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Faculty of Health Sciences, Istanbul ABSTRACT
Kultur University Istanbul, Turkey Objective: The aim of this study is to evaluate the effect of individuals’ hedonic hunger status on their purchasing
behaviors.

Materials and Methods: This cross-sectional study was conducted with 218 individuals, 147 females and 71 males,
aged 18-65 years. Questions about demographic characteristics and eating habits, Power of the Food Scale (PFS), Hedonic
and Utilitarian Purchasing Behavior Scale were applied via an online questionnaire. The study protocol was approved by
the Ethical Committee of the Aabadem Mehmet Aydinlar University with the number of 2021-17/10.

Results: PFS total score was determined as 3.0320.82 in females and 2.510.90 in males (p<0.05). According to PFS,
the frequency of hedonic hunger in females (70.7%) was higher than in males (49.3%) (p<0.05). Hedonic Consumption
Behavior Scale (HCBS) total and subscale scores were higher in females than males (p<0.05). A positive correlation was
found between PFS and HCBS scores in females and in males between PFS and HCBS and between PFS and Utilitarian
Consumption Behaviors Scale scores (p<0.05).

Nihan CAKIR BICER
ipek AKBURAK Conclusion: Hedonic hunger and hedonic consumption behavior frequency were found to be higher and related to
each other in females. It is believed that practices aimed at raising awareness in the consumption of food and non-food
products and developing utilitarian purchasing behavior will contribute to weight control and sustainability.
Keywords: Nutrition, eating behavior, purchasing
Yetiskin Bireylerde Hedonik Acligin Satin Alma Davranisi Uzerindeki Etkisinin Degerlendirilmesi
0ZET
Amag: Bu aragtirmanin amadi, bireylerin hedonik beslenme durumlarinin satin alma davranislan iizerindeki etkisini
incelemektir.
Gereg ve Yontem: Kesitsel tipteki bu arastirma, 18-65 yas arasi 147 kadin ve 71 erkek olmak iizere 218 birey ile
yiiriitilmiistir. Bireylerin demografik dzellikleri, beslenme aliskanliklan ile ilgili sorular, Besin Giicii Olcegi (BGO), Hedonik
ve Faydaai Satin Alma Davranisi Olgegi cevrimigi anket yolu ile uygulanmistir. Arastirma protokoli, Acbadem Mehmet
Aydnlar Universitesi Tibbi Arastirma Etik Kurulu tarafindan (sayr no: 2021-17/10) onaylanmistir.
Correspondence: Nihan Cakir Biger Bulgular: Bireylerin BGO toplam puani kadinlarda 3,03+0,82, erkeklerde 2,51+0,90 olarak belirlenmistir (p<0,05).
Department of Nutrition and Dietetics, Faculty BGO' géire kadmlarda (%70,7) hedonik aglik siklig, erkeklerden (%49,3) yiiksektir (p<0,05). Kadinlarin Hedonik Tiiketim

Davraniglan Olgegi (HTDO) toplam ve alt boyut puanlan, erkeklerden yiiksektir (p<0,05). Kadinlarda BGO ile HTDO ve

erkeklerde BGO ile HTDO ve BGO ile Faydaci Tiiketim Davranislan Olcedi puanlari arasinda poxitif korelasyon saptanmistir
Istanbul, Turkey (9<0,05).
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of Health Sciences, Istanbul Kultur University

Sonug: Kadinlarda hedonik aclik durumunun ve hedonik satin alma davranislarinin daha fazla ve birbiri ile ilikili
oldugu belirlenmistir. Gida ve gida disi Giriinlerin tiiketiminde farkindaligi arttirmaya ve faydaci satin alma davraniginin
gelistirilmesine yonelik uygulamalarin, agirlik kontroliine ve siirdiiriilebilirlige katki saglayacagina inanilmaktadir.
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Hunger and Purchasing Behavior

unger is a condition that directs the individual to
H nutritional behavior and causes food consumpti-

on. Hunger and food intake are regulated by two
different systems: homeostatic hunger and hedonic hun-
ger (1). Homeostatic hunger is the consumption of food to
meet the body’s energy needs in case of negative energy
balance. There is no attachment to the taste of the food,
on the contrary, the need to eat is felt regardless of the
taste. On the other hand, hedonic hunger is the appetite
and consumption of food with the desire to eat and get
pleasure from food, which does not develop within the
body’s needs (2).

