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1. INTRODUCTION
1.1 The actuality and the background of the chosen topiand justification for the choice
of the topic
In my dissertation | am willing to analyze the udhcing factors of the consumption of

branded meat products and the preferences thaedadirchasing decisions.

In the introduction of my thesis, | find it impontato clarify some concepts that were

formulated in the title, thus | can define the ts®as of my thesis.

Beside the name of meat products used in the ratpnfessional literature, we can also find
expressions such as branded meat products. In segrtation | am looking for the answer to
the question what brand value (used in marketingnoanication vocabulary) means to the

Hungarian consumers.

The brand and its strategic issues both theortisaparable area, it is a decisive part in the
behaviour of the consumer and in marketing comnatiwn, which reveals an interesting

relationship.

Using my previous researches | am looking for thbsses which can be the starting
,building” point and with the help of it the markey added value of branding can be
estimated. Starting with a major impact on the $pgmle, consumption was investigated.

Firstly | analyzed the supply side which strongiffuences the consumption.

Over the past two and a half decades of socio-en@nchanges made a strong affect in meat
production, processing and consumption, as a rdheltstock-raising, meat production,

processing, trade, that is meat "verticum" managerositions have changed considerably.

The maintenance and increase of the competitiveoleise domestic meat verticum has a
strategic importance in preserving its role in tlagonal and food economy, since we have all
the capability in our home environment such as @rdarming, grazing, animal rearing and

processing.

In recent years the EU accession made the adoptiseveral general guidelines, regulations,
laws compulsory and often induced processes ctinfliour traditions (goose filling, pig and
rabbit keeping rules). Those films showing the Ityu animals are a source of resentment

toward the Hungarian products.



The world economic crisis as today’s global problgrat appear in this area too had an
impact: the lack of interest of producers, farméhg, strengthening unemployment, layoffs,

loss of income, as a result of these a mass se#lécscheaper products.

| examined in the context of these factors, coodd#i and changes the situation of the
domestic meat culture, consumer habits and alsoctimeponents of these factors and |
endeavoured to sketch the optimal solutions.

he following steps were the attempts to outline gbarces, the process in which the meat

(raw) or processed form can get through all the teahe domestic consumer’s table.

Proper general information, consumer-education rnbaestised in order to help consumers
choosing the right meat whether raw or processedauty to eat, knowing which is the most

appropriate, documented, tested and best quality.

With appropriate standards, information, supervisiplus procurement from a reliable
source, the user or consumer get high quality, ddm@roduct (in rural areas typically do
this, either they consume their own or they buygheduct in the market from a well-known
seller.)

Foreign or unknown origin products: here is theatgst risk because in many hypermarkets,
or large shopping centre happens a lot ,abusefglyelling, moreover not proper information
is provided.

Values has changed in the last decade and oftetoledntradictory, discordant nutritional
trends, which have affected the value categories/impy a decisive role in consumer
behaviour Health (security, controlled),ethical considerations (livestock, slaughter),
time(speed, comfort) an@leasureare among the most important values.

These main trends usually appear in a delayed k@@ but recognizable form, influencing
consumers in their decision-making mechanism. Tévangsunication of the values listed

above can play a role in the consumer decisions.



1.1 Actuality
The actuality of my topic can be supported by tikwing findings:

Changes that appear on the supply side:

During the period from 1991 until present days pheatization of food industry has given a
very varied result. Beside foreign capital investinemployee buyouts, privatization lease
application, mental arithmetic, stock sales, ban#perty acquisition took place as well.
Rather interesting that large corporations arerregg to merger (e.g., Pick Co. acquired the
Herz salami factor and the Ringa Meat Company tbe. Hajdusagi Co. became the poultry
market strongest company, the Group of Babolna atie Conavis Co.)
These changes have led to an acceleration of itioovia marketing, the traditional domestic
brands are refreshed, the internationals are widadpand appeared the commercial brand
names. Generally (as we know), the more we haedgess its value worth. A wide variety of
brands and brand owners' presence and communicaileemce the market noise, which can
confuse consumers. Meanwhile a lot of people agkisg for the security and something to

grab on to.

Recognizable changes on the consumers' sides:

These processes have resulted a significant readigh in the demand side of the food
market. In my point of view, all these requiredex@ssary step to be made: a novel approach
of the food consumer segmentation.

In order to reveal the characteristic differencdsfand consumer's behaviour, beside
traditional demographic, social and economic datert is appropriate to use such
segmentation criteria as well, with which the indual market groups can be characterized
more precisely. In the study of consumer behavi@agacording to the foreign literature - with
the start of the eighties, the value and value-dhasarket segmentation have got a bigger role.
The domestic agricultural marketing researches ltaneluded that customer differences in

food consumption can be explained by the differsnceralue systems.

