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Abstract 

This research explores the influence of packaging design on the purchasing decisions of Generation Z 
consumers, focusing on dessert snack products. The primary objective of this study is to evaluate the extent 

to which each visual element of a product's packaging influences the purchasing decisions of Generation Z 
consumers. A further aim is to identify specific preferences for each visual element in food packaging design 

that Generation Z. favors. In order to achieve these objectives, a mixed-methods approach was employed, 
combining quantitative surveys with 422 respondents and qualitative interviews with 12 participants, all 

from Generation Z. The results reveal that visual appeal significantly influences purchasing decisions, 

primarily through the mediating variable of perceived quality. Individual elements such as appealing color 
combinations and unique typography enhance perceived quality, driving purchasing decisions. Illustrations 

on the packaging also significantly impact purchase decisions. The choice of packaging material, especially 
eco-friendly options, positively affects perceived quality, while the shape and size of packaging influence 

perceptions of practicality and quality. While some visual elements, like product photography and shape, 
show small influences and do not directly influence purchase decisions, they contribute to the packaging's 

overall attractiveness and perceived quality. These findings suggest that effective packaging design tailored 

to the visual preferences of Generation Z can enhance the marketability of dessert snack products. However, 
the study has limitations, including its focus on a specific product category and demographic group, which 

may not generalize to other contexts. Future research could explore the influence of packaging design on 
different consumer groups and product categories. The study provides insights for marketers and designers 

aiming to capture the attention of Generation Z consumers through strategic packaging design. 

 Keywords: Dessert Snacks; Generation Z; Packaging Design; Purchase Decisions. 

 

A. INTRODUCTION 

In today's rapidly evolving market, businesses face the continuous challenge of staying relevant amid 

shifting consumer trends, technological advancements, and intense competition. Generation Z, those born 

between 1997 and 2012, emerges as a key demographic. Representing 27.94% of Indonesia's population 

(Utomo and Heriyanto, 2022), Generation Z holds significant influence over market dynamics due to its 

unique characteristics and substantial purchasing power (Fromm & Read, 2018). More than 70% of parents 

recognize the impact of their Generation Z children on decisions related to clothing and family meal 

purchases (Interactions, 2016). This influence is expected to shape future business strategies, particularly 

with the Fourth Industrial Revolution demanding adaptation to emerging consumer behaviors (Ayuni, 

2019). Understanding and effectively responding to Generation Z's consumer behavior is essential for 

businesses aiming to succeed in this changing market landscape. 

Maslow's Hierarchy of Needs highlights self-actualization and a desire for aesthetics as crucial for 

Generation Z, who value uniqueness and seek to express their viewpoints, style, and interests 

(occstrategy.com, 2019: 17). Their purchasing decisions for apparel, accessories, or groceries are driven by 

distinctive brands and products (occstrategy.com, 2019: 25). As digital natives with an average attention 

span of 8 seconds (Patel, 2017), their buying experiences are heavily influenced by social media, with 

frequent sharing of these experiences through posts, photos, and videos (Goldring & Azab, 2020). 

Influencers who specialize in specific themes play a significant role in shaping their purchasing decisions 

through visually appealing content (Geyser, 2023). 
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Product packaging serves as the initial point of contact between consumers and a brand. Effective 

packaging captures attention and communicates the company's messages and values (Ambrose & Harris, 

2017:10). Visually appealing packaging can expedite decision-making and sway preferences toward 

products with attractive designs, even if these are priced higher than those from well-established brands 

(Reimann et al., 2010). Consumers often prioritize design over price when evaluating new products (Kuo 

et al., 2023). An appealing design can trigger the purchasing decision-making process and increase the desire 

to showcase and care for a product (Bloch, 1995 in Reimann et al., 2010). Given Generation Z's behavior 

of sharing shopping experiences on social media, businesses need to enhance packaging to foster brand 

identification among these consumers. 

