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Executive summary

In today’s environment, overweight is common occurrence. We need to see this as a real problem, because overweight people are at a higher risk for some serious diseases. Those diseases need expensive treatments, plus people that suffer from them are likely not able to work for a period or long time. This costs the society a lot of money
When thinking of ways to solve this problem I wondered if slogans and social pressure could play a role. To test this, an experiment was set-up in the supermarket Albert Heijn. In my experiment actual behavior was tested and over 200 respondents participated. A difference was made between people without overweight and people with overweight. Reason for this, is that it is more important to get overweight people to eat more healthy, than non-overweight people. So possible different reactions are important to find.

The results of the experiment showed that slogans do have an effect on the eating pattern of people with overweight. However, this does not apply to people without overweight. Social pressure was found to have no effect on both groups, nor was there a interaction effect between slogan and social pressure for both groups.

After noticing that only overweight people were influenced by the slogan, I started to wonder if slogans could be a cause of their overweight, or if it is due to their overweight that people are influenced by slogans. Future research is needed to study this.
Introduction
People with overweight, you can find them everywhere. Even though it a common occurrence, we need to realize overweight is a serious problem. Overweight people have a bigger chance to contract diabetes type two (Diabetes Fonds, een gezond gewicht 2012). People who have diabetes type two are at a higher risk to suffer from various cardiovascular diseases, renal impairments and eye disorders (Diabetes Fonds, veelvoorkomende complicaties, 2012). Of course this are undesirable consequences for oneself, but also for the social welfare. The society pays in two ways, first of all the required treatments are expensive. Second, one who suffers from any of the mentioned diseases is likely to lose the ability to work.

To predict how this problem will develop in the future, we have to look at the kids of the current generation. Roberts (et al, 2005) show that today’s youth spends up to six and a half hours a day using mass media. This consists of using the radio, television, the internet, magazines and other mediums that are used to communicate to a massive audience. In 2006 a survey among European children in the age range from eleven to fifteen, found that watching television is associated with a lower fruit en vegetable consumption and also with a higher sweets and soft drink consumption (Vereecken et al. 2006). These results are consistent with a study on sixth and seventh graders in the United States of America from 2003. This study suggests that watching an additional hour of television, decreases the fruit and vegetable consumption by 0.14 a day (Boynton-Jarrett et al. 2003). A possible explanation for this relation is that children who are exposed to food advertisements, choose the advertised food at a significantly higher rate than children who are not exposed (Coon & Tucker, 2002). Klepp (et al, 2007) found complementing results. Their findings show a low but positive correlation between fruit and vegetable consumption and the viewings of healthy food advertisements on the television. The problem is however that children see more unhealthy food advertisements than healthy ones (Klepp et al, 2007). Freisling (et al 2009) studied the association between the exposure to nutrition information as covered in mass media and the daily fruit and vegetable consumption among adolescents. They find that the nutrition information does matter, but the effect differs between the mass media sources. Articles in newspapers, booklets and the internet as sources of information are positively associated with the daily fruit and vegetable consumption, where the radio as a source of information is negatively associated with the daily fruit and vegetable consumption. Besides mass media, there are other factors that can influence one’s eating pattern.  Social factors are known to be important, they help explain the choices of one. An example is that the norms of the social group one identifies himself with have an influence on one’s actual behavior (White et al, 2009). Social factors could work in both ways. It might make one eat healthier, but it could also make one eat unhealthier.

The mentioned studies do not suggest the overweight problem will be solved by itself in the future. Hence actions are necessary to reduce and prevent overweight. One obvious solution is to develop a healthy eating pattern. A healthy eating pattern consists of foods that contain vitamins and a right amount of calories. One must make sure to eat its daily advised vitamins, while not taking in more calories than one burns. Overweight people even have to take in less calories, than burned to lose their overweight. To achieve this there are tons of possible combinations. However there are two food categories that are inevitable: vegetables and fruit. Nearly all products in these categories fit in a healthy eating pattern, since they contain very much vitamins and very little calories. So for people that have an unhealthy eating pattern, this means they should eat more vegetables and fruits instead of calorie rich foods which contain little vitamins. 

I want to test if slogans for healthy food products can have an effect on the eating patterns of people. The focus in my thesis will be on fruit products. At the moment there are studies that found evidence that a slogan or claim can have an influence on purchase intentions (Kozup et al, 2003). Though there are also studies that say otherwise (Garretson & Burton, 2000). This will be discussed further in my literature search.
Besides the effect of slogans, I also want to test a social factor. I am especially interested in social pressure, because it is mostly controlled by others, and not the person himself. When social pressure has an effect on eating patterns, it could be a great opportunity to help people eat more healthy.  Again there is literature that supports (Salvy et al, 2007) and denies (Povey et al, 1998) this hypothesis.

Finally I want know if there is an interactive effect between slogans for healthy food products and social pressure. Do these two factors enhance the effects of each other, do they neutralize each other or is there no interaction effect at all?

Thus my three research questions are:

· Can a slogan for a healthy food product have an effect on the eating patterns of people?

· Can social pressure have an effect on the eating patterns of people?

· Is there an interaction effect between slogans and social pressure for healthy food products?

I have also decided to make a difference between overweight people and non-overweight people. This is important as overweight people are at a higher risk for diseases and are more likely to have a non-healthy eating pattern than  non-overweight people. To answer my research questions I have set up an experiment. I will go into further detail under the header experiment.