1.2 Main objectives of the research

The social changes, the accelerated pace oftigeravaluation of quality of life increased the
value of leisure. According to my fundamental hyyasis the adjudication of the values and
the time in it can be applied as a segmentatioter@j therefore it offers the chance to
characterize new consumer target groups in the ehafifood consumption and ,work meal”

market as well.



According to the fundamental hypothesis | develojoenl research objectives (C1,C2,C3,C4)
of which the first two are connected to the litaratreview and the rest is to my empirical
research. These funded my later research hypot{sesis Materials and methods section) and
new scientific findings (see: New Scientific Resuection). My objectives of my research

are summarized below:

Objectives related to the literature review:
» C1: Value concept, the general consumer behaviobaracterization of the
dimensions.
* C2: The interpretation of brand conscious behaviour
* (C3:Conduction of quantitative research to confirmgbgmentation of meat product.

* C4:Model Creation (in connection with the influentiattors of communication).

| present the trend of the evolution of consumensamer behaviour and meat consumption
with a high priority forefront to the brand (C2, C2

My second target is related to the synthesizingionat and international literature.
Accordingly, | try measure brand awareness in corgsudecisions (C2).

The third objective of my thesis is to construdteuristic model in the light of my primary

research’s results, of which elements can be #rgjgvoint for further researches (C3, C4). |
would like to develop a model that can ground tbmmunication of the purchase stage of
branded meat consumption. Characterize the rekdtipnbetween the factors affecting the

message content and the selected format (C4).

In order to achieve these objectives, the firgh stas studying marketing theoretical models

using the experiences of some studies of meat ogptsan volumes and its structures.

It can't be my goal to generalize and to createomptehensive model, because all the
qualifying factor's examination will surely excettet framework of the research. But | think
that establishing the consumer model (in a prdctaspect as well) will give useful
information to professionals who are thinking abthé development and communication of
their product supply.

In my research | intend to prove that the values,irand awareness, the adjudication of food
consumption utility factors is very distinct in fdifent consumer section.

There are links between the target groups whicleweolved according to the demographic,
and the behavioural segmentation criteria. Betwtbentarget groups as aggregations there

are always some overlaps, but it is important fondehe differences correctly.



The results of my thesis research can charactér&meat consumer segments and the size of
target groups that can provide practical informatidhe results help for some marketing
decisions to be able to be planned such as th@deatk essential to reach the described

consumer segments.

In the domestic marketing practise there is a red for these achievements because
nowadays only food can achieve long-term successhwdarry some nutritional benefits and
also have distinct marketing characteristics onhbdbmestic and international markets
(Szente 2006).



2. MATERIALS AND METHODS

2.1 Grounding secondary research

In my thesis | would like to analyse the influehtfactors of branded meat products’
consumption and the decisive preferences of cosgirdecisions. Towards, | did a previous
secondary research, and it made possible to detertimose questions and "grey stains" which
are need to be examine in a deeper way during tlaétative quest. With the help of the
secondary examinations my aim were only the stddie "environment”, the delineation of
the most important influential factors of marketiaector, which play a role as an influential

factors.

2.2 Quantitative national primary research

In the frame of the qualitative, primary researcimtended to reveal some questions more
precisely, and in a more detailed form with theiesef branding the products and their factors
in which way and how can they influence the deasiof the customers.

| chose the survey as a quantitative research mgetimeluding e-survey (or electronic
consultation), for me it was the most effective wiayvas an advantage to carry it out because
it was easier as the presence of the questionanalichfluence the answers so that | believe

that the responder would be more honest, more apéinave more time to fill it out.

The development of the primary research methodolegyg preceded by careful planning
deep analysis of the secondary research data. THmeewts of the qualitative research

methodology are the following:

Survey. via online questionnaire survey (method: CAWIs&@ on the group of aged 18-
65.The questionnaire was filled out by 550 peopMdter filtering out the defective
guestionnaires and those who has exclusive profesqisee questionnaire: media, market
research, marketing) the sample finally has 39@netds. During the survey | used the
conducted sampling by weighting criteria, to notget very high weight numbers. (The
reason of that: firstly, the demographics paransetdérthe internet users still do not fit the
whole Hungarian population, secondly, each useumggoare more active in filling the
guestionnaire.)

The data recording and processing happened dumengpring of 2011.



