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¢ [Food Incidents and Risk Communication

An exercise of the case albout o




There is no such thing as risk-free food which
means that risk communication should be a
major aspect of food safety management.

EUFIC
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The public has become more concerned about food related risks than ever

before.

Disease related Food (Mad Cow, Avian Flu Chickens, etc.)
Media amplifications

Health consciousness

Conflicting information

The majority of the public believes that regulators and the food industry did not

do enough to address their concerns or keep their food supply safe.

Food safety scares have led to an inherent distrust of food regulators.



The Process of Risk Analysis
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An interactive exchange of information and opinions
concerning risk and risk-related factors among risk

assessors, risk managers, consumers and other

interested parties.

(Codex Alimentarius Commission, 1997 & FAO/WHO Expert

Consultation 1998)



Goals of Risk Communication

Provide meaningful, relevant and accurate information
in clear and understandable terms

targeted to a specific audience,

with trust, transparency and consistency, and
facilitating a higher degree of consensus, support and
efficiency

by all interested parties for the risk management

options being proposed.



Define Communication
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Communication is the passing of information,
the exchange of ideas, or the process of establishing
a commonness or oneness of thought between a

sender and a receiver.

Belch & Belch, 2011



A Typical Communication Model




Different Worlds

Sender’s Field of Experience Receiver’s Field of Experience



Moderate Commonality

Sender’s Field of ExperienceReceiver’s Field of Experience



High Commonality

Receiver’s Field of Experience
Senderrs Fie‘?dd o? Expper{ence
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* So it 1s said that if you know your
enemies and know yourself, you will
not be imperiled in a hundred battles; if
you do not know your enemies but do

know yourself, you will win one and

lose one; if you do not know your
enemies nor yourself, you will be

imperiled in every single battle.
Sun Tzu's Military Strategy F7 L%
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Know Your Audience

{7

@ The core of communication is the target audience, the people

who listen to your risk reports.

@ Listening to all interested parties is an important part of risk

communication.

@ Informulating risk communication messages, the audience
should be analyzed to understand their motivations and
opinions.

@ Beyond knowing in general who the audience is, it is necessary
to actually get to know them as groups and ideally as individuals
to understand their concerns and feelings and to maintain an

open channel of communication with them.




CUHK School of Public Health conducts an ongoing survey

in May, 2011

The media report of threefold disasters in Japan and their

effects on psychological impact of viewers in Hong Kong
Telephone Survey, CATI random sampling process

Respondents so far: 306



Medium of Exposure to Japanese Disaster: TV News
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Newspaper or Magazine

Medium of the Japanese Disaster Exposure: Newspaper or Magazine
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Family or Friends

Medium of the Japanese Disaster Exposure: Family or Friends
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Medium of the Japanese Disaster Exposure: Videos on Public Transportation
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Email or Internet

Medium of the Japanese Disaster Exposure: Email or Internet
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Exposure TO Japaness Food OR Environment Contamination Scenes

B0
59 48%
2=
40—
el
| =
Q
e
Q 3':'_
(s
a
- 23.20%
15.36%
104
0 | ; ; | B qlpqc-,fl ]
guite often often

rarely

never




Exposure TO Hong Kong Contamination Scenes
a0-
47 06%
40
] 30=
L1 1]
o 27 45%
L
o
20 21.24%
104
4. 25%
0 | | 1 1
quite often often

rarely

NEver




Exposure TO Government Incompetence Scenes
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There is a gap between Objective vs. Subjective perception of food

safety / risks

Objective food safety is a concept based on the assessment of the risk

of consuming a certain food by scientists and food experts.
Subjective food safety is in the mind of the consumer.

It is widely acknowledged that objective and subjective safety / risks

deviate in many cases.

