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ABSTRACT
This study this problem to probe into when the food packing of canned drink labels three food authentication such as GMP, CAS,
healthy food and marks the chapter and nutrition that the nutrition label and declares outside, whether improve the brand image,
increase the will of buying. This study deep interview through Semi-structured Interview, Investigate the main consumption ethnicity
of canned drink amounts to 30. This result of study finds, the brand image of the food of canned drink will influence interviewees'
purchase will. Authentication mark chapter can raise brand image then raise it buy will, regarded as basic demand so as to GMP
mostly among them, think it is what the government unit undertakes, will be more secure. CAS authentication labels on the canned
drink relatively rarely, interviewees are stranger in the canned drink. The authentication of healthy food marks the chapter in the
function of the canned drink, lean towards young people because of the consumption ethnicity that is investigated, the referred
health care efficiency as to healthy food will not be especially paid attention to. The canned drink declares nutritiously that labeling
will improve the brand image then improve the person who buys will; The demand related to “ low heat” , is regarded as the
reference chosen by young women most frequently in nutrition is declared.
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