Weighting and representativeness:The sample (390 people) became edge weighted
according to sex/age/educational level and regetwdéen the 18-65 years old people living
in Hungary. See more: weighting information. Ityoes the representativeness.
Summary: The results are available partly in a tabular fotmthe total column are the
simple distributions. There are some cross boardth whe main demographical
characteristics.
Representation of the resultsDiagrams were made about the basic results ameé $00Ss-
correlation.
Evaluation criteria: Before all test, weights must be used becauseowka adjustment.
Another aspect is that a) ranking of each brandetselevant because the examination of the
brands is not holistic, furthermore, the opiniohemselves are too subjective. Only a small
pieces of the brands were tested. After the reswdte overviewed it became determined that
what further specific contexts need to be exploegmrding the study subject.
The proposed test directions were

* Some meat (pork, chicken, etc.) nutritional valimetérms of nutritional needs) price

and consumption habits. Do people make rationabubers?
* Role of the brands and the importance of the asdigalues.

» The difficulties of the branded products.

10



3. RESULTS, RESEARCH

3.1 Grounding research, results of the secondary reseein

Starting with the examination of supply side whstfongly influence the consumption. Over
the past two and a half decades of socio-econoh@oges on the field of meat production,
processing and consumption have made a great impact result stock-raising, meat
production, processing, trade, namely the managepasitions of meat ,verticum” have
changed significantly.

In the context of these factors, conditions andngka | examined the situation of the
domestic meat farming, the consumer habits of teulation and their most typical retail
forums. | used the information in an integrated narsuch as the meat consumption volume

and structure, because a more detailed analysikivgoubeyond the framework of this study.

3.1.1. The role of food industry in our national economy
The food industry is one of the defining part o tHungarian economy. It has 5% share of
the GDP, 8-9% of the gross domestic production 22x@3% of industrial production. The
decreasing trend of the Hungarian agricultural exithin the total export is in line with the
processes experienced in the EU and worldwide, tduthe increase of high intellectual
goods. In addition, the Hungarian food industryhe only sector which can produce long-
term positive trade balance (Szitané 2005).

food industry plays a vital role in the nationabeomy, because (Biacs 1997):
» firstly, the major part of domestic food consumpt{demand) is satisfied by the
domestic food production;
» secondly, the domestic agricultural products’ majarket is the domestic food
industry;
 thirdly, one of the main pillars of the food induysts the national economy’s export,

the balance of its foreign trade is positive.

Food industry was already a key element of the lduag export during the so-called
socialist development period, with a focus on ti@MECON countries. As a result of this the
dominant export products had relatively modest igydimited competitiveness and large

scale mass products.

Nowadays it is a positive phenomenon that thosdywts' share grow which take aim at more

determined buyers who require higher design. Irettaample of meat can also be noted that
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there is a strong competition between some meastngfirms at home and abroad as well.
The agriculture and the food industry have a dowdwend within the total foreign trade.
Almost in all specialized sectors dozens of proogsglants, factories were established or
continued its traditional operation such as the mowld famous Pick and Herz Salami, the

Dreher beer, Globus, Zwack Unicum or the Stollwesaleets etc.

From the turn of the decade (1990) both interndl external conditions of the food industry
have changed.

Internal conditions:
» the state’s role diminished, privatization;
» reduction of the subsidies of production and expiralization;
» the abolition of the central subsidy of consumérgs, making free the agricultural
and food industry's farm and consumer prices;
» the decline in food consumption, stricture of tleengstic solvent demand;

« (differentiation.

External conditions:
» the Comecon (KGST) , the East-European cooperatistem's collapse;
* transport to the industrialized countries;

» agreement about the abolishment of trade polidyicésns.

The changes of both internal and external conditminthe management, the market structure
changes, the maintenance of competitiveness maakecéssary to transform food industry,
the change of ownership, the search for genuineecsvim order to emerge efficiency. In the
period from 1991 to the present, privatizationadd industry have had very different result.

Foreign capital investment, buy-outs and large a@ie mergers have taken place (see page
8.).A new and important aspect that the multinatiasompanies corroborated tough trading

conditions against food industry. (e.g. Metro, Tantan-Plus, Kaiser’s, Spar).

Trade have become stronger than it was before.dbheestic food processors had to accept
that the previously unusual, but adopted market muadketing methods in the developed
countries (such as slotting allowances, listings fesvertising contributions) were crucial to

the domestic market.
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The food industry had to put a bigger emphasisraayct innovation, quality, marketing
activities, corporate identity design etc. thanobef Just a few can manage to form their own
shop network (eg, Pick, Dreher). There are gregbdpnities for small and medium-sized

enterprises due to commercial shopping centrestandatering industry.

3.1.2. Hungarian retail chains
A supplier's position against the retail chain isry difficult, not only it has to be in a
dominant position in a given chain and categorydtsi it must represent an adequate weight

in the supplier’s sales in order to be successful.

It is also important for the manufacturer or supipto find a partner, who is able to grow both

geographically and economically.

| will represent the structure of the domestic itetzarket using the date from a researcher

called Nielsen, a study issued in 2008.

