
Frontiers in Business, Economics and Management 
ISSN: 2766-824X | Vol. 17, No. 3, 2024 

 

174 

The Impact of Packaging Elements on Consumer 
Purchasing Behavior Based on Behavioral Economics 

Leijie Jing * 

Haizhou Senior High School, Lianyungang, Jiangsu, 222000, China 

* Corresponding author: Leijie Jing (Email: jingleijieee@outlook.com) 

 

Abstract: This paper explores the impact of packaging elements on consumer purchasing behavior through the lens of 

behavioral economics. It reviews the historical evolution of consumer purchasing behaviors, highlighting the role of advertising 

and branding in modern marketing. The study emphasizes the significance of understanding consumer behavior to optimize 

brand positioning and marketing strategies. By analyzing packaging elements like color, design, material, and information 

transmission, the paper underscores their influence on consumer decisions. Empirical analysis through a questionnaire survey of 

Chinese consumers provides insights into the correlation between packaging and purchasing behavior. The findings suggest that 

well-designed packaging can significantly enhance product perception and consumer purchasing intent. Despite its contributions, 

the study acknowledges limitations such as a narrow geographic scope and short-term focus, recommending future research to 

address these gaps for a more comprehensive understanding of packaging's long-term effects on consumer behavior. 
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1. Introduction 

The historical evolution of purchasing behavior reflects 

multiple changes in society, economy and technology. In 

ancient times and the Middle Ages, people traded primarily in 

markets and bazaars through barter and early currencies. With 

the advent of the Renaissance and the Industrial Revolution, 

the expansion of global trade and factory production 

promoted a dramatic increase in the variety and quantity of 

goods. The rise of department stores marked a change in the 

shopping experience. In the 20th century, with the rise of the 

advertising industry and the enhancement of brand awareness, 

companies began to influence consumers' purchasing 

decisions through advertising and brand building. Advertising 

affects consumers by increasing brand awareness, conveying 

product information and arousing emotional resonance, while 

brand building enhances brand loyalty by shaping brand 

image, differentiating competition and enhancing brand 

experience. In addition, various marketing strategies such as 

promotional activities, word-of-mouth marketing and 

influencer marketing further enhance the influence of 

enterprises on consumer purchasing behavior. In the Internet 

era, the popularity of e-commerce platforms and online 

payment systems has made shopping more convenient, and 

social media has also become an important channel for 

obtaining product information and purchasing advice. The 

rise of mobile Internet and smart technologies, such as mobile 

payment and personalized recommendation systems, have 

made the shopping experience more personalized and 

intelligent. The rise of advertising and branding has not only 

shaped modern consumer culture, but also profoundly 

influenced consumers' purchasing decisions through various 

promotion and marketing activities. These changes have 

become an important part of modern marketing. 

The importance of studying consumer purchasing behavior 

is that it not only helps companies better understand and 

predict market demand, but also optimizes marketing 

strategies, thereby improving brand building and advertising 

effects. Research on consumer purchasing behavior reveals a 

variety of factors that influence consumer decision-making, 

including psychological, social, cultural, and personal 

motivations. These factors have a direct impact on brand 

perception and purchase intention. Through in-depth analysis 

of consumer purchasing behavior, companies can develop 

more precise brand positioning strategies to ensure that the 

brand image matches the values and needs of target 

consumers. In addition, as the main means of brand 

communication, advertising is also deeply affected by 

consumer purchasing behavior. Effective advertising should 

not only convey product information, but also resonate with 

consumers at an emotional and cognitive level, thereby 

increasing brand loyalty and purchase rates. Therefore, 

studying consumer purchasing behavior is crucial for 

companies to formulate scientific brand building and 

advertising strategies, which can significantly improve 

market competitiveness and long-term profitability. 

This study aims to expand research on corporate packaging 

elements and help companies optimize product packaging, 

thereby promoting consumer purchasing behavior.  

At the same time, there are also some problems with 

product packaging. Inaccurate information transmission on 

product packaging may cause consumers to leave a bad 

impression of the brand or fail to attract consumers. There are 

more and more studies on research topics. For example, Liu 

Wumei and others studied non-verbal packaging elements and 

concluded that packaging visual cues convey non-verbal 

information and affect consumer emotions. There are more 

and more studies on this issue, and existing research on 

product packaging mainly focuses on consumer preferences 

and green packaging. However, there are still insufficient 

research on packaging elements. In response to these research 

deficiencies, this article proposes a research question on how 

packaging elements affect consumers' purchasing behavior, 

aiming to make up for the existing research deficiencies and 

better guide companies to practice. Therefore, this article has 

important theoretical and practical significance. 
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2. literature Review 

Packaging plays a vital role in modern marketing. It not 

only plays a role in protecting products, but also plays a 

significant role in attracting consumers' attention and 

influencing their purchasing decisions. In recent years, 

scholars have conducted extensive research on the impact of 

packaging elements on consumer behavior. This article will 

review the main views and findings and explore future 

research directions. 

