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A Study on the Influence of Fragrance Packaging Design
Characteristics on Purchase Intention

-Focused on the Chinese Fragrance Market-
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Abstract

As the perfume market shifts from a competition centered on product functionality to one that
emphasizes visual identity and design differentiation, the influence of perfume package design on consumers'
decision-making processes has gradually expanded. However, empirical research on which specific
characteristics of perfume package design affect consumer purchase intention remains limited. Therefore, this
study focuses on five key characteristics of perfume package design—stability, recognizability, convenience,
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A Study on the Influence of Fragrance Packaging Design Characteristics on Purchase Intention

originality, and interestingness —to empirically analyze their impact on Chinese consumers' purchase
intentions. This study conducted a survey targeting Chinese perfume consumers and performed statistical
analysis based on the collected data. The analysis results showed that all five proposed perfume package
design characteristics had a significant positive effect on consumers' purchase intentions. Notably, stability
and originality were found to directly stimulate purchase intention, whereas recognizability, convenience, and
interestingness were interpreted as playing a role in enhancing the overall appeal of the product at a
cognitive level. These findings suggest the necessity of differentiation strategies in perfume package design
and are expected to contribute to realizing the cultural value of brands and enhancing their market
competitiveness in the future.
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[Table 2] A Review of Previous Research on Packaging Design Characteristics
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[Table 8] Factor Analysis
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[Table 9] Results of Hypothesis Testing
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7td 2. g0 mi7|X| CIXHQI QIX[E2 AH|AL FOHR|=0f HekE = ZAO|ICh K EH
7td 3. =0 mi7|X| CIXtQl HOpd2 AH|XF FOiQ|=0f HekE = ZAOICh K EH
7td 4 g0 mi7|X| CIXtQI SFE2 AH[AF FOHR|=0f Fekeg = A0 K EH
7td 5. g0 mi7|X| CIXtQl Z01d2 AH|[AF FOio|=0f Fekeg = Ok K EH
= I§7|X| CjAelel o ZHK| 40| AH|XRe| FOfo=0f DjX|= It JiiY SRS
857 flol Cis2|HEMdES HAISIRICE [E 1019 Zof, o8, QIX|d, Held, =44, 50|
42 25 FOQ 0 Rolofst FHel g2 0|El A= LIEIHCHp < .05). 5§35 S84 &®
Tot A7 7P = A UEL SeH0| b FERLE HH ol 2¥2 SAHLE {2
o Ao LIEHHOD(F = 33.511, p < .001), 28 HTR)E 04622 LIEFLE O ZHX| CIXIQI £
40| Fofel= HE2| o 46%E 2BYSt= A2 QUIZ(RUACE 0l2{et Aut= e Ii7[X| CIXQ
o| 2t S0 Pojo|=0f Rolnjst FS OjX|o|, S3] SHMI S04 HYHoz Y 1
AHIRLS| FOOIEE Ot 2O =g &= USS AlAfeliCh
[ 10] TH7|X| CIX}RI0] FOHRI=0f O|X|= ¥E (CHE2|HEA)
[Table 10] The Effect of Package Design on Purchase Intention (Multiple Regression Analysis)
a3 HEZS} A5 HES} A+ . 89| SHd SAHE
B HE 2%t H|E} % Xt o VIF
(A=) 0.475 0.290 1.638 0.103
b 0.209 0.068 0.198 3.100 0.002%++ 0.678 1.476
21X’ 0.130 0.064 0.131 2.019 0.045%* 0.654 1.528
Hold 0.141 0.054 0.152 2.596 0.010%* 0.808 1.237
=84 0.272 0.060 0.294 4.522 0.000%*+ 0.651 1.535
s0/d 0.145 0.062 0.150 2.343 0.020%* 0.672 1.489
R=0.680 RAIE=0462 +"JEl RA|E=0.448
Durbin-Watson=1.728 F=33.511 P=0.000
LM FOoE
#p<.05 F¥p<.01 **¥p<001
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