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Abstract. Food waste has drawn a lot of attention from people from all 
walks of life and has grown to be a significant concern endangering global 
food security. Therefore, using effective strategies to direct and mold 
consumers' temporary food purchasing behavior is very important from a 
practical standpoint. The article investigates if and how consumers' 
propensity to purchase is impacted by temporary food, based on the 
combination sales model. It does this by examining the role mechanism of 
various combination methods and price perception elements. Using two 
situational experimental techniques, this study examined how consumers' 
willingness to purchase can be enhanced to varying degrees by temporary 
food in various combination modes; the impact of different temporary food 
brands on the willingness to purchase similar products varies, and the price 
perception factor controls the influence of consumers' willingness to 
purchase. sound. In theory, this study explains how the combination sales 
model affects consumers' propensity to purchase temporary food. In 
actuality, it offers retailers a useful theoretical foundation to encourage 
temporary food sales and cut down on food waste. 

1 Introduction 
This study focuses on the increasingly serious reality of the global food waste problem. The 
report of the Food and Agriculture Organization of the United Nations once pointed out that 
about one-third of 1.3 billion tons of food is lost or wasted every year. Food waste has become 
an important factor that threatens food security and has attracted the common concern of the 
whole society. In the retail link, due to consumers' preference for "perfection" and "low risk" 
of food, food retailers will sort and discard food with appearance defects or close to the shelf 
life, although these foods are still safe and of normal quality. The waste in European countries 
in this link accounts for 5% of the total waste amount. The United States Reaching 13%, 
China has not yet made a specific estimate of this. With the demand to reduce food waste 
becoming a social consensus, the problem of disposal of temporary food is becoming more 
and more prominent. 

This research is of great theoretical and practical significance to reduce food waste, 
improve the performance of the retail industry, and ensure food security. The market size of 
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temporary food is large and increasing, but the current mainstream strategy of discount sales 
or bundled sales with regular-price goods is still imperfect: consumers may buy too much 
because of discounts, resulting in secondary waste or health risks; discount sales will cause 
greater economic losses for retailers, promoting The consumption of pre-term food has been 
regarded as the key to improving the overall performance of the modern retail industry; even 
consumers who are aware of food waste tend to reject pre-term food because consumers 
believe that pre-term food has lower quality and higher risk. Therefore, exploring an effective 
temporary food promotion model is of great significance to promote temporary food 
consumption, reduce food waste, reduce retailers' losses and alleviate the environmental 
problems caused by food waste. 

This research is mainly carried out from the following three aspects: to explore 
consumers' attitude towards the shelf life of food and how this attitude affects their 
purchasing behavior; to analyze how different brands of pre-term food in similar products 
affect consumers' willingness to buy and to exclude the interference of price factors in the 
process; research How to combine and match end-of-term food and guide consumption and 
promote sales by adopting different combination sales models. On this basis, the innovative 
points reflected in this article are: linking brand factors with the purchase of temporary food, 
and discussing the differences in the choice of consumers of the same product and different 
brands of temporary food; in addition to the traditional discount, genuine bundling and other 
ways, try to explore the purchase of temporary food through product portfolio. The 
mechanism of influence the willingness to buy; discuss the regulating effect of the pricing 
model on the relationship between the willingness to buy temporary food. 

This research is mainly carried out from the following three aspects: to explore 
consumers' attitude towards the shelf life of food and how this attitude affects their 
purchasing behavior; to analyze how different brands of pre-term food in similar products 
affect consumers' willingness to buy and to exclude the interference of price factors in the 
process; research How to combine and match end-of-term food and guide consumption and 
promote sales by adopting different combination sales models. On this basis, the innovative 
points reflected in this article are: linking brand factors with the purchase of temporary food, 
and discussing the differences in the choice of consumers of the same product and different 
brands of temporary food; in addition to the traditional discount, genuine bundling and other 
ways, try to explore the purchase of temporary food through product portfolio. The 
mechanism of influence the willingness to buy; discuss the regulating effect of the pricing 
model on the relationship between the willingness to buy temporary food. 

