Forum for Linguistic Studies | Volume 07 | Issue 12 | December 2025

D BILINGUAL Forum for Linguistic Studies
PUBLISHING

—, GROUP https://journals.bilpubgroup.com/index.php/fls

ARTICLE

Investigating the Multilingual Linguistic Landscape on Local Food
Packaging in China: A Three-Dimensional Analytical Model
Muying Yu ", Veronica Petrus Atin * , Priscilla Shak

Centre for the Promotion of Knowledge and Language Learning, Universiti Malaysia Sabah, Kota Kinabalu 88400,
Malaysia

ABSTRACT

As the process of globalization continues to deepen, multilingualism has increasingly permeated various aspects of
Chinese society, with local food packaging emerging as a particularly prominent site of linguistic display. The multilingual
linguistic landscape on food packaging serves both informational and symbolic functions. However, in practice, its
presentation often reveals discrepancies with current language policy in China. This study employs Trumper-Hecht’s
three-dimensional analytical model to examine the multilingual linguistic landscape on local food packaging in China.
It aims to uncover discrepancies between the linguistic landscape and official language policy, as well as consumers’
perceptions and attitudes toward these discrepancies. Drawing on the field investigation method, the study collected 944 food
packaging samples and conducted a questionnaire with 114 valid responses. Quantitative analysis of the packaging samples
revealed that approximately 22% featured foreign-language text(s) in a larger font than Chinese, while a similar proportion
lacked corresponding Chinese translations for the foreign-language content. Descriptive analysis of the questionnaire
data suggests that consumers’ perceptions and attitudes toward these discrepancies are neither clear nor consistent. While
most respondents acknowledge the existence of such issues, the overall level of concern is relatively low, and explicit
expressions of opposition are limited—particularly in cases where foreign-language text(s) appear in a larger font than
Chinese. This subdued public response may, to some extent, contribute to the persistence and growing visibility of such
linguistic deviations over time. The findings suggest that relevant authorities need to strengthen supervision of food
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manufacturers, establish and enforce clearer regulatory systems, and enhance public awareness through targeted campaigns.
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1. Introduction

As globalization continues to reshape contemporary
societies, multilingualism increasingly influences various
aspects of everyday life in China. Among these, local food
packaging is a particularly visible and symbolic site of this
linguistic shift. In recent years, an increasing number of
multilingual texts have appeared on the packaging of local
food sold in the Chinese market, with common combinations
including, for example, Chinese + English + Japanese, or
Chinese + English + Korean. These multilingual texts not
only make product information more accessible to foreign
consumers both in China and abroad, but also boost sales
and reflect the ongoing internationalization of China’s food
industry. Traditionally, the concept of the linguistic land-
scape (hereafter LL) refers to the visibility and salience of
languages on public and commercial signs within a given
territory or region!'l. However, the food packaging signs
examined in this study fall under what Shang and Zhou!?!
define as “atypical/dynamic LL”, in which the carriers and
texts of the signs may be mobile, changeable, temporarily
displayed, or even written in a non-conforming manner. As
they further point out, the choice and presentation of lan-
guages in such atypical landscapes result from a complex
negotiation among factors such as language policy, audience
needs, economic benefits, historical and cultural contexts,
and affective considerations, and they often embody the cre-
ators’ intentions and ideologies.

Building on the above conceptualization of multilingual
food packaging as part of atypical/dynamic LL, preliminary
observations in the present study reveal that some instances
of multilingual LL on local Chinese food packaging actu-
ally contravene existing national language policy. While
several Chinese scholars have examined this phenomenon,
their research has largely concentrated on describing and
documenting it, with comparatively little attention paid to
consumers’ perceptions and attitudes. Backhaus[3! empha-
sizes that LL derives their meaning only through readers’
interpretations, and, in line with this, Said[*! argues that stud-

ies neglecting people’s attitudes remain limited to descriptive

extrapolations of the sociolinguistic environment under in-
vestigation. Against this backdrop, the present study seeks
to address this gap by analyzing both linguistic practices and
public perceptions.

The present study adopts a three-dimensional model
encompassing political, physical, and experiential dimen-
sions. Within this framework, it examines how multilingual
LL on local food packaging in China deviates from official
language policy and explores consumers’ perceptions and at-
titudes toward these discrepancies. The findings are expected
to inform government efforts to review or revise language
policy related to local food packaging. Moreover, given that
atypical signs occupy a marginal position in the linguistic
life of cities, the collection of corpora and the analysis of
data often present significant challenges, which has long con-
tributed to their exclusion from mainstream LL research [?],
Against this backdrop, the theoretical contribution of the
present study lies in providing methodological insights for
future investigations of atypical LLs.

2. Literature Review
2.1. Multilingual LL on Commercialization

In the field of commercialization, research on multilin-
gual LL has largely focused on static objects such as shop
signs and advertising billboards, with growing attention to dy-
namic commodities like postcards, clothing, and food pack-
aging. With regard to static objects, studies by Shang and
Guol’l, Wang!®! and Anuarudin, Andria, Heng, and Abdul-
lah[7! examined multilingual LL on shop signs in Singapore,
non-official shop signs in Beijing, and billboard advertising
in Malaysia, respectively. These studies mainly investigate
the use of dominant languages in signs and assess how such
practices align with language policy and their underlying mo-
tivations. Specifically, Shang and Guo!®! found that Chinese
occupies a dominant position in bilingual and multilingual
shop signs and is typically employed for primary shop names.
They argue that this phenomenon stems from the Singapore

government’s non-interventionist policy regarding language
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use in shop signs, which grants business owners consider-
able autonomy in the design and language choice of their
signs. Similarly, Anuarudin et al.[”l demonstrated that the
linguistic choices in billboard advertising often deviate from
Malaysia’s official language policy. They attributed this to
the government’s lenient enforcement of language policy,
which allows advertisers to adopt the language they believe
resonates most effectively with the public—a language that is
not necessarily the national language. By contrast, Wang ]
observed that, despite Beijing’s multilingual context, the lan-
guage on shop signs strictly complies with legal regulations,
reflecting the city’s political centrality and the government’s
tight control over signage.

