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ABSTRACT 

Problems connected with food safety including health issues are not isolated or regionally, politically or socially restricted; they 
may appear anywhere in the world in different forms and severities. We should know more about consumers’ behaviour, their choices 
of meals, what deceives them or leads towards healthy food choice. Consumer has a right to know all the facts necessary for proper 
decision making including regular and protected labelling. In this work, consumers’ opinions have been tested on 508 subjects, resi-
dents of Novi Sad (Serbia), divided into subdivisions according to age, educational level and gender. On the basis of data on the 
impact of consumers age and eduational level on their perception of health safety information, it is possible to anticipate the demands 
and model consumer behaviour. 
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REZIME 

Prоblemi u vezi sa bezbednоšću hrane kaо i оbоlenja kоja nastaju usled njene neispravnоsti, nisu u geоgrafskоm, pоlitičkоm ili 
sоcijalnоm smislu оgraničeni na pоjedine regiоne ili zemlje, budući da se u različitоm оbliku i stepenu izraženоsti javljaju na svim 
pоdručjima i u svim zemljama širоm sveta. Trebalо bi da znamо više о pоtrоšačima i nihоvоm izbоru оbrоka šta ih оbmanjuje a šta 
ih najefikasnije vоdi dо izbоra zdrave hrane. Pоtrоšač mоra imati pravо da raspоlaže činjenicama оd značaja za pravilan izbоr 
prоizvоda i zaštitu оd оznaka na prоizvоdima kоje ih dоvоde u zabludu. Stav potrošača je testiran na 508 ispitanika na teritoriji 
Novog Sada podeljenih u subuzorke u odnosu na: starosnu dob, nivo obrazovanja i pol ispitanika. Na osnovu podataka o uticaju: 
starosne dobi i nivoa obrazovanja na odnos potrošača prema informacijama o zdravstveno bezbednoj hrani, moguće je u najvećoj 
meri predvideti zahteve i modele ponašanja potrošača. 

Ključne reči: potrošači, bezbednost hrane, poruke. 
 

INTRODUCTION 

Food is a result of many divergent activities within the long 
and complex food chain and, as such, it is related to three impor-
tant requirements: to be safe, to be of adequate quality and to be 
accessible and available for use. The mentioned aspects are basic 
rights of every human, food having been one of the three condi-
tions for life (Radоvanоvić, 2007). The right for safe food is one 
of the basic human rights, and it is an obligation of every state to 
ensure that the citizens’ health is not compromised by using in-
adequate food products. Recently, people’s opinion on the food 
status has been changing. Firstly, food was an imperative for 
survival. Under such conditions, quality and health safety were 
not on the priority list. Increased  awareness for health and well-
being in line with developing food industry and medicine as well 
as other natural sciences that search the relations between health 
and diet, boosted the popularity of food with scientifically prov-
en health-promoting effects (Živković et al., 2013).We should 
know more about consumers’ behaviour, their choices of meals, 
what deceives them or leads towards healthy food choice. The 
primar role of food label  is to inform the consumer and improve 
product sale. Content of the food label has developed over time 
and became more complex and informative due to demands of 
various groups such as food industry, sales groups and consum-
ers’ organisations (Cheftel, 2005). Consumer has a right to know 
all the facts necessary for proper decision making including reg-
ular and protected labelling. There has recently appeared a new 
concept called "a right-to-know" which enables consumers to 
make food choice on the base of information. This right has 
many manifestations; it could be in the form of real or expe-
rienced information about the safety of ingredients or presence 
of improvers; or in the form of philosophic or ethical issues (way 
of production, presence or absence of ingredients or additives 

