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Summary

The research on the knowing of the significance and contents of the food product
label as well as understanding the data on the label is presented in this paper. The
research used the Pearson's chi-square test of homogeneity and Pearson's chi-square
test of independence. The research was conducted on a representative sample of
598 respondents from 10 cities in the Republic of Serbia. Research results show that
more than half of the respondents always or often read the label, then, that men and
women have a similar relation to the frequency of reading the label and its contents.
Respondents with special dietary regime frequently read the data on the label than with
conventional regimens. Consumers that are more educated are more likely to read the
label and know more about its contents. Respondents who know what the label should
contain pay more attention to it.
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Introduction

Proper labeling of food is a fundamental precondition for realizing the rights of
consumers, as defined by the Law on Consumer Protection. Paper indicates the basic
guidelines and the objective of emphasis data on the label food products. Informing
consumers about all-important characteristics of the food is a necessary precondition
for the nation’s health. Lack of information or misinformation on the labeling of food
products can lead to unpredictable consequences and undermine the numerous rights
of consumers as a social being.
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The subject of paper is the analysis of the contents and importance of the label on
the food product, then, how often it is read, how much is believed in the accuracy of
its data, and if it is an integral part of product quality. It examined and determined
the dependence of above-mentioned parameters in relation to sex and age structure,
acquired education and place of residence of the consumer.

The data were processed by means of causal statistics (mostly) and descriptive statistics
(to a lesser degree). We used a representative sample of 598 respondents.

The importance of the paper, apart from scientific contribution, comes from its practical
applicability, i.e., the research results point to the state in a very important area of
consumer protection. Relation to the label on the food product implies a number of
consumer rights guaranteed by the Law on Consumer Protection.

The transformation of Serbian national legislation in the process of country’s accession
to the European Union (EU) is a complex phenomenon and its scope and depth can
significantly vary in different fields (Cemalovi¢, 2016).

As in other areas, it is necessary to harmonize regulations on the labeling of food
products of the Republic of Serbia with the European Union. The legislative framework
in Serbia governing this area:

e Law on Food Safety;

Rules on food description, labeling and promoting;

Rules on previously packaged products;

Additional demands for labeling — vertical regulation).

The European Union with its common policies contributed to greater cooperation
between member states in all aspects of agricultural production. Creating Economic
Union, therefore, is fraught with the establishment of a developed concept of agricultural
policy (Cvijanovi¢, Simonovi¢, Mihailovi¢, 2011).

Labeling of food products in the European Union is governed inter alia by means of:
e Regulation (EU) No. 1169/2011 on the provision of food information to consumers;
e Regulation (EC) No. 1924/2006 on nutrition and health claims made on foods;

e Regulation (EC) 983/2009 on the authorisation and refusal of authorisation of
certain health claims made on food and referring to the reduction of disease risk and
to chidren’s devolopment and health;

e Regulation(EU) No. 432/2012 establishing a list of permitted health claims made
on foods, other than those referring to the reduction of disease risk and to children’s
development and health;

e The weight and measures (Packaged goods) Regulation SI 2006/659.

34 EP 2018 (65) 1 (33-47)



RESEARCHING CONSUMER HABITS REGARDING FOOD LABEL READING

U.S. Department of Health and Human Services - Food and Drug Administration and
the Center for Food Safety and Applied Nutrition announced in January 2013. A Food
Labeling Guide which are illustrated in detail all the characteristics of the declaration
on the label of a food product.

Rules on food description, labeling and promoting in the Republic of Serbia (in Article
4) specifies that the “declaration must be done in a manner which does not deceive the
final consumer, in particular with regard to:

e Characteristic staple food, especially its nature, identity, properties, composition,
quantity, durability, origin and mode of production;

e Ascriptions characteristics and properties that food do not possess and emphasizing
the characteristics of the food, which own some other foods of the same type.”

Today, four factors compete in the ideological space of consumers: individual autonomy,
social equality, consumer sovereignty and the dominance of corporations (Paul, 2010).
Consumption and consumer behavior on the market are determined by a number of
factors whose interaction led economic theorists to conclusions about the existence of
regular phenomena which create supply and demand movements, and have influence on
consumer behavior. In economic literature, among the most famous theoretical analyses
of regularity in consumption, the following are mentioned: (1) Engel’s laws, (2) Giffen’s
paradox, (3) Veblen effect, and (4) Kuznetsov phenomenon (Vujovi¢ et al., 2011).

