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Abstract

This research paper aims to investigate the mediating role of product
perceived quality in the relationship between product packaging (in terms of
packaging color, packaging design, packaging material, and printed
information) and brand loyalty, with a specific application to Egyptian
natural body care brands. The study highlights the growing importance of
packaging as a strategic marketing tool that influences consumer perceptions
and behaviors in competitive markets. Data was collected through a
structured questionnaire distributed to a random sample of 384 respondents.
The responses were analyzed using SPSS 23.0 for descriptive statistics and
Amos 23.0 for structural equation modeling to test the hypothesized
relationships. Research findings revealed a positive and significant effect
among all the studied variables. Furthermore, product perceived quality was
found to play a key mediating role in enhancing the impact of packaging
attributes on brand loyalty. These results offer practical implications for
brand managers seeking to strengthen customer loyalty through packaging
strategies.
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Determining the value of packaging for businesses and customers is
necessary when using it to create long-term product value. Businesses should
be able to identify the value that packaging adds for their clients, such as by
figuring out which aspects of the packaging boost sales or willingness to pay
(Korhonen, Jokinen, Joutsela, Roto, & Latvala, 2016).

Compared to other product development expenses, packaging is frequently
less expensive. However, packaging has a significant impact on consumers'
decisions to buy. Packaging can be seen as both a chance to make a lasting
impression on customers and an investment in the appeal of the goods.
Packaging frequently serves as a crucial interface for a product's usage or
consumption, and as such, it contributes significantly to the development of
product experience. Additionally, for fast-moving consumer goods,
packaging is the most crucial marketing medium that fosters customer
relationships and produces the greatest consumer connection (Korhonen,
Jokinen, Joutsela, Roto, & Latvala, 2016).

One of the most crucial marketing concepts is probably perceived product
quality. Researchers and practitioners have recently shown a great deal of
interest in perceived quality, primarily in the context of services marketing
(Cronin & Taylor, 1992; Parasuraman, Zeithaml & Berry 1996). Less
emphasis has been paid, nevertheless, to research that incorporates the
function of perceived product quality into the framework of other marketing
factors including consumer satisfaction, purchase intentions, and product
involvement, and brand loyalty. Furthermore, there hasn't been much
marketing research done on the connections between these constructs for
commodities as opposed to services. Practitioners and scholars are interested
in perceived quality because they think it improves marketing performance
(Hanifati & Salehudin, 2021). Perceived quality can be defined as a measure
of beliefs about the level of quality of a product or service (Solin & Curry,
2023).

In today’s highly competitive market, product packaging plays a critical role
not only in attracting consumer attention but also in shaping perceptions of
product quality, which can ultimately influence brand loyalty. Despite
growing interest in packaging as a strategic marketing tool, limited research
has explored how the perceived quality of a product mediates the relationship
between packaging and consumers' long-term commitment to a brand.
Understanding this mediating effect is essential, as it may reveal whether
packaging impacts brand loyalty directly or operates primarily through its
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influence on perceived quality. This gap in literature highlights the need for
a deeper investigation into the psychological mechanisms through which
packaging contributes to brand loyalty, particularly by examining the extent
to which perceived product quality serves as a key intermediary in this
relationship.

Literature Review

First variable: Product packaging

The objective of product packaging is to both protect a product from outside
contaminants and to promote it (Waheed, Khan, & Ahmad, 2018).According
to Waheed, Khan,and Ahmad (2018), the decision-making process used by
consumers 1s neither impartial, consistent, or logical. As a result, they
frequently use packaging to determine quality. According to earlier research,
packaging has a significant role in product promotion and purchase intention
stimulation (Rundh, 2007). Consumer purchasing decisions are also
significantly influenced by the packaging's appearance, quality, and color
(Raheem, Ahmed, Vishnu, & Imamuddin, 2014). Additionally, it has been
proposed that packaging is a key marketing point that aids customers in
differentiating between items.

Furthermore, product packaging's aesthetic appeal is a marketing promotion
medium (Silayoi & Speece, 2007). Customers place greater value on written
information on packaging labels when they buy high involvement products.

1-Packaging Color

According to Aydin and Ozer (2005), packaging color aids customers in
visualizing and differentiating competing brands. Customers get flooded
with a wide variety of goods in a variety of packaging colors when they visit
a supermarket. Nonetheless, customers are more likely to buy goods whose
packaging colors catch their eye. Different packaging colors have different
implications, according to previous research (Aslam, 2006). While the green
color conveys relaxation, the black color conveys command and mystery.
Furthermore, whereas green denotes affordability and casualness, red
conveys passion and powerful qualities. White represents purity, elegance,
and formality, while brown represents masculinity (Aslam, 2006). According
to Becker, Van-Rompay, Schiff erstein, and Galetzka (2011), consumers
frequently rely their assessments of a product's quality and cost on the color
of its packaging.
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Customers also frequently associate colors with their beliefs and preferences.
Babin, Hardesty, and Suter (2003) discovered, for instance, that customers
like seeing blue in clothes stores. Kauppinen-Réisdnen and Luomala (2010)
investigated how different colors affected pharmaceutical items. According
to the study, consumers' perceptions of the cost and quality of medications
are correlated with the color of the packaging.

2-Packaging Material

Products are shielded from loss or damage by their packaging. The majority
of products are often offered in cardboard, glass, and plastic. The first feature
of a product to come into direct contact with the customer is its packaging.
It also reflects a product's image and quality. According to earlier research,
customers tend to anticipate that a product will also be of low quality when
they observe poor packaging (Underwood, Klien & Burke, 2001). As a
result, buyers typically buy goods that are packaged with premium materials.
Silayoi & Speece (2004) discovered that customers frequently evaluate a
product's packing material based on its appearance and style. Additionally,
the majority of consumers focus their evaluations on the packaging design
since they are unable to judge the quality of the packaging material.
Packaging materials were previously primarily utilized for aesthetic
purposes.

