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DEFINITION OF TERMS ABBREVIATIONS AND ACRONYMS 

 

Packed Food Items means any raw, partially or fully processed edible substance of 

plant or animal origin with nutrients preserved in a container for human 

consumption. 

 

Label Information is any printed information on a product package that described the 

product. 

 

Supermarket is any marketplace with wide variety of food and household items sold 

in a self-service and pay at the counter basis regardless of the size of the store. 
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ABSTRACT 

 

Tanzania has being going through several aspects of developments categorised into 

various epochs each carrying along different challenges. With increased economic 

activities and involvement of both males and females in formal employments 

consuming most of their day times leaving household responsibilities delegated to 

meagrely paid servants known as “house girls”.  Increasingly, residents of growing 

urban places to include Mwanza City Center rely on Packed Food Items which are 

simple and easy to cook as they are partially or wholly processed already. 

 

Manufacturers of Packed Food Items therefore, compete amongst themselves to 

communicate with targeted consumers at points of purchase to induce favourable 

response likewise during consumption to create loyalty. Label Information is hence 

vital tool to establish informed purchase decision particularly in supermarkets where 

consumers freely survey to pick a product from arrays of similar goods place at close 

vicinity. 

 

It was the interest of the study to qualitatively examine the relationship between 

Label Information provided on Packed Food Items and the purchase decision of 

consumers whereby the earlier was maintained as independent variable while the 

latter was treated as dependent variable. A total of 300 questionnaires were 

processed, 50 interviews conducted and three focussed groups each with 15 

participants were organised. The study was conducted in Nyamagana district, 

Mwanza city centre.  

 

Majority of those who filled the questionnaires (91%) recorded to have been buying 

Packed Food Items from supermarkets, while all those interviewed and those who 

participated in focussed group discussions acknowledge buying Packed Food Items 

from supermarkets. Likewise (71%) of questioned participants responded not to be 

reading the Label Information in the course of purchase decision and many have 

perceived confidence in brand names, dominant corporations and supermarket 

outlets.  
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CHAPTER ONE 

 

PROBLEM SETTING 

 

1.0 Introduction 

This chapter introduces the research topic and provide a background establishing the 

knowledge gap which is the motive of the undertaking. Also, the research problem is 

well defined and research objectives and questions are numerated. Moreover, the 

significance of the study and the limitations encountered are also provided. 

 

1.1 Background 

Tanzania has experienced various aspects of development i.e. enlarged people’s 

choices. The range of choices is context-specific. It varies depending on the 

individuals concerned and the country in question (UNDP, 1997). The UNDP (ibid) 

points out that there are four major elements in the concept of development, 

particularly human development. These are productivity, equity, sustainability and 

empowerment. 

 

The dominant meanings of development have been those attributed by economists 

and used in economics (Chambers, 2004). In all cases it has been normative and has 

involved change. Development is equated with economic development, and 

economic development in turn with economic growth. The underlying meaning of 

development has been good change in the realm of ecology, economics, society, and 

politics and indeed in all spheres of life. Economic development is a process and 

approach used to create jobs, assets, and an investment climate in distressed 

neighbourhoods and cannot be separated from community development (Zdeck, 

1994). 

 

Following Arusha Declaration guiding policy of African Socialism and Self 

Reliance, from which the government controlled major economic activities and 

businesses. Most previously privately owned ventures were nationalised thereafter 

and businesses were under the direct control of the government.  
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These businesses included the retailing of goods and/ services through established 

Regional Trading Companies (RTC), Household Supplies Company Limited 

(HOSCO) etc.  

 

However, Tanzania among other, developing countries was plagued by deeply rooted 

economic distortions and inefficiencies that had become widespread in their 

production, distribution, and financial systems (Reed, 1992:1). Hence, the 

introduction of Structural Adjustment Programs in 1986 which basically introduced 

policy parameters like liberalization of trade, devaluation of currency, dismantling 

price controls and subsidies, privatization, reducing government deficits and 

government spending, as well as eliminating other forms of protectionism. In 

essence, it is the pursuit of market-led economy! 

 

With the Structural Adjustment Programs ran parallel to the Economic Recovery 

Programs in Tanzania, the private sector became enhanced. In 1990s several 

privately owned retail centres for goods and services were established while most 

government owned going concerns were partly or wholly privatised. This brought 

about a chain of local shops, mini-supermarkets, supermarkets and as of recently 

shopping malls.  

 

Most of the mini-supermarkets and supermarkets aren’t really of the similar standard 

compared to developed world but just they have in common the “self-service” style 

of picking and pay at the counter. This provides customers with enough space and 

freedom of selecting among the products displayed on shelves with aid of carts and 

pay once satisfactorily completed the shopping experience. Usually, there is minimal 

or no persuasion from shopkeepers or attendants about suitability of goods among 

competitive displayed products.  

 

The Household Budget Survey 2007 captured data for literacy. For the population 

over 15 years, the overall literacy rate was 72.5 per cent. There has been an 

improvement in the literacy rate for women since HBS 2000/01, from 64 to 66.1 per 
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cent. For men, the literacy rate remained almost the same over this period 79.6 per 

cent in 2000/01 and 79.5 per cent in 2007. 

 

Table 1.1:  Percentage of Population 15+ years Who Are Literate, by 

Residence and Gender 

  2000/01 2007 

 Total Dar Es 

Salaam 

Other 

Urban 

Rural Total Dar Es 

Salaam 

Other 

Urban 

Rural 

Male 79.5 94.3 91.5 76.1 79.5 94.6 91.5 74.7 

Female 64.0 88.3 80.0 58.8 66.1 87.7 80.9 59.5 

Total 71.4 91.3 85.8 66.9 72.5 91.0 85.8 66.8 

Source: Household Budget Survey 2007 (NBS, 2009) 

 

Also, females accounted for 34% enrolment at tertiary level of education in higher 

education institutions in 2008/09 where 31,820 were female students out of a total of 

95,525(MoEVT, 2009). However, affirmative action like the  introduction of a pre-

entry programme for women with lower qualifications has led to increased enrolment 

of female students at the University of Dar es Salaam (UDSM)from 27 per cent in 

2001/02 to 38 per cent in 2005/06 (UDSM, 2006). Women’s enrolment in the 

Science Faculty increased from 28 per cent to 40 per cent over the same period. 

Courses provided through the Vocational and Technical Training Authority (VETA) 

enrolled 114,399 students in 2008 with female students accounting for 47 per cent of 

total enrolment, with wide variation by course, for example, 17.6 per cent of students 

in engineering and other science were women compared with 64.6 per cent in health 

and allied science (MoEVT, 2008). 

 

Among Tanzanians in the labour force, almost 90 per cent are employed, 7 per cent 

are underemployed (they do not work as many hours as they would like) and 11.7 per 

cent are unemployed (Table 14). Females are a little more likely to be unemployed 

than males. 
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Table 1.2:  Economically Active Population (15+ Years), by Employment 

Status and Gender, 2006 

Status Male (%) Female (%) Total (%) 

Employed  89.3 87.4 88.3 

Fully Employed 82.0 81.0 81.5 

Under Employed 7.3 6.5 6.9 

Unemployed 10.7 12.6 11.7 

Total 100.0 100.0 100.0 

Source: Integrated Labour Force Survey 2006 

 

The agricultural activities employ the largest share of the population, and that a 

larger proportion of females (79.7 per cent) are engaged in agriculture than males 

(70.6 per cent). Just over 6 per cent of females are employed in private households 

and in wholesale and retail trade. For males, the second most common industry is 

wholesale and retail trade, where 9.3 per cent of them are employed. 
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Table 1.3:  Employment by Main Industry, Gender and Residence, 2006 

 

Industry 

Male (%) Female (%) Total (%) 

Dar Es 

Salaam 

Other 

Urban 

Rural Total Dar Es 

Salaam 

Other 

Urban 

Rural Total Dar Es 

Salaam 

Other 

Urban 

Rural  Total 

Agriculture/ Hunting/ Forestry 11.1 38.5 85.3 70.6 16.8 48.5 91.7 79.7 13.6 43.6 88.7 75.3 

Fishing 1.3 2.0 2.2 2.1 0.2 0.2 0.3 0.3 0.8 1.0 0.3 1.2 

Mining & Quarrying  0.5 1.5 0.8 0.9 0.1 0.4 0.1 0.1 0.3 0.9 0.4 0.5 

Manufacturing 9.8 6.9 1.8 3.4 4.9 5.8 0.8 1.9 7.7 6.3 1.3 2.6 

Electricity, Gas & Water 0.7 0.5 0.0 0.2 0.4 0.1 0.0 0.0 0.6 0.3 0.0 0.1 

construction 6.8 4.7 1.0 2.1 0.2 0.3 0.0 0.1 0.4 2.5 0.5 1.1 

Wholesale & Retail Trade 31.2 21.4 3.8 9.3 26.0 17.9 1.9 6.1 29.0 19.6 2.8 7.6 

Hotels & Restaurants 3.4 2.9 0.4 1.1 10.2 7.4 1.2 2.8 6.3 5.2 0.8 2.0 

Transport/ Storage & 

Communication 

 

12.3 

 

5.8 

 

1.0 

 

2.9 

 

1.3 

 

0.2 

 

0.0 

 

0.2 

 

7.6 

 

2.9 

 

0.5 

 

1.5 

Financial Intermediation  0.8 0.2 0.0 0.1 0.6 0.1 0.0 0.1 0.7 0.2 0.0 0.1 

Real Estate/Renting & Business 

activities 

 

3.6 

 

1.6 

 

0.3 

 

0.8 

 

1.2 

 

0.3 

 

0.0 

 

0.1 

 

2.5 

 

0.9 

 

0.1 

 

0.5 

Public Administration & 

Defence 

7.3 5.2 0.6 1.9 2.2 0.8 0.1 0.3 5.1 2.9 0.3 1.1 

Education 2.5 2.4 1.3 1.6 3.7 2.9 0.6 1.2 3.0 2.7 0.9 1.4 

Health & Social Service 1.3 1.1 0.3 0.5 2.4 2.1 0.2 0.7 1.8 1.6 0.3 0.6 

Other Community/ Social & 

Personal service activities 

 

2.6 

 

2.7 

 

0.4 

 

1.0 

 

2.2 

 

1.2 

 

0.1 

 

0.4 

 

2.4 

 

1.9 

 

0.2 

 

0.7 

Private households with 

employed persons 

 

4.8 

 

2.6 

 

0.8 

 

1.5 

 

27.6 

 

11.8 

 

2.9 

 

6.1 

 

14.6 

 

7.3 

 

1.9 

 

3.8 

Total 100 100 100 100 100 100 100 100 100 100 100 100 

Source: ILFS 2006 
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The trend of labour force revealed that there is an increase of 2.8 million people in 

labour force, equivalent to 16.0 percent for the past five years, basing on the analysis 

of the Integrated Labour Force Surveys 2000/01 and 2005/06. Furthermore, the 

analytical results of 2005/06 survey showed that, there were 20.6 million active 

people in the labour force in Tanzania Mainland compared to 17.8 million people in 

2000/01. The analytical results of ILFS 2005/06 showed that, 18.3 million people 

were employed, of which 9.0 million were male while 9.3 million were female. 

