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Effects of Elements of Package Design On Consumer

Response; Herbal Shampoo Product
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Abstract

The purpose of this study is to provide how various elements of package design
affect on consumer response. Those consumers who is living at Sung-nam district
and who is using or have used herbal shampoo were selected as respondents for
this research.

For testing hypotheses. frequency analysis, reliability analysis, and multi regression

analysis were utilized with SPSS 12.
All elements of package design influenced on brand attitude and purchasing intention.
Typography is the most effective element influencing on brand attitude, while
illustration is on purchasing intention. This result could be a useful reference for
package designer and brand manager to trigger positive brand attitude and
purchasing intention.

Keywords: Package design, consumer response, brand logo, typography, illustration,

color, layout, brand attitude, purchasing intension.
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3-3-2. =AF WH

AaA 2ARE 20129 6E 145E 109704 B71% A auas dide® 120
T ARE AAste] 12055 35383l

M AeE AE dobry] §stke]

flsted SPSS 125 o] &sto] SHASY A3 =

W% A (frequency analysis)S  AAISATH ZEY AFREE EA487] f5hd
Cronbach’s Alpha AlFE o] &3k A1ZA 24 (reliability analysis)S sFth. &gk 4
MAE 7Fe] A#TA EA(correlation analysis)S AAEATE 7Hd A S 9)ske] o}

<3S AAsHIT

4-1. 89 4vt3 E£4
B AT 2AS F4sy] sl A/E ARG 24T fPoR HE £AE
AAste] sl 12059 AEA 7he-d BAASA S9Ed AiEA 13FE AQg F
10777 @l AgHeth Eiel AT BALA 54 sefatr] fste] W B4
(frequency analysis)S A A8t L A3 = Table 13 2%t}
Table 1. The Result of Frequency Analysis
Ttems Significant | Accumulation
Frequency|Percent| Percent Percent
Sex Male 36 33.6 336 336
Female 71 66.4 66.4 100.0
Age 20"s 24 224 22.4 22.4
30’s 29 27.1 27.1 495
40's 34 31.8 31.8 81.3
50’s 20 18.7 18.7 100.0
Occupation Office Worker 21 19.6 19.6 19.6
Professionals 56 52.3 52.3 72.0
House Keepers 26 24.3 24.3 96.3
Others 4 3.7 3.7 100.0
Education University Graduates 30 28.0 28.0 28.0
Over Graduate School 77 72.0 72.0 100.0
Marriage Status Single 44 41.1 41.1 411
Married 63 58.9 58.9 100.0
Total 107 100.0 100.0 _
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4-2. 24 =79 BIY L AHY 24

2 AFoAE 7 a0l FEEY WA dAd S S48 8 o Ae dEs
o] &3} Cronbach's Alpha Al5¢E A3t ZF 3FEo] YEY Cronbach's Alpha 7
FE o F5S AAYE W, YA IFHEZ FAHHE W AI=E YHEE ol
ot 2E 82059 Cronbach’s Alpha Al57F dlf-Zo] 0.80]olnz 54 =9 4l
dol FAHIL S & T AUATH

aga FA =] B5YA AAES fste] 89l #4& AN e 8 A4S F
A A S ARS8l AL 1f @ 10018ds Vo R At
29 BA Azt ¥ YAt A 24t Hd= 2u AA Elo] Ly, go|ol,
dzEdeld & 579 addew FEHIAM o AAFE BT 060]F o ofF
Froletrta Azt

Table 2 The Result of Factor Analysis.

Factor Measured Item Fact.or Eigenvalues
Loading
Clear Product Attributes 0.746
Brand Logo | Communicating Product Attributes 0.882 2.205
Memorability of Product 0.933
Strong Impression of Product 0.718
Color Relating with Product Attributes 0.936 2.231
Meaning of Product Attributes 0.915
Transferring Information 0.809
Typography | Product Image 0.935 2.342
Matching Letter-Size with Type of Typography 0.902
Layout Easy Understanding Packaging Design 0.851
Good Composition of Contents 0.940 3008
Arrangement of Composition 0.866 ’
Sensuous Packaging Design 0.805
lustration Clear Product Information 0.901
Matching Product Image 0.939 2.649
Matching Picture with Drawing 0.977
Reliable 0.653
Brand Looki‘ng‘ Good Quality 0.917
Attitude Sophisticated 0.783 3.623
Making a Favorable 0.931
Satisfied 0.937
Purchasing | Possibility of Use 0.984 4781
Intention Surely Use 0.979 '
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Impulse purchasing intention 0.979
Recommendation to Others 0.990
Purchasing in Need 0.956

Table 3. The Result of Reliability Analysis

Variables Cronbach‘s Alpha
Brand Logo 0.918
Color 0.879
Typography 0.876
Layout 0.888
Tlustration 0.865
Brand Attitude 0.865
Purchasing Intention 0.862

4-3. ¥4 43
AZ A faFele] FA 947 BaE gE Fu] g% mxE gEFs BAsY
et tssl AR S A AT M HF =

Table 4. The Result of Hypothesis I

Elements B Beta | R’ F, p t p VIF
-0.582 - -3.400 0.001 -
Brand Logo 0.075 | 0.066 3.548 0.001 1.577
Color ~0.067 | -0.084 88.347 2695 0.008 1.440
Typography 0543 | 0.404 0.978 (0.000) 14.443 0.000 1.356
Layout 0.359 | 0.391 8.452 0.000 1.970
Tlustration 0.227 | 0341 6.213 0.000 1.136

7 19 23 gAl 4 247 B
°] 0978 39 ®H@e] el 978%
& p g2 000002 27 2ol Fol A
A3} p gl BAE 231(0.001), A4H0.008), EFol 1231 (0.000), #e]oF£(0.000),
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