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The Impact of Visual Packaging Design on Perceived Food Product Quality and Brand Preference with Moderating Effect
of Gender
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Abstract
The study aims to explore the influence of visual packaging design on perceived food product quality and brand preference with a
moderating effect of gender. The study used the fast food industry to analyze how fast food products' packaging (colors, logos,
graphics) impacts consumer perception of the product. An adopted questionnaire was used in the analysis. The study offers directions
for understanding the effects of visual packaging on brand preference and perceived quality.
Keywords: Fast food products, Visual product packaging design, Perceived quality, Brand preferences

1. Introduction

Packaging is a technique that protects the product for storage, sale, and use. It is a marketing tool that is used nowadays to attract
consumers. Consumers are first exposed to the product packaging and then experience the product (Orth & Marchi, 2007). Most
spontaneous buying occurs because of the product exhibit (Ghani & Kamal, 2010). Packaging is an art or technology that protects a
product for storage, sale, and use. Preparing the goods for warehousing, transport, sale, and use is a process. Packaging protects the
product, and its labeling also provides consumers with information about its attributes, usage, manufacturing company, expiration
dates, etc. Sometimes, people perceive the quality of the product by its packaging. Product labeling can change consumers'
perceptions of the product. It can add value to the product. Nowadays, there is immense competition in companies, and product
quality can help companies choose the right product. Eco-design packaging also influences the consumer response. Many companies
are moving towards green packaging design for their products. Walmart is also working on a natural packaging project. Mcdonalds'
packaging is also going green. They are using paper bags and other recyclable material in their packaging. Packaging features are
visual and verbal cues (Kauppinen et al., 2012). Visual attributes like graphics, color, silhouette, volume, and packaging material.
At the same time, verbal attributes consist of information elements. These cues want different types of cognitive processing. Verbal
cues need intended effort to process into mental images, whereas visual cues process unintentionally and unconsciously (Mueller et
al., 2010). Packaging design focuses on verbal cues to compare high-involvement products in a hoard. The difference in involvement
products' packaging focal point is visual cues that provide psychological and physical benefits (Sehrawet & Kundu, 2007). Low-
involvement products are purchased regularly without much thought and searching, like food and drink items because they have low
value and high volume (Sehrawet & Kundu, 2007). All packaging elements have a positive effect on consumer brand practice. It
directs brand loyalty and the purchase decision. Packaging is valuable for attracting customers and convenience marketers and
gaining a competitive advantage. Brand preference refers to the mode of selecting a specific product over a comparable product
brand. Hence, packaging design can be used to generate brand equity (Vazquez et al., 2003; Aydemir, 2024). Brand preference is a
measure of brand faithfulness in which a consumer will select a particular brand without competing brands and choose a substitute
if that brand is unavailable. Brand and price are essential elements when purchasing a food product. Today, several brands are
available on the market because of the advancement and development of technology in the production and distribution of products.
It may increase the competition among the brands. Consumers face difficulty in the selection of a brand. Packaging can be used for
this purpose. It can inform, persuade, and remind consumers about the product. Packaging design puts great importance on brand
preferences (Wang et al., 2013; Roussel & Audi, 2024). Quality is the standard of something that is measured against other similar
products. It is the degree of excellence of a product. The product can satisfy its customers. It is the characteristic of a product to
impress its customers (Wang & Heitmeyer, 2006; Ullah & Ali, 2024). Perceived product quality is the consumer's opinion about
product superiority and its excellence (Anselmsson et al., 2007; Rukh et al., 2021; Ibrahim & Rasheed, 2024). Product quality varies
from product to product or product to service. Consumer expectation also leads to different levels of quality of the same product.
When there is extreme competition in the marketplace for the selection of a brand, quality is the fundamental factor in analyzing a
product (Hassan et al., 2010). With the help of perceived quality, a consumer can differentiate the products of different brands (Athar
etal., 2021; Atiqg et al., 2022; Mukhtar et al., 2021; Rath, 2024; Shaharudin et al., 2011; Yasir et al., 2021).

2. Theoretical Framework
The study proposes that packaging design is vital in creating consumer preferences. Consumers prefer a brand that provides
environmentally friendly packaging. Through packaging design, consumers perceive the quality of the product. Consumers perceive
quality and prefer brand-by-product packaging. The theory of consumers supports the research. People make their purchase decisions
according to their individual preferences. The self-concept theory is applied here to brand preferences. Self-concept theory relates to
our beliefs, preferences, and attitudes toward our existence. Everyone has different personalities, abilities, and preferences. Self-
concept theory imagines that consumers make predictions about brand preferences by having a perception of them. Consumers prefer
a brand whose image is similar to their self-concept. Product packaging can be a strategic tool for brand equity development and
differentiation. Herzberg's Motivator-Hygiene Theory (M-H Theory) is very supportive of analyzing how consumers evaluate the
product by understanding different aspects, e.g., people are content if a milk package extends its expiry date.