Both consumer trust and FMCG retail trade have growthe European market in the second
half of last year and the year as a whole. Thedhlood retail trade stopped in Hungary,

although consumers still holding back their spegdim Hungary, the consumer confident

index is still below the level which was before fir@ncial crisis, though it still fluctuating,

but shows growth in longer-terms.

While at the beginning of the millennium, the puask of households (value basis) only 9
percent were home brands, while this proportiomeiased to 26 percent by 2008, although
the growth rate have declined because of the crediis. Today is about 28 %. Above a
certain magnitude the growth stop, because it gafitable for the trader to increase his own
brand's proportion in the selection, as the traderlose those -tend to have more purchasing

power- customers, for whom the range of brandedymis is important aspect.

Last year, the Nielsen census registered 19.566rgkfood stores, which is 430 shops fewer
than a year earlier. The small footprint storesl@sang their importance numerically and also
in terms of turnover. Still hypermarkets take oheet of FMCG sales in terms of value, while

another 30 per cent belongs to the 401-2500 sdoatestores including supermarkets

(Trendmagazin 2011)

It is undeniable that Tesco is the leader amongedtael chain companies, however there are
some surprises. The order is: CBA and Coop, Reahntan be explained by the number of
shops, as the sales of a CBA compared to an Auishaot significant but there are much

13



more of them in the country.

There arel24 hypermarkets across the country ssidfesco, Interspar, Auchan, Cora; and
there are 1671 supermarkets among which we canGBA, Coop, Real, Spar, Kaisers,
Match shops. There are more than 9.000 grocergssiarour country and nearly 500 smaller

discount shops called Penny, Lidl, Plus, Aldi cofPr

The attached table shows a more accurate datadiregahe numbers of the shops and the

annual turnover of the chains.

3.2 National quantitative primary research, the creatian of the theoretical model

In the next chapter | intend to examine the maiemeining factors using the empirical test.
Nowadays it is impossible to have a deeper undedstg to food and meat consumption
without examining the expression of branded meaduycts. In my thesis | am looking for the
answer primarily what the commonly known in mankgtcommunication, brand value means

to the Hungarian consumers.

The maintenance of domestic meat verticum competigss and its enhancement in food
economy, and maintaining its role in the natior@r®mmy and because of these the issue has
a strategic importance, since in our home envirarintieere are all the capability for the
proper quality agricultural products, or rather ravaterial for the meat production and

processing.

In recent years the EU accession made the adoptiseveral general guidelines, regulations,
laws compulsory and often induced processes ctinfliour traditions (goose filling, pig and
rabbit keeping rules). Those films showing the tyu® animals are a source of resentment
toward the Hungarian products.

In today's worldwide problem is the financial csiswhich can appear in this field as well:

lack of interest by producers, farmers; the stieaiging of unemployment, layoffs, loss of

income, and as a consequence: mass-scale shifeaper products.

Appropriate instructions, information, if theresapervision from a reliable source, the user
and consumer get good quality, domestic produat rural areas typically do this, or they

consume their own, or they buy it in the markenfra well-known seller).

14



Foreign or unknown origin products:

Here is the greatest risk, in many hypermarketslaage shopping centre happening a lot
abuse, because of re-labelling, moreover not primermation. In the questionnaire we also
asked about these experiences, sometimes withyawgsrising result.

Values has changed in the last decade led oftetrachctory, discordant nutritional trends,

which have affected the value categories playimg@sive role in consumer behaviour. The
key values are the following: health (security, tcolhed), ethical considerations (livestock,

slaughter), time(speed, comfort) and pleasure.

These main trends in an altered and delayed forrdmognizably appear on the domestic

food market, influencing consumers in their decismaking mechanism.

Changes on the supply side:
In the period from 1991 to the present, privat@atf food industry have brought some very

varied results. Foreign capital investments, engzdyuy-outs, stock sales, privatization lease
application, bank property acquisition took place.

We can find large corporate mergers (e.g. Pick &aguired Herz Salami and Ringa Meat
Co., Hajdusagi Inc., Babolna Group and Conauvis liave become the strongest player in the

poultry market).

These changes have led to an acceleration of itioovia marketing, the traditional domestic
brands have refreshed, the international brande bppeared and spread. In general we can
say, which is a lot, the value is reduced. The wateye of brands and brand communication
strengthens the market presence and noise whidassmoonsumers. While many people are

only trying to trust and find security in a brand.

Recognizable changes on the consumers' sides:

These processes have resulted a significant readigh in the demand side of the food
market. In my point of view, all these requiredex@ssary step to be made: a novel approach
of the food consumer segmentation.

