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Abstract 

This study explores the influence of hedonic and utilitarian values of food packaging design that influences 
customers’ buying decision. It focused on processed frozen food produced by small and medium 
enterprise (SME) in Malaysia. There are substantial numbers of SME’S that were registered in Malaysia 
and one of the categories are including food processing sector. However, these enterprises lack of 
knowledge in marketing strategy particularly in food packaging design to compete in highly competitive 
market. Six (6) elements of food packaging design which is images, colours, sizes, materials, shapes, and 
labels are investigated. These elements have an obvious significant relation toward the hedonic and 
utilitarian values on packaging. The study approaches causal research design on finding the effect of the 
independent variable (food packaging design perceived hedonic and utilitarian value) towards the 
dependent variable (customers’ buying decision of a processed food product). The data were collected by 
online survey questionnaire among customers that aware, consumed and purchased SME processed 
frozen food in Selangor, Malaysia. The questionnaire was distributed on an online platform and to 
respondents that are residing in Selangor, Malaysia. A total of 263 responses were received, only 243 
respondents answered “yes” on familiarity, consuming, or purchasing SME processed frozen food 
products. As for the finding of the study, it is found that the right elements of food packaging design have 
relationship in customers decision. The hedonic and utilitarian attributes have a considerable contributing 
proportion in influencing customers purchase decision. Overall, this study provides an exciting 
opportunity to advance the knowledge of food packaging design that perceive hedonic and utilitarian 
value for customers to purchase SMEs processed frozen food. 
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1 Introduction 

Customers’ confidence to purchase can be derived from the characteristics of the 
product itself. The product’s description can form a mixture of tangible and intangible 
aspects that promote customers to purchase (Mazhar et al., 2015). In other words, 
product packaging is one of the tangible and intangible aspects that manufacturers must 
consider in marketing their products. However, the designation of food packaging is 
dependent on the food product category that has been selected. 

Processed food is one of the food convenient category that increased Malaysian 
demand as the product has a longer shelf life and can be prepared within a shorter time 
(Flanders Investment & Trade Malaysia Office, 2020). Most Malaysians prefer product 
that has a large variety of choices and convenient storage options. Flanders Investment 
and Trade Malaysia Office (2020) mentioned, over 8,000 processed food establishments 
were registered in Malaysia. Most of the establishments are comprised of Small Medium 
Enterprises (SME). Processed frozen food also contributes to the number of small 
medium enterprise (SME) that were registered in Malaysia.  

Furthermore, food packaging design could be one of the aspects that small medium 
enterprise (SME) needs to consider in marketing their products. Most of the packaging’s 
main purpose is to provide protection towards the product, however, the packaging 
itself can provide an element of marketing offer for manufacturers to increase their 
revenue (Zekiri & Hasani, 2015). Hence, six element of food packaging design which is 
images, colours, sizes, materials, shapes, and labels is being conducted in this study.  

In line with the food packaging design theories, customers’ lifestyle at the beginning 
of the 21st century had affected the evolution of packaging tangible aspects (Cortina-
Mercado, 2017). A successfully planned food packaging design has a higher probability 
to attract customers attract and allow them to differentiate food products on shelves. 
This statement also involves the hedonic and utilitarian value of food packaging design 
in regards with the customers’ buying decision. Hedonic term is related with emotional 
aspects, while utilitarian terms is connected with functional aspects preferences (Batra 
& Ahtola, 1991). 

Although some research has been carried out on food packaging design, few studies 
have investigated on processed frozen food. As processed frozen food degradative 
reactions are distinct, the design and functional packaging are unique than other food 
products (Sand, 2019). Moreover, there have been very few empirically published 
accounts of food packaging design that perceive hedonic and utilitarian values in regards 
with customer purchase decision. One of the study recommendations for hedonic 
factors where combination of shape and colour into a packaging design will persuade 
customers’ interpretation of the product quality including their emotional response and 
general preference toward the product (Chitturi et al., 2019). While utilitarian factors 
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open an opportunity to determine the product quality based on the shape and size of 
the food packages (Holmes and Paswan, 2012).  

