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Abstract 
One of the most important signs of a healthy community is the existence of 
healthy economy and a good platform for this. The concern about profitability of  
business and economy on the one hand, and the prevention of inactivity, abuse 
and fraud in this field on the other, are two of the most important needs of a 
prosperous and capable society. Creating prosperity for both the consumer and 
producer is one of the pillars of such community. Today, in line with this fact, the 
concept of ‘freedom of information’ is created. The combination of the 
indispensable right of the buyer to know about the subject of the contract and 
the concept of freedom of information has led to the creation of a new trend 
among some governments and companies to establish product information 
centres. Concepts of consumer welfare, consumer protection and competition 
between the competitors in the market have considerable role and effect on the 
creation of such centres. A product information centre is a suitable platform to 
obtain such goals. In creating such a centre, there are many different issues 
from a variety of aspects that ought to be considered. As such, through a 
doctrinal type of research, this article aims to study some aspects relevant to a 
product information centre from different angles. 

 
Keywords: Product information centre, consumer protection, consumer 
welfare, competition, information. 
 

1.0 Introduction  
It is said that ‘A world of perfect information would be one in which 

deception is impossible and every consumer would get the exact product 
values he or she expected. Unfortunately, the real world is not one of 
perfect information’ (Chen, 1992). Based on current practice of the 
market, a seller knows much more about his product than a buyer. A 
buyer, on the other hand, wishes to have the freedom to choose the 
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product and once chosen, the buyer will pay for the product and becomes 
the only owner of it. This imbalance does not seem to be fair. Thus, to 
enable a buyer to make a good decision on his purchase, the buyer must 
be furnished with enough information about the product. Lack of 
transparency in product information will affect the competition 
environment in a negative way. As a result, if the market contains perfect 
information about the products, the overall consumer satisfaction on one 
hand, and the quality of the products on the other, will both be enhanced. 
Transfer of information from the manufacturers to retail traders and then 
to the consumers should be in a perfect, accurate, timely and systematic 
manner. There have been attempts to provide accessibility to product 
information to the buyers. As Perkowski (2015) states, “In recent times, 
there have been a number of significant developments in connection with 
the global information network called the “Internet”, which has greatly 
influenced many companies to create multimedia Internet Web sites in 
order to advertise, sell and maintain their products and services”. 

Such issues of consumer protection, product quality and 
competition among producers and their relation to the accessibility and 
accuracy of product information recaps the concepts and mission of 
consumer protection law and competition law. In many legal systems, 
consumer protection law and competition law develop with different aims. 
Consumer protection law has the best interest of consumers as its focus 
while competition law concentrates only on competitors’ issues. 
However, once both of sides of the commercial circle are considered in 
each legislation, a more efficient commercial environment would be 
created. This has sometimes caused related rules of each law to be in 
conflict with or far different from the other. Both these useful laws have a 
common goal, directly and indirectly, the final outcome of their perfectly 
execution is a two-sided beneficial commercial relation between 
producers and consumers. In fact, competition law is a competition 
process among companies that struggle to offer new products, skills or 
services to the market in meeting the needs of consumers. Ultimately, 
active companies will win the market. Who are these active companies? 
They are those who, in order to satisfy the consumers’ needs, also 
provide full and detailed information of their products. In fact, the main 
goal of different legislations as well as economic and commercial 
activities is to establish equitable, fair and balanced grounds for 
commercial activities of businessmen and activists in the market on the 
one hand, and the elimination of exclusive and discriminatory behaviours 
on the other. In addition, there is a need to apply new trade methods in 
tandem with developments in the electronic trade which have increased 
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the speed, clarity and transparency of international trade. 
Such evaluations have established the principles and rules of 

