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Abstract

With the rapid development of fresh food e-commerce and instant retail, consumers’ channels for

XES|F: B/AMEL TSI N B A RO U B R R ). TR 45 VFIR, 2025, 14(12): 6712-6718.
DOI: 10.12677/ecl.2025.14124665


https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2025.14124665
https://doi.org/10.12677/ecl.2025.14124665
https://www.hanspub.org/

B/

obtaining food information have shifted from physical shelves to digital terminals. This review ex-
plores the influence of food packaging elements on consumer perceived healthiness in the e-com-
merce context. Research indicates that, in addition to traditional physical packaging elements such
as color, shape, and imagery, digital presentation in the interface (e.g., thumbnail clarity, digital il-
lustration), interactive information display (e.g., digital nudging), and secondary logistics packag-
ing (e.g., delivery packaging materials) all significantly affect consumers’ health perceptions and
purchasing decisions. Simple digital interface design and specific cool colors (e.g., blue, green) re-
main positively correlated with perceived healthiness. The “haptic deprivation” inherent in e-com-
merce compels consumers to rely more heavily on visual cues to infer the food’s “naturalness” and
“healthiness”. Furthermore, warning labels and algorithmic recommendations (digital nudging) in
the digital environment can effectively regulate consumers’ healthy choices. Future research should
focus on the ecological validity in mobile shopping scenarios and delve into the multimodal impact
of digital twin packaging and logistics experience on perceived healthiness.
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