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1. Introduction  

Nowadays, there is more competition between different brands in the industry due to the increasing 

market size and consumer demand. According to Grand View Research (2022) [14], the estimated 

global market size of chocolate in 2021 was USD 113.16 billion, and this number will increase 

continuously at the rate of 3.7% approximately from 2022 to 2030 each year. Therefore, increasing 

the chocolate brand popularity becomes more significant for the firm to succeed. There are several 

ways for firms to distinguish their chocolate from others, like send more advertisements and invite 

celebrities to be the spokesperson; however, the most effective manner for consumers to choose these 

products would be their packaging (Wells et al., 2007) [36]. As people choose chocolates in the 

market, the first thing they could recognize would be the package of the chocolates. Consumers can 

decide which product they will buy with only a glance at the product package, while this glance lasts 

only a few seconds. Thus, product packaging communicates with consumers since it can provide 

information and confidence for consumers while making their purchase decisions (Butkevičienė et 

al., 2008[4]; Dobson & Yadav, 2012[8]). 

Previous research has proved that the difference in packaging aesthetics can provide different 

affect to neural activation in brain (Van der Laan et al., 2012)[35], and these packaging aesthetics 

difference can be conclude as different factors in packaging. Thus factors like the color of the package, 

the presence of background image, and the design of wrapping may all bring different impacts on 

consumers' decision (Parmar, 2014[28]; Mitul et al., 2012[25]). However, most of the previous 

research focused mainly on these aesthetic elements separately, and they only concluded that these 

factors will affect consumer purchasing decisions. The reasons why these factors impact consumer 

choice have been rarely discussed. 

This article aims to investigate the packing elements of chocolate that influence the consumers' 

purchase intention. Also, a questionnaire collects people's attitudes toward different elements in the 

chocolate packaging model. The findings of this survey can provide a reference value for future 

chocolate packaging. 

2. Literature review 

Three factors of packaging aesthetics are chosen to include in this literature review, because they 

are more common to see, and there are plentiful previous research that the author can study on. These 
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factors are the color, background image, and the information presence on packaging. Since much 

previous research was done in these areas, the past dissertation results would be more valid.  

2.1. Color 

Colors can cause people's brains to produce different emotions. Humans see color through their 

visual system. Color, with the form of light in different wavelengths, can be categorized into two 

main groups: high arousal colors that are warmer (e.g., red) with longer wavelengths, and low arousal 

colors that are cooler (e.g., blue and green) with shorter wavelength (Mehta and Zhu, 2009)[24]. Cone 

photoreceptors absorb these lights with different wavelengths and create electrical voltages, which 

will later be processed by cells in the retina (Gegenfurtner and Kiper, 2003) [12]. These colors have 

their symbolic meaning. According to Levy (1984) [20], warm colors provoke active feelings, while 

cool colors are sedate. Based on the research of Jang et al. (2012) [16], green stimuli may increase 

the relatively fast alpha power spectrum, indicating the improvement of concentration. Also, the 

yellow stimuli provoke a positive effect on the parietal and occipital lobes and indicate that the 

subjects are happier than before. These emotion provoked by the color can affect people’s purchasing 

intention in somehow.  

Furthermore, the color identity closely related to the brand association can positively impact both 

brand self-identification and brand loyalty (Jin, Yoon and Lee, 2019) [17]; similarly, the color of the 

brand has also significantly influences consumers' perception (Cunningham, 2017) [7]. For example, 

people can associate red with Coca-Cola and yellow with McDonald’s easily. Previous research 

shows that brands can build a communication relationship and establish the brand identity between 

firms and consumers. The products' color design can also meet the consumers' emotional needs 

comprehensively and quickly (Zhang et al., 2020) [37]. In this case, these product may be more likely 

to be chosen by the consumers. Additionally, the color can help the brands distinguish themselves 

from their competitors (Cunningham, 2017). 

Color may significantly impact people's emotion, cognition, and behavior; thus, it may affect 

consumer behavior (Elliot and Maier, 2014) [9]. According to the research of Garber, Hyatt, and Starr 

(2000) [10], the color of the food packaging can affect people's ability to identify the flavor of the 

food. Besides of that, the color of the packaging also conveys some subconscious information, like 

the quality, taste, pleasure, and price of the product to the consumers (Kaedi and Alinia, 2016) [18]. 

