
European Online Journal of Natural and Social Sciences; vol.2, No. 3(s), pp. 279-289

European Online Journal of Natural and Social Sciences 2012;
ISSN 1805-3602

www.european-science.com 

279 

vol.2, No. 3(s), pp. 279-289

Corresponding author: Reza Farashbandi, Payame Noor University, Boushehr, Iran. 
E-mail: Reza_farashbandi@yahoo.com.

Copyright © Reza Farashbandi et al., 2013

Abstract

The aim of the current study is to analyze the effect 
of the quality of packing on customer behavior from 
Bushehr’s chain market customer’s point of view. The 
statistical society is the whole customers in Bushehr’s 
chain markets. A total of 170 women and 111 men 
have been chosen randomly. The tool for gather-
ing information in this study is a questionnaire for 
the customers. The results indicated that 100% of the 
customers have determined the effect of quality very 
much. 84% of them considered color to be very im-
portant, 89.7% considered the material of the pack-
age very important, 88.3% considered the style of 
package very important, 81.5% considered variable 
packaging very important and finally 79% consid-
ered descriptive and complete information on the 
package very important. In order to analyze the re-
sults of question 6, the Friedman technique was used 
which indicates the most important and the least im-
portant the packaging. In order to analyze question 7, 
t-test was used and the results indicated that the mean 
of the answers between men and women about the 
quality of the packaging was difeerent and its effects 
was meaningful (p<000/1). Regarding the question 8, 
the answers are meaningful based upon the custom-
er’s level of education on a level (p</02). In order to 
analyze the variables of question 9, ANOVA was used, 
which led to the result that there is no meaningful re-
lation between the age and the opinion of the custom-
ers about the question on level (p=/1).

Keywords: The quality of packing, product, 
customer behavior, food, customers, chain markets 

Introduction

Packing is an important part of the modern 
life and like that the importance and the variety of 
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the products which need packing is increased. To-
day it is a great industry, art and financial activity, 
there is no doubt that mankind has learned pack-
ing from the nature, by taking a look at fruits, eggs, 
shells of walnut, pistachio, nuts, etc.. We can prove 
this fact. The first rules of packing can be seen in 
ancient Greek, they kept the olive oil in special 
packs named Amphora and marked it with the seal 
and wrote the city, time of sealing and the person in 
charge on it (Saeedian 2009, p. 8).

In order to achieve a more accurate analysis of 
customer behavior one of the things we have to con-
sider is the elements regarding this matter. The be-
havior can be affected by many factors; the experts 
divide these into three groups of social, market-
ing and positioning elements. The social environ-
ment is in contact with many things like culture, 
social classification, leading groups, personal status 
etc. And, each of the marketing factors like product, 
price, elevation and distribution can all affect the re-
action of the customer. The effect of the product on 
the customer is very important. Lot of the attributes 
of a product like the brand, the producing company, 
innovation, can all affect the customer’s behavior.

A brief study of the traditional approaches shows 
that the traditional thought line was consisted of 
the internal attributes of the product, and this will 
not answer the needs we have in the modern society; 
the customers are affected by multiple layers of the 
product. But, the reality of our society shows that 
all the efforts in this field are based upon the tradi-
tional approaches and field studies play no role in 
the process.

In the current situation, the producers do not 
have any clear idea about the importance and the 
role packaging plays in the sales. In order to fill this 
gap, this study tries to analyze the way the affection 
works and define the important factors affecting 
the design process and customer behavior to take a 
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small step toward helping the marketing and growth 
of the work. Also, making a better competitive envi-
ronment for food industries (Rahmani, 2009, p. 13).

In this study, we have first used library stud-
ies to define the theory aspects, and then we have 
performed the field studies in this field. Finally, we 
have used the gathered data from the chain markets 
to analyze the effects of the packaging on customer 
behavior.

