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Abstract

Changes in the purchasing preferences, attitudes and behaviours of many consumers towards food has
highlighted the increased appetite for more and better quality information on the safety, quality and provenance
of food products and on the sustainability of food production.

This research-in-progress paper presents preliminary insights from an investigation into mechanisms for
premium food producers to develop information services to both better understand and enhance food consumers’
decision-making on food and food value chains based on quality, safety and provenance. Following a review of
key literature on consumer technology adoption and use for decision-making, the paper outlines the conceptual
framework and methodology being used in the investigation and reports on insights generated from the first
industry case-study. The paper highlights continuing evidence gaps and outlines next steps towards the conduct
of consumer focused data collection and analysis aimed at developing tools to enhance food safety during food
recall incidents.
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INTRODUCTION

For the Australian food industry and in particular, the premium food industry, changing consumer expectations,
higher quality and safety standards (Grunert 2005), the pervasiveness of mobile and social technologies and
transformations in market access into the Asia-Pacific (DPMC 2012) have re-focused attention on the importance
of optimizing information flows along supply chains to include end-consumers.

While some businesses have embraced the opportunity to value-add with information (Michaelidou et al. 2011,
Stachowski 2012), the corporatized and multi-national structure of much global food production has led to
continuing industry resistance to improved information transparency. Firstly, in a number of areas including
food labelling, food regulation and international trade (Capling and Ravenhill 2011), lobbying by food industry
representatives (Barker 2014) has impaired consumers’ access to better quality information on food and food
supply chains. Moreover, it has been argued by some that the global food industry is primarily focused on selling
unhealthy food products characterised by high fat, sugar and salt (Kearney 2010) and as a result has a vested
interest in the implementation of labelling restrictions through trade agreements (AMCHAM 2014). Aligned to
this tendency, is the prevalence of product information misrepresentation when for example products are labelled
“95% fat free” even though from a health perspective a product with 5% fat content is not actually regarded as a
low fat product. Combined, these factors contribute to consumer confusion (Prinsloo et al. 2012). For many
consumer advocates this situation is of concern, because of not just the confusion caused but also the potential
for negative impacts on consumer health and safety relating to population health and individual food recall
incidents.

Despite these barriers, many food businesses and interested consumers continue to try to innovate to enhance the
flow and quality of information on foods and food chains (Ruiz-Garcia et al. 2010). Many food businesses want
to better understand how differences in consumer’s attributes influence the receipt and use of any information
provided and in-turn how this impacts the decisions that consumer’s make during individual purchases and about
food types and brands. For firms producing premium products for a niche market, it becomes imperative to
incorporate strategies that ensure brand differentiation through improved information transparency (Grunert
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2005) so as to gain and retain consumer confidence in their product. Failure to do this poses a risk of being
overshadowed by firms who impair consumer access to better quality information; thus leading to a potentially
bleak future for firms producing healthy food products. As with other industry sectors, the adoption and use of
mobile technology and social media is improving consumers’ access to information (Heinonen 2011). However,
it remains much less clear what modes of information delivery, modes of interaction and levels of content
complexity are most appropriate and/or effective for different types of consumers. One problem that provides an
opportunity to investigate these concerns in detail relates to food safety and more specifically food recall
incidents where timely, relevant and accurate information is not only important for the food business but critical
for the safety and health of consumers.

This research-in-progress paper presents preliminary insights from an investigation into mechanisms for
premium food producers to develop information services to both better understand and enhance food consumers’
decision-making on food and food value chains based on quality, safety and provenance. The paper presents a
conceptual framework for structuring the research and the identification of food recall incidents as the foci for
the primary investigation, tool development and evaluation with consumers. The developing over-arching
methodology is outlined and the specific tools and techniques used in the conduct of the initial case study with a
premium food business are introduced. The paper presents the preliminary findings from the case study and
discusses implications for the developing over-arching methodology and innovative approaches for engaging
food consumers.