On the other hand, research on the LL of dynamic com-
modities has paid more attention to the functions of LL. For
instance, Jaworskil®! analyzed the functions of the LL on
postcards. Almasy!®), using a diachronic perspective, exam-
ined how postcards can reveal patterns of language distri-
bution and language vitality in linguistically mixed regions.
Huang('%, from a multimodal perspective, analyzed the semi-
otic meanings of the LL on T-shirts as well as the process of
their construction. In addition, a number of scholars have
investigated the functions of the LL on food packaging [!'=15],

Overall, research on LL in commercialization has pri-
marily addressed its physical and political dimensions. By
contrast, studies of its experiential dimension—specifically,
sign readers’ perceptions and attitudes—remain relatively

limited.

2.2. The Interaction between Multilingual LL
on Local Food Packaging and Language
Policy in China

The aforementioned scholars, Huang et al.['>! and Zhu
et al.[3] investigated the semiotic meanings of specific
languages—particularly Japanese—on local Chinese food
packaging. They also analyzed the dominance of languages
in the multilingual LL of the collected food packaging sam-
ples based on certain criteria, and summarized the proportion
of cases in which Chinese functioned as a non-dominant lan-
guage. Specifically, Zhu et al.['3] assessed language domi-
nance based on a hierarchical set of criteria: amount of infor-
mation, font size, and positional placement (e.g., top/bottom
or left/right). Their analysis revealed that Chinese was domi-

nant on 83.7% of the packages while foreign languages were

dominant in 16.3% of the cases. In contrast, Huang et al.[!"!

evaluated language dominance using criteria such as relative
font size, order of appearance, and overall visual salience.
They found that foreign languages were dominant in 14.3%
of the samples, and in 3.2% of the cases, Chinese and a for-
eign language were equally dominant. Both studies point out
that the multilingual LL on local Chinese food packaging ex-
hibits phenomena that are inconsistent with official language
policy. However, the policy-oriented analyses in the two
studies display certain biases. Although China’s language
policy do require that local food packaging use Chinese as the
dominant language, the criteria for determining dominance
primarily focus on font size and whether corresponding Chi-
nese translations are provided for foreign-language content,
rather than on the order of appearance or positional place-
ment emphasized in these studies. Therefore, the conclusions
of the two studies cannot fully capture how far the multi-
lingual LL on local Chinese food packaging diverges from
official language policy.

2.3. Attitudes of Consumers toward Multilin-
gual LL on Local Food Packaging in China

The studies by Huang et al.['>! and Zhu et al. ['3] both ad-
dress the experiential dimension, using questionnaires to ex-
amine Chinese consumers’ perceptions of the use of Japanese
on local food packaging. Huang et al.['3! found that 54% of
respondents were more inclined to purchase products with
Japanese on the packaging, with 54.6% stating that such
products “look more high-end” and 45.4% considering them
“cuter”. Zhu et al.['*] reported that 88.9% of respondents felt
that the presence of Japanese did not affect their understand-
ing of the product’s attributes; additionally, 68.2% indicated
that Japanese usage would not influence their purchasing
decisions, while 31.8% stated that the inclusion of Japanese
would increase their purchase intention. In summary, al-
though these two studies address the experiential dimension,
they primarily focus on consumers’ attitudes toward the use
of specific languages on food packaging, rather than on the
LL of the packaging itself. Specifically, while the studies
point out that the LL on local Chinese food packaging some-
times deviates from official language policy, they do not
examine consumers’ attitudes toward these deviations.

A review of existing research on LL of local food pack-

aging in China shows that it generally revolves around four
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aspects: the functions of the LL on food packaging, the ways
in which the LL is presented, the discrepancies between the
LL and language policy, and consumers’ attitudes toward
specific languages on packaging. In other words, previous
studies have addressed the three dimensions proposed in this
research framework—physical, political, and experiential—
but have not used a systematic framework to integrate them
into a coherent whole. Consequently, the research exhibits
certain issues: the analysis of discrepancies between the
physical and political dimensions is somewhat flawed, and
the examination of the experiential dimension is not fully
grounded in an assessment of the discrepancies between the
physical and political dimensions. Based on this, the present
study proposes using a three-dimensional (physical, politi-
cal, and experiential) analytical approach as its theoretical
framework to provide a comprehensive interpretation of the

multilingual LL on local food packaging in China.

3. Theoretical Framework for the
Current Study

Referring to Lefebvre’s!!'®) conceptualization of space

LEINT3

as consisting of three dimensions: “spatial practice”, “con-
ceived space” and “lived space”—Trumper-Hecht!!”] devel-
ops a three-dimensional analytical model for understanding
the LL. In this model, “spatial practice” as the physical di-
mension of the LL, “conceived space” as the political dimen-
sion of LL, and “lived space” as the experiential dimension
of LL. Specifically, the physical dimension of the LL refers
to the actual presentation of signs, the political dimension of
the LL refers to policymakers’ perspectives and correspond-
ing LL policies, and the experiential dimension of the LL
concerns how sign readers perceive and interact with the LL
(see Figure 1).

To verify the interconnections among the physical, po-
litical, and experiential dimensions, Trumper-Hecht!'7] ap-
plied this framework to examine the LL of the city of Upper

Nazareth. By comparing residents’ perceptions of the LL (ex-

periential dimension) with the documented reality of signage
captured by cameras (the physical dimension), researchers
could assess the extent to which residents actually notice
the LL. Furthermore, comparing residents’ perceptions and
attitudes toward the LL (experiential dimension) with the
views of local policymakers and their corresponding policies
(political dimension) offered valuable insights into the forces
shaping Upper Nazareth’s LL—and, by extension, the city’s
identity.

Physical Dimension

Spatial Practice

Experiential Dimension

Political Dimension

Figure 1. Three-dimensional Analytical Model.

This study adopts the three-dimensional analytical
model as its theoretical framework. Based on this frame-
work, it examines relevant language policy concerning the
use of multiple languages on local food packaging in China
from the political dimension, analyzes the overall multilin-
gual LL on local food packaging from the physical dimension,
and identifies discrepancies between the observed LL and
official policy. Finally, from the experiential dimension, it
investigates consumers’ perceptions of and attitudes toward
these discrepancies.

4. Data and Methods

4.1. Data Collection

This study adopts a combination of quantitative and
qualitative research methods. As shown in Table 1, each
dimension of the study corresponds to a different data col-

lection method.

Table 1. Data Collection Methods Across Different Dimensions.

Types of Dimension

Data Collection Method

Political
Physical
Experiential

Secondary Data
Field Investigation
Questionnaire
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First, language policies related to the use of language
on local food packaging in China (the political dimension)
were collected from official government websites.

