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Abstract

Consumer organizations usually lead the opinions of the consumers. This study was performed to investigate the perceptions and
information needs of consumer organizations on food additives for the promotion of risk communication, A survey was conducted for 4
weeks in March 2012 by using a self-administered questionnaire consisting of 32 questions. Total 111 responses were collected for
analysis.Safety (91.0%)" was the most important factor influencing the purchase of processed food, and both food additives (24.3%) and
‘environmental pollution (23.4%) were considered as main risk factors, The longer the career of the members had, the higher negative
perceptions on food additives (p<0.01). About 70% of the respondents who had known KFDA’s researches on evaluating safety of food
additives answered that researches were not enough to make sure the safety. Although lectures and other domestic organization were the
main channels for getting information, TV’ was considered as the most suitable way for it. ‘Poor risk communication (32.4%)" was pointed
out as the serious problem of government’s food safety policy. Based on these results, consumer organizations low level of trust on

government should be overcome by continuous supply of information what they need to facilitate risk communication on food additives,
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Table 1. General characteristic of the survey subjects N(%)

Variables Classification
Male 7(6.3)
Gender Female 104093.7)
20-29 2(1.8)
Agelyr) 30-39 32(28.8)
40-49 08(61.3)
50-59 9(8.1)
High  school 12(10.8)
" University 86(77.5)
Fucation  Level Graduate  school~ 12(10. 8)
NA" 109
Living  Cooperative Association(LCA) 99(89. 2)
Consumer Org,Z) Environmental ~ Org.(EO) 8(7.2)
School  parents - education Association(SPEA) 4(3.0)
Member 50(45.0)
Activity Policy 327)
Management 16(14.4)
Area Education 27(24.3)
Others 15(13.5)
(3 34(30.6)
35 29(26.1)
Career of Consumer 5-7 19(17.1)
Org.(yr) 7-10 12(10.8)
> 10 16(14.4)
NA 1(0.9)
Total 111(100.0)

U NA: Not Answer
? Org.: Organization
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Table 2. The most important factors for consumer organizations in purchasing processed foods

Taste Price Nutrient Safety Brand xz—vame
Male 3(42.9) 0(0.0) 0(0.0) 4(57.1) 0(0.0) 22=14.250
Gender )
Female 5(4.8) 2(1.9) 0(0.0) 97(93.3) 0(0.0) 2=0001*"
20-29 1(50.0) 0(0.0) 0(0.0) 1(50.0) 0(0.0)
Ageton) 30-39 2(6.3) 0(0.0) 0(0.0) 30(93.8) 0(0.0) 2%=10529
ey 4049 3(4.4) 2(2.9) 0(0.0) 63(92.6) 00.0) £=0.104
50-59 2(22.2) 0(0.0) 0(0.0) 7(77.9) 0(0.0)
Hs" 1(8.3) 0(0.0) 0(0.0) 11(91.7) 0(0.0) 2
Education Level Univ.” 5(5.8) 1(1.2) 0(0.0) 80(93.0) 0(0.0) a=3518
Gs"~ 183) 1(83) 0(0.0) 10(83.3) 0(0.0) z=0475
LCA” 7(7.1) 202.0) 0(0.0) 30(90.9) 0(0.0) 2220891
Consumer Org, EO) 1(12.5) 0(0.0) 0(0.0) 7(87.5) 0(0.0) '
SPEAY 0(0.0) 0(0.0) 0(0.0) 4(100.0) 0(0.0) £=0926
Member 3(6.0) 12.0) 0(0.0) 46(92.0) 0(0.0)
Activiy Policy 1(333) 0(0.0) 0(0.0) 2(66.7) 0(0.0) 2= 434
Management 2(12.5) 0(0.0) 0(0.0) 14(87.5) 0(0.0)
Area Education 03.7) 13.7) 0(0.0) 25(92.6) 000.0) £=0.710
Others 2(67) 0(0.0) 0(0.0) 14(93.3) 0(0.0)
(3 2.9 0(0.0) 0(0.0) 32(94.1) 0(0.0)
Career of 35 2(6.9) 13.4) 0(0.0) 26(89.7) 0(0.0) 2227425
5-7 0(0.0) 165.3) 0(0.0) 18(94.7) 0(0.0)
Consumer Org.(yr) 7-10 183) 0(0.0) 0(0.0) 11017) 0(0,0) =0.492
y 10 3(18.9) 0(0.0) 0(0.0) 13(81.3) 0(0.0)
Total 8(7.2)" 2(18) 0(0.0) 101(91.0) 0(0.0)

