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Abstract

It is estimated, that most employees eat one or more meals per day whilst they are at work,
which is forming an important element dtieir overall diet. However, consumers struggle to
make an informed dish decision due to a lack of information provided. Additionally, past food
scares in Germany and the UK have created distrust and interest in food information. This
study is identifyingvhat is important to consumers, indicating their information needs and
establishes the format that is most appropriate for the delivery of food information in
workplace canteens in Germany and the WMoviding consumers with enhanced food
information canstrengthen the relationship between consumer and canteen operator as well

as establish trust in the food served.

A mixed methodological, sequential approach was employealir bcus groups were used to
inform the design of a questionnaire (n=31Whichtested criteria of importance and types of
information provision that are relevant when making food choice in a workplace setting using
Bestworst scaling. Through seriii NdzOG dzZNBR Ay iSNWBASGa o6yIl mno

meeting customer needs and edtlishing trust in the food served were identified.

Informational criteria of importance have been identified whereby, Nutrition, Value for Money

and Naturalness are key elements that consumers require to make a decision about dish
selection.Consumersdil into differentsegments Health Conscious, Socially Responsible and
Value Drivenand hence rate the importance of certain informational criteria differently
impacting on dish selectiorTraffic Light Labelling, Information Boxes and Quality Assurance
have been shown to be the most favourable way of receiving food informaGemsumers

align to different segmentsfechsavvy, Heuristic Processors, Brand Orientated and Systematic
Processorshencevariouscommunication channelsanbe explored to most ééctivelytarget
consumer® ¢ KA & aiddzRé KFra LINPOARSR Fy dzyRSNEGIF YR
thus enabling canteen operators to be more competitifé@e provision of food information

that targets different consumer segmentan demonstrate € NS R Odza (G2 YSNE Q
O2yaslddyitesr SOARSYOS 2LISNI (2NEQ QRd oA (YSY

transparency and trust.
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Chapter 1
Introduction

1.1 Rationale for the Research

Eating out for many people has become an integral part of modern life; one in six meals are
estimated to be consumed out of the honfBenelam 2009; Mikkelsen 201Hactors leading

to this rise in eating out are increased disposable income, changes in traditional family
structure and greater availability of food iter(li andNath 2013) Furthermore, a lack of food
preparation knowledge and cooking skills has been suggested to contribute to the decrease of
traditional meals consumed at hon{&oliah et al. 2012)0ne setting where food is consumed

on a regular basis is the workplace. For people wabitually eat in heir workplacecanteen,

the food served forms an important part of the overall diet. It is herkere people spend an
extensive time of their waking hours and consume a considerable amotintalories
(Department of Health 2005Yhe workplace can be a supportive and influential dadt the
promotion of a healthy diet. A healthy and vital workforce is an asset to any organisation and
initiatives within this environment reflect health promotion strategies advocated by the World
Health Organisatio2004) The European workforce is increasingly diedn terms of gender,
ethnicity and culture; it is also increasingly oldarhich implies a greater potential and
prevalence of chronic diseagg&wetsloot et al. 2010)Health and wellbeing are key topics in
the debate on improving the lives of individuals in society and are directly linked to labour
force participation, poductivity and sustainabilityEurofound 2013)Health and wellbeing at
work are key elements of the overall Europe 2020 strategy for growth, competitiveness and
sustainable developmentEuropean Commission 2010) healthy economy depends on a
healthy population. Without this, ployers lose out on worker productivity and citizens are
deprived of potential longevity and quality of life. The workplace could be a central venue for
influencingRA SGIF NB 0SKF@A2dzNJ ' yR 02dz R 6S AyailNyz

developing chraic diseas€Quintiliani et al. 2010)

With this expanding trend of eating out, there is also more consumer interest to know the
provenance of ingredientBanterle et al. 2012)Arguably, it is a fundamental human right to
know what we are eating in eironments where food is serve(Mazurkiewicz”izo and
PachuceSmulska 2012) This interest has also arisen through past food scares and
malpractices in food production which have affected the consumer trust in the food they eat
(Coveney 2008)Trust isan important component of health and wellbeing through its impact

on food choice(Coveney 2008)Moreover, trust in the food we eat and in food providers is
13



important as the consumer himself has no control over the putiduin (Arnott 2007)
Consumers have experienced a number of problems in the food chain, affecting the safety of
food or misleading them about the true ingredients and their origimsgguently, this has led

to awareness amongst consumers who have an increased interest in more information about
provenance, production methods and nutritional profile of the food, thaayt eat(Schiefer et

al. 2013)

Workplace canteensre facing several challenges including changing consumer demands,
increasing food prices andelmg blamed as responsible foihe high obesity levels of the
population (Edwards 2013)Consumers™ food purchasing habits have changed in a retail
setting and when eating out in outlets of the private sector leading to pressungaskplace
canteensto keep up with canged consumer demands and expectations (Edwards 2013).
Current trends in the foodservice industry show that consumers put a high emphasis on local
and traditional food (Bugge and Lavik 2010). Furthermore, consumers have a high curiosity for
foreign cuisie, especially ethnic foods (Roseman et al. 2013). This rising interest in ethnic
cuisine is primarily caused by a more diverse population (Rosetrali2013). The UK is one of

the most multicultural countries in the world (Ojinnaka 2007). Therefore, ¢hisran increased
demand for ethnic and religious foods; ethnic foods describe many varieties of food products
available to various members of the community such as Caimesindian food(Ojinnaka
2007) Additionally large consumer segments are becoming more socially responsible with
high interests in ecdriendly and ethical business practices, sustainabifiyr, treatment of
animals and reduction of carbon footpri(fleming et al. 2008b)However, these trends are

not currently reflected inworkplace canteensand there is increased pressure to cater for

these consumer demand®organ and Sonnino 2008)

ThisPhD thesis investigates the consunigiormation needsn in Germany and the UK. From

a legislative perspective, the provision of food information is regulated and harmonised under
EU legislation witlthe introduction of the EU Regulation 1169/20dlquiring both retail and
foodservice outlets to provide their customers with information in a specific forfDdlia et

al. 2011) In Germany and the UK, consumers have shown diitetreist levels in regards to
F22R gKAOK |NB AyFfdsSyOSR o0& RAFFSNByOSa i
between consumer, government and actors of the food chain (Kjaernes et al. 2007). Hereby,
German consumers have shown less trust in fegstems compared to the consumers in the
UK. Both countries have a longstanding history in providing food at work. Germany and the UK
are growing economies that show differences in levels of trust, which can be related to the

way the food legislation in adinistered. The provision of food is legislated both on a

14



European level as well as per country and therefore, is not completely harmonised (Food
Standards Agency 2010). Further, there are differences between countries in regards to how
information is curently displayed with traffic light labelling being a commonly used way to
display information in the UK (Hawley et al. 2013). In Germany, however, traffic light labelling
is not commonly used to display food informatidtoweverthere has been debate arod its

use in the media (Van Herpen et al. 2012). Therefore, a harmonisation of food legislation can
help to reduce these differences in trust. Nevertheless, this thesis further examines
O2yadzYSNEQ LINBFSNNBR F2NXI G 27F inN& Obrkpdey 3 F
canteens in both countries. The behaviour of German and UK consumers in regards to key
informational criteria that affect food choice such as a preference of organic food products has
been described to be divergent. German consumers amvehto be exceptionally aware of

both nutrition and environmental issues, which in previous studies has also been associated
with a general distrust in society, industry and arising technology (Thompson et al. 2004).
Contrastingly, although UK consumers pot a high emphasis on organic food products,
motivation is rooted in an interest in purchasing healthier food, rather than taking into account
aspects such as the environmental impact of food production or animal welfare (Thompson et
al. 2004). Consequd, differences in the consumer behaviour in Germany and the UK can be
rooted in different mindsets that pose issues for those contract caterers seeking to take a pan
European approactowardsthe communication of food informatiorkindings of this studwill

help contract caterers to establish communication with their customers to demonstrate
transparency and trustworthines§urther, this study will establisiivhether this can be done
through a regional approach catering for the consumers of both caemtri

Being German and bilingual, the researcher was able to get a unique insight into consumer
demands and information needs in both countries. This enabled the researcher to extend the

study to an additional country and use both Germany and the UK asletw@ample.

Furthermore, consumers have not only become more interested in the provenance of their
food, they are also more actively looking for information about their food. Consumers who
look for regional food put a high emphasis on fresh food and enjoy a morenadised service
when buying local foodMirosa and Lawson 2012However, inworkplace canteensthere is
currently very little information provided despite growing consumer interest and demand for
more transparencyMackison et al. 2009; Watson 2013ithough labelling of nutrients and
provenance is provided to the consumer on products in a retail settimgretis a lack of
provision of this information in an out of home settingaking it harder for the consumer to

make choice¢Bode 2012)

15



Moreover, food systems have evolved to be more complex and although the end consumer
has a certain degree of knowledge, information is vast and difficult to inter{Béttgard
2008) There is a lack of research that aims to provide an understanding of ways and the type
of information that can be provided to the consumer in a meaningful way. This is of great
importance considering that consumers feel that food off does not meet their needs and
expectations, and where they have information, there is distrust in food systems generally
(Holm 2003; Coveney et al. 2012)

More consumers would like greateransparency and have the right to be provided with such
information (MazurkiewicZPizo and Pachueamulska 2012)The current inteest is topical in
regards to the introduction of the EU regulation 1169/2011, where in the case of a food
product being manufactured in more than one country, the country of origin indicated to the
consumer is the place the product underwent its last imiant manufacturing stegD'Elia et

al. 2011) Although consumer protection wasne of the aims of creating this regulation,
implementation of the regulation can mislead the consumer in regards to the true origin of
their food (Mazurkiewicz A T ©2 | y-Bmulska B0K2JzOrt addition, the labelling of
allergens changed under this afeementioned regulation andvas implemented by food
manufacturers and caterersn December 2014(Banterle et al. 2012)Correspondingly,
information on allergens have to be available to thensumer for norpre-packed foods

through either labelling on the menu or availability on requédtatson 2013)

Consumers are generally shown to spend little effort when making everyday purchases such as
food, especially as this is influenced by routine. Furthermore, the low involvement consumers
demonstratein making these decisions is also shaped by situational and enduring reasons
(Thogersen et al. 2012bProduct involvement reflects consumer interest in different product
categories(Samson 2010)Moreover, it is influenced by the relevance of the product to the
consumer which is driven by their needs and intereg¥ue et al. 2010)Therefore, certain
consumers can be more involved in the choice of their food when for example they have a
motive which leads them to take greater care in their footestton. Consumers concerned
with animal rights for examplenhave a greater involvement in their food choice as they are
actively looking for information in regards to animal welfafEhogersen et al. 2012b)
Furthermore, female consumers who are older lwithildren in their household are often
described as the typical consumer of organic fo@$ they intend to provide their children
with perceived better fooqHughner et al. 2007).arge segments of consumers are concerned
about the environment which influences their food choices which is reflected in the large
availability of food products appealing to thtensumer needVermeir and Verbeke 2006)

16



Additionally, consumers who place a high involvementd their food choice increastheir
demand for further product informatiorfThogersen et al. 2012bYnderstanding key drivers

of food choice andnotivations underlying those choices is important for food operators in
order to align their service with consumer preferences across different market segments
(Hollebeek et al. 2007)

Providing the consumer with greater information camrgase trust in the products and the
canteen operatorand can strengthen the relationship between the food industry and end
user(Menozzi et al. 2015)n order to increase confidence in the food system, arguments from

both sides, consumer and industry need to be considé¢kamtthals 2001)

Although some research studies have focused on the importance of adequate nutrition
information to consumerghe focus of these studies has been the retail sector and knowledge
about consumer information reds inworkplace canteens especiaily lacking(Carbone and
Zoellner 2012 Furthermore, consumer interests go beyond the search for nutritional
information with curiosity for information on other quality attributes and originirgredients
(Lusk and Briggeman 2009)herefore, this study is addressing a gap in the literafirstly
understanding what igmportant to consumers both in Germany and the, Wlidicating their
information needsand secondly identifying the format that is most appropriate for the

delivery of food information in workplace canteens

1.2 ResearchAims and Objectives

Theefore, theaim of this study is to critically evaluatey informationakriteria of importance
that consumers attach to foodervedand how these can be communicated to establish trust
in workplacecanteens

This aim will be achieved by the following objectives:

1. To critically interrogate the literature abouhformational criteria that consumers
feel are important in relation to food served with different concepts of trust
(Luhmann 1979, Giddens 1991, Morgan and HWLf94) used as theoretical
underpimings

2. To identify keyinformational needsof consumerswhen eating in a workplace
canteen through the use of qualitativand quantitative research methods in

Germany and the UK.

17



3. To empirically evaluatthe acceptable style of delivery of this information in both
countries, identifying the most effective style of portraying this information

4. Toasses®l Yy i SSy gidws dhicrite?ia\dh ifportance and consumer needs
including ways of increasing trustworkplace canteens

5. To explore a relationship between csumers’ trust in eating in their worksite

canteen, and the value that they put on kiejormationalcriteria.

1.3 Structureof the Thesis
This thesis continues with the following chapters:

Chapter 2

This chapter presents eritical evaluation of the literature that relates toends ineating out
in both privatefoodservice and workplace canteeimsGermany and the UKt also focuses on
different trust theories which are discussed in a food context as well as analysimgl¢hef

the consumer in the food system.

Chapter 3

The literature on the introduction of new European legislation concerning the provision of
food information has been evaluated. Additionally, different formats and ways of providing
food information to consumers in a retail sector but also on restauranhusere critically
discussed. Therefore, this chapter explores the role nutrition labelling, quadisyirance;
branding and ICT solutions such as smartphone applications can play in providing food

information to consumers.

Chapter 4

This chapter provide an overview of the research design of the sequential mixed methods
research process and data collection. The methodology for each empirical study is presented in
the order of the three studies and the theoretical considerations that were related to each

stage of data collection discussed.

Chapter 5
Results from the analysis of the data collected for the three empirical studies are presented

and summarised.

Chapter 6
This Chapter draws on findings from both primary and secondary research in order to

synthesise current issues that are relevant to the aim of this study. A theoretical model of the
18



role meaningful information provision based on key consumer criteria obitapce can have
on the relationship between consumer and operator that fosters trust is developed and

justified.

Chapter 7

This chapter presents an evaluation of the research process undertaken for this study. It
considers the validity and legitimizatioof the theoretical, methodological and analytical

I LILINR F OKS& | R2LIGSR® ! ONRGAOLFE NBFESOlAzy 2

imparted.

Chapter 8
To complete this research process, findings of the research are drawn together and
conclusions with respect to food served in workplace canteens are formulated. Furthermore,

recommendations are made and limitationstbfs research are acknowledged.
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Chapter 2
Trust and Food

Introduction

The purpose of this clmger is to critically review the literature on eating away from home in
both privatefoodserviceandworkplace canteenddentifying issues relating to consumer trust

in food. Therefore, prevalence and trends of eating out are discussed including thetki$ec

has on the development afon-communicablaliseaseWorkplace canteenandtheir function

of providing balanced meals are analysed with special emphasis on consumer demands are
explored. Different trust theories are evaluated and discussed in a food context including the
knowledge deficit model and the idea of consumer sovereigntg. fbike of the consumer in

the food system is also analysed.

2.1 Food and Trust

Food means more to people than the mere provision of essential nutrients; it is also a
consumer and lifestyle item (Bildtgaf®08). Eating is used to express lifestyle and an integral
part of culture (Atkins and Bowler 2001). Food systems have evolved to be more complex and
although the end consumer has a certain degree of knowledge, information is vast and difficult
to interpret (Bildtgard 2008). Moreover, food production is anonymised and the consumer
alienated from the production, thereforat is increasingly difficult for the consumer to judge
the quality of food through traditionally used methods such as personal interacti sensory
judgements(Kjeernes 2012)Additionally, there is an increasing responsibility of the consumer
to take charge of their diets and make decisions about the food they are e@ifdjgard
2008. Consumers often have to identify and chose food using alternatives to sensory
judgements such as labelling or brandiigeernes 2012)Considering the difficulty consumers
have in establishing the qualitf food which often is defined through credence attributes that
are difficult for the consumer to trace before or after purchase, trust plays an influential part in
food choice(Rampl et al. 202). At the same time, consumers are time constrained and
consumption orientated which highlights the need of the consumer to trust actors of the food
chain © produce food that is meetintheir needs and expectations (Arnott 2007). Being able
to trust is an important factor of wellbeing and especially being able to trust the food

consumed is part of perceived quality of I{igerg 2004)
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On a more abstract than personal level, trust in food is important for the stability of the food
sector and assurance of food suphritz and Fischer 20Q7Although consumers have less
control over the food system, food provision has become more secure and congisjaarnes
2012) Trust in food can have an impact on the populations health and therefoi® critical

that the public can trust their food supply and governing agen@agpadopoulos et al. 2012)
Furthermore,a lack of trust in the food system can have far reaching economic iatipis
through the avoidance of food products from certain countries which affects the export of

goods from that regiotfvan de Brug et al. 2014)

2.2 Trust as an Abstract Concept

Trust is an abstract concept, which is widebed yet not clearly defined. Often used as a loose
term that could also describe concepts such as faith, hope or confidence, it has been
recognised that most definitions are based on the underlying principle of trust as a
WgAf Ay 3dySaaQ ahist asShailigzxye&atidns i Be trustéRousseau et al.
1998) The German sociologist Luhmann (1979 p.4) in his concept of Trust and $tatesy
(i K Itriist i$ia basic fact of social lifed / 2 Y LJur8stof lie icamtt®Odrganised through
systems in society such as law, however, these systems are not able to fully control the
AV2NRAYI GS YdzZt GALX SE yI (GdzNB @F2 vaLa BAES (&b 2hfy S
systef Q A & (0 KINEndrd K979)MNaigduatio, where there is insufficient knowledge
to underpin a decision or where a risk is involved that the decision made might lead to
disappointment, trust is a way of overcoming these isqiféson et al. 2013)
Different theories of Trust such as those of Luhmann (1979) and Giddens (1991) discuss trust
in the global or postmodern saiety, which is characterised by less institutional control
through influential institutions such as the church and more impact of the individual through
political and social rightéVisztal 1996)In relation to trust in food understandings of trust are
the most frequently citedSalvatore and Sassatelli 2008pth conceptualisationsategoise
trust into two forms, interpersonal trust and institutional or abstract tr(steyer et al. 2008)
While interpersonal trust is seen as a personality trait which is learned and mediated between
individuals in the differenttheories, institutional trust is placed in institutions or systems
(Meyer et al. 2008) Nevertheless, there are sstantial differences between the
conceptualisations of trust of the twsociologists. When analysing consumer trust in the food
system, the concepts of institutional trust are of interest. In Giddens™ (1991) presentation of
institutional trust, trust in tke representative of the system, for example workplace canteen
operators, is compulsory in order to trust the food systéWiilson et al. 2013)Faceless
systems such as the monetary system, represent a situation where the trustee thasagé of
knowledge and contact with the system and needs trust to bridge this(Bapwvn 2008)
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However, as lsown in Figure 2.3, faceless systems are rare and in most systems such as
workplace foodservice, the trustee or consumer in this case, has to also deal with delegates of
the system which is termed facewoftsiddens 291) Therefore in systemsvhere the trustee

has to deal with representatives of the system these can have an influence of the level of trust
placed in the institutior(Brown 2008) For the setting of workplace canteems both Germany

and the UK, consumers encounter contact with service staff and occasionally the contract

catering manager as represenis of the contract caterer.

Trust in faceless systems

Trustee System
(Giddens 1991 (Giddens 1991)
System |

Representative
(Meyer et al. 2008)

Figure 2.1Trust in Faceless Systems and Trusysates relying on faceworlkdapted from

Giddens (1991) and Meyer et al. (2008).

Contrary to Giddens’ definition of institutional trust, Luhmann sees institutional trust as a
multidirectional concept in the sense that trust in the food system is related to trust in other
systems and additiongllinfluenced by perceptions one has about representatives of the
system (Meyer et al. 2008). As shown in Figuret®udt in the system is preliminary to trust in
representatives of the system. According to Luhmann (2000) restoring trust in actors of the
food system at the micro level can be used to assure confidence in systems at the macro level.
One might trust their butcher or local restaurant although there is a negative attitude towards

the food system in general (Luhmann 2000).

Legal System

(Brown 2008

M ) System
onetary Food System Representative
System (Meyer et al.2008) (Meyer et al.,2008)

(Brown 2008)

Political

System
(Brown 2008)

Figure 2.2ZTrust in the Food System according to Luhmanmaetstanding 6 Trust. Adapted
from Meyer et al. (2008) and Brown (2008)
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2.3 Trust: Enduring or Vulnerable?