Significance of the study 

The importance of the packaging and design 
as a tool to make connection with customers and 
the choosing of trademarks is increasing day by day. 
In order to fulfill the connection goals we have the 
gain enough psychological data in this field. It is 
a necessary factor to understand the customer be-
havior. The packaging of a product is an art, sci-
ence and technology to keep and protect the good 
from harms and pollutions; it is considered a way 
to deliver a message to the customer in marketing. 
It will also help us keep a tidy and suitable keeping 
stance; these are all reasons that even the traditional 
thoughts have moved towards packaging.

Most of the customers pay a lot of attention to 
the looks but a few of them pay enough attention to 
the information provided on the labels. We use a 
wide range of things to give detail to the foods like 
colors, shapes, designs, symbols etc. these will all 
attract the customers and help them with the iden-
tification of the products. The likelihood of a pur-
chase by a customer increases with the level the 
product satisfies their expectations. When the cus-
tomer has not thought beforehand about the pur-
chase, they can make the decision at the same time 
with the purchase process by using connective ele-
ments (Alami, 1995, p. 37)

Theory
These days we hear talk about the packaging 

worldwide and know its importance in the proper 
proposing the products. Big companies with known 
brands rethink their packing strategy and undergo 
expensive and complicated processes to do that; 
but, unfortunately packing has not found its proper 
position in our country yet and as a result we have a 
weak presence in the world market.

Even though the industries have advanced so 
much in the recent years but we still haven’t gained 
anything suitable in the worldwide market, we are 

even unable to have a proper presence in markets 
of dates, pistachio, saffron etc. that we are one of 
their greatest producers. Products that are harvest-
ed with a lot of effort and then sold back to another 
third country with cheap prices and then, after re-
packing in a proper way sold again in the worldwide 
market at a high price and all the benefit goes to 
westerners.

In order to understand the importance of pack-
aging, we are forced to have a brief look at mar-
keting as well, since packaging is an international 
tool it has a very important role. Economic agencies 
have paid attention to this matter for years and fol-
low it in design, graphic, colors and suitable pack-
aging in order to increase their share in the market 
more than their competitors (Maleki 2004, p. 15) 

A good packaging can work as a silent sales-
man and since it not only belongs to production 
lane but it also lingers in the marketing domain. 
The decisions on it must be made by both market-
ing and producing managers. Attracting customers 
by packaging is the role of the marketing managers 
and their common decisions with the other manag-
ers can help to reach a suitable process and have a 
prosperous marketing, the tests and studies of big 
companies show that packaging plays the most im-
portant role in attracting the customers and sales in 
the domestic and international sales.

The food packaging for a new product requires 
many factors, the first step we have to take is creat-
ing an image or a subliminal thought for the pack-
aging, it means understanding that what it means 
and what it wants to do? The decision about other 
factors like shape, place, materials, etc. is the sec-
ond thing we have to do. These factors must all be 
fused together in a suitable way to reach the maxi-
mum optimal outcome; the packaging must also 
be in parallel with the advertisement and the prices 
we put on the product (Golchin Far 2011, p. 120) 

Definition of packaging
– Packaging is creating a protective layer that 

ensures the safety of the product from the stage after 
production to the consumption and helps the sales.

– Any package that contains a product and 
eases protection and transportation can be called 
packaging.

– The packaging gives the message of the pro-
ducer to the buyer and creates a connection with 
them to give information.

– Dehkhoda has defined packaging in his en-
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cyclopedia as: placing different products or materi-
als in a layer or box.

– Packaging is creating a layer or box that en-
sures the safety of the contents from the stage after 
production to transportation, storage, distribution 
and final consumption, and keeps it away from 
chemical or physical harm.

– Packaging can be considered the outer layer 
of a system called product.

– A system that reduces the time of product to 
PAINE from the distribution, transportation, stor-
age, sales and consumption.

Benefits of packaging
There are some benefits for packaging as follows:
• Possibility of storing the goods and protect 

them from chemical, physical and mechanical 
harms for a longer period.

• Better engineered shapes and because of that 
better storing possibilities.

