers responsible for household
food shopping.

General attitudes® concerning food, nutrition, and
health; consumer awareness and interest in functional
foods; motivation to buy this type of food or to reject it;
and knowledge and beliefs about specific benefits of
foods are analyzed in depth.

For this purpose, factor analysis (maximum likeli-
hood, varimax rotation) was used to group different
variables that affect consumer attitudes toward FFs into
independent subsets (Beardsworth, Haslam, Keil,
Goode, & Sherrat, 1999). Furthermore, in order to iden-

1. Attitude can be defined as a psychological tendency that is
expressed by evaluating a particular entity with some degree
of favor or disfavor (Eagly & Chaiken, 1993). Since attitudes
strongly affect food choice behavior, they can be used to
explain consumers’ food choices (Tuorila, 1997).
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tify groups of consumers with similar attitudes toward
FFs and nutrition, a hierarchical cluster analysis was
performed on factor analysis results.

The current study was conducted in four Italian cit-
ies: Milan, Rome, Bologna, and Naples. For the data
collection, a specific questionnaire was developed and
administered to participants randomly recruited in shop-
ping areas.?

Data generated in this way were submitted to explor-
atory, factor, and cluster analysis. Exploratory analysis
provided a description of the sample interviewed
through frequency analysis, the use of synthetic indica-
tors (trend, means), and the cross tabulation of specific
variables so as to identify the main differences amongst
the consumer groups. Factor analysis verified the exis-
tence of latent factors that summarized consumer atti-
tudes toward FFs, while cluster analysis was applied to
develop a profile of consumers based on their higher or
lower propensity toward FFs.

All analyses were conducted in the SPSS 15.0 statis-
tical analysis program. All respondents were responsible
for food purchasing within their household. This choice
is reflected in the gender distribution with approxi-
mately 34% male and 66% female (see Table 1).
Although this sample is not strictly statistically repre-
sentative, it includes respondents with a wide variety of
socio-demographic backgrounds. Moreover, the distri-
bution of age and education closely match the distribu-
tion in the national population. Analysis of the main
socio-economic variables shows that respondents are
predominantly women (66.6%) and mostly in the 36-45
age group (22.5%). As for the educational level of
respondents, a large number of consumers have a high
school diploma (56.8%) or a bachelor’s degree (30.2%).
The data reveal that most interviewees are married or
cohabit (60.4%), 31.6% of interviewees have children
under the age of 12, and 26.6% have ill family members.
Finally, with regard to occupation, 23% of respondents
are employees, 21% are independent professionals, and
18% are housewives.

2. To determine the sample, a technique of simple random sam-
pling for intermediate proportion was used. Setting 95.5%
(K=2) as a confidence level and fixing the sample error at
5%, 400 personal interviews were carried out (100 per city).
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Table 1. Socio-demographic profile of respondents.

Sample Population*

Gender

Male 33.4 48.0

Female 66.6 52.0
Age

18-25 9.8 8.5

26-35 17.7 17.0

36-45 22.5 19.8

46-55 19.2 17.8

56-65 17.9 16.2

66-75 8.7 9.6
Marital status

Single 27.6 27.8

Married/cohabiting 60.4 62.5**

Separated/divorced 6.9 6.2

Widow(er) 5.1 35
Education

Masters degree 9.6

Bachelors degree 30.2 31.9%**

High school diploma 56.8 57.0%**

Middle school diploma 1.9 n/a

Other 15 n/a
Profession

Employee 23.0 n/a

Self-employed 21.0 n/a

Doctor/paramedic 3.9 n/a

Housewife 185 n/a

Retired 4.8 n/a

Student 12.5 n/a

Trader 4.5 n/a

Unemployed 3.9 n/a

Other 8.7 n/a
Children <12

Yes 31.6

No 68.4
Il family member

Yes 26.6

No 74.4

* [talian National Institute of Statistics data (ISTAT, 2007)

** |talian total married population

*** Eurostat and OECD data (2009) for the population of 25-64
year olds in 2007
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Results

General Attitudes Concerning Food, Nutrition,
and Health

The first part of the questionnaire was designed to
assess the health awareness of respondents and observe
whether and how this is reflected in their food purchas-
ing and consumption habits. In order to analyze the exis-
tence of possible motivations behind possible food
choices, we also ascertained the existence of any spe-
cific needs related to health problems and/or ethical rea-
sons which might lead to greater attention to healthy
living and food safety. About 51% of respondents
claimed to be influenced in their food choice by specific
requirements related primarily to specific medical disor-
ders (overweight: 22%; allergies/intolerances: 8%; heart
problems: 8%; diabetes: 5%), but additional respondents
cited ethical reasons (vegetarian diet: 3%) and sports
(5%). Through a series of specific questions, we sought
to provide an assessment of the degree of healthy eating
habits by asking consumers to indicate the frequency
with which they consume fruits and vegetables, legumes
and cereals, fried foods, soft drinks, snack meals, high-
fat products, white meat, and fish and other seafood.
Similarly, lifestyle was analyzed by asking respondents
how often they watch television and do physical exer-
cise, control their health, whether they consult a nutri-
tionist or if they attend health centers, and if they have a
job that forces them to stay seated for a long time. Out-
comes were analyzed and summarized in an indicator of
health ranging from 1 (very unhealthy) to 5 (very
healthy).

