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Abstract 

Label is the most important thing when you want to 
buy food. When deciding which foods to buy informa-
tion to labels about nutrition and health it may not be 
clear to many consumers. What was the best choice 
for healthiest? The purpose of this study is to analyses 
consumer’s understanding and used of nutrition labels 
from food products. 

This research is descriptive, as it attempts to describe 
perceptions, attitudes, and self-reported practices of 
consumers regarding the topic of nutrition labeling. 
Data for this study was obtained from consumer ques-
tionnaire, in February - June 2015, in Sibiu city from 
Romania. 507 questionnaires were completed from 
people from different sex, age, culture, education and 
monthly earning. The information on questionnaires 
were processed and interpreted used excel program.

Significant differences were found on the use and un-
derstanding of nutrition labels from Romanian con-
sumers. From 507 consumers from Romania, 218 of re-
spondents (~38 %) consider that the price is the most 
important in the decision to buy a product, 129 (~22 
%) consider the nutrition value, 179 (~31%) consider 
the brand and 54 (~9 %) consider that packaging de-
sign influence their decision to buy a product. About 
the understandability of nutrition labels, the respon-
dents considers very easy for understanding the fol-
lowing: the „list of ingredients” - 216 of respondents 
(~44%); „fat content” - 225 of respondents (~35%); 
„proteins” - 151 of respondents (~33%); „energy” – 202 
of respondents (~33%). 

Consumers from Sibiu are increasingly exposed to a 
wide variety of messages about the relationship be 
tween diet and health and there is widespread interest 
in the nutritional content of food. Information about 
nutrition and health in the press can appear complex 
of conflicting and it may not be clear to many consum-
ers what the healthiest choice is when deciding which 
foods to buy.
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1. Introduction

European consumers are becoming more interesting 
about the nutritional content of food. Information 
about nutrition and health in the press can appear 
complex of conflicting and it may not be clear to many 
consumers what the healthiest choice is when decid-
ing which foods to buy [1].

Labels could be an instrument for reinforcing generic 
claims and for establishing product differentiation, dif-
ferentiation across food categories and within a spe-
cific category (Caswell et.al., [2]). The aim at nutrition 
labels are intended to help consumers choose more 
healthful and easy foods. 

„An unhealthy diet is one of the major risk factors for 
a range of chronic diseases, including cardiovascular 
diseases, cancer, diabetes and other conditions linked 



Journal of Hygienic Engineering and Design

14

to obesity” [3]. Consumers with a health problem use 
 offen nutrition labels while shopping (Govindasamy 
and Italia, [4]; Drichoutis et al., [5]; Svederberg et al., [6]).

There are also differences according to product cate-
gory (Grunert and Wills, 2007 [7]; Mhurchu & Gorton, 
[8]), consumers usually to read nutrition labels more 
when buying certain kinds of food (Grunert and Wills, 
[7]; Mhurchu and Gorton, [8]).

Demographic characteristics are also quite influential 
in nutrition label use and affect consumers' label usage 
in varying magnitudes, either positively or negatively 
(Nayga et al., [9]; Govindasamy and Italia, [4]; Marietta 
et al., [10]; Obayashi et al., [11]; Cowburn and Stockley, 
[12]; Satia et al., [13]; Drichoutis et al., [5]; Grunert and 
Wills, [7]; Feunekes et al., [14]; Viswanathan et al., [15]; 
FSA [16]; Grunert et al., [17]). 

The purpose of this study is to analyse Romanian 
consumers’ understanding and use of nutrition labels 
found on packaged food products. 

2. Materials and Methods

In order to obtain good and reproductible results it 
was necessary that the consumers interviewed to be 
representative for the county of Sibiu, Romania. A sur-
vey was carried out with 507 consumers for period be-
tween February - June 2015, aged 16 years and older. 
Respondents were almost evenly spread according to 
gender, social class category, and covered households 
which did and did not have children. To assess this is-
sue, consumers need to complete the questionnaire 
with general information on: gender, age, level of edu-
cation, residence, monthly income, number of depen-
dent children, job and marital status.

Research questions for which answers are sought can 
be stated as follows (Gul Aygen F., [18]): 
•• What influences more people decision for purchase 

of a food?
•• How much do people trust in nutrition labels?
•• What is the degree of importance which people ap-

preciate for the elements of the food labels?
•• What is the level of knowledge and understanding 

of the information on the food labels, especially on 
food consumption in the according with the health?
•• What is the extent to which nutrition labels can be 

understood?
•• What are the circumstances that increase usage of 

nutrition labels?
•• What are the most frequently used label elements?
•• With respect to the above stated research ques-

tions, is there any significant difference between 
“male and female” respondents?

•• With respect to the above stated research ques-
tions, are there significant variations across different 
gender, “age categories”, “education levels”, and “re-
spondents living in the city or are rural resident”? 