success in the global trade. In fact, today, an important issue in the 
market arena is the transfer of product information to consumers by 
corporations and intermediaries. In recent years, technology has 
provided corporations with different ways to increase the possibility of 
consumers’ access to information on their products. This is how a product 
information centre can work for both competitors and consumers. At this 
point, it should be mentioned that although it may sometimes seem 
undesirable to some producers who will need to provide all the 
requirements for such a centre, in due time, this will create a productive 
competition among the competitors. In addition, it will establish reputation 
and increase consumers’ trust in the product due to appropriate 
information provided to consumers. To boot, better quality products will 
be created owing to increase in the competition environment. Based on 
these facts, the interrelated issues between competition, consumer 
protection and welfare, freedom of information and the product 
information centre are studied hereunder. 

 
2.0 Competition, Consumer Protection and Welfare 

A product information centre would create a commercial 
environment where consumers have the possibility of accessing all 
necessary information about the products and this can protect them from 
defective information issued by ill-willed sellers in the markets. It will also 
give rise to competition between producers to produce better quality 
products. In this way, through a certain period of time, the producers will 
gain more customers. The latter will happen as a result of certain issues. 
The centre shall require the producers to provide timely and accurate 
information. Thus, consumers will no longer base their choices on verbal 
information obtained from sellers or other people when they can easily 
obtain the most reliable information provided by and accessed through 
the centre. Such circumstances will lead to producers trying harder to 
enhance the quality of their products and to immediately make the 
information available to consumers. This process will create a healthy 
competition environment, thus increasing consumers’ confidence. As 
Kovacic (2007) explains, this is an important effect of consumer law 
where serious frauds will be prevented and therefore, consumers feel 
safer while transacting.  

Competition laws are affected by the economic, social and 
political goals of a country, Yosowitz (1999) describes. The first result of 
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this view is that this law may change according to the changes in each of 
the above areas. Yosowitz uses the objectives of the earlier US antitrust 
law as an example. These objectives, which have been said to provide a 
competitive market while at the same time considering the free market 
economy, protect competition while not necessarily competitors; 
increase consumers choice; advance competitive prices and provide the 
best allocation of resources; and, to provide quality services free of any 
fraud, deception or unfairness. These have been mere populist inquiries 
at the time. However, today, consideration to economic efficiency has 
become necessary. Technology has caused significant and important 
changes in the economic paradigm. The necessity of interconnection and 
e-commerce has lowered transaction costs and enhanced consumer 
welfare (Yosowitz, 1999).  

Bernard and Peter (2015) argue that competition law in fact 
governs the activities of companies and businessmen in a way that larger 
and stronger companies will not be able to use their power to weaken the 
competitors. In fact, healthy competition among business bodies will 
guarantee normative and healthy markets. This is one of the 
contributions of a product information centre to the economy of a country 
or a region. As a consequence, consumers will have the opportunity to 
buy commodities with better quality and at more reasonable prices. 
Serious and perfect execution of competition law will lead to companies 
and business bodies increasing their activities towards having better 
products with suitable prices. 

There are different ways through which a product information 
centre can work in favour of consumer protection and welfare. 
Competition among manufacturers and producers will help the prices of 
goods to be more reasonable and stable, and this is what consumers will 
benefit from. Moreover, it will provide consumers with more choices when 
searching for their needed products. As Cseres (2007) points out, to 
support the competition in the market is a useful tool to increase 
consumer’s welfare. Auloy and Steinmetz (1996) believe that although 
competition law concentrates on the unfair commerce among 
competitors, the current trend of the world is to pay more attention to 
business practices that affect the consumers, such as price, choices and 
accessibility. Through a discussion document, the International 
Competition Network (ICN) chose to devote a special project to 
‘Competition Enforcement and Consumer Welfare: Setting the Agenda’ 
(Netherlands Competition Authority, 2015). The document mentions the 
impetus for the task was “the fact that in recent years, a growing number 
of Authorities refer to the role of consumer welfare in their competition 
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law enforcement” (ICN Discussion Document, 2011). One of the titles of 
discussion was ‘Relationship between Competition Law and Consumer 
Welfare.’ As to this topic, many of the national competition authorities 
believe that maintaining competition in the market will result in the 
betterment of consumer welfare. In fact, the positive consequences for 
the consumers are ‘(i) lower costs and prices; (ii) quality; (iii) choice; and 
(iv) services’. 

