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Abstract 

Attitudes of customers towards the nutritional aspect of the foods are increasing rapidly and also 

in India online grocery business is at emerging stage. In this context, at the time of online 

purchasing nutritional label of food product play a significant role in providing the relevant 

information to consumers. This study was conducted with a view of identifying important 

nutritional labelling aspects that customers would examine at the time of online purchasing of 

food product. The ultimate objective was to investigate the understanding and perception of 

nutrition label among customer when they buy an online food product. Pre-tested structured 

questionnaire was employed to collect data from random sample of 168 respondents. In the 

analysis of data SPSS Statistics Solution has been utilized. Nonparametric tests were used in the 

analysis of data with no normal distribution. Mann-Whitney U in the mean comparison of 2 

independent groups (Post-graduates & Undergraduates). Results indicate perceptions of 

customers on nutritional label subscales are statistically significant according to group. Another 

important finding is that only about a third of the consumers checked Manufacturer, the origin 

and FDA certification and 60.6% of them looked for expiry date and nutrition information. The 

customers felt that too much information displayed on the labels is too technical to understand as 

most of them lack basic nutrition knowledge. 
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INTRODUCTION 

In India, because of the growing prevalence of diet-related diseases such as diabetes, 

cardiovascular and obesity disease, the prevention and management of these diseases have 
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become an important public health issue. So as to lessen the rate pace of diet-related disease, the 

government and nourishment producers elevate nutritional marks to help buyers settling on more 

beneficial nourishment decisions. Globally, many countries have introduced policies nutrition 

label to improve food purchase behaviour of the public (Hong et al. 2009). Getting consumers to 

eat more healthily is not any trivial task. While health is valued by everybody and thus is one 

amongst the elemental drivers of human behaviour, attempts to vary eating patterns by informing 

consumers about the link between diet and health are difficult. One amongst the foremost 

instruments in trying to bring forth more healthy eating patterns has been nutrition labelling. 

Nutritional labelling is an effort to produce consumers, at the purpose of the purchase, with 

information about the nutritional content of individual food products, so as to enable consumers 

to decide on nutritionally appropriate food (Grunert and Wills, 2007). In many parts of the world, 

food companies, consumers and governments are re-examining the provision of nutrition 

information on food labels. It is important that the nutrition information provided be appropriate 

and understandable to the customers and that it impacts food-choice behaviour (Wills et al. 

2009). Food labelling represents a valuable tool to assist consumers to make informed decisions 

about their diet and lifestyle. Hence, food labels play a crucial role by disseminating important 

nutrition information to consumers and even at the time of online purchasing. Initially, food 

labelling was limited to food name, quantity, and price and manufacturer identity. But recently, 

its important aim is to bridge the gap between the consumers and also the original food 

ingredients. The net grocery business is an emerging stage in India. Various factor has to analyse 

by online retailers that affect customers purchase intentions towards online grocery shopping. 

It’s also observed that purchasing behaviour of consumers for online grocery shopping is 

completely different than buying from physical markets and nutrition information informs 

consumer decisions at the purpose of sale in offline stores, it's unclear whether such information 

affects online food sales. Through the questionnaire, I tried to examine the customer 

understanding of food label and perception of nutrition label during online purchasing and the 

result comes 61% of consumers across the age groups reported that they checked nutrition label 

on food product when they buy online. This justifies the finding that 60.6% of them looked for 

expiry date and nutrition information. Another important finding is that only about a third of the 

consumers checked Manufacturer, the origin and FDA certification. The consumers felt that too 

much information displayed on the labels is too technical to understand as most of them lack 

basic nutrition knowledge. A significantly greater number of customers with higher education 

qualifications were checking both nutrition information and quality symbols. 
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Many research have been conducted to analyse attitude of customers towards nutritional labeling 

in food product. Nutritional label may assume a significant job in the showcasing of food 

products through correspondence and advancing shopper certainty. Most of researcher has 

focused on customer responses to nutrition labeling in offline stores (Shah et al. 2014; 

Balasubramanian and Cole, 2002; Russo et al. 1986). Some of the researcher  includes the impact 

on consumer purchasing behavior (Teisl et al. 2001; Keller et al. 1997), believes about product 

healthiness (Kaur et al. 2016), information-processing behavior (Moorman, 1990), attitudes 

toward retailers (Newman et al. 2014), and food consumption (Wansink and Chandon, 2006). 

The diversity of responses is based on consumer differences such as motivation, level of 

education (Cole and Gaeth, 1990), consumer knowledge (Liu et al. 2015). The recent 

development of the Internet has boosted the extension of online food services by enabling people 

to search, compare prices and conveniently access these services (Internet Live Stats, 2016; 

Kitsikoglou et al. 2014; Anonymous, 2011). In 2015 more than one-third of Asia-Pacific 

participants, especially in developing countries, answered that they looked for and ordered 

products via the Internet (The Nielsen Company, 2015). Nonetheless, such business raises food 

safety and cleanliness contemplations, especially in low income nations where food frameworks 

are heterogeneous and divided, with a power of little casual food (Grace, 2015). My research is 

in line with the latter studies and evaluates consumers Awareness towards presence of nutritional 

label of food product during online purchasing and consumer’s perception towards the food 

labeling. 

 

 

OBJECTIVE OF THE STUDY 

 

To investigate the understanding and perception of nutrition label among customer when they 

buy an online food product 

 

METHODOLOGY 

 

Sample Size 

250 respondents were assumed to participate out of which 168 responded. So, the sample size is 

168 respondents, whose opinion forms the base of this study and its analysis. Convenience 

sampling technique was used. Primary data were collected through Pre-tested self-administered 

structured questionnaire. 

