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ABSTRACT

Front-of-Pack-Labelling (FoPL) is a tool of informing consumers about the composition of food products. It is getting importance in the recent times because of
rising rates of non-communicable diseases and obesity. Despite its importance the research work in this field is fragmented. The object is this paper to thoroughly
review the available literature on the impact of FOPL on the purchase intention. For this purpose, the data is extracted from Scopus database. In the database a total
of 517 documents was extracted out of which 13 papers were critically reviewed. The paper discussed the various parameters essential for evaluation of the literature
and to provide the better understanding of various research constructs. Dependent and independent variable were among the other parameters. The text enhances
the role of FOPL in consumer decision making process as well as provide the future directions.

1. Introduction

The prevalence of obesity has significantly risen in recent years due to changes in lifestyle, reduced physical activity, and an increase in consumption of
high-fat, high-sugar, and calorie-dense foods. Obesity raises the likelihood of Non-communicable diseases (NCDs) such as Diabetes, Cardiovascular
illnesses, Cancer, and respiratory disorders. In 2016, the World Health Organisation (WHO) reported that NCDs were responsible for 74% of all global
deaths, resulting in the deaths of 41 million individuals. Over 1.9 billion persons aged 18 years and older were overweight. Out of these, more than 650
million people were obese, while the combined prevalence of obesity and overweight among children and adolescents aged 5-12 years was 340 million
("Obesity and Overweight," 2021). WHO advocates for Front-of-Pack-Labelling (FOPL) as a strategy to address the increasing prevalence of obesity and
non-communicable diseases by helping consumers make healthier decisions (WHO, 2019).

Food labelling is a tool that offers details on the ingredients of food on the packaging. Back-of-Pack Labelling (BoPL), often known as nutrition labeling,
is a significant method used to influence and inform customers about healthy eating. Nutrition labelling aims to offer consumers information at the time
of purchase to encourage selecting a healthier product. Indeed, BoPL is compulsory in certain nations, such as India. Extensive research has shown that
BoPL did not achieve its goals. Research conducted in Europe, the United States of America (USA), Australia, and New Zealand indicates that most
consumers find back-of-pack nutrition labels confusing, particularly the numerical data and terminology used (Cowburn & Stockley, 2005; Byrd-
Bredbenner et al., 2000; Sadler, 1999; Scott & Worsley, 1997).

Practitioners and policymakers recommend requiring the application of FOPL to make the information on the BoPL easier to grasp. Front-of-Pack (FoP)
labels are viewed as supplementary to the Back-of-Pack (BoP) label and a reduced form of the nutrition table. A simple front-of-package nutrition logo
that shows the critical nutritional components of a product can encourage consumers to choose items with a healthier product composition (Feunekes et
al., 2008; Cowburn & Stockley, 2005; Van Kleef et al., 2008).

FoPL is a concise method of displaying nutritional details of primary ingredients on pre-packaged food products. It assists consumers in making well-
informed decisions when they are about to make a purchase (Kleef & Dagevos, 2014). An effective Front-of-Pack Labelling system helps consumers
distinguish between healthier and less healthy items. It is a cost-effective method to motivate customers to select healthier food options (Cecchini &
Warin, 2015).

This systematic review enhances the existing literature by quantitatively evaluating the effects of food labelling. The quantitative data extracted from
FoPL can be from food choice, purchase intention, and food purchase. This paper aims to conduct a systematic literature review of FoPL and its impact
on purchase intention. The paper will explore many factors of extracted documents such as year of publication, research design implemented, type of
study, sample size of the study, country studied, dependent variable, and independent variable. This type of information is beneficial to the researchers
as it will guide them in selecting the various indicators and factors for further research.
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2. Methodology

This evaluation focused on peer-reviewed research specifically designed to assess the influence of food labelling on purchase intention. The search for
document extraction was conducted on the Scopus database. Among the many keywords available, the most appropriate keyword used for the search
strategy was Front-of-Pack-Labelling.

Total search result =517

Non-Subject papers= 374

Papers excluded based on language= 4

Non-journal published papers excluded=15

Papers excluded on the basis of publication stage= 2

Remaining documents after filteration= 121

Papers excluded after reading title= 75
Paper excluded after reading abstract=33

Qualified documents=13

2.0 Flowchart depicting the process of literature search.

2. Theoretical Background

FoPL is a simplified version of BoPL. It affects many outcomes. Firstly, FOPL impacts various factors such as perception (De Temmerman et al., 2021);
(Egnell, Galan, et al., 2020); understanding of FoP labels also influences the use of the labels. Quantitative and qualitative methods can measure it. It has
two branches, one as subjective understanding and another as objective understanding. The subjective understanding was measured by (Kelly et al.,
2009). Objective understanding was measured by (Ducrot et al., 2015). FoPL also affects the acceptability of consumers, as studied by (Méjean et al.,
2014). It tells about the effectiveness of a label. These are measured via statements. Many other factors have minor effects, such as likeability (Poquet et
al., 2019) and attention (Becker et al., 2016).

