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Taking the Risk out of Risk
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Two of the elements of Risk Analysis, Risk Assessment and Risk Management, are
benefiting hugely from improved methodologies, more sensitive analytical capabilities, rapid
diagnostics, bioinformatics, process interventions, stricter regulations, more robust
enforcement, enhanced surveillance and early warning systems and greater international
collaboration.
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However the third element, Risk Communication, still remains challenging and hasn’t
maximized the progress to be gained from the transformation occurring in the
communication landscape.

MESHTRE=ANTE—MNEEE, hEmX EXkEk, £i&F
TR LEARSMTERD & (LNt R EFET B IEFENZES &
&)

D,




One of the difficulties in Food Safety is communication of the issues to the
public without undermining consumer confidence in:
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1.The safety of the food supply
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2.  The ability of the regulatory agencies to police the food chain
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3. The commitment of the food industry to produce safe food
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The word Risk in most languages generates fear and anxiety amongst

consumers.
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Risk is deemed a bad thing
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Currently in many jurisdictions; "Risk" Communication is seen to be:
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1.undermining consumer confidence
R EBEEE D

2.making consumers more anxious about food
3.
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3.making consumers increasingly angry with the authorities
for not resolving the situation
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Much exciting innovative research outputs in the food area will never
realize their full potential without consumer acceptability
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Could we make new science exciting?
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Can | tell you about
the latest science?
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Even very young children are now using the internet
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Here is the 82 year old grahdf;ther of one of my students
using wechat 3 —th El%2 4 19825 B %5 5 7E i FAMAIE
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We are trialing using the digital media to engage with consumers to monitor their views which will
be much faster than face to face or postal questionnaires
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China has entered the ‘smart media’ era fcesa y
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Traditional media fERIEE— new media FRIEEF — smart media BIEF

« Robots write quick news, artificial intelligence (Al) based TV hosts
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« Personalized messaging, information tailored to each individual’ s
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In collaboration with 5 research institutions, CFSA and UCD initiated 8
studies: how to increase consumer confidence in food safety in the era
of smart media
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Study 1: Understanding stakeholders’ communication needs in
relation to the establishment of consumer confidence (ongoing)
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Interviews with consumers, food regulators, and people from the food industry
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Study 2: Consumer infant formula survey
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In 2017 a Salmonella agona
outbreak associated with PIF
from a factory in France resulted
in 39 infants falling ill




M an M 13 ER B A A E FIRR B LA IS4 T E R E B

o’m‘ ]
Pepti-Junior

NITRICIA s

Mulumel

Product was withdrawn from 13 EU Member States and 54 countries outside the EU
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2016 XER AL HBEFER (FDA) BET Valley Milk LLCA
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SWEET CREAM =~ NON-FAT DRY MILK™
BUTTERMILK POWDER™ epADE A - HIGH HEAT
MANUFACTURED BY | MANUFACTURED BY

Valley Milk Products Valley Milk Products
STRASBURG, VIRGINIA 22651 STRASBURG, VIRGINIBlsl 2651
PLANT NO. 519410 ; PERHIT NO. 314
| NET WEIGHT-50 LBS.

NET WEIGHT-30 LBS.
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In 2016 in the US the FDA initiated a recall of 1,800 tons of milk powders produced at a
Valley Milk LLC facility in the USA after the identification of Salmonella meleagridis in the
factory envwonment and in product.




Study 2: Consumer infant formula survey
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We found mothers’ confidence in and satisfaction with imported vs. domestically
produced infant formula were not that much different any more
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Study 3: A comprehensive survey on public’s food safety
perception and their views on food traceability (data
collected)
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Study 4: Moving from food risk communication to food information
communication (published)
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www.nature.com/npjscifood

Moving from risk communication to food information
communication and consumer engagement

