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Abstract: The objective of this study was to identify consumers’ attitudes about the consumption
and certification of traditional food products, special characteristics to which they pay attention
when buying food products, and their opinions regarding what traditional food products are to
them. The research was based on an online questionnaire conducted on a sample of 540 respondents
in the Autonomous Province of Vojvodina. The results showed that 98.3% of the respondents
consume traditional food products in their households, 95.2% of the consumers decide to buy
food products based on their quality, and 68.2% of the consumers believe that certain types of
certification can improve product placement on the market. The specific characteristics that consumers
mostly prioritize when buying food products are products with no added sugar (41.2%), traditional
production processes (38.8%), GMO-free products (36.9%), organic products (36.4%), and additive-free
products (34.9%). The results of this research indicate that consumers primarily perceive traditional
food products as items produced using traditional methods (72.8%), characterized by the absence of
additives (53.2%), specific to a certain geographic area (49.9%), sourced from small farms or facilities
(49.5%), and products with long production tradition (49%).

Keywords: consumers’ attitudes; traditional food products; Autonomous Province of Vojvodina
market; slow food; clean label; free from added sugar products

1. Introduction

Traditional food products are a significant element of a region’s culture, heritage, and
identity [1–5]. These foods are often passed down through generations and reflect the
customs and traditions of a particular community or country [3]. In recent years, with the
rising awareness of healthy food and environmental concerns, consumers are becoming
more interested in the authenticity, food origin, unique food traditions, quality, as well as en-
vironmental sustainability and economic impact on local economies [6,7]. Traditional food
products are mainly created using natural, fresh, local, and seasonal ingredients that are
rich in nutrients. They are processed in small-scale processing units using artisanal produc-
tion methods. Traditional, time-consuming processes such as fermentation, aging, curing,
or slow cooking contribute to the unique and recognizable characteristics and quality of
traditional foods [8–10]. These food products are often perceived as healthier alternatives
to heavily processed or mass-produced foods [3,11,12]. Furthermore, the consumption of
traditional food products promotes a positive economic impact and economic sustainability
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at a local level by supporting small-scale farmers, artisans, and local businesses involved in
their production [3,6,7].

The consumption of traditional food products is steadily increasing due to numerous
reasons. On the one hand, consumers’ growing interest in traditional food products
is due to globalization, food industrialization, various food crises, and environmental
concerns [13–15]. On the other hand, there is a growing consumer interest in products of
regional or local origin that support local producers and the economic development of
rural areas related to sustainability [16–19]. Furthermore, traditional food products are
characterized by unique characteristics and quality, providing a sensorial experience that
connects consumers to the cultural heritage, history, and identity of a specific region. They
reflect locally sourced ingredients, local climate and geography, traditional production
methods, know-how, and social customs [20]. In order to protect and promote authenticity
and unique quality and to provide consumers with a decision-making tool, traditional
food quality schemes, also known as traditional food certifications or labels, have been
introduced. These schemes control food through assessments, inspections, and compliance
with specific criteria, ensuring that a product adheres to the predetermined standards and
characteristics set by the brand owner [3,21–23]. EU quality schemes have the potential to
alleviate uncertainty when it comes to food purchases, providing customers with confidence
in the distinctiveness and nutritional attributes of certified food products [23].

The Autonomous Province of Vojvodina is a province located in the northern part of
the Republic of Serbia, known for its rich cultural heritage, diverse traditional food products,
and culinary traditions. The multifarious traditional food of Vojvodina is influenced by
different cultures and ethnic groups that have inhabited this region over the centuries,
including Serbs, Hungarians, Slovaks, Romanians, and others [3,24–26].

The purpose of this survey was to identify consumers’ attitudes and preferences
towards traditional food products in the Autonomous Province of Vojvodina market.

2. Literature Review

The literature review in this study incorporates topics related to consumer attitudes
and preferences, the meaning and significance of traditional food products, and the role
of certification in ensuring product quality and consumer trends in the food industry
regarding health and nutrition concerns.

2.1. Consumer Attitudes and Preferences

Consumer attitudes and preferences towards traditional food products are of great
importance to all entities in the food business chain, such as producers, businesses, and
policymakers. These attitudes and preferences are influenced by numerous factors, such
as health concerns, personal experiences, cultural habits, and environmental and eco-
economic concerns.

The increasing consumption of traditional food products has been noticed in recent
years due to consumers’ rising awareness of healthy food and food quality. The grow-
ing interest in traditional food products can be explained by various food crises, food
industrialization, globalization, and environmental concerns [3,11–15]. Furthermore,
consumers are becoming more interested in products of local origin, unique characteris-
tics, authenticity, high-quality food products obtained through traditional production
methods, and food that influences environmental sustainability and economic devel-
opment in local and rural areas [6,7,16–19,22]. Consumers are increasingly seeking
products free from artificial additives, preservatives, and synthetic ingredients. This
trend is driven by concerns about health and sustainability and a desire for greater
transparency in food production processes.