In the modern world, the consumption of easily acces-
sible, low-cost, delicious and high-energy foods is quite
high. People tend to consume food in order to feel happy,
to get away from the stress they experience while eating,
and most importantly to get pleasure (3). This eating pat-
tern, which is defined as hedonic eating, has been mani-
fested as “stress-induced eating’, “emotional eating’, “food
addiction” and “eating to feel good”. Hedonic eating is the
reason why an individual consumes a dessert after a sa-
tisfying meal (3, 4). Frequent consumption of such “delici-
ous” and high-energy foods increases the risk of obesity,
obesity-related comorbidities and non-communicable
diseases (3).

Food consumption is not only related to taste but also
to food availability. Technological developments, adver-
tisements and marketing strategies affect consumption.
Purchasing behaviors have gone beyond meeting the
basic needs that individuals need to survive. Consumers’
purchasing behavior is affected by internal and external
factors such as psychological effects, socio-cultural va-
riables, demographic differences and marketing tech-
niques (5). Consumers make choices when purchasing
products by being influenced by sensory features, that is,
hedonism, and operational, that is, non-sensory, functio-
nal diversity features (6).

Decisions of consumers to purchase food and service or
product are similar. Increasing diversity in food and non-
food products, stimuli affecting consumption behaviors
are under the influence of both hedonistic and utilitarian
motives. The aim of this study is to evaluate the effect of
hedonic hunger on the consumption behavior of adults.

MATERIAL AND METHODS

This cross-sectional study was conducted with 218 adult
individuals (147 female, 71 male) aged 19-65 who agre-
ed to participate in the study between September and
October 2021. Consent form was obtained from all indivi-
duals to participate in the study. Study data were collec-
ted through an electronic questionnaire. Ethical approval
for the study was obtained from Ethical Committee of the
Acibadem Mehmet Aydinlar University with the number
of 2021-17/10. The study was performed by obtaining the
informed consent of the participants.

The data collection form consists of three parts: demog-
raphic characteristics, Power of the Food Scale (PFS) and
Hedonic and Utilitarian Consumption Behavior Scale.
In the first part, there are questions about demographic
characteristics (including age, sex, marital status), health
status, anthropometric information (height, weight) and
smoking habits. The height and weight of individuals
participating in the study were collected from their own
statements. The body mass index (BMI) was calculated by
dividing the body weight (kg) by the square of body he-
ight (m2) and BMI classification was assessed according
to WHO (7).

PFS was applied to evaluate hedonic hunger status. PFS,
which was developed by Cappelleri et al. (2009) with the
aim of evaluating the effect of living in an environment
with a large number of delicious foods on the psycholo-
gical and hedonic hunger states of individuals, originally
consisted of 21 items (8). PFS was adapted into Turkish
by Akgcil Ok and Hayzaran (2020) and was reduced to 15
items (9). The scale is in a 5-point Likert type, ranging from
1 (strongly disagree) to 5 (strongly agree) and consists of
the subscales of food availability, food presence and food
taste.

Hedonic and Utilitarian Consumption Behavior Scale was
applied to evaluate the purchasing behaviors of individu-
als. The scale was developed by Coskun and Marangoz
(2019) to examine hedonic and utilitarian consumption
behaviors, consists of 42 questions and is in the 5-point
Likert type, which is in the range of “never” and “always'’
(10). Hedonic Consumption Behavior Scale (HCBS) con-
sists of subscales of hedonic effect, hedonic adaptation,
passivity state, impulsive tendency, identity projection,
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while Utilitarian Consumption Behavior Scale (UCBS) has
goal orientation and control orientation subscales.

Statistical Analysis

Statistical analyses were performed using by SPSS (IBM
Statistics 24) package software. To interpret the findings,
frequency tables and descriptive statistics; to evaluate the
relationships of two qualitative variables Pearson-x2 mat-
rix tables were used. Mann Whitney U test (Z-table value)
to compare measurement values and Spearman correlati-
on to evaluate correlation with two groups were utilized
that do not display normal distribution. Correlation co-
efficients (r) of 0.00-0.24 were evaluated as weak relati-
onships, 0.25-0.49 as moderate, 0.50-0.74 as strong, and
0.75-1.00 as very strong. A p-value of less than 0.05 was
considered statistically significant.

