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On the supply side, biotechnology has become an expanding discipline with a wide variety of applications including agriculture and food production. Agri-food applications of genetic manipulation technology has proved to be able to provide a cost efficient way to produce new, or value added or competitive price food products. Although GM products were targeted initially to producers and the rate of adoption was relatively important, mainly in the United States, nowadays genetic manipulation techniques have become a topical and controversial issue with an intensive media coverage. Society has recognize that together with some benefits to farmers there may exist some risks to humans although, at least up to our knowledge, the extent of those risks is as yet unknown. Consumers’ concerns have generated some reactions of public authorities, placing restrictions on imports or imposing mandatory labelling for foodstuffs containing GMOs.

Several studies have recognized the importance of a better understanding of consumers’ reactions to GM food. Early studies focussed on their attitudes and perceptions towards the new products. Most of them were very qualitative in nature, simply offering ratings of general attitudes or whether consumers were willing to purchase these products. More recently, studies on consumers’ acceptability of GM products have become more quantitative trying to incorporate the circumstances under which GM products become available. Contingent valuation and choice modelling have been the most useful tools to analyse to what extent consumers were willing to pay a non-GM products.

This paper lies on the second set of studies and the main objective is to analyse consumers attitudes and acceptability of GM food products in Spain. In relation to past literature two new issues are addressed in this paper. First, and perhaps the less important, this paper is the first attempt to carry out this kind of study in Spain. Second, from the methodological point of view, a complete model of consumer behaviour is estimated.

Consumers’ beliefs, attitudes and behaviour may occur directly or indirectly. In the first case, the three elements are created independently of each other. In the second case, a kind of causal chain among the three elements can be established, taking into account that in the case of GM products we are referring to behavioural intention due to the limited availability of such products. In this paper a recursive four equation model is estimated. The four equations are: the level of information that consumers have, the perceived risk associated to GM products, the attitudes to such products, and, finally, the consumers’ willingness to pay for a non-GM product. Explanatory variables includes socio-economic characteristics of respondents as well as endogenous variables of the previous equations. The model provides a better knowledge of how attitudes and buying intentions towards GM food are formed. 

Data used in this study come from a telephone survey carried out at national level. In total 650 responses were collected as valid. The questionnaire was divided in five sections. First, consumers’ knowledge of GM products was investigated. Second, consumers’ attitudes and perceptions to food attributes and more specifically towards GM products were explored. The third section dealt with labelling. The four section was devoted to the choice experiment where respondents had to choose between the GM and the counterpart non-GM product under alternative price scenarios. Two products were considered: corn flakes and chicken. Finally, the questionnaire collected some socio-economic characteristics of respondents. 

The paper is organised as follows. First, some descriptive data from the survey is offered. Second, the theoretical model of consumer behaviour is formulated. Third, results from the estimated model are provided. Finally, some concluding remarks are outlined.

