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5. REPORT
5.1 PROPOSED EXECUTIVE SUMMARY

Majority of consumers consider food labelling to be very important component of their 

lifestyle and regard nutrition as a positive attribute to the food products. Therefore, food 

labelling has to be informative and attractive in order to grab’s consumer’s attention. As such, 

labels are part of the information set used by consumers in making product-purchasing 

decisions.

The issue in this question is;

What is the relationship between Consumer Information behaviour and Consumer 

Purchase Behaviour towards Food Labelling Effectiveness?

This study only focuses on the Consumer Information Behaviour and Consumer 

Purchase Behaviour towards the Effectiveness of Food Labelling. Other factor which may 

have a bigger impact towards the effectives is not look into. Furthermore, this study attempts 

to present a snapshot of what is in the mind of the consumer in general view without any 

specific brand. The target population are consumers of 18 years to 45 years of age and we 

assume they do consume any canned food item which means that they are knowledgeable 

and are consuming the item at present. In terms of demographic profile of the respondents, no 

specific target for each particular group being placed since the respondents are sought on 

probabilistic approaches. In view of the target completion within short period of time and the 

purpose for internal study, we have identified two stores which are Giant and Tesco Sungai 

Petani as the area of the study. We will not hesitate to expand the scope of the area to the 

whole states in Malaysia upon completion of this study.
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