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Abstract. Food marketing should pay special attention to emsgting healthy nutrition and lifestyle as a resofit
the lifestyle trends and bad dietary habits. Regagdhe close relationship between consumer behandrlifestyle,
the influence of healthy nutrition on purchase dieris should be an important factor in the consupschase
decision analysis. Soft drinks have a major rol¢hia intake of liquids and energy necessary fer ¥ certain level
of soft drink consumption can be part of a prop&t.dThe potential problems arise from excessivesamption
endangering especially children and young peopieaddition to the contents of soft drinks, the peabcan be the
displacing in consumption of other useful foodsifgan important role in nutrient intake. Consumeiffer in their

expectations toward the ingredients and contergodf drinks. This research aims to determine whetiogisumer
groups can be differentiated based on their requiats. A countrywide representative analysis was waied in

Hungary in terms of the importance and the roleheélth factor by purchase decision process. Acoyydo the

research it can be ascertained that perceived healid the consciousness of health plays a margiola by

decision. Based on the market research in ternfeafthy way of life well separated prospective taig@ups can
be found among the population in Hungary.
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1. Introduction

The civilized society of the modern era, the aut@uavorld, the information-focused internet-based
society, market liberalization and globalizatiogether resulted in a change in people’s lifestyed
living conditions. In addition, the global econongoowth of the last decades and the ever-increasing
individualism of the consumers in developed andetlying countries caused an increase in chronic or
lifestyle diseases and in mortality due to these.

This phenomenon has enormous economic and sogiehsgs. One major causing factor is the improper
diet. In the past decades, huge, dramatic charggsehed in the European eating habits. Schmidhuber
and Traill! describe that a trend can be observed when congpétie eating habits in the European
countries regarding the nutrient intake that thergy intake significantly increased in the lastatbes, it
exceeds the values recommended by the World Héatljanization (WHO). Regarding the cholesterol,
saturated fat and sugar intake, almost all Europeantries exceed the recommended levels. In the ca
of sugar, the threshold is 10 % of the total enénggke. Empirical studies have proved that a hagio

of sugar in the diet has unfavorable effects ortheBorty years ago, the level of sugar consunmptias
well below the threshold in the Mediterranean cdaest in Belgium and in France, while it was
significantly higher in the United Kingdom, Denmakd Sweden. By now, all European countries have
approached or exceeded the 10% threshold. On liee lo&nd, it can be mentioned as a positive terydenc
that the level of fruit and vegetable consumptias imcreased.

In the light of these, WHO has been striving to ylagze healthy nutrition and healthy lifestyle far
long time. Each country should have a programme @aolity aimed at these issues. Accordingly,
programmes and measures were implemented in numeoauntries of the world for popularizing health
and healthy food consumption which were initiatgdte WHO globally and by the governments. Here,
the major role of education should be stressedchwitian be performed by the family, via public
education, society or media channels.

Of course, this applies also to Hungary and theufasjzation of healthy lifestyle and food consuropti
is a factor of increasing importance in the foodustry. It is mainly food marketing which should
identify this role and meet the expectations.



Via marketing, companies of the food industry candartake a social role against lifestyle diseases,
exploit a new market niche and acquire a compettidvantage at the same time.

Of course, in addition to the supply side, it isergtial to study the characteristics of the denside that
is the consumer. Mapping of consumer behavior affierentiation of consumer groups based on this are
essential for knowledge of the market and for penfog the properly targeted marketing activities.

Cancer, cardiovascular diseases, high blood pesdamages of the nervous system and obesity which
are called lifestyle diseases are the predominanseas of all the mortality worldwide. According to
Bhikhd?, lifestyle diseases are such diseases which aesuiting from the way people live their lives.

In developed countries and societies, these disdsssome more frequent as economic growth starts. |
one of his papers, Szak&lydiscusses that these diseases are especiallgfreiqthe developed Central-
Eastern European countries which are prosperinbdase years. The same conclusions can be drawn for
Hungary, since here the lifestyle diseases are ralsponsible for a great proportion of the mortsit
Research has proven that in many cases obeshg isatusal factor of the lifestyle diseases. Ovés 80

the cardiovascular diseases are caused by unheaitimg habits.

The statement that economic growth, as opposedlibicpbelief, conceals critical challenges and ditse
to the health and welfare of people and consequetttes not necessarily results in development is
thought-provoking.

