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Abstract. A survey among the consumers of North-Western region of
Russia (St. Petersburg and Leningradskaya oblast) was carried out, to
determine awareness and understanding of food labeling, as well as
usefulness of various elements of food labeling.

1 Introduction

The aim of food labeling is to provide consumers with information which may influence
their purchasing decisions. Food labels are a source of information and most often the first
means for directly connecting with a consumer however its potential is not always well
exploited [1]. Labels may be an instrument for reinforcing generic claims and for
establishing product differentiation, differentiation across food categories and within a
specific category [2,3]. Nutrition labels are intended to help consumers choose more
healthful foods [4-8].

It is reported that consumers use attributes such as serving size; ingredient list; the %
daily values; health and nutrient claims; price; and brands when making their food
purchasing decisions [9,10]. Also, it appears that many consumers feel confident that they
understand how to read labels and prefer using a food label than relying on their own
knowledge [11].

The Russian Federation has very strict requirements for the labeling presented for foods.
This approach is consistent with international practice and appears to be correct, because
the food in any society are the most important commodities, and the manufacturer in such a
relationship is the dominant subject: Consumers still have to buy food that normally exist.
To protect consumers from abusive of manufacturers, numerous requirements to inform
buyers have been developed.
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Detailed, honest, and accurate labelling is essential to inform the consumer about the
food product, enabling them to make a more informed and better choice.

While food shopping, consumers often look for distinguishing features of products to
select among the many items available. Brands, labels, store signs, distinctive packaging,
and other recognizable features help consumers distinguish one product from another [12].

The objective of this study was to determine if consumers adequately understand
information on labeling currently presented on foodstuffs, as well as the efficiency of such
labels to assist them make informed and correct purchasing choices.

We have carried out our survey to understand:

1. Whether consumers in the region of survey consult labels before purchasing food.

2. If information presented on labelling is sufficient for informed purchasing.

3. To determine if labels influence consumers’ purchasing decision-making processes,
and in which extend.

4. To ascertain whether or not consumers accrue benefits from the labels.

2 Materials and methods

A survey was carried out with 738 consumers, aged 16 years and older, across St.
Petersburg and Leningradskaya oblast in North-Western region of Russia in January and
February, 2019. Respondents were almost evenly spread according to gender, social class
category and covered households which did and did not have children (Figure 1).

Age years | 1625; 16% 2540:28% [ 40-60; 34% [ Ot
Gender Male; 44% ] Female; 56%
Marital status Married! cohabiting; 43% | Single; 55%
Urbanization Urban residents; 78% Rural residents; 22%
Children in household Yes; 43% No; 55%
1 PHD; 3%
Education High school; 72% University; 23%
0% 20% 40% 650% 80% 100%

Fig. 1. Demographic profile of consumers participating in the survey (n=738 for all cases).

3 Results and discussion

3.1 Purchasing habits

The majority of consumers were involved in food shopping for their household, with two
thirds buying more than half of the food shopping. Only 5% (50/1,021) of consumers said
that they shopped for none or almost none of the household shopping (Figure 2).
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Fig. 2. Proportion of the household food shopping that the participant of the survey personally byes
(n=738).

3.2 Do consumers read food labels?

Although more then a half of consumers said that they always or usually consult food labels
when shopping for food, about quarter said they rarely or never consult them (Figure 3).

Never; 9

Rarely; 15 Always; 33

Sometimes; 19

Usually; 24

Fig. 3. Frequency with which consumers consult labels when shopping for food (n=738).

When the consumers were asked about the reasons for not always reading the
information on product labels, most of them answered, that this happens because they
always bye the food of the same brands, based on their habits and previous positive
experience, so they don’t need to read the labels each time (43,9% of all given answers).
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This was the only question of the survey, where consumers, if necessary, were able to select
more than one answer (figure 4).

E1always bye food products of the same brands based on my
habits and positive experience.

B I belive, my choice is healthe

OIam too busy

\[H3
|| OTdon’t have health problems

B Too much information on the labels, difficult to understand

[0 My decision depands only on product price

B I know, that the product could be unhealthe, but I bye it,
because I like it.

O Information on the labels is useless

Fig. 4. Reasons for not always reading the information on product labels, % from the answers.

3.3 What most influenced consumers decision to purchase a particular food?

To understand what is influencing consumers decision to purchase one or another of similar
types of food they were asked to select between, packaging design, product price, brand
name and nutritional value. From the results of survey it could be concluded, that the
product price and its nutritive value are the most important factors for the consumers
making decision (figure 5).

nutritional value

brand name

price

packaging design

0 5 10 15 20 25 30 35 40 45

Consumers, %

Fig. 5. What most influenced consumers decision to purchase a particular food (n= 738).
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3.4 How informative are food labels?

