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Summary. The article aims to examine the issue of credibility of information placed on 

food packaging from the perspective of food processors and distributors in Poland. With 

the use of the CAWI methodology, 78 completed questionnaires were obtained. We 

used correlations, t-statistics, ANOVAs and simple and multiple regressions. In a multi-

ple regression model, a series of predictors of the credibility were tested. We arrived at 

a model with 5 statistically significant independent variables. They include: 1) a convic-

tion that the quantity of nutritional claims is appropriate; 2) the understandability of 

information on the packaging; 3) the share of products with health claims in the offer of 

the companies under study; 4) self-reported healthiness of one’s nutrition and 5) the 
tenure of respondents in the examined companies. The perceived credibility increases 

with an increase in variables 1, 2, and 4 and falls with an increase in variables 3 and 5. 

Introduction 

Most food products can be classified as credence goods and regulations exist to 

provide consumers with a substitute for the lacking information and trust. Cer-

tain producers of low-quality food products benefit by cheating under a not 

fully credible regulation (Anania, Nisticò, 2004). Food labelling represents  
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a valuable tool to help consumers make informed decisions about their diet and 

lifestyle (Wills, Schmidt, Pillo-Blocka, Cairns, 2009). In fact, its importance 

should not be underestimated in the whole supply chain. There is a considerable 

number of studies dealing with consumer perceptions of food labels. However, 

there is a lack of research on the perceived credibility of food labels among 

processors and distributors. 

This paper aims to examine the issue of the perceived credibility of infor-

mation on food packaging among food processors and distributors in Poland. In 

a model of a multiple regression, we have identified 5 statistically significant 

predictors of this attitude.  

Literature review 

Country image exerts a significant influence on practitioners' credibility as-

sessments of food standards. In a recent study (Wongprawmas, Padilla Bravo, 

Lazo, Canavari, Spiller, 2015), standards from the UK were perceived as the 

most credible whereas standards from China were perceived as the least credi-

ble. Consumers suffer from an information asymmetry on the healthy food mar-

ket (Nestorowicz, 2014). There is a strong correlation between the perception of 

European quality signs and the attitude toward origin and organic food (Bryła, 

2017). The adoption of a quality sign, which may be treated as a collective 

brand, contributes a tan increase in credibility and recognition of producer 

brands (Bryła, 2012). Among consumers, there is poor information about quali-

ty labels and a lack of confidence that certified products have declared charac-

teristics (Velčovská, Del Chiappa, 2015). The credibility of PGI and PDO labels 

is influenced by their low familiarity (Velčovská, Sadílek, 2014). Divergence in 

consumer and regulatory interpretations of labelling creates a situation where 

labelling may be fully compliant with all relevant legislation and regulation, and 

still be perceived as misleading by consumers (Tonkin, Meyer, Coveney, Webb, 

Wilson, 2016). Highly educated consumers are more likely to distrust the in-

formation on food labels, and are more willing to use a device to validate food 

label content (Charlebois, Schwab, Henn, Huck, 2016). 

Although small groups of consumers may be satisfied with a number of 

different eco-labelling schemes, the majority of them fall short of providing  

a credible quality assurance (Nilsson, Tunçer, Thidell, 2004). Consumer confi-

dence is highest in countries with substantial state involvement in organic label-

ling (Sønderskov, Daugbjerg, 2011). Specific arguments consistently yield 

greater eco-label trust and positive attitudes toward the product and label 

source, but only with low-involvement products is source important, with cor-

porate labels yielding more positive attitudes (Atkinson, Rosenthal, 2014). 

Knowledge does not lead to trust, but trust replaces knowledge, and consumers 

largely seek confirmation of their views when they have already made up their 
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minds about organics (Thorsøe, Christensen, Povlsen, 2016). The perceived 

authenticity of origin and organic food depends, among others, on labelling, in 

particular having a European quality sign (Bryła, 2015a; Bryła, 2015b; Bryła, 

2016). Under appropriate third-party or governmental oversight, process labels 

can effectively bridge the informational gap between producers and consumers, 

satisfy consumer demand for broader and more stringent quality assurance crite-

ria, and ultimately create value for both consumers and producers, but process 

labelling also can have serious unintentional consequences (Messer, Costan-

ingro, Kaiser, 2017). 

