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Packaging design issues are rapidly gaining the attention of researchers as
evidence indicates that most consumers are making choice decisions based
on product package design. Furthermore, product information on packaging,
such as ingredients and nutrition information, also increases consumers’
attention since consumers are concerned about healthy products. This study
seeks to develop a theoretical model to show the effects of consumer
attitudes toward visual food packaging and information labels on brand
awareness and purchase intention. Six hundred fifty people completed a self-
administered online questionnaire based on the literature. The empirical
results show that attitudes toward visual packaging and information labels
directly impact brand awareness and indirectly (through brand awareness)
influence purchase intention. Surprisingly, the comparison between global
and local brands shows no differentiation between global and local brands. It
means the local brands can compete with the global brands. Additionally,
this research indicated no differentiation between high and low business
reputations. It implies that consumers in Indonesia have positive perceptions
and the same favorability for any brand. This study provides managers with
insights emphasizing the visual packaging design factors and informative
labels to form consumers’ brand awareness and influence purchase intention.
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1. INTRODUCTION

Packaging is one of the most effective attributes to get consumers' attention to the products. A
superior product packaging design would attract consumers and intend to try the products. Package shape can
influence buyers' perceptions of product features and accomplishments, for instance, the capacity [1], the
product dimensions [1], and even the flavor [1], also healthiness [1] of the package contents. Understanding
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the attributes that influence consumer choices would assist practitioners in making products successfully in
the marketplace.

A label on foods, which is the information presented on the product packaging, is one of the notable
methods to communicate the products to consumers. With attractive, readable, and understandable
information labels, products would get a good impression on the consumers. Concern about healthy products
has increased recently; many people actively seek information on healthy products on food labels. It made
food industries utilize labels to inform consumers about the product's health and safety.

According to [2], benefit refers to the consumer's subjective perception of gain. Consumers can
benefit from the products, such as price discounts, lucky draws, and other promotional tools. Marketers have
since long used various promotional tools to stimulate demand or purchase. Many multinational companies
have made budgets for promotional tools in millions of dollars but comprehending how effective strategies
for customers' response to promotions are essential to developing. Adding insight that benefit is vital in
business, the study attempts to identify benefits such as promotional tools in underlying relations between
brand recognition and buying intention.

Individuals are affected by the perceptions, dogmas, and behaviors of others according to social
influence concepts [3]. Many practitioners have used social influence in business to influence consumers to
purchase products. A businessperson can learn much about social influence, particularly related to innovative
purchasing. Businesses are instantly connecting across boundaries, and consumers can choose between
international and domestic alternatives for many types of products. Domestic or local brands are owned and
distributed in the country of origin. In contrast, international or global brands are channeled globally and held
by international bodies. The existence of these two brands makes the competition between local and global
brands inevitable. This reality increases the attention of the researchers to make studies related to
competition. Many professionals and academics are becoming more interested in issues concerning the
business strategy of brands both locally and globally [4]. Since there is limited research examining the
consumer perspectives of local and global brands in the emerging market, this research tried to investigate
consumers' views of local and global brands to predict consumer behavior, such as purchase decisions.

In an increasingly globalized marketplace, global and local brands interact, with consumers
identifying simultaneously in their community and embracing whichever brand is more prominent at any
time. [4] illustrated that consumers differentiate domestic brands that were only present in a particular
geographical location. At the same time, [5] identify global brands with widespread recognition, presence,
recognition, and desirability. Preliminary studies have shown that global brands have a more robust
personality function, making them highly symbolic products [5]. [4] also declare that international brands
were frequently famous because of their worldwide achievement and existence. Moreover, global brands are
regarded favorably because of their top quality and authentic communication [4]. Indonesian market,
consumers more prefer global brand instead local brand and the percentage of choosing global brand is about
more than fifty percent [6]. Many studies have shown that local brands are unfavorable from the consumers
perspective, thus this research wants to investigate how local brands can win the competition in the market.

Making products successful in the marketplace becomes the primary concern of practitioners. It is
also getting attention from researchers in conducting studies related to product competition. Then, how do we
get consumers' attention to the products? How do we deliver the product's message to the consumers?
Moreover, how can local brands compete with global brands? Concerning the research questions above, this
study conceptualizes package design and information label and their role in effective product communication.
The study will contribute new insight into the concepts by analyzing the impacts of the product package
design and information label on purchase intention through brand awareness and gives important managerial
implications to the global and local brand managers.

