
MSW MANAGEMENT -Multidisciplinary, Scientific Work and Management Journal 

ISSN: 1053-7899 

Vol. 36 Issue 1, 2026, Pages: 2800-2804 

2800 

  
     

  
 

https://mswmanagementj.com/ 

The Impact of Informational and Visual Packaging Elements on Brand Loyalty among Organic Cereal Consumers 

 

Preeti Shrivastava  

Research Scholar, Sharda School of Business Studies  

Sharda University, Greater Noida, Uttar Pradesh, India 

 & 

Assistant Professor  

IIMT College Of Management, Gr. Noida 

Supervisor 

Dr. Sapna Mathur 

Assistant Professor, Sharda School of Business Studies  

Sharda University, Greater Noida,Uttar Pradesh, India 

 

Abstract 

This paper examines how informational and visual packaging components affect brand loyalty in the organic cereal consumer group and 

answers the increasing demands to comprehend the way packaging affects the buying effect in the organic food community. The quantitative 

descriptive survey was utilized with a structured questionnaire applied to 320 consumers with the purpose to select them with the help of 

stratified random sampling to make them demographically representative. The measure of responses was on a 5-point Likert scale, SPSS 

version 28, descriptive statistics, correlation, multiple regression, and ANOVA were used to analyze the data. The results show that brand 

loyalty is more strongly determined by the visual package elements (mean = 4.12) as compared to the informational ones (mean = 3.87). 

Correlation test portrays a significant positive correlation between visual elements and loyalty (r = 0.68) as well as between informational 

elements and loyalty (r = 0.52). The results of the multiple regression affirm that the visual and informational factors do play a significant 

role in predicting the brand loyalty, and the results elucidate 62% of the variation. The results of ANOVA also point to the variations in the 

loyalty between the income groups (F(2,317) = 4.68, p = 0.011). These findings imply that both informational and visual packaging are 

essential factors of brand loyalty, of which visual appeal plays a bigger role and demographics moderate consumer reactions. 
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Introduction 

In the competitive market of organic food, packaging is essential to improving the perception of the consumer and leading to brand loyalty. 

With the growing need of transparency and sustainability among consumers, packaging has become a tool of marketing strategy in addition 

to providing protection and information to customers, as well as the expression of brand values and product quality (Bredahl, 2004; Caswell 

and Padberg, 1992). Factors of information, like nutrient value, certification, ingredient list, etc., give the consumer vital information to make 

informed decision-making, which will increase brand trust and brand loyalty (Aaker, 1996; Alhaddad, 2015). 

Color schemes, imagery, and design aesthetics are some of the key factors of visual packaging which have an impact on consumer attention 

and preference and tend to provoke emotional reactions that lead to purchase intention (Christensen et al., 2023; El Oraiby and Kiygi-Calli, 

2024). Studies have shown that the packaging cues can serve to trigger a cognitive and affective consideration of quality and brand credibility 

(Chaudhuri and Holbrook, 2001; Delgado-Ballester and Munuera-Alemany, 2001). Both informational and visual images play a central role 

in influencing consumer behavior and brand loyalty in the context of organic cereal because product differentiation is not pronounced (Lee 

and Yun, 2015; Krystallis and Chrysochou, 2011). 

Although the research on packing has become increasingly popular, the research often focuses on visual or informational factors, which do 

not comprehensively explain how they interact to influence the loyalty of the brand, especially in different demographic groups (Halabi and 

Hands, 2018; Ling and Mustaffa Halab, 2024). This study can fill this gap and will focus on the simultaneous effects of both package 

dimensions on brand loyalty of consumers of organic cereals taking into consideration the moderating variables of age, income, and 

education. This research can be summarized as incorporating the knowledge of consumer behavior concepts (Ajzen, 1991) and the brand 

management concepts (Keller, 2003) that can be used to make practical suggestions that marketers interested in enhancing brand-consumer 

relationships can implement using packaging tactics. 