In order to reveal the characteristic differencdsfapd consumer's behaviour, beside
traditional demographic, social and economic dateit is also appropriate to use such
segmentation criteria with which the individual ketr groups can be characterized more
precisely. In the study of consumer behaviour -oediag to the foreign literature - with the

start of the eighties, the value and value-basettehaegmentation have got a bigger role.

15



Domestic agricultural marketing researches alsalooled that consumer differences in food

consumption can be explained by the differencesine systems.

Starting from this idea and a theoretical model réepared questionnaires and group
discussions in Budapest and in other larger ruteds¢ smaller towns. | will present these

results in the following.

In the next part | analyzed habits during this stagought answer to how habits are formed
during meat purchase and how habits can influeocswmption and purchase. Customers
can often become addicted to their habits in atpesand negative way, but on the other

hand it can also make consumer reactions predectalihe brand distributor.

The results are presented in the following table:

Figure 1.: Meat consumption habits - in the aspeatf regularity
How often do they consume the following types of me ats?

0% 10% 20% 30%  40% 50% 60% 70% 80%  90%  100%

I I I I I I I I | I

Pig - 64% [ 19% [ 7%

Beef (;o 9% | 32% |
Sheep c; 4% 43%
Chicken

Turkey 24% [

Duck O 19% |

Geese 0p6%] 10% |

Fishl§o 19% [
Wild meat 1/4, 6%] 29%
Seafood 0I A 7% | 30%
W Daily E Weekly O Monthly " Less than amonth ~ Never T N/A

Source: own work, using data from the qualitatesearch

It can be determined from the test results thattlsomersn a great proportion buy pork,
presumablybecause ofits low price and certaioultural anthropological tradition , and the
other extreme: the special meat originated fromsie and it is consumed the least, which
reasons can be its relative obscurity or rathernespective way its price.
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It can be observed, however, that badance seems to tip towards the goods of the white
meat, and within for the chicken, what the per capita consumption and the consumptio
frequency values support. Although some peopletdommsider pork as "red meat", its
consumption amount and frequency still exposestheial second half of the consumption.
The amount and frequency of consumption of beacmordingly to the international trends
has decreased significantly in Hungary, but on athig basis it is still substantial despite the
fact that the frequency of consumption of “non-mati fish precedes it. Its monthly
consumption is typically less frequent and regular.

The interesting thing is that the consumption efldwer amounted wild meat get a relatively
higher value in the aspect of regularity, than laribeir consumption unambiguously
indicate the rare category.

In the regularity of the consumption of poultry meaxcept chicken meat - turkey meat is
represented the most; consumed weekly.

In the following table | examined that each typésneat what kind of gradation get in the
purchase palette of the customers, based on ham olfte customers mentioned in their
answers. Results are displayed in the figure below:

Figure 2.: Meat consumption habits - in the aspeatf precedence

The determination of the three most popular types o f meat by the number of mentions

— Pig; 96
Beef; 39

] Chicken 158

2nd placg Duck 17

Wild meats; 14
Fruits of the sea 10

Pig; 267
Chigken; 325
[ Turkey 114
Summary of the number of TG y
mentions o 11
(place 1-3) _ _ ] fish; 183
aggregated wild meats; 33

Fruits of the sea; 30

Source: own work, using data from the qualitatesesarch
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From the analysis of the resutiearly shows that we can make the chicken meat threost
beloved types of meatbecause in connection with the mentions, it wasiibset common in
the first and in the second place as well. Thekdancamong the concept of people, mostly it
is known aboutts simplicity, its relatively low price, and its least negative health affects
(in some sense its positive affects). Not surpglsinnowadays chicken is the most popular
types of meat among costumers.

Of course, in the overall ranking and in the memgjoin the second place is for the pork,
however somewhat it is surprising, that the inttiied place is not for the beef, but for the
fish.

Fish was mentioned the most on the third placef Bee turkey were mentioned nearly same
times, which also shows a shift. It is also wortitimg that poultry (geese, ducks, turkeys)

altogether were mentioned more than red meat wdtiolws negative preference.
Figure 3.: Brand Awareness

Spontaneous frequency of mentioning brand (max3) t  opl2 brands

Pick 60,5%
Gyulai
Saga
Kaiser 11,39
Papai 10,8%
Csabai 8,4%
Kométa 8,1%
Zalai 7,3%
Délhus 6,9%
Orsi 6,5%
Herz 4,7%
shop networks’ own brand Bl 4,1%
Did not answe ] 15,8%

0% 20% 40% 60% 80%

Source: own work, using data from the qualitatesesarch
In the questionnaire the first three brands haletonentioned, and accordingly, | depicted in
the figure in the order of they were mentioned. Tdst results were not unexpected and the
most popular brands got the first places. The @aondk place in the first place, represent

domestic products at the same time.
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The brand values column shows that the value catuare forming a hyperbola so Pick,

Gyulai and Saga was mentioned more than other brand

In the following test the relationship between ttvand value and purchase decision was
examined.

