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Abstract 

 As the issue of health awareness has heightened among people in Taiwan, the 

importance of nutritional label (NL) has also played an important role in their daily 

life in terms of food consumption. This paper examined the relationship between 

nutritional label and consumer purchase intention. Factors involved were categorized 

into two groups, which were external perspectives and cognitive perspectives. This 

quantitative study sought to discover whether NL could be an external factor and 

influenced consumers' purchase intention. There were 69 respondents who 

participated in this study. The data gathered from the survey were analyzed using   

Statistical Product and Service Solutions (SPSS). The results suggested consumers’ 

external perspectives on the location or complexity of NL did not have great impact 

on their purchase intention, while the findings concerning their cognitive perspectives 

revealed that their possession of background knowledge about nutrition does not 

affect their conception on credibility of NL. The attitude of consumers to NL and 

policies of NL were also explored in this paper. NL was identified as a promise and a 

necessary element of consumers’ purchasing behaviors. These findings underscored 

the essential value of NL in people’s consumption of healthy foods and choice for 

healthy living. 

 

 

 

 

 

 

 

  



RELATIONSHIP BETWEEN NUTRITIONAL LABELING AND CONSUMER PURCHASE 

INTENTION  

 
 

 

 

TABLE OF CONTENTS 

 

Int roduct ion  ……………………………………………………………….  1 

 

Literature Review:………………………………………………………………. 3 

  

Methodology: ……………………………………………………………….  8 

 

R e s u l t s :  … … … … … … … … … … … … … … … … … … … … … … … … .  9 

 

Discussion:  ……………………………………………………………….  15 

 

Conclusion:  ……………………………………………………………….  17 

 

References:  ……………………………………………………………….  17 

 

Appendix 

  C o v e r  Le t t e r  … … … … … … … … … … … … … … … … … … … … … … 1 9 

Q u e s t i o n n a i r e … … … … … … … … … … … … … … … … …  2 0 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



1 
 

Introduction 

Accompanied by the rise of consciousness in health, people nowadays are more aware 

of their daily food consumption (Huang, 2013). Several studies have proposed that 

modern dietary behaviors and the resulting obesity issues have been taken into 

account throughout the food industry (Dooley, Deshpande, Adair, 2010; WHO, 2004). 

Additionally, according to the Food and Drug Administration (FDA), the nutrient 

information on labels provides consumers to have healthy diet (FDA, 1998). People 

begin to notice what ingredients are in the products they intend to purchase. The most 

important issue on products is the nutrition label. Consumers can get complete 

information from nutrition labels. Nutrition label gives consumers a fundamental 

concept of healthy diet, including many kinds of basic ingredients that might have in 

products. Asian Production Organization (APO) also claims that nutrition label gives 

products chances to inform consumers in advance (2002).  

 

As obesity gradually pervades Taiwan, nutrition label may become a factor or reason 

when consumers make purchasing decisions. However, in addition to nutrition label, 

there are some other factors that can affect consumers’ purchase intention. For 

example, internal factors would include the background knowledge of consumers, 

while information from the media that consumers get can be classified as external 

factors. To understand these factors, it is inevitable to look at some of the theoretical 

frameworks on consumer behavior. One theory that was used was based on 

Carrington, Neville and Whitwell's research paper "Why Ethical Consumers don't 

Walk their Talk"(2010). The authors focused mainly on the effect between consumer 

purchase intention and actual purchase behavior. According to them the two factors 

that affect consumers' decision are "Actual Behavioral Control" and "Situational 

Context". Actual behavior control looks at the cognitive perspectives or the mental 
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perceptions of people. The second factor is the external perspective or the consumers' 

environment or surroundings, which has the capacity to influence their purchase and 

consumption behavior (Carrington, Neville, Whitwell, 2010). 

