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ABSTRACT
This study is a related research about relation between the consumers’  behavior and the packaging image. Through a
guestionnaire 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.
4.0lder 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.

Keywords : Preserved Fruit(] Packaging Imagel] Gift Box[] Product Attribute
Table of Contents

gogo

god
CO0000O0oO000DOoOUOOoDooOoOoooogoooon i
OO0000O0o000OOooOd0UooooOooooogoooo v
gooobgoobobooboobooboobooog v
O0000O0bO0o0o0oobDOobOooooDOobooOonog vi
o00o0DOO0bO0oooobobooooobooooooag vi
O000DO00O0O0DOO0bOo0ooDbDOoooOooDoOoDo xi
o000bO0b00o0ooOOobOo0ooooobooooog xiv

1.00

1100000001

120000 4

1300o00oog 7

1310000000000 oobooobooobgzy
1320000000000000O000D0O0ODOOS
140000 8

20000

210000000 12

2110000000000 0000D0DbO0OO01
2120000000000000000DO0O0DOO12
213000000000 0000b000bOo0bOz3
220000 23

221 0000000000000000D0O0DOO23
2220 0000000000000O00O0ODO0ODOO29
230000000 33
23.10000000000000O0O0O0ObO0ODbO3s



2320 0000000000000 O0ODbO0ODbOO34
2330 0000000DbO0o0bOobDOoOobOoobOosa
2340000000000 00O0ODOUODbOODbOO4Y
2400 51
2410000000000000OO00O0ODbDO0ODbOO52
24200 0000000000O0OO0O0ODOODOOS3
24300 0000000DO00O00OD0ObOOOgsSY
24400000000000000ODO0ODOOOOS9
25000000 60
25100000000000000000000O0060
2520 000000000000000DO0O0DO0OG1
2530 0000000000000 0O0O0DO0O0ODOOGS
3.0000

310000000 71
lip0ogobooobooobobooobooobooon
dl20000000000000000O00DbOO00O7!
3200000000 72

321 000000000000 O00oboooboooT 2
3220 0000000000000 00O00DbO0O0O0O74
3230 0000000000000 b0O00ObOoOooTe
33pb0goooog vy
3dl0b00ooobobobooboooboooboooTy
3320000000000 0D000DOO0DbOoOoOT
333000000bobobobooobooobooos
3340000000000 000Db0O0OOODbODs2
340000000 87
3410000000000000Db0O0O0OobDOooDsy
420000000000000DO0O0O00ODODss
343000000000 00000O000Db0O0bOg9o
344000000000000O000O0O0O0DOO0O9
35000000 91
3f0000000bobooboboobooobooo9
3520000000000 0000O00O0O0DOOO0O92
360000000 93

4.0000000

410000000 9%
4110000000000000000O00DO00O00O9Y%
41200000000000000D0O0O0DOO0O9Y
42000000000 108

421 000000000000 00D00O0DbO0OO0ODO108
422000000000000DO0OD0ODO0ODO0ODO12
430000 114
4310000000000000DO00000O00DO114
4320 000000000000DO00000O00DO120
4330000000000000DO0b00O0DbO0OD124
44000000 131
441000000000000DO0O0O0O0ODO0ODO131
442000000000000000000O0O0O0O 147
4430 00000000DO0O0DO0ODOOODO0ODO19
4440000000000000O0000O0O0O0O0O0O194
445000000000000000O0O0OO0O0O200
4500 203

500000



5100 209
5200 211
oooog 212
oo 220
oog 222
oo 223

REFERENCES

00000 01.Charles W. Lamb, Joseph F. Hair,& Carl McDaniel/0 000020030 0000030 0000:000000000

O 2.Charles W. Lamb, Joseph F. Hair,& Carl McDaniel/C0 000020000 OO0 000000 O0:000000000O:19970 O 3.DeVellis
0/0000319900000:000000000:000004.J.PaulPeter,&JerryC.Olson/0 000020010 00000005000
0 0:000?0 0 d5.John C. Mowen,& Michael S. Minor/0 0000020010 0000000000:0000000O 6.Louis E. Booze,&
David L. Kurtz/0 OO O O0OO0OOO0O0O0O0O0D2001000000900000:00000000O0:19990 0 7.Michael J. Etzel, Bruce J.
Walker, & William J. Stanton/0 0 00 020030 0 000 01200000:000?W 00000000 :20010 O 8.Philip Kolter,& Gary
Armstrong/0 000 02004000 000001000000:0000009.PhilipKotlerD Ed.O/000002007000000-000
004000 00:00010.R.D.Blackwell, P.W.Miniard,& J.F.Engel/0 000020010 00000000 DO0O0O0O: 000000