There is debatewhether trust is an enduring or vulnerable concept. Food practices and
purchases are regular and repeated which strengthens-neflexive trust, a way fo
consumers to deal with the complicated food system. Based on the Luhmannian approach to
trust, Bildtgard (2008) concludes that eating and food choice can be handled in two ways:
increasing control or through trust. However, due to the complexity of gwfsystem it is
difficult for the consumer to take control and the consumer has little option but to trust their
food supply. Once a problem in the system occurs, consumers start critically reflecting which
may lead to an alteration of current practic€Eruninger 2013)For Giddens (1991) trust is a
continuum which is unconsciously present until broken and distrust occurs. In
conceptualisations of system trust as showr.uhmann's (1979) and Giddens (1991) theories,
trust is not defined as a process including mechanisms to build or maintain trust (Wilson et al.
2013). Slovi€1993)proposes an asymmetry principle and discusses that gaining and keeping
trust is more complicated than losing trusEonsequentlythis means that according to the
asymmetry principle, assessment of trustworthiness is a constant requirement in order to trust
(Cvetkovich et al. 2002Lonsidering that Luhmann (1979) regards trust as a way of organising
and having a simpler society, having to constantigvaluate decisions in terms of trust would

be time extensive and hardly feasible. On the other hand, Luhmann (1988) refers to trust as a
conscious decision made after evaluating the benefits and possible downfalls of taking risks.
Risk is defined in the seae that there is a lack of information that can be used to make a
choice where the outcome is clear and anticipated. In a situation related to food, trust is often
associated with food safety, where the consumer takes the risk and trusts the producer to
provide him with safe foodVerbeke et al. 2007)To the consumert ioften is not visible
whether or not the food offered is safe and therefore, the consumer can decide to choose to
take the risk and trust the provider or n@tngku Fatimah et al. 2011jlowever, thedecision

not to choose the food does not automatically equate to distrust (Luhmann 1988). In the
Luhmannian (1979; 1988) concept of trust, distrust is not a clear opponent to trust but a
functional equivalent. Both are decisions that can be made to redareplexity in society,
however the decision to trust increases the vulnerability of the person placing the(faistva
2006) Distrust is rather a conscious withdrawal of trust tismot based on passive decisions

but can be practised within impersonsystemic relationshipéSalvatore and Sassatellid2).
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2.4 Reflexive Trust

Kjaernes (1999) criticised Luhmanm\gstems theory, as not sufficient enough to describe
active trust in food systems as it does not take into account the reflexivity of consumers when
making food choices. She demonstrates this by using the example of safety scarttials in
meat industry, where the consumer has the option to stop their meat consumption as one
extreme readon to the information provided. @hsumers may choose to avoid thinking about
the implications of the new information and disregard it or look for alternative types of meat
or meat production methods. This shows that in order to apply trust as seen in the
Luhmannian typology to the food systethe reflexive thinking and resulting different options
need to be taken into account. Bildtgard's (2008) concept for reflexivé shawvs similarities

to Luhmanrs (2000) differentiation between familiarity, confidence and trust as shown in
Table 2.1 as he disgishes between social bases for trgdbkinen et al. 2012Additionally

he draws onGiddens(1991) and adds the dimension of reflexivity to his concept of trust
(Bildtgard 2008). In his concept of trust, reflexive trust surfaces when habitual trust is broken
through a change in the system or when the consumer has gained new knowledge about
current pragices which lead to a reflection ofiem (Truninger 2013)Therefore, trust cannot

be assumed but is subject to active negotiat{btenderson et al. 2010)
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Table 2.1 Coparison of Luhmann and Bildtgardda@pted from Luhmann (2000) and Bildtgard

(2008).
Luhmann (2000) Bildtgard (2008)
Familiarity Emotional trust

9 Still part of trust development
1 Explains cultural ahnational
differences
Confidence

1 Expectatioswhich may lead to
disappointment

1 Possibility of disappointment is
neglected due to the rarity of its
occurrence

1 Strongly associated with habit and
routine, alternatives are not
considered

1 Can turn into trust when the choice
to make a decisiors available

1 Can be placed in systems and see|
at the macrolevel (food chain)

Trust

1 Familiarity and its experience form
an important part of trust

1 Placed in interpersonal relationshig
in a complex society that is
associated with risk

i Placed after considering alternative
and weighing up risks

1 Not always an active decisipoan
be associated with routine

9 Seen at the micrdevel: whilst there

1 Simple andconsistent,
reoccurring and unconsciously
accepted (eg. Meat is from
animals).

9 Past: religion controlled
difference between familiar and
unfamiliar

1 Familiarity less important in
modern society due to critical
self reflection

might be a lack of confidence in the
food chain, actors of the food chair

(Butcher, Green Grocer) can be
trusted

1

= =

Trust in people that are
emotionally connected with the
trustee

Child trusts mother to provide foo(
Trust based on shared norms and
values

Habitual trust

1

1

Everyday practices (food selectior
or purchase) are made through
habitual choice

Food systems are complex; limitir
the ability of consumers to take
control of food choice

Policy generated habitual trust:
underlying knowledge of
consumers that authorities
regulate the food system

Reflexive trust

il
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Consumers are challenged by
multiplex food systems and
conflicting information to make
reflective choices regarding their
food

Includes decision about what
information and what actors of the
food chainto trust

Consumers question current food
habits due to increased knowledg
about food scandals; can lead to ¢
re-evaluation of options available



2.5 Trust in Food Survey

Although there is a considerable amount of literature that consists of theoretical
understandings of trust, therés a lack of studies empirically evaluating trust (Meyer et al.
2008). Truninger (2013) affiliates with this argument by criticising thefhigis on humanistic
approaches to trust and that there is a lack of research beyond the humanist perspective.
The Trust in Food project was a comparative analysis of social and relations theories in order
to examine consumer trust in food systerfS@hen 2013) It was based on individual and
institutional data in six European countries: Denmark, Germany, UK, Italy, Norway and
Portugal(Poppe and Kjaernes 2003)utcomes of the Trust in Food survey showed that the
three European countries under investigation (UK, Denmark, Norway) that had high dével
trust had a clear understanding of the responsibilities between consumers, government and
actors of the food chain in common (Kjaernes et al. 2007). Low levels of trust were seen in the
remaining three countries (ltaly, Portugal and Germamyhere there is no agreement in
regards to responsibility between different parts of the system and consumers struggle to
ascertain a trustworthy representative (Kjaernes et al. 2007). Differences between trust levels
in European countries show great variations ethicannot be explained through socio

demographic or country specific cultural traflzoppe and Kjaernes 2003)

2.6 Different Cultural and Institutional Food Related Trust Theories

Trust theories in relation to food can be divided into informational explanations, cultural and
normative typologies of trust and institutional performance approactigsernes et al. 2007)

The first line encompasses explanations based on the impact of information as shown in the
knowledge deficit approach (Poppe and Kjaernes 2003). Secondly variations in trust levels can
be explained through cultural gtifications where there is an emphasis on interpersonal trust

as a requirement for trust in institutions (Kjaernes et al. 2007). Thirdly, institutional concepts
of trust which are based on the assumption that institutional trust is linked to achievements

and operations of institutions (Poppe and Kjaernes 2003).

The different approaches are shown in Table 2.2. Pan European data isdfet@ariations

in levels of trust cannot be associated with universal consumer distrust or to consumers’ ability
to evduate risk (Kjeernes et al. 2007). Additionally, as national levels of trust change over time,
this cannot be the reason behind the distinctive differences between trust levels in different

countries. Thereforgit is suggested that differences between difnt countries in regards to
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trust levels can be explained through differences in market structure, governance and food

systems (Kjeernest al. 2007).
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Theoretical
approaches to
Trust and Food

Summary of main points

Critique

Cognitive Trust

Distrust in risk
society

Trust as social

= =4 -4 -8 -8 _a_9_9_-°

= =4 =4

ERE

Trust related to individuals™ perception, evaluation and action upon risks
Consumers react to expert information by making judgements based on own b
Depending on perception, risk communication can lead to distrust

Experts criticiseonsumer decisions as unreasonable (lay ignorance)
Knowledge deficit model: consumer reaction steered by lack of expert knowled
Communication of information as the major channel of trustworthiness
Reactions to crisis have changed as society ev@g®eck 1992)

Uncertainty and ignorance are underlying causes of distrust

Consumer has the freedom of choice, yet power is limited through structural
constraints, inadequate knowledge, unbalanced relationships and uneven
distribution of resources

Risks are difficult to interpret leaving the consumer with a feeling of uncertainty
which is underlined by the asymmetrical relationship between consumer and fo
industry

Uncertainty can lead to distrust

Trust as a building block farfunctioning society based on shared norms
Confidence, a prstage of trustis developed early in life and strengthened throus
interactions with social systems and networks

Confidence can evolve to trust énsociety that shares enduring norms

Trust is basic part of structure in systems (Luhmann 1979)

Uneven division of resources leads to different kinds and magnitudes of trust
(Putnam et al. 1993)

Based on trust developing on shared norms, institutions reduce the degree to v
collaboration depends on personal interactions

Inafood context: lirk between consumer and market interaction, relationship
between food industry and regulatory bodies

28

Research focus on communication of
risks; not on the actal interaction
associated with food items

Focus still on uncertaigtand risk which
are discussed as the macro level
Distrust is discussed at the individual
level

Emphasis on health hazards and
environmental hazards

Changes in the food sector resulting ir
distrust have led to the development ¢
new forms of organisation

Less emphasis on risk and distrust
compared to the above two theories.
Approach part of cultural theories
based on shared norms

This established trustan help to form a
trust relationship with institutions



Consumer 1 From an economic perspective, consumer sovereignty is assufhec¢onsumer 1 More market orientéed approach

power and food has free choice based on individual preference and information provided 1 Consumer has power and choice over
choice (Scholderer and Fresv 2003) food production
1 Food purchases are often made routinely, emphasising the trust between buye
seller

1 Consumption is part of daily life, influenced by social environment in terms of
availability of food, preferences, financial means etc.

T Institutionalisedconsumption through routine action; consumer power influence:
trust

1 Purchases are influenced by habit which signals underlying trust, which is
unreflective, embedded in daily routines where it is reinforced by experiences
(Misztal 1996)

Institutional 9 Trustis associated with institutional and/or political performance; good 1 Institutional trust theories have a
trust performance can lead to trust in the institution and vice versa greater focus on the influence of
9 Trust can link consumers to irtstiions that act in their interest, increasing the market and politics compared to

importance of governance given to the consumer cultural theories

1 Consumer scepticism can fuel discussions about current system and lead to m
consumer involvement or drive distrust

T Institutional performance is analysed time background of other institutional
performances

1 Explains international differences of trust on the various ways of market
organisation and structuréRothstein 2000)
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Institutionalised
relationships of
trust

Determinants
of trust in
institutionalised
arrangements

= =

= =

Stresses the importance of both cultural and institutional trust theories
Challenges consumer sovereignty due to imbalanced relationship between
consumer, food industry and governance

Trust placed in the actor of éhfood chain to meet shared values and expectatior
not in the product itself

Consumer has to trust that shared values are met as consignet able to control
system but checked by governing institutions

Developments in technology and the market l¢ade-evaluation of shared values
on a societal basis

Distrust can develop if the consumer is doubtful that his interests are protected
Consumer will actively decide whether or not to trust actors of the sygteitdens
1994)

Different forms or levels of trust; differentiation between trust in personal or
network based relationships and less personal and more formal relations (Salv
and Sassatell004)

In modern society most relations have enpersonal character

Many consumers express desire to have a closer bond with actors of the food
industry and actively seek for actors who share their values; growing popularity
farmers™ markets

Institutions try to increase transparency in order tdaddish a connection to the
consumer so that routinized consumeust in institutions can be built

Branding and other strategies are used by food industry stakeholders to emphz
their commitment to meet consumer expectations

Table 2.2 Different TheoreticApproaches to Trust in Fooddapted from Kjaernes et al. (2007).
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Challenges consumer sovereignty
Emphasises the asymmetrical
relationship between consumer and
food industry

More rounded approach ackmdedging
all actors of the food chain

Taking into account developments of
the food system, this approach
describes how trust can be
differentiated between different kinds
of relationships.



Summarising the different approaches outlined in Table 2.1 and 2.2, trust can be seen as
reflexive and cognitive. In reflexive trust, consumers are facing decisions about what
information and which actors of the food chain to trust. These decisions are influenced by
increased consumer knowledge about past issues in the food chain waitlead to a re
evaluation of options available as well as current food habits (Bildtgard 2008). kehcef

trust is not a continuum but subject to active-negotiations and reevaluation. Similarly to
reflexive trust, cognitive trust is focused on trust after the evaluation of risk. Hereby, trust is
NBflIGSR G2 O2yadzYSNAEQ LdSipad SskJIITRILcArEbe BiifiénEedby( A 2 y
expert advice as well as based on individual perception which may not be evidence based
(Kjaernes et al. 2007). When making food choices in workplace canteens, consumers have little
information on the food they areating. Simultaneously though, knowledge about issues in
the food chain such as the horsemeat scandal can lead to consumers evaluating the risk of
purchasing food in their workplace canteen as welkassidering alternatives of purchasing

food elsewhereCombined with personal perceptions about the relevance of the issues in the
food chain, all these factors impact upon consumer trust in both food served in workplace

canteens as well as trust in canteen operators.

Consumer
Knowledge

(Bildtgard 2008)

Personal Perceptioiiaadts Issues arising in thg
(Kjaernes et al. influencing eIl €T
2007) Trust (Bildtgard 2008)

Evaluation of Risk
and alternatives

Figure 2.3 Factors influencing Trust. Adapted from: Luhmann (2000);
Kjaernes et al.2007 and Bildtgard (2008).
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2.6.1Knowledge Deficit Model

Considerable amount of research into trust in food has been based on theories, that past food
scares, agrictdral regulations and practices in the food chain have alienated the consumer
from the food production and led to distrust in fogeden et al. 2008aYhe knowledge deficit
model proposes that the provision of better information can close the gap between consumer
and producer and demonstrate the trustwortl@as of actors of the food cha{Brunsting ¢al.

2013) However, this has led to an overwhelming amount of information for the consumer to
process(Eden et al. 2008a)Additionally, information provided to the consumer can be
misunderstood and confusing and as shown in previous research studies, even positive
information provided to the consumer nahave a negative effect and result in distrust
(Scholderer and Frewer 2003; Poortinga and Pidgeon 20Bddh studies focus on the
acceptance of information on Genetically Modified food and have shown thairbyiding
consumers with information about the benefits does not change consumers attitudes towards
this food production method (Scholderer and Frewer 2003; Poortinga and Pidgeon 2004).
More recent research from another European country, Romania, in oelat Genetically
Modified food has shown that people who are actively searching for information have more
negative attitudes towards this food production methdgblistor 2012) However, research

from the USA has shown that providing consumers with knowledge about Genetically Modified
food can be one of the factors leading to a more positive attitude towards this production
method (Cuite et al. 2005)

Critics of the knowledge deficit model have challenged this type of approach stating that a lack
of information is not the sole \son for distrust. Rather conflicting information or complicated
relationships between the provider of messages, social context and past experiences can
influence trust in the food chaiWynne 1995) Furthermore, it was concluded that people
use experience, subjectively judged knowledge and perceptions of risk to make decisions
rather than basing theseon scientific kowledge (Nistor 2012). The perception of risk
expressed by consumers might not reflect the actual risk as evaluated by experts and
consumers in the UK have shown strong reactions to past food s@émeght et al. 2007)This
perception of high risk, even if this does not evince real risk, is described as -ypert
discrepancy and can lead to distrust in consumers and have consequences for the consumer
himself and the food mé&et (Hansen et al. 2003; Berg 2004jthough the knowledge deficit
model ams to reconnect the consumer with actors of the food chain through the provision of
information which signal trustworthiness to the consumer, research in this field is mainly
focussed on Genetically Modified food and there is a lack of research into dithensions of

the food chainEden et al. 2008b)
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2.6.2 Consumer Sovereignty Theories

From an economical perspective it is underlying that food is produced and otizredet the
demands of the consumer; the consumer has power over the food system and is motivated by
individual utilitarian orientation to gain maximum representation of their Seférest
(Kjeernes 2012)Whilst often seen as the basic principle of the market, in the food system it is
especially the retail sector which claims to provide the consumer with products desired. Yet,
the concept of consumer sovereignty is too simplidlawson 2013)Not only is the consumer

the driving force behind consumption in the liberal concept, he also has the right to get
information about food products and to make choices as to how food should be produced
(Korthals 2001). Especially supermarkets and the development of new products hav
influenced eating behaviour in past decades and retailers direct consumer choice through set
boundaries (Gardner and Sheppard 1989; Dawson 2013)gh demands of consumers
alongside their power of the food system are often named by the food industry as reason for
detrimental developments in the food chain and the relationship between consumertlaad

food industry is antagonisti(Holm 2003) On the one hand, consumers criticise thabdo
offered does not meet their needs and expectations, representatives of the food industry on
the other hand oppose that the consumer is unreliable and driven by price rather than quality
(Holm 2003). There is a discrepancy between consumer demandswer firice and higher
quality which has implications for both consumer and produ@esng 2003)In order to
increase confidence in the food system, arguments from both sides, consumer and industry
perspective need to be considered and commitments m@ethals 2001)

Based on the concept of consumer sovereignty, consumers chose products that are of high
benefit to them and do not consider the effect their decision will have on other people, making
them passive and apolitical. However, the modern consumer is activehengurchasing
intentions and needs reflect the consideration of other people and consumers have organised
themselves to be heard through nongovernmental organisati@kerthals 2001; Kjeernes
2012)

Consumers regard the food system as not worthy of their trust which can partly be influenced
by similarity confusion proneness, similar products on the market as well as confusing
advertising and information can lead to a perceptlmnthe consumer that tfs isa deliberate
action of actors of the food chain in order to mislead théwalsh and Mitchell 2010)
Additionally, confusing information in the form of labelling or no available information can
have an impact on the levels of trust pladedood as consumers feel that industry place their

interests in front of consumer interes{gValsh and Mitchell 2010)
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2.7 The Active Consumer

Problems with food quality, including food safety issues, can decrease the trust placed in the
food chain and in governing organisatiof@oveney 2008)Public health crises have had a
detrimental effect on consumer trust in the food safety regulatory system but as the health of
the population relies upon the accessibility of safe food, public trust indbd tafety system

and its representatives is of high importance (Papadopoulos et al. 2012). Not only do
consumers have expectations that food provided is safe and of high quality, based on EU and
country specific legislation, it is the public’s right to grevided with this (Jochelson 2006;
MazurkiewiczPizo and Pachueamulska 2012). Additionally, past food scares have had
characteristics where it was difficult for the consumer to identify a problem with their food if
this was adulterated or unsafe (Pamgmbulos et al. 2012). Even though it is the role of all
stakeholders of the food chain to ensure the provision of safe food, different parts have
different tasks(de Jonge et al. 2008)

Consumers have different expectations in food that are associated with health or ethical
concerns relating to food productiofMeyer et al. 2014; AschemaiWitzel 2015) When

these expectations are not met, there is not only an absence of confidence but also expressed
distrust demonstrating consumer dissatisfaction with food productifijeernes 2012)
Consequently, consumers look for alternative methods that meet their needs. In order to
maximise utility, food on offer is evaluated and those products reflecting preferences and
values most chosenLusk and Briggeman 2009Yalues are defined as fundamental
preferences, which guide the choices one makesthe market (Becker 1976) Personal
attitudes, beliefs and behaviours are formed based on values which act as madiiviato
actions. They differ from attitudes in that they are trasituational guides that are more
content and situation specific, therefore, considered to be better predictors of behaviour
(Genc 2013)The main contributors to the understanding of values havenbieokeaclt{1973)

and Schwartz1992) Rokeach's (1973) eighteen values represent a stablef setliefs which

are used to justify one’s actions and assess the self and other people (Schwartz 1992). Building
on the developments of Rokeach (1973), the Schwartz (1992) model of values are 56 values
which represent threeculturally universal prerequisés for human existencevhich are the
WySSRa 2F AYRAQGARdzZ f&a a oA2f23A0Ff 2NHIyAa
survival and welfare needs of grodp@ouveia et al. 2014Furthermore, Stern et a(1993)
classify that consumer attitudes rest on egoistic, altruistic or biospheric value orientations.
Therefore, values reflect motivational meerns and goalgSchwartz 1992) The value

orientations tassified by Stern et al. (1993) are related to behavioural intention incorporating
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beliefs about the possible adverse consequences. Additionally, the values identified by
Schwartz (1992) can each be classified to fit into one of the value orientationsfiei® by

Stern et al. (1993). However, values which were identified by Rokeach (1973) and $zhwa
(1992)as well as the value orientations identified by Stern et al. (1888not directly related

to food (Lusk and Briggem&®09). Nevertheless, these theories have been used to explain
food preferences and attitudes towards foods. This has especially been the case in research on
attitudes towards genetically modified and organic food as well as sustainable food production
(Dreezens et al. 2005; Vermeir and Verbeke 2008)rough meansnd chain analysis of food
related scenarios a set of eleven food values, which are visualbemied in Figure 2.5, was
developed as an abstraction for product attributes that reflect consumer expectations (Lusk

and Briggeman 2009).

Environmental

Impact

Appearance

Food
Values
‘ @

Figure 24 Food Values influencing Consumers™ Food Chéazgpted from Lusk and

Briggeman 2009

These food valkes do not represent food attributes but values which can be used to analyse
differences in food choiceand consequently informational needsusk and Briggeman 2009).
Awareness of importangeconsumers attach to food values is relevant in order to identify

flaws in the food production and guidance policy that protects the consuthesk 2011)The
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conception of food values has been widely used to understand consumer behaviouttionrela

to organic food consumption, increase of popularity of local food and consumer emphasis on
fairly produced foodChang and Lusk 2009; Toler et al. 2009; Hjelmar 2011; Zak&ieskans
2011) Furthkermore, these trends of consumer focus in regards to food can also be seen as an
alternative to main stream food production methods and chosen by consumers due to greater
trust in these systems as shown in motives for organic food consumgioystallis et al.
2006) Consumers live their lives according to their values; as identified above consumers
have differentpriorities of food values and have the right to have a choice of foods that meet
their values(Brom 2000) The food valuesf environmental impact, naturalness and fairness
are of a high importance and can act as reasons to decide to buy organic produce. Consumers
trust this production method as it reflects their values which has an impact on the
development of trust. Peoplédrfd it easier to trust those who share their norms and values
(Heimbirger and Dietrich 2012)

2.8 Sociedemographic Differences of Trust in Food

There is not only a difference between the levels of trust in different countries but also within
different socioeconomic categories in one country. People of a higher socioeconomic status
are more trustful in government information and have a higher usterding of technological
advances in food productiofTulloch and Lupton@2) In comparison, consumers of a lower
socioeconomic status have greater faith in personal recommendation, informal information
sources and recommendations made by the meéiewer et al. 1998)Additionally, there are
differences between age groups and gender; younger people are less concernetbedth
issues which could be explained through their little involvement in food preparation
(Henderson et al. 2011Jurthermore, people who have an interest in health due to being in
charge of a family or suffering from illness may consider other aspects of food and are more
actively looking for information which can lead to a decrease in tr(cylor et al. 2012;
MyungJa et al. 2013)Women are more concerethan men regarding issues associated with
food quality and safety and the same is applicable for older pe@lersiey and Scott 2000)

One reasa for this could be the fact that in most countries, women do the majority of food

shopping and food preparatiofWorsley et al. 2013)
2.9 Trustin Actors of the Food Chain

Trust levels vary between different representativet the food system defined as food
production and retail of food, as well as sources of informafMaijnders et al. 2009)After a
replication of the Trust in Food Survey in Australia in 2009, it was found that although trust in

politicians was low, moderate trust was placed by consumers in media and supermarkets
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(Henderson et al. 2011)A different study using elements of the Trust in Food Survey in
Australia and European countries that investigated the le¥elomsumer trust in the telling of
truth at the time of a food scandal found that there is low trust in politicié@eveney et al.
2012) There has been criticism that the media, a source of information which consumers seem
to trust more than politicians and government institutions, overemphasise issues related to
food quality which can have an effect on consumer t(stight et al. 2007)

Dutch research has shown that consumer trust in food manufacturers increases the overall
trust in the food systemampared to the role trust in government and other actors of the food
chain play(de Jonge et al. 2008This could be the casaie to consumer perception that the
government has the greatest influence on food safety followed by food manufacturers in

comparison to retailers.

