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Consumer cognition analysis of food additives based on internet
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ABSTRACT: Objective To deeply understand consumers’ cognition of food additives, and formulate food safety
risk communication strategies of food additives in China. Methods Data collection, cleaning, analysis and visual
display of the big data of online public opinion about food additives of Chinese consumers from 2011 to 2020 from
Haina network public opinion monitoring system V2.0. Results The types of food additives concerned by the
Chinese public have changed from 2011 to 2020, but the amount of food additives had always been concerned; the
types of incidents that the public were most concerned about were the illegal addition or abuse of additives; the
public’s confidence in food production enterprises had been insufficient, but the functions of market supervision were
becoming clearer and clearer, and their expectations were constantly increasing. Conclusions Consumers’
cognition of food additives is the basis of risk communication. Based on the analysis results, this study puts forward

corresponding suggestions on market and social supervision measures, risk communication strategy and network
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media guidance strategy, respectively.
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Fig.1 Consumers’ attention to various food additives from 2011 to 2020
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Fig.2 Consumer’ cognition of the safety of food additives from
2011 to 2020
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