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Abstract—The paper studies the role of food labeling in order to
promote healthy eating issue in Georgia. The main focus of the
research is directed to consumer attitudes regarding food labeling.
The methodology of the paper is based on the focus group work, as
well as online and face to face surveys. The data analysis has been
provided through ANOVA. The study proves that the impact of
variables such as the interest, awareness, reliability, assurance and
satisfaction of consumers' on buying decision, is statistically
important. The study reveals that consumers’ perception regarding to
food labeling is positive, but their level of knowledge and ability is
rather low. It is urgent to strengthen marketing promotions strategies
in the process of implementations of food security policy in Georgia.
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[. INTRODUCTION

HERE are many factors that influence consumer behavior.

Currently, marketing increasingly focuses on the social
values of consumers and not the company's strategic goals [1].
Therefore, the focus of social marketing is the long-term needs
of target consumers and changes in their behavior [2]. A lot of
scientific works have been done regarding social marketing
campaigns in this field [3], [4]. Studying the problems of
social marketing, researchers especially emphasize the fact
that consumer awareness plays an important role in making a
purchasing decision [5]. Therefore, companies must provide
such information to consumers that will help them in the
buying decision-making process [6], [7]. From this point of
view, it is very important to form an environment that must
take into account the adaptation of changes in consumer
behavior [8]. There is a lack of appreciation among
government and private sector; many campaigns often are
unable to use social marketing approaches due to not well
understanding the importance of the issue. There are many
academic publications on the public health topic, social
marketing experts have underlined that simply providing
nutrition information without helping consumers interpret the
information is unlikely to effectively encourage most
consumers to make healthier choices [9].

Social marketing uses traditional marketing instruments to
promote healthy attitudes and behaviors [10]. One of the
important factors of changing healthy behavior is increasing
awareness and knowledge in food labeling among the general
public.
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II. LITERATURE REVIEW

Food labeling is an important component of food industry,
which has a strong influence on the purchasing decisions of
the consumers. Food label directly impacts on the consumers’
behavior, encourages them to receive the relevant nutrition
information regarding healthy products. Many researchers
identified that a well-informed target audience effectively uses
the text of the product to buy a product, which may or may not
be in a format they can understand [11]. The food labeling
represents a big source for the users to improve the healthy
eating behavior, it requires increasing the responsibility of
policymakers at all levels of the government. Many
stakeholders, government agencies, business, educational
institutions, civil society and media influence on the
elaboration of public health policy [12]. Low awareness of
food labeling and inadequate income of the population
prevents them from making a purchasing decision on healthy
products [13]. The ability to choose prepackaged food based
on information obtained on its label requires essential
knowledge and skills to read, understand and interpret
information [14].

According to the Georgian National Health Strategy,
assuring food safety and promoting a healthy environment
became priorities for the country, but the substantial
improvement has not been achieved yet [15]. In the frame of
the Association Agreement with EU and DFTCA, many
initiatives should be implemented to encourage food safety
and nutrition policy in Georgia, in order to better reflect the
needs and interest of the consumers [16]. The Association
Agreement with EU and DCFTA should facilitate promotion
of export and food safety of Georgian products in order to
better reflect the interest and demand of consumers [17]. It is
urgent to create a favorable environment for the
implementation of commitments of DFTCA, close collaborate
with different stakeholders to provide effective nutrition
policy and healthy behavior changing of the consumers [18].

The role of social marketing interventions to change
consumer perceptions regarding a healthy eating issue is very
impressive. Social marketing uses different instruments to
increase awareness of the consumers on food labeling After
obtaining the essential information about nutrition content,
consumers pay more attention to the quality, design and
innovation of food products, as well as marketing promotion
strategies such as advertising, public relations and sales
promotion [19].

Georgian scholars have conducted investigations about the
behavioral attitude and perception of the consumers regarding
healthy eating campaigns in the country [20]-[22]. Despite
some progress in this field, this issue remains very critical. It
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is urgent to involve all interested stakeholders in these
processes to promote healthy behavior change initiatives
through social marketing.

[II. RESEARCH METHODOLOGY

Qualitative and quantitative methods were selected to
accomplish the objectives of the study. The study consisted of
two steps. In the first step, qualitative research has been
provided by the focus group technique and elaborated
hypothesis for further working. Three focus groups have been
selected. Based on the theoretical materials of different aspects
of consumer behavior, discussions are conducted to reveal
behavioral perception of Georgian consumer regarding food
labeling. With the help of the moderators, the participants of
the focus groups better clarified the research tasks and actively
engaged in the discussion. The participants in the group were
recommended to communicate with each other, share attitudes
and give frank opinions on the topics presented to them by the
moderator or the generated by the dynamics of the group.
There was no need to reach a consensus.

In the second step, quantitative research (online and face to
face survey) was conducted according to a specially designed
questionnaire that consisted of several structured questions. A
five-point Likert scale was employed [22]. The self-
administered survey method was used to avoid errors caused
by the subjectivity of the interviewer. A systematic random
sampling method was used. The confidence interval is 95%
and the margin of errors is set to be equal to 4%. 482 men and
723 women were participated in the survey. The results were
analyzed through using statistical software SPSS (version
21.0) for windows. Along with research methodology we used
variance analysis method — ANOVA [22]. Numerous
hypotheses were formulated, focusing on the relationship
between food labeling and buying decision of consumers.

v' HI1: Interest positively impacts on food labeling
awareness of consumers;

v' H2: Awareness about food labeling positively impacts on
buying decision of consumers;

v H3: Reliability about food labeling positively impacts on
buying decision of consumers;

v' H4: Assurance about food labeling positively impacts on
buying decision of consumers;

v' HS: Satisfaction about food labeling positively impacts on
buying decision of consumers.

