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Summary: In our more and more globalised world, aagonsequence of the
cessation of commercial obstacles, the consumersahte to find more varied
products coming from different countries, and tkigxactly the case in the food
market as well. Together with this, following thevdlopment of science, new
technologies appear in food production. But ndiydhe movement of products,
but also the movement of information has got libeed, and it is more and more
difficult for costumers to know their ways aroumndAs a consequence of these,
the consumers’ sense of insecurity and risk seftgitincreases concerning the
food appearing on supply. The food scandals ofakeperiod further diminished
consumers’ trust, which is due partly to the mealia other interest groups. In
order to mitigate the risks of food purchase, consts are searching for
authentic information about products. A soluticandoe the use of trademarks
and geographical goods labelling in the case ofifoo
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1. Introduction

The effects of the most definitive process of oawyg] globalisation, can be
discerned also in food trade. The multinationampanies and trade chains
appeared also in our country, and they can offe@ide range of products for the
consumers in a low price, through the realisatibnast efficient production and
distribution.

While closed markets are ceasing to exist, theraéipa between manufacturer
and consumer grows. Because of local separatemprtbcess of production gets
less and less transparent, the hardly digestibkesetaof information flow to the
consumer, causing a separation in information. r¢élin A., 2007)

The intensification of food trade, the applicatimihnew technologies, the efforts
to minimalise the costs of food production raigm#icantly the risk sensitivity of

consumers in connection with food. As a consequenfcall these, product

characteristics based on trust as well as socidl welfare goals come to the
forefront. Consumers get more and more interestdtie transparency of food
production and market processes, as well as inigirgy guarantees concerning
the product. (Lehota J., 2001)

According to Farkas (2002) and B&nati (2004), itas only global trade and free
movement of food, which are responsible for theadhoof risk sensitivity in the
field of food security, but they can be attributedseveral factors as well:

e growth of population density;

e changes in ways of life;

e changes in habits of consumption;

e growing environment pollution;

« growth of international circulation of persons;

» elongation of the chain connecting food productiod consumption;
« emergence of large-scale food production;

« application of new technologies containing new aasg

« increase in number of sensitive (for example ejdabnsumer groups.



2. Factors Influencing Purchase of Food

“Consumer Behaviour: the sum of all activitiescohsumers, which aim for the
acquisition, usage, evaluation and treatment aftage of products and services,
including the decision-making processes before aftet the activity.” (Horvath
A., 2007) It includes individual needs, feelinggés of information possessed by
the consumers, how they process them, how theyateathe possible decision-
making alternatives, and what the possession ofptlegluct means to them.
(Banati D.— Popp J., 2006)

The factors influencing the choices of purchas¢hefconsumers can be divided
into two groups: exogenous (outer) and endogerfoueer) factors. Lehota
(2001) grouped the factors influencing food constimmpin the following way:

e social factors;

e economic factors;

e biological factors;

e cultural factors; and
e psychological factors.

Psychological factors influence consumer behavibrough the following system
of contacts:

Emotion > Motivation > Attitude - Behaviour

Emotionis an inner tension of the consumer, of which ¢basumer is more or
less aware (for example, if | worry about my hegaltiotivation is an inner

tension of the consumer, which is connected torticeaction. Attitude expresses
fundamental orientations towards a certain prodsetyice or business. It is the
willingness of the consumer to react in a positivenegative way to the stimuli
caused by a product. (Lehota J., 2001) Attitude &adirect influence on the
consumer decisions, which decisions can reinforttitude, or can lead to its
modification. Attitudes shape the mode how indist interpret and react to the
persons, objects or abstract ideas in their enmirort. Attitudes are learnt and
relatively permanent, thus it is difficult to mogithem. (Hofmeister-Toth A.,

2003)

Behaviour is defined by acquired attitude, opirgom conviction, and it is shaped
by environmental influences in the direction oftaer groups of people, objects,
mechanisms or values. Preferences are also ddiynedcio-economic situations,
education, culture, religion, age, gender, origind other external or internal
factors. (Banati D.— Popp J.,2006)