Color and design are among the most concerned packaging 

elements. Studies have shown that color can not only convey 

specific information about the product, but also evoke 

emotional responses from consumers. For example, 

Kauppinen-Räisänen and Luomala (2010) pointed out that 

bright colors are often associated with high-energy, youthful 

brand images, while soft colors can better convey product 

reliability and trust. In addition, the use of design elements 

such as fonts and patterns is equally important. Orth and 

Malkewitz (2008) found that complex designs are often 

associated with high-priced products, while simple designs 

are more suitable for mass consumer goods. 

Packaging materials are also a factor that cannot be ignored 

in the consumer decision-making process. High-quality 

packaging materials can usually enhance consumers' positive 

evaluation of the product, and in some cases, the touch of the 

packaging can directly affect the willingness to buy. 

Underwood and Klein (2002) pointed out that consumers' 

visual and tactile experience of packaging will affect their 

perception of product quality, which will further affect their 

purchasing decisions. 

In addition, information transmission on packaging is also 

considered an important factor affecting consumer purchasing 

behavior. Wells et al. (2007) found that clear and concise 

product information can reduce consumers' decision-making 

time and enhance purchasing confidence. However, too much 

information may lead to information overload, making 

consumers confused or hesitant. Therefore, how to effectively 

convey product information in a limited packaging space has 

become a focus of attention for designers and marketers. 

Although existing studies have revealed the important role 

of packaging elements in influencing consumer behavior, 

there are still some research gaps. For example, most studies 

focus on a single cultural background and lack comparative 

studies on consumer responses in different cultural 

backgrounds. In addition, existing studies focus on short-term 

effects and ignore the impact of packaging elements on 

consumers' long-term brand loyalty. 

In summary, the impact of packaging elements on 

consumer behavior is a complex and multidimensional 

process, covering multiple factors such as color, design, 

material and information transmission. Future research can 

further explore cross-cultural comparisons and long-term 

effects to provide more insightful guidance for companies' 

packaging design in the global market. 

3. Brand Recognition and Consumer 
Purchasing Behavior 

The concept of brand recognition originated in the early 

20th century. With the development of market economy and 

intensified competition, brand has become an important 

identifier for enterprises to distinguish themselves from 

competitors. Early brand recognition mainly focused on brand 

names, logos and advertising. With the development of 

marketing theory, the connotation of brand recognition has 

been continuously enriched and expanded. Modern brand 

management theory was formed in the mid-to-late 20th 

century, emphasizing the creation and maintenance of brand 

value. Brand image, brand loyalty and brand equity have 

become the core elements of brand management. Strong 

brand recognition can not only increase consumers' 

willingness to purchase, but also increase brand premium 

capabilities and enhance corporate competitiveness. 

The school of cognitive psychology analyzes consumers' 

cognitive processes when they come into contact with brands, 

including attention, perception, memory and understanding. 

When consumers are exposed to brand information, they will 

experience the process of selective attention and selective 

perception. The visual and linguistic elements of the brand 

can significantly affect its cognitive effect. Memory and 

understanding are important links in brand recognition. Brand 

information forms a lasting brand impression through the 

process of encoding, storage and retrieval. Cognitive 

psychology reveals the psychological mechanism of brand 

recognition and provides a theoretical basis for the 

formulation of brand communication strategies. 

The school of social psychology explores the perception of 

brands in social environments and studies the impact of 

brands on social identity, social status and group identity. 

Brands are not only functional products, but also symbols of 

consumers’ identity and status. Consumers express and 

strengthen their social identity and sense of group belonging 

through brand consumption. Social psychology research 

shows that brands can enhance consumers' brand loyalty and 

brand preference through social influence and social 

recognition. The social meaning and symbolic value of a 

brand play an important role in consumer purchasing 

decisions. 

The behavioral economics perspective studies consumers' 

irrational decision-making in the process of brand selection 

and recognition, revealing the role of psychological biases, 

decision-making rules and emotional factors. In the process 

of brand selection, consumers are often affected by the 

anchoring effect, mental accounting and emotional reactions, 

and show irrational decision-making behavior. Behavioral 

economics reveals the existence and influencing mechanisms 

of these psychological biases through experimental and 

empirical research, providing a behavioral economics 

perspective for brand management. Emotional factors also 

play an important role in brand recognition and purchase 

decisions. Brands can effectively enhance consumers' brand 

identity and purchase intention through emotional resonance. 

There are multiple potential research directions in future 

research on brand recognition and consumer purchasing 

behavior. First of all, future research should pay more 

attention to the long-term effects of brand recognition, 

combine longitudinal research methods, and deeply explore 

the dynamic change process of brand recognition. Secondly, 

we should pay attention to the impact of individual 

differences on brand recognition and purchasing behavior, 

and use segmentation research methods to reveal the brand 

recognition characteristics and behavior patterns of different 

consumer groups. In addition, the combination of brand 

recognition and emerging technologies, such as artificial 

intelligence and big data, is also a direction worth exploring 

to improve the accuracy and effectiveness of brand 

communication through technical means. Finally, cross-

cultural research is also an important direction in the future, 
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exploring differences in brand cognition under different 

cultural backgrounds and providing theoretical support for 

global brand management. 