 

The purpose of this research is to discuss the relationship in purchase behavior and 

intention and most importantly to argue the hypothesis that "nutrition label" can 

actually be a factor when consumers are making decisions, and that nutrition label can 

be categorized into external perspectives and the situational context. In this study, I 

defined the form of nutrition label and the required policy of nutrition labeling, which 

is based on the Act Governing Food Sanitation claimed by Ministry of Health and 

Welfare of Taiwan. The importance of nutrition label and its role in consumers' mind 

are discussed in this research as well. I also explored the connection between 

consumers' intention to buy and their actual buying behavior, and the factors that have 

impact on consumers' purchase behavior. 

 

An online survey was conducted to find out the attitudes and perception of consumers 

toward nutrition label. There were 23 questions in the questionnaire. And there were 

69 participants. The length of time of my survey lasted for about a month. The 

questionnaires were analyzed through SPSS system. As Taiwan started to regard the 

health issue as important, people would also pay more attention to food. As a result, 

people would look carefully on the contents of nutrition labels. This study may boost 

the recognition and alertness of producers or sellers toward the necessity of nutrition 

label on products. In addition, this research study may help consumers to re-examine 

the food they eat.  
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Literature Review 

2.1 Local Context on Nutritional labels 

 There are several studies which have been done in Taiwan. One research that was 

conducted, "The Effect of Knowledge, Attitude and Behavior on Nutrition facts and 

Perception Risk to Consumers’ Intention" by Xu, Wu, Huang, Lu, Lin, (2012) found 

that people's characteristics and ways they can get the information of nutrition labels 

could affect on consumers' cognition, attitude and their aspiration on reading the 

nutrition labels toward nutrition facts. The target people in their research focused on 

Taiwan area ( north, south, east and west part of Taiwan), all ages, two genders and 

also consider the BMI (Body Mass Index) data, educational level and ways they get 

information of nutrition labels. They then discussed the attitudes of consumers toward 

nutrition labels and how they considered health as an important issue in their daily life. 

They mainly focused on these variables: gender (Male and Female), age, BMI data, 

education Level and ways they get the nutrition information. They concluded that 

these variables have an impact on consumer purchase intention and nutritional label.  

2.2 Regulations of Nutritional Label in Taiwan 

 According to the Act Governing Food Sanitation of the Ministry of Health and 

Welfare of Taiwan, only two sets of nutritional label patterns which can be acceptable 

are presented below in figures 1 and 2. The two patterns both include the amount of 

per serving and serving size of a product. Both of them have the information of 

ingredients of calories, protein, total fat (includes saturated fat and trans fat), total 

carbohydrate, sodium and other nutrition contents. The difference between these two 
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patterns of nutritional label is the unit of those ingredients. Figure 1 is based on the 

unit “gram” while the other is based on the “percentage” of contents. 

Figure 1: First Pattern of Nutritional Label   Figure 2: Second Pattern of Nutritional Label 

         

2.3 Theoretical framework 

 The theoretical framework used in this study is grounded on the two factors 

that affect consumers' decision: Actual Behavioral Control (Cognitive perspectives) 

and Situational Context (external perspectives) (Carrington, Neville, Whitwell, 2010, 

see Figure 3). These two factors that Carrington et al use, i.e. external perspectives, 

the situational context, can also be applied when categorizing the importance of 

nutritional label. I will first discuss the factors between purchase intentions of 

consumers followed by their actual purchase behavior, especially the factor on 

nutritional labels. 
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2.4 Factors on External Perspectives 

 Researches on the conception of nutrition label have been done in some of the 

previous studies. Those studies focused on the analysis of consumers' use and 

attitudes of nutritional label and how they value it (Kiesel, McCluskey, VillasBoas, 

2011). Other research investigations even proposed a set of factors that may affect 

consumers' choices. Becker (1965) and Lancaster (1966) addressed that market prices, 

household characteristics, incomes, nutrient content and taste considerations may 

have interaction with consumer choices. However, several studies revealed that with 

many internal and external effects, the purchase behaviors of consumers are regarded 

as highly-complex and difficult to figure out what they actually illustrate (Rotfeld, 

2010). Therefore, factors are clearly categorized by Carrington et al. (2010) into two 

groups: The first one is from the cognitive perspectives, the mental ideas of 

consumers. The second factor is from the external perspectives, the consumers' 

environment or surroundings. 