 
3.0 How Does a Product Information Centre Operate? 

Shapiro (1982) explains that there are several sources of market 
failure in the market for consumer information: (1) there are fixed costs 
of information provision; (2) it is difficult to prevent resale or simple 
passing along of information; (3) when one buyer becomes informed, he 
creates a positive externality by raising quality and (4) there are credibility 
problems for private information sources. Hence, it may be desirable for 
the government to provide the required information. 

As a result, providing a product information centre should be one 
of the goals of a country that desires improvements. Salop (1977) states 
that economists believe a considerable range of market deficiencies are 
due to imperfect information. There have been efforts to analyse the 
uncertainty about prices of homogeneous products that are offered for 
sale; however, as Shapiro (1982) mentions in comparison with the other 
aspects and characteristics of the products, to eliminate uncertainty 
about the price of the products is inexpensive and minor. An important 
and widespread feature of markets for most of the goods and services 
firms is uncertainty about quality. He continues that “since the incentives 
to provide items of above minimum quality depend on consumer learning, 
the process by which consumers gather information is crucial”. Once 
quality is relevant to the probability of repeat purchase, consumer 
choices would be incorporated with learning and information. Each 
consumer’s expectations as to product quality at any point in time create 
the firm’s reputation and its reputation determines the amount of the 
consumers’ demands for the products. To adjust expected quality 
towards true quality is what consumer learning involves. 

As Nelson (1970) explains: 

Consumers are continually making choices among 
products, the consequences of which they are but dimly 
aware. Not only do consumers lack full information about 
the prices of goods, but their information is probably even 
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poorer about the quality variation of products simply 
because the latter information is more difficult to obtain. 
One can, for example, readily determine the price of a 
television set; it is more difficult to determine its 
performance characteristics under various conditions or its 
expected need for repairs. Limitations of consumer 
information about quality have profound effects upon the 
market structure of consumer goods. In particular, 
monopoly power for a consumer good will be greater if 
consumers know about the quality of only a few brands of 
that good. 

A crucial aspect of accurate disclosure and accessibility of 
product information is the sensitive concept of seller and manufacturer’s 
reputation.  In addition, consumer information affects sellers’ quality 
choices. As such, a product information centre is highly required because 
the private market for information is unlikely to work well. Although in 
some cases producers choose product attributes once and for all, in other 
cases it is possible for them to change their quality over time. In fact, 
improved information increases the speed of learning by consumers and 
the effect this has on quality or better said a better quality chosen by the 
producer has been pointed out in different researches. Dawar (1996) 
explains the relevant issue of product adoption and brand choice 
decisions by stating that research conducted primarily in the United 
States has shown that through the opinion exchange among the 
consumers, interpersonal influence arises and this is an important factor 
in consumers’ product adoption. Thus, a product information centre can 
provide reliable information for consumers and interpersonal opinion 
exchange will provide consumers with the right information. 

 
4.0 An Important Aspect: Product Safety 

Product safety becomes an important subject once concepts such 
as product information, consumer protection and manufacturer 
reputation are under consideration. To understand the global attitude 
towards this issue, a brief review is conducted here. For example, 
leadership in product safety is one of the top priorities of the United States 
Consumer Product Safety Commission (CPSC) strategic plan for 2011-
2016. As commercial relation and trade between the business people 
and countries grow throughout the world and many different kinds of 
products are produced on a daily basis using a wide spectrum of 
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technologies and materials, the potential for new safety hazards will 
continue to grow and ‘regulatory agencies, standards organisations, and 
consumer and industry groups worldwide are working to address 
consumer product safety across multiple geographies and priorities.’ 