Before commencing data collection for the second
dimension—the physical dimension—it is necessary to de-
fine the scope of food packaging. Given the broad and di-
verse nature of the food category, it is not feasible to include
all types of food within the scope of this research. Draw-
ing on the findings of Huang et al.!'>], which indicate that
snack packaging exhibits the highest frequency of foreign
language use among the samples collected, this study nar-
rows its focus accordingly. Here, “snack” refers specifically
to pre-packaged, commercially produced food items intended
for consumption between meals, where the packaging serves
as a platform for linguistic expression. Unpackaged or bulk
snacks are excluded from the analysis, as the study targets
products with clearly printed and identifiable language el-
ements on their packaging. In addition, since this study
focuses on the multilingual LL of local food packaging in
China, the term “local” specifically refers to products devel-
oped by Chinese domestic brands and manufactured within
China. Imported foods, as well as products produced in
China under contract manufacturing for foreign brands, are
excluded from the scope of this research.

To investigate the physical dimension of the multilin-
gual LL, samples of local snack packaging were collected
through field investigation in August 2024. The field investi-
gation approach was chosen for its effectiveness in capturing
detailed, context-rich data!'®l. Given the large volume and
wide geographic distribution of such packaging, a typical
case sampling strategy was employed to ensure the repre-
sentativeness of the data. Representative sampling sites in-
cluded major supermarkets (RT-Mart, Aeon), local snack
shops (ZhaoYiming, Busy For You, and TangChao), as well
as popular online platforms (Taobao.com, Pinduoduo). This
multi-channel approach allowed for the inclusion of products
that reflect mainstream patterns of multilingual usage in the
Chinese snack market. Following Gorter’s!'’! approach to
LL research, which emphasizes photographic documentation,
this study systematically photographed physical packaging
collected from offline sources and archived digital samples
from online platforms.

Finally, data on consumers’ perceptions of and attitudes

(experiential dimension) were collected through a question-

naire. The questionnaire consisted of three sections. The
first section collected demographic information. The second
section focused on the perceptions and included three items,
adapted from Qi, Zhang, and Sorokina!?’l. The third section
addressed the attitudes, comprising seven items adapted from
the questionnaires of Shang?!!, Ujvari[??], and Akhter, Fa-
reed, and Shafqat[?3!. The questionnaire targeted participants
aged 18 and above with experience in purchasing snacks. It
employed convenience sampling—a type of non-probability
sampling in which members of the target population are
selected based on practical criteria such as ease of access, ge-
ographical proximity, availability at a given time, or willing-
ness to participate ?*). This approach is widely used in social
research because of its efficiency and feasibility in reaching
respondents >3], However, convenience sampling also has
limitations, such as potential selection bias and restricted
generalizability?%. To mitigate these limitations, this study
recruited participants through the “mutual response” func-
tion of the Wenjuanxing platform, thereby expanding the
participant pool. The community consists of a large number
of registered users who voluntarily complete each other’s
surveys in exchange for having their own surveys answered,
which helps ensure a relatively diverse sample in terms of

age, occupation, and geographic distribution within China.

4.2. Data Analysis

4.2.1. Snack Packaging Data

Within the physical dimension, a total of 944 snack
packaging samples were collected through field investiga-
tion. As shown in Figure 2, each flat surface, such as the one
illustrated was counted as a single sample. In accordance
with language policy, the analysis of the multilingual LL on
snack packaging adopted a quantitative approach, focusing
primarily on three aspects: language combinations, informa-
tion arrangement, and the correspondence between foreign

languages and Chinese.
4.2.2. Questionnaire Data

(1) Participants of the questionnaire

A total of 119 responses were collected, of which 114
were deemed valid after removing five incomplete or incon-
sistent responses. Among the 114 respondents, 42 were male
and 72 were female. In terms of age distribution, the largest
group was aged 3040, accounting for 40.3%, followed by
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the 18-30 age group, which made up 33.3%. According to
statistics from iiMedia Research!?”), nearly 80% of snack
consumers in China are between the ages of 22 and 40. This
closely aligns with the age distribution of the sample in this
study, indicating that the survey sample is relatively repre-
sentative. In terms of purchase frequency, nearly half of
the respondents (47.3%) reported buying snacks 1-2 times
per week, while 29.82% purchased snacks 3—5 times per
week, and 7% indicated that they buy snacks almost daily.
Overall, 84% of participants demonstrated a relatively high
frequency of snack consumption, providing a solid behav-
ioral foundation for their responses on the perception and
attitude scales. Finally, regarding the preferences for domes-
tic and foreign snack brands, the survey results indicate that
38.6% of consumers purchase both but favor domestic brands
in terms of frequency. In contrast, 21.9% demonstrate a clear
preference for imported brands. Notably, all respondents
have experience consuming both domestic and foreign snack
brands—a sample characteristic that ensures the validity of
their responses to the subsequent scale-based items.

(2) Descriptive analysis and correlational analysis of
the questionnaire data

The questionnaire data in this study were analyzed us-
ing two approaches: descriptive analysis and correlational
analysis, conducted with SPSS 26.0. The descriptive anal-
ysis comprised four key components: (1) the demographic
characteristics of respondents; (2) the frequencies and per-
centages of responses to individual items, which revealed
general response patterns; (3) measures of central tendency
(e.g., mean, mode, and median), which were used to identify
overall tendencies in the major variables; and (4) measures
of dispersion (e.g., standard deviation and range), which re-
flected the variability and distribution of opinions among
respondents. These analyses aimed to provide a comprehen-
sive overview of consumers’ perceptions of and attitudes
toward the discrepancies between multilingual LL and ex-
isting language policy. On the other hand, the correlational
analysis primarily focused on the associations between demo-

graphic variables (mainly age, frequency of snack purchases,
and preference for domestic versus imported snack brands)
and the two dimensions of perception and attitude.

(3) Reliability analysis of the questionnaire

The reliability analysis of the questionnaire, conducted
using SPSS 26.0, is presented in Table 2. According to the
criteria outlined by Hinton et al. [*8], the perception dimension
exhibits moderate internal consistency, whereas the attitude
dimension demonstrates high reliability. Additionally, the
overall Cronbach’s alpha coefficient exceeds 0.80, suggest-
ing that the questionnaire has good internal consistency and
is considered reliable.

Figure 2. Food Packaging Sample.

