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Abstract
The rising number of consumers requiring a special diet because
of health issues or lifestyle decisions have opened new
opportunities for food chain operators. This could designate the
directions for product development of the Hungarian food
industry. Since functional food products can only achieve market
success if they meet the consumers’ expectations, the aim of this
research was to examine those main health problems that people
are most worried about and to compare the acceptance of dietary
way (functional food) of preventing and/or mitigating health
problems. Results are based on quantitative consumer survey.

1 Introduction
During last decades, a special focus was given to the health related functionality of foodstuffs.
The relationship between health and nutrition has come to the forefront of scientific research and
due to global demographic trends, physical and psychological well-being of elderly population has
become a significant social challenge. Functional foods with high added value have become the
fastest growing area of the food industry. According to the estimation of Euromonitor, the share of
functional foods in the global food market increased from 33 billion USD to 176.7 billion USD between
2000 and 2013, accounting for approximately 5% of the total food market [1]. The market share
varies greatly from country to country, and there is no generally accepted definition of functional
foods, so different market data are available due to different interpretations of the category [2] [3].
A study reviewed over one hundred different definitions to determine the boundaries of
functional food better [4]. However, we argue that functional foods should not be handled as a welldefined separate product category. Although the definitions help scientific and professional
dialogues, it does not have a particularly significant role from the perspective of the consumers.
Instead of legal definitions, consumers receive information about the functional properties of food
through advertisements and labels. Regarding labels, nutrition and health claims may appear on
products by following the indications of Regulation (EC) No 1924/2006 and Regulation (EU)
432/2012 based on the scientific advice of the European Food Safety Authority (EFSA) [5].
The increasing importance of the functionality of food products was recognized even before
the turn of the millennium by the food industry, which has accelerated the development of new
products. However, new products have a high failure rate on the market, because most of them were
not preceded by a deeper exploration of consumer needs [2]. According to an expert estimate from
this period, three out of four new functional food products disappeared from store shelves within two
years [6]. One illustrative example of these unsuccessful attempts of product development was the
fact that in the late 1990s, several large pharmaceutical companies, including Novartis, launched
their own functional food product called “AVIVA.” However, this product line on the European market
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in 1999 did not show the expected level of customer demand and was removed from the market in
most countries after one year [7].

2 Method
Results are based on quantitative consumer survey conducted between 11 July and 14 August
on 2018 (n=1002). For data collection, personal interviews were used, with respect to generally
accepted preconditions [8] [9]. In terms of sex, age, and geographical distribution (NUTS-2) of the
respondents, the sample is representative of the total adult population of Hungary, based on the
latest census at the time of the data collection [10]. Statistical analysis of the data was carried out
by the IBM SPSS Statistics 22.0 software package. Beyond descriptive analysis, contingency tables
(confidence level: 95%) was used to examine the impact of demographic parameters.

3 Results and Discussion
Main health problems people are most affected by and worried about compared to the
acceptance of mitigation and prevention with functional foods are shown in Figure 1. Results include
a group of respondents who would be willing to pay to prevent or mitigate these health problems,
and also those who are concerned/worried, but would not like to spend money on it. The second
group could also be a potential target group for product development due to their involvement.
Moreover, the inclusion of foods with functional properties in diet can be carried out without further
significant expenses, despite other solutions (dietary supplements, medicines, medical treatments).
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Figure 1. Assessing the worrisome/affecting health problems of Hungarian consumers and the
suitability of functional foods to prevent or mitigate these problems
According to the results, the population is mainly concerned/worried are the following noncommunicable diseases: Vision deficiencies and disorders, dental problems, and heart and
cardiovascular diseases. Similarly to the findings of previous research studies, health claims related
to physiological health problems (e. g. heart and cardiovascular diseases, osteoporosis, cancer) are
of greater importance among such claims stated on the labels of foodstuff than those related to
psychological problems (e. g. stress, fatigue) [11]. Results also show that the diets containing
functional foods for the mitigation and prevention of health problems are mainly related to digestive
problems, high cholesterol level, lactose sensitivity, and gluten sensitivity according to the opinion of
the respondents. However, functional foods can also play an important role in areas that seem to be
unaffected by diet for consumers. So, available and credible information is of high importance, for
the reason that previous research found connection between knowledge and dietary decisions [12].
In case of many health problems, the age of respondents is a significant factor (p<0.05) based
on contingency table analysis (Table 1).
Table 1. The age distribution of worrisome/affecting health problems of Hungarian consumers
Health problem

Under 30
years

30-39
years

40-59
years

Over 60
years

Pearson’s
Chi-square

Vision deficiencies and disorders

46.06%

43.04%

64.57%

72.97%

<0.0001

Dental problems

40.85%

57.86%

65.91%

61.21%

<0.0001

Heart and cardiovascular diseases

27.53%

45.24%

48.86%

54.93%

<0.0001

Arthritis disorders

27.11%

37.34%

53.97%

69.70%

<0.0001

Digestive problems

29.45%

35.67%

45.00%

42.36%

0.0063

High cholesterol level

19.88%

31.45%

34.56%

51.60%

<0.0001

Memory disorders, concentration

23.49%

26.42%

28.19%

38.02%

0.0142

Diabetes

17.58%

26.58%

29.77%

34.50%

0.0033

Osteoporosis

13.25%

20.13%

27.65%

36.79%

<0.0001

Migraine

22.42%

25.16%

24.91%

10.86%

0.0017

In the vast majority of cases, the elderly consumers are more affected or worried about the
health problems. Results are harmonizing with previous studies, which pointed out that age has a
significant role in field of health related opinion and choices [13] [14] [15].
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Figure 2 presents the acceptance of functional food for consumers over the age of 40 in case
of more worrisome health problems.

Figure 2. Acceptance of functional foods for consumers over the age of 40 in case of more
worrisome health problems
Research covered the acceptance of functional foods for consumers over the age of 40 in case
of more worrisome health problems. Based on the results, the development of functional foods
should focus on the following areas: Digestive problems (73.02%), high cholesterol level (63.38%),
diabetes (65.02%), and heart and cardiovascular diseases (68.16%).

4 Conclusions
For the well-being of older consumers, the availability of functional food products that can be
integrated into a balanced diet has been of great importance. Based on industry experience,
successful food industry innovations start with understanding consumer needs and require a product
chain approach. As a first step, this research has highlighted that digestive problems, high
cholesterol level, diabetes, and cardiovascular concerns are issues that need to be considered when
designing functional foods with real added value for older consumers.
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