 

The family is a unit of production, consumption, reproduction, and accumulation, has 

been profoundly impacted by the economic development and increase of 

socioeconomic activities which is transforming the environment in which families 

make their lifestyle decisions. These broader socio-political and economic 

environments provide the contexts for understanding changes in Tanzanian African 

family structures away from traditional patterns to new ones generated by the 

expansion of education, health care, employment, and migration. Yet the same forces 

that engender significant vistas for families have also produced multiple constraints 

as families seize opportunities to participate in economic activities. 

 

Increasingly, both husbands and wives are occupied with employments particularly 

during the day time of the working days of a week which at times extend to early 

hours of the each evening. Hence, parents have little time to spend handling 

household matters and much has been delegated to marginally paid house servant 

commonly known as “house girls.” This has resulted to more routinely purchases and 

consumption of readily made or partially processed Packed Food Items from 

supermarkets which are simple to prepare at a limited time in most urban families. 

Due to this demand, Tanzania urban areas continues to witness mushrooming of 

supermarkets, mini-supermarkets and grocery/stores flooded with both local or 

imported Packed Food Items. 

 

1.2  Statement of the Problem 

Tanzanians visiting supermarkets or mini-supermarkets are usually bewildered with 

arrays of attractive Packed Food Items from which they have to make a choice and 
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ultimate purchase decision. Marketers, Sales Personnel and Manufacturers 

particularly of convenience consumer goods such as Packed Food Items strategise to 

have their products closely placed on shelves of similar product lines. So doing, 

provides consumers in such self service stores with wide range of Packed Food Items 

from competing manufactures offering similar utility. 

 

Also, Marketers of Packed Food Items constantly communicate with consumers 

through various tools of promotion e.g. Advertising, Personal Selling, Sales 

Promotion, Publicity and Public Relations, Direct Marketing, Exhibitions and 

Sponsorships in order to inform targeted consumers about features and availability of 

their Packed Food Items and persuade such markets to buy the packed food items or 

act favourably. Hence, consumers at the point of purchase may have in-mind similar 

or conflicting awareness about various similar Packed Food Items from competing 

companies. 

 

Packed Food Items and ingredients have immediate output to the wellbeing of 

consumers. Some allergic or medically restricted consumers are prohibited from the 

consumption of certain chemicals contained in packed food items. Likewise, when a 

customer purchases Packed Food Items for infants or hospitalised consumers 

(patients), extra care need be demonstrated in the purchase decision. 

 

Moreover, Tanzanian marketplaces are infiltrated and flooded with counterfeit 

products to include Packed Food Items and authorities like Tanzania Bureau of 

Standards, Tanzania Food and Drug Authority and the Fair Competition Commission 

combat against such unfair business conducts in order to protect consumers. 

 

1.3  Research Questions 

(i.) Do customers read and comprehend the Label Information provided on 

Packed Food Items in the course of purchasing? 

(ii.) Does the Label Information influence Purchase Decision of Packed 

Food Items in a supermarket environment? 
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(iii.) Which type of Label Information do customers consider most 

important for a purchase decision of Packed Food Items? 

 

1.4  Research Objectives 

 

1.4.1  General Objective 

To assess the influence relationship between the Label Information provided on 

Packed Food Items and the purchase decision of customers in a supermarket (self-

service convenient store/grocery). 

 

1.4.2  Specific Objectives 

(i.) To examine whether consumers do read Label Information on Packed 

Food Items during purchase 

(ii.) To establish whether consumers do comprehend Label Information 

provided on Packed Food Items 

(iii.) To identify factors which influence purchase decision of Packed Food 

Items in Supermarkets 

(iv.) To understand Packed Food Items Label Information requirements by 

the Tanzanian Food Labelling Regulations 

(v.) To explore the most Label Information sought on Packed Food Items 

by customers in supermarkets 

 

1.5  Scope 

The research was conducted within Nyamagana district in Mwanza which forms the 

city centre of the Mwanza region. Mwanza is the second most populated region of 

Tanzania (National Census, 2012) with growing retail outlets. 

 

1.6  Significance of the Research 

Strategic communications with targeted customers is indispensably vital to facilitate 

customers’ purchase decision at marketplaces and establish loyalty for future 

purchases hence findings of this research shall provide manufacturers’ and marketers 
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alike with pertinent knowledge of what information do customers seek on the labels 

of Packed Food Items given the increasingly global competitive forces. 

 

Also, the research will identify barriers (if any) of communication resulting from 

current labelling practices of Packed Food Items and the customer’s perceived 

credibility of Label Information. The findings will as well benefit law enforcements 

about fair practices and compliance of various manufactures according to the legal 

framework of Tanzania. 

 

Moreover, the study shall form basis for future researchers on the subject matter to 

enrich and broaden knowledge about labelling of Packed Food Items which is crucial 

for the health and wellbeing of consumers in Tanzania. 

 

1.7  Rationale and/ Justification of the Research 

First and foremost, the study is a partial fulfilment requirement of the award of MSc 

Marketing Management of the Mzumbe University tenable at the Dar Es Salaam 

Campus College. Knowledge related to influence relationship between Label 

Information of Packed Food Items and purchase decision in Nyamagana district, 

supermarkets in Mwanza City Center will be generated. This is important, especially 

to manufactures and SMEs competitive packaging strategy 

 

1.8  Limitation of the Study 

In the undertaking of this study, the researcher encountered numerous unforeseeable 

limitations to include firstly non financial sponsorship of the Meals and 

Accommodation from the sponsor during the research period. Secondly, reluctance 

of some of the targeted respondents to voluntarily participate and cooperate in the 

study leaving about 30 questionnaires unaccounted for.  

 

However, despite all the limitations, the researcher with determination persevered to 

its completion. 
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CHAPTER TWO 

 

LITERATURE REVIEW 

 

2.0  Introduction 

Hart (1998) defined the literature review as “the use of ideas in the literature to 

justify the particular approach to the topic, the selection of methods, and 

demonstration that this research contributes something new” (p.1). He also noted that 

for the literature review, “quality means appropriate breadth and depth, rigor and 

consistency, clarity and brevity, and effective analysis and synthesis” (Hart, 1998, 

p.1). Shaw (1995) noted that the process of the review should “explain how one 

piece of research builds on another” (p. 326). Webster and Watson (2002) defined an 

effective literature review as one that “creates a firm foundation for advancing 

knowledge. It facilitates theory development, closes areas where a plethora of 

research exists, and uncovers areas where research is needed” (p. 13). 

 

Chapter two of the study therefore, reviews the abundant literatures on consumer 

behaviour and existing theories related to consumer purchase decision making. In 

order to understand the scientific community’s current understanding of the factors 

influencing consumers’ purchase decisions; a thorough review of empirical literature 

relating the findings of fellow researchers was conducted in order to capture their 

findings and compare experiences so as to establish possible causes of deviation. 

 

2.1  Theoretical Literature Review 

Consumer decision making has long been of interest to researchers. Beginning about 

300 years ago early economists, led by Nicholas Bernoulli, John von Neumann and 

Oskar Morgenstern, started to examine the basis of consumer decision making 

(Richarme, 2007).  

This early work approached the topic from an economic perspective, and focused 

solely on the act of purchase (Loudon and Della Bitta, 1993). The most prevalent 

model from this perspective is ‘Utility Theory’ which proposes that consumers make 

choices based on the expected outcomes of their decisions.  
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Consumers are viewed as rational decision makers who are only concerned with self 

interest (Schiffman and Kanuk, 2007, Zinkhan, 1992). 

 

Where utility theory views the consumer as a ‘rational economic man’ (Zinkhan, 

1992), contemporary research on Consumer Behaviour considers a wide range of 

factors influencing the consumer, and acknowledges a broad range of consumption 

activities beyond purchasing. These activities commonly include; need recognition, 

information search, evaluation of alternatives, the building of purchase intention, and 

the act of purchasing, consumption and finally disposal. This more complete view of 

consumer behaviour has evolved through a number of discernable stages over the 

past century in light of new research methodologies and paradigmatic approaches 

being adopted. 

 

While this evolution has been continuous, it is only since the 1950’s that the notion 

of consumer behaviour has responded to the conception and growth of modern 

marketing to encompass the more holistic range of activities that impact upon the 

consumer decision (Blackwell et al., 2001). This is evident in contemporary 

definitions of consumer behaviour: 

“Consumer behaviour…… is the study of the processes involved when 

individuals or groups select, purchase, use or dispose of products, services, 

ideas or experiences to satisfy needs and desires.” (Solomon et al., 2006, p6). 

“the behaviour that consumers display in searching for, purchasing, using, 

evaluating, and disposing of products and services that they expect will 

satisfy their needs” (Schiffman and Kanuk, 2007, p.3). 

 

2.1.1  Economic Man 

As mentioned above; early research regarded man as entirely rational and self 

interested, making decisions based upon the ability to maximise utility whilst 

expending the minimum effort. While work in this area began around 300 years ago 

(Richarme, 2007), the term ‘economic man’ (or even Homo economicus (Persky 

1995)) was first used in the late 19th century (Persky, 1995) at the start of more 

sustained research in the area. 
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In order to behave rationally in the economic sense, as this approach suggests, a 

consumer would have to be aware of all the available consumption options, be 

capable of correctly rating each alternative and be available to select the optimum 

course of action (Schiffman and Kanuk, 2007). These steps are no longer seen to be a 

realistic account of human decision making, as consumers rarely have adequate 

information, motivation or time to make such a ‘perfect’ decision and are often acted 

upon by less rational influences such as social relationships and values (Simon, 

1997).  

 

Furthermore, individuals are often described as seeking satisfactory rather than 

optimum choices, as highlighted by Herbert Simons Satisficing Theory (Simon, 

1997), or Kahneman and Tversky’s Prospect Theory (Kahneman and Tversky, 1979) 

which embrace bounded rationality (Simon, 1991).  

 

2.1.2  Psychodynamic Approach  

The psychodynamic tradition within psychology is widely attributed to the work of 

Sigmund Freud (1856-1939 and Stewart, 1994). This view posits that behaviour is 

subject to biological influence through ‘instinctive forces’ or ‘drives’ which act 

outside of conscious thought (Arnold, Robertson et al., 1991). While Freud identified 

three facets of the psyche, namely the Id, the Ego and the Superego (Freud, 1923), 

other theorists working within this tradition, most notably Jung, identified different 

drives (Ribeaux and Poppleton, 1978).  

 

The key tenet of the psychodynamic approach is that behaviour is determined by 

biological drives, rather than individual cognition, or environmental stimuli.  

 

2.1.3  Behaviourist Approach  

In 1920 John B. Watson published a landmark study into behaviour which became 

known as ‘Little Albert’ (Watson and Rayner, 1920). This study involved teaching a 

small child (Albert) to fear otherwise benign objects through repeated pairing with 

loud noises. The study proved that behaviour can be learned by external events and 
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thus largely discredited the Psychodynamic approach that was predominant at the 

time.  