2.9.2 Trustin Agriculture and Retail

Consumers are removed from the way their food is produced and are relfaanonymous
institutional arrangements that govern food supply, which highlights the importance for an
efficient communication oftonsumer criteria of importancé&om food producers(Thorsge

2015) Additionally, products have become increasingly complex with more attention paid to
credence attributes implying a greater gap between food producers and consu(Fischer

2013) Food producers and agricultural organisations have been criticised to struggle with an
effective communication of agricultural practic&stebner et al. 2015)

Issues in the food system hatiad an impact on consumer trust in agriculture. Especially, the
BSE crisis, salmonella outbreaks and the horsemeat scandal challenged the credibility of the
food system and led to a decline in trust in agricult(d®bots and Coke2013; Thorsge 2015)

2 KSy O2yadzySNAQ SELISOGIFGA2Yy&a Ay F22R | NB @A
the issue rather than the message of the issue communicated (Le Poire and Burgoon 1996).
Furthermore, misleadingnformation communicated to uninformeadonsumers has led to a
decline in trust placed in agricultu{&tebner et al. 2015)

Dissimilar to low consumer trust placed in agriculture in the EU, farmers appear to be the most
trusted actors of the food chain in Australia as shown in the Australian Trust in Food Survey
(Henderson et al. 2011Dne explanationdr this might be that Australia has not suffered from
food scares as heavily as the EU or that Australian food is safer in comparison to imported food
(Henderson et al. 2012Qustralian research has shown that food safety issues are ettt

be a greater problem in the EU and that tight regulations in Australia keep risK€Ctmwmeney

2008) Similar findings to the results of the Australian Trust in Food Survey were found in the

USA where farmers abgside university scientists and environmental organisations were
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classed as trustworthy in comparison to government agencies, food retail outlets and food
manufacturerglLang 2013)

There is higher trust placed in the retail industry, which is closer to consumers compared to
food producers themselves. Trust is created through communication stesteigat bridge the

gap between the food industry and the consumers. This can be done either through increased
transparency or ideologically(Phillipov 2015) Aspects which consumers value about
alternative food production are used to portray conventional farming practices. Hereby,
mixtures of advertising and representational strategies are used to portray the image tha
customers can know where theéwod hascome from. One example of thisthe presentation

of farmers in retail campaigns that imply to consumers that their purchasing decisions benefit
individual farmers and families rather than a large cooperafhillipov 2015)Food products

are embedded with valu&aden information so that consumers can relate to places, values and
individuals involved in the food productigithorsge 2015)in spring 2016, the retailer Tesco in
the UK has been criticised for selling meat and vegetable products under the range of British
sounding farms that were neexistent to portray the image that products were sourced by a
specific farm, aiming to meet customer expectations in regards to proven&eedtt 2016)

The horsemeat scandal amother recent issu¢hat occurred in the food chain, whereby food
advertised as containing beefas found to contain undeclared or improperly declared
horsemeat. Different to previous food problems, products containing horsemeat have also
been sold inworkplace canteengAbbots and Coles 2013yigure 2.6, illustrates the wave of
trust from low in agriculture to higher in retail, and where currently the evidence is unclear in

workplace canteens.

Highertrust in the
retail sector, high
visibility to consumer Trust in public
through sector foodservice:
communication and unknown
labelling(Rampl et al
2012; Phillips 2015

Low trust in
agriculture and actors
involved in this sector
(Stebner et al. 2015;

Thorsge 201p

Figure 25 Wave of Consumer Trust Placed in Different Actors of the Food System
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2.10Eating Out

Lifestyles in both high and low income countries are ever developing and changing which
influences patterns of foodonsumption(European Commission 201@ne of these changes

is the increase of eating out which for many people has become an integral part of modern life
(Benelam2009). One in six meals are estimated to be consumed out of the Ifbfikielsen
2011) In Europe, public catering and fast food restaurants contribute the most to eating away
from home(Lachat et al. 2012)This rise in eating out is caused by multiple factors: increased
disposable income, changes in traditional family structure, greater availability of food items
and globalisation(Ali and Nath 2013)A lack of knowledge of food prepai@t and cooking

skills as a result of the aforementioned factors has also been suggested to contribute to the
decrease of traditional meals consumed at hofBeliah et al. 2012)

Eating patterns have changed from meals taken together with the family to more irregular
food consumption as cultural norms around foods have changed (Kjaernes 2012). One of the
main aspects of the traditional meal at home is that it eabituallyprepared by women; this

was embedded into several cultures and religiatnich has changed for mampeople (Goyal

and Singh 2007) Meals consumed inside the home now might not necessarily have been
cooked from scratch due to the high availability of ready to eat f@@dlnik et al. 2012)
Additionally, eating out as a family or alone has become one of the most polaisare
activities and might not often take place due to hunger but as a social agtieifgezende and
Silva 2014)

2.11 Dining Out Trends

Foodservice is a dynamic and volatile industry. The interests of customers when eating out are
constantly changing and expectations in the industry to adapdyieamicdemands are high
(Marcovic et al. 200). Whilst local and traditional food has regained importance when eating
out, this has not affected customers™ curiosity for foreign cuisine especially ethnic foods
(Bugge and Lavik 2010; Lachat et al. 20PBrt of the reasoning behind these seemingly
contradictory trends could be a more multicultural sociefRoseman et al. 2013a)
Additionally, previously considered foreign foods such adiati or Chinese have been
established in the everyday diet and are widely accepted and demonstrate a demand for more
ethnic foods(Roseman et al. 2013aktthnic street food is a key trend ihe UK and driven by

both increased diversity in culture and interest for new flavours such as Caribbean or Japanese
dishes(Mintel 2016b) Depending on the occasion of the meal, there might be a stronger focus
on traditional food and meal settings according to cultural custom where rituals that express

the belonging to societyde Rezende and Silva 201#) Germany, in comparison with other
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European countries such as France, ther@asoverarching traditional dish and there are
differences between several regiofisleinzelmann 2008)Therefore, the emphasis on local
food is underpinned by the demand for local traditional dishes oregpecific dishes that are
based on ingredients that are available locgieinzelmann 2008)urthermore, knowing the
source of origin of food may give people reassurance in their food sele@tleming et al
2008a) Consumers are also becoming more socially responsible. Around 25% of consumers
are interested in ecdriendly and ethical business practices, sustainability, fair treatment of

animals, reduction of carbon footprint and locally sourced fooen(iitig et al. 2008).

Customers also have shown appetite for more healthy food including dishes that consist of
fewer calories than usually encountered as well as having more vegetables served with food
ordered (Lachat et al. 2011; Roseman et al. 201%x)nsequently, restaurants are trying to
attract customers liat have an interest in a healthy lifestykespecially as it has been noticed
that non-availability of nutritional dishes can lead to health concerned consumers eating out
less frequently(Hwang et al. 2012)ollowing these trends and dining in establishments that
offer food that meets the desires of customers often is associated with extra cost and
especially attracts the urban middle clg&igge and Lavik 201@urrently niche markets for

more ethical products such as local food, organic or fair trade are tailored towards educated

and wealthy consumer§lohnston et al. 2011)
2.12 Reasons for Dining Out

Consumers eating behaviours are influenced by various factors including physical, social and
cultural contexts(Mikkelsen 2011)People eat oufor different occasions and reasons which
also is associated with different behavio(Rashid 2003)There is an apparent distinction
between eating away from home for hedonic reasons in comparison to utilitarian motives for
eating out(Lim and Ang 2008Yime of day can have an influence on thsgating out in the
evening is more often associated with social aspects whilst eating away from home at
lunchtime habituallyis driven by the need to satisfy hunger (Bugge and Lavik 2010).
Furthermore, perceived necessity to eat away from home through laic time or food
preparation ski can result in frequently visiting catering outlets. However, the amount of
times a catering outlet is visited might not automatically indicate that it is visited due to
provision of high quality food. A roadside catgrimutlet for example might be visited
repeatedlybut convenienceften plays a greater role for purchase of food than qugBygge

and Lavik 2010) Whilst for some people dining out in a food venue is used for pleasure the
same venue can be used by others for functional reasons. Especially amongst young diners,

fast food outlets arghe venue of choice when eating out as they are a place used to socialise
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with friends whilst older customers regulanise these establishments for different reasons,
mainly conveniencéRydell et al. 2008; Larsen et al. 2011). Additionally, there dfereint
priorities when eating out; when young people eat in fast food restaurants they do not expect
high quality service but when eating out in full service restaurant the expectations towards

food quality and service change (Harrington et al. 2012).
2.13 Demographic Segmentation in Foodservice

Foodservice attitudes and behaviours are influenced by demographic variables and often
grouped into generations that combine shared traits and behaviours (George 2011). This
approach to segmentation has becomery popular and as summarised by Valkeneers and
Vanhoomisen (2012), the main focus of research is on the generations of the Baby Boomers,
Generation X and Generation Y. Figure 2.1 gives an overview of the different generations and
their age ranges. Unddaending the similarities and differences between generations is of
importance in the foodservice industry in order to target each generation based on their
attitudes and values (George 2011). Additionally, each generation can be targeted using
different cammunication technologies (George 2011). Especially Baby Boomers and
Generation Y are of interest to the foodservice sector due to their size and representative

purchasing power (Parment 2013).

Traditionalists ‘

Born
19251945 (UN Pension Fund 2006)
Baby Boomers @\
Born
19461964 (UN Pension Fund 2006)
"Generation X
Born
. 19651980 (UN Pension Fund 2006)
Generation YMillenials)
Born
1981-2000 (Jang et al. 2011)
Generation Z @
Born

Post 2000 (UN Pension Fund 2006)

Figure 26 The Generations. Adapted from United Nations (BBijision Fund (2006); Jang et
al. (2011)
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2.13.1Baby Boomers

Baby Boomers were born between 1946 and 1964 in a rising post war economy (United
Nations (UN) Joint Staff Pension Fund 2006). Characterised by a revolutionary outlook,
consumers of thiggeneration have travelled well in comparison to older generations and
hence gained insights into many food cultures (Parment 2013). Therefore, there is demand for
different culinary foods when eating out. However, as the mature part of this generation is
reaching retirement age, there is a greater focus on healthy foods as a consequence of a high

prevalence of nortcommunicable disease this age grougWorsleyet al. 2013)

2.13.2Generation X

Generation X or Busters, born between 1965 and 1980, have felt the impact of the economic
recession more than other generations. Compared to the other generations, this cohort is
considerably smaller and described @sagmatic and often pessimistic as they are conscious
about having to pay contributions for the considerably larger generation of Baby Boomers
(Timmermann 2007). They are technologically savvy but unlike Generation Y have adapted to
technological changegather than growing up with technology (Timmermann 2007).
Additionally, they are more loyal towards brands and employers than younger generations
(Reisenwitz and lyer 2009). Although there is a lack of research into food behaviours of this
generation, techological knowledge and loyalty are aspects that are important to consider in
foodservice trends. Furthermore, having less disposable income than other generations can

have an effect on both frequency and amounts spend per occasion.

2.13.3Generation Y

There is increased focus on the dining out behaviour of what is referred to as the Generation Y
or Millennials, born between early 1980s and 2000 (UN Joint Staff Pension Fund 2006). Having
grown up during a period of economic growth and the emergence of evepment, this
generation is confident and techragically adept (Parment 2011)-urthermore, this
generation has a high frequency of dining out and amounts spend per head (Jang et al. 2011).
Additionally, this generation has been growing up with the insecaf eating out and has
adapted to this behaviour partlpecause this generation lacHenowledge about food
preparation (Todd Webster 2013). In comparison to Generation X and Baby Boomers, there is
a greater motivation to consume for status amongst constsrof the Generation Y (Eastman

and Liu 2012). Sensitive to reference groups, Generation Y consumers want to display their

consumption to their peers (Kim and Jang 2014).
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2.14 Socieeconomic Status

Lower socieeconomic status has been associated with lowestary quality in general and
increased consumption of fast food (Thornton et al. 2011). Additionally, there is a lower
consumption of foods away from home in néast food restaurants amongst people with a
lower income (Thornton et al. 20)1 There is anincreased risk of developing neon
communicable diseases such as cardiovascular disease and diabetes amongst people with a
lower socioeconomic status (World Health Organisation (WHO) 2003). In the UK, data from the
National Diet and Nutrition Survey has falithat more than one quarter of adults ate out
once per week or more with young adults eating out more often than ave(adams et al.
2015) Differences in socioeconomic status, however did not influence the frequency of eating
out per se but rather the type of food outlet visited. Whilst adults from higher socioeconomic
backgroundsate out in restaurants more often, adults from lower socioeconomic background

did not eat out less frequently but ate more tak@vay mealg¢Adams et al. 2(H).
2.15 Diet and Disease

Health is largely influenced by dietary patterns over the life course (WHO 2003). Prevalence of
diet related diseases are epidemic not only in high income but alsevier imcome countries.
Especially coronary heart disease , high blood pressure, capper2diabetes and obesity are
non-communicable diseases that are related to dietary inté&apacci et al. 2012AIthough

these conditions may have multiple causes that are correlated and act accumulatively over the
courseof life, diet playsan important modifiable factofWillet 2013).

Historically, the high prevalence of obesity and other diet related-cmmmunicable diseases
was seen as problem of the individual, but now there is greater recognition of composite
actions that can be taken to improve this public health isgl@gensen et al. 2010The
increasing trend of eating out has been linked to the rise of overweight and obesity and it has
been recognised that restaurant operators have got the potential to empower their guests to
make better dietary choice€ranage et al. 2004[ating away from home is associateith

higher intakes of sugar, fat and starch and less intake of fibre. Additipaating out is often
correlated to intake of foods that have a lower micronutrient profiRrfanos et al. 2009)

The established link between eating out and higher consumption afgyngense food is often
blamed on fast food outlets. Nonetheless, it has been proven that eating out regardless of
eating venue, provides higher energy intakes at mealtimes compared to food prepared at
home (Binkley 2008). Concurrently, people may giveeathy lifestyle high importance, but

when it comes to eating out consumers can feel that this is a treat and select dishes of less
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nutritional value. The inconsistency is observable even in those dining out on several occasions
per week (Choi and Zhao 201

The World Cancer Research Fund's NOURISHING framework of food policies to promote
healthy diets, consists of three domains of policy action: the food environment, food system
and the way communication can be used to change behayibébbe et al. 2013)Dietary
patterns are influenced by access to food in terms of physical availability of food and also by
availability of healthy foods. Therefore, the opportunity for calongake is an important
modifiable factor in the development of obesity and some environments are more obesogenic
than others hencepromoting weight gainlMackenbach et al. 20140besity is the most
common and costly health problem which also is a risk factor in the development of other
aforementioned norcommunicableconditions (Pérez Rodrigo 2013)Additionally, dietary
behaviours are shaped by food producers, manufagsiand retailers through their products

that appeal to the taste of the consumer and perceptions about portion gizédbe et al.

2013) Not only the food system itself is changing hlso the role of the individual within the
system is under constant chand¥®idgen and Gallegos 201utrition policies in Europe

acknowledge the role the catering sector can plaghaping dietary behavioytachat 2011)
2.16  Business and Industry Foodservice

Workplace canteens can be managed either by public authority and called in house or by a
catering company referred to as contract cater{iBgrgstrom et al. 2005he management of
workplace canteens by contracterers is referred to as Business and Industry, which will
form the setting ofinvestigation for this research.

Public sector foodservice is also referred to as a cost sector, where meals are supplied out of
necessity rather than the focus of making fir@and is expande¢h facilities such as hospitals,
schools or staff canteens. Usually funded by taxes or parliament grants, the aim is the
wellbeing of the community and not to distribute profit; any surplus of revenue over
expenditure will be reassignetb improvements to service or reduction of charge (Mullins
2007). The increased privatisation of public sector organisations has led to an alternative
classification of profit and nefor-profit organisationsAdditionally, there has been increased
goverrment pressure to ensure cosfffectiveness and prate sector investment, termed
Business and Industrys the norm(Mullins 2007). Figur@.2 showsdifferent facilities that

form part of public and private sector foodservices. In the UK, contract caterersstimated

to have delivered 1,607 million meals in 16.583 canteens including workplace canteens,
schools, colleges, universities, hospitals and healthcare services as well as othaofiton
outlets (Diamond et al. 2012Although in the past ofteneen as a side line to public services
such as hospital treatments, foodservipeovided in these settingsowadays is seen as a
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powerful tool to promote healthier eating habits and improved sustainability within

institutional settings (Mikkelsen 2008)
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Public Sector Foodservice

Private Sector Foodservice

Education Institutions: Schools, Colleges,
Universities (Gregoire and Spears 2006)
HealthCare: Hospitals, Rehédibation Services
(Barrows and Powers 2011)

Long Term Care: Care Homes for the Elderly
Specialist Education Provision (Barrows and
Powers 2011)

Protective Organisations: Armed forces, Polic
Ambulance, Fire (Edwards 2013)
Correctonal: Prisons (Barrows and Powers
2011)

Open Market

f

Limited Service/Fast Food incl. Franchise,
Coffee Shops and Takeit Food (Gregoire
and Spears 2006)

Full Service: Casual Dining, Fine Dining
(Gregoireand Spears 2006)

Hotel Restaurants (Barrows and Powers
2011)

Food Provision at Events and in Amusemg
Facilities: Sport Events, Zoos, Parks etc
(Gregoire and Spears 2006)

Transport Catering: Airports, Train Station
Petrol Stations etqGregoire and Spears
2006)

Vending Machines (Barrows aRowers
2011)

N

Closed Market
9 Business and Industry: Staff
Canteens(Barrows and Powers
2011)
1 Clubs (Gregoire and Spears 2006
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In the early period of 2000 up to 2008e market share of contract catering had increased by
7%. Characterised by high degrees of competition and market concentration, large operators
have strengthened their positions by taking over smaller competitors (European Foundation
for the Improvementof Living and Working Conditions 2010). However, the economic
recession has led to an overaediduction of Business anddustry contracts whilst budget cuts
have affected contract caterers in health, education and defence seryMegel 2013)
Additionally, food issues such as the horsemeat scandal iticpkarly have disturbed the
sector (Mintel 2013).Nevertheless,contract cateringforms a significant part of the food
related economy and is powerful as it represents a predictable and stable demand in contrast
to private foodservicédMorgan and Sonnino 2008)

There are several challengentract caterersare facing including changing consumer
demands, increasing food prices and the high dgdsvels of the populatioiEdwards 2013)
Consumers™ food purchasing habits have changed in a retail setting and when eating out in
outlets of the private sector leading to pressure wmrkplace canteendo keep up with
changed consumer demands and expectations (Edwards 2013). However, cost is a big issue in
supplying food irworkplace canteenas caterers have to adhere to a strict budgeaichat et

al. 2011) Additionally, food prices spiked in 2008 and have risen constantly since, whilst
contract caterers often face budget cuts or stagnatithintel 2013; Marsden 2014Morgan

and Sonnino(2008) state that caterers have to perform miracles to deliver meals of high
quality consi@ring the small budget available. Food in public sector foodseavideBusiness

and Industnyis generally purchased using the method of procurement contracting, which starts
around approximately a year before the food is bought and usually results woayéar
contract with the supplie(Bergstrom et al. 2005)hrough this commodisation, products are
traded as undifferentiated commodities, sourced in large guantities from global locations to
minimise cost(Mattevi and Jones 2016)herefore, small scale local producers are often
unable to compete with large national competitors (Morgan and Sonnino 2008). There is
increased pressure faworkplace canteemprovision to change to a more sustainable provision

of food, calling for changes in current food procurement practices which have been seen to be
successful in some outlets in Denmark, UKd &aly (Morgan and Sonnino 200Blikkelsen
2008). Alterations of traditional supply chains usedwaorkplace canteendowards more
sustainable ones challenge the belief that food provenance is only of relevance in exclusive
restaurants (Morgan and Sonnino 2008).

In a retail food setting, the consumer demand for local and sustainable food has long been
recognised and the markethare of organic food products is risigndersen andund 2014)

This underlines that food provenance is of importance to the consuiiean and Watson

2013) However, at present there idtle regulation to offer healtly or sustainable food in
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workplace canteendn England, there is a contractual obligation for food served in hospitals,
not only for patients but also in staff canteens and for visitors, to adhere to the Department of
HealhQ &commendations on levels of salt, saturated fat and sudg@@ogh and Osborne
2014) However, this obligation only relates to food served in hospitals. Nevertheless, caterers
are encouraged to increase the nutritional value béit meals in all setting@_achat 2011)
Therefore, it is good practice to adhere to the demands of the consumer and be set above
compditors. However, good practice is not as effective as previously thought and it is
suggested that policy intervention might be needed idearto positively influence this part of

the food system (Morgamnd Sonnind2008). Especiallynithis setting, consumers’ ability to
alter decisions made about food towards more sustainable and healthy alternatives heavily
depends on the decisions made by the procurement contract managers which often favour
cost over provenancéBergstrom et al. 2005)Further, he challenges contract caterers face
are discrepancies in food policy and standards on a national and intenadtievel. Morgan

and Sonnino (2008) refao barriers encountered by contract cateseput in place by the
European Union which state that the use of local food cannot be stated in public catering
contracts as it infringes on the free trade principl€ontrasting to this, thé&JK Government
Buying Standards which were implemented in thi€ ld 2011 for food and catering services
promote improvements in sustainability and nutriti@invalue of products (DEFRA 215
Hence, the policptf A YIF S A& NI} GKSNJ WYdzZRRe&Q |yR Ayo0O2yOf

2.17 The WorkplaceCanteen

The importance of the workplace in healthopnotion has long been recognised and was first
advocated by the World Healt@rganisation in their Ottawa Chtar for Health Promotion
(World Health Organisain 1986) It is an influential setting that affects the physical and
mental wellbeing not only of employees but also their famil{gs Mhurchu et al. 2010)
Europe’s workforce has changed over the past decades which has led to a greater participation
of women and an increase in age of the working population. The latter also indicateser high
prevalence of chronic diseaggwetsloot et al. 2010)in the UK, over 31.million people are
employed whilst 43.6nillion people are working in Germany, where they spend up to 60% of
their waking hourgDepartment of Health 2005; Destatis 2016; Office for National Statistics
2016) Therefore, health promotion and occupational health are gaining importance for
organisations with increasing evidence of a healthy workforce being more efficient (Zwetsloot
et al. 2010). Additionally, it is in the interest of the company to have a healthy workforce as
depending on country, sickness absence is paid at full wage for the first two years in the
Netherlands and first six weeks in Germany (Bundesministerium dstizJund flr

Verbraucherschutz 1994; Zwetsloot et al. 2010). Concurrently, the cost of food related illness
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will also have impact on employerstime form of absence from work and is around £6 billion

for the NHS alondRayner and Scarborough 200%urthermore, health promotion in the
workplace can increase job satisfaction and staff retention (Department for Work and Pension
and Department of Health 2008). In the UK, the Public Health Respdyndigal is a voluntary
governmentled initiative whereby the private sector and NGOs in partnership with the
government approach public health objectivéBanjwani and Caraher 2014pne of these
objectives is health at work including both mental and physical wellb@&dgating that there
should be a strong focus on employer involvement in enabling and guiding people’s choices
(Buttriss 2011) Large wrkplaces of more than two hundred employees are recognised as an
ideal setting for improving population health because there are already established
organisatonal structures(Taylor et al. 2016)Workplaces canteens might be provided to
employees as a fringbenefit as well as a concern to improve health and wellbeing.
Nevertheless, employefsmotivation to provide workplace canteens might be more
introverted, such as a means to retain employeessia in order to reduce the need for
longer meal time breakssawell as blurring of boundaries between home and the workplace
(Thomas et al. 2(8).

