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Appendix A: Approved project brief

Personal Project Brief — IDE Master Graduation Project Personal Project Brief — IDE Master Graduation Project

Problem Definition

What probiem do you wont to solve i the context described in the introduction, and within the avaligble time frame of 100

working days? (= Master Groduation Project of 30 EC). What opporiumities do you see to creafe added value for the described Mame student Venkata 5al Mogulia Student number 5 776 B850
stakeholders ? substantiote your choice. i
(max 200 words)

SMEs operating within FMCG focused on consumables concerning the Indian market, an emerging South Asian econanmy, PROJECT TITLE, INTRODUCTION, PROBLEM DEFINITION and ASSIGNMENT

often face challenges in establishing a robust brand identity due to imited resources and fierce competition. Due to a lack of complete afl fields, keep information clear, specific and concise

their presence in the markat, they fall to understand how brand kdentities can affect the purchase intention of a consumer.
This in turn negatively effects their brand loyalty and market expansion.

This research seeks to understand the effect of an SME"s brand identity on a consumer's purchase intention within the

Consumer perception of 2 SME's brand based on their brand identities.

Indian market, wiich could benefit SMEs focused on this particular area(FMCG, Edibles). This could heip small businesses Project title
understand the effect of thelr brand identities on purchase intention of consumers, which is vital for both the sales and
expansion of the brand. Flease state the title of your groduotion project {above). Keep the title compact and simple. Do nat use aobbreviations. The

remaimder of this document allows you to define and clarify your groduation project.
Source;

1. Odoom, R., Marteh, 8. and Boateng, R. (2017), "Branding in small- and medium-sized enterprisas (SMEs): Curmrent issues
and research avenues”, Qualitative Market Research, Vol. 20 No, 1, pp. 6889, https://dol.org/10.1108,/OMR-12-2015-00491

2. Maheshkar, Chandan & Sharma, Vinod & Kapse, Manohar & Tiwan, Dr. { 2018). Impact of Advertising on Branding in Small
Towns and Villages of India. Ushus - Journal of Business Management. 17, 1540, 10.12725/ujbm_45.2.

Introduction

Describe the context of your project here; What is the domain in which your project takes place # Wha are the main stakehoiders

and what imterests are at stake? Descnbe the opportumities [and imitohons) in this dommn to better serve the stokeholder

Assignment :
interests. (max 250 words)

This is the most important part of the project brief becouse it will give a clear direction of what you are heading for.

FENTISSE SN0, SASSMVEL ) M- XL ML SO P S TR-INEE A SCSPN- Y S ST O PR ERIRCL (X et Wheather you're a one-person band or a3 huge organization, a strong marketing strategy plan is critical for a company's

As you grodugte as an industrial design engineer, your assignment will start with a verb (Design/investigate/Validate,/ Create), success. The rise of SMEs within the FMCG sector focused on edibles in the indian market, an emerging South Asian

and you may use the green text format: economy; SMEs require effective branding, But to effectively brand a company, one of the critical factors we need to know

Is how to influence a consumer's buying intenton. And brand identitses play a vital roke in affecting this purchase intention.
Imvestigate how the brand identities affect the purchase intention of a food product from an Indian SME.

Thiz graduatson project investigates how brand identities influence the purchase intention of an edible product
manufactured by an Indian SME. The results could benefit the SMEs within this field of interest as it would help them brand
better and more efficiently. Possible imitations of this project could be, for example, that as it is fooused on small
businesses, its outcome might not be suitable in scenarios concerning more giant corporations.

Then explain your project approach to carrying out your graduation project and what research and design methods you plan to

use to genergte your design solution (max 150 words)

My research plan for the project is as follows:
1. To analyze the current corporate branding landscape for SMEs through secondary ressarch, conduct a literature review

on existing branding culture within the SMEs and thelr impact on consumers.
2. ldentify insights from the literature review & secondary research and, form an analysis, further prepare the guestions for

the interview and questionnaire.

3. Conduct interviews & guesticnnaires to understand the consumer's opinions, attitudes, and expenences towards the
brand.

