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The purposes of this survey were to study: (1) consumer’s exposure to product labels,
(2) consumer’s attitude toward product labels, (3) the impacts of labels’ components on
purchase intention, (4) the relationship between consumer's exposure to product labels and
consumer's attitude, (5) the relationship between consumer’s exposure to product labels and
purchase intention, and (6) the relationship between consumer’s attitude toward labels and
purchase intention. Self-administered questionnaires were used to collect data from 418 males
and females, 18-35 years old, living in Bangkok. Foam cleanser and liquid soap were chosen
as the representatives of the non-food broducts while fruit juice and chocolate were chosen as

the representatives of food products.

The findings showed that: (1) for the non-food products, consumers were exposed
more on the information of prices, brands, product categories and product claims, while
consumers were exposed more on expiry date, prices, brands and nﬁanufacturing date in the
food products, (2) there was no significant difference in attitude toward labels of both product
categories, (3) the information of product categories, prices, brands and product claims had
high impacts on purchase intention of non-food products, whereas, expiry date,
manufacturing date, brands and prices had high impacts on purchase intention of food
products, (4) consumer's exposure to product labels and attitude toward labels were
significantly and positively correlated in both produot categories, (5) consumer's exposure to
product labels and purchase intention were significantly and positively correlated in both
product categories and (6) consumer’s attitude toward labels and purchase intention were

also significantly and positively correlated in both product categories.