Notes:

HrlaH; (Teyishi); R FEFE)! (Whole strawberry!); W 5 Z O} (One whole
strawberry); 40 NG BRI AR - 2F W0 (Each piece contains a whole strawberry
- Milk flavor); fCTI ] l5 7552 Jy il (Compound chocolate product); i fif k1 7 fif
FEREE S (Freshly selected strawberries); B8 ¥ I 7K A B8 TG0 SR (14078 35 i 43
(Vacuum freeze-dried to retain the strawberry’s nutrients); ¥ 7 i 5 ) JB (U 2 5
SEEPREAER (Rich and creamy taste wrapping a whole strawberry); 4451 (Milk
flavor); 3 )V 7 DUk (Taste of milk); it 60 5 (Net weight: 60g).

Table 2. Cronbach’s Alpha Coefficients Assessing the Reliability of the Questionnaire.

Dimension Items Cronbach’s Alpha Coefficient
Perception 3 0.623
Attitude 7 0.744
Total (All 10 items) 0.810
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5. Results and Findings

In this chapter, the collected data will be analyzed from
three different dimensions.

5.1. Political Dimension: Regulations on Lan-
guage Usage on Local Food Packaging

As an explicit expression of language policy?’], the
Law of the People's Republic of China on the Standard Spo-
ken and Written Chinese Language was adopted at the 18th
Meeting of the Standing Committee of the Ninth National
People’s Congress in 2000 and officially promulgated in
2001. Article 3 of Chapter 1 affirms that the state promotes
the use of Putonghua and standardized Chinese characters.
This provision establishes Chinese as the official language of
China, with Putonghua as its standard dialect. This law also
addresses language use on packaging. Article 14 of Chapter
Two stipulates that shop signs, advertisements, as well as the
packaging and instructions of goods sold within the country,
shall primarily use the national standard spoken and written
language.

This law also stipulates the use of both Chinese and
foreign languages in certain contexts. Article 13 of the Law
states that when foreign languages are used in signs, adver-
tisements, and notices intended for public service purposes,
standardized Chinese characters must also be used simultane-
ously. Regarding the use of foreign languages in the field of
local food packaging, the government has established clear
guidelines and has successively issued documents such as the
Food Labeling Management Regulations (2009), the Gen-
eral Rules for the Labeling of Prepackaged Foods (2011),
the Measures for the Supervision and Inspection of Food
Production and Business Operations (2022), etc. The Food
Labeling Management Regulations (2009) stipulates that
food labels may simultaneously use Hanyu Pinyin or minor-
ity languages, as well as foreign languages, provided there
is a corresponding relationship with the Chinese text. The
size of the foreign-language text must not exceed that of
the corresponding Chinese, with the exception of registered
trademarks. The General Rules for the Labeling of Prepack-
aged Foods (2011) specified that foreign languages may be
used on labels of prepackaged foods, but must correspond to
the Chinese text, except in the case of trademarks, names and

addresses of manufacturers and distributors of imported food,

and website addresses. All foreign language text must not
be larger than the corresponding Chinese characters, again
with the exception of trademarks. The Measures for the Su-
pervision and Inspection of Food Production and Business
Operations (2022) states that inaccurate translations or cases
where the font size or height of foreign language text ex-
ceeds that of the Chinese may be deemed labeling defects
as defined in Article 125, Paragraph 2 of the Food Safety
Law. In summary, two core principles governing the use
of foreign languages on food packaging are as follows: the
font size of foreign languages must not exceed that of the
Chinese text; moreover, all foreign language content must

have a corresponding Chinese translation.

5.2. Physical Dimension: Multilingual LL on
Local Food Packaging in China

5.2.1. Language Combinations Presented on
Local Food Packaging Signs

This study identified a total of five languages used on
the snack packaging, excluding Chinese dialects and minority
scripts. These languages are Chinese, English, Japanese, Ko-
rean, and Thai. It was also revealed that there were five types
of multilingual language combinations present in the signs.
Among these, the most frequent combination was “Chinese +
English + Japanese™ accounting for an overwhelming 97.6%
of the total. This was followed by “Chinese + English +
Korean”, with a share of 1.5%. “Chinese + English + Thai”,
“Chinese + Japanese + Korean” and “Chinese + English +
Japanese + Korean” had a smaller share of 0.3% each. These

findings are summarized in Table 3.
5.2.2. Font Size Comparisons

Although 944 samples were collected, the proportion
of language combinations other than “Chinese + English +
Japanese” was too small to allow meaningful comparison.
Therefore, the analysis of font size was limited to Chinese,
English, and Japanese in snack packaging signs, and only 921
samples were included in this part of the study. As shown in
Table 4, seven types of language combinations were identi-
fied. Unlike road signs or billboards, snack packaging signs
typically consist of several components—such as the brand
name, product name, description, and catchphrases. Another
notable feature is that different parts of the same packag-
ing often display text in varying font sizes. In this study,
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any instance in which the font size of a foreign language
exceeds that of the Chinese characters on a single packaging
is considered non-compliant with existing policy.
According to the data presented in Table 4, 42% of the
packaging samples feature Chinese text in a larger font size.

However, 22.4% of the samples show instances where the
foreign-language text(s) appear larger than the Chinese, with
Japanese being the most prominent. This indicates that, in
terms of font size, 22.4% of the samples do not comply with

current language policy regulations.

Table 3. Language combinations used on snack packaging signs (N = 944).

Types Counted Signs Percentage %
Chinese + English + Japanese 921 97.6%
Chinese + English + Korean 14 1.5%
Chinese + English + Thai 3 0.3%
Chinese + Japanese + Korean 3 0.3%
Chinese + English + Japanese + Korean 3 0.3%

Table 4. The font size comparisons between Chinese and foreign languages on food packaging signs (N = 921).

Types Counted Signs Percentage %
Chinese font is bigger 387 42.0%
English and Japanese the same size with Chinese font 55 6.0%
Japanese font the same with Chinese while English font smaller than Chinese 167 18.1%
English font the same with Chinese while Japanese font smaller than Chinese 106 11.5%
Both English and Japanese font are bigger 28 3.0%
Japanese font bigger than Chinese while English font is smaller or the same with Chinese 102 11.1%
English font bigger than Chinese while Japanese font smaller or the same with Chinese 76 8.3%

5.2.3. Information Arrangement

When analyzing multilingual signs, translations cannot
be ignored as part of the realities in a LL, as they can help
to understand the relationship between different languages
on one sign*%l. In other words, the analysis of information
arrangement is related to the next aspect of this study. As
shown in Table 5, the number of samples in which all infor-
mation is reproduced at all is very small, only 1%. The most
common type was fragmentary, which means the full infor-
mation of multilingual texts in packaging is given only in
Chinese, but in which selected parts have been translated into
an additional language(s). There are also exceptions. Some
samples show all the information presented in Japanese, with
other parts in English or Chinese. Such cases clearly violate
current language policy. The second most frequent type is
overlapping translation, where no single language on the

packaging conveys all the product information. In these

cases, the foreign language lacks a complete Chinese coun-
terpart, with Japanese being the most common example. The
least frequent type is complementary translation, in which
different languages on the packaging convey distinct pieces

of information, with no duplication between them.