Secondly, FopL affects food choices because these labels help consumers choose a product based on the nutritional profile of a product. The food choice
was studied by conducting various tasks and experiments (Gassler et al., 2023).

Thirdly, FoPL affects the purchase intention. It tells about the effect of FOPL on consumer purchase intentions. Purchase intention is an essential metric
in marketing research. Authors such as (Marette, 2021); (De Temmerman et al., 2021)

Fourthly, FoPL affects the perceived healthiness. It involves doing an analysis of the ingredients based on the information provided. Perceived healthiness
is studied by (Mazzu et al., 2022); (Franco-Arellano et al., 2020).

Lastly, FoPL affects the food purchase. Food purchase is a quantitative measure of precisely measuring the food purchases made by consumers in the
supermarket or retail shop. In this, the real food purchase data is collected to analyze the impact of FOPL on the food purchase. This kind of study is
conducted by authors such as (Waterlander et al., 2013); (and Finkelstein et al., 2021).

A conceptual model for the association between FoP and Purchase intention

This model was given by Andrew D. Ogle. In this model, the author shows how FoP labels have an impact on purchase intention. This impact is also
mediated by product attitude and various related factors.
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in this model, the author explained that to have an impact on FoPL, consumers must be exposed to FoPL, and a perception must be formed. Afterward, it
will enhance understanding and knowledge. Based on these factors, the evaluation will take place, and ultimately, a decision will be made (Grunert et al.,

2010).

3. Results

The results of the final selected papers will be presented in the form of a table. The table will include information related to the documents in the form of
year of publication, study design, type of study, sample size, type of FOPL used, country in which the study is conducted, dependent variable, and

independent variable. See Table 1.

Table 1 Review of selected papers

Citations Year Study Type of Sample size Type of Country Dependent Independent
design Study FoPL used variable variable

(Gassler etal., | 2022 Discrete Quantitative | 440 Nutri-Score Germany FoP label, purchase

2023) choice attitudes toward intention and
experime health and willingness to
nt nutrition, pay
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product, price,
brand
(Stiletto & 2022 Discrete | Quantitative | 600 Nutri-Score Italian Nutri-score, Consumer
Trestini, Choice consumers PDO name, choice and
2022) Experim price Willingness
ent to pay
(Marette, 2021 Choice Quantitative | 1200 Nutri-Score France Price, eco-score, | Purchase
2021) experime Nutri-score intention
nt and
survey
(Riesenberg et | 2022 Online Quantitative | 2825 Warning Australia Seven labelling Purchase
al., 2022) randomiz Label conditions intention
ed
control
trials
between
interventi
on and
control
condition
S
(Mazzu etal.,, | 2022 Online Quantitative | Studyl Multiple Studyl Perceived Behavioural
2022) question 800 (UK) traffic light UK and usefulness, intention
naire and 670 and Nutri- France Perceived ease
(France) Score Study 2 of use, Attitude
Study 2 Italy
202 ltaly
(De 2020 within- Quantitative | 303 Nutri-Score Belgium presence of perceived
Temmerman subject Nutri score, healthiness
etal., 2021) design, product and purchase
3*2 attractiveness intentions
between-
subject
design
and 2*2
mixed
design
(Andrews et 2021 Study 1- | Quantitative | Studyl- 711 Traffic light | United Labelling Perceived
al., 2021) 3*2 Study 2- and Warning | States conditions healthiness,
between 1087 label attitude
subject toward brand,
design and purchase
Study-2 intentions
3*2*2
design
(Medina- 2020 Question | Quantitative | 303 Nutri-Score Spain Perceived Purchase
Molina & naire- healthiness intention
Pérez- based
Gonzélez, approach
2020)
(Franco- 2020 Randomi | Quantitative | 1997 Warning Canada Presence/ Product
Arellano et zed labels, absence of healthfulness
al., 2020) control Health Star nutrition claims, | and purchase
trial Rating, and nutrient content intentions
design Traffic Light claims, and
FOPL
(Kinard, 2019 2*2 Quantitative | 313 Motivational | United Motivational Attitudes
2019) between- Messages States messaging, toward
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subject and health unhealthy
experime Guideline motivation snack food
ntal Daily purchase
design Amount decisions,
behavioural
intentions
(Talati et al., 2019 4*2*3*3 | Quantitative | 2069 Health Star Australia Fop labels and Consumer
2017) *3 Rating, product choice and
design Multiple healthfulness Willingness
Traffic to pay
Light, Daily
Intake Guide
(Vythetal., 2014 Online Qualitative 2159 for Choice logo | Netherlands | Characteristics Exposure,
2009) question | and questionnaire of population need,
naire and | Quantitative | and 41 for attention,
interview focus group comprehensio
n, credibility,
and purchase
behaviour
(Bialkova et 2016 2*3 Quantitative | 240 Nutrition Germany Health Purchase
al., 2016) experime label and evaluation, taste | intention
ntal benefit evaluation, and
condition claims both
design

