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ABSTRACT

The impact of food advertising on consumer behavior is a matter of concern to psychologists, marketers, economists and the
general public alike. It is well known that the consumer is not rational, and all the time does not carefully evaluate all available
alternatives before purchase. There exist many stimuli influencing consumer behavior, which refers to the study of buying
tendencies of consumers. There are several stages a consumer goes through before he finally picks up products available in
the market. Various factors, be it cultural, social, personal or psychological, influence the buying decision of individuals.
Submitted paper deals with the impact of inappropriate advertising on consumer behavior, namely the purchase of food.
Related research was conducted at Department of Marketing and Trade, FEM SUA in Nitra, based on
a questionnaire survey with a sample of 702 respondents from the Slovak Republic. We have used two research methods:
Chi Square contingency test and Kolmogorov — Smirnov test. Obtained results proved that 38% of respondents have
a personal experience with inappropriate food advertising and most respondents considered inappropriate food advertising
as a deceptive, misleading and manipulative one. It was confirmed that the perception of inappropriate food advertising is
not dependent on the age of the respondents and respondents do not avoid buying food previously seen in inappropriate
advertising. They take into consideration more important characteristics and features of the food products such as quality,

price, taste etc.
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INTRODUCTION

Advertising belongs to a group of marketing
communication tools used to communicate with the
companies as well as target consumers. Advertising can be
used as a paid impersonal ability, moving from
a seemingly simple task of conveying information to
a lower level, potentially seeking to attract more and more
sophisticated consumers (Mokry et al., 2016).

To be effective and influence human behavior, the
advertisement has to pass the process of receiving and
processing (Nagyova et al.,, 2014). This means that the
viewer must perceive and understand it by using the senses.
That's why the creators of advertisements use the
psychological aspects of perception and psychological
tricks.

Rybanska (2015) points out the importance of
psychological characteristics that need to be known because
they influence individual decision making. When creating
an advertisement, the lifestyle of the target group, personal
attitudes, habits, etc. should be taken into account (Géci,
Nagyova and Rybanska, 2017). The impact of psychology
on consumers is individual, but there are also general
patterns that are used in advertising because they affect their
perception (Nagyova et al., 2018b).

The psychology of advertising is perceived by
Andocsova, Géci and Kubelakova (2017) as an industry
focused on emphasizing the merits of a product or service,
which seeks to create the feeling that one needs this product
urgently. The psychology of advertising addresses the
recipient in an increasingly sophisticated way and seeks to
motivate the recipient to buy the product.

Every human being manifests some behavior and
responses to stimuli from the environment (Nagyova et al.,
2019). The perception, movement and manifestation of
people can be described by a simple term as human
behavior. In situations where an object for consumption is
attached in any way to this behavior, we are talking about
consumer behavior (Kozelova et al., 2011; Kozelova, et al.
2014). According to Kadek (2018), consumer behavior is
predetermined by the inclusion of a person in society and
his or her behavior in general.

Koprda (2014) refers to the manipulation of consumers
with the offer of companies on the market as consumer
behavior. If consumers are satisfied, they can generate
interest from others through positive reviews. In the case of
dissatisfaction and complaints, the overall interest in the
product offerings decreases.
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Consumer behavior according to DZupina, Hodinkova
and Kikova (2016) and UbreZiova et al. (2019) reflects the
whole of consumer decisions regarding the acquisition,
consumption and disposition of goods, services, activities
and experiences of human decision-making units.

Nagyova et al. (2018a) sces consumer psychology as
a specialized area that explores how our thoughts, beliefs,
feelings and perceptions affect how we buy goods and use
services.

Experts in consumer psychology, respectively in the
psychology of marketing, deal with these topics:

e the way consumers choose businesses, products
and services;

e thought, processes and emotions in decision
making;

e how variables such as friends, family, media and
culture affect the decision;

e the reasons why consumers prefer one product
over another;

e personal and individual reasons.

Adpvertising is a means that has a significant impact on the
broader society and public opinion, gets everyone's
awareness, influences our moods and behaviors, so it is
essential that advertising adheres to ethical principles, and
at the same time it is important that its compliance is
controlled (Polakevicova, 2015).

Scientific hypothesis

For a deeper analysis of the research objectives, the
following hypotheses were formulated:

Hypothesis 1: The sample is representative in terms of
respondents” age.

Hypothesis 2: We assume that the perception of
inappropriate food advertising is age-dependent.

Hypothesis 3: We assume that there is a link between the
impact of inappropriate advertising on food and its
subsequent purchase.

MATERIAL AND METHODOLOGY

The main aim of the paper was to find out how
advertisements promoting food products influence
consumer behavior.

As it was mentioned above, for the purposes of the
questionnaire survey, hypotheses were established at the
outset which, using statistical methods, can be confirmed or
disproved on the basis of the survey results.

