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Based on the literature related to number line encoding, the results of four studies demonstrate that displaying calorie information on

the left side of a product package enhances the product’s nutritional value. Furthermore, this effect is magnified for unhealthy

products and for those that do not watch nutritional information closely.
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EXTENDED ABSTRACT
Due to regulations, products sold worldwide are often required 

to have nutritional labels. However, companies have considerable 
flexibility regarding where to place these labels on packages. In this 
research, we examine whether the lateral (left vs. right) position of 
a nutrition label influences product perceptions. Specifically, would 
product perceptions be different if a nutrition label is placed on the 
left versus the right side of a product package? 

Studies in numerical cognition have documented that consum-
ers make numerical judgments quicker and more accurately when 
the stimuli is displayed congruently (versus incongruently) with the 
spatial organization of numbers (Proctor and Cho 2006). Specifi-
cally, it is argued that individuals use a mental number line to con-
ceptualize magnitude, which is evidenced by superior performance 
at magnitude comparisons when large (small) numbers are placed on 
the horizontal right (left). In a store context, this left-to-right mental 
organization of numbers can influence preferences and choices (Va-
lenzuela and Raghubir 2010). 

Given the well-established finding that horizontal left (right) 
side of space is associated with small (large) number, we expect that 
consumers will apply this mental-schema to the evaluation of caloric 
information. Hence, when calorie information is presented on the left 
side of the package (vs. right), consumers will associate the caloric 
information with smaller magnitude and therefore deem it less harm-
ful to nutritional valuations of the product. We tested our hypothesis 
with the help of four studies. 

Study 1A used a 3 (placement of nutritional label on package: 
left vs. right vs. center) X 2 (healthfulness of product: healthy vs. 
unhealthy) between-subjects experiment. We examined the moderat-
ing effects of healthfulness of the product since the halo effect that 
healthy products typically carry (Chandon and Wansink 2007) could 
attenuate the influence of nutritional label placement on evaluations. 
Photo-shopped versions of different product package images were 
created. The nutritional information of a frozen yogurt product was 
placed on the left, center, or right side of the product packaging. 
The center condition served as a baseline. In order to manipulate 
healthfulness of the products, the caloric information provided in the 
packaging equaled the amount found in a low-fat frozen yogurt bar 
or an ice cream bar. The key dependent variables were nutritional at-
titude towards the product, measured with a 4-item seven-point scale 
(Kozup, Creyer, and Burton 2003) and attitude towards the brand, 
adapted from Burnkrant and Unnava (1995). The results of Study 1A 
demonstrated that for both types of products, placing the nutritional 
information on the left led to higher nutritional attitudes than placing 
it on the right. However, compared to the control condition, the effect 
of placement (left vs. center) was only significant for the unhealthy 
product.

In Study 1B, we examine if the left-small, right-large associa-
tions influence consumer judgments of real products. Actual product 
packages of a real wafer cookie product were created with the nutri-
tion label seamlessly pasted on the back of the package. The results 
revealed that participants held higher nutritional attitudes toward the 
product when the nutritional label was placed on the left compared to 
the right or the center of the product.

Study 2 demonstrates that consumers with low nutritional in-
volvement, who are more likely to minimize the cognitive effort 
required to analyze nutritional information, are more vulnerable to 

the placement of calorie information than those consumers with high 
nutritional involvement. In this study, we manipulated calorie place-
ment in the front façade of a lab-created version of a granola product 
and then measured nutritional involvement. As expected, the results 
showed that participants low on nutritional involvement evaluated 
the product higher on nutrition value when the information was on 
the left compared to the right. However, the effect was attenuated for 
participants with high nutritional involvement.

Study 3 explored some of the process differences that occur 
when nutritional information is placed on the left versus right side of 
a product package. Also, to examine robust experimental scenarios, 
Study 3 provided a broad health claim “low-fat”, which was placed 
on the left (vs. right) of an unhealthy (vs. healthy) package. We ex-
pect, that similar to when numerical calorie information is provided, 
low-fat claims will be evaluated as more credible when placed on the 
left because this side of space is associated with small/low numeri-
cal quantities. We analyzed participants’ thought protocols to gain 
some insights into the underlying process. We classified the thoughts 
participants had about the product into two categories: “Health ben-
efits” vs. “Health harms”.  The results revealed that for unhealthy 
products, a low-fat claim on the left of the product led to higher num-
ber of health benefit thoughts compared to when it was on the right. 
Furthermore, when the product was unhealthy, placing the claim on 
the left (vs. right) led participants to perceive the health claim as 
more believable. However, when the product was healthy, the place-
ment of the low-fat claim did not influence how much participants 
elaborated on the health benefits of the product or how much they 
believed the claim, which is consistent with the health halo account. 
Results of a mediation test demonstrated that the number of health 
benefit thoughts about the product mediated the effect of nutritional 
information placement on belief, suggesting that placement, leads to 
changes in elaboration, which subsequently makes the claim more 
believable. 

Our research studies contribute to the understanding of how 
mental organization of magnitude can influence consumer evalua-
tions of quantitative information. Across four studies, we provide 
evidence that the placement of a nutritional label on the left (vs. 
right) of the product results in higher nutritional valuations of the 
product. From a practical perspective, it can help regulators/manag-
ers decide optimal positions for placing nutritional information on 
product packages. 
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