2.2. Traditional Food Products

Traditional food products are consumed in specific regions and countries by multi-
ple generations and represent an inalienable part of cultural heritage and identity [1–5].
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These products are characterized by unique characteristics, nutritional value, and high
quality due to numerous factors. First, traditional food products are made from local,
natural, fresh, and seasonal ingredients rich in nutrients, without additives and artificial
supplements [20], in small-scale processing units using traditional production methods and
know-how. Traditional, time-consuming processes such as fermentation, aging, curing, and
slow cooking contribute to the unique characteristics, recognizable quality, and sensorial
experience of traditional food products [8–10]. Furthermore, the consumption of traditional
food products promotes a positive impact on local businesses and economies, as well as
promotes environmental sustainability [3,6,7].

2.3. Quality Schemes and Certification

Traditional food products are characterized by their authenticity, specific sensory
properties, and unique quality [1–5,20]. In the process of protecting and promoting these
characteristics, food quality schemes, also known as food certifications or labels, play
a crucial role, providing benefits to both producers and consumers. In addition, the
application of quality schemes and certification ensures and improves the positive impact
of traditional food production and consumption on the local economy and rural area
development [3,19,21–23].

Food quality schemes or food certification programs are established to ensure the
safety, quality, and sustainability of food products by guaranteeing that they meet certain
predetermined quality standards. Specific criteria and requirement standards are defined
for each quality scheme and certification program to protect product quality, safety, and
uniqueness [4,19,20]. During the certification process, independent accredited third-party
organizations assess whether products comply with the established quality standards and
criteria. The importance of quality schemes and certifications is significant. Primarily, these
schemes assure consumers, retailers, and regulatory bodies that food products meet specific
standards [23]. Furthermore, producers receive feedback and recommendations to enhance
product quality and identify possible areas for improvement and innovation. Finally,
certifications can enter certain markets and create various business opportunities [4,19,21].

2.4. Specially Labeled Food Products

Specially labeled food products are food items with unique characteristics and qual-
ities are specially labeled. These labels are used to provide consumers with information
about the product’s nutritional content, potential health benefits, and production meth-
ods. Some examples of specially labeled food products are organic products, additive-free
products, GMO-free products, products free from added sugar, allergen-free products,
gluten-free products, etc. [27–29]. Health and nutrition policies are, in many cases, key
factors that influence consumer choices. For example, public health policies recommend
limited sugar intake due to the potential to cause risks of obesity, diabetes, and heart dis-
eases [30–32]. Also, with higher consumer consciousness and awareness about their health
and the quality of the food they consume in recent years, their preferences towards clean
labeled and slow food are on the rise. Both slow food and clean label focus on promoting
food quality, sustainability, and transparency, with slow food emphasizing the importance
of local, sustainable, and traditional food production, and clean label emphasizing the nat-
uralness of ingredients and the absence of artificial additives, preservatives, and synthetic
ingredients [27,28,33–37].

3. Research Methodology
3.1. Research Objective and Hypothesis

The research objective of this study was to identify consumers’ attitudes and preferences
towards traditional food products in the Autonomous Province of the Vojvodina market and
to understand their opinions about the consumption and certification of these products. To
achieve this research objective, answers to the following questions were collected:
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Q1: How often do respondents consume traditional food products, and what are their
opinions about certification?

Q2: What are the special characteristics of food products to which consumers pay
attention while purchasing, and what do traditional food products mean to them?

Q3: What are consumers’ opinions regarding the availability and quality of traditional
food products, the relationship between higher prices and quality, and their preferences for
traditional food products over conventional and foreign ones?

This study hypothesizes that traditional food products are widely consumed because
of consumers’ demands for quality, authenticity, and sustainability. However, to achieve a
stronger influence on environmental sustainability and impact on local economies, scientific
research on special characteristics and quality, as well as natural and local ingredients,
production methods and processes, and consumer attitudes towards all mentioned topics
is necessary for further consumer education of traditional food products’ importance and
significance of certification and better placement of these products on the market.

3.2. Research Methods and Questionnaire

The research was based on a consumer survey conducted in the period between
June 2022 and April 2023. The survey was conducted using an online questionnaire
on a sample of 540 respondents in the Autonomous Province of Vojvodina, which con-
sists of seven administrative parts. The administrative part with the largest number of
inhabitants (33.8%; 183 respondents) was southern Bačka, and in this part, the survey
was conducted for three months. Furthermore, in the region of Srem (16%; 86 respon-
dents) and southern Banat (14.9%; 81 respondents), surveys were conducted for one
month and a half, respectively. In the other four administrative parts, northern Bačka
(9.6%; 52 respondents), central Banat (9.3%; 50 respondents), western Bačka (9.1%;
49 respondents), and northern Banat (7.3%; 39 respondents), surveys were conducted for
one month each. The respondents in each administrative section were selected using a
convenience sampling technique [38].