3-Packaging design

A product's layout, typefaces, and colors are all part of its packaging design.
According to Grossman and Wisenblit (1999), each of these elements of
packaging design influences consumer purchase intentions and builds a
brand image. When buying low involvement products, consumers don't take
the time to consider the products' features. Consequently, compared to high
participation products, low involvement products place greater emphasis on
packaging design (Hausman, 2000). Because packaging design influences
consumers' perceptions of a product, it needs to be visually striking in a
display (Grossman & Wisenblit, 1999).

4-Printed Information

Product information is provided by printed materials, sometimes known as
product labels. According to Silayoi and Speece (2004) and Butkeviciene,
Stravinskiene, and Rutelione (2008), written information is also intended to
draw in customers and encourage them to purchase a product. It has been
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discovered that when buying high involvement products, customers focus
more on printed information (Kupiec & Revell, 2001). In contrast, while
buying minimal involvement products, buyers are more likely to focus on
visual appeal. When buying health-related products, consumers also examine
written product information (Coulson, 2000).

Second Variable: Product Perceived Quality

People assess whether a product or service meets their expectations based on
perceived quality (Severt et al., 2020). Customers have a subjective idea of
what a product's perceived quality is (Calvo-Porral & LévyMangin, 2017).
When evaluating quality, consumers take into account all the elements that
are crucial to their satisfaction since quality is a multifaceted construct that
leads to satisfaction (Gok et al., 2019).

One of the main positioning strategies used by marketers is the quality of
their products. Product quality, according to Johnson and Ettlie (2001), is
determined by performance, which can be defined as the extent of
customization, defect-free status, or the reliability with which the product
satisfies customer needs. Features, warranties, packaging, and design were
all included in the product quality dimension. Customers are more likely to
accept products of high quality. Performance was directly impacted by
product quality, which was also strongly associated with consumer loyalty,
satisfaction and intention to repurchase. (B.Fabian, 2023)

Furthermore, a number of studies offered empirically sound proof that
overall consumer satisfaction is positively correlated with product quality.
This implied that keeping up a high standard of product quality would result
in customer satisfaction and brand loyalty. In addition to being a logical
choice, high pleasure or delight forges an emotional connection with the
brand. Increased customer loyalty is the outcome (B.Fabian, 2023).
Additionally, customer satisfaction increases customer loyalty, decreases
price sensitivity, and encourages positive word-of-mouth about the business
and its offerings (B.Fabian, 2023).

Third Variable: Brand Lovalty

According to Lin and Lee (2012), loyal customers exhibit repeat purchase
behavior and have a positive view toward the brand. When consumers
develop this level of brand loyalty, they are less likely to switch to competing
goods (Hanifati & Salehudin, 2021).
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Research Hypotheses

Drawing from the theoretical framework outlined in the literature review, the
following hypotheses have been formulated to examine the suggested
relationships and assumptions in the scope of this research:

H1. Product Packaging has a statistically significant effect on Brand
Loyalty.

Hla. Packaging Color has a statistically significant effect on Brand
Loyalty.

H1b. Packaging Design has a statistically significant effect on Brand
Loyalty.

Hlc. Packaging Material has a statistically significant effect on Brand
Loyalty.

H1d. Printed Information has a statistically significant effect on Brand
Loyalty.

H2. Product Packaging has a statistically significant effect on perceived
Product Quality.

H2a. Packaging color has a statistically significant effect on perceived
Product Quality.

H2b. Packaging design has a statistically significant effect on perceived
Product Quality.

H2c. Packaging material has a statistically significant effect on perceived
Product Quality.

H2d. Printed Information has a statistically significant effect on perceived
Product Quality.

H3. Perceived Product Quality has a statistically significant effect on
Brand Loyalty.

H4. Perceived Product Quality has a mediating effect between Product
Packaging and Brand Loyalty.

Methodology

The research used the quantitative approach. Data was collected through a
questionnaire. A random sample of 384 responses were collected and
analyzed using SPSS 23.0 and Amos 23.0. The measurement items for
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constructs were adopted from previous research studies. The questionnaire’s
first section consisted of the demographic variables (Gender, Age, and
Income level), the second section addressed the research variables that were
measured. First, Product Packaging with (14) questions. Then, Product
Perceived Quality through (5) questions. Finally, Brand loyalty was
measured through (4) questions. A five-points Likert scale was used for all
the measurement items ranging from 1= Strongly disagree and 5= Strongly
Agree.

Results

1. Validity and Reliability Assessment:

Before submitting primary data to statistical processing and analysis,
it is necessary to assess the validity and reliability of the scales used to collect
the data. In order to achieve scales with high levels of validity and reliability,

the main objectives of this evaluation are to help decrease random
measurement mistakes and increase the stability of the scales utilized. Using
Cronbach's Alpha and Factor Analysis, which enable the identification of the
key elements of the research variable's scales, the present section focuses on
evaluating the findings of the reliability and validity tests of the scales
employed in the study.
1/1 Reliability/Stability Assessment:

Because the Alpha Correlation Coefficient is regarded as the most

important technique for assessing the level of consistency of the items in the
scales used, the research relied on it to guarantee the reliability of the scales
used in gathering the current research data. Excluded are all variables with
correlation coefficients below 0.30 with other factors on the same scales. The
assessment of the internal consistency of the scales' contents is displayed in
the following table:

Table No. (1): Assessment of the variables' internal consistency

, No- 1 Stabili | Reliabili | "™ | chi- | kM | _
Variables | Sta Consisten Sig.
ty ty Square | O
t. cy
Packagin 4 | 096 0.857 0.429 2199.7 | 0.78 | 0.00
g Color 71 2 0
£V
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Packagin 1423.0 | 0.74 | 0.00
941 : 44
o Design 3 109 0.886 0.443 ) 9 0
Packagin
1778.1 | 0.85 | 0.00
g 4 | 0.826 0.682 0.341
. 64 7 0
Material
Printed
Informati | 3 | 0.941 0.885 0.443 1220.11 0.78 11 0.9
07 8 0
on
Product
8338.9 | 0.92 | 0.00
Packagin | 14 | 0.880 0.775 0.388 7 )
55 2 0
g
Perceived
2026.3 | 0.88 | 0.00
Product | 5 | 0914 0.835 0.418
. 25 9 0
Quality
Brand 4 | 0925 0.856 0.428 1916.5 | 0.83 | 0.00
Loyalty 71 3 0
Source: Based on the findings of statistical analysis, the researcher
prepared

The preceding table No. (1) makes clear that:

e The Cronbach's Alpha coefficients range from 0.682 to 0.886, which
1s above the social sciences' acceptable bounds. This confirms that
values between 60% and 70% show that the measures used in data
collection in high-level research have a high degree of reliability.

e The Internal Consistency coefficient was (0.388) and the reliability
coefficient for the independent variable "Product Packaging" was
(0.775), and the Stability coefficient was (0.880) confirming that all
of the scale's questions are reliable and appropriate.

e The Internal Consistency coefficient was (0.418) and the reliability
coefficient for the mediator variable "Perceived Product Quality" was
(0.835), and the Stability coefticient was (0.914) confirming that all
of the scale's questions are reliable and appropriate.

e The Internal Consistency coefficient was (0.428) and the reliability
coefficient for the dependent variable "Brand Loyalty" was (0.856),
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and the Stability coefficient was (0.925) confirming that all of the
scale's questions are reliable and appropriate.

e In addition to the significance levels being less than 0.05, all of which
were 0.000, the KMO test values vary from 0.749 to 0.922, which are
more than 0.05, and the value of Chi-Square Test from 1220.107 to
2199.771 that validate the questionnaire is appropriate for testing the
study hypotheses and performing confirmatory factor analysis.

1/2 Evaluation of Validity and Reliability:

1/2/1 Test of Construct Validity:

The degree to which the scale captures the theoretical idea of the
variable to be measured is known as construct validity. To assess construct
validity, the researcher used AMOS V. 23 and the Confirmative Factor
Analysis approach. Several indicators were discovered to assess the quality
of this match in order to decide whether the suggested model for the data
should be accepted or rejected, given the assumption of a match between the
covariance matrix of the variables included in the analysis and the matrix
anticipated by the software. These findings are shown as follows in Table
No. (2):

Table No. (2): Measures of the structural equation model's goodness of

fit

Indicators Calculated Values Model Values

CMIN/DF 1.301 Less than 5
Goodness of Fit Index 99.5 More than 0.90
Normed Fit Index 98.4 More than 0.90
Comparative Fit Index 96.9 More than 0.95
Increased Fit Index 97.7 More than 0.95
RMSEA 0.02 Less than 0.08

Source: Based on the findings of statistical analysis, the researcher

prepared

2/2/1 Findings from the Product Packaging scale's Confirmatory Factor
Analysis (CFA):

The four primary dimensions of the Product Packaging scale are
Packaging Color, Packaging Design, Packaging Material, and Printed
Information. The scale uses a five-point Likert scale and consists of 14
statements. In order to determine whether scale items accurately assess these
qualities, the researcher used factor analysis. The loading factors of the

EVY
YoYo juamd o(¥) 23 ((F0) alaa 4 lailly datlall ciladsal) ddas



Hajar Alhosseiny Product Quality, Product Packaging and Brand Loyalty

Product Packaging scale items on the fundamental dimensions to which they
belong are depicted in Figure No. (1) as follows:
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Chi-Square = (3620.341), df= (67), P-Value= (0.000), Chi-Square/df=
(1.011), GFI=(99.1), IFI= (95.1), NFI=(98.5), CFI=(1.000), CFI= (97.4),
RMSEA= (0.002)

Figure No. (1): Product Packaging Items' Reliability and Consistency
Criteria
Figure No. (1) shows the following:

e The factor loading or consistency coefficient, which are the
standardized regression weights displayed on the arrows linking the
latent variable to each of its observed items. Every item that has a
loading coefficient below 0.30 is disqualified. According to the
dimensions of Packaging Color, Packaging Design, Packaging
Material, and Printed Information, it was discovered that every item
loading in the Product Packaging scale was greater than 0.30, with
values ranging from 0.97 to 0.99 in the Packaging Color dimension,
0.96 to 1.00 in the Packaging Design dimension, 0.91 to 0.99 in the
Packaging Material dimension, and 0.97 to 0.98 in the Printed
Information dimension.

e Strong inter-item correlations and high goodness-of-fit indicators in
the model demonstrate the scale's excellent validity and inter-
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consistency, making it a dependable instrument for assessing the

variable.