4. Discussions

The final papers extracted from the search strategy were 13, which shows the direct and indirect impact of FoPL on the purchase intention. The selected
papers take purchase intention as the dependent variable. It is analyzed from the table that purchase intention can be studied along with Consumer choice,
food purchase decisions, Product healthfulness, and Perceived healthiness. Therefore, it can be said that purchase intention can be the only outcome or
can also be studied along with other dependent variables, as visible in Table 1. Behavioural intention, purchase behaviour, and willingness to pay terms
are used to assess the purchase intention for FoPL products.

The most common type of research design followed while evaluating the purchase intention is a discrete choice experiment, questionnaire approach, and
between-subject design and within-subject design. These are the research methodology followed to assess the purchase intention towards FoPL. It was
also noted that the choice task is often combined between-subject design and between-subject design, and with this method, respondents have to choose
one option among the available options. Research designs are built by manipulating various factors such as the presence or absence of the FoPL, the type
of FoPL used, product healthfulness, price, brand, etc. Often, the experiment is conducted with the control condition, where no FoPL is placed on the
product while choosing a product (Andrews et al., 2021); (Franco-Arellano et al., 2020).

Out of 13 studies, 12 are quantitative studies, and there is only one study that is both qualitative and quantitative. Hence, a clear gap exists in the field.
Future research should conduct a study that observes the purchase intention of the consumers towards FoPL via qualitative method. Conducting qualitative
research can provide deeper insight into the purchase intention and FoPL phenomenon. Moreover, using both qualitative and quantitative methods like
(Vyth et al., 2009) in a study also proves to be beneficial and adds more relevance to the study’s methodology. Keeping in mind that last such study was
conducted in 2009 and lots of dynamics have been changed in the today’s time. Hence, researchers can focus on conducting both qualitative and
quantitative studies in a paper.

In the future, more studies can be conducted around this theme because 13 papers itself is not a significant number to draw a conclusion. Marketing
research focuses on consumer buying decisions, and before analyzing consumer buying decisions, one needs to know the purchase intention for a product.
Therefore, purchase intention became an important parameter. Future research can be conducted on the basis of a different countries, one or multiple
labelling conditions, research methodology, and qualitative and quantitative study.

Funding: This research did not receive any specific grant from funding agencies in the public, commercial, or not-for-profit sectors.
Conflict of Interest: We declare that there is no conflicts of interest attached with this manuscript.
Submission declaration and verification: The paper is not under review elsewhere and has not been published previously.

Data Availability Statement: The data that support the findings of this study are available from the corresponding author, upon reasonable request



International Journal of Research Publication and Reviews, Vol 5, no 2, pp 3677-3683 February 2024 3682

Reference

Andrews, J. C., Netemeyer, R., Burton, S., & Kees, J. (2021). What consumers actually know: The role of objective nutrition knowledge in processing
stop signs and traffic light front-of-pack nutrition labels. Journal of Business Research, 128, 140-155. https://doi.org/10.1016/j.jbusres.2021.01.036

Becker, M. W., Sundar, R. P., Bello, N., Alzahabi, R., Weatherspoon, L., & Bix, L. (2016). Assessing attentional prioritization of front-of-pack nutrition
labels using change detection. Applied Ergonomics, 54, 90-99. https://doi.org/10.1016/j.apergo.2015.11.014

Bialkova, S., Sasse, L., & Fenko, A. (2016). The role of nutrition labels and advertising claims in altering consumers’ evaluation and choice. Appetite,
96, 38-46. https://doi.org/10.1016/j.appet.2015.08.030

Byrd-Bredbenner, C., Wong, A., & Cotte, P. (2000). Consumer understanding of US and EU nutrition labels. British Food Journal, 102, 615-629.

