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ABSTRACT 
 

 The prime aim of writing this paper is to analyze the relationship between the 

consumers’ buying decision of low involvement products and product labelling in Pakistan. 

The data was collected from 100 consumers of different stores in Lahore to check the direct 

effect of labelling design of the product. Food industry was selected as an FMCG product 

to know about the worth of labelling design. For the analysis of the data SPSS was used to 

test the hypotheses. Findings revealed that labelling design have no effect on consumers’ 

buying decision in case of low involvement products. It is also found that there is no 

relationship of quality with label design and there is no effect of this relation on consumer’s 

buying decision. Finding will help the retail stores and manufacturers of FMCG products 

in enhancing their understanding of labelling design for increasing the buying decisions of 

the customers. Definitely, in this way consumers retention will be extended for the long 

term to great the profit margin for manufacturers.  
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1. INTRODUCTION 
 

 Low involvement products or FMCG products are produced in bulk in almost every 

country. These products are needed because these are consumable products and required 

in a great number. It involves many products like water bottle, chips, cooking oil, fruit 

juices, ice creams etc. Most of its product belong to food industry, which is flourishing day 

by day in Pakistan. Snack food market is a branch line of food industry and various brands 

of snacks are being produced on regular basis. As the snacks are favored by all and sundry 

in Pakistan, so, its different varieties are used by Pakistanis of various ages.  
 

 Lays is one such brand of snacks. It is manufactured by Frito-lays, which is one of the 

biggest companies in Pakistan. This product is also sold in the markets of other countries. 

It is very popular in Pakistan among the consumers. The company owns four brands: 

Cravy’s, Kurkure, Lays, and Cheetos and it has various SKUs (stock keeping units) in its 

portfolio. It was entered in the Pakistani market in 2006. When 2009 was started, it has got 

its place in Pakistani potato chips brands of leading companies like Kurleez by Snack City, 
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Super Crisps by TripleEm, Slanty by K. S. Sulemanji. It targeted urban customer having 

16-24 years old and with a low price they reach mass appeal (Brand Manager, 2012). Till 

2007, it was manufactured outside of Pakistan and imported but in the start of 2007, they 

started local production in Sundar with the investment of $50 million. It was in spree and 

gaining a lot of profit out of the market and people of all ages mostly liked it. It is available 

in 2 / 3 different tastes with red and yellow labels having all nutritional values mentioned 

on the label (Khan, 2012). 

 

2. LITERATURE REVIEW 
 

 FMCG products has been researched from different perspectives (Shaikh, 2012; 

Abbasi, & Hassan, 2013; Zaman, Arshad, & Shahzad, 2012; Kalsoom, Khan, & Zubair, 

2018; Ali, Ilyas, & Rehman, 2016). Labelling is important element for these products 

because it is the surface of the product and people are sometimes purchase the product by 

looking at the label (Bearden, & Shimp, 1982; Spielmann, 2015). Label is filled with many 

things like font size, its color, the information about the ingredients, sugar, fats, address, 

names etc. (Borin, Cerf, & Krishnan, 2011; McClure, et al., 1999). Name of the product 

tell about the company as the company name is also mentioned but product name is also 

popular sometimes (Müller, Kocher, & Crettaz, 2013). There are experts sitting in the 

company who design the label for each product, by choosing distinguishing color scheme, 

they try their best to make the product different than other competing product (Van 

Grinsven, & Das, 2016). McClure (1999) argued that the information about sugar, fats, 

ingredients are also published on the label to make a point and differing it from other 

products. So, by adding these elements, a label is created an attractive thing for the 

consumers (Sørensen, Clement, & Gabrielsen, 2012).  
 

 There are studies available on labelling design and its relations with different other 

variables (Elliot & Cameron, 1994; Eroglu & Machleit, 1989; Agarwal & Kamakura, 1999) 

but there is no study available specifically in Pakistan to study the relationship between 

design of the label and consumers’ buying decision in low involvement product sector. 

This sector is very thriving sector and needs research to stand on firm grounds. Studies are 

continuously being done in this domain but in Pakistan these are in scarce. So, the current 

study is an effort to make the field rich with the current trends in the industry.  

 

2.1 Hypotheses 

 Following hypotheses have been produced in order to respond research objectives in 

the light of literature.  
 

