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I. INTRODUCTION

Over the last few years eating healthy has become a very important part of the daily lives

of much of American society and may even be classified as a social trend. Whether it is choosing

organic and all natural products or purchasing locally grown produce there is a widespread view

that eating healthy is a must. The media, as well as advertising and marketing efforts have a had

a strong impact on consumer perceptions of countless food products and their health claims.

Advertising, in the form of health claims on the front of food packaging, is aimed at drawing and

holding the attention of health conscious consumers and ultimately leading them to believe

whatever claims the packaging intends.

Various studies have been conducted to measure the effects of health-related product

claims on food packaging and the attitudinal and behavioral influences those claims have on

consumers. These studies suggest that the presence of health-related claims on food packaging

may play a significant role concerning the attitudes and behaviors of consumers. The Food and

Nutrition Board and the Institute of Medicine conducted a "randomized experiment that

examined consumer reactions to adding heart-healthy claims to packages of frozen lasagna

dinner" (Nathan, Lichtenstein, Yakine, &amp; Wartella 2003). Findings concluded that those exposed

to packaging with health-related claims were positively influenced by those claims. However,

once a consumer established a history of buying a certain brand or product the likelihood of

choosing a product solely based on its package claim was reduced. A similar study conducted in

2012 by the Journal of Nutrition Education and Behavior analyzed whether differences in

nutrition knowledge affected how women interpreted health claims on food labels. This study

concluded that a consumers' level of nutrition knowledge influenced their ability to interpret

those health claims and determine their actual truths (Walters &amp; Long 2012).
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The results of these studies presented us with a critical question with regard to healthy

food advertising. What effect do the health claims "organic" and "all natural" have on

consumers? According to the Journal of Nutrition Education and Behavior, "The United States

Food and Drug Administration should regulate the 'all natural' food label, because this claim is

likely to mislead most consumers" (Walters &amp; Long 2012). A 2014 Consumer Reports

discussion regarding "natural" on food labels stated that "manufacturers can use natural if

nothing artificial or synthetic has been added to the food, yet those ingredients are still found in

many 'natural' products" (Olsen 2014). As advertising students it is important to understand how

different key words influence consumers and how powerful a product’s claim can be without any

reference to the nutrition label. We set out to answer the question: Do the health claims

"organic" and "all natural", on food labels, shape consumer perceptions of the healthiness of a

product, as well as their purchase intent?

Due to the lack of literature specific to organic and all natural claims, we based our

hypotheses on studies conducted to analyze heart-healthy claims, as well as those considered

"part of a nutritious diet". We defined perception as positive or negative attitudinal responses

with regard to the perceived healthiness of organic or all natural products. We defined purchase

intent as the likelihood of purchase. We developed the following initial hypotheses for our

study:

H1: Consumers perceive products with "organic" on the label to be healthier than

similar products without said claim.

H2: Consumers perceive products with "all natural on the label to be healthier than

similar products without said claim.

H3: Consumers purchase products they perceive to be healthy over similar products they

perceive as less healthy.
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We conducted the following study using various qualitative and quantitative methods in

order to accurately measure and analyze the extent of influence "organic" and "all natural" health

claims have on consumers.

II. DATA COLLECTION AND FINDINGS

QUALITATIVE DATA

1. OBSERVATIONAL RESEARCH

COLLECTION

Target Sample: 33 observed organic aisle grocery shoppers (17 Male, 16 female) at traditional

supermarket (Kroger) and specialty supermarket (Fresh Market) in Athens, GA

Observation Method: complete observer

Data Collection: Notepad on Phone field notes

Variables of Interest: demographics, picking up food, putting food away, age, race, speed of

intent, time spent looking at product, examining of the nutrition label, comparing organic and

non-organic products, comments made on aisle

Methodology:

We observed 33 organic aisle grocery shoppers on 2 different days. The observations took place

over the course of Wednesday, September 2 from 3:30 P.M. to 4:30 P.M. and Thursday,

September 3 from 7:00 P.M. to 8:00 P.M. Both Kroger and Fresh Market were visited during

these times. Observations were made in a discrete manner as to not alter the consumer behavior

of the shoppers in order to ensure the data collected consist of how shoppers would normally

behave while not being observed. Observations were made in sections of the grocery store where

there are several items fitting the description of natural, organic, or has diet related copy on the

packaging. Observations were made about the demographics, movements, switching of

products, and their pace between section of aisles. Special attention was given to notice any

possible patterns from the shoppers, and/or to learn how people made their food choices in

regards to healthy versus non-healthy items.
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ANALYSIS

We identified a strong pattern of customers who picked items up to analyze the product labels

then place them back on the shelf. Approximately 57 percent of participants displayed this

characteristic in both Kroger and The Fresh Market. Approximately 68 percent of these

participants were females and 32 percent were male. Because the number of males and females

were approximately even (17 males and 16 females), this was the only difference observed with

a direct connection to demographic shopping patterns. The higher percentage of females that

analyzed product labels then ultimately decided to purchase an alternative product or no product

at all suggests that females are more likely to be less trustworthy of organic and all-natural

products.



