
© MAY 2026 | IRE Journals | Volume 9 Issue 11 | ISSN: 2456-8880 
DOI: https://doi.org/10.64388/IREV9I11-1718078 

IRE 1718078          ICONIC RESEARCH AND ENGINEERING JOURNALS 2225 

Impact Of Packaging and Labelling on Customer Choice: 

A Comprehensive Review 
 

JIMEEPAL1, SANJAY2, ARYAN3, VISHAL KUMAR BIND4, RAJDEEP PAL5, ASHVANI KUMAR6 
1, 2, 3, 4, 5 Research Scholar, Institute of Pharmaceutical Sciences & Research, Unnao, U.P. 

6Associate Professor, Institute of Pharmaceutical Sciences & Research, Unnao, U.P. 
 
Abstract- Packaging and labelling have become essential 

marketing tools that significantly influence customer 

choice and purchasing behaviour. In highly competitive 

markets, packaging acts as the “silent salesman” by 

attracting attention, communicating product information, 

and creating brand identity. Labelling provides critical 

information regarding ingredients, nutritional value, 

manufacturing date, expiry date, instructions for use, and 

safety measures, thereby enhancing consumer trust and 

informed decision-making. This review paper examines the 

impact of packaging and labelling on customer choice 

across various industries, including food, 

pharmaceuticals, cosmetics, and consumer goods. The 

paper discusses different packaging elements such as 

colour, design, material, shape, size, typography, and 

sustainability aspects. It also highlights the role of 

labelling in influencing consumer perception, health 

awareness, and brand loyalty. The review further explores 

psychological, cultural, and technological factors 

associated with packaging and labelling strategies. Recent 

trends such as smart packaging, eco-friendly packaging, 

and digital labelling are also discussed. The findings 

indicate that effective packaging and accurate labelling 

positively influence customer satisfaction, purchase 

intention, and repeat buying behaviour.  
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I. INTRODUCTION 

 

In modern marketing, packaging and labelling are 

considered important components of product strategy. 

Consumers are exposed to thousands of products 

daily, and packaging plays a vital role in 

differentiating products from competitors. Attractive 

packaging captures consumer attention, influences 

perception, and encourages purchasing decisions. 

Labelling complements packaging by providing 

information necessary for consumer understanding 

and safe product usage. 

Packaging is not merely a protective covering; it 

serves promotional, communicative, and functional 

purposes. Companies invest heavily in innovative 

packaging designs to improve product visibility and 

brand recognition. Similarly, labelling has evolved 

from simple identification tags to informative and 

regulatory tools. Nutritional labels, environmental 

labels, warning labels, and smart labels are 

increasingly used to influence consumer decisions and 

ensure transparency. 

 

Consumer behaviour studies suggest that customers 

often make purchasing decisions based on visual 

appeal, colour combinations, typography, and package 

convenience. Labels influence trust and perceived 

product quality. Front-of-pack nutrition labels, eco-

labels, and certification marks significantly affect 

health-conscious and environmentally conscious 

consumers.  

 

This review paper aims to analyze the impact of 

packaging and labelling on customer choice, discuss 

various influencing factors, and evaluate current 

trends and future opportunities. 

 

II. OBJECTIVES OF THE REVIEW 

 

1. To study the importance of packaging in 

influencing customer choice.  

2. To analyze the role of labelling in consumer 

decision-making.  

3. To examine different packaging elements 

affecting purchase behaviour.  

4. To evaluate psychological and cultural 

influences associated with packaging and 

labelling.  

5. To assess emerging trends such as smart and 

sustainable packaging.  

6. To review challenges and future scope in 

packaging and labelling strategies.  
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III. CONCEPT OF PACKAGING 

 

Packaging refers to the process of designing and 

producing containers or wrappers for products. It 

includes material selection, structural design, 

graphics, colours, and branding elements. Packaging 

protects products during transportation and storage 

while simultaneously serving as a marketing 

communication tool. 

 

Packaging can be categorized into: 

 

3.1 Primary Packaging 

Directly encloses the product, such as medicine bottles 

or toothpaste tubes. 