•  Better and easier usage 
• Easy transportation and reduced chance of 

harm from environmental reasons.
• Reduced chance of theft, because the counting 

can be done on high speed and automatically and the 
traits of each product reduce the theft’s chance.

•  Easier distribution 
•  More sales 
•  Reduced wastes by proposing a good and suit-

able package we can reduce this factor by a great deal.
•  Helping the customer to achieve a thoughtful 

purchase by placing useful labels and providing in-
formation.

• Reserving one of the most influential parts of 
a country’s financial state resides in this factor.

• Helping to increase the level of employment 
and creating a work environment because this in-
dustry is rather new in our country, and it has yet to 
find its proper place but should achieve it. We can 
also buy various products in bulk and by providing 
a good package, we can increase the sales and in-
crease the income and culture at the same time.

• Saving the environment by using proper pack-
age and using of recyclable materials we can reduce 
garbage production and help the environment by 
this (Boloorian, 2009) 

The negative points
The negative traits of this field are so little when we 

compare them to the positive ones; in one word they 
consider it extra expenses and unrecyclable materials 
can be considered the most important factor. About the 

extra expense the transportation and storage expenses 
can help to reduce this factor (Boloorian, 2007).

Review of related literature 

The studies inside Iran
Saeedian (2002) has stated that packaging is 

an important part of the modern life. The more a 
country gets developed and industrial the more gets 
the importance of the products with packaging.

Ranjbaran (2009) has stated that the compa-
nies will use different materials like quality, good 
prices, good services, good customer relation, etc. 
to achieve the happiness of the customers. One of 
the methods they use to achieve this is proper pack-
aging with high quality. Boloorian (1994) has stated 
that the packaging is the clothes of the product and 
the customer guesses about the quality, price, con-
tent, etc. by looking at the package of a product.

Zaribaf (2003) stated that the companies have 
to use dynamic patterns of culture, society etc. in 
order to keep in touch with the ever changing cus-
tomer needs.

Rahmani (2009) has found out during his re-
searches has found out that the packaging is very im-
portant to get customers attention and the beautiful 
designed packages can attract more customers.

Kermaninejad (2006) has stated that the relation 
between packaging and customer is established by 
numerous factors like color, shapes, designs, size etc.

Mohammadi (1997) has analyzed the behavior 
of customers in big markets and realized that they 
pick the products inside the big malls. The cus-
tomer is free of any kind of mind pressure and the 
attractiveness of the products increases the instant 
sales.

Arbabi (2007) has stated in an article named 
“the role of design and packaging on the amount 
of purchase by customer” that the packaging is one 
of the most important marketing factors, especially 
about the consumable products.

Monafi and Najafi (2008) have considered low 
prices as one the main reasons for instant purchase 
because they offer the least mind occupation.

Studies outside of Iran
Lee (2003) has considered packaging an art, 

technology and science to protect the goods in order 
to control, protect, transport, store and show infor-
mation.

Cutler (2005) has written that packaging means 
creating a layer of packaging for a product. Ampior 
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and Villa (2006) have stated that the package is a stor-
age layer in direct contact with the product, which 
protects and keeps the goods, helps to identify it and 
helps the transportation and the mercantile aspect of 
the product.

Ahmad (2005) stated that packaging plays a vital 
role in production, storage, distribution and marketing 
of various products.

Randbo (2005) stated that companies can use the 
packaging in order to divide themselves from competi-
tors and gain some sort of business advantage.

Patsola (2001) by analyzing the goals of packaging 
ha stated that there are two main goals of packaging 1) 
protection and storage of the good 2) attracting cus-
tomers and helping the sales.

Park and Shannon (2006) have stated that seeing 
a product with attractive packaging, design or other 
provoking stimulants can be a good suggestion for pur-
chase.

Robert (2001) state that the customer likes to use 
outward and non essential traits like packaging instead 
of quality factor. This happens more when the custom-
er 1) doesn’t know the product 2) doesn’t have enough 
time to elevate the product 3) can’t make a proper de-
cision about the main traits.