The authors of this paper created a questionnaire based on a literature review and
their own knowledge and expertise in the quality of traditional food and GI products. The
questionnaire consisted of a total of 21 questions divided into three sections, covering the
following topics: socio-demographic characteristics (6 questions), consumer preferences
and attitudes towards GI and specially labeled food product quality and certification
(7 questions), and general attitudes about traditional products on the market (8 questions).
The questionnaire used various types of questions, including open-ended questions, closed
questions, and multiple-choice questions.

Within Section 1, the socio-demographic characteristics of 540 respondents from
the Autonomous Province of Vojvodina were recorded (Table 1). The respondents an-
swered questions about their gender, age, place of residence, employment, monthly income
(in EUR), and the number of members in their households.

Section 2 focused on consumers’ consumption of traditional food products in their
households, frequency of consumption, consideration of product quality in purchase
decisions, opinions about certification, and perceived impact of certification on product
placement in the market. The respondents also indicated the specific characteristics they
pay attention to when buying food products and provided their definition of traditional
food products.

In the third part of the questionnaire, respondents expressed their general attitudes
about traditional food products on the market, including aspects such as the product offer,
quality, price, availability, and importance of quality assurance marks. The attitudes were
measured using a 5-point Likert scale, with response options labeled as follows: 5—Strongly
Agree, 4—Agree, 3—Neutral, 2—Disagree, 1—Strongly Disagree.
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Table 1. Socio-demographic characteristics of 540 respondents from the Republic of Serbia.

Socio-Demographic Characteristics
Whole Sample

n Percentage

Gender
female 373 69.1

male 167 30.9

Age

<25 140 25.9

25–45 300 55.6

>45 100 18.5

Place of residence

village 55 10.2

town 26 4.8

city 459 85

Employment

student 95 17.6

employed 380 70.4

unemployed 25 4.6

pensioner 40 7.4

Monthly income
(EUR)

<425 55 10.2

425–850 170 31.7

850–1275 124 23.1

>1275 188 35

Members in
households

1 62 11.5

2 124 23

3 or more 354 65.6

3.3. Statistical Analyses

The data were processed using Microsoft Excel (Microsoft Corporation, Redmond,
Washington, DC, USA). Descriptive statistics were employed to emphasize the character-
istics of the study sample. The socio-demographic status of participants was supplied as
a sum and as a percentage, while the other survey data was classified and summarized
by age, place of residence, and frequency of consumption and was stated as a percentage.
Furthermore, the collected data were subjected to correspondence analysis to determine
relationships and associations between variables, as this method is a useful statistical tool
to visualize the data in low-dimensional space and is helpful in determining patterns and
gaining insights into the interdependence among variables.

4. Results
4.1. Socio-Demographic Characteristics of Respondents

The socio-demographic characteristics of the 540 respondents are presented in Table 1.
The data show that the majority of the respondents were female (69.1%). Regarding the
age group, 55.6% of the respondents were between 25 and 45 years old, while 25.9% were
younger than 25 and 18.5% were older than 45. The largest number of respondents, 85%,
lived in a city, whereas 10.2% lived in a village and 4.8% lived in a town. Among the
respondents, 70.4% were employed, 17.6% were students, 7.4% were pensioners, and
4.6% were unemployed. In terms of monthly income, 35% of participants had more than
1275 EUR per month, 31.7% had an income ranging from 425 to 850 EUR, 23.1% had an
income ranging from 850 to 1275 EUR, and 10.2% had less than 425 EUR per month.
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4.2. Consumer Preference and Attitudes towards Traditional Food Products

The findings of this study showed that 98.3% (531) of the respondents consume
traditional food products in their households, with 38.7% consuming these products daily
and 34.6% consuming those two or three times a week. It is important to emphasize
that 89.1% of the participants consume traditional food products at least once a week.
Furthermore, 95.2% of the consumers participating in the survey decide to buy food
products based on their quality, and 83.2% often or from time to time prefer to buy certified
food products (44.2% often, 39% from time to time). Among the participating consumers,
68.2% believe that a certain type of certification can improve product placement on the
market (Table 2).

Table 2. Traditional food products consumption and consumer attitudes towards certification.