The analysis shows that in most cases (36.4%) the
eating habits of the respondents may be considered
fairly healthy. As for lifestyle, although on average a
healthy style of life prevails (40.7%), a higher incidence
(26.6%) of unhealthy habits is recorded. Overall,
respondents appear aware of the essential role played by
their food choices in determining their health status:
more than 48% strongly agreed with this statement
while only about 2% of respondents did not agree (see
Table 2); in 50% of cases are aware that the consump-
tion of certain foods can result in beneficial effects on
their health. In addition, the interviewees stated they did
not agree at all (14.6%) or slightly agreed (20.6%) with
the statement that it is possible to control their health
status despite their food choices. In contrast, approxi-
mately 10% of respondents stated they controlled their
own health regardless of dietary choices. As shown by
Table 2, in many cases the respondents stated they
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Table 2. Health awareness of the respondents.
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Degree of agreement None A little  Middle Good Strong
My food choices are important in affecting my health. 0.3 1.79 19.7 30.15 48.06
| always choose the healthiest option, although it is more expensive. 5.0 13.2 31.8 20 30.0

Some foods have a beneficial effect on my health. 0.3 2.99 12.8 35.5 48.4

I have control over my health no matter what | eat. 14.6 20.6 31.04 23.8 9.8

I don’t want to give up the foods that I like. 5.4 18 24.2 24.2 28

always preferred the healthier alternative regardless of
price: they preferred the healthiest option always (30%)
and often (20%) compared to conventional products.
Only 5% of consumers said they always chose the con-
ventional food product rather than the healthiest option.
Although respondents revealed a preference for healthy
products (50%), they were not always willing to give up
their favorite foods to improve their health status. In
particular, 28% of consumers were never willing to
forgo their favorite food, compared to 5.4% who often
went without and 18% that claimed to refrain often from
favorite food products. Hence, despite being aware of
the close connection between diet and health, the
respondents are not willing to forgo the pleasure of what
they eat.

Consumer Awareness and Interest in FFs

Taking into account consumer familiarity with FFs, the
research tested the respondents’ level of knowledge of
such products and their purchasing frequency. Data
analysis shows that consumers are not greatly informed
on the concept of FFs. In many cases respondents cre-
ated confusion with light and dietary products (20%), or
FFs were incorrectly associated with food for those who
have specific health problems (16%). Moreover, 24% of
respondents were unable to provide a definition of FFs.

With respect to consumption frequency, 21% of
respondents stated that they had never consumed these
products, while 28% were occasional consumers, fol-
lowed by those reporting a higher frequency of con-
sumption (24%) and those reporting daily consumption
(15%). The lowest absolute incidence (12%) is of those
who stated they had tasted FFs only once. The respon-
dents stated that they had never tasted these products,
mainly because they did not know their properties
(32%) but also because they were doubtful about their
potential benefits (17%) or considered FFs only suitable
for the sick (15%) or simply because they were not
interested in this kind of product (15%).

In order to highlight the influence of socio-demo-
graphic characteristics on frequencies of FF consump-
tion, a cross analysis was performed with the chi-square

test. Consistent with other studies (\erbeke, 2005), gen-
der and age were not significantly associated with the
degree of knowledge and frequencies of FF consump-
tion. Conversely, education, presence of children under
12 years of age, and existence of an ill family member
are variable that were significantly associated with
knowledge (all p<0.05); only presence of an ill family
member was significantly associated with consumption
frequency (p<0.01). With regard to the latter, cross anal-
ysis shows that consumers who have an ill family mem-
ber report a daily consumption of FFs in 68% of cases.
Results show that the main sources from which respon-
dents obtain information are through advertising (28%)
and doctors/nutritionists (20%), followed by word of
mouth (18%), product labels (12%), and television pro-
grams (10%). At the end of the ranking there is the
Internet and the specialized press (7%), while only 5%
of the information is acquired through public informa-
tion campaigns. The sources in which respondents have
most confidence are doctors and public entities, trusted
by 42% and 39% of consumers, respectively, while a
lesser degree of confidence is given to producers
(trusted by 32% of consumers) and product labels
(34%). As the respondents place greater inherent trust in
the sources from which they receive the least amount of
information, this would indicate that such sources need
to be strengthened. Finally, we asked interviewees to
express their opinion on the need to improve the current
level of information and also indicate possible ways to
do so by giving them several options. Almost all of the
consumers (94.6%) would like more information; some
consumers consider it necessary to implement informa-
tion campaigns and increase public education (23%) and
improve descriptions on nutritional labels (25.5%). In
addition, some consumers (22.2%) would find it benefi-
cial to introduce a logo or symbol that might draw atten-
tion to the health benefits of the food product.
Subsequently, the analysis focused on consumers
who eat FFs and assessed their degree of familiarity
with several products. To this end, respondents were
shown eight different functional products and were
asked to express their opinion on a five-point scale: 1= |
do not recognize this product and 5= | use this product
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Figure 1. Degree of familiarity toward different FFs.

frequently (Figure 1). Our analysis highlighted that the
least recognized FFs were a spread with added calcium
(36%) and low-cholesterol butter (28%); the vast major-
ity of respondents stated that they knew the energy
drink, ready-to-drink beverage, and enriched milk but
never tried these products. Conversely, we found that
the most commonly consumed products were enriched
cereals, probiotic yogurts, and vitamin juices.

Consumer Attitudes Toward FFs

Besides socio-demographics, attitude or beliefs have
been demonstrated to explain many of the variations in
consumer decision-making toward FFs (Verbeke, 2005).
Through principal components analysis, we sought to
verify the existence of latent factors that summarized
consumer attitudes toward FFs in a smaller set of under-
lying dimensions that explain the inter-relations
amongst an original, large set of metric variables. For
this purpose, 24 FF-related statements were formulated
based on the aspects found in previous FF studies: taste,
pleasure, security, and familiarity (Del Giudice & Pas-
cucci, 2010; Poulsen, 1999; Urala & La&hteenméki,
2003, 2007; Verbeke, 2005, 2006). For each statement,
respondents expressed their level of agreement on a
five-point scale in which 1 = | strongly disagree and 5 =
| strongly agree.