Cutler (2005) has stated as before, one of the 
most important factors is instant purchase; it means 
the customer decides to buy a product as soon as 
he/she sees it even though there is no prior under-
standing. This kind of purchase more happens to the 
easy products, they are buying very easily by the cus-
tomers, they are available everywhere, have low prices 
and will usually be bought repeatedly. If the product 
doesn’t invoke the customer he/she won’t make the 
purchase. In general buying product with low pressure 
usually takes place without acquiring information. 
This suggests that the information on the labels is usu-
ally less important; this means that when the customer 
wants to pay a high level of attention they suffice to the 
writings on the package.

Prendergost and Pit (1996) have analyzed the ba-
sic elements of packaging and studied their role in the 
marketing and organization managing. Managing the 
packages gets its importance from the fact that they 
should be kept from harm during their transporta-
tion in the distribution channels.

Nancaro et al (2007) state that there is a high pos-
sibility that customers pay attention to different factors 
from smell, visual, voice, sensual or other aspects. All 
the while they pay attention to the image of the product.

Moon (2001) stated that the relation between 
customer choices I different markets and the traits of 

package designs have a key element; the market should 
use them to achieve a proper strategy.

Research questions 

Main question: how much does the quality of the 
packaging have a role in the behavior of the food prod-
uct to customers?

Minor questions:
1. How much does the color of the packaging have 

a role in the behavior of food product customers?
2. How much does the material of the packaging 

have a role in the behavior of the food product to cus-
tomers?

3. How much does the method of the packaging 
have a role in the behavior of the food product to cus-
tomers?

4. How much does the variability of the packag-
ing have a role in the behavior of the food product to 
customers?

5. How much does the full provided information 
on the packaging have a role in the behavior of the 
food product to customers?

6. Is there any difference from customer’s point 
of view about the elements of behavior of the food 
product to customers?

7. Is there any meaningful relation between dif-
ferences of the opinions between different genders of 
food product customers?

8. Is there any meaningful relation between differ-
ences of the opinions between different levels of edu-
cation of food product customers?

9. Is there any meaningful relation between differ-
ences of the opinions between different ages of food 
product customers?

Methodology 

The methods of study are various and in this 
study, as the interference does not change the vari-
ables, it is a non-experimental one; but since it ana-
lyzes the behavior of the customers of chain markets, 
it is a descriptive one which is done by survey method.

Statistical society
The statistical society of this study consists of 

all the chain markets of Bushehr’s customers for 
one week (from April 25th to April 31th). The num-
ber of the customers were almost 1050 persons.

The sample
To select the sample, first we have to define the 
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ing 281 remaining ones and based upon this, they 
were numbered again and each information were 
coded. We analyzed them by SPSS in windows. 
In analyzing the data, the descriptive statistical 
methods like distribution tare, percentage, aver-
age, standard deviation, etc. and also descriptive 
question (number 1 to 5) were used. In the scale of 
results, each of the questions was analyzed by ad-
vanced methods (question 6) and t-test for indepen-
dent groups (question 7) and variance analysis and 
scheffe following test (questions 8 & 9).

Main question
How much does the quality of the packaging have 

a role in the behavior of the food product to customers?

Table 1. Distribution of respondents according to 
their opinions about the effectiveness of quality 
food packaging products to consumer behavior

Per-
cent

Frequency 
(number)

The impact of quality food 
packaging products to consum-
er behavior in terms of subjects

%0 0 Very little
%0 0 little
%0 0 Average
%0 0 Very

%100 281 Very much
%100  281 Sum

134/66 Mean 
6/62 Standard deviation

The data show that 100% of the customers con-
sidered the effect to be very high. The average of their 
answers was 134/66, and the standard was 6/62.
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Figure 1. Distribution of respondents according to 
their views about the effects of color on behavior, 
consumer packaged goods, food 

Side questions 
1. How much does the color of the packaging have 

a role in the behavior of food product customers?

amount of the sample, which is related to the valid-
ity. The more we need validity, the more samples 
we need and vice versa. In this study, we used in 
the estimation of the sample size formula with the 
1050 statistical societies by 95% accuracy and 5% 
error rate, the sample result was 281 persons.