Consumer protection organizations in Serbia have worked with varying degrees of
success and in different circumstances. In recent years, however, there have been made
significant efforts from the perspective of the legislative and legal regulations with the
aim of harmonizing relations in this area (Bozidarevi¢, Salai, 2007). In this regard,
starting from 2002, when the Serbian and Montenegrin Law on Consumer Protection
was passed, significant actions aimed at improving consumer protection and its
harmonization with European Union standards were taken in Serbia. According to the
Law on Consumer Protection, Article 3, the basic rights of the consumer are as follows:
meeting basic needs, safety, awareness, choice, voice of the consumer, compensation,
consumer education, healthy environment (Simonovi¢, 2006).

In that respect the indicated rights of consumers are similar to the regulations of other
countries, so in general, there are no major differences. Differences arise in the practical
implementation of legal guidelines. Countries with developed democracies insist more
on the genuine realization of the specified consumer rights.

Even Payne Happer indicated in his paper that, regardless of the type of goods, the
information on the label must be fully and accurately presented. It is necessary, in this
regard, to standardize the information on the label (Payne, 1947).

Trade Law of the Republic of Serbia - Article 40 stipulates mandatory elements which
the goods label must have in retail trade. These data are: the name and the type of goods,
ingredients and quantity, as well as others in accordance with specific regulations and
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the nature of goods, and especially the data about the manufacturer, country of origin,
date of production and expiry date, the importer, the quality (class), and a warning
about the potential risk or harm of goods (Official Gazette of RS No. 53/2010). The
label must be displayed on the goods i.e. the packaging or point of sale (in the case of
the sale of bulk goods) prominently and legibly in the Serbian language. The label may
also contain information in foreign languages.

According to the research conducted by Hieke and Newman (2015), consumers will
make healthier food choices if the information on the label is emphasized more directly
than in the case when the consumer needs to perform complex mathematical calculations.

Interesting is the research which shows a link between the power of a brand and
the importance of label information indicating that the food is organic. The stronger
and more famous the brand, the more the label of organic food loses its significance
(Larceneux, Benoit, Renaudin, 2012). The label size can affect the perception of the
product. A large label may make a smaller packaging seem larger than that which is
actually smaller. In addition, consumers have more confidence in smaller rather than
larger labels (Aydinoglu, Krishna, 2011).

The movement for the protection of consumer rights is called consumerism. Basically,
consumerism is a set of activities undertaken by individuals, independent organizations,
government agencies, businesses and other entities in order to protect consumers from
unethical marketing practices (Marici¢, 1999).

Despite the prescribed mandatory elements of the label, it often happens in practice
that customers are misled by labels with semi-truthful data or data presented in a way
which can lead consumers astray. In such cases, consumers may contact directly the
authorized inspector or an association for the protection of consumers which will
then institute proceedings for the protection of consumer rights and the sanction of
unscrupulous traders.

Materials and methods

There are three main methods of collecting primary data on consumer behavior: an
observational method, a testing method and an experimental method (Hani¢, 2002,
Trandafilovi¢, 2008). During this fieldwork the testing method was applied.

The application of the methodology of field research on consumer attitudes in this
study:

e In the field research a direct structured personal interview was used. The personal
interview involves direct contact with the respondent;

e Field research in this paper uses the following sampling: the sample of consumers
in 10 cities in Serbia without Kosovo and Metohija. The sample consisted of 598
consumers from: Vlasotince, Blace, New Belgrade, Pirot, Prokuplje, Sabac, Ragka,
Krusevac, Zrenjanin and Leskovac;
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e Answers were given in closed form. The questionnaire was filled out by circling one
of the offered answers;

e SPSS and EDUSTAT statistical software packages were used in the calculation. The
researchers used two approaches to data analysis:

a. Descriptive statistics (analysis of proportions);

b. Causal statistics (Pearson’s chi-square test of homogeneity and Pearson’s chi-square
test of independence).

Analysis of survey results

The structure of respondents by sex, consists of a sample of interviewed consumers of

60.4% females and 39.6% males.

The age of the respondents is as follows: among women there are 15.56% of the
respondents under 18 years of age; 17.50% between 18 and 30 years of age; 45.00%
between 31 and 50 years of age and 21.94% over 50 years of age. Among men there are
12.24% of the respondents under 18 years of age; 23.21% between 18 and 30 years of
age; 36.28% between 31 and 50 years of age and 28.27% over 50 years of age.