0 11.RobertJ. Sternbert/0 0 000000020050 00000030 0000: 00000000 0O0OMO:20030 O 12.Warren J. Keegan,&
Mark C.Green/O O OO O0D000200500000000400000:0000000 13.Willian M. Pride,& O. C. Ferrell/0 000 0O
g0060 00 00000:0000014.0000/00000000000000 (199))0000000000:000015.0000
00906030 0000000000000 0D0D000NOD0O0O0OD1I006 0000000 0000000001980 000
000000000000 000oowW0O000000000o00017.00002030 0000030 0000:00018.000
01980 00000000:0000019.0000198300000000000000009017-210200 0000000000
020070 00 0000000000000 00D00O0: 0000000000002, 00000000000020080000000
O00000000ooo0oo.00000000ooog22.000000000000000000000000000000
O00000000000ooooo8.0000200000000000000000000000000000O0O0OOCO0O0O
0000000002400 000193000000020000200025.00002000000000000000000000
000000:.000000000000000D00026.000/000000198800000000000:0000027.000/0
0000019970 0000000000:0000028.00002005000000:000000000000000000:00
02.00001900CI0D000 00 O?W?WPARTIDOO:0O0D0DO30.0001970 000000000000 000OOOOO
00031.000/0000192000000000000000000010024-250320000199000000-0000000
00000 0003300001930 000000000000000002020-24034.000000199%00000000000
0000000000000 000000000D000000000000D00O263-200000:00000000000000
03.0000/0000 (19900 000—-00000000000D0:0003.0000/000000@99)0000000OO:O
0003700019720 00000000000000000D000O4500 3-4038.0000200400000000020000000
01096-98030.0 0000000001990 00 0000000000:0000400000197000000000000000
00000000000 00oo000ooo00ooD00oooo041.0000000197400000000000000000112
048520420 0000000001900 000000000:00000043.000019800000000000000000
0000000000 000000000000000000000044.0000200100000000000:00000000
O0000045.0000200400000000000000000000O740 77-78046.000007704019000000000
000000000000 00oooooooooooie0n47r0o00g200000000000000000:0000048.00
O0000o0ooOoooe070000000000000:0000049.00001976000000000000000004070-81
0500000190 0CASO 000000000000 0O0OO0O0D0OO0OO0DO20021-23051.000000002000000000
O000:000%000000000000200000000000000000000000:0000000000000A053.
oooooeod 101100 000000000 0000000000000 O00600M.00000000200000000000
O0o00o-000000000000000020137-1565055.000000106030 000000000000 0000000O00O0O
gO110056.0000040011027000000000000000000000O060057.00002003000000000000
0000000000000 000000000000D0DO0000O0000OD00DOOOss. 000000098 OOOO
O00000000000D009I0.0000000199900000000000000:0D000000D0e60.00002005000
000200000:00061.000000000000D194600000000000000D0000:0000000DOOOO
062000020070 000000000000 O0O0: 0000000000000 0O0ODOO0OOO0O0OOODOO0ODODE3.00OO
00040 0000000000 0000006.000000000193000000000000: 0000000065000
01920 00 00000000:000066.00?20190000000000000%00067.000019300000002000



00: 0000680000190 00 0000000000000 OOOO9O7-8069.0 0000020000 00000000000
000000000000oooOoss-1000000:00000007.00000000200500000000000000000
020050 000 00000000000027410000:00000000000071.0?°0020030 0000000000000
0000000000000 0000000000000000072000019890 0 000000:000732000063011
0260000000000000000O0O0O70000000A01.Engel,J.F., Blackwell, R. D., & Miniard, P. W.[0 199301 . Consumer
behavior (7th ed.). Orlando, Florida: Dryden Press.2.Gay, L. R.[0 199200 .Educational Research Competencies for Application. New
York:Macmillan.3.Gerald Zaltman,O0 Philop C. Burgerd 19770 . Marketing Research: Fundamentals and Dynamics.New York :Dryden
Press.4.Howard, J. A.O0 199401 . Buyer behavior in marketingstrategy. p.35. New Jersey: Prentice-Hall.5.Kaiser, H. F.O 19740 .Little Jiffy, Mark
1V. Educational and Psychological Measurement,34, 111-117.6.Kolter, P.00 199600 .Marketing management: Analysis planning implementation
and control .00 9th ed.O . New Jersey: Prentice Hall.7.Kosslyn, S. M.O 19810 .The medium and the message in mental imagery: A theory.
Psychological Review,88,4-65.8.Neisser,U.00 197600 .Cognition and reality. San Francisco:W. h. Freeman.9.Nicosia, F. M.[0 1968 . Consumer
Decision Process:Marketing and Advertising Implication. New Jersey: Prentice Hall.10.0sgood, C. E., Suci, G. H.,&Tannenbaum, P. H.OO 1957
O .The measurement of meaning. Urbana: lllinois Press.11.Paivio, A. ,& Desrochers,A.[0 198001 . A dual-coding approach to bilingual
memory.Canadian Journal of Psychology,34, 388-399.12.Paivio, A.[1 19750 . Perceptual comparisons through the mind’ s eye. Memory and
Cogmition,3,636-647.13.Steven, J.0J 199201 .Applied Multivariate Statistics for the Social Sciences[] 2nd ed.[J . Hillsdale, NJ: Lawrence Erlbaum.
00000010000200200002008:00000000020020200700000 91531000 0009100270970 0000097
0110 70 O O O : http://www.wpeiic.ncku.edu.tw/law/%E6%8C%91%E6%88%B02008.pdf2.0 D 0 0 0 00 0 0O 0O 020060 0950 0O O
0000000000 0000000o0ooes0ooos0n0o97dll0700OO:
http://www.cdec.gov.tw/public/Attachment/7731610207.pdf3.0 00 000020070 00 00000970 000000000 0O0O0ODOO
000000000o97011070000: http://210.241.21.133/DOC/PLAN_70_200405242303265.ntm4.0 0 00000000000
O00oooooo97roilo0l0000ooooooooooooon:
http://cpis.tainan.gov.tw/cprpts/changhwa/analysis/tet/ch25.htm5.0 0 O 0 0710 0000000000 OO0OOOOOO8O0OO0O97
0100100000000000040¢: http://www.cwk.com.tw/cw/enterprise/login.asp6.U. S. Food and Drug Administrationd 1999,May
O .The Food Label .Retrieved December 1, 2008, from the World Wide Web: http://vm.cfsan.fda.gov/~dms/fdnewlab.html



