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ABSTRACT 
 
What impacts people’s food choices in the United States? Although unhealthy eating habits can be due to personal 
decisions, marketing strategies by grocery stores can ultimately influence consumers’ decisions. Previous research has 
demonstrated factors that influence purchasing decisions and marketing strategies employed by grocery stores; how-
ever, research is limited in connecting consumers’ purchasing habits with stores’ marketing strategies. The aim of this 
research study was to determine if specific strategies by grocery stores influenced consumers’ ultimate purchasing 
decisions. Qualitative and quantitative surveys were conducted to determine what factors influenced purchasing deci-
sions. For the first survey, 140 adults and adolescents were randomly surveyed online to determine food choices and 
buying habits. In addition, grocery store managers were interviewed to determine various strategies implemented to 
influence consumers. For the second survey, 81 adult consumers took an online survey to state what marketing strat-
egies influenced them. Responses were then analyzed to determine the connection between why consumers bought 
certain foods and how they were influenced by stores to purchase these foods. Findings show that price, taste, and 
convenience were the most influential factors. Consumers also shop at grocery stores based on the variety of products, 
the discounts, and the reputation of the stores. Stores with a wide variety of fresh and natural foods on sale could 
potentially steer consumers to healthier eating options and thus, impact obesity rates in the United States. 
 

Introduction 
 
What impacts people’s food choices in the United States? Although unhealthy eating habits can be due to personal 
decisions, various marketing strategies can ultimately influence diets. People in the United States have unhealthy 
eating habits which are due to the large presence of processed and fast food that is advertised to the population. Factors 
determine people’s purchasing decisions including taste, affordability, convenience, availability and previous experi-
ences with different food (Gundala and Singh, 2021). People are more inclined to eat certain foods based on habits 
and rarely think about the benefits of natural food or how junk food can harm their health (Almoraie et al, 2021). 
Unhealthy foods are often disguised as healthy by their packaging elements such as labels and words that capture the 
attention of consumers (Ares, 2021). Processed foods that lack essential nutrients come in different forms including 
packaged or fast food. Since processed foods are widely available, people are more influenced to buy them, increasing 
the risk for numerous health problems. For example, obesity has become a major health problem today, leading to 
other diseases (Cooksey-Stowers et al, 2017). Large companies including General Mills and Kellogg influence con-
sumers to purchase a variety of convenient foods such as cereal, which is advertised on TV, commercials, and news-
papers. (Ares et al, 2021). This can ultimately encourage and promote unhealthy diets and eating habits. So why do 
people purchase processed food when they can be harmful to their health? If natural foods were less expensive, would 
people purchase them, or do they buy processed foods based on taste and perceptions of the foods? Grocery stores 
recognize what factors are important to consumers and tailor their marketing strategies to influence more people to 
buy products (Moore, 2016). Therefore, it is important to understand what factors affect consumers’ purchases, what 
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marketing strategies grocery stores use, and what strategies influence consumers to buy products. The following sec-
tion will discuss the difference between natural and processed foods and the unhealthy eating habits that can lead to 
different types of diseases. In addition, the factors that contribute to certain purchasing decisions and the marketing 
strategies used by companies and grocery stores are important, because they influence people to buy certain food 
products and shape eating habits.  
 

Literature Review 
 
Background 
 
There are different types of food in America today, whether it’s natural or processed. Natural food, according to 
Gundala and Singh (2021), can be in the form of organic which are “foods that are cultivated without the application 
of chemical pesticides.” The market of organic foods is growing in demand and has increased by 6.3% from 2017-
2018, because consumers are implementing healthier and more nutritious eating habits. This is a good sign, but there 
is still a great demand for processed foods considering they are seen in most American diets (Gundala and Singh, 
2021). Processed foods are “industrially manufactured or ready-to-eat formulations made mostly from substances that 
are derived from foods with little, if any, whole foods” (Juul et al, 2018). Examples of processed food are packaged 
frozen dishes and soft drinks, but also includes cereal, chips, crackers, and cookies (Dinu et al, 2020). These types of 
processed food account for about 50-60% of the energy and about 90% of added sugars in the average US diet. Pro-
cessed foods are affordable, convenient, and widely available, but are less nutritious than natural whole foods. Even 
though they have some nutrients, there is an excessive number of sugars, salts, and fats which make them unhealthy 
(Juul et al, 2018). The types of food we eat everyday can have unintended consequences including health diseases and 
the choices we make are possibly influenced by marketing strategies of various companies. 
 