Patrick G. Wall' and Junshi Chen?®

Consumers in most developed countries have greater access to safer food than ever before, yet the issue of consumer perception
on the safety of the food supply, the control infrastructure and existing and new process technologies is often not positive, A series
of high profile food incidents, which have been ineffectively managed by both the regulators and the industry, and where there has
been a failure to be open and transparent, have sensitised a proportion of consumers to scary stories about the food supply. There
has been concomitant damage to consumer confidence in (i) the safety of food, (i) the food industry's commitment to producing
safe food and (i) the authorities' ability to oversee the food chain. Threats to consumers’ health and their genuine concems have to
be addressed with effective risk management and the protection of public health has to be paramount. Dealing with incorrect fears
and misperceptions of risk has also to be addressed but achieving this is very difficult. The competencies of sodial scientists are
needed to assist in gaining insights into consumer perceptions of risk, consumer behaviour and the determinants of trust.
Conventional risk communication will not succeed on its own and more innovative and creative communication strategies are
needed to engage with consumers using all available media channels in an open and transparent way. The digital media affords the
opportunity to revolutionise engagement with consumers on food safety and nutrition-related issues,

npj Science of Food (2018)2:21 ; https//doi.org/10.1038/541538-018-0031-7

INTRODUCTION

The public health consequences of contaminated food cannot be
underestimated and foodbome diseases are an important cause of
marbidity and mortality globally. Food safety cannot be taken for
granted and when things go wrong people get ill and some will
die, There is no shortage of high profile serious outbreaks to keep
a proportion of consumers anxious about food safety. An outbreak
of Listeria monocyfogenes in 2017 and 2018 in South Africa, linked

safety infrastructure. Many have introduced stronger food
legislation with a greater emphasis on independent risk assess-
ment, robust risk management, and open and transparent risk
communication. Greater emphasis has been placed on the
responsibility of the industry stakeholders, at all stages of the
food chain, to produce safe food.® The Food Safety Modernisation
Act was enacted in the US in 2011 and the Safe Food for
Canadlms Act was introduced in 2012 and is being updated in
2018 The FL introduced radical reforms in_resnonse to the BSF
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Nature Partner
Journal

Wall, P., Chen, J.
(2018) Moving from
risk communication to
food information
communication and
consumer
engagement. Science
of Food, 2:21-25.
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Study 5: The potential of digital marketing communication technologies in
food safety communication
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An paper under review
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The Benefits of a Digital Approach to Communicating Food
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Study 6: Developing communication strategies based on the psychological
characteristics of Chinese consumers
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Taking account into Chinese consumers’ psychological and cognitive characteristics
when designing the communication strategy
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The real exciting opportunity is to use the mobile devices to seek consumer’s views and then in real time
give them back customised accurate information tailored for their age, gender and educational status
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Dr Si Chen has developed an educational app on food
preparation
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Communication is a two-way process and the digital media affords us the

opportunity to gain insight into consumers concerns about food safety and tailor
our messages to address their needs.
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Study 7: An experiment to compare two communication strategies in
relation to domestically produced infant formula (ongoing)
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Study 8: Survey on consumer knowledge and preferences for
different types of infant formula products
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1.Domestic produced infant formula
from Chinese cows’ milk
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Quality of milk is

E =it (E~=ihiR) ¥ influenced
2.Domestic produced infant formula by thf': ;Iiert’ of thek
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3.Imported infant formula — foreign
companies

HEAPE (GHELE)
4.Imported infant formula
manufactures abroad by Chinese
companies

HEAPY (PEEWIENT)
5. Chinese company/brand selling
infant formula produced by contract
manufactures that are outside China
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Study 8: Survey on consumer knowledge and preferences for different types of
infant formula products
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1.Domestic produced infant formula s
from Chinese cows’ milk I -Q;Jla”ty Ofdm”k is
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2.Domestic produced infant formula THHRRRE
using imported milk powder
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3.Imported infant formula — foreign
companies
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4.1mported infant formula manufactures
abroad by Chinese companies
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Consumers are seeking evidence that
the infant formula is as describe on the tin

One way to educate them if via QR codes linked
to virtual tours of the farms and factories




Alibaba is a major global player in e commerce
China has the technology to be a world leader in
consumer engagement in the area of food safety
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Conclusions 512

To take the ‘risk’ out of ‘food risk communication’: the communication should

Be based on good understandings of consumer issues

Take advantages of digital tools, and new media channels that are embraced by

consumers
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Disclaimer: The content of this presentation does not reflect the official opinion of the European
Commission and/or the Chinese government. Responsibility for the information and views expressed
therein lies entirely with the author(s).
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