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ABSTRACT

This study is a related research about relation between the consumers’ behavior and the packaging image. Through a

questionnaire survey, this study investigated the buying behavior of preserved fruit consumers in Changhua and their evaluation on

the importance of each product attribute. Semantic differential (SD) method was adopted to explore the difference in their

perception of the packaging image of selected gift boxes and their intention to purchase the products. Meanwhile, the study hopefully

would contribute to the preserved fruit and the related design industry since we attempt to discover the similarities and difference of

preferences among various consuming groups.A total of 321 effective questionnaires were returned. Findings include:

1.Among the product attributes, hygiene of the product manufacturing process was considered as the most important aspect,

followed by safety of the package, labeling of ingredients, CAS certification, and health associations.

2.Consumers have more positive image on delicate and creative products than on other types of products.

3.Consumers of respondents who attached importance tended to perceive a positive image of products.

4.Older respondents had significantly higher perceptions of most of the packaging images.

5.Respondents showed higher intention to purchase products in gift boxes with more positive packaging image, especially in their

perception of the creative factors of the packaging image.
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