As stated in prior research, rising visual package design creativity can enhance attitudes toward the
brand and purchasing intentions [7]. Scientists [7] also demonstrated that attractive packaging designs impact
buying behavior rather than unattractive packaging. Product packaging was also used to communicate brand
personality and distinctions, frequently affecting customer brand beliefs [8]. Therefore, to develop brand
equity and brand differentiation, a strategic attribute, namely the visual product package, was employed [8].
Packaging is an essential element of selling because it is an efficacious tool for bolstering specific product
features and brand perceptions [1]. Based on those reasonings, the following hypothesis is proposed in this
study:

H1. Product package design positively influences brand awareness.

Another critical thing consumers usually consider when choosing a product is the information on the
label. Labelling is one of the essential tools for consumers to learn about the contents of foods, allowing them
to make informed choices based on facts about their healthfulness [9]. Food labelling affects purchase
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decisions via subjective and objective consumption indexes [9]. Growing consumer demand for better-quality
products, along with more information and belief in these qualities, may allow enterprises to acquire a
competitive advantage during this moment. To get the advantage, companies must provide specific food
product quality to consumers and communicate the quality through adequate information labels on product
packaging. This necessary information will make consumers more informed about product selections.
Declarations about the healthfulness of products can significantly affect their judgments and purchases [9].
Consumers seek and utilize information relating to product characteristics, for instance, ingredients list, in
making food choices [10]. Because the reports indicate that the presence of explanatory labelling (such as
ingredients and nutrition information) influences attitudes toward brands and product choices, the following
hypothesis is appropriate:

H2. The existence of informational labels on products positively influences brand awareness.

Brand awareness relates to a customer's capability to identify and remember a brand in various
situations [11]. Brand awareness is an essential factor in describing repetitive purchasing structures. Brand
dominance is the maximum benefit of brand awareness [12]; it occurs when most consumers recall a single
brand in their brand memorization. The primary purpose of marketing is to create and sustain brand
awareness, and it is a long-held belief in business. Brand awareness is the quality that causes customers to
remember a branded product [12]. It is highly relevant in limited situations where customers may not actively
seek information to aid their decision-making. Brand awareness entails quantifying the levels and trends of a
customer's understanding of the brand at issue [12]. Brand awareness has a significant effect on a consumer's
decision making. In a study by [12], brand awareness demonstrated a positive correlation with an impact on
customer reactions; this correlation represents better brand performance in an acting context while also
impacting consumers in making decisions and the intention of purchase. Prior academics have shown that
brands should be appropriate to consumers' expectations and necessary regarding quality and security [13].
When a customer believes that a food product meets their necessities regarding security and quality, it
assumes that customers are more likely to choose that product and brand. Moreover, a study [12] mentioned
that to secure consumers' buying, positive brand awareness and popularity build the customer's positive
attitude toward the brand. Lastly, outstanding brand awareness of products could win over consumers'
priorities and raise their intention to purchase [12]. Brand awareness is essential for buying reference [14].
Given these arguments, the following is the third hypothesis of this study:

H3. Brand awareness positively impacts purchase intention.

Nowadays, consumers have a high-value system, expecting satisfaction and outcomes proportional
to the price they pay for a service or product. Moreover, product competition is also high since consumers
can choose many products. One way to solve it is by giving sales promotions to consumers. Sales promotion
techniques are classified as price-oriented or money-oriented [15]. It represents the benefits that consumers
can get. [2] suggests benefits associated with monetary saving. Spending less often and saving money is
called monetary saving [2].

In summary, this study uses financial benefit as an attribute, including discounts, freebies, gifts,
point rewards, and lucky draws. Numerous research studies support the positive correlation between specific
benefits and purchase intention. Studies by [16] examined the determinants that impact the buying of
products such as organic food by customers; they found that perceived price (cost-benefit) positively impacts
customers' purchase intention. On the other hand, Studies conducted by [15] also assumed that other price
promotions might attract hedonistic consumption, including excitement and enjoyment. Furthermore,
research implemented by [17] recommended that the extension of a promotion influences the likelihood of a
product's selection as it could result in conclusions regarding quality and value. Product promotion has
influenced to the consumers for buying decision [18]. To better understand the relationship between financial
benefit and purchase intention, the following hypotheses emerged from the literature shown:

H4. Financial benefits positively moderate the influence of brand awareness on the intention to
purchase.