2.1. Visual Packaging Design and Perceived Food Product Quality
Quality is the standard of something that is measured against other similar products. According to Sehrawet and Kundu (2007),
consumers form their perception of the product by exposing and evaluating verbal and visual packaging attributes. Moreover,
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according to Holmes et al. (2012), consumers consider product quality based on the packaging attributes in the food market. Dimra
and Skuras (2003) stated that product information manipulates consumers' perceptions of quality and preferences. According to
Sehrawet and Kundu (2007), by exposing and evaluating verbal and visual packaging attributes, consumers can form their
perception of the product. Furthermore, according to Holmes et al. (2012), consumers consider product quality based on the
packaging attributes in the food market.

H1: Packaging design (Green packaging) positively persuades perceived food product quality.

2.2. Visual Packaging Design and Brand Preferences
Brand preferences assist the consumer in picking a product brand more than the parallel product brand. Packaging helps us to
differentiate the products. Today, brands are available in the market because of the advancement in production and distribution
numbers. Consumers have difficulty selecting products and differentiating them. Therefore, packaging facilitates consumers to
remind consumers that their products are superior to other brands.

Furthermore, convince them to purchase that product. So packaging plays an imperative role in brand preferences (Wang et al.,
2013). Bart et al. (2017) stated that consumer psychologists have premeditated how a consumer builds up a brand preference through
constructive relations between the brand and consumption settlement of the primary product. Yamoah et al. (2005) explained that
packaging is a primary source of differentiation among different brands. So, business employees can use packaging to remind
consumers that their products are superior to other brands.

H2: Packaging design (Green packaging) positively influences brand preferences.

2.3. Gender as a moderator between Packaging Design and Perceived Food Product Quality and Brand Preferences
Peterson and Hughey (2004) defined that the moderating role of gender has been extensively examined in research commencing by
a range of work-related associations, such as stress role, work/non-work conflict, job satisfaction, job performance, role stress,
intention to quit, job satisfaction, organizational rationality behavior, and turnover social cohesion. We use gender as a moderator in
our analysis.

H3: Gender significantly moderates the relationships between packaging design, perceived food product quality, and brand
preferences.

In this study, we must analyze how different genders react to packaging design. Are the males more conscious about green packaging
or not? What do females think about packaging design? Who prefers brands according to their perception of the quality? When there
is extreme competition in the marketplace for the selection of a brand, quality is the basic factor in analyzing a product (Hassan et
al., 2010). With the help of perceived quality, a consumer can differentiate the products of different brands (Shaharudin et al., 2011).
Packaging design (Green packaging) positively influences perceived food product quality. Consumers consider that products with
good packaging are safer. Consumer builds a quality assessment based on packaging attributes. When the package empathizes with
high quality, the consumer assumes the product is of high quality. Packaging Design (Green packaging) positively influences Brand
Preferences because if a brand offers a product with fine packaging, it provides all its process information, and consumer trust that
brand more than others. For example, consumers prefer UVAS meat shops because their meat packaging has all the details about the
animal, its farm, its age, etc. If a consumer perceives the good quality of a specific brand's product, he always prefers that brand.
Hence, based on hypotheses H1, H2, and H3, a conceptual model is developed to determine its effect on the relationship between
packaging design, brand preferences, and perceived food product quality.

The direction of the arrows depicts the cause-and-effect relationship as shown in the following figure.

PERCEIVED
. ——*| PRODUCT QUALITY
PACKAGING
DESIGN
BRAND
PREFERNCES

(Moderator)

Figure 1: Research Model

2.4. Research Method
The data were collected through adopted questionnaires from consumers of fast food in Lahore for the analysis.

Table 1: Measurement ltems

Research constructs Measurement items
Packaging design The color is good, logo is suitable
Size is appropriate; graphics are appealing
Perceived food product quality overall quality, Superior, guarantee,
Brand preferences Better than others, use more than others, Preferred over others.

