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ABSTRACT 

In today's food industry, the competition is becoming more and more fierce, product packaging as 

a feature of publicity, more and more attention by marketing managers. And in the food industry 

packaging types, there are product packaging pictures occupy the majority. When customers are 

faced with the packaging of products, the purchase frequency of customers is a common difference 

factor. Different customers have different needs for a particular commodity, and their purchase 

frequency is also different. In this experiment, we tried to explore whether different purchase 

frequency would affect customers' product cognition when customers were faced with the product 

physical picture packaging. This study focuses on one specific food, coffee. To see if different 

customers react similarly to the product.   
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The Problem Identification 

 

1.1 Introduction 

 

Packaging as a unique way of publicity, it's also a form of advertising. As the last pitch before 

consumers touch the product, packaging plays a unique and crucial role in helping to sell products. 

It is the final opportunity to make an impression. 

According to a January 2018 Murphy Research survey, 69% of US internet users bought 

something in a brick-and-mortar store (Krista, 2018). An in-store sale still rules a unique package, 

and labels can help sell a product, build brand recognition, and inspire repeat purchases. Also, 

research has shown that 70% of purchasing decisions are made instore (Nicola, 2008). The above 

situation means the packaging can be influential in the final purchase decision. Consumers have 

minimal time to stay on a particular package. In that limited time, the packaging needs to tell 

customers what is inside, or why they should look inside. 

This study builds on the understanding of product picture packaging to provide potential 

consumers with food packaging comparison and exploration. We will propose a consumer-product 

picture packaging relationship and a consumer purchase frequency relationship framework that 

identifies a range of relationship types and links these to consumers' purchasing intention. 

 

1.2 Research Purpose 

 

The purpose of this paper is to identify and evaluate whether the attributes of the product picture 

package have different effects on consumers' food purchase intentions when facing customers with 

different purchase frequency. 

 

1.3 Research Objectives 

 

To obtain more information and provide practical answers to the questions in this experiment, the 

following items have to be addressed: 

1. To examine why product pictures used on food packaging and how they attract customers? 

2. Analysis of the impact attributes of product picture packaging. Consumer preferences, 

packaging intent, industry classification differences 

3. Find out whether customers with different purchase frequency have different performance 

when facing the product physical picture packaging 

4. Compare and differentiate frequencies consumers' intention to select a particular package  

 

1.4 Design/Methodology/Approach 

 

This study is inclined to discuss the influence of packaging (with product pictures) on 

consumers' preferences in different frequencies (high frequency and low frequency) from five 

aspects: (1) consumers' attention, (2) consumers' trust, (3) product quality, (4) taste perception 

and (5) product purchase intention. This study takes coffee as an example to illustrate the 

relationship between various factors. The researchers will conduct an online survey of a group of 
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consumers, and the analysis of variance (ANOVA) will serve as a statistical method to assess the 

relationship between the observed variables and the observed variables. 

 

1.5 Business Implications 

 

Understand in different purchase frequency, consumer’s attitudes toward product picture food 

packaging，help food companies to understand consumer psychology more deeply. I am helping 

the marketing and design departments of food companies to better plan product packaging, design 

specific food packaging based on product. Analysis of future trends in food packaging, let the 

company's products generate better interaction with consumers. 

 

1.6 Originality/Value 

 

There are a large number of papers on the packaging industry, but there is very little literature on 

this particular area of the food industry. Less research has been done in a specific type of packaging. 

The results of the study will show whether consumers with different purchase frequencies have 

significant differences in purchasing intentions and other aspects of a particular package. This 

paper attempts to fill the gap in this branch of the food industry and make a certain degree of 

advance research and foreshadow for future generations. 

 

1.7 Keywords 

 

Product picture packaging, different purchase frequency, food packaging, Consumers’ Attention, 

Quality of the product, Taste perception of the product, the trust of consumers, Purchase intention. 
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Literature Review 

 

2.1 The package history 

 

The primary function of the package is to "maintain the integrity of the product by protecting the 

actual food from potential damage from "climate, bacteria and transport hazards” (Stewart, 

1995). After this, Pilditch first defines the package as the “silent salesman” in 1957; he believes 

packaging should be seen as a particular salesperson and interact with consumers (Vazquez et 

al., 2003). Thirty years later, Lewis (1991) further expanded Pilditch's point of view. The 

packaging is a manifestation of brand value, is the cultivation of a concept. Considering that only 

a small number of brands have the money and energy to launch a unified brand advertising 

campaign across the country, the packaging is one of the essential tools for other brands to 

communicate brand information directly to target consumers (Nancarrow et al., 1998). From a 

marketing point of view, Product packaging is a reminder to consumers (Chung et al., 2006). 