This study mainly wants to find out how combination sales affect consumers' willingness 
to buy temporary food. Clarifying this point hopes to provide some theoretical support and 
practical references to promote temporary food consumption and reduce food waste. Around 
this goal, I have done some systematic literature combing, and also designed two situational 
experiments to focus on the impact of different combinations, brand differences and price 
perception on consumers' willingness to buy temporary food. Through experiments, it has 
been verified that the strategy of combination sales is indeed effective and explained from 
the theoretical level that it is What can work? I hope that the research conclusions can provide 
a little valuable reference for food retailers when specifying temporary food sales strategies, 
and also contribute some academic support to reducing food waste in retail links and ensuring 
food security. 
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2 Literature review and research hypothesis 

2.1 Literature review 

Because the shelf life is getting closer and closer, it is often a "high-risk" commodity in the 
eyes of consumers, which often leads to inability to sell at the retail end. Existing studies also 
mention that consumers are very sensitive to the shelf life of food. Whether to buy it depends 
to a large extent. Especially when food is close to the shelf life, consumers are often worried 
about quality and safety issues and are reluctant to buy. This mentality of "evading the shelf 
life" is actually food in the retail link. An important reason for waste of things. 

In the face of this situation, retailers usually use discount promotions or bundle temporary 
food and regular-price goods to sell together to stimulate consumption. However, the problem 
is that although price reduction can attract people to buy in the short term, it is easy for 
consumers to form the psychological expectation of "waiting and it will be cheaper" in the 
long run, which not only lowers the overall profit but also It may make people have a bad 
association with product quality. In addition, although bundled sales are usually considered 
to improve the perceived value of the product portfolio, they are not used enough in the field 
of temporary food, especially what type of combination is more effective, whether the 
products are complementary or alternative, and how it affects consumers' willingness to buy. 
Research is still relatively lacking. 

Based on this background, we take combination sales as the main research idea to see 
how it affects consumers' willingness to buy temporary food through the two paths of brand 
exposure and product attribute matching, so as to help improve the turnover efficiency of 
temporary food. In fact, there has been a lot of progress in the research on the consumption 
behavior of end-term food in recent years. From the perspective of social psychology, the 
reason why people are reluctant to buy in-term food is not only worried about quality, but 
also related to the social label of "stingy" - people who buy end-term goods are sometimes 
given this bad impression by others, this discovery provides us with a new perspective on 
understanding the market dilemma faced by temporary food [1]. In addition, some studies 
have made a systematic analysis based on the theory of consumer utility, and found that 
reasonable bundles can indeed improve consumers' acceptance of temporary products [2]. 
The Qingping team cut in from the perspective of the scarcity effect. As a result, it was found 
that the "scarcity" hint of agricultural products would affect consumers' willingness to buy 
temporary food through the two paths of perceived value and perceived risk [3]. 

In international research, Yang and Chen systematically explored how the packaging of 
temporary food affects consumers' willingness to buy based on the theory of planned 
behavior. The results show that visual elements will play an indirect role through perceptual 
behavior control, and the letter information on the label also has a significant impact on how 
consumers view the value of critical food. Ring [4]. Aschenann-Witzel and others identified 
the differences in attitudes of different types of consumer groups towards temporary food 
through lifestyle subdivision, which provides a theoretical basis for precision marketing. 
YaoMin is concerned about the "leftover blind box" model, which has been popular in recent 
years. From the perspective of consumer psychology, he analyzed why young people pursue 
temporary food and summarized three reasons: liking the freshness brought by uncertainty, 
pursuing cost-effectiveness, and agreeing with the concept of environmental protection [5]. 

In order to verify the mechanism I proposed, I adopted the situational experimental 
method and referred to the experimental design ideas of Sun and Bai Zhonghu and others in 
the study of temporary food consumption behavior [6-8]. In the experiment, I tried to simulate 
the real purchase scenario by controlling brand, price, product attributes and other variables, 
and systematically examined the impact of different combination strategies on consumer 
decision-making. 
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2.2 Research hypothesis 

The core hypothesis focuses on the direct impact of the combination implementation of 
combination sales on the turnover rate of temporary food, which is the basis of this study and 
covers the overall implementation effect of combination sales. Compared with the single 
temporary food sales model, combination sales can reduce consumers' concerns about the 
purchase of temporary food (such as quality concerns and single consumption waste) by 
bundling and selling temporary food with other commodities (positive food, complementary 
products, substitutes), improve the market acceptance of temporary food, and thus promote 
The rapid sale of temporary food will finally improve the turnover rate of temporary food 
and reduce the inventory backlog and loss. 

Complementary combination sales (such as temporary bread + regular milk, temporary 
snacks + regular drinks) meet the one-stop purchase needs of consumers, which can drive the 
passive purchase of temporary food and reduce consumers' decision-making costs through 
associated consumption; alternative combination sales (such as two temporary snacks 
bundles) can increase the single purchase volume. However, it is difficult to stimulate 
additional consumption demand, so complementary combination sales have a more 
significant effect on improving the turnover rate of temporary food. One of the core 
consumption drivers of temporary food is cost performance. The greater the pricing discount 
of combination sales, the more it can lower the purchase threshold of consumers, stimulate 
instant purchasing behavior and thus improve the turnover rate. However, when the discount 
exceeds a certain threshold, consumers may have the negative association of "poor quality" 
or excessive store profits. Compression makes it difficult to sustain combination sales. At 
this time, the effect of discount strength on the turnover rate will tend to slow down or even 
decrease. Combined with the logic of consumption behavior, combination sales do not 
directly affect the turnover rate of temporary food, but transmit influence through 
intermediary variables. This paper selects the influence of temporary food brands and regular 
bundled products as core intermediary variables to construct the hypothesis of indirect 
exposure. 