The variables to submit to factorial reduction were
chosen on the basis of the analysis of the correlations
existing among the original variables (verified using
Bartlett’s test for sphericity), while the factors were cho-
sen on the basis of the eigenvalue criterion, as well as
consideration of the cumulative variance explained by
the factors taken together. Principal components analy-
sis with the varimax rotation method® revealed the exis-
tence of three factors, which together explain 64.7% of
the original variance. Table 3 presents the matrix of
rotated components.

The first factor summarizes eight variables related to
the perception of healthiness of FFs and explains 27.8%
of the variance after varimax rotation. As shown in
Table 3, this factor includes several statements that ver-
ify the respondents’ opinions about the potential bene-
fits associated with the consumption of FFs. Upon
analyzing the mean scores in Table 3, it is clear that the
main focus of this dimension is that using FFs improves
one’s health and promotes personal well-being. There-
fore, respondents consider these products as foods that

3. Varimax rotation (Kaiser, 1958) is an orthogonal rotation and
tries to change the factor loadings in order to maximize the
variance between the factor loadings for each factor. This
type of rotation transforms the axes so that, for each factor,
there are a few variables with high factor loadings, and sev-
eral variables have factor loadings near zero or negligible.
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Table 3. Matrix of rotated components.
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Variables

FFs are likely to have a beneficial impact on my personal
health.

FFs can repair the damage caused by an unhealthy diet.

FFs are intended only for those who have health
problems.

FFs promote my well-being.
Consuming FFs improves my state of health.
| can prevent disease by eating FFs regularly.

Functional foods make it easier to follow a healthy
lifestyle.

FFs contain unnatural substances.

FFs are more expensive than conventional.
It is not easy to find these products.

The range of FFs on the market is limited.

It's difficult to distinguish functional from conventional
foods.

| enjoy eating FFs.

FFs taste worse than conventional foods.

The information on the label is difficult to understand.
FFs are simply a passing fad.

FFs are completely unnecessary.

The safety of FFs has been very thoroughly studied.
For a healthy person it is pointless to use FFs.

FFs are top science-based products.

| fear that FFs may have side effects.

I'm cautious about the consumption of FFs.

I do not believe FF properties.

FFs are completely safe.

If used in excess, FFs can be harmful to health.

| trust the information given about health effects.
Eigenvalue

Variance %

Total variance %

Factors
Perceived

Mean healthiness Confidence Satisfaction Com*
3.6 0.835 -0.038 -0.134 0.740
3.2 0.777 -0.045 -0.134 0.590
2.1 -0.472 0.044 -0.143 0.696
4.1 0.893 0.113 0.584 0.665
3.8 0.653 0.231 0.598 0.767
3.2 0.384 0.166 -0.069 0.757
3.3 0.301 0.251 -0.014 0.625

2.4 -0.289 0.057 0.231
4.2 -0.259 0.291 0.840 0.686
3.8 0.179 0.239 0.534 0.652
4.1 0.204 -0.143 0.508 0.711
3.6 0.162 0.107 0.421 0.709
34 0.231 0.037 0.281 0.643
2.8 0.332 0.204 -0.130 0.790

4.2 0.214 0.012 0.322
2.6 0.125 0.133 -0.131 0.810
2.0 -0.374 0.173 -0.143 0.851
3.4 -0.184 0.809 0.139 0.854
2.4 -0.288 -0.596 0.006 0.832
3.8 0.847 -0.311 0.004 0.534
3.2 0.203 0.535 -0.102 0.722
2.8 0.018 -0.133 0.069 0.697
2.3 0.042 -0.104 0.067 0.668
3.2 0.062 0.566 0.432 0.526
3.7 -0.111 -0.265 0.389 0.762
2.4 -0.152 0.633 0.209 0.645
4.574 2.970 1.3900 0.646

27.800 21.400 15.500

27.800 49.200 64.700

* Extraction communalities are estimates of the variance in each variable accounted for by the factors (or components) in the factor

solution.

make it easier to follow a healthy lifestyle and prevent
diseases. An interesting aspect to highlight is the nega-
tive correlation with statements such as ‘FFs are
intended only for those who have health problems’ and
‘FFs contain unnatural substances,” which probably
indicates that respondents perceive these products as
part of their daily diet.

The second factor contains nine items that describe
consumers’ confidence in FFs and explains 21.4% of the

variance. This factor describes individuals’ trust in the
safety of FFs and how far they believe the scientific
basis of the information related to the health effects.
What emerges from this factor is that respondents, while
considering FFs to be top science-based products and
safe, are suspicious toward possible harmful effects of
FFs, mostly if they are extensively used. It is also worth
pointing out that from analyzing the average scores
assigned to the variables included in this factor, it is
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Table 4. Factor mean scores between clusters.
Clusterl Cluster2 Cluster3

34% 26% 40% F tests
Perceived 0.726 0.218 -0.349 72.230
healthiness
Confidence 0.326 -0.632 -0.135 56.328
Satisfaction 0.521 0.298 -0.232 37.547

apparent that consumers are wary of the information
provided on their health effects.

The third factor contains nine statements and
describes the degree of consumers’ satisfaction of FFs.
This factor, which explains 15.5% of the original vari-
ance, includes statements that specifically reflect strictly
personal feelings and judgments of the consumer with
particular reference to the taste, price, and market avail-
ability of FFs. Interesting aspects that also emerge from
the analysis of the mean scores of the statements
included in this factor are that the respondents do not
consider FF products completely useless or a passing
fad, and they do not perceive these products less tasty
than conventional. Nevertheless, they consider FFs as
more expensive than conventional products, consider
FFs not easy to find in the main food shopping outlets,
and consider the current available product range quite
limited. Moreover, respondents state that there are some
difficulties in distinguishing functional from conven-
tional products, noting the complexity of the informa-
tion contained on the label. Consequently, high cost,
scant availability, and limited range can be considered
the main obstacles to purchasing these products. Based
on the previously described three factors, a cluster anal-
ysis was created to verify the existence of homogeneous
groups of consumers with different propensities toward
FFs (Ares & Gambaro, 2007; Cox, Evans, & Lease,
2008; Hailu, Boecker, Henson, & Cranfield, 2009; Her-
ath, Cranfield, & Henson, 2008). Anova analysis was
performed to compare means between factors and sev-
eral different variables, as well as personal motivations
and socio-demographic aspects. The existence of differ-
ences between the clusters was evaluated using the chi-
square statistical test. Using Euclidean distances and
Ward’s aggregation method, three clusters were identi-
fied. The results of the hierarchical cluster analysis per-
formed on the factor are shown in Table 4.