4. Empirical Analysis of Consumer 
Purchasing Behavior 

This paper uses a questionnaire survey to study the 

purchasing behavior of Chinese consumers, aiming to 

understand the impact of packaging on consumer purchasing 

behavior. The author collected data from 50 consumers aged 

16 and above by randomly distributing questionnaires. 

Among these consumers, the total number of male samples is 

32, accounting for 64%. The frequency of female consumers 

is low, because women are hesitant to provide data to 

strangers, so the total number of female consumers is 18, 

accounting for 36%. The age of consumers, most of the 

consumers are between 16-30 years old, accounting for 78% 

of the total, and the lowest frequency distribution is over 40 

years old. 

The author selected appropriate sampling techniques for 

data collection based on the questionnaire, ranging from 

strongly agree to strongly disagree. 

 

Table 1. The questionnaire  

serial 

number 
question 

Strongly 

agree 
Agree Average  

Disagr

ee  

Strongly 

disagree 

1 Do you like the packaging of a certain product/brand? 39(78%) 8(16%) 3(6%) 0 0 

2 Does the packaging appeal to you? 32(64%) 13(26%) 4(8%) 1(2%) 0 

3 Do you think products offered by famous brands are always better? 12(24%) 34(68%) 3(6%) 1(2%) 0 

4 Do you choose products based on your lifestyle? 17(34%) 24(48%) 6(12%) 2(4%) 1(2%) 

5 When purchasing a product, does the color of the packaging matter? 29(58%) 12(24%) 7(14%) 2(4%) 0 

6 Do you like product packaging with attractive backgrounds? 13(26%) 34(68%) 2(4%) 1(2%) 0 

7 Is it preferable to package products with high-quality materials? 16(32%) 25(50%) 5(10%) 2(4%) 2(4%) 

8 
Do you like using creative font styles on the packaging of any 

product? 
27(54%) 9(18%) 8(16%) 3(6%) 3(6%) 

9 Does the product packaging design inspire your purchase? 31(62%) 16(32%) 3(6%) 0 0 

10 
Do you base your evaluation on printed information when purchasing 

a product? 
36(72%) 11(22%) 4(8%) 0 0 

As can be seen from Table 1, 78% of consumers strongly 

agree with and like the packaging of the products/brands they 

want to buy in the Chinese market. 64% of respondents 

strongly believe that packaging is more attractive to them. 68% 

of respondents believe that products associated with any 

brand are good and always better. 48% of respondents said 

they choose products based on their lifestyle. 58% of the 

respondents strongly agreed that the color of the packaging is 

important to them when buying products and it attracts them 

when they want to buy some products. 68% of respondents 

agreed that they prefer product packaging with an attractive 

background. 50% of the respondents agreed with the quality 

of packaging as it saves the product better and consumers can 

easily buy it from the market. 54% of respondents said they 

strongly agreed that font styles are attractive to them when 

they want to buy products from the market. 62% of 

respondents strongly agreed that packaging design is very 

important in packaging and believe that it can attract customer 

interest. 72% of the respondents strongly agreed to read the 

printed information on product packaging and would choose 

products based on the printed information on the packaging.     

5. Conclusion and Outlook 

Packaging can be considered one of the most valuable tools 

in marketing communications today and requires a more 

detailed analysis of its elements and how they influence 

consumer purchasing behavior. 

The impact of packaging and its elements on consumer 

purchasing decisions can be revealed by analyzing the 

importance of each element to consumer choice. For this 

purpose, the main packaging elements can be identified: 

graphics, color, size, shape and materials of the packaging, 

packaging design, printed information and innovation, 

product information and branding are all important factors of 

packaging. 

According to the survey of this article, it was found that 

most consumers like the quality of the product after 

purchasing the packaged products they want. Based on these 

facts, it can be stated that well-designed packaging can give 

consumers the impression and feeling of high product quality. 

In fact, people's requirements are getting higher and higher; 

packaging plays an increasingly important role in providing 

information and delivering functions to consumers. There is 

no doubt that packaging serves as a strategic tool to attract 

consumers' attention and change their perception of product 

quality. 

Although this article has achieved certain results in the 

study of the impact of packaging elements on consumer 

purchasing behavior, there are still some shortcomings and 

limitations. First, the geographical and cultural scope of 

sample selection is limited, and future research should expand 

sample coverage to improve the generalize of the research 

results. Secondly, the research method mainly adopts 

questionnaire survey and experimental design. In the future, 

more field observations and big data analysis methods can be 

combined to obtain more comprehensive and real data. 

Finally, this article mainly focuses on short-term effects, and 

future research should strengthen the analysis of long-term 

effects of packaging elements to provide more in-depth 

insights. 

Through an in-depth study of the impact of packaging 

elements on consumer purchasing behavior, this article 

provides a theoretical basis and practical guidance for 

companies to improve brand competitiveness and marketing 

effects in market competition. Future research will be further 

expanded and deepened to contribute more wisdom and 

insights to consumer behavior research and corporate 

marketing practice. 
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