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Abstract: Currently, market behaviour, including the food behaviour of consumers, shaped in societies is largely a 

consequence of civilizational and cultural development and the ongoing globalization process. The aim of this article is to 

discuss the impact of globalization on the food behaviour of consumers based on secondary sources of information published 

over the period of 1995-2017. The article shows theoretical aspects of globalization and the food behaviour of consumers, the 

globalization phenomenon in the contemporary world and the impact of globalization on the food behaviour of consumers. 

Across the studies covered by this paper it was found that the impact of globalization on the food behaviour of consumers is 

visible in such behaviour as buying food in supermarkets, eating in fast food restaurants, looking for both comfort in eating 

and unique experiences. However, it has also been indicated that globalization influence on creation of some moves and 

attitudes against it, such as preferring domestic or ecological products, slow food ideas or actions in the field of food safety.  
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Introduction 

Currently, market behaviour, including the food behaviour of consumers shaped in societies is largely 

a consequence of civilizational and cultural development and the ongoing globalization process. In the 

21st century, globalization processes, which are influenced by easy access to the product, are 

extremely important. Buying global products, and expressing a lifestyle desired by buyers, contributes 

to the modelling of consumption patterns and the behaviour of consumers, thus leading to an increase 

in the role of some of the hitherto unimportant conditions of consumption. In the formation of 

household consumption, psychosocial patterns become particularly significant, determining the 

willingness to buy and appearing in such areas as social imitation, intra- and intergroup imitation, 

international imitation, ostentatious consumption, showing effect and fashion. It should be noted that 

fashion on the one side allows to express one’s individuality, and on the other side, it is proof of 

belonging to a specific group (Niemczyk, 2004). For example, after the popularity of coloured, 

flavoured food with long shelf-life, consumers began to appreciate particularly what is produced 

directly by nature, without the use of plant protection products or antibiotics. In the time of industrial 

food production, natural products produced in a traditional way are particularly popular (Zachora & 

Juszczak, 2016, Hanus, 2017). 

The aim of this article is to discuss the impact of globalization on the food behaviour of consumers 

based on secondary sources of information published over the period of 1995-2017. The article shows 

theoretical aspects of globalization and the food behaviour of consumers, and the globalization 

phenomenon in the contemporary world and the impact of globalization on the food behaviour of 

consumers. A literature review methodology has been used and in particular the latest publications in 

peer-reviewed scientific journals have been reviewed. 

Globalization and consumers’ food behaviour in theoretical aspects 

The phenomenon of globalization can be defined as a historical and spontaneous process of 

liberalization as well as the integration of capital, markets, labour force, technology and information 

into one interdependent global market (Lemańska-Majdzik & Sobiegraj, 2013). According to Maśloch 

(2013) globalization is a process integrating national and regional markets into one global market in 

which penetration and unification of economic, political and cultural spheres occurs. Gupta (2011) 

notices that there are five types of global flows, which are: ideascapes (flows of ideologies or political 

ideas, mediascapes (flows of image and communication), technoscapes (flows of technology and 

know-how), ethnoscapes (flows of migrants, tourists and foreign students) and finanscapes (flows of 

money and capital).  Hartungi (2006) finds that globalization is generally seen as the ‘breakdown of 

the following elements: borders between countries, governments, the economy and communities. It 

might also mean the increasing liberalization and openness of markets, particularly through the 
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elimination of barriers to trade in goods and services and the development of an integrated 

international financial market’.  

Consumption is a process that items such as food, non-food items and services are consumed. Its main 

purpose is to meet human needs (Piekut, 2009), but it should be noted that nowadays it has also 

become an important manifestation of the standard of living, the criterion of structuring society, as 

well as the way of communicating the identity of consumers. Sobczyk (2014) notes that consumption 

that enables people to meet their needs and expectations can become a factor initiating their action and 

creativity. 

Due to the fact that eating food is a prerequisite for the proper functioning of the human body, 

nutritional needs are considered as the most important, and their fulfilment determines the 

development of further needs (Zalega, 2011). 

The food behaviour of consumers is one of the most important forms of behaviour of consumers. It 

signifies ways of acting as well as attitudes of individuals, which are directly related to satisfying 

nutritional needs. Eating behaviour is related to the choice of food and dishes, the organization of their 

purchase, storage, the preparation of consumption, the composition of meals, the place and time of 

their consumption, as well as accompanying people (Goryńska-Goldmann & Ratajczak, 2010; Hanus, 

2016). 