4. Evaluate an SME with a possible extension of a case study 1o understand the topic further.
L. Conducting 3 coding exercise from the interviews & gquestionnaire and form a conclusion regarding consumer perception

concerning SMEs.
6. State the findings and form a conclusion based on primary & secondary research.



Appendix A: Approved project brief

Project planning and key moments

To make wisible how you plan to spend youwr time, you must make g planming for the fulf project. You are advised to use o Gantt
chart format to show the different phases of your project, deliverables you have in mind, meetings and in-betwesn degdiines.

Keep in mind that all activities should it within the given run time of 100 working days. Your planmng showd include a kick-off
meeting, mid-term evaluotion meeting, green ight meeting and graduation ceremony. Plegse indicote penods of part-time

activibies andfor penods of not spending Time an your graduation project, if any (for instance becouse of hohidays or parailel
course actiwvities).

Make sure to attach the full plan to this project breef.
The four key moment dates must be filled in beiow

in excephionol cases (part of) the Grodugtion

Kick oft meeting 22 Feb 2024 Praject may need to be scheduled port-time.
Indicate here if such applies to your project

Part of progect scheduled part-time
Mid-term evaluation 22 Apr 2024

For how many project weeks

Mumber of project days per week

Green light meeting 20 Jun 2024

Graduation ceremony 22 Jul 2024

Motivation and personal ambitions

Explain why you wish to start this project, what competencies you want to prove or develop (e.g. competencies ooguired i pour
MS5c programme, electives, extra-curmicular activities or other).

Cptionally, describe whether you have some personal learning ambitions which you explicitly want to address in this project, on
top of the learming objectives of the Grodugtion Project itself. You might thunk of e.g. acguinng in depth knowledge on a speaic
subyect, brogdening your competencies or expernimenting with a specific tool or methodology. Personal learning ambitions are
iwmited to a moximum number of five.

(200 wards mox)

By undertaking this research project, | wish to learn and understand the skifl or branding more in detail, as it k& one of the
key factors in establishing a company and creating 3 loyal consumer base. | also wish to equip SME's focusad on

mianufacturing edible FMCG goods with the knowledge of how their brand identities could influence the purchase intention
of 3 consumer.

| aspire to become an entrepreneur in India after my graduation within the field of FMCOG and focus on frozen edible
products, as it gives me a chance to kick start my entrepreneurial aspiration while increasing the guality of edible products

avatlabie in the market.

Project Planning

FROJECT PLANNMING
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Beginning the graduation project, | want to dive into a few existing SMEs and better understand
how to work with branding. | will record that information and see if they have a recurning pattern.
his could help discover the common branding identities they use and how they affect their
sales, which could be later helpful n the interview phase. | will also do a literature study to form
an intial understanding and prepare an informed set of questions for both the interview and the
guestionnaire in the analysis phase.

| will design and conduct interviews with people from the target consumer segment. To get a
broader perspective on how these brand identities affect the purchase intention of a consumer
of an SME food product., If necessary, | would alzo like to conduct interviews outside the target
consumer segment for a broader understanding. After collecting the data, | will prepare a case
study on an SME that successfully captured t2 consumers’ attention using s brand 1identity so |
know how to move on after the midterm presentation.

After the midterm presentation, | will work on conducting the case study. | will also start to
analyze and code the interviews and the case study as soon as it finishes to understand and
investigate more regarding the purchase intention, as stated in the research question. In the
end, | will create and form a final conclusion based on my primary and secondary research
findings and deliver an in-depth project report stating my findings and conclusions.



Appendix B: Definition & explanations

Premium definition: There are many definitions and
interpretations on what premium is but if we look at the

Kapferer’'s definition of premium as opposed to luxury in

Nis characteristic poetic and prophetic ‘Frenglish’
"Premium is the reward for hard work and is
fundamentally associated with effort and achievement,
placing it within the realm of the bourgeoisie. It stands
INn structural and symbolic opposition to aristocratic
luxury. Premium is chosen rationally for its excellence,
whereas luxury is chosen for hedonism and vanity.
Premium Is comparative, while luxury Is superlative.”
(Kapferer and Bastien,.2017) developed a model
llustrating the positioning and relationships between
three brand types: luxury, premium, and fashion (see
Figure 1). Although fashion has not been previously
discussed In other literature on premium branding and
will not be further discussed here, (Kapferer ano
Bastien,. 2017) argue that it is often semantically
confused with premium and luxury. Fashion used to be
synonymous with luxury (as only wealthy individuals
could afford new items before they were worn out), but
this changed In the 20th century, as products beyond
ife's basic necessities became accessible to the
MassSes.