Question Answer
Whole Sample

n Percentage

Are traditional food products consumed
in your household?

yes 531 98.3

no 9 1.7

How often are traditional food products
consumed in your household?

daily 209 38.7

2–3 times a week 187 34.6

weekly 85 15.8

few times in a month 44 8.1

few times in a year 13 2.4

not consumed 2 0.4

Are your purchase decisions for food
products based on quality?

yes 514 95.2

no 26 4.8

Do you prefer to buy certified food
products?

yes 239 44.2

from time to time 211 39.1

not sure 56 10.4

no 34 6.3

Do you think that certain types of
certification can improve product

placement on the market?

yes 368 68.2

not sure 139 25.7

no 33 6.1

The results of the special characteristics that consumers pay attention to when buying
food products are presented in Figure 1. Figure 1 represents the total consumer preferences
towards special characteristics of food products. As shown in Figure 1, consumers mostly
choose products with the following special characteristics: 41.2% prefer products with no
added sugar, 38.8% prefer products with a traditional production process, 36.9% prefer
GMO-free products, 36.4% prefer organic products, and 34.9% prefer additive-free products.
Regarding GI (geographical indication) products, 25% of consumers pay attention to
products with a geographical indication of origin.

Figure 2a–c represent the relative contributions according to generation, place of living,
and frequency of consumption towards special characteristics to which consumers pay atten-
tion when buying food products. What consumers under the age of 25 and those over 45 have
in common is that their primary preference is to purchase products that are free from added
sugar, while consumers between the ages of 25 and 45 primarily care about organic products.
As a secondary consideration, consumers under the age of 25 choose GMO-free products,
middle-aged consumers (25–45 years) choose additive-free products, and consumers over
the age of 45 choose organic products. The third place for respondents under the age of 25 is
organic products, while middle-aged consumers from 25 to 45 years focus on products free
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from added sugar, and for respondents older than 45 years, this is additive-free products. An
interesting fact is that regardless of age, all respondents place high importance on products
that are free from added sugar and organic products, as they consistently rank among the top
three labeled products they pay attention to when making a purchase.
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Regarding GI products, it is interesting to note that consumers under the age of
25 consume them to a lesser extent, while these products are highly prevalent among
consumers aged 25 to 45 and over 45. Drawing from these outcomes, it can be pointed out
that the youngest consumers are not sufficiently informed about all the benefits of using GI
products, and therefore it is necessary to educate them and undertake marketing activities
to promote these products.

Considering the place of residence, consumers in both villages and towns or cities
primarily choose products with the same special characteristics. In villages, consumers first
pay attention to products free from added sugar, followed by additive-free products, organic
products, GMO-free products, and products made by traditional production processes.
In towns and cities, the order is the same with the following: organic products, products
free from added sugar, GMO-free products, additive-free products, and products made
by traditional production processes. In terms of GI products, they rank seventh among
consumers from villages and eighth among consumers from towns and cities.

According to the frequency of consumption, it is important to highlight again that
89.1% of the participants consume traditional food products at least once a week. As shown
in Figure 2c, products free from added sugar and organic products can be distinguished
across all frequencies of traditional food product consumption. Additionally, additive-free
products and GMO-free products can be distinguished for all consumption frequencies,
except for respondents who consume traditional food products a few times a year.

Among respondents who consume traditional food products daily, two or three times
a week, and a few times a year, the top five products also include those made using a
traditional production process. For respondents who consume traditional food products
weekly and a few times a year, low-fat products are among the top five choices. On the
other hand, respondents from the “few times in a month” group ranked food products
from HACCP-certified facilities in fifth place.

The biplot in Figure 3 shows the projection of the correspondence analysis (Figure 3a,
total inertia of 0.013, χ2 of 18.576, p = 0.774; Figure 3b, total inertia of 0.024, χ2 of 33.748,
p = 0.089; Figure 3c, total inertia of 0.037, χ2 of 50.588, p = 0.372).
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Consumer attitudes regarding what traditional food products mean to them are pre-
sented in Figure 4. Figure 4 represents the attitudes of all respondents. As can be observed
from Figure 4, traditional food products are perceived as products made using the tradi-
tional production process by 394 respondents (72.8%). A similar number of respondents
believe that traditional food products are those free from additives and modern supple-
ments (288 respondents or 53.2%), specific to a certain geographic area (270 respondents or
49.9%), or sourced from small farms or facilities (268 respondents or 49.5%) and products
with long production tradition (265 respondents or 49%).
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Figure 5a–c show the relative contributions according to generation, place of residence,
and frequency of consumption regarding what traditional food products mean to con-
sumers. Initially, all consumers, regardless of their age, prioritize traditional products that
are produced using traditional production processes. For consumers between the ages of
25 and 45, as well as those over 45, their second preference for traditional food products is
those sourced from small farms or facilities. Their third preference is for products specific
to a certain geographic area. However, for consumers under the age of 25, their second
preference is products specific to a certain geographic area, while their third preference is
for products with a long production tradition.