P – is the ratio of the persons with required as-
pects (p –1) 

q – Is the ratio of the persons without the re-
quired aspects (1/96) 

T – Is the accuracy (95%) 
d – Is the negligible error ratio (5%) 
N – The statistical population 
n – The sample amount 

Data collection instrument
In this study, the required information was 

gathered by questionnaires, and it included two 
parts 

A: Demographic questions: they were asked to 
define the personal traits of the customers.

B: The poll: it was used to determine the opin-
ion of the customers of chain markets about the ef-
fect of the quality of the packaging on the customer 
behavior. The questionnaire was based on 30 items 
of the five likert scale. It included 5 dimensions in-
cluding color of the package, material of the pack-
age, the method of packing, the variety of packages 
and full information on the product label and each 
of them had 6 items. The total point of each per-
son is summed up from all these factors. And, the 
total number between 30 and 150 defines the effect 
of the packaging quality on the customers of chain 
market behavior.

Validity and reliability questionnaires were used 
before the main study. In order to determine the va-
lidity, we gave the questionnaire to some teachers at 
universities to determine if the questions represent 
suitable answers or not. After deleting or adding 
some of the items, we printed the finalized ques-
tionnaire and gave it to a smaller statistical society 
and 40 copies of it were filled with customers. Then, 
we coded them and calculated them by SPSS appli-
cation and reliability alpha tester method.

Results 

After gathering the data and removing 
the incomplete questionnaires, we started analyz-
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Table 2. Distribution of respondents according to 
their views about the impact of gender on consumer 
packaged goods and food 

Per-
cent

Frequency 
(number)

Color effects on consumer behavior 
and food packaging products in 

terms of subjects
%0 0 Very little
%0 0 Little
%0 0 Average

%16 45 Very
%84 236 Very much

%100 281 Sum
26/81 Average
2/31 Standard deviation

According to the data we can say that 16% of all of 
the participants considered the color factor’s effect to 
be high and 84% considered it very high. The average 
of the score was 26/81 and the standard was 2/31.

Figure 2. Distribution of respondents according to 
their opinions about the effectiveness of sex behav-
ior in consumer packaged goods and food

2. How much does the material of the packaging have 
a role in the behavior of the food product to customers?

Table 3. Distribution of respondents according to 
their views about the impact of gender on consumer 
packaged goods and food 

Per-
cent

Fre-
quency 

(number)

Material effect on the behavior of 
the consumer packaged goods, food 
from the perspective of participants

%0 0 Very little
%0 0 Little
%0 0 Average

%10/3 29 Very
%89/7 252 Very much
%100 281 Sum

27/26 Average
2/05 Standard deviation

The data suggest that 10.3% of the customers con-
sidered the effect to be high and 89.7% of them consid-
ered it very high, the average score on the question was 
27/62 and the standard deviation was 2/05

Figure 3. Distribution of respondents according to 
their opinions about the effectiveness of sex behav-
ior in consumer packaged goods, food 

3. How much does the method of the packaging have 
a role in the behavior of the food product to customers?

Table 4 shows the ratio of the customers about 
their opinion on the question.

Table 4. Distribution of respondents according to 
their view about the effects on the behavior of the 
consumer packaged goods and food

Per-
cent

Fre-
quency 

(number)

Impact of packaged food products 
on consumer behavior in terms of 

subjects
%0 0 Very little
%0 0 Little
%0 0 Average

%11/7 33 Very
%88/3 248 Very much
%100 281 Sum

27/16 Average
1/98 Standard deviation

The data show that 11.7% of the participants 
considered the effect to be high and 88.3% of them 
considered it very high. The average of the score was 
27/16 and the standard deviation was 1/98.

