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Summary of the thesis 

 

Title:  The impact of the healthy messages on the French consumers’ behavior. 

Authors: HAYS Alicia and IMBERT Elodie 

Supervisor: REINERT Venilton 
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Purpose: The objective of the paper is to understand the French consumer behavior faced 

with regulated food advertising. 

Frame of reference: First of all, we give a definition of consumer behavior following by the 

several characteristics which can affect the consumer buying behavior. Then, we describe all 

the steps of the consumer’s decision buying process. In a second part we broach the subject of 

the communication process and the regulated food advertising. 

Method: We start explaining the methodological approach and the research design. Then, we 

describe which type of research we choose to use and why. Our Methodological part ends by 

a description of the survey.  

Conclusion: French people really know these messages and are aware of them. These 

messages arouse their curiosity. However, some surveys proved that the impact of the healthy 

messages can have the opposite effect from the one expected by the French government. 
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INTRODUCTION 

1. Background 

 Since 1950, France has faced increasing household consumption. In fact, after the 

World War II, French people have imitated the American way of consumption due to the 

positive image of Americans after they helped to liberate France in the war (Marie-

Emmanuelle Chessel, 2012). Today, French household consumption is three times higher than 

in 1960 (Insee, 2010) and 13% higher than the European average (Insee, 2009). Particularly, 

France is the European country that consumes the most food (Insee, 2009). 

In parallel, TV advertising has zoomed in France over the past few years. In fact, since 1986 

the advertising market on TV has increased by 257% (Syndicat National de la 

PublicitéTélévisée, 2010). Moreover according to a “Médiamétrie” survey in 2003, 76% of 

the French insists they like advertisement and could not appreciate TV without advertisings 

(Caaps, 2011). At the same time, surveys revealed that 89% of food products promoted on 

advertisings is unhealthy (UFC quechoisir, 2009).  

At the same time of increased fat products advertising, there has been a growth of obesity in 

France. In fact, over the 10 last years obesity rates have zoomed. From 2000 to 2012, the 

obesity rate increased from 10.1% to 15% (Obépi-Roche, 2012). This phenomenon also 

concerns children. As an example, today 4.5% of the French children are overweighed and 

3.5% are obese (Inpes, 2012). The impact of the advertisement on children health is often 

examined by international surveys especially by the World Health Organization (WHO). 

These surveys prove advertisement cannot be blamed for obesity: different factors are 

involved in this disease (Youngplanneur, 2010). Notwithstanding, scientific surveys show that 

TV advertisings for sugary and fat products are harmful for the children food habits 

(Youngplanneur, 2010). Because of this dangerous raise of obesity in France, French 

government decided to tackle the problem and create a law to regulate food advertisings 

aimed at both adults and children (Mangerbouger, 2007). 

In 2007, on March the 1st, the law came into effect. From now on, the publicists have to add a 

healthy message on the advertisings that promote sugary, salty and fat products 

(Mangerbouger, 2007). The messages encourage people to eat five fruits and vegetables per 
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day, engage in sporting activity, not to snack between the meals and not to eat sugary, salty 

and fat products (Mangerbouger, 2007). These four different messages have to appear in a 

proportional way (Mangerbouger, 2007). Moreover, as far as the print media and television 

are concerned, these healthy posts have to take up at least 7% of the advertisement surface. In 

addition, they must be displayed during the whole advertisement or just after it on television 

and cinema (Youngplanneur, 2010).  

This law appears like a paradox in a society in which consumption is at its highest. These 

healthy messages on food advertisement have definitely had an impact on consumer behavior 

but university research studies have shown it is probably not the one expected by the French 

government. This will be discussed later in the paper. 

According to Kotler (2008), consumer behavior can be impacted by several factors: cultural, 

social, personal and psychological (Kotler& Armstrong, 2008). These factors need to be 

studied at each stage of the buyer decision process in order to understand the consumers’ 

behavior. This process includes five steps: need recognition, information search, evaluation of 

alternatives, purchase decision and post purchase behavior (Comegys & Hannula, 2006).  

The consumer behavior is also impacted by advertisings which use communication processes 

to affect the buyers. According to Smith (1993), the basis of communication is when a sender 

or a communicator formulates an idea and passes on the message to the receiver. The answer 

of the receiver which is called the feedback shows that he understands the message (Smith, 

1993).  

2. Research question 

Faced with this law we will focus on the real impact of the healthy messages on the French 

consumption. This research question will help us:  

 How regulated advertising can influence French buyer’s decision? 

3. Problem 

For sixty years, the aim of the consumer society in which French people have been living is to 

encourage people to consume. For that, advertisement has increased a lot over the past few 

years, particularly in food advertisings that mainly promote fat and sugary products (UFC que 

choisir, 2006). In parallel, the phenomenon of obesity has risen. In 2007, because of the 

increasingly overweighed population, French government reacted and created a law to 
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regulate food advertisement. The aim of this law is to warn people about an unhealthy 

consumption: some preventive messages appeared in all the advertisings for high calorie 

products suggesting people not to buy these products. How can people react faced with this 

kind of contradiction?  

France is the country we will focus on since we are French students and, therefore we will be 

able to do an efficient research. Moreover, France is the country of the gastronomy; known 

for its love of food and cooking. It is also interesting to study the increasingly unhealthy way 

of consumption in the country where food is considered an art (Thomas Helgesson, 1996). 

The French law about healthy messages has existed in for 6 years, so we will be able to know 

if it has had the expected effect i.e. a fall of the fat and sugary products sales or the opposite 

effect.  

4. Purpose  

The objective of this paper is to understand the French consumer behavior faced with these 

regulated food advertising. We want to know if the mandatory healthy messages in the 

advertisings have made French people change their way of consumption.  

5. Delimitation  

This paper will focus on the understanding of the currently French consumer behavior faced 

with healthy messages broadcast on fat products advertisings. We will study if the law of 

2007 has had the expected effect on the French consumption i.e. a fall of the sugary, salty and 

fat products sales or if the French have not changed their way of consumption or not.  

To sum up, the effects of regulated advertisings on the French population will be studied in 

this paper. The reaction of French people faced with advertisings in which two contradictory 

messages are delivered will be studied. For that, a survey will be led. In it French people will 

be interviewed on their way of consumption since the law publication.  
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THEORETICAL FRAMWORK 

 

1. Consumer buying behavior  

1.1. Definition of consumer buying behavior 

Many authors worked in order to find a clear definition of consumer buying behavior. 

According to Wayne D. Hoyer and Deborah J. McInnis (2009), “the consumer behavior 

reflects the totality of consumer’s decision with respect to the acquisition, consumption, and 

disposition of goods, services, time, and idea by decision making units”(Hoyer & McInnis, 

2009, p4). To them, the consumer behavior is more than a simple buying done by a single 

person at anyone point of time. For instance, jewelry bought by a person represents more than 

a simple purchase but the personality and the feeling of the person (Hoyer & McInnis, 2009). 

It is important to keep in mind that there are a lot of marketing strategies created to influence 

one or more of the dimensions of consumer behavior. As an example, a company’s marketing 

strategy can act on the group belonging aspect in associating its product to a famous music 

band. People who like this music band will want to buy this product (Hoyer & MacInnis, 

2009). However, Salomon et al. (2010) gave another definition, “It is the study of the 

processes involved when individuals or groups select, purchase, use or dispose of products, 

services, ideas or experiences to satisfy needs and desires” (Solomon, Bamossy, Askeegaard 

and Kogg, 2010, p. 6). 

According to Mansoor and Jalal, the consumer’s buying behaviour can be broken down into 

several forms of choice for the consumer. This choice depends on a set of factors such as the 

demographic, the social or the cultural factor (Mansoor & Jalal, 2011). These factors can be 

divided in to two groups. The first one is the situational factor; it gathers all factors with 

physical surrounding, temporal perspective or social factors.  The second one is the non 

situational factor contained factors such as race, gender, brand image (Belk, 1975).   

1.2. Factors that impact consumer behavior  

Each purchase is influenced by cultural, social, personal and psychological characteristics. 

These factors are taken into account when marketers develop strategies but they cannot act 

directly on them (Kotler & Armstrong, 2008).    
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Figure 5-2 Factors influencing behavior (Kotler, 2008, p 137) 

1.2.1. Cultural factors 

Culture is an idea that has been defined many times in the past. Hoyer and MacInnis (2009) 

say “The culture refers to the typical or expected behavior, norms, and ideas that characterize 

a group of people”(Hoyer & MacInnis, 2009, p 17). Kumra (2007) insists the beliefs and the 

values of a culture are shared and transmitted from a generation to another within a given 

society. Culture is the factor that has the biggest influence on the consumer buying behavior. 