When considering the place of residence, traditional food products hold the top
three positions for all consumers. These products include those made using traditional
production processes, products from small farms or facilities, and products specific to
a certain geographic area. It is worth noting that among consumers over 45 years old,
products specific to a certain geographic area rank third, with the same level of preference
as additive-free and modern supplements. The order of preference remains the same for
consumers residing in villages and cities. However, for consumers in towns, products
specific to a certain geographic area rank second, while products from small farms or
facilities rank third.
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consumers and as their third preference for daily, 2–3 times a week, and few-times-a-year
consumers. With the exception of weekly consumers, respondents from all frequency
groups believe that products from small farms or facilities hold a place in their preferences.
For daily, 2–3 times a week, and few-times-a-year consumers, these products rank second,
while for few-times-a-month consumers, they rank third. Respondents who consume
traditional food products weekly rank products with a long production tradition as their
third preference.

The biplot in Figure 6 shows the projection of the correspondence analysis (Figure 6a,
total inertia of 0.005, χ2 of 9.279, p = 0.813; Figure 6b, total inertia of 0.008, χ2 of 15.135,
p = 0.997; Figure 6c, total inertia of 0.007, χ2 of 12.793, p = 0.543).
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Table 3 presents the general attitudes of respondents towards traditional food products
in the AP Vojvodina market. Consumers expressed their opinions regarding the availability
and quality of traditional food products, the relationship between higher prices and quality,
preferences for traditional food products over conventional and foreign ones, as well as their
opinions on products with quality assurance marks. These opinions were obtained through
eight questions, which were rated on a scale from 1 (Strongly Disagree) to 5 (Strongly
Agree). The mean values for these answers ranged from 3.21 to 4.27. It is noticeable, based
on the results presented in Table 3, that the lowest values were obtained for questions 1 and
4, which reflect consumers’ attitudes towards the availability of traditional food products
on the market. Conversely, the highest values were obtained for questions 5 and 6, which
demonstrate consumers’ preferences for traditional food products over conventional and
foreign ones. Consumers have nearly the same attitudes about the quality of traditional
food products on the market (3.56), the price of traditional food products in relation to
their quality (3.66), choosing traditional food products or dishes made from traditional
food products in catering establishments (3.74), and the preference for products that have a
certain mark of quality assurance (3.82).
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Table 3. General attitudes about traditional products on the market.

Title 1 1 2 3 4 5

1. I am satisfied with traditional food products offered on
the market

n 16 68 256 138 62
% 3 12.6 47.4 25.6 11.5

2. I am satisfied with the quality of traditional food products
on the market

n 13 41 196 211 80
% 2.4 7.6 36.2 39 14.8

3.
I believe that the higher price of traditional food products
is related to their quality

n 11 50 156 215 108
% 2 9.3 28.9 39.8 20

4.
Traditional food products are available and easy to
purchase

n 23 89 230 152 47
% 4.3 16.5 42.5 28.1 8.7

5. I prefer traditional food products over conventional ones n 11 24 123 162 218
% 2 4.5 22.9 30.1 40.5

6. I prefer local traditional food products over foreign ones n 11 20 82 126 299
% 2 3.7 15.2 23.4 55.6

7. I prefer products that have a certain mark of quality
assurance

n 27 20 149 168 174
% 5 3.7 27.7 31.2 32.3

8.
In catering establishments, I usually choose traditional food
products or dishes made from traditional food products

n 18 38 164 165 154
% 3.3 7.1 30.4 30.6 28.6
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5. Discussion and Conclusions

The research objective of this study was to identify consumer attitudes and preferences
towards traditional food products in the Autonomous Province of Vojvodina market and
to understand their opinions about consumption and certification of these products, the
special characteristics of products to which they pay attention during purchasing, and
what traditional food products mean to them. In addition, for a deeper understanding of
consumer attitudes and preferences regarding the availability and quality of traditional
food products, the relationship between higher prices and quality and preferences for
traditional food products over conventional and foreign products are very important.

Demographic data show that the majority of the respondents were females (69.1%),
which is in accordance with the results of similar surveys [39]. Most of the respondents
in the sample lived in the city (85%), were between 25 and 45 years old, were employed
(70.4%), and lived in households with three or more members (65.6%).