From Huang (2016) [15], it was believed that warm colors are often connected to hedonic attributes, 

while cool colors are tied to healthiness perception. Chocolate, usually classified as a hedonic product, 

is believed that light color has higher consumption compared to dark color (Madzharov, Ramanathan, 

and Block, 2016) [22]. 

However, there are some papers suggesting that color does not affect people's purchasing 

willingness. In one of the experiments, the electroencephalogram had shown that the participators did 

not significantly differ in their neurophysiological attention level with the color modifications 

(García-Madariaga et al., 2019) [11]. Likewise, according to the research done by Schlintl and 

Schienle (2020) [31], the color of the background of the food will not affect people's willingness for 

food. In that study, the authors also state that the propensity to choose a food item with its original 

color is higher than other colors.  

2.2. Background Image 

The packages cannot be only with the brand name and the color, it need pictures and images to 

make the packages look more interesting and attractive. Based on the research from Underwood and 

Klein (2002) [34], having pictures on the food packaging may let consumers better evaluate both the 

brand and the product since people presented a more positive attitude to the package with the image. 

Images on the packaging can effectively increase people's attention level, so the possibility of being 

attracted by the package will be increased (García-Madariaga et al., 2019). According to Lidón et al. 

(2018) [21], the experiment's result suggested a strong positive relationship between the presence of 

images on product packaging and participants' liking and willingness to buy. Similarly, the research 
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of Bone and France (2001) [3] has shown that the graphical information on the package can 

significantly impact consumers' purchasing willingness. 

The image presented on the product packaging would not only affect consumers' purchasing 

willingness and decision but also show information that the consumers can evaluate the taste and 

quality of their chosen product. In the experiment designed by Mizutani et al. (2010) [26], showing a 

pleasant orange picture to the participants would let them feel that the orange juice was more tasty. 

Additionally, another experiment has shown that the printed natural picture on the food packaging 

(e.g., strawberry) would make consumers assume the product has a natural taste, which the consumers 

are willing to pay higher price for it (Smith, Barratt, and Selsøe Sørensen, 2015) [32].  

3. Information Label 

While picking up food items from the shelves in the market, it is common to see an information 

label containing all the nutrients and gradients it has. The government regulates these information 

labels as policymakers aim for healthier food consumption. There are many kinds of information 

labels besides the nutrient label at the back, including warning signs, front-of-package nutrition 

labeling, and environmental sustainability labels.  

It is assumed by everyone that the warning sign on the packaging can effectively function as a 

signal, decreasing people’s consumption of some products that may harm their health. The warning 

signs do make some progress in stopping people from purchasing harmful products. The health 

warning sign on the sugar-sweetened beverage (a kind of drink that may lead to obesity) successfully 

decreased the number of consumers purchasing that product (Roberto et al., 2016) [29]. However, 

these warning signs are not always effective. In the research of Mantzari et al. (2020)[23], an 

experiment was done to confirm whether the health warning labels present on the drink will affect 

consumers’ choices, and the result shows that there is little impact with the health warning signs on 

the drinks. Also, for some addictive products, like alcohol, consumers tend to pay less attention to the 

health warning labels on the packages (Kersbergen and Field, 2017) [19].  

In the area of front-of-package labeling, there are many different ways to present these nutrient 

information, including Multiple Traffic Lights, Reference Intake, NutriScore, HealthStarRating, and 

Health logo (Ogundijo, Tas and Onarinde, 2021[27]; Crosetto et al., 2019[6]). Research has shown 

that the Multiple Traffic Lights labels provide the most accurate information about the nutrient 

compared to other front-of-package labeling systems; however, the adult consumers’ purchasing 

intention of the products will not be changed by these front-of-packaging labeling (Gorski Findling 

et al., 2018) [13]. On the other hand, as shown in the research of Arrúa et al. (2017) [1], children 

showed a higher preference for the warning front-of-package labeling system than the Multiple 

Traffic Lights.  

Besides the nutrition and warning labels, some labels provide other information, like the 

environmental sustainability labels. The eco-friendly label can help the firm earn a better reputation, 

and the brand name can be notice by more people (Cai, Xie, and Aguilar, 2017)[5]. Also, an 

experiment has shown that these eco-friendly labels can increase people’s willingness to pay more 

for their products (Bastounis et al., 2021) [2].  

