/

\J
FOOD! Ensuring the Integrity of the European food chain

INTEGRITY
D

Chinese Consumer Attitudes to Food Fraud
26th March 2015
Bilbao, Spain

WP7: Professor Lynn Frewer, Dr Helen Kendall, Dr Sharron Kuznesof, Dr

Mei-Yen Chan, Dr Moira Dean, Dr Hanna Stolz, Dr Robert Home, Mr Zhong
and Chaunhe Liu




Contents

e WP7 Objectives
e Task 7.2: Aim and Method

* Preliminary findings:

— Food authenticity/safety concerns
— Barriers to food authenticity/safety
— Risk relieving strategies

* Implications for stakeholders
* Next steps

G
FOOD

INTEGRITY



WP/7 “ Consumer Awar en

Objectives:

1. To acquire detailed knowledge about the role of European food
products in the Chinese market, and understand Chinese
consumers views of selected European food products

2. To identify consumer expectations, attitudes and preferences in
terms of food authenticity, integrity and traceability

3. To identify communication needs and to develop
recommendations to companies exporting European food and
drinks with respect to suitable consumer communication
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WP/ ' Consumer Awar en

e WP7 is divided into 5 sub-tasks:

Task 7.1: Expert interviews in Europe and China

Task 7.2: Exploratory consumer study in China

Task 7.3: Quantitative consumer survey and choice
experiments in China

4. Task 7.4: Interpretation of survey results through
expert group discussion

5. Task 7.5: Stakeholder recommendations
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WP7 Task 7.2: Aim and Method

Aim:
* Identify Chinese consumers’ perceptions an attitudes towards selected products from

Europe (infant formula milk, olive oil and Scotch whisky), in particular in relation to
attitudes related to authenticity and traceability.

Method:

*  Focus Groups in China

e 6 (+ 1 Pilot) Groups in 3 Cities (n=2 +1 Beijing (pilot), n=2 Chengdu, n=2 Guangzhou)

e N=6 participants in each group (n=42)

e Middle/upper class purchasers of high-end EU food products

*  Protocol developed by UNEW in collaboration with WP7 partners

*  Focus groups moderated in Mandarin by sub-contracted research agency MillwardBrown
e Data collected January 2015

e  Sub-sample of n=20 respondent recruited for rep-grid and laddering interviews

e All groups/interviews were digitally recorded and transcribed verbatim

& Millward
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WP7 Task 7.2: Focus Group Protocol

* Focus groups approx. 120 minutes

1. Welcome (10 mins)

2. Food Safety (30 mins)

3. Food Authenticity (30
mins)

4. Traceability (30 mins)

5. Communication (15 mins)

6. Wind down (5 mins)
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WP7 Task 7.2: Geographical Location
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WP/ Preliminary Findings

Chinese consumers’ perceive food authenticity and safety to be a
problem!

Chinese consumer’ food authenticity/safety concerns:
1. Physical/Chemical

— Additives: chemicals, increases with level of processing

— Heavy metal residues

— Hormones/toxins/pesticides

— Animal feed quality

— Deliberate misdescription: use-by date, meat quality
— GM/transgenic organisms

— Environmental pollution
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Food Safety Concerns (2)

Chinese consumer’s food authenticity/safety concerns: (cont.)

2. Physical/Chemical (cont.)

— Quality of food in restaurants: cooking oil quality

— Inferior quality meat; ‘dead meat’
— Processing short-cuts
— Packaging and re-selling

— Ingredient labelling
— Counterfeiting
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Food Authenticity/Safety Concerns (3)

Microbiological concerns (i.e. Campylobacter) were not
reported by participants...however...

e Respondents were concerned about the cumulative long
term effectsthat physical/chemical hazards could have
upon their health and particularly for the health of their
children
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Barriers to Food Authenticity/Safety

1. Government:

— Lack of:
e Regulation
e Enforcement

* Man power to enforce
e Punishment

* Transparency
e Communication

— Bribery/corruption
— Reactive rather than proactive
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Barriers to Food Authenticity/Safety (2)