History justified these hypotheses in the XIXth ttep in the case of Great Britain which was the
epicenter of the first industrial revolution of thwrld. Even in a society, where voluntary humaiata
organizations and the social services are develapddhe protection of poor from poverty and piivat
are central issues, the growth of trade, increasieglth and luxury might cause an increase intlfes
diseases al&h

The problem of lifestyle diseases is related toghestions of obesity and overweight as a signitica

portion of lifestyle diseases are the consequenteasbesity and overweight. Obesity and overweight
occur mainly due to improper dietary habits, theklaof exercise and unhealthy lifestyle. This
phenomenon causes serious problems in many caaiatiihe world. In the USA, more or less 80% of
the population is concerned, while in Hungary thi$o is 50% which is also significant.

Obesity and the increase in the number of overvigighple represent significant health problems.r&he
are over one billion overweight people in the woddd 300 million of them are critically obese.
According to Nayg®, obesity develops due to the imbalance of enargysed by too high calorie intake
in the long run and/or too low energy use; this/iere the question of lack of physical activitibewsld
be mentioned as well. With respect to the relatignbetween lifestyle diseases and overweight,ihis
burning problem. Keefe and Cord&iremphasize that the United States is the firshénlist; two thirds
of the people are obese or overweight due to tliergary works not requiring intensive physical
activities, people’s lifestyles and dietary habi®ecording to experts of the Community Health Needs
Assessmefi, the number of obese or overweight people in A Will be more than 80% in a few
years. According to estimations, about 10% of thalth system costs in the USA are directly related
obesity and the lack of physical activities.

Naygd® analyzes further this topic for Europe, where ¢heblems became a major topic also recently,
especially in the United Kingdom, where the numbgobese people tripled in the last twenty years.
According to Biro and Birf, this problem has a serious economic impact iritiadcto its social effect,

as it results notable costs due to the relationbbigveen lifestyle diseases and obesity. The ecimnom
aspects of diseases are the examination of thenpgticosts of medication and hospital care, ocare f

people at home and the missed working time.

The costs of the health system can be considerablyced via reducing the frequency of diseases by
popularizing healthy lifestyle and healthy diet.

In my study, | focus on one segment of food indystin soft drinks and within this on carbonated sof
drinks.

Among others, Hernddi mentions that the consumption of soft drinks tasyltraditions in Hungary,
however, manufacturing of soft drinks does not haveng history. Mihaly Laki® writes in his paper
that this industry started to grow in Europe anéiimgary mostly after World War Il, and that thectr
was also restructured with the economic growthrafte change of the regime. Research on the
consumption of soft drinks and their effects onltgalifestyle are increasing. Research anticipated



relationship between health and the consumptiosofif drinks and non-alcoholic beverages in many
cases. The United States does a pioneering wdhidriield, which is understandable considering thea
situation is probably the most critical there. TWmmsumption of soft drinks significantly increasedhe
last few decades.

According to a report of the Minnesota DepartmehtHealtH'", soft drinks usually contain a high
amount of refined sugar and therefore they havie béorie content. In addition, the consumptiosaft
drinks has a harmful dietary effect, they replaoe ¢consumption of nutritive foods and drinks, thgre
and they reduce the nutrient intake.

There are dietary experts, both independent andimgmvithin the soft drink industry, who stress ttha
soft drinks and other nutrient-deficient foods tenparts of a healthy diet. In theory, they mightight,

but moderation that is the amount of consumptioof imajor importance in this issue. A balance stioul
be maintained between the consumption of foods padrrich in nutrients. The research of Centers for
Disease Control and PreventiGhstates that many people consume high amounts ofdsioks with
other nutrient-deficient foods having non-benefieifiects such as chips, sweets, fast foods. litiadg
they consume low amounts of nutrient-rich foodsalilshould constitute the majority of their diet.

In his extensive research on soft drinks, Jacdbbdiound a relationship between high soft drink
consumption and low vitamin intake (magnesium,niites A, C, B12, calcium) and high calorie, fat and
carbohydrate intake. In addition, the large inceeimsthe consumption of soft drinks coincides vitike
reduction in the consumption of fruits, vegetabbesd calcium-rich dairy products. Jacobson also
mentions that a research of the United States Drapat of Agriculture (USDA) studied the amount of
food intake between 1994 and 1996 in order to fgldhie relationship between refined sugar and other
nutrients. They concluded that it is proved tha thods and drinks with added sugar content digplac
nutrient-rich foods from our diet. In relation tag, they claimed that the amount of refined sugieuld

not exceed 10% of the daily calorie intake (recomtesl value: between 6% and 10%). For an average
daily 2200 calorie intake, it means 12 teaspoorsugér.