Table 1. Structure of respondents by sex and place of residence

Sex

Male Female Total

Place Vlasotince Number 21 29 50
% 42% 58% 100%

Blace Number 25 25 50
% 50% 50% 100%

N.Beograd Number 43 56 99
% 43.4% 56.6% 100%

Pirot Number 18 32 50
% 36% 64% 100%

Prokuplje Number 21 28 49
% 42.9% 57.1% 100%

Sabac Number 16 34 50
% 32% 68% 100%

Raska Number 11 39 50
% 22% 78% 100%

Krusevac Number 15 35 50
% 30% 70% 100%

Zrenjanin Number 27 23 50
% 54% 46% 100%
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Leskovac Number 40 60 100
% 40% 60% 100%

Total Number 237 361 598
% 39.6% 60.4% 100%

The level of education of respondents: Among respondents there were 11.0% who
completed primary school; 44.4% with secondary education; 22.7% with a college
degree; 21.9% with a university degree.

Graph 1. Structure of consumer-respondents with respect to the frequency of reading
the label

sometimes
7%

Graph 1. indicates that more than half of the respondents always or often read the label.

Sex of the respondents in relation to the frequency of reading the product label: (y*e =
6,172 <y*t (DF =3 and 0.05) = 7,817 => P > 0.05 => HO0). Data analysis did not detect
a statistically significant difference in these two groups. It can be concluded that: men
and women have a similar relationship to the frequency of reading the label.

Age group with respect to the frequency of reading the label: (y*¢ = 39,833 > y*t (DF =9
and 0.05)=16,919 =>p <0.05 => H1 ). From presented results we can see that there is
a significant statistical correlation between the age group and frequency of reading the
label. Age groups of 31 and older, always and often read the label in relation to younger
age groups - a test of homogeneity.

The level of education of consumers with respect to frequency of reading the label:
(y*e = 40,585 > »2t (DF=9 and 0.05) =16,919 => p < 0.05 => H1). From the data it is
concluded that there is a significant statistical correlation between these two parameters.
This means that the education of the respondents influences the frequency of reading
the label. In other words with these data it is statistically confirmed that the higher the
educational level of the consumer, the more he uses his right to information.
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Frequency of reading the label in relation to the place of residence of the consumer:
(x*e = 60,090 > »*t (DF =27 and 0.05 ) = 40,113 => p <0.05 => H1). From the data it
is evident that the relation to the frequency of reading the label varies according to the
place of residence of the respondents.

A dietary regime in relation to frequency of reading the label: y*e = 48,474 > 2t (DF
=3 and 0.05) = 7,817 => p <0.05 => H1). The data show that there is a significant
statistical correlation between a dietary regime and the incidence of reading the label.
Respondents with a special dietary regime more often read the data on the label than
those with a conventional dietary regime.

Graph 2. Structure of the respondents’ responses in relation to knowledge about the
required contents of the label

Yes, completely
36,20%

Graph 2. shows that the majority of respondents believe that they have some knowledge
of what the label should contain.

Sex of the respondents in relation to what the label should contain: (y*e = 2,287 < y*t
(DF=2and 0.05) = 5,991=> P > 0.05 => H0). Among members of different sexes there
was not noticed any difference in the degree of how much they believe they know what
the label should contain.

Age group in relation to knowledge of the contents of the label: (y*e = 12,926 > y*t (DF
=6 and 0.05 ) = 12,592 => p <0.05 => H1). The data show that there is a significant
statistical correlation between age group and knowledge of what the label should
contain. Respondents with over 30 years of age have a higher level of knowledge of the
contents of the label.

The level of education of consumers in relation to the knowledge of what the label
should contain: (*¢ = 28,258 > y*t (DF = 6 and 0.05) = 12,592 => p <0.05 => H1). The
data show that there is a significant statistical correlation between the level of education
of respondents and knowledge of what the label should contain. Educated respondents
have more information.
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Knowledge of what the label should contain in relation to the residence of the consumer:
(y*e = 42,787 > y*t (DF = 18 and 0.05) = 28,869 => p <0.05 => H1). From the data
it can be seen that the relation to knowledge of what the label should contain varies
according to place of residence of the respondents.

A dietary regime in relation to knowledge of what the label should contain: (y*e =
13,175 > »?t (DF = 2 and 0.05) = 5,991 => p < 0.05 => H1. From the data it can be seen
that there is a significant statistical correlation between a dietary regime and knowledge
of what the label should contain. Respondents with a special dietary regime have more
knowledge of what the label should contain compared to those with a conventional
dietary regime.