[19] state that social influences are divided into two parts: the first is social presence, and the second
is the subjective norm. Social presence, according to social identity theory, refers to people's views that they
are an integrated part of a society or local communities [19]. It demonstrates a feeling of similarity and
interdependence with anyone else, leading to a greater willingness to cultivate relationships with other
community members. Subjective norms reflect people's perceptions of whether they should engage in a
particular behavior [19]. According to another social influence theory, social influence primarily influences
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people's behavior through two dimensions: informational influence and normative influence [20].
Informational influence refers to people keen to gather more sources of information during the behavioral
process of making decisions to ensure that participatory decision is more precise [20]. The social influence
theory, on the other hand, focuses on the importance of normative influence, which states that the attitude of
those around customers has a stressful impact on people's judgment [20]. After being impacted by this
normative pressure, the affected individuals will have a conceptual and decision-making degree of
compliance and individual behavior [20]. Furthermore, the behavioral impact of this type of cognitive follow-
up will continue to grow as the influence grows strong [20]. Social influence such as the presence of buying
preference from the peer have played vital role in brand evaluation and purchase decision [21]. According to
the findings from previous studies, positive social influence strengthens purchasing decisions. In conclusion,
the following research hypotheses propose:

H5. Sacial influence positively moderates the influence of brand awareness on purchase intention.

The purchase intention examined customer attitude and intentions, making this construct critical for
customer study [16]. Buying intention refers to an individual's likelihood of purchasing a specific product,
and it is also an essential factor in determining consumer preferences [22]. Purchase intention can be
assumed to predict future consumer behavior in purchasing a product. Purchase intent relates to the
possibility that customers will plan to purchase or are willing to buy specific goods sometime next time [23].
Prior research has demonstrated that an increase in willingness to purchase corresponds to an enhancement in
the likelihood of buying [23]. This research is beneficial for the company to study their consumer behavioral
pattern to predict related to the sales of their products. In marketing literature, intention is a relevant
dimension that companies use to predict new product sales products or repurchase intentions of current
products [16]. The intention to buy metric is a tool used to assess a consumer's tendency to buy an item. The
relation between these two components reveals that the greater the intention to purchase, the stronger the
consumer's proclivity to making a purchase [22] if consumers have the intention to purchase so the
possibility to buy is also high. The proposed model for the research is displayed in Figure 1.

Financial
Benefits

Package
Design

Brand
Awareness

Purchase
Intention

Information
Label

Social
Influence

Global and local brand
High and low business reputation

Figure 1. Conceptual framework

2. RESEARCH METHOD

Web-based surveys have emerged as an effective method of collecting data for academic research in
recent years. An online survey was used to collect empirical data for this research. This research designed the
survey in Google form, distributing the questionnaire to the respondents through instant messaging (e.g.,
WhatsApp and Line) and social media such as Instagram and Twitter. A data collection was carried out in
Indonesia between May and July 2022, empirically validating the proposed model. To enhance the quality of
research, this study provides consent informed to ensure the participant. It includes demographic details like
minimum age, and the experience using both local and global brands. It makes the criteria for selecting
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participant clearly stated. Respondents were sent a link to a web-based survey with a brief introduction
describing the research objective, followed by several questions measuring various constructs. Respondents
can answer four questionnaires, and each respondent can only answer one questionnaire. Completing the
questionnaire took approximately 15 minutes. The survey included instructions to ensure that the respondents
completed all survey items. All returned answers were carefully examined, thus eliminating invalid
responses. IBM SPSS Statistics 28 and IBM Amos 24 were used as tools to analyze the data. The present
study gathered existing research construct measures and used a 7-point Likert scale anchored by strongly
agree to disagree. In Table 1, all constructs with all questions and references are listed.

An experimental design was employed in this research to examine the effects of the brand
positioning strategies (global vs local) on customers' judgement. Existing brands were used in this study to
increase the study's objectivity and make the experience more logical for respondents. To support this study
in knowing the attitude of the consumer toward the global and local brands, the four products chosen in the
dairy products category comprise a high business reputation global brand, a high business reputation local
brand, a low business reputation global brand, and a low business reputation local brand. These packaged
food types were chosen because they typically have a variety of package designs and information labels on
both the front and back of the package (unlike unpackaged foods like fruits or vegetables). Furthermore, four
brand logos were also used to support this research in describing the brand to the participants. This research
picked two of the most famous brands in dairy products based on the Top Brand Index in 2022
(www.topbrand-award.com). According to the Top Brand Index, Anlene and HiLo were the top brands in
their categories. The other two brands were also chosen to support and complete this study. The other two
brands were Ensure and Produgen, and these brands are compared to the two brands above in this study. All
brands' logos are present in Table 2.

Table 1. Measurement Scales

Construct Measurement items Reference
Package 1. 1 think a colourful packaging style on grocery products is | [8]
Design important.

2. 1 think a unique packaging style for grocery products is

important.

3. | think a graphic packaging style for grocery products is

important.

4. 1 think a unique alphabets on grocery products packages are

important.