Obesity and Health Diseases 
 
Obesity is an ongoing epidemic affecting over 40% of adults in the United States from 2017-2018 (Centers for Disease 
Control and Prevention, 2021). In addition, obesity in the youth population has tripled in the past three decades because 
adolescents aren’t getting the recommended nutrients in their diets. Modifying adolescent diets and lifestyles would 
prevent the development of chronic health diseases in adulthood (Ruiz et al, 2019).  

Having unhealthy eating habits can increase the amount of health issues, so it is important to understand why 
people have unhealthy diets in order to encourage healthier eating. According to Sogari et al (2018), adult obesity has 
increased over the years due to unhealthy eating habits when young. This study used focus groups and implemented 
participant observation and interviews to conclude that parents have a big role in shaping healthy eating for their 
children. If parents are knowledgeable about nutrition, they pass that knowledge onto their children through experi-
ences with healthy food and encourage better diets. Children who are educated on nutrition and have healthy diets are 
more likely to continue healthy habits when they are adults (Sogari et al, 2018). 

Researchers at Cambridge University observed that children aged 9-12 years were knowledgeable about how 
natural foods were mostly fruits and vegetables whereas processed foods were junk food and machine-made food 
(Bleiweiss-Sande et al, 2020). This study, from the Public Health Nutrition journal, used qualitative data from 10 
focus groups which showed that these low-income minority children were educated about food processing and what 
foods were more nutritious and better for health. This contradicted the source by Ruiz et al because since children 
were knowledgeable about nutrition, you would think they would eat healthier, but in reality, the youth obesity rates 
are rising because of their eating habits. Enablers that lead to a healthy and balanced diet include food knowledge, 
healthy eating habits, and being portion aware. However, there are many barriers that prevent healthy diets including 
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lack of time, access to convenient food, unhealthy snacking, and high prices. There are barriers and enablers in peo-
ple’s everyday lives that can influence their diets greatly (Sogari et al, 2018). 

Companies and grocery stores make it difficult to eat healthier because of their advertising and strategies to 
encourage purchases (Ares, 2021). With the obesity epidemic, it is important to understand why consumers are pur-
chasing the food that they do and how they are being influenced in order to encourage healthier diets for Americans. 

 
Factors that Affect Purchasing Decisions 
 
The factors that influence consumers to buy food show why people have unhealthy diets and what can encourage 
healthier habits. An article from an international research journal found that consumers purchased food based on their 
previous experiences: price, taste, convenience, availability, knowledge, and familiarity. For example, when people 
have tried healthier foods or they were familiar with them, they were more likely to incorporate them into their diets 
(Fox et al, 2021). A 2021 study conducted by Elizabeth Fox and more authors used a mixed methods design with 
semi-structured interviews in Northern California and Southeastern Nebraska. They used participants over eighteen 
years old and who were college educated. These researchers discovered that it was important to understand what drives 
food decisions in order to shift towards healthier diets.  
 
Table 1 showed the most frequent considerations that consumers had when purchasing food including price, health, 
and taste/preferences. This is important because it shows what factors were the most important for participants when 
purchasing food and how this contributes to their decisions and shapes eating habits (Fox et al, 2021). 
 
Table 1. Considerations influencing what foods to purchase and eat. 
 