H1:  Labelling design has positive effect on consumers buying decision of low 

involvement products  

H2:  Reading information on the label has attached with quality of low involvement 

products and effects buying decision of the consumers. 

 

3. RESEARCH FRAMEWORK 
 

 Figure 1 below presents the theoretical framework for this research. There are two 

variables discussed in the study. They are dependent variable and independent variable. 

Independent variable is product label of lays a food brand and dependent variable is 

consumers’ buying decision of the product.  
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Figure 1 

 

4. RESEARCH METHODOLOGY 
 

 The current study has used causal research design as the nature of the study is to analyze 
cause / effect relationship between dependent and independent variables. Independent 
variable of this research is labelling design of low involvement product in Pakistan (the 
product selected is ‘Lays’) and dependent variable is buying decision of the consumer. 
Quantitative methodology has been used in in the study and the data is going to be analyzed 
for hypothesis testing. The sampling site is food industry of Pakistan. The researcher has 
selected 100 consumers from different retail stores of Lahore who are a regular buyers of 
low involvement products. The data was collected in two phases, in first phase 50 
respondents were filled in the questionnaire and in 2nd phase, which was held after 3 days, 
49 respondents filled in the questionnaire. A total of 100 questionnaires were rotated and 
the data was gathered from 99 respondents as mentioned before. The collected data then 
was codified and fed into SPSS (version – 21.0). The unit of study for the current research 
is individual having a buying indulgence of FMCG product.  
 

 The questionnaire used in the study has 15 items with various measurement scales. The 
tool was validated, and reliability was checked through the processes mentioned as follow 
 

4.1 Content Validity 
 20 marketing experts replied to the online request through the email. Out of these 20 
experts, 80.5% has a vast experience of teaching in different universities. All 
statements/questions got high scores for three ratings: appropriate, important, and phrasing. 
The mean score for all statements was around .87. Overall mean score for importance, 
phrasing, and appropriacy was 8.53, 8.71, and 8.79 respectively. 
 

 Some of the changes commented were regarding question 1 (manufacturer information, 
and nutrition), addition of elsewhere in question 2. Though some of the experts were 
against the question 2 of product labelling found but as this was important questions to 
know the behaviors of consumers, hence not removed. 
 

4.2 Face Validity 
 Fifteen young-aged people from different backgrounds (social, academic, and 
economic) were asked to complete a short interview after filling in the questionnaire. The 
time of completion was between 7 to 10 minutes with majority of the people. 
 

4.3 Reliability 
 A total of 50 respondents (33 females and 17 males) filled in the questionnaire in  
time 1. Forty-Nine participants (29 females and 20 males) filled in the questionnaire in 
time 2. The questionnaire completion gap between both times was 8 days.  Reliability of 
the questionnaire was assessed through the coefficient of Cronbach’s alpha. Alpha 
coefficient was 0.87 for the statements collected in time 1, which shows good consistency. 
Reliability testing was repeated on data got from time 2 with the sample (n=49). Coefficient 
of Spearman’s correlation showed the value between 0.53 to 0.92, and all significant at 
p<.001. 

Decision 

Buying  

Product  

Label 
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5. DATA ANALYSIS 
 

 The data is analyzed through SPSS. Following are the tables of the data analysis. 

 

Table 5.1 
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Frequency 37 62 42 30 27 26 40 33 47 52 

Percent 37.4 62.6 42.4 30.3 27.3 26.3 40.4 33.3 47.5 52.5 

 

 The current study was conducted to check the relationship between product label and 

buying decision. The respondents were 37 male and 62 females as the data was collected 

from different retail stores in Lahore, so the customers visiting there to purchase low 

involvement products were selected. Out of these 99 customers, 42 were less than 25 years 

of age, 27 respondents have more than 40 years of age and the age of remaining 30 

customers were between 25 to 40 years. Academic background was also asked and 26 have 

less than graduation, 40 were graduates and remaining 33 were post-graduates. Talking 

about social class 47 were unemployed and 52 were employed in different public and 

private sector companies/departments. 
 