2/2/2 Findings from the Perceived Product Quality Scale’s Confirmatory
Factor Analysis (CFA):

The Perceived Product Quality scale uses a five-point Likert scale and
consists of 5 statements. In order to determine whether scale items accurately
assess these qualities, the researcher used factor analysis. The loading factors
of the Perceived Product Quality scale items on the fundamental dimensions
to which they belong are depicted in Figure No. (2) as follows:
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Chi-Square = (6548.589), df= (20), P-Value= (0.000), Chi-Square/df=
(1.126), GFI=(97.8), IF1= (99.3), NFI=(1.000), CFI=(99.5), CFI= (98.8),
RMSEA= (0.001)

Figure No. (2): Perceived Product Quality Items' Reliability and
Consistency Criteria
Figure No. (2) shows the following:

e The factor loading or consistency coefficient, which are the
standardized regression weights displayed on the arrows linking the
latent variable to each of its observed items. Every item that has a
loading coefficient below 0.30 is disqualified. According to that, it was
discovered that every item loading in the Perceived Product Quality
scale was greater than 0.30, with values ranging from 0.89 to 0.97.
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e Strong inter-item correlations and high goodness-of-fit indicators in
the model demonstrate the scale's excellent validity and inter-
consistency, making it a dependable instrument for assessing the
variable.
2/2/3 Findings from the Brand Loyalty scale's Confirmatory Factor
Analysis (CFA):

The Brand Loyalty scale uses a five-point Likert scale and consists of
4 statements. In order to determine whether scale items accurately assess
these qualities, the researcher used factor analysis. The loading factors of the
Brand Loyalty scale items on the fundamental dimensions to which they
belong are depicted in Figure No. (3) as follows:
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Chi-Square = (8389.219), df= (2), P-Value= (0.000), Chi-Square/df=
(1.210), GFI=(96.5), IFI= (98.9), NF1=(99.9), CFI=(99.5), CFI= (1.000),
RMSEA= (0.004)

Figure No. (3): Brand Loyalty Items' Reliability and Consistency
Criteria
Figure No. (3) shows the following:

e The factor loading or consistency coefficient, which are the
standardized regression weights displayed on the arrows linking the
latent variable to each of its observed items. Every item that has a
loading coefficient below 0.30 is disqualified. According to that, it was
discovered that every item loading in the Brand Loyalty scale was
greater than 0.30, with values ranging from 0.96 to 0.98.
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e Strong inter-item correlations and high goodness-of-fit indicators in
the model demonstrate the scale's excellent validity and inter-
consistency, making it a dependable instrument for assessing the
variable.

2. A descriptive examination of the variables under investigation:

In order to determine the overall Means of the study variables and
Standard Division, as well as to compute frequencies and percentages, the
researcher used IBM SPSS Statistic Software Package V. 23. Table No. (3)
displays the sample item distribution based on the demographic
characteristics of age, income level, and gender as follows:

Table No. (3): The sample items' distribution based on the

demographic characteristics

Demographic Variables Freq. Perc.
Male 96 25%
Gender Female 288 75%
Total 384 100%
18-28 175 45.6%
29-38 120 31.4%
e 39-48 50 13%
49-58 30 7.7%
59 or above 9 2.3%
Total 384 100%
7000-20000 210 54.7%
21000-30000 106 27.6%
Income Level 31000-40000 58 15.1%
Above 40000 10 2.6%
Total 384 100%
Source: Based on the findings of statistical analysis, the researcher
prepared

The preceding table No. (3) makes clear that:
e 288 people, or 75% of the sample, were females, constitutes the
majority of the sample.

e 175 people, or 45.6% of the sample, their ages range between 18 and
29.
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e 210 people, or 54.7% of the sample, had incomes between 7000 and

20,000.

The descriptive features of the research variables, which comprise the
Mean, Standard Deviation, and Variance, are as follows, as indicated in Table

No. (4):
Table No. (4): The research variable's mean, standard deviation, and
variance
Variables Mean S. D. V.
Packaging Color 3.678 1.1152 1.328
Packaging Design 4.886 1.496 1.679
Packaging Material 3.330 1.143 1.307
Printed Information 3.917 1.007 1.014
Product Packaging 3.626 1.110 1.234
Perceived Product 3.808 0.897 0.805
Quality
Brand Loyalty 3.838 0.903 0.816
Source: Based on the findings of statistical analysis, the researcher
prepared

preceding table No. (4) makes clear that:

e The mean of the independent variable Product Packaging was 3.626
with a standard deviation of 1.110 and Variance Coefficient 1.234,
indicating a generally favorable trend in the sample answers.
Packaging Design, Printed Information, Packaging Color, and
Packaging Material were the qualities that were ranked in order of
importance for this variable.

e The mean of the mediator variable, Perceived Product Quality, was
3.808 with a standard deviation of 0.897 and Variance Coeftficient
0.805, indicating a generally favorable trend in the sample answers.

e The mean of the dependent variable, Brand Loyalty, was 3.838 with a
standard deviation of 0.903 and Variance Coefficient 0.816, indicating
a generally favorable trend in the sample answers.

3. Hypothesis Testing and Result Analysis:

The following section presents the findings of data analysis, allowing
the researcher to confirm whether the hypotheses that form the basis of the
study are accurate or not:

3/1 findings of the first hypothesis Test:
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3/1/1 Brand Loyalty and the dimensions of Product Packaging are
correlated in the following Matrix:

To ascertain how strongly the research variables were related to one other,
the researcher used the Pearson Correlation Coefficient. Table No. (5) shows
the correlation matrix between the aspects of Product Packaging and Brand
Loyalty:

Table No. (5): Brand Loyalty and the dimensions of Product Packaging

correlation matrix

Packagi | Packagi Paflkagl Printed | Product Bl;lan
Variables ng ng g . | Informat | Packagi
. Materia . Loyal
Color | Design 1 ion ng -
Packagin 1
g Color
Packagin | 0.970** 1
g Design | 0.000
Pacl;ag“‘ 0.901%* | 0.900%* |
Material 0.000 0.000
Iﬂ;‘)‘:ﬁgt 0.816%* | 0.816%* | 0.773** 1
. 0.000 0.000 0.000
ion
lf;c"lfa“ci; 0.980%* | 0.977*%* | 0.936%* | 0.892%* |
: 8 0.000 0.000 0.000 0.000
Brand | 0.710%* | 0.726** | 0.691** | 0.794** | 0.766** |
Loyalty 0.000 0.000 0.000 0.000 0.000

Source: Based on the findings of statistical analysis, the researcher
prepared, which ** denotes the correlation coefficient's significance at the
0.01 significance level.

preceding table No. (5) makes clear that:

e With a correlation coefficient (0.766) at a significance level of 0.01
between Product Packaging and Brand Loyalty, there is a statistically
significant positive correlation.

e At a significance level of 0.01 and with a correlation coefficient of
(0.710), there is a statistically significant positive correlation between
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Brand Loyalty and Packaging Color, one of the dimensions of the
independent variable Product Packaging.

e At a significance level of 0.01 and with a correlation coefficient of
(0.726), there is a statistically significant positive correlation between
Brand Loyalty and Packaging Design, one of the dimensions of the
independent variable Product Packaging.

e At a significance level of 0.01 and with a correlation coefficient of
(0.691), there is a statistically significant positive correlation between
Brand Loyalty and Packaging Material, one of the dimensions of the
independent variable Product Packaging.

e At a significance level of 0.01 and with a correlation coefficient of
(0.794), there is a statistically significant positive correlation between
Brand Loyalty and Printed Information, one of the dimensions of the
independent variable Product Packaging.

3/1/2 The Impact of dimensions of Product Packaging on Brand

Loyalty:

To ascertain the impact of the link between the research variables, the
investigator employed the Multiple Regression Analysis. The following is an
illustration of the strength of the Product Packaging' dimensions on Brand

Loyalty found in Table No. 6:
Table No. (6): The impact of Product Packaging’s various factors on
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brand Loyalty
Dimension’s .
Variable B Beta T Test Sig.
(Constant) 3.317 13.691 0.000
Packaging Color 161 0.206 9.241 0.000
Packaging Design 0.366 0.340 8.058 0.000
Packaging 0.141 0.101 7.093 0.000
Material
Printed 0.724 0.607 8.937 0.000
Information
R 0.808
R? 0.653
Adjusted R? 0.647
F Test 110.443
Sign. 0.000
SN




Hajar Alhosseiny Product Quality, Product Packaging and Brand Loyalty

DF 4-380

Source: Based on the findings of statistical analysis, the researcher
prepared.

preceding table No. (6) makes clear that:

e The dimensions of Product Packaging and Brand Loyalty have a
statistically significant positive correlation (correlation coefficient:
0.808) at the 1% significance level. This indicates that Product
Packaging increases Brand Loyalty, which in turn leads to higher rates
of Brand Loyalty.

e With a coefficient of determination of (0.647), the dimensions of
Product Packaging that were examined contributed by 64.7%,
suggesting that the independent variable of Product Packaging
significantly influences the shift in Brand Loyalty, as the coefficient
of determination explains. Other factors not covered by the technique
are responsible for the remaining proportion (35.3%).

e The standardized regression coefficient (Beta) revealed that all
dimensions of Product Packaging had a statistically significant linear
association with Brand Loyalty, with Printed Information, Packaging
Design, Packaging Color, and Packaging Material the greatest
influence.

The following figure number (4) illustrates the results of the first main
hypothesis as follows:
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Product Packaging _ Brand Loyalty

Figure No. (£): The Impact of Product Packaging on Brand Loyalty
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In addition to Figure No. (5) which illustrates the sub-hypotheses of the
main hypothesis one as follows:

Packaging Color o
\ 65
Packaging Design 34
10 Brand Loyalty
Packaging material /

/
Printed Information

Figure No. (°): The Impact of dimensions of Product Packaging on
Brand Loyalty

In light of the earlier findings, the first hypothesis stated “Product
Packaging has a statistically significant effect on Brand Loyalty”, and
it’s sub-hypothesis:

H1a. Packaging Color has a statistically significant effect on Brand
Loyalty.

H1b. Packaging Design has a statistically significant effect on Brand
Loyalty.

Hl1c. Packaging Material has a statistically significant effect on Brand
Loyalty.
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H1d. Printed Information has a statistically significant effect on Brand

Loyalty.

3/2 Findings of the second hypothesis Test:

3/2/1 Perceived Product Quality and the dimensions of Product
Packaging are correlated in the following Matrix:

To ascertain how strongly the research variables were related to one
other, the researcher used the Pearson Correlation Coefficient. Table No. (7)
shows the correlation matrix between the aspects of Product Packaging and
Perceived Product Quality:

Table No. (7): Perceived Product Quality and the dimensions
of Product Packaging correlation matrix

YoYo jacmd oY) 2 (Yo) alaa

Perceiv
. Packagi | Packagi Packagi Printed SEBCES e
Variable n n ng Informat t Produc
s Coigor Des% I Materi ion Packagi t
& al ng Qualit
y
Packagin 1
g Color
Packagin | 0.970** 1
g Design | 0.000
Pacl;ag“‘ 0.901%* | 0.900%* |
Material 0.000 0.000
rmted | 8160 [ 0.816%% | 07735 |
ion 0.000 0.000 0.000
;’;c"lfa“i 0.980%* | 0.977** | 0.936** | 0.892%* |
. & 0.000 0.000 0.000 0.000
Perceive
d 0.761%* | 0.776** | 0.736** | 0.825** | 0.814%* |
Product | 0.000 0.000 0.000 0.000 0.000
Quality
EAY
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Source: Based on the findings of statistical analysis, the researcher

prepared, which ** denotes the correlation coefficient's significance at the

0.01 significance level.

preceding table No. (7) makes clear that:

With a correlation coefficient (0.814) at a significance level of 0.01
between Product Packaging and Perceived Product Quality, there is a
statistically significant positive correlation.