Vps: High School, Univ.: University, GS: Graduate School

JLCA: Living Cooperative Association, EO: Environmental Org., SPEA: School parents education Association

*p¢0.01
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Table 3. Awareness for food additives by the length of career in consumer organization N(%)
Career * Awareness Cross—Tabulation
Awareness
Career(yr) Total
A little Medial Much Very much
(3 2(5.9) 9(26.5) 19(55.9) 4(11.8) 34(100.0)
35 1(3.4) 13(44.8) 11(37.9) 4(13.8) 29(100.0)
5-7 0(0.0) 3(15.8) 12(63.2) 4(21.1) 19(100.0)
7-10 1(8.3) 2(16.7) 7(58.3) 2(16.7) 12(100.0)
y 10 1(6.2) 0(0.0) 12(75.0) 3(18.8) 16(100.0)
Total 5(4.5) 27(24.5) 61(55.5) 17(15.5) 110(100.0)
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Table 4, Reasons for regarding food additives hazardous in consumer organizations N(%)
) e 1) Induction of Not being in Induction and Unknown Possibility of

Variables Classification o . ) . 2)

chronic disease natural food deterioration of allergy dangers anxiety, ADHD
Gender Male 3(20.0 3(20.0) 4267) 5(33.3) 000.0)
Female 72(29.8) 34(14.0) 44(18.2) 55(22.7) 37(15.3)
20-29 2(28.6) 1(14.3) 2(28.6) 1(14.3) 1(14.3)
Agelyr) 30-39 21(24.7) 14(16.5) 18(21.2) 20(23.5) 12(14.1)
40-49 46(31.3) 21(14.3) 25(17.0) 35(23.8) 20(13.0)
50-59 6(33.3) 1(5.6) 3(16.7) 4(22.2) 4(22.2)
Hs” 7(31.8) 5(22.7) 5(22.7) 4(18.2) 14.5)
Education Level Univ.? 58(28.9) 29(14.4) 36(17.9) 48(23.9) 30(14.9)
GH~? 9(28.1) 3(9.4) 7(21.9) 7(21.9) 6(18.8)
Consumer LCA: 67(29.5) 32(14.1) 42(18.5) 54(23.8) 32(14.1)
EO 5(23.8) 3(14.3) 5(23.8) 4(19.0) 4(19.0)
Org. SPEA" 0(0.0) 000.0) 0(0.0) 00.0) 000.0)
Member 35(29.7) 14(11.9) 25(21.2) 25(21.2) 19(16.1)
Activity Policy 2(20.0) 2(20.0) 2(20.0) 2(20.0) 2(20.0)
Management 12(35.3) 5(14.7) 4(11.8) 10(29.4) 3(8.8)
Area Education 17(26.6) 11(17.2) 10(15.6) 17(26.6) 9(14.1)
Others 9(29.0) 5(16.1) 7(22.6) 0(19.4) 4(12.9)
(3 21(27.3) 9(11.7) 16(20.8) 17(22.1) 14(18.2)
Career of Consumer 3-5 20(30.8) 10(15.4) 14(21.5) 14(21.5) 7(10.8)
5-7 13(27.7) 9(19.1) 7(14.9) 10(21.3) 8(17.0)
Org.(y0) 7-10 10(33.3) 4(133) 5(16.7) 8(26.7) 3(10.0)
) 10 11(31.4) 4(11.4) 5(14.3) 10(28.6) 5(14.3)
Total 75(29.2) 37(14.4) 48(18.7) 60(23.3) 37(14.4)