RESULTS

The mean age of females (n:147, 67.4%) participating in
the study was 35.1+8.6 years, and 39.6+7.7 years for males
(n:71, 32.6%) (p<0.001). The frequency of marriage in ma-
les (56.3%) was higher than of females (25.2%) (p<0.001).
While 58.2% of females were students, 70.4% of males
were working (p<0.001). Mostly, females (54.4%) stated
that their income was equal to their expenses, while ma-
les (49.3%) stated that their income was more than their
expenses (p=0.013) (Table 1).

The mean BMI for females was 22.9+4.5 kg/m2 while the
mean was 25.7+3.2 kg/m2 for males (p<0.001). According
to BMI classification, most of females (63.3%) had normal
weight, while males (42.3%) were overweight (p<0.001).
As smoking status was determined, 72.8% of females re-
ported not smoking, 60.6% of males reported smoking
(p<0.001). 59.9% of females and 47.9% of males had two
main meals (p=0.039) (Table 2).

While the mean of all subscales and total hedonic con-
sumption scores of the females’ HCBS was found to be
higher than that of males’ (p<0.05), there was no sex dif-
ference between the mean of subscales and total score of
UCBS (p>0.05). The mean of PFS subscales and total sco-
re of females were higher than males’ (p<0.05). 70.7% of
females and 49.3% of males were found to have hedonic
hunger (mean PFS score >2.5) (p<0.05) (Table 3).

The mean of HCBS total and all subscales’ scores, UCBS
total and control orientation subscale score of individuals
who had hedonic hunger (n:139) were higher than indi-
viduals without hedonic hunger (n:79) (p<0.05) (Table 4).

In females, there was a moderate positive correlation bet-
ween age and BMI (r=0.360; p<0.001). There was a weak
negative correlation between PFS and age, and a weak
positive correlation between PFS and BMI (respectively,
r=-0.203 and r=0.226; p<0.05). Also, HCBS had a weak
negative correlation with age and a moderate positive
correlation with PFS (respectively, r=-0.218 and r=0.390;
p<0.05). In males, there was a moderate negative corre-
lation HCBS and age (r=-0.303, p<0.05). PFS had a strong
positive correlation with HCBS and a moderate positive
correlation with UCBS (respectively, r=0.552 and r=0.401;
p<0.05) (Table 5).

DISCUSSION

Exposure to delicious foods and the formation of strong
urges to consume these foods are defined as “hedonic
hunger”. Most individuals perform hedonic food intake
even when they are not physiologically hungry. Also, in-
dividual differences may affect hedonic feeding behavi-
or (11). Individuals can be influenced by their emotions
while shopping. Products that affect and encourage con-
sumption and give pleasure lead to hedonic purchasing.
However, consumers do not always act with their emoti-
ons, some act rationally and make utilitarian consumption.
While this type of consumer buys the products they have
planned before, those who exhibit hedonic consumption
behavior make sudden decisions to purchase. There are
many factors among the behaviors that lead individuals
to hedonic and utilitarian consumption (12).

In this study, which aimed to evaluate the relationship
between hedonic hunger and consumption behaviors
in adult individuals, the frequency of hedonic hunger
was found to be higher in females (70.7%) than in males
(49.3%) (Table 3). In another study, PFS total score and
food availability and food presence subscale scores were
found to be higher in females compared to males. This
suggests that females are more prone to hedonic hunger
than males (13). In another study, the difference between
the sex was reported similarly (14).
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Table 1. Evaluation of demographic characteristics

Female Male
(n=14T) (n=T1)
) Median - Median
55 P Z** P
(min-max) (min-max)
230 380 .
Age (year) 28.3=10.3 ) 38.1=123 -5.923 =0.001*
(18.0-35.0) (21.0-65.0)
n B n L1 Y ilalad P
Education Level
Primary school and balow 4 17 1 14
High school 6.1 13 183
o _ 17602 DO0D1*
Aszociate’s/Bachelor’s 66 449 14 187
Postgraduate 68 463 43 60.6
Maritial Status
Married 37 152 40 36.3
. _ 20358 =0.001*
Single 110 4.8 i1 437
Occopation
Student 835 582 11 155
Working 36 24.7 30 T0.4 )
- ) 51.512 =0.001*
Unemployed 21 144 4 56
Retired 4 27 & 83
Income Status
Income more than expensze 44 200 33 493
Income equals expenses an 344 23 332 8.623 0.013*
Income less than expenses 23 156 11 155