Based on these, the consumers should realize ithahe consumption of processed foods, soft drinks,
they consume significant amounts of added sugar. sEpporting consumer awareness and rational
consumer decisions, a demand arose for more dibtedsily understandable information on nutrients a
health issues on the products. Problems may amsge éxcessive soft drink consumption due to their
contents and because they displace other usefdsfand thereby contribute to low vitamin, minenadi a
fiber intake. Excessive consumption is closely teglato the great increase in eating at fast food
restaurants. In harmony with these statementsme@mdations can be prepared for the consumers on
diet and lifestyle and the highlighting of thesesseges is an important task of marketing.

People should be aware of the amount of their doftk consumption and in the case of excessive
consumption, they should reduce it. In relationthis, distinctly visible, clear information of prep
content can have a great influence on consumptidnlitestyle as stated by Bergen and Y&hParents
should buy healthy food which other members offtmily can also enjoy, as the dietary habits of the
parents have a great influence on those of thelreiit®. Health awareness and a corresponding menu
should be demanded also from the restaurant cligirthe governments. In a few American states, a
minimal tax has been introduced for soft drinksjolthcan be a solution to a certain extent, butrip a
case, people should be made aware of the import#riwalth and di€f.

2. Method

| studied the consumer preferences of Hungariamplpeegarding the consumption of carbonated soft
drinks and health awareness in co-operation wittuagarian market research company. For collecting a
representative sample from 1000 people, we apphiednethod of computer-assisted phone interviews.
In this method, the interviewer fills in the quesinaire on the computer and the computer systeafigtic
assists the interviewer to carry out the intervigaperly.

When planning the quantitative research, | toolo inbnsideration the weaknesses of the different
methods and the budget of the research in orddetiermine the survey method. The method of face to
face interviews was refused due to its mistakesdRiork is hard to control, it is difficult to maar and
check the interviewers. At this method, there mighta risk of cheating by the interviewers andai$ h
unreasonably high costs. Considering the abovegcidéd for the phone survey method. With this



method, the field work does not require a long geélds opposed to face to face interviews. In otder
increase verifiability and reliability of data, ticalls were recorded so that they can be checkgdirae.

In addition, phone survey makes it easier to obdaiapresentative sample, as the required samplbeca
easily determined by the quota method from thetiexjsdatabase. Of course, this method also has
negative features; however, taking into considenathe above and last but not least cost effichcy,
applied this method.

In addition, | carried out an online card surveyoirer to map preferences regarding carbonated soft
drinks. In this survey, 250 people were interviewgging another well-known method, the online
questionnaire instead of the phone survey, amomgredue to the special nature of the survey. Wiith
help of the conjoint analysis, | aim to gain a éethsight into the preferences of consumers reggrithe
carbonated soft drinks. In the course of the comjanalysis, the interviewees can feel themselnes i
quasi-shopping situation, since the essence ofntathod is that the consumers consider the product
alternatives of a product according to differenareleteristics and they have to qualify these produc
alternatives based on their preferences. Regamhngonated soft drinks, three major product feature
were involved in the survey: trademark, price amgbs content as factors influencing the consumption

The online survey was performed by using a panelatibnal level, which was verified by the natufe o
conjoint analysis, the reliability of available daand the possibility of verification. Here also, |
determined the sample by the quota method fordke ef reliability and representative sample.

When determining the quotas, | considered four mdgmographic characteristics. | determined the
proper quotas according to gender, age, settletypatand regional distribution by using data peouid
Hungary. With this weighing according to quotas, evesure the best possible usability of the data for
presenting the national status that is represestafDue to the nature of the survey, | took into
consideration the Hungarian population aged betvdesnd 65.

3. Results

Regarding carbonated soft drinks, | studied thefepeace of this soft drink category, the level of
consumption and the perceived health effects (healthy these drinks are considered by the people).
Regarding preference, it can be stated that Humggreople like mineral waters the best, probabéy tdu
the nature of the product and they consume thetteihighest amount. This category highly excebds t
other categories. However, this category is folldvi®y the carbonated soft drinks in the preference
system, which contains significant amounts of suwgaweeteners as opposed to mineral waters.

It is interesting that although the consumers tiis category very much, they do not consider d@ to
healthy (in a scale from 1-5 where 1 is unhealthy % is healthy, the average value was 1.8), ite i
this, they like to drink these products.

In order to map consumer groups, | analyze the alstatements separately for men and women.