Consumers first come into contact with product packaging and then experience the actual 

product (Orth and Marchi, 2007). Packaging design is an integral part of brand image design. 

Brand image is sometimes designed to give the audience an impression of high-quality products, 

while at other times, it reminds consumers can you accept the prices (Ulrich R Orth et al., 2010). 

 

2.2 Package in the food industry 

 

For food companies, they must continue to market their products through the market competition 

to gain more market share. (Matsatsinis et al., 2007). Visual packaging plays a decisive role in 

the food market (Brommer et al., 2011). In food packaging, visual stimulation attracts 

consumers' attention. It affects product perception (Venter et al., 2011), previous packaging-

related research focused on optical packaging characteristics (Mensonen and Hakola, 2012), in 

this study, we will focus on the role of product picture in packaging. Explore the impact of 

product picture or non-product picture packaging on consumers in the field of food.  

 

2.3 Purchase frequency 

 

This paper will specifically study a particularly important consumer behaviour outcome - 

purchase frequency, divided into high, medium, or low (Min, Overby & Im, 2012). From a 

strategic marketing perspective, it is important to understand consumers' purchase frequency, 

because consumers with high purchase frequency contribute more sales of products than 

consumers with low purchase frequency (Anschuetz, 1997; Chiou & Pan, 2009; Min et al., 

2012). For products with low purchase frequency, it is relatively difficult to evaluate product 

satisfaction, because consumers may have lost their impression on them (D’Astous, Bensouda & 

Guindon, 1989). Overby and Lee (2006) point out that the behavioural differences between 

frequent and infrequent shoppers in the food industry can be measured. The coffee consumers 

were divided into various purchase group, massive purchase group, uncommon purchase group, 

and light purchase group, and it was found that the probability distribution of consumers' 

"favourite brand" coffee purchase did not change significantly with the purchase frequency 
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(Massy, Montgomery, and Morrison, 1970). To sum up, in the context of the rate of purchase, 

testing whether there is a picture of the real thing on the coffee package may yield meaningful 

feedback. 

 

2.4 THEORETICAL FRAMEWORK 

 

2.4.1 The attention of consumers 

 

As the retail market becomes saturated, and competitors compete for consumer attention, 

packaging must work harder than ever to get consumers' attention (Milton, 1991). At the same 

time, as the market continues to mature, consumers' personal preferences become more and more 

complex and diverse. As one of the critical means of product branding, the packaging is mainly 

used to provide consumers with a lasting brand impression of products. (Hill, 2005). Objectively 

speaking, the consumer's decision-making process is not reasonable. Nor does it follow any 

predetermined rational statistical economic model, people can't be entirely balanced in business 

(Sinclair, 2007). Unlike advertising exposure, packaging with a relatively short attention span 

can continue to build brand value and increase brand equity and loyalty throughout the product's 

full use in daily life; the process is subtle but effective. In a typical supermarket, the average 

customer spends about 30 minutes and in that short time. He will be exposed to more than 300 

different brands of products. For a single product, this can translate into less than a tenth of a 

second, which causes the customer to pay attention and trigger a purchase (Rudh, 2007). Among 

then, the most effective way to attract attention to a product is to focus on the brand package by 

using the appropriate colours, sizes, languages, and pictures, while increasing the usability of the 

product (Schlossberg, 2008). 

 

H1. Faced with product picture packaging, people with different purchase frequency have 

significant differences in the attention of consumers. 

 

H2. Faced with product picture packaging, people with different purchase frequency have no 

differences in the attention of consumers. 

 

2.4.2 Consumer’s trust 

  

Trust is defined as a willingness to rely on a confident exchange partner (Moorman et al., 1992). 

