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 GENETICALLY MODIFIED FOODS (GMO) 

GENETIC MODIFICATION is a scien fic technique that enables a par cular characteris c from one plant 
or animal to be inserted into the genes of another—this can be used to improve the sensory proper es 
(colour, taste, aroma etc) of a food product, increase the shelf life of a food product, add nutrients to a 
product, make crops resistant to pests etc. 

This affects food choice as people are very concerned about the effects on the environment/whether 
or not humans should be allowed to alter in this way. 

Golden rice grown with a high Vitamin A content. 

 

 ORGANIC FOODS: 

ORGANIC FOODS are grown without the use of ar ficial fer lisers and pes cides.   

People choose to buy organic foods as they are be er for the environment and soil. 

Farmers develop healthy fer le soil by using manure as a natural fer liser.  Farmers rotate the crops they 
grow so that the soil does not have all the goodness taken out of it.  Farmers leave a piece of land fallow 
(no crops growing in it) for a year to break the cycle of pests and allow the soil to become naturally fer-

le again.  Farmers encourage wild natural predators such as ladybirds to kill pests  

 EAT LOCAL FOODS: 

Many people are choosing to buy foods that are locally grown to avoid the environmental impact of 
FOOD MILES.  Locally grown foods are fresher, more nutri ous, cheaper, and help support local farm-
ers and producers.  Locally grown food is available in season when it is at its most abundant and fresh-
est.  It is o en sold loose and unpackaged .   

 

FOOD MILES  are the distance a food travels from the me it is produced to the me it is eaten by con-
sumers.   

 ANIMAL WELFARE: 

How well animals are reared and looked a er affects food choice. 

Many consumers are vegetarian or vegan due to their abhorrence of animal suffering. 

Foods that display the RSPCA assured or red tractor logo will have been checked to ensure that strict 
standards of animal welfare are in place and that the life of the animal is a happy one.  The red tractor 
logo also indicates that the food is produced in Britain so that food miles have been kept to a mini-
mum.  

 FAIRTRADE: 

Consumers look for the Fairtrade logo to show that farmers in developing countries have been paid 
fairly for their crops (such as cocoa beans, bananas, coffee beans etc) and their workers live in good 
condi ons. 

The range of Fairtrade products is quite limited, and you do pay a higher price for Fairtrade food prod-
ucts, but in buying them you are promo ng sustainability around the world. 
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PRINCIPLES OF FOOD SAFETY WHEN BUYING, STORING, 
PREPARING AND COOKING FOOD 

Buying food 

 

 

 

 

 

 

 

 

RULES TO REMEMBER WHEN BUYING FOOD: 

Þ Cleanliness of the shop/market 

Þ How well the food is displayed—are raw foods kept separate from cooked foods. 

Þ Is the food package damaged? If so it could be a food safety risk. 

Þ Is the food stored at the correct temperature? (BELOW MINUS 18 DEG FOR FROZEN 
FOOD AND BELOW 5 DEG FOR CHILLED FOOD) 

Þ Do the food handlers display good hygiene prac ces? (see below) 

Þ The use-by date for high risk foods e.g. meat, fish etc. 

Þ The best-before date for low risk foods e.g. canned foods, biscuits, cereals etc. 

 

 

 

Low risk NON-PERISHABLE foods can be 
stored at AMBIENT TEMPERATURE this 
means ROOM TEMPERATURE—19 to 21 de-
grees C. is the ambient temperature range. 

STORING FOOD: 

Þ Store low risk foods at AMBIENT temperature 
(19—21 degrees C) 

Þ Chill foods in a fridge BELOW 5 DEG.  

Þ Freeze foods BELOW  MINUS 18 DEG. 

Þ Hot hold cooked food ABOVE 63 DEG. 

Þ Cook food ABOVE 75 DEG C to kill the bacteria. 

Þ DANGER ZONE = 5 to 63 DEG C (this is when 
bacteria grow most rapidly. 

PREPARING FOOD: 

Þ Use the correct coloured chopping board to 
prevent CROSS CONTAMINATION. 

Þ Wash hands before and a er handling raw 
meat or fish. 

Þ Never wash chicken. 

RULES WHEN COOKING FOOD: 

Þ Cook to 75 DEG or above to 
kill bacteria. 

Þ DEFROST (THAW) foods thor-
oughly before cooking. 

Þ Only REHEAT ONCE. 

Þ Reheat to above 75 DEG C. 

Þ Use a TEMPERATURE PROBE  

Þ Cool HIGH RISK foods quickly 
(within 90 minutes) if the 
food is not being eaten 
straight away. 

Þ NEVER put hot food in a 
fridge. 

HIGH RISK FOODS are foods that 
are HIGH IN PROTEIN & MOIST.  
Fish, meat, eggs are all examples. 

SHELF-LIFE means how long a food will last 
before it becomes UNPALATABLE/UNSAFE 
to eat. 