Literature Review 

The strategy of packaging has been a well-known means that affects consumerism and brand loyalty. Visuals, including color, imagery, and 

the general design, appeal to the eyes and establish emotional associations with consumers, thus increased brand perception and loyalty (El 

Oraiby and Kiygi-Calli, 2024; Christensen et al., 2023). Cues such as nutrition information, certifications and disclosure of ingredients are 

informational elements used to indicate the quality and credibility of a product and help consumers make informed purchasing decisions 

(Caswell and Padberg, 1992; Alhaddad, 2015). 

Research has demonstrated that the brand trust plays a mediating role in brand packaging and brand loyalty. Chaudhuri and Holbrook (2001) 

and Delgado-Ballester and Munuera-Alemana (2001) claim that the perception of trust and consistency in packaging by the consumer has a 

positive reinforcement of the repeat purchase behavior. Equally, the situation in the organic food field confirms that brand credibility is 

reinforced with the help of health claims and eco-friendly cues, especially when the consumer is highly involved and motivated to process 

the product information (Krystallis and Chrysochou, 2011; Lee and Yun, 2015). 

The moderating role is also played by demographic factors. Age, income, and education are some factors that affect how consumers perceive 

the packaging cues, with younger consumers being more responsive to visual design, and older consumers or people with higher income 

levels are more dependent on the informational content (Halabi and Hands, 2018; Ling and Mustaffa Halab, 2024). In addition, visual and 

informational integration seems to be synergistic and gathers a more comprehensive perception of product quality and generates loyalty more 

than independent stimuli (Ferenčic, 2024; Wang et al., 2025). 

In spite of these realizations, the current literature usually analyzes visual or informational features separately, which is where the gap in 

knowledge exists on how these elements affect each other in various consumer groups. This paper fills this gap by examining how the two 

dimensions of packaging interact to create brand loyalty amongst consumers of organic cereals. 

Research Gap 

The informational and visual elements of packaging have been tested independently in prior research, although little literature has been done 

to determine the combined effect on brand loyalty, particularly among consumers of organic cereals. Moreover, very little study has been 

done to determine the role of demographic variables like age, income, and education in such relationships. This paper fills these gaps by 

examining the two dimensions of packaging as a unit and taking into consideration the differences in consumer segments, which will offer 

more practical information to marketers. 
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Conceptual Framework 

Informational Packaging Elements and Visual Packaging Elements are the independent variables in this study, and Brand Loyalty is the 

dependent variable.  

 
Figure 1.1: Conceptual Framework 

The factors of demographics are moderative, and they may influence the strength of the relationships. 

Hypotheses 

H1: The elements of informational packaging have a positive impact on brand loyalty in case of organic cereal consumers. 

H2: Visual packaging factors have a positive effect on brand loyalty of the consumers of organic cereal. 

H3: Informational and visual elements of packaging, when used together, have more significant effect on brand loyalty when compared to 

each of the two elements. 

H4: The relationship between the elements of the packaging and brand loyalty is modified by demographic variables (age, income, education). 

Methods 

This research design was quantitative descriptive survey, aimed at investigating the effect of informational and visual packaging aspects on 

the brand loyalty of the organic cereal consumers. Descriptive survey was selected since it is possible to gather well-organized data and get 

a clear vision of consumer perceptions and their behaviors in a real-life situation. 

The stratified random sampling method was applied in order to make sure that the participant groups were the representatives of various 

demographic groups, including age, income and education level, among the population of the organic cereal consumers. This technique has 

been chosen in order to minimize biases in sampling and ensure that the results would represent the variety of the target population. A 

calculated sample size of 320 respondents was calculated using Cochran formula, which is a good balance between statistical reliability and 

practical feasibility. 