Combination sales make more consumers pay attention to the combination advantages of 
temporary food through the exposure, exposure frequency and exposure range of temporary 
food brands, reduce consumers' risk perception and price sensitivity to temporary food, and 
improve consumers' willingness to buy temporary food combinations, and the improvement 
of consumers' willingness to buy will directly promote The growth of the sales volume of 
temporary food thus improves the turnover rate, that is, the indirect action path of combined 
sales → consumers' willingness to buy → the turnover rate of temporary food is established. 
For fast-moving consumer food (such as snacks, beverages and dairy products), consumers 
have high purchase frequency and low decision-making costs. The matching stimulation of 
combination sales is easier to stimulate purchasing behavior, and the effect on improving the 
turnover rate is more significant. 

It is worth noting that the research results of Liang and others show that consumers' 
evasive behavior of temporary food is partly due to social image concerns - buying temporary 
goods may be regarded as "stingy" by others, so combined sales not only play a role through 
economic incentives, but also through "brand endorsement" and "scene Rationalization" two 
paths to alleviate consumers' social anxiety [1]. When the temporary food is sold with a 
combination of well-known brands or attributes, consumers' purchasing behavior changes 
from "simple to cheap" to "rational matching" or "environmental protection choice", thus 
reducing the negative impact of social stereotypes. This mechanism is supported by Yao 
Min's research, which found that the critical consumption will be The new definition of 
"smart consumption" and "environmental action" can significantly improve the acceptance 
of consumers [9]. 
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3 Experimental design 

3.1 Experimental method 

This study adopts the inter-group experimental design of combination sales methods (similar 
normal products + temporary product portfolio) and (different types of products + temporary 
product portfolio) to investigate the impact of combination sales on consumers' willingness 
to buy temporary food. The experiment simulated the online retail scene. In Shekou, Nanshan, 
Shenzhen, recruited 60 consumers aged 45-55 with college degrees or above to participate in 
the experiment, including 20 men and 40 women. The subjects were randomly divided into 
two groups. 

The experimental process is as follows: the subject should first read the shopping 
instructions, then browse the commodity information, confirm the specifications, brand, unit 
price and total combined sales price of the pre-term food in order to make a decision-making 
analysis of the final purchase, and finally complete the purchase decision-making task and 
fill in the statistical form. 

The main purpose of experiment 1 is to test consumers' preference for products with high 
brand awareness and low popularity when the total combined price of different brands of 
temporary food in similar products is close. The main purpose of experiment 2 is to test the 
selection differences of consumers when combining the same temporary products with 
positive products with different alternative attributes (the alternative attributes are close to vs 
the alternative attribute is very different). 

3.2 Experimental materials 

Experiment this research selects common temporary food as experimental commodities, as 
shown in Table 1. For the pre-term food, we choose Mengniu milk (well-known brand) and 
Guangming pure milk (with low brand popularity). The shelf life of both milks is relatively 
short, and the products sold in combination choose complementary wheat oatmeal (well-
known brands, long shelf life). The total price of the two combinations is close (93 yuan vs 
92 yuan) to control the interference of price factors on the purchase decision. 

Table 1. Experiment I experimental material design. 

Project Expiring 
Food items 

Average order 
value/Yuan.Box 

Combinatorial 
product 

Average order 
value/Yuan.Box 

Composite 
Price/Yuan 

Method 
One 

Mengniu 
Pure Milk 36 Xime Oatmeal 

Cereal 60 93 

Method 
Two 

Guangming 
Milk 36 Xime Oatmeal 

Cereal 60 92 

 
In the second experiment, choose the same brand of food as the experimental product. As 

shown in Table 2, the temporary food chooses Mengniu pure milk (well-known brand with a 
short shelf life), and the products sold in combination choose positive products with 
alternative properties: Nestle coffee (large difference in alternative properties) and oat milk 
(alternative properties are close). There is a large difference in the total price of the two 
combinations (190 yuan vs 93 yuan) to examine the common impact of alternative attribute 
differences and price differences on consumers' purchasing decisions. 
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Table 2. Experiment II experimental material design. 