FOOD RECALLS - AN AUSTRALIAN OUTLOOK

In Australia, over 600 food recalls have occurred between 2003 and 2013 (ACCC 2014). In order to put this into
a clearer perspective, some of the recalls relating to perishable premium food products were due to listeria
monocytogenes contamination and consumers were asked not to eat these products but to return them to the
place of purchase for a full refund. (ACCC 2014). The contaminant could potentially cause pregnant women to
fall ill, cause illnesses to the elderly, hurt people with weak immune systems; and in extreme cases, it could lead
to death (Bdcker 2002). According to FSANZ (2008), a recall is an “action taken to remove from distribution,
sale and consumption, food which may pose a health and safety risk to consumers”. The two levels involved are
the trade recall (excludes consumers) and the consumer recall (includes consumers). During a normal business
process, primary production and processing businesses are required to maintain traceability records of immediate
recipients and immediate suppliers so as to easily identify and locate food products when incidents arise. The
traceability records include; name and address of suppliers/customers and a description of the food product,
volume or quantity of food product received and supplied, batch or lot numbers and transactions or delivery
dates (FSANZ 2008).

Before a decision is made to recall a food product, problems such as chemical contamination, presence of
foreign matter, labelling errors and packaging defects would have been identified. However, once the decision
has been made to undergo a consumer recall, actions have to be taken in order to ensure the potentially unsafe
food does not get to consumers (FSANZ 2008). These actions include; stopping the distribution and sale of the
affected product as soon as possible; informing the government authorities and the public concerning the
problem; and removing all the potentially unsafe products from the market place in an efficient and effective
manner.

One of the most critical aspects of the recall activities involve information management as the supply chain
involved has to disseminate information to the government authorities and the general public in order to ensure
the affected products are not consumed. Currently, this process is usually conducted through the use of
newspapers, television, radio as well as the webpage of the firm and the Australian Competition and Consumer
Commission. Whilst this “information-push” strategy is indeed effective in ensuring that the potentially unsafe
products are off the shelf, it does however seem to rely on the “hope” that consumers who have purchased the
products will not consume it. Therefore, as the FSANZ definition for “recall” suggests, the current strategy
ensures the removal of the potentially unsafe products from distribution and sale but not necessarily from
consumption. Firms are legally obliged to follow this process in order to protect themselves, without necessarily
following through to ensure the affected products are not consumed. However, performing the legal obligation
alone is not sufficient, as the manner in which information dissemination is handled influences consumer
confidence in the brand (Verbeke and Ward 2006). This situation thus shows that the current recall mechanism is
not foolproof as there is no benchmark to validate the system and it does not have the ability to deal with the
intricacies and complexities of the actual consumption of such products.

Therefore, based on evidence about the current situation in Australia, the recall scenario has been identified as a
conceptual tool that provides the opportunity to investigate the phenomenon described in the introduction section
in detail. Following this, the next section presents the conceptual framework which helps us structure the
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research while providing more evidence from the literature supporting the appropriateness of the recall scenario
as the foci for primary investigation.

INFORMATION, FOOD AND CONSUMERS: A CONCEPTUAL FRAMEWORK

In developing a conceptual framework for this investigation, a literature review was conducted to identify
relevant existing research. From this review, it was possible to develop a conceptual framework involving three
overlapping topics of relevance: information and knowledge optimization, food safety information technologies
and consumer reactions to technology for decision making. Due to space constraints for this paper, a brief
summary is provided on insights generated from the review of literature on the first two topics of interest
(information and knowledge optimization and food safety information technologies) while a more detailed
review of previous research on consumer reactions to technologies for decision making is presented.

For the detailed review, 117 peer reviewed papers published in English over the last 5 years were identified in
the ProQuest database using the keywords “Consumer AND Technology or Information Technology AND Food
Chain or Food Industry AND Decision Making” in their titles. From this selection, we will discuss the identified
gaps and research challenges which have been used to contribute to the methodology for the investigation.

Information and Knowledge Optimization

In summary, this section of the literature review examines research into the knowledge management strategies
that firms are utilising to collect, manage and share information and knowledge along their supply chain. It
highlights that most knowledge optimization strategies along food supply chains tend to marginalise the
importance of end-consumers. At the broadest level, identified inter-firm knowledge optimization constructs
include technology (Macada et al. 2013), power play (Cai et al. 2013), absorptive capacity (Liu et al. 2009),
relational orientation, contractual arrangements (Cheng and Fu 2013), environmental uncertainties (Myers and
Cheung 2008) and the knowledge sharing environment (Shih et al. 2012). However, it is noticeable that
consumers are rarely formally considered as part of these knowledge management strategies.