Increased productivity and enhanced performance are outcomes of cost benefit analyses of
workplace health interventiongGoetzel and Ozminkowski 200&mployers have especially
recognised the effect the provision of food at the workplace can have on the productivity of
their employees and havéaken more responsibility in offering meals at the workplace
(Jgrgensen et al. 2010). It is here where employees spend a large amount of time and consume
a great amount of their overall dietary intake (Katz et al. 2005). A large part of the population
take one or more meals at the workplagdergensen et al. 2010Depending on the
occupation, those meals can either be taken in a workplace canteen or in cases where
employees work late hourgpurchased througlvending machine@Nyberg and Olsen 2010)

There are differences in the availability and use of workplace canteens between themliffe
countries of Europe. Finland has a long tradition of providing food at work and with meals
based on the national dietary recommendations, the food habits of the population have
improved (Jgrgensen et al. 2010; Raulio et al. 2010). Additionally, inetde workplace in
Scandinavian countries are usually subsidibgdhe employerand therefore meals are not
perceived to be too expensive #@sis the case in the UKRaulio et al. 2010; Pridgeon and
Whitehead 2013) Therefore, food has to be offered at a competitive price. Furthermore
Denmark, some workplace canteens offer ready meals that can be taken home for
consumption in the evening to meet the demands of their time constrained customers
(Quintiliani et al. 2010)In Germany, there is a difference between the prevalence and use of

workplace canteens which historically stems from the divide between East and West Germany.
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In East Germany, it was verynemon to eat lunch at state run workplace canteens and this
has continued to be the case in comparison to West Germainere although workplace
catering was available, packed lunches and more recently available opportunities to buy food
in cafes dominatgHeinzelmann 2008)Nevertheless, as in other European countries food
offered at work is generally subsidisand therefore a reasonably priced alternative to packed
lunches or take away foods (Heinzelmann 2008prkplace canteens that can be classed as
Business and Industry can be considered diverse, whereby the organisations cater for a narrow

customerbasethat is made up of direct employees (Thomas eai1§.

Interventions that focus on the workplace as an effective setting for action are lirftaglacci

et al. 2012) Different types of interventions ranging from providing employees with
information abouta healthy diet to environmental changes that nudge employees to alter
their choices have been shown successful in the workp{@ugintiliani et al. 2010; Kahn
Marshall and Gallant 2012However, it has often been found that providing information only

is not sufficient enough in order to improve food habits and ttied practical opportunity to
make better decisions in regards to diet are more effec{ivaask and Pitsi 2010)herefore,
interventions that focus on the individual can be complemented with the aforementioned
ecological approach in order to demonstrate understanding that although ithdils are
responsible for their actions, choices are made in the context of the larger environment
(Panjwani and Caraher 2014) terms @ providing healthy meals in the workplace, it has been
shown that there is a greater acceptability of this if the menu is enriched with healthier food,
rather than restricting it and removing unhealthy dishes (Jgrgensen et al. 2010). Health
interventionstargeting workplaces can help to encourage behaviours that are beneficial to
health (KahrMarshall and Gallant 2012These behaviour changes can not only be influenced
through health interventions but also through environmental changes (Hddushall and
Gallant 2012). However, a systematic review of worksiterventions aimingto improving
employee diets found that although interventions can reduce dietary fat intake by 9% and
improve fruit and vegetable intakes by up to 16% there is a lack of evidence on long term

effects of behaviour chang®li Mhurchu et al. 2010)

There is a lack a&search irworkplace canteensspeciallythat capturesem@ @ SS&Q 2 LIA y A
of healthy eating in the workplace (Cabinet Office 2008). Unavailability of healthy food at a
reasonable cost and the perception that caterers of canteens are more profit than health
orientated were found to act as barriers to consumptidrhealthy food at workPridgeon and

Whitehead 2013)Most research available examines the role of the provision of healthy food

50



in worksite canteens, and lacks in depth analysis of otngeria that consumers attach to

food such as sustainable food production and animal welfare

2.18 Consumer Need for Information

Food policies aim to increase the nutritional literacy of the popoaand try to not only
provide the individual with information but also empower them to make changes towards a
healthier lifestyle (L'Abbe et al. 2013)Nevertheless, whilst providinthe individual with
knowledge and skills to make healthier choices, information the consumer needs to make
those choices is not alwaysvaildble in workplace canteendrhisis partly because there is a
lack of strategy in place that supports catererscammunicate relevant information to the
consumer(Lachat 201 ¢ KS ! y A f S @ SWarldOvEeRuFSun{e® (P0dA) had shawd
that 73%of UK participants and 55% of German participants indicated that they would like to
see information about their food when eating out. The aim of leading a healthier lifestyle is a
key motive behind the demand for informatiqiunilever 2011)Only 10% of the respondents
from the UK and Germany felt that they were provided with any nutritional information in

regards to their meal the last time thelned out (Unilevef011).

Summary

Eating out is clearly becoming more important in modern digyy and is embeddedn
European culture. Trends show that consumers are interested in the provenance of their food
and also show interest in sustainable production methedsh arganic and animal welfare.
Furthermore, there is pressure on foodserviceyders to enhance the nutritional value of
their menus and enable customers to make better dietary choices given the strong link
betweenan unhealthy diet and the development of disease. Nevertheless, consumers struggle
to use information provided and & that there is a lack of informatiomelevant to them Food
scandals make consumers-egaluate the trust they have placed in the food system and its
actors as well as the part they themselves play in the provision of food. Consumers’ desire to
take a nore active role in the food system is mirrored in current trends in both retail and
foodservice which indicate that consumers need to be provided with sufficient information

that meet their values and demands in order to trust their food.
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Chapter 3
Information Quality and Ways of Providing Food Information

Introduction

This chapter explores the role nutrition labelling, quadissurancebranding and ICT solutions

such as smartphone applications can play in providing food information to consumers. The
chapter presents a critical review of literature on information quality, identifying issues
relating to consumer comprehension of food informatibry R OK I £ f Sy3Sa ¥22R
when making food information available. Furthermore, literature on the introduction of new
European legislation concerning the provision of food information has been evaluated.
Additionally, different formats and ways pfoviding food information to consumers in a retail
sector but also on restaurant menus have been critically discussed. The chapter concludes with
a conceptual framework, illustrating how relationship marketing can be used to establish

consumer trust indodservice settings.

3.1 Information Quality

With more information existing than ever, people feel overwhelmed by its over(béai

2013) Given the abundance of available information there is a challenge of establishing its
value and usefulness as well as assessing its qéalindzOS A 6 A dza | Y RFoMS RY Ay
(2010)defines information as meaningful data. Therefore, information is provided with the
intent that it has a meaning for the receiver and is consequently &lkeeln a communication
process (Mai 2013). In the context of food, information provision of various forms is the only
communication between actors of the fdosystem and the end consumerence, it is
important for food operators to provide their consumetth information of high quality that is
relevant and meets their expectationd w dzO S AR5 ADAR YA v I 1A thd field ofn T 0
information quality, Wang and Strong (1996) have made significant contributions by
identifying accuracy, timeliness, precision, reliability, currency, completeness, relevancy,
accessibility and interpretability as attributes that contribute good quality information
(Helfert et al. 2013)Furthermore, the importance of taking into account user satisfaction is
recognisedWang and Strong 1996n a food context, there is criticism that the information
needs of the consumer are not satisfied. Firstly, consumers lack the literacy to understand the
information and therefore cannot utge information sufficiently, secondly information might

not be availabldCarbone and Zoellner 2012)

52



3.2 Processing of formation

There is a clear information asymmetry between food producers and consyfgische and
Holle 2013) Food producers have an advantage in knowledge and information due to their
closeness to the produgHolle 2013) Whilst some food information provided is perceived as
irrelevant there is a lack of information available on some criteria of importance that
consumers feel they have a right kmow (Lusk and Marette 2012Reasons for seeking out
food information differ for consumers but are mostly related to general health choices,
personal interests, environmental concerrgalth concerns, food allergies, specific diets and
religious reasons amongst othef@han et al. 2013)The latter often is regarding information

related to production methods or provenance of ingredients.

Information asymmetry affects consumers as a lack of information in combination with
cognitive limitaions and time pressure to take decisions can influence their perception of
quality (AlTal 2012)Around 80% of German consumers have indicated that they struggle to
make judgements about the quality of products due to a lack of information (Michels 2012).
Furthermore, 78% find dry and factual information provided on food packadifficult to
understand (Zuehlsdorf and Spiller 201 lpreover, the way food information is delivered to
consumers is governed by policy to provide accurate information in a format that consumers
can understandGuthrie et al. 2015) This underpins the need to provide foddta in a
coherent format that can be utilised by consumers. However, amongst food producers, there
is the perception that providing enhanced information limits their ability to present products
in a commercially interesting way (Van dbteulen and Bremmers 23). Additionally,
government campaigns draw consumer attention to certain nutritional issues such as sugar or
salt consumption which are aspects that producers might not want to focus their attention on

when marketing product§Guthrie et al. 2015)

Although there is a perception amongst food producers that food information can negatively
influence the attractiveness of products, providitigs in an interesting way can enhance
consumer interest in products. Many food products are marketed using rirdton and
communications techology (ICT) to create consumaérterest in products. However, the
potential of using technology to providiatais not widely recognised within the food industry
(Lowe et al. 2015). Technical solutions can be used to proe@®sumer orientated
information but also by consumers to personalisormation (Lowe et al. 2015). Therefore,
both content and way of communicating foodetail are of importance to reduce the
information asymmetry between food producers and consumersthoigh anyhing

communicated needs to adhere to policies and regulations it also needs to be presented in a
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consumer orientated way. Figure 3.1 shows an adaption of Fritsche and Holle's (2013) goals for
consumer orientated communication for food. This wadapted to also incorporate an
increase of consumer confidence as a communication goal and thefu& esolutions as an

enabler

Goals
-High level of consumer health
and wellbeing Enablers
-Appropriate, objective -Education and awareness
information on campaigns
food/nutrition/health - Clear, comprehensive and
-Improve consumer knowledge legible food labelling
on food practices -Obligation to nutritional
-Provide choice of foods labelling

enabling a healthyand
individualised diet

-Increase consumer confidence
infood production and
producers

-Mo misleading information
regarding characteristics,
effects or properties
- New information
technology channels ie:
smartphone apps or other
Disablers "~ ICT solutions
* -Limited consumer :
knowledge on complex
' global food supply chains \
-Perceived vs. objective
f health risk |
-Lack of reliable
information on food
\ -Diversity of interpretation |
of food standards in EU
Y member states /
N\ -Misleading, intransparent 4
. information on foods v
ood scandals //
S -

Figure 3.1 Goals of Consumer Orientated Communication for Food, Enabling and Disabling
factors. Adapted fromFritsche andHolle (2013), Gurtherie et al. 2015.

It is claimed that a lack of transparency within the food chain hinders consumers to make
rational food choicesHolle 2013) In order to aid the consumer in their choice, policy
intervention has led to the introduction of information provision such as mandatory nutrition
labelling (Lusk and Marite 2012) Given that nutrition labelling is a form of information
provision, the consumer and their way of processimng needs to be taken into account when
developing the layout and format @rovision(Lusk and Marette 2012)Providing information
however, does not automatically equate to knowledge. Furthermore, the availability may not
be suitable due to limited consumer attention and packaging restrictitask and Marette
2012) Therefore, information processing is an important concept in developing meaningful

data.
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Even though nutritional labelling aims to inform and encourage better food choicespsct

on food intake of healthier products has been limit&ffestenhoefer 2013)It is recognised,
however, that there is a call for more information provision on the side of the consumer.
Neverthelessdata that is communicated is not often understood @onsumers struggle to
processthis and have little understanding of concepts such as tracealfMgn Rijswijk and
Frewer 2012) Consequently, information processing alongside habitual elements of food
choice and eating need to be taken into account in order to understand how further food
information can be provided in a meaningful wdWestenhoefer 2013) Information
processing is influenced by cognitive capacity, opportunity cost of processing and the expected
marginal benefit (Gellynck et al. 2006)Cognitive capacity and willpower to process
information is often low and requires a high opportunity cost compared to the marginal

beneft of devoting time and effort as shown in Figure @z2llynck et al. 2006)

Consumer Information Search
No Effort: Information Highly Visible
Effort: Information Needs Consumer Attention
Highly Visite Information
Information Needs Attention

Information Processing
Conscious Perception Processing: Number of Words, Wor
Subconscious Perception Processing: Colours and Symtk
Guided by Consumer Liking of Information Content and|
Presentation

The Processing of Information
Information Provision Format (Label etc.)

Consumer Understanding of Information
Subjective Understanding
Vs
Objective Understanding

Information, Knowledge, Demographic variables,

Influenced by Consumer Characteristics: Interest in

Figure 3.2 The Processing of Food Information. Adapted from: Grandrwills (2007) and
Westenhoefer (2013).

Information processing does not always occur consciously, therefore, intention to make
certain food choices and actual choices made are influenced by underlying factors. Hence,
consumer demands can appear caetfiig. Whilst consumers demand elaborate information

about products which may stem from a mistrust in the food chain and desire to regain control,
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information is also preferred in a clear and simple forndén Rijswijk and Frewer 2012)
Furthermore, different segments of consumers have different expectations and demands.
Information provided to consumers, for example nutritioxformation, might be difficult to
understand for the average consuméNocella et al. 2014)While, a call for more food
information might align with consumers rational intentibm modify their dietary intake actual
food choice however, can be the result of a struggle betweeonflicting short term eating
pleasure and longterm health intention (Lowe et al. 2015a)Consequently, information
provision does not always lead to knowledge or action; the -imédrmed consumer always
acting responsibly is a myi{ArensAzevedo 2013)Similarly, the lack of transparency within
the food chain can hinder the consumer to makational food choices. Nevertheless,
considering the role individual, emotional and contextual factors play, lack of information or
transparency are not the onlgarriers to healthy food choicbut do play a role (Holle 2013;

Lowe et al. 2015).

3.3 ConsumeRight to Information

The decision to buy food products is as aforementioned not only influenced by habitual
behaviour and emotions but also made in seconds as information provided on food packaging
on average is recognised by the consumer within 1.2 hédsecondgvan Herpen and van
Trijp 2011) Holle (2013) uses this interplay of habitual behaviour, emotion and rational
decision making to illustrate two scenarios on how information can mislead consumers. Firstly,
consumers cannot be misled by information abfad products provided to them as they do

not recognise or utilise information provided. Secondly, the consumer is almost always misled
by food information as decisions have to be made on the basis of insufficient information
available and more likely timanot are influenced by emotions and time pressure. Furthermore,
Holle (2013) questions whether there is a duty of food producers to provide consumers with
sufficient information in a meaningful way or whether it is the duty of the consumer to
become infomation literate and actively seek for informatiodence, this debate is lively and
current. Influenced by food policy and governance, food information can be delivered to
consumers in a dry and factual manner. However, providitigjs wayhas beersuggetedto

be overruled by consumers emotion and hal§Bsinstein 2013)

This leads to theliscussioras to whether it is the duty of the producers to invest in time and
effort to provide alternative communication techniques that are abldramsferinformation
effectively or whether consumers need to take a degree of responsibility in obdaimia
understanding the informatior{(Holle 2013) @nsumer protection is closely aligned the

right to information, including the right to gain access to information about producteedisas
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the right to knowledge and consumer educati@MazurkiewiczPizo and Pachueamulska
2012) In order to fulfil this, data must be reliable, accuratand completeas well as
communicated in a clear manneand in an individualised wayMazurkiewiczPizo and
Pachuce&Smulska 2012)Given the asymmetry between food producers and consumers, it is
the consumers right to gain access to understandable informafiddazurkiewicZ”izo and
Pachuce&Smulska 2012)

3.4The EU Regulation on the ®&rision of Food Information to Consumers

hy | 9dzNRBLISIYy S@Sts GKS NB3IdzA FdGAz2y 2F GKS
AYTF2NXYIEGA2Y G2 O2y&adzYSNEQ 09! b2 MMCPKHAMMOD
replaced national policies that regulatéolod information provisior(Vaqué 2013)it simplified

parts of previous labelling regulations, introduteadditional requirements and overall
harmonisel food labelling in Europé / A ST £ | 1 A Budhkr@dre, thenregulation applies

to all foods provided to consumers, therefore including fpve-packed foods sold in catering
outlets (Unland 2013) Designed to be flexible, it has the protection of the consumer as its
focus whilst balancing the safeguarding dth internal markets and consumers
(MazurkiewiczZPizo and Pachueamulska 2012)information provded to the consumer must

be communicated in a way that is easily understood by everydtazurkiewicZPizo and
Pachucae&Smulska 2012)Additionally, further information on the origin of food and the

presence of allergens needs to be made availabldafi$h2013).

The regulation has been criticised by food producers, as being misleading for the consumer in
the case of provision of the country of origin. Although provision of this type of information is
welcomed by consumers and associations, the ragnahas beencriticised for not being
sufficiently detailed (D'Elia et al. 2011) Simultaneously, food producers challenge the
implementation of the changes in terms of cost and compleXiyElia et al. 2011)
Furthermore, it has beesaid that the new regulation does not encompass all information
needs of the consumer for example traceability can be lacking and labelling of genetically

modified organisms is ne@equired (Mazurkiewicz”izo and Pachueamulska 2012)

Moreover, the new regulation means that consumers have to adapt their practices in regards
to the way they make use of information provided. In the UK for example, allergy information
was commaly provided voluntarily in allergy advice boxes and advisory labelling statements
(Food Standards Agency 201@)ich is not the case nawvhere the ingredients list is used
Table 3.1 provides an overview of the main points of the Regulation (EU) Né20169n the

provision d food information to Consumers
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Table 3.1 Regulation (EU) 1169/2011 on the Provision of Food Information to Consumers

Aspect Summary of Changes
Mandatory Nutrition 9 Provision of sevenutrients:
Declaration energy value, amount of fat incl. saturates, carbohydrate

sugars, protein and salt
(MazurkiewiczPizo and Pachueamulska 202)
Voluntary Nutrition 1 Mandatory nutrition declaration cannot be extended to
Declaration further nutrients (Unland 2013).

1 Not to be displayed to the detriment of space for mandato

food information but in same field of visiGWiaqué 2013)
Allergens Prepacked foods:

1 Allergens listed in a typeset which clearly distinguishes it
from the rest of the list of ingredients.

1 Allergen box not covered by Regulation.

Non-Prepacked foods:

1 Information on allergens must be available.

1 Presentation may depend on national measures adopted
member states (Unland 2013).

1 itis not possible to provide allergen information only upon
the request of the customegivVaqué 2013)

Consumption Unit 1 Presented in the same field of vision and in the form of
expression per 100 g or 100 ml uniformly.

1 Where applicable may also be expressed on the basis of |
portion (Mazurkiewic#Z”izo and Pachueamulska 2012)

Country of Origin 1 Disclosure of country of origin in the case of beef and bee
products, fish, olive oil, honey, fruits and vegetables.

1 Additionally disclosure of swine, sheep, goat and poultry
(MazurkiewiczPizo and Pachueamulska 2012)

f C2NJ20G4KSNJ F22Ra aal RS Ay X
could mislead consumers in particular if the information
provided would otherwise imply that the food has a differe
country of origin(D'Elia et al. 2011)

1 Where production takes place in more than one country, t
origin is labelled as thelace where the last substantial,
LINEPOSaaAy3d aGSLI 6 a dzy RSNI

1 Country of origin labelling can be expanded, if there is a

proven link between qualities of the food and its origin;
however those adaptions shall not give rise to oba to
free movement of good (D'Elia et al. 2011).
X-height of the font must equal to at least 1,2 mm.
Packaging whose biggest surface area is less than 80em?
height of the fond may be equal to or greater than 0,9 mm
1 Maynot be removablehidden or obscured from view,
interrupted by any other written or graphic material
(MazurkiewiczPizo and Pachueamulska 2012)

Presentation of
Information

= =

I RI'LJIGSR TNRBY 5Q9f€ Al -Pidant PadhueBrrulska 2012 ), UnlaiddzNg A S 6
(2013),Vaqué (2013)
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3.5 Different Ways of Providing Food Information to Consumers

The following section reviews different forms of communicating food information to
consumers. This includes mandatory information that has to be made available to consumers
suchas nutritional labelling as well as private initiatives in the form of quality assurance, that
help consumers make a judgement about the quality of food. Furthermore, the role brands
play for consumers in obtaining information about products is explotedgside alternative

methods of accessing information including ICT solutions.