Extrinsic hints on packaging directly affect consumer trust (Mittal, 2014). The study of Siegrist, 

Cousin, Kastenholz, and Wiek (2007) shows that social confidence in the food industry is an 

essential factor that directly influences the development and promotion of new products, such as 

nanotechnology food. To sum up, we make the following hypothesis, 

 

H3. Faced with product picture packaging, people with different purchase frequency have 

significant differences in consumer’s trust. 

 



 

 

 

9 

 

H4. Faced with product picture packaging, people with different purchase frequency have no 

differences in consumer’s trust. 

 

 

2.4.3 Quality of the product 

  

Product quality is a critical attribute of consumers when discussing consumer retail (Noad and 

Rogers, 2008). Consumers' perception of product quality, in a broad sense, refers to consumers' 

evaluation of the advantages and disadvantages of products and the assessment of the overall 

performance of products (Anselmsson et al., 2007). Previous research has shown that consumers' 

attitude towards products is formed in the process of information acquisition and are influenced 

by personal experience and marketing stimuli (Wang and Heitmeyer, 2006). Besides, product 

packaging consists of a series of clues and prompts (Kabir Chowdhury and Andaleeb, 2007) as a 

surrogate for product quality (Ampuero and Vila, 2006; Insch and Florek, 2009). According to 

Sehrawet and Kundu (2007), when consumers come into contact with or evaluate visual 

packaging cues, they may quickly form subjective judgments about the product in their minds. 

Since food quality information cannot be accurately assessed (Linn et al., 2012), visual attributes 

are considered as indicators of product quality, the image on the front of the package has a 

significant influence on consumers' judgment (Venter et al., 2011; Honea and Horsky, 2012). 

 

H5. Faced with product picture packaging, people with different purchase frequency have 

significant differences in the quality of the product. 

 

H6. Faced with product picture packaging, people with different purchase frequency have no 

differences in the quality of the product. 

 

2.4.4 Taste perceptions of the product 

 

As an attribute of products, the taste is a part of consumers' overall perception of products, a trait 

that consumers expect to meet their needs, and an essential part of products' perceived quality 

(Mantonakis et al., 2017). Higher sensory taste is formed by input from multiple sensory modes, 

including vision, smell, texture, and even sound, not just feeling (Elder & Krishna, 2009). Taste 

is formed by product information, especially information is given before tasting. The packaging 

is an essential step in providing information. “People want to taste what they expect they will 

taste” (Wansink & Park, 2002). 

 

H7. Faced with product picture packaging, people with different purchase frequency have 

significant differences in taste perceptions of the product. 

 

H8. Faced with product picture packaging, people with different purchase frequency have no 

differences in taste perceptions of the product. 

 

2.4.5 Purchase intention 
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Intention includes behavioural intention or intention to act. In the process of consumer 

perception of product evaluation, consumers' psychological reaction is affected, including 

perceived quality, satisfaction and awakening, thus harming consumers' communicative tendency 

(Wang et al., 2011). Bagozzi (1978) points out that the conation dimension is said to be used to 

describe a person's behavioural tendency to approach or avoid an object or to react in a certain 

way. 

 

H9. Faced with product picture packaging, people with different purchase frequency have 

significant differences in purchase intention. 

 

H10. Faced with product picture packaging, people with different purchase frequency have no 

differences in purchase intention. 

 

 

Based on the above discussion and speculation, this study proposes the following conceptual 

model, as shown in figure 1: 

 

 

 

 

 

 

 

  

Independent variables Dependent variables 

1) The attention of 

consumers 

2) The trust of consumers 

3) Quality of the product 

4) Taste perception of the 

product 

5) Purchase intention 

 

 

1) Purchase frequency 

Figure 1. Conceptual framework 
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Empirical test 

 

3.1 Respondents 

 

We tried to find out whether there were significant differences in the response of customers with 

different purchase frequencies to the packaging of physical pictures. The study collected data from 

the Internet. Respondents came from a separate province, gender, age group, and income group in 

China. The primary measure used in this experiment was the Likert scale of 7, which ranged from 

1 (strongly oppose) to 7 (firmly in favour). In this experiment, we divided the respondents who 

bought coffee 0 times a month and those who bought coffee less than three times a month into the 

low purchase frequency group, and those who bought coffee more than four times a month into 

the high purchase frequency group. This classification takes into account the balance of the number 

of respondents as far as possible. Among the limited number of respondents, we hope to divide 

them into two groups with a small difference in numbers for comparison, which is conducive to 

the reliability and rigour of experimental data.  