Cited 
Considerations 

Meaning Frequency 
 

Price Sales and coupons, price/cost of foods, affordability of foods, food 
budget 

25  

Health “Balanced diet”, caloric content, food and food content related to health 
(e.g., cholesterol, sugar, salt), dieting, weight maintenance 

22  

Taste and  
preferences 

Flavor of food, preferred brands because of taste, visual appeal of 
foods, smells of food, texture of foods, food that other friends and fami-
lies prefer 

19  

 
Another peer-reviewed research article by R. Gundala and A. Singh was similar because these researchers 

used a questionnaire with fifty participants. These researchers found that when people are more knowledgeable about 
different foods like organic foods, they are more likely to purchase them because they either grew up eating them or 
they know the benefits and nutrients that are in these types of foods. In addition, higher income communities usually 
have better and more resources, resulting in higher availability of organic foods and products. This leads to more 
people purchasing healthy foods, resulting in better diets (Gundala & Singh, 2021). 

However, price played a big role in eating habits. In one qualitative study, 75% of the participants made less 
than $2,000 per month, which caused them to get the best deal, spending less money on more food, even though those 
foods were probably less nutritious (Evans et al, 2015). This source, from the International Journal of Behavioral 
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Nutrition and Physical Activity, explained that these low-income communities have stores with less resources and a 
low variety of foods, resulting in less fresh food and more packaged foods. Since these low-income families were 
limited in their choices, sometimes natural foods were not available, or they were too expensive which made it difficult 
for these families to have a healthy and balanced diet. (Evans et al, 2015).  

Obesity rates are higher in low-income communities because of either food deserts or food swamps. Food 
deserts are defined as “areas with limited access to affordable and nutritious foods,” whereas food swamps are “areas 
where fast food and junk food overpopulate healthy alternatives.” Food swamps are usually areas with a large number 
of fast-food restaurants, such as highway exits. When people are traveling and just want a quick bite to eat, they stop 
at a nearby fast-food restaurant because it is fast and affordable (Cooksey-Stowers et al., 2017). According to the U.S. 
Department of Agriculture, Cumberland County, NC has experienced an 11.69% increase in the number of fast-food 
restaurants. In 2011, there were 248 fast-food restaurants and in 2016 there were 277. In addition, the adult obesity 
rate from 2012-2017 increased by 8.45% in Cumberland County, NC (USDA, 2020). With more fast and convenient 
food available to consumers, obesity rates have continued to rise. Areas with food deserts or food swamps have made 
it difficult for people to access more fresh foods and only have processed food available. People are also more inclined 
to purchase items because of companies’ and grocery stores’ marketing strategies even though consumers may not 
think they are being influenced. 

 
Grocery Stores’ Marketing Strategies 
 
Once there is an understanding of the influential factors that promote diets, grocery stores create strategies that align 
with these factors to influence consumers even more. An article from the American Journal of Nutrition showed that 
over 70% of the sources of junk food were from grocery stores (Liu et al, 2021). This is caused by the different 
marketing strategies that large companies and grocery stores use to promote processed foods. For example, companies 
such as General Mills target children through advertisements and commercials on TV using “brand mascots” and 
cartoon characters (Ares et al, 2021). An example of this would be the commercial for Cinnamon Toast Crunch cereal 
using the talking squares jumping into the bowl of milk or the Cap’n Crunch cereal games on the back of the box. 
Ares et al (2021) from the Food Quality and Preference journal found that children were the most attracted to these 
advertisements and could easily be persuaded by companies to convince their parents to buy processed foods. Accord-
ing to Ares et al (2021), “children create emotional bonds with the cartoon characters” which encouraged them to try 
these foods and buy them.  

Another marketing strategy used by companies is the packaging elements and the perceived health benefits 
of different foods. According to Ares et al (2021), different nutrition labeling is often used to sway consumers regard-
less of the actual nutrition content. Therefore, companies have specific labeling techniques to encourage healthy eating 
habits, even if the product isn’t healthy like the company says it is. For example, companies label their products with 
pictures of fruits and vegetables, so people think they’re eating healthy or “no preservatives” on packaged food (Ares, 
2021). According to Dwivedi et al (2017), processing is intended to extend shelf life, add color, taste, or flavor. Be-
cause of this, different components are added to processed foods including natural and/or artificial preservatives. 
Artificial preservatives are “produced by humans through chemical synthesis” and are added for flavor, color, to pre-
vent bacterial growth, and to extend shelf life, but can be harmful when consumed often. This source explained why 
preservatives are used and although they can be harmful to the consumer, there are also more benefits for the produc-
ers. Companies influence children to consume their products using multiple packaging elements. Labeling can influ-
ence children by capturing their attention and leads to how they perceive the products. Once children associate some-
thing positive with the product, this leads to purchases and consumption of the products which results in their future 
health outcomes (Ares, 2021). 