(Frewer, 2005)
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e Will the content of the media
lead you to feel:
— Distress
— Sadness
— Worrisome
— Fear




Feel Distressed After Exposure To Food Contamination Scenes
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Contamination Scenes

Feel Distressed After Exposure TO Japan Food OR Environment
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Feel Distressed After ExposureTo HongKong Contamination Scenes
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Feel Distressed After Exposure TO Government Incompetence Scenes
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AIDA Model Hierarchy of Effect Innovation Information Processing
Model Adoption Model Model
Cognitive Attention Awareness Awareness Presentation
Stage
Attention
Knowledge
Comprehension
Affective Interest Liking Interest Yielding
Stage
Preference
Desire Conviction Evaluation Retention
Behavioral Trial
Stage
Action Purchase Adoption Behavior




Eating Food From Disastrous Areas in Japan

40—
39.54%
32.35%
304
el
|
L 1
=
a 20-
(s
14.05%
10
8.17%
4 58%
a | | | | |
not harmful &t all a little harmful guite harmful

Harmfulness

very harmful

extremely harmful




G0

Percent

20+

Do Not Eat Japaness Food or Go to Japaness Restaurants

72.22%

27.78%

Yes

Mo




60—

a0

40—

Percent

20

10

29.15%

Eating Food in Hong Kong

36.27%

2.29%

I mmme |

T
nat harmful st all

T I
a little harmful guite harmful

Harmfulness

very harmful




Eating Less Fish To Avoid Radiation
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Eating Salt Can Prevent Radiation
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Correlations

Feel
Distressed
Feel After Feel Feel Feel
Distressed | Exposure TO Distressed Distressed Distressed
After Japan Food After After Exposure | When Japan
Exposure OR ExposureTo TO Hit by
To Food Environment HongKong Government Earthquake
Contaminat | Contaminati Contaminati | Incompetence | OR Nuclear
ion Scenes on Scenes on Scenes Scenes Radiation
Eating Food From Pearson Correlation .030 .067 114* .039 .053
HongKong Sig. (2-tailed) .600 239 .047 493 352
N 306 306 306 306 306
Don't Eat Japaness Food  Pearson Correlation .212*4 .208*4 .198*4 .080 .159*4
OR Go TO Japaness Sig. (2-tailed) .000 .000 .001 163 .005
Restaurant N 306 306 306 306 306
Eating Less Fish TO Pearson Correlation .200*4 176*4 .205*4 114* .161*4
Prevent Sig. (2-tailed) .000 .002 .000 .047 .005
N 306 306 306 306 306

**. Correlation is significant at the 0.01 level (2-tailed).

*. Correlation is significant at the 0.05 level (2-tailed).



Coefficients?

Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 2.337 151 15.463 .000
Feel Distressed After
Exposure TO Japan
Fogd oR Envirogment 291 137 121 2117 035
Contamination Scenes

a. Dependent Variable: Eating Food From Japan

Coefficients?

Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 159 .041 3.911 .000
Feel Distressed After
Exposure TO Japan
Fogd oR Envirogmem 137 037 208 3.708 000
Contamination Scenes

a. Dependent Variable: Don't Eat Japaness Food OR Go TO Japaness Restaurant




Correlations

Other Videos ON
TVPrograms Public
(except TV Newspaper Family OR || Transporta
TV news news) OR magazine friends tion Radio
Exposure TO Japan Food g, (2-tailed) 981 436 325 | 006 984 920
OREnvironment = 306 306 306 306 306 306
Feel Distressed After Pearson Correlation -.007 .102 .023 .158*4 .008 .041
ExposureTo HongKong Sig. (2-tailed) .905 .073 .685 .006 .890 470
Contamination Scenes N 306 306 306 306 306 306
Feel Distressed After Pearson Correlation -.142* -.022 -.067 .030 .025 -.133*
Exposure TO Government  sjg. (2-tailed) .013 705 245 .599 .666 .020
Incompetence Scenes N 306 306 306 306 306 306
Feel Distressed When Pearson Correlation -.082 -.114* -.064 -.007 -.151*4 .063
Japan Hit by Earthquake  sjg. (2-tailed) 153 .046 263 .898 .008 270
OR Nuclear Radiation N 306 306 306 306 306 306
Feel Distressed After Pearson Correlation .011 110 .058 .142* .033 .016
Exposure To Food Sig. (2-tailed) 842 .054 312 .013 565 783
Contamination Scenes N 306 306 306 306 306 306

**. Correlation is significant at the 0.01 level (2-tailed).

*. Correlation is significant at the 0.05 level (2-tailed).