Globalization phenomenon in contemporary world  

Globalization is the main factor contributing to the homogenization of consumption. This phenomenon 

is associated with alignment of the lifestyles of different age and social groups (especially younger and 

middle-aged people), as well as reducing the role of local traditions in consumption behaviour 

(Gałązka & Grzelak, 2013). This standardization is referred to the phenomenon of McDonaldization, 

which is defined as the process by which some principles of the fast-food restaurants start to dominate 

more and more sectors of American society, as well as the rest of the world. It is also indicated that in 

the world of mass production, consumers more and more often accept standard goods. What is more, 

their acceptance facilitates the development of the market and the diminution of prices, through 

growing economies of scale. The increasing gap between the price of mass-produced goods and that 

more personalized goods encourage to concentrate demand around homogeneous products (Taylor & 

Lyon, 1995).  

The assimilation process of food consumption is created by many various factors, such as easier 

mobility, technological progress, as well as the expansion of international retail chains (hyper- and 

supermarkets and discount stores) and standardization of their offers. One of the most important 

determinates is the development of the Internet, which is associated with better and easier 

communication among people from various places in the world, who can exchange experiences. 

Among such factors, the media’s (traditional and new medias) impact on the lives of people should 

also be pointed out. Consumers are manipulated by commercials, movies, electronic social networks, 

blogs and selected world information so they repeat presented patterns (Alden et al., 2006, Gulbicka & 

Kwasek, 2007). Consequently, the desire for a more attractive, modern lifestyle, looking for 

convenient products is added to the behaviour of consumers by the globalization process (Mazurek-

Łopacińska, 2003).  

McDonald (2002) claims that mass culture “is a dynamic, revolutionary force that eradicates class 

divisions, tradition, taste and blurs cultural distinctions”, which means that it has significant impact on 

the development of consumers’ behaviour, their lifestyles and preferences (Michałowska & Danielak, 

2015).  

Globalization and accompanying changes and trends are visible in the sphere of consumption mainly 

through initiating new forms of consumption and consumption behaviours, creating new products, 

new sales places and new needs, changing the ways of consumption, trends and lifestyles, increasing 

in consumer activity on the market, as well as increasing competitiveness and entrepreneurship of 

consumers (Włodarczyk, 2015). 

The impact of globalization on the food behaviour of consumers  

The impact of globalization on the food behaviour of consumers is visible primarily in three areas: the 

market environment and conditions conducive for satisfying the needs of consumers, the ways of 
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satisfying needs and in the structure and hierarchy of these needs (Włodarczyk, 2015). The first of the 

areas of global food consumption is associated with retail and service infrastructure, expansion of 

hypermarkets, fast food restaurant chains and legal provisions regulating the protection of consume' 

interests. The second area is associated with the expanding shopping and eating habits, brands and 

assortments in individual consumer segments. While the third area is a hierarchy of needs, resulting 

from the adopted systems of norms, values and implemented lifestyle styles shaped as part of the 

existence and development of Western civilization. 

Researches conducted by Wrzesińska (2006) show that especially young consumers have positive 

attitudes towards supermarkets and hypermarkets. The most important factor, which encourage to visit 

them is the possibility of buying a big quantity of goods in one place. While Kłosiewicz-Górecka 

(2013) finds that also the high availability, wide assortment offers and the level of client 

communication and services are very significant to them. The author also notes that more and more 

consumers appreciate the advantages of purchasing food products online network, which can allow 

them to save time and money (the prices are often lower), as well as are very comfortable. However, 

in opposite to the research presented above and as a response to the process of globalization, many 

researchers notice that after a period (the turn of the 20th and 21st century) of fascination with 

supermarkets and hypermarkets, offering a very wide range, consumers noticed the advantages of 

shopping in small stores located close to home or local marketplaces, where they can find domestic 

products (Kłosiewicz-Górecka, 2013).  

The process of globalization has also important meaning in the development of fast food restaurant 

chains. From about 30 000 fast food outlets in 1970, their quantity grew to more than 233 000 

locations in the USA in 2004 and has been classified as the most rapidly expanding sector of the US 

food distribution centre (French et al., 2001). Although there are indications of bad health influence of 

fast food products, their popularity is still high, especially among young people (McLean-Meyinsse et 

al., 2015). Customers especially appreciate the palatability of dishes offered there, their large 

selection, and fast service, reasonable prices and standardization of the offer (Adamczyk, 2005; 

Cieślik et. al., 2014).  

