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prices, it is known of the poultry, that it is a type of
meat which is healthy and easy to digest.
„The time has come, when no one can do without
the long-term predictions in the poultry sector.” The
significant overproduction that has took place in the
last years, can be attributed to several reasons, and
gives much trouble for the companies. Nowadays,
the companies of the poultry sector can only take
the advantage of the potential market, if they meet
the changing consumer needs in every aspect. For
increasing the sales, the producer should know the
consumer and purchasing habits of the national
population, they should determine the target
audience of the different products, and should adapt
themselves to the latest nutrition needs and trends.

Abstract: The main aim of my work is the knowing
of the consumers’ behaviour in relation of the
processed poultry products. In the cause of the
carrying out, I made a marketing research, used the
questionnaire. The consumption of red (pork and
beef) meat and white (poultry) meat is balanced,
but it is moved away the flows. I also examined the
importance of the product-choice factors. The most
important aspects are: the standard quality, the
taste of products, the hygienic and the appearance
by the opinion of the asked people.
Most of the questioned persons (75,4%) buy some
poultry products. The frequency of the shopping
was the biggest in the case of “red products” and
cold cuts. The 97,6 percents of the poultryproducts consumers was divided into 7 factors and
4 clusters respectively by the factor- and clusteranalysis based on the life-style, the demography
and the attitudes.
Keywords: Poultry, consumer’s habits, questioner

2. THE MATERIAL AND METHODS
I chose the personal questionnaire method
from among the lot of possibility. The aim of my
work was a representative survey of 1000 people.
The basis of compiling the population was
the data of the latest population census of
Hungarian Central Statistical Office (HCSO) from
2001. The selection took place with the help of the
development of a multiple-stage sampling
procedure:
 The population of the country was divided
according to the seven regions;
 It was determined according to the
population data of each region, that out of
the 1000 how many consumer should be
made to fill out the questionnaire in the
given region;
 In every region, a county was chosen, then
with the help of the latest publications of
HCSO the number, respectively the ratio
of the inhabitants living in the county seat,
in the cities and in the villages was
calculated;
 Besides this, I examined the three types of
settlements concerning the distribution of

1. INTRODUCTION
An enormous boom is to be seen in the
world’s keeping of poultry, the products of the
poultry species play a more important role in the
supply with food of the population of Earth. We eat
more of the rich in protein and poor in fat poultry
products, compared to the total meat consumption
every two years 1% more.
The development of the traditional poultryraising and joining international co-operation
started in Hungary in the 60s. With the taking over
of the up-to-date slaughter and processing
technology the Hungarian poultry industry became
a significant factor on both the national and the
international markets.
The boom of the poultry consumption has
started in Hungary in the last 10 years, of which the
reason is not only to be found in the price increase
of the pork products, but also in the changes in the
nutrition habits of the consumers. Above the low
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the inhabitants by sex, by age and by
school qualification;
 Finally, a quote system was worked out,
and the questionnaire was distributed
according to this.
For the easier processing, the applied
questionnaire contains closed questions, to which in
most cases the people could answer with the help of
an interval scale. The scales are most of the time
five-graded, as the respondents can easier
understand and use them according to the notes at
school. In some cases seven-graded scales were
applied, e.g. when the consumer frequency was
examined, the five grades would not have been
enough. Above the closed questions, open questions
were also put in some cases. The questionnaire deal
with the following 5 areas:
1. The consumer habits of the processed
poultry products;
2. The purchasing habits of these products;
3. Image-control;
4. Hidden variable;
5. Lifestyle-analysis.

Table .1 Calculating the consumer
frequency index
Answercategory
More times
a day
Daily
3-4 times a
week
1-2 times a
week
1-2 times a
month
Rarely than
a month
Never

The processing of the data:
 The answers of the received questionnaire
were encoded, and then the received value
was laid down in the chart of the
mathematical-statistical program of the
SPSS 12.0 for Windows.
 The evaluation has been done with the
help of this program: frequency
examination, averages, t-probe, the
analysis of the significance, as well as
factor- and cluster analysis.
 For the easier evaluation and for the
lucidity of the results, I made graphs and
diagrams with the help of the Microsoft
Excel program.
When making a frequency examination,
above the regular distribution, a „consumer
frequency index” was developed, and I calculated
the consumer and purchasing frequencies
concerning the processed poultry products. The
number of the days of the year is considered to be
365, and to the answer-categories the values of the
Table 1. belong.