Cluster 1 is composed of 136 consumers (34% of the
sample); Cluster 2 groups 104 individuals (26%), and
Cluster 3 includes 160 respondents (40%). Highly sig-
nificant differences were found between cluster ratings
and the three factors; the highest difference was found
related to the perceived healthiness of FFs.
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Figure 2. Cluster centers.

Individuals of Cluster 1 showed the highest level of
perceived healthiness of FFs and confidence; consumers
in Cluster 2 showed the lowest level of confidence in
FFs but the highest level of satisfaction in these foods
(Figure 2). Respondents in Cluster 3 showed a negative
relationship with all of the three factors, particularly
with the perceived healthiness. Therefore, the Cluster 1
includes consumers with a greater propensity toward
FFs, as this group considers FFs useful for their health
and trust the potential benefits and safety of these prod-
ucts. Cluster 2 groups individuals particularly doubtful
on the effects of FFs, even if they deem these products
as potentially useful for their wellness. Cluster 3 con-
tains respondents with a negative perception of FFs con-
cerning their utility, safety, and prospective benefits on
health. Moreover, this cluster also shows a negative
relationship with the variables that reveal the degree of
satisfaction toward FFs. As a consequence, it is possible
to hypothesize that this cluster has a minor overall
knowledge of these foods.

These considerations are sustained by comparing in
each cluster the percentages of individuals with a high
degree of knowledge of enriched breakfast cereals (the
most recognized product in our analysis). Figure 3
reveals that Cluster 3 is the one with the highest amount
of individuals that do not recognize the product, while
Cluster 1 groups a relevant percentage of respondents
that consume it frequently.

No significant differences were found in the gender
and age distribution of the clusters. Significant differ-
ences (p<0.05) between clusters were found for the edu-
cational level. Cluster 1 showed a higher level of
education, as there is a greater concentration of univer-
sity graduates or individuals with a master’s degree
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Figure 3. Enriched breakfast cereals consumption in clusters.

(respectively 27% and 22%), while Cluster 3 mainly
includes respondents with a middle school diploma
(43%).

Significant differences between clusters (p<0.01)
were also found for the variable related to the presence
of an ill family member or a child under 12. Cluster 1
showed a great concentration of individuals with an ill
family member (35%) and children under 12 (38.3%),
while these percentages are lower in Clusters 2 and 3.

Discussion

Consistent with other studies (Bech-Larsen & Grunert,
2003; Cox, Koster, & Russell, 2004; Urala & Léhteen-
maki, 2004; Verbeke, 2005), our research shows that
cognitive, motivational, and attitudinal factors are
potential determinants for consumer acceptance of func-
tional foods. Our research, consistent with previous
findings (e.g., Dagevos, 2005; Urala, 2005; Verbeke,
2005), proved the existence of homogenous groups of
consumers with different perceptions of FFs and also
confirmed that consumer demographic characteristics
are only partially correlated with the acceptance of FFs
(e.g., Verbeke, 2005).

Results of the explorative analysis reveal that Italian
consumers are confused due to the ambiguity of what
FF products are, despite having a marked awareness of
the link between diet and health and a high level of
interest in the nutritional and health aspects of their food
choices. Similar findings were found in other studies
conducted in other European countries. For instance,

Hilliam (1998) revealed that in the United Kingdom,
France, and Germany, up to 75% of consumers had not
heard of the term “functional food,” but more than 50%
of them agreed to fortify functional ingredients in spe-
cific food products. Krygier (2007) found that while
49% of consumers were familiar with the term “func-
tional food’ in Belgium, the same was true only for 4%
of consumers in Poland. In addition, Szakaly, Szente,
and Szigeti (2004) showed that in Hungary the expres-
sion ‘functional’ proved unknown for about 70% of
respondents. In Italy, a recent study also demonstrated
that most of the young consumers included in the sam-
ple stated that they had never heard of FFs (Del Giudice
& Pascucci, 2010).

Moreover, previous studies have suggested that the
acceptance of FFs also depends on the basic product that
serves as a carrier for the functional ingredient. Our
results indicate that Italian consumers are more familiar
with fortified cereals, probiotic yogurt, and vitamin
juice, showing less interest in spreads with added cal-
cium and low-cholesterol butter. These findings confirm
that consumers see products that are intrinsically
healthy—such as yogurt, cereals, and juice—as prefera-
ble and credible carriers of FFs (Siro et al., 2008). Simi-
lar outcomes are also shown by Poulsen (1999), who
found that attitudes toward enrichment were generally
more positive when the base product already contained
the enriched substance, such as calcium in milk. Kah-
konen, Tuorila, and Lawless (1997) and Bech-Larsen
and Grunert (2003) reported that consumers perceive
yogurt and orange juice as inherently healthy.
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With regard to consumer demographic characteris-
tics, our results highlight that gender and age are not sig-
nificantly associated with the degree of knowledge and
consumption frequency of FFs. In addition, the identi-
fied clusters do not significantly differ in their gender
and age distribution. Conversely, other studies have
shown that female consumers are a more promising tar-
get group for FFs than men (e.g., Urala & Lahteenmaki,
2007), partly due to their higher interest in health in gen-
eral (Bogue & Ryan, 2000; Childs & Poryzees, 1997).
Concerning age, Poulsen (1999) mentions that older
participants in his research showed a greater intention to
buy FFs; furthermore, Bhaskaran and Hardley (2002)
suggest that older individuals show different attitudes
with regard to health claims and the type of “functional-
ity” compared to younger consumers. Therefore, these
contradictory findings suggest that profiling FF con-
sumers should not be generalized demographically.
However, in unison with other studies (Anttolainen et
al., 2001; de Jong et al., 2003), our results confirm that
FF users are often more educated; significant differ-
ences between clusters were found regarding this vari-
able. The existence of a family member with a specific
health problem also positively affected the acceptance
of FFs, as in Verbeke (2005).