Therefore, six independent variables from food packaging design were used in this 
study according to the most influential food product design attribute with regards to 
hedonic and utilitarian values on customers’ purchase decision. This stud provides an 
exciting opportunity to advance the knowledge of food packaging design that perceive 
hedonic and utilitarian value in influencing customers’ purchase decision on SME’s 
processed frozen food. 

2 Literature Review   

2.1 Food Packaging Design  

The packaging theory by Prendergast (1995) stated that the products made from a 
material of any nature give a function of protection, security, delivery, handling, and 
product presentations, from basic materials proceed to processed food, from 
manufacturers to customers. Another earliest definition of food packaging based on 
Pilditch (1957) as cited from Monnot et al. (2015) described that product packaging is 
the “silent salesman”, which means the packaging must be an attraction at the point of 
purchase in order to represent the “salesman”.  The purpose of food packaging is to 
protect the food quality and the design of the food packaging is to create the products 
representing the food value. According to (Hassan & Mostafa, 2018), identification of a 
product value and brand identity can be based on the food packaging. Packaging is one 
of the most important components in generating brand equity as it is connected to 
product quality. Packaging distinguishes a product from products of other brands (Zekiri 
& Hasani, 2015). Food packaging can be a crucial part of designing a food product. As 
mentioned by Cortina-Mercado (2017), when packaging is being created for a new 
product, it is important to make a unique packaging that can be distinguished and 
attracts the target market of the product. 

2.2 Processed Frozen Food 

Processed food can be defined as food that has been processed via cooking, frozen, 
canned or its nutrition value had been changed (Ellis, 2019). The concept of the food 
categories is based on the degree of food processing. According to Imiru (2017), 
processed packaged food is one of the components of the modern lifestyle due to the 
high demand for easy-to-prepare meal solutions, convenience, portability and to lessen 
the hassles of grocery shopping and prepare a meals. The processed food formulation 
can depend on several ingredients which may include sugar, salt, fats, and oil. In 
addition, according to the Italian Trade Agency (2017), packaged food sells at lower 
prices to foodservice channels compared to retail and therefore foodservice operators 
can offer their customers an attractive selling price. 

Processed convenient food is also known as a product that has already been pre-
packaged. It can be in the form of a fresh product or frozen product that requires 
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reheating before served (Sen et al., 2019). It is also a product that provides a convenient 
purpose for the customers. Moreover, the design of processed frozen food packaging 
considers food nutrition and healthiness purpose. Thus, as mentioned by the same 
authors, processed frozen food is sold in a proper packaging that is designed with the 
benefits of utilitarian purposes. Furthermore, it is explained that the degradative 
reactions of processed frozen food material are different. Thus, the development of 
design and technical needs of each frozen food is different from one another (Sand, 
2019). Designing a processed frozen food packaging can be one of the complicated 
factors that manufacturers need to consider as they need to maintain the food quality 
in order to evolve the packaging as an attractive element to purchase simultaneously 
(Sand, 2019). 

2.3 Food packaging Design perceive Hedonic and Utilitarian 

Hedonic preference for products user is explained on their emotional response 
towards the product. As mentioned by Denecli and Babur Tosun (2017), the hedonic 
value can be explained by customers’ preferences that are influenced by certain 
emotions. In a simple explanation, hedonic benefits can lead to consumers’ satisfaction 
by the products’ quality of luxury, fun, and excitement (Wang, 2017). 

Three food packaging design element that are being conduct in hedonic attributes 
which is colours, label, and visual images. As mentioned by Imiru (2017), packaging 
colours is a unique selling method as it delivers a message for the customers. Moreover, 
the colour itself personifies most of the thoughts and feelings and it is often used as a 
medium of communication to deliver the message of the image as it represents the food 
products (Mazhar et al., 2015). An emotional response from the customers on certain 
products and the products’ memorability are dependent on the colours (Khuong & Tran, 
2018). The researchers also mentioned that customers are more likely to buy a colourful 
package as it especially is memorable and draws attention. Most of the time, labels state 
the instruction of usage, ingredients, quantity, name of manufacturers, retail stores, and 
many others. (Khuong & Tran, 2018). Labelling gives information regarding the product’s 
category, ingredients, and instructions. Customers making their decision to purchase the 
product are just not only guided by the taste, but also some other extrinsic factors such 
as brand awareness, labelling, price, and origin (Zekiri & Hasani, 2015). Pensasitorn 
(2015) stated that, graphic design on the packaging is to determine the elements of the 
packaging and create psychological affects on customers. The images of the processed 
frozen food products are important because it increases the attention and familiarity of 
a products. The background image is the image in the mind of the customers which helps 
to distinguish the brand of the products from different brands (Zekiri & Hasani, 2015). 