Graph 3. Is proper labelling an integral part of product quality?

Yes
69%

Graph 3. shows that more than two-thirds of respondents believe that proper labelling
is an integral part of product quality.

Age group in relation to the question whether proper labelling is an integral part of
product quality: (y*¢ = 20,773 > y* (DF = 6 and 0.05) = 12,592 => p <0.05 => H1).
The data show that there is a significant statistical correlation between age group and
the attitude that proper labelling is an integral part of product quality. In particular,
respondents over 30 believe that proper labelling is an integral part of the product quality.

The level of education in relation to the opinion that proper labelling is an integral part
of product quality: (*¢ = 40,930 > ¢*t (DF = 6 and 0.05) = 12,592 => p <0.05 => H1)
. From the data it can be noted that there is a significant statistical correlation between
the level of education of the respondents and knowledge about whether proper labelling
is an integral part of product quality. More educated respondents believe that more than
the less educated.
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A dietary regime in relation to the attitude that proper labelling is an integral part
of product quality: (y*e = 3,794 < %*t (DF = 2 and 0.05) = 5,991 => p > 0.05 =>
HO) . Displayed values are approximately equal according to the dietary regime of
the respondents and the attitude that proper labelling is an integral part of product
quality, so that the statistics did not detect statistical significance for the two groups of
questions.

Age group in relation to confidence in the veracity of label information: (y*e = 4,161 <
¥*t (DF = 6 and 0.05) = 12,592 =>p > 0.05 => H0). The data show that the percentages
of answers are nearly equal and that the statistics did not detect a significant difference
between these two parameters.

The level of education of consumers in relation to confidence in the veracity of label
information: (y*¢ = 22,401 > ¢*t (DF = 6 and 0.05) = 12,592 => p <0.05 => H1).
From the data it can be noted that there is a significant statistical correlation between
the level of education of respondents and the doubt about the veracity of the label
information. Respondents with higher education have more confidence in the veracity
of information on labels.

Confidence in the veracity of the label information in relation to the place of residence
of the consumer: (e = 41,383 > ¢t (DF = 18 and 0.05) = 28,869 => p < 0.05 => H1).
The data show the relation of the doubt about the veracity of the label information
which varies according to the place of residence of the respondents.

A dietary regime in relation to confidence in the veracity of label information: (*e =
10,361 > 2t (DF =2 and 0.05) = 5,991 => p < 0.05 => H1. From the data it can be seen
that there is a statistical correlation between a dietary regime and the doubt about the
veracity of the label information. Respondents who are on a special dietary regime have
more confidence in the veracity of information on labels than those on a traditional
dietary regime.

Sex of the respondents in relation to the importance of labels on food products: Nearly
70% of both sexes believe that the label on food products is very important. (y*¢ =
1,512 <yt (DF =3 and 0.05 ) = 7,817 => P > 0.05 => HO). Even here are the values
approximately equal according to the sex of the respondents so that the statistics did not
detect statistical significance for these two groups of respondents.

Age group and the importance of the label on food products: (y*e = 42,291 > y*t (DF
=9 and 0.05) = 16,919 => p <0.05 => H1). The data show that there is a significant
statistical correlation between age group and knowledge of the importance of the label
on food products. Respondents aged over 30 are more likely to consider the label on
food products very important compared to younger respondents.

The level of education of consumers in relation to the opinion of the importance of the
label on food products: (y*e =54,244 > y*t (DF =9 and 0.05 ) = 16,919 => p < 0.05
=> H1). From the data it can be noted that there is a significant statistical correlation
between the level of education of respondents and knowledge of how important is the
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label on food products (more educated respondents are more likely to believe that it is
important).

The opinion about the importance of the label on food products in relation to the place
of residence of the consumer: (y*e = 141,466 > y*t (DF = 27 and 0.05) = 40,113 =>p
< 0.05 => H1). From the data it can be seen that the respondents’ attitude towards the
importance of the label on food products varies among respondents’ according to the
place of residence.

A dietary regime and opinion about the importance of the label on food products: (*e
= 4,560 < ¢*t (DF = 3 and 0.05) = 7,817 => P > 0.05 => HO0). The data show that
between a dietary regime and the importance of the label on food products no statistical
differences were found in terms of homogeneity of responses to questions.