Food and beverages, being essential to all humans, are a prominent category where visual 

characteristics such as presentation and packaging play a critical role. These elements create a compelling 

design that engages consumers both emotionally and logically (Desmet & Hekkert, 2007: 3; Silayoi & 

Speece, 2004). Generation Z allocates 70.59% of their monthly spending to food and snack products 

(Utomo and Heriyanto, 2022: 52) and relies on design-based distinctions in their decision-making process 

(Wood, 2013). Therefore, companies in the food industry should tailor their marketing strategies to align 

with Generation Z's preferences. Packaging acts as both a product protection and an advertising tool (Kotler 

& Keller, 2006; Gershman, 1987). The growing global interest in packaging design, particularly in 

Indonesia, underscores the importance of adapting packaging to Generation Z's preferences. 

Research by (Reimann et al., 2010) indicates that consumers are more inclined to choose products 

with aesthetically pleasing packaging over well-known brands with standard packaging, even at higher 

prices. This emphasizes the powerful impact of visual appeal on decision-making. Investing in high-quality, 

visually appealing packaging provides a strategic advantage to new brands, allowing them to compete 

effectively with established ones. The urgency for Indonesian companies to align their packaging designs 

with Generation Z's preferences is critical, as failing to adapt may result in losing market share to more 

innovative competitors (Ayuni, 2019). Rebranding efforts, including updates to packaging designs, are vital 

for maintaining market position and reflecting contemporary consumer preferences and cultural trends (Ji, 

2014). 

To lay the groundwork for this research, a preliminary survey of 133 Generation Z respondents was 

conducted. Most participants (59.4%) reside in Bandung, while 31.6% live in Jakarta, highlighting the 

distinct cultural characteristics of these cities (Radjawali, 2004). The survey revealed that 74.8% of 

respondents were female, which is consistent with higher online activity among females (King, 2019; 

Sheldon & Bryant, 2015). When asked about making purchases based solely on packaging, 93.2% affirmed 

this. Additionally, 90.2% reported avoiding products due to unattractive packaging, and 97% had chosen 

one brand over another because of superior packaging. 

A significant majority, 78.9%, indicated that dessert snacks such as chocolate, candy, and ice cream 

were most influenced by packaging design. Furthermore, 94% acknowledged the importance of packaging 

design in food and beverage products. With over 71% of Generation Z's monthly income allocated to food 

products (Utomo and Heriyanto, 2022: 52), and food and beverages being their second-largest spending 

category after clothing (Simangunsong, 2018), this "self-healing" spending behavior makes them a key target 

for food and beverage companies. 

This study focuses on understanding Generation Z's purchasing behavior in the food and beverage 

sector, specifically within the dessert snack category. The research will investigate how visual attributes such 

as colors, shapes, and graphics influence their choices. Understanding these factors is essential for effective 

marketing (Verhelst, 2008). The study aims to explore how visual attributes of packaging affect purchasing 

decisions, with perceived quality serving as a mediating variable, supported by studies from (Akhter and 

Nur-Al-Ahad, 2021; Wang et al., 2023; Lin, 2019). Limitations of the study include its focus on a specific 
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product category and demographic group, which may not be applicable to other industries or regions. 

Experiments will be employed to validate the proposed model. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. Conceptual Framework 

Source: Research data, 2024 

B. RESEARCH METHOD 

The initial phase of our research focuses on addressing company oversight regarding the importance 

of packaging design from the perspective of Generation Z, the largest consumer demographic in Indonesia's 

future market. The study aims to examine how visual attributes of packaging design influence Generation 

Z's purchasing decisions, with a specific emphasis on dessert snack products based on preliminary survey 

findings indicating their interest in this category. Following this, hypotheses will be formulated, and 

variables will be defined and analyzed within relevant theories and frameworks. Data collection will employ 

mixed methods, starting with interviews to gather qualitative insights before distributing surveys to targeted 

respondents. This approach is designed to minimize potential bias and ensure that the interview results do 

not influence the survey development. The research will culminate in a comprehensive analysis of the 

findings, which will inform conclusions and provide recommendations for future research. 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. Research Flowchart 

Source: Research data, 2024 
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This research will employ a mixed-methods approach, combining both quantitative and qualitative 

methodologies. Quantitative data will be collected via a survey, while qualitative insights will be gathered 

through in-depth interviews focusing on preferred visual attributes of snack packaging. For the qualitative 

component, semi-structured interviews will be utilized. This method allows participants to articulate their 

views in their own words, providing a richer understanding of their experiences through open-ended 

questions and a flexible framework. The interview subjects will be Generation Z individuals who regularly 

consume snack products. Prior research (Rijnsoever, 2017) indicates that theoretical saturation—where no 

new information or themes emerge—guides the adequacy of sample size in qualitative research. 