including GMO food, nutritional information, allergen info etc.). 
Customers can be easily deceived regarding the real benefit of a 
health claim. This can be expalined by the fact that the majority 
of health claims is associated with health benefits not possible to 
percieve immediatelly. Thus, it is necessary to communicate the 
health benefits using other means of information, too. Food 
product labels in the EU countries have been modernized and 
modified along with new scientific findings. Labels must contain 
all information about health risks or presence of potentially 
harmful substances for which scientific evidence ex-
ist.Consumers more and more believe that foods contribute di-
rectly to their health (Mollet, Rowland, 2002) Increased demands 
after healthier and more nutritious products is a consequence of 
more conscious consumers which contributes to constant neces-
sity for new products and increased differentiation of product 
assortment (Lineman 1999., Deliza et al., 2003).Consumers have 
been increasingly interested in health effects of food or their 
components. Previous studies have shown that:Consumers are 
sceptic towards food safety messages, consumers are not able to 
clearly distinguish between different data contained in those 
messages (although they perceive them as useful) and consumers 
prefer shorter message rather than complex ones (Verbeke et. al. 
2009). These statements are probably the consequence of lack of 
motivation and knowledge on basic physiological functions. It is 
obvious that the particular health benefit is more useful for the 
consumer than the way it is presented (Van Trijp, Van der Lans, 
2007). However, consumers rarely prefer or dislike a food on the 
basis of business or scientific terms describing its healthiness or 
nutritional value (Lähteenmäki, 2003). The aim of this study was 
to to identify key factors that influence on how consumers perce-
ive food risks, in order to provide information directly relevant 
to the development of effective risk communication and con-
sumer protection policies. Using a conjoint measurement, we 
assessed consumer interest in and perceived safety of food cha-
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racteristics that consumers think to be important when they make 
a purchase decision. Based on the results, we can understand the 
consumers perception of risk respectively  impact (gender, age, 
education) on the perception of risk. The results of study present 
a  database of safety for food products based on the perceptions 
of consumers.The study offer a new posibility To improve con-
sumer’s trust and the credibility of the food safety messages.  

MATERIAL AND METHOD 

The research was conducted through randomly distributed 
survey on the teritory of Novi Sad. The consumers attitude has 
been tested on a sample with 508 respondents divided to sub-
samples based on: age, education and gender. 

Age:  
<18 year-140 respondents, 
18-30 year-67 respondents,  
31-50 year-237 respondents, 
>50 year-64 respondents.  

Education: 
Primary school-103 respondents,  
High school-338 respondents, 
University-67 respondents. 

Gender: 
Male 
Female 
 

For the analysis of consumers attitude a multivariate methods 
MANOVA and discriminant analysis were used. Roy’s-test, 
Pearson coefficient of contingency (), multiple correlation coef-
ficient (R) were also applied. By this procedure, each class has 
been joined a real number. Coefficients of discrimination were 
calculated which enabled the selection of properties defining the 
specificity of subsamples and those to exclude from analyses and 
thus reduce the observed space. The results are further analyzed 
by estimating the homogenity of subsamples, distance among 
them and Cluster Analysis (Anderson, 1984). 

RESULTS AND DISCUSSION 

The entire study was conducted in thematic groups, and ana-
lyzed the difference between: age, education and gender of res-
pondents in relation with the following units: 

Consumers attitude about their health,  
Consumers attitude about understanding food safety messages,  
Consumers attitude about purchase of products with food safe-

ty messages, 
Consumers attitude way of information about products with 

food safety messages 
The higher the discrimination i.e. difference among the sub-

samples, the more expressive are the subsample characteristics. 
The percent of contribution (%) for each entirety shows how the 
particular whole defines the characteristics of a subsample in 
relation to other entirety. It is also given an overview of charac-
teristics with homogeneities of each subsample in relation to the 
measure of discrimination and degree of ascendingly sorted cha-
racteristics. The contribution of entirety (space) to characteristics 
and contribution of characterisctics within space are important 
parameters that define the hierarchy within the spaces and order 
of the characteristics.  

The contribution of total to characteristics of subsamples (%) 
(Table 1) showed that the highest difference between respon-
dents was in their statements regarding health information in re-
lation to their education level and age. There were also signifi-
cant differences between the respondent statements regarding the 
way of presenting information about products in relation to the 
age group of respondents as well as their statements regarding 

understanding food safety messages in relation to education level 
and age of respondents. 

