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1. Aim of the research

Nowadays in markets where generally oversupply dsnidant,
companies’ marketing activity gets a salient rale, as consumer
protection to compensate overdrove profit interdstuality of my
research is justified by a trend characteristic foe present:
childhood and juvenile obesity as a problem, healtid healthy

nutrition as an expectation in connection with camroation.

It is not just coincidence that several companiesose child and
juvenile age segment as a target. This is the sefgmieat used to
have, have and will have a permanent growth patenfhe reason
for that is the fact that adults (parents, familymiers) would like to
give the best (or even sometimes more) to theid@m comparing
to their possibilities. It is also not negligibleat the segment is easy
to be convinced, and their influencing power goescim more
beyond the boundary of the segment, they are abiefluence the
product and brand choice habits of adults. Nowadagsare so
successful in influencing children, that we canhetieve what we
see. Marketing uses its wide, subtle toolkit, amanbers sales
promotion tools (brand licensing, using celebritiége gifts etc.)
The real problem is that foods containing high lefesalt, sugar and
fat are promoted to young people contributing tddtiood obesity.
Childhood and juvenile obesity as a social phenameas not just a
negative effect on someone’s health stable, bt alserious and
versatile national economic level problem. Obesityd problems

caused by obesity contribute to the decrease ddlsacd individual



welfare; also the drastic increase of health exjperes caused by
overweight and obesity must be mentioned. Nowadbaysan be
stated and proved that childhood obesity is a greatoblem than
alcoholism or smoking. The number of those whoilatte a
remarkable role to promotions of foods containiighHevel of salt,

sugar and fat is also not negligible.

Aims defined during the composition of doctoral disston:

1. Elaboration of domestic and international literatur

concentrating on consumer behavior, suggestibdftghildren
and young people in case of foods containing héylell of salt,
sugar and fat. Further aim is to synthesize anduet& desk

research data.

2. Using field research methods to examine consumet an

purchase behavior in the case of foods with higkellef salt,
sugar and fat and to survey the influencing powebranded
products in the segment of young people in thedfigl the
research.

3. Using field research methods to survey the effeckss of

those company’s marketing communication activity owh

produce or distribute foods containing high levekalt, sugar
and fat in the field of the research.

4. Using field research methods to survey the knovdelégel of
young people about foods containing high level af, ssugar

and fat in the field of the research.
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Make a proposal how to regulate the communicatioth® product

range by virtue of field researches.

Before writing my thesis | set up the followihgpotheses

H1: Correlation studies. | assumed that consumptionfoafds
containing high level of salt, sugar and fat catelwith the age and
gender of young people.

H2: Market segmentation, cluster analysis. | assurhatlliy virtue
of field researches, well delineated consumer ggazgn be formed
within the segment of young people in case of foomstaining high
level of salt, sugar and fat.

H3: | assumed that a well-known brand name has theepdw
quench the rationality of young people in case aafdé with high
level of salt, sugar and fat. Products are rankebtrbnd preference
and not by taste. | assumed that in case of foodtming high level
of salt, sugar and salt not price, but brand pegfee is dominant in
children’s and young’s purchase decisions.

H4: | assumed that the ingredients list on the packaigéoods
containing high level of salt, sugar and fat does lmave sufficient
information content, young people are not awarthefhealth effect
of different components. | assumed that signs @l feackages like
light, diet, diabetic are not obvious for young pkeo their
knowledge is not sufficient in connection with teesgns.

H5: | assumed that it is necessary to examine theabfpearents in

connection of purchase place and consumption oddamntaining



high level of salt, sugar and fat. | assumed ttaepts buy these
products for their children in a high proportion.

H6: | assumed that marketing communication activitypodduct
producers can be broke up into different componantd the
effectiveness of components can be measured. hatsamed that the
effectiveness of producers’ marketing communicatextivity is
correlated with the age and gender of young people.

H7: 1 assumed that in Hungary efficient legal protaetof children
and young people does not come to fruition, it #hde necessary to
take over “best practices” of other countries. Haman commercial
legislation set the upper limit of childhood witkaching the age 14,
adulthood with reaching the age of 18. | assumed ttomestic
legislation does not fit to the opinion of childrand young about age

limits. Their protection would be risen with delagithe age limits.

2. Premises and applied methods

| used several methods when | researched marketimgmunication
activity influencing young people and children ahdexamined
several regulating elements for foods containinghHevel of salt,
sugar and salt in case of young people. | startgdesearch with
gathering desk research data and studying domastiénternational
literature. | examined marketing stimuli having imep on children,
obesity trends, costs; | analyzed best practicesortinued my
researches with field researches. During my figlsearches | used
quantitative (surveys, questionnaire) and qualitatfexperiment —

taste test) methods. In my researches | examingdarguestionnaire

and fat, suggestibility of young people in casetli#se products,

measuring the degree of influencing effect by segme

6. Publications in the field of the dissertation
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the side of the producers. By the research residtcan state that
Consuming foods with high level of fat, salt andyauis more and
more popular in Hungary, consuming intensity ofstheroducts is
high in young's segment. By the results of the sempation it can be
stated that the majority of young Hungarians is iatensive
consumer of foods with high level of fat, salt asdgar, do not
understand the notations of food labels, and natrawf the signs’
meaning on product packages. There are severa teagecrease
uncertainty: rethinking legislation, regulation cdmmunication in
case of foods with high level of fat, salt and sugacreasing the
price of products with the tax tools, examining tbke of parents. As
to my opinion the efficient solution roots in thencbination of all of
these. It is a fact that foods with high level af, fsalt and sugar are
popular among young people, with promoting thesedpcts we
contribute to childhood obesity. Lack of legislation market of
foods with high level of fat, salt and sugar mitged to success in a
short run but only for the producing companies.fiPig realized at
the producing companies, but costs are borne raljoras an
increased nursing cost of obese children, youngaauts. Thinking
it over responsibly and rationally it can be foesde that the
described process is not sustainable and needséantmn, not just
in long, but also in a short run.

Hence the utmost practical benefit of the dissiemaits that it draws
attention to childhood and juvenile obesity, pragvinhigh

consumption intensity of foods containing high lewé salt, sugar

18

the consumer behavior of young people especialbpmmection with
foods containing high level of salt, sugar andafiad the influencing
effect of their commercials. In the survey 1297 gjismnaires were
filled in North Great Plain Region in secondaryaals of four towns
(Debrecen, Me#tar, Nyiregyhaza, Szolnok). Searching and choosing
schools in the region were done randomly. Takingt pa the
research were voluntary, but several secondaryotettid not take
part in the research. Hence we can state thatenlayed the main
role who were take into the research. Visit of sicdools happened
after a telephone coordination, where students dcdilll in the
questionnaire in a calm, school environment. Takpagt in the
research for pupils were voluntary and anonym witteny previous
selection. Inquiry of the questionnaires happerstd/ben November
2009 and March 2010. Only secondary school ageestadook part
in the research, young people between the age ofari8 19.
Distribution of the sample by gender: 55.4% womé#.,6% men,

that fulfill representativity requirements. Averagge in the sample (

X+ 0) 16.10 £ 1.328 year, range (R) 13-19 year, modugydar.
During data procession | used statistical methadeaf, median,
deviation, Cramer V statistics, Kendall's rank edeition, factor
analysis, cluster analysis, crosstabs etc.) wighhélp of SPSS 14.0
program and Microsoft Excel 2007. | continued mysaptive
researches with simple statistical methods, | G&dner V statistics
for examining correlation among criteria, with Keits rank

correlation | examined accordance in the groupselduprincipal axis



factoring for examining the influencing power ofncmercials, while

| used cluster analysis for the two executed segpien process.

| used qualitative research methods during an éxeettation (taste
test). Basis for my research were the brand pneferetest by
Thomas Robinson, what | adapted for soft carbonhggerages. |
carried out two times my experiment in Szolnok ¢(8egber 2009,
September 2010). | assumed that skepticism of yopagple
strengthen as they get older, hence their purchasesot influenced
so much by childhood their brand loyalty. Age grdopmy research
in September 2009 were the 18 year olds in Septerdb&0

secondary school pupils between 11-18. Total nurabparticipants
were 152 person, while Robinson involved 63 personshis

experiment.

3. Main statements of the dissertation

1.) During my research | made several analysisetdize at what
intensity children and young people take part i timarket of foods
containing high level of salt, sugar and fat. Asthe stance of
European Heart Network | limited my research to ®dpct
categories (fast food products, carbonated sofetages, especially
coke and chips). We can see as a result of my feddarches that
38.0% of young men and 29.7% of young women consamnieast
once a week health-damaging chips. 70.5% of youey amd 57.8%
of young women consume coke at least once a wdekpioportion

of weekly fast-food restaurant visitors is 17.1%oag young men

on rationality. Age, gender and discretional incoofeyoung

people are not primary influencing factors.

— | proved that young people are not aware of the ningaof
signals on food label; | made proposals to makessigore
qualitative. ,Light”, ,diet” categories are not arpretable for

young people, their legal registration is a must.

- | quantified the effects of marketing activity ooung people, |
identified new segments in connection with comnadsgibrand
licensing and sales promotion tools (free giftsespstakes). |
defined and quantified the extent of influencingiligb by

segments

- | measured the consumption intensity of foods daimtg high
level of salt, sugar and fat, | identified new segts what |

summarized in my own model.

— | proved that age limits (childhood, youthful, atthalod) in
Advertising Law do not align to the opinion of yaupeople.
Taking into consideration the opinion of young pleojt is

necessary to increase the age limits to protetdrei efficiently.

5. Practical utilization of results

Rudimentary aim of the dissertation is to analyze ¢onsumption

intensity of young people, and to measure the émite effect from

17



— The regulation in State of California int he Unitgthtes,
— Seriously take into consideration the recommendataf
domestic organizations (MNSZA, OFE).

As we could see it is a problem that there is nmoatance among
European countries as to the regulation for definthildhood and
legislation of commercials concerning this age grohis fact does
not help to standardize actions. Interviewed yotlraught that the
end of childhood is at the age of 14, the saméeategislation states;
but judgment of youthful and adulthood is differdrdm domestic
legislation. Upper limit is defined by the interwied people not at
the age of 18, but at a bit higher age (20). Bengnain adult is also
fitting to the previous results, young people thitilat it starts
approximately between the age of 20 and 21. Henceni be stated
that the opinion of young people is closer to Eistorlegislation.

Taking into account my research results | provechifiotheses.

4. New and novel results of the dissertation

- By summarizing the theory of the topic | identifieand
summarized the risks, costs, effects and regulaifazonsuming
foods containing high level of salt, sugar and €atests drafted

measurable categories, numerical analyses.
— | proved that young people do not decide amonglysts by

their taste but brand preference is the thing thiiience their

consumer choice much more; Brand effect has a seiwepower

16

and 11.1% among young women. As to the classificabf
McDonald’s we can refer them as heavy ,users. Datahocking
high. | proved with my field research that youngople with
different gender have different consuming intensity market of
foods with high level of salt, sugar and fat youngn taking part
with a higher intensity then young women. They tlevien against
their opinion that they dine healthier than yourngemen and that is
a paradoxon.. Analyzing foods containing high lewélsalt, sugar
and fat with distribution ratio, it can be statddhtt women has a
lower consumption intensity; but by using higheatistic methods
(ex.: Cramer V statistics) this unambiguous trenahnot be
validated, the indicator showed only low correlatibetween the
gender of the interviewed and consumption intendityese results
confirmed the high consumption intensity level fath genders. |
made a similar statement for the age of the inteved persons: at a
young age consumption intensity showed a minimakeiese with
age, and the degree of it is negligible, as CraMestatistics
strengthened this fact. It can be stated that copsion intensity
does not depend on age. It can be stated, thatiegmi®n of foods
containing high level of salt, sugar and fat does show close
correlation with the age and gender of the intevei@, consumption
of foods containing high level of salt, sugar ard fepresent a
generally high intensity among young people. It tenstated that
young people of different gender and age havereéifteconsumption
intensity, but the age and gender of the intervitwe not a

determining factor, it is much more determiningvthich segment



the person belongs by his consumption intensityhéncase of foods
containing high level of salt, sugar and fat. Herceonfuted

hypotheses H1.

2.) Using cluster analysis | segmented the agemofyoung people
by their consumption intensity in the case of foadstaining high
level of salt, sugar and fat. Groups can be unanthigly identified
and have variant nature. Segmentation were donéhéyage and
gender of the interviewed people. By the gendehefinterviewed |
identified the following segments:

— Health strainers,

— Uninterested unhealthy,
— Healthy self-conscious,

— Fast food chain obsesses,

— Coke-dependents.

Ratio of different segments can be seen on chart 1.

i Health strainers

u Uninterested
unhealthy

H Healthy self-
conscious

® Fast food chain
obsesses

® Coke-dependents

Figure 1: Distribution (%) of revealing segments ba
market of foods containing high level of salt, sugad fat
Source: Own research, 2010

10

selected celebrity, fairy tale character influeacgpoung consumer in
20%, sweepstakes 50%, free gifts 55%. | detectetl #ige and
gender of young people show a correlation with shecess of the
marketing activity, but in this case segment-beilogds the crucial

factor. With this statement | proved H6 hypotheses.

7.) High consumption intensity drew attention te thgal boundaries
of persuasion. In Connection of communication tang people we
have to reckon on 2 limiting factors (Advertisingw, Code of
Advertising Ethics) in Hungary, these factors onge soft definition
and shaping, and in several cases adherence istapluBy virtue of
my desk and field researches it can be stated shiftregulation
mechanism of advertising vocation failed in theecgsung people.
Instead of sloppy definitions in Advertising Lawnambiguous
appearance is needed. Omission of this can be @mesdor health
problems especially in the market of foods contajniigh level of
salt, sugar and fat. Several countries took stepesdtrict regulation
in case of foods containing high level of salt,augnd fat. Hence |
propose the consideration of implementing some rratéonal
regulation when the domestic legislation will becawesidered,
namely:
- The Canadian ,The Broadcast Code for Advertising
Children”
— The Romanian ,Decizie nr.194 din 22 februarie 2@&ntru
modificarea Deciziei nr.187 din 3 aprilie 2006 fmiy codul de

reglementare a c@nutului audiovizual’

15
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Resigned dismissive (cluster 1),

Credulous pliable (cluster 2),

Rationally conscious (cluster 3).

Table 1: Segmentation of young people by their timp

for commercials

Final segments (cluster)
cluster 1 cluster 2 cluster 3

1. Commercials are entertaining 2 3 2

2. Commercials became part of life 4 5 4

3. Commercials influence MY 1 3 2
consumer habits

4. Commercials influence PEOPLE’s 3 4 4
consumer habits

5. | see too much commercials in 5 5 5
media

6. PEOPLE buy unnecessary things 4 4 4
because of commercial effects

7. | buy unnecessary things because 1 2 2
commercial effects

8. | am a conscious customer 4 4 3

9. | am aware of my consumer rights 4 4 3

10. Gender Men Women Men

Proportion of the segment 30.4% 36.6% 33.0%

Source: Own research, 2010

Reason for existence of the segments is validayelddmdall’'s rank
correlation (66.9%). Different segments can beumficed differently
by marketing activity, | measured the degree o$ thhenomenon
with the help of factor analysis. Factors | desedibexplain the
influencing effect of marketing activity in almo60%. | examined
and measured the influencing power of celebrititsry tale