Table 1.T-probe averages and significance values for peaefars of genders

Preference Consumption Perceived health

Significance Mean | Significancé Mean | Significanceé Mean

Carbonated soft | Men 0,000, 3,606 0,000f 2,098 0,012 1,885
drink Women 0,000, 4,057 0,000 1,799 0,012 1,713

At the indicated values, ddan be rejected at 5% level, so there is a diffezén the preferences of men and women

At preference, the higher values represent lowefiepence, while for consumption and health is hygosite (values on a scale
from 1-5)

Own construction

For carbonated soft drinks, the null hypothesisejected and the alternative hypothesis is accepted
according to which there is a significant differerzetween the preference system of Hungarian women
and men regarding carbonated soft drinks. Namebmen find this category less preferable than men.
This result is in agreement with consumption anct@iged healthiness. Men like better and consume
more from carbonated soft drinks than women andraaegly, they consider it less harmful.

Next, | analyze the relationships according to ag#in the Hungarian population. As the figure
demonstrates, older people consume less carboratedrinks. With increasing age, the consumption

Consumption based on age

o T



reduces. The consumption of carbonated soft dimkaost preferred by the age-group of 14-17 years.
The above mentioned potential harmful health effeare threatening especially the children and the
youth.

Figure 1. Carbonated soft drink consumption of Hungarian fee@pcording to age groups (Own
construction)

The next studied characteristic was the job typiefconsumers.

Table 2. Differences among the soft drink consumption ofglarian people according to the job type

Standard
Tukey HSD Job type Mean difference Error
Heavy labourer Light labourer 0,192 0,136
Intellectual 0,454 0,138
Student -0,118 0,157
Unemployed 0,244 0,201
Light labourer Heavy labourer -0,192 0,136
Intellectual 0,262 0,103
Student -0,310 0,127
Unemployed 0,053 0,179
Intellectual Heavy labourer -0,454 0,138
Light labourer -0,262 0,103
Student -0,572 0,129
Unemployed -0,209 0,181
Student Heavy labourer 0,118 0,157
Light labourer 0,310 0,127
Intellectual 0,572 0,129
Unemployed 0,368 0,195
Unemployed Heavy labourer -0,244 0,201
Light labourer -0,058 0,179
Intellectual 0,209 0,181
Student -0,363 0,195

The indicated values can be accepted at 5% signitie level, they show significant differences
Own construction

In the case of carbonated soft drinks, it is protleat those having an intellectual occupation coresu
significantly (at 5% probability level) less thamdents or manual workers.

Then, | focused on the relationship between edatlevel and consumption. This revealed thahéig
educational levels are accompanied with decreasimgumption levels. People with higher education
consume significantly less than people with thecation of elementary school and skilled labourer.

Table 3.Differences among the soft drink consumption of glanan people according to the level of
education



Mean Standarg

Tukey HSD Level of education difference Error
Elementary School Skilled labourer 0,121 0,133
High School 0,396 0,121

Higher education 0,580 0,132

Skilled labourer Elementary School -0,121 0,133
High School 0,27% 0,107

Higher education 0,459 0,121

High School Elementary School -0,396 0,121
Skilled labourer -0,275 0,107

Higher education 0,184 0,106

Higher education Elementary School -0,580 0,132
Skilled labourer -0,459 0,121

High School -0,184 0,106

The indicated values can be accepted at 5% signitie level, they show significant differences
Own construction

In consumer decisions, price and the income lef/¢h® consumer have important roles. In the case of
carbonated soft drinks, interesting conclusions lwamrawn, namely, that consumption is not dependen
upon the income level. The income of the consumesaot influence him/her at purchasing carbonated
soft drinks. If he/she likes it, then he/she wilifit.

However, this finding might have several causemigtht be that Hungarian people are less influermed
the price in soft drink consumption since it isasic physiological need; therefore, price is néacior.

On the other hand, the fact that there are soifikdproducts of different trademarks and manufaoturi
with great differences in price might also playader Consequently, this product type can be found a
lower and higher prices, due to this, price isthetdecisive factor in selecting the soft drinketyp

During the decision-making process, the consumiflisenced by different stimuli and he/she conside
different aspects, then, makes his/her decisionh $ufluencing factors can be the flavor, so thefshe
buys the product the flavor of which he/she likésademark and adherence to the usual, preferred
trademark also influence the decision. Price is algardinal point in shopping. Another aspecieialif,
which appears as health awareness in the decisiddnm How much he/she cares to select a product
that he/she considers healthy, whether he/she dédighis question in the decision-making procass
all? Finally, the quickness of shopping can aldtluénce the decision. The importance of these fadto
consumer decisions regarding carbonated soft diingsesented in the figure below.

