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NEW TRENDS AT THE NUTRITION AND ONLINE MARKETS
focused on the American and the Hungarian consumers

Katalin Tarit), Brian Parr 2, lin P. Handayani %), Regina Zsuzsanna Reicher %

b Faculty of Economics and Social Sciences, Szent Istvan University, Godollo, Hungary NI R

2).3) Hutson School of Agriculture, Murray State University, KY, USA b N | GTK -
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Abstract Results

Understanding online consumer behavior is an important FigEre 1. First_online order FigEre 2. Freqijently of online purchase (2017) FigEre 3. The Tost often shopped product and/or service (2017)
undertaking in the field of business. With the Internet becoming Nus=107, Nyyyn=707 Nys=107, Nyyun=707 Nys=107, Npyyn=707
more popular and accessible, the relationship between companies = USA ® Hungary = USA ® Hungary
and their customers has drastically changed. The sales process is B USA ® Hungary
. e . . 58.42% Week| 3 4% |

becoming more of a two-way communication relationship but there eexly F
are kmany differences between the American and Hungarian 2/0 Meal delivery service and prepared 2.1%
markets. i — 18.4%

o 116% vonthiy . mesls ordering :

. . . , ' Q0
Therefore, the objective of this study was to examine methods and 1 < Groceries, consumer products FO 8.6%
procedures employed in the online nutrition market, based on the Once every 2 . 2%
i i i months ' 304
American an_d the Hungarla_n consumer secto.r. _Thls_ research 150 Software purchases : 2%/
served to point out the possible methods and indications which o A
allowed the integrated testing of performance on different Once rg(r)rt]"t"r']ge In 6 13.1%", |
channels. This part of our research was done via secondary data 8% Ticket purchases 17.4%
analyses. We used a quantitative method, involving online 4.67% 6.54% 470
questionnaire analyses based on the Hungarian market. w% M% Twice ayear _ A5%% Book purchases m 11.4%
_ 070
Furthermore, our aim was to try to _show the differences in the e- First Category: Second Third Category:  Fourth Category: T Lo Bl SRS, el _7.6% o1 10
markets between these two countries. This part of my research 1990-2000 Category: 2011-2017 no response 100 170
was dOne Vla a quantltat|ve mEthOd, US|ng the |nd|V|dua| depth 2000-2010 Source: Author’s illustration Source: Author’s illustration VT
interview from Hungarian marketing experts. Main Differences and similarities of the Nutrition Behavior ellin iy Flm%
After finishing this research, we believe that the online market is in Similarities: Increasing urban/suburban population e Y e 2.1%
the heyday of youth until approximately 2018-2020. For this 1. Healthier lifstyle: strong penchant for high-quality and convenience-oriented food products 2.2%
reason, we would like to continue this research, and our future 2. Busier lifestyle: demand for fast food, frozen and chilled processed food, and ready-made meals Electronics devices -7_9%
plans are to observe, compare, and analyze changes in the way 8.8%
S elglizlelees Differences. _ : L Pictures/videos/songs/CDs/DVDs/vi O,
| , | * More meat: be_ef, pork, lamb, turkgy and chlcken (meal based) with rice and pasta nyls/blue-ray, etc. -8_2%
We hope that we will have a chance to work further in online * Rich but healthier sauces made with paprika or tomatoes
marketing research to discover new and useful trends. » Snack foods: palacsinta (stuffed pancakes), pastries Other N 5.0%
 Hungarians consume a significant proportion of desserts and sweets 0% Source: Author's ilustration

Methods & Materials Conclusion References

After analyzing the sample, | have got more differences than Fiqure 4. B B Banyai — Novak (2011): Online tizlet marketing
Methods sirTiI?rities. - ] ] | ] ) Maln dlﬁerences Biré (2009): Marketing nélkiil nem megy
1. More further researches and secondary data analyses The first and biggest variance between the two nationalities is the . Cialdini (2007): Hatas — A befolyasolas pszichologidja
_ _ _ 4 - 4 time. The American customers have got the opportunity to shop for between the two online markets Gal (201(4):A)sikeres landing oI%IaIak a|appjai .
2 TnreiEpin IS S = st CeWARES I S A8 anything online earlier. One consumer from my sample answered that USA. Hungary Khalid Saleh-Ayat Shukairy (2010) Conversion Optimalization: The Art of
»Questions were half-structured he/she ordered something first in 1992. In Hungary, the answer for the science of converting prospects to customers
3. Online questionnaire in Hungary (n=707, 2016) same question was '2008" | | HE L Lauterborn (1990): New Marketing Litany: Four Ps Passé: C-Words Take
- 9 gary ’ The American customers are opener to order anything online because — — Martos — Kovacs — Bakacs — Kaposvari —, Lugasi, (2009) Hungarian diet
> Questions were been structured they can return thzir orderhed product ig §5 days but tEe return timbe iﬂ Trustful consumer Skeptic consumer and nutritional survey-the OTAP study. |. Nutritional status of the Hungarian
. . . Hungary is just 3 days. The most used devices are the same in bot - - opulation. Orv Hetil. 2012;153:1023-1030. doi: 10.1556/0H.2012.29375.
4. Otllive quesionnEre [ i1s ey Etilve WHe. 4 countries; ‘cell phone' and ‘laptop’. , sl st IIgigs - Mérgenthaler (2011): Das inofficielle Facebook-Buch
University(n=107, 2017) The most often shopped product is retail and/or clothing in the USA. 1. Returntime 45 days 3 days Timari (2005): Hatékonysag és anomaliak a Budapesti Ertéktézsdén Koch-
. At the same time, the Hungarian customers just prefer to shop 2. Opportunities smart television, applications meister-dij
»Questions were been structured products and/or services online that they don’t use long term typically smart assistant Weber (2011): Marketing a halén
not more than one year long. For example, most of them picked meal fridge, etc. |
delivery ‘as the most often shopped' product. : accessed 14th April 2017
Materials It was Interesting to see that neither USA nor the Hungarian . Devuces. cell phone, laptop cell phone, laptop WHO Global Health Observatory Data ( P )
_ | | customers are open to have a virtual trip in the store with VR glass. 4. E-shopping open close repository (accessed
» American and Hungarian online customers. To summarize, the American customers are much more open to order 5. Virtual trip open close 14th April 2017)
> Age groups from 18 until 76 years anything online than the Hungarians. Therefore, we gave the name in store

‘trustful consumer’ to the American customers and ‘skeptic consumer’

to the Hungarians Author can be contacted at katalintari@gmail.com
u g . Source: Author’s illustration 001(646)923 2712’ 0036(20)3737540
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