The culture factor is strong because it has been present since the consumer’s childhood; a 

child learns basic values, perceptions, wants, and behavior from the family and other 

important institutions. To imagine new products that could be liked by the consumers, 

marketers have to recognize and understand cultural shifts (Kotler & Armstrong, 2008). 

However, culture can be affected by group memberships within the society at large. These 

groups are called subculture.   

Subculture 

A subculture is “a group whose members share beliefs and common experiences that set them 

apart from the members of the main culture” (Salomon, Bamossy, Askegaard & Hogg, 2006, 

p 587). As the members of a subculture share beliefs and common experiences, they react in 

the same way when faced with information (Salomon, Bamossy, Askegaard & Hogg, 2006).  

There are different types of subcultures such as nationalities, religions, racial groups and 

geographic regions. A subculture can be a market segment and so, it is a target for marketers 

(Kotler & Armstrong, 2008).  
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Social class 

A social class is the overall rank of people in society. People who belong to the same social 

class are approximately equal in terms of standing occupation and lifestyle (Salomon, 

Bamossy, Askegaard & Hogg, 2006). 

The members of the same social class share similar values, interests and behaviors. A social 

class does not only gather people with the same income, the same education and the same 

wealth. All these factors need to be considered to really define a social class.  It is very 

important for the marketers to think about social class because it tends to exhibit similar 

buying behavior (Kotler & Armstrong, 2008). 

1.2.2. Social factors 
 

Reference groups 

A reference group is “an actual or an imaginary individual or group which has a significant 

effect on an individual’s evaluations, aspirations or behavior” (Salomon, Bamossy, Askegaard 

& Hogg, 2006, p 350). 

Groups can be divided in primary and secondary groups. The first one includes groups which 

have a lot of informal interactions such as the family, the friends and the neighbors. In the 

secondary group, relations are more formal with less interaction like in religious and 

professional groups (Kotler & Armstrong, 2008). However, groups can be divided in another 

way. In fact, according to Salomon et al. (2006), if groups can be divided in formal and 

informal ones there are also aspirational groups, identificational groups, virtual communities 

and brand communities and tribes (Salomon et al.,  2006).  

Consumers are all the time being influenced by many smaller groups; these latter have an 

effect on their behaviors (Kotler & Armstrong, 2008). In fact, reference groups can influence 

people by conveying information (Hoyer & MacInnis, 2009). They can have an impact on the 

psychological core and the making decision process by affecting who they get information 

from and how they judge it. Reference groups can make the entire group behave in a certain 

way (Hoyer & MacInnis, 2009).  

Three forms of reference group influences exist. First of all, the informal influence is when 

the consumers are impacted by professionals. People are influenced by the ones who have 
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more information than them (Salomon, Bamossy, Askegaard & Hogg, 2006). Then, the 

utilitarian form is the influence a close relation can have on a person such as influences by 

parents or friends (Salomon, Bamossy, Askegaard & Hogg, 2006). Finally, the value-

expressive influence is when consumers try to improve the image they can convey (Salomon, 

Bamossy, Askegaard & Hogg, 2006). 

As a consequence, reference groups play a key role in the consumer buying behavior. People 

are influenced by reference groups even if they do not belong to this group.  A reference 

group can be like an aspirationnal group, consumers act like the members because they want 

to be like them.  Marketers try to identify the reference group of their target markets and act 

on this group to influence the consumer (Kotler & Armstrong, 2008). 

In these reference groups there are opinion leaders who can influence people by means of 

their special knowledge, skills, personalities or other characteristics (Kotler & Armstrong, 

2008). 

Family 

A family is a group of individuals who live together and are related by marriage, blood or 

adoption. There are two kinds of families: the most usual is the nuclear one i.e. mother, father 

and children; the other one is the extended family which is the nuclear family plus relatives 

such as grandparents, aunts, uncles and cousins (Hoyer & MacInnis, 2009).  

Family members are a big influence factor in the consumer buying behavior (Kotler & 

Armstrong, 2008). The concept of family is very important for marketers since it is the 

strongest, most immediate and persuasive effect on the consumer’s personality, motivation 

and attitude. In fact, the family is the most basic social group of individual members who live 

together to satisfy their personal and mutual needs (Kumra, 2007). According to Kotler 

(2008), there are two kinds of families in the buyer’s life. The first one is the family of 

orientation. In this type of family, parents provide a person with politics, religious motivations 

but also with a personal ambition, self-worth and love to influence the child even if he is not 

often with his parents. If the child spends his childhood only with his parents the influence is 

stronger. The second kind of family is the family of procreation. This family occurs in the 

second part of the buyer’s life. It is the most important consumer buying organization in the 

society and has more influence on everyday behavior than this other type of family (Kotler & 

Armstrong, 2008). 
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Roles and status 

The notion of status is very important for the marketers since people often make a judgment 

on the basis of what people buy i.e. products become status symbols and place their owner in 

the social hierarchy (Hoyer & MacInnis, 2009). On the contrary, Kotler (2008) asserts that an 

individual belongs to many groups but does not have the same role in each group. The role a 

person has in a group gives them a particular status (Kotler & Armstrong, 2008).  

Anyway, people often buy products reflecting their status in the society (Kotler & Armstrong, 

2008). Particularly, according to Hoyer, the consumers buy items that reflect not only their 

current social class but also the class they aspire to belong to (Hoyer & MacInnis, 2009).  

1.2.3. Personal factors 
 

 Age and Life-Cycle stage 

Marketers often segment consumers by age because people of the same age usually have 

similar experiences and share common memories, symbols and needs. These can lead to the 

same way of consumption (Hoyer & MacInnis, 2009). Generally, a population can be divided 

into four main groups which are the teens, the generation X, the baby boomers and the 50 and 

older market (Hoyer & MacInnis, 2009).  

Moreover, consumers change their way of consumption over their life because tastes in food, 

clothes, furniture are often related to the age. Therefore, marketers adapt their products and 

their marketing plan to each stage (Kotler & Armstrong, 2008).  

Occupation 

To Kotler (2008), the hobby affects the consumer’s purchase of services and goods.  A group 

of people with the same occupation will buy the same things so they will be in the same 

market segment (Kotler & Armstrong, 2008). On the other hand, Hoyer and MacInnis (2009) 

say the occupation is a good factor to use to determine the place of people in the society, 

specifically the occupations which require a high level of education or income (Hoyer and 

MacInnis, 2009). As a consequence, people who share the same hobbies tend to share similar 

income, lifestyles, knowledge and values (Hoyer and MacInnis, 2009). Indeed, according to 
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their budget consumers can permit themselves expensive activities or not (Kotler & 

Armstrong, 2008). 

Life style 

Lifestyle is “a set of shared values or tastes exhibited by a group of consumers especially as 

these are reflected in consumption patterns” (Salomon, Bamossy, Askegaard & Hogg, 2010, p 

558). 

Lifestyle is a concept highly related to consumers’ values and personality. In one hand, values 

and personality represent internal states or characteristics (Hoyer & MacInnis, 2009). On the 

other hand, lifestyles are manifestations or actual patterns of behavior; in particular, they are 

represented by consumer’s activities, interests, and opinions (Hoyer & MacInnis, 2009). 

Nevertheless, Salomon et al. (2010) highlight other characteristics of the lifestyle: each 

lifestyle is unique, it can change over the life time of an individual and it represents the 

belonging to a group (Salomon, Bamossy, Askegaard & Hogg, 2010).  

The technique used to study lifestyle is known as psychographic (Kotler & Armstrong, 2008). 

Personality  

There are as many ways to define personality as there are schools of thought. The three main 

schools are the Freud theory, neo-Freud and behavioral researches. In one definition, 

personality is “the unique individual personal psychological characteristic that are consistent 

based on which they react to environment” (Kumra, 2007, p 70).   

Furthermore, the personality is a set of traits such as sociability, self confidence, dominance, 

autonomy (Kotler & Armstrong, 2008). Marketers use the self-concept to understand 

consumer behavior because each consumer’s purchase reflects an aspect of their personality 

(Kotler & Armstrong, 2008). However, several surveys have demonstrated that personality 

finally does not predict the consumer behavior very well. Moreover, consumer researchers 

have often attempted to use the personality in an inappropriate way (Hoyer & MacInnis, 

2009). For example; a study examined the difference between Ford and Chevy owners and the 

results disappointed. In fact, the survey pointed only one significant difference: Ford owners 

were more dominant-aggressive than the Chevy ones which is not really a meaningful and 

useful finding (Hoyer & McInnis, 2009). Even if personality has not been proven as a good 

factor to determine consumer behavior, there is still a link. Indeed, the relation between 
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personality and consumer behavior is stronger for some types of consumer behavior than for 

other (Hoyer & MacInnis, 2009). 