*p<0.05 ** Mann-Whitney U™ test #**Pearson-y°
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Table 2: Evaluation of anthropometric measurements,_ lifestyle and nutritional habits

Female Male
(n=14T) (n=71)
Median Median
xt58 58 L=* P
(min-max) (min-max)
BMI (kg/m%) 219 251
229+4 5 25732 5741 <0.001*
(16.8-42.6) (174-32.9)
n % n % yrEEE p
BMI Classification
Underweight 18 122 2 2.8
Normal weight 93 633 29 40 .8
. 27.508 <0.001*
Overweight 19 129 30 423
Obese 17 116 10 14.1
Smoking
Yes 40 272 43 a0.6
22 588 <0.001*
No 107 728 28 o4
Number of main meals
1 2 1.3 5 7.0
2 BB 509 34 479 6505 0.039*
3 57 388 32 451
Number of snacks
Non-consuming 23 156 21 296
1 41 279 38 335 _
30525 <0.001*
2 a6 449 10 141
3 17 116 2 2.8

*p=0.05 ** Mann-Whitney U™ test *HKDearson-y

BMI: Body mass index
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Table 3: Evaluation of PFS and Hedonic and Utilitarian Consumption Behavior Scale scores

Female Male
(n=14T) (n=T1)
_ Median _ Median
I£ES I+85 Vi P
(min-max) (min-max)
Hedonic and Utilitarian Consumption Behavior Scale
. 26.0 17.0
Hedonic effect 23075 ) 183271 -3.755 0 =0.001*
(9.0-33.00 (7.0-35.0
) ) 14.0 10.0
Hedonic adaptation 17484 ) 128257 -3735 0 =0.001*
(7.0-33.00 (7.0-35.0
. 14.0 11.0
Paszivity zcale 132459 116254 237500 =0.001*
i6.0-30.0% (5.0-29.00
. 14.0 11.0 _
Impulzive tendency 13.1+£74 121546 -2.714 0.007*
i6.0-30.0% (6.0-30.00
) . 200 _ 16.0
Identity projection 20364 150+535 -4.506  =0.001*
(7.0-30.00 (6.0-30.00
Fotal hedonic 88.0 69.0
032320 00242 -49833  =0.001*
CONSUMPLoN (40.0-160.00 (32.0-159.00
. ) 18.0 19.0 }
Goal orientation 16.8£54 ) 173568 -0.753 0.431
(3.0-23.00 (3.0-25.0
) ] 18.0 19.0 _
Control orientation 17842 ~ 17.8=4 4 -0.130 0.go7
(3.0-23.00 (9.0-25.00
Total utilitarian i 36.0 B 37.0
34701 352+98 -0.518 0.604
consumption i(14.0-30.00 (14.0-30.0)
Power of Food Scale
o 28 20
Food availakility 2809 2208 -3925  =0.001*
(1.0-3.00 (1.0-4.7)
32 2.5
Food presence 32409 26210 -4.123  =0.001*
(1.0-3.00 (1.0-3.00
32 28
Food tazte 31+09 26210 -3.102 0.002*
(1.0-53.00 (1.0-4.8)
31 } 23
Total FFS 3008 25=08 -4038  =0.001%
(1.3-3.00 (1.1-4.3)
Hedonic hunger n U4 n ¥ pEEE P
Yes 104 707 33 493
_ 93348 0.002#
No 43 283 36 307

*p=0.05  ** Mann-Whitney U™ test
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Table 4: Evaluation of Hedonic and Utilitarian Consumption Behavior Scale scores according

to hedonic hunger status

Hedonic Huonger (+)