 

Essentially Behaviourism is a family of philosophies stating that behaviour is 

explained by external events, and that all things that organisms do, including actions, 

thoughts and feelings can be regarded as behaviours. The causation of behaviour is 

attributed to factors external to the individual. The most influential proponents of the 

behavioural approach were Ivan Pavlov (1849-1936) who investigated classical 

conditioning, John Watson (1878-1958) who rejected introspective methods and 

Burrhus Skinner (1904-1990) who developed operant conditioning.  

 

Each of these developments relied heavily on logical positivism purporting that 

objective and empirical methods used in the physical sciences can be applied to the 

study of consumer behaviour (Eysenck and Keane, 2000).  

 

There are a number of branches of research that conform to the major tenets of 

behaviourism, but differ subtly in other ways. Initially ‘Classical Behaviourism’, 

established by John Watson, required the entirely objective study of behaviour, with 

no mental life or internal states being accepted. Human thoughts were regarded by 

Watson as ‘covert’ speech (Sternberg, 1996), and strict monism was adhered to 

(Foxall, 1990). Between 1930 and 1950 Skinner founded ‘Radical Behaviourism’ 

which acknowledges the existence of feelings, states of mind and introspection, 

however still regards these factors as epiphenomenal (Skinner, 1938 and Nye, 1979). 

 

The assumed role of internal processes continued to evolve in subsequent decades, 

leading to more cognitive approaches with a new branch of study ‘Cognitive 

Behaviourism’ claiming that intrapersonal cognitive events and processes are 

causative and the primary irreducible determinants of overt behaviour (Hillner, 1984, 

p107).  
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While behavioural research still contributes to our understanding of human 

behaviour, it is now widely recognised as being only part of any possible full 

explanation (Stewart, 1994). Behaviourism does not appear to adequately account for 

the great diversity of response generated by a population exposed to similar, or even 

near identical stimuli.  

 

2.1.4  Cognitive Approach  

In stark contrast to the foundations of Classical Behaviouralism, the cognitive 

approach ascribes observed action (behaviour) to intrapersonal cognition. The 

individual is viewed as an ‘information processor’ (Ribeaux and Poppleton, 1978). 

This intrapersonal causation clearly challenges the explicative power of 

environmental variables suggested in Behavioural approaches, however an influential 

role of the environment and social experience is acknowledged, with consumers 

actively seeking and receiving environmental and social stimuli as informational 

inputs aiding internal decision making (Stewart, 1994). 

 

The Cognitive approach is derived in a large part from Cognitive Psychology which 

can trace its roots back to early philosophers such as Socrates who was interested in 

the origins of knowledge (Plato, 360 B.C.), Aristotle who proposed the first theory of 

memory (Aristotle, 350 B.C.) and Descartes who explored how knowledge is 

represented mentally in his Meditations (Descartes, 1640 and Sternberg, 1996).  

 

It was not until the middle of the 21st Century however, that Cognitive Psychology 

truly emerged as a mainstream and useful field of study with the development of the 

Stimulus-Organism-Response model by Hebb during the 1950’s (Figure 1.1) (Cziko 

2000) and the publication of the landmark text by Ulric Neisser in 1967 (Neisser, 

1967). From this point many writers suggested that Cognitivism had taken over from 

Behaviourism as the dominant paradigmatic approach to decision research (Furedy 

and Riley, 1987). 
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Figure 2.1:  Stimulus-Organism-Response Model of Decision Making 

 

 

 

Source: (Cziko, 2000) 

 

While there are distinct branches of cognitive psychology, they all share an abiding 

interest in exploring and understanding the mental structures and processes which 

mediate between stimulus and response (Kihlstrom, 1987). Contemporary Cognitive 

Psychology has identified and developed a wide range of factors which are thought 

fundamental to these intrapersonal processes including: perception, learning, 

memory, thinking, emotion and motivation (Sternberg, 1996). While this is far from 

a complete list of the possible constructs at play, it does serve to outline the 

complexity and multiplicity of issues inherent with this approach. 

 

Early Stimulus-Organism-Response models (as depicted in Figure 01) suggest a 

linear relationship between the three stages with environmental and social stimuli 

acting as external antecedents to the organism. This approach assumes that stimuli 

act upon an inactive and unprepared organism (Eysenck and Keane, 2000).  

Most modern theorists now, however, acknowledge that information processing is 

conducted by an active organism whose past experience will influence not only the 

processing of such information but even what information is sought and received. 

Information processing will be both stimulus driven and concept driven (Moital, 

2007); (Groome, Dewart et al., 1999). This development has resulted in more recent 

depictions of consumer decision making being circular in fashion (Peter and Olson, 

2008), or drawn through a Venn diagram (Jacoby, 2002).  

Despite coming from a Radical Behavioural perspective, Foxall (1990 p.18) 

identifies four key strengths of Cognitivism as a means of explaining consumer 

behaviour: 

(i.) Its closeness to the common-sense explanations of everyday discourse make 

it an intuitively attractive means of offering explanations of everyday 

behaviours such as purchasing and consuming;  

Stimulus Organism 
(Consumer) 

Response 
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(ii.) The ability of consumers to describe their experiences in terms of their 

attitudes, wants, needs and motives ensures that an explanation proceeds in 

the same terms as the description of what is explained; it brings a measure of 

unity and consensus to a still young field of inquiry. 

(iii.) The extensive use made by other social science and humanity disciplines of 

cognitive explanation has assisted the conceptual development of this line of 

consumer research by making possible the borrowing of theoretical and 

methodological inputs. 

(iv.) Furthermore, Cognitivism has the capacity to explain complex behaviours, an 

acknowledged deficiency of the competing Behavioural perspective where it 

is impossible to ascertain the contingencies that control response (Foxall 

1993).  

 

However, the cognitive approach is also criticised for a number of reasons. Foxall 

comments that the cognitive approach “…relies extensively upon the use of abstract 

and unobservable explanatory variables which seldom prove amenable to empirical 

investigation and evaluation” (1990 p. 96).  

 

Additionally, Cognitivism assumes the consumer is rational, discerning, logical and 

active in decision making; assumptions that have been questioned by a number of 

writers (Bozinoff, 1982, Solomon et al., 2006 and Schiffman and Kanuk, 2007).  

 

Despite these criticisms, a cognitive approach is more appropriate in the examination 

of ethical purchasing behaviour. Firstly, the complexity of such actions cannot be 

accommodated through behavioural models and secondly, the benefits of ethical 

consumption are largely vicarious in nature, requiring extensive intrapersonal 

evaluation. Key existing studies into ethical purchasing have all accepted the role of 

intrapersonal examination (Hines and Ames 2000, Nicholls and Lee 2006, Ozcaglar-

Toulouse, Shiu et al., 2006). 
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2.1.5  The Value Perspective 

Harnett (1998) believes that suppliers capable of offering the consumers ‘great value’ 

will be stronger in competition with other suppliers. In principle, the value emerges 

partly on what the consumer perceives s/he receives, partly on what the consumer 

perceives s/he gives. The perhaps most common use of the value term relates to the 

trade-off between quality and price, which may also be termed the ’value-for-money’ 

perspective (e.g., Chang and Wildt, 1994; Monroe, 1990; Abott, 1955; Hansen, 

2001a; Sweeney and Soutar, 2001). From the individual consumer’s point of view, 

the use of the value term means that it is possible to compare different values of 

product opportunities, and thereby also the individual product’s ability to satisfy the 

consumer (Reeves and Bednar, 1994; Teas and Agarwal, 2000). In order to receive 

something, e.g. a product, the consumer must accept a use of certain resources.  

 

However, monetary (and other) resources are limited. The consumer must therefore 

try to direct her/his use of resources at the product offering the highest quality per 

used resource unit in the eyes of the consumer. It can therefore be expected that a 

consumer will prefer a low price to a high price and high quality to low quality. This 

does not deter some consumers from preferring one particular value package, e.g. the 

combination of high quality and high price, while others may prefer a value package 

consisting of the combination of poor quality and low price.  

 

Furthermore, some consumers will emphasize price over quality, while others, in 

turn, will emphasize quality more than price (Zeithaml, 1988). When planning 

whether to buy a product, consumers can be expected to consider positive as well as 

negative aspects (refer to e.g., Dubois, 2000). 

 

2.1.6  Cue Utilization Theory 

Consumers are frequently faced with judging the quality of various products, when 

determining what to buy, in what amount. It may, however, be difficult for 

consumers to assess the importance of various quality-aspects in relation to each 

other and in relation to requirements rooted in the intended use of the products (SOU, 

1994). Therefore, consumers are often faced with uncertainty when making 
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judgments of the quality of products. However, the consumer may neither have the 

time nor the motivation to engage in extensive comparisons of the considered 

products. According to ‘cue utilization theory’ (Olson & Jacoby, 1972; Richardson et 

al., 1994) consumers may try to overcome their uncertainty and the lack of 

information by selecting one or more indicators (cues/stimuli) as a basis for their 

assessment of the quality of the product.  

 

An overwhelming amount of research on cue utilization theory has revealed a 

number of cues, which may be used by consumers as indicators of quality, including 

‘country-of-origin’ (Eliot & Cameron, 1994; Peterson & Jolibert, 1995), ‘product 

composition’ (Olson, 1972), ‘brand name’ (Dodds, 1991), ‘store name’ (Dodds, 

1991; Dodds, 1995), and ‘price’ (Leavitt, 1954; Shapiro, 1973; Brooker et al., 1986). 

From an economic point of view, there are at least two possible reasons for an 

expected positive correlation between price and quality. One is cost (quality costs 

money; consequently the quality of expensive products will be better). The second is 

demand (consumers demand quality; consequently quality products will be in greater 

demand, which will push prices up).  

 

The price of a product serves therefore at least to functions: (1) a higher price may 

signal higher quality (the ‘positive’ function of price), (2) the price denotes the 

sacrifice the consumer must make to obtain the product (the ‘negative’ function of 

price) (Zeithaml, 1988). While cue utilization theory can be seen as representing the 

‘positive’ function of price, the value perspective can be seen as representing the 

‘negative’ function of price. According to cue utilization theory, consumers may 

perceive a high price as an indicator of high quality (the positive function of price). 

 

2.1.7  The Information Processing Perspective 

The information perspective emphasizes that consumers have limitations on their 

capacity for processing information. These limitations include limited working 

memory and limited computational capabilities (Hansen, 1972; Bettman et al., 1998). 

Since the consumer’s processing capacity is limited, the consumer cannot process 

high amounts of cognitive information in relation to all choice situations. According 
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to the information perspective, a high involved consumer is more likely to process a 

high amount of cognitive information. Celsi & Olson (1988) conceptualize 

involvement as “like most consumer researchers, we view perceived personal 

relevance as the essential characteristic of involvement” (p. 211).  Consumers may 

be involved in buying a product for various reasons and different consumers may not 

be involved for the same reason.  

