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Food products are a heavy part of everyday routine. Packaging elements act as a 
tool for differentiation. This helps consumers to choose the product from a wide range of similar 
products and stimulates customers buying behaviour. Thus, food package performs an 
important role in marketing communications and could be treated as one of the most important 
factors influencing consumers purchasing decision. Within a context of food-related fear, 
raised by the many crises and uncertainties, customers naturally seek to assure themselves of 
the various ingredients of food products. Their views on the aspect of nutritional values are 
growing rapidly. Labels are one of the most important features of product packaging, and they 
are designed to communicate a message. In this context, food labeling plays an important role 
in providing food information to the consumer. The first thing we need to do before we buy a 
product is to read the label carefully. Especially if it is a new product and we have not used it 
before. But are we really do it?  
Sometimes we are lazy to read the long list and we are comfortable with just a quick view of 
the calories and the expiration date. In fact, the neglect that we show to such an important fact 
could endanger our health as the product may have allergic ingredients.  
This paper aims to answer some research questions related to the connection between labels 
and costumer purchases. The main purpose of this task is to study the impact of the label's 
perception on the purpose of costumer purchasing and to analyze the effects on such a link of 
some moderate variables, like product labelling, costumer purchase elements, and socio-
demographic variables. This will allow us, at further stage, to better understand the costumer 
buying – label relation and to draw a number of interesting recommendations related to the 
implementation of a labelling strategy for food products. Through a study involving a sample 
of 123 consumers, we will be able to determine the degree of importance that consumers give 
to labels and the impact of the signals of these qualities for the purpose of costumer purchase. 
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Fig.1. Impact of labels on consumer purchasing 

Fig.2.Checking the food labels 
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