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Study about opinions and attitude of European
consumers about the fruit and vegetables sector
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Exposure to advertisements promoting fruit
and/or vegetables in the last month (2019 -2022)

22,2% recall an advertisement
promoting fruit and/or vegetables.

Use of social media to be informed
about food-related issues (2022)

36,5% use social media to inform
themselves about food-related issues.

Ranking of principal
consulted social media
accounts by category

L

Health sector

doctors, nutritionists,
specialised press, etc.

2

Organisations

WHO, Ministries, European

commission, NGOs, etc

3

Other professionals

influencers, sportsmen
and women, etc
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Consumers' preferred healthy
lifestyle habits (2022)
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Regular physical activity ‘

71,8%

Consumers' assessment of the
European F&V (2019-2022)
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Importance of European origin
of F&V when buying (2019-2022)
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Consideration of the characteristics of European
F&V for those who value origin (2019-2022)

e Origin is
important

e Origin is not
important
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Quality

100% Difference 18,1 pp
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Food safety
Difference 19,7 pp

Price

Difference 8,4 pp

Taste
Difference 16,4 pp
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Confidence on EU production Perception about greenhouse
methods (average 2019-2022) production (average 2019-2022)
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Only some of the production
methods inspire me confidence

Confidence in European production Perception about greenhouse
methods (evolution 2019-2022) production (evolution 2019-2022)
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Frequency of consumption (evolution 2019-2022)

2019 2020 N 2032
W Frequent consumption gy Occasional consumption Rare consumption

Awareness of recommended F&V intake (5 pieces per day)
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37,2% 71,9% 20,6% 34,9%
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Purchase criteria for F&V (2022) Purchase criteria for F&V (ranking, 2022)
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Price Seasonality  Origin Production 0%
method BELGIUM FRANCE GERMANY SPAIN
B pPrice [ Seasonality [l Origin The method of production
Reasons to buy European F&V when shopping expressed as % (2022)
Reduce impact of Support to Freshness Safe More Affordable Environmentally Nutritional
carbon footprint European and good production  confidence price friendly value and
from transport producers taste in general production  health benefits
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Summary

@® European F&V are well appreciated, especially ® Frequent consumption of F&V remains high.
for their quality, taste and safety. Environmental However, not all people are aware of the
sustainability is not as well rated and it shows a recommended daily intake (5 pieces).

decreasing trend.

® In 2022, consumers' purchasing decisions were
@® European consumers value highly the European mainly guided by the price and seasonality of
origin of F&V, but the overall confidence trend is fruit and vegetables.
slightly down. However, this confidence is linked

to a higher valuation of F&V.
® Amongthose who chose to buy European, the

motivating reasons are 1. environmental, 2.
@® Steady increase over the years of the positive social (support European producers) and 3.
perception of the greenhouse, but still sensory (taste and freshness).
indifference is in the majority. In addition, the

proportion of detractors has remained over
time & those with 'no opinion’ are x. ® Nutritional properties and health benefits of

F&V is not among the main reasons to buy
European products.
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Questions and suggestions are welcome!
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