4. Methodology 

4.1. Overview 

This dissertation combined primary and secondary research methods. Through the secondary 

research, background information of the topic of this dissertation is collected. Additionally, the author 

adopted the primary research method to collect further data on the correlation of the packaging 

aesthetic elements and purchasing willingness: a questionnaire was designed to survey people's 

attitude and their evaluation in different combinations of milk chocolate packaging aesthetics 

elements. 
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4.2. Secondary Research 

The primary research method was conceived first, and then several previous research articles and 

papers that are relevant to the topic of this dissertation were found through Google Scholar. These 

papers were read to find further detailed information about the research method used by previous 

researchers. The topics of these previous research papers are mainly focused on three packaging 

aesthetic elements: color, information, and image. They are used to figure out how these visual effects 

have impacts on people’s brains, emotions, and purchasing intentions. Later on, with the results 

gained from this study, more previous articles were read to support the conclusion of this research 

and figure out why this study obtained these results. 

4.3. Primary Research 

The primary research of this dissertation was done through the survey method. Since the survey 

can help the author better understand how people make their purchase decisions when buying 

chocolate, it is the most effective and efficient way of collecting such data. 

A total of 23 questions had been designed to be involved in the questionnaire, with mainly 

multiple-choice and scoring questions. The first two questions of the questionnaire are about the 

subjects' basic information, including their gender and age. All the personal information gathered 

through this survey was ensured not to be released. Questions 3 to 5 were set for acquiring and 

reflecting subjects' attitudes toward chocolate, involving questions like how often people purchase 

chocolate in a month, the reason they purchase chocolates, and their evaluation weight given to each 

factor of packaging aesthetic.  

From questions 6 to 21, 16 packages with different combinations of aesthetic elements were given 

to subjects for evaluation. The aspect of evaluation for the package includes the outlook, the 

imaginary sweetness, and the subject's purchasing willingness for each package. The variables of 

these packages in each combination include the color (red, blue, white, brown), the background image, 

and the information (the calorie sign) on the package. The last two questions are prepared for asking 

subjects’ favorite chocolate brand and their reasons for their choice.  

 

Figure 1. Package Designs of the Red Group. 

 

Fig 2. Package Design of the Blue Group. 
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Fig 3. Package Design of the White Group. 

 

Fig 4. Package Design of the Brown Group. 

4.4. Participants 

There were 126 pieces completed questionnaires, and 125 of them were valid, including 62 male, 

and 63 female participants. Among all, there were 16 people below 18 years old (12.8%), 5 people 

(4%) between 18 to 25 years old, 11 people (8.8%) in age 26 to 30, 38 (30.4%) people in the age 

range of 31 to 40, 43 people between age 41 to 50, 10 people (8%) between 51 to 60 years old, and 2 

people (1.6%) were above 60 years old. 

 

Fig 5. Age range of the participators. 

4.5. Data treatments and analysis 

The questionnaires were mainly distributed through the website named Questionnaire Star. The 

participants were asked to evaluate each package's outlook, imaginary sweetness, and purchasing 

willingness with a score from 1 to 10 (1 is the worst, and 10 is the best). The result of the questions 

can reflect people's attitudes toward different chocolate packaging, whereas the data on purchasing 
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willingness for each package is mainly focused on. The data processing and analysis were done by 

comparing the mean score given by participators for their willingness to use each packaging aesthetic 

element present in the picture. The data collected from the questionnaire were shown as pie charts, 

bar charts, and tables. 

5. Results 200 

Based on the questionnaire, 78.5% of the subjects purchase chocolate once a month or below; 16.6% 

of the subjects purchase chocolate two to four times a month; 2.3% of the participants purchase 

chocolate five to eight times a month; 1.6% of the participants purchase chocolate nine times or above 

in a month (figure 6). The participators were asked to give weight to each factor of consideration they 

might take while they are purchasing chocolate. According to the survey result, the most important 

factor people consider is the taste of the chocolate, followed by the brand and the packaging color, 

where the packages’ shape was considered the least important (see Table 1.). 

 

Fig 6. Frequent of people buying chocolates per month. 

Table 1. The weight of factors given to each elements during purchasing process. 

 taste packaging color calories brand price packaging shape 

Total 4.17 3.36 2.82 3.76 2.96 2.71 

 

Furthermore, the participants were asked to evaluate the given image of different chocolate 

packaging, by scoring them from one to ten (one is the worse and ten is the best). A total of 12 pictures 

were given to the participants, asking them to evaluate from the perspective of the outlook, imaginary 

sweetness, and their purchasing willingness. 

