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Purchase Intention After Becoming Aware of
Misleading Advertising: Study of Demographics of
Food Consumers

[-HSUAN WU"*, CHAOYUN LIANG’ AND CHAO-KAI HSU'

' Division of Planning and Research Development, Taiwan Food and Drug Administration
? Department of Bio-Industry Communication and Development, National Taiwan University

ABSTRACT

People may compromise their health or delay medical treatment because of misleading
advertisements of health foods. These advertisements are roughly divided into three types: claims on
nutrition, health, or disease risk reduction. With respect to these claims, this study analyzes the changes
in consumer involvement (product, advertisement, and situation involvement) and purchase intention
for various demographic characteristics, upon becoming aware of illegal advertising. Through an
Internet survey, the researchers obtained 605 valid samples for follow-up analysis. The results revealed
that regarding health foods alleged nutritional benefits, consumers in northern Taiwan had the least
situational involvements. Regarding products with health claims, families with newborn babies had
higher advertisement involvement. Younger consumers (aged 15-30 years) and students had greater
situational involvement. Regarding disease risk reduction claims, consumers living in southern Taiwan,
eastern Taiwan, and outlying islands had stronger purchase intention than those in central and northern
Taiwan. These findings may guide policymakers to tailor regulations on health food advertisements based
on consumer demographics and type of claims being made, in order to advance on public health and

consumer rights protection.

Key words: food advertisement, involvement, misleading advertisement, claim type, purchase
intention



