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Abstract

The packaging of a product is a combination of various elements, each of which can be effective in the
buying behavior of consumers. One of the important elements of the packaging is the information elements
included on the packaging. In this research, the effect of four types of packaging information, including
mandatory information, marketing information, nutritional information, and environmental information,
on the preferences of consumers of dairy products, was investigated in the city of Noor, Mazandaran
province in 2021.This research is practical in terms of its purpose and descriptive-correlation survey in
terms of the way of conducting the research. The data collection tool was a researcher-made questionnaire
that was distributed among 384 customers of food stores in the city of Noor by available sampling method.
The reliability of the questionnaire was confirmed through three measures of factor loadings, Cronbach's
alpha and composite reliability, and its validity was confirmed through convergent validity and divergent
validity. Structural equation method was used in this research. The model estimation results showed that
the research model had moderate predictive power, so that the independent variables together could explain
37.7% of consumer behavior changes. In this regard, legal information with a path coefficient of 0.55,
environmental information with a path coefficient of 0.33, and marketing information with a path
coefficient of 0.275 respectively have had the most positive and significant impact on consumer purchasing
behavior. The path coefficient calculation of 0.097 did not show a significant relationship between
nutritional information and the buying behavior of customers. The findings of the research showed that the
types of packaging information are effective on the behavior and preferences of consumers; Also, marketing
information has a positive and significant effect on consumer buying behavior. It is suggested that in order
to attract more attention of consumers, the information related to the storage conditions of the products

should be made available clearly and completely.
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Table 1. Descriptive demographic statistics of the respondents
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Table 2. Descriptive statistics related to the marketing information component of dairy product packaging
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Standard Average  .L; h? h s S WS R Marketing o
- g : Variable information
Error ver Medium Low Very type
hig low
83 150 92 52 7 G R i e
Frequency JERTtom
1.02 3.65 s The image of the )
217 39 24 135 138 Percent company's brand on
the packaging
79 57 131 84 33 _ <9 Ol 5 ol eunlie
L 317 Frequency o,\;;s,\gﬁ: v
. . View the
206 148 34 22 86 -2 manufacturer's name
and logo
43 70 155 59 57 _ A s SRSy e
12 296 Frequency (S ¥
112 182 404 154 1738 *or Company logo on
Percent the packaging
123 67 104 72 18 _ SUP sy S,
Frequency Jyame
12 3.53 oy Product production ¥
32 175 27 188 4.7 Percent and packaging

metho




b4 VEF s o) o)lod ¥ 0,90 s3,stiS bl 5 alss bzl aloes

o Y gazo (Guidinmg 15k Sledbl Ao & bgyyo Aogi laoylol Y Jguzr aslol
Continued table 2. Descriptive statistics related to the marketing information component of dairy product packaging
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11 3.03 oS Photo and image 6
154 172 29.9 305 7 Perc)ent related to the
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13 2.62 Include the address I3
14 11 26 21 28 oy and contact number
Percent of the company on
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3.15 85 oSl
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0.929 85 e Sl Total items

Total Standard Error
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Table 3: Descriptive statistics of the component of consumer buying behavior
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Standard Ao o pridlse Ll
Error ge  Completely

agree

145
0.935 4.03

37.8

113
0.888 3.9

29.4

89
0.845 3.89

23.2

84
0.869 3.77

21.9

bl
Agree

133

34.6

138
36

193

50.3

156

40.6

gy

el
No
idea

78

20.3

113
29.4

73
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30.5

Scale Lo
il
Disagree
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7.3

20
5.2
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Continued table 3: Descriptive statistics of the component of consumer buying behavior
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24.7 378 331 4.4 Percent change m
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this brand again
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purchase)
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(S 4 5,l09)
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' Total Average oy 55 £ game
0.638 55 ke Syl Total Items
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'- Cronbach Alpha coefficient
"- Composite Reliability (CR)
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Table 4: Kolmogorov-Smirnov test in order to check the assumption of normality of research variables