1.2.4. Psychological factors  
 

Motivation 

Since the buying behavior depends on the needs the individuals feel, it is important to take 

into account the Maslow theory. Abraham Maslow developed the most influential theory 

about human needs: The Maslow’s hierarchy of needs.  First of all, people are motivated by a 

set of wants, some more fundamentally than others. Maslow divides human needs into five 

categories as shown in Figure 5-4 (Bolman & Deal, 2009). 

 

Figure 5-4 Maslow hierarchy of needs (Maslow, 2nd edition) 

In the pyramid, primary needs for physical well-being and safety have to be satisfied first. 

Once these lower needs are fulfilled, consumers are motivated by social needs. At the very top 

of the pyramid is self-actualization which is the developing of one’s fullest and actualizing 

one’s ultimate potential. Furthermore, according to Maslow, the satisfaction of one need leads 

to the activation of another (Bolman & Deal, 2009). 

Moreover, Sigmund Freud asserts that consumers are largely unconscious about the real 

psychological forces shaping their behavior. According to him, people hold back many urges 

while they are growing up. However, these desires are not eliminated or under perfect control, 

they appear in the dreams, in slip of the tongue, in neurotic or obsessive behavior, or 

ultimately in psychoses. So, people do not fully understand their motivation sources (John 

Wiley & Sons, 2008). 

   Physiological needs (Food, 

water, sleep, breathing etc) 

   Safety needs (security of body, 

employment, health, resources etc)  

   Social needs (family, friendship 

etc) 

   Esteem needs (Self-esteem, 

respect of others etc)  

   Self-actualization (Spontaneity, 

creativity, problem solving etc)  
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Perception  

Perception is “the process by which an individual selects market stimuli, organizes, and 

interprets based on his own needs, values and expectations to make a meaningful and coherent 

picture of the world around him” (Kumra, 2007, p 101). 

 

Figure 2.1 An overview of the perceptual process (Salomon, Bamossy, Askegaard & Hogg, 2006) 

Hoyer & MacInnis (2009) are in accordance with Salomon et al. (2006) as far as the 

perceptual process is concerned. When a person is exposed to a stimuli and paid attention to 

it, he can perceive it. Once one of our five senses (sight, hearing, smell, taste, touch) has 

received the stimuli the perception can occur (Hoyer & MacInnis, 2009).  

Kotler (2008) agrees with the perceptual process but adds an important factor which can 

impact consumers. In fact, even if people have the same motivations and are in the same 

situation, they can act quite differently because of three perceptual concepts:  

o Selective attention is the tendency for consumers to eliminate a big part of the 

information they are exposed to. Therefore, marketers have to work hard to 

attract consumer’s attention knowing a large portion of their message could be 

ignored by the consumer (Kotler & Armstrong, 2008). 

o Selective distortion describes the tendency of consumers to adapt information 

to personal meanings. People interpret information according to their original 

beliefs and wants. For that reason marketers try to understand the nature of 

consumers to act on the product promotions and sales (Kotler & Armstrong, 

2008). 
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o Selective retention is the process by which people remember some information 

but not everything they hear (Marketing glossary).  

Learning 

Learning is “a process in which behavior capabilities are changed as a result of experience 

provided the change cannot be accounted for by native response tendencies, maturation, or 

temporary states of the organism due to fatigue, drugs, or other temporary factors” (Kumra, 

2007, p 137).  

People change because they learn from their own experience. Furthermore, the main part of 

consumer behavior is due to learning. The practical significance of learning theory for 

marketers is that they can build up demand for a product by associating it with strong drives, 

using motivating cues, and providing positive reinforcement (Kotler & Armstrong, 2008). 

However, some factors can affect learning from experience which are the motivation, the 

prior familiarity or ability, the ambiguity of the information environment and the processing 

biases (Hoyer & MacInnis, 2009). These factors can inhibit consumer learning principles. As 

a consequence, marketers have to adapt their strategies (Hoyer & MacInnis, 2009).  

Beliefs and attitudes 

According to Kotler, a belief is “a descriptive thought that a person has about something” 

(Kotler & Armstrong, 2008, p151). Consumers acquire their beliefs and their attitudes through 

experience and learning. Because of beliefs that consumers formulate, marketers can build 

brand image in order to influence and to say what people want to heard in order to raise sales 

(Kotler & Armstrong, 2008). Hoyer and MacInnis (2009) insist beliefs are really fixed in the 

consumers’ mind and they are difficult to change. As a consequence, faced with an 

advertising message, people create counterarguments because they do not want to give up 

their existing belief structures (Hoyer & MacInnis, 2009).  

In the same way, “an attitude describes a person’s relatively consistent evaluations, feelings, 

and tendencies toward an object or an idea” (Kotler & Armstrong, 2008, p151). Attitude 

serves three functions which is why it is so important: it guides our thoughts (cognitive 

function), influences our feelings (affective function) and affects our behavior (connative 

function) (Hoyer & MacInnis, 2009). The understanding of how attitudes are constituted is 

essential to create new offerings which fit with consumer’s attitude, as Figure 5.1 shows, 

attitudes can be based even on cognitions or emotions. According to the effort of the 
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consumer, an attitude can be formed in four different ways (Hoyer & MacInnis, 2009). A 

marketer has to take into account the formation of an attitude if he wants to change it and 

affect the consumer (Hoyer & MacInnis, 2009). 

 

Figure 5.1 General Approaches to Attitude Formation and Change (Hoyer & MacInnis, 2009) 

However according to Kotler (2008), the consumers’ attitudes are difficult to change: 

marketers have to adapt their products to attitudes because the contrary will never happen 

(Kotler & Armstrong, 2008). 

1.3. The consumer buying decision process  

The consumer buying process is more than a simple set of activities, it is a process which 

starts before the purchasing act and which expires after the post-purchase behavior (Hansen, 

Percy, & Hansen, 2004).  

In order to clearly explain the consumer buying decision process, the use of “ The five-stage 

model” proves to be necessary. As the figure 6.2 shows, this model divides the process in five 

steps: need recognition, information search, evaluation of alternatives, purchase decision, and 

post purchase behavior (Comegys & Hannula, 2006). 

- Need recognition is the initial stage of the process. “Need recognition occurs when an 

individual senses a difference between what he or she perceives to be the ideal state of 

affairs compared with the actual state of affairs at any point of time” (Engel, 

Blackwell & Miniard, 1995, p146). Both internal and external stimuli can affect the 

consumer’s need. Moreover, the need recognition process is often affected by 

marketing effort (Engel, Blackwell & Miniard, 1995). 



             Halmstad University 2013                     
 

P a g e  14 | 57 

 

- Information search can be declined in different ways. According to Kotler, 

information can come from four sources: Personal, commercial, public and 

experimental (Kotler & Armstrong, 2008, p166). Furthermore, there are two possible 

information searching situations. The first is the pre-purchase search that occurs when 

people become aware of having a new need, so they search the marketplace for 

specific information. The second one, known as the on-going search, takes into 

account consumers who stay current with what is happening in the market place and 

are continually open to new information (Salomon, Bamossy, Askegaard & Hogg, 

2010). 

- During evaluation of alternatives, there is not a universal method, it depends on the 

buying situation and the own character of the customer. As Kotler & Armstrong 

(2008) asserts “how consumers go about evaluating purchase alternatives depends on 

the individual consumer and the specific buying situation”. 

- Purchase decision is the act of buying a preferred brand, but two factors can appear 

between the purchase intention and the purchase decision. The first one is the attitude 

of others; if someone often convinces you that something is better, you will believe 

them. The second one is unexpected situational factors; that means a person is ready to 

buy something but something unexpected happens and changes your purchase 

intention (Kotler & Armstrong, 2008). There are other factors that play a role in the 

selection of a product including the availability of the product, the choice of the seller 

and the augmented product (installation, price, delivery guarantees, maintenance, 

credit arrangement, and agreement) (Pride & Ferrell, 2012). 

- Post-purchase behavior: marketers have to take care of the consumer even after the 

purchase. The consumer will be satisfied or not according to the gap between his 

expectation and the perceived performance. If the product falls short of expectation, 

people are dissatisfied but if it meets expectation, the consumer is satisfied (Kotler & 

Armstrong, 2008). A phenomenon can occur after the decision of purchase called the 

post-decision dissonance. This phenomenon is more likely to happen when the choice 

is complicated and the decision is quite important (Hoyer & MacInnis, 2009). The 

post-decision dissonance can create anxiety with the consumer. The consumer tries to 

reduce it and so, his behaviour can be influenced (Hoyer & MacInnis, 2009). 
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Figure 8-1: Stages in consumer decision making (Solomon, Bamossy, Askegaard& Hogg, 2006) 

However, many purchases do not fit with this model. Impulsive buying is driven only by 

emotions and does not take into account previously explained five steps (Engel, Blackwell & 

Miniard, 1995). Moreover, some researches lead by psychologists and sociologists suggest 

that some perspectives have to be taken into account in the consumer buying process (Hansen, 

2005; Erasmus, Boshoff and Rousseau, 2001; Loewenstein, 2001; Peter and Olson, 2002): 

- The role of subconscious factors 

- The context and the product 

- Alternative decision-making strategies should be allowed 

- Types of heuristics used by consumers should be explained 
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- The role of feelings 

- The interplay of consumer’s cognitive and affective skills 

These authors asset that the “consumer decision-making process is a goal-directed, problem-

solving process” (Peter and Olson, 2002, p168). This model has an advantage because, 

contrary to the previous theories, it considers cognitive, affective and environmental factors 

(Koklic and Vida, 2009).  