Health-related information is likely to be seen as a reminder or signal; con-

sumers tend to be reluctant to accept food labels a source of new information 

about diet-disease relationships (Derby, Levy, 2001). Many nutrition and health 

claims are seen by consumers as advertising that could be misleading, deceptive 

or confusing (Chan, Patch, Williams, 2005). Incongruence regarding the level 

of fat in the product results in lower trust in the claim information but do not 

affect trust in the Nutrition Facts data (Garretson, Burton, 2000). There is  

a confirmatory bias to believe the functional food health claim on the part of 

more health conscious consumers (Naylor, Droms, Haws, 2009). A study in  

a group of 500 residents of Olsztyn, over 16 years old, recruited mainly in the 

shopping centres and popular public places in 2009–2010, demonstrated that 

age significantly differentiated respondents’ opinions on perceiving the nutri-

tional value as useful and important information. The influence of education on 

the perception of the nutritional value in the process of product choice was also 

observed (Staniewska, Panfil-Kuncewicz, Staniewski, Mieczkowska, 2010). 

Material and methods 

A survey was addressed to Polish food processors and distributors. The sample 

consisted of 78 companies. The predominant field of activity of 50 respondents 

was food processing and production and for 26 respondents, it was food distri-

bution, in particular wholesaling; 2 respondents indicated another focus of their 

activities. The survey was carried out with the use of the CAWI (Computer 

Assisted Web Interview) methodology by the author himself. For the analysis of 

our results, we apply correlations, t-statistics, ANOVAs, and simple and multi-

ple regressions. Our analyses are conducted in MS Excel and Statistica 12.0.  

Results 

The respondents were asked to assess the credibility of certain types of infor-

mation on food labels (tab. 1). A 5-degree Likert scale was used. In the total 

sample of 78 companies, expiry date was evaluated as the most credible infor-

mation type. It was followed by the list of ingredients and organic certificates. 
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Relatively, the lowest perceived credibility concerned health claims and quality 

signs. The distribution of answers in the subgroup of food processors was very 

similar as in the total sample. Only nutrition claims were considered less credi-

ble than quality signs in this group of respondents. Among food distributors, the 

first three positions were identical as among processors, and the lowest level of 

credibility was also attributed to health claims. There was a distinctive con-

sistency in the pattern of answers provided by food processors and distributors 

regarding their evaluation of credibility of selected types of information on the 

packaging of food products. This consistency was confirmed by the lack of any 

statistically significant differences in particular evaluations of the information 

types. The mean evaluation for all the six analysed information types was calcu-

lated and it was fed into all subsequent analyses of correlations and regressions. 

Table 1 

The evaluation of credibility of selected types of information on food packaging 

Information type 

Information credibility 

total sample processors distributors 
P-D comparison  

t p 

Expiry date 4.128 4.120 4.154 ‒0.173 0.863 

List of ingredients 3.846 3.880 3.846 0.145 0.885 

Organic certificate 3.615 3.600 3.769 ‒0.562 0.576 

Nutrition claims 3.423 3.340 3.654 ‒1.452 0.151 

Quality signs 3.282 3.360 3.231 0.557 0.579 

Health claims 3.013 2.960 3.154 ‒0.784 0.435 

Mean 3.551 3.543 3.635 ‒0.588 0.558 

Source: own research. 

We observed a statistically significant difference in the evaluation of cred-

ibility between men and women. Female respondents tended to assess it signifi-

cantly higher than males (3.725 v. 3.417; t = –2.130; p = 0.036). 