 

Consumers may purchase perfume because of its capacity to give pleasure, whereas 

consumers are more likely to focus on avoiding negative consequences of a bad 

choice when buying a vacuum cleaner (Laurent & Kapferer, 1985). In general, 

evidence from involvement research suggests, however, that factors such as high 

price, high perceived risk, high product heterogeneity, etc. are likely to increase the 

degree of consumer involvement (refer to e.g., Antil, 1983; Zaichkowsky, 1985; 

Rossiter & Percy, 1987).  

 

The information processing perspective presupposes that consumers behave as 

problem solving cognitive individuals reaching for a reasoned decision (Kassarjian, 

1981). The ‘Hierarchy of Effects’ model (Lavidge and Steiner, 1961; Blackwell et 

al., 2001) suggests that a stimuli is first processed at its most basic level and then at 

more abstract levels (Dubois, 2000).  

 

Consumers are expected to use their cognitive resources in forming beliefs (cognitive 

component) toward the attributes of a product, which in turn may result in the 

development of an overall feeling (affective component) in the sense of 

liking/disliking a product. Consumers with a positive attitude toward a product are 

expected to be more willing to consider buying it (cognitive component), than 

consumers with a less positive attitude toward the same product. In connection 

hereto, perceived quality can be regarded as a less abstract concept than attitude 

(refer to Grunert, 1996). Hence, perceived quality should be expected to precede 

attitude formation which in turn should be expected to precede buying intention in 

the consumer decision making process. 
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2.1.8  The Emotional Perspective 

The concepts of perceived quality and attitude can be seen as representing a 

cognitive (or instrumental, Alderson, 1957) view on consumer behaviour, in the 

sense that they both can be seen as the result of an evaluation procedure (Steenkamp, 

1989). In contrast, emotions represent an affective view on consumer behaviour. 

 

Emotions are caused by consumers’ exposure to specific stimuli. Surprise (an 

emotion) may for instance be caused by an unexpected gift (Derbaix and Pham, 

1991). Several researchers (e.g., Zajonc & Markus, 1982; Holbrook and Hirschman, 

1982; Batra and Ray, 1986) have suggested that the ‘traditional’ cognitive view 

should be complemented with taking into account consumers’ affections like the 

possible emotional responses to the perception and judgment of products and of 

consumption experiences.  

 

Consumer feelings have been shown to have several significant effects. Positive 

feelings can make one kinder, more generous, more resistant to temptation, and more 

willing to delay self-rewards (refer to Swinyard, 1993 for an overview). Also, 

previous research (Isen et al., 1978; Srull, 1983) suggests that individuals in positive-

mood states evaluate stimuli more positively than individuals in neutral- or negative-

mood states.  

 

Frijda, (1986) and Bergenwall, (1998) among several researchers link consumer 

emotions to consumer actions. Bergenwall (1998) suggests that “emotions usually 

lead to some kind of actions by the individual, i.e. they have some kind of 

consequences” (p. 14). As an example, the experience of a rude employee of a 

service company may lead to some internal reactions, e.g. ‘displeasure’ (affect). 

These internal reactions may lead to complaining actions by the consumer 

(Bergenwall, 1998). In line with this view Zajonc (1980) and Zajonc & Markus 

(1982) suggest that an individual can take action based on an emotional feeling that 

is without or with just a low level of cognitive activity.  
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Also, within the field of retailing research it is well established that retailers 

manipulate the physical environment to create specific emotional reactions among 

customers. The reason is that positive emotions seem to positively affect consumer 

purchase behaviour (Kotler, 1974; Barbin & Darden, 1996). Swinyard (1993) found, 

however, no support for the hypothesis that consumers in a good mood will have 

more positive shopping intentions than those in a bad mood. However, Bagozzi et al. 

(1999) maintain that “emotions have implications for action and for goal attainment” 

(p. 186). 

 

As involvement increases consumers’ processing effort can be expected to increase. 

Since emotion is self-related high involved consumers may process more emotion 

information than low involved consumers (Swinyard, 1993). Peter et al. (1999) 

argue, “Involvement…includes affect such as product evaluations (I like the taste of 

Magnum ice cream) and if product involvement is high, people may experience 

stronger affective responses such as emotions and strong feelings” (p. 77). 

 

Additionally, people seem to like to be involved in making purchase decisions when 

purchase involvement (Mittal, 1989) is based on positive motivations (reaching for a 

more desirable state) rather than negative motivations (problem removal) (refer to 

Rossiter & Percy, 1987).  

 

Perceived quality and emotions are related concepts in the sense that they both 

represent possible outcomes of consumers’ exposure to stimuli in the environment. 

However, while perceived quality forms part of the cognitive system, emotions are 

part of consumers’ affective system. The relationship between affect and cognition 

remains and issue in psychology and in consumer behaviour (refer to Peter & Olson, 

1996). Peter & Olson argue that “it is more useful to emphasize the interaction 

between the affective and the cognitive systems than to argue about which system is 

more important or dominant” (p. 55). In accordance with this suggestion a link 

between perceived quality and emotion is argued.  
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Emotions are based on the appraisals (i.e., consciously or unconsciously judgment 

and interpretation of stimuli; Bagozzi et al., 1999) consumers make to stimuli in the 

environment. A consumer who perceives a product to be of ‘good quality’ may form 

an affective response to this appraisal. That is, it is of course not the product itself 

that may produce an emotional response, but the consumer’s perception of the 

product. Since consumers seem to prefer good quality to poor quality (e.g., 

Steenkamp, 1989; Hansen & Solgaard, 2001; Hansen, 2002) it is therefore likely that 

the perception of good quality could cause consumer to produce a positive emotional 

response. 

 

A short note about ‘emotion’ versus ‘mood’ may be appropriate. According to 

Bagozzi et al. (1999) the main distinctions between mood and emotions are that 

mood is longer lasting and lower in intensity than emotion. Also, emotions are 

typical intentional (it has an object or referant), whereas moods are generally non-

intentional. In addition, mood is not as directly coupled with action tendencies as 

emotion. This paper deals with emotion. Especially, we are interested in the 

positive/negative emotions, which may occur as a result of consumers being exposed 

to stimuli in the environment. Previous research (e.g., Watson & Tellegan, 1985; 

Holbrook & Batra, 1987; Mehrabian & Russell, 1974) indicates that such emotions 

may be rather well captured by the concept of ‘pleasure’. 

 

2.2  Empirical Literature Review 

Liberalization of trade, globalization and development in food science and 

technology has resulted in an increase in trade and consumption of pre-packaged 

foods. Reading food labelling information is important to assist in making informed 

choices of food (Samson, 2012). 

Most legal regulations concerning food product labelling are conceived and 

implemented on the basic premise that dissemination of information in greater 

quantities and details will facilitate consumers in making better brand choice 

decisions (McCullough and Best, 1980). This basic premise is in turn based on the 

assumption that consumers are aware of the information being provided on the 

product label.  
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Further, policy interventions regarding mandatory disclosure of food product 

information also assume that consumers can comprehend and interpret the 

information on the food label. However, all these assumptions have been questioned 

by various researchers (For example, McCullough and Best, 1980). 

 

Many studies in the context of industrialized nations indicate significant 

demographic and socio-economic differences with regard to consumer awareness and 

the use of information provided on food labels (Food Marketing Institute, 1989; 

Bender and Derby, 1992; Wandel, 1997). For example, Wandel (1995) shows that 

women, the highly educated and those who are on special diets, tend to read the food 

labels to a greater extent than others (c.f. Wandel, 1997).  

 

Many investigators have also found that the interest in reading the food labels 

increases with age up to the mid-fifties, and thereafter it declines. The typical food 

label reader is reported to be a middle-aged woman with high education (Wandel, 

1995). Similarly, an empirical study of Nayga (1996) in the US shows that males are 

less likely to read labels; people with some college education are more likely to read 

labels and use the information; people on special diets have a higher probability of 

using food labels; consumers residing in metros are more likely to use and read 

labels than those living in non-metros etc.  

 

Studies also show that consumers who are aware that various microorganisms are the 

leading causes of food borne illness may change their behaviour with regard to 

handling of food instead of being overly concerned and change their food buying 

behaviour and it is also suggested that the choice of risk e.g. Health risk is socially 

and culturally dependent hence varying across cultures. 

 

Shoppers facing time constraints, an extensive list of items to purchase, or a broad 

range of products to evaluate may find it too costly to examine nutrition facts panels. 

Given that the benefits of a healthy diet are generally realized over time with 

consistent effort, shoppers may be likely to prefer the immediate gratification of 
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unhealthier foods with more preferred taste (Drichoutis et al., 2006; Teisl et al., 

2001).  

 

Viswanathan (1994) notes that summary information facilitates the use of nutrition 

labels and visual presentations lead to a greater degree of use than numerical 

presentations. Wansink (2003) shows that claims on the front of packages combined 

with longer, more detailed claims on the back of packages increases the credibility of 

message and consumers ability to process the message. 

 

The research findings on the effect of household size on nutrition label use are also 

mixed. Govindsamy and Italia (1999) and Drichoutis et al. (2005) suggest a negative 

relationship, while Nayga (1996) and Wang et al. (1995) find a positive relationship. 

In terms of nutrition information on shelf labels, one might expect that the larger the 

household, the more positive the response to nutrition labels since larger households 

are more likely to have members with dietary restrictions.  

 

Additionally, larger households consume more food items, and therefore must make 

a larger number of decisions, possibly contributing to more diverse tastes. At the 

same time, consumers from larger households with larger shopping lists may grow 

tired of looking at shelf label nutrition information. Shoppers with extensive 

shopping experience may rely more on their accumulated product knowledge (Joshua 

P. et al; 2009). 

 

There are mixed findings on the effect of income on the search for nutrition 

information as well. Kim et al. (2001),, McClean-Meyinsse (2001) and Wang et al. 

(1995) find a positive effect, whereas Schupp et al. (1996) find a negative effect.  

 

From a theoretical perspective, it is not clear how income should affect the 

acquisition of product information. High-income consumers have a greater 

opportunity cost and therefore might use nutrition labels to reduce search efforts.  
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Alternatively, given a large opportunity cost of time, high income earners may avoid 

nutrition labels altogether. Some studies show that females are more likely to search 

out nutrition information (Kim et al., 2001a and 2001b); McClean-Meyinsse, 2001; 

Govindsamy and Italia, 1999). However, Nayga (2000) finds that after accounting 

for nutrition knowledge, there are no differences between males and females 

concerning the use of nutrition labels. 

 

Previous research finds higher levels of education associated with a greater use of 

nutrition labels (Drichoutis et al., 2005; Kim et al., 2001; McClean-Meyinsse, 2001; 

Wang et al., 1995). This does not, however, indicate that shoppers with less 

education do not use nutrition labels (Drichoutis et al., 2006).  

 

For one, educational attainment does not always imply nutritional knowledge 

although the two are undoubtedly correlated to some degree. Additionally, taste 

preferences often trump nutrition and health considerations. 