Literature search
The use of slogans
A slogan has two important functions, creating brand awareness and creating, supporting or changing the brand’s image or perceptions, which helps positioning or repositioning the brand (Kohli et al, 2007) In my case the brand will be fruit. I use this, because I want people to eat fruit and it does not matter what type or from which brand .Brand awareness exists of two components, brand recall en brand recognition. Brand recall is how often one remembers the brand without being motivated. For example one thinks about Coca Cola while not being thirsty at all. Brand recognition is recognizing a brand when you see it, the faster you recognize a brand, the better the brand recognition. It has been shown that the simplicity of a slogan on the one hand increases brand recognition, but on the other hand it does not increase brand recall (Bradley & Meeds, 2002). Brand recall can be enhanced by more complex slogans. A possible explanation is that more complex slogans require deeper processing, which can enhance memory retrieval. Therefore it is debatable whether a simple or complex slogan is better. Lagerwerf (2002) found that slogans are more appreciated when they are ambiguous. However if people do not understand the slogan’s ambiguously, it could have no effect and maybe even a negative effect. So if I make use of ambiguous slogans, I must make sure the public understands it. As for positioning or repositioning the brand, Boush (1993) found that slogans have a great function for creating, supporting and changing the brand’s image or perceptions. In his study he primed different elements of a fake soup product and asked respondents to evaluate potential brand extensions. When the aspect nutrition was primed, frozen vegetables was perceived the most consistent option and therefore chosen as most favorable brand extension. When the primed element changed to spicy, frozen vegetables were the least favorable brand extension, because they are not seen as spicy and therefore inconsistent. This study really proves the power of a slogan. While the attributes of the product itself did not change, but only the primed element did, people interpreted the product differently.
Guidelines for slogans
Kohli (et al, 2007) has set up some guidelines for creating effective slogans that cover all previous findings. The first recommendation is “keep your eye on the horizon”. You should focus on the long term and hence make sure your slogan will not be a constraint in the future. Your slogan can be a constraint when it describes the brand too precise, even though it seems perfect for the short run. When you want to extend the brand or adjust the product in the future, your slogan may not fit the brand so perfect anymore. This recommendation indicates that I should keep in mind that my slogan should be function able with all most types of fruits. The next recommendation by Kohli (et al, 2007) is “every slogan is a brand positioning tool, and it should position the brand in a clear manner”. The slogan should focus on brand features and/or brand benefits. The features or benefits should be positioned in a clear manner, so that everyone can see and understand them. The third recommendation is “Link the slogan to the brand”. In the current economy there are a lot of products that use attractive slogans. However, even though people like these slogans, they cannot recall from which brand the slogan is. Especially in highly competitive markets, consumers can easily confuse different brands and hence buy a product from your competitor, motivated by your slogan. To prevent this, just name your brand in the slogan. Also print the slogan on the packaging and every type of advertising you use for your brand. Though, as stated previously, I will make a slogan for all types of fruit. Therefore my fruit will be my brand and I should use the word fruit in my slogan. “Please repeat that” and “Jinge Jangle” are the fourth and fifth recommendation. They are not relevant for my experiment. For “Please repeat that” time needs to pass to be consistent. This is not the case, the experiment will be performed only once. For the “Jingle Jangle” I would need to use jingles, but I will not be able to use them in my experiment. The sixth recommendation is “use slogans at the outset”. A slogan should be used from the beginning of the product’s market entrance. In this stage the brands image is primarily created. For my experiment it is not possible to use this opportunity as the products I will use have already been on the market for years. The final recommendation, number seven, is “It is okay to be creative” As explained before, more complex slogans have a higher recall rate than simple slogans. However, it works vice versa for brand recognition. Also, slogans can be complex to the point that consumers do not understand it. So do not overdo the creativity of your slogan. Although I will not be measuring brand recognition or recall rates in my experiment, I do think it is important that consumers recall the message of my slogan and think about the brand more often. I will need to make a trade-off between brand recognition and brand recall. As most people do know what fruit is when they see it, I think brand recall is more important for my slogan.

Pratt (2008) studied multiple campaigns trying to prevent and fight, overweight and obesity. Based on the success of each campaign, Pratt has come up with seven ground rules for message themes and slogans. According to him a slogan that battles overweight and stimulates eating healthy should follow all these seven rules. The ground rules are be attentive: be personal, be selective, be casual, be active, be sparing and be credible. The first rule, being attentive is about listening to the audience, what do people want and how can we translate that into a slogan. You can find out what people really want by interviewing them or by studying focus groups. Being personal, the second rule, means you need to communicate the individual responsibility of maintaining health and at the same time encourage the person to do so. One has to believe he is able to actually do it and eat healthy. This is one of the reasons slogans and themes regarding health, with the words “you” “your” “my” and “we” in it are more successful. Being selective, suggest that you have to target a specific audience. In low income neighborhoods there are significantly more unhealthy fast-food chains than in middle or high income neighborhoods. So people in the low income neighborhoods might need more help to develop a healthy eating pattern, because they are exposed to much more unhealthy options. So if you have to choose between slogans that either target individuals with high income or low income, it might be wise to target the people with a low income. For my slogan I do not want to make a difference between these groups. I will need to find a slogan that speaks to everybody, because I want everybody to have a healthy eating pattern. However I might find that my slogan is more effective on a particular group. The fourth rule, be casual, indicated that mini-steps should also be applauded, because a lot of mini-steps are all part of the process and the big step of creating a healthy eating pattern. People might argue that eating fruit once a week instead of a hamburger will not make a difference, but one still eats healthier than before even if it is just a tiny bit. In the end this mini-step could be one of many steps that lead to a healthy eating pattern. Be active, the fifth rule, explains that it is effective to couple an ‘active verb’ with a personal word from the rule be personal. Pratt mentions examples as “you exercise daily” and “you run every day”. Even though these slogans are aimed at physical activity, the rule also counts for targeting eating habits. This rule is really important to keep in mind when I decide what my slogan will be. Rule six is be sparing. This rule explains that people are more likely to do something, like changing their eating habits, when they have to put in less effort. Therefore slogans/claims should be clear, simple, tailored and actionable. If slogans fit the criteria people do not have to put in extra effort by reading additional information and it will prevent information clutter. By keeping this simple, it is also means that the product or campaign the slogan is for will be easily accessible for all targeted people. In my case that will not be a problem, since supermarkets and fruit are accessible for everyone. If however I was to create a healthy eating program I should not post this online only, because the majority of older people do not have access to the internet, but they are in my target group. The last rule, rule number seven, is be credible. The information you supply to the public through your slogans or claims should be true. These either have to be facts or demonstrably. This is one important rule that really diminishes the number of options I have for my slogan. I cannot come up with slogans like “Fruit, laat uw zweven”, in English “Fruit, makes u levitate“ or claims like “Fruit, DE oplossing voor uw overgewicht”, in English “Fruit, THE solution for your overweight”