3.

The way of
calculation
365*2

Multiplier

365
∗7
7
365
∗ 3,5
7
365
∗ 1,5
7
12 ∗ 1,5

730
365,0
182,5
78,2
18,0

12
2

6,0

-

0,0

RESULTS

My principal conclusions are as follows:
3.1. Consuming habits
The consumption of red (pork and beef) meat and
white (poultry) meat is balanced, but it is moved
away the flows. This fact is showed by the
consumption frequency. The poultry-meat is eaten
139 occasions per year, the other meats are less.
The answerers have the poultry-meat, because “it is
healthy” or “I like more than the others meat” (Fig.
1.).

healthy

cheap

other's opinion

lot of modes to prepare

like much more

Fig. 1. The reasons of the poultry-meat
popularity (n = 487)
After the general meat-consumption I
analysed the processed poultry products on the
basis of the Codex Alimentarius Hungaricus The
answerers eat mostly “red products” and cold cuts,
on 105 and 95 occasions per year. The hams, the
products made of liver and the quick frozen
products are eaten on 57-47 occasions in every
year; but the smoked-cured products, the sausages,
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bought quantity per year. Compared with the
statistical data, I established: the answerers can not
esteem the bought quantity, well; their data are far
exceed the original data.
I sized up the favourite places of
purchasing: in general the customers like
supermarkets and “shop-chains”, but sometimes
they go to the little shops for the very often bought
products (Fig. 2.).

the conserves and the aspics only on 26-12
occasions. The popularity of them is parallel with
the frequency, but people like much more the hams.
Only few asked people could denominate
favourite product-label, the others did not care of
the product- makers. I can emphasize two products
the “red products” and the quick frozen product. In
the both cases people mentioned SáGa Foods.
I also examined the importance of the
product-choice factors. The most important aspects
are: the standard quality, the taste of products, the
hygienic and the appearance by the opinion of the
asked people. The less important are: the knowing
and the brand of the products, the name of the
processing factory and the advertising.

100%
90%
80%
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27,17

27,17

27,27
27,10

19,06

22,07
25,91

70%

21,39

60%
%

50%
40%

27,06

25,78

25,78
37,88

30%

31,56

31,48

38,34

29,16

smokedcured p.

sausages

42,61

20%
10%
0%
red
products

3.2. Purchasing habits

little shops

In the second part of the questionnaire I asked
people about their purchasing habits.
I knew, that most of the questioned
persons (75,4%) buy some poultry products. The
persons who do not shop these foodstuffs are:
mostly men, singulars, low educated, between 1629 years olds; in a few word: high-school students.
Further I examined the buying of the
processed poultry products. The frequency of the
shopping was the biggest in the case of “red
products” and cold cuts, 71 occasions per year per
capita, it means people buy these goods every 5
days. In the case of the other products we can draw
parallel between frequency of the purchasing and of
the consumption (Table 2.).

cold cuts

p. made of
liver

aspics

hipermarkets

hams

supermarkets

conserves quick frozen
p.

meat shops

Fig. 2. The places of the purchasing (n = 284 –
691)
The popularity of the pre-packed products
grows, but the main part of the shoppers (50-60 %)
likes if the seller wraps the products (with the
exception of products made of liver). I examined
also the faithfulness to products and brands. It does
not characteristic of mostly answerers, they
substitute products with each other (33-47%) or
they have no favourite product (17-30%).
I distinguish two methods of the shopping:
impulsive and planned. The latter typical of the less
part of the asked people (23%) and their 32 percents
decide in the stores about the shopping. The main
part of people said, they applied both methods.
The opinions about the price and quality
are different, common people think these factors are
good, but the older and the moneyless persons are
discontent with these factors. This fact is vindicated
by the agreement with buyers’ assertion: “the price
of the good quality is too high” – in all get medium
score.
3.3. Image- examination
The answerers had to nominate one, then five
poultry-processing firms. This task was successful,
the 68 percents of the consumers could do it. They
listed “SáGa Foods”, “Bábolna”, “Merian (Orsi)”
and “Hajdú-Bét (Valdor)”. On the basis of the
answers I determinated the groups, which may be
the main buyer company of the factories (Table. 3.).