Focusing on information about FFs, an interesting
aspect that emerges from our analysis is that consumers
would like more detailed news about these products, and
they consider it necessary to implement information
campaigns and public education activities, improve
nutritional claims on labels, and also introduce a logo or
symbol that might draw attention to the health benefits
of the food product. Our results also show that consumer
confidence in the information provided on FFs may vary
according to source; that respondents had a high degree
of confidence in information from doctors and public
authorities, while a lower degree of confidence is
afforded to producers. These results are consistent with
the studies of Urala and L&hteenméki (2003), who
showed that Finnish consumers are very confident with
health-related information coming from the authorities
and quite confident with information from newspapers,
retailers, and food manufacturers. Our findings also
agree with those of Cox et al. (2008), who investigated
the impact of information sources on novel products
considered by Australian consumers; their findings sug-
gest that the ‘information source’ attribute was fourth in
relative importance for the sample. Our results support
the idea that information sourced from a trusted, credi-
ble, and recognizable agency may have a positive
impact on the valuation and the likelihood of acceptance
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of FFs (Cox et al., 2008; Hansen, Holm, Frewer, Robin-
son, & Sandoe, 2003; Roe, Levy, & Derby, 1999).
Therefore, one of the most important aspects for FF
manufacturers is to communicate the health effects reli-
ably to the final consumer (Jonas & Beckmann, 1998;
Nicolay, 2003; Poulsen, 1999; Vieira, 2003). The con-
sumers’ demand to include a specific logo on the label is
particularly important to note, since at the moment in
Europe the term “functional food” does not appear on
food packaging,4 whereas in Japan there is a specific
logo that identifies Foshu (Foods for Specified Health
Use).

Investigating consumer attitudes toward FFs through
the principal components analysis, we found three
dimensions that recall some aspects found in previous
FF studies (Poulsen, 1999; Urala & Lahteenmaki, 2003,
2007). In particular, our analysis showed the key role
played by the perception of healthiness in determining
the shoppers’ attitudes toward FFs. This means, in
accordance with previous studies, that approval of FFs
has a strong utilitarian connotation, as their usage
should entail expectations of consequences (Batra &
Ahtola, 1990). Many authors have stressed this compo-
nent of FFs as their capacity to fulfill a more complex
state of consumer wellbeing, which also implies psycho-
logical and mental aspects (Menrad, 2003; Niva, 2007;
Roberfroid, 2002; Sirod et al., 2008). This view shows,
once again, the key role of available information for the
consumer in order to truly assess the healthiness of the
products. This particularly holds for newly developed
functional ingredients for which there are strong needs
for specific consumer information and communication
activities (Salminen, 2007; Van Kleef, van Trijp, & Lun-
ing, 2005).

The second factor found in our analysis concerns
consumer confidence in FFs; it describes whether indi-
viduals feel these products are safe and to what extent
they believe in the scientific basis underlying the infor-
mation about their health effects. Also, Urala’s and Léh-
teenmaki’s (2004, 2006) research in Finland found that
confidence in FFs seems to be the most crucial factor in
consumers’ willingness to use these foods. Moreover,
respondents were suspicious of possible harmful effects
of FFs. We can thus state, in line with Frewer,
Scholderer, and Lambert (2003), that from the consum-

4. In Europe, the only step forward in legislation in this area
was made in 2006 with the approval of EC Regulation No.
1924/2006 concerning nutrition and health claims on food
products.
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ers’ point of view, the perceived risks of FFs can be a
strong barrier to the consumption of such products.

As for the satisfaction factor, our findings show that
consumers do not perceive FFs less tasty than conven-
tional products. This is an interesting outcome given
that other consumer studies showed that one of the main
conditions for acceptance of FFs is taste (Childs &
Poryzees, 1997; Gilbert, 2000; Poulsen, 1999; Tuorila &
Cardello, 2002; Verbeke, 2006). Urala and Lahteenmaki
(2004) showed that the dimension describing consumer
attitudes toward taste is strongly dependent on the
dimension describing the reward from using functional
products. Also, Del Giudice and Pascucci (2010) stated
that in the “world of young consumers,” hedonic charac-
teristics of food—such as taste—still play a fundamen-
tal role. Our results also show that high price, difficult
availability, and limited range can be considered the
main obstacles to purchasing these products. With refer-
ence to high FF prices, examples of recently launched
products indicate that consumers are only willing to
accept limited price premiums for such products5 (Siro
et al., 2008). Therefore, relatively high price premiums
can be regarded as one reason for the limited market
success of several FF products introduced in recent
years in Europe. Krystallis, Maglaras, and Mamalis
(2008) also state that the demand for fairly-priced FFs
by young adults could be an indication for companies to
develop more tailor-made pricing policies for functional
product types, targeting different consumer segments.