Grocery stores also have multiple marketing strategies that they use to sell their products. According to L. 
Moore (2016), “Supermarkets and supercenters are often designed to encourage impulse purchases.” Grocery stores 
try to use strategies for consumers to buy impulsively. When you go into a store and have a list of items to get, you 
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usually buy more than what you go in the store to get. This study, from the Journal of Community Health, found that 
in-store marketing strategies including coupons, availability, and labeling motivated people to purchase healthier 
foods (Moore, 2016). 

The objective of this research was to see if the marketing strategies used by grocery stores aligned with the 
factors that influence customers to purchase. There are factors that play a role in purchasing decisions of consumers 
and what influences these decisions is important in understanding how better diets can be implemented. There was 
previous research on what factors influence purchasing decisions and the different marketing strategies grocery stores 
used. However, there is limited information about the connection between consumers’ purchasing habits and stores’ 
marketing strategies to influence their decisions. With this information, there is a gap in scholarly research concerning 
the impact that various grocery stores’ marketing strategies have on the purchasing decisions of consumers in the 
Fayetteville, North Carolina area.  
 

Methodology 
 
To address my gap and research question, I decided to employ a survey and interview approach. Implementing this 
approach allowed me to get perspectives from both consumers and managers of grocery stores. I chose to do a survey 
and interview method for my approach because it allowed me to gather information from consumers about what in-
fluenced them to buy products and how grocery stores played a role in consumers’ purchasing decisions by using 
various strategies to influence. Both surveys used a combination of quantitative and qualitative questions with a mix 
of multiple choice and short answers (Appendix B). These answers were then analyzed to determine the connection 
between why consumers bought certain foods and how they were influenced by stores to purchase these foods. 

The first survey was targeted to adolescents and adults regarding their food choices/habits and what factors 
potentially influenced them to buy. I gave this survey to both age groups so I could get a variety of answers regarding 
eating habits and what factors influenced the participants to buy. The first survey received 140 responses from various 
high school public school students & teachers, college students from a university, and adults from the general public 
in Cumberland County, NC. The interviews were in-person with three grocery store managers from the following 
stores: Food Lion, Sprouts, and Publix. The purpose of these interviews was to find out what effective marketing 
strategies those stores implemented. The second survey was given to adults ages 18+ to determine whether the strate-
gies listed by the managers were effective in influencing consumers’ food choices/purchases. Since adults usually 
shop at grocery stores, high school students were excluded from this survey. The second survey received 81 responses 
from college students at a university and the general public aged 18+ in Cumberland County, NC.  

The responses from the first survey helped to develop the interview questions for the various grocery store 
managers. I chose these three stores because they specialize in different areas. Food Lion has an assortment of both 
fresh fruits and vegetables and packaged food. Sprouts has mostly fresh, natural, and organic foods because they 
mainly focus on their produce section which is the biggest area in the store. Publix, on the other hand, has more of a 
variety of processed and packaged foods with limited produce. The interview questions were intended to help me 
understand what marketing strategies these stores use in order to get their customers to buy products. The interview 
responses helped create the questions for the second survey to determine if these strategies were influential to con-
sumers.  