The results showed that 98.3% of the respondents consume traditional food products
in their households, with 89.1% consuming them at least once a week. These findings
align with the literature, indicating a growing interest among consumers in unique, natural,
high-quality food products obtained through traditional production methods with fewer
additives and preservatives [6,7,16–18,22]. Furthermore, 95.2% of the respondents based
their purchase decisions on product quality, highlighting consumer interest in healthy,
sustainable, and nutritionally valued food [3,7,11,12,40]. Barska and Wojciechowska-Solis
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(2018) [22] in their study also found that consumers perceive traditional food in a very
positive way and highlighted the main motives for this as high quality and specific sensory
characteristics. Moscatelli et al. (2017) [12] stated that food value is not only linked to
the consumer’s health but also to numerous factors that affect the social, cultural, and
economic spheres. Therefore, it can be concluded that the production and consumption
of traditional foods are viewed from multiple perspectives. The necessity of promoting it
and educating consumers about its multiple benefits should be emphasized. Consuming
traditional food has an impact on various spheres of human life, ranging from healthy
nutrition, environmental influence, and sustainability to the impact on local economies and
the development of rural areas.

Moreover, 68.2% of the participating consumers believe that certain types of certifica-
tion can improve product placement in the market, while 25.7% are unsure, and only 6.1%
think that certification cannot improve product placement, which aligns with the findings of
Prakash (2016), Belletti et al. (2017), and Barska and Wojciechowska-Solis (2018) [22,30,31].
Prakash (2016) [30] indicated that traditional food is naturally grown, nutrient-rich, and
processed in a simple manner and that this influences not only physical and mental health
but also can prevent disease. Regardless of all the benefits, food hazards do not differenti-
ate between traditional and conventional foods, which means that all kinds of food must
be safe and must comply with safety standards. All certifications and verifications that
food products must meet regarding specific criteria and requirements greatly contribute
to raising consumers’ confidence. Barska and Wojciechowska-Solis (2018) [22] stated that
producers of traditional products should increase consumer trust by protecting products
against falsification. According to the results obtained in this study and the literature
review, the importance of certification is clear. Additionally, the promotion of food quality
schemes can increase consumer awareness and improve the position of traditional food
products in the marketplace.

The specific characteristics that consumers mostly prioritize when buying food prod-
ucts are as follows: 41.2% prefer products with no added sugar, 38.8% consider traditional
production processes, 36.9% opt for GMO-free products, 36.4% prefer organic products,
and 34.9% seek additive-free products. The strong preference for products with no added
sugars can be attributed to public health policies recommending limited sugar intake due
to associated risks such as obesity, diabetes, and heart diseases [30–32,41–43]. Both con-
sumers under the age of 25 and those over 45 prioritize products without added sugars.
Additionally, these products are most important for consumers residing in villages and
second in importance for consumers in towns and cities. For respondents who consume
traditional food products daily, weekly, or a few times a year, products without added
sugar rank first. For respondents who consume them a few times a month and two or three
times weekly, these products rank second and third, respectively. The findings from this
study lead to the conclusion that consumers, regardless of age, place of residence, and
frequency of consumption, adhere to nutritional policies that recommend limiting sugar
intake [30,32].

Furthermore, consumers, regardless of age, place of residence, and frequency of
consumption, prioritize products made using traditional production processes, GMO-free
products, organic products, and additive-free products. These characteristics indicate that
consumers prefer food that is minimally processed and free from artificial ingredients,
additives, and controversial food technologies. Hartmann et al. (2019) [44], in their report
on quantitative research findings on European consumers’ perception and valuation of EU
food quality schemes, as well as their confidence in such measures, indicate that for Serbian
consumers, the presence of GMOs in products is one of the most important attributes in
purchasing decision, unlike consumers in the UK and Norway [45]. Results from this study
are in accordance with the results of the mentioned report. Traditional production processes
are becoming increasingly important special characteristics of products for consumers in
Serbia, while these attributes are also of great importance to consumers in Italy and France.
This is related to the great variety of traditional food products in these countries, consumer
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awareness of their importance, and high quality, as well as the wide development of food
quality schemes in EU countries.

In other words, consumers seek food that can be considered “clean-labeled” and “slow
food”. Both slow food and clean label focus on promoting food quality, sustainability, and
transparency, with slow food emphasizing the importance of local, sustainable, and traditional
food production, and clean label emphasizing the naturalness of ingredients and the absence
of artificial additives, preservatives, and synthetic ingredients [27,28,33–37,46,47]. The results
obtained in this study are consistent with the literature and the increasing consumer inclina-
tion towards natural, clean-labeled, and minimally processed foods [48–55]. Furthermore,
the results align with the research of Chaniotakis et al. (2010), which emphasizes the
importance of food labeling in consumer purchasing decisions [54].