Table 2. The purchasing-frequency of the
products (n = 754)
Purchasing frequency
Products
Occasion/capita/year
“Red
71
products”
Cold cuts
68
Hams
40
Products
37
made of liver
Quick frozen
29
products
Sausages
17
Smoked-cured
16
products
Conserves
14
Aspics
9
I took the measure of the bought quantity
per occasion. In general people shop 110 decagrams
quick frozen products, 34,5 decagrams “red
products” and least, 22 decagrams aspics. With the
help of these two data series I determined the
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sausages made of poultry exit. Only a small circle
of the consumers know these products, but they are
not satisfied with their quality. It would be effective
to advertise these products -in the appropriate
media,- on the other hand to re-examine, to correct,
to develop them.
When choosing the products the permanent quality,
the taste belonging to the products, the hygienically
aspects and the look are the most influential factors,
so the companies should lay more emphasis on
them. I think it is important to stress this, because it
turned out from quantitative research that there are
consumers who experience the worsening of the
quality, respectively they are usually not satisfied
with the quality of the products.
In case of the consumption and the purchasing of
the products the results of the significance test show
in many cases strong significance regarding the
regions. When investigating the compound of the
regions, I experienced, that there are no significant
differences regarding the sex, the marital status and
the age, but the school qualification shows such
variances. The reason for this is that according to
the data of the population census of HCSO, the
distribution of the people with different school
qualification is different in certain regions.
Resulting from this, the net income/month/person,
the sense of the income differs significantly. I can
declare, though the different compound of the
regions can influence the data, and the order, but
the companies must not neglect the relations,
because in these parts of the country such people
live.
A certain part of the consumers is expressively
price sensitive, but there are some sections, for
which the quality is also important. Some
companies try to put product lines with different
brand names on the market, due to which target
audience they mean it. This should be followed by
other companies as well, because they make the
decision of the customers easier.
Though the purchasing habits have altered, and
many people prefer pleasure-shopping- and the
hypermarkets belonging to them-, the questionnaire
research shows, that the customers search some
products in smaller stores. It would be important to
have this factor in view, and make the choice of
these products not only in the large, but also in the
small supermarkets bigger.
The consumption data and the image-control bring
us to the conclusion, that a big part of the
population does not know the companies of the
national poultry sector, and mixes them with the
companies of the meat industry, having long
traditions. I suggest the sector to adopt a corporate
marketing strategy, with the help of which the total
demand could increase, through emphasizing the
advantages of poultry. For making this both the
Poultry Product Board and the Agriculture
Marketing Centre were perfectly appropriate.

Table 3. The special groups are characteristic of
the firms
Factory
Age
Income
Region Settlement
Below the Central
Village
40average
Trans(42,9%)
SáGa
59
(42,3%)
Danubi
County
Foods
(44,
Over the
an
town
3 %)
average
(68,5
(42,5 %)
(42,5%)
%)
over
Over the
Central
Merian
60
average
Region
Capital
Rt.
(22,6 %)
(16,
(16,4%)
(18,7
8 %)
%)
Much
Norther
16over the
n
HajdúVillage
29
average
Hungar
Bét Rt.
(14,3%)
y
(10,7 %)
(11,
5 %)
(34,7
%)
Average
Wester
30(24,7%)
n
Bábolna
City
39
Transda
Rt.
(21,4%)
(21,
nubian
(42,2
4 %)
%)
over
Much
Souther
HungeCity
60
below the n Great
rit Rt.
(7,7 %)
(9,5
average
Plain
%)
(10,2%)
(27,4%)
In this part I asked people about the
establishment of a trade-mark. The half part of the
questionnaire-filler would like it, but their32
percents do not know is it good or not for them.
3.4. Factor- and cluster-analysis
Finally I requested my costumers to give any
information for the life-style-analyse. After the
apprehension of the answers I made factor- and
cluster-analysis. The 97,6 percents of the poultryproducts consumers was divided into 7 factors and
4 clusters respectively by the factor- and clusteranalysis based on the life-style, the demography
and the attitudes. The most substantial factor is the
price for the members of the “A” cluster, and the
quality for the people of the “B”. Persons belong to
“C” cluster like the branded, convenience products,
and the moneyless pensioners from “D” think the
most important factor is the price.
4. CONCLUSIONS, PROPOSALS
As a result of the the primary researches, I
recommend the followings for the planning of the
marketing strategy for the poultry sector and for the
companies. When listing the conclusions, I am
following the traditional 4 P-s of the marketing
mix.
Our examinations have demonstrated that the men
mainly prefer sausages to the „red products” and
cold cuts, having significantly larger water-content;
at the same time many of them do not know that
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