3.5.1 Nutritional Labelling

Nutrition labelling aims to provide nutrition information in a simple way in order to enable
informed and healthier food choicgSouiden et al. 2013)Simultaneously, nutrition labelling

can further product knowledge and decrease search c(@tsning et al. 2010)n regards to

the availability of processed food, the UK is one of the most developed European markets and
therefore, has got one of the highest prevalence ofritional labelling (Hodgkins et al. 2012).
However, the amount of different ways nutrition labelling is used has led to confusion and
overload of information amongst consume(glodgkins et al. 2012)There isa mix of
government and industry initiated systemshieh use different nutrition criteria as a baseline
that can be vulnerable to industry manipulatigdawley et al. 2013)Moreover, a literature
review of front of packaging labelling has raised requests for a uniform system, where
nutrition information is provided from a credi and trustworthy sourcéHawley et al. 2013)
Evidence on nutrition labelling is far from conclusive with some studies questioning the impact
it hason change in consumer behaviour and reduction of diet related ill(@esgmeier and
Westenhoefer 2009) Nevertheless, nutrition labelling is viewed as an important tool in

supporting healthy choic6&koseman et al. 2013b)

3.5.2 Nutritional Labelling among Different Population Segments

The use and understanding of nutrition labelling differs among segments of the population.
Health related motivations and soctemographic factors have an impact on label
responsivenesgHess et al. 2012)A systematic review about the users of nutrition labels on
food packaging has found that these are especially used by females, irdévidith either
health consciousness, higher income or higher educaf@@owburn and Stockley 200%)\ge

and perceived susceptibility to diet related disease are some reasonsawve kA higher

motivation to lead a healthy lifestyléHess et al. 2012)Furthermore, there is increased
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interest in information on products witla low transparency, products which are bought for
the first time or in situations where time is not a constrajhibefkens etl. 2011b) Contrary,
some people may not be interested in nutritional values, as food for them has a more hedonic
meaning (Hoefkens et al. 2011bHowever, one of the disadvantages of the maofythe
currently used systems is that consumers struggle with the maths skills needed to convert the
caloric information provided to the portion size that would be ea{®oseman et al. 2013b)
Although, a link between lower levels of education or lower income and label use has often
been documented, there are studies that have not found an effect of low education or low
income on reduced label understandin(Prichoutis et al. 2005; Campos et al. 2011)
Furthermore, a limited attention span mean&at one is unable to concentrate on all
information provided and evaluate which effect this might have on health and welll§eirgk

and Marette 2012) Not only might there be a struf|g to understand a single way of
information provision, the plethora of different systems available can lead to confusion and
make the comparison between products even har@dersey et al. 2013Nevertheless, the
aforementioned are not sole reassrfor not using food labels, hence, rasage of nutrition

labels is not directly linked to a lack of understanding of nutritional §@ranert et al. 2010)

Although there is debate about a right for more information on food, a large amount of
information is provided already and by simply increasing supply, too much informatiopecan

a distraction from criteria consumers value in fo@disk and Marette 2012 herefore, rather

than increasing information provision, it should be tailored to different segmentshef
population(Souiden et al. 2013Dnly information that is perceived as relevant is going to be
utilised by consumergRoseman et al. 2013bHowever, socilemographic segnmgation
measures have been criticised and a replacement of these measures through behavioural and
attitudinal factors is called fafHollywood et al. 2007 Health motivated people often show an
increased interest in food labellingh a restaurant setting(Roseman et al. 2013b)
Nevertheless, those who do not regularly use nutrition labels, still recognise their importance

(Stranieri et al. 2010)

3.5.3 Menu Labelling

Providing calorie information on menus can only be beneficial if consumers have sufficient
knowledge about their caloric daily neefBreck et al. 2014When eating out the amount of
calories consumed is often underestimated, especially when consuming large meals at fast
food chains(Block et al. 2013)In order for menu labelling to beffective it is essential that

there is an understanding of how consumanderstandings and beliefs lead to the decisions
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that are made when selecting a diRoseman et al. 2013bfProviding calrie information on
menus has resulted in different outcomes on calorie consumption. An American study has
found that the implementation of menu labelling led to a calorie reduction in woman but not
men eighteen months after introduction(Krieger et al. 2013)Rank ordering calorie
information on menus so that healthier meals are presented at the top of the menu has shown
to lead toa perception thatthe restaurantsis healthier (Liu et al. 2012)Studies on point of
purchase labelling in university canteens have shown that a symbol indicating healthy food did
not lead to healthier food choice and that providimjormation in a format liked by the target
population in combination with educational interventions may be more persugsioefkens

et al. 2011a; Hoefkens et al. 2012[}laiming importance and interest in labelling is an
important step towards using provided information as it is unlikely that those wéve not
registered interest will be making use of something they feel is not val(&elidbeke 2008)A
public debate on nutrition labelling has shown to have an impact on societh@sn inthe

UK, where food labelling has gained mucheation (Grunert et al. 2010)Simultaneously,
introducing menu labelling might ldato a greater amount of food reformulation and

promotion of healthier options from caterefSaelens et al. 2012)

The majority of research into food labelling has been undemaln a retail setting; studies

that are examining menu labelling, mostly originate from the USA where in some states menu
labelling is mandatory for chains with more than twenty outl®seck et al. 2014 As part of

the 2010 Patient Protection and Affordable Care Act in the USA, nutritional information is
required to be posted in nay restaurants and fast food outle{&regory et al. 2014)and

there is a similar requirement in IrelafBSAI 2016)
3.5.4 Different Ways of Delivering Nutritional Information

Within Europe, the UK has been at the forefront of implementing front of package labelling
and undertaking research into appropriate labelling formé&runert et al. 2010)In the
European Union, nutritional information given on a label must show the amount for energy in
kJ and kcal, protein in g, carbohydrate in g, fat in g plus theuat of any nutrient for which
claims have been made per 100g or 10Q@uropean Union 2011)Amounts of nutrients
shown per serving must be provided in addition to the 100g or 100ml values (Food Standards

Agency 2010).

3.5.4.1 Nutrition Information Displayed by Weights or Percentage Guideline Daily Allowance

On food packaging quantitative nutrition information is most commonly supplied in the

following ways: absolute weights in grams or as a percentage of guideline daily allowances or
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daily values or a combination of these as shown in Figuré\lgr 2014) The use of absolute
metrics can be problematic as different nutrients are measured using different units such as
grams andmicrograms where understanding of differences between these units depends on
numeracy skillgLevy and Fein 1998; Rothman et al. 20@&)rthermore, not only numeracy
skills are required for the understanding of nutritional information provided in these formats
but also basic nutritional knowledgé/an Der Merwe et al. 2013; Watson et al. 2013)
Although there are the aforementioned problems associated with the provision of numerical
metrics and guideline daily allowances, understanding of the concept has beem shdve

good in the UK, Germany and Sweden (Grunert and Wills 2007). Additionally, whilst this type
of information is usually displayed on the back of food packagimgsome American
supermarkets, nutrition information is also displayed through shelf lladge(Berning et al.
2010)

In a catering mvironment the display of nhumeric nutritional information has been shown to
have a greater effect on consumers who are less health cons¢Blison et al. 2013)
However, it has been criticised that for those consumers who have a sound understanding of
nutritional values of food adding calorie information on menus provides little new information

(Ellison et al. 2013)

Nutrition

Typical values 100g Eachshice (typically % RI* for an
contains &g)contains  RI*  average adult

Energy 985k) 435k) 8400k)
235kcal 105kcal 5% 2000kcal

Fat 1.5 079 1% 70g

of which saturates  0.3g 0.1g 1% 209

Carbohydrate 45.5g 20.0g

of which sugars 3.8g .79 2% 90g

Fibre 2.89 1.29

Protein 1.7q9 3.4g

Salt 1.0g 049 7% 6g

This pack contains 16 servings

*Reference intake of an average
adult (8400kJ / 2000kcal)

Figure 3.3 Nutrition Information Box #$ Choices 2013)

3.5.4.2 Traffic ight labelling

In the UK, the Food Standards Agency has developed a traffic light approach to labelling
(Hawley et al. 2013)This system indicates-atglance whether products have high, medium

or low amounts of certain nutrients in addition to the nutritional values of a manufacturer or
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retail suggested serving of food as shown in Figure (Bglod Standards Agency 2010)
Furthermore,it has been suggestethat traffic light labelling can be used most effectively in a
combination with text indicating whether a product is high, medium or low in sugar, saturated
and unsaturated fat and sa{Malam et al. 2009)In their study, Malam et al. (2009) found that
the traffic light system was the most preferred system in the UK and also German adults have
indicated that this is their preferred format of food labellifBorgmeier and Westenhoefer
2009) Nevertheless, the indication of a red colour could be misunderstood as food products
that should be avoided rather than consumed in limited amoy@sunert and Wills 2007)n
a fast food restaurant, the provision of trafflght labelling has shown to reduce calorie
consumption by around 120 kc@orley et d. 2013) Although this reduction of calorie intake
appears small, its contribution at population level can be signifi¢durley et al. 2013)
German and UK consumers are found to have a higher responsiveness to traffialélind
compared to other format§Feunekes et al. 2008; Grunert et al. 2010; Moser et al. 2010)
However, this preference for traffic light labelling might be accountable to the presence of a
debate around traffic light labelling ithe media in these two countrief/an Herpen et al.
2012.
. 5
/ bt ) | s
Per serving

(ow) SATURATES FAT i(77¢ ]
=) 2.0gper serving SA-TU*RATEs;‘[zog ]

ISUSAR <22

@ . || s

[ HIGH = MEDIUM = LOW |

L
SALT > X .
\ 2.0g per serving j
LOW'“ _LOW. ‘ MED
FAT ’ ~,‘S.AT»_I"A'VIV':‘ SALT

778 2.0g 42.2g 2.0g
Perserve  Perserve Perserve Perserve |

Figure 3.4 Examples of Traffic Light Labe(fogpd Standards Agency 2010)

3.54.3 Nutrition Information Through the Use ofy@nbols

In comparison to quantitative information provided about nutritional quality, there are
alternative systems in place that help consumers identify healthy products. Summary labels

use a set of criteria to obtain an overall nutritional score which is drspleon products
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(Hersey et al. 2013)The American Heart Association supports a hebeck mark that
indicates product benefifor heart health and the Swedish National Food Administration
created the Keyhole Symb(®vederberg et al. 2008; Berning et al. 20T0jese systems were
initiated in the late 1980°s and are binary schemes which can be placed on a product if certain
criteria are met as shown in Figure 3THie number of both government and industnytiated
schemes has expanded sin&amrich et al. 2013)n addition to binary schemes, other systems
used are grades, such as the US system of Guiding Stars, where the health ranking of the

product is displayed on its packagiftdersey et al. 2013)

However, there is little regulation around these schemes and their nutritional criteria vary
making it hard to compare between mari@&mrich et al. 2013)urthermore, there are more
existing halthy products that do not carry the label but could qualify than products conveying
the symbol, leaving their usefulness in helping consumers identify healthy foods as
questionable (Emrich et al. 2013). Although a symbol approach to labelling mightshtinties
consuming to process, consumers have little information on the set criteria for each label
which can lead to overemphasising the benefits for health of a profldetsey et al. 2013)
When using a star rating system to demonstrate nutritiorellie in a university canteen it was
shown that it did not have the desired effect on healthier meal chofelegfkens et al. 2011a)
This was also found in a Dutch research stwdyich measured the effect of the use of a
healthy choice logo on menu choice in worksite cante@hgh et al. 2011)Nevertheless, the
presence of the label on foods was welcomed by health conscious empldygts et al.
2011).

Amsrican %Kﬁ;j,

eart

Association

CERTIFIED
ts Crataria For

an

Guiding Stars

Figure 3.5 Swedish Keyhole Symbol and the American @badk Mark (Hersey et al. 2013;

American Heart Association 2014)

The aforementioned different ways of providing nutritional information range from detailed
numerical description of nuients in a table format to logos which direct towards healthier
options(van Herpen and van Trijp 201 Whilst the first of the systems is extensive and can be
perceived as complicated and providing an overload of information, the latter is a quick

indication whch leaves questions about the nutritional value of foods. The way consumers
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make use of these labels seems to depend on their goal; special dietary requirements or health
motivation leading to a greater preference for more detailed information whilst sysbee
perceived as an easy way of getting the most out of food labelling especially when time

constrained(van Herpen and van Trijp 2011)

3.6 Quality Assurance as Means of Providing Food Information

In regards to food, quality can be defined in different ways, with different understandings of
the concept between consumers and producé@ide Ophuis and Van Trijp 1998¢cording

G2 GKS .{L 9b L{h donamYunnnx ljdzZfAGe& Aa RSH
OKF NJ OG SNR a G A Oa (MarsihgTeh . 2008YIbiditgizaubifey tBaéduiie@édts
needed to meet consumer expectations. Furthermore the aim of providing quality is to satisfy
consumer needgPeri 2006) The perceived quality approach is widely adopted and is based on
quality relying on consumer judgement. Quality and its many aspects are versatile leading to a
problem for consumers to assess its dimensig¢@side Ophuis and Van Trijp 199%Vhen

trying to ascertain the quality of food, a distinction between search qualities and erperie
qualities are mad€Nelson 197Q)The distinction between these two quality properties is that
search qualities can be established before consumption of the, febdst experience qualities

can only be determined after the consumption of the food. Darby and Ka@ii3)have added
credence qualityas a further quality propertyFerngvist and Ekelund 2014)his type of
quality cannot be established before or after consumption and has gained significant
importance as consumers have difficulties assessing intrinsic qualities before making
purchasing decisiongFerngvist and Ekelund 28). Someproduct attributes are credence
attributes to the consumer whiléhey are still detectablen the supply chain, therefore, the
amount of credence attributes increases for products as they move down the supply chain,
alongside the cost of evaluatirthese (Northen 2000. Credence quality can be established
through analysis in a laboratory unlike a further quality aspect, poterakimbutes which

often relate to production methods, that cannot be established through ana(ysezel and
Weber 1991) Under this classification, organic produce which is a credence good can be
analysed for the use of pesticides, while potemkin attributes such as fair trade or animal
welfare cannot be verified through laboratory analygi3ahn et al. 2005) Consumer
information asymmetry increases witmore effort needed orthe sideof the consumer to

establish quality as shown in Table 3.2.

65



Table 3.2 Typology of Goods based on Information Economics.

Search attribute Experience attribute | Credence attribute Potemkin attribute

Quialities, which are| Qualities, which are | Qualities, which can | Processoriented

known before known only after be gualities, which are
purchase consumption observed by a single | hidden for third
customer only to parties

prohibitive costs, but | as well as for
buyers can rely on customers

third-party at the end product
judgements level
Freshness, Taste, shelf life Nutrition, Animal welfare, fair
appearance contamination trade

Source: Jahn et al. (2005).

Credence aspects in food can cover various product features such as nutrition content and
production methods. In their review on credence factors in fruits and vegetables, Moser et al.
(2011) found that credence and potemkin quality properties are mosslduin relation to
health, production methods, social responsibility including environmental fairness, local food
production and origin, certification systems and labelljMpser et al. 2011)As credence and
potemkin quality cannot be established by the consumer-f@ed postconsumption, it is
marketed through the use of labelling, bding and quality assurangéassoued and Hobbs
2015) Furthermore, quality is partly a social phenomenon influenced by sociala@nent

and not resistant to chang€Schuetz etl. 2014) This has been especially noticed in research
on the developments in farming practices, where a shift towards higher animal welfare can be
seen which is influenced not only by legislation but also by consumer den{@hadsnton
2010)

3.6.1 Quality Assurance as a Proxy for Quality

For food producers, quality assurance is a way of ensuring food quality and safety in order to
not only prevent liability claims but also build and maintain consumer t(Ashilleas and
Anastasios 2008)Furthermore, it has been shown, that consumenr® willing to pay a
premium when quality assurance or labelling on a product provides information about
credence quality propertiegHerrmann and Schrock 2012Hlowever, given the consumer
willingness to pay fofood products with credence attributes, there is the opportunity for
malpractice within the food industry where, products can be mislabelled in order to promote
credence factorgBaksi and Bose 2007This opportunity can arise as meeting consumer
demands can be costly to provide whilst being difficultctertify (Carriquiry and Babcock
2007)
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In order to maintain consumer trust, quality assurance is often provided through a third party
certification which independently verifies that producers meet a set of standdrages and
Hobbs 2011) Set standardsire put in place in order to promote desirable practices and to
discourage the use of unacceptable practices within the food indu&ayley and Garforth
2014) Therefore, quality assurance can define basic guidelines for food production or even act
as a driver for an increase of standards like animal welfare whilst offering consumers a means
of differentiation and aid in purchase decisiofManning et al. 2006)Regulation of quality
assurance diffrs between schemes with first party certifications regulated by the food
operator, second party certifications regulated by purchasers and retail businesses and third
party certifications which are audited by an independent pgManning et al. 2006)The use

of third party certification hagncreased over the past decades influenced by a globalised food
system, which complicategovernment regulation leading to a shift towards monitoring of
industry selfregulation(Hatanaka and Busch 200&urthermore, industry stakeholders argue
that third party certification standards are set abovenimal government standards to
strengthen industry commitment to meet consumer demands and demonstrate transparency
(Bailey and Garforth 2014hn the UK, third party certificatiobodies are subject to inspection

by the UK Accreditation Service on behalf of the governniBatley and Garforth 20147 hird

party certification differs from public surveillae which oversees compliance with legal
requirements and private schemes that audit supplier compliance with set standards
(Meuwissen et al. 2003) However, not all third party quality assurance schemes and
certification bodies globally argubject to accreditation, as in the USA some quality assurance
schemes are not accrediteqHatanaka and Busch 2008Consequently, this lack of
harmonisation can lead to questions about the objectivity of third party certificqfitatanaka

and Busch 2008)

Furthermore, there are differences in the scope of quality assurance labels, whilst soome foll

a farm to fork approach visible to the consumer, other schemes focus on a reduction of quality
uncertainties between different actors of the food supply ch@@awron and Theuvsen 2009)
Businesgo consumer programs are usually communicated through the use of a logo on the
end product and account for the majority of quality assurance in the(Gbwron and
Theuvsen 2009)
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3.6.2 Cost of Quality Assurance

The food industry criticises the high costs which occur through governmental legisiaiibn
third party quality assurance and calls for a combination of standards to benefit both
consumer and industrgPeck et al. 2012)

A German study investigated, whether eimgal purchase data verifies the theoretical
assumption that participation in a quality assurance program, increases consumer willingness
to pay and therefore increaserofitability for food producers in the dairy sect@derrmann

and Schrock 2012Findings of this study indicate, that for the German market, organic quality
assurance schemes, brands and well known third party certification can lead to an increase
willingness to pay of 10% or abogiderrmann and Schréck 2012jowever, in order to sustain

this strengthened quality, food producers incur higher production and marketing costs.
Therefore, the accrued profit made from increased consumer willingness to agisnto
outweigh production and high marketing costs in order to make participation in quality
assurance profitable for the produc@derrmann and Schrock 201Hor foodproducers from

the new European countries, adopting quality assurance systems is seen as a way of being able
to enter new markets in other European countri€awron and Theuvsen 2009)

However, consumers who have got a high demand for credence factors in relation to the
production of food, have shown greater use of government certification in comparison to third
party certifiation or voluntary certification through for example supermarkéiisnes and
Hobbs 2011)

3.6.3 Quiality Assurance in the Meat Sector

Compared to other food supply chains, the meat sector is ahead in the dewetdpand
application of quality assurance, influenced by the frequent occurrence of food scandals in this
sector (Wognum et al. 2011)Given the number of different programs, most research
investigating the benefits and disadvantages of quality assurance focuses on the meat supply
sector. Outcomes especially underline that consumers assume that a high standard of food
safety is providd to them and thereforedo not look for information on food safety or
traceability(Angulo and Gil 2007Although consumershew interest in information in regards

to other aspects of meat production such as animal welfare, the abundance of schemes is
confusing for consumers and fails to create tr&ellynck et al. 2006)Furthermore, the
complexity of systems can lead to misinterpretation and overload of informgtBeilynck et

al. 2006)

68



3.6.4 ThePlethora of Quality Assuranc8chemes

Currently, there is a proliferation of quality assurance in the retail sector and consequently
some products display more than one logo indicating compliance with quality standards which
are sometimes also competing with product bran@ldassan and Moniebilhan 20086)
Research has shown that an abundance of systersniising for the consumer and can lead

to a devaluation(Hassan and Moniddilhan 2006) Retailers developing their own programs

that run alongside other national or global quality assurance schemes cause a further
proliferation of schemes. Examples of such labels are the red tractor logo in the UK and the QS
sign displayed on meat in Germany. Consequently, the abundance of logos leads to an
outcome, which is contrary to the aim of quality assurance. Consumers are leftsednfu

whilst the food industry has to carry high additional costs.

The German organic market is represented through a variety of different governmental and
private certification systems such as Bioland and Demeter that are outlined in Table 3.3.
Neverthekss, the German organic market is one of the biggest in Europe. Whilst an overload
of available labels can lead to consumer confusion, this can be reduced if the different
schemes and associated logos are targeted at different consumer segifvenrtseke 2005)
German consumers pay great attention to organic certifications when making organic food
purchases, and have low levels of trust in products that do not display an organic certification
label or display an unkmm label(Janssen and Hamm 20140 theUK consumers of organic
food products also have an awareness of organic certification labels such as the Soil
Association’s certification as described in Table(G&rard et al. 2013)From 2012 onwards,

all packaged organicrepducts which havebeen produced in the EU carthe EU logo for
organic food according to the EU Regulation No. 271/2010 which replaced the former optional
EU logo for organic foo@anssen and Hamm 201Zhe aim of this regulation was to ease the
proliferation of organic quality assurance anthking organic products easier to recognise in
all EU countriegJanssen and Hamm 2014Although a logo used across all European countries
has the potential to reduce confusion amongst consumers who are struggling to comprehend
the different schemes, the introduction of this logo also carriexbfems. One of the problems
associated with the introduction of the label is that consumers are already used to a number
of well operating programs in the market and the occurrence of two quality assurance logos on
one product can be confusing and thusdoeing their trustworthinesgHassan and Monier
Dilhan 2006) Furthermore, the standards, which the private systems known to consumers are
governed by, are higher than the standards of the EU certification. Research into the

acceptance of different types has found that similarly to the low trust of German consumers in
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the EU organic certification logo, UK consumers also rate certification labath they are
used tq such as the Soil Association logo as shown in Table i8I8rhthan the EU organic

certification logo(Janssen and Hamm 2011; Gerrard et al. 2013; Janssen and Hamm 2014)
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Scheme

Soil Association

Demeter

Bioland

EU Organic logo

Logo

Description

Tabk 3.3 Comparison of Organic Certification Labels-Welvn to Consumers and the EU Organic Logo. Adapted from Gawron and Theuvsen (2009); Janssen and
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The Soil Association Certification
the oldest organic certifier in the Ut

licensing around 80% of the orgar

food products on sale in the Ul

Standrds exceed the ul
government’s minimum
requirements in  regards

environmental and animal welfare
Additionally it exceeds standards s
by the EU regulation and extenc
these in the areas of conservatic

and fish farming.

Hamm (2014); Gerrard (2013).