For example, the United States CPSC mentions that in 2008, over 
35 million people in the United States were injured directly or indirectly 
by consumer products. CPSC has received 473 product recalls per year 
between 2006 and 2011 and 116 million recalled items from around the 
world. The Consumer Product Safety Commission aims to be the leader 
in advancing the agenda for consumer product safety. It aims to reduce 
the most considerable product safety hazards by determining the actions 
necessary to address these priorities.  

The next task after determining consumer product safety hazards 
and activities for reduction of such hazards to zero, is to inform the 
consumers as to the safety issues. A product information centre may be 
able to list the dangers that the products may cause or to warn 
consumers of the wrong and dangerous ways of using the products. For 
example, the Product Safety Australia, a web-based centre in which 
variety of products such as chemicals in consumer products, food & 
groceries, gas & electrical appliances, health & cosmetics, toys and many 
other products are considered. On this website, consumers can choose 
the desired category and in that category, they can choose the specified 
product and view the safety issues pertaining to it (ex: Toysà Balloonsà 
Balloon Safety). Moreover, tips, regulation and even publications on the 
products are also available. As such, a product information centre in 
which the qualifications and specifications of each product are 
mentioned, may also contain product safety information in order to create 
a comprehensive and efficient information centre in favour of consumers. 
Harmonising consumer product safety standards at the global scale to 
enhance product safety or to create similar mechanisms through 
collaboration with experts is another worthy activity in this field. 

In today’s circumstances, one of the targets is to provide timely 
and sufficient information about safety issues to the public. This will 
enhance consumers’ ability and power to make informed choices. It is 
important to help consumers obtain reliable information on the products 
they purchase, on how to use them in a safe manner, which hazardous 
products are in the market, and how to act once they own a recalled 
product. In addition, the information provided at an information centre will 
highlight hazards that should be addressed by the industry. Raising 
awareness among consumers is the key element in satisfactory, safe 
choice products. The increasing use of web-based communications and 
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social media has resulted in the growth of options to transfer consumer 
product safety information. In addition, there are also different 
legislations. The European Union (EU), for example, has different 
product safety-related legal mechanisms such as legislations on liability 
for defective products, non-food product, food-imitating products and low 
voltage equipment.  

Rowe (2011) explains, “we live in the information age, with all 
kinds of information easily and widely available on the Internet. The 
notion of secrecy is, therefore, not a chic concept, but rather has probably 
become passé: when it comes to information, the popular feeling is 
probably that more is better”. A good example is the diabetes drug made 
by GlaxoSmithKline, Avandia. In the United States, the Food and Drug 
Administration kept its information secret although it was found that using 
this drug will cause the risk of heart attack to increase by 42 percent. It 
should be mentioned that in establishing a product information centre, 
different issues need to be dealt with. Trade Secret Acts in the world are 
regulations that generally provide against disclosure. Although there are 
reasonable basis for such regulations, they should not be a tool for 
producers who want to evade disclosure of information, especially safety 
information.  As Rowe (2011) mentions, “critics argue that the secrecy 
provision makes it difficult to control potential dangers or for consumers 
to know to which toxic substances they may be exposed”. When public 
health is in danger, people will protest against any non-disclosure of 
information. Vaughn (1991) believes that: 

Consumer access to information […] provides the basis for 
consumer evaluation of the product […] Without such 
information, the consumer may choose to purchase 
products that do not reflect adequately consumer safety 
preferences, leading to the overproduction of certain 
products which are harmful and the underproduction of 
others which are not. Uninformed consumer decisions may 
also increase the number and severity of injuries, 
burdening society with costs and expending resources 
better used otherwise. Providing consumers with 
information sufficient to make informed safety decisions 
will reduce such injuries and the resulting human suffering. 
The timing of information is at least as crucial as its 
availability. 