Figure 4. Brand Value, Decision of Purchase

Assessment of the claims: the importance of brand

Brand name is important for me 0

Branded products hard to achieve such people,
like me

Branded products are tasty

Branded products are healthy (inner content)

Brand name is only good to make products
more expensive

Branded products are safe(food safety))

Brand name is a guarantee for excellent

[S)

quality
0% 20% 40% 60% 80%  100%
B Absolutely agree B Rather agree B Rather not agree
O Absolutely not agree B Did not answer

Source: own work, using data from the qualitatesearch

At this stage of the research | have concluded libgers mostly loyal to the brand, they do

not or hardly change their habits. The consumerssider brand first a positive measure,

rather than a "price raiser" factor. These faces slrowed via the questions about tastiness,
safety and quality.

Although we got a mixed result in the aspect ofithportance of brand names, however the
consumer would rather accept the brand than Detectable the sceptical beliefas well,
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because for the question about: the brand is oobg dgor that to make more expensive the
product, we got 65% of agreement. The followingtraxatict with that: 69% of respondent
think that branded products are more tasty, 66%e\eithem safer, 71% guarantee of good
quality and 56% argued for a better and healtimiieer content. We also have to note that
most of the disagreements were about inner content.

Based on these, the appropriate use of brandgsrélagion of perceived and real values give
for the companies an exceptional opportunity, ab¢me 66 % of the consumers (fully 28%)
believe that the branded products is difficulteéach for him/her.

My assumptions about the examination of data:
» the income level influences the attitude for brandsthe loyalty;

» the level of education and social statusontributes to that the message of the brand

can be easily transferred by (brand offering) conmgs

Apropos of the next issue, | examine such questiavisich can be relevant to the
establishment of a segmentation model. Market satatien has a major importance in
connection with the marketing of the product, amat tan be examined in relation to various
features. In the following tables | outline thospects which | believed to be relevant and

they could be capable for selecting.

Henceforward, only those combinations are indicatdere | experienced relevant contact

and relations. Firstly, | examined the differenbesveen gender.

From the detailed research of the data also claarhed out, that the income situation can
definitely affect the development of brand awarenes its formability. | summarized the

most important statements about the income sitoatio
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5.Figure: Summarized statement in order to incometatus I.

Agreements with the statements with the subdivision of the income categories

72°)F

Brand name is important for me

Branded products hard to achieve for such people,
like me

Branded products are tasty

Branded products are safe (food safety)

Branded products are healthy (inner content)

Brand name only good to make products more expensive

Brand name is a guarantee for excellent quality

0% 20% 40% 60% 80% 100%
B Gets on well with his monthly income, and he has savings
O Gets on with his monthly income but he has no savings
@ Does not get on with his monthly income
| All

Source: own work, using data from the qualitatesearch

The data that can be seen in the figure indicatiag high-income respondents, except that a
portion of their saving can be handled as theirrgguhe branded products are also preferred
by them.

Only 22 % of the customers registered in a goodnme category said that it is difficult for
them to achieve branded products, which can beneldiremarkably too high in another
aspect. No wonder that those respondent who regist@ the lower income category is
almost 80 %, which is probably too high comparing the international standards.
Furthermore, it is numerous, that more than thirdespondents in the middle category said
the same.

The highest consensus among respondents of incategaties evolved in the aspect of
branded products are safe. In the categories ofrugpd middle income respondents' 80 %
answered in this way, while the consumers majmityhe lowest income category agree as
well (64%).
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Similarly high acceptance characterized the follmyguestions as well, although these extent
decrease with the decline of the income as wad,dktent is about 70 %.

* The branded products are tasty.

* The branded products are healthy (good inner conten

* The name of the brand is a guarantee for goodtguali

The last statement got the maximum value for aecegt among people in the higher income
category, which almost reached 90 %.

The sceptical beliefs to the brands can be discowale if the contraindicated question
relative high agreed response's value is obsethatl," the brand is only good to make the
product more expensive". The respondents in thie imgome category also agreed in a quiet
high proportion: 38%, while in the bad income catgg9%.

In the following table | summarized those statermefibm which we can evolve the factors
which influence the loyalty. From the analysis bé tdata | have concluded that these are

influenced mostly by the income circumstances.
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Figure 6.: Summary of statements according to incomll.