In connection with the processes of globalization and the extreme liberalization of economic relations 

directly connected with them, the increasing consumer consciousness about food and health can be 

observed. Consumers demand the necessary remedial actions in the field of food safety status 

protection, so there are initiatives, which focus on creating, changing or modernizing legal, control and 

organizational structures in the area of food safety. These activities also apply to educational 

campaigns aimed at increasing knowledge of food, as well as creating environmental and supra-

territorial social relationships, as well as ongoing monitoring and information on the state (Kowalczyk, 

2017). Liu et al. (2013) focused on the behaviour of Chinese consumers towards safe food in China, 

which are based on published English and Chinese language reviewed articles. They showed that 

Chinese consumers mainly use newspapers and mass media as their main information sources about 

safe food. Personal contact and interpersonal trust also play a significant role. They have a high 

awareness about safe food, however limited knowledge about the concept, how to identify safe food.  

The economic, social and technological changes, which are expanded by globalization in to the whole 

world cause unification of the habits and preferences of consumers. Buckley et al. (2007) notice that 

global trends associated with globalization and servicization of consumption make more consumers 

looking for comfort and saving time ideas. They minimize the attention devoted to cooking, using 

convenience, fast or take-away food products. On the other hand, Pelletier at al. (2013) find that world 

trends associated with ecologisation and rationalisation of consumption contribute to searching by 

consumers products which are less processed and characterised by higher quality, more nutrients or 

better taste. They also more and more often appreciate slow food ideas promoting cooking at home, 

with friends, without rush, using only fresh and good for health ingredients (Gołębiowska, 2016).  

It is also worth it to notice the kind of transformation of consumers’ needs. Consumers more and more 

often prefer various experiences to material possessions. Therefore, food market producers more and 

more often create new products, which satisfy contemporary consumers’ needs and are offered in 

some individual consumer segments (Tkaczyk & Kołuda, 2013). Some examples could be functional 

food for the segment of consumers who care about health in comfort way, leading rather passive style 

of lives, ecological products, which are offered to consumers caring about their health in active way, 
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combining sport and healthy eating, who care about environmental aspects (Goetzke & Spiller, 2012), 

as well as convenience food products for consumers who appreciate the possibility of saving time, 

reducing wastes and easiness in preparation (Babicz-Zielińska et al., 2010). In addition, restaurants 

triy to be more attractive for consumers, using unique menu, places or interior design (Mazurek-

Łopacińska, 2011). In the context of food product innovation, it should be noticed, that research 

conducted by Sojkin (2009) show that more than half of respondents asked about understanding the 

concept of ‘food product innovation’. They indicate that new products are supplementing the range by 

producers with a new taste or consistency change, that is, each modification of the article or the 

introduction of a completely new product, previously absent from the market. About 1/3 respondents 

claim that product innovation is a part of the marketing game of enterprises and a reduction in the 

level of ingredients harmful to health. 28% of respondents consider changing the product packaging as 

product innovation, and every fourth one adding new ingredients to food.  

Conclusion  

The aim of this article was to discuss the impact of globalization on the food behaviour of consumers. 

Across the studies covered by this paper it was found that the globalization has generally been defined 

as a process, which integrate national and regional markets into one global market, which has been 

perceived as a main factor contributing to the homogenization of consumption and hence, the food 

behaviour of consumers. The assimilation process of food consumption has been created by many 

various factors, such as easier mobility, technological progress, development of the Internet, media, as 

well as the expansion of international retail chains and standardisation of their offers. The article 

shows that the impact of globalization on the food behaviour of consumers has been visible in such 

behaviour such as buying nutritional products in supermarkets and hypermarkets, eating in fast food 

restaurants, looking for comfort and easiness in eating, as well as new, unique experiences, which 

become more important for them than material possessions. However, it was also indicated that the 

globalization process has influenced the creatation of some moves and attitudes against globalization, 

such as preferring domestic or ecological products, slow food ideas, actions in the field of food safety. 

New trends in the food behaviour of consumers, which are expanded by globalization in the whole 

world, forced food producers to create new, individualized products, which can satisfy consumers’ 

needs, such as functional food, convenience food or organic food. These topics may be the subject of 

further researches. 
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