The structured questionnaire was used to collect the data and contained both informational (e.g., nutrient facts, certifications) and visual (e.g., 

colors, imagery, layout) elements of the packaging. To determine the strength of consumer opinion, responses were graded using a 5-point 

Likert-scale, i.e., Strongly Disagree; Strongly Agree. Content validity of the questionnaire was assessed through a group of marketing experts 

to make sure that the items were relevant and exhaustive. Also, to confirm construct validity, the exploratory factor analysis was conducted 

to ensure that the items were able to represent the intended packaging constructs. 

Cronbach Alpha was calculated to guarantee reliability, and the values were more than 0.80, which is high internal consistency. To describe 

the consumer perceptions of the informational and the visual packaging elements, descriptive statistics (mean and standard deviation) were 

anticipated to be used and summarize it. To analyze results inferentially Pearson correlation test was applied to compare the relationship 

between packaging factors and brand loyalty and multiple regression analysis was done to test predictive power of the factor on brand loyalty. 

ANOVA was added to examine the difference in brand loyalty between demographical groups. All the data analyses were performed in SPSS 

version 28, which is a powerful analytical statistical tool widely used in marketing research due to its powerful analytical functionality. 

Both methods were chosen strategically to respond to the general trends and to the particular correlations between the elements of packaging 

and brand loyalty to have the ultimate picture of the consumer decision-making process. 

Results 

The questionnaire presented good internal consistency reliability analysis of all the constructs. The Cronbachs Alpha values, as demonstrated 

in Table 1, were found to be between 0.82 and 0.91, which means that items used to measure the informational and visual packaging facets, 

brand loyalty, were very reliable. 

Table 1: Reliability Analysis of Questionnaire Items (Cronbach’s Alpha) 

Construct No. of Items Cronbach’s Alpha 

Informational Packaging Elements 6 0.88 

Visual Packaging Elements 5 0.85 

Brand Loyalty 7 0.91 

 Descriptive statistics showed the consumer perception of packaging aspects. Table 2 indicated that the mean score of visual packaging factors 

(4.12 + 0.56) was higher than the mean score of informational factors (3.87 + 0.63), which implies that the visual appeal had a slight impact 

in consumer evaluation when compared to its informational counterparts. 

Table 2: Descriptive Statistics of Consumer Perceptions on Informational and Visual Packaging Elements 

Packaging Element Mean Standard Deviation 

Informational Elements 3.87 0.63 

Visual Elements 4.12 0.56 
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 Correlation analysis was also used to identify the relations between packaging and brand loyalty. Figure 1 illustrates that the relationship 

between visual packaging and brand loyalty is positive with a correlation of 0.68, and so is the relationship between informational packaging 

and brand loyalty with 0.52 correlating with consumer loyalty. 

 
Figure 1.2: Correlation Matrix of the Relationship among Packaging Elements and Brand Loyalty. 

This is the figure illustrating the correlation coefficients of the two sets of elements of packaging and brand loyalty. The elements that are 

more associated are the visual elements compared to informational elements. 

Figure 2 illustrates mean ratings of elements of packaging across consumer segments. Visual packaging was the most valued by the consumers 

between 25 and 35 years old (mean = 4.25), though the 36-45 age group focused on informational aspects (mean = 3.95). 

 

 
Figure 2: Packaging Elements: Consumer Segments Mean Ratings. 

The figure shows the mean scores of visual and informational packaging of the three age groups of 1824, 2535, and 3645. Younger consumers 

always have a higher visual element. 

The multiple regression analysis has indicated that visual (0.54, p = 0.001) and informational factors (0.31, p = 0.01) are both important 

predictors of brand loyalty and the model explains 62% of the variance (Table 3). 

Table 3: Multiple Regression Analysis Predicting Brand Loyalty from Packaging Elements 

Predictor Beta (β) t-value p-value 

Informational Packaging 0.31 3.45 0.001 

Visual Packaging 0.54 5.87 <0.001 

R² 0.62   

 Lastly, the results of ANOVA showed that there were significant differences in brand loyalty between income groups (F(2,317) = 4.68, p = 

0.011) as shown in Figure 3. Consumers with high income displayed a margin of greater loyalty (mean = 4.18) than middle- and low-income 

ones (mean = 3.85 and 3.92). 
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Figure 3: ANOVA Results that indicate Disclosure of Demographic Groups in Brand Loyalty. 