5. I think bigger fonts on grocery product packages are important.
6. | think the visible brand logo on grocery product packages is

important.
Information 1. I think the nutrition information on labels is important. [24]; [25]; [26]
Label 2. | think readable nutrition information on labels is important.

3. | think understandable nutrition information on labels is

important.

4. | think requisite nutrition information on the front-of-pack label
(FOP-L) is important.

5. I think trustworthy nutrition information on the front-of-pack
label (FOP-L) is important.

6. | think the front-of-pack label (FOP-L) helps me choose
healthy foods.

7. | think the front-of-pack label (FOP-L) greatly helps me
control over my food purchase.

8. | find the front-of-pack label (FOP-L) proper in my food

purchase.
Brand 1. I can quickly recognise this brand among other brands. [277; [11]; [12]
Awareness 2. 1 am more familiar with this brand.

3. Some characteristics of this brand come to my mind quickly.

4. It is easy to remember the logo of this brand.

5. When | think of a dairy product, the logo of this brand comes
to mind.

6. | am very acquainted with this brand.

7. This brand differs from other brands.

Financial 1. 1 generally shop around for lower prices on products. [28]; [15]; [29]
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Construct Measurement items Reference
Benefit 2. | generally shop around for promotions on products. (ex: buy 1

get 1 for free).

3. | generally shop around for discounts on products (ex: 10%

off).

4. | generally shop around for joint promotions with retail stores.
5. It is important for me to buy products that can redeem my
reward points

6. It is important for me to buy products that provide lucky draw.

Social 1. When purchasing products, | generally purchase those brands | [19]; [30]
Influence that | think other people will approve of.

2. If other people can see me using a product, | often purchase the
brands they expect me to buy.

3. l achieve a sense of belonging by purchasing the same products
and brands that other people purchase.

4. If 1 want to be like someone, | often try to purchase the same
brands that they buy.

5. My friends/families think | should use their brand
recommendation.

6. My friends/families and | tend to purchase the same brands.

7. Before purchasing a product, it is essential to know what
brands will make a good impression on other people.

Purchase 1. Seeing the products of this brand in stores increases my interest | [31]; [32]; [33]; [34];
Intention in purchasing them. [11]

2. | intend to purchase the products of this brand when | have

needs.

3. I am highly likely to purchase the products of this brand when |

have needs.

4. The possibility of my purchasing the products of this brand is

high.

5. I plan to purchase this brand often.
6. | am glad to purchase the products of this brand.

Table 2. Four product logos

Business Reputation Global Brand Local Brand

High Anlene)” ! ﬂi[@\

Low En S u re
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3. RESULTS AND DISCUSSION

A descriptive analysis was carried out to learn more about the demographic profiles of the respondents.
Overall, the responses of 650 participants were analyzed. From the gender perspective, the result showed that
the highest percentage of respondents are female. It could be assumed that the women were somewhat
responsible for household grocery purchases. Regarding age, most respondents were young, mostly 18-24
years old. Related to the education information, the large percentage of the respondents were educated
properly, with three questionnaire groups showed that the highest education percentage is bachelor’s degree
except for the group with a low business reputation global brand. The details for demographic characteristic
information are shown in table 3.

Table 3. Demographic characteristics

High Business Reputation Low Business Reputation
Global Local Global Local
(N=161) (N=166) (N=161) (N=162)
Attributes Categories
» (4 ‘;ﬂ‘fﬁ/
Anlene)- ' ”’10\ Ensur’
Freq % Freg | % Freq % Freq | %
Male 60 37.3 65 39.2 34 21.6 75 46.3
Gender
Female 101 62.7 101 60.8 127 78.4 87 53.7
18-24 34 21.1 78 47.0 104 64.6 95 58.6
25-34 77 a47.7 65 39.2 44 27.3 56 34.6
Age 35-44 45 28.0 15 9.0 10 6.2 9 5.6
45-54 3 1.9 6 3.6 3 1.9 0 0
55-64 2 1.2 2 1.2 0 0 2 1.2
Elementary | 0.6 0 0 1 0.6 0 0
School
Junior - High | , 12 0 0 1 0.6 0 0
School
. Senior  High
Education School 36 22.4 31 18.7 80 49.4 46 28.4
Bachelor 78 48.4 94 56.6 69 43.2 85 52.5
Master 43 26.7 33 19.9 10 6.2 29 17.9
Doctoral 1 0.6 8 4.8 0 0 2 1.2

