bedLY EF

K % CHARUSIRI PASU

A (EHE) % A4 E[H

S VAN it Rl %)

S A S HITHEH 8%

PRG54 H A G443 H2 3H

AL G0 B ALHLANGE 5 450 1 IHGL Y R L

WFFERE e ORI B TMER T A2 « AT 40 7 TFHIK

PHimY BEH Product Infographic Labeling on Food Packaging
(BRBEICETIREDAVITATZITT49IDS
NILERTR)

FALE AL AR & Hex M
mlA A A ST
Al R il L

w X A BE 0 EF

This study examined the benefits of additional extrinsic cues on food packaging and
the influence of informative content labels on consumer’s perception based on product
quality. With the development of trading industries; product circulation has increased
rapidly, therefore placing more importance on product packaging and labeling strategies.
Product packaging and communicative element has become a critical factor, towards how
consumers are influenced when making decisions to select items. Generally, consumers do
not regard sales packaging as separate from the product it contains. The product package’s
communicative element is divided into visual elements and information elements. Visual
elements consist of colors and images while information elements relate to particular
instruction and usage of the product. The label is used to identify which product matches
with the consumers’ needs since the label allows buyers to distinguish one product from
another. In the design field, product packaging design is considered a critical element for

distinguishing one from another, influencing consumers’ purchasing decision.



More specifically, this study examines what variation in label styles and existence
brings impact subsequences of quality aspects. In this study, participants were shown
various fresh meats packaging labels, termed “product infographic labeling” in the
experimental stages of both design and content created as ordinary labeling. We conducted
a survey, which was followed up with interviews to help analyze customer behavior and
other ideas and beliefs. In addition, we conducted tests and collected and analyzed data to
indicate and identify significant points showing additional extrinsic cues pertaining to
product information by using repeated analysis of variance (ANOVA) and additional
analysis through the eye-tracking data method.

The analyzed eye-tracking data showed that visual attention was significantly
devoted to an additional infographic label. When these additional data were analyzed
through the ANOVA method we discovered that the infographic approach on meat
packaging positively influenced consumer’s perception of product quality.

Furthermore, the research discovered that the proportionality ratio of an area of
interest on meat packaging affects how consumers interpret and process product quality.
Additionally, an infographic labeling approach for meat packaging can decrease average
time consumption on consumers’ purchasing behavior of meat products respectively. As a
result, we provide a design reference for meat product labeling and positioning placement
to promote consumers’ perception of product quality.

These findings lend valuable data that highlight how infographic labeling design has
a greater impact on general product evaluation and quality expectations respectively. As a
result, we are able to provide a design reference for fresh food labeling and positioning
placement to promote consumers’ perception of product quality. This highlights
multiple-labeling design impacts more general product evaluation and quality expectations

respectively.
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