Agreements with the statements broken down into cate gories

manufacturers / brands

{{o]

w
o

o

| prefer Hungarian products (brands) ;:'

| often try advertised brands

g
53
[=)

Typically | buy the usual , well-established brands

| often try new things (brands))

| regularly check current sales and
make my decision accordingly

| purchase quality, branded productsand [—— "~ |

| am also willing to pay a higher price e
Mainly | purchase a lower price level private labeb————145%
(store chains products)products

T

0% 20% 40% 60% 80% 100%

W -Beside monthly income can save up
O - Can hardly save up money
@ - Have difficulties to live out of monthly income

B _Total

Source: own work, using data from the qualitatesearch

After the comprehensive evaluation of the tablailteswe can establish that customers are
usually said to be loyal, but behind this statemgsually there are no strong convictions
(except the home product category). As a resulbalf it could be said that much depends on

communication and quality.

The 80% of customers usually buy the same brama footh low and high income status
category. (Probably in the top category of brangiediucts, while the lower income category

rather so called private label products.)

There is a strong consumer opinion emerged in otspethat the customers especially buy
the most common brands (80-93%), but it is alsdacalpmainly in the higher income

category, to try out new things too (71%).
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The high degree of price sensitivity is supportedypthe following two questions:

* | purchase high quality branded products, and foerel am willing to pay higher
price too. On this question, my statement is basedhe big difference. In the
category with higher income, the positive answeesen82% of respondents, while

55% of middle class and low-income category, ori%03

* | continuously monitor current promotions and cloodased on those.

In the high-income category, the value is 51% alfb & the low income category

The final evaluation of the research collected @daut specific brands, during their analysis

the most common differences were also emerged iinoome status

Beside the best-known brands of the domestic madst known brands were also studied. It
is a parallel analysis of brand relevance and irectevel of the respondents. The results show
no clear differences between the different brahdsjever, shows that in the category of the
consumption of higher price level brands, the higheome respondents were also
represented higher. | found outliers in the higheome categories in the following brands:

» Csabai

» Kaiser

* Herz

* Zimbo

* Ringa

o Békeési

* Regnum

It is remarkable also that the vast majority of ésvincome respondents, choose the own

brands of the supermarket chains.
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Figure 7.: The relationship between the consumptioof specific brands and income

position

Consumption of listed brands accord  ing to income classification

Gyulai
Pick
Séaga
Délhus
. 87%
Csabai
Kométa
Kaiser
Debreczeni
Orsi

73%
Herz
Papai
Béabolna
54%
Zimbo

Ringa
Alfoldi-has
Békési
Temesvari
Balatoni
Koppany Hus
28%
Regnum
Babati
Szilvasi

Ahida

A store's own bran 40%

such as ( SPAR) 2,60%

0% 20% 40% 60% 80%
W Beside monthly income can save up
@ Can hardly save up money
@ Have difficulties to live out of monthly income
W Total

Source: own work, using data from the qualitatesearch

100%
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4. NEW SCIENTIFIC RESULTS

4.1 New scientific results

During my research | have examined the domestid foal consumer behaviour focusing on

the consumption of meat and red meat consumptidnpagichographic factors affecting the

core market and the main trends of its evolutian.my study consumer behaviour is

fundamental, the key was the factors tied to theevaaends, with focus on determining role if

the brand.

Here are the results of my study:

| have collected and processed the literature brackg of food consumer
behaviour and brand awareness. Through a systepratiess | shed new light on
the key dimensions of consumer behaviour as keyorfsc | described the
development of food consumption connected to theeva

| carried out a broad literature research regardhira;md and brand awareness in
which | combined different research results so brahd awareness behaviour can
be used better when defining food consumer segmbneddition, | highlighted
the role of branding in consumer decisions.

Quantitative, primary research was carried out tpla¥e, support the
opportunities of the characteristics of meat consion and segmentation, which
proved that the differences among the meat conswegments are caused by
factors such as the ones mapped during the gdioehtonsumer segmentation.

| outlined a communication model based on my re$etrat integrates the meat
consumption characteristics, its base is the cocsdn and widening of brand-
conscious behaviour and takes into account thereift consumer characteristics.
In my research | proved that values, brand awascaes utility assessment of

food consumption factors in various consumer segsrae significantly different.

During my research it was outlined that there aeeml links among the target groups

segmented by demographical and behavioural critgeial believe that the examined groups

can be easily and quickly separated for practiti®reas a result of that it can be used and

easily interpreted.

The segments outlined by the research can be ig#bctcharacterized and certain meat

consumer segments and target groups can be egtimateertain producers. As a result of my
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research results marketing and communication hagerbe possible to plan how to reach the

described consumer segments.

There is an unexpected result of my research ssichcan be seen more clearly the role of
nutritional benefits and the distinction of brarglihased on the behaviour of the domestic
meat consumers (meat consumer segments), paryculdih regard to the different-income

segments.

4.2 Conclusions and recommendations

The following statements were made during the eratiin of brand awareness of the
consumption of meat consumers.