 

3.2 Secondary Packaging 

Groups primary packages together, such as cartons or 

boxes. 

 

3.3 Tertiary Packaging 

Used for bulk transportation and storage, such as 

pallets and crates. 

 

Packaging performs multiple functions: 

• Protection  

• Preservation  

• Communication  

• Convenience  

• Promotion  

• Product differentiation  

 

Research indicates that packaging significantly 

influences consumer expectations regarding quality, 

taste, safety, and reliability.  

 

IV. CONCEPT OF LABELLING 

 

Labelling refers to the written, printed, or graphic 

information displayed on a product package. Labels 

provide product details and assist consumers in 

making informed purchasing decisions. 

 

Types of labels include: 

• Brand labels  

• Informative labels  

• Descriptive labels  

• Grade labels  

• Warning labels  

• Nutritional labels  

 

Labelling performs several functions: 

• Product identification  

• Information communication  

• Legal compliance  

• Consumer safety  

• Brand promotion  

 

Food and pharmaceutical industries rely heavily on 

accurate labelling to ensure consumer trust and 

regulatory compliance.  

 

V. IMPORTANCE OF PACKAGING IN 

CUSTOMER CHOICE 

 

Packaging strongly affects customer perception and 

buying behaviour. Attractive and functional packaging 

creates positive first impressions and influences 

purchase intention. 

 

Major reasons for the importance of packaging 

include: 

 

5.1 Visual Attraction 

Colourful and innovative packaging attracts consumer 

attention on retail shelves. 

 

5.2 Brand Recognition 

Packaging strengthens brand identity and brand recall. 

 

5.3 Product Protection 

Packaging ensures product safety and quality 

preservation. 

 

5.4 Consumer Convenience 

Easy-to-open, resealable, and portable packaging 

increases customer satisfaction. 

 

5.5 Emotional Appeal 

Packaging can evoke emotions and influence impulse 

buying. 

 

Studies show that customers often associate premium 

packaging with superior product quality.  
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VI. ROLE OF LABELLING IN CUSTOMER 

CHOICE 

 

Labelling significantly affects customer trust, 

understanding, and product evaluation. 

 

6.1 Information Provision 

Labels provide details regarding ingredients, 

composition, expiry date, usage instructions, and 

nutritional content. 

 

6.2 Health Awareness 

Nutritional labels help consumers choose healthier 

products. 

 

6.3 Safety Assurance 

Warning labels reduce misuse and health risks. 

 

6.4 Environmental Awareness 

Eco-labels influence environmentally conscious 

consumers. 

 

6.5 Legal Compliance 

Mandatory labelling ensures consumer rights and 

transparency. 

 

Front-of-pack labels have been shown to improve 

customer understanding and influence healthier 

purchasing behaviour.  

 

VII. PACKAGING ELEMENTS AFFECTING 

CUSTOMER CHOICE 

 

7.1 Colour 

Colour plays a major psychological role in packaging. 

Different colours evoke different emotions and 

perceptions. 

• Red: excitement and energy  

• Blue: trust and reliability  

• Green: natural and eco-friendly  

• Black: luxury and elegance  

 

Colour combinations can significantly influence 

impulse purchases. 

 

 

 

 

7.2 Shape and Size 

Unique package shapes improve product visibility and 

differentiation. Compact and ergonomic packaging 

enhances usability and convenience. 

 

7.3 Typography 

Font style, size, and readability affect customer 

understanding and brand personality. 

 

7.4 Material 

Packaging materials such as glass, plastic, paperboard, 

and metal influence perceptions of quality and 

sustainability. 

 

7.5 Graphics and Images 

Images and illustrations communicate product features 

quickly and attract consumer attention. 

 

7.6 Sustainability 

Eco-friendly packaging positively influences 

environmentally conscious consumers. 

Research demonstrates that aesthetic and functional 

packaging elements significantly affect purchase 

intention.  

 

VIII. PSYCHOLOGICAL IMPACT OF 

PACKAGING AND LABELLING 

 

Consumer psychology plays a crucial role in 

packaging effectiveness. 