The holistic Demeterpgcifications
exceed government mandate
regulations in regards to anim:
welfare and additives. In 199
Demeter became one of the firs
private ecological associations
adopt guidelines regarding th
production of organic products
Established in 1928&he Demeter
certification program was the firs
ecological label for organically ar

biodynamically produced food.
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Bioland is the largest organic foc
association and most wetihown
organic specification in Germany. |
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organic  certification
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methods.
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mandatory and was
introduced by the

Commission Regulation (E!
No 271/2010

of 24 March 2010. Its use
governed by Article 57 ©
Commission Regulation
(EC) 889/2008 and replace
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3.6.5 Quiality Assurance in the Eating Out Sector

A large proportion of quality assurance programs operate on a Business to Business basis in
the agrifood sector (BRC, Global GAP) and are generally not visible to the end consumer
(Gawron and Theuvsen 2009herefore, out of the plethora of schemes that operate visibly to

the consumer, the majority are mainly targeting the retail se¢t@hrysochou et al. 2@b).

When eating out, quality assurance is rarely visible to the consumer. However, there are two
programs in the UK that focus on communicating quality standards. The Taste initiative
operates in restaurants throughout the UK promoting the use ofomaji food (Visit Isle of

Man 2014) Catering outlets such as restaurants, cafes andovisgittractions offering local
produce are given the Taste badge and are promoted on the regions tourism website
(VisitScotland 2015)¢ KS W¢lF adS 2dzNJ . SadQ AyAGAl bl @S A
government and Visit Scotland; other uses of the Taste initiative include the Taste Lancashire
and Taste Isle of MafVisitScotland 2015)The underlying principle of this quality assurance
schemes the assumption that visitors prefer to buy food with local provenance (Visit Scotland
2015).

A further system which is directed at both private and public sector foodseavidevorkplace
canteensis the Food for Life Catering Mark from the Soil Association that intends to provide
WOFNBAK T2 2 RSoidsatation 2¢12)Aimibigaciréliért high quality in areas that
consumers care abauthere is a focus on health, animal welfare and environmental impact
(Ferns 2012)The Foodor Life Catering Mark aims to raise standards of nutrition, food quality,
provenance, and environmental sustainability (Melchett 2014). The scheme is accredlited
different levels, therefore, catering outlets such as workplace canteens, schtaing and
restaurants can gain bronze, silver and gold levels of the catering (Rarks 2012)In 2014,

one million meals per day were served in various settings carrying the Food for Life catering

mark,including7500 meals served in workplacgoilAssociation 2014)

Catering marks such as the Food for Life standard promote local gomclrement that

LINE JARS& NB@GSydzS (2 GKS 'Y F22R I|yR Tl NX¥A
manufacturing sector. As sugbffective procurement incorporating localgredientscan have

I 0SYSTAOAILE AYLI OG 2y G(KS t20Ft SO2y2Y&d ¢
L SRISQ (G2 AYyONBlIrasS (KS Fyadzyd 2F 201 f Ay3l
that is nutritious and sustainably produced through their revised Government Buying Standard
introduced in 2012(Bonfield 2014) However,there is debate around the topic of local

procurement with different understandings of the concegtlocal food, with some definitions
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using food that is produced within 30 mile radius to others having a more loggerpretation

classing food producedithin a county ora 100 mile radiugs loca(Waltz 2011)

3.7 Brands as an Indicator for Quality

Brands act as information signals about food products to consumers. Therefore, when being
confronted with a lot of information, there is a reliance on brands that portray clear and
positive associations to aid choi¢@ubert and Poalses 2012¥hen making food choices the
brand of the product plays an important role. In a retail setting% of consumers taking part

in a study evaluating what information consumers check when purchasing food products for
the first time checked the brand of the produ@han et al. 2013Branding of food products is
increasing in the retail of fab products extending to the use of branding agricultural raw
products such as salads and mélaassoued and Hobbs 201%his expanding use of brands is
used as a further quality cue to consumdisaassoued and Hobbs 2013jood brands are
prominent in consumers everyday lives and numerous food brands have entered the list of the
2N RQa (i 2(Cdoper2013)o NI y Ra&

lf K2dAK oN}yRa KI@GS | KAIK LINA2NRGE Ay O2
defining the term brand. There is a lack of consensus between definitions regarding what
constitutes a brand and its functio@ones and Bonevac 2013) widely cited definition of a
brand originates from the American Marketing Associationciitharacterises a bran &Y W
name, term, sign, symbol or design, or a combination of them, intended to identify the goods
and services of one seller or group of sellers and to differentiate them from those of the
competitiore (Keller 2013) This definition offers two intentions of the brand and describes
how a brand is portrayed through the use of a symbol agol as well as its purpose to
differentiate from other products. However, this definition is criticised for solely focussing on
tangible aspects of a brand. Brands are thought to signal more than ownership created
through symbolswhich are criticised to ot be sufficient in the establishment of a brand
(Jones and Bonevac 2013)herefore, intangible brand atbiites need to be taken into
account as brands are complex symbols of meaniogsveying up to six levels of meaning as
shown in Table 3.&otler 1997)
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Level d Meaning Definition

Attribute Brands convey physical product attributes

Benefits Benefit to consumer beyond product attribute

Values N} yR& atrea az2YSUKAy3a | 02dz
Culture Brands express the culture of a country or region of origin
Personality Projection of a certain personality through a brand

User Suggestion of kind of consumer buying or using the product

Table 3.4 Six Levels of Brand Meaning. Adapted:fkatier (1997).

Whilst brand attributes and benefits can be matched or copied by competitors, brand values,
culture and personality have more enduring meanings (Kotler 1997). Therefore, brands need

to be defined more holistically a& multidimensional assortment of funchal, emotional,

relational and strategic elements that collectively generate a unique set of associations in the
public mind (Aaker 1996)In the context of food, a definition of branding needs to include an
acknowledgement of the differentiating, tangible aspects of a brand as welkdsdlistic view
recognisng less tangible aspects such as personality, character, values and relationships. In the
food sector tangible aspects such as differentiation and unique physical appearances are
decreasing which is putting stronger emphasis on intangible aspects of a branll Yy SOS A
YR {dFy6SO Hwnnoo

3.7.1 Brand Assaciations as a Signal for Quality Attributes

NI YR aa20AFdA2ya NBEFGS G2 GKS AYyTF2N¥IGA2)
positive and negativdSasmita and Suki 201%lence, they can be seen as an information
02ttt SOGAY3 (22t AyFtdSyOSR o6& O02yadzySNEQ SE
communications they received from the brand or social experience of the ki Osselaer
and Janiszewski 200I)hose associations stored through experiences with the brand, €an b
sensory or mental impressiof€hang and Chieng 200&)dditionally, associations related to a
brand are sale independent, whereby quality signals are communicated that do not rely on a
transaction or experience of produc(sVilden et al. 2010)Therefore, associations can range
from making assumptions about taste, quality to the originpodducts (Elangeswaran and
Ragel 2014)Brands can create associations with certain countries that are known to provide
high gquality and have well recognised history of producing a certain product(aker 2010Q)

Examples of brand associations with a country of origin are consumers’ associations of Becks
beer with Germanya country with a history in producing beer and the associations of various
brands of Champagne with Fran@&aker 201Q) Associations with the country of origin give
consumers signals of authenticiwith food products closely linked with consumer perception

of authenticity (Assiouras et al. 2015Furthermore, brand associations can link to a paternal

image which is derived from the producing company's histoajoret 2011)
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Brand associations can be both intended amintended, portraying effects of marketing on

the consumer(Till et al. 2011) Consumerswhose decisions have been influenced by brand
associationscan also form an emotimal bond to certain brands, feeling connected and
passionate towards the brand, establishing a connection between the brands and themselves
(Assiouras etal. 201®) . N} YR 0SyS@2f SyO0Ss gKAOK 0O2YYdzyA(
consumers, is used in absenoé information to make assumptions about benefits such as
social, environmental and health advantages that are associated with consuming products
(Lassoued and Hobbs 201B8roduct characteristics such as a positive impact on health can be
conveyed through brands and consequently this association might be used by consumers
when makingpurchases they perceive to be healtt@hrysochou 2010Consequently, rather

than consulting other types of information provision, such as nutritional labelling or coahtry
origin, consumers might rely on the associations and perceptions they have about a certain
brand when making food choices. Furthermore, in the absence of food information, as
frequently experienced by the consumer when eating out, brands can bridgmfivenation

gap. Therefore, brands not only help consumers to retrieve information but also to process it
(Till et al. 2011)

3.7.2 The use of Brands in Workplace Canteens

In the setting of workplace canteens, where there is little nutrition information provided to
consumers, contract caterers can make use of brands to convey a high nutritional quality.
Furthermore, this can be achieved through the establishment of an ovamdy which
establishes associations with nutritionally balanced food and healthy eating. Examples of such
ONl yRa FINB YSydz tAySa &adzOK & WxAldlIfASYQ g4¢&
contract catering division for workplace canteens acrossofi(Eurest 2015)Vitalien is a

brand portraying health and fithess associations thmlu cooperation with the German
m-3FTAYyS WCAG F2N) CdzyQd ! ff LI NGAOALI GAYy3 9c
daily basis. Dishes are advertised to contass than500 kcal, are high in fibre and nutrients

whilst being low in salt and sugar and prepared in a healthy (Eurest 2015) Developed in
partnership with the fithess magazine, the recipes are available for customerspaner at

home. Furthermore, the partnership with the magazine encourages increased physical
activities through offering gym vouchers which are available in both the magazine and
workplace canteesP | RRAGAZ2YFff &% W+Adl f A Siythe nrdazineSa | |
and on banners in the different cantee(Surest 2015)

A similar brand was established by the cootraaterer Sodexo, who has created the brand
W+rAGFEAGEQD xAGLFIEAGE Ada | YSydz tAYyS GKFEG Ay
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improved nutritional profile and high vegetable content in dishes (Sodexo 2009). Information
campaigns in each avkplace canteen are used to increase the awareness of the various
Vitality dishes offered(Sodexo 2009) Both brands, Vitalien ah Vitality are aimed at
consumers who put a high emphasis on healthy eating. Therefore, ongelighayis offered
carrying the brand logo. However, appealing to their health conscious customers by offering a
healthy branded dish also means thab nutritional information is availablen either the
branded or other dishes. Thus the customer has to rely on the associations of healthy being
created through the brand when trying to make a healthy choice. From a managerial point of
view this also means that ¢hcustomer demand for nutritious food is met without having to
provide further nutrition information, which reduces the administrative effort needed to

provide accurate nutritional information on a varying food menu.

3.8 Food Information provided through Electronic Communication

Whilst for the past decades, the printed label was seen as the most common medium used for
providing food information, electronic communication methods have advanced allowing
consumers to get aess to food information in a different wgZhan et al. 203). Technology
based applications can offer an alternative to more traditional information delivery channels.
These alternative methods range from smartphone applications that provide dietary or
product information to shopping cart scanning systems,clvhiustomers can use in a retalil
environment (Kalnikaite et al. 2, Lowe et al. 2015b) Promoting interactivity, these
different approaches to information provision ep new channels of communication between
food producers and consume(¥aldivieseLopez et al. 2013)Smartphone applications and
technology are present in consumers everyday life and offer opportunities for food business
operators (Dospinescu and Perca 201Ihe number of smartphone users is constantly
increasing, 40% of all phones dah 2012 were smartphones which was an increase to the
previous yeamby 43%(Bian and Leung 20159hn the UK, 51% of adults owned smartphones in
2013(Pearson and Hussain 2015)

Due to the developments in smartphone technology and the wireless intetmetdemand for
mobile applications is grown (HeeSun 2013) One of the possible benefits of these
applications is that more personalisation can be offered reaching out to different nafeds
consumer segmentg§Lowe et al. 2013)Especially in regards to nutritional information
provision, there is great consumer demand for personalised informg&tewartKnox et al.

2013) From a business perspective, technology can be used to add value and specifically

target certain consumer segmenfisowe et al. 2013)

76



3.8.1 Applications used in a Canteen Setting

Consumers araccustomedo using their smartphones to get access to information in many
other aspects of their lives and a large amount of consumers use location based apps to get
information about nearby restaurants et@HeeSun 2013) The app Tapingo is designed to
enable students to order food from their university canteen, aiming to be convenient and time
saving for studentgBarfield 2014) An app like his could also play an important role in the
workplace, where some employees refrain from taking a break because they feel that they
have not got the time to do so. Another app used in both foodservice and the retail setting is
called SmartAPPetite. Thipmtries to encourage people to eat local and healthy food. One of
the benefits of this app is its personalisation; when downloading the app, consumers are
prompted to provide information about their nutritional goals. Furthermore, there is a
function to adapt how often notifications such as tips about seasonal and healthy food would
like to be received. Another function of the app is to provide information about local retail
stores and restaurants offering local and healthy fq@martAPPetite 2015However, both
aforementioned apps are aimed at consumers in the USAGauthda and not available in

Germany or the UK

3.8.2 Challenges of Alternative Information Provision Systems

Although there are many benefits in providing food information in an interactive way,
applications are most likely to be used by motivated consumers that are actively searching for
information (Guthrie et al. 2015)However, certain apps that are currently on the market can
enable simplified food choices such as information enhanced shoppingdsthrie et al.
2015) For many consumers in a retail setting, where a lot of smartphone applications are
provided, mobile apps can beconiaconvenient given their low involvement in the food
shopping activity(Kalnikaite et al. 2012)Therefore, apps need to carefully balance the
difficulty of providing enough information whilst not ovealding consumergLowe et al.
2015b) In regards to the design of the applications, us@ndliness is paramount in order to
keep consumers engaged (Hebden et al. 2012). Furthermore, apps need to be of a high
running speed which can cause problemdére is a reliance on an active internet connection

(Hebden et al. 2012)
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3.8.3 QR Codes used to Provide Food Information

A further way ofproviding food information to consumers is through Quiekponse (QR)
codes printed on the product packaging or meQR codes are two dimensional codes which
can store a large amount of data on a small size label and have good readability even if the
label is slightly damaggdarjan et al. 2014)

Food information stored through such a label is immediately accessible and can be easily read
using a QR code reader on a smartphdfen et al. 2018 ¢ KNP dzAK2dzi (G(KS L
cycle, relevant information can be uploaded to a cloud database and transformed into a QR
code at the last stage of productidgiarjan et al. 2014)Stakeholders involved in the provision

of information are primay producers, processing companies, transport, retail and the end
consumer where each stakeholder represents a stage in the transformation of raw to final
producto ~ Sy { S lInfdrniation shared dhoughout this cyaban bein the form of food

safety informationas well asutritional composition, animal wére, origin and information

on the production methods use(Tarjan etal. 2014) The process of how data is stored
throughout different stages of production and information delivered to consumers in a retail
setting is visualised in Figure 3.6. Providing food information throughout the production chain
signals transparerycand openness to consumers and demonstrates that food producers are

willing to share information which in return can have a positive impact on consumer trust.
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Figure 3.6 The Concept of Providing Food Information throughout different Production Stages.
Saurce: Tarjan 2014
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Providing food information through QR codes can provide an advanced service that consumers
already are acquainted with through exposure to QR codes in other contexts. Although the use
of QR codes offers a convenient form of information\psion to consumers, its potential use

in providing information other than traceability information and nutrition information has not
been fully exploited in a retail or eating out setti(fganzValero et al. 203). Notwithstanding,

in Germany, information on quality assurancealszady provided through the use of a QR

code, and therefore has shown potential.

Whilst the alternative methods of providing food information offer huge opportunities of
extending communication and extend currently used labelling approaches, not all consumers
are comfortable with using technologZhan et al. 2013; Lowe et al. 2015Ajthough mobile
phone applications and other technological solutions will most certainly play a greater role in
both information provision but also in the way consumers seek information there is the
question of cost associated with these technological advancenientse et al. 2013)There is
mixed evidence about the consumer willingness to pay for services like these offensd et

al. 2013)

3.9 Relationship Marketing as a Way tauild Trustbetween Industry and Consumer

Whilst traditional marketing approaches had the aim of attracting new customers, relationship
marketing puts a greater emphasis on developing relationships with existing customers
(MacMillan et al. 2005)Workplace canteens offer a suitable setting for the establishment of a
good relationship with existing customerdn relationship marketing, strategies are
personalised based on the knowledge of individual customers. Although in the past
consumers who bought products and services locally had contact with the owner of the
business, globalisation has changed this bessnconsumer connectiofBaron et al. 2010)
Nevertheless, many consumers seek a relationship and dislike anonymityithna wealthof
consumer information available, relationship marketing can close the gap between consumer
and food producers and therefore reduce anxi¢®aron et al. 2010) There are three
conceptual dimensions to relationship marketing as outlined in Figure 3.7.

. ) Investments and Cos
Economic DlmenS|or{7 Reduction }

Relationship Marketin Strategic Dimemsion}‘ Core Competenciesl

-

=

Behavioural Dimensiofm——————— Social Bonding, Trusr

and Culture

Figure 3.7 The Conceptual Dimensions of Relationship Marketing. Adapted from: Wilson and
Janatrania (1994).
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The behavioural dimension oélationship marketing as a strategic tool is particularly relevant

in the context of food and workplace canteens due to the currently asymmetric relationship
between consumer and producer. The food sector is a highly unstable market, due to
fluctuating @mmodity prices alongside recent food scares, which have affected consumer
behaviour (Holm 2003). According to the food industry, quality standards suffer due to
unpredictable consumers who are focused on price (Holm 2003). Consumers on the other
hand feel that food producers are to blame for the occurrences of food scandals and within
this degree of ambivalence, both consumers and industry stakeholders are seeking interaction
that reduces opportunistic behaviour of the other paftgolm 2003; Baron et al. 2010)he

issue of building a lasting relationship in a setting where there is a great power imbalance
been mainly investigated from a B2B perspective, in the case of workpkteens the
contract caterer- employer relationshigHingley 2005; Arnott 2007However, the focus on

the behavioural dimension of relationship marketing here is pertinent from a B2C perspective,
the contract catereemployee or workplace canteen guest. Relationship marketis a
strategy to demonstrate trustworthiness is appropriate for workplace canteens as customers
have a strong desire for a relationship with their food providers and show willingness to play a
more active role in their food provision which is also re#ec through the increasing
popularity of alternative production methods such as organic farnfiihgghner et al. @07).

Morgan and Hunt (1994) have developed a model of relationship marketing based on
commitment and trust as the key successors to a lasting relationship with customers. In their
model, commitment is defined as the willingness to sustain a relatipresid trust defined as
certainty that the other party is predictable and respectalfidorgan and Hunt 1994;
Adamson et al. 2003) Trust and commitment are both mediating factors in a cooperative
relationship between food operator and customer where both parties are less inclined to use
short term alternativesd | T dzy' 2 €f dz | y R. Hardb§, @dmmivnkritJand tnust,nabe
placed between five antecedent variables and five outcomes as shown in Figure 3.8 which
shows the aplication of the key mediating variables in the setting of workplace canteens
(Morgan and Hunt 1994)
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Antecedents Marketing the Relationship Consequence

Relationship Termination Acquiescence

Costs: Positive: Guest trusts

No physical cost for guest tc canteen operator to act in
terminate relationship with their interest.

the canteen.

Relationship Benefit Propensity to Leave
Canteen offers convenient Reduced: The commitment
possibility to eat the place o s Commitment —_— the guest has towardthe
work. A canteen means that the

likeliness to buy food
elsewhere or not make us of
the canteen is reduced.
Shared Value

dedication to meeting Cooperation

3dzSaGaQ RSYIly Enhanced: Commitment anc

food that meets criteria that = Trust 5 tie created through shared

are important for customers values means that guest is

i.e. Healthy food, high aniah less likely to leave in the

welfare standards etc. event of another problem
i.e. food scare.

Communication Functional conflict

Various forms of Positive: Ethical practice ant

communication with the transparency enable

guest i.e. Personal contact, conflicts to be dealt with i.e.

posters, flyers, food retracing origin of food. A

information, technology etc. well dealt withproblem can
lead to a stronger
relationship.

Opportunistic Behaviou Uncertainty

Canteen operator does not Reduced: Trust created

display any opportunistic means that there is less

behaviour. Demonstrates no uncertainty with regards

this through ethical practice to the credibility of the

and transparency. canteen operator.

Figure 3.8 Application of the Commitment Trust Theory of Relationship Marketing to the
Relationship between Contract Caterer and Canteen Guest. Adapted from: Morgan and Hunt
(199).

Not only has the impact of information that is currently provided to consumers declined,
consumers trustworthiness following food scares and increased knowledge has also decreased.
Therefore, contract caterersieed to recognise that building lonterm relationships with
customers can be a successful approach to regain consumer (usty et al. 2013)

Furthermore, the aim of creating a relationship with their customers is thatare of value
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that goes beyond the price versus quality trade off and is of benefit to both pdB8iesrmeas

et al. 2016) Consumer trust can be achieved through appropriate communication strategies,
meeting consumer needs and the avoidance of negative reputation (Adamsal. 2003).
Relationships which are based on trust through shared values have a higher degree of
commitment (Morgan and Hunt 1994)Organisations and businesses should invest in their
interaction and communication process to facilitate their relationship with their customers and
demonstrate their valueg¢Gronroos 2007)From a consumer perspective, information sharing
and social interaction delivered throbgechnological approaches form an important part in
creating value and improving trustworthine6ung et al. 2013from a business perspective
building a relationship based on trust is of importance for contract caterers in workplace
canteens as not only are there more costs associated with acquiring new consumers, the
setting of a workplace canteen also poses atéthinumber of possible customers set by the

number of employees who are able to make use of the can{®ashid 2003)

3.11 Summary and Conp#ial Framework

The findings from the review of the literature have been combined into a conceptual
framework illustrating the role appropriate information provision can have on consumer trust
in workplace canteens as shown in Figure 3.9. This revi¢hediterature has also highlighted
criteria of importance that consumers attach to food. These criteria are illustrated through
food valueswhich are a set of stable values that influence food choice. Consumers look for
food that meets their values andchose food products which they believe to maximise their
utility. Trust is placed in those stakeholders of the food system that offer food based on shared
values. Due to the credence character of many of thef@rmational criteria of importance,
consumes rely on trust in food producers. However, these factors have not been tested in
workplace canteensFurther primary research is required to test not only criteria that people

attribute to food but also ways of providing information to consumers in a rimgdinl way.
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Criteria of Importance: Food Values
(Lusk and Briggemann 2009)

Ways of Increasing Consumer Trust in Canteen Operators and Food Served
Naturalness
Taste

Price

Safety
Convenience
Nutrition
Tradition
Origin
Fairness

Appearance
Environmental Impact

Provision of personalised information to consumers, reflecting

shared values to demonstrate commitment and
trustworthiness

(Morgan and Hunt 1994; Wang and Strong 1996; Mai 2013)

Information Quality

Types of Information Provided to and
Utilised by the Consumers

(Carbone and Zoellner 2012)

Relationship with canteen operators that fosters trust in
operators as representatives of the food system

(Luhmann 2000; Meyer et al. 2008)

Traffic Light Nutrition Information
Nutrition Information Box
Branding

Quality Assurance Schemes
Interactive Information Provision
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Figure 3.9 Conceptual Framework of the Role of Meaningful Information Provision which Relates to Trust in Workplace Canteens.
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Chapter 4
Methodology

Introduction

This chapter outlineshe methodological approach adopted for this primary research study.
Firstly, research approach and its desigmne discussed Following this a schematic
presentation summarises the key steps of the research project. Each stage of the research is

discussd in detail and choice of methods for each study presented and justified.