At a significance level of 0.01 and with a correlation coefficient of
(0.761), there is a statistically significant positive correlation between
Perceived Product Quality and Packaging Color, one of the
dimensions of the independent variable Product Packaging.

At a significance level of 0.01 and with a correlation coefficient of
(0.776), there is a statistically significant positive correlation between
Perceived Product Quality and Packaging Design, one of the
dimensions of the independent variable Product Packaging.

At a significance level of 0.01 and with a correlation coefficient of
(0.736), there is a statistically significant positive correlation between
Perceived Product Quality and Packaging Material, one of the
dimensions of the independent variable Product Packaging.

At a significance level of 0.01 and with a correlation coefficient of
(0.825), there is a statistically significant positive correlation between
Perceived Product Quality and Printed Information, one of the
dimensions of the independent variable Product Packaging.

3/1/2 The Impact of dimensions of Product Packaging on Perceived
Product Quality:

To ascertain the impact of the link between the research variables, the

investigator employed the Multiple Regression Analysis. The following is an
illustration of the strength of the Product Packaging' dimensions on
Perceived Product Quality found in Table No. (8):

Table No. (8): The impact of Product Packaging’s various factors

on Perceived Product Quality

Dimension’s .
Variable B Beta T Test Sig.
(Constant) 4.841 23.875 0.000
Packaging Color 0.134 0.241 11.939 0.000
Packaging Design 0.462 0.353 12.353 0.000
EAE

YoYo juamd o(¥) 23 ((F0) alaa 4 lailly datlall ciladsal) ddas



Hajar Alhosseiny Product Quality, Product Packaging and Brand Loyalty

Packaging 0.177 0.104 10.242 0.000
Material
Frinted 0.829 0.572 9.285 0.000
Information
R 0.845
R? 0.714
Adjusted R? 0.710
F Test 146.937
Sign. 0.000
DF 4-380
Source: Based on the findings of statistical analysis, the researcher
prepared.

preceding table No. (8) makes clear that:

e The dimensions of Product Packaging and Perceived Product Quality
have a statistically significant positive correlation (correlation
coefficient 0.845) at the 1% significance level. This indicates that
Product Packaging increases Brand Loyalty, which in turn leads to
higher rates of Brand Loyalty.

e With a coefficient of determination of (0.710), the dimensions of
Product Packaging that were examined contributed by 71%,
suggesting that the independent variable of Product Packaging
significantly influences the shift in Perceived Product Quality, as the
coefficient of determination explains. Other factors not covered by the
technique are responsible for the remaining proportion (29%).

e The standardized regression coefficient (Beta) revealed that all
dimensions of Product Packaging had a statistically significant linear
association with Perceived Product Quality, with Printed Information,
Packaging Design, Packaging Color, and Packaging Material the
greatest influence.

The following figure number (6) illustrates the results of the second main
hypothesis as follows:
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Product Packaging - Perceived Product Quality

Figure No. (6): The Impact of Product Packaging on Perceived Product

Quality
In addition to Figure No. (7) which illustrates the sub-hypotheses of the
main hypothesis one as follows:

Packaging Color

Packaging Design

Perceived Product Quality

Packaging material

Printed Information

Figure No. (7): The Impact of dimensions of Product Packaging on
Perceived Product Quality
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In light of the earlier findings, the second hypothesis stated
“Product Packaging has a statistically significant effect on Perceived
Product Quality”, and its sub-hypothesis:

H2a. Packaging Color has a statistically significant effect on Perceived
Product Quality.

H2b. Packaging Design has a statistically significant effect on Perceived
Product Quality.

H2c. Packaging Material has a statistically significant effect on
Perceived Product Quality.

H2d. Printed Information has a statistically significant effect on
Perceived Product Quality.

3/3 Findings of the third hypothesis Test:

3/3/1 Perceived Product Quality and Brand Loyalty are correlated in the
following Matrix:

To ascertain how strongly the research variables were related to one
other, the researcher used the Pearson Correlation Coefficient. Table No. (9)
shows the correlation matrix between Brand Loyalty and Perceived Product
Quality:

Table No. (9): Perceived Product Quality and Brand Loyalty

correlation matrix

Perceived Product

Variables Quality Brand Loyalty
Perceived Product 1
Quality
Kk
Brand Loyalty 069(3) (1) 0 1

Source: Based on the findings of statistical analysis, the researcher
prepared, which ** denotes the correlation coefficient's significance at the
0.01 significance level.
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preceding table No. (9) makes clear that With a correlation coefficient
(0.931) at a significance level of 0.01 between Perceived Product Quality

and Brand Loyalty, there is a statistically significant positive correlation.