Project 
Expiring 

Food 
items 

Average order 
value/Yuan.Box 

Combinatorial 
product 

Average order 
value/Yuan.Box 

Composite 
Price/Yuan 

Method 
one 

Mengniu 
Pure Milk 36 Nestlé Coffee 

(1kg)  160 190 

Method 
two 

Mengniu 
Pure Milk 36 Oat milk (Box) 60 93 

3.3 Experimental process and purpose 

The subject first reads the shopping description, then browses the commodity information, 
confirms the specifications, brands, unit prices and total combined sales price of the 
temporary food in order to make decision-making analysis of the final purchase, and finally 
completes the purchase decision-making task and fills in the statistical form. 

The main purpose of experiment 1 is to test whether consumers choose products with 
high brand awareness or products with low brand popularity when the total price of similar 
to the combination is close? 

The main purpose of experiment 2 is to test how consumers choose when the same 
temporary product portfolio is different regular substitutes, the replacement properties are 
close and the alternative attributes are relatively different (coffee replaces milk, the 
substitution properties are relatively different), how do consumers choose? 

3.4 Data analysis and results 

In Experiment 1, the subject's experimental data statistics. 

Table 3. Experiment 1 sample data. 

Project Number of selected 
individuals / person Male / Person Woman / 

Person Percentage 

Mengniu Milk + 
Oatmeal 35 11 24 58.33% 

Bright Milk + 
Oatmeal 25 9 16 41.67% 

 
The experimental data in Table 3 shows that the proportion of people who choose well-

known Mengniu milk to the total number of people is 58.33%, which is 17 percentage points 
higher than that of general brands of Guangming milk. It is possible that consumers still 
choose the endorsement of big brands because of food safety and other factors. 

In Experiment 2, Subject Experimental Data Statistics. 
The experimental data in Table 4 shows that the number of oat milk with similar 

alternative attributes of the same temporary food selection combination is 37, accounting for 
61.67%, much higher than the 23 people who choose the coffee combination with large 
replacement attributes, accounting for 38.33%, indicating that in the sales combination of 
temporary food, stores are excluded. In addition to variable factors such as passenger flow, 
product exposure, product brand, the closer the combined product attributes and the product 
category of the temporary food, the higher the sales turnover rate of the temporary food. At 
the same time, the impact of the discount on the price of the combined product is not obvious. 
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Table 4. Experiment 2 sample data. 

Project Number of selected 
individuals / person Male / Person Woman / 

Person Percentage 

Mengniu Milk + 
Coffee 23 10 13 38.33% 

Mengniu Milk + Oat 
Milk 37 10 27 61.67% 

4 Discussion and revelation 

4.1 The social phenomenon behind it 

Brand trust is still one of the key factors in consumer decision-making: the data of 
Experiment I shows that consumers who choose well-known brands such as Mengniu Milk 
account for 58.33%, 17 percentage points higher than that of general brands. This finding is 
basically consistent with Konuk's research conclusion on the role of brand trust in food 
purchase. It also confirms the set of statements mentioned by Yang and Chen that how label 
trust affects the perceived value of term food [6]. Even in the category of temporary food, 
which "sounds quite risky", consumers still tend to choose well-known brands, indicating 
that the brand itself plays the role of "quality endorsement". In addition, consumers also have 
a potential preference for the "consistency of combination". Experiment 2 found that 
compared with the cross-category combination of milk and coffee, people are more willing 
to accept the combination with more similar attributes such as milk and oats. This result 
echoes the conclusion mentioned by Sun Jiayi and others in the research on bundled sales 
strategy-- The complementarity between products largely determines the effect of bundled 
sales [7]. This shows that even if they buy temporary food, consumers still hope that the 
combination scene is reasonable and not awkward to use. In the end, they still value 
practicality and consumption efficiency. Now the acceptance of pre-term food is indeed 
slowly increasing, but it is not enough to say that there is no psychological threshold at all. 
The research of Liang and others has pointed out the social and psychological roots behind it 
- the purchase of pre-term goods may be labeled as "stingy", which is a real psychological 
burden [1]. When studying the "leftover blind box", Yao Min also pointed out that the word 
"leftover" itself is easy to make consumers associate with problems such as not being fresh 
and poor quality [9]. Through a reasonable combination of sales methods, find a big brand to 
endorse it, and then match the attributes with suitable products, which can indeed reduce the 
buyers to a certain extent. The psychological threshold also makes consumers less socially 
anxious. 