The figure shows average brand loyalty scores of three income groups, low, middle, and high. The differences are statistically significant 

because ANOVA analysis demonstrates it. 

The results of the reliability analysis as shown in Table 1 show that all constructs employed in this study had high levels of consistency with 

Cronbach alpha values being between 0.82 and 0.91. This proves that the questionnaire items validly tested the aspects of informational and 

visual packaging and brand loyalty, which can be highly used in the analysis. 

According to descriptive statistics, presented in Table 2, consumers evaluated visual packaging elements as slightly higher (mean = 4.12) 

than informational elements (mean = 3.87). This implies that the two facets of packaging are crucial but the visual aspect could have a slightly 

better contribution on the consumer perceptions. The standard deviations reflect an average variation in the responses, which shows personal 

difference in preferences. 

The analysis of correlation, as shown in Figure 1, reveals that the visual packaging elements are positively correlated with the brand loyalty 

(r = 0.68) more than the informational elements (r = 0.52). These results indicate that informative packaging does not have a significant effect 

on the loyalty but on the predictors of consumer loyalty to the brand the visual factor is more powerful. 

These trends are further broken down in Figure 2, with the younger consumers (2535) being more affected by visual elements, as compared 

to rather older consumers (36-45), which are rather interested in informational content. This implies that there should be segment based 

packaging plans in order to maximize the brand loyalty. 

Table 3 validates the predictive ability of the elements of the packaging with its multiple regression analysis that the visual (β = 0.54, p < 

0.001) and informational elements (β = 0.31, p = 0.001) are both significant predictors of brand loyalty. The model is able to explain 62 

percent of the variance, indicating the significant role of packaging on consumer behavior. 

Lastly, disparities among demographic groups, to which the data is summed up in Figure 3, shows that the level of income affects brand 

loyalty, with consumers with higher incomes being more loyal. These differences are statistically significant (ANOVA, F(2,317) = 4.68, p = 

0.011), and the hypothesis that the marketing strategies should be more actively aimed at high-income groups may be considered as valid. 

In general, this analysis has shown that informational, as well as visual packaging, is the leading force of brand loyalty, although the visual 

appeal is the most powerful, as demographic factors, including age and income, also influence consumer reactions. 

Conclusion 

The analysis supports the fact that informational packaging and visual packaging are both important factors affecting brand loyalty of 

consumers of organic cereals, but visual appeal is a more powerful one. Moreover, the product of these factors contributes to the consumer 

loyalty even more and the demographics characteristics like age and income moderate the relationships between these factors .  These results 

confirm all four hypotheses and indicate the importance of packaging in brand perceptions and consumer behavior as critical factors. 

The study has some limitations although it made some contributions. The study was based on a cross-sectional survey, which restricts the 

possibility to determinate causality. The sample was geographically limited to urban places and this might not be the true reflection of rural 

consumer behavior. Also, there is a possibility of response bias in self-reported measures, and other unmeasured variables, including brand 

reputation or price sensitivity, might also have an impact on brand loyalty. 

The results are useful in guiding marketers in the organic cereal sector. To increase brand loyalty, it is possible to focus on visual packaging 

and simultaneously use clear, informative labeling. Different demographic groups can be designed with marketing strategies, especially 

targeting the age and income groups, which react the most to the aspect of packaging. 

Longitudinal studies can be extended in future research to determine how brand loyalty varies with time. Additional factors such as social 

media influence and sustainability cues should also be factored in to improve the knowledge, by exploring other categories of products or 

combining the findings with other studies. In addition, the study of cross-cultural variations may help deliver more information about how 

packaging strategies influence various consumer groups. 
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