 

Figure 3: Relationship between Consumer Purchase 

Intentions and Behaviors 
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In the first place, factors that belong to external perspectives are discovered in 

several studies. One interesting point was found in previous studies suggested that 

only consumer with strong preferences in nutritional labels would take time 

processing the nutrient information (Berning, Chouinard, McCluskey, 2008). 

Therefore, Berning et al. (2008) implied that time constraints may become a factor 

that could affect consumers' purchase decision. Furthermore, research findings 

demonstrated that consumers prefer short front labels to long back labels on products 

(Levy, Fein, 1998, Wansink et al. 2004, Williams, 2005, Grunert, Wills, 2007). The 

factors of time constraints and the location of nutritional label are factors of external 

perspectives. Nonetheless, the widespread interest in nutritional labels appears in 

existing studies as well (Williams 2005, Grunert, Wills, 2007). A study reported that 

only half of consumers in their research claimed that they consider nutritional labels 

on products when they make purchase decisions (Blitstein, Evans, 2006). 

 

2.5 Factors on Cognitive Perspectives 

 Factors such as background knowledge of people are on the cognitive 

perspectives. Previous researchers declared that the effectiveness of nutritional labels 

is based on whether providing nutritional labels to specific groups of people (Caswell, 

Padberg, 1992). Verbeke (2005) adds that labels are likely to be more effective for 

those target consumers, who have special nutrient knowledge and they can process at 

the spot of their purchase intention. However, advertising of certain product is more 

effective which has more influence on consumers than consumers process the 

nutrition information by themselves at the supermarket. Ippolito and Mathios (1990) 

discovered that the information of certain healthy ingredient via advertising to 

consumers can affect consumers' purchase intention. This can be one of the cognitive 
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perspectives because of the affected consumers' mind. Therefore, we can infer that the 

factors of cognitive perspectives affect consumers' behavior. 

2.6 Influences of Nutritional Label on Purchase Intention in Taiwan 

 Taiwan is becoming an obesity-pervasive country. Kiesel et al. (2011) state that 

such obesity-pervasive countries like Taiwan is being paid attention by researchers. 

They want to know how nutritional label affect consumers' purchase choices and how 

consumers value the information given on nutritional label. However, they then noted 

that consumers in the U.S. A. often have difficulty evaluating the information 

provided on nutritional labels because they do not have enough background 

knowledge about nutrition (Keisel et al, 2011). Consumers in Taiwan may have this 

kind problem when they are reading nutritional information on products if they do not 

have enough nutrient background knowledge. As a result of the importance of 

background knowledge on nutrition, it is apparent especially on married and educated 

females that because they are the group who are experienced and they are people who 

are in charge of food their family would eat every day (Blitsetein et al, 2006). On the 

other hand, nutritional label plays a role of complement of products for consumers 

who lack nutrient knowledge (Berning et al, 2008). Nutritional label serves as 

assistance to consumers’ lack of nutrient knowledge. Moreover, the factor of lack of 

knowledge is one of the external perspectives, one of the categorized factors I have 

mentioned. Finally, Kiesel et al. (2011) concluded that females are more likely to use 

nutritional labels and the use of nutritional labels decrease as age gets older and lower 

income. In Drichoutis, Lazaridis and Nayga's study (2005) of Nutrition knowledge 

and consumer use of nutrition food labels noted that “consumers with lower levels of 

income and education are more likely to report low levels of nutritional knowledge 

and low levels of label use." Their findings are similar to other studies that different 
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consumers have different needs in nutritional labels (Kim, Nayga, Capps, 2001). 