 

8.1 Perception 

Packaging shapes perceptions regarding product 

quality and value. 

 

8.2 Motivation 

Appealing packaging motivates consumers to try new 

products. 

 

8.3 Learning 

Labels educate consumers about product usage and 

benefits. 

 

8.4 Attitude Formation 

Positive packaging experiences create favourable 

attitudes and repeat purchases. 
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8.5 Sensory Influence 

Packaging influences sensory expectations such as 

taste and freshness. 

 

Studies on sensation transfer reveal that packaging and 

labelling can alter consumer taste perceptions and 

emotional responses.  

 

IX. INFLUENCE OF PACKAGING ON BRAND 

LOYALTY 

 

Consistent packaging strengthens brand identity and 

encourages customer loyalty. 

 

Benefits include: 

• Enhanced brand recognition  

• Improved customer satisfaction  

• Increased trust  

• Stronger emotional connection  

 

Luxury brands particularly rely on premium 

packaging to maintain customer loyalty and brand 

prestige. 

 

X. IMPACT OF LABELLING ON HEALTH-

CONSCIOUS CONSUMERS 

 

Health-conscious consumers increasingly rely on 

labels while making purchasing decisions. 

Important label components include: 

• Nutritional value  

• Calorie content  

• Sugar and fat levels  

• Organic certification  

• Allergen information  

 

Consumers prefer products with clear, easy-to-

understand labels. Front-of-pack nutritional labels 

improve informed decision-making and healthier food 

selection.  

 

XI. CULTURAL INFLUENCE ON 

PACKAGING AND LABELLING 

 

Consumer preferences for packaging vary across 

cultures. 

 

Examples: 

• Bright colours may symbolize celebration in some 

cultures.  

• Minimalist packaging may appeal to premium 

markets.  

• Language on labels influences regional 

acceptance.  

 

Cultural sensitivity is essential for multinational 

companies. 

 

XII. TECHNOLOGICAL ADVANCEMENTS IN 

PACKAGING AND LABELLING 

 

Modern technologies have transformed packaging and 

labelling strategies. 

 

12.1 Smart Packaging 

Uses QR codes, RFID, and sensors to provide product 

information and traceability. 

 

12.2 Interactive Packaging 

Allows consumers to access digital content through 

smartphones. 

 

12.3 Tamper-Evident Packaging 

Enhances safety and trust. 

 

12.4 Digital Labelling 

Provides detailed product information electronically. 

Technological innovations improve customer 

engagement and supply chain transparency. 

 

XIII. SUSTAINABLE PACKAGING AND 

CONSUMER CHOICE 

 

Environmental concerns have increased demand for 

sustainable packaging. 

 

Eco-friendly packaging includes: 

• Recyclable materials  

• Biodegradable packaging  

• Reusable containers  

• Reduced plastic usage  

 

Consumers increasingly prefer brands that adopt 

sustainable practices. Sustainable packaging 

positively affects brand image and customer loyalty. 
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XIV. PACKAGING AND LABELLING IN THE 

FOOD INDUSTRY 

 

Food packaging and labelling play critical roles in: 

• Product safety  

• Shelf-life extension  

• Nutritional communication  

• Brand differentiation  

 

Front-of-pack nutrition labels influence healthier 

consumer choices. Governments and health 

organizations support transparent food labelling 

practices.  

 

XV. PACKAGING AND LABELLING IN THE 

PHARMACEUTICAL INDUSTRY 

 

Pharmaceutical packaging and labelling are essential 

for: 

• Drug identification  

• Dosage instructions  

• Patient safety  

• Regulatory compliance  

 

Tamper-proof packaging and warning labels help 

reduce medication errors. 

 

XVI. PACKAGING AND LABELLING IN 

COSMETIC PRODUCTS 

 

Cosmetic packaging emphasizes: 

• Visual appeal  

• Luxury perception  

• Brand identity  

• Ingredient transparency  

 

Consumers are highly influenced by design aesthetics 

in cosmetic purchasing decisions. 