Consumption influencing factors

4,20

4,00+
3,80
3,60
3,40+
3,20+
3,00+

Fawourite  Brand loyalty  Fair price Health Speed of
flavour purchase



Figure 2. Importance of the factors influencing consumer siecis during shopping (Own construction)

It can be seen that the flavor of the soft drinthis most decisive in consumer decisions. It i®fedd by
trademark and product price as important factorsalth and the quickness of shopping are not really
important for the consumer in the case of carba@hatst drinks. This result is in agreement with the
former ones. If the consumer likes the flavor of throduct, then he/she does not care about health
aspects at buying it, in spite of the fact thatshe-considers it unhealthy and is aware of its ntiatle
negative physiological impacts.

People consider these products unhealthy; howdkiey, do not really care about this aspect when
consuming them, since they consume these prodectube they like their flavor and not because they
are healthy.

In the case of carbonated soft drinks, the ratitho$e who consider them unhealthy and therefoneotlo
consume them is extremely high. Carbonated softkdrare considered very unhealthy by Hungarian
people, but it should be added that those whothie category are also aware of it, but when making
their decision, they are not influenced by the asp&healthy lifestyle.

Next, | present the results of the conjoint analysh carbonated soft drinks, which provide impdrtan
information for understanding the preferences afstmners. | focus on three variables: price, tradkma
and sugar content as a health-related component.

Regarding trademark, Hungarian people prefer tinedategory trademarks less, while they like better
the medium-category trademarks. The internatiomaimpm trademarks are the most preferred in the
case of carbonated soft drinks, if only the roléraflemark is studied in consumer decisions.

Regarding sugar content, Hungarian consumers pitefee products less which contain only sugar; they
do not really like these. If they consume carbothateft drinks and the sugar content is the deténgin
factor in their decision, then they prefer moresthproducts which contain only sweeteners, but likey
the best those with reduced sugar content Thimpitant for healthy lifestyle and can be considere
favorable as regards calorie intake, however, elight of the problems related to sweeteners,dy m
give rise to further worries.

As regards the price, we obtained the expectedisesiere is a negative correlation between theepof
the product and its usefulness or preference. Tdgteehthe price is, the less we want to buy ithe tase
of normal goods. A more interesting result relategrice is the estimated utility at different mritevels
and via this the relative importance of price witpect to the other two examined basic produttifes.

It worth observing the relative importance of tiheee studied product features in consumer decisions
based on the preferences of Hungarian consumeasdiag carbonated soft drinks.
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Figure 3. The relative importance of product features (Ownstaiction)

The relative importance of the product featureg3s43%, 38.34% and 18.23% for trademark, sugar
content and price, respectively. It is an importiamding that under the conditions of the presdnt,

the most important aspect was trademark for thewmers followed by sugar content with almost simila
weight. Finally, it can be stated, which might lbepsising, that price has the smallest role, itpdntance

is considerably lower than that of the other feaur

The fact that sugar content has a high relativeoimamce can be a positive result with respect adthg
nutrition and healthy lifestyle. Sugar intake andgequently energy intake have a major and detargiin
role in health; excess intake might have a headtimabing effect.

4. Conclusions

Consumer lifestyle and health are relevant fadimrgnderstanding consumption preferences. In thie la
few decades the number of lifestyle diseases hamatically increased. The main cause for these
diseases is the change in lifestyle; includingck laf attention to physical activity and good ntit.
Health and lifestyle are important factors by pas#h decision process. In accordance with these, |
examine the consumer behaviour toward carbonatitdisoks with special regards to healthy lifestyle
and the state of health among the Hungarian papuolat

Carbonated soft drink is a high preferred prodatégory even though most of the population consider
it unhealthy. The highest level influencing fachyrthem is the flavor. The second high level inficiag
factor by the Hungarian population is the brandaloy which has a strong effect on purchase datisio
process.

Well differentiated consumer groups can be sepdrbssed on gender, age, level of education and job
type. These results can be useful for a well tedyatarketing strategy related to carbonated sofkdr

People should be aware of the amount of their cateal soft drink consumption and the negative effec
of excessive sugar and calorie consumption. It &B® to be mentioned the displacing effect of the
nutrient-rich food out from diet. On the whole hagllife and nutrition is an important issue, redjiag to

the results temperance is highly emphasized onghsumption.
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