 

Many marketing practitioners seem to believe that consumers choose their products 

and brands in a highly discriminating and deliberate fashion. McKinsey have 

estimated that some 23% of costs for a major food manufacturer were directly or 

indirectly attributable to building their brands’ added-values (Davis, 1986). If 

consumers were not in some sense prepared to pay for that differentiating activity or 

if the brand differences were not sufficiently valued, they argue there would not be 

the economic justification for either manufacturers or retailers to engage in expensive 

branding exercises.  

 

Recent research on price recall of grocery brands and own labels suggests that 

consumers can readily discriminate between product categories in assessing price-

perceived value relationships (de Chematony and Knox, 1991). Whether this level of 

discrimination exists between individual brands within product categories has yet to 

be reported for supermarkets products. Clearly, manufacturers and retailers subscribe 

to this view (perhaps based on proprietary consumer research) since brands within 

product categories are differentially priced in store. McWilliam (1991) presents a 
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very strong argument for carrying out this type of research amongst consumers using 

involvement to establish whether brand differentiation translates into differentiated 

values based on brand knowledge.  

 

Academics do appear divided in their views about consumer involvement with 

grocery products. For instance, the Kassarjians have stated categorically that 

consumers simply “don’t give a damn” about most grocery products (Kassarjian and 

Kassarjian, 1979). Barwise and Ehrenberg are of a similar view (Barwise, 1984). 

They argue that most grocery goods are so risk-free and, through direct experience of 

them, so similar that any perceived difference (no matter how trivial) is likely to 

generate some trial on a “why not” basis.  

 

In contrast, Kapferer and Laurent (1984) are able to distinguish between grocery 

product categories based on their involvement profile approach (p.8, measuring 

involvement). For instance, they found that consumers showed significant 

differences in the level of situational involvement when purchasing pasta or 

shampoo. The latter was found to be more highly involving. In a similar study, Mittal 

(1989) showed significant differences in situational involvement when wine were 

bought for a special occasion rather than as an ordinary purchase. However, none of 

the researchers measure enduring involvement, so the level of felt involvement 

remains unclear.  

 

In addition to enduring and situational involvement, there are a number of source 

influences that are regarded by academics as having an effect on the level of felt 

involvement with grocery products.  

 

2.3  Conceptual Framework Presentation 

The conceptual framework of the study the system of concepts, assumptions, 

expectations, beliefs, and theories that supports and informs your research is a key 

part of your design (Miles & Huberman, 1994; Robson, 2002). Miles and Huberman 

(1994) defined a conceptual framework as a visual or written product, one that 

“explains, either graphically or in narrative form, he main things to be studied the 
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key factors, concepts, or variables and the presumed relationships among them” (p. 

18). A conceptual framework presentation of interrelated variable determining the 

influence of label information on the purchase decision of packed food items in a 

self-service convenient grocery 

 

Figure 2.2:  Interrelated Variables of the Conceptual Framework  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Source: Researcher’s Postulation 2013 
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CHAPTER THREE 

 

RESEARCH METHODOLOGY 

 

3.0  Introduction 

This chapter explains the research methods adopted by the researcher. Firstly the 

research design which is qualitative research which is a disciplined enquiry 

examining the Nyamagana City Center residents meaning of individuals’ experiences 

and actions in the context of their social and cultural environment. 

 

3.1  Type of the Study 

The study was both descriptive and explanatory in nature in the sense that it 

examines the cause and effect between Label Information and purchase decision of 

Packed Food Items in supermarkets whereby Label Information of Packed Food 

Items was treated as independent variable while purchase decision of Packed Food 

Items was treated as dependent variable. Also the study conceptually postulates 

qualitatively and systematically the possible variables for the consumer purchase of 

Packed Food Items behavioural trends or patterns. 

 

3.2  Study Area 

The area of study was Mwanza City Center which largely fall under the Nyamagana 

District of the Mwanza Region. Mwanza Region is the second most populated region 

after Dar Es Salaam with Total Population Estimate of 2772509 of which 1412128 

are females and 1360381 are males with Household Size of 5.7 (National Census, 

2012).  

 

Actually, Mwanza Region forms the economic hub of the lake regions of Tanzania 

which includes: Kagera, Geita, Shinyanga, Simiyu, Mara and Tabora. Nyamagana 

district is the most vibrant with major economic activities. 
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3.3  Sample Size And Sampling Techniques 

McDaniel and Gates (1996:445) point out that there is no specific rule to follow in 

defining the population of interest. The researcher is required rather to apply sound 

logic and judgement. The basic premise is to specify the characteristics of the 

population elements from which information must be obtained to meet the research 

objectives. 

 

McDaniel and Gates (1996:449), Cooper and Schindler (1998:220) and Sudman and 

Blair (1998:334) consequently suggest that clear population parameters must be 

introduced to assist the researcher in defining the population of interest as directed by 

the research objectives. Population parameters essentially are summary descriptors of 

variables of interest in the population. Important or particular sub-groups of interest 

to the researcher may for example exist within the population. Population units and 

boundary are thus defined in relation to the focus of the study and the area or 

phenomenon of interest. Cooper and Schindler (1998:215) and Malhotra (1996:360) 

conclude that once the population of interest has been defined, it is referred to as 

targeted population. The targeted population then exist as Malhotra (1996:361) 

explains of elements or sampling units that possess the information that is sought to 

meet research objectives 

 

The target population is the entire group of objects of interest that is defined by the 

research objectives (Zikmund, 1999; Burns & Bush, 1995). There is a distinction 

between the population that a researcher is attempting to study and the population 

that is available for sampling (Grossnickle & Raskin, 2001). A convenience sampling 

technique was adopted across various available sectors and industries in Nyamagana 

district based on easy of access. 

 

3.2.1  Sample Size 

Sudman and Blair (1998:333) reason that the validity of a sample depends on two 

core constructs. Firstly, a sample must be accurate or in other words unbiased. No 

known or unknown influence must be allowed to create a variation in measure to 

cause scores to lean in one direction as opposed to another. Secondly, a valid sample 
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must exhibit precision of estimate. Sampling errors must therefore be minimised by 

limiting the possibility that the sample may not reflect the populations’ true 

characteristics. Sampling errors are generally controlled by sample size. The 

reasoning being that the greater the sample size, the less the chance of producing 

results uncharacteristic of the population. Within context of the value of information 

approach Dillon et al (1993:231) propose that non-statistical approaches be 

considered to set appropriate sample sizes 

 

A total of four hundred and seventy nine (479) individuals were sampled. Three 

hundred and thirty (330) provided with questionnaires, sixty (60) individuals 

carefully observed whilst making purchases in major three (03) supermarkets, fifty 

(50) individuals interviewed and two (02) focused groups each with nineteen (19) 

and twenty (20) participants respectively were conducted. The sampled personalities 

were stratified from various industries available in the study area including: Banking 

industry, Telecommunication industry, Higher Learning industry, Trading industry, 

Hospitality industry, Health Service industry, Mining industry, Fishing industry, 

Transportation industry and the Nyamagana District Council personnel. 

 

For such an explorative research, and given the time and resources constraints, three 

hundred and thirty (330) questionnaires, sixty (60) observations, fifty (50) 

interviews, and three (03) focused groups each with nineteen and twenty (20) 

participants respectively by rule of thumb cutting across major industries operating 

within Nyamagana district would result into valid findings. 

 

3.2.2  Sampling Technique 

Two general sampling methods or designs are encountered in drawing a research 

sample namely: probability and non-probability samples. The decision as to which 

method to follow is according to Proctor (1997:76) is guided by the acceptability and 

likelihood of a method to deliver accurate data. 

 

Convenience sampling includes participants who are readily available and agree to 

participate in a study (Fink 18; Frey, et al. 131; Henry 18; MacNealy 156). Although 
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estimates are then non statistically projectable to the entire population, as Dillon et al 

(1993:229) point out, representative data can be produced depending on the approach 

and controls used in sample selection. 

 

As previously motivated, this qualitative exploratory research involves smaller 

sample sizes that are as McDaniel and Gates (1996:445) reason, generated more 

informally and organically. The premise is that a relatively small but carefully 

chosen sample will deliver information of value and can quite accurately reflect the 

characteristics of the target population.  

 

According to Sudman and Blair (1998:350) non probability sampling cannot be 

relied upon for a representative sample that is small in size. The statistical law of 

large numbers suggest that a sample of twenty (20) or more allows reasonable 

confidence that a probability sample is representative of the target population. 

 

3.3  Types, Sources and Analysis of Data 

Due to limited publications available addressing the influence of Label Information 

on the purchase decision construct specifically in self service supermarkets shopping 

environments in Tanzania, the researcher for the purpose of this research was bound 

to collect primary data straight from the source who actually do make such purchase 

decisions in the Nyamagana District study area. 

 

According to Sudman and Blair (1998:88) and Cooper and Schindler (1998:131) 

primarily methods of data source or information selection are encountered in 

research include:  

 

3.3.1  Observation 

The first entails monitoring or observational studies, which imply that people, objects 

or events are observed. The researcher inspects the activities of a subject or nature of 

material without eliciting responses. The behavioural pattern of people, objects and 

occurrences are systematically recorded without questioning or communicating with 

them.  
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Observational data is however only applicable if the phenomenon of interest is 

observable and if it occurs often or predictably enough to be studied within a realistic 

period of time. Due to the distinction between elicited and spontaneous data 

collection especially in the study of behaviour Hox and Boeije (2005) the researcher 

made on site thorough observation of shoppers in three major supermarkets available 

in Nyamagana district namely: KITCO, NONO and U-Turn were regularly visited 

in-person between 18:00hrs and 23:00hrs local time during the week days i.e. 

Mondays through Fridays only throughout May and June 2013 alternatively.  

 

Visiting prospects were being carefully observed by the researcher as they went 

through their search up-to selecting and/ not selecting a Packed Food Item followed 

by paying at the counter as they walked out. Prospects were not aware of their being 

involved in the study resulting into non intrusive and/ nonreactive primary data.  

 

The researcher ghostly pretended to be searching for a product as well, however, 

prior information and friendly approval from the administration of these 

supermarkets were given. For each day visited, the researcher spotted a visiting 

prospect on first-in first-observed basis and unwitting concentration was placed 

throughout that particular prospect as s/he roam through the store to the point s/he 

ejected from the supermarket. The exercise was repeated up-to realisations of twenty 

(20) satisfactory observations were made from each supermarket.  

 

The observational sample size of twenty (20) characters was designed for 

accommodate the minimum suggested statistical law of large numbers to allow 

reasonable confidence (Sudman and Blair, 1998:350). Therefore, a total of sixty (60) 

observations were made from the three major supermarkets found within Nyamagana 

District, Mwanza City Center. 

 

3.3.2  Self-Report Data 

The second form of primary research data is based on interrogation or 

communication process in the questioning of people and is referred to as the self-

report data method. The researcher questions the subjects to collect their responses 
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by personal or impersonal means. Sudman and Blair (1998:83) explain that 

respondent self-report data methods essentially involve questionnaire, interviews, 

and focus groups. McDaniel and Gates (1996:44) point out that survey research is 

often descriptive in nature although it can also be applied in a causal research design. 