In order to ascertain the attitudes and opinions of
consumers, a questionnaire survey was carried out via

Table 1 Respondents Divided by Age.

Age of respondents Number
Up to 25 years 296
26 -35 194
36 -45 92
46 — 55 72
56 and more 48
TOTAL 702

Note:Source: Authors, own research.

Internet by participating of 702 respondents from the Slovak
Republic (Table 1) and was conducted at Department of
Marketing and Trade, FEM SUA in Nitra.

Statistic analysis

The evaluation of the questionnaire consisted of
comparing the individual answers of the questions in
graphical form and by using the following statistical tests
(Matejkova, Pietrikova and Poliakova, 2014):
Chi-square test of good compliance

The Chi -square of the test of compliance is calculated
according to formula (1):

k
(Ei—Tp?
X = E n o O
i= 1
Where:

Ei — empirical abundance,
Ti — theoretical abundance,
r —number of rows.

The critical value is expressed as: x2 (o, (n — 1). (k— 1)).
If the calculated value is greater than the critical value, the
null hypothesis is rejected and an alternative hypothesis is
accepted that says the sample at the selected significance
level is not representative.

Chi Square contingency test
The Chi -square contingency test is calculated according
to the formula (2):

2
2 _ §r s
X' = Li=1 Lj=1 T—l] (2)
Where:
Ei — empirical abundance,
Ti — theoretical abundance,
r —number of Tows,
s —number of columns.

The critical value is expressed as: x2 (o, (n — 1). (k— 1)).
If the calculated value is greater than the critical value, the
null hypothesis is rejected and an alternative hypothesis is
accepted that says there is a dependency between the
nominal data examined at the selected significance level.

Kolmogorov — Smirnov test
It is used when it is necessary to compare consumer
preferences with theoretical or hypothetical preferences. It
is used for nominal data for one sample.
The null hypothesis, HO, argues that there is no difference
between consumer preferences and theoretical preferences.
An alternative hypothesis, H1 argues that there is
a difference between consumer preferences and theoretical
preferences.
The test characteristic is calculated using the formula (3):
Dcal. = max [abs (Fi- Gi)] (3)
Where:
Dcal. — calculated test characteristic,
Fi — cumulative relative abundance,
Gi — cumulative theoretical abundance.

The tabular value is calculated using the formula (4):
1,36 _
7 for a =0.05 4

Where:

n — number of respondents,

o — significance level.
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RESULTS AND DISCUSSION

Consumer behavior is one of the constantly evolving and
changing elements of today's world (Carlucci et al., 2015).
To understand it, it is necessary to examine the complex
interaction of many influencing elements (Moutinho,
1987), e.g. the impact of advertising as it was examined e.g.
by Story and French (2004), Lobstein and Dibb (2005),
Chou et al. (2008), Harris et al. (2009), Kelly et al. (2010),
Andreyeva et al. (2011), Vukmirovic (2015) etc. who's
attention was mainly focused on children and the impact of
the advertising on them.

Braun et al. (2002), Hupp et al. (2008), Lichtlé et al.
(2014), Sugrova et al. (2017), Nagyova et al. (2018a) and
Ubreziova et al. (2019) proved that advertising can lead to
strong emotional arousal, marketers can use this method to
engage with consumers regardless of the product they are
promoting.

Another studies by different authors (Horska and
Orémus, 2008; Rybanska, 2015; Bercik et al. 2016;
Andocsova, Géci and Kubelakova, 2017) pointed out that,
emotional branding strategy is a common advertising
technique that many popular company’s use to engage with
consumers on a more personal level.

Respondents involved in a survey had been asked to
answer questions related to their attitude to inappropriate
food advertising and personal experience with such kind of

in Table 1, we have analysed answers by total
702 respondents from the Slovak Republic (41% of
respondnets were up to 25 years, 28% of respondnets
between 26 and 35 years, 13% between 36 and 45 years,
10% between 46 and 55 years and 8% were 56 years and
older).

In your opinion, what food advertising is
inappropriate?

In the aswers on the above-mentioned question were listed

several characteristics of the ad, that may be a reason for the
inappropriate nature, while respondents were invited to
indicate more options.
Under term “Inappropriate food advertising, most
consumers imagine advertising that is deceptive (98%) and
misleading (78%). The respondents made their decision
mainly based on their own emotions (Figure 1).

Besides that, the current situation on the food market is
influenced by various diet trends including eating healthy
products (Guziy, Sedik and Horska, 2017).

Do you have personal experience with an
inappropriate food advertising?

Respondents consider as inappropriate or unethical
advertisements presenting yogurts with plenty of fruit,

advertising influencing their purchasing behavior. As seen

while the reality is different. Also unethical are

Deceptive

Vulgar

Insulting

Naughty

Misleading

Manipulative

Other

0% 20% 40% 60% 80%

A | 98%
I 64%
I 4e%
I— a2
I 78%
. e7%

0%

100%

Figure 1 Characteristics of Inappropriate Food Advertising. Note: Source: Authors, own research.