This research is descriptive in nature, as it attempts 
to describe the prevailing opinions, perceptions, at-
titudes, and self-reported practices of consumers re-
garding the topic of nutrition labeling. 

3. Results and Discussion

We interviewed 507 person, from this 55% are women 
and 45% are men, 46% has age under 25 years, 20% 
between 25 and 40 years, 27% between 40 and 60 
years and 7% up then 60 years. From point of view of 
level of education 46% has higher education, 50% me-
dium education and 4% has lower level of education. 
The respondent live 59% in urban medium and 41% in 
rural medium. Montly income under 100 euro has 38%, 
between 100 and 250 euro 34%, between 250 and 500 
euro 21% and up then 500 euro 7%. 68% has one chil-
dren in household, 18% has two children in household 
and 14% has three children in household. From this 
45% work full time, 11% was retired, 37% was student 
and 7% not working. By point of view of marital status 
42% are married, 33% are not merried and 25% living 
with parents.

Data derived from questionnaire are presented be-
low. There can be mentioned some relevant aspects: 
For question no. 1 namely: „What influences more your 
decision to purchase a food product”, Figure 1 is as 
 follows: 

Figure 1. What influences more your decision 
to purchase a food product? 

Answers: 1- Design; 2 - Price; 3 - Brand; 4 - Energy value

On the 507 respondents from Sibiu County who an-
swered to the questionnaire, for question no. 1, 22% 
felt that the energy value is very important, 31% 
considered that the brand is very important, 38% an-
swered by choosing the price as very important and 
9% felt that the package design is the most important. 
After the energy value the brand is the most import-
ant, hence the fact that consumers are well informed 
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when it comes to food products. Package in case of 
food products, is a key component of the marketing 
mix. In Romania, consumers do not place great em-
phasis on the packaging. The brand will always guar-
antee the products quality, and will confirm the confi-
dence shown by buyers in the quality characteristics of 
the purchased product (Nougadère A. et. al., [19]). Price 
holds the largest share in rankings (38%).

Results from question no. 2: „To what extent do you 
consider the food labels that you eat provides accurate 
and complete informations?” are given in Figure 2. For 
this question consumers gived mark from 1 to 10. 

Only 1% of respondents believe that labels provide 
accurate and complete information. 54% of consum-
ers think that the presented information’s on food la-
bels are incomplete and incorrect. The consumer has 
become prudent and unforgiving, due to his limited 
available resources. In this context, the information has 
to reduce the uncertainty and to win the consumers 
confidence. Accurate and complete information is the 
most effective way to protect consumers against abu-
sive practices (Oprea et. al., [20]). 

Regarding the 3rd question: “What is the importance 
that you give items on food labels”, the results are 
shown in the Figures 3, 4, 5, 6, 7 and 8. 

Country of origin of the manufacturer is important 
because it ensures that the entire product is tradition-
ally manufactured entirely (prepared, processed and 
produced) in that area and so acquires unique prop-
erties (Oprea et. al., [20]). The finding indicates that the 
respondents consider in a proportion of 63% import-
ant and very important the producer country of origin, 
while 37% considered less important and not import-
ant this issue. 71% of consumers think the net quantity 
as important and very important. 

76% of consumers think that it is very important to 
know the date of minimum durability, 17% consider it 
important, 5% consider it less important while 2% con-
sider that is not important. The physical life of a food 
product is limited in time, even if, the degradation can 
be slowed because their stability is determined by sub-
stances that come into contact with other component 
substances and the scope of environmental factors 
(Oprea et. al., [20]). 36% of consumers felt that it is im-
portant to know the name and address of producer, 
30% that is less and not important, 13% chose that it 
is very important and 21% consider that this aspect is 
not important at all. Knowing the name and address of 
the manufacturer gives extra confidence to consumers 
regarding food quality, and in this way they can form 
an opinion about the product in general. Transparency 
and communication with the consumer is addressed 
through the addition on the label of this correct infor-
mation in order to help them make a decision on an 
informed basis (Oprea et. al., [20]). 

Figure 2. To what extent do you consider the 
food labels that you eat provides accurate and 

complete informations? Answers in points (1 - 10)

Figure 3. What is the importance that you 
give items on food labels? 

a - Importance of Country of origin of the product; 
b - Importance of the net quantity on the label

a

c

b

d
Figure 4. What is the importance that you 

give items on food labels? 
c - Importance of the date of minimum durability on the label; 

d - Importance of the Name and address of the producer
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Figure 5. What is the importance that you 
give items on food labels?

e - Importance of the health recommendations on the label; 
f - The list of ingredients

Figure 6. What is the importance that you 
give items on food labels?

g - Substances that cause allergy; 
h - language, size and text color

Figure 7. What is the importance that you 
give items on food labels?

i - Importance of energy value on the labels; 
j - Mentions on labels of any special conditions for storage

Figure 8. What is the importance that you 
give items on food labels?
k - Quantity of ingredients; 

l - Content and nutritional elements

Healty recommendations are very important (55%) 
because the labels may contain health and nutrition 
claims only if they do not mislead. For consumers who 
answered our questionnaire it is very important the list 
of ingredients in 47%, 40% think it is important, 12% 
say it is less important and only for 2% consumers list 
of ingredients is not important.

