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Speaker Bio 
Born and bred in Singapore, Kenneth Ho is a PhD candidate at the University of Western Australia 
(Business School). His research interests lie in consumer psychology and international marketing. 
Kenneth’s current research project focuses on cross-cultural differences in consumers’ responses to 
honey product labels and the implication on purchase behaviors. Prior to the doctorate program, 
Kenneth worked as a research analyst in Perth, Western Australia and undertook research projects 
(focused on technology adoption behaviours of international markets) that were commissioned by major 
technology companies such as Google and Microsoft. 

Presentation 
Food label plays a primary role in facilitating information exchange between consumers and the food 
system; it is the conduit of understanding for every food product. Specifically, labels contain salient 
product information which provides consumer a means of evaluating the quality and safety of a food 
product (e.g., taste, health properties, naturalness). However, the effectiveness of labels as direct 
shopping aids will depend on whether consumers pay attention to it and how they perceive the 
information. Currently, most of the honey products being sold in the market have an overwhelming 
amount of label information on its packaging. Due to limited cognitive capacity and time constraint, 
consumers are unable to process all the labels that are available. Consumers exhibit selective attention 
towards certain labels that are deem relevant to them and ignore other labels are present on the 
packaging. Thus, businesses are uncertain of which labels consumers pay attention to and of which are 
pertinent to them in making informed purchase decisions. Moreover, the attention to food labels may 
become more complex when considering cross-cultural differences. The present study employed 
Hofstede’s cultural framework to examine the extent to which Australian consumers (representing the 
Western Culture) and Chinese (representing the Eastern Culture) consumers differ in their attention to 
product attribute cues presented on honey products. Data were collected using face-to-face interviews 
and semi-structured surveys for both the Australian and Chinese samples. Results show that Chinese 
consumers paid attention to more product-assurance related cues (i.e., country of origin) and health-
related cues (i.e., bioactivity indicators) than Australians did. Similarly, in comparison to compared to 
Australian consumers, Chinese consumers paid a higher degree of attention to product assurance related 
and health-related cues. Product involvement was found to moderate the relationship between culture 
and attention towards product and product assurance-related attribute cues. The findings have 
important implications for honey exporters and policymakers regarding labelling design practices and 
regulations.   