 

Figure 1: A conceptual model of the buying process (Koklic and Vida, 2009). 

This figure is made up of the cognitive process model by Peter and Olson (2002) set within 

the general consumer behavior model of Hawkins, Best and Coney (2003) (Koklic and Vida, 

2009). The figure can be described as external and internal factors contributing to the 

formulation of self-concept and lifestyle which affect the consumer decision process. During 

this process, experiences and acquisitions update the original external and internal influences 

(Koklic and Vida, 2009).  
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When the buyer thinks that the functions of a certain product fulfill his/her goals and needs, 

the choice of a product reflects also a person’s self-concept and lifestyle (Koklic and Vida, 

2009). As the figure 1 demonstrates, the antecedents of the purchasing process include two 

groups of determinants which influence a buyer’s lifestyle and his self-concept, which 

through his needs, desires, preferences and goals determine buying behavior pictured in the 

right box of the figure 1. The internal factors, as previously said in the paper, include the level 

of an individual’s motivation, involvement, personality, feelings, attitudes, perception, 

knowledge, learning and memory. The external ones are social factors such as the buyer’s 

culture, social class and subculture (Koklic and Vida, 2009). This model suggests that an 

individual’s lifestyle and the meaning a person want to acquire by owning a product influence 

his needs and desires concerning this same product (Koklic and Vida, 2009). 

As the figure indicates, the stages of the buying process are: attention, comprehension, 

evaluation, decision making, behavior and usage. The goal of the consumer which is to own a 

product lead him to a conscious interpretation of information linked to this goal (Koklic and 

Vida, 2009). As and when the buying process progresses, the buyer get new information 

which is gradually linked to the existed one. As a consequence, new attitudes towards the 

alternatives are formed and the buyer experiences the process of interpretation and integration 

over and over (Koklic and Vida, 2009). 

 

2. Marketing communication 

Since the subject is the consumer behavior facing healthy messages in food marketing, the 

paper will focus on marketing communication and then the healthy messages.  

First of all, according to the dictionary, a communication is an exchange of information by 

talking, writing and so on. So, a communication process is not a simple way to transmit 

information (Smith, 1993). The principle of communication involves three main factors: a 

communicator or a communication event, a message and a recipient (Macdonald, 2002). This 

communication act is essential since it is the way by which all information and knowledge are 

transmitted (Macdonald, 2002). Besides, talking to someone is not a guarantee of a successful 

communication. According to Smith (1993), this only occurs when the receiver actually 

receives the message which the sender tried to send; in this case we can talk of effective 

communication (Smith, 1993). Macdonald (2002) explains the effectiveness of an exchange 

when the recipient decodes the message the communicator has encoded. Moreover, if the 
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recipient is motivated he acts on the information he has just received from the communicator 

(Gordon Macdonald, 2002).  

2.1. The communication process 

Communication is a dynamic process involving a series of actions and reactions with a view 

to achieving a goal. The sender or communicator formulates the idea and passes on the 

message to the receiver. The answer of the receiver which is called the feedback shows that he 

understands the message. Communication is, therefore, a two way process, that is, the ability 

to receive is as important as the ability to send. For successful communication, feedback is 

crucial because it tells how your message is being interpreted, it can make or break the 

communication process (Smith, 1993). 

 

Figure 3-2: The communication process (Smith, 1993) 

In Figure 3-2, the communicator is the encoder, the message is a symbol (verbal or non-

verbal), the channel is one of the transmission medium, the receiver is the decoder, feedback 

is the response to the message, and noise is any interruption that breaks down the 

communication. 

- The sender is the one who initiates the message in the communication process. Before 

one speaks or writes, the message is conceptualized first and then encoded. An 

effective communication depends on the communication skill, knowledge level, and 

attitude of the communicator and how he desires to affect his receiver (Smith, 1993). 

- Encoding is the formulation of messages in the sender’s mind. It means that the 

communicator does not only translate his purpose but he chooses the way to 

communicate his message (speaking, writing, signaling or gesturing).  Furthermore, 

http://www.mbaknol.com/business-communication/process-of-communication/
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the success of a communication depends on what people say and how do people say 

that. A message can enhance or distort effective communication (Smith, 1993). 

- The channel is the way that the massage is carried from the sender to the receiver. The 

channel can be written, spoken, verbal, non verbal, mass media such as TV or radio. 

The choice of the channel is crucial since the success or the failure depends on that 

(Smith, 1993). 

- The receiver of the message is at the other side of the communication and has to 

possess the same orientation as the sender. If the receiver does not have the ability to 

listen, to read, to think, he will not be able to receive and decode the messages in the 

manner the communicator want him to. For effective communication, the receiver is 

the most important link in the communication process (Smith, 1993). 

- Decoding is the interpretation of the message by the receiver. The receiver looks for 

the meaning in the message, which is common to both the receiver and the 

communicator (Smith, 1993). 

- Feedback is the receiver’s answer to the sender’s message. The communication 

process is possible only if the receiver answers. This provides the communicator an 

opportunity to improve and make his communication effective. Feedback, thus, 

provides an opportunity to evaluate what is right or wrong about a particular 

communication. It helps to regulate the conversation among two or more individuals 

and also stimulates and reinforces an idea that is desired to be communicated (Smith, 

1993).  

- Noise is an interruption which can happen at any step of the communication process 

and make it ineffective. The main cause that interferes with message reception is noise 

from the roadside, constant chattering, faulty transmission or also heavy accent. These 

are barriers to effective communication and to have an effective transmission noises 

have to be avoided as much as possible (Smith, 1993). 

Whereas Smith (1993) defined the communication process as a kind of cycle, Rossiter and 

Percy (1985) have developed a hierarchical model for the communication process which 

includes six steps (Donovan, 2004). When the Smith theory includes eight steps in the 

communication process, the Rossiter and Percy model only describes six.  
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Figure 6.2: The Rossiter-Percy six-step communication process (Donovan, 2004) 

- The first step is the exposure i.e. the communication process starts when the recipient 

is exposed to the message. As previously said, messages can be delivered in a variety 

of ways (e.g. advertising, publicity, edutainment, sponsorship, etc) and via many 

media or media vehicles (face to face, videoconferencing, websites, newspaper, TV 

advertisings, billboards, etc) (Donovan, 2004).  

- The second step is the message processing. This step occurs if the message attracts the 

attention of the interlocutor, in this case the message will be processed in the short-

term memory. This leads to emotional arousal, comprehension, learning, and 

acceptance or rejection of the message. How the message is delivered and where it is 

encountered, all influence the process of the message (Donovan, 2004). 

- The message processing then affects the long-term memory. These consequences are 

called communication effects. Beliefs about, attitudes towards and intentions with 

respect to the message topic are all communication effects. Many factors influence 

what components of the message are kept in long-term memory and how they can be 

recalled during decision making: the expressiveness of the message, the recipient’s 

initial beliefs, the nature and duration of the message exposure and the degree of 

repetition of the message (Donovan, 2004).  
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- During the decision making, the desired communication effects make behavioral 

effects easy. For instance, it facilitates the purchase of the product or the trial of the 

recommended behavior.  

- Finally, steps 5 and 6 are the market share and the outcome goals. The accumulation 

of the behavioral effects involves the achievement of objectives and goals i.e. sales 

and market share in commercial terms (Donovan, 2004). 

Advertisement uses these communication processes through several ways: media, public 

relation, written press etc. Advertising can be defined as “a paid, mediated form of 

communication from an identifiable source, designed to persuade the receiver to take some 

actions, now or in the future” (Chimp, 2010, p 182). 

2.2 The regulated food advertising in France 

As previously viewed with the Maslow hierarchy of needs, the physiological needs of eating 

and drinking are absolute essentials to life. Since 1946, the theories such as Harold one assets 

that to attract consumer attention, marketers use different senses: sight and hearing.  For 

instance, the sight of a cup of ice cream covered with appetizing strawberries will give 

consumers the desire to eat it. In the same way, even the listening of a spoken word of 

particular food will trigger in the consumers mind an association which will stimulate a desire 

for this product (Harold, 2005). 