How to use a health claim 
If a slogan is stating information about the features or effects of the product, it is a claim. There are different types of claims for food products. First a claim can apply to a particular product or a particular brand, we call this a narrow claim. Second It can apply to all food products in a product category, we call this a broader category based claim ((Burke et al, 1997). Both types have its advantages. Using a narrow claim can differentiate a product from the competing products in the same category. On the other hand, using a broader category based claim can stimulate consumers to choose for your category when they are considering products from multiple categories. Also the use of a broader category claim can have educational and health effects, especially if the claimed attribute or effect have been neglected in the past (Burke et al, 1997). For my own experiment I will use a broader category claim based on the health aspect of fruit. This makes sense, because the goal is to get people to eat healthier. As said before I do not care from which brand they buy a product. However if they are considering products from multiple categories I want them to choose for the most healthy one. Furthermore, a health claim must be credible, therefore it must be found on a product that is seen as healthy by consumers and the nutrition information needs to be supporting the health claim. When the health claim is doubted by consumers, this will have negative effect on their intention to buy the product (Kozup et al, 2003) Among countries different products are seen as healthy and therefore the effect of a health claim may vary per country (Kleef et al, 2002; Williams et al, 2008) Since fruit is interpreted as a very healthy product in the Netherlands, I should have no problem making my claim credible. Also, a claim that the product prevents diseases has been found to work better on one’s intention to try a product, than claims based on the physical or psychological benefits of a product (van Kleef et al, 2002; Williams et al, 2008). Though, Verbeke et al (2009) found that health claims and nutrition claims work better than decreased disease risk claims. An explanation could be that this study was done in Belgium, which has a different culture than the Netherlands and Australia, where the two other studies took place. Besides a slogan in the form of a health claim, packaging from food products has to contain nutrition information by law. Though, there are also situations when there is no nutrition information available, for example when eating at a restaurant or fast food chain. When nutrition information is available and read, the effect of the health claim on the intention to buy the product is insignificant. However when there is no nutrition information read, the health claim does have a significant impact on the intention to buy the product. The reason is that people do use nutrition information one way or the other. The information on the package is of course more detailed than the health claim. Hence, if the more detailed information is read, the less detailed information from the claim has no effect on one’s attitude towards the product or one’s intention to buy the product. However, if the information from both sources is consistent, the claim still has a significant influence on the perceived health risks of a food product (Garretson & Burton, 2000). The study that found these results did not make a difference between overweight people and non-overweight people. I think it will be interesting to make a difference. It is possible that both groups react different, since their current eating patterns are likely to be different. As explained in the introduction, overweight people risk some serious diseases, so if they react differently to a health claim than non-overweight people it is important to know.
Why and what do people eat?
Besides the slogans and claims, it is also important to know why people eat something and what factors influence their choice. When people are hungry they have a lot of options to pick from. First of all people are very sensitive to priming. Barch (et al, 1996) did an experiment in which they primed participants with rude or polite traits. Participants that were confronted with rude traits, interrupted the researcher faster than the participants who were shown polite traits. A second experiment by Barch (et al, 1996) in which they primed participants with elements from the elderly stereotype. The result was that they walked more slowly than participants that were shown elements which had nothing to do with elderly people. These findings prove that people tend to adjust to the primed concept. Elements of unhealthy and healthy food products are often primed by different channels. Obviously this is done by advertisements, however you friends, relatives and even unfamiliar people in the street can also prime those elements to you. A way to get people to eat healthier by using this concept is to prime elements from a group of people who have an image of eating healthy.
Finkelstein & Fishbach (2010) researched the effect that healthy food has on ones hunger. First of all we must understand that people who choose a food product can have multiple goals (Glanz et al, 1998). I have talked about getting people to eat healthier. Eating healthy could be a goal of a person, it can make someone feel good in two ways, namely mentally and physically. Physically, because the vitamins gained from eating healthy help to recover and nurture one’s body. Mentally, because people might feel good about the fact that they took those vitamins and resisted more tasty, but less healthy alternatives. The taste of a food product can also be a goal (Glanz et al, 1998). One can simply just want the food that he thinks is the most delicious, without caring about the vitamins and calories. Another important factor for a lot of people is the price (Glanz et al, 1998). A common goal is to have a full stomach against a low price. This makes it worrying that most healthy food products are seen as more expensive than unhealthy food products (Intomart GfK, 2012). In some cases people want to show off and hence their goal will be to eat the most expensive food. Time, is another factor that can influence one’s choice from food products (Glanz et al, 1998). Most often the goal is to prepare and eat dinner within a short time, because people are very busy. If this is the case, the options for healthy food products are very limited, while the options for unhealthy food products are very rich. However, the goal can also be to have a long during dinner. In this scenario the chances of eating healthy are much higher, as said before, most unhealthy foods are prepared and eaten very fast, while healthy foods take a longer time. The goals that are mentioned can be in conflict with each other. The goal of eating healthy, which is most important for my research, collides with every other goal, except for the long dinners. Finkelstein & Fishbach (2010) found that respondents in their survey linked healthy foods to a low amount of calories. This result supported earlier findings by Chandon and Wansink (2007), who found that fast food that is advertised as healthy, is believed to contain less calories. As a result people can think healthy food products are less fulfilling and do not satisfy their appetite. 