3.1. Measurement Verification

Cronbach's alpha is the most widely accepted scale for reliability analysis. [35] stated that alpha
should be greater than 0.70 for an instrument to have an adequate level of self-consistency; however, he also
mentioned that it is good if the alpha value is high. The six items have an alpha coefficient higher than 0.70,
indicating high internal consistency. A table 4 detail the reliability test by calculating every construct’s
Cronbach’s alpha.
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Table 4. Reliability test

Construct Number of items | Cronbach's Alpha
Information label | 8 0.920
Package design 6 0.876
Brand awareness | 3 0.874
Financial benefit | 4 0.857
Social influence 7 0.910
Purchase intention | 6 0.942

Based on the model mentioned previously in the literature study, the six constructs (package design,
information label, brand awareness, financial benefit, social influence, and purchase intention) were
submitted to an Exploratory Factor Analysis (EFA) to validate their unidimensional and arrange them into
discrete meaningful clusters. Explanatory Factor Analysis (EFA) is used to understand the data structure well
clearly.

Before factor analysis, KMO and Bartlett's Test was tested in determining the requirement for factor
analysis by measuring sampling adequacy. [36] stated that if the KMO test result is more prominent than 0.8
and the importance of Bartlett's Test of Sphericity (i.e., p-value) is smaller than 0.05, the data are qualified
for EFA. The KMO test result is 0.921, and the prominent of Bartlett's Test of Sphericity is p < 0.001,
suggesting the conformity of data for EFA analysis.

Therefore, the varimax rotation with the cut-off value of 0.4 was adopted to perform the EFA. The
rotated component matrix demonstrated that six factors had eigenvalues >1, and their factor loadings ranged
from 0.610 to 0.872, fulfilling the criterion of factor loading [37]. All Constructs that do not meet the
requirement will be removed from this step.

Confirmatory Factor Analysis (CFA) has been employed to examine the models. The goodness of fit
was evaluated through five indices: chi-square (x2), normed chi-square (¥2/df), Comparative Fit Index (CFI),
Root Mean Square Error of Approximation (RMSEA), and the Parsimony Goodness Fit Indices (PGFI). The
y2/df represents the variation between the expected and observed covariance matrices. The absolute fit index
was calculated using the RMSEA to measure model fit. Parsimony Goodness Fit Indices (PGFI) are used to
assess the model that fits with the data. The CFI has also been employed to assess the incremental fit of the
measurement models, which reveals the proportion of the model that fits compared to the null model.
Complete five CFA analyses (combined all data, global brand, local brand, high business reputation, and low
business reputation) were performed for an accurate model fit. The results show that all four samples from
the four questionnaires have good model fits. Table 5 below displays the test results along with their criteria
and references.

Table 5. CFA analysis results

. Fit Combined Global Local ngh LOW

Criteria Reference Business Business
Index Data Brand Brand . ’
Reputation Reputation

Smaller is | [38] x2 2078.270 1479.458 1386.035 1438.905 1268.746
better (p=.000) (p=.000) (p=.000) (p=.000) (p=.000)
P-value
>0.05
1-5 [39] y2/df 4.059 2.890 2.707 2.810 2.478
>0.8 [40] CFlI 0.901 0.878 0.894 0.884 0.903
<0.05 [41] RMSEA | 0.069 0.077 0.072 0.075 0.068
(Excellent
Fit)
<0.08
(Good Fit)
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L Fit Combined | Global Local ngh LOVY
Criteria Reference Business Business
Index Data Brand Brand ; >
Reputation Reputation
>0.5 [42] PGFI 0.713 0.667 0.685 0.673 0.692

3.2. Analytical results of the causal model

A good model fit was then carried out in the SEM model. The fitness indexes of ¥2 = 1433.476,
GFI = 0.830, AGFI = 0.793, CFI = 0.891, and PGFI = 0.680, stating that the model is well-fit. The
standardized path coefficients depict the direct impact of the independent construct on the dependent
construct of the model, and the corresponding C.R values are given in Table 6. Package design positively
relates to brand awareness, and the relationship is significant (Estimate = 0.495, C.R = 6.978, p = 0.000).
Hence, hypothesis H1 is supported. Furthermore, the information label positively relates to brand awareness,
and the relationship is significant (Estimate = 0.206, C.R = 3.528, p = 0.000). Hence, hypothesis H2 is
supported. Lastly, brand awareness positively relates to purchase intention, and the relationship is significant
(Estimate = 0.782, C.R = 15.800, p = 0.000). Hence, hypothesis H3 is supported.