As far as food is concerned, habits have a crucial role: the purchase of several kinds of food is 

largely habitual. That is why it is a real stake for the advertiser to get new food adopted or to 

stimulate the eating of food at unusual times. The main part of advertisers does not want their 

products to be eaten between the meals and so, they do not want to change the habits. 

However, the sellers of candies, ice creams or other sugary products want to build-up a 

between meal consumption. A proper appeal to appetite can accomplish much in this 

direction. The sellers of drinks are at an advantage because drinks are usually consumed 

between meals (Harold, 2005). 

Nowadays, the marketers have the choice between including a healthy message or pay a 

taxation of 1.5 of the net amount invested in their campaign. However, most of the companies 

choose to broadcast the healthy messages. When choosing a healthy message over a tax, there 

are conditions the marketers must abide by (Eurojuris, 2007).  
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The products concerned 

The law focuses on food products with additional salt, sugar and sweetener. So, the scope of 

the text is very large. According to the French government, products such as vegetable, 

spices, and products without any addition other than water are excluded from regulation 

(Eurojuris, 2007). 

The messages concerned 

The law targets the “advertising messages” in a general way stating that “the same 

information requirement is necessary for any promotion to the public through printed 

publications and periodicals. However, the law does not concern all types of advertisings. 

Only the “advertising messages” in the strictest sense of the word are concerned and not the 

information related to the sales of the products. In the same way, other materials are not 

targeted by the law such as posters on sale points, the materials used for the sale of goods and 

the materials bound to sales and consumption terms (Eurojuris, 2007). 

The messages  

The healthy messages are present in all the means of communication such as the TV, the 

radio, the posters. These latter can be different according to the mean of communication. For 

instance, messages for radio are shorter than TV messages. Moreover, the messages for food 

advertising aimed to children under three years old are once again different. They want the 

parents to be aware about fat food and they encourage children to do sport (Eurojuris, 2007).  

Conditions of messaging 

The first rule is that within a same campaign each mention must appear on an equal amount of 

messages, with a tolerance of plus or minus 10%.  

The healthy message should be written horizontally in a placeholder. It should occupy at least 

7% of the total surface of the material. For advertisements on television and at the cinema, the 

message will appear in a fixed or scrolling banner, maintained throughout the duration of the 

spot covering at least 7% of the screen height. However, advertisers can also choose a healthy 

message broadcast on a screen immediately after the advertising.  

On the radio, the healthy message should be broadcast immediately after the advertising. The 

messages broadcast on a printed media have to be completed by the web address 
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“mangerbouger.fr”. On the internet, the healthy messages must be accessible when viewing 

the advertising. The reference to the website “mangerbouger.fr” has to be present too.  
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METHODOLOGY  

There are different ways to conduct research on marketing topics. The aim of the first part 

will be dedicated to the explanation of the process of research method for a thesis. In the 

second part the paper will deals with the way the data will be collected through primary and 

secondary data, and which kinds of methods will be used to do the research for the paper.  

 According to Newman & Benz every behavioural research is made up of a combination of 

qualitative and quantitative constructs (Newman, I., & Benz, C. 1998).  

 

1. Research method 

 “Every behavioural research is made up of a combination of qualitative and quantitative 

constructs” (Newman & Benz, 1998, p197). 

1.1. Qualitative & Quantitative method 

According to Newman & Benz (1998), qualitative data describes the world as socially 

constructed and subjective. In this kind of research, the interviewer focuses on meanings and 

understanding of what they learn from the interviewee (Newman & Benz, 1998). Moreover, a 

qualitative research is recommended during earlier phases of research projects. Data is in the 

form of sentences or words; it is a much more subjective research. Qualitative data is more 

“rich”, more time consuming and less able to be generalized (Miles, 1994). 

However, according to Kinnear & Taylor (1996), quantitative data are used to quantify or 

precisely measure a problem. Quantitative data are often associated with conclusive research 

(Kinnear & Taylor, 1996). They are more efficient, more precise than qualitative research, but 

they are also more expensive (Miles, 1994). A quantitative research is based on a numerical 

data on a defined population. This population is not fully interviewed but only a part which is 

called the sample. Data is collected with questionnaires. The questions are usually “closed” 

which means the interviewee has to choose between several answers written by the 

interviewer; or "semi-open", when the choice of answers includes "other" which let a greater 

flexibility to the respondent (Marpsat, 1995).  

It is recommended to use quantitative research in the latter phases of a project. Qualitative 

methods should be used first to allow researchers to better understand their topic and make 

more informed decisions when designing the quantitative part of their project. The choice of 
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the method (quantitative or qualitative) involves a choice of a specific tool. First of all 

qualitative studies can answer questions which start with: Why or how, whereas quantitative 

studies answer the question: How. Qualitative research can have several forms: interview 

structured focus groups, or observation. These different tools are applicable in face to face, by 

phone or by the internet (Kinnear & Taylor, 1996). On the contrary, in quantitative method, 

researchers use different tools, such as questionnaires or equipment to collect numerical data. 

The main objective of this kind of research is to provide precise measurement and analysis of 

target concepts (Miles, 1994). 

1.2. Choice 

In order to determine which method should be used between qualitative and quantitative 

research, we have to see which method will be the best for our paper and which method will 

give us the better information to answer to our purpose. The goals of each of the two methods 

have already been discussed previously. Therefore, regarding for our subject: French 

consumer behavior faced with the regulated food advertising; the best solution appears is 

using both quantitative and qualitative research.  

To understand the consumer behavior some facts have to be studied first such as the way in 

which French people buy food. Secondly, this analysis can be deepened by a quantitative 

research, in order to obtain data to confirm the assumptions. To affirm or contradict that 

healthy messages have an impact on French consumers’ behavior. 

 

2. Types of research 

2.1. Exploratory research and secondary Data 

When the investigation has started, we had a lack of knowledge about what the problem was. 

Thus, exploratory research helped us to define narrowly our research question (Churchill & 

Iacobucci, 2009).   

Secondary data is information that has already been published and collected for another 

purpose. There are two types of secondary data: internal and external. The first one comes 

from the company. Internal data collected for purposes other than the research being 

conducted are internal secondary data. Whereas, external data exude from an array of sources 

such as government publication, trade association data, books, bulletins, reports, and 
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periodicals. This type of data is accessible at a low price or free in a library (Kinnear & 

Taylor, 1996). 

The secondary data can be also found on the internet. In fact, the internet is now an effective 

way to gather data on the external environment thanks to web search engines, such as Google 

for example, the company can have a lot of results and interesting information (Tom 

Chapman, 2008). However, anybody can write a web site or can add information on the 

internet making the information unreliable. Therefore, when the internet is used, the validity 

and the reliability of information need to be analyzed to ensure it provides valid information. 

For this paper secondary data will be used. Ones which have already been collected by a 

French scientific organization, the INPES and others by two French scientists. Their surveys 

deal with the impact of healthy messages on consumer’s behavior, which is exactly our 

subject. However, only parts of these surveys are available, so it is difficult to make final 

conclusions and use them in their entirety. This is the reasons why the creation of primary 

data becomes a necessity for our topic in order to understand concretely the effect of healthy 

messages on the French consumers’ behavior.  

2.2. Collecting method secondary data 

According to Saunders et al. (2009) there are different types of secondary data such as 

documentary sources which can be written such as newspapers, books or unwritten ones like 

TV or radio. 

Collecting secondary data is a process principally made through databases, using a system of 

keywords in order to find the most relevant articles related to our subject. The most useful 

keywords were “consumer’s behavior”, “food advertising”, “regulated advertising”, and 

“consumer’s motivations”. Therefore, the difficulty was not to find information, because there 

are a lot of articles in database, but to identify the articles most useful for our paper.  

Many books have also be used for the theoretical framework and methodology parts such as 

Kotler & Armstrong (2008) “The principle of marketing” or “Consumer behavior” by Hoyer 

and McInnis (2009). 

2.3. Descriptive research and Primary data 

After gathering all the models and theories on the secondary data, the descriptive research was 

made. The descriptive research defines the frequency with what something happens or the 

relationship between facts or variables. In our research we have tried to demonstrate the 
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relationship between deceptive healthy message on food advertising and consumer’s 

behaviour.  

According to Kinnear and Taylor, primary data are collected specifically for the research 

needs at hand (Kinnear & Taylor, 1996).  

Furthermore, in many cases, it would be very costly and time-consuming to collect data from 

the entire population of a market. As a consequence, in market research, extensive use is 

made of sampling from which, through careful design and analysis, marketers can draw 

information about the market (Jim Riley, 2012). 