5.2.4. Corresponding Relationship between Dif-
ferent Languages

As shown in Table 6, 78.0% of the English and Japanese
texts corresponded with the Chinese on the signs, indicating
compliance with language policy. However, 22% of the signs
did not meet this requirement. The most notable discrepancies
were found in the Japanese texts, which often lacked corre-
sponding Chinese translations. As illustrated in Figures 3
and 4, the most frequently untranslated Japanese phrases were
“B W L W’ (meaning “delicious”) and “2» Y 2» D ” (meaning
“crunchy”). Notably, 4.1% of the signs featured both English

and Japanese texts without corresponding Chinese equivalents.

Table 5. Information arrangement (N = 921).

Types Counted Signs Percentage %
Duplicating 9 1.0%
Fragmentary 711 77.2%
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Table 5. Cont.

Types Counted Signs Percentage %
Overlapping 196 21.3%
Complementary 5 0.5%
Table 6. Corresponding relationship between Chinese and foreign languages (N = 921).

Types Counted Signs Percentage %
All the texts of English and Japanese corresponded with Chinese 718 78.0%
Had case(s)that Japanese did not correspond with Chinese 126 13.7%
Had case(s) that English did not correspond with Chinese 38 4.1%
Had case(s) that Japanese and English did not correspond with Chinese 39 4.2%

x‘|1..!11.-'.'|:‘ ]
Fmm

| L]

s@L®

EabwES

A

B2

- ¥

Figure 3. “3\» L \»”with no Chinese translation.
Notes:
T-#% (qianzaiyuan); JtifgiE 2L YT (Hokkaido Milk Biscuits); B> L v
T ¥ O (It’s delicious); JL#FE4FLE A7 v b (Hokkaido Milk Biscuits);
388 P43 3.6 (Selected high-quality milk 3.6); 4-F[i: (Milk flavor); &
g 85g (Net weight: 85g); & /i {\fit 2% (Image for reference only).

i
5.3. Experiential Dimension: Consumers’ Per-
ceptions and Attitudes

5.3.1. Perceptions of Discrepancies between
Multilingual LL on Local Food Packag-
ing and Language Policy

(1) Descriptive analysis

A questionnaire on consumers’ perceptions of the dis-
crepancies between multilingual LL and language policy
on local food packaging was conducted, with the specific
data results shown in Table 7. The descriptive statistics for

the variable “I frequently encounter local snacks in China

SAR3

,49,,1

COMTENT

Figure 4. “7» U » Y ”with no Chinese translation.
Notes:
JEM DRSS (Original flavor taste); BEEF 2 20 & (fujinoimura); FFRD 2> D
0 (Crispy fish snack); £ D 40%+; 4t (Contains 40% fish meat); P
H (Fish meat content); 4L £ (Puffed food); B+ 42 75 (Net weight:
42g); RZAUES % (Image for reference only).

with packaging that includes multiple language” indicate a
mean score of 3.53 (SD = 0.864) on a 5-point Likert scale.
This suggests that, on average, participants somewhat agree
with the statement, indicating a moderate level of exposure
to multilingual packaging on local snacks in China. The
relatively low standard deviation (0.864) implies that most
responses clustered around the mean, reflecting a general
consensus among participants regarding the frequency of
encountering such packaging. For the variable “I have no-
ticed that the font size of foreign-language text(s) on local
Chinese snack packaging is larger than that of the Chinese

text”, the mean score is 3.24 with a standard deviation of
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1.016. This result suggests that participants’ agreement with
the statement is slightly above the midpoint (3), indicating
a moderate level of awareness of this phenomenon. The
standard deviation of 1.016, which is moderately high, re-
flects a wide range of responses, suggesting that participants
were divided in their perceptions regarding the prominence
of foreign-language text compared to Chinese in terms of
font size. Finally, the mean score for the variable “T have
noticed that foreign-language text(s) on Chinese snack pack-
aging without corresponding Chinese translations” is slightly
higher than that of the previous item. This suggests that the
absence of Chinese translations alongside foreign-language
text on packaging is more noticeable to consumers and may
attract greater attention.

(2) Correlation analysis

As shown in Table 8, age and brand preference (domes-
tic vs. foreign) were not significantly related to any of the
perception variables, including awareness of multiple lan-
guage annotations, noticing larger foreign-language fonts, or
missing Chinese translations (all p > 0.05). Regarding snack
purchasing frequency, a significant negative correlation was
found only with noticing that foreign languages appear in
larger font than Chinese (r = —0.214, p = 0.022), suggesting
that frequent buyers are less likely to perceive foreign lan-
guages as more visually salient. No significant correlations
were observed between purchasing frequency and the other
two perception variables (r = —0.131, p = 0.163; r = —0.032,
p=0.736).

5.3.2. Attitude towards Discrepancies between
Multilingual LL on Local Food Packag-
ing and Language Policy

(1) Descriptive analysis

This section investigates participants’ attitudes toward
the discrepancies between the LL on local snack packaging
and established language policy, as measured through seven
related items. As shown in Table 9, the mean scores for
all variables range from 3.12 to 3.58, indicating a generally
neutral to slightly positive stance. In other words, partici-
pants tend to hold a moderately accepting but not strongly
affirmative attitude toward such discrepancies, with some
variation in their responses.

Among the items, participants’ attitudes toward the ab-
sence of corresponding Chinese translations on local snack

packaging were relatively clear. This is reflected in three

variables: the perception that such packaging is a waste of
time to read, creates barriers to understanding, and reminds
them of foreign products. Besides, participants’ acceptance
of foreign-language text appearing in larger font sizes than
Chinese, as well as the absence of corresponding Chinese
translations on local snack packaging, remained at a moder-
ate level, with mean scores of 3.29 and 3.12 respectively. The
variable “It is acceptable when foreign-language text(s) ap-
pear on the packaging of Chinese snacks without correspond-
ing Chinese translation(s)” recorded the lowest mean score,
indicating relatively low acceptance of this phenomenon. In
contrast, the three items evaluating the difficulties caused
by this absence—such as wasted time, comprehension bar-
riers, and associations with foreign products—received the
highest mean scores. This contrast demonstrates a logical
consistency between participants’ low acceptance of the phe-
nomenon and their recognition of the problems it creates.