The mean evaluation of credibility of information on the food labels was 

taken as an input to correlation analyses with selected variables (tab. 2). 6 out of 

11 linear correlations under study turned out to be statistically significant at the 

level of p < 0.05. The perceived credibility was correlated to the largest extent 

with: 1) the understandability of information placed on food labels; 2) the share 

of products with health claims in the offer of the company; 3) the age of the 

respondent. Statistically significant correlations with the evaluation of credibil-

ity were also observed for: the tenure of the respondent in the company under 

study, self-reported knowledge about healthy nutrition and self-reported health-

iness of one’s nutrition. 
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Table 2 

The correlations of the evaluation of credibility of information on the label  

with selected variables 

Variable r p 

Understandability of information on the label 0.410 < 0.001 

Agreement with opinion 1 ‒0.152 0.185 

Agreement with opinion 2 ‒0.198 0.082 

Share of products with health claims (a) ‒0.367 0.001 

Share of products with nutrition claims (a) ‒0.071 0.537 

Number of employees of the company  0.022 0.847 

Age of the company under study 0.107 0.353 

Age of the respondent ‒0.300 0.008 

Tenure of the respondent in the company  ‒0.254 0.025 

Self-reported healthiness of one’s nutrition 0.233 0.040 

Self-reported knowledge about healthy nutrition 0.247 0.029 

Note: opinion 1 – the use of unreliable health claims is a serious problem in Poland; opinion 2 

– the use of unreliable nutrition claims is a serious problem in Poland; a – in the offer of the 

company under study 

Source: own research. 

The perceived credibility turned out to differ according to the evaluation of 

the quantity of information put on food packaging (tab. 3). In order to examine 

the variance, we applied ANOVAs. Those who assessed the quantity of infor-

mation as appropriated evaluated the perceived credibility higher than those 

who claimed that the quantity of information was excessive. Statistically signifi-

cant differenced were observed for nutrition claims and quality signs. 

Table 3 

The relationship between the evaluation of the quantity of selected types of information 

on the packaging of food products and the perceived credibility (ANOVAs) 

Information type 
Information quantity  

too much appropriate too little F p 

Health claims 3.356 3.638 3.604 1.415 0.249 

Nutrition claims 3.167 3.711 3.422 4.832 0.011 

Quality signs 3.312 3.707 3.717 3.749 0.028 

Source: own research. 

A serious of additional analyses did not confirm statistically significant 

impact on the perceived credibility of a number of other variables. For instance, 

engaging in online sales did not influence the perceived credibility in a signifi-

cant way (3.618 v. 3.533; t = 0.474; p = 0.637). Offering certain types of prod-

ucts (diet supplements, organic food, functional food, and fair trade products) 

also did not affect significantly the perceived credibility. The strongest impact 

was observed for offering organic food, but it did not reach statistical signifi-
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cance (3.667 v. 3.457; t = 1.425; p = 0.158). Additional ANOVAs enabled us to 

discard the influence of: the location of the companies under study by city size 

(F = 1.189; p = 0.317), the industry branch structure of the companies (F = 1.378; 

p = 0.222), the level of education of the respondent (F = 2.216; p = 0.116), and 

the position of the respondent in the company under study (F = 0.885; p = 0.478). 

Those variables that indicated statistically significant influence in the 

above reported analyses were tested in simple regressions in which the mean 

perceived credibility was the dependent variable. Taken separately, the follow-

ing independent variables turned out to have a statistically significant impact on 

the perceived credibility of information put on food packaging: sex (for being  

a woman β = 0.237; Standard Error (SE) = 0.111; t = 2.130; p = 0.036), age of 

the respondent (β = –0.300; SE = 0.109; t = –2.745; p = 0.008), tenure of the 

respondent in the company under study (β = –0.254; SE = 0.111; t = –2.288; 

p = 0.025), self-reported healthiness of one’s nutrition (β = 0.233; SE = 0.112; 

t = 2.088; p = 0.040), self-reported knowledge about healthy nutrition (β = 0.247; 

SE = 0.111; t = 2.222; p = 0.029), share of products with health claims in the 

offer of the company under study (β = –0.366; SE = 0.107; t = –3.431; 

p < 0.001), conviction that the quantity of nutrition claims is appropriate 

(β = 0.315; SE = 0.109; t = 2.891; p = 0.005), conviction that the quantity of 

quality signs is appropriate (β = 0.237; SE = 0.111; t = 2.130; p = 0.036), and the 

understandability of information on food packaging (β = 0.409; SE = 0.105; 

t = 3.913; p < 0.001). 