Figure 4. Distribution of respondents according to 
their views about the impact of food packaging prod-
ucts to consumer behavior 

4. How much does the variability of the packaging ha  -

ve a role in the behavior of the food product to customers?
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The data show that 21% of the participants 
considered the effect to be high and 79% of them 
considered the effects to be very high, the average of 
the score on this matter was 26/93 and the standard 
deviation was 2/43.

Figure 6. Distribution of respondents according to 
their views on the effects of complete product in-
formation listed on the packaging of goods on con-
sumer behavior, food 

6. Is there any difference from customer’s point 
of view about the elements of behavior of the food 
product to customers?

Table 7. Results of Friedman test to compare the 
customers’ point of view about the effects of food 
components on the behavior of consumer goods 
packaging food 

Sig. Degrees  
of freedom

Chi-square  
calculated

Num-
ber

0001/ 4 20/03 281

Table 8. Comparison of mean score components pack-
aged food product from the consumer’s perspective

Mean  
Rating

Components packaged food product 
from the consumer’s perspective

2/96 Color packing goods

3/16 Packing material goods

3/18 Packaged goods

2/68 Variety of packaged goods

3/02 All product information listed on the 
packaging of goods

According to the above table, at least in one pair 
of them, a meaningful relation exists (p</0001) 
because the result is less than/05. Therefore, we 
can say that the method of packaging and the vari-
ety of the packaging are the most and least impor-
tant factors in the same order. The effect is much 
more than what the man considered it.

Table 5 shows the ratio of the customers about 

their opinion on the question.

Table 5. Distribution of respondents according to 
their views about the effects of diversity on con-
sumer packaged goods and food

Percent Frequency 
(number)

Variety of food packaging 
products’ impact on consumer 
behavior in terms of subjects

%0 0 Very little
%0 0 Little
%0 0 Average

%18/5 52 Very
%81/5 229 Very much
%100 281 Sum

26/49 Average
2/58 Standard deviation

According to the data 18.5% of the participant 

considered the effect to be high and 81.5% of them 

considered the effect to be very much, the average 

was 24/69 and the standard deviation was 2/58.

Figure 5. Distribution of respondents according to 
their views about the impact of diversity on consumer 
packaged goods, food

5. How much does the full provided informa-

tion on the packaging have a role in the behavior of 

the food product to customers?

Table 6. Distribution of respondents according to 
their opinions about the effectiveness of complete 
product information listed on the packaging of 
goods on consumer behavior and food 

Per-
cent

Fre-
quency 

(number)

Full information on the product 
package insert effect on food con-

sumer behavior in terms of subjects
%0 0 Very little
%0 0 Little
%0 0 Average

%21 59 Very
%79 222 Very much

%100 281 Sum
26/93 Average
2/43 Standard deviation
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7. Is there any meaningful relation between dif-

ferences of the opinions between different genders 

of food product customers?

Table 9. Comparison of male and female customers 
comment on the impact of quality food packaging 
products to consumer behavior 

Gender N Mean SD
Degrees 
of free-

dom 
t Sig.

Man 111 131/73 5/69
279 6/4 0001/.

Woman 170 136/57 6/49

As we can see in the table, the difference be-

tween men and women in meaningful with the T 

test results we acquired. From the results, we can 

say that women considered the quality of the pack-

aging more important and therefore the thesis is de-

clined.

8. Is there any meaningful relation between dif-

ferences of the opinions between different levels of 

education of food product customers?