3. Consumer Judgement of Food Quality and Food
Security

According to an international definitioguality is a sum of characteristics and
features of a product or service, which can satiséyneeds of the consumer. In
the case of food quality we can speak about théitgud the product and of the

production. Product quality is built on product deristics, which define the

expendability of the product. Quality charactéestcan be connected to the
physical, chemical and biological state of the piid Quality contains not only

objective quality components, but from the parttef consumer also subjective
elements influence the judgement of product qualfiyorvath A. et al., 1999)

Food Security

Food quality serves the protection of consumerrésts, while food security
serves the protection of consumers’ health. Fomuritg is “a characteristic of
food, which guarantees that it does not endanger lifie or health of its

consumers, or it does not cause harm to them inoéimgr ways.” Thus “food

security guarantees that during the whole procégzrariuction, manufacturing
and trading the food does not endanger the heélireoconsumers, if they use it
according to its defined aim.” (Banati D.— Popp20.06)

According to Lehota (2001) the consumer risks aficing the judgement of
security can be grouped in the following way:

e physical risk (for example health risks);
e functional risk;

o financial risk;

e social risk;

e psychological risk,

e time risk.

In a broader understanding, apart from excludingltherisks, food security
includes the implementation of the principle of asveess, protection against the
deception of consumer, freedom of choice, as welkaisfaction of consumer
expectations concerning the quality of the produad production. Security is a
minimal requirement, which has to be guaranteedttierconsumers, since they
are unable to recognise or control for example tdretthe food contains



biological or chemical contamination. With the spteof new technologies in food
industry new health risks also appeared, and thradlg development of research
methods such materials can be detected, which presg¢ously unknown. Food

scandals also increased the risk sensitivity ofsuorers. (Banati D.— Popp J.,
2006)

As a consequence of all these, from among the atdivs of food consumption,
health and security motivations come to the forgfrand at the same time new
factors influencing consumption appeared, all ofclvhare connected to quality
requirements. We can list among these health awasewpposition to genetically
modified organisms (GMO), demand for informativebdding, comfort and
premium products, preference for organic food, irtgpmce of geographical origin,
and demand for food security. (Orbanné Nagy MO0

The risk perception of consumers, and the waysedcing risks have been
studied since the 1960ies. Raymond Bauer pointgdttat because of their
limited rationality consumers do not intend to nmaalise their profit, but to
minimalise the perceived risks. (Furediné Kovacs2A06)

Risks can be mitigated by official means to regulabd control food on the one
hand, and by the continuous increase of consumawlkdge on the other. The
preparation of consumers based on substantivennafiton plays a great role in
consumer judgement of food security risks. Infoioratplays a very important
role in the process of decision-making, since dvjites a basis for the evaluation
of product characteristics. People usually se&ocinformation in line with their
behaviour, and avoid information contradictingritprder to support their already
made decisions, or reinforce their behaviours. rAfed scandals consumers
return to their old habits soon. The reason fow iththe endeavour to reach inner
harmony. After an initial shock there comes a phafsdenial, which results in a
return to the previous stable state.

As a consequence of all these, continuous infoonagind training is needed in
order to channel the behaviour of consumers intapgmopriate direction. (Banati
D.— Popp J., 2006)

4. The Role of Media in Forming Consumer Trust

Today’'s consumers are less and less able to seegtinifood production. As a
consequence of their ignorance, consumers areteasigslead. Because of media
sensationalism, certain problems get exaggeratbéde wthers are neglected or
misinterpreted. Apart from this, contradicting riakalyses also contribute to a
sense of consumer insecurity. Potential and raabers are not always clearly



distinguished in the media, so it is difficult faverage consumers to judge the risk
level in a realistic way. In developed countriesx@uumers are more and more
marked by an increase in customer awareness. @iogpto surveys, however,
while consumers react in a very vivid way to thed®ecurity problems discussed
in the media, at the same time they are not awkbasic hygienic facts. For this
phenomenon the media is probably to blame, sinisenibt newsworthy if a family
gets ill, while a mass illness caused by food adstas. (Banati D.— Popp J.,
2006)

The spread of information dealing with food segutiis important bearings on
society. The two currently most popular theoriesaerning the spread of risk
information in society are the following: the the®f societal risk enforcement,
and the social arena theory.