Variables that were statistically significant in simple regressions were used 

to construct a multiple regression model serving to explain the perceived credi-

bility of information on food packaging (tab. 4).  

Table 4 

Selected predictors of the perceived credibility of information on food packaging among 

processors and distributors (a multiple regression model) 

Independent Variables β SE t(72) p 

Quantity (a) 0.360 0.093 3.887 < 0.001 

Understandability (b) 0.311 0.096 3.229 0.002 

Share (c) –0.197 0.096 ‒2.053 0.044 

Healthiness (d) 0.198 0.094 2.118 0.038 

Tenure (e) –0.229 0.091 ‒2.521 0.014 

Notes: a – a conviction that the quantity of nutrition claims is appropriate; b – of information 

on the packaging; c – of products with health claims in the offer of the companies under 

study; d – self-reported healthiness of one’s nutrition; e – of respondents in the examined 

companies; N = 78, R2 = 0.417, p < 0.00001. 

Source: own research. 
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Step by step, insignificant variables were removed. As a result, we arrived 

at model with 5 independent variables. The model is highly significant 

(p < 0.00001) and explains over 40% of the variance of the dependent variable. 

The perceived credibility increases with an increase in the conviction that the 

quantity of nutrition claims on food labels is appropriate, an increase in the per-

ceived understandability of information placed on food labels, and an increase 

in the self-reported healthiness of one’s nutrition. The perceived credibility is 
negatively affected by an increase in the share of products with health claims in 

the offer of the companies under study and an increase in the tenure of respond-

ents in the analysed companies. 

Conclusions 

To the best of our knowledge, this is the first study to examine the perceived 

credibility of information placed on food labels among processors and distribu-

tors. Previous studies focussed only on the perspective of consumers. We tried 

to identify certain factors influencing the evaluation of credibility of such in-

formation in a sample of Polish food processors and distributors. We obtained  

a statistically significant model with five independent variables. The trust in 

food labels depends on: 1) a conviction that the quantity of nutrition claims is 

appropriate; 2) the understandability of information on the food packaging; 3) 

the share of products with health claims in the offer of the companies under 

study; 4) the self-reported healthiness of one’s nutrition among the respondents, 

and 5) the tenure of respondents in the companies under study. Factors 1, 2 and 

4 exert a positive influence on the perceived credibility of food labels, while 

predictors 3 and 5 diminish the perceived credibility. 
 

Our research study was funded by the National Science Centre within an Opus re-

search grant no. 2015/17/B/HS4/00253. 
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Wybrane uwarunkowania oceny wiarygodności informacji na opakowaniach  

żywności wśród przetwórców i dystrybutorów 

Słowa kluczowe: informacje, opakowanie, etykietowanie żywności, oświadczenia 
zdrowotne, oświadczenia żywieniowe, marketing żywności 

Streszczenie. Celem artykułu jest zbadanie problemu wiarygodności informacji 
umieszczanych na opakowaniach produktów żywnościowych z perspektywy przetwór-
ców i dystrybutorów żywności w Polsce. Z wykorzystaniem metodyki CAWI uzyskano 
78 wypełnionych kwestionariuszy. Posłużono się korelacjami, statystykami t, analizami 

ANOVA oraz prostymi i wielorakimi regresjami. W modelu regresji wielorakiej przete-

stowano serię predyktorów wiarygodności. Otrzymano model z pięcioma statystycznie 

istotnymi zmiennymi niezależnymi. Obejmują one: 1) przekonanie, że liczba oświad-
czeń żywieniowych jest odpowiednia; 2) zrozumiałość informacji na opakowaniu; 3) 

udział produktów z oświadczeniami zdrowotnymi w ofercie badanych przedsiębiorstw; 

4) samoocenę zdrowotności własnego sposobu odżywiania się i 5) staż pracy respon-
dentów w badanych firmach. Zauważono, że postrzegana wiarygodność wzrasta wraz ze 
wzrostem wartości zmiennych 1, 2 i 4, a spada przy wzroście zmiennych 3 i 5. 

Translated by Paweł Bryła   
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