Table 5.2 

Reading of Information Provided on the Label 

S# Statement 
Ratings 

Always Often Occasionally Rarely Never Total 

1.  Expiry date 
Frequency 17 24 26 16 16 99 

Percent 17.2 24.2 26.3 16.2 16.2 100 

2.  
Product 

Label 

Frequency 15 32 26 14 12 99 

Percent 15.2 32.3 26.3 14.1 12.1 100 

3.  
Nutrition 

Information 

Frequency 17 14 26 30 12 99 

Percent 17.2 14.1 26.3 30.3 12.1 100 

4.  
Manufacturer 

Name Read 

Frequency 13 19 24 26 17 99 

Percent 13.1 19.2 24.2 26.3 17.2 100 

5.  
Ingredients 

on the Label 

Frequency 6 8 12 36 37 99 

Percent 6.1 8.1 12.1 36.4 37.4 100 

6.  Sugar Value 
Frequency 6 6 3 4 80 99 

Percent 6.1 6.1 3.0 4.0 80.8 100 

7.  Fats Value 
Frequency 0 1 4 3 91 99 

Percent 0 1.0 4.0 3.0 91.9 100 

8.  
Manufacturer 

Address 

Frequency 0 6 6 80 7 99 

Percent 0 6.1 6.1 80.8 7.1 100 
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 As per the table, most of the consumers are not reading the sugar and fat values written 

on label. Manufacturer address is the information no body reads this yet name of the 

manufacturer, product label and expiry date are the information people love to read before 

buying the product. Though, there are names of ingredients mentioned on the label but 

again very few people like to read this before purchasing. Only few who are educated or 

health conscious they are always ready to read this information as they consider it 

important for their health. This shows that product label is though important, but all of its 

elements printed are not that much important for making a decision to buy that product.  

 

Table 5.3 

Where do You Read the Product Label? 

 Frequency Percent 

Valid 

In the Retail Stores 13 13.1 

In the Canteens/Small Shops 25 25.3 

At Home 30 30.3 

All above Three Places 22 22.2 

Elsewhere 9 9.1 

Total 99 100.0 

 

 Product labels are attached with the products in the shape of wrapper, and the products 

are available in the retail stores, small shops or at home when the product is bought and 

taken home. That is the reason of consumers response is belonged to availability of labels 

at small shops and at home. At third number retail store comes for which only 13 

participants agreed to see labels at retail stores, whereas 25 reported it in canteens/small 

shops, 30 at home and 22 agreed to see the product labels at all three places. There were 

only 9 participants, who reported to see the product label elsewhere. 

 

Table 5.4 

Labels are ..... for the Product Buying Decisions of Low Involvement Products 

 Frequency Percent 

Valid 

Very Important 10 10.1 

Important 13 13.1 

Neither Important Nor Unimportant 20 20.2 

Unimportant 27 27.3 

Do Not Know 29 29.3 

Total 99 100.0 

 

 The 23.2% consumers of low involvement products considered labels as important for 

buying decision but 27.3 rejected this idea. If we accumulate the other 29.3%, and 20.2% 

respondents that makes the most people on considering labels unimportant for buying 

decision.  
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Table 5.5 

Frequency of using Label Information for Buying Decision 

 Frequency Percent 

Valid 

Always 8 8.1 

Often 9 9.1 

Occasionally 11 11.2 

Rarely 32 32.3 

Never 39 39.3 

Total 99 100.0 
 

 When the respondents asked to comment about the frequency of using the information 

printed the labels for buying the product. They reported that they are using it either never 

or rarely for their buying decision, as only 17.2% said that they either always look at the 

label or at least often read the information provided on the product label for buying it. 

There were also 11.2% customers, who reported to occasionally use the information on the 

product label before buying the same product. On total, most of the customers are not using 

that information for buying the product.  
 

Table 5.6 

Label Information for You 

 

Ratings 

Easy to 

Understand 

Not Easy Nor 

Difficult 

Difficult to  

Understand 

Valid 
Frequency 56 16 27 

Percent 56.6 16.2 27.3 
 

 For 56.6% customers the information provided on the label is easier to understand, yet 

there are 27.3% consumers, who reported it difficult to understand. There were still 16.2% 

participants who were considering it neither easy nor difficult.  
 

Table 5.7 

Factors of Product Labelling for Consumers 

S# Statement 
Value 

Yes No Total 

1. 
The information provided on the product label 

is an important factor to decide about buying it. 

Frequency 44 55 99 

Percent 44.4 55.6 100 

2. 
Picture printed on the label is a consideration 

for you to buy the product. 