(2) Correlation analysis

As shown in Table 10, age, purchase frequency, and
brand preference were not significantly correlated with any
of the three cognitive variables. Age and purchase frequency
showed no significant associations with perceiving larger
foreign font size or the absence of Chinese translations as
making products appear high-end, as a sign of internation-
alization, or as evoking foreign associations (all p > 0.05).
Brand preference also showed no significant correlations,
although its link with perceiving these features as a sign of
internationalization was marginal (r = —0.171, p = 0.069).
Overall, demographic and behavioral factors do not appear to
shape consumers’ attitudes toward LL deviations on domestic
snack packaging.

As shown in Table 11, age and brand preference were
not significantly correlated with either of the two behavioral
variables (p > 0.05). However, purchase frequency was nega-
tively correlated with perceiving untranslated foreign text(s)
as a waste of time (r = —0.265, p = 0.004), indicating that
frequent buyers are more tolerant of such packaging. No sig-
nificant relationship was found between purchase frequency
and perceiving untranslated text as difficult to understand (p
=0.379).

The results in Table 12 show that age and brand prefer-
ence are not significantly correlated with acceptance of larger
foreign font size and no Chinese translation (all p > 0.34).

In contrast, purchase frequency is negatively associated with
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acceptance of larger foreign font size (r = —0.205, p = 0.029) 0.070), suggesting that frequent buyers are less accepting of

and marginally with no Chinese translation (r = —0.170, p = these practices.

Table 7. Descriptive Statistics for Perception Dimension Items.

Variable Mean Standard Deviation
I frequently encounter local snacks in China with packaging that includes multiple languages. 3.53 0.864
[ have noticed that the font size of foreign-language text(s) on local Chinese snack packaging
. . 3.24 1.016
is larger than that of the Chinese text.
[ have noticed that foreign-language text(s) on Chinese snack packaging without corresponding 347 1.024
Chinese translations. ' '
Table 8. Correlation Analysis for Perception Dimension Items.
I Have I Have
Noticed That Noticed That
I Frequently the Font Size Foreign-
Encounter of Foreign- Language
Frequency of Brand Local Snacks Language Text(s) on
q .y Preference in China with Text(s) on Chinese
Your Age Purchasing . . .
Snacks (Domestic vs. Packaging Local Chinese Snack
Foreign) that Includes Snack Packaging
Multiple Packaging is without Cor-
Languages. Larger Than responding
That of The Chinese
Chinese Text Translations.
Your age 1 0.001 —0.006 0.058 0.047 —0.024
Sig. (2-tailed) 0.988 0.953 0.539 0.618 0.801
N 114 114 114 114 114
Frequency of purchasing snacks 0.001 1 0.081 —0.131 —0.214%* —0.032
Sig. (2-tailed) 0.988 0.393 0.163 0.022 0.736
N 114 114 114 114 114
Brand preference (domestic vs. foreign) —0.006 0.081 1 0.096 —0.033 0.094
Sig. (2-tailed) 0.953 0.393 0.311 0.727 0.320
N 114 114 114 114 114
Note. * p <0.05 (two-tailed).
Table 9. Descriptive Statistics for Attitude Dimension Items.
Variable Mean Standard Deviation

When I choose a Chinese snack, I think that reading foreign-language text(s) on the packaging

without corresponding Chinese translation(s) is a waste of time. 3.2 1.024
When selecting a Chinese snack, I find it difficult to understand the meaning of foreign-
. . . . . 3.55 1.082
language text(s) on the packaging when no corresponding Chinese translation(s) are provided.
Local snack packaging that features foreign-language text(s) in larger font sizes than Chinese, 318 1214
or lacks corresponding Chinese translations, appears unique and upscale. ’ ’
Local snack packaging that features foreign-language text(s) in larger font sizes than Chinese,
. . . . . . N 3.24 1.243
or lacks corresponding Chinese translations, is a symbol of internationalization.
Local snack packaging that features foreign-language text(s) in larger font sizes than Chinese,
. . . . . 3.58 1.088
or lacks corresponding Chinese translations, reminds me of foreign products.
It is acceptable when foreign-language text(s) appear in larger font(s) than Chinese characters
. . 3.29 1.188
on the packaging of Chinese snacks.
It is acceptable when foreign-language text(s) appear on the packaging of Chinese snacks 312

without corresponding Chinese translation(s).
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Table 10. Correlation Analysis for Attitude Dimension (Cognitive).

Local Snack Local Snack Local Snack
Packaging Packaging Packaging
That Features  That Features  That Features
Foreign- Foreign- Foreign-
Language Language Language
Text(s) in Text(s) in Text(s) in
Fr n £ Brand Larger Font Larger Font Larger Font
eque c‘y 0 Preference Sizes Than Sizes Than Sizes Than
Your Age Purchasing . . . .
Snacks (Domestic vs. Chinese, or Chinese, or Chinese, or
Foreign) Lacks Corre- Lacks Corre- Lacks Corre-
sponding sponding sponding
Chinese Chinese Chinese
Translations, Translations, Translations,
Appears is a Symbol of  Reminds Me
Unique and International- of Foreign
Upscale. ization. Products.
Your age . 1 0.001 —0.006 0.035 0.101 —0.035
(Pearson correlation)
Sig. (2-tailed) 0.988 0.953 0.711 0.286 0.709
N 114 114 114 114 114 114
Frequency of purchasing snacks 0.001 1 0.081 —0.137 —0.138 0.040
(Pearson Correlation)
Sig. (2-tailed) 0.988 0.393 0.147 0.142 0.674
N 114 114 114 114 114 114
Brand preference —0.006 0.081 1 —0.026 —0.171 —0.029
(domestic vs. foreign)
Sig. (2-tailed) 0.953 0.393 0.780 0.069 0.757
N 114 114 114 114 114 114
Table 11. Correlation Analysis for Attitude Dimension (Behavioral).
‘When I Choose a When Selecting a
Chinese Snack, 1 Chinese Snack, I
Think that Find It Difficult to
Reading Understand the
Brand Preference Foreign-Language l\j[eanmg of
Frequency of . Text(s) on the Foreign- Language
Your Age . (Domestic vs. .
Purchasing Snacks Foreign) Packaging Text(s) on the
€ Without Packaging When
Corresponding No Corresponding
Chinese Chinese
Translation(s) is a Translation(s) are
Waste of Time. Provided.
Your age . 1 0.001 —0.006 0.058 0.013
(Pearson correlation)
Sig. (2-tailed) 0.988 0.953 0.541 0.888
N 114 114 114 114 114
Frequency ofpurc.hasmg snacks 0.001 1 0.081 —0.265%* —0.083
(Pearson correlation)
Sig. (2-tailed) 0.988 0.393 0.004 0.379
N 114 114 114 114 114
Brand preference
(domestic vs. foreign) —0.006 0.081 1 —0.136 0.023
(Pearson correlation)
Sig. (2-tailed) 0.953 0.393 0.149 0.804
N 114 114 114 114 114

Note. ** p <0.01 (two-tailed).
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Table 12. Correlation Analysis for Attitude Dimension (Affective).