According to the fundamental hypothesis, the sock@nge, the accelerated pace of life,
revaluation of the quality of life increased thduweaof leisure. As a result, the values and
judgment of the time became a new segmentatiomricnit, it offers an opportunity to

characterize new consumer target groups both ofotiteretail market.

* The domestic meat consumption segments of theatitex are not well defined,
there is a lot of uncertainty. The marketing atid in practice, often more like
fashion than justified. Some activities used wem@neatimes exaggerated,
sometimes dropped.

 The Hungarian meat consumer behaviour reflects giweeral food consumer
behaviour.

» The brand awareness has increasing role in custdewsions, which is proved in
the research.

* Most customers of meat products in the domesticketar(significantly) is
committed to a brand, but it is rather a habit thanscious brand loyalty. Easy to
influence.

* The price sensitivity is still high, that is a k&actor in the consumption of meat,
regardless of income category. Of course, the maesitivity is the largest in the
lowest income category.

* The long-term financially rational consumption b@bar among women is more
determining.

» The high brand values by themselves do not havafisignt effect, if it does not

include real or deemed (recognized by customershdorealistic nutritional
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benefits. This is partly due to the undevelopedraind awareness , on the other
hand, the strong price sensitivity

The brand is considered by consumers to be moosiaye measure of value than

steepening factors.

Based on the results the appropriate use of brahds;reation of perceived and

real value for companies can mean an exceptior@iraymity.

The income level significantly influences the aiti¢ to brands, loyalty, education
and social status contributes to that the brandsagescan be easily transferred by
the (brand offering) companies.

Consumers strongly differentiate branded produmtgjerately willing to pay more
for it if it has real benefits for them, but thetlso a presence of sceptical beliefs.

It cannot be decisively said that consumers acttephealth impact of the brand
value.

Health awareness is present among the Hungariasupwers (especially the
revealed intentions), but due to uncertainty in khewledge there are no strong
loyalties. Many consumers enforces more traditioaspects regarding health
awareness (For example: "You cannot eat healthly littte money”, "advertised
healthy food is not really healthy," ... etc.).

The older generation much more accept the valuésedirand.

Women are more likely to think in long term, strit@ save more in order to
maintain their families, less predisposed to expent more, they go shopping
more regularly and they are more rational, lessuisg buyers but more receptive
to the supermarkets own branded products.

In small towns and village communities people refganding.

The higher the educational level, the less commoaflower price-quality "private
label" products to be consumed.

The commitment to Hungarian products is extremélgng, although consumers
may not have accurate knowledge of the origin efgtoduct.

The taste-experience is significantly over-represgnamong the domestic
consumers.

Almost half of consumers deny that they would hg aidvertised brands.

The perceived behaviour of consumers and the twrdmgh-priced products in the
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value of their reactions to disappointment.
* Meat consumption shifts not only in quantity bugdcathe frequency of white meat
towards chicken.

After summarizing the test results we can say tha$ expedient to developed a brand
communication strategy which differentiate the nagesby gender, age and region.
The following figure | will try create an informain base schema (model), which based on the
research results, integrates the Hungarian consbef&vioural characteristics related to meat
consumption, brand building and the widening pabsés of conscious behaviour, and the
presented characteristics of the different consusegments. The basic model includes
segregation, which can be extended on requesktadet!.
The essence of the model that beside the combmafidifferent segments, the main values
of products are also different thus it is also imgot to have an appropriate communication
that suits.
The model’s structure is followed by a concept sashprice - segments - brand-forms a
coherent factor system. The relationship is reprieseby a triangle with the motivational
factors situated in the peaks and these factorasm@ciated with the system. For example, the
motives related to product benefits, we find thekpef the price factor, or other value
dimensions originating from product benefits. Theakie dimensions related to brand value
and the brand awareness are placed on the peakaifo@al motivation. On the peak of
social motivations can be found the characteristicthe identified customer segments and
the resulting psychic value dimensions.
We can display the shift of communication focushwilhe triangle representing the value
dimensions.
The base of the differentiated communication masla@iven by the segmentation features
represented with a two-headed column in the mddel.priority was to keep the model

simple enough to be stay useful.
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Figure 8.: Segmented model of communication.
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4.3 Possibilities for exploitation of results
Throughout my work | managed to get results fromrssearch that can be used in practice in
the area of the selection of marketing tools, ahad communication channels and the

definition of communication contents.

The segments outlined in the research can be uslegpéndently and in combination as well
to help manufacturers and distributors of brandesbycts to continue to specifying and
differentiating mainly their marketing activitieaimessages to each target direction

The created model of communication, of course,as aomplete, just a basic skeleton of

specific models used in practice, but can easilydesl as a pattern.
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