According to the theory adocietal risk enforcementhere are groups wedged in
the spreading of information concerning food riskjch enforce a communitarian
perception of risk, and through this the risk pptim of an individual is enforced
too. Such groups are the media or professionatést groups. (Lehota J., 2001)

The social arenatheory is built on the relationships and conflibestween the
actors of society, through which the confrontinteiest groups wish to influence
decision-makers, politics, as well as public relas. Interest groups and
organisations (managing and governmental orgaoisstilegal and judicial
organisations, universities, research instituted, mass media) wish to influence
certain consequences.
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Model of Social Arena (Lehota J, 2001)

The characteristics of communitarian risk perceptaccording to Lehota (2001),
are the following:

Individuals’ processing of risk information deperastheir social group,
and the roles they play there.

Consumers aspire after absolute security (zeroaiode).

Advantages and risks are split unevenly among uargmcial groups and
strata.

Evaluation of hardly comparable risks (for exampésonomic and
ethical).

Endurance or cessation of alternative possibilitieshoice as opposed to
a new technology.

Differences of opinion among researchers and sstent

The media and activist groups are interested iargirig risk perception.

With the help of social arena theory the debatgicsoof nutrition, the spread of
new technologies, food scandals, as well as consuigbts and information
concerning food can be evaluated. (Lehota, 2001)



According to surveys dealing with Magyar (Hungajiaoonsumers’ risk
perception concerning food security, a great prijgoof consumers consider the
situation of food security solicitous, and thusytiweould be willing to pay more
for secure food. Their opinion is even more unfaabile concerning the situation
of the coverage of risk security. The majorityrega that it is difficult to orientate
themselves on this topic. Respondents especiallgvofjualifications opined that
they are unable to handle the masses of informdtawing towards them, and
they are unable to decide, what secure food exantigns in practice. In spite of
all these, respondents would like to see fully ceehpnsive information on a
product, even if they are unable to interpret(itakner Z. — Banati D. — Szabo E.
— Kasza Gy, 2003)

5. Trademark and Labelling

Labelling of food is an element of communicatiorenaerning food security.

Even though consumers do not know the backgroufatnration needed for

interpretation, the different markings on the fotabels are important for

Hungarian customers, and it is especially truetiermiddle-aged customers with
high qualifications. It is a generally observabéndency that because of the
frequent food scandals consumers value more tlee horigin, and trademarks
and labelling testifying that.

The communication of advantages and positive cheriatics of a product for a
costumer is possible by any elements of the marfetiix. But a trademark
system can offer more authentic information for¢hstomer, which:

« is based on exactly defined system of requirements;

e the fulflment of requirements is guaranteed by &mependent
controlling organisation;

< the controlling organisation is owned by the stateis under regulatory
control; and

« the fact of control is certified by a label, tradmi or logo clearly
distinguishable. (Banati D.— Popp J., 2006)

Since food security is more and more a competfator in the market, more and
more trademark systems are introduced. Geogrdooals labelling, and labels
of origin also belong here. The food quality pabtiof the European Union (EU)
applies a unified regulation for the applicationt@demarks. According to this,



“ecological products”, products of “traditional arsgpecial” characteristics, and
products of “protected designation of origin” (PDEn be discerned. (Palléné
Kisérdi I., 2007)