5.1. Color 

By analyzing the impact brought by color, the scores of the four packages with the same color 

added up to take an average. From Figure 7, it indicates that there were no significant differences in 

the outlook for red (5.30), white (5.47), and brown (5.49), and the only exception was the blue 

packages, which only scored 4.46.  

The red packages had perceived as sweeter than other packages. White packages were the second 

higher (6.41). The score of imaginary sweetness for the other two packages, blue (5.26) and brown 

(5.38), did not have a significant difference.  

Among all packages, participants identified brown packaging (5.24) were the ones that they were 

most willing to purchase.  
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Fig 7. Evaluation Based on Color. 

Table 2. Purchasing Willingness of Each Color Based on Age Range. 

 Red Blue White Brown 

below 18 5.02 4.58 5.69 5.50 

18-25 3.70 2.10 3.45 3.45 

26-30 4.02 3.00 4.25 4.07 

31-40 3.98 3.43 3.84 4.57 

41-50 5.19 4.37 4.67 5.31 

51-60 4.43 3.98 4.53 5.25 

above 60 5.75 6.75 7.63 8.50 

Total average 4.58 4.03 4.86 5.24 

 

Participants at different age ranges evaluate their purchasing willingness for the color of the 

package differently based on Table 2. However, the blue color got the lowest purchasing willingness 

generally for nearly all age ranges, excluding those above 60 (6.75).  

 

Fig 8. Purchasing Willingness of Each Color Based on Gender. 

Male participators had a higher purchasing willingness for chocolate overall than females (shown 

in Figure 8). Furthermore, in male participators, the brown packages were the ones that the male 

participants preferred to purchase the most (5.40), followed by the red packages (5.33), which had a 

very close score to the browns. In the female participants, Browns also got the highest purchasing 

willingness (4.50), chased by whites (4.09).  

5.2. Information 

As shown in Figure 9, the information on the package did not make a noteworthy impact on the 

participants' evaluation. Although the packages without information tags had the lowest score for all 

aspects we were looking for, the difference between them is too small that it can be ignored. 
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Fig 9. Evaluation Based on the Presence of Information. 

By terms of age, the purchasing willingness of whether the information tag present on the package 

had little difference. Most of the age group had their purchasing willingness of the packages with 

pictures higher than those without pictures. However, the purchasing willingness of packages without 

information was higher for the age range of 26 to 30 years old and above 60 years old (Figure 10). 

 

Fig 10. Purchasing Willingness of Presence of Information Based by Age Range 

 

Fig 11. Purchasing Willingness of Presence of Information Based by Gender. 

From Fig 11, it was shown that the presence of information had little effects on the purchasing 

willingness for both male (Δ=0.29) and female (Δ=0.20).  
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5.3. Image 

There was a prominent increase in the score of the packaging outlook with the image presented 

(5.63) than the one without the image (4.21). Participants expected that the chocolate with the image 

on the packaging (6.16) would be sweeter than the package that did not have the image presented 

(5.81).  

In general, participants were more willing to buy the chocolate with the image on the package 

(4.97) than it not (4.39) (Fig. 12) 

 

Fig 12. Evaluation Based on the Presence of Image on Package 

Table 3. Purchasing Willingness With the Presence of Image Based on Age Range. 

 With Image Without Image 

below 18 5.52 4.88 

18-25 3.55 2.80 

26-30 4.51 3.16 

31-40 4.38 3.54 

41-50 5.31 4.46 

51-60 5.14 3.95 

above 60 6.38 7.94 

Total average 4.97 4.39 

 

Based on Table 3, the purchasing willingness of packages with image was higher than the packages 

without image, expect for the age range of above 60 (6.38). 

 

Fig 13. Purchasing Willingness with the presence of Image based on gender. 

As shown in Fig. 13, male participators had higher purchasing willingness for the packages with 

image than the packages that did not have an image presented (Δ=1.40). The difference of the 

purchasing willingness between packages with image and without images was smaller for female 

participants (Δ=0.82); however, the trend was the same for both male and female participants.  
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6. Discussion 

Based on the results of the survey, there are some conclusions that can be deduced from each 

perspective of the aesthetic factors, the color, information sign, and the image of the packages.  