Table 10. Comparison of the impact on the con-
sumer’s perspective of quality food packaging 
products to consumer behavior in terms of their 
education

Education Number Mean SD

The Diploma 29 132/51 5/3

Diploma 39 137/3 7/21

Above Diploma 45 134/13 5/83

Above Bachelor 100 134/01 6/59

Above Bachelor 68 135/38 6/94

Sum 281 134/66 6/62

Table 11. Results of ANOVA

Source Square Degrees of 
freedom 

Mean 
square F P 

Between 
groups of 496/57 4 124/18

2/91 ./02The 
Groups 11779/79 276 42/68

Sum 12276/55 280 –

As we can see in the 10 & 11 tables, the devia-

tion between the average score is meaningful which 

means the thesis can be proven. The results of the 

scheffe test (table 12) also show that the difference 

between under diploma levels and the diploma 

level was meaningful but the other levels were not 

meaningful like that because the results were more 

than/05.

Table 12. Results of Scheffe test for the compari-
son of quality of insights about customer behavior, 
consumer packaged goods according to their edu-
cation level 

Educa-
tion

The Di-
ploma Diploma Above 

Diploma Bachelor

Mean 
Dif-
fer-
ence 

P

Mean 
Dif-
fer-
ence 

P 

The 
Di-

ploma
- - 4/79 05/ 1/61 /89 1/49 /88

Di-
ploma 4/79 05/ - - 3/17 /3 3/29 /13

Above 
Di-

ploma
1/61 89/ 3/17 3/ - - /12 /99

Bach-
elor 1/49 88/ 3/29 13/ /12 /99 - -

Above 
Bach-

elor
2/86 42/ 1/92 71/ 1/24 /91 1/37 /78

9. Is there any meaningful relation between dif-
ferences of the opinions between different ages of 
food product customers?

Table 13. Comparison of the impact on the consum-
er’s perspective of quality food packaging products to 
consumer behavior based on their age 

Age Number Mean Standard 
deviation

Less than 30 years 93 133/22 5

30 to 35 years 69 134/66 7/05

36 to 40 years 34 135/85 7/19

41 to 45 years 40 135/87 5/3

46 years 45 135/66 8/83

Sum 281 134/66 6/62

As it is clear from the above tables, based upon 
the variance, we can say that there is no meaning-
ful relation between the average of the customer 
scores.
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Table 14. Summary Analysis of Variance

Source Square Degrees of 
freedom

Mean 
square

F

Between 
groups of 344/22 4 86/08

1/99 /1The 
Groups 11932/23 276 43/23

Sum 12276/55 280 –

Discussion 

39% of the participants were men and 60.5 per-
cent were women; 10.3% were under diploma, 
13.9% were diploma, 16% were college entrée, 35.6% 
had bachelor degree and 24.2% had masters. The 
most populated group belonged to bachelor de-
gree, where 33.1% were under 30 years, 24.6% were 
between 30 and 35, 12.1% were between 36 and 
40, 14.2% were between 41 and 45; and 16% were 
46 years old and more. Most of the participants were 
under 30 years.

The main question: how much does the quality of 
the packaging have a role in the behavior of the food 
product to customers?

All of the customers (100%) considered the 
effects to be very high, the average score was 
134/66 and the standard deviation was 6/62. These 
findings are in accordance with Faraji (2001) Saee-
dian (2002) and Hoverly (2007). Analyzing the 
question shows that the packaging is one of the 
most important elements of the sales and that are 
why all customers considered the effects very high.

Minor questions
1. How much does the color of the packaging 

have a role in the behavior of food product cus-
tomers?

16% of all of the participants considered the 
color factor’s effect to be high and 84% consid-
ered it very high. The average of the score was 
26/81 and the standard was 2/31. These findings 
are in accordance with Mohammadi-Almoti (2007) 
Golchinfar (2011) and Lee (2007) which shows that 
the main factor in gaining attention is color. All of 
the customers approved this effect.

2. How much does the material of the packaging 
have a role in the behavior of the food product to cus-
tomers?

10.3% of the customers considered the effect to 
be high and 89.7% of them considered it very high, 
the average score on the question was 27/62 and 
the standard deviation was 2/05. These are in ac-

cordance with Zaribaf (2003) Roosta (2002) and 
Silavi (2007), analyzing the question shows that 
the packaging is a key factor in customer’s deci-
sions because he can use its help to reach his own 
decision and that is why all of them considered this 
factor effective.