Frequency 43 56 99 

Percent 43.4 56.6 100 

3. Do you read nutrition information on the label 
Frequency 37 62 99 

Percent 37.4 62.6 100 

4. Attractive labels show quality 
Frequency 35 64 99 

Percent 35.4 64.6 100 

5. 
Retail stores have many low involvement 

products of different category. 

Frequency 78 21 99 

Percent 78.6 21.4 100 

6. 
Low involvement products are designed for 

profit seeking. 

Frequency 66 33 99 

Percent 66.6 33.4 100 
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 1st statement described that the information provided on the label of the product is 
important for the customer to buy that product. It was asked from the customers and 55.6% 
decided that the information has no impact on their buying decision yet 44.4% consumers 
agreed that the information provided on the label is important for them to buy the product. 
The second statement is about pictures normally printed on the product label and the 
consumers are asked to opine whether it is important for them to buy the product. 56 
customers refused to consider the importance of picture on label whereas 43 are in favor 
of its printing. That makes a difference about the importance of picture on the label which 
is most of the times not important for the customers to decide about purchasing the product. 
Third statement is about their opinion on reading the nutrition information printed on the 
label whether they read it before purchasing the product or not. A large percentage of 
respondents said that they do not read as 62.6% of customer refused to read the information 
and only a mere 37.4% customer agreed that they read it before deciding about purchasing 
the product. Statement number 4 was about deciding whether attractive labels show quality 
and most of the customers disagreed with this proposition as 64.6% rejected this idea and 
only 35.4% consumers agreed with this proposition, which shows for common public 
attractive labels are not equivalent to the quality of product wrapped in the attractive label. 
Next statement was about availability of low involvement product in retail stores that is 
why it was asked that these products are in large numbers in retail stores. Most of the 
consumers responded with yes as 78.6% agreed with it and only 21.4% customers 
disagreed with it. The disagreement might be presented due to overlooking such type of 
products. The last statement is about the relationship between low involvement products 
and profit seeking by the manufacturers and most of the consumers replied into yes as they 
know that low involvement products are made for profit making. 
 

Table 5.8 

Color of the Label Intrigues you to its Purchase 

 Frequency Percent 

Valid 

Yes, Most of the Time 11 11.1 

Yes, Sometimes 17 17.2 

Sometime Yes, Sometime No 20 20.2 

No, Most of the time 19 19.2 

Never 32 32.3 

Total 99 100.0 
 

 For 28.3% customers the color of the label is a considerable factor to buy the product 
but most of the consumers like 51.5% rejected this idea that color of the label intrigues 
them to purchase the product. 
 

Table 5.9 

How do You Decide about the Attraction of the Label? 

 Frequency Percent 

Valid 

Color Scheme 18 18.2 

Font Size 23 23.2 

Nutrition Information 15 15.2 

Pictures Printed on Label 15 15.2 

Everything on the Label 28 28.3 

Total 99 100.0 
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 When the consumers visiting retail-stores are asked how they decide about the 

attraction of the product label and they were given the choices among color scheme, font 

size, nutrition information, pictures, or everything. Most of the consumers like 28.3% 

replied that everything collectively makes the label attractive. That means attraction of the 

label comes from all things like its color scheme, font size used for the printed information, 

nutritional values, and pictures printed on the label.  

 

Table 5.10 

Kind of Label Helps You to Decide about Buying 

 Frequency Percent 

Valid 

Readable 12 12.2 

Nutrition value in complete 7 7.1 

Not important for purchasing decision 42 42.4 

Without pictures on labels 38 38.3 

Total 99 100.0 

 

 Most of the consumers consider pictures printed on the labels are not important for their 

purchasing intent, that is why 38.3% opined in favors of without picture labels which could 

help them to buy the product. Whereas, readability counts only for 12.2% respondents, 

nutritional table is only important for 7.1% consumers. The large proportion (42.4%) did 

not consider label as an important factor to buy the product.  

 

Table 5.11 

Labelling Industry is Working for the Benefits 

 Frequency Percent 

Valid 

Consumers 5 5.1 

Manufacturers 56 56.4 

Marketers 2 2.1 

Not for Consumers Nor for Manufacturer 7 7.1 

Working for Themselves 29 29.3 

Total 99 100.0 

 

 When the consumer were asked to comment upon for whom the labelling industry is 

working, only 2.1% replied that they are working for marketing, 5.1% agreed that they are 

working for consumers, and 7.1 reported that they are not working for consumers nor for 

manufacturers. The large proportion was in favor of manufacturers i.e. 56.4% respondents 

answered this along with the reporting that they (29.3%) are working for themselves. 
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Table 5.12 

Gender wise Difference of Reading Information on Product Label 

Categories N Mean 
Std.  