External controls have tried to assist people in their self-conflicts by eliminating unhealthy options and somehow forcing them to eat healthy. Even though it sounds like a logical solution, the effects of this action are negative. Brehm (1966) discovered that people preferred the eliminated alternatives. The explanation is that people want their freedom of choice, and do not accept restrictions from external controls in their choice what to eat. So the preference for the eliminated alternatives is a reaction to the external controller’s action. As a result, most social agents are trying a different tactic. Now they are not limiting options, but they are promoting healthy food by means of subtle cues (Finkelstein & Fishbach, 2010). The most common actions are handing out healthy food samples, reminding people of healthy food options and increasing the options of healthy food products. When one’s goal is to eat healthier, these subtle cues can help them in the progress. Once progress is made, for example when one has lost a few pounds, there are two possible effects that can take place. One possible effect is that they can see that it is working, because they have put in effort. By having put in effort one can conclude that the goal is important for him and hence have high expectations. This results in more commitment than before and the goal of eating healthy is increasingly more important relative to the other goals (Cooper & Fazio, 1984). The other possible effect is that one sees the progress as partial goal fulfillment and hence can decrease their commitment. This gives a chance to the other goals to compete (Carver & Scheier, 1998). However, if the goal of a person was not to eat healthier from the beginning, the effect that results in more commitment is unrealistic. People will not commit to goal that was not their own chosen goal to begin with (Elliot & Devine, 1994).

In addition, (Khan & Dhar, 2006; Wilcox et al, 2009) it was found that people who have made a virtuous choice, feel more entitled to an indulgent choice. In the case of choosing between food products this would mean people feel more entitled to unhealthy foods, when they have chosen a healthy food product before. However, Finkelstein & Fishbach (2010) interpret this differently and think that healthy foods increase one’s hunger directly. They think people will not necessarily feel entitled to unhealthy foods, but just feel hungrier after eating healthy food products. There is previous research to back up their theory. Chandon & Wansink, 2007; Vale et al, 2008; Raghunathan et al. 2006 have found that people consume more food, when they are eating food products presented as low calorie products or products in a small package. Finkelstein & Fishbach (2010) provide more detailed information on the effects that healthy food products have on one’s hunger. In their research, people who ate a bread rated as healthy consumed a lot more pretzels afterwards than people who ate a bread rated as tasty. However, they have discovered that people, who are concerned with watching their weight, did not eat more pretzels when they had bread rated as healthy. This concludes that the effect is neutralized for people who are already chasing the goal of eating healthy. They also find that only people who are imposed to eat healthier are feeling hungrier. People who picked a healthy food product voluntarily do not feel hungrier. These results once again show that the goal of eating healthy is easier accomplished when people have decided to chase it themselves. As I have said before social agents now use more subtle cues, because Brehm (1996) already found prove that unsubtle cues do not work. So Finkelstein & Fishbach (2010) did a fourth study, now using subtle cues imposing to eat healthy, instead of clearly eliminating unhealthy options. Again they find that people, who are imposed to eat healthy, even though it is more subtle now, feel hungrier after eating something rated as healthy than eating something rated as unhealthy. In my experiment people will only have to make one decision. The previous literature studied effect of multiple choices. Still this information is very important. The goal of my experiment is to have people develop a healthy eating pattern. Not just for that one moment during my experiment. That is why it is important to know what will happen after their decision to eat healthy. I now know that imposed healthy eating should not be used.

Social factors
The mentioned goals are created by the persons themselves. However there are also social factors that can influence one’s behavior. White (et al, 2009) tested the variables injunctive norms, descriptive norms and perceived social support within the theory of planned behavior. The theory of planned behavior is a theory used to predict one’s behavior based on his intentions and perceived behavioral control. White (et al, 2009) find support that social factors are important and help the theory of planned behavior explain the actual behavior better.  They also found that one’s behavior is more influenced by the characteristics of a group one can identify with, than by peer pressure. The stronger one identifies himself with a group, the more his behavior will be influenced by the group. This information was found in a study that tested the recycle behavior of the respondents. Povey (et al, 1998) did a similar study, but specifically for healthy eating. They found that injunctive norms and descriptive norms do not add anything to the theory of planned behavior. This means that a person’s food decisions are not influenced by judgments of others, whether it is their approval or their opinion on what a person should eat. However, Povey (et al, 1998) do find the variable perceived social support to have a significance impact on the theory of planned behavior. This suggests that the support one thinks he receives from others, has an influence on its decision to eat healthy. However, a study that observed actual behavior of seventeen children with overweight and fifteen with a normal weight, finds that overweight children eat more when they are alone, than when they are among peers. The exact opposite is found for the children with normal weight, they eat more among peers than when they are alone (Salvy et al, 2007). An explanation could be that Povey et al have used questionnaires to get their results and not observed actual behavior. Perhaps people do not like to admit that another one’s judgment affects their choice of food, but I think that when an overweight person feels like someone is watching and judging him, he is more likely to adjust his choice to a more healthy alternative. In accordance with my thoughts, the reason mentioned that the overweight children eat less, is that they want to set a good image. They suppress their hunger, because they are afraid of others judgments (Maykovich, 1978; Vartanian et al, 2007; Deutsch & Gerard, 1955). However eating less does not mean eating more healthy food products instead of unhealthy. In my experiment I will test if overweight people also eat healthier under social pressure.