There are three methods to collect primary data which is determined by the type of data you 

need: the survey method, the experiment method and the observational method (Collis & 

Hussey, 2003). Then, the survey method is concerned with describing, recording, analyzing 

and interpreting conditions that exist or existed (Kothari, 2001).  

In this paper, a questionnaire will be used to target the important points that are highlighted 

within the secondary data as previously seen above. 

2.4. Collecting primary data 

Due to the difficulty of conducting face to face surveys in France, we had decided to do a 

survey. The distance between Sweden and France prevents us from adopting an observation 

or experiment approaches since both of them require an interaction between the persons 

carrying the study and the persons whose behavior was being studied. To administer the 

survey different contact methods have been studied, for instance: mail, telephone, personal or 

online. Each method has its own advantages, but disadvantages too. For reasons previously 

explained online contact method have been chosen for several reasons. The first one is the 

cost; thanks to the internet a lot of surveys can be sent for free. Then, by means of the internet 

it is easy to have access to a huge quantity of information in a short period of time online 

which is really important for our study taking into consideration the lack of time that we had 

to write this paper (McCullough, 1998). In order to reach our purpose, two primary means 

have been used: e-mail and social networks. The link of “Google Docs” has been used which 

allowed us to spread the survey easier through the list of our friends on social networks like 

“Facebook” and our e-mail contacts, to select our respondents. 
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Category of information Information collected 

Consumer behavior 

Demographic data 

Age 

Sex 

Food quality 

Food budget 

Factors that impact the consumer's behavior Behavior faced the messages 

The consumer buying process 

Need recognition 

Product information 

Product choice and purchase 

Marketing communication 

Communication process 

Messages 

Channel 

Attractiveness 

Messages 

The expressiveness of the message 

Consumers' attention 

The decoding & Degree of repetition 

Regulated food advertising 

Habits Food habits 

 

2.5. Population and sample 

2.5.1. Population 

According to Byrne, population is all the possible case that has an interest for a survey 

(Byrne, 2002).  

To draw a sample, six steps are mandatory. The first one defines the population about which 

you wish to make an inference. To do a survey, some points have to be clarified such as the 
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type of the population (housewolds or companies). In the same way researchers have to 

specify what units have to be excluded. Then, a combination of repondent characteristics can 

be used like age, gender, education (Churchill & Iacobucci, 2005). 

For answering our purpose we have to know the number of inhabitant in France. According to 

the INSEE (institut national des statitiques et des études économiques), a french organisation 

in charge of all the economic analysis, in 2013 there is 65, 586, 000 inhabitants. This number 

is important for our subject because the entire population can watch food advertising and so 

faces with the healthy messages. In order to be relevant, the survey will not focus only on one 

age group. In fact, behaviors facing the healthy messages can change according to the age and 

it can be interesting to study.   

2.5.2. Sample 

According to Thyer, the sampling process divides the population into different segments. This 

process is the use of several methods that allows marketers to identify a group of persons, 

objects or phenomena that will be used to represent the total population (Thyer, 2010). 

According to Churchill & Iacobucci, sampling techniques can be divided into two categories, 

probability and non-probability samples.   

First of all, the probability samples provide the most valid or credible results because they 

reflect the characteristics of the population from which they are selected.  There are two types 

of probability samples: the simple random sampling and the stratified sampling. 

The second one, the non-probability sample is less desirable than probability samples. 

However, a researcher may not be able to obtain a random or stratified sample, or it may be 

too expensive. All non-probability samples rely on personal judgment somewhere in the 

process. Although these judgment samples may indeed yield good estimates of population 

characteristics, they do not permit an objective evaluation of the adequacy of the sample. 

These non-probability samples can be done according to three different methods: the 

convenience samples, the judgment samples and the quota samples. The convenience sample 

is when the subjects are chosen because of their convenient accessibility and proximity to the 

marketer. The problem is that there is no way to know if the interviewee is really 

representative of the population. Then, the judgment sample, called the purposive sample, is 

one that is selected based on the knowledge of a population and the purpose of the study. 

Typically, sample elements are selected because it is believed that they are representative of 

the population. Finally, the quota sample attempts to ensure that the sample is representative 
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by selecting sample elements in such a way that the proportion possessing a certain 

characteristic is approximately the same as the proportion in the population (Churchill & 

Iacobucci, 2005). 

For this paper, a non-probability sample will be used and more precisely the convenience 

sample method. The choice of this method is due to the impossibility or extreme difficulty 

that a researcher can have when trying to obtain probability samples. This can make them to 

decide the use of non-probability samples (Bryman & Bell, 2007).  

However, even if a convenience sample is used, the kind of population which will be 

interviewed has to be defined. Since the survey will focus on the French consumers’ 

behaviour faced food advertising, all people cannot be interviewed because food advertising 

and healthy messages are everywhere (TV, radio, posters on the streets, etc). To have results 

with a right confidence level, an appropriate sample size is required (Benefits and pitfalls of 

patient questionnaires, 1998). In order to achieve a balance between the assumptions that the 

more possible answers received was the better, and the lack of time and means of reaching the 

total population, a sample of around 150 people seems to be sufficient. 

As previously said in the paper, there are 65 586 000 inhabitants in France (INSEE, 2013). 

We didn’t choose only one aged class because behaviors may change according to age and it 

can be interesting for us to study these changes. According to the INSEE, 30,8% are under 

twenty five years old, 18,7% are between twenty five and forty years old, 26,9% are between 

forty and sixty years old and 23,6% are older than sixty years old (INSEE,2013). This 

percentage will be applied to our sample. This will result in asking 46 people under twenty 

five, 28 people between twenty five and forty years old, 40 people between forty and sixty 

years old and 36 people older that sixty  years old. Therefore, our objective is to ask the 

people the more representative of the global french population. Only people from the middle 

class will be interviewed, because according to a survey of the CREDOC (centre de recherche 

pour l’étude et l’observation des conditions de vie), a french organization in charge of study 

about life condition, the french middle class represents 50% of the global population 

(CREDOC, 2010).  
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EMPIRICAL DATA 

Our survey is divided in four main parts: general information (age, sex of the interviewee), the 

food habits, the healthy messages and then the consequences of these healthy messages on 

consumers’ behavior. The results of our survey are described in general terms as well 

according to the sex and the age of the interviewees.  

 

1. Consumer buying behavior  

1.1 Factors that impact consumer behavior  

The main part of the interviewees pay attention to the quality of the food product they buy. 

For this question, the answers are clearly different according to the age. People under 25 years 

old are less willing to pay attention to the quality of the product they buy than people older 

than 25. In fact, 89% of people under 25 years old pay attention to the quality of the food 

products whereas 97% of their eldest are conscientious about the quality of the food products. 

 

 

 

The interviewees have generally the same food budget: 50% of them answered they have a 

food budget between 100 and 150 Euros per months and per person. 
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Notwithstanding, if the data are examined in detail the women younger than 25 years old are 

the ones with the littlest budget: about 43% of the respondents have a food budget under 100 

Euros per month and per person. The older the women are, the more they spend in food: only 

25% of them spend less than 100 Euros per month.  

 

Moreover, any women between 40 and 60 years old spend less than 100 Euros per month in 

food. Among the women older than 60 years old there are big contrasts: 12% of them spend 

less than 100 Euros in food but the main part (41%) have a food budget over 200 Euros per 

month.  
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This question revealed that the men spend the main part of their budget in the meat and fish 

no matter their age (60% of the interviewees answered meat and fish was the main part of 

their food budget).  

 

However, the older the women are the more fruits and vegetables they buy. In fact, only 25% 

of the women aged between 25 and 40 years old buy mainly fruits and vegetables whereas 

71% of the women older than 60 dedicate the main part of their budget to the fruits and 

vegetables. As far as the meat and fish are concerned, the difference is clear between women 

younger than 60 and the older ones. 43% of the women younger than 60 buy mainly meat and 

fish whereas only 18% of the women older than 60 earmark the main part of their food budget 

to meat. 
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The whole sample usually agree when it has been asked if they think these healthy messages 

erase the pleasure of eating: 93% of the interviewees think the healthy messages do not erase 

the pleasure of eating. Besides, the main part of the respondents do not feel guilty when they 

heard the messages (70%).  
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People generally feel concerned by the healthy messages (75%). However, the men under 25 

years old have a mixed opinion: only 56% of them feel concerned by the healthy messages.  