Deviation 
T Value 

Sig. 

(2-tailed) 

Expiry Date 
Male 37 3.0811 1.27755 

1.060 .292 
Female 62 2.7903 1.34453 

Product Name 
Male 37 1.9730 .89711 

-5.996 .001 
Female 62 3.2258 1.16534 

Nutrition Value 
Male 37 3.7027 1.12706 

4.179 .001 
Female 62 2.6774 1.21161 

Producer name 
Male 37 3.2973 1.37163 

.868 .387 
Female 62 3.0645 1.23966 

Ingredient 
Male 37 3.5946 1.21242 

-2.102 .038 
Female 62 4.0968 1.11193 

Sugar Value 
Male 37 4.1622 1.48162 

-1.840 .071 
Female 62 4.6613 .93989 

Fats Value 
Male 37 4.8378 .60155 

-.308 .759 
Female 62 4.8710 .46107 

Producer Address 
Male 37 3.5676 .76524 

-3.814 .001 
Female 62 4.0806 .37541 

Frequency of using  

Labels for Buying 

Male 37 3.1351 1.84334 
1.937 .056 

Female 62 2.5323 1.25081 

 

 There is no gender wise significant difference for reading information on product label 

regarding expiry date, name of the manufacturer, sugar value, fats value and using labels 

for buying decision as their sig. (2-tailed) value is greater than the standard p value of >.05. 

gender wise difference is found in reading about name of the product, nutrition value, 

ingredient mentioned on the label, and address of the manufacturer as here the sig. (2-

tailed) value is less than the standard p value of <.05. The negative t score for gender wise 

reading about the ingredients, sugar value, fats value, and manufacturer address show that 

female consumers are more concerned about these things as we know that females are very 

much concerned about obesity, so they are particular about sugar and fats values mentioned 

on the product label. 
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Table 5.13 

Age wise Difference of Reading Information on Product Label 

Categories 
Age 

(In years) 
N Mean 

Std.  

Deviation 
T Value 

Sig. 

(2-tailed) 

Expiry Date 

<25 42 3.2143 1.25980 

3.934 .023 25 to 40 30 2.3667 1.27261 

>40 27 3.0000 1.33012 

Product Name 

<25 42 2.1905 1.08736 

9.031 .001 25 to 40 30 3.1667 1.23409 

>40 27 3.1852 1.11068 

Nutrition Value 

<25 42 3.4286 1.30931 

4.486 .014 25 to 40 30 3.0333 1.21721 

>40 27 2.5185 1.12217 

Producer name 

<25 42 3.3095 1.29705 

4.451 .014 25 to 40 30 2.6000 1.16264 

>40 27 3.5185 1.25178 

Ingredient 

<25 42 3.6905 1.17884 

1.302 .277 25 to 40 30 4.1000 .99481 

>40 27 4.0370 1.31505 

Sugar Value 

<25 42 4.2619 1.41524 

1.200 .306 25 to 40 30 4.6667 .95893 

>40 27 4.5926 1.00992 

Fats Value 

<25 42 4.8571 .56618 

.643 .528 25 to 40 30 4.9333 .36515 

>40 27 4.7778 .57735 

Producer Address 

<25 42 3.6190 .73093 

9.108 .000 25 to 40 30 4.1667 .46113 

>40 27 4.0000 .27735 

Frequency of using 

Labels for Buying 

<25 42 3.1667 1.77951 

6.406 .002 25 to 40 30 2.9333 1.25762 

>40 27 1.9259 .95780 

 

 ANOVA was applied to know age wise difference on reading information on product 

label and deciding about buying the product. It was revealed that there was significant 

difference in reading expiry date, name of the product, nutrition values, name of the 

manufacturer, address of the producer and frequency of using label information for buying 

the product as the sig. value is less than .05 but only for fats value there was no significance 

difference as the sig. score was greater than .05. The statistics also shows that mid-range 

people (25-40) are not reading expiry date, and manufacturer name. Young adults (<25) 

are not concerned about name of the product, ingredients, sugar value, and address of the 

manufacturer. Whereas above 40 people are not considering the nutrition values, fats value, 

and frequency of using label information for buying decision of the product.  
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Table 5.14 

Academic Difference of Reading Information on Product Label 

Categories Qualification N Mean 
Std. 

