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Abstract

In the context of enhancing public health literacy, the selection of healthy foods has become a crucial
measure in response to national policies. Food packaging, acting as the “silent salesman” that
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consumers encounter, plays an essential role in facilitating healthy food choices. This study, from a
product marketing perspective, systematically reviews the verbal and non-verbal elements of food
packaging and explores their impact on health marketing and consumer purchase decisions. The
findings indicate that verbal elements, through the explicit presentation of health information, en-
able consumers to quickly perceive the health attributes of products and make decisions; whereas
non-verbal elements convey health information implicitly to assist consumers in making healthy
choices. Moreover, this study further analyzes the existing problems in the use of verbal and non-
verbal elements in current food packaging design and, based on the context of public health, pro-
vides suggestions for optimizing design for marketing personnel, in order to offer theoretical sup-
port and practical guidance for product marketing in the food industry.
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