 

1.2 The consumer buying decision process 

50% of the whole sample group has thought about their eating habits after seeing the healthy 

messages. They are less numerous than the ones who feel concerned by these messages.  
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The ones who act concretely to change their food habits are less numerous than the ones who 

think about changing them: only 30.6 % of the interviewees have really changed their way of 

eating.  
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2. Marketing communication 

2.1 Communication process 

 

 

 

 

 

 

 

 

This question is a multiple choice question, interviewed people could quote as answers as they 

want. Among all the answers, TV has been quoted by 132 people (i.e. 27% of all the answers) 

and radio by 105 (i.e. 21% of all the answers). When people heard the messages they pay 

more attention to them whereas when the messages are only written and not spoken such as 

on the billboards, at the cinema or on the packaging, people consider them less. The answer 

“Internet” have been quoted only by 34 respondents, the “cinema” have been noticed by 36 

interviewed people and at the doctor’s place and on the products packaging only 38 

interviewees have read the messages. 
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The four messages are generally often heard. The message “for your health, avoid eating fat, 

sugary and salty products is often heard by 82% of the interviewees. It is the message the 

most noticed by the interviewees. The message “for your health, eat at least five fruits or 

vegetables per day” is also well noticed by the respondents: only 1% of them have never 

heard it.  

 

For some opinions about the healthy messages, the respondents have a clear point of view. In 

fact, people interviewed believe the messages are clear and easy to understand (99%) 

On the contrary, some opinions divide the respondents: 43% think the messages are annoying.  
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2.2 Regulated food advertising 

The habits which have changed the most are the purchase of fruits and vegetables (23% of the 

respondents buy more fruits and 20% more vegetables). 15% of the interviewees drink also 

more water which is not related with these healthy messages and only 1% of the interviewee 

eat less salty products and only 3% of them practice a regular physical activity.  

 

Most of the interviewees have not changed their way of purchase for food products: 47% of 

them declare having the same purchase behavior even if they feel concerned by the health 

messages. 
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Concretely, fruits and vegetable are the products the most buy when people decide to change 

their buying behavior (82%).  

 

The answers of the interviewed are quite balanced. However people prefer reduce their fat and 

sugary products consumption (32%). 

In the “Other” category, all the interviewees answer “Meat”.  
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ANALYSIS 

1. Consumer behavior 

1.1. Factors that impact consumer behavior 

When buying a food product, people can be influenced by several factors which are the 

culture, the family, the age, the economic circumstances and the perception.  

 

Figure 5-2 Factors influencing behavior (Kotler, 2008, p 137) 

According to Kotler (2008), when buying a product many factors can influence a consumer. 

However, when buying a food product, not all the factors are involved. For instance, some 

factors such as roles and status and reference group influence purchase of material goods such 

as clothes and jewelry and are not really influential when buying a food product.  

According to the survey led, two questions revealed that the age is an influential factor. First 

of all, the question which asks if people remember having heard the healthy messages over 

the past few years. In fact, only 4 people answer no to this question. They are all older than 60 

years old that means they have less access to the mass media where the messages are 

generally more caught by people. It can also mean that they are less attentive to the details of 

the advertising.  

Then the question which deals with the quality of the food products highlights that people 

younger than 25 are less willing to pay attention to the quality of their food products. This can 
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be explained by their situation: the main part of them is studying and do not have incomes. As 

a consequence, another factor is involved: the economic circumstances.  

In fact, the economic circumstances and the age are two factors which are strongly linked. 

The question which asks people food budget revealed that people mainly spend between 100 

and 150 Euros per month and per person. However, if the results are examined in detail we 

can see that 43% of the women younger than 25 spend less than 100 Euros whereas 41% of 

the women older than 60 spend more than 200 Euros per month and per person. The budget is 

one of the main influential factors when buying a product.  

Then, when focusing on what the main part of the food budget is dedicated a difference 

between the sexes is emphasized. In fact, the men who have been interviewed mainly dedicate 

their budget to the meat and fishes (58%) whereas the women’s behavior changes according 

to their age. Indeed, women between 25 and 60 years old generally buy meat and fish (43%) 

whereas women older than 60 favor the purchase of fruits and vegetables and only 18% of 

them dedicate the main part of their food budget to meat and fish.  

The psychological factors are emphasized in the questions in which some opinions about the 

healthy messages are tested. In fact, when people are asking if they feel guilty when they hear 

the healthy messages that involves the perception a consumer has of himself. People who 

perceive themselves as overweight or obese are more likely to feel guilty when they hear the 

healthy messages than people who perceive themselves with a “normal” weight. In the survey, 

30% of the respondents feel guilty when they cope with these messages.  

In addition, the consumers’ perception of the image the healthy messages give to the products 

is highlighted in the question which asks if people think that the healthy messages erase the 

pleasure of eating. Indeed, people who were used to buying a certain product which is now 

promoted with a healthy message can change the perception people had of this product. They 

are aware of the unhealthy side of the product and if, besides having a negative perception of 

their weight or their image, these messages can erase their pleasure of eating this product.  

Furthermore, when asking if people feel concerned by the healthy messages, 75% of the 

sample answer it feels concerned. As already said above, family members have a big 

influence in the consumer buying behavior. A consumer spends a big part of his life with his 

family, so if his entire family thinks that healthy messages are very important in general, the 
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consumer will follow his family point of view.  Then, when this consumer will create his own 

family he will inculcate the value of these messages to them.  

1.2. The consumer buying decision process 

According to Solomon et al. (2006), the consumer buying decision process is made up of six 

steps: the need recognition, the search for product information, the product evaluation, the 

product choice and purchase, the post-purchase use and the disposal of the product. 

These steps are present when buying a food product but they are generally shorter than for an 

expensive product such as a house or a car.  

According to 50% of the sample, healthy messages persuade them to think about their eating 

habits. The need recognition, as Engel et al (1995) explained, is the first step of the process. In 

this step the consumer realizes that he wants something. When the consumer watches or hears 

the message which is the external stimuli, he will think about the new idea which in this case, 

the new way of consumption. However a part of the respondents is not sensitive to this kind 

of messages, so for them another solution has to be found if we want them to pay attention to 

the messages.  

Moreover, when people are asking if these healthy messages give them new information, 

more than 50% of them are tend to disagree or totally disagree. It means that consumer 

already knew this information, so there is not that much modification on their way of thinking 

so maybe on their way of buying. 

Then, the results of the survey highlight that even if more than 50% think about their eating 

habits, only 26% of them really acted. It means that a big part of the sample stopped their 

buying process before the purchase. So, for the half of the interviewees healthy messages are 

important, and they make them think about their food habits, but it is not important enough to 

change their purchase habits.   

 

2. Marketing communication 

2.1. Communication process 

As previously said, many theories about communication process exist. Two theories have 

been chosen: the theory of Smith (1993) which describes the communication process as a 
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circle and the theory of Donovan (2004) which includes six steps: the exposure, the message 

processing, the communication effects, the sales share and the outcome goals. 

According to Smith (1993), a channel is needed to communicate. In the survey, the question 

which asks people where they have heard or read the healthy messages deals with these 

channels. The channel is an important choice because the success of the communication 

depends on it (Smith, 1993). In fact, the mass media (TV, radio) are the two answers more 

quoted by the respondents: TV has been quoted by 88% of the interviewees, and the radio by 

70% of them. As a consequence, these two channels are an effective way to convey the 

healthy messages. On the contrary, when the messages are just written, people pay less 

attention to them. In fact, internet has been quoted only by 23% of the interviewees and the 

billboards by only 34%. These channels are not a relevant mean to make people aware of the 

healthy messages.  

The question which checks the frequency people have heard the healthy messages reveals an 

important point: the impact of the different messages. In fact, according to the French law, the 

messages are broadcast with the same frequency in the different media. Therefore, if people 

answer they heard messages more often than others that means some messages are more 

attractive than others. According to Donovan (2004), the attraction of the message a person 

wants to convey is essential for the communication process. In fact, the second step of the 

message processing can occur only if the message attracts the attention of the interlocutor 

(Donovan, 2004). If the answers of the survey are examined, one can notice that two 

messages are more attractive than the two others. In fact, people often heard “for your health, 

eat at least five fruits and vegetables per day” (80%) and “for your health, avoid eating fat, 

sugary and salty products” (82%) whereas only 63% of the respondents often heard “for your 

health avoid snacking between the meals” and 53% of them often heard “for your health, 

practice a regular physical activity”. However, the healthy messages are usually seen by the 

respondents. In fact, people who have never heard certain messages are rare. Only 9% of the 

interviewees have never heard the message “avoid snacking between the meals” and 4% have 

never heard “practice a regular physical activity. That means the second step of the message 

processing usually occurs and the message processing can go on (Donovan, 2004).  

Then, to make a message clear, the receiver of the message has to possess the same 

orientation as the sender: he has to have the ability to listen, to read and to think (Smith, 

1993). According to our survey, 99% of the respondents think the messages are clear and easy 
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to understand. That means people are usually receptive to the healthy messages because they 

are simple and do not require any reflections to understand them. Moreover, according to 

Donovan (2004), the expressiveness of the message is an important component to keep the 

message in long-term memory. That is why, 97% of the interviewees remember having heard 

or read the messages over the past few years. In the same way, 89% of the interviewees think 

the messages are noticeable that means people are attentive to them: they have the ability to 

see these messages (Smith, 1993).  