Hedonic Hunger (-}

(n=139) (m=T9)
_ Median _ Median .
88 I+8S == P
(min-max) (min-max)
Hedonic and Utilitarian Consumption Behavior Scale
. i 260 16.0
Hedonic effect 25.7+6.7 ~ 178278 -6.8686 =0 001*
(10.0-35.00 7.0-35.0)
. . 15.0 11.0
Hedonic adaptation 17 4£8.5 - 13.4=64 -3341 0.001*
(7.0-35.00 7.0-35.0)
. ~ 140 _ 100
Passivity scale 153.5+6.8 11.5=5.6 -4.4a1 =0.001*
(6.0-30.00 (5.0-30.0)
. i 15.0 11.0
Impulsive tendency 13.7£7.3 11.3254 -4.58% 0.007*
(6.0-30.0) (6.0-30.0)
. o 210 150
Identity projection 20.8+59 15459 -5B40 =0 001*
(7.0-30.00 (6.0-30.0%
Total hedonic 89.0 ~ 62.0
032209 606271 -6.341 =0 001%
consumpiion (47.0-160.00 (32.0-160.0)
. . ~ 180 17.0
Goal crientation 175453 - 16.0=6.1 -1.768 0.077
(5.0-25.00 (5.0-25.0%
: } 18.0 17.0
Control orientation 18 4240 - 16.9=245 -2.370 0.018*
(5.0-25.00 (9.0-25.0)
Total wilitarian 370 36.0
36.0£8.5 320=104 -2.0368 0.042*
consumpiion (14.0-30.0% (14.0-50.0)
*p=0.05 ** Mann-Whitney U™ test **+Pearson-y2
Table 5: Evaluation of correlation between some variables
Female Male
(n=14T) (m=T1}
BAII PF5 HCBS UCES BAII PF5 HCES UCBS
r 0.360 -0.203 -0.218 0.048 0.173 -0.188 -0.303 0.131
Age p =0001== 0.015* 0.00g** 05646 0.130 0161 0010 0276
BMI r 1.000 0226 -0.134 0034 1.000 -0.19a -0.039 0118
P - 0.006=* 0.103 0.681 - 0.102 0749 0328
PES r 1.000 0.390 -0.054 1.000 0.552 0.401
P - <0.001** 0.518 - <0.001*  =0.001%
r 1.000 0098 1 000 0.012
HCES
p - 0238 - 0919
N r 1.000 1.000
UCBS
P - -
*p<0.05 * Spearman correlation

BMI: Body mass index, PFS: Power of the Food Scale, HCBS: Hedonic Consumption Behavior

Scale, UCBS: Utilitarian Ceonsumption Behavior Scale
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In the modern world, the nutritional environment has
become obesogenic. It has been reported that hedo-
nic nutrition increases the frequency of obesity (16).
Understanding the mechanisms of physiological hunger
and hedonic hunger in the obesogenic environment may
help prevent obesity. In a study where females had a hig-
her PFS score, the mean BMI of females was found to be
lower than males, and the frequency of overweight was
found to be higher in males (14). In this study, most of the
females were normal weight, while the males were over-
weight. Chmurzynska et al. (2021) found PFS total score,
food availability and food presence subscale scores were
higher in individuals with BMI >25 kg/m2 than in individu-
als with BMI <25 kg/m2 (16). Also, in this study there was
a positive correlation between PFS total score and BMI in
women (r=0.226; p<0.05) (Table 5).

In a study, purchasing behaviors according to sex were
evaluated and it was reported that men and women were
affected differently from advertisements (5). Another
study examined sex differences and hedonic consumpti-
on was concluded that females see shopping as a social
need and make hedonic shopping compared to males
and that shopping makes women happier than men (17).
In this study, HCBS total and all subscale scores were also
higher in females than in males (Table 3). In addition, it
was determined that individuals with hedonic hunger
were more inclined to hedonic consuming, but not to uti-
litarian consuming. At the same time, it has been stated
that hedonic consumption affects the hedonic hunger
of individuals (Table 4). In addition, a positive correlati-
on was found between PFS total score and HCBS score in
both sexes, and between PFS total score and UCBS only in
men (Table 5).

Hedonic hunger and hedonic eating, which develops as
a result of people’s feelings towards foods and rewarding
themselves with foods, can lead to negative consequen-
ces on weight control. People should watch themselves
while consuming food, shopping, and whether there is a
hedonic perception that can be experienced by analyzing
their own behavior. When individuals move away from he-
donic eating and control these impulses, their purchasing
behaviors will be improved with more accurate hunger
signals. It is predicted that directing individuals with he-
donic hunger and hedonic purchasing behavior to utili-
tarian purchasing may have beneficial results in weight
control.

CONCLUSION

Understanding the relationship between nutrition and
purchasing behaviors will facilitate the understanding of
food and non-food consumption preferences and the ma-
nagement of weight control. Furthermore, it will contribu-
te to sustainability in our rapidly depleting world. There is
a need for further studies in this area, especially to support
utilitarian consumption and sustainability in nutrition.
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