Frequency of reading the label in relation to the opinion of what the label should
contain: (y*¢ = 97,862 > ¢*t (DF = 6 and 0.05) = 12,592 => p < 0.05 => H1). According
to the data it can be seen that the frequency of reading the label and knowledge of what
the label should contain stand in a significant statistical correlation. Respondents who
always read the label fully know what the label should contain.

Frequency of reading the label and the opinion about whether proper labelling is an
integral part of product quality: (y*e = 43,772 > y*t (DF = 6 and 0.05 ) = 12,592 =>p
< 0.05 => H1). According to the data it can be seen that the frequency of reading the
label and the opinion that proper labelling is an integral part of product quality stand in
a significant statistical correlation. Respondents who always read the label believe that
proper labelling is an integral part of product quality.

Frequency of reading the label in relation to the confidence in domestic and foreign
producers: (y*¢ = 36,478 > y*t (DF = 9 and 0.05 ) = 16,919 => p < 0.05 => H1).
According to the data it can be seen that the frequency of reading the label and
the confidence in domestic and foreign producers stand in a significant statistical
correlation. Respondents who always and often read the label trust domestic more than
foreign producers.

Frequency of reading the label in relation to the confidence in the veracity of the label
information: (y*e = 48,275 > y*t (DF = 6 and 0.05 ) = 12,592 => p < 0.05 => HI) .
According to the data it can be seen that the frequency of reading the label and the
confidence in the veracity of the label information stand in a significant statistical
correlation.

Frequency of reading the label in relation to the opinion about the importance of the
label on food products: (y*e¢ =50,579 > y*t (DF =9 and 0.05 ) = 16,919 => p < 0.05
=> H1). According to the data it can be seen that the frequency of reading the label
and knowledge of the importance of the label on food products stand in a significant
statistical correlation. Respondents who believe that the label on food products is very
important always or often read the label.
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Knowledge of the contents of the label in relation to the opinion that proper labelling is
an integral part of product quality: (y*e = 73,987 > %*t (DF =4 and 0.05) = 9,488 =>p
< 0.05 =>H1). The data show that there is a significant statistical correlation between
the observed values. Respondents who think that they know what the label contains
believe that a proper labelling is an integral part of product quality.

Knowledge of the contents of the label in relation to confidence in domestic and foreign
producers: (y*e¢ = 14,598 > ¢t (DF = 6 and 0.05) = 12,592 => p < 0.05 => H1). The
data show that there is a significant statistical correlation between the opinion about
what the label should contain and the confidence in domestic and foreign producers.
Respondents who know what the label should contain trust more domestic producers.

Knowledge of the contents of the label in relation to the confidence in the veracity of the
label information: (y*e = 35,817 >yt (DF =4 and 0.05) = 9,488 => p < 0.05 => H1).
The data show that there is a significant statistical correlation between the opinion of
what the label should contain and doubt in the veracity of the label information.

Knowledge of the contents of the label in relation to the importance of the label on food
products: (y*e= 53,970 > y*t (DF = 6 and 0.05) = 12,592 => p < 0.05 => H1). The data
show that there is a significant statistical correlation between knowledge of what the
label should contain and the importance of the label on food products. Respondents
who know what the label should contain believe that it is very important.

Proper labelling in relation to the confidence in domestic and foreign producers: (y*e
= 38,706 > y?t (DF = 6 and 0.05) = 12,592 => p < 0.05 => H1). The data show that
there is a significant statistical correlation between the opinion that proper labelling is
an integral part of product quality and confidence in domestic and foreign producers.
Respondents who believe that proper labelling is an integral part of product quality
have more confidence in domestic producers.

Proper labelling in relation to food products: (y*e = 75,866 > y*t (DF = 6 and 0.05) =
12,592 =>p <0.05=>H1). The data show that there is a significant statistical correlation
between the opinion that proper labelling is an integral part of product quality and the
importance of the label on food products. Respondents who think that proper labelling
is an integral part of product quality, consider the label on food products to be important.

Confidence of consumers - respondents in domestic and foreign producers in relation
to the importance of the label on food products: (y*e= 34,379 > %*t (DF = 9 and 0.05)
=16,919 => p < 0.05 => H1). According to these data it can be seen that consumer
confidence in relation to the importance of the label on food products are in a significant
statistical correlation.

Confidence in the veracity of the label information in relation to the opinion of the
importance of the label on food products: (y*e = 68,611 > ¢t (DF = 6 and 0.05) =
12,592 => p < 0.05 => H1). From the given data it can be seen that the doubt about
the veracity of the label information and the opinion of the importance of the label on
food products stand in a significant statistical correlation. Respondents who believe
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in the veracity of the label information consider the label on food products to be very
important.