 

Although many of the previous studies have been done on similar research on the 

perception of consumers of nutritional labels, there are still gap in those studies. 

Drichoutis et al. (2006) and Grunert et al. (2010, p. 177) stated that “when analyzing 

determinants of use of nutrition information, most studies have been restricted to an 

analysis of demographic determinants.” In this empirical research, investigation was 

done in Taiwan. The attitudes of consumers towards nutritional labels were observed 

and discovered as well. 

 

Methodology 

Research Questions:  

1. How do people (consumers) think about nutritional labeling?  

2. What information does nutritional label actually provide to consumers especially in 

obesity pervasive Taiwan? 

3. What are those factors affect consumer purchase behavior? 

4. What kind of policy (standard) does government require to nutritional labeling? 

 

3.1 Questionnaire 

Some of the questions in this study were based on the concept of a previous study 

developed by Maria et al (2006) while other questions were self-designed to be 

consistent with my research goals. The survey asked participants about the frequency 

of using nutritional labels, their conception of nutritional labels and the factors that 

affect consumers' choices on purchasing products. Questions of factors are clearly 

categorized into two groups: cognitive perspectives and external perspectives. There 

are 23 items in total in this survey. There are various types of questions, including 
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multiple choice and scale questions. 

3.2 Survey Participants 

Participants who joined this study included a wide range of groups. The age range 

varies from the age of 11 to over the age of 50. Genders and education level are 

considered in this survey as well to discover the differences between two genders and 

the level of education. Data were collected from January to March in 2014 through 

Internet survey. There were 69 participants who participated in this survey, including 

22 males and 47 females. 

 

3.3 Data Analysis 

The responses of the survey were to analyze the relationship between nutritional label 

and consumers' purchase behaviors. Several kinds of statistics in SPSS (Statistical 

Product and Service Solutions) were conducted through different questions in the 

survey. Frequency, independent t-test, Pearson's correlation, cross tabulation, bivariate 

correlation, Cronbach alpha and frequency analysis for multiple choices question 

were used to analyze the results and findings of this research. 

 

Results 

Several statistical tests were conducted to discover the attitudes of consumers, 

functions of nutritional label, factors that affect purchase behavior, and the policies of 

nutritional label. 

4.1 Attitudes of Consumers to Nutritional Label (NL) 

Table 1 shows the frequency count on attitudes of consumers on NL. Over half of my 

respondents (84.1%) said they would pay attention to NL before having purchasing 

behaviors. More than 80% of them agree that NL is necessary. Moreover, over half of 

them agree that they prefer products with NL and it has useful information. 
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Table 1: Frequencies of questions on consumers' attitudes 

  Freq. % 

Q5 Do you pay 

attention to NL? 

Yes 

No 

total 

58 

11 

69 

84.1 

15.9 

100.0 

Q8-2 It is necessary 

to look at NL. 

Disagree 

No comment 

Agree 

Strongly Agree 

total 

1 

9 

31 

28 

69 

1.4 

13.0 

44.9 

40.6 

100.0 

Q8-3 I prefer to 

buy products with 

NL. 

Disagree 

No comment 

Agree 

Strongly Agree 

total 

1 

11 

32 

25 

69 

1.4 

15.9 

46.4 

36.2 

100.0 

Q8-4 NL is useful 

for consumers. 

Strongly Disagree 

Disagree 

No comment 

Agree 

Strongly Agree 

total 

1 

1 

18 

33 

16 

69 

1.4 

1.4 

26.1 

47.8 

23.2 

100.0 

Note. Freq. = Frequency, %=Percentage 

In table 2, I wanted to find out the correlation between the necessities of looking at 

NL before purchasing and the preference of products with NL. The correlation 

reported in the table is positive, but the relationship is rather weak (r=.563). The 

P-value of .000 is lower than .001. This suggests that the respondents felt that it is 

necessary to look at NL, and that their preference to buy products may slightly be 

influenced by it as well. In order to double check the relationship between the two 

variables, I also run Chi-square of SPSS. The result was shown in table 3, which the 

significant level is lower than .001(P=.000). The result further proves that the 

relationship between them is strong. Moreover, around 50 percent of participants said 
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NL is more important especially when they have health-related problems in diet. And 

40 percent of them are willing to understand the information of NL further.  