Cecchini, M., & Warin, L. (2015, December 23). Impact of food labelling systems on food choices and eating behaviours: a systematic review and meta-
analysis of randomized studies. Obesity Reviews, 17(3), 201-210. https://doi.org/10.1111/0br.12364

Cowburn, G., & Stockley, L. (2005). Consumer understanding and use of nutrition labelling: A systematic review. Public Health Nutrition, 8, 21-28.

De Temmerman, J., Heeremans, E., Slabbinck, H., & Vermeir, I. (2021). The impact of the Nutri-Score nutrition label on perceived healthiness and
purchase intentions. Appetite, 157, 104995. https://doi.org/10.1016/j.appet.2020.104995

Ducrot, P., Méjean, C., Julia, C., Kesse-Guyot, E., Touvier, M., Fezeu, L., Hercberg, S., & Péneau, S. (2015). Effectiveness of Front-Of-Pack Nutrition
Labels in French Adults: Results from the NutriNet-Santé Cohort Study. PLOS ONE, 10(10), e0140898. https://doi.org/10.1371/journal.pone.0140898

Egnell, M., Galan, P., Farpour-Lambert, N. J., Talati, Z., Pettigrew, S., Hercberg, S., & Julia, C. (2020). Compared to other front-of-pack nutrition labels,
the Nutri-Score emerged as the most efficient to inform Swiss consumers on the nutritional quality of food products. PLOS ONE, 15(2), e0228179.
https://doi.org/10.1371/journal.pone.0228179

Feunekes, G. 1. J., Gortemaker, 1. A., Willems, A. A, Lion, R., & van den Kommer, M. (2008). Front-of-pack nutrition labelling: Testing effectiveness
of different nutrition labelling formats front-of-pack in four European countries. Appetite, 50(1), 57—70. https://doi.org/10.1016/j.appet.2007.05.009

Finkelstein, E. A., Doble, B., Ang, F. J. L., Wong, W. H. M., & Van Dam, R. M. (2021). A randomized controlled trial testing the effects of a positive
front-of-pack  label with or without a physical activity equivalent label on food purchases. Appetite, 158, 104997.
https://doi.org/10.1016/j.appet.2020.104997

Franco-Arellano, B., Vanderlee, L., Ahmed, M., Oh, A., & L’Abbé, M. (2020). Influence of front-of-pack labelling and regulated nutrition claims on
consumers’ perceptions of product healthfulness and purchase intentions: A randomized controlled trial. Appetite, 149, 104629.
https://doi.org/10.1016/j.appet.2020.104629

Gassler, B., Faesel, C. K., & Moeser, A. (2023). Toward a differentiated understanding of the effect of Nutri-Score nutrition labeling on healthier food
choices. Agribusiness, 39(1), 28-50. https://doi.org/10.1002/agr.21762

Guiding principles and framework manual for front-of-pack labelling for promoting healthy diets. (2019, May 13). In Guiding principles and framework
manual for front-of-pack labelling for promoting healthy diets. https://www.who.int/publications/m/item/quidingprinciples-labelling-promoting-

healthydiet

Grunert, K. G., Wills, J. M., & Fernandez-Celemin, L. (2010, October). Nutrition knowledge, and use and understanding of nutrition information on food
labels among consumers in the UK. Appetite, 55(2), 177-189. https://doi.org/10.1016/j.appet.2010.05.045

Kelly, B., Hughes, C., Chapman, K., Louie, J. C.-Y., Dixon, H., Crawford, J., King, L., Daube, M., & Slevin, T. (2009). Consumer testing of the
acceptability and effectiveness of front-of-pack food labelling systems for the Australian grocery market. Health Promotion International, 24(2), 120—
129. https://doi.org/10.1093/heapro/dap012

Kinard, B. R. (2019). Treat Yourself: The Effects of Motivational Messaging and Nutritional Information on Front-of-Pack Labeling. Journal of Food
Products Marketing, 25(9), 861-874. https://doi.org/10.1080/10454446.2019.1693467

Kleef, E. V., & Dagevos, H. (2014, September 30). The Growing Role of Front-of-Pack Nutrition Profile Labeling: A Consumer Perspective on Key
Issues and Controversies. Critical Reviews in Food Science and Nutrition, 55(3), 291-303. https://doi.org/10.1080/10408398.2011.653018

Marette, S. (2021). Ecological and/or Nutritional Scores for Food Traffic-Lights: Results of an Online Survey Conducted on Pizza in France.
Sustainability, 14(1), 247. https://doi.org/10.3390/su14010247

Mazzu, M. F., Baccelloni, A., Romani, S., & Andria, A. (2022). The role of trust and algorithms in consumers’ front-of-pack labels acceptance: A cross-
country investigation. European Journal of Marketing, 56(11), 3107-3137. https://doi.org/10.1108/EJM-10-2021-0764