4.1 Research Approach

Traditionally, there have been two strands of research; qualitative and quantitative which have
been portrayed as being antagonisiiEeilzer 2010) This opposition of research strands is
driven by different worldviews of positiviswhere objective and valufree inquiry lead to the
discovery of reality and truth which underpins quantitative research and constructiwikioh
underlies the belief that a complete objective analysis is impossible as there are multiple
realities leading to a subjective inquiry undeming qualitative researcfCreswell and Plano
Clark 2010) Based on the different ontologicaind epistemological understandings of
qualitative and quantitative research paradigms it is argued that these are incomp@giblz

and Lincoln 1998)For Morgan (2007), methodology lies in between epistemology and
methods meaning that the methodology needs to connect concerns of epistemology with
concerns of the research design. Therefore, @down focus on epistemology disconnects the
understandings about the nature of knowledge from the methods used to produce it (Morgan
2007). Advocates of mixed methods however, endeavour to combine qualitative and
quantitative research strands which in trebove mentioned opposing worldviews seems
impossible(Feilzer 2010)This has led to a debate about commeradility of qualitative and
guantitative research methods when undertaking mixed methods resg@ehscombe 2008)
Whilst for some qualitative and quantitative research methods are incommensurable leading
to a use of a choice methods of the two different paradigms in parallel, others build on
similarities of both paradigs as a foundation for mixed methods reseaif®horse 2003;
Onwuegbuzie and Leech 2005; Denscombe 2088xed methods research has gained
L2 LJdzf F NAGe@ +FyR KIF& 0SSy NBTSNNES Rideigdantitative G K S
and qualitative research paradigms (Johnson and Onwuegbuzie 2004, p.14).

Moreover, advocates of the qualitative research paradigm have statkdt research

paradigms can be mixg&Guba and Lincoln 2008)

Pragmatism offers a different worldview to positivism and constructivism concentrating on the

problem to ke researched(Teddlie and Tashakkori 2009\Within pragmatism, there is
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acceptance that there are single gdamultiple realities which can be examined and finding a
az2fdziA2y F2NJ LINPoOofSYa Ay GKS Woreswdl fand @landt RQQ
Clark 201Q)Furthermore, a pragmatic philosophical underpinning does not automatically lead
to the use of mixed methoddenscombe 2008)

The Pragmatist Dewey stated that no way of providing knowledge can be claimed to be the
only way to provide the truth; different outcomes of studies are the result of engaging with
the social world in different ways(Biesta 201Q) Through the use of a combination of
methods, research questionthat cannot be answered using a singular method can be
explored (Doyle et al. 2009)Methodological eclecticism is used in order to find the most
appropriate methods to answer the research questions, therefore, the dichotomy betwee
qualitative and quantitative research approaches is substituted by an array of possibilities

incorporating both methodological dimensio(iBashakkori and Teddlie 2010)

This study uses anixed methodological approach; although a focus is on the research
question, which guides the path of enquiry, epistemological and ontological assumption
influence the selection of research methods in pragmatisforgan 2007)

Complete subjectivity and objectivity are theoretical concepts, which in reality are
unachievable. Therefore, the pragmatic approach refers to intersubjectivity which aims to
achieve a certain degree of mutual understanding amongst different cohorts: participants of
the research and experts reading or reviewing reseg@ktbrgan 2007) Hence, communication

and shared meaning are of importance in pragmatism (Morgan 2007). The concept of
transferability is usually associated with qualitative research and concerned with how findings
from one setting carbe applied to a differen setting (Teddlie and Tashakkori 2009n
pragmatism, transferability is of importance in determining the factors that influence the

degree to which results can be applied to other settifiggans et al. 2011)

4.2 Research Design

Given the asymmetry between consumer awgednteen operatorswithin the foodservice
industry including their different views on food quality and consumer needs, a mixed methods
design has been chosenri®n by the research questions the decision has been made that a
combination of methods is needed to address the research probi@whnson and
Onwuegbuzie 2004)This study uses a mulével variation of the triangulation design,
therefore, different methods are used to address differenteisvof societfDoyle et al. 2009)

The food system is a mulgvel systemwhere different actors play different rolg&ricksen
2008) The relationship between the different actors, consumers and industry, is strained with

both parties acquitting themselves of responsibilities and blaming the other party for
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opportunistic behaviou(Holm 2003) Advances in technology have ensured a stable and safer
food supply through stricter controls of food production systems and effaot minimise
microbiological food spoilages (Miché812). In the view of industry stakehold&lise overall
quality of food available to the consumbéas improvedMichels 2012) However, consumers
feel that there is an asymmetry between them and the food indysiere they lak
information about food, are provided with misleading information and are offered food of a
substandard qualitfMichels 2012) Furthermore, it is felt by consumers that their needs are
not taken into account and that the food industry is driven by préfiblm 2003; Michels
2012) Whilst consumers criticise the lack of nutritional amaality information provided to
them, industry stakeholders blame complex food information laws as barriers to information
provision and developmentvan der Meulen and Bremmers 2013he relationship between
consumers and industry in the food system is complex and both parties need to be taken into
account in order to rdéct a more accurate representation of the problem in regards to
information quality and trust in food when eating out. Therefore, both consumer and
foodserviceindustry viewpoints will be investigated inishstudy, as shown in Figure 4viith

the first and seconagmpirical studies examining consumer needs anapirical study three

focussingon industry stakeholder views.

Multi-level Food System

Consumers Foodservice Indus
Empirical Study 1 Empirical Study 2 Empirical Study 3
Scoping Focus  Bestworst Interviews
Groups Scaling
Informational Evaluation of Canteen Operators
Criteria of Criteria of Views on Importance of
Importance Importance that aSSliAy3a /2y
Consumers Influence Informational Needs
attachto Food / 2y adzySN
Consumed at Choice at Work
Work

Figure 4.1ncorporation of the Multiple Leveld the Food System in the Study.

Qualitative data informed the development of adarquantitative consumer study whereas,
the views of contract catering managers will be assessed through qualitative interviews.

Pragmatism is concerned with addressing power dynamics, thus the asymmetry between
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consumer and industry cannot be improved gnaatically if attempts to advance the situation

suit only those with the power to force an improvemg&eigfried 1996)Moreover, the part

of the society for whom the problem arose, consumers in this case, must also fotrof e
research to address both leve[Seigfried 1996; Hall 2013)he three stage muitevel mixed
methods approach chosen for this study aims to give a more complete account of values
consumers attach to food incorporating bothews of consumer and industry stakeholder
(Denscombe 2008 herdore, a sequential study design was chosen which allows the building
on findings between different stages and the research will be carried out through three
empirical studies. There is a gap in knowledge regarding consumer criteria of importance when
making food choices in workplace canteemdhich has been addressed through the use of
focus groups in empirical study 1. Research cannot be informed by theory or data alone,
therefore, Morgan (2007) proposes an abductiatersubjectivitytransferability approah,
where through abduction the researcher moves back and forth between induction and
deduction throughout the analysis. This abductive process was used in the design of this study,
where the inductive results of empirical study one served as inputs to¢ldective study two.

The results of both studies were used to guide the stakeholder interviews which form

empirical study three. The stages of the researabjgmt are outlined in Figure 4.2
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Literature Review

Chapter 1 Chapter 2
Eating Out and Trust Information Quality

Development Conceptual Framework

Stage 1 Primary Data Collection

Informational Criteria of Importance Consumers
attach to FoodConsumed at Work

Inductive Data Collection

Focus Groups UK/Germany

Stage 2 Primary Data Collection

Evaluation of Informational Criteria that Influence
Consumers Food Choice at Work

Quantitative Data Collection

Questionnaire UK/Germany

Study 3 Primary Data Collection

/' FyiSSy hLISNIG2NBRQ =+
/| 2yadzYSNEQ LY F2NXIGA
Quialitative Data Collection

Stakeholder Interviews UK/Germany

AS
2y

Data Analysis
1. Study 1 Thematic Analysis
2. Study 2 Bestworst scalingand Latent Class
Analysis
3. Study 3 Thematic Analysis

Development Theoretical Model

Conclusions

Figure 4.2Stages of the Research Project
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The research is undertaken in two countries: Germany and the UK, as these countries show
different levels of trust in the food system and there are differences in the provision and use of
workplace canteensAdditionally, both countries are growing economies that have a
longstanding history in providing food at work. Germany stands at thér@oreof food and
beverage market developmentsspecially in regards to meeting the demand for healthy and
safe food products (Germany Trade and Invest 2016). In Gerrirenfood and beverage

sector including Business afrlustryis the third largest idustry (Germany Trade and Invest
2016). In the UK, food and drink sales in public sector and Business and Industry accounted for
2.1bn (6.5%) of total sales in the foodservice sector with most of this provision in the form of
complete meals (Defra 2015)ottever, consumer behaviour has been found to be divergent
between the two countries. Therefore, it is of importance to establish whether a harmonised
approach to delivering food information can be taken in both countries by contract caterers.
This is depetlent on establishing whether or not the key informational criteria of importance
and the preferred way of delivering food information are similar in both countries. Outcomes
of this study can influence the way information needs to be communicated in @actirg in

order to demonstrate transparency and increase consumer trust in the canteen operator and
food served. This research study is designed to use the different perspectives of consumers
and workplace canteen opators in Germany and the UK marketexamples. As the

researcher is bilingual with a good understanding of the foodservice industry and the role food

plays in both countries, a cross cultural application of the research study was developed.

Focus Groups were the chosen method of data cablecas it allowed insighito consumer
criteria influencing their food choice at work. This study was undertaken during June and July

2014 in the UK and Germany.

The criteria of importance influencing food choice which were identified through the first
empirical study alongside different ways of providing information to consumere tested
through the use of posvist deductive methods. Bestorst scaling has been chosen as the
most appropriate design for the questionnaire as consumers are requiredake tradeoffs
between different foodcriteria which givesa more accurate account of the foadliteria that

are most important to people, and hence idergsthe role of trust.

Thereafter, an inductive approachas used to gain insight into contract catering managers’
views on criteria of importance including ways of increasing trust in workplace foodservice.
Interviews have been chosen for this study due to the small cohort of contract catering

managers also takingto account their limited availability of time.
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These three aforementioned described methods were employed in order to address the

research objectives and research questions as outlined in Table 4.1.

Table 4.1 Research Methods and Research Questions

Methods Objectives | Research Questions

Empirical Study 1 Objective 2| Whatinformationalcriteria are important to consumers

Focus Groups when making food choices in a workplace foodservice
setting?

Empirical Study z Objective 3| What are the most importaninformationalcriteria

Questionnaires influencing food choices made in workplace canteens?

Are there differences in food choice criteria for different
subgroups of the sample population?

Objectived | What ways of providing information are preferred by
consumers?
Are there differences in preferred ways of receiving food
information for different subgroups of the sample

population?
Empirical Study ¢ Objective 4| What docanteenoperators believe is most important for
Interviews their customers?

How is foodnformation communicated to consumers?

How practicable is it to provide food information to

consumers?

What are the barriers and enableo§ meeting consumer

demands?
4.2.1 Data Analysis: Triangulation and Thematic Synthesis
An explanatory frameork wasused to bring together the findings of the three empirical
studies. Thereby, a thematic synthesis process was followed. During this process, the results of
each component study were used to generate new explanatma theory as shown in Figure
4.3. Datasets from each tady were analysed inductivelgéductively separately, moving
abductively between data sets combining knowledge gained from each set into a- multi
dimensional perspective where each data set is informed and enhanced by the others

(lvankoveet al. 2006)

Stage 4: Synthesise data, Reach
conclusion

rStage 3: Identify themes, Establish
| gaps/limitations, Develop theory

from alll components using thematic

(Stage 2: Reconstruct collected data
| analysis and summarise

use agreed methods/analysis and
| write analytical report for each.

r’Stage 1: Complete empirical studiesJ

Figure 4.Explamtory Framework for Analysis. Adapted from: MacKenzie et al. (2014).
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Throughout this process, data was validated using thematic analysis and concurrent
triangulation.Reviewing the aims and objectives of the study helped to confirm in how far the

objectives had been méMacKenzie et al. 2014)

4.3 Empirical Study X Focus Groups

Four focus grops were conducted in order to gain insight irttgteria that motivate peoples’
food choices in workplace cantegrlThe focus groups were run @ermany and the UKrhe
focus group probes were devised apioted in a discussiowith key industry stakehdkers

and deemed appropriate to use.

4.3.1 Focus Group

To increase the reliability of the study, a protocol was followed that facilitated the
repeatability and replicability of procedures. In these focus groups a moderately structured
approach toquestions was use@See Appendix 1)Prior to the start of the focus groups,
refreshments were provided and participants were asked to read through the participant
information sheet and sign a consent forf8ee Appendix 2 and.3)he focus groups began
with an introduction outlining the aim of the focus groups and general rules for the discussion.
These included that goticipants knew they could useach other's names throughout the
audio recorded discussion, which were anonymised through participant cddesg the
transcription of the data (Doody et al. 2012). Participants were asked to engage into a
discussion but to be polite and not interrupt other participants (Doody et al. 2@428naller
number of broadly focused but opeended questions about opions on food at work and
motivators of food choice were asked with the aim of getting an understanding of the
participants™ views on the subje@organ and Scannell 1998)hese questions were followed

by a discussion about important food criteria, which was achieved through a natural transition
of the discussion. To conclude the group discussions, participasp®nsesvere probed and
narrowly defined criteria of importance were discussed. These criteria were obtained from the
previous parts of the group discussi@Morgan and Scannel9®8). In relation to sample size,
recommendations range from having four participants to fourteen participgiten et al.
2014) However, a sample size of six participap&s group was chosen according to van
Teijlingen and Pitchford{2006)advice to select a enough participants to develop a discussion
but not include a number of participants that hinders quieter ones from taking part.
Participants were sampled using convenience sampling through contacts who were working in
companies whera canteen for staff use wawovided.One of the inclusion criteria for taking
part in the focus groups was that participartad to eat regularly at their place of work which

was definel as twice per week omore. The demographics of the paripants areshown in
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Table 4.2 Eachof the four groups 2 in Germany and 2 in the Uldsted around 30 minutes

and was audio recordedParticipants did not receive any financial reward for taking part in the
focus groups but refreshments were provided as a gratit@d2 NJ LJ NI A OA LJ y i aQ
2008).

Participant Age | Gender | Occupation Group (Country)
no
1 50 Female Project admin 1 (UK)
2 31 Female Online Marketing Manager | 1 (UK)
3 41 Female Lecturer 1 (UK)
4 52 Male GRP Laminator 1 (UK)
5 32 Male Lecturer 1 (UK)
6 22 Female Event Manager 2 (UK)
7 23 Female PR Assistant 2 (UK)
8 22 Female Junior Accountant Executivg 2 (UK)
9 23 Female Performance Psychology | 2 (UK)
Support
10 24 Female Operations Manager 2 (UK)
11 26 Male Editor 3 (GER)
12 24 Male Executive Assistant 3 (GER)
13 25 Male Porter 3 (GER)
14 30 Male Lecturer 3 (GER)
15 28 Male Nurse 3 (GER)
16 24 Male Physician 3 (GER)
17 25 Female Physician 3 (GER)
18 24 Female Personal Assistant 3 (GER)
19 25 Male Care Assistant 4 (GER)
20 25 Male Journalist 4 (GER)
21 25 Female Web designer 4 (GER)
22 25 Female | Junior Art Director 4 (GER)
23 26 Female | Graphic and 4 (GER)

Communications Designer
Table 42 Demographics of Focus Group Participants

4.3.2 Data Analysis

After conducting each of the four focus groups, data was transcribed by the researcher in
order to visualise the characteristics of the recorded conversafiardorff et al. 2004)
Transcription is a useful tool in data analysis, as it acts as a more visual representation of the
data compared to the audio recording. Therefore, transcribing data can save timepksy/ireg

of recordings can be time intensive (Gibsand Brown 2009). An unfocused approach to
transcription was chosen whidherefore, concentratedon representing the basic meaning of
speech on the recording rather than including nuances of speech, overlap in talk-eermai

forms of communicatioriGibson and Brown 2009)
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Focus groups conducted in the UK were transcribed in Engfigst focus groups conducted in
Germany were transcribed in German but not translated into Endhamiliarisation through

reading and reeading was undertaken as a second step of data anglBs&in and Clarke
2006) After transcription and familiarisation with theath, it was coded as a further part of

data analysis, linking the data to ideas in a several cySkgaria 2012)

Themaic Analysis

The data was analysed using thematic analysis. Therefore, when transcribing théhedayge

of analysis chosen drove the attention to detail and pauses, sighs and interruptions were not
included(van Teijlingerand Pitchforth 2006)Thematic analysis is a way of analysing data that
applies a lower level of interpretation in contrast to other analytic methods such as grounded
theory which apply a higher degree of complexiaismoradi et al. 2013)The choice of
thematic analysis had an effect on the way data was coded throughout the analysis.
Accordingly, the data was analysed deductively in order to find common themes, differences
and relationshipgGibson and Brown 2009 priori codes obtained from the literature were
used to establish a coding frame prior to the data analysis, howduegher empirical codes
emerged through analysis of the da{&ibsonand Brown 2009) Themes were iteratively
reviewed so that coding categories were adapted according to the data to achieve rigour
(Barbour 2008). Interview languages were retained as well as initial codes in the original
language which were also transformed and merged into English, chosen to be the common
language of analysis. Throughout the coding process, idiosyncratic aspects of codes were
retained (ie. Gurkensache in German focus group referring to a German food scandal)n 201
to aid the understanding of the multipleulture context. This decision was made to be able to
facilitate further analysis where necessary and allow retaining both language and culture

specific aspcts (Sinkovics and Penz 2011).

The use of Computer assted qualitative data analysis software

Computer assisted qualitative data analysis software, NVivo 10, was used for data analysis. The
decision to use a qualitative data apsis programme was made based itg advantage of
having a single location whedata is storegthat is easily accessible and provides the tools for
consistent coding schemg8ergin2011) There is debatavhether using a qualitative data
analysis programme distaes the researcher from the data.oiever, the programme can

only assist in analysing especially managing data rather than interpreting(Batzley and
Jackson 2013)Therefore, after familiarising with the programme it was decided to use a

qualitative data analysis programme. Using a computer assisted qualitative data analysis
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software was especially found useful to have a good overview of the data when coding and

helped to ease the process of iteratively reviewing co@&bson and Brown 2009)

4.4 Empirical Study 2, Questionnaire

This second empirical study was designed to analyse factors that have been identified through
the focus groups and the literature in order to test whaformational criteria are most
important to consumers when making food choices at wdtlereby,informational criteria
identified through the focus groups were classed as criteria that are always impddant
consumers and criteria where the importance attached varies between different consumer
profiles. Therefore, to test which criteria are most importafdr different consumer
subgroups, the latter have been included for testing in the questiorrasrindicated in Figure

4.4

Informational Criteria that are alway
important

1 Variety

1 Portion Size

i Taste and Visual Appearance

Informational Criteria Identified through the

Focus Groups

Informational Criteria where importanc
varies depending on consumer profile
1 Value for Money
Naturalness
Nutrition
Fair Trade
Environmental Impact
Origin

Organic

= =4 =4 4 4 - -

Animal Welfare

Figure 4.4 Selection @riteria that have beeincluded in the Questionnaire
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4.4.1 BestWorst Saling

The questionnaire used for this study was based on-bestt scaling as part of choice based
measurement as developed inn and Louvier€l992) The aim of besivorst scaling often
referred to as maximum itference scaling or MaxDiff is the prioritisation of attributes
(Lipovetsky and Conklin 2018estworst s@ling extends on paired comparison methods and
discrete choice modellingLipovetsky and Conklin 2014paired comparisons as based on
Thurstone’s (1927) and Bradley and Terii1852) developments giveénformation on the
relative importance of a number of different paired options (Garver 2009). Discrete choice
modelling which allows simultaneous presenting of various attributes to participants is based
on the random utility theory developed by McFadd@®80)concluding that a preference for
one object over another is a function of the relative frequency of which this object has been
chosen oer the other(Manski 2001) Bestworst scaling allows obtaining individual measures
of a scale with known properties. Other than in paired choice and discrete choice tasks asking
for the preferred choice amongst objectsebtworst scaling aski®r the most (best) and least
(worst) preferred options, providing more statistical information about the relationship
between different attributegLouviere et al. 2013Within bestworst scaling it is assumed that
individuals are able to make choices about the best dm@worst items as extremes amongst

a set of criteria provided to them in accordance with the adaption level th@aoyviere et al.
2013) Furthermore, via repeated rounds of different choice sits possible tachievea full
ranking of items in a way that is feasible for participants to answer and make choices in the
provided scenariogLouviere et al. 2008)Choice sets presented to parpeaints usually
encompass three to six items; most commgqriigur-item questions are used. A foitem
questions implies six possible pairs, wHarether than in discrete choice experiments where
only the most preferred option is selected, basbrst scalilg achieves to give information

about five of the possible six pa as illustrated in Figure 4(&arver 2009)

Four-item choice set A selected as best and D selected as worst

Relation between items
A>B
A>C
- ASD
B>D
D>D
The relation between B and C is unknown

Ol m| >

Figue 4.5Information that can be drawn from a Foitem Choice &.
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Nevertheless, mst researchers use rating scales or ranking to understand consumer
preferences in food related research studiéSohen 2009) Alternatively, paired choice
methods as developed by Thurstone (1927) can overcome disadvantages associated with
rating scalesand rankng tasks. Table 4.8ives an overview of different methods used to

understand consumer preferences as discussedahen (2009) and Garver (2009).