 

XVII. CONSUMER PERCEPTION AND 

PURCHASE INTENTION 

 

Packaging and labelling directly affect: 

• Perceived quality  

• Product trustworthiness  

• Purchase intention  

• Satisfaction levels  

Consumers often evaluate product quality based on 

external packaging cues before actual product use. 

 

XVIII. CHALLENGES IN PACKAGING AND 

LABELLING 

 

Packaging and labelling are essential components of 

product marketing, branding, safety, and 

communication. Despite their importance, companies 

face numerous challenges in developing effective 

packaging and labelling systems. Rapid changes in 

consumer preferences, environmental concerns, 

technological advancements, and regulatory 

requirements have increased the complexity of 

packaging and labelling operations. Poor packaging or 

inaccurate labelling can negatively affect product 

quality, consumer trust, and company reputation. 

 

The major challenges in packaging and labelling are 

discussed below. 

 

18.1 Misleading Labels 

Misleading labels are one of the most serious 

challenges faced by manufacturers and regulatory 

authorities. A misleading label contains false, 

exaggerated, incomplete, or unclear information that 

may deceive consumers regarding the nature, quality, 

ingredients, benefits, or safety of a product. 

 

Consumers rely heavily on labels while making 

purchasing decisions. When labels contain inaccurate 

claims such as “100% natural,” “organic,” “sugar-

free,” or “clinically proven” without proper evidence, 

customers may feel cheated after using the product. 

This damages consumer trust and negatively affects 

brand reputation. False sustainability claims and 

unsupported health claims are increasingly scrutinized 

by regulators.  

 

Misleading labels may occur intentionally for 

marketing purposes or unintentionally due to poor 

communication, outdated information, or human error. 

In industries such as food and pharmaceuticals, 

incorrect labels can create serious health risks. 

Missing allergen information, wrong dosage 

instructions, or inaccurate expiry dates may endanger 

consumer safety and lead to legal action or product 

recalls.  
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Examples of misleading labelling include: 

• Incorrect ingredient lists  

• False nutritional claims  

• Misleading package images  

• Hidden side effects  

• Fake eco-friendly claims  

• Exaggerated product benefits  

 

Many product recalls worldwide are associated with 

labelling errors. Regulatory agencies such as the FDA, 

FSSAI, and WHO continuously monitor labelling 

practices to protect consumer rights.  

 

Misleading labels create several negative 

consequences: 

• Loss of customer confidence  

• Legal penalties and fines  

• Product recalls  

• Brand image damage  

• Reduced customer loyalty  

• Ethical concerns  

 

To overcome this challenge, companies should ensure 

transparency, accuracy, and regular verification of all 

label information before product release. 

 

18.2 Environmental Concerns 

Environmental issues related to packaging have 

become a major global challenge. Excessive use of 

plastic packaging contributes significantly to 

environmental pollution, landfill accumulation, and 

marine waste. Consumers and governments are 

increasingly demanding sustainable packaging 

solutions. 

 

Traditional packaging materials such as non-

recyclable plastics, multilayer laminates, and 

excessive wrapping create serious environmental 

problems. Over-packaging increases waste generation, 

transportation emissions, and disposal costs.  

 

Plastic waste is one of the most visible environmental 

concerns associated with packaging. Large quantities 

of plastic packaging end up in oceans and landfills, 

harming wildlife and ecosystems. Recycling systems 

in many countries remain inefficient, making waste 

management difficult. Reddit discussions on 

sustainability frequently highlight the gap between 

consumer expectations and actual recycling 

effectiveness.  

 

Major environmental challenges include: 

• Plastic pollution  

• Non-biodegradable materials  

• Excessive packaging waste  

• High carbon footprint  

• Low recyclability  

• Resource depletion  

 

Consumers are now more conscious of environmental 

sustainability and prefer eco-friendly packaging. 

Companies failing to adopt sustainable packaging 

practices may lose environmentally conscious 

customers. Sustainable packaging labels themselves 

can also create confusion when standards are unclear.  