Medina-Molina, C., & Pérez-Gonzélez, B. (2020). Nutritional labelling and purchase intention interaction of interpretative food labels with consumers’
beliefs and decisions. British Food Journal, 123(2), 754-770. https://doi.org/10.1108/BFJ-04-2020-0353


https://doi.org/10.1016/j.jbusres.2021.01.036
https://doi.org/10.1016/j.apergo.2015.11.014
https://doi.org/10.1111/obr.12364
https://doi.org/10.1016/j.appet.2007.05.009
https://www.who.int/publications/m/item/guidingprinciples-labelling-promoting-healthydiet
https://www.who.int/publications/m/item/guidingprinciples-labelling-promoting-healthydiet
https://doi.org/10.1016/j.appet.2010.05.045
https://doi.org/10.1093/heapro/dap012
https://doi.org/10.1080/10408398.2011.653018

International Journal of Research Publication and Reviews, Vol 5, no 2, pp 3677-3683 February 2024 3683

Méjean, C., Macouillard, P., Péneau, S., Lassale, C., Hercberg, S., & Castetbon, K. (2014). Association of Perception of Front-of-Pack Labels with
Dietary, Lifestyle and Health Characteristics. PLoS ONE, 9(3), e90971. https://doi.org/10.1371/journal.pone.0090971

Obesity and overweight. (2021, June 9). Obesity and Overweight. https://www.who.int/news-room/fact-sheets/detail/obesity-and-overweight

Poquet, D., Ginon, E., Goubel, B., Chabanet, C., Marette, S., Issanchou, S., & Monnery-Patris, S. (2019). Impact of a front-of-pack nutritional traffic-
light label on the nutritional quality and the hedonic value of mid-afternoon snacks chosen by mother-child dyads. Appetite, 143, 104425.
https://doi.org/10.1016/j.appet.2019.104425

Riesenberg, D., Peeters, A., Backholer, K., Martin, J., Ni Mhurchu, C., & Blake, M. R. (2022). Exploring the effects of added sugar labels on food
purchasing  behaviour in  Australian parents: An online randomised controlled trial. PLOS ONE, 17(8), €0271435.
https://doi.org/10.1371/journal.pone.0271435

Sadler, M. (1999). UK industry guidelines on nutrition labelling to benefit the consumer. Nutrition & Food Science, 99, 24-28.
Scott, V., & Worsley, A. F. (1997). Consumer views on nutrition labels in New Zealand. Australian Journal of Nutrition and Dietetics, 54, 6-13.

Stiletto, A., & Trestini, S. (2022). Is it really a piece of cake to label Geographical Indications with the Nutri-Score? Consumers’ behaviour and policy
implications. PLOS ONE, 17(11), e0277048. https://doi.org/10.1371/journal.pone.0277048

Talati, Z., Norman, R., Pettigrew, S., Neal, B., Kelly, B., Dixon, H., Ball, K., Miller, C., & Shilton, T. (2017). The impact of interpretive and reductive
front-of-pack labels on food choice and willingness to pay. International Journal of Behavioral Nutrition and Physical Activity, 14(1), 171.
https://doi.org/10.1186/512966-017-0628-2

Van Kleef, E., Van Trijp, H., Paeps, F., & Fernandez-Celemin, L. (2008). Consumer preferences for front-of-pack calories labelling. Public health
nutrition, 11(2), 203-213.

Vyth, E. L., Steenhuis, I. H. M., Mallant, S. F., Mol, Z. L., Brug, J., Temminghoff, M., Feunekes, G. 1., Jansen, L., Verhagen, H., & Seidell, J. C. (2009).
A Front-of-Pack Nutrition Logo: A Quantitative and Qualitative Process Evaluation in the Netherlands. Journal of Health Communication, 14(7), 631—
645. https://doi.org/10.1080/10810730903204247

Waterlander, W. E., Steenhuis, I. H., De Boer, M. R., Schuit, A. J., & Seidell, J. C. (2013). Effects of different discount levels on healthy products coupled
with a healthy choice label, special offer label or both: Results from a web-based supermarket experiment. International Journal of Behavioral Nutrition
and Physical Activity, 10(1), 59. https://doi.org/10.1186/1479-5868-10-59



https://doi.org/10.1371/journal.pone.0090971
https://www.who.int/news-room/fact-sheets/detail/obesity-and-overweight
https://doi.org/10.1371/journal.pone.0277048
https://doi.org/10.1186/s12966-017-0628-2
https://doi.org/10.1080/10810730903204247
https://doi.org/10.1186/1479-5868-10-59

