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Food ÒAgainstÓ Consumers 

Andreas Varlamos, avarl@tee.gr 
Chem. Eng. NTUA Greece - MSc Food QA Reading UK 

Food Allergens Laboratory 
(Food & Feed Testing Laboratory, www.foodallergenslab.com) 

Member of : 
* EKPIZO (Consumer Association the Quality of Life) Mngmnt Board 
* (Chair) EFSA‘s Stakeholders Consultative Platform  
* (Chair) Food&Biotechnology Comm. of Greek Technical Chamber (TEE) 
* Food Τ.C. of Greek Organisation for Standardization  (ELOT) 
* (substitute) National Dietary Policy Committee (Greek Ministry of Health) 
* Independence Council of Certification Bodies (several CBs) 

PRESENTATION BACKGROUND 
! Invited to speak about “Food Against Consumers” (!!??) 

! Data/info (main input): 
–!EKPIZO (BEUC member, >6000members, 

consumers complaints, many yearly representations 
e.g. BEUC Headline, EFET, SEVT, IAD) 

–!EFSA (Stakeholders Platform, regular updated info e.g. 
min 3meetings/year, member of workshops) 

–!Technical background (ELOT TC / ISO WG, 
international FSMS/QMS audits e.g. Greece, Middle East, 
Japan)  

–!Food Allergens Laboratory (3 labs, all scientific 
background employed, >500 food/feed businesses, 
>5000samples/year, e.g. m/o, pesticides, chemical 
contaminants, nutrients) 
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Food ÒAgainstÓ Consumers ...  

…a feeling derived mainly by Food Crisis 

Food Crisis delivers a today's/current situation, where: 
! consumers are frequently worried/alerted about food 

safety (and other food quality characteristics) +  
! huge financial loses for both businesses & society 

It seems that one very basic/important element of  

the maintenance-smooth development  
of the human being (i.e. the food)  

become an everyday problem to deal with 
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Food ÒAgainstÓ Consumers ...  

! WHEN MAY CONSUMERS FEEL THAT “FOOD IS 
AGAINST THEM”??… 

! WHEN MAY CONSUMERS FEEL THAT “FOOD IS 
AGAINST THEIR INTERESTS”??... 

…which are the consumers interests?? 
(customer-focused suppliers , food organization/business, 

and who else desire positive feelings about food products  
should take care of them)  
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BASIC CONCEPT ...  

...  if the issue is Òthe circle to run smoothlyÓ... 

FOOD 
BUSINESS 

CONSUMER 

FOOD 
PRODUCT 

MONEY 

How this 
circle runs 
smoothly? 
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... Òsmooth runÓ depends on  
Òwhat giveÓ & Òwhat receiveÓ... 

WHAT F.B. GIVE? 
! Satisfaction a human 

need 
! Product characteristics & 

properties (quality given) 
! Price (to sell) & “value for 

money” indications 
! Confidence (argument/

claim to satisfy  human 
need)  

SUPPLIER CARES FOR 
MAX PROFIT (i.e. min 
cost and/or max price/

cost ratio) 

WHAT F.C. RECEIVE? 
! Human need satisfaction 
! Satisfaction of 

requirements - stated or 
implied needs (quality 
received) 

! Price (to buy) & “value for 
money” indications 

! Confidence (actual) 

CUSTOMERS IS 
INDIFFERENT  ABOUT 
SUPPLIERÕs PROFIT 

(However this depend on 
any harm delivered and/or 

financial climate) 

NEED FOR Òwhat giveÓ to be equal with Òwhat receiveÓ... 
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QUALITY  
! “totality of product characteristics & properties, which gives ability to 

the product to satisfy customer requirements (needs & expectations)” 
! Food Quality Characteristics & Properties 

!organoleptic (incl. welfare feeling) 
!safety  
!nutrition (how affects the overall/total diet & the real life??) 
!conformance with law 
!information (incl. presentation, communication, labeling) 
!Packaging & easiness of use (suitability) 
!logistics related (eg accessibility, preservability, traceability, 

variety) 
!way of production (eg conventional, GM, organic)  
!other “immaterial” parameters (eg morality, environmental 

impact, child labor, animal welfare, to support local/national 
issues, conformance  with humanistic society principles)  
(Òfoundation levelÓ:É respect and satisfy human biology  

as it has been developed over ages) 
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 Immaterial food quality characteristics 
(as evaluated by consumer) are becoming 

more & more important ... 

...as “consumer perception criteria” because they are influenced 
by: 

! changes in the way of life  
! food scandals / crisis 
! experiences (influence logic & emotional intelligence)  
! knowledge level & apperception improvement 
! info & data volume (& availability) 
! promises (via advert or other) 
! improvement/evolution of human attitude about morality 
! ... (other) 
 (ALL THE ABOVE INFLUENCE OTHER QUALITY CHARACTERISTICS) 
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Specifically about food safety ...  