 

Table 1. The contribution of the entirety to characteristics 
 

Contribution % Consumers attitude Subsamples 
12.088 about their health education level
12.035 about their health ages 
11.476 way of information ages 

11.094 
understanding food safety 

messages 
education level

10.509 
purchase of products with 

food safety messages 
education level

10.331 
understanding food safety 

messages 
ages 

9.765 
purchase of products with 

food safety messages 
ages 

7.929 way of information education level

4.238 
purchase of products with 

food safety messages 
gender 

4.139 about their health gender 
3.738 way of information gender 

2.658 
understanding food safety 

messages 
gender 

 

On the other hand, least differences were observed with res-
pondent attitudes about buying products with food safety mes-
sages, information on health status, way of presenting informa-
tion about products, understanding food safety messages in rela-
tion to the gender of respondents. 

 

Table 2.  The contribution of the entirety to characteristics 
 

Contribution % Consumers attitude Subsamples 

28.686 
purchase of products with food 

safety messages 
gender 

28.018 about their health gender 
25.301 way of information gender 

17.996 
understanding food safety 

messages 
gender 

 

Analysing the results in relation to the gender of respondents 
(Table 2), it was observed that highest difference among respon-
dents was in their attitude regarding buying products with food 
safety messages whereas the least difference was in their attitude 
about understanding food safety messages. 

 

Table 3. The contribution of the entirety to characteristics 
 

Contribution % Consumers attitude Subsamples 
27.599 about their health ages 
26.317 way of information ages 

23.691 
understanding food safety 

messages 
ages 

22.393 
purchase of products with 

food safety messages 
ages 

 

Analysing the results in relation to the age of respondents 
(Table 3) it was observed that highest difference among respon-
dents was in their attitude regarding health status information 
whereas the least difference was in their attitude about products 
provided with food safety messages purchase. 

When the results in relation to the education level of respon-
dents are observed (Table 4), it was found that highest difference 
among respondents was in their attitude regarding health status 
information whereas the least difference was in their attitude re-
garding the way of presenting information about products with 
food safety messages. 
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Table 4. The contribution of the entirety to characteristics 
 

Contribution % Consumers attitude Subsamples 
29.043 about their health education level

26.656 
understanding food safety 

messages 
education level

25.249 
purchase of products with 

food safety messages 
education level

19.051 way of information education level
 

There was a clearly distinguished difference among certain 
education levels of respondents with regards their statements on 
health status information. 

CONCLUSION 

In this work we analyzed the role of food safety messages 
and how consumers responded to them. The objective was to 
improve the effectiveness of food safety messages when these 
messages are communicated to consumers The introduction of 
products with those messages will not automatically be success-
ful without the simultaneous introduction of information useful 
for consumers in making informed choices about purchase and 
inclusion in their diets. The approach being most widely adopted 
to inform consumers is that of market segmentation, with origins 
in market research. Understanding consumers’ risk perceptions 
and concerns associated with processing technologies, emerging 
scientific innovations and their own health status may enable the 
development of information strategies that are relevant to wider 
groups of individuals in the population, and deliver real health 
benefits to people increasingly suffering from illnesses relating 
to ageing and over-nutrition. Research has shown that age and 
education level can significantly affect to consumers' under-
standing of food safety messages: The most important factors 
are: the availability of information, age and education level.  

With increasing consumers age also increased the interest of 
consumers to read the content on the food safety messages. Old-
er consumers better understand information presented on food 
safety messages. Age of consumer significantly affected their 
attitude as regard to which information on the food safety mes-
sage is the most important. Older consumers usually read the 
labels and possess enough knowledge on the elements of label-
ling. Consumer age affects the consumer’s reliance over food 
safety messages. More educated consumers consider information 
presented in food safety messages important for proper choice of 
product and perceive it as an inherent part of a quality product. 

Consumers with higher level of education know more about 
what food safety messages should contain. 

More educated consumers more frequently check the title of 
producer on the label and the food safety messages. 

Based on the influences of:gender, age and education level to 
consumers attitude toward information provided by the food 
safety messages, it is possible to predict the consumerrequire-
ments and models of their behavior. 
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