Deviation 
T Value 

Sig. 

(2-tailed) 

Expiry Date 

<graduation 26 2.6154 1.16883 

4.173 .018 Graduate 40 2.6500 1.29199 

Postgraduate 33 3.4242 1.34699 

Product Name 

<graduation 26 3.4615 1.36325 

6.454 .002 Graduate 40 2.4750 1.13199 

Postgraduate 33 2.5455 1.03353 

Nutrition Value 

<graduation 26 2.5769 1.44701 

6.814 .002 Graduate 40 3.5750 1.08338 

Postgraduate 33 2.8182 1.15798 

Producer Name 

<graduation 26 2.4615 1.17408 

6.333 .003 Graduate 40 3.2000 1.24447 

Postgraduate 33 3.6364 1.22010 

Ingredient 

<graduation 26 4.2308 .90808 1.373 

.258 Graduate 40 3.8250 1.03497  

Postgraduate 33 3.7576 1.45839  

Sugar Value 

<graduation 26 4.6154 1.02282 3.740 

.027 Graduate 40 4.1000 1.51573  

Postgraduate 33 4.8182 .63514  

Fats Value 

<graduation 26 5.0000 .00000 3.807 

.026 Graduate 40 4.9250 .47434  

Postgraduate 33 4.6667 .69222  

Producer address 

<graduation 26 4.2308 .42967 10.843 

.000 Graduate 40 3.6000 .77790  

Postgraduate 33 3.9697 .17408  

Frequency of using 

Labels for Buying 

<graduation 26 3.2692 1.00231 

2.361 .100 Graduate 40 2.7000 1.32433 

Postgraduate 33 2.4242 1.95305 

 

 ANOVA was applied to know effect of education on importance of label for buying the 

product by reading information on product label. It was found that there was significant 

difference in reading expiry date, name of the product, nutrition values, name of the 

manufacturer, sugar value, fats value, and address of the producer for buying the product 

as the sig. value is less than .05 but for ingredients, and frequency of using label 

information for buying decision, there was no significance difference as the sig. score was 

greater than .05. The statistics also shows that the consumer with less than graduation 

degree are not reading expiry date, nutrition value, and name of the manufacturer. The 

customers, who are graduates, are not concerned about name of the product, sugar value, 

and address of the manufacturer. Whereas the post-graduate customers are not considering 

the ingredients, fats value, and frequency of using label information for buying decision of 

the product. 
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5.1 Findings 

a. Sugar value and fats values are less read information along with address of the 

manufacturer. 

b. Most of the consumers does not consider label for buying any product. 

c. 39.3% people said that label information has not affected their buying decision plus 

32.3% customer also replied that rarely they use information on the label for buying 

any product. 

d. Mostly consumers consider the information provided on the label is easier to 

understand. 

e. 55.6% people does not consider label an important factor to purchase any product. 

f. 56.6% customers do not think that picture printed on the label can change their 

decision of not buying the product. 

g. 62.6% consumers do not even read the label information. 

h. 78.6% people agreed that retail stores have most items from low involvement 

product category. 

i. 66.6% people consider that labels are created for profit seeking. 

j. For 51.5% people color the label has no effect on their buying decision. 

k. For 18.2% customers color scheme is an attraction of the label. 

l. 23.2% consider font size is make the labels attractive. 

m. 15.2% people think that pictures are attractive element of the label. 

n. For 12.2% customers readability of the information printed on the label helps to buy 

the product. 

o. Nutrition value is only help 7.1% people to buy the product. 

p. For 38.3%, without picture label helps them to buy the product.  

q. Gender has very low effect on reading label information and buying the product 

based upon that reading. 

r. Age of the customers has an impact on deciding about purchasing a product by 

reading the information printed on the label. 

s. Mid-range people (25-40) are not reading expiry date, and manufacturer name.  

t. Young adults (<25) are not concerned about name of the product, ingredients, sugar 

value, and address of the manufacturer.  

u. Above 40 people are not considering the nutrition values, fats value, and frequency 

of using label information for buying decision of the product.  

v. The study also found that academic background does have an effect on buying 

decision of the product. 
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w. The consumers with less than graduation degree are not reading expiry date, 

nutrition value, and name of the manufacturer.  

x. The customers, who are graduates, are not concerned about name of the product, 

sugar value, and address of the manufacturer.  

y. The post-graduate customers are not considering the ingredients, fats value, and 

frequency of using label information for buying decision of the product. 