Therefore, based on the literature review, first hypothesis are as follows: 

H1: Perceived processed frozen food packaging’s hedonic value increases, customers’ 
intention to purchase processed frozen food products will increase. 
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H1a: Packaging colours give an enjoyment to customers to purchase processed 
frozen foods. 

H2b: Packaging labels give pleasure to customers to purchase processed frozen 
foods. 

H2c: Packaging graphic elements entertain customers to purchase processed frozen 
foods. 

Utilitarian preference usually is related with consumers convenience on using the 
products. Utilitarian value considers customers’ usage particularly concerning with 
convenience of opening, re-closing for storage, and disposing the products (Fadzil et al., 
2015; Maffei & Schifferstein, 2017; Omar et al., 2011). As defined Yoh et al. (2016), the 
utilitarian value is considered as the degree of functionality of the products. 

Three food packaging’s design element that are being conduct in utilitarian 
attributes which is shape, size, and material. Purwaningsih et al. (2019) founds that, 
packaging shapes contribute to customers’ memory perception, as shapes create an 
easy recall when customers want to purchase the products. Product packaging shapes 
that provide a compartment have a positive influence on the utility value (Widaningrum, 
2014). Based on a previous study conducted, packaging shape scored the highest on 
memorable packaging element (Hassan & Mostafa, 2028). As mentioned by Ruto (2015), 
in a situation of having two options of the same products but of different sizes, usually 
customers would choose the products of the larger volume or quantity although it costs 
slightly more to spend. In this current situation, usually customers decide based on their 
perception of the size of the products. According to Khuong and Tran (2018), a product 
with a larger size will produce more volume than a smaller products. Based on 
customers’ perception, this situation will make them less concerned with quickly 
running out of products. The higher the quality of the material, the higher the 
possibilities it will attract the customers as compared to a low-quality product material 
(Orji, 2014). Food packaging materials that are used have unique representative 
implications that enhance the communication of food packaging towards consumers 
(Maffei & Schifferstein, 2017). As mentioned by Ansari and Siddiqui (2019), high-quality 
material does not only protect the products from the external environment but also 
contributes to maintaining the shelf life of the products and making the shipment of 
products more convenient. 

H2: Perceived processed frozen food packaging utilitarian value increases, customers’ 
intention to purchase processed frozen food products will increase. 

H2a: Packaging shape is convenient that influence customers to purchase processed 
frozen foods. 

H2b: Packaging size provides satisfaction to customers to purchase processed 
frozen foods. 
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H2c: Packaging material provides functionality value to customers to purchase 
processed frozen foods. 

2.4 Proposed Study Framework 

The framework has been constructed based on the past literature and empirical 
research study. The model speculates the food packaging design element with the 
perceive of hedonic and utilitarian that influence customers buying decision. The study 
framework is showed in Figure 1. 

 

Figure 1: Proposed Framework of The Study 

3 Methodology 

3.1 Samples and data collection 

The purpose of this study is to determine SME processed frozen foods packaging 
perceived hedonic and utilitarian values influence on the customers buying decision. 
Food packaging designs under hedonic values include colour, label and graphic, while 
utilitarian value includes size, material, and shape. The questionnaires were distributed 
on an online platform to respondents that are residing in Selangor, Malaysia. A total of 
263 responses were received, only 243 respondents answered “yes” on familiarity, 
consuming, or purchasing SME processed frozen food products in the past 8 years, which 
gave the response rate of 92%. After the data had been cleaned from straight-lining 
answer and had removed the outliers, a total of 197 data was used for statistical 
analysis.    