In this experiment, we received a total of 51 questionnaires, among which 51 were valid 

questionnaires. Of these respondents, 26 were male (51%), and 25 were female (49%). When we 

divided the respondents into two groups according to the purchase frequency, 32 respondents (63%) 

were classified as low purchase frequency group, and 19 respondents (37%) were classified as 

high purchase frequency group. In this experiment, five independent variables will be measured 

on a seven-point scale. Detailed information about respondents is shown in Table1. 
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Table 1. Demographics of respondents. 

 Low purchase 

frequency 

High purchase 

frequency 

Gender   

1. Male 20 6 

2. Female 12 13 

Age   

1. Under 20 10 3 

2. 21-25 18 15 

3. 26-30 2 0 

4. 31 or over 2 1 

Monthly Income   

1. Below ¥1000 13 5 

2. ¥1001‐¥2000 8 5 

3. ¥2001‐¥3000 5 6 

4.  ¥3001‐¥4000 4 0 

5. ¥4001‐¥5000 1 3 

6. ¥5001and above 1 0 

Expenditure on coffee per 

month 

  

1. Under ¥30 25 1 

2. ¥31-¥60 6 4 

3. ¥61-¥90 1 6 

4. ¥91-¥120 0 6 

5. ¥121 or above 0 2 

 

3.2 Empirical results 

 

3.2.1 Measures and procedures 

 

The study measures attention (reliability coefficient – Cronbach alpha, α = 0.945) was adopted 

from Geissler, George, and Richard (2006). To measure the trust of consumers (α = 0.904), we 

used the items from Chaudhuri and Holbrook (2001). Regarding the evaluation of product quality 

(α = 0.899), the details were adapted from Kim et al. (2011). The taste perception of the product 

(α = 0.945) has been measured by using the items by Wansink and Park (2002) and Wansink et al. 

(2001, 2002). To measure the consumers’ purchase intention (α = 0.918), we used the scale of 

Wang et al. (2011). The alpha coefficients of all scales are above the acceptable Cronbach's alphas 

cutoff of 0.6 (Bagozzi & Yi, 1988). The summary of the Cronbach alpha of each variable is shown 

in Table 2. 
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Table 2. The summary of Cronbach α of each variable. 

   

Variables Sources Cronbach 

α 

Consumers’ Attention Geissler et al., 2006; Ignacio and He ćtor, 2008 0.945 

Quality of the product Kim et al., 2011 0.899 

Taste perception of the 

product 

Wansink et al., 2001, 2002; Wansink & Park, 2002 0.945 

The trust of consumers Stayman, Alden, & Smith, 1992; Delgado-Ballester et 

al., 2005 

0.904 

Purchase intention Wang et al., 2011; Delgado-Ballester et al., 2005; Yoo 

and Donthu, 2001 

0.918 

 

3.2.2 Result 

 

In this experiment, we used ANOVA for single-factor analysis, in which the independent 

variable was purchase frequency (high purchase frequency, low purchase frequency), and there 

were five independent variables (consumers’ attention, quality of the product, taste perception of 

the product, the trust of consumers, purchase intention). Before the analysis, we carried out the 

homogeneity test of variance. From the results of the homogeneity test of variation, the p-value of 

the attention is 0.504; the p-value of Quality of the product is 0.431; the p-value of Taste perception 

of the product is 0.138; the p-value of Taste perception of the product is 0.138; the p-value of The 

trust of consumers is 0.229; the p-value of Purchase intention is 0.329. To sum up, they are all 

higher than 0.005 of significance level so that one-way ANOVA can be conducted. 

The main effect of group showed that there was no statistically significant difference in mean 

consumers’ attention, trust, evaluation of quality, taste perception, and purchase intention between 

low-frequency and high-frequency groups. In consumers’ attention, F(24.637, 40.775) = 0.604, p 

= 0.697, partial η2 = 0.063; in consumers’ trust, F(27.974, 40.612) = 0.689, p = 0.637, partial η2 

= 0.071; in consumers’ evaluation of quality, F(45.116, 48.598) = 0.928, 0.472, partial η2 = 0.093; 

in consumers’ taste perception, F(36.610, 62.521) = 0.586, p = 0.711, partial η2 = 0.061; in 

consumers’ purchase intention, F(33.322, 35.378) = 0.942, p=0.463, partialη2 =0.095 Table4 

shows the results of the main effect of high- or low- frequency of drinking a coffee. 