Media Richness Theory

Increasing Effectiveness of Media Sources

Ma:; Modia: Hybrid Media:
Nev;/s-pap’ers e.g. Internet, toll-
free numbers
Active Cognitive Information Processing Emotion Behavior




“we Wil try to make recommendations on the
unique potential of social media, and
guidance on how people communicating risk
can best use this type of communication to
get across messages on food risks, and
benefits,” said Dr Robert Fitzhenry, food
safety and risk communications manager at
the European Food Information Council
(EUFIC).



e New online ‘information communities’ and social media
play in providing information sources related to food risks
and benefits.

e Speaking with FoodNavigator.com, Dr Fitzhenry said that
one of the great aspects of Twitter is that it’s an important
news source: “In the end the tweets and links from social
media help me to better understand things,” he said.

e “The great thing is that if you have an important comment
to make, you might be limited to 140 characters on twitter,
but you can still get something out there, and people will
respond to you,” said Fitzhenry.



Disk Guota for LEE LAl Annisa [b108526)
INBOX: Re: Introduction (2 of 639) =
Delete | Reply | Reply to All | Forward | Redirect | Blacklist | Message Source | Save as | Print
Date: Wed, 1 Jun 2011 11:00:02 +0800
From: CC.Tang@eurorscg.com
To: Lofai Lo <lotingfai@gmail.com=
Cc: b1098526 =annisalee@cuhk.edu.hk=
Subject: Re: Introduction

@] 1 unnamed texthiml 3.56 KB

Thanks Lefai for connecting.

Hi Annisa,

| graduated from Mew Asia College, CUHK in 1977.

Chinese name is i+5B;V=M-~ (B. Check it out on the plague next to the "Round” Square, under Fine Arts graduates. Year 1977.
| have been in the industry since 1980. Have lectured at Polytechnic University from 2005 to 2008

as Assistant Professor in Advertising discipline, School of Design.

If you don't mind a "old school” veteran, | am willing to help.

Please note that my day job requires me to work & days a week.

Till then.

CC Tang Chairman, Hong Kong Chief Creative Cfficer, Greater China
Office Eurc RSCG Hong Kong, 32/F, Two Chinachem Exchange Sguare, 338 King's Road, Morth Point, HK.

Tel +852 2590 1870 Mob +852 8335 1952 Web eurorsog.com

— EUROR VW I
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Please consider the environment before printing this email.

From: Lofai Lo <lotingfai@gmail .com>

Tao: cotang@eurorscg.com, k108528 <annisalee@couhk.edu. hic=
Date: 01/08/2011 10:25 AM

Subject: Intreduction

Hi Annisa, per our discussion, I've contacted CC and briefly told him
about the course. It would be great if you can talk to him for more

details. I will leave yvou twWo to communicate directly but please don't
hesitate to let me know if I can help in any way.

Lofai.
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Pray for Japan

MNon-Profit Organization

You and Pray for Japan

A ruby Wu likes this.

. @ People You May Know See All
facebook.com/HelpForJapan :

- Carmen Au-yeung
Just Click the| gl uke |button above to show respect for all those E amutual friends

who have died or are missing in the 2011 Japanese Earthquake Wl

and Tsunami. Yin Ting Ma
1 mutual friend
The official Facebook Page of Pray for Japan & add zs frend
..................... PRAYEOR IAREN: iy eavmeun v ansense Sponsored Create an Ad 3

BT R

BRI TR R -
Bubble Sagal #83F3T, #8
Lz

@ wall Womenispshoes -up to 70%
groupon.hk
& 1nfo Give your feet the style
Like Us! revamp you deserve with
the best shoe deal in
Fhotos your dity.

= -
= Discussions

Lafayette Wedding Services Ltd.

) RBEIEIEE(27/5-6/5)
: %I ésususos HIZERHETE

286,112
people like this

Subscribe via RSS
Create a Page

Report Page
Share

& Like - 5,268 people like this,

SHARE THIS PAGE
L'Occitane en Provence HK

TOCQTANE L'OCCITANEH AT EE
I.UC_(‘II\.\:. %@fﬁﬂ . fﬁﬂﬁﬁﬁﬁjﬁ

.% ‘/t o } @gﬁ%yggm’m e

e A A BT .
k o S i
bl BEEEE e e omne |

Q% %9 30m

7| [ MierosottPo... | B8 Oviputl Doc... | B} Mepancosthy... | [O]URHHE - Mic.. | B)CY 2010 for ..







German Social Networks
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A Social Galaxy
Friendsters
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