The regulation of the European Union (EU) define®dpcts of protected
designation of origin (PDO) and protected geogregdhindication (PGI) in the
following way:

e Protected Designation of Origin (PDO) means ,theneaf a region, a
specific place or, in exceptional cases, a counisgd to describe an
agricultural product or a foodstuff: originating that region, specific
place or country; the quality or characteristicswbich are essentially or
exclusively due to a particular geographical enuinent with its inherent
natural and human factors; and the production, gssiog and
preparation of which take place in the defined gaphical area.” (Tattay
L., 2001)

e Protected Geographical Indication (PGI) means jthme of a region, a
specific place or, in exceptional cases, a counisgd to describe an
agricultural product or a foodstuff: originating that region, specific
place or country; which possesses a specific quakfputation or other
characteristics attributable to that geographicajim; and the production
and/or processing and/or preparation of which talkee in the defined
geographical area.” (Tattay L., 2001)

Protected designation of origin (PDO) and protegedgraphical indication (PGI)
can be called togethageographical goods labelling Who complies with the
description of the product, and produces the prbdudhe given geographical
area, and indicates the registered product nameall®ved to use the
communitarian name and the symbol on the product.

The use of distinctive symbols and labels can nea@&omparative advantage in
comparison with other manufacturers, who do nottheegiven technology, or do
not function in the given territory. Apart from shigeographical goods labelling
can function as indirect quality indications fomsamers, and thus they are able
to identify and distinguish the high quality of eoguct, serving as compasses for
decision-making. (Szabé E. — Lakner Z., 1999)

As different trends of consumer behaviour appeawat,can encounter various
product preferences from the parts of the consumeE®me consumers are
interested in traditional products, which can bermaxted to a given country or
region.

Consumers in some countries (especially in Weskenope) are willing to pay
more for domestic or regional products than foraglee import products with the



same measurable parameters, because domestic {sratkan a higher quality for
them. This quality comes from a value-oriented emtion. According to a
survey conducted in Switzerland, the quality of @stit products was considered
better then foreign products by 62 % of consumansl 59 % of them trusted
domestic organic products. 59 % of costumers clibthe place of origin on the
label, and 63 % of them bought a product origirafiom the Swiss region. They
considered the most important the place of origirtase of meat (71 %), while
they paid less attention to this in case of vedetafd7 %), fruits (40 %), and eggs
(15 %). (Bénati D. — Popp J., 2006)

In Hungary customers are most of all sensitive ticgg. But according to a
survey conducted among Magyar (Hungarian) costurf@rshe more secure food
and of better quality, which offers additional sees, customers are able and
willing to pay a higher price. This survey dealttwthe judgement of security of
foreign products. When evaluating the answerfeitame clear that as far as
import food is concerned, consumers still maniflesécurity. (Lakner Z. — Banati
D.— Szab6 E.— Kasza Gy., 2003)

Conclusions and Recommendations

As a consequence of the territorial and informatioseparation in our days,
consumers can less and less see through the pratedsich food gets from the
manufacturer to the shelves of the shops. Thisthegenith the more and more
frequent occurrence of food scandals increasesigkesensitivity of consumers.
Communication and the frequently contradicting nesfsmedia and interest
groups frequently increase the sense of insecufitgonsumers. A search for
authentic information concerning food is able twvyide a chance for the
costumers striving for mitigating the risk connecte food purchase. A part of
communication concerning food security is the uske t@demarks and

geographical goods labelling. Geographical goodsellmg is a way of

differentiating products based on geography, whiah mean an advantage in
competition for certain companies, among the maré more unified product

characteristics. The appearance of these on pr®aact help costumers in their
search for trustworthy products. One of its reasan that consumers deem
products from their own regions more secure. Ondther hand, the trust of
costumers is increased by such trademarks andlitahelvhich are based on a
clearly defined trademark system, where the fuHifin of requirements is

guaranteed by an independent controlling orgawisaBut for this there would be
a need to increase costumer knowledge with the bklauthentic information

concerning the content of the given trademarksgaudjraphical goods labelling.
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