Cluster analysis based on the three factors revealed
the existence of three groups of individuals with differ-
ent degrees of interest in FFs. Therefore, to capture the
best opportunities offered by the market, it would be
necessary for FF producers to build targeted communi-
cation strategies. Particularly, only the consumers in
Cluster 1 (34% of respondents) demonstrated a high
propensity to consume FFs; conversely, Cluster 2 (26%
of respondents) had a concentration of individuals who
appeared dubious about these products, while Cluster 3
(the biggest cluster, with 40% of respondents) is charac-
terized by individuals with a low propensity and interest
in FFs. Since existing literature suggests that differences
in preferences between individuals may relate to differ-
ences in nutritional knowledge (Bech-Larsen, Grunert,
& Poulsen, 2001; Frewer et al., 2003), FF firms should

5. Ingeneral, price premiums of 30-50% are observed in high-
volume FF segments like functional dairy products or ACE
drinks (beverages that are high in Vitamins A, C, and E; Men-
rad, 2003). However, for some products they can be as high as
500% (Kotilainen et al., 2006).
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try to reach this cluster more effectively, providing more
information on the health properties and usefulness of
their products.

Conclusions

Consumer acceptance of the concept of FFs—and better
understanding of its determinants—are widely recog-
nized by the economic literature as key success factors
for market orientation, development, and successfully
negotiating market opportunities. Our findings reveal
that respondents are confused due to the ambiguity of
what FF products are, and that consumers perceive
products that are intrinsically healthy (such as yogurt,
cereals, and juice) as preferable and credible carriers of
FFs. Through factor analysis we identified the existence
of latent factors that summarize consumer attitudes
toward FFs. Subsequently, cluster analysis highlighted
significant differences between groups of consumers.
These findings may be useful for government bodies
interested in designing public health programs. In terms
of marketing strategies, FFs need to be promoted with
the aim of making them much more visible and recog-
nizable to final consumers in order to avoid confusion
with other generic health foods (such as light or diet
products). Since the present analysis highlighted that the
perception of healthiness is the main factor affecting
consumer attitudes toward FFs, firms should focus their
marketing strategies on reinforcing FF properties and
trying to communicate them clearly and less scientifi-
cally. In this regard, and in line with findings elsewhere,
the role of labelling should be strengthened; the intro-
duction of a specific logo to signify these FFs could bet-
ter distinguish such products on the market.
Furthermore, taking into account the importance of con-
sumer trust in health claims, more clearly defined poli-
cies need to be developed for FFs to avoid false health
claims during the marketing process. In terms of public
interventions, the results of our analysis suggest the
need to focus mainly on education campaigns and com-
munication since consumers have a high degree of con-
fidence in the information conveyed by public
authorities. However, such information is still scarce on
a nationwide basis.

References

ACNielsen. (2007). What's hot around the globe—Insights on
growth in alcoholic beverage categories. New York: Author.
Available on the World Wide Web: http://pt.nielsen.com/doc-
uments/tr_08_08_WhatsHotAroundtheGlobe-Beverages.pdf.

Anttolainen, M., Luoto, R., Uutela, A., Boice, J.D., Blot, W.J.,
Mclaughlin, J.K., et al. (2001). Characteristics of users and

Annunziata & Vecchio — Factors Affecting Italian Consumer Attitudes Toward Functional Foods



nonusers of plant stanol ester margarine in Finland: An
approach to study functional foods. Journal of the American
Dietetic Association, 101, 1365-1368.

Ares, G, & Gambaro, A. (2007). Influence of gender, age and
motives underlying food choice on perceived healthiness and
willingness to try functional foods. Appetite, 49, 148-158.

Batra, R., & Ahtola, O.T. (1990). Measuring the hedonic and utili-
tarian sources of consumer attitudes. Marketing Letters, 2,
159-170.

Beardsworth, C., Haslam, C., Keil, T., Goode, J., & Sherrat, E.
(1999). Contemporary nutritional attitudes and practices: A
factor analysis approach. Appetite, 32, 127-143.

Bech-Larsen, T., & Grunert, K.G. (2003). The perceived healthi-
ness of functional foods: A conjoint study of Danish, Finnish
and American consumers’ perception of functional foods.
Appetite, 40, 9-14.

Bech-Larsen, T., Grunert, K.G.,, & Poulsen, J.B. (2001). The
acceptance of functional foods in Denmark, Finland and the
United States. A study of consumers’ conjoint evaluations of
the qualities of functional food and perceptions of general
health factors and cultural values (Working Paper No. 73).
Aarhus, Denmark: MAPP Centre for Research on Customer
Relations in the Food Sector.

Bech-Larsen, T., & Scholderer, J. (2007). Functional foods in
Europe: Consumer research, market experiences and regula-
tory aspects. Trends in Food Science & Technology, 18, 231-
234.

Benkouider, C. (2004). Functional foods: A global overview.
International Food Ingredients, 5, 66-68.

Bhaskaran, S., & Hardley, F. (2002). Buyer beliefs, attitudes and
behavior: Foods with therapeutic claims. The Journal of Con-
sumer Marketing, 19, 591-606.

Bogue, J., & Ryan, M. (2000). Market-oriented new product
development: Functional foods and the Irish consumer (Agri-
business Discussion Paper No. 27). Cork: National University
of Ireland, Department of Food Economics.

Bredahl, L. (2001). Determinants of consumer attitudes and pur-
chase intentions with regard to genetically modified foods:
Results of a cross-national survey. Journal of Consumer Pol-
icy, 24, 23-61.

Castellini, A., Canavari, M., & Pirazzoli, C. (2002, August).
Functional foods in the European Union: An overview of the
sector’s main issues (Working Paper No. 02-12). Paper pre-
sented at the 81 Joint Conference on Food, Agriculture and
the Environment, Red Cedar Lake, Wisconsin.

Childs, N.M., & Poryzees, G.H. (1997). Foods that help prevent
disease: Consumer attitudes and public policy implications.
British Food Journal, 9, 419-426.

Cox, D.N., Evans, G, & Lease, H.J. (2008). Australian consum-
ers’ preferences for conventional and novel sources of long
chain omega-3 fatty acids: A conjoint study. Food Quality
and Preference, 19, 306-314.