More importantly, consumer’s perspectives as individuals who engage in active ‘sensemaking’ has not been
considered as a knowledge management issue. But in a situation where consumers have no direct access to
accurate and relevant safety information from the firm concerned; how does a consumer make a decision when
faced with a food recall situation of a premium perishable food product? From a consumer point of view,
sensemaking is useful to the consumers as it helps to provide an explanation of activities that precedes decision
making concerning the product (Weick et al. 2005). However, it is unclear how this actually happens as there is
limited research concerning the process of sensemaking in consumer decision-making. For firms managing
knowledge, a key attribute will be the ability to provide access to dynamic information. In this regard, this
section of the review identified some research into the use of technology for knowledge optimization in supply
chains including Corso et al. (2010) and Du et al. (2012). Yet, there was no specifically identified study on the
applicability of technology as a knowledge optimization construct to address direct information delivery to
consumers during a food recall situation. Thus, consumers are faced with uncertainties about the safety of the
product in their possession which has the potential to harm their health or lead to unnecessary food wastage if
the product is not affected. On the other hand, firms are at risk of a decline in consumer confidence in their brand
if consumers cannot gain access to dynamic information about the product’s safety status. This leads to the
question being explored in this paper; how can firms empower end-consumers through the use of technology to
facilitate informed decision making about the food products in their possession in a recall situation?

Food Safety Information Technologies

In summary, this section of the literature review examines research into consumer food safety and the use of
information technologies. This section identified a number of gaps in the research literature including a lack of
evidence providing insights to how consumers’ perception of the information delivery platforms is influenced by
perception of risk, as in the case of a post-recall product scanning. The review highlighted evidence that labels,
information sheets, barcodes, 2D barcodes and RFID tags have been researched in relation to nutritional
information. However, those who investigated the usability of 2D barcodes (Chrysochou et al. 2009), did not
specify the type of 2D barcodes. Therefore, the preferences of consumers regarding the use of QR codes via
smart phones remain unclear. Also, there seems to be very limited evidence on the preferences of consumers on
the use near field communication (NFC) tags via smart phones.

There is evidence (Cornelisse-Vermaat et al. 2008b; Voordouw et al. 2011) suggesting that some consumers
prefer the use of labels and information sheets because of their educational and technological background, but it
remains unclear how applicable these insights may be to Australian consumers. Based on the evidence, the range
of information delivery platforms worthy of exploration in this research include labels, information sheets,
DataBar, QR code and NFC tag. Furthermore, based on the results of the study conducted by Reid et al. (2001),
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it is relevant to consider the application of food related lifestyle consumer categorization to this study, as Van
Rijswijk and Frewer (2012) have highlighted the importance of consumer categorization as a pre-requisite for
determining the influence of any information delivery platform on different types of consumers. Finally, as
Solomon et al. (2009) has argued that the form in which information is presented is highly important, it will be
valuable to investigate the influence of textual, verbal, visual and integrated information within the appropriate
information delivery platform.

Based on insights from this section of the review, this research identified the need to explore the use of the food
recall scenario to investigate the perceptions of Australian consumers with respect to information presented in
different modes/styles/forms and different levels of complexity of information via a variety of information
delivery platforms to try to understand what optimises knowledge transfer in food safety situations.

Consumer Reactions to Technologies for Decision Making

Focused on consumers, the articles reviewed shows that a lot of work has been done concerning technologies
that assist in decision making as well as the adoption and expected use of these technologies. However, there is
limited research on the actual usability of these technologies. In addition, all the articles reviewed showed the
gaps in the method employed in these investigations. Based on these insights, the articles have been grouped in
terms of technologies for decision making, adoption and use of technology by consumers, usability of technology
by consumers and research methods. Following this, a table derived from the review which highlights the
research challenges that has been used to contribute to the methodology is presented.

