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Abstract  :  As  products  become  increasingly  similar  in  competitive  markets,  achieving  product  segmentation  and
differentiation through packaging design has become the primary task when designing retail product packaging. When the
main focus of brand marketing is no longer the product itself, emotional marketing, such as the use of humorous packaging
designs, may be employed to successfully promote the brand. Such efforts will capture the hearts of consumers, generate
discussions, and allow the brand to leave a deep impression in consumers. In this study, snack packaging was used to develop a
relationship model that illustrated the effect of humorous packaging designs on brand awareness and brand attitude. The study
was divided into three stages: In the first stage, in-depth interviews and focus group interviews were conducted with experts to
construct 24 indicators for assessing humorous packaging designs. In the second stage, survey questionnaires were distributed
to a young consumer group; the results showed that the group had a high and low product involvement with chocolate and
dried shredded squid, respectively. Humorous packaging designs were subsequently created for two snack types to produce a
study sample of 12 different packaging. In the third stage, packaging designs were evaluated by obtaining scores for the
consumers’ brand awareness, brand attitude, and perceived effects of the packaging designs. Finally, a relationship model was
developed to show the effect of humorous packaging designs on brand awareness and brand attitude, confirming that two
perceived effects of humorous packaging designs (i.e., ‘pleasant and emotionally healing’ and ‘connected to people’s daily life’)
exhibited a significant and positive effect on ‘perceived brand value,’ where the effect of ‘pleasant and emotionally healing’ was
the most significant. In addition, ‘pleasant and emotionally healing’ exerted a significant and positive effect on ‘brand purchase
intention.’ Furthermore, packaging designs with humorous elements helped foster brand awareness.
Keywords : brand awareness, brand attitude, humorous design, packaging design
Conference Title : ICCVAD 2018 : International Conference on Communication, Visual Arts and Design
Conference Location : Toronto, Canada
Conference Dates : June 21-22, 2018

World Academy of Science, Engineering and Technology
International Journal of Information and Communication Engineering

Vol:12, No:06, 2018

O
pe

n 
Sc

ie
nc

e 
In

de
x,

 In
fo

rm
at

io
n 

an
d 

Co
m

m
un

ic
at

io
n 

En
gi

ne
er

in
g 

Vo
l:1

2,
 N

o:
06

, 2
01

8 
pu

bl
ic

at
io

ns
.w

as
et

.o
rg

/a
bs

tr
ac

ts
/8

49
12

.p
df

ISNI:0000000091950263International Scholarly and Scientific Research & Innovation 12(06) 2018 1

https://publications.waset.org/abstracts/84912.pdf