Developed by: S.T. Wang Edward (2013).
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The questionnaire is divided into two segments. The first segment gathered demographic information about gender, age qualification,
and occupation. Furthermore, the second part gathered information about the targeted variables of packaging, perceived quality, and
brand preferences. 5 point Likert scale was used so that accurate information might be gained and analyzed correctly. The work by
Underwood et al. (2003) was modified to measure packaging. Different measurement items, like color, logo, size, and graphics, were
used. Perceived product quality was measured by two and three separate items, respectively. Three items were taken from Wang et
al. (2013) to measure brand preference.
2.5. Instrument
This study involves four main variables
=  Packaging design-independent variable
=  Perceived food product quality-dependent variable
= Brand preferences-dependent variable
= Gender-moderating variable
Accordingly, the questionnaire comprises four parts; the first part is four demographics (e.g., gender, age, education, occupation, )
and the rest of the three parts are for packaging design, perceived food product quality, and brand preferences respectively.
2.6. Demographic Characteristics of Sample
Demographic characteristics such as gender, age, qualification, and occupation were considered for this study, and Demographic
characteristics in the sample are shown in below table:
Table 2: Demographics

Gender Male Female Total
169 155 324
occupation Employed Self-employed student Others Total
103 58 122 41 324
Age Under 25 25-35 36-45 45-above Total
124 108 70 22 324
Academic Intermediate Graduation Masters Others Total
Qualification 108 84 86 46 324

3. Data Analysis and Results
A total of 324 respondents have given their feedback on packaging design. All responses have been analyzed with the help of two
statistical applications, SPSS and AMOS. Different statistical techniques were used for analysis. After entering all the data, SPSS
was used for frequency analysis, and AMOS was used to check validity, reliability, and relationships among variables for measuring
model reliability. Composite reliability (CR) was used instead of Cronbach's alpha. CR is perfect for measuring the reliability of
items of variables (Molaei et al., 2014). The presented values of CR concerning packaging design, perceived food product quality
and brand preferences are 0.882, 0.761 and 0.778Thus the results of CFA signify that the proposed model provides a rational fit to
the data with 2 = 191.449, degree of freedom 62 at probability level (p) = .000.As per criteria of Fornell and Larker (1981)
discriminate validity is also recognized as the value of AVE is greater than MSV and ASV. The proposed model of this study shows
significant results of goodness of fit (GFI). The goodness of fit results indicate that the present study model reasonably fits the data.
Thus, the CFA results indicate that the hypothesized model is appropriate, and the data used in this study fit the model appropriately.
As in Table CFI=.926, which is acceptable according to (Byrne & Bentler, 1999), CFI > 0.90 is acceptable. And the values of GFI
and AGFl are 0.917 and 0.878, respectively, representing an acceptable fit to the model as values are >.90 (Hair et al., 2006). RMSEA
=.080, which is also acceptable because the value of the RMSEA is about 0.08 or less. Hair et al. (2006) would indicate a close fit
of the model in relation to the degrees of freedom. Moderation Analysis After confirming the relationship, we tested the moderating
effect of gender on packaging design, perceived food product quality, and brand preferences. Multi-group analysis was done in
AMOS; data were examined in male and female groups. For this purpose, a chi-square differences test was conducted. Hence, we
tested the hypothesis that the particular moderator did not influence the relationship. In the current study, gender showed no
moderating effect. In some situations, different genders think differently, respond differently, and moderate the relationship of
variables. However, there are no differences in this research. So, gender does not moderate the relationship between packaging
design, brand preferences, and perceived food product quality. The Multi-group analysis approach tests the significance of
differences in model relationships.

3.1. Hypothesis Testing
After establishing the measurement model, the conceptual model was analyzed. The regression model tests the hypothesis. The
value shows the significant relationship between packaging design, perceived food product quality, and brand preferences.

4. Discussion

This research aims to investigate the effect of packaging design on brand preferences and food product quality with the moderating
role of gender. All data was analyzed using SPSS 22 and AMOS to determine the results. Consumers of McDonald's Lahore were
selected for the analysis. Most respondents were male and employed, and most were master's degree holders. Based on the literature
review, hypotheses for testing were originated. Three hypotheses were tested, and the data supported two hypotheses. Packaging
design, brand preferences, and food product quality have a positive relationship. The outcome represents that packaging is
significantly related to brand preferences and food product quality.
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Table 3: Standardized Regression Weights