Concepts involved 
! Hazard (...smth has the potential to harm, incl. safety & 

human nutrition due to mal- or over nutrition effects) 
! Risk  (...the probability of harmful implication & its 

severity, when exposure to hazard) 
! Harm (...the actual problem, when exposure to hazard) 

INDIVIDUALS COULD ACCEPT RISK BUT NOT HARM... 
...WHAT THEY EXPECT IS AT LEAST  

THE EFFECTIVE APPLICATION OF PREVENTION  
(i.e. an effective combination of preventive/control measures… 

Good Practices) 
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PRICE : 

!= product price + indirect cost (technology/market e.g. 
product virtual water cost) + profit margin 

Note: 

!clear numerical (objective comparison) 
!perception of “value for money” (influenced by current 

financial climate, Òneeds hierarchyÓ...)  

Need for Òvalue for moneyÓ clear explanation 
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CONFIDENCE 
! Basis for good relation between F.B & F.C.  

! also effects both quality & price 
! mainly supplierÕs responsibility & interest 

! Basis for: 
! acceptance of food producer (does he care about 

consumer need?) 
! understanding & acceptance of food product properties 

(what is the effect of food advert exaggerations on 
consumers expectations and product acceptance?)   

! “value for money” issue (...is there real value addition?) 

OVERALL IT IS THE BASIS FOR  
ÒFOOD NOT BE AGAINST CONSUMERSÓ 
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CONFIDENCE 
! Important issues to deal with : 

!“risk-benefit” considerations  
!uncertainty (at least it should be clearly communicated 

to be judged by consumer in all risk-benefit  matters) 
!confidence cannot be “manipulated” or “regulated” (or 

these are high cost/investment actions)  
!own arguments/interest epiboly (most people tend toÉ) 
!transparency (maybe the most important) 

It can only be built up if   
open, frank, honest, transparent, respectful 

practices are followed over many years 
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PLEASE KEEP IN MINDÉ  
! Needs about quality characteristics: 

!Effective definition & objective evaluation  
!Mutual understanding & agreement between FB & FC (quality 

given vs quality received) 
! Principle 1: Food usefulness for human being development   

!Dietary quality depends on intake of the right nutrients needed 
(right proportion & time, based on human biology ) 

!Food composition/consumption should not affect the overall  
human ability to fully beneficial utilize the nutrients offered 

!The real FB challenge is the prudent use of  high-ability 
modern science & techn. beneficial serve human biology  

! Principle 2 : Customer-focus guiding principles 
!The “heart” of any Quality Management process 
!Requires fully understanding of consumer needs & 

expectations and right product package design & provision 
.  
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PLEASE KEEP IN MIND É(cont)  

! Any Good Production Practice (including Good Agricultural 
Practices) should be considered as very  welcome by 
consumer  (& rest quality-focused stakeholders): 
!protect their interest, especially their health/safety aspects 
!although consumer is difficult to understand their scope & 

application 
!produces/motivates fair & quality competition in the market & 

this is positive both to the consumers and for the producers 
! In case that we desire quality in the market it is very 

important the customer to be demanding about it!! 
!ultimate customer (consumer) is the key to enhance the quality 

application & impact in the society and also to support GP 
! Farm to the fork approach justify the necessity for GP in the 

very beginning and throughout the food chain 
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PLEASE KEEP IN MIND É(cont)  

! Cooperation of FBs (& other stakeholders) with consumer 
associations should be considered as necessary & beneficial : 
!CAs can provide important input about  consumer needs & 

expectations (e.g. based on complaints, studies, forum)  
!Consumer trust more CAs than any other organization (!!), so 

any communication about “quality practices” applied could be 
much more effective & efficient if made through CAs 

!CAs are allies of the quality-focused FBs (Unreliable & 
opportunistic business activities are by definition low quality 
and as such they have no place in modern food market … 
Quality oriented producer interests are in full harmonization 
with consumers, and both (FP&FC) are against  opportunistic 
businesses…. Healthy society forces should cooperate & 
support their interests eg communication platforms ….) 

   
    

Overall what is the minimum for   
food to be Ònot againstÓ consumers ?? 

! Confidence building (=central issue) É need forÉ 

! …without delay effective application of Good Practices 
in all food sectors (including primary):  
!permanent- effective-honest practices based on Q.M./

Customer focused concepts & giving priority on the 
human health needs satisfaction 

!communication tools by their own to solve the problem 
are not recommended (they may produce negative 
result if not supported  by GPs effective application)  
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Overall what is the minimum for   
food to be Ònot againstÓ consumers ?? (cont.) 

! In practice É further to pesticides control there are so 
many hazards (or otherwise negative based on 
consumers view) needed to be managed ÉsoÉ 

! …GAP should also verify / control : 
! chemical contaminants (e.g. mycotoxins, heavy metals, 

PAHs, dioxins) 
!“optional” hazards (i.e. hazards applicable to specific 

consumers group like food allergens) 
!microorganisms (where applicable, due to specific food 

application & customer needs)  
!GMOs (lot of controversial) 

!negative nutrients (e.g. salt, saturated/trans fatty) 

!fraud producing substances (e.g. milk/olive oil frauds, 
origin fraud) 17 
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THANK YOU  
FOR YOUR ATTENTION 

________ 
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(AndreasVarlamos) 