Several other researchers have used the survey or interview method to obtain quantitative and qualitative data 
including G. Sogari (2018), E. Fox (2021), R. Bleiweiss-Sande (2020), R. Gundala (2021), and A. Evans (2015). I 
decided that this method would be the most effective in gaining an understanding of consumers’ purchasing behavior 
and the marketing strategies that grocery stores use to potentially influence consumers to purchase certain food prod-
ucts. 
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Results 
 
The first survey I conducted received 140 responses from teenagers and older adults in Fayetteville, North Carolina. 
It was important to know that 67.9% of the respondents were female and 61.4% of the participants were ages 13-19 
which potentially influenced the responses. The answers to my first survey formed a basis for the questions I asked 
the grocery store managers in the interviews. The second survey I conducted received 81 responses and was targeted 
to adults ages 18+ in Fayetteville, North Carolina. I chose this age range because of how more frequent adults shop 
compared to younger teenagers.  

 
1st Survey Data 
 
This survey was conducted to determine consumers’ eating habits and food choices. When asked if the participants 
had healthy eating habits, 65.7% agreed or strongly agreed that they had healthy eating habits, as shown in Figure 1.  

 

 
 
 
Figure 1. Percentage of participants (n=140) who stated they have healthy eating habits. 
 

When determining how healthy people ate, it was important to know what factors contributed to what foods people 
bought. Figure 2 showed that the most important factors that the participants considered when purchasing food were 
taste and price. The graph revealed that 91.4% of respondents bought food based on taste and 67.1% bought food 
based on price.  
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Figure 2. Percentage of participants (n=140) who buy food based on certain influential factors. 
 

Manager Interview Data 
 
To see if the data from the first survey was consistent with the grocery store managers, I asked the managers, “What 
types of food do people purchase the most?” Although Food Lion and Publix said fast, dry, and quick foods were 
being purchased more often, Food Lion also said that it was shifting more towards organic because people were being 
more conscious of what they were putting in their bodies. Consumers at Sprouts purchased healthier foods since this 
store specializes in more fresh and natural foods. The produce section is the largest section in this store and there is a 
wide variety of natural products.  

Since 91.4% of the participants chose taste as the main factor they considered when buying food, I asked 
three grocery store managers about food sampling as a marketing strategy. The question I asked to Food Lion, Sprouts, 
and Publix was, “Have you ever done free samples or taste testing in your store?” All three stores have tried taste 
testing either in the past or present. At Food Lion however, the corporation oversaw the new food items that were 
introduced and sampled instead of the individual stores. Publix, however, will allow you to try a chicken tender or 
sample wine if you are of age. The Sprouts manager believed that you never know if you will like the food product 
until you try it.  

According to Figure 2, only 7.9% of the participants bought food based on advertisements, which was the 
smallest percentage. To see if the three grocery store managers thought advertisements were effective even though the 
participants didn’t think so, I asked, “Do you think that advertisements work the best to draw in customers?” The 
manager of Sprouts believed that it worked the best such as through online, radio, TV, and social media. The Food 
Lion manager agreed that social media drew in customers since almost everything is online now and that is how a lot 
of people got their information, but also just being a local store and having a well-known name helped attract custom-
ers. In contrast, the Publix manager disagreed with advertisements being the best in drawing in customers. The man-
ager believed that their reputation is the most important by building the one-on-one customer relationships. The Publix 
manager gave an example of the necessity of a good reputation: “When I go to a new or unfamiliar town, I find a 
RaceTrac gas station because I am familiar with it and know that it is clean and safe.” With a positive reputation, more 
customers would continue to shop at Publix because of their good customer service and cleanliness.  
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2nd Survey Data 
 
After I interviewed the grocery store managers about their marketing strategies, I created an additional survey for 
adults to see if these marketing strategies that they listed were effective to consumers. Because 83.9% of the partici-
pants shopped at grocery stores at least once a week, as shown in Figure 3, marketing strategies frequently play a role 
in what they purchase. 

 

 
Figure 3. The percentage of how frequent participants (n=81) shop at grocery stores. 
 

Figure 4 showed what factors influenced consumers to buy certain food products. The most frequent answer choice 
were discounts/sales which 81.5% of respondents chose. Member-saving cards (MVP cards) were the second most 
frequent factor (43.2%) and coupons were the third most influential factor (34.6%).  