3/3/2 The Impact of Perceived Product Quality on Brand Loyalty:

To ascertain the impact of the link between the research variables, the
researcher employed the Simple Regression Analysis. The following is an
illustration of the strength of the Perceived Product Quality on Brand Loyalty
found in Table No. (10):

Table No. (10): The impact of Perceived Product Quality on Brand

Loyalty
Dl‘III;erlil:;)ollel > B Beta T Test Sig.
(Constant) 0.778 12.054 0.000
Perceived Product |, ;66 | o3 39430 | 0.000
Quality
R 0.931
R? 0.867
Adjusted R? 0.867
F Test 1554.729
Sig. 0.000
DF 1-383
Source: Based on the findings of statistical analysis, the researcher
prepared.

preceding table No. (10) makes clear that:

e Perceived Product Quality and Brand Loyalty has a statistically
significant positive correlation (correlation coefficient: 0.931) at the
1% significance level. This indicates that Perceived Product Quality
increases Brand Loyalty, which in turn leads to higher rates of Brand
Loyalty.

e With a coefficient of determination of (0.867), Perceived Product
Quality that were examined contributed by 86.7%, suggesting that the
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independent variable of Perceived Product Quality significantly
influences the shift in Brand Loyalty, as the coefficient of
determination explains. Other factors not covered by the technique are
responsible for the remaining proportion (13.3%).
The following figure number (8) illustrates the results of the third main
hypothesis as follows:

D
| i Y .

Perceived Product Quality I - Brand Loyalty

Figure No. (8): The Impact of Perceived Product Quality on Brand
Loyalty

In light of the earlier findings, the third hypothesis stated
“Perceived Product Quality has a statistically significant effect on Brand
Loyalty”.

3/4 Findings of the fourth hypothesis Test:

3/4/1 Product Packaging and Perceived Product Quality and Brand

Loyalty are correlated in the following Matrix:

To ascertain how strongly the research variables were related to one
other, the researcher used the Pearson Correlation Coefticient. Table No. (11)
shows the correlation matrix between the Product Packaging and Brand
Loyalty and Perceived Product Quality:
Table No. (11): Product Packaging and Perceived Product Quality

and Brand Loyalty correlation matrix
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Variables Pl:lzﬁglglic;g Perceg::;ll;;oduct Brand Loyalty
Product 1
Packaging
Perceived 0.814%** 1
Product Quality 0.000
Brand Loyalty 00788:;* 009(3)(1):;* 1

Source: Based on the findings of statistical analysis, the researcher
prepared, which ** denotes the correlation coefficient's significance at the
0.01 significance level.

preceding table No. (11) makes clear that with a correlation coefficient
from (0.766) to (0.931) at a significance level of 0.01 between Product
Packaging and Perceived Product Quality and Brand Loyalty, there is a

statistically significant positive correlation between the research’s Variables.

3/4/2 Sobel Test

This test was used by the researcher to assess the significance of the indirect
relationships between the dependent variable (Brand Loyalty) and the
independent variable (Product Packaging) within the mediator variable
(Perceived Product Quality). One can conclude that there is a genuine
indirect influence of the mediating variable in the relationship between the
independent and dependent variables if the Z-Value 1s higher than 1.96. This
figure is based on the standard errors and unstandardized regression
coefficients of the connection between the dependent variable (Brand
Loyalty) and the independent variable (Product Packaging), The results of
this test are displayed in table No. (12) below, together with the
unstandardized regression coefficients and standard errors of the association
between the mediating variable (Consumer Trust) and the dependent variable
(Brand Loyalty):

Table No. (12): The Findings of Sobel Test

Variables Effect S.E. | Z-Value
Value
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Product Packaging —»
Perceived Product Quality ——0.965 0.001 13.548 | 0.000
Brand Loyalty

Source: Based on the findings of statistical analysis, the researcher
prepared.

With a value of 96.5%, Table No. (12) shows that the current study
model has a powerful and indirect effect that is statistically significant. At a
significance level of 0.000, the Sobel Teat Value was 13.548, and the path is:

Product Packaging——— Perceived Product-Quality

Brand Loyalty

3/4/3 The Impact of Perceived Product Quality has a mediating effect
between Product Packaging and Brand Loyalty:

The AMOS Program V. 23 with the Maximum Likelihood Estimates
method, which enables the analysis of the greatest number of distinct data
and the estimation of the means of the exogenous variables and their
inclusion in the regression equation, was used by the researcher to test the
research model and the impact relationships using the Structural Equation
Modeling (SEM) approach. This is done in order to validate the premise that
"the relationship between Product Packaging and Brand Loyalty is mediated
by Perceived Product Quality".

The parameter values of the causal relationship paths between the
variables of the study model are shown in Figure No. (9). A full match
between the tested model and the saturated model was evidenced by the high
model fit indices, which demonstrated the model's dependability in
explaining the causal links between the variables and its high efficiency in
explaining the relationships.
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Perceived Product Quality

14

Packaging Color

Packaging Design

Product Quality, Product Packaging and Brand Loyalty

7 =
ar

Packaging material

Printed Information

a
35
10
-.08
03
| —
01
11

Brand Loyalty

Chi-Square = (16542.254), df= (27), P-Value= (0.000), Chi-Square/df=
(0.854), GFI=(1.000), IFI= (96.2), NFI=(97.9), CFI=(99.7), CFI= (1.000),
RMSEA= (0.005)

Figure No. (9): Product Packaging Items' Reliability and Consistency

displayed in Table No. (13):
Table No. (13): The Structural Equation Parameters' outcomes

Criteria
The following are the parameters of the structural equation for the path
of relationships between the study variables and their importance, as

Dependent | Product Direct | Indirect | Total | P-
Variable | Packaging B S | G ) R Effect | Effect | Effect | Valu
Packaging |\ 1151 0141 18.947]0.472] 0.134 - 0.134 | 0.00(
Color
Perceived Pagka.gmg 0.18410.019 ] 27.373 1 0.306 | 0.462 ] 0462 | 0.00C
esign
Product Packaci
Quality | - 28"8 10197 0.089 | 29.364 | 0.403 | 0.177 — 10.177 | 0.00¢
Material
Printed | 1501 041 13025210376 | 0.429 - 0.829 | 0.00(
Information
Packaging |\ 15510 079140148 ]0.385] 0.183 | 0342 | 0.525 | 0.00(
Brand Color
Loyalty | Packaging |, 1 0041316010424 ] 0232 | 0345 | 0577 | 0.00¢
Design
9y
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Packaging | 143 10,016 19.555|0.417| 0.110 | 0.215 | 0325 | 0.00¢
Material
Printed 1 105 | 0.011{20.191 [0.370| 0.108 | 0359 | 0.467 | 0.00¢
Information

Source: Based on the findings of statistical analysis, the researcher
prepared.