Technologies for Decision Making

With rapid improvements in technology (Murray et al. 2010), consumers can indeed have access to relevant
information such that they can make decisions after their knowledge about the phenomenon of interest has been
optimized. It was interesting to note that consumers have been able to make use of technology as a knowledge
optimizing tool, in order to make decisions in many areas except food recall. Therefore, consumers are faced
with uncertainties about the safety of the product in their possession which has the potential to harm their health
or lead to unnecessary food wastage if the product is not affected. Similar studies considered the impact of
traceability information carriers, such as linear barcodes, radio frequency identification devices (RFID) tags,
laser technologies, DNA based technologies and e-paper tags, on consumers’ perception (Beitelspacher et al.
2012; Chrysochou et al. 2009). Another study considered consumer perceptions on the use of internal tag
technology which is an insertion of ‘internal tags’ into food and natural health products (Lilavanichakul and
Boecker 2013). However, despite these fascinating studies, it appears that the capabilities of these technologies
have not been extended to reach their full potentials as the information provided by the technologies are pre-
programmed and focused on nutritional and country of origin details. Consequently, they are not informative in a
recall situation where dynamic information about the safety status of the food product is required to make
decisions.

Some other areas where technology has been useful in helping consumers with decision making concerns
banking (Patsiotis et al. 2013), online shopping (Yang and Forney 2013), and personal ICT use including social
media (Thong et al. 2011). More interesting is the study conducted by Murray et al. (2010, p. 233) about the use
of assistive technologies which refers to “a group of tools that help consumers make better choices, with less
effort, when faced with daunting data and limited time”. The term, encapsulates the different uses of
technologies for consumer decision making, mentioned earlier. However, the definition seems inadequate for a
recall situation in that consumers are usually not faced with daunting data but the lack of it. During a food
recall, there is need to afford consumers the opportunity to ‘pull information’ directly from the firm concerned
not just to alleviate consumers’ uncertainties about the safety of their food but to, some extent, retain their
confidence in the brand.

Here, we have identified gaps in the literature in that consumers have been able to make use of technology as a
knowledge optimizing tool, for decision making in many areas except food recall. More importantly, it remains
unclear how these consumers make sense of the knowledge acquired through the use of technology and how they
respond to it based on their individual differences. Therefore, as specified in the introduction section, we intend
to explore how consumers interact with technology-based information delivery mechanisms and how attributes
of consumers indeed influence their responses and decisions.

Adoption and Use of Technology by Consumers

Consistent with the review conducted by Dwivedi et al. (2010) the articles reviewed showed that many studies
have indeed investigated the factors influencing technology adoption by consumers based on the Technology
Acceptance Model (TAM) and various modified versions. Such studies found that the factors influencing
consumers’ adoption of technology include the quality of the system/technology in terms of the web site design,
customer service, privacy/security, experiential quality (Ha and Stoel 2009), relative advantage (perceived
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usefulness), complexity, compatibility, trial-ability, observability (Md Nor et al. 2010), innovativeness (Yang
2010), perceived enjoyment (Lee and Chang 2011). It also includes consumer lifestyles in terms of fashion
consciousness, leisure orientation, Internet involvement, and e-shopping preference (Lee et al. 2009) as well as
environmental influences in terms of peer and superior influences and individual differences in terms of self-
efficacy (Md Nor et al. 2010; Yang 2010).

A few other studies focused on the Unified Theory of User Acceptance and Use of Technology (UTAUT) model
in which they believe that the purpose of technology use (Thong et al. 2011) and technology anxiety (Yang and
Forney 2013) are factors influencing consumers’ adoption of technology. More interesting is the study
conducted by Robertson (2012) who incorporated the Media Richness Theory (MRT) into an investigation of
consumers’ motives for their choice of complaint channel in the context of self-service technology (SST) failure.
Although, MRT is largely used in organisational behaviour, it has been applied to other contexts; perhaps it
could be useful in a recall situation as information needs to be communicated with consumers who may have
purchased potentially unsafe food products. MRT involves matching the most appropriate medium, or channel,
to the communication task which is characterised by equivocality (i.e. the level of ambiguity or confusion that
occurs during the communication task, such as a consumer might experience when trying to comprehend the
recall announcement) and uncertainty (i.e. communication tasks where there is a lack of information, such as
where consumers require adequate instructions concerning steps to take when in possession of a potentially
unsafe food product whilst avoiding unnecessary wastage) (Robertson 2012). While this theory seems interesting
and could be valuable to the context defined in this study, there is lack of evidence suggesting that MRT has
been explored for the purpose of integrating technology with rich media content in order to empower end-
consumers to inform their decision making.