Price as thr basis for product classification:

Although price is excluded from the premium definition
in literature review, the positioning of premium and
related classes Is mainly determined by price. Price
serves as the most concrete indicator of a product’s
positioning, conveying the intentions of the
stakeholders regarding

Social elevation Priceless
Timelessness Gift

' Dream

Quality/price ratio
Instant Investment

Social Imitation Seduction Realism Performance
Fashion Frivolity Seriousness Premium

Figure 1: Kapferer and Bastien’s graphical representation
of premium positioning as opposed to luxury and
fashion.

whether they want the product to be percelved as
expensive. |t is also the most effective measure to
communicate value to consumers. everyone has a
specific opinion on a product’s worth, and monetary
value provides a precise way to express and compare
this opinion to other products.

Other measurement options are less concrete anad
informative. For instance, examining market share or
sales numbers does not sufficiently reflect the premium
perception of packaging. A product might sell well due
to being extremely cheap and widely distributed, or It
might sell poorly because it is only available in a few
exclusive stores, being of high quality and thus too
expensive for most consumers.

Huang and Huddleston (2009) created a graph
measuring product classes based on price and quality.



This graph is insightful and addresses the need to
evaluate products based on quality. 'heir graph shows
premium private label products overlapping and even
exceeding the quality of national brand counterparts, a
point also noted by Richardson et al. (1994).

N Huang and Huddleston’s model, leading premium
national brands are positioned at the same level as
premium private label brands. Opinions on premium’s
position and exact terminology clearly differ, but it is a
matter of semiotics. As Kapferer and Bastien (2009)
stated, the categories are porous, their boundaries
permeable, but their core remains clear. 1o [Imit semiotic
confusion and promote coherence, this research
emphasizes that the premium positioning of packaging
IS solely based on price.

Premium
| private Labels
High
Like Leading
2 national brands
[
o |
Private
Labels
Low Generics
Low High

Price

Figure 2: Premium private labels as compared with
national brands and private labels and generics by
Huang and Huddleston.

This graph is insightful and addresses the need to
evaluate products based on quality. Their graph shows
premium private label products overlapping and even
exceeding the quality of national brand counterparts, a
point also noted by Richardson et al. (1994).

N Huang and Huddleston’s model, leading premium
national brands are positioned at the same level as
oremium private label brands. Opinions on premium'’s
position and exact terminology clearly differ, but it is a
matter of semiotics. As Kapferer and Bastien (2009)
stated, the categories are porous, their boundaries
permeable, but thelr core remains clear. 1o [Imit semiotic
confusion and promote coherence, this research
emphasizes that the premium positioning of packaging
IS solely based on price.

Classification of premium:

For coherent communication, overview, and research
purposes, this project classifies FMCG brands relevant
to packaging design companies. The focus is on
opremium brands, the second tier of brands. Category-
leading national brands and high-end line extensions of
A-brands are often categorized as premium brands.
T'hese brands lead their categories through commercial
efforts (marketing and sales) and innovation in product
and packaging. The ranking for this positioning is
primarily based on pricing, as detailed in appendix. The
five brand classes are described on the following page,
with illustrations for the most relevant luxury and
premium brands.



1. Luxury Brands

L uxury brands are unique, low-volume producers that
go beyond the typical price-quality-convenience
equation. These products are often of high quality but
are priced extraordinarily high due to their status-
enhancing appeal. Luxury items are typically bougnt to
elevate one's status and showcase wealth, or given as
prestigious gifts, rather than for functional use.

