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Abstract 

Modern society is increasingly more defined by the relationship between the production and 
consumption risks - environmental, health, economic and many others. The risks affect the 
development of civilization, they find their way into our everyday lives and influence the 
decisions we make. Circulation and the risk increase determine our decisions in a variety of 
choices we face on a daily basis. The Republic of Serbia still remains a fertile ground for 
numerous manipulations regarding consumer rights, particularly in terms of "health claims" 
for food products, which tend to minimize the risks of non-organic or inadequate nutrition. 
This manipulative minimization of risk is reflected through the presence of food products 
with such visual identity that could affect the consumer's choice of purchase, believing that 
they made a healthy choice for themselves and their environment. This paper presents the 
results of an empirical research of the presence of "health claims" on food products available 
on the market of the Republic of Serbia. The survey was conducted on a sample of four 
supermarkets in Novi Sad, according to those groups of food products that belong among 
common foods in the daily diet of the people in Serbia. 
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1. Concept of production and consumption of risk as a paradigm of modern society 

 

Modern society of the 20th century was marked by radical changes. One of the 

greatest German sociologists, Ulrich Beck believes that the end of the "other" is the beginning 

of the era where modern society is responsible for its own actions on a global level. Ulrich 

Beck and Anthony Giddens have determined the basic assumptions in the studies of social 

changes and environmental problems from the viewpoint the uncertainties and risks 

management. The notion of risk was present even in European thought of a century ago, and 

was related primarily to insurance. Although the danger and damage were always a threat to 

human society, the risks we face today is in many ways different from those in the classical 

industrial society. They differ in quality and quantity, the time and space limitlessness as well 

as in the disastrous, unforeseen consequences they have on people and the ecosystems. These 

risks are a consequence of the threatening forces of modernization and its undeniable 

globalization, which makes the risk a global phenomenon (1).  

A modern state is characterized by the passive attitude of the individual (consumer) 

towards everything they have on offer, while on the other hand it is characterized by man's 

cataclysmic view of the future by engaging in taking extra care for themselves, their health, 

and i.e. protecting their rights in the broadest possible sense. "Modernity, on one hand, 

provides the individual with the status of freedom - they are destined to choose and shape 

their own lives through daily decisions about their actions. On the other hand, modernity turns 

the individual into the subject of responsibility, because they are the ones responsible for their 

behavior while taking into account the moral, spiritual and commercial obligations" (2). There 

is a multitude of choices before the modern man, which reflect the heterogeneity offered as an 

alternative to fulfill the daily needs. Each of these is claimed to be nicer, better, more 

functional, safer and healthier. The performance of modern society creates risks as well as 

various modes of overcoming them. This mechanism operates through internalized trust in the 

institutions and experts in the systems that guarantee safety and confidence. Giddens defines 

trust as "awareness of the circumstances of the risk, more or less accepted attitude that certain 

things will remain stable. It is associated with lack of time and space, and is based on the lack 

of complete information" (3). The average consumer - a layman still misses the nutshell. A set 

of available, selectively chosen and placed information is aimed at maintaining confidence in 

public institutions. In order for an individual to make a choice, due to pervasive risks, they 
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should have complete, timely and unambiguous information on the characteristics of a good 

that they are interested in available.  

 

2. Consumer protection legal framework 

 

European Convention on Human Rights (4) represents the consumer's right as a 

general prerequisite for the realization of other rights, and therefore this law is a fundamental 

human right. In the Republic of Serbia and other countries in transition, the Law on Consumer 

Protection was brought (5), the National Strategy for Consumer Protection 2007-2012 (6), 

along with many other laws that allow the elaboration and the application, the Law on 

Advertising (7), the Law on Prices (8), the Law on Protection of Competition (9), and all the 

activities of the Serbian authorities are aimed at the harmonization of the regulations with the 

legislation of the European Union. The National Consumer Protection Programme 2007-2012, 

explicitly states that "the cases of misrepresentation of advantages or benefits for customers 

who rely on the abuse consumer ignorance are not rare, non-compliance with quality 

requirements, a variety of deceptions, manipulation with the awareness of the insufficiently 

educated consumers or the abuse of the position of certain consumer groups rapidly convert to 

direct damage to all bona fide participants in the market.  

Without the improvement and promotion of the rights of consumers there is no 

competition, thereby threatening and deforming the basic functions of the market which are 

also the element of public policy of a democratic society"(6).  