Firstly, it was proven that the color of the packaging did impact participants' purchasing 

willingness for the product. From the survey, the brown packages were showing a higher preference 

for the subjects to pay. It was noticeable that the brown packages also got the highest score for the 

outlook; however, though the score of the outlook for the white packages was pretty close to the 

brown packages, their purchasing willingness score was significantly lower. Apart from the blue 

packages, the other three colors of the packaging showed the trend of an inverse proportion 

relationship between the imaginary sweetness and the purchasing willingness: the higher the score 

gets in the imaginary sweetness, the lower the score gets in the purchasing willingness. The result of 

blue packages were been scored low match with the conclusion from Schlintl and Schienle (2020), 

which people was less tend to choose the blue and black-and-withe color food. Also, when people are 

discussing color in everyday life, they are inclined to believe the blue color will decrease their appetite. 

Schlintl and Schienle also have mentioned that the propensity for people choosing a food item that 

has the same color with its original color is higher than the other colors. This can explain why the 

brown packages got highest purchasing willingness in this research. In addition, people nowadays 

have concept of healthy eating; thus it may be the cause of the inversely proportional of the imaginary 

sweetness and the purchasing willingness of these packages colors.  As it was shown in Fig. 8, the 

color of the packaging had little impact on the purchasing willingness of different genders. Although 

the male participants got higher scores of purchasing willingness for all colors of packages compared 

to female participants, they were still following the same trend.  

From the perspective of information presented on the packaging, the calorie sign designed on the 

packages seems not to have a significant effect on people’s purchasing willingness for the chocolate. 

The scores assigned to the packages with and without the information sign were very close to each 

other in all perspectives: outlook, imaginary sweetness, and purchasing willingness. While the 

packages with information did get slightly higher scores than the packages that did not, the difference 

between them was too small to consider that the information sign brought a valid impact. This 

conclusion is match with several previous researches on the information. Admittedly, the result from 

this survey does not mean that the information does not affect people’s purchasing willingness for 

other products as well. The conclusion suggested from other researches that confirm the influences 

of the information sign may be investigating of other different type of products. On the other hand, 

there are many different ways of presenting information on the packages, such as the warning sign, 

calorie sign, and nutrient sign. The warning signs do function a lot in determining consumers’ 

purchasing willingness for the product. The experiment of Roberto et al. (2016) showed that the 

warning sign on sugar-sweetened beverages did decrease the percentage of purchases by parents for 

their children. In addition, the only format of the information sign shown to the participants was the 

calorie sign; however, there are also many different kinds of information labels, such as the health 

warning sign and the eco-friendly sign. Thus this may be the reason that why the information sign 

seems to have no influence in this study.  

As the survey had proposed, the presence of images on the packaging had a remarkable increase 

in the package score in all aspects: the outlook, imaginary sweetness and the purchasing willingness. 

There was a significant difference between the outlook score for the packages with the image and 

without the image (Δ=1.42). Based on the previous study, this may be caused by the package designs 

without a picture in it looking a bit bland, while adding pictures on the packages may make the 

product look more interesting and attractive. Since the image provided more information, including 

the vivid details of the flavor and the possible ingredients, consumers were more willing to choose 

the product with pictures. Thus, the image can have a positive effect on consumers’ purchase intention 

and their willingness to pay for the product as many researchers have proposed.  

Additionally, an interesting discovery in the survey is that in general, male participants evaluate 

their purchasing willingness higher than female participants. No matter what aspect of the packaging 
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aesthetics we are looking at, the scores from the male participators are 1.13 higher than the female 

participators on average. Nevertheless, the research of Rozin, Levine and Stoess (1991) [30] showed 

that women had much greater chocolate cravings than men, which suggested oppositely with our 

survey. It seems to propose an opposite conclusion with the result of this dissertation. Despite the 

truth that the research from Rozin, Levine and Stoess was done by 30 years ago, there may also be a 

cultural and region affect. Based on The paper written by Stojcic, Dong and Ren (2020) [33], it had 

suggested that Chinese women were less satisfied with their body image culturally. More specifically, 

this survey about chocolate was done in Shenzhen, China, and this may be the reason for the presence 

of this opposite result.  

With the development of the economy, there are more chocolate firms appeared to be in the market, 

which brings more furious competition between the firms and in the industry. Moreover, the firms 

are all aiming to achieve their profit maximization, where they have to find ways to increase their 

sales by attracting more consumers; thus the firms have to design their own packages to distinguish 

themselves from other competitors. However, in a buying condition, there are less likely to have other 

force, like the detailed explanation from a salesman, beside of the packages to impact consumers’ 

purchasing intention against a product, and the packaging of the product is the only indicator that 

consumers have. Therefore, the research result from this study can help the chocolate producers to 

determine which aesthetic elements bring the most effective positive influence on consumers’ 

purchasing willingness.    

