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\larketing- PONRURER. qp= Lty —

.\—.i:-i 1:;‘:-1::;‘::‘]‘;; f:z;r‘» in Irxﬂplc s dietary is ?_55‘?&_‘0(1 in a Cross country sur-
‘ , rics. The sample comprises 11919 responscs to @ ques-
tjonnaire developed for the EATMOT project as described in [3] ¢ [n this
st uri}'.'('lu:-‘tcr analysis based on people’s marketing motivations revealed two
woll differentiated groups: Jow and notably motivated consumers. These w0
groups were compared. outlining some characteristics of consumers who are
more prone 1o commercial and marketing motivat 10DS.
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N nmerous people’s dictary decisions arc influenced by commercial and marketing motiva-
Lons Advertising and marketing tactics are in fact intended to pique consumer attention
and influence t hoir purchasing decisions. Yong people are known to be part icularly vulner-
gbie (1], and 1t i« of interest 1o identify some other characteristics that may differentiate
st vulnerable CONSUMCrs. In this study. based on 8 sample of siz¢ 11919, collected
as part of the project EATMOT [3]. marketing motivations in food choices are analyzed
through seven jLems. Factor analysis was applied by country, looking for a factor struc-
1] countries. Three items Were consistently combined i1 onc factor. The

tudied individually. Five variables werc. then, considered to measure
in consumer 3 food choices and used in a cluster analysis. Ward's
and average linkage were three hierarchical techniques that Were
. considered 8% initial solutions for the k-means method. To find
rs, k-mmeans method was apphied 1o 50 bootstrap samples and
unbers of clusters was examined using the
1 optimal solution, distinguishing

wure common {0 A
other items Were 8
marketing potivations
method. s gle linkage.
used: their 168

an c«ptima] pumber of cluste
(he similanty of cluster solutions for different
rand index [2]. The two cluster solution emerped as al
consUMers ypore prone W the influence of marketing (Figure 1).
Then. using statistical 1ests and logisue regression analysis, these WO clusters were com-
pared. For example, consuIners of the Notably \lotivated cluster wete significantly younger
(32.7 vs 3(.7 years old, p < 0.009), as expected, and this cluster also had a higher per-
centage of women { 72.2% vs. 70.2%, p:(].UiG)‘ a higher percentage of single individuals
(51.9% Vs 379%. p< 0.005), a lower proportion of individuals with university education
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Figure 1: Clusters means in the five marketing motivationg

- 27 vs. 66.1%, p < 0.005), more CONSUIMErs living in rural or suburban gre, (3727
-;:_m‘{il,,:"'[‘ < 0.005). and more CONSUMErs without an active professiongs) activity, tha; .
: e,

anemploved, non-working student - . '
hicher BMI and less physical exercise revealed to be associated with a sv¢; fer chanee
-)l-_- ' 4 Fs 3 | J.

belonging to the notably motivated group (p < 0.005).
We thus obtained evidence that the propensity for higher levels of commn:«rcig] and mar.
keting motivations is associated with socio-demographic, anthropometric, Lehavioura] ang

health related characteristics of the consumer.
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