Here, we have identified a limitation in the literature as researchers have largely focused on TAM and UTAUT
theories while there is limited exploration, application and use of other theories that are potentially useful to the
phenomenon being investigated. More specifically, as we have identified the potentials of the applicability of the
MRT theory in the recall scenario, it remains unclear which information delivery channel/mode is appropriate
for communicating with different types of consumers during a recall situation. Therefore, as specified in the
introduction section and according to the context defined for this study, we intend to explore the MRT while
investigating channels of information delivery and how it influences different types of consumers.

Usability of Technology by Consumers

As the main objective of usability testing deals with ensuring the product meets the actual needs of the intended
audience — in this case the consumers (Rogers et al. 2011). This review showed there is lack of evidence
suggesting that usability testing was conducted with consumers, concerning technologies designed to help their
decision making, especially in food chains. The focus was largely on the adoption and expected use of these
technologies, not so much on its design and implementation in a way that facilitates the intended use for
different types of consumers, as one size does not fit all and as the expected outcome of use is not tantamount to
the actual outcome of use.

Therefore, in consonance with Murray et al. (2010), we intend to consider the intricacies of the design and
implementation of information delivery solutions such that it facilitates the intended use for different types of
consumers within the context defined for this study.

Research Methods

Amongst the articles reviewed in this study, it was indeed noted that only about 15% of all those articles made
use of qualitative research methods in conducting their investigation. The largest percentage focused on
quantitative methods while a few others conducted reviews of the literature. While it is not being suggested here
that one method is better than the other, it was interesting to note that none of the studies complemented the
chosen method with another; thereby using a mixed method approach given the strengths and weaknesses in a
single method approach (Tashakkori and Creswell 2007). As the studies reviewed were consumer focused, it
becomes questionable if a high regard is not placed on the reality of and the influence of the inner world of
human experience in action (Johnson and Onwuegbuzie 2004). On the other hand, firms who offer these
technologies to consumers remain conscious of their return on investment (ROI), hence a strong and practical
empiricism as a path to determine what works, cannot be ignored. Therefore, it can be argued that this
complicated phenomenon should be investigated in a way that recognises “the existence and importance of the
natural or physical world as well as the emergent social and psychological world that includes language, culture,
human institutions, and subjective thoughts” (Johnson and Onwuegbuzie 2004, p. 18), which is a classic
characteristic of mixed methods research design. Therefore, we will consider incorporating a mixed method
design approach in this study.
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From a preliminary investigation, some research gaps and challenges have been identified and will form the
basis for further research concerning how firms can indeed empower end-consumers such that they can use
technology to inform their decision making about the food products in their possession during a recall situation.
Based on the review, this work draws on the interplay of theories from usability studies, theories on consumer
focused sensemaking and the media richness theory which will be useful in the development of the food safety
tool. The Table 1 below identifies foci for future studies relevant to consumer decision making technologies for
food recalls. The table was developed as a result of the literature review, drawing on the major issues and
discussions of past research. It incorporates the nuances of the food recall situation which contextualizes the
phenomenon under investigation.

Table 1: Key Research Challenges for Investigating the Use of Technology for Consumer Decision Making in

Food Recalls.

S/N Perceived Gaps References Research Directions Research Challenges

1 | Contexts of technology use For Investigate the use of 1. What  information  do
have not been extended to example; technology in a recall consumers need during a recall
reach its full potentials. Kimetal. situation where dynamic situation?

(2012); information about the 2. What are consumers’

Song etal.  safety status of the food perceptions of the impact of food

(2012) product is required 10 )ity and safety information?
make decisions.

2 Many studies have For Explore other applicable 1. What role can the media
considered the factors example; theories such as the richness theory play in integrating
affecting consumers’ Thong et al. MRT, so as to get a technology with rich media content
adoption and use of (2011); broader perspective of in order to empower end-consumers
technology drawing on Yang the phenomenon under such that they can inform their
only the TAM and (2010) study. decision making about the food
UTAUT theories without products in their possession during a
considering the recall situation?
appllc_:ablllty of  other 2. What other theories can
theories. . ;

explain  the factors affecting
consumers’ adoption, use and design
preferences in the food chain?