3.2 Measurement  

To explain the profile of the respondents, the demographic section was developed. 
Screening questions are included in the questionnaire whether the customers familiar, 
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consume, and purchased processed frozen food products in the past 8 years. 
Independent variable of food packaging element was consisted of three (3) elements 
(colour, label, and image) with the perceive of hedonic attributes and another three (3) 
elements (shape, size, and material) with the perceive of utilitarian attributes were 
measured using 4-item respectively. The dependent variables, customers intentions 
were measured using 6-item. Questions for food packaging design perceive hedonic and 
utilitarian were constructed based on the adaptations from Wang (2017), Ghali (2020) 
and Ansari and Siddiqui (2019). Items were measured on 5-point Likert scale format 
range from “(1) strongly disagree” to “(5) strongly agree”. 

3.3 Method of Analyses 

According to the hypothesis testing, the methods used to analyse the data are 
multiple regression. Descriptive analysis helps the researcher to analyse the 
demographic information of the respondents. A multiple regression approach is used to 
predict the variation in the dependent variable. As for this study, multiple linear 
regression will be conducted to analyse the six-independent variable of three (3) 
elements (colour, label, and shapes) perceive hedonic attributes and three (3) elements 
(shape, size, materials) perceive utilitarian to the dependent variable of customers 
purchase intention. 

4 Findings and Discussion 

4.1 Demographic Profiles 

The sample profile is shown as table below: 

Table 1: Demographic profiles of the study 

Demographic Category Frequency Percentage 

Gender Male 67 34.0 

Female 130 66.0 

Age 21 – 30 171 86.8 

31 – 40  20 10.2 

41 – 50  5 2.5 

Less than 20 1 0.5 

Marital Status Single 134 68.0 

Married 63 32.0 

Job Unemployed 6 3.0 

Student 26 13.2 

Self-employed 30 15.2 

Private 115 58.4 

Civil servant 21 10.7 

Income level Below RM1,000 32 16.2 
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RM1,001 - RM2,500 89 45.2 

RM2,501- RM4,894  59 29.9 

RM4,850 and above 17 8.6 

 

The data for testing hypotheses and addressing research goals was gathered using an 
online questionnaire survey. As presented in Table 5, the total respondents are 197. 
Male respondents were concluded to be 34% (n=67) and most of the respondents were 
female, making up 66% (n=130). Most of the respondents are single, 68.0% (n=134) and 
another 32% (n=63) are married. In regards of age, the result revealed that 0.5% (n=1) 
of the respondents is less than 20 years old, 2.5% (n=5) of the respondents are between 
41-50 years old. Other than that, 10.2% (n=20) respondents are between the age of 31-
40, another 86.8% (n=170) represents the highest participation among the age 
categories which is 21-30 years old. For the respondent job, the majority shows that 
they are working in private sector, 58.4% (n=115) and followed by self-employed, 15.2% 
(n=30), civil servant, 10.7% (n=21), student 13.2% (n=26), and the lowest is unemployed, 
3.0% (n=6). As for the income level, 16.2% (n=32) of the respondents’ income are below 
RM1,000, followed by 45.2% (n=89) of income range between RM1,001- RM2,500, 
respondents’ income between RM2,501 – RM4,894 is 29.9% (n=59), and the lowest 
recorded is RM4,850 and above, 8.6% (n=17). 

4.2 Reliability and Validity Analysis 

The validity of the questionnaire is assured by panels of expert with academic 
background from UiTM Puncak Alam. Therefore, the questionnaire was distributed to 
four (4) panels of expert in the hospitality industry to verify the validity of the 
questionnaire. It is also to avoid mistakes or misunderstood questions in the research 
instrument.  

The reliability of the questionnaire was analysed towards customers in Selangor 
that familiar, consume, and purchased SME processed frozen food products in the past 
8 years. According to Sekaran and Bougie (2016), the nearer Cronbach’s alpha to number 
1, the more reliable the internal consistency of the instruments. In this research, alpha 
coefficient of hedonic and utilitarian values towards customers’ buying decision has 
been measured as below: 

Table 2: Reliability test of the study variables 

Section Cronbach’s Alpha Number of Item 

Section B (Hedonic) 0.899 12 

Section C (Utilitarian) 0.909 12 

Section D (Customer purchase intention) 0.864 6 

Total 0.942 30 

Note. N = 197 
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4.3 Descriptive Statistic 

 

Table 3: Mean scores and standard deviation for study variables 

Item Description Mean Std. Deviation 

Food packaging perceived Hedonic attributes 

HC1 Frozen food packaging colour gave me joy experience. 4.20 0.795 

HC2 Frozen food packaging colour make me felt pleasure. 4.12 0.864 

HC3 Frozen food packaging colour make me feel like buying a right 

thing. 