Accordingly, a minimum of 12 respondents is expected to achieve data saturation. The interviews will be 

conducted in Bahasa Indonesia to ensure clarity and precision in capturing respondents' perspectives. 

Table 1. Interview Questions  
No Questions 
1 What are your thoughts regarding food packaging in general off the top of your mind? 

2 
How do you evaluate the quality of food before making a purchase, and what role does packaging play in this 

assessment? 

3 How important is the perceived quality of packaging in your final decision to purchase a dessert snack? 

4 
Do you feel that visually attractive packaging design influences your decision to buy a product? Can you give an 

example? 

5 When purchasing dessert snacks, what are your top considerations regarding the packaging? 

6 
Could you describe an example of snack packaging that you perceived as high-quality? What specific elements 

contributed to this perception? 

7 
Besides colour combination, Image Layout, Typography, Photography, Size, and Shape, are there any other 
attributes that contribute to your perception of high-quality packaging (For example: material) 

8 

(Interactive analysis. A board of packaging designs will be presented) Let's now examine a variety of packaging designs for a 

dessert snack product. Which shapes and sizes of the packaging do you find most appealing or likely to influence 

your decision to purchase? What are your preferences for colours and font styles? How would you arrange the 
images and photography on the packaging? 

Source: Adapted from (Wang et al., 2023) 

The interviews will be analyzed using automated coding through the NVivo application to minimize 

misinterpretation. Findings will be validated through data triangulation, incorporating netnography, 

interviews, and literature reviews. In addition, a questionnaire will be deployed via Google Forms, chosen 

for its efficiency in reaching a diverse respondent pool. The questionnaire will include multiple-choice 

questions on sociodemographic and behavioral information, as well as structured questions rated on a 

Likert scale ranging from 1 (strongly disagree) to 6 (strongly agree). The exclusion of a neutral midpoint is 

intended to elicit definitive responses, enhancing data clarity (Chyung et al., 2017). Questions have been 

translated into Bahasa Indonesia to ensure respondents understand, with prior studies informing them of 

the questionnaire design. 

For the quantitative analysis, the survey will focus on Generation Z individuals in major 

metropolitan areas of Indonesia, specifically Jakarta and Bandung. The sample size will be determined 

using the (Yamane, 1967) formula, targeting approximately 400 respondents. Sampling will employ non-

probability purposive sampling, selecting consumers of dessert snack products residing in these cities. Data 

analysis will utilize Descriptive Analysis and Partial Least Squares Structural Equation Modelling (PLS-

SEM) with Smart PLS 4. 

C. RESULTS AND ANALYSIS  

Qualitative methods were employed to commence the research through semi-structured interviews 

conducted via Google Meet. This online platform facilitated interactions with participants across various 

geographical locations, allowing for efficient recording and analysis of the sessions. The interviews featured 

open-ended questions, enabling a deeper exploration of respondents' experiences and perspectives. 

Participants were Generation Z individuals who regularly consume snack products. The interviews took 
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place from May 3 to May 9, 2024, with 12 individuals meeting the specified criteria and providing valuable 

data. This approach ensured a comprehensive understanding of the research topic. 

The interview data revealed that all 12 respondents were aged between 15 and 23 years, aligning 

with the broader target age range of 12-27 years within Generation Z. This slight expansion from the initial 

18-22 age focus enhances the study's comprehensiveness. The participants' extensive experience with dessert 

snacks supports the validity of the findings. A hierarchy chart was used to illustrate factors influencing 

dessert snack purchase decisions. The most significant factor identified was "Attractive Packaging," with 

sub-factors such as "Fun" and "Uniqueness" being particularly influential. As one respondent noted, "Cute 

packaging is very attractive to buy," highlighting the role of engaging packaging designs in capturing 

Generation Z's interest. Other important factors included "Product Information," "Brand Familiarity," 

"Review," "Taste," and "Price." 

1) Product Information: Essential details about the product, often visualized through images on the 

packaging, help consumers make informed decisions. 

2) Brand Familiarity: Recognition and trust in the brand, with established brands perceived to offer better 

quality packaging. 