3 | There is much focus on For As this tricky 1. As consumers are largely
single method designs example; phenomenon deals with subjective, what methodological
which was incorporated in Kim et al. consumers (largely technique(s) could indeed minimize
all the studies reviewed; (2012); subjective) and firms or totally eradicate the attitude-
thus not drawing on the Patsiotis et who make the behaviour gap?
strengths of other methods. al. (2013);  technologies avgllaple 2 What methodological tools

(rgelly ODJECtVe . 1d be helpful in identifying the
because of their ROI); wal i tp £ di inf gt'
consider the use of gcll_Ja |m%ac oI ?lverse information
mixed method designs. elivery channets:

4 | There is much focus on For Investigate the impact of 1. How can the optimization
adoption and use of example; various  designs of of technology-based information
technologies, but little on Md Nor et information systems on delivery = mechanisms  support
the impact of wvarious al. (2010); consumer decision consumers during a recall?
designs. More specifically, Yang making in food chains. ,
there is little research on (2010) 2. What  are  consumers

usability studies in the
context of this study.

preferences in relation to different
information  designs based on
diverse delivery platforms?
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METHODOLOGY

This research-in-progress has been approved by the Tasmanian Social Sciences Human Research Ethics
(H14010). The study is based on an interpretive research philosophy and deploys a mixed-method design
approach structured in three overlapping phases. Phase 1 involves the conduct of 10 case studies on the business-
focused aspect of the study. To date, one initial case study with an Australian premium food producer has been
completed and will be discussed in more detail below. This case has already contributed important insights into
the firm response to food recall situations and the associated information and knowledge flows. Phase 1 also
involves interaction with premium food consumers whose perspectives and preferences on food safety will be
obtained using a questionnaire instrument. Combined, the firm and consumer data will generate insight into
current food quality and safety information provided to consumers during the recall of a perishable product and
consumer preferences for information during these recall incidents.

In Phase 2, the research will develop and evaluate a diverse range of smart phone compatible information
designs (textual, visual, verbal, integrated) for each technology-based information delivery platform (DataBar,
QR code and NFC tag) on consumers classified into different groups. Usability testing will be conducted through
the use of scenarios in focus groups in order to identify consumers’ preferences in relation to the information
designs based on the delivery platforms; compare it to the paper based (labels and information sheets)
information delivery platforms; and support rich understanding of consumers’ perceptions of the impact of the
information. Following each focus group session, a validated questionnaire instrument that has been designed to
measure consumer confidence in food safety (de Jonge et al. 2008) will be utilized in order to collect secondary
data. This will lead to the development of a theoretical optimization model for the use of technology-based
information delivery platforms in relation to consumer preferences in recall situations. Phase 3 involves an
evaluation of the model that will be iteratively refined based on practical insights generated from further
interactions with food firms and food consumers.

PRELIMINARY FINDINGS FROM INITIAL CASE STUDY

Based on the business side of the Phase 1, an initial case study with a premium food firm using semi-structured
interviews and document reviews has been completed. This case study has already generated a number of
important insights into the following: food recall issues and their implications on the firm; enhanced
understanding of the information and knowledge processes and flows; generated insight into the communication
methods currently used with consumers during a recall incident; identified the nature and type of information
provided to consumers immediately the recall occurred and after the safety situation was rectified, identified the
type of consumer classification the firm currently has and contributed to an understanding of the firm’s
perceptions of the dynamics and types of information that influence consumer confidence in their product.

This South Australian food firm produces premium food products and was selected due to a recently experienced
food recall incident. Due to the sensitivity of the context of the investigation and the confidentiality agreement,
further details about the firm cannot be provided as information such as the category of the food recalled can
easily compromise the identity of the firm.

This case study provided evidence of internal conflicts within the food industry on the provision of information
on quality, safety and other information to consumers. Furthermore, it was earlier conceptualised that the
consumers would be classified in order to calibrate their responses effectively while investigating their
perceptions of the impact of food quality and safety information. This is supported by a respondent who
explained the consumer classification relevant to their firm, suggesting that consumers are classified in terms of
their disposable income.

...We classify customers perhaps in terms of disposable income because the [product] isn’t cheap. It’s a high end
product, the range is broken up into three...high end - uncommon offering, mainstream and ... bulk.