All ingredients must be listed on the label in descend-
ing order of their amount. Food additives, added vita-
mins and minerals must also be included in the list of 
ingredients. Food additives are presented in the list of 
ingredients, followed by the chemical name or numer-
ic code (Oprea et. al., [20]).

People who answer at our questionnaire 66% of con-
sumers think that the list of substances causing al-
lergies is very important, 23% say it is important, 7% 
consider less important this issue and only 4% consid-
er that is not impoortant thing. In December 13, 2014 
came into force the law issued by the European Union 
in relation to food allergens, and thereby enhances the 
existing general labeling and nutrition in a single regu-
lation to simplify and consolidate the existing labeling 
legislation.

From statiscical point, 10 - 15% of the population suf-
fers from allergies. In this context, the EU imposed 
rules on labeling is welcome because people are not 
at risk of consuming products containing ingredients 
to which they are allergic. There are patients that, for 
example, are allergic to peanuts. There is a big risk that 
the very small amounts or traces of allergic products 
may cause anaphylactic shock that can lead even to 
death. From patients with risk at allergens it is very im-
potant this such of substances will be write on labels at 
food products

Only 18% of consumers think that is very important, 
32% important that the information on labels to be 
written in Romanian, regardless of the country of pro-
duction, without excluding the presentation also in 
other languages. Labels must be visible, legible and 
printed in a way that does not allow deletion. 

33% of consumers think that the energy value is very 
important, 47% important while 17% think it is less 
important and only 3% consider it is not important. 
43% of respondents believe the informations regard-
ing food storage conditions are very important, 43% 
consider it important, 11% say that are less and 3% 
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consider it not important. Special condition for storage 
should be made in a way to prevent process of alter-
ation, degradation and chemical and biological con-
tamination of food products. 

42% of consumers think that the quantity of ingredi-
ents is very important, 42% consider it important, 27% 
consider it less important and 8% consider that think is 
not important. 43% consider the nutritional elements 
content it is very important, 37% that it is important, 
14% consider it less important and for 6% this thing is 
not important. 

In Figure 9 we present results for question no. 6 „On 
what grounds you do not always read the information 
on labels”. The level of education of the consumer is 
very important from this point of view. Also the run-
ning advertising campaigns in the media have an im-
portant role. With one word it can create false expec-
tations for the customer. If we interpreting the results 
of the questionnaire, we can say that 26% consumers 
choose products based on previous positive experi-
ences (9 - from Figure 9). 10% (8 - from Figure 9) con-
sider they have acquired confidence in a product and 
are happy with it, from this reason they do not hesitate 
to buy it a second time. Other 9% (7 - from Figure 9) 
haven’t time, too busy to read the labels. 7% (6 - from 
Figure 9) of consumers consider is healthy and is not 
necessary to read the label. They can eat everything. 
From 11% (5 - from Figure 9) of our consumers consid-
er there are many information on the labels, and is too 
hard to read all this. 5% (4 - from Figure 9) consider do 
not necessary to read the label claims, the price decid-
ed their choice. 

Figure 9. On what grounds you do not 
always read the information on labels?

9% (3 - from Figure 9) of consumers are not worried 
and are not interested to read the labels. 9% (2 - from 
Figure 9) of consumers buy products they like, despite 
the fact that they are unhealthy. Consumers have rec-
ognized that are attracted in a large extent by the pre-
sentation of the product, beautifully and colorful pack-
age. 4% (1 - from Figure 9) of consumers think that the 
information on the label is useless. 

4. Conclusions

-  From 507 respondents, different level at education, 
different age, married and not merried, family with 
children and family without children, lives in town or 
village, area Sibiu, 22% felt that the energy value is very 
important, 31% thought that the brand is important, 
38% choose the price is very important and 9% con-
sidered that the package designis is very important at 
all. As a conclusion, it is very good that only 6% of re-
spondents do not realize the importance of nutrition 
value, by choosing products either by lowest price or 
by brand. 

- Generally we can say that it is a must consumer to be 
educated regarding content on food labels. It is neces-
sary briefings to be carried out on this content in terms 
of health recommendations that these labels should 
contain. Thus the population will have the chance to 
choose the right product for the health of everyone.
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