
Marketing is reassessing it relevance 

by embracing the concept of Better 

Marketing for a Better World 

(BMBW). It is therefore important 

that marketers of health and fitness 

offerings fully understand 

customers’ needs and implement a 

more accurate segmentation of the 

market, so that they may target the 

different customer segments, 

particularly vulnerable consumers, 

more effectively. Using latent class 

analysis, we identified seven new 

customer segments based on body 

weight variables posing health risk 

for individuals. We subsequently 

evaluated the effectiveness of three 

advertising disclosure strategies and 

found differential effectiveness 

across “at risk” and “low risk” 

customer segments.

Better Marketing for a Better World: 

Using Effective Segmentation Strategies to Assist Vulnerable Consumers

in Making Healthy Food Choices

We analyzed data from a survey of 1,166 United 

States residents, using latent class analysis in 

Mplus,  and identified seven customer segments 

based on three body weight variables, which may 

pose health risks for individuals: 1) body mass index 

(BMI: underweight, normal weight, overweight, or 

obese), 2) perceived body mass index (Perceived 

BMI: underweight, normal weight, overweight, or 

obese), and 3) body weight goal (maintain one’s 

weight, gain weight, or lose weight).

The seven customer segments are:

1) Resolutionaries (30%): Accurately perceive 

themselves as slightly overweight; plan to lose 

a little weight.

2) “The Biggest Losers” (21%): Accurately 

perceive themselves as obese and plan to lose 

a lot of weight.

3) True Healthies (19%): Accurately perceive 

themselves as having normal weight; the 

majority plan to maintain their current weight.

4) Perplexed (8%): Perceive themselves as 

slightly overweight, but the majority 

misperceive their weight—some are obese and 

others have a normal weight. Plan to lose a lot 

of weight.

5) Quasi-Healthies (7%): Misperceive 

themselves as having normal weight but are 

actually overweight; approximately evenly 

divided between planning to maintain their 

current weight and planning to lose a little 

weight.

6) Illusionaries (7%): Misperceive themselves 

as being underweight, but in fact have normal 

weight; plan to gain some weight.

7) Pseudo-Heavies (6%). Misperceive 

themselves as obese but are only slightly 

overweight; plan to lose a lot of weight.

We then evaluated, for each customer 

segment, the effectiveness of three different 

types of nutritional disclosures (2-sided, 1-

sided, or no disclosure) on customers’ 

propensity to make healthier food choices at 

fast-food restaurants. The three disclosure 

strategies were found to be differentially 

effective across the identified customer 

segments. Based on our findings, we identify 

consumer groups at an elevated health risk and 

propose different nutritional disclosures 

strategies that are more likely to be effective, 

for each “at risk” group, in encouraging 

consumers to choose healthier menu options.

Fast-food restaurants continue to be a popular 

destination for many consumers. While 

traditional menus at fast-food restaurants 

typically feature less healthy options, this 

industry has responded to rising public attention 

to healthier eating by expanding menus with 

healthier items. Despite this opportunity to eat 

healthier, a lot of customers continue to order 

the less healthy options at fast-food restaurants. 

In this research, we examine how these 

restaurants can practice BMBW, without loss of 

sales, by encouraging their customers to select 

the healthier menu items. Specifically, we 

examine the effectiveness of health disclosures 

on customers’ propensity to make healthier food 

selections.

Throughout the years, the role marketing should 

take to benefit society has been discussed and 

debated (Kotler and Levy 1969; Dawson 1971).  

Many premiere marketing journals have devoted 

issues to the study of marketing for good 

including the Journal of Marketing, Journal of 

Consumer Psychology, and Journal of 

Consumer Research.  Most recently, in the 

Journal of Marketing, Chandy et.al (2021) re-

emphasized the importance the role of 

marketing in improving society and in assisting 

consumers by coining a new phrase, “better 

market for a better world” (BMBW).  The 

discussion of BMBW includes the “rethinking” of 

marketing strategies and tactics so that they 

assist society by improving life for consumers –

both traditional and vulnerable consumers.  One 

such way to “rethink” is to revisit the results we 

attempt to achieve through marketing 

segmentation techniques; a shift from a strictly 

financial motivation to one that includes 

improving consumer health and well-being.  

Using the premise of the BMBW objectives, 

segmentation strategies can be employed to 

target the most vulnerable consumers in order to 

improve their lives.  Such a plan can be utilized 

in the fast food industry in order for consumer’s 

to make healthy choices. 

BETTER MARKETING FOR A BETTER WORLD

THE FAST FOOD INDUSTRY

https://www.bristol.ac.uk/news/2018/december/bmi-

measure-of-good-health.html
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