 

Table 2: Correlation between the necessity and preference of nutritional label 

Measures 
Necessity of looking nutritional 

label before purchasing 

Prefer to buy products with 

nutritional label 

Necessity of looking nutritional 

label before purchasing 
 .563*** 

Prefer to buy products with 

nutritional label 
. 563***  

Note. ***p<.001 

 

Table 3: Crosstabulation between necessity and preference of nutritional label 

Necessity of 

looking 

nutritional label 

before 

purchasing 

Prefer to buy products with NL  

Disagree No 

comment 

Agree Strongly 

Agree 

X
2
 Sig. 

0 1 0 0 33.10 .000 

1 4 4 0   

0 4 20 7   

 0 2 8 18   

Note. The significant level is .001. 

 

4.2 Functions of Nutritional Label (NL) 

In table 4, it told us the frequencies of questions on NL's functions. Over 50% of the 

respondents thought that NL is important when they had health-related problems. And, 

over half of them agreed they were even willing to understand NL. However, my 

respondents have opposite position because they are not sure whether NL is promise 

of products. 

Table 4: Frequencies of questions on NL's functions 

  Freq. % 

Q8-7 NL is important 

when I have health-related 

issues. 

No comment 

Agree 

Strongly Agree 

7 

27 

35 

10.1 

39.1 

50.7 
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total 69 100.0 

Q8-8 I am willing to 

understand NL when I 

have health-related issues. 

No comment 

Agree 

Strongly Agree 

total 

16 

28 

25 

69 

23.2 

40.6 

36.2 

100.0 

Q8-9 NL is promise of 

products for me. 

Disagree 

No comment 

Agree 

Strongly Agree 

total 

3 

9 

32 

25 

69 

4.3 

13.0 

46.4 

36.2 

100.0 

Note. Freq. = Frequency, %=Percentage 

The functions of NL can affect consumers’ conception of NL. Table 5 is shown to 

discover the relationship between three variables. It indicates that if he/she thinks that 

NL is a promise of certain products, he/she may think NL is important and is willing 

to learn what NL provides. However, as presented in the previous data, we can find 

that the importance of NL and consumers’ willingness is connected to each other, as 

they have higher value(r=.697) than other combinations(r=.567, r=.539). 

Table 5: Correlation of functions of NL 

Measures 
Nutritional label is a 

promise 

Importance of NL with 

health-related issues 

Willing to 

understand NL with 

health problems 

Nutritional label is a 

promise 
 .567*** .539*** 

Importance of NL with 

health-related issues 
. 567***  .697*** 

Willing to understand 

NL with health problems 
.539*** .697***  

Note. ***p<.001 

 

4.3 Factors of External and Cognitive Perspectives 

There are 9 questions belonged to external perspectives, while there are 6 belonged to 
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cognitive perspectives. External factors that would have impact on consumers' 

purchase behaviors include willingness to understand NL when having health-related 

problems, promise of products via advertisement, location of NL o products and 

factors of products themselves(e.g. price, taste and ingredients of products). As to the 

cognitive factors, they include respondents' satisfaction of current weight, useful 

information provided on NL, understanding of NL, too much information on NL, the 

importance of NL when having health-related problems and NL's promise of products. 

