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Abstract 

 

Food traceability (FT) in is an important tool for reducing the occurrence of foodborne diseases in the current context of 

a continuously growing volume and movement of food. The aim of the research was to determine the perception of 

consumers and producers regarding FT, the impact on purchase / sale and loyalty to traceable food products (FTP). Thus, 

a survey was conducted on the milk supply chain in Neamț County, Romania with two questionnaires: for consumers and 

for producers. The TwoStep Cluster analysis allowed the establishment of 2 clusters for consumers and 2 for producers. 

Cluster 1 consumers (40.6%) priority: rural area, between 30 and 60 years old; secondary education, women are informed 

about FT. They consider that FTs are 10% more expensive than non-traceable products and traceability is a formality. 

Cluster 2 consumers (34.8%) priority: urban environment, with secondary education, men, well informed about FT and 

are willing to buy for food safety even if the price would increase by 20%. Cluster 1 producers (61.1%) priority: rural 

area, secondary education, information on FT at medium level and appreciate that traceability is expensive and the 

information provided can reduce the competitive advantage and increase taxation. Cluster 2 producers (38.9%) priority: 

rural area, with secondary education, women who have above average information about FT consider that FT allows the 

legal assurance of their own activity and can determine the increase of sales. 
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Traceability of food (FT) as an efficient and 

fast system is a key to minimizing the occurrence 

of foodborne diseases in terms of increased volume 

and increased movement of food (Zhang J.R., Bhatt 

T., 2014). 

Over the last decade, traceability term has 

proved difficult for consumers. The results of some 

surveys show that they failed to define or describe 

it. In the case of beef, the term is increasingly vague 

as respondents' skills and income decline (Giraud 

G., Amblard C., 2003). Participants in a European-

representative questionnaire proved to have very 

different skills. Those in southern Europe face 

more difficulties in ensuring the competence of 

their current food system. Except the French and 

Dutch, participants do not know any national 

certification labels; they know only strong, 

traditional and regional trade ethics. The future of 

food traceability seems to be linked to the branding 

strategy of agri-food companies. Food traceability 

basically includes cognitive difficulty. (Gallen C., 

2005; Giraud G., Halawany R., 2021) 

For marketing purposes, the region may be 

important due to the knowledge of where the food 
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comes from, the trustworthy environment, the 

transparency and the identity of the product 

(Hendriks K et al, 2004). Instead, some customers 

find that traceability systems are more beneficial 

for manufacturers and controllers. They see the 

usefulness for consumers if there is something 

wrong with the product. (Gauthier M., 2005; Hobbs 

J.E. et al, 2005).  

Nilsson H. Considers that most consumers 

need to ensure a credible traceability system by 

involving more stakeholders and extending 

responsibility from processors to retailers (Nilsson 

H. et al, 2004). In 2013, after the discovery of horse 

meat in beef products, many European consumers 

said they bought fewer processed meat products 

after this event. Their confidence in processed meat 

foods has become lower than before. Participants in 

some UK and Irish researchers suggested restoring 

confidence by improving traceability and clearer 

label information on the composition and origin of 

products. (Barnett J. et al, 2016). Research in Italy 

has shown that better traceability has led to an 

improvement in the distribution of responsibilities 

between meat agencies and a strengthening of 