The preceding table No. (13) makes it clear that:

e The dimensions of Product Packaging have a direct positive
significant impact on Perceived Product Quality, with direct paths of
0.134, 0.462, 0.177, and 0.429 at a significant level of 0.001, and on
brand loyalty, with direct paths of 0.183, 0.232, 0.110, and 0.108 at a

significant level of 0.001.

e The fourth hypothesis, which discusses the function of Perceived
Product Quality as a mediator variable in the relationship between
Product Packaging and Brand Loyalty, is explained by the existence
of variations in the overall and direct effects of the dimensions of
Product Packaging on Brand Loyalty. The dimensions of Product
Packaging have a significant indirect positive impact on Brand
Loyalty, with respective indirect paths of 0.342, 0.345, 0.215, and

0.359 at a significant threshold of 0.001.

e The dimensions of Product Packaging have a substantial positive
overall impact on Brand Loyalty at a significant level of 0.001, the

total effect paths are 0.525, 0.577, 0.325, and 0.467, respectively.

The following figure number (10) illustrates the results of the third main

hypothesis as follows:
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%

Perceived Product Quality

87

Nt

Product Packaging 03 Brand Loyalty

Figure No. () *): The Impact of Perceived Product Quality on Brand
Loyalty

In light of the earlier findings, the fourth hypothesis stated
“Perceived Product Quality has a mediating effect between Product
Packaging and Brand Loyalty”.

4. Assessing the Significant variations based on demographic variables:

To identify the significant differences based on the demographic
factors represented by gender, income level, and age, the researcher used the
T test and the ONE-WAY ANOVA test. The test results are displayed as
follows in Table No. (14):

Table No. (14): The outcomes of evaluating the Significant variations

Variables F Test Sig.
According to Gender
Product Packaging 43.879 0.000
Perceived !’roduct 48 366 0.000
Quality
Brand Loyalty 42.461 0.000
According to Age
Product Packaging 0.902 0.463
£9¢

YeYo (V) e (Yo .ﬂM LJMB@N\QM!}L“:\J%A
D e -




Hajar Alhosseiny Product Quality, Product Packaging and Brand Loyalty

Perceived ?roduct 0.659 0.621
Quality
Brand Loyalty 0.819 0.514
According to Income Level
Product Packaging 2.167 0.093
Perceived !’roduct 1.900 0.130
Quality
Brand Loyalty 1.712 0.165
Source: Based on the findings of statistical analysis, the researcher
prepared.

The preceding table No. (14) makes it clear that:

4/1 Gender:

e There are statistically significant differences between the respondents'
opinions on the independent variable Product Packaging based on the
demographic variable Gender, as indicated by the significance value
(0.000), which is less than 0.05.

e There are statistically significant differences between the respondents'
opinions on the independent variable Perceived Product Quality based
on the demographic variable Gender, as indicated by the significance
value (0.000), which is less than 0.05.

e There are statistically significant differences between the respondents'
opinions on the independent variable Brand Loyalty based on the
demographic variable Gender, as indicated by the significance value
(0.000), which is less than 0.05.

4/2 Age:

o There are statistically significant differences between the respondents'
opinions on the independent variable Product Packaging based on the
demographic variable Age, as indicated by the significance value
(0.463), which is more than 0.05.

e There are statistically significant differences between the respondents'
opinions on the independent variable Perceived Product Quality based
on the demographic variable Age, as indicated by the significance
value (0.621), which is more than 0.05.

o There are statistically significant differences between the respondents'
opinions on the independent variable Brand Loyalty based on the
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demographic variable Age, as indicated by the significance value
(0.514), which is more than 0.05.
4/3 Income Level:

e There are statistically significant differences between the respondents'
opinions on the independent variable Product Packaging based on the
demographic variable Income Level, as indicated by the significance
value (0.093), which is more than 0.05.

e There are statistically significant differences between the respondents'
opinions on the independent variable Perceived Product Quality based
on the demographic variable Income Level, as indicated by the
significance value (0.130), which is more than 0.05.

e There are statistically significant differences between the respondents'
opinions on the independent variable Brand Loyalty based on the
demographic variable Income Level, as indicated by the significance
value (0.165), which is more than 0.05.

Discussion

The findings of this study underscore the critical role of perceived product
quality as a mediating factor in the relationship between product packaging
and brand loyalty. The results revealed that product packaging has a
significant positive impact on both perceived quality and brand loyalty,
highlighting the importance of packaging as a strategic tool in brand
positioning. Furthermore, the mediating effect of perceived quality suggests
that consumers' perceptions of a product’s quality, shaped by its packaging,
play a pivotal role in fostering brand loyalty. This implies that packaging
does more than serve a functional purpose; it also acts as a visual and tactile
cue that influences consumer evaluations and loyalty behaviors. These
insights offer valuable implications for marketers and product designers
aiming to enhance customer retention through packaging strategies that
elevate quality perceptions.
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