 

4.3.1 External Perspectives 

Table 6 showed the reliability (Cronbach a=0.415) of the questions in the External 

Perspectives category. This means the internal consistency of this set of questions 

about external perspectives is poor. The reason may be that the respondents' general 

answer to this set of questions was neutral. They may suppose some of the external 

factors are not important when they have purchase intention. Therefore, we cannot see 

a clear correlation between them. Moreover, the corrected item-total correlation for 

item-back label is very low at -.455 and should be removed. After removing the 

item-back label from this set of questions, the result is shown in table 7. Although the 

reliability is still lower than 0.70(Cronbach a=0.613), it is stronger than the previous 

data (Cronbach a=0.415). 

Table 6: Reliability of External Perspectives 

Reliability Statistics 

Cronbach’s Alpha 
Cronbach’s Alpha Based on 

Standardized Items 
N of Items 

.415 .452 9 

Note. Acceptable reliability is 0.70 to 0.95 
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Table 7: Reliability of External Perspectives (Item-back label removed) 

Reliability Statistics 

Cronbach’s Alpha 
Cronbach’s Alpha Based on 

Standardized Items 
N of Items 

.613 .630 8 

Note. Acceptable reliability is 0.70 to 0.95 

4.3.2 Cognitive Perspectives 

As presented in table 8, the Cronbach alpha of .560 is pretty low for the sample   

size of 69. However, it is a little bit greater than the reliability of external perspectives. 

Therefore, the reliability of cognitive perspectives is poor. It also means the internal 

consistency is low as well. In addition, the corrected item-total correlation for item 

Q8-6 is low at .109 and it can be excluded from this category. This category of 

questions is more related to each other is because my respondents tend to have similar 

ideas about those items. 

Table 8: Reliability of Cognitive Perspectives 

Reliability Statistics 

Cronbach’s Alpha 
Cronbach’s Alpha Based on 

Standardized Items 
N of Items 

.560 .586 6 

Note. Acceptable reliability is 0.70 to 0.95 

 

4.4 Policies of Nutritional Label (NL) 

According to my results of statistical tests on frequencies of the conception of NL 

policies, most of the respondents actually are not clear about the information or the 

official format of NL. Nonetheless, there are still nearly half of the respondents 

consider NL as reliable while half of them do not believe NL. 
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Discussion 

 The results presented in the previous section (after running the statistical tests of 

this study) indicate that there is a strong relationship between nutritional label and 

consumers’ purchase intention (r=.563, r=.697, r=.567, r=.539, and p<.001). The 

purpose of this study is to find out whether nutritional label could be a factor that 

affects consumers’ purchase intention. Also, a hypothesis was proposed previously 

that nutritional label may be an external-perspective factor in the effect of consumers’ 

purchase intention. The two factors, the cognitive perspective and the external 

perspective, are suggested by previous study of Neville and Whitwell's research paper 

"Why Ethical Consumers don't Walk their Talk"(2010). Thus, further explanations 

about the results were respectively presented below. 

The results for the attitude of consumers showed that there is very high 

percentage of 84 of the respondents said they would pay attention on nutritional label 

before purchasing. In addition, around 80% of them agree that nutritional label is 

necessary for consumers. Information on nutritional label of products that consumers 

care the most are calories and per amount of serving. Although most of us did not 

actually understand the exact information on NL, NL still served as a fundamental 

factor to my respondents to provide them with knowledge about health. Thus, my 

results confirm that nearly 70 percent of the respondents do think that the information 

on NL is useful for people. 

As the previous results suggested, consumers as well think that nutritional label 

is a guarantee of products to consumers. While my findings showed that healthy 

product which was informed by advertising would not be a promise to consumers, 

APO claimed that NL is a beforehand inform of products (APO, 2002). Another 

results further proved that consumers learn the nutrient information mostly from news 

media, TV program and the Internet, and advertisement got the lowest rank in those 
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ways my respondents get the information. 