Experiment
Hypothesis
To answer my research questions I will test the following hypothesis:
H1: Non-overweight people’s eating patterns are positively influenced by slogans

H2: Overweight people’s eating patterns are positively influenced by slogans
H3: Overweight people’s eating patterns are positively influenced by social pressure

H4: Non-overweight people’s eating patterns are not influenced by social pressure

H5: There is no interactive effect between slogans and social pressure for non-overweight people.

H6: There is an interactive effect between slogans and social pressure for overweight people, which enhances the effect of the individual factors.
To sum up my different tests in the experiment I have created a model. This model shows my hypothesis for overweight and non-overweight people.
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I expect hypothesis H1 and H2 to be true, because I have learned from the studies in my literature search that health claims are effective when there are no other sources of nutrition information (Garretson & Burton, 2000). Even though it is common knowledge that fruit is healthy, I think the reminder from my health claim will have an effect. The claim can remind and/or activate the goal of eating healthy. I do not expect there to be a different effect between overweight people and non-overweight people. However, I do expect the effect to be bigger on people with overweight. Since they are risking dangerous diseases by being overweight (Diabestes Fonds, 2012), I assume a relatively larger portion of them already chases the goal of eating healthy. Without the reminder by my slogan, they might not see the unhealthy free sample as a problem to their goal, but when they are reminded they will realize they have to choose the healthy option. Next I expect H3 and H4 to be true. Also found in my literature search, overweight people eat less around peers, than when they are alone (Maykovich, 1978; Vartanian et al, 2007; Deutsch & Gerard, 1955). I assume that it is not just their peer pressure, but social pressure in general. Overweight people are afraid of being judged and therefore they will choose for the healthy food when someone is watching them closely. I anticipate it will be a significant higher amount, than when no one is watching them. Non-overweight people are not afraid to be judged on their food choices (Salvy et al, 2007), hence I do not expect them to make different choices when someone is watching them. Finally I expect H5 and H6 to be true. Since I think that social pressure has no effect on non-overweight people, I do not expect it to change when there is a slogan present. However, I do anticipate that there will be an interactive effect for overweight people. Assuming they will feel even more judged when there is a slogan reminding them what is healthy, than when there is no slogan. Therefore they are more likely to choose the healthy option.

Experiment setup
For my experiment I have received great cooperation from Albert Heijn, branch Troosterhof. Together with a friend who works at the Albert Heijn, I was allowed to offer people some free samples. The samples in question are “AH Leverworst” and “AH Pitloze witte druiven” Both products were given to me for free by Albert Heijn. The “AH Pitloze witte druiven”, which means “AH seedless white grapes”, is the healthy product and “AH Leverworst”, which means “AH liverwurst”, is the unhealthy product. The experiment compared the first situation when there was no slogan to the second situation when there was a slogan attached to the healthy product.  Also it compared the situation when there was no social pressure, with the situation where there was social pressure. In this case social pressure is defined as me standing by my stand. So in the situation where there is no social pressure, I was standing a few meters away from my stand, namely behind the counter of the department delicacies. So in total there were four different situations. I have switched between the situations after half of the required respondents for the situation in question had participated. This way I made sure that the time of day has no influence on my results. To be precise, The experiment started at 1 p.m. and ended at 5.30 p.m. on Friday the 10th of august 2012.
During the experiment I provided people with only the names of the products, before they picked a free sample. Any other information is hard to exactly reproduce to each respondent. Also it could change someone’s mind, which I do not want. If I would have provided additional information, people might have picked a different sample, for example because of the products brand. By telling nothing but the name of the product I exclude the factor of people having different information, so that it will not affect the results. Another factor I have excluded is the color of the environment around the food samples. Last year, I have found that colors from the environment around food do have an effect on what overweight people choose to eat (Agterberg 2011). Therefore I have used the color white for both plates containing the different samples. White is a neutral color and does not have any effect on what people choose to eat. Even if the color white did make a difference, it is cancelled out by the fact that both plates are white. As I learned from the literature search, people can have different goals when they decide what to eat. I wanted to neutralize all these goals as much as possible, except for eating healthy, which is the goal I wanted stimulate or activate. I wanted to neutralize these goals, because they can influence one’s choice and everyone weighs them different. When I would not have neutralized them, people could have made different decisions for different reasons. For example people might be a influenced by a slogan, but not when they have to pay ten euro’s more for it. Hence not neutralizing these goals would blur my results. However, I am realistic and know it was not possible to neutralize all goals entirely. Now I will explain all neutralizing per goal. First the goal of having a full a stomach against a low price. This was excluded by the fact that the samples are free. Second the goal of having the best tasting food. This could not be excluded directly, because I have offered two different food samples, that both have a different taste. Since taste is a personal opinion I cannot manipulate everyone’s opinion with the same information. However, this factor is excluded to a big extend by the nature of my experiment. To find results I need to study a focus group and a group in which I have changed one or two factors, namely a slogan for one food sample product and/or apply social pressure. By doing so the taste was not changed for both groups. Since the taste of the products samples was the same in both groups, the difference in taste between the two sample products cannot have significance effect on the results. The last goal mentioned in the literature search is defined by time. It can either be a goal to eat quickly or slowly. Since all samples were ready for consumption. There was no difference in the time it took to eat one of the two products. So the only goal that I did not neutralize is the goal of eating healthy. It is impossible to judge whether people chase the goal of eating healthy or not. Asking them might influence their choice to pick a free sample so that was not an option. By giving people the choice between two samples, one which is healthy and one that is not healthy, there was not a situation of imposed healthy eating. My experiment was purely free choice, especially since people did not even have to take a free sample. It was their choice to walk to my stand and grab a free sample.