2. Industry:
— Profit driven

— Lack of:
e Product recall

* Compensation

* Promptness to complaints
* Poor customer service

— Complex supply chains
— Lowering food prices
— No incentives to improve standards
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Consumer Perceptions

e Consumers perceive there to be a:
— Lack of:
* Transparency about food scares from government and industry

e Confidence in the regulatory environment

* Knowledge/skills to judge authentic and safe food
* Non-compassionate government
. Government support for economic development at the cost of regulation
. Industry is supported by government

. Industry profit driven and looking for loop holes in regulation to maximise
profits
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Consumer Implications

e Implications for consumers:
— Lack of:

e Value and worth

* Consumer power

Informed choice

Equality (i.e. higher standards for foods exported from China)
Trust in government and the food industry
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Risk Relieving Strategies

e Risk relieving strategies:
1. Acquisition

2. Judgement
3. Product cues
4. Domestic practice




Risk Relieving Strategies: Acquisition

We go to
Hong Kong

and Macao to
buy products

1. Acquisition:
— Trusted retailers

. Online

WL WKI @S 02dAa
Aptimil, I have relative
in Ireland. My relative
bought the milk

powder in Ireland, and
GKSy aSyuid Aj

. Physical stores

— |Importing:

. Friends and family

. Personal travel
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Risk Relieving Strategies: Judgement

WeKS ySEG GA)YS=T LUt
ask a friend before
buying alcohol, and
see where he buys

2. Judgement:
e Word of mouth
e Personal experience

e Well known brands

We canot
this, what we can do
only is choose classic
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Risk Relieving Strategies: Product Cues

Wwlk g YFGSNARLFE | yR
comes from or happen in overseas
countries and China is just
responsible for checking and
controlling the quality. The
channel is the most important,
there is no need to produce in
China, otherwise, people will not
believe the quality if it is produced
f 20 f ¢

3. Product cues:

— Information on packaging:

e Labelling and writing
e QR codes
e Barcodes

e Country of origin
e Import stickers

e Shelf-life
e Price
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Risk Relieving Strategies: Domestic Practice

0l grow some vegdet a
at home because |
have a roof-top, |
make a small area,
then plant some

lettuce, sweet potato

|l eaves and

4. Domestic practice:
— Growing food
— Cooking at home

— Eating at high quality restaurants
— Profile shopping
—  Filtering water
— Cleaning
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Stakeholder Implications

1. Regulation:

e Increased transparency, and proactivity rather than reactivity to
regulation and enforcement

e Traceability systems that are regulated by third parties and not
the Chinese government or food industry

e Appropriate and consistent punishment

e Improved levels of consumer compensation and response times
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Stakeholder Implications (2)

2. Food chains:

e  Reduce the size and complexity of food chains, greater consumer
confidence in local or fully imported foods

e  Foreign food chains are trusted, Chinese are not

e  Consumers are willing to pay more for imported food they deem
to be ‘safer’ than what is domestically available

e Consumers want food that is fully imported and has not been in
any way produced, processed or packaged in China
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Stakeholder Implications (3)

3. Products:

e Product labelling in English (lack of understanding of import
regulations)

e Labelling and product claims (i.e. QS, Gls, ISO, Barcodes) are r
well understood

e Registered sellers and accessible inventories of approved retaile
and branded outlets (i.e. product tasting)

e Development of assistive technologies for domestic use
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WP7 Next Steps

As preliminary results these findings need to be further developed
and refined this will include:

e Full thematic analysis of the qualitative data including inter-coder
reliability

e (Qualitative findings will inform the development of a informing
guantitative consumer survey (n=1,000) and CATI choice

experiments in China (n=1,000)

e Quantitative data collection in China to start May 2015
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Thank you!
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www.foodintegrity.eu

The project has received funding f
Framework Programme for research, technological development and
demonstration under grant agreement No. 613688.
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