 For factors of external perspectives that would affect consumer purchase 

behaviors, my results indicated that consumers did not care the location of NL on 

products. However, whether the NL is on the front or back of the packages, or they 

have long or short NL on them, the most important point is the usefulness of 

information of NL, which 70% of them think NL is useful when having purchase 

behaviors. Nevertheless, price, taste and ingredients of products might be an effect of 

consumers’ choices. As a result, it can be inferred that NL could be an external factor 

that may affect consumers’ purchase intention to buy products. 

 Compared to the previous studies done by Keisel etc., the results of mine and 

theirs are slightly different (Keisel et al, 2011). They found that the forms of NL could 

be a factor that significantly affects consumers’ choices when purchasing. The reason 

they had this findings is because they had point to the details like the ink color or the 

specificity of NL. However, I only focused on the location, credibility and complexity 

of NL in my questionnaires. In addition, the small quantity of my respondents could 

be a weakness in my research. Nevertheless, in studies of Prathiraja and 

Ariyawardana (2003), we have similar findings through our data. Their research 

suggested that people who had current health concerns could benefit more from NL, 

they would more likely to read information on NL. Thus, it is the similar conceptions 

received from my respondents. If consumers had health-related issues, they would 

regard NL as an important thing when making purchasing decisions. 

 Since the majority of my respondents are mostly students, the validity of my 

research is limited. If there are more women like housewives or elders, there might be 

different thoughts among different groups of people. Furthermore, the limitation of 

time is a weakness of my research as well. Therefore, for future suggestions, I hope 

people could expand the research area that different groups of people could attend the 
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research. Moreover, this research did not cover the specific products in consumer 

markets. Future research directions could be a variety of products and focuses on 

different impact on different categories of products of NL. 

 

Conclusion 

 This study focused on the relationship between nutritional labels and purchase 

intention of consumers. As the results of this study suggested, the awareness of people 

when buying products related to our health becomes especially significant in Taiwan. 

The nutrient ingredients on nutritional label provide consumers useful product 

information and quality assurance. Furthermore, the two key factors that affected 

consumer purchase intention were discussed in this study: the external perspectives 

and cognitive perspectives. On the external side, the package or taste of products did 

not have obvious effect on consumers’ choices. However, nutritional label was proven 

to affect consumers’ purchasing decisions. On the cognitive side, consumers’ 

background knowledge about diet also had an impact on purchasing behavior. In 

conclusion, consumers’ purchase intention could be influenced by both external and 

cognitive perspectives, and that the relationship between food consumption and NL 

highly depends on how people value good and healthy living standards. People need 

to pursue on having healthy diet and to improve the quality of life. Thus, becoming 

more sensitive and vigilant about health-related issues particularly on the importance 

of food safety has never been more relevant than ever. 
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Appendix 

Cover Letter 

Date  

 

Dear Participant: 

My name is Sandy and I am a college student at Wenzao Ursuline University of Languages. 

For my research paper in Research Writing course, I am examining the relationship between 

nutrition label and consumer purchase behavior. It is my pleasure to invite you to participate in 

this research study by completing the attached survey. 

 

The following questionnaire will require approximately 2 to 3 minutes to complete. There is no 

compensation for responding nor is there any known risk. In order to ensure that all 

information will remain confidential, please do not include your name. Copies of the project will 

be provided to my Research Writing instructor.  

 

Thank you for taking the time to assist me in my educational endeavors. The data collected will 

provide useful information regarding only in my research paper. If you would like a summary 

copy of this study please do not hesitate to contact me. Completion and return of the 

questionnaire will indicate your willingness to participate in this study. If you require additional 

information or have questions, please contact me at the number listed below. 
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If you are not satisfied with the manner in which this study is being conducted, you may report 

(anonymously if you so choose) any complaints to The English Department, Wenzao Ursuline 

University of Languages, 高雄市三民區民族一路 900 號, TEL：+886-7-342-6031; FAX：

+886-7-342-7942. 