 

 
Figure 4. The percentage of participants (n=81) who are influenced by these factors to buy foods. 
 
In Figure 5, when asked, “What encourages you to shop at certain grocery stores?” 92.6% of participants said the 
variety of products, 65.4% said the cleanliness of the store, and 38.3% said the customer service. Cleanliness and 
customer service contribute to the store reputation which were the main factors that were important to the responders. 
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Figure 5. The percentage of participants (n=81) who are encouraged by these options to shop at stores. 
 

In addition, when asked the qualitative question, “Do you think grocery stores have an influence on your 
purchasing decisions? Why or why not?”, most of the respondents said yes and listed many ways including end caps, 
discounts, sales, placement of products on shelves, layout of store, and prices. Furthermore, one answer really stood 
out to me: “Yes, certain stores make eating healthy seem unrealistic because of pricing.”  
 

Discussion 
 
The first survey responses gave me a good understanding of how different factors affected what people purchased and 
their reasoning behind these choices. Initially, I thought that the participants would say that they had unhealthy eating 
habits, however 65.7% of them said they either agreed or strongly agreed that they ate healthy (Figure 1). Even though 
the majority of participants said they had healthy eating habits and the store managers said that people were shifting 
more towards healthy food, consumers were still influenced by discounts which affected what they purchased (Figure 
4). Since 65.7% of participants said they ate healthy, by discounting fresh fruits and vegetables, stores could encourage 
healthier diets and make it easier for people to have healthier lifestyles. 

Figure 2 was consistent with Fox’s findings that people purchased food based on their previous experiences 
with taste, price, convenience, and familiarity. Since taste was one of the main factors that influenced people, grocery 
stores implemented food sampling in their stores which increased the sales of those food items. Figure 2 also showed 
that advertisements were not a factor that influenced people to buy food; however, according to Moore et al (2016), 
advertisements, coupons, and labels/signs were the most influential in consumers’ purchasing habits. My data contra-
dicted the literature since advertisements didn’t influence the participants to buy food. Although coupons were in the 
top three as most influential in Figure 4, it wasn’t the most influential, so my data differed slightly from previous 
research. In Figure 5, social media was the least encouraging, so even though stores may think this method is effective, 
it isn’t that important to consumers. Since advertisements don’t influence the majority of consumers, grocery stores 
should focus more on other strategies that could possibly be more effective in the future. 

 Since 67.1% of the participants in the first survey said they bought food based on the price, I wanted to see 
if they were swayed by marketing strategies including coupons, sales, or advertisements in the second survey. Dis-
counts/sales were the most influential to consumers, so this meant that grocery stores had an influence on what people 
purchased by using discounts and sales to influence their choices. Since fresh fruits and vegetables are usually more 
expensive than quick foods, consumers just pick the cheaper option, according to my data. It would be hard for con-
sumers to eat healthier because of the promotions of unhealthy food choices by sales and discounts in grocery stores. 
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If stores discounted unhealthy and processed food for consumers to purchase, grocery stores would be promoting 
unhealthy eating habits, contributing to a rise in the obesity rates. 

When interviewing grocery store managers, some examples of the marketing strategies they listed were ad-
vertising, labeling, accessibility, and the reputation of the store. At first, I didn’t realize that the reputation of stores 
could be a marketing strategy, but that encouraged customers to continue shopping at the stores. In all the literature 
that I read, none of the sources included reputation as being a marketing strategy because even though it is very 
important in keeping customers, it is not something that I considered to be a strategy. Reputation as a marketing 
strategy surprised me because it was not in any previous literature which is interesting and should be researched 
further. Publix is big on their reputation as a store, so when the store manager said safety and cleanliness mattered to 
customers, they did matter to customers because 65.4% wanted a clean grocery store and 38.3% thought customer 
service was important (Figure 5). The cleanliness and customer service aspect contribute to the reputation of stores, 
which aligned with what the Publix manager said about how reputation was an effective marketing strategy. After I 
interviewed the store managers, it was necessary to conduct an additional survey to see if customers believed these 
strategies work and if they did, what can be done by grocery stores to promote healthier food options. 