Interviewed customers were asked to estimate how accurate and complete information is
provided in the labels of food products they consume. Estimation was done using the 10-
point scale, were 1- means totally insufficient information and .10- very complete
information (Figure 6).
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Fig. 6. How informative are food labels (n=738).

The ratio of the consumers, who consider food labelings not accurate and low
informative (1-3 points on the 10 point scale) was less then 10%. On the contrary, almost
60% of the consumers find food labeling accurate and informative (7-10 points based on 10
point scale).

3.5 What is the degree of importance of various elements of the food
labeling?

To determine, which elements of food labeling consumers consider more important, and
which - less, consumers were asked to distribute them into four categories according to the
degree of importance. Results of the survey are presented in table 1.

Consumers valued as the most important the date of durability and the list of ingredients
and the structure of the content. More then 90 % of participants of the survey considered
this elements of labeling information important or very important.

More then 2/3 of consumers found important or very important information on
substances or products causing allergies or intolerances, language, size and the color of the
text from the label and special storage conditions and / or conditions of use.

In contrary, more then half of the surveyed consumers think of less important or not
important information about the net quantity of the food and about the name and address of
the manufacturer.
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Table 1. Importance of different elements of food labeling.

Degree of importance

Category Very Important Less importnat | Not important
Important
Consumers, %
Country of the origin 12.6 516 275 8.2
of the manufacturer
The net quantity of the 17.3 27.1 346 21.0
food
Date of minimum
durability or ,,valid 86,4 10,0 1,2 2,4
before” (date)
Name and address of
the manufacturer 12,3 34,6 35,8 17,3
Eecommendations for 318 283 2.8 17.6
calth
The list of ingredients
and the structure of 447 45,9 6,0 3,4
the content
Substances or
products causing 51,8 20,7 17,2 10,3
allergies or ’ ’ ’ ’
intolerances
Language, size and
the color of the text 439 34,1 5,0 16,9

from the label
Special storage
conditions and / or 41,6 39,0 15,2 42
conditions of use
Energy value, kJ and
kkal

Quantity of the certain
ingredients or
categories of
ingredients

The content of: fat,
saturated,
monounsaturated,
polyunsaturated,
carbohydrates, sugar,
starch, salt, dietary
fiber, protein,
vitamins, minerals

19,5 36,6 25,6 18,3

13,8 51,9 26,6 7,7

26,8 37,8 22,0 13,4

3.6 Consumers confidence in their understanding of the information
presented on food labels.

To determine in what degree consumers are confident, that they fully and in right way
understand information presented in food labels, they were asked to appreciate, the level of
knowledge that they have which enable them understanding of the content of the
information on the food labels. Estimation was done using the 10-point scale, were 1-
means minimum level of knowledge and .10- maximum level of knowledge (Figure 7).
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Fig. 7. Confidence level of the consumers in their own knowledge for full and correct understanding
of the information presented in food labels.

Less then 5% of participants of the survey demonstrated low confidence in their
knowledge and understanding (1-3 points on 10 point scale), while more then 70% of the
consumers were highly confident in their understanding of labelings 97-8 points based on
10 point scale).

In order to determine which of the elements of food labeling are better understood by
consumers and understanding of which, on the contrary, causes difficulties consumers were
asked to distribute them into four categories according to the degree of complexity of their
understanding. Results are represented in the table 2.

Table 2. Consumers confidence in their understanding of the information presented on food labels.

Degree of understanding
Category Very Easy Difficult Not
easy understandable
Consumers, %

List of ingredients 29,8 51,8 14,6 3,8
Energy (calories, kJ) 45,8 37,3 15,7 1,2
Proteins 324 51,9 14,2 1,5
Fat content 28,7 50,7 19,2 1,4
Cholesterol 25,3 36,2 32,5 6,0
Carbohydrates 40,5 453 10,7 3,5
Fibers 20,7 337 30,1 15,7
Vitamins 26,4 49,5 21,7 2,4
Sodium/salt 35,0 39,0 22,1 3,9
Minerals 28,9 38,5 252 7,5
The recommended daily dose 43,5 38,8 114 6,4
Terms of type — “no fat”, “light”, “low- 39,7 43,4 7,2 9,8
calories”, “dietary product”, “high in fibers”
The nutritional value (calories, proteins, ...), 57,5 31,3 42 7,0
per serving
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It appears, that most of the consumers are highly confident in their knowledge levels,
letting them to understand correctly all of the elements of food labeling, covered by this
survey. The lowest is understanding of information on fiber and cholesterol contents, but
even for these items 54,4% and 61,5% of consumers respectively answered, that they can
understand information very easily or easily.

4 Conclusions

Survey results are demonstrating, that Consumers in the region of North-Western Russia
consult labels before purchasing food and find information presented on labelling useful,
important and in many cases sufficient for informed purchasing. Decision-making process
of the consumers is usually influenced by product cost and information presented on the
food labeling, as well as by their previous positive experience.
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