The preliminary findings also provide a direction for the design and development of the information delivery
platform in this overall study. The findings suggest that information designs should be less technical, less time-
consuming and more aesthetic rather than focusing on a technology-savvy design so as to cater for a broad range
of Australian consumers.

...my husband does not use a mobile phone. No, he does, just to ring me and he's just started learning how to
text. So, he is one of those people that fall into that category, so the demography then is interesting because you
look at 18 to 35 year old [who] are very interested in food and they are smart phone users. Tick. Then you've got
your 36 to 50 ... [Tick]. Then you've got 50 to 60 year olds and 60+ and that's not smart phone, that's not
website...and | still want people in here (50+) [to have access to my story] and ...that's where I've got to get
them. It is mainly with my story and then, to me, that is a really important part to [premium consumers]. ...|
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think that if we really start looking at how people operate its, pretty quick. ... I question the validity and
importance of the website because of time in some ways.

The snapshot of the respondent’s comment also suggests that paper based information delivery platforms are still
important to a certain class of consumers while others may not have the patience and ability to read detailed
information on websites. However, as corroborated by the respondent, firms do face challenges about associating
information sheets with their products in stores; as information platforms over and above the labels are not
allowed. ...how are you going to get an information sheet containing the story to the shelf space? You won’t be
allowed to put it there. This situation begs the question, is it worthwhile to continue to pursue paper-based
information delivery platforms given the restrictions on information transparency? These preliminary findings
thus provide an interesting insight into the future directions of the research from the firms’ perspective. Further
investigations from the consumers’ perspectives, will provide deeper insights towards consumer perceptions on
the design and development of the information delivery solution. Combined, these will support the research to be
conducted in Phases 2 and 3 as described above.

DISCUSSION

Insights from the literature and evidence from the initial case study establish the conceptual framework for this
study while confirming that some firms focusing on premium products for a niche market are indeed willing to
share information with their end-consumers on safety and quality, even though they are still unsure of how to
optimise these information systems. Food businesses have the need to better understand how differences in
consumer’s attributes influence their receipt and use of any information provided and in-turn how this influences
the decisions that consumer’s make both around individual purchases and also over-time around food types and
brands. However, there are some barriers. Apart from the industry resistance caused by the corporatized and
multi-national structure of much global food production (see introduction section), the food firms who are
willing to share do not seem to know how to do so. We also identify reasons why firms do not know what they
should be doing and these are;

1. Failure to understand the mode of differentiating and classifying consumers when considering information
consumption as the reason for the classification.

2. Failure to understand consumer reception of information and their reaction towards it.

3. Failure to understand how consumer attribute differences influence their reception and use of information
for consumer decision making.

4. Failure to understand how to utilise channels for information delivery in a targeted manner for the intended
audience.

Moving forward, this leads to insights about how the method should evolve for the consumer focused aspect of
the investigation in order to determine what forms of information delivery, modes of interaction and levels of
content complexity are most appropriate and/or effective for different types of consumers. Consequently, there is
need to consider the food related lifestyle consumer categorization, as well as other ways in which consumers
can be classified for the purpose of this research. In addition, as the method evolves, incorporating an eye-
tracking mechanism (for example; Sticky Ad) in order to determine consumers’ visual attention for each of the
different information delivery solutions could be useful in the Phase 2 of this study.

CONCLUSION

This preliminary investigation serves as an initial effort into an investigation about how firms can empower end-
consumers through the use of technology in order to facilitate informed decision making about the food products
in their possession in a recall situation. This paper has identified the gaps in the literature, the key research
challenges that enable researchers understand how to unpack and investigate the phenomenon under study. As
the importance of the nuances created by the food industry on supply chain and information systems research has
reflected from this paper, it becomes clearer that these research challenges are worthy of further investigation.
Hence, it is anticipated that academics will begin to investigate these issues with a more industry-specific lens.

Future work will involve the completion of the other 9 case studies in order to establish strong insights from the
firm-focused aspect of Phase 1. Following this, we will progress to Phase 2, where we will develop a range of
smart phone compatible information designs for each information platforms on different types of consumers.
This will be evaluated and will lead to the development of the theoretical optimization model. Finally, in Phase
3, we will evaluate and iteratively refine the model based on practical insights from further investigations.


http://sticky.ad/index.html
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