 

Sincerely, 

 

Sandy Lin 

sandylin635@gmail.com 

 

 

Questionnaire 

I. Background Information 

 1. Gender:   a. Male   b. Female 

2. Age:  a. 11-19   b. 20-29   c. 30-39   d. 40-49   e. 50 or older 

3. Education Level:  a. junior    b. high school   c. undergraduate   

     degree   d. master's degree   e. PH.D or higher 

II. Survey Questions 

1. How important is it for you to pay attention to health-related issues? 

 (1) not very important   (2) not important   (3) moderately important  

  (4) important   (5) very important 

2. Do you pay attention to whether the food product carries the nutritional label? 

 (1) Yes   (2) No 

3. Where do you usually get the nutrient information from? 

  (1) news  (2) magazines   (3) TV programs   (4) Internet 

       (5) family or friends   (6) advertisement 

4. It is necessary to look at nutritional label before purchasing food. 

 (1) strongly disagree   (2) disagree   (3) no comment   

    (4) agree   (5) strongly agree  

5. I prefer to buy a product that carries nutritional label. 

 (1) strongly disagree   (2) disagree   (3) no comment   

   (4) agree   (5) strongly agree 

6. What are the first three ingredients you would consider as important? Please 

number from 1 to 3. (1=the most important, 3=the less important) 

     _____ (1) amount per serving  _____ (2) calories   _____ (3) total fat 
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     _____ (4) cholesterol _____ (5) sodium 

III. Questions of Cognitive Perspectives 

 Strongly 

disagree disagree 

No 

comment agree 

Strongly 

Agree 

1.  I am satisfied with my current 

weight.  
1 2 3 4 5 

2.  I consider nutritional label as a 

guarantee of quality and food safety. 
1 2 3 4 5 

3.  Nutritional label offers me useful 

information about the product. 
1 2 3 4 5 

4.  I understand the information 

provided on nutritional label.  
1 2 3 4 5 

5. Nutritional label contains too much 

information. 
1 2 3 4 5 

6. I consider nutritional label as 

important especially when I have 

diet-related health problems. 

1 2 3 4 5 

 

IV. Questions of External Perspectives 

 Strongly 

disagree disagree 

No 

comment agree 

Strongly 

Agree 

1. Nutritional label on the front of the 

product is more likely to draw my 

attention on it. 
1 2 3 4 5 

2. Nutritional label on the back of the 

products is more likely to draw my 

attention on it. 
1 2 3 4 5 

3. Short nutritional label on the products 

is more likely to draw my attention on 

it. 

1 2 3 4 5 

 Strongly 

disagree disagree 

No 

comment agree 

Strongly 

Agree 

4. Long nutritional label on the products 

is more likely to draw my attention on 

it. 

1 2 3 4 5 
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5. I would like spend time processing 

the nutritional labels on products 

because of health concerns. 

1 2 3 4 5 

6. Regardless of health concerns, the 

price of products will be considered 

when I have purchase behavior. 

1 2 3 4 5 

7. Regardless of health concerns, the 

taste of products will be considered 

when I have purchase behavior. 

1 2 3 4 5 

8. Regardless of health concerns, the 

nutrient content of products will be 

considered when I have purchase 

behavior. 

1 2 3 4 5 

9. Informed healthy product via 

advertising is a guarantee of quality and 

food safety for me.  

1 2 3 4 5 

V. Policies of Nutritional Labels 

1. I have clear understanding on the patterns of nutritional labels. 

 (1)strongly disagree   (2) disagree   (3) no comment   

 (4) agree   (5) strongly agree 

2. The regulations of nutritional labels set by the government are complete and 

clear, so the nutritional labels is reliable to consumers. 

 (1)strongly disagree   (2) disagree   (3) no comment   

 (4) agree   (5) strongly agree 

3. The regulations of nutritional labels set by the government are not clear and 

not complete, so the nutritional labels is not reliable to consumers. 

 (1)strongly disagree   (2) disagree   (3) no comment   

 (4) agree   (5) strongly agree 

 