Even though most economists do not use deception in their experiments, I did. I think it is important to see how people would react in real life. When I would have chosen for no deception and hence told all respondents that I was testing the effect of the slogan on their eating patterns, they would have started thinking about my experiment, which could have lead to a different choice. The results I would have found are not representable for a real life situation. To strengthen the deception, I decided in consultation with the branch manager, to I wear a normal Albert Heijn outfit. This was also beneficial for the Albert Heijn branch itself. People might have feel harassed when outsiders are offering free samples in their store, but if they think I am a real employee this feeling will be a lot less. Furthermore, free samples were already being offered by employees on a daily basis. Besides the outfit, I also got a tray on my stand that had client cards in it. On the cards was the following text: 

“Geef uw mening op www.ah.nl/klantenpanel Graag horen we hoe u denkt over uw winkel, zodat wij nog beter kunnen inspelen op uw wensen. Daardoor winkelt u straks nog fijner.

Zo doet u mee

Ga naar www.ah.nl/klantenpanel en vul daar in drie minuten de vragenlijst in.”

A copy of a client card can be found in appendix figure 1 and 2.

Along with tray of client cards came a sign displaying the following text:

“Wij horen graag uw mening over uw winkel

Graag horen wij hoe u denkt over uw winkel. We trekken hard aan de winkel om uw boodschappengemak te vergroten. Echter zijn we er nog niet. Wij proberen zoveel mogelijk in te spelen op uw wensen en daar hebben wij u voor nodig. 

Neem een klantenkaartje mee wanneer u uw mening wilt delen. Dit kan alleen online via www.ah.nl/klantenpanel. Met uw tips kunnen we van AH Troosterhof ECHT uw winkel maken. Het draait bij ons om u.

Natuurlijk kunt u altijd één van ons aanspreken in de winkel. We maken graag een praatje met u.

Met vriendelijke groet,

Management AH Troosterhof”

A copy of this sign can be found in appendix figure 3. 

The stand is a simple round silver table which contained the two identical plates, plus the mentioned tray and sign. The tray and sign are both made out transparent plastic. The location of my stand was in front of the department delicacies.  In this department you can find meat products and cheese. The reason I have chosen this location is the fact that it is the standard place for the samples stand. So again this was perfect for the deception. Also it is ideal that every customer had to walk past my stand as there is no other route possible When I was standing at my stand, I used the backside of the sign to tally how many overweight people and how many non-overweight people picked “AH Leverworst” and “AH Pitloze witte druiven” This was not be visible for the respondents, so that any questions about the experiment were avoided. When I was not standing at my stand, I was standing a few meters away, behind the counter of the department delicacies. This the place where real employees of that department are standing as well. I acted like I was working and tallied the results on a paper lying on the counter. Now the deception was finalized. 

For both groups, overweight people and non-overweight people, I needed two hundred respondents in total. For both groups there were four situations and I had set twenty-five as a minimum per situation.  The branch manager of the Albert Heijn insured me beforehand, that there would be more than enough respondents, as on a normal day they have three thousand visitors. Since I needed two hundred in total, I needed one hundred of them per group. For both groups I implied social pressure on fifty of the hundred respondents. In which twenty-five were with the slogan displayed and twenty-five were without the slogan displayed. To make sure I did not get blurred results I only counted people that are clearly overweight or clearly non-overweight. So respondents that are in between were able to get a free sample, but will have no impact on the results from my experiment. I could have asked them if they are overweight or not, but that brings up two important problems. First of all it is very rude to ask, it might have scared people off or made them mad. Second, they would have realized it was not about a normal free sample. Respondents would have thought more about their decision between “AH Leverworst” and “AH Pitloze witte druiven”. As explained earlier, this is not the intention.

In all situations I changed the position of the plates, when half the respondents of both groups had picked a free sample. By doing so I eliminated the effect that the position of the plate may have. Also, during the experiment I made sure both plates contained a similar amount of sample products, because a difference might have an influence on one’s choice.
The health claim
Now that I have explained the situations and how I neutralized the external factors that can affect my results, it is time to explain what slogan I have created and why. First of all I have chosen for a slogan that is a health claim. From the studied literature this seems the most simple and credible way to communicate the health elements from fruit. The claim that I have chosen is: “Fruit, eet uw dagelijkse vitamine” In English this means, “Fruit eat your daily vitamins”. See figure 4 in the appendix for a copy of the slogan It is a broad category claim that involves all fruits. Literature explained this is best to use when consumers are considering multiple food categories. Also I do not care what type of fruit of people decide to eat, so using this type of claim has no downside for me. The claim satisfies all important criteria mentioned in the literature, which is relevant in my case. It is simple (sparing), credible, personal, and activating. For an overview of the criteria and how my health claim matches it, see the tables below.

	Recommendations by  Kohli
	1
	2
	3
	4
	5
	6
	7

	Fruit, eet uw dagelijkse vitamine
	· 
	· 
	· 
	 X
	 X
	X
	· 


	Rules by Pratt
	1
	2
	3
	4
	5
	6
	7

	Fruit, eet uw dagelijkse vitamine
	· 
	· 
	· 
	· 
	· 
	· 
	· 


As explained in my literature recommendations 4 and 5 do not apply to my slogan, while 
recommendation 6 is not possible to realise. 
Results

First of all I have put my results in a table, so that my data is clear and easy to interpret. In the table below it shows how many respondents of each group picked which samples. It also happened that respondents picked multiple samples. In the case they picked multiple samples from the same sample, I counted them as one respondent. However, in a few cases a respondent took a sample from both products. I decided not to count them, because it is unfair to count one respondent multiple times and it would also be unfair to just count them for one of the two samples.
	
	sample
	
	Total

	Respondent
	AH Pitloze witte druiven
	AH Leverworst
	

	Overweight
	45
	61
	106

	Non-overweight
	51
	52
	103

	Total
	96
	113
	209


Before making a difference between overweight and non-overweight people I tested if the slogan and social pressure had an effect on all respondents together. 