The results of this research indicate that consumers primarily perceive traditional food
products as items produced using traditional methods, characterized by the absence of
additives and modern supplements. These products are often associated with a particular
geographic region or sourced from small farms or facilities. Interestingly, regardless of
consumer categories such as age, place of residence, and frequency of consumption, the
concept of traditional food products remains relatively consistent. Based on the results
obtained in the present research, traditional food products can be defined as food products
with long production traditions made by using traditional production processes in small
farms or facilities within a certain geographic area, without the usage of additives and
modern supplements. Since the term traditional food is widely used in the world and
there is no single accepted definition of traditional food, numerous researchers try to find it
from different points of view [5,56,57]. The way traditional food is defined in our study is
consistent with the definition of other authors who thought that traditional food is linked
to a particular geographical area accompanied by a distinct set of traditions, including
production practices, gastronomic heritage, and culinary habits (but there is a general
agreement regarding the strict link between a certain food and a specific geographical
location along with a set of traditions, including production practices, gastronomic heritage,
and culinary behavioral patterns) [7,58–61]. Also, some authors believe that traditional
food is food that has existed, been consumed, and been transmitted for many generations
for more than 25–30 years [60,62].

According to obtain results, it can be concluded that traditional products are consumed
to a significant extent in the Autonomous Province of Vojvodina, and consumers are
aware of the quality as well as the importance of the certification process as a tool that
guarantees quality.

Based on the results obtained in this study, discussion, and conclusions, the signifi-
cance of consumer preferences for traditional food products and products, such as no added
sugar, traditional production processes, and GMO-free, organic, and additive-free prod-
ucts, can have useful implications for stakeholders, including food producers, marketers,
policymakers, and certification bodies. In addition, findings from this study emphasize
the importance of promoting and providing access to traditional food products, as well
as the need for clear labeling to help consumers make correct choices. Also, the results
of the study can serve as a starting point for the development of a strategic marketing
plan, market analysis, segmentation, targeting, and positioning of traditional products in
the market.

Future recommendations for researchers can be divided into a few segments. First of
all, in order to develop consumer education through effective educational campaigns and
to develop marketing strategies, it is necessary to deeply understand their knowledge and
awareness of traditional food products and the benefits of this highly valuable food product
consumption. Furthermore, additional research can be conducted on the effectiveness and
impact of different certification systems on consumer trust and product placement in the
market, as well as consumers’ preferences towards various certification marks and their
influence on purchasing decisions. In order to develop strategies for the improvement of
traditional food products’ presence on the market, it is necessary to consider challenges
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and opportunities, including availability, accessibility, and affordability of these products.
And in the end, future studies can investigate the sustainability aspects of traditional
food production, including the environmental impact and innovation in food production
processes. Overall, suggestions for future research are to understand consumer preferences
and attitudes towards traditional food products more deeply and to address the challenges
and opportunities associated with their production, marketing, and consumption.

Like in all empirical studies, we must acknowledge certain limitations here as well.
This study is primarily descriptive, focusing on consumer preferences regarding traditional
products. Further research is needed to delve into the quality of traditional products, pro-
duction processes, raw materials, authenticity, quality labels, impact on the local economy,
and environmental sustainability. It is important to include and consider which component
of attitude, cognitive or affective, has a greater influence on consumer behavior, specifically
on the conative component of consumer attitude towards traditional products.
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24. Tasić, T.; Ikonić, P.; Jokanović, M.; Mandić, A.; Tomovic, V.; Šojić, B.; Škaljac, S. Content of vasoactive amines in Sremski kulen and
Sremska kobasica traditional dry fermented sausages from Vojvodina. Procedia Food Sci. 2015, 5, 282–284. [CrossRef]
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Ikonić, P.; et al. Factors Affecting the Consumption of Traditional Food in Tourism—Perceptions of the Management Sector of
Catering Facilities. Foods 2023, 12, 2338. [CrossRef]

27. Tremma, O.; Kontogeorgos, A.; Karipidis, P.; Chatzitheodoridis, F. Mapping the Market Segments for the Consumers of Greek
Cooperative Food Products. Sustainability 2021, 13, 3825. [CrossRef]

28. Merlino, V.M.; Sciullo, A.; Pettenati, G.; Sottile, F.; Peano, C.; Massaglia, S. Local Production”: What Do Consumers Think?
Sustainability 2022, 14, 3623. [CrossRef]

29. Fandos-Herrera, C. Exploring the Mediating Role of Trust in Food Products with Protected Designation of Origin. The Case of
‘Jamón de Teruel’. Span. J. Agric. Res. 2016, 14, e0102. [CrossRef]

30. Prakash, V. Introduction: The Importance of Traditional and Ethnic Food in the Context of Food Safety, Harmonization, and
Regulations. In Regulating Safety of Traditional and Ethnic Foods; Prakash, V., Martín-Belloso, O., Keener, L., Astley, S., Braun, S.,
McMahon, H., Lelieveld, H., Eds.; Academic Press: Waltham, MA, USA, 2016; pp. 1–6. ISBN 978-012-800-605-4.