 

To address environmental concerns, companies are 

increasingly adopting: 

• Biodegradable materials  

• Recyclable packaging  

• Paper-based alternatives  

• Reusable containers  

• Minimal packaging designs  

• Green labelling initiatives  

 

However, sustainable packaging also presents 

challenges such as higher costs, limited availability of 

eco-friendly materials, and supply chain 

modifications.  

 

18.3 High Packaging Costs 

Packaging significantly contributes to the overall cost 

of a product. Innovative and attractive packaging 

designs often require expensive materials, advanced 

printing technologies, and specialized manufacturing 

processes. 

 

Modern consumers expect packaging that is: 

• Attractive  

• Functional  

• Durable  

• Sustainable  

• Convenient  

• Informative  
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Meeting all these expectations simultaneously can 

substantially increase production expenses. Premium 

packaging materials such as glass, metal, 

biodegradable plastics, and smart packaging 

technologies are often costly. Sustainable packaging 

transitions may also require investment in research, 

machinery, and supply chain restructuring.  

 

Several factors contribute to high packaging costs: 

• Rising raw material prices  

• Advanced printing requirements  

• Custom package designs  

• Sustainable material costs  

• Transportation expenses  

• Regulatory compliance costs  

 

Small and medium-sized companies may struggle to 

afford sophisticated packaging systems. In 

competitive markets, increasing packaging costs may 

reduce profit margins or increase product prices, 

affecting consumer affordability. 

 

Over-packaging also increases logistics and storage 

expenses because larger or heavier packages require 

more transportation space and fuel consumption.  

 

Technological innovations such as smart labels, RFID 

tracking, QR codes, and tamper-evident packaging 

improve customer experience and safety but further 

raise manufacturing costs. 

 

Balancing packaging quality, sustainability, 

functionality, and affordability remains a major 

challenge for manufacturers. 

 

18.4 Regulatory Compliance 

Regulatory compliance is one of the most complex 

challenges in packaging and labelling. Governments 

and regulatory agencies establish strict rules to ensure 

product safety, transparency, environmental 

protection, and consumer rights. 

 

Different countries have different packaging and 

labelling requirements, making compliance difficult 

for multinational companies. Regulations frequently 

change, requiring continuous monitoring and updates. 

Pharmaceutical, food, cosmetic, and chemical 

industries face particularly strict compliance 

standards.  

 

Important regulatory requirements may include: 

• Ingredient disclosure  

• Nutritional information  

• Safety warnings  

• Expiry dates  

• Batch numbers  

• Country of origin  

• Recycling symbols  

• Barcode standards  

• Language requirements  

 

Failure to comply with regulations may result in: 

• Product recalls  

• Financial penalties  

• Legal action  

• Market restrictions  

• Loss of business licenses  

• Damage to brand reputation  

 

Packaging compliance has become increasingly 

difficult because of expanding environmental and 

sustainability regulations such as Extended Producer 

Responsibility (EPR) and recyclable packaging 

standards. Companies must maintain accurate 

packaging data and documentation across multiple 

departments.  

 

Human error during artwork preparation, label 

updates, or translation processes may also lead to non-

compliance. Studies suggest that many recalls occur 

because of packaging and labelling mistakes.  

 

Businesses operating internationally must adapt 

packaging and labels according to local legal 

standards, cultural expectations, and language 

requirements. This increases operational complexity 

and costs. 

 

To ensure compliance, companies should: 

• Conduct regular regulatory audits  

• Use automated label management systems  

• Train staff on compliance standards  

• Maintain centralized packaging databases  

• Collaborate with regulatory experts  



© MAY 2026 | IRE Journals | Volume 9 Issue 11 | ISSN: 2456-8880 
DOI: https://doi.org/10.64388/IREV9I11-1718078 

IRE 1718078          ICONIC RESEARCH AND ENGINEERING JOURNALS 2232 

Effective compliance management helps protect 

consumers and maintain market credibility. 

 

18.5 Information Overload 

Modern labels contain large amounts of information 

intended to educate and protect consumers. However, 

excessive information on labels may overwhelm 

customers and reduce label effectiveness. 