Among the available data on the label respondents most often check: expiry date, then
the name of the producer, ingredients, method of preparation and products storage.

Discussion

The research results can be useful to different participants in the field of consumer
rights protection in order to educate consumers about their rights and insist on the
compliance with prescribed procedures by the companies which appear on the market.

Consumer protection organizations should consistently insist on informing consumers
about their rights as well as ways to fight for those rights. If we take into account
that a right carries with it obligation, citizens would be in some way obliged to know
the basic contents of the label. Socially responsible behavior of companies implies
business activity which is in a function of appreciating and harmonizing interests of
different interest groups (stakeholders) of the company, such as consumers, employees,
investors, the community (Stankovi¢, Djuki¢, 2006).

Conclusions

This research showed that more than half of the respondents always or often read the
label. Men and women have a similar relationship to the frequency of reading the label
and its contents.

A different study was conducted to assess the use of food labels in making choices
on packaged snack and its associated factors among adolescents. A cross-sectional
study was conducted in 2012 among 542 Grade 12 students in Sri Lanka. Adolescents’
use of labels was assessed by practices (label reading frequency and attention paid to
label contents ). The majority (74.5 %) was frequent (‘always’ or ‘most often’) label
readers with female predominance (p<0.05). The majority (84 %) had good knowledge
(obtaining more than the 75(th) percentile mark) on interpreting labels. Although not
statistically significant, ‘unsatisfactory’ label use was higher among males (73 %),
purchasing power (70.4 %) and unhealthy snacking behaviour (73 %). Among the
marketing strategies, identifying known brands (73.2 %) and imported products (75.8
%) as ‘good’ products were significantly associated with ‘unsatisfactory’ label use
(p<0.05). Despite having good knowledge and positive attitudes, food label use is
unsatisfactory among adolescents. (Talagala, Arambepola, 2016)

The obtained results also show that more educated consumers are more likely to read the
label and know more about its contents. These consumers are more likely to consider
the label information an integral part of product quality and have more confidence in
the veracity of information on the label.

Results of this research were similar to the results of research conducted by Viola et
al. (2016). To evaluate the consumers’ knowledge and perception about food-labels a
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brief questionnaire was developed and shared on Facebook between January-March
2016. Most of the participants were young adults with higher education. They declared
to read the foodlabels quite often. Despite owing limited knowledge in basic nutrition
principles and food-labelling they were generally able to recognize healthier products
looking over their nutritional fact tables.

Respondents who know what the label should contain, pay more attention to it.

The conducted research yielded many new insights and opened some new issues for
further elaboration and research. Further research should be focused on the following
aspects:

- checking the conclusions of this study with a larger sample;

- implementation of continuous research in this area, which would be conducted by the
Ministry of Trade and tourism services;

- examination of consumer behavior by other methods other than surveys;

In accordance with the conclusions of Viola et al. (2016), despite the fact that consumers
have significant knowledge of the importance of the label and consider it an integral part
of product quality, there is room for further improvement in terms of insisting on the
consistent implementation of the legislative and legal regulations and other regulatory
requirements in companies on the one hand and consumer education on the other.
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ISTRAZIVANJE NAVIKA POTROSACA U KORISCENJU
DEKLARACIJE NA PREHRAMBENIM PROIZVODIMA

Igor Trandafilovi¢’, Zoran MiloSevié, Slavoljub Vujovic®

Summary

U radu je prezentovano istrazivanje poznavanja znacaja i sadrZine deklaracije na
prehrambenom proizvodu, kao i odnos prema podacima na deklaraciji. U istrazivanju
su koriséeni Pirsonov hi kvadrat test homogenosti i  Pirsonov hi kvadrat test
nezavisnosti. Uzorak je sacinjen od 598 ispitanika iz 10 gradova Republike Srbije.
Rezultati pokazuju da vise od polovine ispitanika uvek ili cesto cita deklaraciju.
Muskarci i Zene imaju slican odnos prema ucestalosti Citanja deklaracije i njenom
sadrzaju. Ispitanici sa specijalnim rezimom ishrane cesce Citaju podatke na deklaraciji
od onih sa klasicnim rezimom. Obrazovaniji potrosaci cesée citaju deklaraciju i vise
znaju o njenom sadrzaju. Ispitanici koji znaju Sta deklaracija treba da sadrzi cesce
smatraju da je jako vazna.

