
 

 

 
 
 
 
 
Die Psychologie der Verpackung: Warum unser Gehirn mitkauft 
(erschienen auf wirtschaftspsychologie-aktuell.de) 

Autorin: 

Kimberly van Faassen 

Literatur: 

Berthold, A., Guion, S., & Siegrist, M. (2024). The influence of material and color of food packaging on 
consumers’ perception and consumption willingness. Food and Humanity, 2, Article 100265. 
https://doi.org/10.1016/j.foohum.2024.100265 

Gigerenzer, G., & Gaissmaier, W. (2011). Heuristic decision making. Annual Review of Psychology, 62, 
451–482. https://doi.org/10.1146/annurev-psych-120709-145346 

Honea, H., & Horsky, S. (2012). The power of plain: Intensifying product experience with neutral 
aesthetic context. Marketing Letters, 23, 223–235. https://doi.org/10.1007/s11002-011-9149-
y 

Leathwood, P. D., Richardson, D. P., Sträter, P., Todd, P. M., & van Trijp, H. C. M. (2007). Consumer 
understanding of nutrition and health claims: Sources of evidence. British Journal of Nutrition, 
98(3), 474–484. https://doi.org/10.1017/S000711450778697X 

Madzharov, A. V., & Block, L. G. (2010). Effects of product unit image on consumption of snack foods. 
Journal of Consumer Psychology, 20(4), 398–409. https://doi.org/10.1016/j.jcps.2010.06.007 

Milosavljevic, M., Navalpakkam, V., Koch, C., & Rangel, A. (2012). Relative visual saliency differences 
induce sizable bias in consumer choice. Journal of Consumer Psychology, 22(1), 67–74. 
https://doi.org/10.1016/j.jcps.2011.10.002 

Peschel, A. O., Orquin, J. L., & Mueller Loose, S. (2019). Increasing consumers’ attention capture and 
food choice through bottom up effects. Appetite, 132, 1–7. 
https://doi.org/10.1016/j.appet.2018.09.015 

Plasek, B., Lakner, Z., & Temesi, Á. (2020). Factors that influence the perceived healthiness of food: 
Review. Nutrients, 12(6), 1881. https://doi.org/10.3390/nu12061881 

Richetin, J., Caputo, V., Demartini, E., Conner, M., & Perugini, M. (2022). Organic food labels bias food 
healthiness perceptions: Estimating healthiness equivalence using a discrete choice 
experiment. Appetite, 172, 105970. https://doi.org/10.1016/j.appet.2022.105970 

 

https://wirtschaftspsychologie-aktuell.de/
https://doi.org/10.1016/j.foohum.2024.100265
https://doi.org/10.1146/annurev-psych-120709-145346
https://doi.org/10.1007/s11002-011-9149-y
https://doi.org/10.1007/s11002-011-9149-y
https://doi.org/10.1017/S000711450778697X
https://doi.org/10.1016/j.jcps.2010.06.007
https://doi.org/10.1016/j.jcps.2011.10.002
https://doi.org/10.1016/j.appet.2018.09.015
https://doi.org/10.3390/nu12061881
https://doi.org/10.1016/j.appet.2022.105970


 

 

 

Sanjari, S. S., Jahn, S., & Boztug, Y. (2017). Dual process theory and consumer response to front of 
package nutrition label formats. Nutrition Reviews, 75(11), 871–882. 
https://doi.org/10.1093/nutrit/nux043 

Smith, V., Barratt, D., & Selsøe Sørensen, H. (2015). Do natural pictures mean natural tastes? Assessing 
visual semantics experimentally. Cognitive Semiotics, 8(1), 53–86. 
https://doi.org/10.1515/cogsem-2015-0001 

Timmerman, N., & Piqueras-Fiszman, B. (2019). The effect of ingredient item depiction on the 
packaging frontal view on pre- and post-consumption product evaluations. Foods, 8(8), 354. 
https://doi.org/10.3390/foods8080354 

Tversky, A., & Kahneman, D. (1981). The framing of decisions and the psychology of choice. Science, 
211(4481), 453–458. https://doi.org/10.1126/science.7455683 

Underwood, R. L., Klein, N. M., & Burke, R. R. (2001). Packaging communication: Attentional effects of 
product imagery. Journal of Product & Brand Management, 10(7), 403–422. 
https://doi.org/10.1108/10610420110410531 

Westerman, S. J., Gardner, P. H., Sutherland, E. J., White, T., Jordan, K., Watts, D., & Wells, S. (2012). 
Product design: Preference for rounded versus angular design elements. Psychology & 
Marketing, 29(8), 595–605. https://doi.org/10.1002/mar.20546 

Wills, J. M., Storcksdieck genannt Bonsmann, S., Kolka, M., & Grunert, K. G. (2012). European 
consumers and health claims: Attitudes, understanding and purchasing behaviour. 
Proceedings of the Nutrition Society, 71(2), 229–236. 10.1017/S0029665112000043 

 

https://doi.org/10.1093/nutrit/nux043
https://doi.org/10.1515/cogsem-2015-0001
https://doi.org/10.3390/foods8080354
https://doi.org/10.1126/science.7455683
https://doi.org/10.1108/10610420110410531
https://doi.org/10.1002/mar.20546

