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Impact of labeling management system on

consumers’ purchase intention to GMF ;
Takes Wuhan as example
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Abstract Labeling management system is the most common and effective way to solve the problem of information
asymmetry in the GMF supply chain,as it can protect the consumers’ right to be informed and right to choose. This paper
analyzed the impact of labeling management system on consumers’ purchase intention by using the data collected from
a survey conducted with 400 consumers in Wuhan. The following conclusions were drew: the purchase intention of
consumers in Wuhan City to GMF was low, their expectations of GMF labeling management was higher, and they also
hoped that GMF labeling would be compulsory; The main factor affecting the purchase intention of consumers to GMF
was GMF labeling management system,of which the trust of the GMF labeling management and labeling spotlight had
significant influence on the purchase intention.
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Fig. 1 Model of impact of labeling management system on consumers’ purchase intention to GMF
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Table 2 Relationship between the trust of GMF labeling management, the trust of GMF labeling,

the attention of GMF labeling and GMF purchase intention
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Table 3 Regression of GMF labeling management system and purchase intention
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