5 oo ol oz e
Significant level Z Statistic Variable
0.000 3.197 )kl AL .
' ' Legal-mandatory information
bt oledt!
0.001 2.016 Marketing information
i oledl
0.017 1.54 Nutritional information
0.000 2.597 sty Sl :
Environmental information
0.000 2.44 28 S0 5 1S,

Consumer purchasing behavior
..“ . - Lngd\:._éLi :b‘Lo

g3 b i s lgw ole slayb polio 0 Jguar
Table 5. Values of the factor loadings of the questions of the research variables

bl L Jls ailge
Factor load Question Component
] s DYgamme &y 2 Gl Jpame 6125 b s )
0.751 Seeing the brand name of the product on the increase in the purchase of dairy
products
) @JC)YB_?;LA‘_QJ:;;Mssj&b.dﬂ.jg;}bMljﬁc)wc)og;ﬁ.onl . .
0.907 The importance of including the production license number and production series

on the packaging of dairy products
Sy S¥pama Gahaieg (59, SBl )lhe 3l 60 o Ay n )0 sl

0.865 The importance of putting the operating license from the Ministry of Health on the iy
packaging of the products in the purchase <o
d DYgamme w3 50 I Sl el Crrends pllas dslialsS Coan .—%g
0.765 The importance of food safety assurance system certification in purchasing dairy 3T
products ) 3&
Sy SYpame Gk a5 slakil g adgi &b s 36 g
0.737 The effect of seeing the date of production and expiration on the packaging of S
products in the purchase .
0.708 o Q5 p Jyame odijle &S00 pb Cyg) 530
' The effect of visibility of the product manufacturer's company name on purchase
0.746 . 4—')—" Olme u:“)‘“‘ E31] _;FJ_B 059 ‘;’L‘f)ual gy
' Effect of net weight information - approximate weight on purchase amount
0.843 ) Aﬁ{:;dl},,?)a_wbk?lbl@o;;l:
' The effect of inserting price information on the purchase amount
0.901 ) “waJJBM“SJ»\JPF&“’M*j“\Jﬁ‘uL“SPLu-‘”
' Seeing the manufacturer's name and logo when buying a dairy product
S g Jyae Gon dlay )3 ES 20 K p 397y 2L )
0.830 The effect of the presence of the company's brand in product packaging on <
purchase ) 2
0.758 %)5)36*9@&55)&‘51‘:6;BJ°5?5):3U . . 3&7
' The effect of the presence of the company logo on the packaging in the purchase a t;
S (S A 69, S50 (eled o)led g sl 0 3 S
0.883 The effect of including the address and contact number of the company on the S
packaging on the purchase ) 3 E
' The effect of photos and images related to the product on the purchase S

S sl (o SYgame SRl s Jpame oty 5 adg o9y 53U
0.746 The effect of product production and rﬁ)ackaglng on choosing dairy products for
purchase
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Continued table 5. Values of the factor loadings of the questions of the research variables

0.897 .»).> @_Plv\él 3 G (35 adl b J)lﬁ e 7,0 56 _.gl ,

. The effect of inserting the packaging recyclability symbol on the purchase ghs_ §
0.819 S 50 Cempylasme IS Cawgs Jpame gonding iz U . 3 § :

The effect of environmentally friendly product packaging on purchasing 83 (E_

0928 S DYgame 8y, 4 pladl 18 B pae 51w (goidian (x5 lail 90 Cggu g'% g

Ease of discarding packaging after consumption when purchasing dairy products
o DY gaze 3y 5 10 Jgaze DlaS 5 g Dlgize 4y by e Sledbl 5429 530

0.771 The effect of the presence of information about the contents and ingredients of the
product in the purchase of dairy products
0.711 Sy 0 Gk A 55 Jpame 2l (51,0 536

The effect of product nutritional value on packaging in purchase
o DYgame 3y 3 50 6l Lulyd 4 Loy e ledlbl 3529 25U