Table 4.3Comparison of Different Methods used to Understand Consumer Preferences in Food
Related Rsearch. Adapted from: Cohen (2009) and Garver (2009).

Method Summary Critique

Rating Scales Rating scales are widely used t¢ All aspects can be rated as important;
study attitude or importance. does not necessarily reflect purchasing
Response categories range behaviour (Garver 2009).

between two extreme positions,| Subject to socialesirability bias.
often divided by five or seven | Idiosyncrasiet response styles such as

points thatcorrespond to a individuals using scales differently,
verbaklnumerical scale cultural differences in scale use or verba
(Sarantakos 2013) ambiguities in the use of labefduger et
al. 2007; Lee et al. 2008)
Ranking Attributes have to be ranked Participants can struggle to rank
Scales according to taske.: from accurately when task includes a high
highestto lowest. number of attributegLouviere and Flynn

There are as mamanks as there 2010)
are attributes(Sarantakos 2013)
Paired Choice Two options are presented to | Includes adiscriminableprocess on behalf

partidpants out of which the of the of the participan{Cheng et al.
participants choses the most 2013)
suitable(Cheng et al. 2013) Only gives information about the best

choice (Garver 2009).
Number of pairs to be judged by
participants rapidly expands with
increasing items (Cohen 2009).
Best Worst | Choice sets with approximately | Forced choice simulates market situatior
4-6 attributes are shown to of food choices more accurdie(Cohen
participants. 2009).
Participants have to choose the| Use of large number of attributes require
most (best) important and least | effort and attention on behalf of the
(worst) important item within participant, however, this also means the
each set. choice sets are evaluated more closely
and accuratelyfChrzan and Golovashkine
2006)
Gives information about the relationship
between the different attributes.

Scaling

Bestworst scalings a valid alternative to sedxplicated methods, where participants directly
rate or rank items on an individual basis. Although, asking participants to rate or rank the
importance of a single item requires little effort on their behalf, it often falgtasp priorities

and therefore, results might lack differentiation (Furlan and Turner 20140ne of the
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benefits of using besivorst scaling is that it gives information about the top and bottom rated
object in each choice set which provides more information about the ratfrapjects in each
set (Louviere et al. 2013)Consequently, as the most and least preferred ogstiare chosen,
this method does not suffer from the scale bias associated with rating based Hoatse and
Lockshin 2013)

Bestworst scalingis specifically useful in crosstional research as undertaken in this study
(Loose and Lockshin 2013previous research has found that participants from different
countries make different use of verbal ratingcales leading to scalar inequivalence
(Baumgartner and Steenkamp 2001; Yao et al. 2003; Harzing et al.. 20680 making
cultural comparisons or trying to segment the sample population across diffe@untries,
there is a risk of confounding scalar inequivalences with diversity in prefergmose and

Lockshin 2013)

Furthermore questionnaires using bestorst scaling pose tasks that respondents find easy to
answer and uséMarley and Louviere 2005%iven the disadvantages associated with other

methods, it vas decided that bestorst scaling experiments are a feasible alternative to

advance theunderstanding of factors that influence food choice in a workplace foodservice
setting (Cohen 2009).

When making choices, individual's cognitive processes are different and choices can be made
in various ways. In a bestorst experimentthe most and last important or liked item, can be
chosen together, all possible pairs can be examined and the most suitable chosen, or best can

be chosen first prior to worst and vice ve(8éarley and Louviere 2005)

4.4.2 Framework and Design of the Experiment

The framework andhe basic model of besworst saling will be described in the following as

outlined in Marleyand Louviere (2005). Within a besbrst experiment, there is a definite set

2F OK2A0S 2LJiA2ya ¢3x o0Sad FyR ¢2Nadilsethof KA
attributes Xc¢ S6AGK - xHZ . O6E0 AYRAOIFI(GSa (KS LI2aaAro
I RAFTFSNBY(G FGdONROdziSEaA @& LINRPOolFoAftAGE 2F oS,
| 2y aSljdsSyiates .27 6EZeé iacdoidinglyraiributeX iJchosérbas best] St A
AY - FYR I G0GNRAOGdzi S (Marefgand louvierk 20855y | & 62 NBARG Ay

Thereforen X .~ 6E0X 2 6803 .2° OHEZ&0 X m | yR
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Since bestvorst scaling has been developed in the 1990°s there have been adaptations to the
original model and framework with some experiments only asking participants to rate the best
or the worst optiongMarley and Louviere 2005 urthermore, the abee framework of best
worst scaling is referred to as Case 1 bhaetst Scaling and has been adopted for the design of
this study. In a Case 1 besbrst experiment, the purpose of the study is to scale attributes on
one dimension, importance in this expeent (Loose and Lockshin 2013)n further
developments of bestvorst scaling, referred to as Case 2, different attribute levels are scaled
on one dimension (utility, liking, importance etc.) and Case 3, where diffatéitute levels

are combined into choice profilgdoose and Lockshin 2013lthough very similar to a full
profile conjoint analysis, Case 3 b&girst scaling still asks respondents to choose the most

and the leastppealing profile based on the chosen dimension.

4.4.3 Structure of the Questionnaire

The questionnaire consisted of three parts: food criteria of importance, information provision
and sociedemographic factors. Participants were presented with variohsice sets which
contaired a set of foodcriteria or types of information provision. For each tetrad as shown in
the example given in Figure 4dglow the most preferred and the least preferred option had

to be choser(Streetet al. 2005)

Most Important Least Important

Animal Welfare

Value for Money

Organic

Environmental Impact

Figure 46 Example of One Choice Set shown to Participants inuhes$

Therefore, participants were required to make tradd#s between different criteria which
reflects purchase intentions and can predict consumer behaviour more accurately than the use
of rating scale¢Adamsen et al. 2013)

In order to limit the amount of choice set presented to a participant a balanced incomplete
block design was chos¢Adamsen et al2013) One of the disadvantages of this method is the
design process of the choice sets; an increasatiibutes leads to an exponential increase in

possible choice se{®ermeulen et al. 2010However, the use of a balanced incomplete block
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design can reduce the number of choice sets whilst edttibute appears equally often and is

combinedequally often with anther attribute (Louvere et al. 2013)

In order to increase the results accuracy, 10 versions of the questionnaire were generated
within the Sawooth Sftware (Furlan and Turner 2014). One of the benefits of creating
multiple versions is that the way attributes are comhbinevithin choice sets and the
occurrence of choice sets increases which can reduce context bias and order @Figtas

and Turner 2014)

The content of the questionnaire was structured in three main sectionsispresented at

Appendix 4

Section 1 of the QuestionnaireConsumer Criteria of Importance

When designing bestorst experiments it is of paramount importance that attributes tested
in the survey are relevant and therefore, criteria of importance and their definitions identified
through the focus groups were uséaor the questionnairedesign. This way it is ensured, that
the criteria have a meaning to the participan@acon et al. 2008)In order to clarify the
definitions of the attributes that were tesd for, a list of attributes and their definitionsese
provided for participants. For this bestorst experiment, a balanced incomplete block design
was chosen to reduce the number of choice sets and therefore burden for the participants. In
bestworst experiments, an increase in attributes (J), that are tested in the experinead,to

an increased number of choice sets that participants have to answéro@viere et al. 2013)

A balanced incomplete block design, reduces choice sets whistring that each J attribute
appear equally often amongsthoice sets and cappear equally often with the other-1)
objects (Louviere et al. 2013)The desig developed for this experimentonsists of J=8
attributes resulting in eight tetrad choice sets, where each attributeappears with each

other and is shown four times across all choice sets.

Section 2 ofhe Questionnaire: Information Provision

This part of the questionnaire was designed to establish, what types of information provision
are relevant to consumers. Therefore, a besirst experiment was designed using attributes
that were obtained from both a review of the literature and the anayaf the focus groups. It

is important to get an insight into the preference of information provision, as information
provided is only meaningful to consumers if it is understandable and relevant (Van Rijswijk and
Frewer 2012). Consumers have a greatdermst in food information to enable them to
increase their control over the food they eat and make informed choices (Van Rijswijk and

Frewer 2012).
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In order to test the preference of different ways of information provision, a balanced
incomplete block dagn similar to the experiment design testing different food criteria of
importance has been chosen. It differs in the amount of choice sets presented to participants
resulting from fewer attributes, J=6, that were of interest. Consequently, six choice sets
containing triadswere presented to participants. Each attribute-appears with each other

and is presented thre times across all choice sefBhe different ways of providing food

information under investigation in this part of the survey are liste@able 44.

Table 4.Different Ways of Providing Food Information to Consumers

Information Form Description

Traffic Light Information 1 At a glance nutrition information

1 Widely used in retail setting

1 Easily understood by consumers in Germany an
the UK (Borgmeier and Westenhoefer 2009)

1 Consumer familiarity through media attention
(Van Herpen et al. 2012)

Information Box 1 Can display information on nutritional content,
allergens, place of origin etc.

1 Requires effort and numeracy skills to be utilise
by consumefWatson et al. 2013)

1 Consumers in Germany and the UK are familiar
with this type of labelling and show good
understandimgy of it(Grunert and Wills 2007)

Brand 1 Used as heuristics for quality attributes to aid
purchase decisiondaasovaara et al. 2012)

1 Brand portrayng image of being healthy can helf
to make quick decision rather than making use ¢
nutritional information

1 Communicated through logos, brands allow

consumers to make quick decisions that require
less effort in processing informatidRet et al.
2010)

Visually communicated through the use of a logt
Way of demonstrating certain quality criteria are
met (Achilleas and Anastasios 2008)

9 Familiarity with quality assurance logos in both
Germany and the UK in both retail and foodserv
setting

Interactive Information Provision 1 Way of providing inforration interactively
through the use of smartphones or scanning
devices

1 Can be accessed by those consumers who shoy
interest in food informatior(Nocella et al. 2014)

1 Candisplay larger amounts of information
compared to menus

Footnotes 1 Used in catering to display information on
allergens, vegan and vegetarian dishes as well
additives
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Section 3 of the Questionnaire: Soaiemographic Characteristics

For comparisomf international research, a set of standards is mandatory in order to compare
sociodemographic variablethat arebased on the same definitions and operate on functional
equivalents. Standardisation can be achieved through either input harmonisation or output
harmonisation: input harmonisation requires an instrument that is constructed before the data
collecion and harmonisedso that it can be used in all countries under investigation.
Therefore, each variable tested for must be based on the same understanding of each measure
(Destatis 2010). Input harmonisation has been chosen for the development of mdisé of
sociademographic variables in this questionnaire whilst output harmonisation has been
chosen for the collection of information on educational attainment. For this question data is
collected in a free format but classified through an internationalieadion classification

system (Destatis 2010).

Sex and Age

Sex is a standard parameter in surveys, referring to the biological and physiological
characteristics, while gender refers to socially constructed roles. Collecting information on the
sex of gparticipant is important to wssclassify with other characteristics gathered (Eurostat
2007).

Age is one of the basic parameter collected in surveys, as it influences behaviour and values.
Existing information on the situation and behaviours of speecifie groups can be used to
interpret data collected from the questionnaire (Eurostat 2007). Information on the age of
participants can be collected in a number of ways. Participants can be asked to state their age
or they can be asked to provide eitherllfdate or the month and year of birth (Wolf and
HoffmeyerZlotnik 2003). There is an advantage in the latter; people tend to remember their
date of birth faster as it is a constant compared to their age and participants are less declined
to answer with avrong age making themselves appear younger or older (Wolf and Hoffmeyer

Zlotnik 2003). Consequently, participants were asked to provide their month and year of birth.

Country of origin

There is debate whether information on ethnicity should be collectedurveys, especially in
international surveys. The interest in this type of information stems from evidence suggesting
that migrants who have moved to more developed countries, have disadvantageous life
chances compared to persons born in that countrymgrants from more developed countries
(Erikson and Jonsson 2001). However, the question of ethnic status is a sensitive issue and
there are high possibilities of differing results in different countries due to different definitions

of ethnic groups (Erik&@ and Jonsson 2001). Furthermore, definitions of ethnicity and
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subgroups can only be understood in their national context (Aspinall 2007). Therefore,
participants were asked whether they were born in Germany or the UK. For participants born
outside the Ukor Germany, a further question was asked to clarify whether they were born in
another EU Member State or in a n&W country. Asking participants for their ethnic
background leads to high nemesponse. Henceparticipants were askefbr their country of

birth rather than ethnic status. Additionally, international agencies such as EUROSTAT
specified that there are no internationally recognised standards for ethnicity and related
concepts (Aspinall 2007). Therefore, it is possible to ask for the countriytiofrather than

ethnic background (Erikson and Johnsson 2001). Asking participants for their country of birth is
in accordance with the Conference of European Statisticians Recommendations for the 2010
Censuses of Population and Housing of the UnitedoNatEconomic Commission for Europe

and the Statistical Office for European Communities (Eurostat 2007).

Dietary Requirements

There are certain determinants of food choice that are key drivers preceding the assessment of
the eight informational criteria of importance evaluated in part one of this survey
questionnaire. These criteria care related to culture, health concerns as well as criteria
based on attitudes, beliefs and perception of food. Cultural and religious influences lead to
differences in haltual consumption of certain food and can influence restricticarsd
exclusions of certain food productsiealth related concernsuch as allergies or following a
restricted diet for medical reasonsre important criteria influencing food choices made.
Attitudes and beliefs about food and diet have personal meanings and are powerful
determinants of food choice and dietary behaviour for example, when following a vegetarian
diet (Franchi 2012)Information was collected about dietary requirements thasrelated to
religion, health reasons, allergies as well as giving respondents the opportunity to specify the

type of dietary requirement.

Household composition and type

Household composition acts as a partial reflection of the social situations of ipartis in

terms of shared expenses and dependent children influencing their economic situation
(Eurostat 2007). Therefore, information was collected about the size and the composition of
the household. Families and households are multidimensional coneepish change over

time (Bien and Quellenberg 2003). For the purpose of this study, a household was defined as a
dwelling unit and therefore, the option of a single person householditedl The number of

people living in the house should be easy to detiexen however, it is necessary to be able to
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differentiate between households where people are cohabiting and financially dependent on

one another and house shares.

Employment status

The economic situation of a person is greatly influenced by their lastatus with differences
between income from part time and full time work (Eurasg®07). This questionnaire used
the workforce as a sample population, therefore other than proposed in the International
Labour Office definitions of labour status, optiosisch as unemployed, retired, currently not

working due to sickness were omitted from the response options (Eurostat 2007).

Occupation

The type of occupation a person performs influences the financial situation of the individual
and household (Eurostat 2@). In order to harmonise the measurement of occupations, the
International Labour Office (ILO) of the United Nations has developed the International
Standard of Occupational Classification (ISCO) with the most current version based on
revisions made in@8 (Budlender 2003). The ISCO classification is based on the nature of the
job itself as well as the level of skill required (Eurostat 2007). This raises the issue in
comparison between different countries where different skill levels are required fosdnee
occupation. There areaccording to the first level of the IS@B classificationten different
occupations in employment which are complex for participants to understand (Eurostat 2007).
Participants were asked to provide their job title, which thevas coded according to the
different categories in thelSCO 0O8database. Although this increased workload through
additional time needed for coding, the cognitive burden for thatigipants was reduced as
they did not have to identify their occupatiorub of a long list of different possibilities (Tijdens
2010).

Educational Attainment

The importance of educational level of people for their social position is largely recognised
(Eurostat 2007). Educational qualifications are used to predict outcomibe ilmbour market

and are closely linked to indirect effects such as income which have an effect on food choice
(Schneider 2011). Furthermore, educational attainnsemfluence individual's attitudes
through individual's knowledge and experience gainedekyosure to norms and values in
different educational settings (Schneider 2011). The question in the survey on the highest
level of education has been developed based on the CASMIN (Comapartive Analysis of Social
Mobility in Industrial Nations) EducatiohaClassification in International Comparative

Research. When trying to obtain the highest level of education in a questionnaire, the high
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degree of diversity between different national education systems needs to be taken into
account in order tmbtain comparable measures. Developed as part of the social stratification
framework in the 1970s, CASMIN distinguishes between vocational and general certification at
the compulsory, intermediate and maturity level of education (Brauns et al. 2003). Alternative
methods of assessing the highest level of education are the UNESCO International Standard
Classification of Education (ISCED7) and the HoffmeyeZlotnik\Warner Matrix of
Education (HoffmeyeZlotnik and Warner 2007). CASMIN provides a good level of
differentiation and validity across countries including Germany and the UK amongst other
European countries (Schneider 2011). However, provigiagticipants with all options
available increases the cognitive burdean behalf of theparticipants. Therefore, itvas
decided to openly ask for the highest educational attainment which was then grouped

according to the different classification levels.

4.4.4 Translation of the @rvey

The questionnaire was drafted in English as a source questionnaire and later ednight
German. Focus of the translation was not on the mechanical translation on a word for word
basis but to capture the meaning of the different concepts that were part of the questionnaire
(Kazi and Khalid 2012Fonsequently, this was strongly influenced by results and terminology
used by participants of the focus groups in the two different countries. Therefore, it was
important to not only translate the meanings of the concepts but to tie them in with local
realities and literary formg¢Kazi and Khalid 20128ack translation is a tool that is commonly
used when translating questionnaires from a source language into a different landikiage

and Khalid 2012)In the process of back translation, the questionnaire is translated from the
source language into another language as the first part of the process. Dieirsgcond part

of the back translation process, the translation is reversed back into the source language by a
different translator unaware of the first source language vergnslin 1970) Althoughback
translation is often used to increase the accuracy of the translation, it has been criticised as an
insufficient criterion of success due to its aim to achieve the best possible translation, which
most likely will not be equivalent to the first véoa (Russell 1991)0One of the problems with
back translation is that the translatas often not familiar with the theory and terminology
used in the field of enquiry, and therefore strongly relies on dictionary translations with the
underlying assumption that these will match the cultural understanding of the terminology
used(Barger et al. 2010)Therefore, it was decided not to use back translation as a method to
double check the accuracy of the translation. The translation of the quesice was strongly

influenced by the terminology used in the focus groups.
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4.4.5 Pilot Testing the Questionnaire

Throughout the development of the questionnaire, feedback from experts was sought to work
on the right design of thebestworst experiment andto determine adequate socio
demographic variables. One of the main drivers behind adapting the questions was the desire
to decrease the cognitive burden of the questionnaire on participgdDsbbie 2003) With
online questionnaires, the commitment of participants to finishing the questionnaire is
decreasedcompared to in person or telephone administered questionnaif®@sholl 2003)
Furthermore, questions have to be limited to a minimum of amount necessary and of a low
complexity so that respondents do not get fatigued answering questions and easily understand
the tasks (Scholl 2003).was deemed necessary to pilot test the questionnaire not only to test
the robustness of the experiment design but also to assess whether participants had any
difficulties understanding what they were asked to do in terms of the wording of the questions
(van Teijlingen and Hundley 200Pijlot testing can be used to increase internal validity of the
research instrument through identifying ambiguities and dido® unnecessary questions if
these do not give an adequate range of responses (van Teijlingen and Hundley 2001).
Additionally, through identification of issues in the questionnawdich are a result of pilot
testing, response rates can be increasedssimg data reduced and overall more valid
responses obtaine@Schwab 2005)The survey questionnaire was piloted during March 2015
with Participants sintar to the sample population (n=5) in each country, Germany and the UK
(Schwab 2005)After the pilot testing, the response burden of the participants was reduced
Therefore, for the questions relating to educational attainment and occupation, the nailtipl
choice answers were removed and a free text option fosweers included. Furthermore,
based on the suggestion of one participant, an additional response option was added to the

question relating to the type of household.

4.4.6 Questionnaire Administratn

Contacts were made with companies offering a workplace canteen to their employees, asking
to distribute the online survey to their employees through their intranet. A -poobability
sampling method has been chosewhereby contacts have been made with an index person
that distributed the survey furthe(Slattery et al. 2011)Participants were invited to take part

in the survey through an invitation email sent out in June 2015 explaining the aim of the study
and containing a link to the online questionnaire. Providing a linlaricexternal webpage
rather than replying to an email can give participants greater confidence in the anonymity of

their responses(Sue and Ritter 2007)
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Online administered surveys are widely used within social science research as they offer the
advantage of fast turnaround as the outreach to participants via emaihstant(Sue and

Ritter 2007) Although there are several adwages to internetbased surveys, there are also
challenges associated with this administration mode such as ignoring parts of the survey,
submitting multiple times or careless respondingyvVard and Pond 2015)However, using
databases created and hosted by Sawtqgifovided a function whereby a survey cannot be
submitted multiple times using the same IP address. Furntivee, due to the design of the
bestworst experiment, responses camlg be used if all choice sets have been evaluated and
answered. Careless responding is also associated to survey length, which was considered when
designing the online survefWard and Pon®015) Administering the gquestionnaire online

and through the intranet of participating companies ensured that slurvey was serdut to a

good size sample of the worlgrpopulation. The sample size achieveas n=37 and this is a

commonly used sanig size for studies using besbrst scaling (Sawtooth 2015).

4.4.7 Data analysis

Data analysis was undertaken in two steps; attribute importance was calculated on an
individual level and this data was then subject to latent class analysis using Sawtooth Software
(Cohen 2009) Bestworst data are elicited as choices andetefore, most commonly, a
multinominal logit model (MNL) is applied to the observed pairs of bestvemdt choice
frequency data(Jaege et al. 2008) MNL is used to estimate the utility scores for each
attribute tested for in the experiment(Lipovetsky and Conklin 2014)or bestworst
experiments, an hierarchical Bayes (HB) application of MNL is seen as dhstayjalard for
estimating individual level utility scores for begbrst Scaling experiment®rme 2009) In
Sawtooth software, which was used for the desimd analysis of the survey, a rescaling
approach is adopted where raw HB logit scaled scores are directly related to probabilities of
choice,wherethe worst score for each individual is zero and overall scores sum t¢CGfie

2009) This is achieved througbdxponentiationof raw logitscaled parameters resulting in
scores that are proportional to choice likelihood (Orme 2009). HB modelling is able to get
individuatlevel results even from experiments that are not completely balanced or orthogonal

(Furlan and Turner 2014)

However, there are other techniques leading to similar results as those obtained through HB
(Orme 2009). In counts analysiee amount oftimes a certain attrinte was chosen as best
and as worstis counted The times an attribute is chosen as worst is subtracted from the
number chosen as best (besrst). Counts analysis can be performed at the aggregate level

across the sample or at the individual le{€inn and Louviere 1992; Cohen 200B)is simple
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