4.03 0.958 

HC4 Packaging colour positively affects my emotion on easily 

remembered frozen food product.                                          

4.32 0.779 

HL1 Frozen food packaging label gave me joy experience. 4.05 0.822 

HL2 Frozen food packaging label make me felt pleasure 4.09 0.797 

HL3 Frozen food packaging label make me feel like buying a right thing. 4.34 0.721 

HL4 Packaging label positively affects my emotion on easily understand 

frozen food product. 

4.35 0.745 

HI1 Frozen food packaging image gave me joy experience. 4.54 0.602 

HI2 Frozen food packaging image make me felt pleasure 4.42 0.692 

HI3 Frozen food packaging image make me feel like buying a right 

thing. 

4.37 0.685 

HI4 Packaging image positively affects my emotion on easily 

remembered frozen food product.                                      

4.50 0.636 

Food packaging perceived Utilitarian attributes 

US1 Frozen food packaging shape was useful for my practical use (exp: 

storage or stacking purposes) 

4.52 0.659 

US2 Frozen food packaging shape was convenient for my use (exp: 

storage, easy-open food) 

4.54 0.673 

US3 I fulfil my need just what I wanted through the frozen food 

packaging shape 

4.05 0.888 

US4 I found the right frozen food packaging shape I wanted 4.06 0.777 

USZ1 Frozen food packaging size was useful for my practical use (exp: 

storage or stacking purposes) 

4.43 0.664 

USZ2 Frozen food packaging size was convenient for me (exp: food 

portion, storage, or easy-open food) 

4.46 0.658 

USZ3 I fulfil my need just what I wanted through the frozen food 

packaging size 

4.15 0.810 

USZ4 I found the right frozen food packaging size I wanted 4.09 0.800 

UM1 Frozen food packaging material was useful for my practical use 

(exp: storage or stacking purposes) 

4.24 0.851 

UM2 Frozen food packaging material was convenient for my use (exp: 

eco-friendly, storage or easy-open food) 

4.34 0.776 

UM3 I fulfil my need just what I wanted through the frozen food 

packaging material 

4.16 0.848 

UM4 I found the right frozen food packaging material I wanted 4.14 0.812 

Purchase intention 

PI1 Packaging colours influence me to purchase frozen food product. 4.30 0.747 

PI2 Food packaging label make me purchase frozen food product. 4.39 0.665 

PI3 The graphic on food packaging makes me purchase frozen food 

product. 

4.35 0.731 

PI4 Food Packaging shapes is useful and convenient that influences my 

purchase decision 

4.30 0.733 

PI5 Food packaging sizes make me have will to buy frozen food 

product. 

4.34 0.722 

PI6 Food packaging material make me purchase frozen food product. 4.29 0.798 

Note:  N = 197. All items were used on 5-point likert scale with (1=strongly disagree to 5=strongly agree” 

As showed in table above, shows the overview of mean scores which range between 
4.03 to 4.54 for overall items. The two items with the highest mean value were “Frozen 
food packaging image gave me joy experience” (M=4.54, SD=0.602) and “Frozen food 
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packaging shape was convenient for my use (exp: storage, easy-open food)” (M=4.54, 
SD=0.673). The item with the lowest mean value is “Frozen food packaging label gave 
me joy experience” (M=4.03, SD=0.958). 

4.4 Hypothesis Testing 

Table 5: Model summary for processed frozen foods packaging perceived hedonic attributes 
and customers’ purchase intention. 

Model Summary b 

Model R R Square Adjusted R 
Square 

Std. Error of 
the Estimate 

1 .628a .395 .385 2.64955 

a. Predictors: (Constant), Hedonic Colour, Hedonic Label, Hedonic Image 

b. Dependent Variable: Purchase Intention 

According to the model summary, the value of R (0.628) indicates a moderate 
relationship between SME processed frozen foods packaging of colour, label and image 
perceived hedonic attributes towards customers purchase. The value of R2 (0.395) 
means 39.5% of total variation in the overall purchase intention can be explained by 
processed frozen foods packaging with the perceived hedonic attributes. 