Please note that for all my tests, the food sample choice is defined as 1 = “AH Pitloze witte druiven” and 0 = “AH Leverworst” 

Effect of the slogan

	
	sample
	
	Total

	Situation
	AH Pitloze witte druiven
	AH Leverworst
	

	Slogan present
	60
	43
	103

	Slogan not present
	36
	70
	106


To test the significance I have compared the means of both situations using the independent sample t-test.
	Slogan
	Number of respondents
	Mean
	Significance

	Yes
	103
	0.58
	0.000

	No
	106
	0.34
	


The significance of the variable is 0.000, which is smaller than 0.05. Hence the slogan has a significant effect on the sample choice of the respondents.
Effect of social pressure
	
	Sample
	
	Total

	Situation
	AH Pitloze witte druiven
	AH Leverworst
	

	Social pressure present
	52
	52
	104

	Social pressure not present
	44
	61
	105


To test the significance I have compared the means of both situations using the independent sample t-test.

	Social pressure
	Number of respondents
	Mean
	Significance

	Yes
	104
	0.50
	0.242

	No
	105
	0.42
	


The significance of the variable is 0.242, which is bigger than 0.05. Hence social pressure does not have a significant effect on the sample choice of the respondents.
I will now discuss the results of my experiment making a difference between both groups per situation.

Situation 1: No slogan, but social pressure is present
In this situation twenty-seven people without overweight responded. Ten of them chose the healthy option and seventeen chose the unhealthy option. Expressed in percentages: 37% picked the healthy option and 63% the unhealthy option. 

In this situation twenty-five people with overweight responded. Seven of them chose the healthy option and eighteen chose the unhealthy option. Expressed in percentages: 28% picked the healthy option and 72% the unhealthy option. 

	
	sample
	
	Total

	Respondent
	AH Pitloze witte druiven
	AH Leverworst
	

	Overweight
	7
	18
	25

	Non-overweight
	10
	17
	27

	Total
	17
	35
	52



Situation 2: No slogan or social pressure
In this situation twenty-five people without overweight responded. Eleven of them chose the healthy option and fourteen chose the unhealthy option. Expressed in percentages: 44% picked the healthy option and 56% the unhealthy option.

In this situation twenty-nine people with overweight responded. Eight of them chose the healthy option and twenty-one chose the unhealthy option. Expressed in percentages: 28% picked the healthy option and 72% the unhealthy option.

	
	sample
	
	Total

	Respondent
	AH Pitloze witte druiven
	AH Leverworst
	

	Overweight
	8
	21
	29

	Non-overweight
	11
	14
	25

	Total
	19
	35
	54



Situation 3: Slogan and social pressure are present

In this situation twenty-five people without overweight responded. Sixteen of them chose the healthy option and nine chose the unhealthy option. Expressed in percentages: 64% picked the healthy option and 36% the unhealthy option.

In this situation twenty-seven people with overweight responded. Nineteen of them chose the healthy option and eight chose the unhealthy option. Expressed in percentages: 70% picked the healthy option and 30% the unhealthy option.

	
	sample
	
	Total

	Respondent
	AH Pitloze witte druiven
	AH Leverworst
	

	Overweight
	19
	8
	27

	Non-overweight
	16
	9
	25

	Total
	35
	17
	52


Situation 4: Slogan is present, but social pressure is not

In this situation twenty-six people without overweight responded. Fourteen of them chose the healthy option and twelve the unhealthy option. Expressed in percentages: 54% picked the healthy option and 46% the unhealthy option.

In this situation twenty-five people with overweight responded. Eleven of them chose the healthy option and fourteen the unhealthy option. Expressed in percentages: 44% picked the healthy option and 56% the unhealthy option.

	
	sample
	
	Total

	Respondent
	AH Pitloze witte druiven
	AH Leverworst
	

	Overweight
	11
	14
	25

	Non-overweight
	14
	12
	26

	Total
	25
	26
	51


SPSS results

To answer my hypothesis I ran the data through SPSS. I will now answer my hypothesis and explain what I tests I have used per hypothesis. Please not that for all hypothesis I will use 0.05 as significance level.

H1: Non-overweight people’s eating patterns are positively influenced by slogans
To test this I have used the data from the respondents without overweight. I compared the means of the situations, when there is a slogan present and when there is not a slogan present, using the independent sample t-test. 
	Slogan
	Number of respondents
	Mean
	Significance

	Yes
	51
	0.59
	0.062

	No
	52
	0.40
	



The significance of the variable is 0.062, which is higher than 0.05. Hence the hypothesis is not true. However, since the significance is only slightly bigger than 0.05, it is an indication that the effect possibly exist. 
H2: Overweight people’s eating patterns are positively influenced by slogans
To test this I have used the data from the respondents with overweight. I compared the means of the situations, when there is a slogan present and when there is not a slogan present, using the independent sample t-test. 
	Slogan
	Number of respondents
	Mean
	Significance

	Yes
	52
	0.58
	0.002

	No
	54
	0.28
	



The significance of the variable is 0.002, which is smaller than 0.05. Hence this hypothesis is true. 
H3: Overweight people’s eating patterns are positively influenced by social pressure
To test this I have used the data from the respondents with overweight. I compared the means of the situations, when there is social pressure and when there is no social pressure, using the independent sample t-test. 
	Overweight
	Number of respondents
	Mean
	Significance