4.2 Policy suggestions 

When building a sales strategy for a temporary food combination, we can consider putting 
well-known temporary products in the core position in the portfolio. With the help of the 
long-term accumulated credibility of well-known brands, consumers' concerns about the 
quality of temporary food can be alleviated to a certain extent, thereby promoting the 
willingness to buy and market acceptance [9]. In publicity, instead of blindly emphasizing 
the cheap price, it is better to talk more about the rationality of the combination itself. When 
spreading, don't just focus on "cheap", start from the logic and practical value of the 
combination, and repackage the purchase of temporary food as "rational and smart 
consumption" or "support environmental protection choice", not simple It is said to be 
"buying bargains", which can alleviate the possible social anxiety of consumers [1]. If 
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consumers can feel that buying pre-term food is an environmental protection behavior, it will 
bring an additional sense of accomplishment [10]. Therefore, publicity around the points of 
"reasonable combination, convenient use, and waste reduction" can not only enhance 
consumers' recognition of the functions of such combinations, but also produce 
environmental protection. Ming, so as to further stimulate the willingness to buy. 

There are obvious differences in consumption habits and needs of different consumer 
groups. It is best for merchants to design different combinations based on these differences, 
so that they can more accurately reach the target group and improve the actual conversion 
effect. In the end, people with different lifestyles have different attitudes and acceptance of 
temporary food, only Targeted marketing can better meet their needs. The relevant research 
results of Qingping show that the degree of environmental involvement will affect the 
operation of scarcity clues to buy temporary food, indicating that retailers can adjust their 
communication methods according to the strength of consumers' environmental protection 
awareness [3]. From the government level, some support policies can also be introduced to 
encourage retail enterprises to try more diversified temporary food sales methods. Take 
combination sales, subscription services, intelligent recommendations and other sales 
methods as examples. Through policy guidance and technical means, the market circulation 
efficiency of temporary food can be effectively improved, so that retail enterprises While 
realizing our own economic benefits, we also take more responsibility for reducing food 
waste. 

5 Conclusion 
For the first time, this study applies the combination sales theory system to the temporary 
food sales scenario, which not only verifies the effectiveness of the theory in improving 
temporary food sales, but also reveals the core role of price fairness perception, product 
complementarity and substitution. The research results show that under the condition that the 
total price of the combination is close, consumers are more inclined to choose temporary food 
with high brand awareness, which shows that brand trust occupies a crucial position when 
consumers make temporary food consumption decisions; the matching degree of the 
attributes of combination products and temporary food will affect consumers' purchasing 
intention. I would like to have an obvious impact; the impact of price discounts on consumers' 
final purchasing decisions is not significant. In contrast, consumers value more about the 
reasonableness and actual use value of food combinations. Based on the above research and 
analysis, it is finally concluded that combination sales can effectively improve consumers' 
willingness to buy temporary food with the help of the dual mechanism of brand endorsement 
and product attribute matching, thereby accelerating the turnover efficiency of temporary 
food and finding a marketing path to reduce food waste in retail links. 

This study provides a lot of valuable references for subsequent research on food 
marketing and food waste control. From the theoretical level, this study applies the 
combination sales theory system to the sales scenario of temporary food for the first time, 
further expanding the scope of application of bundled sales theory in the field of time-
sensitive products, clarifying the key role of matching brand factors and product attributes in 
this process, and for the subsequent relevant research Lay a solid theoretical foundation. At 
the same time, this study also provides empirical support for policymakers to promote the 
standardization and brand development of temporary food, and advocate the social values of 
rational consumption and waste reduction. 

Future research can focus on in-depth exploration from the following aspects: this 
research has certain limitations. It is only carried out in a simulated experimental environment, 
and the research object is only for a specific category of dairy products. In the future, field 
experiments can be carried out to test the actual effect of combination sales strategies in real 
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retail scenarios, and at the same time explore this The application of a strategy in different 
food types. Follow-up research can deeply explore consumers with different cultural 
backgrounds and different consumption habits, and how the acceptance of temporary food 
combination sales is different, and then carry out cross-cultural comparative research. Finally, 
follow-up research can also focus on the impact of combination sales strategy on consumers' 
long-term purchasing behavior, comprehensively evaluate the practical role of the strategy in 
reducing food waste and promoting sustainable consumption, and provide academic support 
for building a green and low-carbon retail ecosystem. 

This study unequivocally demonstrates that by enhancing consumers' perceptions of price 
justice and fully utilizing the complementarity between products, combination sales can 
successfully increase the sales of temporary meals. In addition to offering shops a sustainable 
inventory management approach, this strategy can offer a useful marketing concept to cut 
down on food waste. road. We think we can contribute more to the management of temporary 
food in the future if we can integrate consumer psychology with digital tools to develop an 
intelligent combo sales model.  
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