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The objectives of this paper are to investigate the consumer acceptance of genetically modified (GM) foods and to analyze the effects of GM information on consumer behavior in Taiwan.  In this paper, several consumer issues are discussed such as consumer knowledge about GMO/GM foods, perception of health risk, willingness to purchase GM foods, ethical and religious concerns, and GM labeling issue.

A pilot telephone survey was conducted in Taiwan during Sept. 9-11, 2002.  A total of 257 completed interview samples were obtained.  This survey is part of a research project attempting to provide a global perspective towards GM foods using a multi-country survey in four countries: Japan, Taiwan, Norway and the U.S.  The questionnaire used in the pilot survey was similar to those used in other countries except that some differences in the exact wording in the respective language.  There are five parts in the questionnaire: 1) perception of GM foods, 2) knowledge of GM foods, 3) GM food labeling, 4) purchasing preference of three food items (soybean oil, tofu, and salmon), and 5) household demographic information. 

The pilot survey results show that 38.5% of the respondents considered themselves “not informed” and 34.2% considered themselves “somewhat informed” about GM foods or organisms.  And only 1.6% of them claimed to be “very well informed.”  In addition, the opinions about GMO/GM foods are quite mixed due to the uncertainty and unfamiliarity towards biotechnology.  Thus, it is very important to educate the public about the GM technology with accurate scientific information and to build up a communication/linkage among scientists, industries, and consumers.
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