1do not remember - [ 51%
I have not any experience _ 11%
have an experience [N v

0% 10% 20% 30% 40% 50% 60%

Figure 2 Personal Experience with an Inappropriate Food Advertising. Note: Source: Authors, own research.
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Table 2 Results of Chi-square, Chi-square Contingency Test and Kolmogorov-Smirnov Test.

Chi-square Test

Chi-square Contingency Test

Kolmogorov-Smirnov test

TCH TH TH TH
0.81 < 9.47 > 0.49 > 0.10
Note: Source: Authors, own research.
Table 3 Results of Kolmogorov — Smirnov test.
Attitude Absolute Relative Cumulative Theoretical Cumulative abs
abundance abundance relative abundance theoretical (Fi-Gi)
abundance abundance
positive 148.00 0.21 0.22 0.33 0.33 0.11
negative 253.00 0.36 0.57 0.34 0.67 0.10
neutral 301.00 0.43 1.00 0.33 1.00 0.00
Total 702.00 1.00

Note: Source: Authors, own research.

advertisements for nutritional supplements, e.g. for building
the muscles without working out. Consumers also feel
deceived when presenting healthy sticks and also butter,
although the reality is different. 38% of respondents have
the personal experience with an inappropriate advertising,
while only 11% of respondents have not encountered such
advertising. Up to 51% of respondents admit personal
experience with the inappropriate food advertising, but they
exactly do not remember (Figure 2). Anyway, it has to be
stated that advertising has a strong influence and impact on
consumer behavior even in the 21.% century (Vivek, Beatty
and Morgan, 2014; Nagyova et al., 2014).

Statistical hypothesis testing

Hypothesis |

HO: The sample is representative in terms of respondents’
age.

Hl: The sample is not representative in terms of
respondents” age.

Based on value 0.81 <9.47, we accept the hypothesis HO.
With 95% probability can be said, that the sample is
representative in terms of respondent age (Table 2).

Hypothesis 2
HO: We assume that the perception of inappropriate food

advertising is age-dependent.
HI1: We assume that the perception of inappropriate food
advertising is not age-dependent.

Based on a value 15.507 >0.49 can be concluded that we
reject the hypothesis HO and accept the hypothesis H1. With
95% probability can be said that the perception of
inappropriate food advertising is not dependent on the
respondent's age (Table 2).

According the research by APA (2019), there is proven
association between advertising and age of respondents but
mainly in most children under age 6, who cannot distinguish
between programming and advertising and children under
age 8 who do not understand the persuasive intent of

advertising. Advertising directed at children this young is
by its very nature exploitative. Children have
a remarkable ability to recall content from the ads to which
they have been exposed. Product preferences affect
children's product purchase requests and these requests
influence parents' purchasing decisions.

Hypothesis 3
HO: We assume that there is a link between the impact of

inappropriate food advertising and its subsequent purchase.
H1: We assume that there is not a link between the impact
of inappropriate food advertising and its subsequent
purchase.

On the basis of the value 0.11 >0.10 we reject the
hypothesis HO and accept the hypothesis H1, which means
that the relationship of the influence of inappropriate
advertising on food on their subsequent purchase was not
statistically proven (Table 3 and Table 2). Research by
Nagyova et al. (2014), Rybanska (2015) and Sugrova et
al. (2017) also proved, that the advertising has only lower
impact on consumer behavior, as the most important factors
in condition of the Slovak Republic, influencing the
consumers buying behavior are price, quality, taste, reliable
references etc.

CONCLUSION

Our research was aimed at the impact of inappropriate
advertising on consumer behavior when purchasing the
food previously seen in advertisement. Results of the
research conducted at FEM SUA in Nitra are on the basis of
a  questionnaire survey with a sample of
702 respondents from the Slovak Republic. It has been
proven that 38% of respondents have a personal experience
with inappropriate food advertising and most respondents
considered  inappropriate  food  advertising  as
a deceptive, misleading and manipulative one. We have
tested three hypothesis:

H1: The sample is representative in terms of respondents’
age.
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H2: We assume that the perception of inappropriate food
advertising is age-dependent.

H3: We assume that there is a link between the impact of
inappropriate advertising on food and its subsequent
purchase.

We have obtained following results:

The research sample is representative in terms of
respondent age (Hypothesis 1 was accepted).

Perception of inappropriate food advertising is not
dependent on the respondent's age (Hypothesis 2 was
rejected).

And the relationship of the influence of inappropriate
advertising on food on their subsequent purchase was not
statistically proven (Hypothesis 3 was rejected).

On the basis of above stated results can be concluded that
respondents are not influenced by inappropriate food
advertising when buying food previously seen in
advertisement. They take into consideration more important
characteristics and features of the food products such as
quality, price, taste, reliable references etc.
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