Variables Measurement of variables .
Factor loadings
Packaging design P1 <--- p .753
P2 <--- p 679
P3 <--- p .682
P4 <--- p .650
P6 <--- p .765
P8 <--- p .740
P9 <--- p .682
Perceived quality Q1 <--- Q 710
Q2 <--- Q .632
Q3 <--- Q .806
Brand preferences Bl P B 797
B2 <--- B 732
B3 <--- B .669
Table 4: Validity and Reliability
CR AVE MSV P Q B
P 0.882 0.518 0.251 0.720
Q 0.761 0.516 0.458 0.501 0.718
B 0.778 0.540 0.458 0.405 0.677 0.735
Note: P=Packaging design; Q =Perceived food product quality; B=Brand preferences.
Table 5: Descriptive Statistics
Std.
N Minimum Maximum Mean Deviation
P1 324 1.00 5.00 2.0154 1.05120
P2 324 1.00 5.00 2.1883 .95327
P3 324 1.00 5.00 2.3210 1.09406
P4 324 1.00 5.00 2.1420 1.17438
P6 324 1.00 5.00 2.2346 1.02624
P8 324 1.00 5.00 2.0123 1.12659
P9 324 1.00 5.00 2.0802 1.10152
Q1 324 1.00 5.00 2.2284 .98455
Q2 324 1.00 5.00 2.0957 .96700
Q3 324 1.00 5.00 2.1667 .94591
Bl 324 1.00 5.00 2.1944 .96815
B2 324 1.00 5.00 2.2191 .96284
B3 324 1.00 5.00 24321 1.00078
Table 6: Goodness of Fit Indices Model
Variable Value Suggested Value
Chi-square value (x?) 191.449
P value .000 >.05 (Hair et al., 2006)
GFlI 917 >.90 (Hair et al., 2006)
AGFI .878 >.80 (Hu & Bentler, 1999)
CFI .926 >.90 (Hu & Bentler, 1999)
RMSEA .080 <.08 (Hair et al., 2006)

4.1. Theoretical Implications
The study attained its purpose as hypotheses H1 and H2 were statistically supported. Also, a strong association exists between
packaging designs, brand preferences, and perceived food product quality. Gender is usually a moderator variable in consumer
behavior and marketing (Saad & Gill, 2000). Gender does not moderate the relationship between packaging design, perceived food
product quality, and brand preferences. The finding details the pressure of product packaging on brand preferences and food product
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quality. The finding suggested that consumers perceive food product quality and favor brands through the packaging designs of the
products. This work broadens the current research. It suggests that consumers' perceived quality and brand preferences are produced
in the food marketplace through packaging design. This research contributes to the literature. It helps to understand the effect of
packaging on brand preferences and food product quality. The outcome exposes that consumer attitude towards packaging directly
affects brand preferences and food product quality. Consumers perceive food quality and produce brand preferences by their attitude
toward packaging.

Table 7: Hypothesis Testing

R R square P value Results
Brand preference €Packaging design .347 120 .000 Accepted
Perceived quality<Packaging design  .422 178 .000 Accepted

4.2. Managerial Implications
Product packaging is usually used as a communication strategy at the point of purchase. The investigation of packaging assists food
marketers in understanding the value of packaging design in creating value for the product in the consumer's mind. Based on the
findings, food companies should consider packaging an essential factor. Because of it, they can capture their attention. In the current
market situation, there is immense competition. The companies should design the product packaging properly to generate brand
preferences. They should emphasize shape, graphics, color, origin country, best-before date, etc. Current research studies the effect
of green packaging on consumer minds. This can attract consumers because they prefer environmentally friendly packaging designs.

4.3. Research Limitations and Future Directions
Some research limitations should be judged when applying the results. Firstly, the research design used only McDonalds packaging,
while the conclusion may be simulated for other food brands and products. Secondly, the upcoming research can extend the research
on a national level to study it in a cultural or sub-cultural context. Thirdly, this research classified the attributes of product packaging
into visual cues and verbal cues. These cues stimulate different types of cognitive processing. Future research should focus on how
verbal cues influence preferences. Furthermore, further research could compare different levels of consumer involvement.

5. Conclusions

Results were presented to answer the research questions, and the conclusion addresses the following points. The first aim was to
analyze the important element of packaging of fast food products. It was exposed that verbal elements are the most imperative
elements of a package. For consumers, graphic design, packing material, and package size are the main visual elements, while
product information, producer, brand, and country of origin are the main verbal elements used when evaluating packages. The study
results discovered that because of time pressure on consumers, the interest in verbal cues like producer and product information
decreased, but the interest in brand names increased. The second research plan was to discover the relationship between attitude
toward packaging attributes and perceived quality and brand preference. This study explored the relationship between packaging,
brand preference and perceived food product quality. Because McDonald's packaging design is environmentally friendly, people
prefer its products. Furthermore, it is summarized that packaging design plays a significant role in increasing brand preferences and
perceived good quality. If the packaging of a specific brand is attractive and comfortable, people will prefer it more than others.
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