Kinnear and Taylor (1996:321) furthermore reason that interviews and focus groups 

in turn are typically employed in exploratory research. 

 

3.3.2.1 Questionnaire 

Questionnaires are commonly used self-report method and entail the development 

and use of fixed and pre-specified questions. According top Sudman and Blair 

(1998:154) questionnaire are typically conducted in one of four forms namely: 

personal surveys, interceptive surveys, telephone surveys and mail surveys. Broad 

coverage of respondent population can be obtained as the relatively low cost of the 

method allows for contact with many respondents. The relatively low demand on 

respondents also tends to encourage high participation. 

 

However, the greatest weakness of the questionnaire method is that respondents 

seated opinions, feelings and hidden motivations cannot be probed effectively. 

Although solid data about the population at large can be obtained, limited data about 

the individual respondent can be gained. 

 

Depth attitudes, opinions and motivation must be sourced to effectively explore and 

describe the nature and role of the influence of Label Information in the purchase 

decision of Packed Food Items in supermarkets as perceived by individuals in 

Nyamagana District.  

 

A combined set of open and closed end questions were designed on a questionnaire 

and in order to avoid ambiguity of questions and to ensure clarity of such questions, 

a three (03) samples were given to the Saint Augustine University of Tanzania 

(SAUT), Malimbe Campus Assistant Lectures who lecture research or related 

subjects for authenticity. The thinking was that, SAUT being part of the academic 
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research community will to a great extent provide sufficient constructive criticism 

and improvements equally.  

 

Having recommendations and incorporations accordingly from the three (03) SAUT, 

Malimbe Campus Academic Staffs the questionnaires were refined and distributed 

among employees of the various above mentioned industries available within the 

study area. The researcher took in-person the questionnaires and walked through 

nearby offices between 09:30hrs to 14:00hrs fortunately in most offices, there were 

individuals familiar to the researcher and in the event of none familiar person the 

researcher humbly sought for head of such office’s voluntary assistance to have a 

focal person. For the purpose of enhancement, both familiar persons and none 

familiar persons made focal persons were attracted with a token honoraria 

consideration and were assigned several questionnaires to circulate randomly within 

their respective places of work. Out of the three hundred and thirty (330) 

questionnaires, thirty (30) questionnaires were randomly given by t5he researchers to 

persons within the study area found along the streets and asked pleasingly to 

participate on the study by filling-in the questionnaire. The exercise was carried on 

weekdays from Mondays through Fridays of the months of May and June 2013. 

 

Two hundred and seventy (270) questionnaires were successfully collected duly 

filled from the focal persons and thirty (30) questionnaires managed by the 

researcher in the streets were also filled hence a total of three hundred questionnaires 

(300) were collected for analysis. 

 

3.3.2.2 Focus Group 

As is the case with questionnaire, focus group and interviews apply self-reports to 

obtain information. Kinnear and Tylar (1996:305) explain that focus groups and 

interview are unstructured-direct techniques. No grid format is followed but 

respondents are queried directly about the issues at hand. The objective is to cover 

identified topics and to moderate a respondent’s flow of thought on these topics.  
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Sudman and Blair (1998:184) also argue that with focus groups and interviews, a 

longer period of time 90 to 120 minutes for focused groups and 30 to 90 minutes for 

interview is devoted to cover a narrow range of topics. Individual opinions and 

motivations can therefore be probed to produce rich and revealing data. 

 

Sudman and Blair (1998:184) explain that both focus groups and interviews are 

based on the philosophy of psychoanalytic interviewing. The unstructured discussion 

approach allows respondents to divulge and share their own opinions and beliefs in 

their own natural language employing their own natural structure. Psychoanalytic 

methods are based on the premise that true attitudes and feelings will emerge as a 

topic is discussed at length.  

 

Sudman and Blair accordingly conclude that the strength of focus groups and 

interview is essentially three folds:  

(i.) A great deal of information can be obtained from each respondent 

(ii.) Complex information about attitudes or motivations can be gained and 

(iii.) How respondents structure the topic of interest can be uncovered. 

 

The first focussed group discussants were peers and regular visitors of the Sparrow 

Hotel (Ghana area) like the researcher who on short ad hoc notice were readily 

available and participated the discussion These comrades who do reside in Mwanza 

with whom we do debate severally on various matters were found (as usual) at the 

Sparrow Hotel between 20:00hrs and 22:00hrs of the Friday 31st May 2013.  

 

Taking advantage of our familiarisation, it was easy to manage and solicit sincere 

contribution. The group had seven (07) women and twelve (12) men totalling 

nineteen (19) all being either employees and/ businessmen of various sectors though 

some were couples (three pairs) but interestingly did not share similar opinions on 

the research matter. 
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The second focused group members were a collection of the College of Business 

Education (CBE), Mwanza Campus Academic Staff who were assigned to mark in 

panels End of Semester Examinations for Basic Technician Certificate and Ordinary 

Diploma 2012/2013 Programmes from Monday 24th June to Friday 28th June 2013. 

The group constituted of eleven (11) Assistant Lecturers and nine (09) Tutorial 

Assistants totalling fifteen (20) members of which six (06) were females and 

fourteen (14) were males and that: none of them had been served with either 

questionnaire or prior information about the possibility of the discussion 

purposefully in order to avoid pre-emptive and/ generic answers. The discussion was 

conducted on Wednesday 26th June 2013 between 10:00hrs and 12:30hrs 

 

The advantages delivered by interview and focus groups as data collection method 

measures do however come at a cost. The length and personal requirements of these 

methods make them very expensive and consequently limit the number that can be 

conducted. The number of respondents willing to co-operate are also reduced as a 

result of the length of the interview. 

 

3.3.2.3 Interviews 

The individual interview entails an unstructured conversation or personal interview 

on a defined topic between a respondent and an interviewer. It is a one-on-one 

research method that aims to probe and elicit detailed answers to questions. Khan 

(1990:8-9) states that; interviews aims to get below respondents’ surface responses to 

uncover the more fundamental reasons underlying the respondent’s attitudes. 

Opinions and motivations are thus obtained that will probably not surface in 

structured questionnaire. 

 

Kinnear and Tylor (1996:321) point out that both focus group and the interview are 

primarily employed in exploratory research and are valuable techniques in 

developing hypothesis. In comparing the interviews to the focus group, McDaniel 

and Gates (1996:198) and Sudman and Blair (1998:196), however, argue that 

interview essentially ensures that all respondents express their opinions on the same 

topic. Group dynamics and possible group pressures that can be encountered in 
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focused group are eliminated to ensure that individual respondent is the focus of 

attention. More information is revealed as more time is devoted to an individual 

respondent. The respondent can thus be probed at length to elicit true motivations. 

 

Greater flexibility furthermore exists as causal remarks and tangential issues that 

may provide valuable insight can be further questioned and explored. Payne, quoted 

in Tull and Hawkins (1993:445) thus confirms interviews do not only provide more 

details but also deliver personal preferences and idiosyncrasies. Subtleties, nuances 

and shades of difference masked in focus groups are more readily revealed. Rogers 

(1989:9-10) elaborates that in interview the interviewer also establishes a higher 

level of rapport with the respondent. Responses are as a result given more freely than 

in focus groups. Interviews consequently deliver greater depth and point of view. 

 

Dillon. Madden and Firtle (1993:141) and Tull and Hawkins (1993:443) thus 

conclude that interview are particularly appropriate when:  

(i.) Detailed probing of respondents’ opinion and attitudes are required 

(ii.) Subject matter tends to be personal or confidential 

(iii.) Subject matter is of an emotional charged nature 

(iv.) Acceptable norms exist that may result in conformity in a group discussion 

(v.) Detailed decision-making patterns are required and 

(vi.) Professional people are interviewed on subject matter related to their jobs.  

 

For the purpose of this study, 50 successful interviews were carried out in clusters 

within the study area whereby, the researcher randomly questioned ten (10) queuing 

clients of the following service providers: National Bank of Commerce (NBC), 

National Microfinance Bank (NMB), Smart Travel (fastjet), Precion Air Services 

PLC (PrecisionAir) and MIC Tanzania Limited (tiGO) totalling fifty (50) 

interviewees. These service providers were particularly targeted as they are known to 

have lasting queues of clients seeking for services in the study area and their 

managements permitted the conduct of the interviews within their office premises.. 

The interviews were carried-out between May and June with each company having a 

separate week long during the working hours. 
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3.3.3  Experimentation 

The third method of data collection is identified by McDaniel and Gates (1996:44) in 

the form of experimentation. Experiments almost always aim to measure causality. 

On e or more variable are changed to observe the effect of change on another 

variable. The reason aim is to demonstrate that a change in one variable causes some 

predictable change in another variable. 

 

Given the intent of this study, that is to explore the influence of Label Information on 

the purchase decision of Packed Food Items in supermarkets on a qualitative 

descriptive and exploratory research design given time limitations, the experimental 

method was not considered and instead observation and the self-report data method 

was devised. 

 

3.3.4  Data Analysis 

Having collected the data, the researcher needs to organise the information that has 

been gathered. Van Niekerk (1991:137) maintains that, once data collection has been 

completed, the researcher should begin the process of analysing the data. According 

to Bogdan and Biklen (1992:153) data analysis is the process of systematically 

searching and arranging the interview transcripts and the materials that are 

accumulated to increase the researchers understanding of them and to present what is 

discovered to others. Analysis of data is conducted so that the researching can detect 

a consistent pattern. Glesne and Peshkin (1992:127) meanwhile describe analysis as 

the organisation of what has been observed in order to ‘make sense’ of what has been 

discovered. The researcher has two prime sources to draw from in organising the 

analysis. 

 

According to Mutton (2001:208), analysis involves breaking up the data into 

manageable themes and patterns that are related. The aim of analysis is to understand 

the various data elements and see if there are patterns that can be identified to 

establish themes. Rubin and Rubin (1995:226) agree that data analysis begins while 

the interview is still underway. This preliminary analysis tells the researcher how to 

redesign questions to focus on central themes as the interview continues. 
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To begin the final data analysis, the material from all observation, self-reported data 

and questionnaires that speak of one theme are put into one category. The goal is to 

integrate the themes and concepts into a theory that offers an accurate, detailed 

interpretation of the research (Rubin & Rubin 1995:227). Analysis of data is 

conducted, so that the researcher can detect a consistent pattern.  

 

Patton (1990:380) further stipulates that once the researcher is certain that all the data 

are there, has checked out the quality of the data, filled in any missing gaps, then 

formal analysis begins. In this study, observations, taped interviews, questionnaires 

and notes with various supermarket shoppers within Nyamagana District were 

transcribed personally by the researcher because of the belief that he would be able 

to understand the context within which the different consumers made certain 

viewpoints known. 

 

Tuckman (1994:366) suggests that events cannot be understood unless the researcher 

interprets how they are perceived and interpreted by the participants. The interviews 

are transcribed in its entirety, notwithstanding certain sections which at first glance 

appear to be irrelevant. 