0.711 The effect of the presence of information on storage conditions in the purchase of
dairy products ) P
Sy 50 99 (GAdien (59 ‘5_)'L~'°fL‘l 3 %J? V9 9 Brae J‘”‘J_‘)}“-“° & 550 . §
0.760 The effect of adding consumption instructions and production and preparation S %
methods on packaging should be used in purchasing 3 :L’
0.759 ) S olil e sl Lg)jL;J:-Ag Lbgs o leMbol ,..,L, ) g 0
’ The effect of information about manufacturing technology in increasing purchase =l
0.809 S 23 SR S5 ‘DL?)LH NN r—’b . 3 E
’ The effect of the location of information on the packaging in the purchase 2
' The impact of health requirements and recommendations on purchasing
) DYgazme &5 50 canz 2 59) 2 o9 2 L o 0L Sl eslitd G .
0.768 The effect of using native or non-natlé/e language on the label in purchasing dairy
products )
Gy 5 (05l 50 (SS9 Sl Dyg0 4y guaidiy (2L, oblE 550
0.879 The effect of tracking the packagin%]electronically (barcode insertion) in the
purchase
0.854 (W 2 5 ly) ol wp b Jgarme 3y )5 &y aBMle
’ Interest in buying a product with a specific brand (brand loyalty)
0.782 (85 4 (5,l3B9) 0y 5 5l ooty o
’ Not regretting the purchase (brand loyalty) § E
Ao Ay B Juad c
0.738 Willing to repurchase 3 b
(03 Q) @55 (o0 235 2 ol S50 DY gamme Sl Jpaze (nlp odle e g}
0.751 In addition to this product, I also buy other products of this brand (purchase 2E
amount) 25
(> 5189 w5 walys 2y ool Sl sazme eas i 1) 095 Jpams Joo will )18 51 g
0.876 If I am going to change my product model, I will buy from this brand again (repeat
purchase)

5 S5, sl (Anselmsson et al., 2017) #lis,S sl colps 48 0 sadline 1o (F) Jgaz ,0 a5 aigS Lo

)“3)9’.')? 9 (SO Ls)lf}l*” 9 gs‘L‘l" j‘ J““" a C“élﬁ}) Q‘ﬁscsa ‘)iol‘a“’ Q?-‘ u*’l-“"ﬁ 45 0l dwle <1V (YL L”)“*“’
olexe 3l iz Slasye JBla (g, ceslaojlo Ll e sl S $olexe ElisyS ST e o5 ] 5l el
Hlis a8 wl dwlxe < 1Y 5l 5YL polie coled o ipgh cpl jo a5 WS e ooliiwl (CR) oS 5 obL <o po pbay 5580
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Table 6: Calculation of Cronbach's alpha coefficient, composite reliability and convergent validity

AVE CR CA el
Component
0.917 0.931 0.917 b gl el
Legal-mandatory information
{5{ |
0.919 0.923 0.919 ol
Marketing information
o lasee Sledl|
0.876 0.913 0.876 . S o
Environmental information

lasdss &
0.913 0.927 0.913 ke sl
Nutritional information
0.643 0.900 0.861 P pe L)

Consumer behavior

S =g by 4151y 29 g il Y Jgu
Table 7: The matrix of divergent validity assessment by Fornell-Larcker method

s plaszee Sled| Sl Sledb| Slaiss Sl bl oledt!
OIS b puae i3,
. Environmental Legal Nutritional Marketing
Consumer behavior . ) . . . . . .

information information information information
bk eS|
0.817 Marketing
information
slaiss Sl
0.767 -0.656 Nutritional
information
FHEREAPSYIN

0.793 0531 -0.520 i

Legal information
0.883 0.109 0.381 -0.260 Environmental
information
oaS & s
0.802 0.355 0.494 0.334 -0.159 T

Consumer behavior

Beiss sloazsly sl
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Figure 2: The research model in the case of significant coefficients (t-values)
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Source: Research findings
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Figure 3: The structural model of the research in the mode of estimation of path coefficients, R? and factor loadings
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Source: Research findings
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Mahdieh & Karimi, Hajian & Hajian, 2017, Konstantoglou et al., 2020, Benachenhou et al., 2018)
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