AgBioForum, 14(1), 2011 | 30

Cox, D.N., Koster, A., & Russell, C.G. (2004). Predicting inten-
tions to consume functional foods and supplements to offset
memory loss using an adaptation of protection motivation the-
ory. Appetite, 33, 55-64.

Dagevos, H. (2005). Consumers as four-faced creatures. Looking
at food consumption from the perspective of contemporary
consumers. Appetite, 45, 32-39.

de Jong, N., Ocke’, M.C., Branderhorst, H.A.C., & Friele, R.
(2003). Demographic and lifestyle characteristics of func-
tional food consumers and dietary supplement users. British
Journal of Nutrition, 89, 273-281.

Del Giudice, T., & Pascucci, S. (2010). The role of consumer
acceptance in the food innovation process: Young consumer
perception of functional foods in Italy. International Journal
on Food System Dynamics, 2, 111-122.

Doyon, M., & Labrecque, J. (2008). Functional foods: A concep-
tual definition. British Food Journal, 110(11), 1133-1149.

Eagly, A.H., & Chaiken, S. (1993). The psychology of attitudes.
Orlando, FL: Hartcourt Brace Jovanovich College Publisher.

Euromonitor International. (2009). Functional foods: A world sur-
vey. London: Author.

Eurostat. (2009). The Bologna process in higher education in
Europe—Key indicators on the social dimension and mobility.
Brussels, Belgium: Author.

Frewer, L.J., Scholderer, J., & Lambert, N. (2003). Consumer
acceptance of functional foods: Issues for the future. British
Food Journal, 105, 714-731.

Giannetti, V., Testani, E., & Recchia, L. (2009). Food consump-
tion and innovation: Functional foods. Journal of Commodity
Sciences, Technology and Quality, 48, 213-225.

Gilbert, L. (2000). The functional food trend: What’s next and
what Americans think about eggs. Journal of the American
College of Nutrition, 19, 507S-512S.

Hailu, G., Boecker, A., Henson, S., & Cranfield, J. (2009). Con-
sumer valuation of functional foods and nutraceuticals in
Canada. A conjoint study using probiotics. Appetite, 52, 257-
265.

Hansen, J., Holm, L., Frewer, L., Robinson, P., & Sandoe, P.
(2003). Beyond the knowledge deficit: recent research into
lay and expert attitudes to food risk. Appetite, 41, 111-121.

Herath, D., Cranfield, J., & Henson, S. (2008). Who consumes
functional foods and nutraceuticals in Canada? Results of
cluster analysis of the 2006 survey of Canadians’ demand for
food products supporting health and wellness. Appetite, 51,
256-265.

Hilliam, M. (1998). The market for functional foods. International
Dairy Journal, 8, 349-353.

Istituto di Servizi per il Mercato Agricolo Alimentare [Institute of
Food Services for the Agricultural Market] (ISMEA). (2007).
Gli acquisti alimentari in Italia: tendenze recenti e nuovi pro-
fili di consume [Food purchases in Italy: Recent trends and
new profiles of consumption]. Rome: Author.

Annunziata & Vecchio — Factors Affecting Italian Consumer Attitudes Toward Functional Foods



Italian National Institute of Statistics (ISTAT). (2007). ISTAT
demographic balance 2008. Rome: Author.

Jago, D. (2009, April). Functional foods, market trends. Paper
presented at the Functional Foods Symposium, Amsterdam,
The Netherlands.

Jonas, M.S., & Beckmann, S.C. (1998). Functional foods: Con-
sumer perceptions in Denmark and England (MAPP Working
Paper No. 55). Aarhus, Denmark: Aarhus University, The
Aarhus School of Business and Social Sciences, Centre for
Research on Customer Relations in the Food Sector (MAPP).

Jones, P.J., & Jew, S. (2007). Functional food development: Con-
cept to reality. Trends in Food Science & Technology, 18, 387-
390.

Kahkonen, P., Tuorila, H., & Lawless, H. (1997). Lack of effect of
taste and nutrition claims on sensory and hedonic responses to
a fat-free yogurt. Food Quality and Preference, 8, 125-130.

Kaiser, H.F. (1958). The varimax criterion for analytic rotation in
factor analysis. Psychometrika, 23(3), 187-200.

Kotilainen, L., Rajalahti, R., Ragasa, C., & Pehu, E. (2006).
Health enhancing foods: Opportunities for strengthening the
sector in developing countries (Agriculture and Rural Devel-
opment Discussion Paper 30). Washington, DC: World Bank,
Agriculture and Rural Development Department. Available
on the World Wide Web: http://siteresources.worldbank.org/
INTARD/Resources/
Health_Enhacing_Foods_ARD_DP_30_final.pdf.

Krygier, K. (2007, March). Functional foods in Poland. Paper pre-
sented at the 4™ International FFNet Meeting on Functional
Foods, Budapest, Hungary.

Krystallis, A., Maglaras, G., & Mamalis, S. (2008). Motivations
and cognitive structures of consumers in their purchasing of
functional foods. Food Quality and Preference, 19, 525-538.

Lahteenméki, L., Lyly, M., & Urala, N. (2007). Consumer atti-
tudes towards functional foods. In L. Frewer & H. van Trijp
(Eds.), Understanding consumers of food products (pp. 412-
427). Cambridge, England: Woodhead.

Makela, J., & Niva, M. (2002). Changing views of healthy eating:
Cultural acceptability of functional foods in Finland. Reyk-
javic, Iceland: Nordisk Sociologkongress.

Makinen-Aakula, M. (2006). Trends in functional foods dairy
market. Paper presented at the 3 FFNet Meeting on Func-
tional Foods, Budapest, Hungary.

Menrad, K. (2003). Market and marketing of functional food in
Europe. Journal of Food Engineering, 56, 181-188.