 

6. CONCLUSION 
 

 The study was started to analyze the cause/effect relation of labelling design and 

consumer’s buying decision. There were two hypotheses proposed in the start of the 

research. First hypothesis was about the effect of labelling design on the buying decision 

of the customer and the second hypothesis was about quality attachment with labelling 

design that could be further impact on consumers’ buying decision. For the research, a 

researcher made questionnaire was designed to collect data from 99 customers. The data 

collection tool had 15 statements. The tool was duly checked for its validity and reliability 

and after getting good reliability scores, it was used for data collection.   
 

 There were two hypotheses developed in the start of the research: first hypothesis was 

about impact of label design on buying decision and second was the relationship of 

labelling design and quality. The data proved that labelling design has no impact on buying 

decision of the product by the consumers, hence H1 is not proved. There is also no data 

found to claim that label design is attached with quality. There is no relation of label design 

with the quality of the product, therefore, H2 is also not proved.  
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APPENDIX A 
 

QUESTIONNAIRE 
 

 This is a research questionnaire, and your opinions are required on its statements. This 
is purely for research purpose and your identity is never shown on anywhere on it. Kindly 
rate the statements as per your information and opinions. The researcher is available on the 
spot to clarify in case of any issue of unclear statement. The researcher would be thankful 
for this help. 
 

Demographic Information (Please tick relevant information) 
 

Gender: Male1 / Female2  Age: Less than 251 / 25 to 402 / more than 403 
Academic Background: Less than graduation1 / Graduation2 / Post Graduation3  

Social Class: Unemployed1 / Employed2 
 

Product Labelling: 
 

1. Thinking about the last 2 months, what is your frequency of reading labels on low 
involvement products, please rate your frequency on the following table:  

S# Statement Always1 Often2 Occasionally3 Rarely4 Never5 
1.  Expiry Date      

2.  Name of the Product      

3.  Nutrition Information      

4.  Name of the Producer      

5.  Names of Ingredients      

6.  Sugar Value      

7.  Fats Included in the Product      

8.  Address of the Manufacturer      
 

2. Where do you read product labels? 
a. In the retail stores 
b. In the canteens/small shops 
c. At home 
d. All three places 
e. Elsewhere  

3. Labels are ____________ for the product buying decision of low involvement products. 
a. Very Important 
b. Important 
c. Neither important nor unimportant 
d. Unimportant 
e. Don’t know 

4. How frequently you use the information given on food labels for buying the food item 
a. Always 
b. Often 
c. Occasionally 
d. Rarely 
e. Never 

5. The information provided on food labels is important for you for deciding to purchase 
the item 

a. Yes 
b. No 
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6. Do you think the information provided on food labels is  
a. Very Easy to understand 
b. Easy to understand 
c. Nor easy nor difficult 
d. Difficult to understand 
e. Very difficult to understand 

7. Do you consider the pictures printed on the labels? 
a. Yes 
b. No 

8. The color of the label intrigues you to purchase the product 
a. Yes, most of the time 
b. Yes, sometimes 
c. Sometimes Yes, sometimes No 
d. No, sometimes 
e. Never 

9. Do you read the nutrition information given on the label? 
a. Yes 
b. No 

10. How do you decide about the attraction of the label on the product? 
a. Colour scheme 
b. Font size 
c. Nutrition information 
d. Pictures printed on the label 
e. Everything on the label 

11. What kind of label helps you to decide about purchasing the product? 
a. Readable 
b. Complete information of nutrition value 
c. Not important for purchasing decision  
d. Without pictures on the label 

12. Do you think that attractive labels show the quality of product? 
a. Yes 
b. No 

13. Labelling design is an industry and working for the benefit of 
a. Consumers 
b. Manufacturers 
c. Marketers 
d. Not for consumers nor for manufacturers 
e. Working for themselves 

14. Low involvement products are in large numbers in any retail stores 
a. Yes 
b. No 

15. Low involvements products are manufactured for profit seeking 
a. Yes 
b. No 