Based on the analysis and conclusion of the above experimental data, we reject hypotheses 1, 

3, 5, 7, 9, and accept hypothesis 2, 4, 6, 8, 10. The summary of the hypotheses is in Table 5. 

The results showed no significant differences among all factors, so the experiment did not 

carry out multiple comparison tests 
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Table 4. The main effect of high- or low- frequency of product picture packaging 

 F-Value P-Value Partial η2 

The attention of consumers F(24.637, 40.775) = 0.604 0.697 > 0.05 0.063 

Quality of the product F(45.116, 48.598) = 0.928 0.472 > 0.05 0.093 

Taste perception of the 

product 

F(36.610, 62.521) = 0.586 0.711 > 0.05 0.061 

The trust of consumers F(27.974, 40.612) = 0.689 0.637 > 0.05 0.071 

Purchase intention F(33.322, 35.378) = 0.942 0.463 > 0.05 0.095 
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Table 5: Summary table of hypotheses. 

Hypotheses Result 

H1 Faced with product picture packaging, people 

with different purchase frequency have 

significant differences in the attention of 

consumers. 

R 

H2 Faced with product picture packaging, people 

with different purchase frequency have no 

differences in the attention of consumers. 

S 

H3 Faced with product picture packaging, people 

with different purchase frequency have 

significant differences in consumer’s trust. 

R 

H4 Faced with product picture packaging, people 

with different purchase frequency have no 

differences in consumer’s trust. 

S 

H5 Faced with product picture packaging, people 

with different purchase frequency have 

significant differences in the quality of the 

product. 

R 

H6 Faced with product picture packaging, people 

with different purchase frequency have no 

differences in the quality of the product. 

S 

H7 Faced with product picture packaging, people 

with different purchase frequency have 

significant differences in taste perceptions of the 

product. 

R 

H8 Faced with product picture packaging, people 

with different purchase frequency have no 

differences in taste perceptions of the product. 

S 

H9 Faced with product picture packaging, people 

with different purchase frequency have 

significant differences in purchase intention. 

R 

H10 Faced with product picture packaging, people 

with different purchase frequency have no 

differences in purchase intention. 

S 

Notes: S = Supported; R = Refuted 
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Conclusions 

 

4.1 Discussion 

 

This study took coffee beverage as an example to explore whether high and low purchase 

frequency has a significant impact on product physical picture packaging. From the perspective of 

different drinking frequency, there was no significant difference in consumers' preference for 

coffee products when they were faced with the product picture packaging of coffee. That is, 

consumers who drank coffee more or less frequently had no particular preference for their attitudes. 

When we discuss and study the product picture packaging design, we can ignore the influence of 

purchase frequency. The above results maybe because we do not have enough respondents, so 

there is some deviation. It may also be that the respondents are influenced by the design of the 

questionnaire and prefer to fill in higher measurement options. Of course, in the face of such a 

result, to a certain extent, it can also be explained that in the front of food products, the packaging 

of physical pictures has a significant impact on customers, whether new or old customers, will be 

affected by the packaging pictures to a certain extent. The packaging picture is one of the factors 

that they share in judging the product's attributes. 

 

4.2 Managerial implications 

 

For the food industry with fierce competition, the design of product packaging is one of the critical 

links in its production and sales. Through the study of this experiment, we demonstrate that the 

purchase frequency has no difference in the product physical picture packaging. This study can 

help designers in the food industry to eliminate the interference caused by the purchase frequency 

when facing the design of physical product packaging. Reduce one design factor. It is 

recommended that the marketing manager focuses on the impact of other elements on the 

packaging, rather than dividing consumers into different purchase frequency groups. 

 

4.3 Limitations and future research 

 

The limitations of this study are reflected in the following aspects. First, we adopted coffee as a 

research object as a survey instead of a general concept, which may lead to some interviewees' 

bias on products in the experiment; Second, the number of questionnaires is too small, and the 

results may still not have enough credibility; Third, the number of people with high purchase 

frequency and those with low purchase frequency is not entirely equal, which leads to some doubt 

on the credibility of the experimental results; Fourth, the Chinese expression of the questionnaire 

may not wholly accord with the original English sentence, and the author's original intention may 

deviate in the translation process; The sample data of this experiment are mainly from China, and 

there are too few respondents in other regions, so the results may not be universal. 