KEY VOCABULARY: 

FOOD INTOLERANCE A LONG TERM condi on where a er several hours, or days, certain 
foods cause a person to feel unwell and have a range of symptoms, but it usually not life-
threatening and does not involve the immune system. 

 

FOOD ALLERGY this happens to some people when their immune system has a very sensi ve 
reac on to specific foods, which causes severe and poten ally life threatening symptoms 
that happen very quickly a er the food is eated (e.g. severe nut allergy) 



HOW FOOD LABELLING AND MARKETING 
INFLUENCES FOOD CHOICE? 

WHY IS FOOD LABELLING IMPORTANT? 

Þ They give consumers informa on so that they can make informed 
choices. 

Þ They are used to a ract consumers to buy a product. 

Þ They are designed to be eye-catching, colourful and have a en on 
grabbing names to a ract different target groups. 

Þ Food labels must be clear, easy to read and understand, and not 
mislead the consumer. 

Þ They protect the consumer and manufacturer as certain infor-
ma on must appear on a food label by law: 

Food manufacturers have been required by law to show the nutri onal informa on since 
December 2016. 

 

Nutri on labels must show: 

· Energy value (in Kj or Kcal) 

· Protein (g) 

· Total fat (g) 

· Saturated fat (g) 

· Total carbohydrate (g) 

· Sugars (g) 

· Salt (g) 

 

The TRAFFIC LIGHT SYSTEM was set up to show consumers “at-a-glance” whether a food 
product is HIGH (RED), MEDIUM (AMBER) or LOW (GREEN) in terms of fat, saturated fat, 
sugars and salt. 

Nutri onal 

Informa on 

Labels. 

MARKETING AND FOOD CHOICE: 

Food MARKETING really influences what you buy.  
These are all marke ng methods that are used to in-
fluence what you buy: 

· PRICE DEALS & SPECIAL OFFERS (b-O-G-O-F AND 
PESTERPOWER. 

· PRICE BANDS (e.g. economy/value brands, luxu-
ry brands.) 

· LOYALTY CARDS to give consumers coupons and 
money off vouchers as a reward for shopping 
with them.  

· CELEBRITY ENDORCEMENT Linking a product to 
a par cular celebrity. 

· ETHICAL MARKETING Products are marketed as 
ORGANIC, FAIRTRADE, LOCAL, RECYCLABLE etc. 

· TIME SAVING Foods are marketed as being 
quick and easy to prepare to market conven-
ience in our busy lifestyle schedules. 



Recycling label. 

This stands for FAIRLY PRODUCED and 
FAIRLY TRADED food products. 

The FAIRTRADE FOUNDATION ensures that 
farmers get paid a fair wage for their 
crop—e.g. cocoa beans, coffee beans, ba-
nanas, pineapples, sugar cane etc. 

The LEAF MARQUE is a global assurance 
system recognizing sustainably farmed 
products.   

 

This covers soil management, energy effi-
ciency, animal welfare, pollu on control 
and nature preserva on. 

The V-Label is an interna onally recognized, 
registered symbol for labelling vegan and 
vegetarian products and services. For con-
sumers, it is a simple and reliable guide to 
help them when they are shopping.  

 

RSPCA Assured logo. RSPCA Assured is the RSPCA's farm assurance and 
food-labelling scheme, dedicated to improving the lives of farm ani-
mals. It gives consumers the op on of choosing products that have come 
from. animals that have been inspected to higher welfare standards.  

The Red Tractor logo represents 20 years of driving world leading 
Bri sh food standards.  

Since 2000, we have worked closely with animal welfare experts, 
vets, agronomists and the en re supply chain to ensure that when-
ever you buy a product with the Red Tractor logo, it is traceable, 
safe and farmed with care.  

Fish and seafood with the blue label 
comes from a fishery that has been inde-
pendently assessed on its impacts to 
wild fish popula ons and the ecosys-
tems they're part of.  

 

When a stock is overfished it is unsus-
tainable. This can cause ecosystems to 
collapse with nega ve consequences for 

ADDITIVIES are listed on food labels as E-NUMBERS. 

 

Addi ves have many advantages as they can IMPROVE THE 
COLOUR OF FOOD, IMPROVE THE TASTE OF FOOD, ADD NUTRI-
ENTS TO FOOD, and MAKE FOOD LAST LONGER. 

 

They also have disadvantages though and must be avoided 
some mes as they can lead to HYPERACTIVITY in children and 
take away from the naturalness of a food. 



Could you answer this? 



OLFACTORY RECEPTORS 

There are are many different types of SENSORY TEST: 

Þ RANKING TEST (best to worst) 

Þ RATING TEST (sweetest to least sweet) 

Þ TRIANGLE/DIFFERENCE TEST (odd one out) 

Þ SENSORY PROFILING (star profile) 