Kljucéne reci: prehrambeni proizvodi, ponasanje potrosaca, deklaracija na proizvodu,
konzumerizam

4 dr Igor Trandafilovi¢, vanredni profesor, Univerzitet Dzon Nezbit Beograd, Fakultet za
menadzment Zajecar, Kraljevica bb, tranfi@ptt.rs, +381600599598

5 dr Zoran MiloSevi¢, generalni direktor JP Pijaca Leskovac, Kralja Petra 1 bb,
miloseviczoran393@gmail.com, +381648973911

6  dr Slavoljub Vujovi¢, visi nau¢ni saradnik, Ekonomski institut Beograd, Kralja Milana 16;
kelovic1967@yahoo.com, +38163365101

EP 2018 (65) 1 (33-47) 47




UDC 338.43:63 ISSN 0352-3462

ECONOMICS OF
AGRICULTURE

CONTENT

vey e

PROFITABILITY OF FOOD INDUSTRY COMPANIES
IN THE REPUBLIC OF SERBIA . . . . ... ... ... ... ....... 11

2. Igor Trandafilovi¢, Zoran MiloSevi¢, Slavoljub Vujovié
RESEARCHING CONSUMER HABITS REGARDING
FOOD LABELREADING . . . ... ... .. ... ... .. ....... 33

3. DusSanka Jovovi¢, David Jovovié
COMPETITIVENESS OF FOOD MANUFACTURING OF
REPUBLIC OF SERBIA . . . . . . . . . . . 49

4. Popovié¢ Svetlana, Jankovié Irena, Stojanovi¢ Zaklina
THE IMPORTANCE OF BANK CREDITS
FOR AGRICULTURAL FINANCING INSERBIA. . . . . ... ... .. 65

5. Marjan Mircevski, Milan Mihajlovi¢, Milan Milunovi¢, Ivan Milojevic,
Radovan Damnjanovié, Rade Zugié, Milo§ Miljkovi¢, Slobodan Stanojevi¢
ANALYSIS OF OPTIMAL COSTS FOR RESERVES
OF SPARE PARTS FOR AGRICULTURAL MACHINES . . . . ... .. 81

6. Danijela Andelkovi¢, Milan Vuji¢, Ana Liberakos, Danijela Zubac
THE IMPACT OF RELATIONSHIP MARKETING WITH
CUSTOMERS ON THE FINANCIAL PERFORMANCE
OF THE SUNFLOWER OIL MANUFACTURERS IN SERBIA . . . .. 93

7. Tanja Stanisi¢, Marija Kosti¢, Milena Miselji¢
GASTRONOMIC MANIFESTATIONS AS A FACTOR OF
IMPROVEMENT OF SERBIA’S TOURISM OFFER . . . . .. ... .. 111

8. Bojan S. Pordevi¢
HEDGING BY USING WEATHER DERIVATES
INWINTERSKITOURISM . . . . . . . ... ... ... ... ...... 125

9. Svetlana Ignjatijevi¢, Miroslav Cavlin, Miralem Jahi¢
THE IMPACT OF RELEVANT FACTORS ON WHEAT SUPPLY
AND DEMAND IN THE REPUBLICOFSERBIA . . . . . .. ... ... 143

Economics of Agriculture, Year 65, No. 1 (1-464) 2018, Belgrade




10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

Filip Pokovi¢, Radovan Pejanovi¢, Jelena Dordevi¢ Boljanovic,

Gordana Dobrijevi¢, Milo§ Mojsilovi¢, Purdica Joji¢ Novakovic¢

SOME MANAGEMENT CHALLENGES FOR FOOD COMPANIES IN
THE REPUBLIC OF SERBIA AND BOSNIA AND HERZEGOVINA . . 157

Saleamlak Fentaw, Alem Mazgebo

HOUSEHOLDS’ DEMAND FOR GROUND WATER CONSERVATION:
THE CASE OF IRRIGATION PRACTICES

IN KOMBOLCHA DISTRICT, EASTERN ETHIOPIA . . . .. ... .. 173

Dusan Anici¢, Miloje Obradovi¢, Svetlana Vukoti¢
IMPACT OF ECONOMIC POLICY ON THE MANAGEMENT OF
COMPETITIVENESS OF THE AGRICULTURE SECTOR IN SERBIA 187