It is Acceptable Itis Acceptable
When
When .
. Foreign-Language
Foreign-Language
R Text(s) Appear on
Brand Preference Text(s) Appear in .
Frequency of R the Packaging of
Your Age . (Domestic vs. Larger Font(s) .
Purchasing Snacks . . Chinese Snacks
Foreign) Than Chinese .
without
Characters on the .
. Corresponding
Packaging of k
Chinese Snacks Chinese
: Translation(s).
Your age . 1 0.001 —0.006 0.089 0.042
(Pearson correlation)
Sig. (2-tailed) 0.988 0.953 0.348 0.661
N 114 114 114 114
Frequency ofpurc‘:hasmg snacks 0.001 I 0.081 —0.205* 0170
(Pearson correlation)
Sig. (2-tailed) 0.988 0.393 0.029 0.070
N 114 114 114 114
Brand preference
(domestic vs. foreign) —0.006 0.081 1 —0.046 0.040
(Pearson correlation)
Sig. (2-tailed) 0.953 0.393 0.626 0.672
N 114 114 114 114

Note. * p <0.05 (two-tailed).

6. Disscussion

6.1. Discrepancies between Multilingual LL on
Local Food Packaging and Language Policy

According to the field investigation data, approximately
22.4% of the sampled products failed to comply with the policy
stipulating that foreign-language text should not appear in a
larger font than Chinese. Additionally, 22% did not comply
with the policy that all foreign-language text be accompanied
by corresponding Chinese translations. Compared with earlier
studies by Huang et al.['> and Zhu et al.['3!, this proportion
has shown a slight increase. This trend may be partly attributed
to the practices of sign makers, who,when constructing LL on
food packaging, often seek to to enhance the uniqueness of the
design or elevate the product’s perceived quality by incorpo-
rating foreign-language text. However, a lack of awareness
or disregard for relevant language policies among some sign
makers may lead to unintended deviations. Against the back-
drop of the growing prevalence of multilingualism on local
snack packaging in China, discrepancies between the multilin-
gual LL and official language policy appear to be becoming
more pronounced. This phenomena not only stems from some

producers’ insufficient awareness of language norms but also

reflects the tension between the commodification of language

in a globalized context and the governance of local languages.

6.2. General Awareness of the Discrepancies
between Multilingual LL on Local Food
Packaging and Language Policy

Based on the data above, nearly half of the respondents
reported having noticed discrepancies between the multi-
lingual LL on local snack packaging and current language
policy, suggesting a general awareness of such phenomenon.
Naturally, participants’ awareness of specific features of the
LL varied. Specifically, nearly 51% of the participants indi-
cated that they had noticed instances where foreign-language
text lacked corresponding Chinese translations, whereas only
46% reported noticing that the font size of foreign languages
was larger than that of Chinese. This discrepancy may sug-
gest that consumers’ sensitivity to linguistic features on pack-
aging is partly shaped by perceived functional relevance.
Missing translations could directly hinder understanding or
influence purchasing decisions, making them more salient.
In contrast, differences in font size typically do not affect
access to essential information, and thus may receive less

attention. This result aligns with the “language instrumental-
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ism” cognitive pattern, which posits that the public’s sensi-
tivity to linguistic phenomena is positively correlated with
their communicative utility.

In addition, demographic characteristics have a limited
influence on consumers’ perception of multilingual LL and
deviations from language policy on local snack packaging.
Specifically, age and brand preference show no significant re-
lationship with such perceptions, whereas snack purchasing
frequency is negatively associated with noticing that foreign-
language text(s) appear in larger font than Chinese. This
finding may suggest that frequent buyers are less sensitive to
packaging design or pay less attention to visual differences

due to habitual exposure to familiar brands.

6.3. Moderate Opposition to Discrepancies be-
tween Multilingual LL on Local Food Pack-
aging and Language Policy

According to the survey results, the proportion of
participants who agreed or expressed support for various
viewpoints—whether concerning the negative effects of
foreign-language text(s) on local snack packaging without
corresponding Chinese translations (such as causing read-
ing difficulties or wasting time), the perceived positive ef-
fects of such features (such as evoking associations with
foreign products or enhancing the sense of international-
ization and product prestige), or the overall acceptability
of these phenomena—generally hovered around 50%. In
other words, the participants did not demonstrate a strong
consensus regarding the discrepancies between multilingual
LL on snack packaging and official language policy. The
distribution of responses—whether supporting, opposing,
or accepting such features—remained relatively balanced
around the midpoint, suggesting a generally moderate or
ambivalent stance. According to consumer culture theory,
consumption behavior not only reflects functional choices
but also conveys expressions of identity and social relation-
ships. In selecting snack packaging, some consumers focus
more on the convenience of accessing textual information,
while others pay greater attention to the sense of prestige
conveyed by the packaging as a way to enhance their social
status. With the overall improvement of language proficiency
among the population, coupled with the relatively low diffi-
culty of foreign-language text on food packaging, there is no
clear tendency for consumers to perceive the lack of corre-

sponding Chinese translations on local snack packaging as a
strongly negative issue. At the same time, with the ongoing
process of China’s internationalization, the rise of domestic
brands, and the continuous strengthening of cultural con-
fidence, the era in which foreign-language text functioned
as a “language of prestige” symbolizing product high-end
status may be gradually fading. Consequently, the perceived
positive effects of this phenomenon have also not gained
broad recognition among consumers.