 

In analysing the data, the researcher reads the transcripts, questionnaires and notes 

carefully to get a sense of the whole (Creswell 1994:155; Marshall & Rossman 

1995:113). The researcher takes the data and reduces it into certain patterns, 

categories and codes them. Taylor and Bogdan (1984:136) say that the process of 

coding is a systematic way of developing and refining interpretations of the data. 

Marshall and Rossman (1995:111) regard qualitative data analysis as the search for 

general statements about relationships among patterns of data. Therefore, data 

material belonging to the same category is put together.  

 

Erickson (1992:202) suggests that the purpose of analysis is to reveal what is inside 

the ordinary lives of the supermarket shoppers by identifying the activities and 

categorising them. 
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3.3.4.1 Coding Categories 

The process of developing coding categories is part of the analysis of the data. 

Glesne and Peshkin (1992:127) suggest that while working with the data, the 

researcher creates explanations, poses hypothesis, develops theories and links the 

story to other stories. To do so, the researcher must categorise, synthesise and search 

for patterns and interpret data that have been collected through interviews. 

 

Glesne and Peshkin (1992:132) describe coding as a process of sorting those scraps 

of collected data (i.e. interview transcripts, questionnaires and notes) that are 

applicable to the research purpose. 

 

Furthermore, Glesne and Peshkin (1992:132) suggest that each major code should 

distinguish a particular concept or idea. For the purpose of this study, the researcher 

reviewed all data collected and searched for possible categories bearing in mind 

some of the suggestions by Bogdan and Biklen (1992:166-172). 

 

3.3.4.2 Processing of Data 

According to Van Dalen (1978:382), the total data collection and data analysis 

procedure should be worked out in details before data processing. The researcher will 

then know what data is relevant to the study to facilitate processing. Van Dalen 

(1978:382) adds that data processing is the procedure of converting raw data into 

some form to enable the researcher. 

 

3.3.4.3 Relevant Data 

Thus, in this study the researcher can identify meaningful data from the observations, 

questionnaires and interviews, retrieve, isolate and group them for processing. The 

pattern forms the basis for the emerging story from the data to be told by the 

qualitative researcher (Creswell 1990:154). 

 

3.3.4.4 Internal Validity 

McMillan and Schumacher (1993:391) state that internal validity refers to the extent 

to which the explanation of the events matches the real world of the participants. 
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Therefore, the interpretation of the events has the same meaning with that of the 

participants. Thus, during the research both the participants and the researcher should 

agree on the meaning of the events as they unfold. Shimahara (1988:89) contends 

that internal validity is related to validity. Both are used to measure the meaning 

derived from both the researcher and the participants.  

 

3.3.4.5 Triangulation 

According to McMillan and Schumacher (1993:498) triangulation is the cross-

validation of different data sources. The researcher compares the different sources to 

see if the same pattern keeps recurring. 

 

In this study data collected is triangulated by comparing data from the observations, 

individual interviews and focused group discussions. All the ideas that emerge from 

the discussions are triangulated by the researcher and the participants (Creswell 

1990:167). Tesch (1990:97) says that the final goal of the researcher is triangulation 

when the information gathered, emerges as a larger picture. 

 

In this study both the meaning and use of qualitative method were explained. The 

method used to obtain data, that is, individual interviews and focus group interviews 

was described.  

 

The design research was described and the means by which data were analysed, 

processed and triangulated. The data collected from respondents through the three 

hundred (300) filled questionnaires, sixty (60) observations, fifty (50) interviews, 

two (02) focused groups discussions each with nineteen (19) and twenty (20) 

participants respectively were conceptualised, coded, categorised and numerated by 

the use of International Business Machine (IBM) Statistical Package for the Social 

Sciences (SPSS) Statistics as presented on chapter four (4). 
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CHAPTER FOUR 

 

FINDINGS AND DISCUSSION 

 

4.0  Introduction 

This chapter presents the findings and interpretation of the data to provide 

meaningful information according to the research questions which are derivatives of 

the research objectives. A total number of three hundred (300) equivalents to 90.9% 

of total questionnaires were processed in IBM SPSS Statistics, 50 interviews and 

three focused groups each with 15 participants which altogether revealed the 

following: 

 

4.1  Findings 

The findings of the study are primary data aggregation from: Focussed Group 

Discussants (8.69%), Interviews (11.36%), Observation (13.36%) and 

Questionnaires (66.82%) sources. 

 

Figure 4.1:  Findings 

 
Source: Field Data 2013 
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4.1.2  Gender 

Females were comparatively readily available to fill-in the questionnaire as 

compared to their males. 

 

Table 4.1:  Self Report Data Presentation by Gender  

S/N Data Source Males Females Total 

01 Focus Group Discussants 26 (66.7%) 13 (33.3%) 39 (8.7%) 

02 Interviews  18 (36%) 32 (64%) 50 (11.1%) 

03 Observation 39 (65%) 21 (35%) 60 (13.4%) 

04 Questionnaire 105 (35%) 195 (65%) 300 (66.8%) 

Grand Total 188 (41.9%) 261 (58.1%) 449 

Source: Field Data 2013 

 

This indicates comparative interests and consciousness of Label Information across 

gender of the sampled units. As observed by Wandel (1995), Females tend to be 

reading Label Information in the course of purchasing decision compared to Males 

and this reflects their positive interest in taking part of this study.  

 

However, a great number of females were also found not to comprehend these 

provided Label Information. Majority relied on word of mouth advises from parents, 

peers or experienced elders on which items were healthier than others. In most cases, 

“health” was limited to less fat content although there was no understanding between 

various types of fats.  

 

For example, consumers who intend to avoid fat unknowingly consumed items e.g. 

margarine which is rich in fat. Likewise, Packed Food Items’ fat content was related 

directly with individual’s obesity which reflected to shapelessness especially in the 

youth. This paradigm isn’t yet scientifically justified as it is subject to individual’s 

career and daily activities. Hence reading of the Label Information was therefore not 

a “health” issue per se but rather a try to physically fit-in in a fashionable manner 

particularly ladies with western style desires.  
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4.2.2  Age 

All of the respondents fell on the category of adults and it came to the attention of the 

researcher that most respondents equivalent to 180 (60%) avoided to mention exactly 

their ages in numbers and instead left the second question blank or simply registered 

the word “adult.” Culturally, Africans tend to consider age as a private/confidential 

matter and this is related to the positioning of personnel in a society. Usually, older 

people 50+ years are readily willing to disclose their age as it is associated with 

wisdom. Old age is assumed to have encountered several recurrent issues hence to be 

reliable source of wisdom. However, heuristic experiences have proved this not to be 

always the case. During focused group discussion, the matter was raised and clearly 

males demonstrated degrees of uncomfortability in disclosing their ages while 

women were more flexible than males. 

 

4.2.3  Level of Education 

The level of education of respondents which suggests the literacy level of the sample 

was found to be higher in males (69%) compared to females (31%) with employees 

having more of college/university education than other occupations. The trend is 

associated with the fact that formal education is usually a prerequisite for 

employment and ascertains the paradigm of graduates looking towards being 

employed than risking into self employment.  

 

However, there was no evidence of correlation between level of education and 

reading Label Information provided on Packed Food Items in supermarkets.  

This could be associated with the national reduced appetite for science subjects as 

most students tend not to pursue science studies compared to arts whereas most 

Label Information were found to describe chemical contents of Packed Food Items. 

Also, such phenomenon may be attributed to the on-going allegations of the 

deterioration of the quality of Tanzanian education. Graduates from many higher 

learning institutions do not demonstrate higher levels of comprehension as they are 

expected to as a result many corporations do subject new recruits into vigorous 

training and industrial orientation regardless of colourful honours certifications and 

achievements. 
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Figure 4.2:  Respondent’s Level of Education  

 
Source: Field Data 2013 

 

4.2.4  Language Proficiency 

Majority of the respondents were found to be conversant with Kiswahili (99%), 

English (78%), Arabic, Chinese and/ French (1%). Most of the respondents indicated 

their knowledge of various indigenous/vernacular languages spoken amongst 

Tanzanian societies. Again, this has a relation to the education system and socio-

interactions. Tanzanian society has stuck in the middle between English and 

Kiswahili. Primary education is provided in Kiswahili unlike secondary through 

higher learning education programmes. Apart from that, Kiswahili is a national pride 

and cherished identity of Tanzania. Ironically, most Packed Food Items to include 

those locally made e.g. biscuits, breads, tomato sauce etc are Labels in English 

without a typical Swahili translation. Unfortunately, there isn’t any legal requirement 

compelling manufacturers/distributors to provide such Label Information in specific 

languages. This has attributed to the tendency of medical practitioners and 

pharmaceutical outlets to commonly annotate on the packages of products to ease 

usage directives to consumers despite most medicines having leaflets inserted with 

detailed explanations including usage and side effects.  
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But because such information are provided in foreign languages, medical 

practitioners apply their biochemical knowledge to prescribe in simple terms. 

Language is a vital tool of communication especially on Label Information purposes 

meant to induce consumer’s preferences alongside competitive brands, hence such 

breakdown of communication renders most manufacturer’s endeavours in vague 

without significant output.  

 

4.2.5  Purchasing Packed Food Items 

It was found that (91%) of respondents of questionnaires, all 50 interviewees and 

sixty (60) participants of focussed group discussions acknowledge to be buying 

Packed Food Items from various supermarkets within Nyamagana district. Only (9%) 

of the questionnaires declined the practise. Among those who do buy from 

supermarkets describe their purchase rate as: (17.9%) daily, (27.1%) weekly, 

(22.7%) Monthly while (32.2%) do purchase when a need arise.  

The tendency is attributed to modernity and change in life style while others suggest 

the limitation of time especially in preparing meals from unprocessed agricultural 

produce. 

 

Figure 4.3:  Frequency of PFIs Purchase Rate 

 
Source: Field Data 2013 
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4.2.6  Most Frequently Purchased Packed Food Items 

Among the ten (10) most frequently purchased Packed Food Items from 

supermarkets by respondents were hierarchically found to be Baked items (e.g. 

Bread, Cakes, & Biscuits), Margarine, Milk, Wine, Cooking oil, Juice, Flour (e.g. 

Wheat, Millet & Maize), Sausages, Spices and Confectionaries. Such products are 

packed into small quantities which necessitate a repetitive purchase and that could be 

the reason of the frequency. Most of these items are imports from other countries, 

however, such products are also found to be manufactured in Tanzania. Dirung the 

focused group discussion, participants were found to prefer imported than domestic 

manufactured goods. As argued by Dodds (1991), significant number of 

supermarkets shoppers seem to attached a perceive quality rank based on brand 

names hence this could have been the reason for import preference as compared to 

domestic goods. 

 

However, Tanzania has experience flooding of counterfeit products which are mostly 

imported and severally cracked down by the Fair Competition Commission hence 

one would expect more preference to domestic goods unlike imported which was not 

the case.  