 Because this study only focuses on the specific factor of purchase frequency under the 

particular product physical picture package, we can explore the influence of other elements on the 

product physical picture package in the future, such as consumer age, consumer nationality, etc. 

Similar experiments can also be carried out for other types of packaging design or packaging 
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design under more significant concepts, such as whether purchase frequency affects consumer 

perception brought by packaging. 
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APPENDIX  

Questionnaire 

The attention of consumers (Geissler et al., 2006; Ignacio and He ćtor, 2008) 

a) Compared with Package without product picture, Package with product picture can gain my 

attention. 

b) Compared with Package without product picture, Package with product picture can hold my 

attention 

c) Compared with Package without product picture, I am more inclined to notice the product 

when I see the coffee with product picture packaging.  

d) Compared with Package without product picture, I am more motivated to examine the product 

when I see the coffee with product picture packaging. 

e) I think coffee with product picture packaging gives me more information than coffee without 

product picture packaging. 

 

Quality of the product (Kim et al., 2011) 

a) Compared with Package without product picture, I think coffee with product picture 

packaging is of good quality. 

b) Compared with Package without product picture, I think coffee with product picture 

packaging seems to have a great balance taste. 

c) Compared with Package without product picture, I think coffee with product picture 

packaging has a unique flavor of freshly roasted beans. 

d) Compared with Package without product picture, I think coffee with product picture 

packaging is brewed to perfection. 

e) Compared with Package without product picture, I think coffee with product picture 

packaging undergoes proper processes of roasting. 

 

Taste perception of the product (Wansink et al., 2001, 2002; Wansink & Park, 2002) 

a) Compared with Package without product picture, I think coffee with product picture 

packaging is tastier. 

b) Compared with Package without product picture, I think coffee with product picture 

packaging is more flavorful. 

c) Compared with Package without product picture, I think coffee with product picture 

packaging is more satisfying. 

d) Compared with Package without product picture, I think coffee with product picture 

packaging is more aroma. 

e) Compared with Package without product picture, I think coffee with product picture 

packaging is delicious. 

 

The trust of consumers (Stayman, Alden, & Smith, 1992; Delgado-Ballester et al., 2003 ) 

a) Compared with Package without product picture, I love drinking coffee with product 

picture packaging 
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b) Compared with Package without product picture, I thinking coffee with product picture 

packaging gives you the confidence that you’re drinking something worth drinking. 

c) Compared with Package without product picture, I think coffee with product picture 

packaging can be trusted. 

d) Compared with Package without product picture, I think coffee with product picture 

packaging is safe. 

e) When I have doubts, coffee with product picture packaging can help me solve the problem 

better than coffee without product picture on packaging 

 

Purchase intention (Wang et al., 2011; Delgado-Ballester et al., 2003; Yoo and Donthu, 2001) 

a) Compared with Package without product picture, I intend to purchase coffee with product 

picture packaging. 

b) Compared with Package without product picture, the likelihood of me purchasing coffee 

with product picture packaging is possible. 

c) I think I will keep buying coffee with product picture packaging. 

d) If coffee without product picture on packaging has the same features as coffee with product 

picture packaging, I still buy coffee with product picture packaging. 

e) Makes sense to buy coffee with product picture packaging instead of coffee without 

product picture on packaging. 

 

 

 

Part 2: Profile 

 

1. Gender   

1. Male  

2. Female  

 

2. Age  

1. Under 20  

2. 21-25 

3. 26-30 

4. 31 or over 

 

3. Monthly Incoming:  

1. ¥0‐¥1000 

2. ¥1001‐¥2000  

3. ¥2001‐¥3000 

4. ¥3001‐¥4000 

5. ¥4001‐¥5000 

6. ¥5001¥and above  
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4. Expenditure on coffee per month 

1. Unerd ¥30 

a) ¥31-¥60 

2. ¥61-¥90 

a) ¥91-¥120 

3. ¥121 or above 

5. How often do you buy coffee every month? 

1. 0 

2. Less than 3 times 

3. 4-6 

4. 7-9 

5. 10-12 

6. More than 13 

 


