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ABSTRACT 
 
This study explores the reaction of consumers to a new package design.  Respondents evaluated a new package design at 
different levels of experience. The results indicate that the type of experience with the package has a significant effect on the 
consumers’ attitude toward the package and the quality expectation of the product inside the new package. 
 

INTRODUCTION 
 
The element of package design is crucial to the success of a product, because effective package design can ensure the product 
gains consumer notice, communicates information, and provides sensory stimulation to consumers (Bloch 1995).  This 
importance is why manufacturers take great care when designing new packages (Murphy 1997). The literature in this area 
emphasizes the importance of package design as part of the total product but little attention has been paid to the impact of the 
consumer’s experience with the package on the evaluation of the product itself (Mooy & Robben 2002; Poiesz & Robben 
1994).  Experiences range from an indirect experience of merely visualizing the product in a picture without physical 
interaction to a direct experience of handling or using the product and package.  Researchers have suggested that valuable 
insights can be gained from exploring a consumer’s evaluation of the package and its contents after a direct experience with 
the package instead of merely looking at a picture of the package itself (Mooy & Robben 2002; Hoch & Dieghton 1989). 
Clearly, there is a need to better understand the relationship between the new package design with consumers’ experience 
level and the impact on purchase intention. 
  

CONCEPTUAL FRAMEWORK 

For more favorable attitude change to occur consumers must be exposed to diagnostic product experience.  Consumers learn 
more about the package and product through a more active direct experience, thus making the information-processing an 
easier task by allowing physical manipulation.  Therefore, the diagnostic information obtained through direct experience 
helps the consumer learn about the new package, resolve negative feelings, and as a result positively influences the 
consumers’ attitude. Some literature suggests the more direct sensory experience consumers have with a product, the more 
likely they feel they can make an informed judgment about the quality of the product (McCabe & Nowlis 2003).  If the 
consumer can move toward a more direct experience through handling and using the package, they are more likely to make 
an inference from the perceived quality of the package to the food product contents (Steenkamp 1990).  It is speculated that 
as consumers progress from indirect experience (seeing the product on the shelf) to a more direct experience (handling or 
using the package) their attitude toward package becomes more favorable and their quality expectation of the product 
becomes higher, as a result, the level of purchase intention should increase.  
 

DISCUSSION 
 
The researcher distributed surveys with tomato product in a new package design. Respondents were exposed to differing 
level of experience. The findings are as follows: First, consumers evaluate a new package on the two dimensions of “package 
- ease of use” (PEU) and “package - ease of handling” (PEH).  The factor analysis revealed that consumers find PEU as the 
primary dimension and PEH as the secondary dimension as they develop attitude toward the package.  As firms introduce 
new and novel packages they may want to emphasize package usage when trying to provide consumers with the perception 
of superior performance quality. Second, the type of experience with the package has a significant effect on increasing 
consumers’ favorability toward package and the quality evaluation of the product inside.  While the respondents did not show 
a significant difference in favorable attitude toward product usage from moderately direct to direct experience, there was a 
significant difference from indirect experience only.  This finding reveals that consumers are less likely to develop a 
favorable attitude toward a new package and develop a positive quality expectation of the product by looking at the package 
in picture form from a magazine or newspaper advertisement.  Third, the results of this study reveal that consumers’ 
expectation of product quality and the dimension of PEU have a positive association with purchase intention regardless of the 
type of experience available to the consumer.  Surprisingly, the second dimension of PEH capabilities did not significantly 
affect the respondents’ level of purchase intention under any type of experience. Thus, consumers could use both dimensions 
of attitude toward package when making a purchase decision, but the results of this study show that when it comes to 
purchase, consumers appear to primarily use the PEU dimension.  (References available upon request.) 
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