Social welfare and economic improvements are the goals of 
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governments. As to the issues of consumers’ welfare, business 
competition, product safety and product information, it should be said that 
they are the basis for such improvements. The existing fact is that the 
product information currently available in the markets is not accurate and 
reliable. Thus, to establish a product information centre in which 
consumers can find reliable, providing timely and accurate information 
about quality, performance, price and safety issues of products is a highly 
important and recommended action. This will increase the level of 
consumers’ access to trusted information, such as quality, efficiency, real 
price, hazardous items and instructions for use. Consumers’ welfare and 
producers’ effort for producing better products are of direct 
consequences of the establishments of such centres.  
5.0 Aspects to be Considered in Setting up a Product 

Information Centre 
Different aspects should be considered in setting up a product 

information centre – from technological issues to legal, political, 
economic and industrial matters. In fact, many issues are involved when 
looking at the product information centre as an active and performing 
database. Although it is not possible to discuss all these matters in this 
article, there are some minimum requirements that are worth mentioning. 
As mentioned earlier, positive effects of a product information centre are 
towards consumers’ welfare and manufacturers’ interests. Thus, setting 
up such a centre requires clear and certain initial targets for the centre, 
and necessary initial actions from the manufacturers.  

 
5.1 For the Centre 

The type of products to be targeted as the main subject of the 
center should be initially clarified. Is it goods and/or services? Although 
the answer to this question may depend on the policy of the creator of 
the centre and how the centre is supposed to act, nevertheless, some 
minimum matters need to be considered. Jiang (2010) explains that 
information offered to people can be divided into two groups, namely, 
information service, such as expert suggestions provided by lawyers, 
certified public accountants (also financial health and tourism services), 
and, information product, that is, information produced in mass and 
marketed in scale, like books, blueprints, and electric products, etcetera. 
Moreover, the main factor regarding services as a type of product is that 
it will not be uniform and will vary based on the parties, whether he/she 
is the one who performs the services or the one who receives them. In 
addition, it depends on where the services are performed. They should 
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only be accurate, reliable and authoritative. Jiang (2010) mentions that 
as to this group of products, the technical and professional regulation or 
the general concept of product liability provides sufficient remedies, 
compensations and sanctions in favour of the victim. As mentioned 
earlier, this group of products (services) might not be included in the 
targeted information center. Even if a ‘price-only’ information center is 
required due to price-control policies, the relevant associations such as 
Bar Associations could be required to provide such database in which 
the legal tariff and fees for the services are determined. 

The next issue that should to be considered when setting up such 
a centre is which goods have priority to be considered at the centres’ 
database, especially when the establisher of the centre are governments. 
In this regard, products that can have direct affect on consumers’ health 
are worth considering first. Thus, through a review on similar activities 
throughout the world, it has been understood that special consideration 
should be given to products such as foods, toys, medicine, electrical 
appliances and cosmetics. Poisons can be of the next group of products 
that may be considered at the center due to their effect on health and 
environment. As concurred by Han (2015), “every day, numerous 
accidents occur in European households due to ingestion of products”. 

 
5.2 For Manufacturers 

A product information centre requires accurate and timely product 
information from the manufacturers. To do so, manufacturers that are 
cooperating with the centre or those who provide a centre for their own 
products, need to take certain steps. Providing a comprehensive and up-
to-date system of product information collection is an unavoidable need 
for such manufacturers. This fact has created concepts such as Product 
Information Management (PIM) known also as Product Data 
Management (PDM), Product Resource Management (PRM) and 
Product Catalog Management (PCM). Another concept known in this field 
is Product Information File (PIF) (Product Information Management 
2015). A brief explanation about these concepts is provided hereunder. 