3. How much does the method of the packaging 
have a role in the behavior of the food product to cus-
tomers?

11.7% of the participants considered the effect 
to be high and 88.3% of them considered it very 
high. The average of the score was 27/16 and the 
standard deviation was 1/98. These are in accor-
dance with Alami (1994), Boloorian (2008) and 
Cutler (2008), analyzing this question shows that 
the importance of design in the packaging as a tool 
of marketing is very high that is why all the custom-
ers considered this important factor.

4. How much does the variability of the packag-
ing have a role in the behavior of the food product to 
customers?

18.5% of the participant considered the effect 
to be high and 81.5% of them considered the ef-
fect to be very much, the average was 24/69 and the 
standard deviation was 2/58. These were in accor-
dance with Rahmani (2009), Moslemizade (1996) 
and Serka (2004). Analyzing the question shows 
that the variance in the packaging is one of the 
customer attracting methods and it gets more im-
portant in the competitive world of today. That is 
why all the customers confirmed the high value of 
this factor.

5. How much does the fully provided information 
on the packaging have a role in the behavior of the food 
product to customers?

21% of the participants considered the effect to 
be high, and 79% of them considered the effects to 
be very high, the average of the score on this mat-
ter were 26/93 and the standard deviation was 2/43. 
These were in accordance with Alami (1994), Arb-
abi (2007) and John (2004). Analyzing the ques-
tion, it shows that proper packaging from the visual 
aspect can pass good information to the customer, 
and that is why all the customers considered the ef-
fect of this factor very high.

6. Is there any difference from customer’s point 
of view about the elements of behavior of the food prod-
uct to customers?

At least in one pair of them a meaningful re-
lation exists (p</0001) because the result is less 
than./05, in total we can say that the method of 
packaging and the variety of the packaging are the 
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most and least important factors in the same order. 
These were in accordance with Almoti (2007), Saraf 
(2003) and Minor (2007). Analyzing the question 
shows that the method of packaging is the most im-
portant factor and the variety are the least.

7. Is there any meaningful relation between differ-
ences of the opinions between different genders of food 
product customers?

As we can see in the table, the difference be-
tween men and women in meaningful with the T 
test results we acquired. From the results, we can say 
that women considered the quality of the packaging 
more important and therefore the thesis is declined. 
These were in accordance with Golchinfar (2011), 
Roosta (2002) and Lee (2007). Analyzing the ques-
tion, it shows that women do most of the shopping 
today and that is why they consider the effect much 
more important.

8. Is there any meaningful relation between differ-
ences of the opinions between different levels of educa-
tion of food product customers?

The deviation between the average score is mean-
ingful which means the thesis can be proven. The re-
sults of the scheffe test (table 12) also show that the 
difference between under diploma levels and the di-
ploma level was meaningful, but the other levels were 
not meaningful like that because the results were 
more than/05. These are in accordance with Saeed-
ian (2002), Faraji (2001) and Silavi (2007) analyzing 
the question shows that the opinion difference be-
tween under diploma level and diploma is meaning-
ful but has no significant meaning in the other levels.

9. Is there any meaningful relation between dif-
ferences of the opinions between different ages of food 
product customers?

Based upon the variance, we can say that there is 
no meaningful relation between the average of the 
customer scores and their ages, so the thesis was 
declined. These were in accordance with Zaribaf 
(2003), Alami (1994) and Cutler. Analyzing the 
question shows that there is no meaningful difference 
between different age group’s opinions about the 
packaging quality.

Suggestion for future studies 

• Use of other methods like interview with the 
student 

• Similar studies on other groups.
• Paying attention to matters that increases the 

manager’s level of understanding about the quality of 
packaging.

• Studies in other city to extend the results we 
acquired.

• Make a proper chart for improving the quality 
of packaging in the related organizations.

• We should study the current challenges we 
face in this field.
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