Positive legislation contains a satisfactory set of legal acts which could help achieve 

the protection of consumer rights. In accordance with the Consumer Protection Act of the 

Republic of Serbia (5), which in Article 2 stipulates the fundamental rights of consumers (and 

in Article 3 it stipulates that the consumers cannot waive them), the consumer, among other 

rights, is guaranteed the right to safety, choice, legal protection, healthy and sustainable 

environment with the guarantee of product quality. The Law on Advertising of the Republic 

of Serbia (7), points out that advertising is free along with the obligation to respect the 

principles of truthfulness, completeness and specificity of the advertisement (Article 3). The 

inconsistencies in the application of these legal regulations, in addition to the system failures, 

are a fertile ground for numerous manipulations of consumer rights on the financial markets. 

Based on the aforementioned it can be concluded that the degree of disorganization in this 

sector is not prominent. 
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The lack of political will for adequate legal regulation of social relations in the field of 

consumer goods results in uncertain market for the users. In these conditions the efforts of 

consumers to make their uncertain future serene, safer and healthier are intensified. Also, the 

choice of specific products is in a way an act of redemption for the "wrong" lifestyle. Since in 

modern society, the social production of goods is systematically followed by the social 

production of risks, the consumers look for goods that "reduce" the omnipresent risk. These 

goods can be marketed in the form of different products and services. Will the desired product 

really offer quality that is compatible with the consumer's intentions, or will the visual 

identity hide the true quality of the product depends on the responsibility of the producer, i.e. 

the service provider. 

This paper aims to show an example of organized irresponsibility towards the 

consumer who is consequently denied his rights.  

 

3. The study of the presence of "health claims" among food products 

 

Since the Republic of Serbia is on the road to the European Union, it is faced with the 

problem of harmonization with EU regulations and the need to adopt a series of laws to make 

certain areas fully regulated. This tendency, among other things refers to a segment of 

protection of consumer rights as the consumers of goods. As the legislation and the activities 

of authorities give the impression of transparency, they deprive consumers of goods of full, 

accurate, timely and comprehensive information that would prevent them to be confused 

while making decisions on buying certain products. The developed and regulated countries 

devote attention to this issue, researching the presence of "health claims" among food 

products, which may be misleading the consumers. Following the goal and the methodology 

of this kind of research (10) in Novi Sad the presence of "health claims" has been empirically 

established with food products that may mislead their consumers. 

 

3.1. Initial hypothesis 

 

In the food products market of the Republic of Serbia there are products whose visual 

identity can affect the consumer to choose to buy them, believing that with this they are 

making a healthy choice for themselves and their environment. These products contain 
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explicit or implicit claims about their health effects on their consumers, environment and the 

ecosystem. 

 

3.2. Sample 

 

The survey was conducted on a sample of four supermarkets in Novi Sad, in April-

May, 2011. We analyzed the basic food products that are most common in the everyday diet. 

 

3.3. The Research Aim  

 

The aim of this study was to determine the number of "health claims" on the 

packaging of food products. The following categories fall within 'health' claims : explicit 

statements, implicit claims as well as proliferation of "health" and eco-claims which may play 

an important role in helping consumers make appropriate choices, and this is only achievable 

if these claims are accurate, reliable, not misleading and do not mislead consumers. 

Explicit statements include slogans such as "Sustainable production", "Safe for 

dolphins", "Recyclable product", "Biodegradable", "Production is not harmful for the soil" 

and the like. These statements are problematic if they do not provide evidence for that 

particular claim. The evidence should entail, for example, concrete explanation of the 

recycling process of the product and the location of the recycling process or an explanation of 

how the tuna fishing process is not harmful to dolphins.  

The implicit claims include those claims or images that convey an impression of the 

traditional, romantic production, breeding and processing, without any verification or the 

proof of such a statement; images of slender human figures, and various combinations of 

logos and slogans associated with health and sustainability without credibility. The 

proliferation of "health claim" is reflected in various statements such as: fresh, eco, bio, 

organic (without any certificate), natural, homemade, healthy, fitness, fit, healthy and so on. 
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4. Research Results 

 

TABLE 1 - TOTAL NUMBER OF HEALTH CLAIMS FOUND ON ANALYZED PRODUCTS  

Supermarket No. 1 

Total 

number of 

products on 

the racks  

Product types Total number 

of "health 

claims" on 

products  

Number of 

products with 

implicit claims 

(text, logo or 

the 

"traditional 

image" of 

business, 

slogans like 

"high natural 

quality" etc.) 

Number of 

products with 

explicit claims 

(text, logo or 

images that 

include slogans 

such as : 

"sustainable 

production", "not 

harmful to the 

environment" etc. 

Number of products that 

contain labels such as: 

bio, fresh, green, pure, 

natural, fitness, organic, 

fit etc. 

51 Packed bread 

(white, rye, 

whole-grain, 

melba, etc.) 

