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Abstract

Background: Front-of-pack (FOP) nutrition labelling has been proposed as a tool for
helping consumers make healthy choices. Before determining its effects on
consumer behaviour, factors involved in its use must be elucidated, i.e.
understanding and acceptability on the part of the consumer. Among five FOP
labels, we sought to determine which formats were most easily understood and
accepted by a large sample of adults.

Methods: Among 39 370 adults who patrticipated in the French Nutrinet-Santé cohort
study, understanding and indicators of acceptability (attitude, liking, visual
attractiveness and perceived cognitive workload) were measured for five FOP
labels: The currently used ‘multiple traffic lights’ (MTL) and ‘simple traffic lights’
(STL), and the ‘colour range’ logo (CR), the ‘green tick’ and the PNNS logo. We
investigated the contribution of the different elements to consumer perception of
FOP labels using multiple correspondence analyses.

Results: Over half of the sample population showed a high level of understanding
and perceived no discomfort in terms of the different logos. Label formats were
positioned along an acceptability gradient ranging from acceptance to rejection,
consisting of ‘liking’, ‘attractiveness’ and indicators of perceived cognitive workload.
MTL was significantly more often liked and was viewed as reliable and informative.
MTL, STL and the green tick performed better than the CR and PNNS logos in terms
of ease of identification and comprehension. CR was clearly the least appreciated
and it had the most complex format.

Conclusions: Consumers prefer FOP labels which give complete, reliable and
simplified information on the nutrient quality of foods.

Keywords: acceptability, front-of-pack labels, nutrition labeling, perception
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Resumen

Obijetivos: Determinar la presion publicitaria en tres revistas espafiolas de
ginecologia, analizar los anuncios de medicamentos publicitados y su grado de
ajuste a la normativa vigente.

Métodos: En las revistas seleccionadas se identificaron el nimero de anuncios, las
caracteristicas de los medicamentos promocionados, el contenido informativo
obligatorio y el mensaje publicitario.

Resultados: De los 139 anuncios identificados, 33 eran diferentes, 28
medicamentos de prescripcion y 5 publicitarios. Las presiones publicitarias fueron
del 18,13% en Progresos de Obstetricia y Ginecologia, del 16,18% en Acta
Ginecologica y del 5,21% en Clinica e Investigacion en Ginecologia y Obstetricia.
Se observo incumplimiento legislativo en el 82,14% de los anuncios y el 22,22% de
los esléganes, y el 41,46% de los mensajes publicitarios eran engafiosos.

Conclusion: Es aconsejable una actitud critica de los profesionales sanitarios ante
la publicidad y el contraste de la informacién con fuentes oficiales y otras fuentes
independientes.
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revistas de medicina (1998-2008)revision de la literatura cientifica”. Gaceta
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Resumen

Obijetivo: Revisar la literatura cientifica sobre publicidad farmacéutica dirigida a los
profesionales sanitarios para determinar si han disminuido los sesgos de género y
ha mejorado la calidad de la informacion a lo largo del tiempo.

Metodologia: Andlisis de contenido de articulos originales sobre publicidad
farmacéutica en revistas médicas (1998-2008), en relacion con criterios de calidad
como: a) numero, validez y accesibilidad de las referencias bibliogréaficas
utilizadas; b) consistencia entre los sexos representados en la publicidad de
farmacos y la prevalencia de la enfermedad. Bases de datos: PUBMED, Medline,
Scopus, Sociological Abstract, Eric y LILACS.

Resultados: Los 31 articulos revisados, publicados entre 1998 y 2008, analizan la
publicidad en revistas médicas en el periodo 1975-2005. El nUmero de referencias
bibliograficas aumenté desde 1975, pero el 50% no eran validas. Hay una
tendencia a la representacion de los hombres desempefiando roles productivos
remunerados, mientras que las mujeres aparecen dentro del ambito doméstico o
en contextos no laborales. La publicidad para tratamientos psicétropos
sobrerrepresenta a las mujeres, y la de tratamientos cardiovasculares a los
hombres.

Conclusion: La frecuencia de referencias bibliograficas aumenta entre 1998 y
2008, pero los roles de género representados en 2005 son similares a los de 1975.
La publicidad farmacéutica puede contribuir a reforzar la percepcién de que ciertas
enfermedades se asocian con el sexo mas frecuentemente representado.
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Abstract

Purpose — The purpose of this paper is to investigate the engagement of Australian
consumers when buying and drinking Champagne.

Design/methodology/approach — The paper identified seven variables a priori that
were expected to influence consumers' decisions and then used exploratory
interviews to investigate how Champagne consumers were influenced by these. The
authors interviewed Champagne marketers, sellers, educators, connoisseurs and
aspirational consumers. The interview protocol allowed respondents to identify other
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variables.

Findings — The paper identified two new variables that, inter alia, influence
Australian consumers in their Champagne selection. These were the kudos that
comes from the people they serve or give it to and their sentimentality about
previous experiences of Champagne consumption. The two new variables are the
focus of this paper.

Research limitations/implications — The exploratory nature of this research means
larger studies are needed to confirm the preliminary findings, particularly in other,
non Anglo-Saxon cultures.

Practical implications — Champagne houses could place greater emphasis on kudos
and sentimentality in their marketing campaigns; additionally cultural issues could
affect how the two factors operate in different markets.

Originality/value — Kudos and sentimentality have not been previously emphasised
in the wine consumer behaviour literature.

Keywords: alcoholic drinks, Australia, champagne, consumer behaviour, kudos,
purchase decision variables, sentimentality
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