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ABSTRACT
177264

The purpose of this study was to study the Consumers Attitudes towards Nutrition Labels
in Mueang District, Chiang Mai Province. By studying from sampling group 400 people. The
questionnaire was used in this study. Statistics for data analyzing were frequency, percentage,
average and chi-square.

The results of the study were as follows:

Most consumers were female, age between 20-34 years old, bachelor degree graduated.
Most consumers regularly consume drinking food such as fruit juice and soft drink. Most
consumers consume ready to eat food in sealed package everyday.

Regarding the cognitive component of the attitude of consumers, the level of nutrition
labels knowledge for the majority of consumers in Mueang District, Chiang Mai Province was at
the medium level.

Regarding the affective component of the attitude, the majority of consumers had
positive attitudes toward nutrition labels. However, it was also found that most of them were
afraid of fake nutrition labels and had difficulty to understand nutrition labels.

Regarding the behavioral component of the attitude, the majority of consumers read
nutrition labels sometimes before buying and consume. Most interesting on nutrition labels is a
claimed word such as “high calcium” or “low fat”.

The results revealed that the majority of consumers would not buy the foods if no
nutrition labels declared on package. But they would not complain to Consumer Protection
Association. Consumers complained that nutrition labels too small, unbelievable and difficult to
understand.

Consumers proposed recommendations were: The consumers should read nutrition labels
prior to buy or consume, the consumers should gain more information about nutrition labels and
should be health-conscious consumers. They should protect themselves from unfair nutrition
claim.

Food and Drug Administration, Ministry of Public Health proposed recommendations
were: They should give more information about nutrition labels on how to read nutrition labels

and improved nutrition labels continuously.