Table 6: Regression coefficients for processed frozen food packaging perceived hedonic 
attributes on customers’ purchase intention. 

Coefficientsa  

Model 

Unstandardized 

Coefficient 

Standardized 

Coefficients 
t Sig. 

B Std. Error Beta 

1 (Constant) 8.071 1.658  4.869 .000 

 Hedonic colour .341 .100 .264 3.396 .001 

 Hedonic label .221 .092 .167 2.406 .017 

 Hedonic image .447 .109 .313 4.389 .000 

a. Dependent Variable: Purchase Intention 

 

The first question in this study sought to determine whether SME processed frozen 
food packaging with the perceived hedonic value influence customers to purchase the 
product. In the regression analysis, respondents predicted purchase intention is equal 
to 8.071 + 0.341(colour) + 0.221(label) + 0.447(image). The data concluded from the 
coefficients result indicate that colour (β = 0.264, p-value = 0.001 < 0.05), label (β = 
0.167, p-value = 0.017 < 0.05), and image (β = 0.313, p-value = 0.000 < 0.05) have 
significant positive effects on customers’ purchase intention. Therefore, H1a, H1b and 
H1c are supported in hedonic perspective towards customer purchase intention. 
Consequently, the first hypothesis (H1) is supported. 
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Table 7: Model summary for processed frozen food packaging perceive utilitarian attributes 

and customers purchase intention. 

Model Summary b 

Model R R Square Adjusted R 
Square 

Std. Error of 
the Estimate 

1 .542a .294 .283 2.86132 

a.  Predictors: (Constant), Utilitarian Shape, Utilitarian Size, Utilitarian Material 

b. Dependent Variable: Purchase Intention 

 

According to the model summary, the value of R (0.542) indicates a moderate 
relationship between SME processed frozen food packaging size, shape, and label 
perceived utilitarian attributes with customers’ purchase intention. The value of R2 
(0.294) which means 29.4% of total variation in the overall purchase intention can be 
explained by processed frozen food packaging perceived utilitarian attributes. 

 
Table 8: Regression coefficients for processed frozen food packaging perceived utilitarian 
attributes on customers’ purchase intention. 

Coefficientsa  

Model 

Unstandardized 

Coefficient 

Standardized 

Coefficients 
t Sig. 

B Std. Error Beta 

1 (Constant) 11.207 1.662  6.743 .000 

 Utilitarian shape .380 .119 .266 3.192 .002 

 Utilitarian size .383 .130 .266 2.944 .004 

 Utilitarian material .100 .096 .082 1.033 .303 

a. Dependent Variable: Purchase Intention 

 

The second question in this study sought to determine whether SME processed 
frozen food packaging with the perceived utilitarian value influence customers to 
purchase the product. In the regression analysis, respondents predicted purchase 
intention is equal to 11.207 + 0.380(shape) + 0.383(size) + 0.100(material). The data 
concluded from the coefficients result indicates that shape (β = 0.266, p-value = 0.002 < 
0.05) and size (β = 0.266, p-value = 0.004 < 0.05) have significant positive effects on 
customers purchase intention. However, packaging material (β = 0.082, p-value = 
0.303 > 0.05) has no significant affect towards customer purchase intention. Therefore, 
only H1a and H1b support utilitarian perspective towards customer purchase intention. 
Consequently, the second hypothesis (H2) is supported. 

5 Discussion 

The analyse data in hedonic attributes, it has indicated that SME processed frozen 
food packaging colour, label, and image are accepted to be influential towards 
customers’ purchase intentions. The result of food packaging colour’s influence is 
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aligned with Ansari and Siddiqui (2019) where they had mentioned a proper decision of 
colours and image can shape the customers’ intention on purchasing the products. 
However, the consideration of colour can be extended as mentioned from Imiru (2017) 
in which marketers must completely study and appreciate the many cultural 
connotations of colours as well as the perception of various colour combinations 
because this is crucial when consumers make purchasing decisions. Moreover, food 
packaging label as explained from Zekiri and Hasani (2015) that labels help customers 
learn more about the product, including its origin, contents, and intended use. The 
authors also said the information on the label also aids organization in marketing their 
products. Some of the customers are aware of the healthy lifestyle, thus they read the 
information’s displayed on the products before purchasing. In accordance with the 
present results, previous studies from Ansari and Siddiqui (2019) have demonstrated 
that a proper choice of colours and visual images of packaging may capture the interest 
of customer attention in affecting their purchase decision. The image visual of the 
packaging may contribute to displaying the product visual appearance that may attract 
customer to purchase the products. 