 

Attractiveness of the package may as well be partly associated with this response as 

most domestic goods particularly those made by Micro and Small enterprises are 

usually not packed in an attractive manner as compared to imports. There is also that 

perceived value especially captured during the focussed group discussion that; goods 

once endorsed in the developed countries commands superior quality compared to 

those locally made and cannot be exported to the developed world especially Europe. 

Goods whit were produced in Tanzania and exported to Europe e.g. Azam baking 

flour by SSB was perceived to have exaggerated higher quality from other brands. 

 

4.2.7  Tendency of Reading Label Information 

Most of the respondents (79%) do not read Label Information in the course of 

selecting and purchasing Packed Food Items in supermarkets while (21%) do read 

Label Information. As noted by Dodds (1991) majority of consumers based on 
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product’s brand name and/ name of the supermarket/store. Others were influenced by 

the price with higher prices suggesting higher quality while lower prices suggesting 

lower quality which resemble findings of Leavitt (1954); Shapiro, (1973) and 

Brooker et al., (1986). In the course of observing customers, most customers when 

walk-in to a supermarket go around looking for brand names and most of the already 

know what they wanted to buy. 

 

Figure 4.4:  LI Reading Tendency of PFIs 

 
Source: Field Data 2013 

 

Those who do read Label Information in the course of selecting and purchasing of 

Packed Food Items were found to be doing so at a rate of (23.8%) always, (28.6%) 

Most times, (14.3%) Sometimes and (33.3%) Rarely read Label Information. 

 

4.2.8  Label Information Comprehension  

The degree/extent of understanding Label Information on Packed Food Items among 

respondents were found to be (7.3%) do understand all the Label Information on 

Packed Food Items, (18%) do understand most Label Information on Packed Food 

Items, (60.6) do understand some of the Label Information on Packed Food Items 

while (14%) do not understand Label Information on Packed Food Items at all. The 

degree of understanding was measured on the decoding and comprehension basis of 

the Label Information. 
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Figure 4.5:  Degree of LI Understanding on PFIs 

 
Source: Field Data 2013 

 

4.2.9  Type of Label Information Most Sought 

The respondents were found to seek mostly Brand Name/Trade Name (96%), 

followed by Expiry Date (38%), then Ingredients, Net Content and Instruction for 

Use was (3%) while other information categories were found not to be significant to 

buyers. Responding to which Label Information is regarded to me most important for 

an informed purchase decision of Packed Food Items, most respondents (99%) 

ranked expiry date. 

 

4.2.10  Credibility Rating of Label Information 

Respondents showed varying levels of grading trustworthiness of the Label 

Information contained on Packed Food Items with (11.3%) grading Label 

Information on Packed Food Items to be absolutely trustworthy, (27%) grading Label 

Information on Packed Food Items to be trustworthy, (19%) grading the Label 

Information on Packed Food Items to be averagely trustworthy, (22.7%) grading the 

Label Information on Packed Food Items to be less trustworthy while (20%) grading 

the Label Information practise on Packed Food Items to be not trustworthy at all. 
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Figure 4.6:  Trustworthiness Grading of LI on PFIs by Respondents 

 
Source: Field Data 2013 

 

4.2.11  Sufficienty of Label Information 

Most of the respondents (89%) considered Label Information practice on Packed 

Food Items to be sufficient whereas other (11%) considered Label Information on 

Packed Food Items not to be sufficient. However, those (11%) who considered Label 

Information on Packed Food Items not to be sufficient when asked of which else 

information was needed; they provided suggestions which were all verifiably to be 

contained in the Label Information practise on Packed Food Items. This cements 

once again the fact that Label Information does neither exert influence nor do 

customers read them thoroughly to arrive at a purchase decision by shoppers in 

supermarkets. 

 

4.2.12  Adherence of Food Items Labelling Regulations 

Lastly, some Packed Food Items were found not to observe the Packed Food Items 

labelling regulations. For instance, most bread did not bear expiry dates on their 

packages while other Packed Food Items had their expiry dates outdated yet were 

found in the shelves of supermarkets. 
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CHAPTER FIVE 

 

SUMMARY, CONCLUSION AND POLICY IMPLICATIONS 

 

5.0  Introduction 

This chapter provides conclusive remarks derived from the finding of the study and 

also provides policy implications on possible way forward particularly important to 

manufacturers’ labelling practices of Packed Food Items. 

 

5.1  Summary 

Many theories and research on consumer behaviour have been since then conducted. 

However, little is known on the influence of Label Information on purchase decision 

particularly from supermarkets in Mwanza. 

 

This study intended to bridge the knowledge gap by scientifically researching on the 

subject matter. Through a qualitative methodology the research designed to 

descriptive and exploratory analysed collected primary data from various reliable 

sources to gain access to the real world of knowledge.  

 

It was found that; relationship between Label Information and purchase decision of 

Packed Food Items in supermarkets is very minimal at the Nyamagana District 

within Mwanza City Center. Despite majority acknowledging buying Packed Food 

Items from various supermarkets, most of those do not regard Label Information as 

important in making a purchase decision. 

 

Increasingly, residents of the Nyamagana District do purchase and actually rely on 

Packed Food Items from supermarkets for their personal and/ household 

consumption. However, most of supermarket shoppers in the Nyamagana District do 

not comprehend the Label Information and language usage hence there isn’t effective 

communication between manufacturers and consumers through Label Information. 
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5.2  Conclusion 

From the above findings, the researcher is convinced to arrive to a conclusion that 

Label Information exerts minimal influence to Nyamagana District residents and that 

manufactures need re-consider and strategise their communication mechanisms.  

Following the research findings, the researcher is convinced to recommend the 

following: 

I recommend further research on the Label Information influence on the purchase 

decision across various products to expand knowledge and compare patterns of 

influence. Manufactures ought to understand the implications of most print-outs on 

their products as labels. 

 

Secondly, emphasis should be made particularly by the Tanzania Food and Drugs 

Authority (TFDA) on the promotion of the Tanzania, Food, Drug and Cosmetics 

(Food Labelling) Regulations 2006 given under Government Notice No.115 

published 25th Aug. 2006 (see Appendix II). The public is less aware of its contents 

and this includes both dealers and consumers alike on the legal requirements and 

implications of the Label Information on Packed Food Items. 

 

Also, due to the finding that most consumers are conversant with English and/ 

Kiswahili; I recommend manufactures to reconsider their Label Information practices 

and have dual versions of Label Information provided in these two languages in a 

simple and consumer user friendly. 

 

For an in-depth and comprehensive Label Information provision, this research 

recommends and insertion of a leaflet providing comprehensively the necessary 

legally required information not only to induce favourably response to consumers but 

as well towards informed consumption and disposal. 

 

5.3  Policy Implications 

First, the policy governing labelling of Packed Food Items in Tanzania ought to be 

revised and direct ALL manufactures, traders and also importers to ensure Packed 
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Food Items are labelled in both Kiswahili and English version as a necessary 

requirement. Other languages may be added but the two languages need to be a must. 

Secondly, as a revised policy governing packages of Packed Food Items directing the 

two languages (Kiswahili and English) as a necessity, then equally policy regarding 

packaging of Packed Food Items should be developed to suit the above condition. 

This is important particularly to imported Packed Food Items which shall have 

implication to employment opportunities of many youth and consequently advance 

Kiswahili language which is part of the Tanzanian pride and national identity beyond 

boarders. 
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APPENDICES 

 

Appendix 1: Questionnaire 

1. Gender  

(i.) Male 

(ii.) Female        ( ) 

 

2. How old are you? ............................................................................................... 

 

3. What is the level of your education? 

(i.) Primary Education 

(ii.) Secondary education 

(iii.) High school education      ( ) 

(iv.) College/University education 

 

4. Which language(s) are you conversant in reading and/ writing (you may tick 

more than one where appropriate)? 

(i.) Arabic        ( ) 

(ii.) French        ( ) 

(iii.) Chinese       ( ) 

(iv.) English       ( ) 

(v.) Kiswahili       ( )  

(vi.) Others (please specify): ......................................................................... 

 

5. What is your occupation? 

(i.) Employee 

(ii.) Self employed 

(iii.) Businessman        ( ) 

(iv.) Peasant 

(v.) House wife  

(vi.) Any other (please specify): ................................................................... 
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6. Do you purchase Packed Food Items from any Supermarket in Mwanza? 

(i.) Yes 

(ii.) No         ( ) 

 

7. How regularly do you purchase Packed Food Items from Supermarkets? 

(i.) Daily 

(ii.) Weekly       ( ) 

(iii.) Monthly 

(iv.) Any other (please specify): .................................................................... 

 

8. Mention major types of Packed Food Items you mostly usually purchase from 

Supermarkets in Mwanza? 

(i.) ................................................................................................................. 

(ii.) ................................................................................................................. 

(iii.) ................................................................................................................. 

(iv.) ................................................................................................................. 

 

9. How often do you read the Label Information prior to purchase a Packed 

Food Items? 

(i.) Always  

(ii.) Most times  

(iii.) Sometimes  

(iv.) Rarely         ( ) 

(v.) Not at all  

 

10. To what extent do you comprehend (understand) the Label Information 

presentation on Packed Food Items? 

(i.) All label information provided 

(ii.) Some of the label information provided   ( ) 

(iii.) None of the label information provided  
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11. Which information you mostly seek for the purchase of Packed Food Items in 

a Supermarket (you may tick more than one where appropriate)? 

(i.) Ingredients        ( )  

(ii.) Net Contents        ( ) 

(E.g. weight or volume) 

(iii.) Batch Number       ( ) 

(iv.) Country of Origin       ( ) 

(v.) Storage Conditions       ( ) 

(vi.) Instructions for use       ( ) 

(vii.) Date of Manufacturer       ( ) 

(viii.) Nutrition Information       ( ) 

(ix.) Brand Name/Trade Name      ( ) 

(x.) Expiry date or end of shelf life     ( ) 

 

12. Which Label Information do you regard to be most important for an informed 

purchase decision of Packed Food Items in Supermarkets (list 

chronologically)? 

(i.) ................................................................................................................. 

(ii.) ................................................................................................................. 

(iii.) ................................................................................................................. 

(iv.) ................................................................................................................. 

 

13. How do you grade the TRUSTWORTHINESS of the Label Information 

practices of Packed Food Items found in Mwanza Supermarkets?   

(i.) Absolutely trustworthy 

(ii.) Mostly trustworthy  

(iii.) Averagely trustworthy      ( ) 

(iv.) Less trustworthy  

(v.) Not trustworthy  
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14. Do you consider Label Information practice on Packed Food Items sufficient 

for an informed Purchase Decision in Supermarkets? 

(i.) Yes  

(ii.) No        ( ) 

 

15. If not, which else INFORMATION would you want? 

(i.) ................................................................................................................. 

(ii.) ................................................................................................................. 

(iii.) ................................................................................................................. 

(iv.) ................................................................................................................. 

 

 

 

 

Thank You! 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



70 

Appendix 2:  Tanzania Food, Drugs and Cosmetics (Food Labelling) 

Regulations 2006 