	Yes
	52
	0.50
	0.125

	No
	54
	0.35
	



The significance of the variable is 0.125, which is bigger than 0.05. hence this hypothesis is not true. 
H4: Non-overweight people’s eating patterns are not influenced by social pressure
To test this I have used the data from the respondents without overweight. I compared the means of the situations, when there is social pressure and when there is no social pressure, using the independent sample t-test.
	Overweight
	Number of respondents
	Mean
	Significance

	Yes
	52
	0.50
	0.922

	No
	51
	0.49
	



The significance of this variable is 0.922, which is bigger than 0.05. Hence this hypothesis is true. 
H5: There is no interactive effect between slogans and social pressure for non-overweight people.
To test this I have used the data from respondents without overweight. Using the two way anova model, I have added both social pressure and the presence of the slogan as an independent variable and tested for the interaction between both. 
	Variable
	Mean
	Significance

	Slogan
	0.871
	0.64

	Social pressure
	0.007
	0.872

	Slogan*Social pressure
	0.188
	0.387


As tested in the independent sample t-test, the variables slogan and social pressure have no significant effect on the food sample choice. The significance of the interaction variable is 0.387, which is bigger than 0.05. Hence there is no interactive effect and the hypothesis is true. 
H6: There is an interactive effect between slogans and social pressure for overweight people, which increases the size of the effect from both factors.
To test this I have used the data from respondents with overweight. Using the two way anova model, I have added both social pressure and the presence of the slogan as an independent variable and tested for the interaction between both. 
	Variable
	Mean
	Significance

	Slogan
	2.281
	0.002

	Social pressure
	0.473
	0.147

	Slogan*Social pressure
	0.445
	0.160


As tested in the independent sample t-test, the variable slogan has an significant effect on the food sample choice and the variable social pressure has not. The significance of the interaction variable is 0.160, which is bigger than 0.05. Hence there is no interaction effect and the hypothesis is not true. 
Conclusion

With the results of experiment I can now answer my three research questions:

· Can a slogan for a healthy food product have an effect on the eating patterns of people?

The answer to this question is yes. However, this only applies to people with overweight and does not apply to people without overweight. I have proven that they are more likely to choose a healthy product instead of an unhealthy product when there is a slogan in the form of a health claim.

· Can social pressure have an effect on the eating patterns of people?

The answer to this question is no. For both people with overweight and people without overweight this was not the case. 

· Is there an interaction effect between slogans and social pressure for healthy food products?

The answer to this question is no. For both people with overweight and people without overweight this was not the case. 

Discussion

Even though the results are clear, my experiment also has some limitations. First of all I did not make any difference in age or gender. It could be that slogans have bigger effect on men or woman. Just like slogans can have a bigger effect on children than adults, or vice versa. Even though attitudes or purchase intentions do not differ for gender (Adams & Geuens, 2007), I would like to have this for actual behaviour. The fact that slogans have a bigger effect on the recall rate of young men (Reece et al, 1994), gives me reason to question if there is a difference in effect on actual behaviour. Since their recall rate is higher it might not differ in the short term, but it can differ in the long term. Perhaps future studies could investigate certain age and gender differences.

In my experiment I have made difference between overweight and non-overweight people. However, I did not know the actual reasons for respondents overweight. It could be that they do have a healthy eating pattern, but a certain disease causes their overweight. Though, since my results for people with overweight are strongly significant, I do not expect that it will change when this factor is the cause of overweight is taken into account.

Also, I only tested two products. It could be that people have a strong preference or dislike for one of the products. If I tested a different healthy and unhealthy product the results could have been slightly different. Perhaps hypothesis 1 would have been significant, which is now insignificant by a small amount. Or, if I decided to use a significance level of 0.10 instead of 0.05, it would have been significant as well. Moreover, the fact that the variable was so close to being significant for non-overweight in my experiment, indicates that the effect does possibly exists. Future research is needed to test this further.
My experiment was performed in the Netherlands. This does not mean my results are representable for the entire world population. Different cultures can consider different products to be healthy, as they can have different perceptions of health (Jylha et al, 1998) Besides, there can be differences in effectiveness of slogans in general. Hence I think it will be interesting to perform similar studies across the world.

While receiving the results of my experiment I started to wonder, if the influence ability of people by slogans determines their likelihood to become overweight. Since overweight people’s eating patterns can be influenced by slogans, and non-overweight people’s eating patterns cannot. Could it be that overweight people were already more influence able by slogans before they gained their overweight? Meaning that slogans for unhealthy food products play an important role in the process of becoming an overweight person. I hope that future research will look into this.
The last point is that one can question how good my experiment represents reality. I did do everything in my power to deceive the respondents as much as possible, to test for actual behaviour. However I did eliminate other goals people might have, to test the effect of the slogan and social pressure itself. In reality, people might make different choices despite the effect of the slogan. For example people cannot get the products for free in a normal situation. The effect of the price difference might be bigger than the effect of the slogan for some overweight people, causing them to make a different choice. However I wanted to test the effect if a slogan and if social pressure have an effect on the food choice of people and that is what I did. When other effects cause different behaviour for people with overweight, does not mean the effect of the slogan is not present. It means that the other effects might be bigger.
Advice
My advice to the Albert Heijn is to give away more healthy samples and less unhealthy samples. Right now they are offering all types of product samples, including many unhealthy ones. By offering more healthy samples they also help their customers to get to know various healthy products. This could possibly stimulate their acceptation of healthy food products. 

When healthy products are almost over date and hence need to be sold more, I advise the Albert Heijn to introduce some slogans to their stands. My experiment has proven that people with overweight will be influenced by this.
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Appendix

Figure 1: Front side of client card.
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Figure 2: Backside of client card.
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Figure 3: Copy of Albert Heijn sign.
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Figure 4: Copy of the slogan.
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