2. FOCUS GROUP DATA

COLLECTION

Target Sample: college students, at least 18 years of age or older

Group Demographics: two focus groups (2 males, 2 females per group)

Length of Session: 60 minutes

Format: two moderators per group, audio recorded and typed notes of responses

Methodology

Focus group participants were recruited based on their demographic status being included in our

target market, each participant was ensured to 18 years of age or older, and that they made

purchases at grocery stores for food items. Each participant was asked to describe their health

consciousness in regards to the food they regularly consume on a scale of one to ten; one was

represented as being the least health conscious, and ten was represented as being the most health

conscious. All participants for both focus groups were randomly selected from our current

associations at the University of Georgia, however the participants did not have any associations
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with one another. Participants were compensated with free food in exchange for their

uninfluenced opinions. The focus group began with pictures of organic, all natural, and regular

food products. Then participants were asked about their opinions. This was done to get a baseline

of the overall opinion of the group. The questions asked after the visual prompt consisted

primarily of open ended questions to get the participants to expand upon their views and

opinions, and there were a few projective questions to test if their opinions changed in different

scenarios. The demographic breakdown of the two groups is as follows:

Group I:

Female, Caucasian, 21

Female, Caucasian, 20

Male, Caucasian, 19

Male, African American, 22



Group II:

Female, Asian, 20

Female, Caucasian, 21

Male, Caucasian, 21

Male, Hispanic, 23

ANALYSIS



The two most prominent factors in terms of purchasing decision of food items that were

perceived to be healthy were price and content of product labels. Participants were shown six

different brands of granola bars. Their labels consisted of the following phrases: “organic,”

“100% natural,” “no GMO's,” “low sodium,” “100% whole grains,” “gluten free,” “healthy

grains”, “low calorie,” “USDA organic,” or did not have any labeling in reference to overall

healthiness. Each participant was asked to rank the products from most to least healthy. Overall,

participants in both focus groups believed that the products with the most minimal packaging

without price incentives were the most trustworthy, believable and ultimately healthy. It was

noted by multiple participants that the Sunbelt brand of granola bars were the least healthy

because it had no nutritional claims on the package, but it also reminded them “of a candy bar”.

In contrast, many believed the Kind Bar package to be healthiest because the label “[had] so



Group 3, 8

much information about the quality of the product, so I don’t think they’re hiding anything from

me.”

In terms of pricing, participants in both focus groups noted that many products labeled as

all-natural and organic are sold at a noticeably higher price. We found that organic products are

considered superior to their non-organic counterparts and are representative of a lifestyle. One

participant noted that “many people who purchase organic products are high end, responsible and

view using organic products as a status symbol.” Yet even with this sentiment, each member of

the group agreed that if organic and non-organic products were consistently an equal price, they

would opt for the organic item rather than the non-organic equivalent. In addition, for non-boxed

items in the perimeter of the store, such as milk, eggs, fruits, vegetables and meats, they are

willing to pay one or two dollars more for the organic product.

QUANTITATIVE DATA

3. ONLINE SURVEY DATA

COLLECTION

Target Sample: college students, at least 18 years of age or older (responses, male, female)

Recruitment Method: voluntary, no incentives/compensation given

Format: nominal, interval, ratio, and ordinal questions

Methodology

We posed forty-two questions to fifty anonymous voluntary survey participants. This was done

by using Qualtrics online survey software. Participants were asked if they consented to the

survey and their gender. The survey consisted of nominal, interval, ratio, and ordinal questions.

Some questions were open ended. participants were also asked to look at pictures and rate their

general thoughts on the healthiness of the product pictured. Questions about shopping habits,

trust in labeling, and thoughts on organic and all natural foods were posed. Eating habits and
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dietary habits were also asked. Interval Likert scales about healthy food preferences were posed

as well.

ANALYSIS

a. CHI-SQUARE TESTS

We conducted two chi-square tests by using two nominal survey questions measuring respondent

awareness of nutritional labels on food products and purchase behavior in relation to additional

claims about the products. Using IBM SPSS software to complete these tests, we assessed if the

results collected and observed from the survey were equal to our hypothesized values. To view

chi-square tables, reference Appendix A. We used the following variables and hypotheses for the

chi-square tests:

Test I:

IV: Awareness of nutritional labels

DV: Purchase behavior with healthiness claims



Test II:

IV: Awareness of nutritional labels

DV: Purchase behavior with “organic” and

“all-natural” claims



Test I:

H0: Looking, or not looking, at nutritional labels on products does not create a difference

in consumer purchasing behavior when a product label has healthiness claims on it.

HA : Looking, or not looking, at nutritional labels on products does create a difference

in consumer purchasing behavior when a product label has healthiness claims on it.

Test II:

H0: Looking, or not looking, at nutritional labels on products does not create a difference

in consumer purchasing behavior when a product label has “organic” or “all-natural” claims on

it.

HA : Looking, or not looking, at nutritional labels on products does create a difference

in consumer purchasing behavior when a product label has “organic” or “all-natural” claims on

it.

We were able to reject the null hypothesis for Test I and accept the alternative hypothesis

because the result of Χ2(1, N = 48) = 4.952, p &lt; .05 was statistically significant. There is

sufficient evidence to suggest that there is a difference in purchasing behavior of product labels
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