In addition, the above findings indicate that demographic
factors such as age and brand preference have limited in-
fluence on consumers’ attitudes toward discrepancies from
language policy in the LL of domestic snack packaging. In
contrast, purchasing frequency appears to play a more nu-
anced role: frequent buyers are less likely to perceive small
amounts of untranslated foreign-language text(s) as a waste
of time; however, they show lower acceptance of more vi-
sually salient deviations, such as foreign text appearing in
significantly larger fonts than chinese or completely lacking
chinese translations. Based on the above findings, namely
that snack purchasing frequency is negatively associated with
noticing that foreign-language text(s) appear in larger fonts
than Chinese, it can be inferred that frequent snack buyers
have developed habitual perceptions of familiar packaging.
Consequently, they are more likely to maintain their existing
cognitive patterns when encountering relatively minor design
variations on the packaging (such as foreign-language text(s)
in larger fonts than Chinese or untranslated foreign-language
text(s)) and are less inclined to disrupt this habitual perception.

According to the MIPS framework proposed by
Gorter3!l, language policy, the presentation of LL, the role
of sign makers in shaping them, and the perceptions of and
attitudes of sign readers form a dynamic and interrelated
cycle. As part of this ongoing interaction, sign readers’ atti-
tudes toward the LL may, in turn, influence how such LLs
are constructed and may even contribute to revisions or ad-
justments in language policy. Based on the findings of this
study, it can be inferred that although consumers are gen-
erally aware of discrepancies between the multilingual LL
on food packaging and existing language policy, and they
express neutral negative views, such awareness and attitudes
have not yet reached a level that prompts sign makers or
manufacturers to take corrective action. Moreover, within

the context of China’s domestic market, some consumers—
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particularly loyal supporters of local brands—may not be
sensitive to these linguistic inconsistencies. Instead, they
may interpret the use of foreign-language elements as signs
of internationalization or brand sophistication, rather than as
violations of language policy. This perceptual bias further
weakens the potential for consumers to exert bottom-up in-
fluence on shaping or reinforcing compliance with language
norms. Based on this, the regulation of language norms on lo-
cal food packaging in contemporary China faces a significant
challenge: there exists a divergence between policymakers’
normative intentions, the language commodification strate-
gies of market actors, and consumers’ interpretations. An
effective governance model should move beyond one-sided
compliance monitoring and instead regard these three ele-
ments as an interconnected, dynamic whole, promoting their

positive interaction through appropriate measures.

7. Conclusions

A gap often exists between the official (de jure) lan-
guage policies and the actual (de facto) language practices and
their public visibility *!1. Therefore, examining the relation-
ship between language policy and the LL remains a central
concern in LL research. This study examines the discrepan-
cies between multilingual LL and language policies on local
food packaging in China. Drawing on Trumper-Hecht’s three-
dimensional analytical model, this research systematically
reviews relevant language policy regulations, analyzes spe-
cific manifestations of policy-LL mismatches in packaging
practices, and investigates consumer perceptions and attitudes
through a questionnaire survey. In doing so, it contributes to
addressing a gap in the existing body of research.

Based on the collected samples of local food packag-
ing, discrepancies with language policy were observed in
two key areas: first, the font size of foreign-language text
is larger than that of Chinese, and second, foreign-language
text lacks corresponding Chinese translations. In both cases,
non-compliance was found in approximately 22% of the
samples. Although relevant language regulations have been
continually introduced at the national level, the findings of
this study suggest that such deviations are becoming more
pronounced compared to earlier research.

Moreover, the questionnaire results indicate that con-
sumers’ perceptions and attitudes toward the discrepancies do

not exhibit a clear or consistent pattern. While most respon-
dents are aware of the existence of such issues, the overall
level of concern remains low, and expressions of opposi-
tion are relatively weak—particularly in response to cases
where foreign-language text(s) appear in a larger font than
Chinese. This limited public reaction may, to some extent,
contribute to the persistence of these discrepancies—an issue
that, as previously discussed, appears to be growing more
pronounced over time. In addition, the results indicate that
demographic factors examined in this questionnaire, such
as age, snack purchasing frequency, and brand preference,
have no significant impact on consumers’ perceptions and
attitudes. Whether other potential factors, such as educa-
tional background or foreign language proficiency, exert a
more pronounced influence on consumers’ perceptions and
attitudes remains to be further investigated.

Empirical insights drawn from LL studies can inform
the development or revision of formal language policies, con-
tributing to the ongoing negotiation and transformation of the

sociolinguistic environment!3?]

. How people evaluate lan-
guage choices and usage in the LL is crucial for understanding
how the LL is constructed 33!, This study found that a consid-
erable proportion of domestic food packaging publicly sold in
China displays LL phenomena that violate relevant language
policies. This situation can be traced back to the fact that pri-
vate sign producers enjoy substantial autonomy in allocating
linguistic resources, while supervisory authorities often adopt
flexible and lenient management practices in implementation.
As a result, top-level language policies tend to remain largely
symbolic and fail to be effectively enforced**]. Moreover,
consumers exhibit only a certain degree of awareness and
limited opposition toward such phenomena, which to some
extent further contributes to their persistence. Based on these
findings, the present study puts forward the following recom-
mendations: Relevant government authorities should estab-
lish a coordinated multi-departmental supervision mechanism,
clarify compliance standards for language use on food pack-
aging, and formulate enforceable penalty regulations. Food
manufacturers should pay closer attention to consumers’ ac-
tual needs, incorporate compliance with language policies into
their product quality management systems, introduce third-
party language review procedures during the design phase,
and enhance employees’ understanding and implementation

of foreign-language text standards through targeted training.

417



Forum for Linguistic Studies | Volume 07 | Issue 12 | December 2025

In addition, universities or training institutions offering pro-
grams in packaging design should strengthen the teaching of
language policy, cultivate students’ awareness of legal com-
pliance, and reinforce their responsibility to safeguard the
primacy of Chinese in design practice.

Despite yielding empirical insights into the discrepan-
cies between multilingual LL on local food packaging and
language policies, and offering concrete recommendations,
this study has several limitations. First, the sample size
and coverage were limited, focusing primarily on specific
types of products, which may not fully represent the nation-
wide situation. Second, the use of convenience sampling
in the questionnaire survey may constrain the generalizabil-
ity of the findings. In addition, the demographic variables
examined in this study did not fully capture other potential
factors that may influence consumers’ perceptions and at-
titudes, such as educational background, foreign language
proficiency, or cultural experience, which warrant further
investigation in future research. Finally, this study relied
mainly on questionnaire data and packaging sample analysis,
lacking in-depth qualitative interviews, and therefore pro-
vides only a limited understanding of consumers’ psychology

and decision-making processes.
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