3) Review: Social proof and recommendations from other consumers, with platforms like TikTok 

influencing perceptions of product quality. 

4) Taste: The expected flavor and quality of the snack are a primary consideration for purchase decisions. 

5) Price: Affordability, which consumers weigh alongside other factors. 

The survey also assessed preferences for image layout on dessert snack packaging. Respondents were 

given three options: "Image Left - Text Right," "Centered," and "Text Left - Image Right." The most 

preferred layout, chosen by 45% of respondents, was "Text Left - Image Right." The second most popular 

choice, selected by 38.4%, was the centered layout. The least favored option, "Image Left - Text Right," 

received 16.6% of the votes, as depicted in Figure 3. These preferences align with (Silayoi and Speece's, 

2023) findings that left-right image arrangements are psychologically preferred. 

Figure 2. Image Layout Preferences 

Source: Research data, 2024 

Figure 4 depicts Generation Z's preferences for color combinations on dessert snack packaging, 

presenting five options: Pastel, Muted, Bright, Warm, and Cool. The most preferred choice is the Warm 

Color Combination, favored by 29.6% of respondents. The Muted Color Combination ranks second, 

selected by 26.1%. The Pastel Color Combination follows with 23.2% of the votes. The Bright Color 

Combination is the fourth preference, chosen by 17.5%, while the Cool Color Combination is the least 
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preferred, with only 3.6% of the votes. These results suggest a strong preference for warm and Mud colors, 

indicating that most Generation Z respondents view these schemes as more attractive or suitable for dessert 

snack packaging. 

Figure 3. Color Combination Preferences 
Source: Research data, 2024 

Figure 5 illustrates the preferences of 422 respondents regarding font styles for dessert snack 

packaging, offering three options: "Display Font," "Handwriting Font," and "Type Font." The Handwriting 

Font is the most favoured, selected by 42.4% of respondents. The Display Font is the second choice, with 

37.2% of votes, while the Type Font is the least preferred, chosen by 20.4%. These results indicate a clear 

preference for handwriting fonts, suggesting that most respondents view this style as more suitable and 

appealing for dessert snack packaging. The Display Font also holds notable appeal, whereas the Type Font 

is less popular, reflecting a general inclination towards more playful and engaging typography rather than 

traditional, plain fonts. 

 

Figure 4. Typography Preferences 

Source: Research data, 2024 

Figure 6 illustrates respondents' preferences for product photography on dessert snack packaging, 

with four options: Illustration Image, Photographs Image, Image of People, and No Image. The majority 

of respondents (59.2%) preferred Photographs Image. The second most favoured option, chosen by 37.7%, 
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was Illustration Image. Only 2.6% of respondents preferred No Image, and just 0.5% opted for Images of 

People. These results indicate that photographs of the product are significantly more appealing and deemed 

more suitable for dessert snack packaging by most respondents. Illustrations also have considerable appeal, 

while images of people and packaging without images are much less favoured. This underscores the 

importance of showcasing the product directly in the packaging design, preferably through photographs or 

illustrations. 

 

Figure 5. Product Photography Preferences 

Source: Research data, 2024 

Figure 7 shows the preferences of 422 respondents regarding the most suitable illustration style for 

dessert snack packaging, with two options: "Rendering Graphic" and "Graphic Simplification." The 

majority of respondents (58.8%) preferred the Rendering Graphic style, while 41.2% favoured Graphic 

Simplification. These results highlight a clear preference for detailed and realistic illustrations, indicating 

that most respondents view the Rendering Graphic style as more attractive for dessert snack packaging. 

Although a significant portion of respondents also favours graphic simplification, it is less popular than the 

rendering graphic style. This suggests that while modern, simplified graphic designs are gaining traction, 

traditional rendering styles continue to hold considerable appeal among Generation Z in Indonesia. 

 

 

 

 

 

 

 

 

 

 

 

Figure 6. Illustration Preferences 

Source: Research data, 2024 

Figure 8 illustrates respondents' preferences for dessert snack packaging shapes, offering four options: 

Elongated Shape, Fancy Shape, Unique Shape, and Straight Shape. The Elongated Shape is the most 

preferred, chosen by 33.2% of respondents. The Straight Shape follows closely with 31.3% of the votes. The 

Fancy Shape is the third most favoured option, selected by 22.5% of respondents, while the Unique Shape 

is the least popular, with only 13% of the votes. These results indicate a strong preference for conventional 

shapes, with the Elongated and Straight Shapes being viewed as more suitable for dessert snack packaging. 
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The Fancy Shape also has significant appeal, suggesting that Generation Z appreciates more sophisticated 

designs. Conversely, the Unique Shape is less favoured, possibly due to perceptions of practicality or 

suitability for dessert snacks. 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 7. Shape Preferences 

Source: Research data, 2024 

Figure 9 illustrates respondents' preferences for dessert snack packaging sizes, offering three options: 

"Hand-sized," "Multi-pack," and "Visually Larger." The Multi-pack is the most preferred size, chosen by 

46.2% of respondents. The Hand-sized option is a close second, favoured by 44.8%. The Visually Larger 

packaging is the least popular, selected by only 9% of respondents. These results suggest a strong preference 

for more convenient and portable packaging sizes, with Multi-packs slightly more favoured than Hand-

sized options. The minimal preference for larger packaging indicates that consumers value practicality and 

portion control, finding smaller or multiple smaller packages more appealing and suitable for dessert snacks. 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 8. Size Preferences 
Source: Research data, 2024 

 

Measurement Model 

Indicator reliability in PLS-SEM is evaluated by examining the outer loadings of indicators on their 

respective constructs. Outer loadings represent the correlation between an indicator and its associated latent 

variable, reflecting how well the indicator measures the construct. Ideally, an indicator's outer loading 

should be above 0.70. However, loadings as low as 0.40 may be acceptable if they meet the criteria for 

average variance extracted (AVE) and composite reliability (CR) (Hulland, 1999). The threshold for AVE 
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is 0.50 or higher, indicating that the construct explains at least 50% of the variance of its indicators (Fornell 

& Larcker, 1981). 

Additionally, CR should be 0.70 or higher to ensure the internal consistency of the constructs. In this 

study, PLS-SEM analysis will assess the reliability of each indicator by confirming that outer loadings meet 

the minimum threshold of 0.40 while also ensuring that AVE and CR values meet their respective 

acceptable thresholds. This approach will validate the measurement model's effectiveness in accurately 

capturing the intended constructs. According to Table 2, all indicators are generally reliable as their outer 

loadings are above 0.40. 

Table 2. Indicator Reliability Test 
No Variable Label AVE CR Outer Loading Reliability 

1 Image Layout IL1 0.788 0.881 0.880 Reliable   
IL2 

  
0.896 Reliable 

2 Colour Combination CC1 0.728 0.842 0.809 Reliable   
CC2 

  
0.896 Reliable 

3 Typography TY1 0.757 0.862 0.888 Reliable   
TY2 

  
0.853 Reliable 

4 Product Photography PP1 0.781 0.877 0.869 Reliable   
PP2 

  
0.899 Reliable 

5 Illustration IR1 0.839 0.913 0.906 Reliable   
IR2 

  
0.926 Reliable 

6 Shape SH1 0.721 0.838 0.866 Reliable   
SH2 

  
0.831 Reliable 

7 Size SZ1 0.836 0.911 0.909 Reliable   
SZ2 

  
0.920 Reliable 

8 Material MT1 0.641 0.840 0.852 Reliable   
MT2 

  
0.895 Reliable 

9 Perceived Quality PQ1 0.535 0.912 0.629 Reliable   
PQ2 

  
0.696 Reliable   

PQ3 
  

0.737 Reliable 

  PQ4   0.667 Reliable 

  PQ5   0.753 Reliable 

  PQ6   0.763 Reliable 

  PQ7   0.759 Reliable 

  PQ8   0.748 Reliable 

  PQ9   0.752 Reliable 

10 Purchase Decision PD1 0.577 0.909 0.652 Reliable   
PD2 

  
0.682 Reliable   

PD3 
  

0.754 Reliable 

  PD4   0.711 Reliable 

  PD5   0.754 Reliable 

  PD6   0.723 Reliable 

  PD7   0.615 Reliable 

  PD8   0.655 Reliable 

  PD9   0.746 Reliable 

  PD10   0.605 Reliable 

  PD11   0.683 Reliable 

Source: Research data, 2024 

Internal consistency in PLS-SEM assesses how well the indicators of a construct correlate with each 

other. Key metrics for evaluating internal consistency are Composite Reliability (CR) and Cronbach's 

Alpha. For a construct to be considered internally consistent, the CR value should be 0.70 or higher, 

indicating that the indicators collectively represent the underlying construct effectively (Hair et al., 2017). 
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Similarly, Cronbach's Alpha values above 0.70 are also considered acceptable. These metrics ensure that 

the construct is measured reliably by its indicators. 

Table 3. Internal Consistency Result 
No Variable Composite Reliability Cronbach's Alpha Reliability 

1 Image Layout 0.881 0.731 Reliable 

2 Colour Combination 0.867 0.732 Reliable 

3 Typography 0.842 0.781 Reliable 

4 Product Photography 0.911 0.721 Reliable 

5 Illustration 0.862 0.809 Reliable 

6 Shape 0.896 0.713 Reliable 

7 Size 0.877 0.713 Reliable 

8 Material 0.886 0.835 Reliable 

9 Perceived Quality 0.913 0.891 Reliable 

10 Purchase Decision 0.856 0.890 Reliable 

Source: Research data, 2024 

The analysis of the table shows that all variables are both acceptable and reliable. Each construct's 

Composite Reliability (CR) and Cronbach's Alpha exceed the 0.70 threshold, confirming strong internal 

consistency across the constructs. 

Convergent validity is essential for confirming construct validity in PLS-SEM. It evaluates whether 

the indicators for a specific construct converge or share a substantial amount of variance. To establish 

convergent validity, the Average Variance Extracted (AVE) must be at least 0.50 (Hair et al., 2017). This 

threshold indicates that the construct accounts for more than 50% of the variance in its indicators, as 

portrayed in Table 4. 

Table 4. Convergent Validity Result 
No Variable AVE Validity 

1 Image Layout 0.788 Valid 

2 Colour Combination 0.621 Valid 

3 Typography 0.728 Valid 

4 Product Photography 0.718 Valid 

5 Illustration 0.757 Valid 

6 Shape 0.683 Valid 

7 Size 0.781 Valid 

8 Material 0.615 Valid 

9 Perceived Quality 0.839 Valid 

10 Purchase Decision 0.666 Valid 

Source: Research data, 2024 

The analysis confirms that every variable in the model is valid, as each construct's Average Variance 

Extracted (AVE) exceeds the threshold of 0.50, indicating that more than half of the variance is explained 

by the indicators. Understanding the significance of structural paths in Partial Least Squares Structural 

Equation Modeling (PLS-SEM) is essential for grasping the relationships between constructs. Path 

coefficients, ranging from -1 to 1, signify the strength and direction of relationships between independent 

and dependent constructs, with higher absolute values indicating stronger relationships. Assessing the 

significance of these path coefficients involves using the t-statistic, typically obtained through bootstrapping. 

A t-value greater than 1.96 indicates significance at the 5% level, suggesting that the path coefficient is 

statistically significant (Hair et al., 2017). 

 

Structural Model 

The path coefficients analysis reveals distinct influences of packaging design elements on consumer 

responses. Notably, the material has a significant positive impact on Perceived Quality with a path 
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coefficient of 0.273 and a t-value of 9.062, indicating a strong relationship. Similarly, Typography positively 

affects Perceived Quality, as evidenced by a path coefficient of 0.194 and a t-value of 3.422. Conversely, 

Product Photography demonstrates a negligible effect on Perceived Quality (Path Coefficient = -0.017), and 

size shows minimal influence on Purchase Decision (Path Coefficient = -0.033). These findings underscore 

that material and typography are critical factors in shaping perceived quality, whereas product photography 

and size have a less substantial impact on purchasing decisions. 

Table 5. Structural Path Significance Result 
No Variable Path Coefficient T Statistic R² Q² 

1 Image Layout → Purchase Decision 0.177 6.916 0.863 0.819 

2 Colour Combination → Perceived Quality 0.148 3.988 0.795 0.786 

3 Colour Combination → Purchase Decision 0.083 2.782 0.863 0.819 

4 Typography → Perceived Quality 0.217 6.102 0.795 0.786 

5 Typography → Purchase Decision 0.124 4.122 0.863 0.819 

6 Product Photography → Perceived Quality 0.120 3.531 0.795 0.786 

7 Product Photography → Purchase Decision 0.019 0.611 0.863 0.819 

8 Illustration → Perceived Quality 0.172 4.285 0.795 0.786 

9 Illustration → Purchase Decision 0.097 3.279 0.863 0.819 

10 Shape → Perceived Quality 0.179 5.275 0.795 0.786 

11 Shape → Purchase Decision 0.063 1.929 0.863 0.819 

12 Material → Perceived Quality 0.273 9.062 0.795 0.786 

13 Material → Purchase Decision 0.061 1.922 0.863 0.819 

14 Size → Purchase Decision 0.093 3.173 0.863 0.819 

15 Perceived Quality → Purchase Decision 0.412 8.132 0.863 0.819 

Source: Research data, 2024 

The model's explanatory power is assessed through the R² and Q² values. The R² values of 0.644 for 

Purchase Decision and 0.631 for Perceived Quality indicate a substantial degree of explanatory power, 

demonstrating that the model effectively accounts for a significant portion of the variance in these 

constructs. Additionally, the Q² values of 0.545 for Purchase Decision and 0.612 for Perceived Quality 

further confirm the model's predictive relevance, indicating its strong ability to predict the outcomes related 

to these constructs. 

The GoF (Goodness of Fit) index, calculated by multiplying the square roots of the average R² and 

Q² values, is 0.608. This value indicates a strong model fit, suggesting that the model effectively captures 

the relationships between the constructs and provides a robust explanation of the data. 

Table 6. Goodness of Fit Result 
No Variable R² Q² 

1 Perceived Quality 0.631 0.612 

2 Purchase Decision 0.644 0.545  
Average 0.637 0.578 

 
Goodness of Fit 0.608 

 

Source: Research data, 2024 

F² values assess the practical significance of the findings. In this study, most paths show small effect 

sizes, with the exception of the path from "Perceived Quality" to "Purchase Decision," which has an F² 

value of 0.206, indicating a medium effect size. This suggests that "Perceived Quality" has a meaningful 

impact on "Purchase Decision" compared to other paths in the model. 

Table 7. F-Square Result 
No Structural Path F² Effect Size 

1 Colour Combination → Perceived Quality 0.044 Small 

2 Typography → Perceived Quality 0.031 Small 

3 Product Photography → Perceived Quality 0 None 
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No Structural Path F² Effect Size 

4 Shape → Perceived Quality 0.042 Small 

5 Illustration → Perceived Quality 0.022 Small 

6 Material → Perceived Quality 0.08 Small 

7 Image Layout → Purchase Decision 0.029 Small 

8 Colour Combination → Purchase Decision 0 None 

9 Typography → Purchase Decision 0.009 None 

10 Product Photography → Purchase Decision 0 None 

11 Shape → Purchase Decision 0.006 None 

12 Size → Purchase Decision 0.002 None 

13 Illustration → Purchase Decision 0.022 Small 

14 Material → Purchase Decision 0.006 None 

15 Perceived Quality → Purchase Decision 0.206 Medium 

Source: Research data, 2024 

Hypothesis testing evaluates the significance of relationships in the model. A p-value less than 0.05 

and a T-statistic greater than 1.96 indicate the acceptance of the hypotheses. The results reveal that 

hypotheses concerning the positive impacts of "Colour Combination," "Typography," "Shape," 

"Illustration," and "Material" on "Perceived Quality" are supported. Additionally, the significant influence 

of "Perceived Quality" on "Purchase Decision" is confirmed, highlighting the importance of perceived 

quality in affecting consumer purchase choices. 

Table 8. Hypothesis Testing Result 
Hypothesis Structural Path Path 

Coefficient 

T 

Statistics 

P 

Values 

Result 

H1a Colour Combination → 

Perceived Quality 
0.148 3.988 0.000 

Positive Impact, 

Accepted 

H1b Typography → Perceived 

Quality 
0.217 6.102 0.000 

Positive Impact, 

Accepted 

H1c Product Photography → 

Perceived Quality 
0.120 3.531 0.000 

Positive Impact, 
Accepted 

H1d Shape → Perceived Quality 
0.179 5.275 0.000 

Positive Impact, 
Accepted 

H1e Illustration → Perceived Quality 
0.172 4.285 0.000 

Positive Impact, 

Accepted 

H1f Material → Perceived Quality 
0.273 9.062 0.000 

Positive Impact, 
Accepted 

H2a Image Layout → Purchase 

Decision 
0.177 6.916 0.000 

Positive Impact, 
Accepted 

H2b Colour Combination → 

Purchase Decision 
0.083 2.782 0.006 

Positive Impact, 
Accepted 

H2c Typography → Purchase 

Decision 
0.124 4.122 0.000 

Positive Impact, 
Accepted 

H2d Product Photography → 

Purchase Decision 
0.019 0.611 0.541 

Positive Impact, 
Rejected 

H2e Shape → Purchase Decision 
0.063 1.929 0.054 

Positive Impact, 
Rejected 

H2f Size → Purchase Decision 
0.093 3.173 0.002 

Positive Impact, 

Accepted 

H2g Illustration → Purchase 

Decision 
0.097 3.279 0.001 

Positive Impact, 

Accepted 

H2h Material → Purchase Decision 
0.061 1.922 0.055 

Positive Impact, 

Rejected 

H3 Perceived Quality → Purchase 

Decision 
0.412 8.132 0.000 

Positive Impact, 
Accepted 

Source: Research data, 2024 
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The study finds that various elements of packaging design—such as colour combinations, 

typography, product photography, shape, illustration, and material—positively influence perceived quality. 

Among these, material has the strongest positive effect on perceived quality. In terms of influencing 

purchase decisions, factors like illustrations, image layout, colour combinations, typography, and size have 

a notable impact, while product photography, shape, and material do not show a direct positive effect. This 

discrepancy suggests that consumer preferences for these design elements do not always align with their 

actual purchasing behaviour, indicating that other factors might be more influential in driving purchase 

decisions. 

Perceived quality plays a crucial role in purchase decisions, with a significant impact of 41.2%. 

Generation Z consumers prefer warm or muted colours, fun and handwritten typography, practical and 

unique packaging shapes, and simple cartoon graphics, though rendered graphics are also popular. They 

also favour eco-friendly materials, provided they maintain functionality. This complexity in consumer 

behaviour underscores that visual appeal and perceived quality do not always translate directly to purchase 

decisions. The findings both support and challenge existing literature. While literature emphasizes the 

importance of product photography, shape, and material in enhancing perceived quality and influencing 

purchase decisions, the study reveals that these factors do not significantly impact purchase decisions in this 

context. This suggests that while consumers may value these elements in assessing product quality, they are 

not decisive factors in their purchasing choices within this specific study's framework. 

D. CONCLUSION 

This research on Indonesian Generation Z's snack purchasing behaviour reveals that visual 

packaging elements significantly influence perceived quality, which in turn strongly impacts purchase 

decisions. Colour combinations, typography, shape, illustrations, and materials positively affect perceived 

quality, with material having the strongest influence. Image layout and illustrations directly impact purchase 

decisions, while other elements like colour and typography don't show significant direct effects. Generation 

Z prefers warm or muted colours, fun handwritten typography, practical shapes, simple cartoon graphics 

(though rendered graphics remain popular), and eco-friendly materials balanced with functionality. The 

study highlights the complexity of consumer behaviour, where visual appeal and perceived quality don't 

always directly translate to purchases. 

These findings both support and contrast existing literature, suggesting the need for further research 

into Generation Z consumer preferences in Indonesia, particularly across different food categories and 

considering gender as a moderating factor. The insights provide valuable guidance for food industry 

professionals targeting this demographic, emphasizing the importance of aligning packaging design with 

Generation Z's trends and preferences to enhance perceived quality and influence purchase decisions. The 

research fills a gap in the existing literature by focusing on the relatively unexplored area of Indonesian 

Generation Z's perception of packaging in their consumer behaviour. It extends theories of consumer 

psychology and marketing, offering valuable perspectives on the unique preferences of this demographic in 

Indonesia. For professionals in the food industry, understanding how packaging design influences 

purchasing decisions through perceived quality is crucial for winning the future competitive market, and 

this research provides a foundation for creating attractive packaging that resonates with Generation Z 

consumers. 
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