Simo Stevanovi¢, Snezana Stevanovi¢, Svjetlana Jankovi¢-Soja
REGIONAL CHARACTERISTICS OF MARKET PRODUCTION
OF FRUIT AND GRAPESINSERBIA . . . .. ... ... ........ 201

Todor Markovi¢, Janko Veselinovic, Zeljko Kokot
ECONOMIC AND LEGAL ASPECTS OF SUNFLOWER INSURANCE
USING THE MODEL OF REGIONALINDEX.. . . . .. ... ... ... 215

Zarko Milki¢, Aleksandar Cukarié¢, Saga Statki¢, Goran Maksimovi¢
CHARACTERISTICS OF A DOUBLY-FED ASYNCHRONOUS
GENERATOR APPLIED INWIND TURBINES . . . . . ... ... ... 229

Maja Ciri¢, Marko Cari¢, Boris Kuzman, Ana Zekavica
FARMER INNOVATIVENESS AND ITS IMPACT ON INTERNET
AND SOCIAL MEDIAADOPTION . . . . . ... ... ... ....... 243

Ivana Blesi¢, Jovanka Popov Ralji¢, Tatjana Pivac, Milan Ivkov
FACTORS INFLUENCING STUDENTS’ CHOICE OF
FAST FOOD RESTAURANTS . . . . . . . . ... . . . ... 257

Radmilo Pesi¢, Marko Ivanis$, Radivoj Prodanovi¢
ECONOMIC INSTRUMENTS FOR REDUCTION OF GREENHOUSE
GAS EMISSION IN AGRICULTURE AND FORESTRY . . . . ... .. 269

Zdravko Petrovié, Vojislav Jovi¢, Dragan Manojlovié¢
ENVIRONMENT AND LEGAL PROTECTION OF ANIMALS
INTHE REPUBLICOFSERBIA . . . .. ... ... ... ....... 293

Stojanka Daki¢, Kristina Miji¢
A PANEL ANALYSIS OF PROFITABILITY IN THE FRUIT AND
VEGETABLE PROCESSING INDUSTRY INSERBIA . . . . . ... .. 307

Economics of Agriculture, Year 65, No. 1 (1-464) 2018, Belgrade




21.

22.

23.

24.

25.

26.

27.

28.

29.

Vera Zelenovié, Zeljko Vojinovié, Drago Cvijanovié
SERBIAN AGRICULTURE LOANS WITH THE AIM OF IMPROVING
THE CURRENT SITUATION . . . . . ... ... ... .. .. ..... 323

Ivan Milojevi¢, Rosa Andzi¢, Vladan Vladisavljevic¢
ACCOUNTING ASPECTS OF AUDITING THE BUDGET SYSTEM . .337

Branislav Dudi¢, Zdenka Dudi¢, Jan Smolen, Katarina Mrkvova,
Vladimir Mirkovié
BEER AND BEER INDUSTRY IN SLOVAKIA . . ... ... ...... 349

Jelena Bicanin
POSSIBILITIES OF RURAL TOURISM DEVELOPMENT
IN THE AREA OF THE MUNICIPALITY OF TRSTENIK . . . . . . .. 355

Iva Skrbi¢, Vaso Jegdi¢, Srdan Milosevi¢
PRO-POOR TOURISM FOR THE PURPOSE OF RURAL
ENVIRONMENT DEVELOPMENT. . . . . .. ... .. ... ...... 373

Sonja Puricin, Isidora Beraha, Dusko Bodroza

ALTERNATIVES FOR EXISTING THE LOSS ZONE

FOR MEDIUM-SIZED AGRICULTURAL ENTERPRISES

IN THE REPUBLIC OFSERBIA . . . . . . ... ... ... ....... 391

Gordana Radovi¢, Kristina Kosi¢, Dunja Demirovic¢
FINANCING AS AKEY FACTOR OF SUSTAINABLE RURAL
TOURISM DEVELOPMENT IN THE REPUBLIC OF SERBIA . . . . . 413

Gabriel Popescu, Alina Zaharia, Daniela Mihai, Roxana Chiocaru
THE FINANCIAL RELATIONSHIP BETWEEN FARMERS, CREDIT
INSTITUTIONS AND PUBLIC AUTHORITIES — SHORT REVIEW . . 427

Povodom osamdesetog rodendana:
PROF. dr BRANKO KRSTIC — COVEK VISOKIH KRITERIJUMA . .437

Economics of Agriculture, Year 65, No. 1 (1-464) 2018, Belgrade