The innovation of this survey is that the factors of packaging aesthetics are present to the subjects 

as a whole. Previous studies have shown that the packaging designs do have significant effect on 

consumers’ choice, but these dissertation often discuss each factor of packaging aesthetics solely, as 

they present the packages with different factors separately to the subjects in different experiments. 

Nevertheless, in real life circumstances, the design of the packaging for a product does not only 

contains one element that has effective positive effect on consumers’ purchasing willingness. To 

make up the vacancy, this survey has shown a total of 16 packages designs arranged differently with 

three packaging aesthetics factors, including color, information label, and image, and a control group.  

7. Evaluation 

Still, things are needed to be improved in this study. First of all, this survey contained 125 valid 

results from all age ranges, and only two of them were participants above 60 years old. Since there 

were few participants in this age range, the data analysis based on age perception could not give a 

valid result, so the difference in purchasing willingness between the age groups cannot be concluded. 

In the future study, the number of subjects participating in the survey at different age ranges should 

be confirmed before the start of the study. In this case, there should be about 20 people in each age 

range, and therefore the purchase intention difference caused by age can be compared and analyzed.  

Also, the online survey has a lot of limitations, since the participants do not have a real shopping 

environment where the participants can choose and purchase products as they usually do. While the 

subjects are filling in this questionnaire, their environment may provoke differently in their 

purchasing intention, which may bring an error in to this survey, and the survey result may be different 

from the real-life situation when the participants are actually picking products from the shelves. 

Moreover, the format of the online survey cannot express some packaging aesthetic elements, like 

texture, material, shape, and innovation. In addition, there are more factors that could influence 

consumers’ purchasing intention, such as the decoration of their purchasing environment and the 

arousal from hearing and smelling. To improve this limitation, an experiment could be done by 

imitating a real buying environment: putting designed packages on the shelf and measuring the 

percentage of participants choosing certain products. Thus the participants can feel, touch and 

compare each packaging in a full aspect, and the variation caused by the environment is eliminated.  

Furthermore, this survey was designed to focus on people’s purchasing willingness on the milk 

flavour chocolates. The result of this research may not be appropriate for other circumstances, like 
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dark chocolates. Since there may be a difference from chocolate flavour preference, the score given 

by the subjects may be systematic lower. It would be better to analysis the effect of the packages 

together with people’s preference of chocolate flavour by asking the subjects to score the chocolate 

packages with different flavors.  

However, this research also has its own highlights. The study combine three different packaging 

aesthetics elements into one experiment, so the result from the survey can compare between different 

elements. In addition, the principle of ceteris paribus was strictly followed in the survey. The 

chocolate packages shown to the participants have all variables controlled, expect the ones that are 

designed to be different.  

8. Conclusion 

This research is aimed to find the impact of the consumers’ purchasing intention caused by the 

packaging elements of chocolate. Survey was used in this study to investigate participators’ 

purchasing willingness against the different packaging elements. Based on the quantitative analysis 

of the data collected from the survey, several conclusions could be deduces.  

Based on the results, the effectiveness of each packaging aesthetic element is different. From the 

color perspective, the participants are more willing to pay for brown packages other than the white, 

blue, and red ones. People’s purchasing willingness for chocolates is inversely proportional to the 

imaginary sweetness of the chocolate packages, expect for the blue packages. In addition, the blue 

packages are the least favorable ones, probably because that the blue color will decrease people’s 

appetite. From the information perspective, the information label on the packages does not affect 

participators’ purchasing willingness for chocolate. From the prospective of images, the presence of 

images can both increase people’s imaginary sweetness of the chocolate and their purchasing 

willingness?  

To sum up, the brown color and the image can positively increase participants’ purchasing 

willingness, while the blue color will decrease people’s purchasing willingness. The information on 

packages brings no effect.  

In the future, the author believes that there will be more aesthetic elements present on the packages 

in the short term, as people are still discovering what kind of impacts can brought by these factors. 

However, in the long term, it is believed that there will be more detailed research on the importance 

of each packaging element, and the information on packages will be brief and essential. So, the 

aesthetic elements present in packages in the long term will decline.  
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