Monar, J. (2007, March). The Spanish functional food market:
Present and future perspectives. FFNet network meeting,
Consejo Superior de Investigaciones Cientificas [Spanish
Council for Scientific Research], Instituto de Agroquimica y
Tecnologia de Alimentos [Institute of Agrochemistry and
Food Technology], Valencia, Spain.

Nicolay, C. (2003). Language is key to marketing digestive health
products. Functional Foods and Nutraceuticals, 6, 20-22.

AgBioForum, 14(1), 2011 | 31

Niva, M. (2007). “‘All foods affect health’: Understandings of
functional foods and healthy eating among health-oriented
Finns. Appetite, 48, 384-393.

Niva, M., & Makela, J. (2007). Finns and functional foods: Socio-
demographics, health efforts, notions of technology and the
acceptability of health-promoting foods. International Jour-
nal of Consumer Studies, 31, 34-45.

Nomisma. (2008). XI rapporto Nomisma sull’agricoltura italiana
[XI Nomisma Report on Italian agriculture]. Bologna, Italy:
Author.

Organisation for Economic Co-operation and Development
(OECD). (2010, July). Education at a glance 2010: OECD
indicators. Paris: Author. Available on the World Wide Web:
http://www.oecd.org/edu/eag2010.

Poppe, C., & Kjarnes, U. (2003). Trust in food in Europe. A com-
parative analysis. Oslo, Norway: National Institute for Con-
sumer Research.

Poulsen, J.B. (1999). Danish consumers’ attitudes towards func-
tional foods (MAPP Working Paper No. 62). Aarhus, Den-
mark: Aarhus University, The Aarhus School of Business and
Social Sciences, Centre for Research on Customer Relations
in the Food Sector (MAPP).

Roberfroid, M.B. (2002). Global view on functional foods: Euro-
pean perspectives. British Journal of Nutrition, 88(Suppl. 2),
$133-S138.

Roe, B., Levy, A.S., & Derby, B.M. (1999). The impact of health
claims on consumer search and product evaluation outcomes:
Results from FDA experimental data. Journal of Public Pol-
icy and Marketing, 18, 89-105.

Saba, A. (2001). Cross-cultural differences in food choice. In L.
Frewer, E. Risvik, & H. Schifferstein (Eds.), Food, people
and society: A European perspective of consumers’ food
choices (pp. 233-246). Berlin: Springer.

Salminen, S. (2007, March). Health claim opportunities within
probiotics and prebiotics. Paper presented at the 4" Interna-
tional FFNet Meeting on Functional Foods, Budapest, Hun-
gary.

Schaafsma, G., & Kok, F. (2005). Nutritional aspects of food inno-
vations: A focus on FFs. In W.M.F. Jongen & M. Meulenberg
(Eds.), Innovation in agri-food systems. Product quality and
consumer acceptance (pp. 207-220). Wageningen, The Neth-
erlands: Wageningen Academic Publishers.

Siro, 1., Kapolna, E., Kapolna, B., & Lugasi, A. (2008). Functional
food. Product development, marketing and consumer accep-
tance-a review. Appetite, 51, 456-67.

Szakaly, Z., Szente, V., & Szigeti, O. (2004, May). Consumer
evaluation of functional foods in Hungary. Paper presented at
the 6™ International Conference on Food Physics and Dairy
Sciences, Pécs, Hungary.

Tuorila, H. (1997). Attitudes as determinants of food consump-
tion. Encyclopedia of Human Biology, 2nd Ed.(Vol. 1), 559-
606.

Annunziata & Vecchio — Factors Affecting Italian Consumer Attitudes Toward Functional Foods



Tuorila, H., & Cardello, A.V. (2002). Consumer responses to an
off-flavor in juice in the presence of specific health claims.
Food Quality and Preference, 13, 561-569.

Urala, N. (2005). Functional foods in Finland: Consumers’ views,
attitudes and willingness to use. Finland: VTT Publications.

Urala, N., & Lahteenmaki, L. (2003). Reasons behind consumers’
functional food choices. Nutrition & Food Science, 33, 148-
158.

Urala, N., & L&hteenmé&ki, L. (2004). Attitudes behind con-
sumer’s willingness to use functional foods. Food Quality and
Preference, 15, 793-803.

Urala, N., & Lahteenmaki, L. (2006). Hedonic ratings and per-
ceived healthiness in experimental functional food choices.
Appetite, 47, 302-314.

Urala, N., & Lahteenmdki, L. (2007). Consumers’ changing atti-
tudes towards functional foods. Food Quality and Preference,
18, 1-12.

AgBioForum, 14(1), 2011 | 32

van Kleef, E., van Trijp, H.C.M., & Luning, P. (2005). Functional
foods: Health claim product compatibility and the impact of
health claim framing on consumer evaluation. Appetite, 44,
299-308.

van Trijp, H.C.M., & van der Lans, I.A. (2007). Consumer percep-
tions of nutrition and health claims. Appetite, 48, 305-324.

Vassallo, M., Saba, A., Arvola, A., Dean, M., Messina, F., Winkel-
mann, M., et al. (2009). Willingness to use functional breads.
Applying the Health Belief Model across four European
countries. Appetite, 52, 452-460.

Verbeke, W. (2005). Consumer acceptance of functional foods:
Sociodemographic, cognitive and attitudinal determinants.
Food Quality and Preference, 16, 45-57.

Verbeke, W. (2006). Functional foods: Consumer willingness to
compromise on taste for health? Food Quality and Prefer-
ence, 17, 126-131.

Vieira, P. (2003). How to create brand awareness for new prod-
ucts. Functional Foods & Nutraceuticals, 6, 38-40.

Annunziata & Vecchio — Factors Affecting Italian Consumer Attitudes Toward Functional Foods



	Introduction
	Method
	Results
	General Attitudes Concerning Food, Nutrition, and Health
	Consumer Awareness and Interest in FFs
	Consumer Attitudes Toward FFs

	Discussion
	Conclusions
	References