Table 6. Result of the causal model

Relationship Esti S.E CR P Results
mate

Package design — Brand 0.49 0.071 6.978 000 Supported
Awareness 5

Information label — 0.20

Brand Awareness 6 0.058 3.528 .000 Supported
Brand Awareness — 0.78

Purchase Intention 2 0.049 15.800 .000 Supported

3.3. The group analysis for global and local brands

The group invariance test [43] was performed to compare global and local brands. Both constrained
and unconstrained models from SEM were compared to get differentiation. The chi-square statistic test was
used in this study to compare a model in which paths were constrained to be equal across the two subgroups
(i.e., constrained model) with a model in which paths were freely estimated across the groups (i.e.,
unconstrained model). The result demonstrated that the distinguish in chi-square value between the
constrained and unconstrained models is (1094.017 -1092.439) = 1.578, while the p-value is 0.664.
Therefore, global and local brands are similar. Table 7 below displays the results of the chi-square test.

Table 7. Chi-square result of global and local brand

Model 12 DF y2/df P- value Invariance
Constrained 1094.017 451 2.426 0

Unconstrained 1092.439 448 2.438 0

Difference 1.578 3 0.664 YES

3.4. The group analysis for high and low business reputation

The group invariance test [43] was also performed to compare high and low business reputations.
The result demonstrated that the distinguish in chi-square value between the constrained and unconstrained
models is (1050.845 -1044.344) = 6.501, while the p-value is 0.090. Therefore, high and low business
reputation is the same. Table 8 below displays the results of the chi-square test.

Table 8. Chi-square result of high and low business reputation

Model 12 DF y2/df P- value Invariance
Constrained 1050.845 451 2.330 0

Unconstrained 1044.344 448 2.331 0

Difference 6.501 3 0.090 YES

Increasing the Confidence of Local Brand Through Package Design and Information Label (Anif Priyanto)
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3.5. Findings from the group invariance analysis for testing the control constructs

The chi-square test was applied to better understand this narrow difference between the global and
local brands and high and low business reputations. The application of the chi-square test is to investigate
whether the two brands differ from each other or not from the consumers' perspective. The chi-square test
results applied to global and local brands revealed that the global and local brands’ scores are not
significantly different. It depicts that the tier of global and local brands is similar in the minds of people in
Indonesia. Two brands are perceived as good brands in Indonesia. The chi-square test application on the high
and low business reputations also gave related results, depicting high and low business reputations as like
each other in terms of their consumer perspectives. It depicts that the tier of high and low brands is similar in
the minds of people in Indonesia. Two business reputations are perceived as a good reputation in Indonesia.
Table 9 shows the compilation of all regression coefficients, standard errors, and p-values for all four groups.
Overall assessment of these brands showed that all brands have been able to compete in the Indonesian
market since the findings showed no differences for the four groups; the combined data are adopted for all
following analyses.

Table 9. Result of the causal model in 4 groups of data

Global Brand Local Brand :é%ﬁg tjis(,)lgess ;?;I)VU?;?(I)TSS
Relationship

Estimate | S.E | P Estimate | S.E | P Estimates | s g | p Estimates | s g | p
Package
IB’;";‘E(;‘ — | 587 119 | .000 | .385 081 | .000 | .493 .090 | .000 | .507 102 | .000
Awareness
Information
IE;;‘;’% ~ | 150 090 | .094 | 265 074 | 000 | .277 067 | .000 | .153 092 | .096
Awareness
Brand
Awareness | g5, .065 | .000 | .852 078 | 0.000 | .724 .083 | .000 | .797 069 | .000
— Purchase
Intention

3.6. Moderating effects of financial benefit

The concept of interaction impact was adopted to test whether financial benefit moderates the
influence of brand awareness on intention to purchase. A regression line depicts the relationship between
disparate data points in any setting. It uses the concept of interaction between brand awareness and moderator
(financial benefit), so if the regression lines cross each other, it indicates a moderation effect. In combined
data, the regression weight estimate and standard error were utilized to illustrate the regression lines and
assess the influence of the moderator. A converging regression line indicates a moderating influence, a
parallel regression line indicates the opposite, and the overlapped regression line shows no difference
between the two groups. Financial benefit attribute was analyzed for moderating effects.

A good model fit was then carried out in the SEM model. The fitness indexes of y2/df = 2.985, GFI
= 0.801, AGFI = 0.757, CFI = 0.894, and PGFI = 0.656 are acceptable models for the moderation analysis.
Clustering was used in this study to divide benefit attributes into two groups: high benefit and low benefit.
High benefit represents the blue line, and low benefit represents the red line. The graph shows that the Y axis
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is brand awareness, and the X axis is purchasing intention. The regression line formula was adopted to get the
graph. Table 10 shows the regression weights with financial benefits, which were used to test the moderating
effects. Figure 2 reveals the moderating effects results of financial benefit.