 
5.3 Product Information Management (PIM) 

A process through which data or information on manufactured 
products are evaluated, identified, stored, managed and distributed in a 
reasonable and timely way is called product information management 
(PIM). Through the PIM system, the maintenance of different types of 
data, product content or any other product information are facilitated and 
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such information are managed in a centralised way (Product Information 
Management, 2015). As a result, the possibility to have access to all 
product information and consequently the possibility to transfer accurate 
and timely information from manufacturers to the centre will increase 
significantly. In any business, product information is kept by certain 
employers and as such, is scattered throughout different departments 
instead of being available centrally. Moreover, these data are usually 
saved in various formats, sometimes in hard copy only. In such 
situations, PIM provides a solution for centralised data maintenance. This 
will create the possibility of fast transfer of up-to-date data to the product 
information centre. Currently, there are many professional companies 
that provide PIM system for firms and manufacturers (Informatica PIM, 
2015). 

 
5.4 Product Information File 

The phrase ‘product information file (PIF)’ is usually heard in the 
cosmetic industry. This is perhaps because the concept was discussed 
by the 6th amendment to the EU Cosmetics Directive (Directive 
93/35/EEC). However, the 7th amendment (Directive 2003/15/EC) for the 
first time used the words ‘product information file’ under its Article 11. 
This Article states that ‘[…] When a cosmetic product is placed on the 
market, the responsible person shall keep a product information file for 
it. The product information file shall be kept for a period of ten years 
following the date on which the last batch of the cosmetic product was 
placed on the market […].’ (Cosmetic Product Information File 2015). As 
such, the European Cosmetic Association has provided guidelines on 
product information file (PIF) and a comprehensive guide to establishing 
a PIF (Cosmetics Europe: Guidelines On The Product Information File 
2015). The PIF, if provided, includes the product description, Cosmetic 
Product Safety Report, details of methods of manufacture in accordance 
with good manufacturing practice and, where justified, proof of the effect 
claimed. It appears that this method should be applied and may even be 
necessary for many other industries. 

Finally, it should be mentioned that in each step taken to establish 
an information centre, certain issues should be considered. In each step, 
the final result should have three main qualifications: the result should be 
useful for consumers, fair for producers and vendors and protective for 
government procurement process. There have been some activities 
throughout the world that have almost similar goals. EU Product 
Information Center, ASEAN Cosmetic Association, European Consumer 
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Center Network, Canadian Consumer Information Gateway and the 
United States Consumer Product Safety Commission are establishments 
that tend to provide a reliable environment for both sellers and 
consumers.  

 
6.0 Conclusion  

The profound transformation that is created by the new 
international trade system is considered from different aspects and 
different points of view. In this information epoch, lack of ability to access 
timely and accurate information is unimaginable. Steps taken towards 
societies’ welfare by countries show an undeniable fact: necessity for 
improvement. Through this flow and among different aspects, economic, 
industrial and commercial improvements are of utmost importance. 
However, in the sphere of information, the key to improvement is 
enhancing the amount and quality of information. Enactment of rules 
such as consumer protection laws, competition laws and freedom of 
information laws show what the global trend and orientation is. 
Meanwhile, the question of how to handle information in a productive way 
in light of relevant issues of consumers’ welfare and protection as well as 
competition is answered well by way of harmonising and centralising the 
information and knowledge through the establishment of a product 
information centre. Through such centre, different aspects of a product 
such as price, quality, specifications, hazards and safety are provided to 
consumers. Accessibility and reliability of the information will enhance 
consumers’ welfare and motivate the producers to produce better quality 
products in order to win the market. This consequently will multiply the 
number of consumers of the products. Thus, a product information centre 
promotes the advancement and progress of a country. 

 
References 

2011-2016 U.S. Consumer Product Safety Commission Strategic Plan, 
https://www.cpsc.gov//PageFiles/123374/2011strategic.pdf 
(visited 12 September 2015). 

Auloy, J. C. and Steinmetz, F. (1996). Droit De La Consommation. 
Dalloz, 4th edn. 

