
RESULTS & DISCUSSION
Four consumers’ segments were identified: C1 and C4, characterized by a great
discrimination of different concepts; C2, characterized by a general low interest; and C3,
characterized by a great interest in all the presented concepts. Because C2 was not
considered a potential niche market for the product development, and C3 was not as
demanding as C1 and C4, C2 and C3 were not considered for the product development
phase. All claims related to nutrients were not significantly different for the consumers’
segments (e.g.: “rich in vitamins”, “rich in fiber”, “rich in minerals”). The claims that aroused
more interest for C1 and C4 were similar: “having a short ingredient list”, “sustainable”,
“local”, “natural ingredients”, “no added sugar”, “no additives”, “no palm oil”, and “integral
use of fruit/vegetables”.
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MATERIALS Y METHODS

INTRODUCTION
New foods development is always challenging and the difficulty increases when the development includes specific raw materials such as food by-
products (e.g.: overripe fruits). Because of the increasing consumers’ awareness regarding environment and health, some aspects relative to
production should be included during the new products design, development and communication. The present study meant a first step in
developing new foods made with supermarket and catering services by-products.

CONCLUSIONS
The use of focus groups and the national survey allowed to detect that some similar concepts were differently perceived by consumers, and also
to identify the best communication tools for new developed products made with sustainable raw materials. These findings were used for
developing a new product (fruits and vegetables spread), which received the highest scores during the survey. New products success in the market
could increase when having good communication tools to guarantee and promote consumers’ interest. The next steps of this study include a
consumer study to test the importance of the detected extrinsic properties of the developed products.

Table 1. Concepts obtained during the Focus Groups and evaluated during the national in the
survey. Highlihgted the concepts which received higher scores during the survey.
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FOCUS GROUPS (4)

To explore 
consumers’ interests 

related to 
sustainable/healthy 

foods.

National SURVEY
n = 495

To evaluate the interest in 
the 29 different concepts 
obtained from the focus 

groups (Table 1)

To evaluate consumers’ 
interest in 5 different 

hypothetical new foods
(Table 2)

Figure 1. Dendrogram of the cluster analysis of consumers, based on their
interest in the different concepts.

1 Coming from discards 11 0 Km 21 Natural ingredients
2 Made with ugly fruits 12 With natural ingredients 22 Without added sugar

3 Made with fruits and 
vegetable peels 13 Natural/sustainable 

packaging 23 High fiber content

4 Coming from food waste 14 Ecologic 24 Real food

5 Coming from food 
subproducts 15 Contributing to 

responsible consumption 25 Short ingredients list

6 Sustainable 16 100% Vegetable 26 Without additives

7 Responsible with the 
environment 17 Made with seasonal 

products 27 Rich in vitamins

8 From the reuse of … 18 Without palm oil 28 Rich in minerals

9 Proximity 19 Integral use of fruit / 
vegetables 29 Slow energy release

10 Local product 20 Traditional recipe 30 QR (information on 
traceability, raw materials, etc.)

C1C2 C3 C4 Table 2. New food products assessed in the national survey.