29 18 2 9 

29 Milk (fresh 

and extended 

duration) 

12 3 0 9 

94 Cereals 

(cornflakes, 

muesli, cereal 

products) 

33 12 0 21 

87 Pasta 

(macaroni, 

noodles, 

spaghetti, 

cannelloni, 

fusilli) 

35 34 0 1 

138 Canned fish 

(tuna, 

sardines, 

salmon, trout, 

mackerel, 

mussels, shells, 

etc.) 

63 28 29 16 

28 Products in 

jars (pickles, 

13 9 0 4 
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beet, pepper, 

mixed salad, 

grated carrots) 

TABLE 2 - TOTAL NUMBER OF HEALTH CLAIMS FOUND ON ANALYZED PRODUCTS 

Supermarket No. 2 

Total 

number of 

products on 

the racks 

Product types Total number 

of "health 

claims" on 

products 

Number of 

products with 

implicit claims 

(text, logo or 

the 

"traditional 

image" of 

business, 

slogans like 

"high natural 

quality" etc.) 

Number of 

products with 

explicit claims 

(text, logo or 

images that 

include slogans 

such as : 

"sustainable 

production", "not 

harmful to the 

environment" etc. 

Number of products that 

contain labels such as: 

bio, fresh, green, pure, 

natural, fitness, organic, 

fit etc. 

7 Packed bread 

(white, rye, 

whole-grain, 

melba, etc.) 

3 2 0 1 

23 Milk (fresh 

and extended 

duration) 

16 11 0 5 

22 Cereals 

(cornflakes, 

muesli, cereal 

products) 

8 3 0 5 

43 Pasta 

(macaroni, 

noodles, 

spaghetti, 

cannelloni, 

fusilli) 

11 9 0 2 

47 Canned fish 

(tuna, 

sardines, 

salmon, trout, 

mackerel, 

mussels, shells, 

etc.) 

13 5 6 2 

10 Products in 

jars (pickles, 

beet, pepper, 

5 3 0 2 
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mixed salad, 

grated carrots) 

TABLE 3 - TOTAL NUMBER OF HEALTH CLAIMS FOUND ON ANALYZED PRODUCTS 

Supermarket No. 3 

Total 

number of 

products on 

the racks 

Product types Total number 

of "health 

claims" on 

products 

Number of 

products with 

implicit claims 

(text, logo or 

the "traditional 

image" of 

business, 

slogans like 

"high natural 

quality" etc.) 

Number of 

products with 

explicit claims 

(text, logo or 

images that 

include slogans 

such as : 

"sustainable 

production", "not 

harmful to the 

environment" etc. 

Number of products 

that contain labels 

such as: bio, fresh, 

green, pure, natural, 

fitness, organic, fit etc. 

19 Packed bread 

(white, rye, 

whole-grain, 

melba, etc.) 

8 4 1 3 

35 Milk (fresh and 

extended 

duration) 

14 9 0 5 

52 Cereals 

(cornflakes, 

muesli, cereal 

products) 

24 9 0 15 

52 Pasta 

(macaroni, 

noodles, 

spaghetti, 

cannelloni, 

fusilli) 

17 11 0 6 

43 Canned fish 

(tuna, sardines, 

salmon, trout, 

mackerel, 

mussels, shells, 

etc.) 

18 3 10 5 

17 Products in 

jars (pickles, 

beet, pepper, 

mixed salad, 

grated carrots) 

12 8 0 4 
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TABLE 4 - TOTAL NUMBER OF HEALTH CLAIMS FOUND ON ANALYZED PRODUCTS 

Supermarket No. 4 

Total number 

of products 

on the racks 

Product types Total number 

of "health 

claims" on 

products 

Number of 

products with 

implicit 

claims (text, 

logo or the 

"traditional 

image" of 

business, 

slogans like 

"high natural 

quality" etc.) 

Number of 

products with 

explicit claims 

(text, logo or 

images that include 

slogans such as : 

"sustainable 

production", "not 

harmful to the 

environment" etc. 

Number of products that 

contain labels such as: 

bio, fresh, green, pure, 

natural, fitness, organic, 

fit etc. 

37 Packed bread 

(white, rye, 

whole-grain, 

melba, etc.) 

14 10 0 4 

66 Milk (fresh and 

extended 

duration) 

13 9 0 4 

39 Cereals 

(cornflakes, 

muesli, cereal 

products) 

19 6 0 13 

74 Pasta 

(macaroni, 

noodles, 

spaghetti, 

cannelloni, 

fusilli) 

21 17 0 4 

19 Canned fish 

(tuna, sardines, 

salmon, trout, 

mackerel, 

mussels, shells, 

etc.) 

12 2 7 3 

17 Products in jars 

(pickles, beet, 

pepper, mixed 

salad, grated 

carrots) 

10 6 0 4 
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Packaged bread (white, rye, whole-grain) - In all four supermarkets, out of the total 

number of products offered on the racks, slightly less than a half of the products contain 

"health claims" in its visual identity, and out of the total number of "health claims" more than 

half of the products contain implicit claims (usually it is the traditional image of a business 

such as the old mill on an obviously industrial product). The number of products carrying 

labels such as "fit", "bio", "tone", "fresh" is somewhat smaller but they are also present. 