Carl Shapiro, C. (1982). Consumer Information, Product Quality, and 
Seller Reputation. 13(1) The Bell Journal of Economics 20. 

Chen, C. (1992). Food and Drug Administration Food Standards of 
Identity: Consumer Protection through the Regulation of Product 
Information. 47 Food and Drug Law Journal 185. 



MALAYSIAN JOURNAL OF CONSUMER AND FAMILY ECONOMICS 
 
 

136 
 

Cosmetics Europe: Guidelines On The Product Information File (P.I.F.). 
file:///C:/Users/ACER/Downloads/Guidelines%20on%20Product
%20Information%20File%20PIF%20Requirement-
%202011%20(1).pdf (visited 5 August 2015). 

Cosmetic Product Information File (PIF), 
http://www.slideshare.net/CEway/cosmetics-product-information-
file-pif (visited 28 August 2015). 

Han, A. Product Identification: A Need for Poison Centres. 
http://ec.europa.eu/enterprise/sectors/chemicals/files/clp/worksh
op_report_en.pdf (visited 14 July 2015). 

Hoekman Bernard. H. and Peter, H. Competition Policy, Developing 
Countries and WTO.  
http://onlinelibrary.wiley.com/doi/10.1111/1467-9701.00236/epdf 
(visited 23 October 2015). 

ICN Discussion Document. (2011). 
http://www.internationalcompetitionnetwork.org/uploads/library/d
oc783.pdf (visited 11 July 2015). 

Informatica PIM. 
http://international.informatica.com/Images/02550_informatica-
enterprise-pim_ds_en-US.pdf (visited 23 September 2015). 

Kati J. Cseres, K.J. (2007). Controversies of the Consumer Welfare 
Standard. 3(2) The Competition Law Review 121. 

Kovacic, W. E. (2007). Competition Policy, Consumer Protection, and 
Economic Disadvantage. 25 Washington University Journal of 
Law and Policy 101. 

Nelson, P. (1970). Information and Consumer Behavior. 78(2) Journal of 
Political Economy 311. 

Niraj Dawar, Parker, P. M. and Price, L.J. (1996). A Cross-Cultural Study 
of Interpersonal Information Exchange. 27(3) Journal of 
International Business Studies 497. 

Perkowski, T. J. System and Method for Delivering Consumer Product 
Related Information to Consumers within Retail Environments 
Using Internet-Based Information Servers and Sales Agents. 
http://www.google.com/patents/US5950173 (visited 22 October 
2015). 

Product Data Management and Software Configuration Management; 
Similarities and Differences,  
http://www.mrtc.mdh.se/publications/0373.pdf (visited 6 Jun 
2015). 

Product Information Management (PIM). 
https://www.techopedia.com/definition/29010/product-
information-management-pim (visited 5 Jun 2015). 



MALAYSIAN JOURNAL OF CONSUMER AND FAMILY ECONOMICS 
 
 

137 
 

Product Safety Australia. 
https://www.productsafety.gov.au/content/index.phtml/itemId/970
225, (visited 2 Jun 2015). 

Rowe, E. A. (2011). Striking a Balance: When Should Trade-Secret Law 
Shield Disclosures to the Government? 96 IOWA Law Review 
795. 

http://internationalcompetitionnetwork.org/uploads/library/doc857.pdf 
(visited 16 September 2015). 

Salop, S. and Stiglitz, J. (1977). Bargains and Rip-Offs; Monopolistically 
Competitive Price Dispersion. Review of Economic Studies 493. 

Vaughn, R.G. (1991). Consumer Access to Product Safety Information 
and the Future of the Freedom of Information Act. 5(1) The 
Administrative Law Journal 673. 

Yang Jiang. (2010). Free Speech and Information Product Liability. 7(8) 
US-China Law Review 50. 

Yosowitz, S. (1999). Technology, Competition, and the Consumer. 25 
Canada-United States Law Journal 273. 

 