Finally, 42% of the respondents think the healthy messages are annoying that is a result of 

their interpretation of the message. This is called the decoding: the receiver looks for the 

meaning of the message and make his opinion about it (Smith, 1993). People think the 

messages are annoying because of the quite high frequency of them. However, Donovan 

(2004) affirms the degree of repetition of a message is also a component to keep the message 

in long term memory and this is has an impact on the decision making.  

2.2. Regulated food advertising in France  

As Harold (2005) said, as far as food is concerned the habits are very important because they 

are difficult to change and the purchase of food products is strongly linked to the habits. This 

point is attested in the survey. In fact, only 30% of the respondents have changed their food 

habits and 31% their way of purchase food products. Even if people feel concerned by the 

healthy messages (75%), it is difficult for them to concretely change their habits when is 

related to food.  
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CONCLUSION 

1. Conclusion 

At this point of the study, one can say that the healthy messages broadcast on food 

advertisings have an impact on the French consumers’ behavior. 

First of all, according to the results got from the survey, French people really know these 

messages and are aware of them. In fact, there is a good recognition of the messages when 

they are shown to the interviewees. Moreover, people remember having heard them over the 

past few years.  

Besides, the survey led by the French National Institute of Prevention and Health Education 

draw the same conclusion but also insists on the boost of the popularity of the partner website 

“Mangerbouger.fr”. So, the healthy messages have aroused the French consumers’ curiosity at 

least at the beginning. In fact, the INPES conducted its surveys only one year after the 

promulgation of the law and the first results were satisfactory: some people have already be 

impacted by the healthy messages and changed their food habits. However, according to the 

results of the survey led among French consumers today, similar results have been got 

whereas the messages have been broadcast for six years. That means, the impact of these 

messages is less and less efficient.   

On the other hand, some surveys draw a conclusion clearly different. In fact, researchers of 

the Grenoble Business School studied the impact of the healthy messages and proved that the 

healthy messages had the opposite effect from the one expected by the French government. 

According to Cuny and Werle, the messages are perceived by people as a potential solution to 

weight gain. Their study proved that people think that if they do what the message says, they 

implicitly have the right to eat more fat, salty or sugary products. This study emphasizes a 

side effect of the broadcast of healthy messages which is the opposite effect wished by the 

French government.  

2. Delimitation 

During our thesis, we have met with some limits. The subject of the thesis deals with the 

French consumer behavior, but this year we are living in Sweden. In order to get results for 

the survey, we have sent the questionnaire by e-mail. Tools such as Google or Facebook also 

enable us to have a satisfactory amount of answers. However, the number of interviewed 

people is quite low but this is due to the time and money limitations we had to cope with.  
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Then, we worked on a French subject that means healthy messages exist only in France. Since 

this year we only had access to Swedish data bases it was difficult for us to find some 

information especially the one according to the healthy messages. Moreover, data were 

limited because of this same reason. 

3. Further studies 

According to the limited number of the people we have interviewed, future studies should 

reflect the INPES study conducted in the past to have a better representation of the population 

of France. A bigger sample would be more representative of the French population and the 

results could be quite different. 

Moreover, further studies which compare obesity rates to the advertisement could be led. In 

fact, the French government has created the healthy messages law to tackle the obesity 

problem. To compare the obesity rate in 2007 and the one today could be an efficient way to 

know if the aim of the government is going to be reached.  

Finally, comparing obesity rates with other countries with and without healthy message laws 

could be a mean to see if these healthy messages are linked to obesity rates and if they have a 

positive impact on it. A further study could also compare obesity rates in countries such as 

Germany or Italy which have led campaigns against obesity. This study could enable us to see 

if the French campaign against obesity is efficient or if it could imitate the campaigns of other 

countries to struggle efficiency against obesity.  
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APPENDIX 

Survey 

Since 2007, healthy messages are broadcast with food and drink advertisings on TV, radio, 

written press, billboards and on the internet.  As a part of our study about the impact of 

healthy messages on the French consumers’ behavior we go on a survey.  

Thanks for answering this survey.  

 

I- General information 

1) Gender :   

□ Male   □ Female 

 

2) How old are you?  select your range   

 □ < 25 years old □  25 – 40  □ 40-60   □ > 60 years old 

 

II- Food habits 

3) Do you agree with this sentence: “I pay attention to the quality of the food product I 

buy” ?   

□ Totally agree  □ Tend to agree  □ Tend to disagree □ Totally disagree 

 

4) To what the main part of your food budget is dedicated? Check only one answer. 

 

□ Dairy products (Milk, yogurt …)  

□ Fruits, vegetables 

□ Meats, fishes 

□ Sugary products (candies, cakes, ice creams …) 

□ Starches 

□ Sugary drinks 
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5) What is your food budget per month and person?  

□  <100€ □  100€ - 150€   □  150€ - 200€  □  >200€ 

 

III- Healthy message 

Since 2007 sanitary messages about food and physical activities have been broadcast such as 

“eat at least five fruits and vegetables per day”.  These messages are incorporated in sugary 

food and drinks advertising.  

6) Over the past few years, do you remember if you have heard and read these messages?  

□ Yes  □ No (If you answer NO you can stop the survey) 

 

7) Where have you heard these messages? You can check several answers  

□ TV □ Radio  □ Written press  □ Billboards  

□ Internet  □ Cinema  □ Product wrapping  □ At doctor’s place 

 

8) These messages are broadcast during some advertising (TV, radio, magazines, 

billboards …). For each of them, check the frequency you’ve seen or heard these 

messages:  

 

a. For your health, eat at least five fruits or vegetables per day 

□ Often  □ Sometimes  □ Never 

b. For your health, avoid eating fat, sugary and salty products 

□ Often  □ Sometimes  □ Never  

c. For your health, avoid snacking between the meals 

□ Often  □ Sometimes  □ Never 

d. For your health, practice a regular physical activity 

□ Often  □ Sometimes  □ Never 
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9) These are several opinions about the healthy messages. Do you totally agree, tend to 

agree, tend to disagree or totally disagree with these sentences?  

 

a. They are clear, easy to understand   

□ Totally agree  □ Tend to agree  □ Tend to disagree □ Totally 

disagree 

 

b. They are useful   

□ Totally agree  □ Tend to agree  □ Tend to disagree □ Totally 

disagree 

 

c. They are credible  

□ Totally agree  □ Tend to agree  □ Tend to disagree □ Totally 

disagree 

 

d. They are noticeable  

□ Totally agree  □ Tend to agree  □ Tend to disagree □ Totally 

disagree 

 

e. They are easily practical 

□ Totally agree  □ Tend to agree  □ Tend to disagree □ Totally 

disagree 

 

f. They give new information  

□ Totally agree  □ Tend to agree  □ Tend to disagree □ Totally 

disagree 

 

g. They are annoying  

□ Totally agree  □ Tend to agree  □ Tend to disagree □ Totally 

disagree 

 

h. They feel you guilty 
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□ Totally agree  □ Tend to agree  □ Tend to disagree □ Totally 

disagree 

 

i. They erase the pleasure of eating 

□ Totally agree  □ Tend to agree  □ Tend to disagree □ Totally 

disagree 

 

10) Do you feel concerned by these messages?    

□ Yes  □ No (If you answer No you can stop the survey) 

 

IV- Consequences 

 

11) Do these messages persuade you to THINK about your eating habits?  

□ Yes    □ No   

 

12) In concrete terms, since the broadcast of these messages have you changed your food 

habits?   

□ Yes   □ No (if you say No, answer directly the question number 13)    

 

13) If you have changed your food habits, which ones have you modified? Select the three 

habits which changed the most. 

□ You eat more fruits 

□ You eat more vegetables 

□ You drink less sugary drinks 

□ You drink more water 

□ You eat less sugary products 

□ You eat less fat products 

□ You eat less salty products 

□ You snack less between the meals 

□ You do a physical activity 

□ You eat balanced meals 
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14) Do you buy your food products and drinks in a different way since the broadcast of 

these healthy messages?  

□  Yes   □ No 

 

15) Concretely, since the broadcast of these sanitary messages, what kind of products do 

you buy more?  Check the one which change the most. 

□ Fruits and vegetables 

□ Dairy products 

□ Fruit juice, Light products 

□ Meat and fish 

□ Other 

 

16) Which products do you buy less than before these messages? Check the one which 

change the most. 

□ Salty and fat products 

□ Sugary and fat products 

□ Sugary drinks 

□ Other 

 


