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FOCUS-BALKANS NETWORKS 
AND ITS FUTURE

During the project, people have worked together 
for the research and have exchanged a lot du-
ring seminars and networking meetings. They 
have certainly enhanced cooperation in the 
area of consumer science with EU and neighbou-
ring countries. The dialogue between consumers 
and food producers, including industry, has also 
started and will continue with further researches 
and meetings. All the stakeholders will be invited 
to participate in the “Balkan Network for Food 
Consumer Science”, which will seek to stimulate 
regional and interdisciplinary co-operation.
At the European level, a common European 
network, including the Western Balkans, is also 
needed as a platform to get real impacts of the 
research. It should involve all the concerned disci-
plines. This is the only way to better promote new 
knowledge and to strengthen consumer science 
in Europe.



KEY-FINDINGS & RECOMMENDATIONS RESEARCH NEEDS FOR THE FUTURE

FRUITS AND BALANCED DIET

The majority of consumers have a positive attitude 
towards fruit consumption. They consider that ea-
ting fruit is a pleasure. Next to pleasure, health is 
another main motive for fruit consumption. The as-
piration of a better health is, both in West Europe 
and the WBCs, one of the main drivers for consu-
mers to eat fruit. Research to deepen the insights 
into consumer behaviours, attitudes, preferences 
and willingness to pay, related to socio demogra-
phic data, as important predictors of consumer 
behaviour, is needed for the policy-makers and in-
dustry stakeholders to de! ne, develop and imple-
ment adequate strategies for new fruit products 
and interventions to increase the consumption of 
fruit.

CONSUMERS’ M OTIVATIONS AND BEHAVIOURS 
FOR PRODUCTS WITH HEALTH CLAIMS

Introducing a product with health claim can be 
useful for image of a certain brand: WBC consu-
mers perceive it as innovation oriented and so-
cially responsible. However, consumers are not 
suf! ciently informed and they perceive functional 
food to be targeting small speci! c groups (such as 
older or chronically ill). An effective health claim 
should be understandable by the consumers, 
convincing through of! cial approval of com-
petent institutions or regulatory body and relevant 
for the targeted consumers.

EXPERTS’ FORECAST OF ORGANIC MARKET

In the future, the demand for organic food will grow in 
WBC. This general consumption trend will be particu-
larly strong in tourism, agro ecotourism, schools, and 
hospitals. The WBC organic market will, according to 
experts, be reinforced by measures of the EU Enlarge-
ment Policy. 
Organic agriculture has excellent preconditions in 
WBC. To foster this strength factor for WBC agribu-
siness, all experts interviewed agreed that National 
strategies for organic farming are needed, as well as 
regional and local government support. They consi-
der increasing supply chain structuring, promotional 
activities, and information of consumers as key factors 
for the success of organic farming. 

CONSUMERS’ A TTITUDES, EXPECTATIONS AND 
BEHAVIOURS TOWARDS TRADITIONAL FOOD

In general, consumers express a positive attitude to-
wards traditional food. Different drivers explain tradi-
tional food consumption, such as: the importance of 
the natural content of food, the promotion of local or 
national origin, and of on-farm and small dairy pro-
duction. Nevertheless, different segments of consu-
mers have been noticed and key enhancements of 
traditional foods supply should be adapted to them 
for the development of this market. Also, in order to 
preserve the strong heritage of Balkan food and cui-
sine, the protection of traditional food is needed.

For all the four studied markets: fruits, products 
with health’s claims, organic products and tradi-
tional food, there is a need of future research on 
food consumption, food and health policies, and 
markets’ trends. 
The recommendation is to develop the collec-
tion of reliable data on food consumption, so to 
increase the scienti! c-based knowledge in three 
main general directions: 

 ð First, research about consumers, such as, food 
intake, food behaviour, consumers’ beliefs, ex-
pectations, preferences, motives and attitudes.

 ð Secondly, research about communication, in-
formation policies and tools, for example ef! -
ciency, targeting, content, and up-taking.

 ð Finally, market research with focuses on struc-
ture, functioning, rules, organisations, stand-
ards, and investments.