Consumers shop at grocery stores based on the variety of products, so stores with a wide variety of fresh and 
natural foods encourage healthier eating habits. Because Sprouts’ biggest section is the produce, there is more variety 
of fresh fruits and vegetables, and people shop there for healthier options. With more availability of fresher foods, 
stores like Sprouts ultimately encourage healthier eating habits. However, since Publix has less options for fresher 
foods and more options for processed food, they encourage more unhealthy diets. 
 

Conclusion 
 
Since marketing strategies influence consumers’ purchasing decisions, I determined what factors influenced purchases 
and which strategies were the most effective to get people to buy products. My data from the first survey showed that 
the factors that were most influential to consumers were taste, price, and convenience. In order to promote their prod-
ucts, grocery stores considered these factors when implementing marketing strategies. According to consumers, the 
most effective marketing strategies were discounts/sales, MVP cards, and coupons. Even though advertisements might 
be effective to grocery stores, there are other strategies that could be more influential to customers. Grocery stores 
also use other strategies to target consumers including the variety of products, cleanliness, and the customer service 
in the store. I didn’t think about how reputation would be a marketing strategy until the Publix manager said it was 
important. According to my second survey, consumers also thought the reputation of the store was important. It makes 
sense because people would continue shopping at a grocery store if it were clean and has good customer service.  

This research addressed what factors affected people’s purchases, what marketing strategies grocery stores 
use, and if these strategies influenced consumers. Even though people may not think about the marketing strategies 
that stores use every time they shop, these strategies still subconsciously influence consumers to buy specific food 
products. Grocery stores ultimately use multiple strategies to encourage unhealthy eating habits and contribute to more 
processed food consumption. Since stores know that people want the fast and quick option, advertising convenient 
food leads to more unhealthy diets. It is important to understand how companies and grocery stores promote their 
products and how they advertise these to the public. By promoting healthier food items, grocery stores can help shape 
healthy eating habits and decrease the obesity rates in the United States. 
 

Limitations 
 
There were limitations while conducting my research which affected my findings and knowledge about my research 
question. One limitation I had was that I only interviewed three grocery store managers. This was mainly because 
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some managers didn’t have the time or because the store company policy wouldn’t allow me to interview. For exam-
ple, the grocery store, Harris Teeter, wouldn’t allow me to discuss the store’s marketing strategies with the store 
manager because of their policy and how strict their corporation is. Although I addressed this problem by finding 
another store, interviewing more than three store managers would have been beneficial in getting more diverse per-
spectives and data to compare what marketing strategies they implemented. Another limitation was that 61.4% of the 
participants from the first survey were teenagers, but adults are usually the ones who shop at grocery stores more 
frequently. I targeted both teenagers and adults, but in future research, it would be beneficial to target more adults. 
Because of this limitation, the second survey with only adults was needed to see what marketing strategies influenced 
them. 
 

Future Direction 
 
More research needs to be focused on how consumers are influenced by promotions and discounts of fresh and natural 
foods. Would consumers purchase these products if they were on sale?  In addition, future research should consider 
how often consumers purchase processed foods that are on sale compared to fresh natural foods that are on sale. If 
stores had more discounts for natural food, would consumers purchase healthier foods? Some of the qualitative an-
swers from my second survey said that the product placement on shelves and the layout of the store could have an 
impact on what people purchase. Future researchers could determine if these factors encourage consumers to purchase 
those products. Promoting products by the physical placement would be beneficial to research because of how certain 
products at eye-level shelves capture consumers’ attention more than products at foot-level shelves. What products 
are being promoted at eye-level shelves that capture customers’ attention compared to other shelves? Because of the 
large percentage of people with healthy eating habits, if grocery stores promoted healthier food choices, would people 
be more likely to purchase these products? Would people buy more natural food if it was discounted, and would the 
placement of healthier products encourage more purchases? 
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