2. Premium Brands

Category-leading national brands are often referred to
as premium brands, also kKnown as A-brands. However,
this project distinguishes between regular A-brands and
true premium brands, Including the premium line
extensions of A-brands. These premium brands excel in
their categories through strong commercial efforts, such
as marketing and sales, and through continuous product
and packaging innovation.

3. Premium private labels

Products are high-quality consumer goods produced by
or on behalf of retailers, often priced similarly to or even
higher than leading national brands. Huang and
Huddleston (2009) describe these products as crafted
to compete directly with top national brands, offering
consumers a real alternative. These premium labels are
sometimes only avallable during seasonal sales, such as
at Easter or Christmas. Laaksonen and Reynolds (1994)
emphasize that these products are designed to provide
consumers with a genuine brand choice in the
marketplace.

4. Private label brands

Often referred to as store brands or house brands, are
non-durable products that are owned and branded by
retailers whose main focus is on distribution rather than
manufacturing (Collins, Dodd, & Lindley, 2003;
Richardson et al., 1994). These brands usually offer a
less expensive option compared to national premium
brands and are sold under the retaller's own name.

o. Budget private [abels

These brands are among the most cost-effective
products in supermarkets. They are designed to offer
the lowest-priced alternatives within their categories.
Supermarkets leverage these budget brands to position
themselves as providing better value for money
compared to thelir rivals.



Appendix B: Reason for choosing product category

The two product categories have been chosen as they were the two most consumed categories In India. These product
categories are further expected to grow representing their potential in the market. This information is presented in the following
figures.

UNPACKING GROWTH
INDIA'S PACKAGED CONVENIENCE FOOD INDUSTRY IS PROJECTED TO GROW AT -11%

CAGR OVER THE NEXT 3-4 YEARS

Food takes the largest slice of India’s consumption basket

Private final consumption India’s consumption basket - FY23'1
expenditure as a % to GDP
(at current prices) 16.2%
fp__ﬂ____._.a-f Currently
B Food & Beverages contributing to
5.9% 45 QU i Hﬂuging ~45,9% of India’s
! consumption
A W Transport basket, the ‘Food
! mFuel and Light Segment’ is a
. strong pillar of
6 8 W Clothing and Footwear India’s consumption
m Health growth story.

T

F¥23 (Government Estimate) 10.1%

B Others

Figure 3: Growth chart of Indian food products sector.

Significant headroom for growth as consumers are increasingly demanding packaged convenience food

Indian packaged convenience food industry . %LI&.; 1 4%
(INR bn) 6§ 7% mSnacks
4,883 B ndian Sweets
» fe3h W Biscuits
3 194 11% B HNon-alcoholic Beverages
CAGR B Confectionery
’ e MBaked Foods
B Moodles
BRTC/RTE
S 12.5% w5auces
FY22 FY26E ey
Figure 4: Growth chart of Indian food products sector, 3

with a clear category wise separation and percentage



Appendix C: Focus group design

Focus Group Session Design: Premium Food Packaging (Chips and Packaged
Indian Sweets)

Objective;

To gather consumer mz1ghts from India on the exiztme premmum packagme desten for two
product categories—chips and packaped Indian swests. Focusmg on key brand JEu:LEuE such
as cpler, font, loge, and dlustrations, and how the compositior SNl -

thewr perception of premium quality.

session Overview

« Duration: 20 mmutez
« FParticipants: 5-12 mdrviduals (targst demographic: consumers who regularly
purchase premmum shack foods and swests)
» Maternals Needed:
o o different chip packagmg destgns (shown digitally)
o o different packaged Indian swests designs (shown digitally)
o Hecordmg devices for capturmg feedback (Microsoft teams call)

Session Breakdown (90 Mmutes Total)
Part 1: Chips Packaging (4> minutes)

1. Introduction (5> minutes):
o welcome participants and provide an overview of the sesston.
o Explam that the focus group will explore thew perceptions of premmum
packagmg for chips and packaged Indian sweets.
2. Chips Packaging: Introduction to Designs (3 minutes);
o Present the 8 chip packagmg designs.
o Allow participants a few mmutes to visually mspect the designs.
3. Chips Packaging: Categorization Iask (10 minutes):
o Askparticipants to categorize the & designs mto three groups:
1. