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Introduction

changing dietary expectations of consumers. Diets are usu-

-

way that is relevant to either an improved state of health and 

foods must remain foods and they must demonstrate their 

-

health consciousness implies 

-

health-related conduct

health-related motivations promoting a healthy lifestyle.

-

2 -

tent of foods determine the scope of product-related data and 

-

et al et al

-

et al -

-

-

-

-

et al. 

Campos et al -

et al

2 

SOÓS Gabriella* and BIACS Péter Ákos**

The role of product-related information and factors impacting 
consumer attitudes during health-conscious food purchase in 
Hungary

The aim of this study is to identify factors impacting consumer attitudes towards the purchase of functional foods, also known 

as foods with a positive physiological impact on health, in Hungary. Our work also focuses on the volume of information cur-

rently available to consumers when making such a choice, and on identifying consumer clusters. Particular attention is paid 

to the extent to which the available information can impact the respective purchase decision, which channels are used in 

obtaining such information, and which information is considered reliable or unreliable by shoppers. Based on the results of 

focus group research, we conducted a questionnaire-based survey (n=502). To reduce the high number and hard-to-interpret 

attitude variables, a factor analysis was performed, followed by the formation of consumer segments via cluster analysis 

according to the consumer attitude indicators. These segments were termed Health-conscious consumers, Consumers with 

limited information, The sceptics and The price conscious, and were characterised according to socio-demographic, behav-

ioural and attitude variables. Then, we sought to identify the sources of information that would best address a given segment, 
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product in different ways. 

-

for information. Too much or too complex information can 

cause confusion: Campos et al

turn to evasive strategies.

in the country. While this trend can impact several types of 

-

use of avoidance strategies.

Methodology

Focus group method and questionnaire

examination of two groups with special emphasis on general 

-

sumer attitudes.

 

et al

put some money aside. Around half lived in Budapest or a 

-

Sample testing for determining the 
suitability of factor analysis

Table 1: 

What kind of job do you have? % How do you evaluate your income? %

Cannot survive on my income

Can put some money aside

Well off   2.2

Where do you live? % How frequently do you exercise? %

Budapest

Village 22.2

Daily
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-

-

-

et al -

-

The homogeneity of the sample was assessed using the 

We prepared a correlation matrix in order to explore the 

-

-

-

cated or divided into factors.

-

-

ing to the conclusion of the existence of strong factors. The 

-

Cluster analysis

-

Price-conscious Health- 

conscious et al

-

• Descriptive questions

-

acterisation of the multitude and the assessment of 

• Cluster-forming questions

and help in the creation of groups while mostly con-

• Segmentational questions

-

ing to their type.

Results

said that they always tried to purchase healthy products. 

those paying attention to product selection are motivated 

of child rearing.

In terms of their self-assessed levels of nutrient consump-

-

 

-

answered positively to more than one topic. Almost one third 

-

-

tions.

-

-

Factor analysis

-

the two- or three-factor approach did not result in appropri-
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-

-

ing-related information. In order to determine whether this 

-

priateness nor interpretation of the respective results were 

Cluster analysis

Based upon the results of the factor analysis and the 

resulted in four consumer segments: ‘Health-conscious con-

sumers’ Con-

sumers with limited information’ The 

sceptics’

The price conscious’ -

-

sensitivity of the different clusters.

Characterisation of the clusters

‘Health-conscious consumers’ are 

‘Con-

sumers with limited information’

households without children is the highest. Two thirds of the 

someone else does the food shopping for the household. 

-

tions affecting the other groups.

The sceptics’

-

either sporadic or regular.

The price conscious’ cluster includes either 

 

not at all.

Table 2: 

clusters.

Characteristic Group
Cluster (% within cluster)

1 2 3 4

20.3

  0.0   0.0   0.0

  0.0

 

Diploma or degree

32.2

 

20.3

Daily

‘Health-conscious consumers’ ‘Consumers with limited information’

3: ‘The sceptics’ ‘The price conscious’ 

‘Health-conscious consumers’ are convinced that diet 

‘Con-

sumers with limited information’ The sceptics’ have an 

The price conscious’

physiological impact of food.

Table 3: 

Extent of effect
Cluster (% within cluster)

1 2 3 4

  0.0

Average

  0.0

  0.0   0.0   0.0

 

 



Product-related information and consumer attitudes in Hungary

them to distinguish foods with a positive physiological impact 

 ‘The sceptics’ do not consider themselves to 

-

-

-

‘The price conscious’ are the least sure in their food-

-

and do not opt for new ones.

Food consumption habits

‘Health-conscious consumers’

‘Consum-

ers with limited information’

-

est. The diet of ‘The sceptics’

The price conscious’ consume 

tea. The following data show the self-assessed nutritient con-

sumption of the respondents.

Attitudes to diet and to food labels

‘Health-conscious consumers’ are the most willing to 

try new types of foods and to forego traditional ones for 

select foods with a positive physiological impact primarily 

-

ily recognise safe foods and those with healthy physiologi-

cal impact among the traditional ones. Their nutritional 

group consider themselves the most informed regarding the 

Table 5: 

Do you have enough information?

Cluster  

(% within cluster)

1 2 3 4

I do not understand much of the information

 

 

Although many ‘Consumers with limited information’ are 

Table 4: 

Statement
Mean of cluster

1 2 3 4

Diet has a serious effect on my health

3.3 3.3

I am willing to try a new product providing that it is healthier

2.2 2.0

3.3 3.3

I can easily give up my accustomed food to avoid illnesses

3.0 3.0

2.3

It is easy to distinguish the healthy food from the traditional type 3.0
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Table 6: 

Nutrient
Mean of cluster

1 2 3 4

3.3

3.2

3.2

Dairy

2.0 2.2

 

 

Criteria of food purchasing habits

of ‘Health-conscious consumers’

‘Consum-

ers with limited information’ 

than for their health-conscious counterparts. The primary 

The sceptics’ 

for them than the physiological impact. The food purchase 

decisions of ‘The price conscious’

-

Table 7: 

Criterion
Mean of cluster

1 2 3 4

Ingredients 2.2 3.3

Taste 3.0

Brand

Discount

 

 

Frequency of buying healthy products

‘Health-conscious consum-

ers’

The sceptics’ and ‘The price con-

scious’ clusters occasionally or never do so.

Table 8: 

I buy healthy products …
Cluster (% within cluster)

1 2 3 4

never 0 0

occasionally

often

always

 

 

Awareness of the term ‘functional food’

Among ‘Health-conscious consumers’

The scep-

tics’

Table 9: 

Awareness
Cluster (% within cluster)

1 2 3 4

precisely what it means

 

 

Regularity of reading product labels

-

-

Table 10:

Regularity
Cluster (% within cluster)

1 2 3 4

Always

     0      0

 

 

Sources of information on functional 
foods and their credibility

‘Health-conscious consumers’ -

-

tisements play little role in their food selection. They con-
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-

-

-

‘Consumers with limited information’

-

not trust Internet sources or advertisements. In addition to 

they would welcome information from authorities and com-

mercial chains.

Table 11:

Source of information
Cluster (% within cluster)

1 2 3 4

Internet

Doctor or pharmacist   0.0   0.0

Television

Advertisements

 

associations
  0.0

  0.0

  0.0   0.0   0.0

 

 

Table 12:

Source of information
Cluster (% within cluster)

1 2 3 4

Advertisements

Traders

Internet

 

associations

 

 

The sceptics’ -

-

-

The price conscious’

of information are the point of sale and the opinions of fam-

-

price and the product description.

Price sensitivity

‘Health-conscious consumers’ show the lowest level of 

‘Consumers with limited information’ are willing to pay 

taste or price. ‘The sceptics’

product. Consciousness or sensitivity to price is the highest 

The price conscious’

Table 13:

I would pay % more for a 

healthy product …

Cluster (% within cluster)

1 2 3 4

0

20.3

more than 20

 

 

Discussion

Consumption-related research should not use the term 

et al

-

of regularly shopping for food or having health conditions 

that restrict the food selection. We have shown that among 

et al
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or most of the time.

-

expiry date. This result is consistent with the statement of 

increased so as to help them understand the content of food 

-

-

‘health-conscious consumers’ pay the most attention to a 

price is not a decisive factor for them. As long as they are 

-

tion of the ‘Price conscious’

-

-

-

-

the older age group call for informed and sound decision 

-

-

to the given segment. The health-conscious consumers need 

-

-

-

-
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