Table 10. Regression weights with financial benefit testing as a moderator

. . High Financial Benefit Low Financial Benefit
Relationship
Estimate S.E. P Estimate |S.E. P
Brand Awareness — Purchase|0.896 0.075 0.000 0.563 0.067 0.000
Intention

Purchase intention

Brand awareness

j_,e’" // —— High benefit
.

- — Low benefit
P / _
Figure 2. The moderating test for financial benefit

The graphic in Figure 2 illustrates the regression lines. According to the findings, the financial benefit
moderates the causal relationship between brand awareness and purchase intention. Therefore, hypothesis 4
is confirmed.

3.7. Moderating effect of social influence

A good model fit was then carried out in the SEM model. The fitness indexes of ¥2/df = 3.249, GFI
= 0.835, AGFI = 0.799, CFI = 0.906, and PGFI = 0.684 are acceptable models for the moderation analysis.
Table 11 shows the regression weights with social influence, which were used to test the moderating effects.
Figure 3 reveals the moderating effects results of social influence.

Table 11. Regression weights with social influence testing as a moderator

. . High Social Influence Low Social Influence
Relationship
Estimate S.E. P Estimate |S.E. P
Brand Awareness — Purchase 0.927 0.078 0.000 0.493 0.058 0.000
Intention
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Purchase intention , ' .

Brand awareness

—— High social influence

_ ow social influence

Figure 3. The moderating test for social influence

Figure 3 reveals the moderating effects results of social influence. According to the findings of the
regression study, social influence has a moderated effect on the causal relationship between brand awareness
and purchase intention. Therefore, hypothesis 5 is confirmed.

3.8. The mediating effect of brand awareness

To prove the mediating effect of brand awareness between product package design and information
label and purchase intention, implemented the method explored by [44] the initial calculation of purchase
intention's direct and indirect responses to packaging design and information labels. Calculating the lower
and upper bound values is also necessary. The mediating effect of product package design and information
label on the purchase intention can be revealed and proven if the lower bound and upper bound values do not
have zero between them. Otherwise, there is no proof to confirm the mediating effect. Overall, Table 12
illustrates the results.

Table 12. Mediation test of brand awareness

Indirect Effect Direct Effect
Relationship Result
Lower Upper Lower Upper
Bound Bound Bound Bound
Package design — Brand Full Mediation
awareness — Purchase | 0.268 0.530 0.000 0.000
intention
Information label — Full Mediation
Brand awareness — | 0.076 0.258 0.000 0.000
Purchase intention

Examining the indirect and direct effects revealed the mediating effect of brand awareness on package
design and purchase intention. For the indirect effect of brand awareness on package design and purchase
intention in the mediation model, the value is lower bound = 0.268 and upper bound = 0.530, which is more
than the direct effect value lower bound = 0.000 and upper bound = 0.000, indicating complete mediation.
Similarly, for the indirect effect of brand awareness on label and purchase intention in the mediation model,
the value is lower bound = 0.076 and upper bound = 0.258, which is more than the direct effect value lower
bound = 0.000, upper bound = 0.000, indicating complete mediation.

4. CONCLUSION

This research is the first to systematically examine the impacts of product package design and
information labels on brand awareness and subsequent consumer behaviors (i.e. product preferences or
purchase intentions). The structured impact of product package design and information label investigated on
brand awareness and purchase intention in Indonesia. Since hypothesis 1, 2, and 3 are supported, it assumes
that product package design has an essential role in building brand awareness, and this role is a significant
predictor of the consumers’ products or brand choices. In addition, this study also attempts to evaluate
consumer shopping behavior in attention to food labels to choose appropriate food products. This research
indicates that information labels are essential to brand awareness among consumers. Moreover, brand
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awareness has a significant impact on purchase intention. Lastly, brand awareness has a substantial effect in
mediating the relationship between product package design and information label to purchase intention.

This study also delves deeper into the moderation effects of financial benefits and social influence to
probe how this moderates the possibility that customers who are aware of the brand will further purchase the
products. Based on the result of hypothesis 4 and 5, the study indicated that financial benefit has a prominent
moderating effect between brand awareness and purchase intention. The finding also proves that financial
benefits are practical attributes to boost the causal relationship between brand awareness and purchase
intention. Moreover, this research also examines the moderation effects of social influence on the relationship
between brand awareness and purchase intention. The study's findings indicate that social influence
significantly increases the causal association between brand awareness and purchase intention.