DATA ANALYSIS 
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168 people participated in the study A 5-point Likert scale ((1) Strongly disagree; (2) Disagree; 

(3) Neither agree nor disagree; (4) Agree; (5) Strongly agree) was used to evaluate the perception 

of the participant on nutrition label during online purchase, participants are required to choose 

what he considered. The answers include Level of nutritional knowledge about the food they 

usually eat, It offers them useful information about the product, they consider it as a guarantee of 

quality and food safety, they do understand the information provided, they think it contains too 

much information. 

In the analysis of data SPSS Statistics Solution has been utilized. Nonparametric tests were used 

in the analysis of data with no normal distribution. Mann-Whitney U in the mean comparison of 

2 independent groups (Post graduates & Undergraduates). 

 

RESULT 

A total of 168 individuals participated in the study. The mean (SD) age participants were 33 

years. Majority of the participants were active buyer (80.4%) and none of them illiterates. More 

than half of the participants were employed (53%). Table 1 shows the food purchasing and food 

labelling-related awareness and practices of the study participants. The awareness of nutrition 

labels present on food product was reported by 83.2% of the participants and 90.8% of 

participants buy food product online and 70% of participants buy food product online monthly 

basis. However, only 71% of the participants preferred to buy online only those products that 

carry a nutritional label 60.6% customers checked both expiry and nutritional information during 

online purchase and only one third of participant checked Manufacturer, the origin and FDA 

certification on the label. Only 11% reported that understanding the nutrition label on food 

product during online purchasing was easy. A 5-point Likert scale ((1) Strongly disagree; (2) 

Disagree; (3) Neither agree nor disagree; (4) Agree; (5) Strongly agree) was used to evaluate the 

perception of the participant on nutrition label during online purchase, participants are required 

to choose what he considered. The answers include Level of nutritional knowledge about the 

food they usually eat, It offers them useful information about the product, they consider it as a 

guarantee of quality and food safety, they do understand the information provided, they think it 

contains too much information. 

Mann-Whitney U was conducted in order to test whether the perceptions of participants on 

nutritional label, subscales differ in terms of groups or not. Based on the obtained results in the 

following table, there exists no statistically significant difference between the groups under each 

subscale based on p values. (P=0.855, P=0.65, P=0.79, P=0.57, P=0.63, P > 0.05). (See Table 1) 
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Table 1: Mann Whitney U Test Results of Perception of customers on nutritional label Subscales 

according to Different Employment Groups 

  Groups No. Mean Rank p 

Level of nutritional knowledge about 
the food you usually eat 

Post Graduate           90          90.73  
0.855 

Under Graduate           78          75.52  

It offers me useful information about 
the product 

Post Graduate            90          92.86  
0.65 

Under Graduate           78          73.34  

I consider it as a guarantee of quality 
and food safety 

Post Graduate           90          93.83  
0.79 

Under Graduate           78          72.42  

I do not understand the information 
provided 

Post Graduate           90          85.29  
0.57 

Under Graduate           78          82.33  

It contains too much information 
Post Graduate           90          93.24  

0.63 
Under Graduate           78          75.19  

 

 

H0: The differences in perceptions of customers on nutritional label subscales are not statistically 

significant according to groups. 

H1: The differences in perceptions of customers on nutritional label subscales are statistically 

significant according to group. 

 

  

DISCUSSION AND CONCLUSION 

This study was designed to test the research question that is “Do Customer pay attention to 

nutrition label when they buy an online food product?”  Most of the participant buy online food 

product .Although 61% of consumers across the age groups reported that they checked nutrition 

label on food product when they buy online. This justifies the finding that a 60.6% of them 

looked for expiry date and nutrition information. Another important finding is that only about a 

third of the consumers checked Manufacturer, the origin and FDA certification.  The consumers 

felt that too much information displayed on the labels is too technical to understand as most of 

them lack basic nutrition knowledge. A significantly greater number of consumers with higher 

education qualifications were checking the nutrition information as well as quality symbols. 

Therefore, there is a need to take up a two-pronged approach of creating public awareness on 

basic nutrition as well as an understanding of nutrition label on the one hand and experimenting 

with newer ways of information display to make food labels consumer-friendly on the other. In 

addition the investigation towards nutrition label is significant for future instruction and 

strategies of nutrition label especially in case of both online purchasing and selling. Since 

customers can profit by perusing nutrition label, for example, diminish commonness of diet-
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related infections, progressively extra procedures that upgrade to spread information on nutrition 

label.  

 

SUGGESTIONS 

❖ The majority of people I met had different food consumption patterns from that of a 

student to an athlete. Their focus varied on food from person to person. 

❖ Nutrition labels play an important role since a crucial part of these sample population 

wanted to monitor and control the dietary pattern they follow, and with nutrition labels 

they can understand it in a better way. 

❖ Though the understanding of the nutrition label is not a difficult task for the educated and 

young college goers, but as observed, many lack the proper knowledge to decipher and 

health benefits each provides. 

❖ Also several feedbacks that are important for the organizations focusing on health and 

nutritious food items were received. This included the key information should be 

highlighted in order alert people about health benefits and precautions. 

❖ For diabetic and Blood pressure patients, special focus should be given on the nutritional 

aspects. The feedback included special notes and precautions on the product or QR code, 

giving details of information that cannot be listed on products. if patients are suffering 

from any of the two diseases  
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