31. Belletti, G.; Marescotti, A.; Touzard, J.-M. Geographical Indications, Public Goods, and Sustainable Development: The Roles of
Actors’ Strategies and Public Policies. World Dev. 2017, 98, 45–57. [CrossRef]

32. Popkin, B.M.; Hawkes, C. Sweetening of the global diet, particularly beverages: Patterns, trends, and policy responses. Lancet
Diabetes Endocrinol. 2016, 4, 174–186. [CrossRef] [PubMed]

33. WHO. Sugars Intake for Adults and Children-Guideline. 2015. Available online: http://www.who.int/nutrition/publications/
guidelines/sugars_intake/en/ (accessed on 16 April 2016).

34. Mooradian, A.D.; Smith, M.; Tokuda, M. The role of artificial and natural sweeteners in reducing the consumption of table sugar:
A narrative review. Clinl. Nutr. ESPEN 2017, 18, 1–8. [CrossRef]

35. Azaïs-Braesco, V.; Sluik, D.; Maillot, M.; Kok, F.; Moreno, L.A. A review of total & added sugar intakes and dietary sources in
Europe. Nutr. J. 2017, 16, 6. [CrossRef]

https://doi.org/10.1016/j.foodqual.2017.09.015
https://doi.org/10.1108/BFJ-02-2014-0090
https://gastronomiaycia.republica.com/wp-content/uploads/2017/10/informe_mintel_tendencias_2018.pdf
https://gastronomiaycia.republica.com/wp-content/uploads/2017/10/informe_mintel_tendencias_2018.pdf
https://doi.org/10.1186/s42779-021-00113-4
https://doi.org/10.1002/jsfa.6355
https://doi.org/10.1515/jafio-2019-0046
http://www.lifettgg.eu/en/2020/12/16/the-economic-social-and-environmental-sustainability-a-priorityfor-the-pdo-pgi-supply-chains/
http://www.lifettgg.eu/en/2020/12/16/the-economic-social-and-environmental-sustainability-a-priorityfor-the-pdo-pgi-supply-chains/
https://doi.org/10.3390/su142316176
https://doi.org/10.1016/j.foodres.2020.109846
https://doi.org/10.1108/BFJ-01-2018-0054
https://doi.org/10.3390/su14031667
https://doi.org/10.1016/j.profoo.2015.09.080
https://doi.org/10.3390/su142013553
https://doi.org/10.3390/foods12122338
https://doi.org/10.3390/su13073825
https://doi.org/10.3390/su14063623
https://doi.org/10.5424/sjar/2016141-7169
https://doi.org/10.1016/j.worlddev.2015.05.004
https://doi.org/10.1016/S2213-8587(15)00419-2
https://www.ncbi.nlm.nih.gov/pubmed/26654575
http://www.who.int/nutrition/publications/guidelines/sugars_intake/en/
http://www.who.int/nutrition/publications/guidelines/sugars_intake/en/
https://doi.org/10.1016/j.clnesp.2017.01.004
https://doi.org/10.1186/s12937-016-0225-2


Sustainability 2023, 15, 12420 17 of 17

36. Scapin, T.; Fernandes, A.C.; Proença, R.P.C. Added sugars: Definitions, classifications, metabolism and health implications.
J. Nutr. 2017, 30, 663–677. [CrossRef]

37. Health Canada. History of Canada’s Food Guides from 1942 to 2007. 2019. Available online: https://www.canada.ca/en/health-
canada/services/canada-food-guide/about/history-food-guide.html (accessed on 14 June 2023).

38. Available online: https://www.slowfood.com/ (accessed on 14 June 2023).
39. Schneider, S. Good, clean, fair: The rhetoric of the slow food movement. Coll. Engl. 2008, 70, 384–402.
40. Irianto, H. Consumers’ attitude and intention towards organic food purchase: An extension of theory of planned behavior in

gender perspective. Int. J. Manage Econ. Soc. Sci. 2015, 4, 17–31.
41. Saulais, L.; Corcuff, R.; Boonefaes, E. Natural and healthy? Consumers knowledge, understanding and preferences regarding

naturalness and healthiness of processed foods. Int. J. Gastron. Food Sci. 2023, 31, 100662. [CrossRef]
42. Lu Hsu, J.; Sung, C.C.; Tseng, J.T. Willingness-to-pay for ready-to-eat clean label food products at convenient stores. Future Foods

2023, 7, 100237. [CrossRef]
43. Falguera, V.; Aliguer, N.; Falguera, M. An integrated approach to current trends in food consumption: Moving toward functional

and organic products? Food Control 2012, 26, 274–281. [CrossRef]
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