This research assessed the consumers' perceptions of these two brands when comparing local vs.
global brands. This study showed that global and local brands could stand equal simultaneously in the
market. It indicates that whatever brand (local or global) could arise to elicit favorable attitudes and purchase
intentions from the consumers.

This research provides managerial insight into how product package design is essential in building
brand awareness among consumers in Indonesian food industries. Based on this research, food companies
must priorities product package design as the foundation of their product innovation. In today's competitive
environment, food firms should develop their product package design to garner consumer brand awareness.
Food companies should also underline factors such as color, typeface, logo, graphics, and size to get chances
to form positive brand perceptions. When marketers know that brand awareness is a function of a brand's
strategic placement and associated marketing strategies, this research shows that customers suppose brand
awareness from product indications such as the visual of the product package. This interpretation highlights
the importance of packaging as a strategic tool in a marketer's guideline for brand positioning and effective
market targeting.

In the food market, it is increasingly complicated to distinguish products only based on price,
functionality, or quality. Therefore, this research gives new insight for marketers to turn into information
labels to help them stand out from the clutter. The finding shows that labels have a positive effect on brand
awareness. An information label is vital to communicate the product to consumers. Consumers can easily
differentiate the brand and then choose the brand after getting sufficient information on trustworthy labels
provided by producers. Also, according to this research, food industries must consider that informational
labels should be readable, understandable, and trustworthy to gain consumer awareness related to the brand.

Regarding product benefits, the results have deep implementation for executives in the food
industry. This study presents that financial benefits positively increase purchase intention when the
consumers know the brand. It means that brand managers can implement the benefit of a price-related
campaign as an incentive or reward for customers to increase the possibility of choosing or buying the
products. It means managers can use promotional techniques such as discounts and adopt an optimal price-
communication strategy to improve product performance. Additionally, in terms of social influence, this
study also found that social influence significantly moderates the correlation between brand awareness and
purchase intention. It is worthwhile for marketers to apply their promotional strategy to the products for the
consumers. For instance, marketers can leverage past purchase experiences from customers who have known
the brand to encourage new consumers (i.e., consumers' friends and relatives) to select or purchase the
products.

Based on this study's findings, Indonesian consumers perceive global and local brands as good
brands and high and low business reputations. The findings helped increase the confidence of local brand
managers that their products can be equal to global products in the minds of Indonesian consumers. It also
can be applied to the managers for low business reputation brands. Both local brand managers and brand
managers with a low business reputation could apply the result from this research to their marketing strategy.
In terms of package design, managers can attract consumers through unique package design. Moreover, to
improve consumer attention to products, managers should create clear and readable information on the
product. On the other hand, the findings can be a warning for global brand managers and high business
reputation brand managers since local products can compete with global brands. In conclusion, since both
global and local brands qualify as good brands, it assumes that the product competition is high in the
Indonesian food markets. All managers, either global or local companies, and either high or low business
reputed ones, should create advanced product marketing strategies and competitive advantages to win
consumers' choices.

The study also found that brand awareness is essential in fully mediating the relationship between
product package design, information labels, and purchase intention. Product managers can use the findings to
apply their marketing strategy in selling the products to the consumers. The findings implied that product
package design and information label were essential attributes to influence consumers' purchase intention
only when consumers are aware of the brands. Therefore, managers can use product packaging and
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information label designs as practical attributes in their marketing strategy. On the other hand, once
consumers know the brands by being attracted to the packaging and information labels on products, brands
should also have something that makes them unique to influence the consumers' purchase intention. Brand
logos can make it easy for consumers to remember and recognize the brand. It will create a strong brand
identity for the brand.

Even though the study has contributed to researchers and marketers, it also has limitations that
should be addressed for future research. The study design used one short of the product (dairy product), and
the results may implicate other food products. However, future research should clarify this critical validation.
Even though the current research fulfilled the survey set to examine the population by choosing a product
suitable for market segmentation, it should be careful to generalize these findings to the general population.
Dairy products took part in this study and serve a significant role in the household. Based on the products
used in this research, results are better to apply to household products and household populations. Future
study can apply other product categories to develop the existing research. Researchers can also expand the
model for improving the finding study in this field.

This research employed a sample of online survey respondents. One may wonder whether the
impact and principal mechanism illustrated in this study are proper in all populations that are distinct
geographically. However, the study acknowledges that the effect may only be demonstrated with a sample
from some locations. Internet access is not widely used in Indonesia, much like those living in remote areas
with limited internet access. It is better to apply the findings from this research to the areas with better
internet access, such as the population who live in urban areas. It can also be a future direction for the
researchers to conduct research with both online surveys and paper-based surveys. Future research could
investigate this possibility for reaching general populations widely and better results accurately.
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