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Opinion

During recalls, companies often endeavor to increase customer trust. However, it is evident that food recalls by companies often reduce consumer trust for the particular commodity (Hu et al., 2047). Consumers no longer feel at ease of consuming the food product as their perception often changes (Hu et al., 2047). After a recall, consumers also feel that they could be the next victims of food adulteration and thus tend to avoid the food commodity.

Additionally, food recalls impact negatively on the consumer's perception regarding a recalled product (Shang & Glynn 147). Consumers feel that the food recalls deny them their freedom to make an informed choice about the product in question thereby reducing their conviction to have confidence in the commodity (Shang & Glynn 147). As such, the consumer's trust and belief in the product reduce the company's reputation at stake.
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