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Abstract 

A number  of  studies show that  Hungarian consumers’  shopping  decisions are  strongly  affected  by  the
presence of food additives. 

In order to get detailed information about the factors affecting the avoidance of food additives in Hungary on
the basis of the literature review a theoretical model was developed which was validated by a pathway
analysis. 

As a first step with the results of a questionnaire survey (N = 437) a factor analysis was done, but the
“goodness-of-fit test” did not show significant fitting and the factors were not applicable. So with the help of
the factor analysis results, principal components were created. The “avoidance of food additives” (shopping
actions in order to reduce the food additive intake) can be strongly explained (51.7%) by the created model
and only 48.3% of the variance can be affected by other factors. According to the model the “trust against the
utilization” (-0.328), the “risk of food additives” (0.292), the “health risk of food additives” (0.272) and the “self
reported knowledge” (0.215) have a direct impact on the “avoidance”. The strongest indirect connection in
the model is the way between the “trust against the utilization” and the “health risk of food additives” (-0.613).
Furthermore it should be noted that the “self reported knowledge” has strong positive impact on the “trust
against the utilization” (0.410). 

Hungarian  consumers’  shopping  decisions  toward  the  “avoidance  of  food  additives”  can  be  efficiently
influenced with the rising of the trust against the producers and the controlling authorities. The level of trust
can be incrased with rising of the level of knowledge. 
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