Milk (fresh and extended duration) - Aside from one supermarket, where the total 

number of "health claims" substantially exceeded half of the types of products on the racks, in 

the remaining three supermarkets, on average out of the total number of all types of products 

at least one third had "health claims " on the packaging. The largest number of products with 

the implicit claims (e.g. image of a cow with wooden bucket that is associated with the 

traditional way of getting milk despite the mechanization process for obtaining milk) followed 

by the direct slogans and symbols ("Healthy", "A healthy view of the world", "Fresh", etc.). 

Cereals (cornflakes, muesli, cereal products) - In all four supermarkets, approximately 

one third of the analyzed products fall into the category of products with "health claims". Out 

of the total number of products with "health claims" more than a half of the products contain 

labels such as "bio", "fresh", "fitness", "fit" and the like. Somewhat smaller, but also very 

popular is the number of images of slender female figures, which reflect health and 

attractiveness. 

Pasta (macaroni, noodles, spaghetti, cannelloni, pasta, etc.) - Among the products 

analyzed pasta products, on average approximately one third contains "health claims". Out of 

these, the majority belongs to implicit claims (romantic old mill, grain fields, "basking in the 

sun", the girl with ears of grain corn, etc.). Nearly a quarter of the products are labeled 

"natural", "fresh" and the like. 

Fish and sea products in cans (tuna, sardines, salmon, trout, mackerel, mussels, 

clams, etc.) - On average, half of the analyzed product carry "health claims". Unlike other 

types of products, included in the sample, canned fish and other marine products contain the 

largest number of explicit statements (text, logo or images that include slogans such as 

"sustainable production", "not harmful to the environment", "safe for dolphins", "recyclable 

product" and the like. This is followed by a smaller but still significant number of products 
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with implicit assertions, while the number of those that contain labels such as "fresh", "bio", 

"natural", "green" is the smallest although these products are present on the market as well. 

Products in jars (pickles, beets, peppers, mixed salad, grated carrots, etc.) - About a 

half of products on the racks contain "health claims". Out of these, the largest number of 

products has implicit claims, while a presence of products that contain the label "green", 

"healthy", and "natural" etc. is weaker. 

Analysis of survey results confirmed the initial hypothesis of the presence of food 

products whose visual identity may affect the consumer to choose to buy them, believing that 

he is making a healthy choice for themselves and their environment. The largest number of all 

analyzed types of products contain implicit statements (statements or images that convey an 

impression of a traditional, romantic production, breeding and processing, without 

verification or proof of such a statement; images of slender human figures, and various 

combinations of logos and slogans associated with health and sustainability, without 

authenticity). 

It is notable that, except in the case of certain types of packaged bread and canned fish 

and seafood products, analyzed foods on the market do not contain explicit statements, text, 

logo or image that include slogans such as "sustainable production" or "not harmful to the 

environment." This can be explained by the lower presence of genetic engineering process in 

food production. 

 

5. Concluding Remarks 

 

In this paper, the relationship between production and consumption risk as well as 

their correlation in relation to the manipulation of consumer rights is observed. Everyday life 

of a modern man is filled with anxiety and concern due to facing the uncertain future and the 

omnipresent risks. The capitalist form of business contributes to the risk while simultaneously 

offering products whose consumption, at least at first glance, promises the reduction of risk or 

at least the feeling of concern of dealing with it. The Republic of Serbia, despite the adoption 

of specific laws in this area, failed to contribute with the appropriate control of the application 

of legal norms to the implementation of adequate protection of consumer rights. This problem 

is deepened by the existence of the collusion of political actors with powerful business 

subjects that give significant contribution to the financing of political parties. The basic 

postulate of the rule of law on the equal application of the law for all subjects in this social 
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milieu is not possible. This socio-economic climate contributes to the manipulation of 

consumers' rights and thus creates a widening gap between the rich and poor. 

The results of the research conducted on a sample of four supermarkets in Novi Sad 

have fully confirmed the initial hypothesis of the presence of food with "health claims" on the 

market. Since products with "health claims" do not offer concrete proof of the authenticity of 

the same, the choice of consumers is based on his ill-founded confidence in the manufacturer 

and the manufacturing process. 

Improvement of the process of control and supervision over production, marketing and 

advertising products would make a big step. Also, the results of this research indicate the need 

and justification for the implementation of more detailed and comprehensive research on this 

topic. The improvements of the protection of consumer rights contribute to greater confidence 

of citizens in the government system and the tighter connection between the individual and 

the state. 
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