characters (brand licensing), sweepstakes and dite. A well

14

The segmentation proves that there are two segmbaisg

consciously healthy or striving for healthy nubiti and avoid
consumption of foods containing high level of saligar and fat.
Total proportion is 36,5% of the young. With agereentation |

proved that reformulation of segmentation by thexdge of the
interviewed does not mean a substantive differemeepared to the
previous one. F —rates calculated during the setatien process
proved that the gender and age of the interviewees chot have
substantive effect on consumption of foods contajriiigh level of
salt, sugar and fat, segmentation can be carriedypgonsumption
intensity of products. The developed segments @stimy ones and
show practically useable segmentation. Hence | quovH2

hypotheses.

3.) During the modified test (taste test it) it wgroven that young
people find branded products more tastier, thanstmee but non-
branded product version. The statement is alsodat@d by the
histograms made for branded products, as they slaftwside

asymmetry (positive judgment), though in the caBean-branded
products histograms show a right wing asymmetrygdtiee

judgment. Hence it can be stated that those predwbbse name
were known by customers got a better judgment.ogisim enquiry
proved that interview people firstly do not groumgucts by the
taste (as they tasted the same products twicd)ybltand strengthen

and brand loyalty. | also confuted the preassumptimat young

11



people of higher consumption intensity obviouslgognize that they
consume the same product twice, once as a branumdas a non-
branded product, but with growing intensity of comption

influencing power of the brand is not getting smallCalculated
Cramer’s V (0.216) justified that the consumptidrpooducts is not
primarily price and income dependent. My researcbved that
brand impact, the influencing power of the brand tize power to
overwhelm rationality. Hence my qualitative reséarevith the

modified taste test | proved H3 hypotheses.

4.) By the results of my field research | can sthtg one (38.9%) of
the interviewed young do not bother with healthyrition and health

protection. Only half of the young read the ingesds list on the
back of the products. The situation is even moigragted as only
half of those who read the ingredients list is amaf the effects of
the components (by their own avowal). This valuadsbetter in the
case of cumulative results: only 42.4% of the whmdgulation said
he is aware of the positive effects of the comptmen total 17.3%
of the interviewed said that he does not mind alimeiicompound of
a food. We can ascertain that it is the resporitsibdf consumer

protection that 60% of young people do not undedstde signs of
food labels. Low level of knowledge especially @bbe seen when |
examined the meaning of light” and ,diet” epithetlsterviewed

people gave 26 different definition for “light” arR¥ definition for

“diet” epithet, as we can see the interviewed haddea about the

meaning of the epithets. By all mean it is sugtésstthe usage of
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MNSZA traffic light proposal. By virtue of my fieldesearch results
| proved H4 hypotheses.

5.) During my field research | examined where dleildand young
people buy foods -like chips and soft beveragesitaining high
level of salt, sugar and fat and in what proporti@nents buy these
products. By the results of my research | can sti#t in small
floorspaced stores the intensity of procuremethigs in the case of
foods containing high level of salt, sugar and(&tips 22.2%, soft
beverages 18.8%). Buying these products in schaiféts is salient,
so legal regulation of their assortment has rea®wnexistence.
Parental procurement is high in case of both prsdud,4% in the
case of chips and 21,1% in the case of soft beesragad family
patterns unambiguously contribute to drastic ineeeaf childhood
and juvenile obesity. Quantitative questionnairevey proved H5

hypotheses.

6.) During my researches | examined the effect darketing
communication activity on young people, especidlig effect of
commercials and sales promotion tools. | measunedirtfluencing
effect of companies’ marketing activity, attituderedtions and
intensity towards commercials. Young people rankéteir
accordance on a five grade scale: where 1 mearsolately not
agree”, 5 meant ,totally agree”. Results of thensegtation can be
seen on table 1. | made 3 segments out of the ydwynghe

receptivity of communication:
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