IV. FINDINGS

The research calcified that the majority of respondents
(83%) have basic information regarding food labeling. The
study reveals, that food labeling increases consumer's interest,
awareness and reliability which leads to customer satisfaction,
but their level is rather low (see Fig. 1). At the same time,
51% of the respondents not clearly determine the positive
characteristics of food labeling and refrains from answering
the question. 19% of the respondents consider that the positive
side of food labeling may be regarded the fact that this product
is identified. 15% of respondents consider that the labeled

food product is distinguished by its improved quality and 13%
of them consider that it promotes purchase motivation. The
fact that labeling is useful for health is supported by only 2%
of the surveyed respondents. Half of the respondents consider
that they usually receive essential information about food
labeling from internet, 27% from mass media resources. 12%
of respondents prefer to have information from friends and
relatives, 8% from special literature. 3% of the respondents
have no answer in this regard.

mvery high level ®high level

average level mlow level ®very low level

Interest 42

35

Awareness 45

Reliabulity 48
52

Assurance

Satisfaction 38

Fig. 1 Levels of interest, awareness, reliability, assurance and
satisfaction of consumers’ regarding to food labeling (in %)

The above formulated hypotheses have been tested through
analysis of variance. For this purpose we have used One Way
ANOVA F-Tests. First of all we have determined the
interrelationship between interest and food labeling awareness
of consumers (F=4.064, p=0.001). The findings revealed that
interest of consumers strongly influenced on the awareness of
food labeling (see Table I).

TABLEI
IMPACT OF INTEREST ON FOOD LABELING AWARENESS OF CONSUMERS

Estimated Marginal Means
Dependent Variable: food labeling awareness

Sum of Squares ~ df =~ Mean Square F p
Interest 21.086 5 4217 4.064 .001
Error 843.675 813 1.038

P<0.05 means that the differences between the groups studied are
statistically significant.

One Way ANOVA F-Test has been used to check
awareness level about food labeling impacts on buying
decision of consumers (see Table II). The results suggest that
awareness plays an important role in buying decision of
consumers (F=2.244, p=0. 003).

TABLEII
IMPACT OF FOOD LABELING AWARENESS ON BUYING DECISION OF
CONSUMERS

Estimated Marginal Means
Dependent Variable: buying decision

Sum of Squares df Mean Square F P
Awareness 18.207 16 1.138 2.244 .003
Error 543.101 1071 .507

P<0.05 means that the differences between the groups studied are
statistically significant.
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In order to test the third hypothesis, we employed ANOVA.
The ANOVA test illustrates that reliability about food labeling
is an important factor with regards to buying decision of
consumers. F F-test = 9.631 (p=0.000) is significant at the 5%
level (see Table III). Therefore H3 hypothesis is confirmed.

TABLE II1
IMPACT OF RELIABILITY ABOUT FOOD LABELING ON BUYING DECISION OF
CONSUMERS

Estimated Marginal Means
Dependent Variable: buying decision

Sum of Squares df Mean Square F P
Reliability 14.651 3 4.884 9.631 .000
Error 543.101 1071 .507

P<0.05 means that the differences between the groups studied are
statistically significant.

One Way ANOVA F-Test has been used to check assurance
level about food labeling impacts on buying decision of
consumers (see Table IV). The results suggest that assurance
plays an important role in buying decision of consumers
(F=6.644, p=0. 000).

TABLE IV
IMPACT OF ASSURANCE ABOUT FOOD LABELING ON BUYING DECISION OF
CONSUMERS

Estimated Marginal Means
Dependent Variable: buying decision
Sum of Mean

Squares df Square F p
Assurance 84.224 25 3.369 6.644 .000
Error 543.101 1071 .507

P<0.05 means that the differences between the groups studied are
statistically significant.

Analysis of the relationship between satisfaction about food
labeling and the consumer buying decision revealed that the
relationship is significant at the 5% level. Based on F-statistics
(F=4.429, p=0.001) it can be claimed that H4 hypothesis is
supported (see Table V). Therefore it indicates the satisfaction
of consumers about food labeling impact on their buying
decision.

TABLEV
IMPACT OF SATISFACTION ABOUT FOOD LABELING ON THE CONSUMER
BUYING DECISION

Estimated Marginal Means

Dependent Variable: buying decision

Sum of Squares df Mean Square F p
Satisfaction 13.477 6 2.246 4.429  .001
Error 543.101 1071 .507

P<0.05 means that the differences between the groups studied are
statistically significant.

V. CONCLUSIONS

The study explores the significance of consumers’
interest, awareness, and reliability and satisfaction level of
food labeling. The research revealed not sufficient ability to
interpret food labeling information while making purchasing
decisions. This study found that consumers have a certain
view about food labeling and most of the Georgian consumers

are aware of the importance of food labeling. On the basis of
the study, it is confirmed that the level of consumer awareness
about food labeling is greatly influenced by information
sources. Most of the respondents receive essential information
regarding to food labeling from the internet resources,
relatively few respondents get information from special
literature, mass media and word of mouth. According to
consumers, the main requirement of labeling is that the
information in it should be presented clearly. In turn,
awareness effects on consumer perception about the
importance of labeling. From the study, it has become obvious
that, in general, the Georgian consumers’ attitude to labeling is
positive, but their level of food labeling awareness is rather
low. This paper will be a valuable resource for academicians,
practitioner marketers and policy makers working on healthy
eating issues.
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