 According to the result of utilitarian attributes, it has indicated that only SME 
processed frozen food packaging shape and size with the are accepted towards 
customers’ purchase intention. Meanwhile packaging material with the perceived of 
utilitarian value has no significant influence towards customers’ purchase intention. A 
preferable packaging shape may involve customers’ convenience in keeping their 
product in storage accordingly in a structured manner. The right packaging shape also 
gives customers convenience in saving space in their storage. This result is consistent 
with the data obtained by Ansari and Siddiqui (2019) where their study stated that 
usually customers are drawn to packaged food products due to its size and shape. There 
are customers who prefer a small size due to its convenience to carry and there are 
customers who prefer a larger size due to the volume of the product. On the contrary 
of utilitarian, the result had showed packaging material has no significant influence on 
customers to purchase SME processed frozen food product. This finding contradicts 
previous studies from Zandi et al. (2019) which they determined material of food 
packaging may provide convenient in easy-open package, good quality package and 
sustainable package to customers. Not many people practice an environmentally 
friendly lifestyle. In this study, this is not a good sign for our ecosystem since customers 
prefer food products that are visually pleasing but harmful for our environment. 
However, this finding is consistent with Imiru (2017) where packaging material has no 
significant affect because most customers care less on material used in lieu, they only 
judge other characteristic of a product (Ansari & Siddiqui, 2019). 

6 Conclusion 

The purpose of this study is to examine the influence of SME’s processed frozen 
food packaging design with the perceive of hedonic and utilitarian towards customers 
buying decision. Turning now to the result that was analysed, most of the participants 
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agreed that packaging elements with the perceived hedonic attributes are influential 
towards customers’ purchase intention. Meanwhile, in utilitarian attributes only shape 
and size were agreed by respondents that influential towards customers buying 
decision.  

 This study creates an opportunity to small-medium enterprise (SME) to focus 
only on a certain element towards the food packaging design. It is an advantage to SME 
retailers and manufactures on promoting and attracting their products to the 
customers. Hence, it is recommended for small-medium enterprises to focus more on 
colour, label, and visual image of food packaging design to influence customers’ buying 
decision in hedonic perspective. Furthermore, for utilitarian attributes, SME can sustain 
or improve their shape and size for customers to purchase processed frozen food 
products. In consistent with recommendation, designation of food packaging should be 
made according to customers’ preference since it can help to attract their attention. It 
is also recommended that SME to be more creative in making new visual and 
appearance of the food packaging design. They may focus on keeping up with the trend 
especially with millennials’ interest. Uniqueness of food packaging can easily lure 
customers to buy the product. Hence, the potential of combining the elements (values) 
of hedonic and utilitarian can be considered as a way to capture customers attention 
towards the food product packaging. 

 The limitation of this study is that the researcher only focused on those three (3) 
variables (food packaging colour, label, and visual image) in hedonic attributes and three 
(3) variables (food packaging shape, size, and material) in utilitarian attributes that 
influence customers’ buying decision. Other limitation of this study is, it was only 
conducted in Selangor, Malaysia. In future investigations, it may be possible to use a 
different food packaging element that is appropriate and aligned with hedonic and 
utilitarian attributes. As for the food packaging elements, the researchers suggest other 
elements that can be conducted as an intervention for future study such as quality or 
price. Moreover, future study can also be expanded on the packaging elements by 
separating and only focusing on either one of the attributes, hedonic or utilitarian. 

 In conclusion, there are many factors that future researchers can investigate. In 
addition to food packaging elements, other types of packaging elements can also be 
studied. Food packaging is very important since the main reason of packaging is to 
protect the food and play a big part in keeping the food safe. Nevertheless, the study 
also concluded the needs to pay attention to other elements in increasing customers’ 
buying decision as food packaging is already one of the major marketing factors that 
attract customer to purchase. 
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