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Review and Implications on Excessive Consumption Affected by Food Package

ZHU Guo-wei, CHEN Ning-chuan
(Hunan university, Changsha 410082, China)

ABSTRACT: The work aims to explore how food package affects consumer's perception and preferences. Packaging
elements were divided into size, shape, material, text, images, etc. Related researches in fields of marketing, nutrition,
psychology and food science were concluded to explore how different elements of food package affected consumers’ food
consumption and study its internal psychological mechanism respectively. Food package always influenced consumers’
judgment bias and eventually caused excessive consumption. In conclusion, this research will be helpful to design more
reasonable food package, reduce food intake extravagancy and lead to healthier consumption of packaged food.
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Fig.1 Dinnerware size and the Delboeuf Illusion
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Fig.4 Research framework
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