”Multiplc responses

?ADHD(Attention Deficit / Hyperactivity Disorder)
IHS: High School, Univ.: University, GS: Graduate School

YLCA: Living Cooperative Association, EO: Environmental Org., SPEA: School Parents Education Association
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Table 5, The most interested information about food additives in consumer organizations N(%)
Safety Function St::(?::ds Used Food Others .r2—value
Male 4(66.7) 0(0.0) 1(16.7) 1(16.7) 0(0.0) :E2=l,108
Gender Female 80(81.6) 000.0) 10(10.2) 7(7.1) 101.0) 2075
20-29 1(50.0) 0(0.0) 0(0.0) 1(50.0) 0(0.0)
Agelyr) 30-39 21(72.4) 0(0.0) 4(13.8) 3(10.3) 1(3.4) .r2=10,510
40-49 54(84.4) 0(0.0) 7(10.9) 3(4.7) 0(0.0) 2=0311
50-59 8(88.9) 0(0.0) 0(0.0) 1(11.1) 0(0.0)
Hs” 6(54.5) 0(0.0) 4(36.4) 109.1) 0(0.0) .
Education Level Univ.” 67(83.8) 0(0.0) 6(7.5) 6(7.5) 1(1.3) v =8I975
Gs'~ 10(83.3) 0(0.0) 18.3) 18.3) 0(0,0) L=0.175
LCA? 74(80.4) 0(0.0) 11(12.0) 7(7.6) 0(0.0) 2
Consumer Org, EO” 6(75.0) 0(0.0) 00.0) 1125) 2 U
SPEA? 4(100.0) 0(0.0) 0(0.0) 0(0.0) 0(0.0) x=0.027"
Member 36(75.0) 0(0.0) 9(18.8) 3(6.3) 0(0.0)
e Policy 2(66.7) 0(0.0) 0(0.0) 1(33.3) 0(0.0) 2
Ay Management 9(75.0) 000.0) 183) 183) 183 0O
Area Education 23(88.5) 0(0.0) 0(0.0) 3(115) 0(0.0) =0.084
Others 14(93.3) 0(0.0) 1(6.7) 0(0.0) 0(0.0)
3 23(69.7) 0(0.0) 2(6.1) 7(21.2) 1(3.0)
Career of 35 23(88.5) 0(0.0) 2(115) 0.0) 0(0.0) 216301
Consumer 5-7 15(88.2) 0(0.0) 3(11.8) 0(0.0) 0(0.0) v =163
Org.(yr) 7-10 10(83.3) 00, 0) 2(16.7) 000.0) 000.0) 2=0177
»10 13(86.7) 0(0.0 2(0.7) 16.7) 0(0.0)
Total 84(80.8) 0(0. ) 11(10.6) 8(7.7) 1(1.0)

D Hs: High School, Univ.: University, GS: Graduate School

? LCA: Living Cooperative Association, EO: Environmental Org., SPEA: School Parents Education Association

*p<0.05
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Fig 5. Awareness and recognition of the members of consumer

organizations about KFDA's research for the safety of
food additives (unit: N(%)

(a) the level of awareness
(b) the level of recognition for the achievement of KFDA’s research
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Fig. 6. Frequency of getting information through various

channels
U1= Not at all, 5= Very often

SmartPhone Application 4.05"
Regular magazine 357
Public service advertisement 43
Radio 378
Newspaper 384
Home paper 399
‘Wrapper 438
Brochure 373
Video 3.95
Lecture 41
Internet 432
T —— .}
0 1 2 3 4 5

Fig 7. The preferred channels for food additives of consumer

organizations

Y 1= don’ ¢ prefer at all, 5= prefer very much

= Fz2e #3352 A20d A23.(2013)
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Fig 8. The main problems of government’ s food policy
blocking the promotion of risk communication
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