 

Consumers today expect detailed information 

regarding: 

• Ingredients  

• Nutritional value  

• Safety instructions  

• Manufacturing details  

• Sustainability claims  

• Usage directions  

• Certifications  

• Warnings  

 

Because of limited label space, manufacturers often 

use very small fonts or crowded layouts, making labels 

difficult to read and understand. Confusing or 

overloaded labels may discourage consumers from 

reading important information.  

 

Information overload creates several problems: 

• Consumer confusion  

• Difficulty in decision-making  

• Reduced readability  

• Misinterpretation of information  

• Lower customer engagement  

 

In some cases, consumers focus only on visually 

attractive packaging while ignoring critical 

information hidden within lengthy text. 

 

Older adults and individuals with visual impairments 

may particularly struggle with complex labels and 

small typography. Excessive technical terms and 

scientific language can further reduce comprehension. 

Digital technologies such as QR codes and smart 

labels are being used to overcome space limitations by 

providing additional product information 

electronically. However, digital systems may not be 

accessible to all consumers. 

 

 

To reduce information overload, companies should: 

• Use clear and simple language  

• Prioritize essential information  

• Improve font readability  

• Use symbols and icons effectively  

• Organize information logically  

• Apply user-friendly label designs  

 

An effective label should balance completeness with 

simplicity so consumers can quickly understand the 

most important product information. 

 

XIX. GOVERNMENT REGULATIONS 

RELATED TO LABELLING 

 

Governments establish regulations to protect 

consumers and ensure transparency. 

 

Important regulatory areas include: 

• Nutritional disclosure  

• Expiry date declaration  

• Allergen warnings  

• Country of origin  

• Safety instructions  

 

Regulatory bodies monitor packaging and labelling 

standards across industries. 

 

XX. FUTURE TRENDS IN PACKAGING AND 

LABELLING 

 

Future developments include: 

• Smart packaging technologies  

• AI-based personalized packaging  

• Augmented reality packaging  

• Sustainable packaging innovations  

• Blockchain-enabled traceability  

 

Digital transformation will continue to reshape 

consumer interaction with packaging and labels. 

 

XXI. RESEARCH GAP 

 

Despite extensive research, gaps remain in: 

• Cross-cultural packaging preferences  

• Impact of digital labels  

• Consumer response to sustainable packaging  

• Long-term behavioural changes due to labelling  
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Future studies should focus on technological 

integration and sustainability. 

 

XXII. DISCUSSION 

 

Packaging and labelling significantly influence 

customer choice by combining functional and 

emotional aspects. Attractive packaging improves 

visibility and enhances perceived value, while 

informative labels build trust and assist decision-

making. Psychological and sensory factors strongly 

contribute to consumer responses. 

 

Sustainable packaging and transparent labelling have 

become increasingly important due to environmental 

and health awareness. Technological innovations such 

as smart packaging further strengthen customer 

engagement and product authenticity. 

 

The literature consistently shows that packaging and 

labelling affect not only initial purchase decisions but 

also customer satisfaction and brand loyalty. 

Companies that invest in innovative, informative, and 

sustainable packaging strategies are more likely to 

gain competitive advantages in the marketplace.  

 

XXIII. CONCLUSION 

 

Packaging and labelling are powerful marketing and 

communication tools that significantly influence 

customer choice. Effective packaging attracts 

consumers, enhances product recognition, and 

communicates brand identity. Labelling provides 

essential information that supports informed decision-

making, safety, and trust. 

 

The review highlights that packaging elements such as 

colour, shape, typography, material, and sustainability 

strongly affect consumer perception and purchase 

intention. Similarly, labels related to nutrition, safety, 

and environmental claims shape customer attitudes 

and buying behaviour. 

 

Modern consumers increasingly prefer products with 

attractive, convenient, sustainable, and transparent 

packaging. Technological advancements and eco-

friendly initiatives are expected to drive future 

innovations in packaging and labelling strategies. 

Organizations must therefore develop customer-

oriented packaging solutions that combine aesthetics, 

functionality, sustainability, and regulatory 

compliance to achieve long-term market success. 
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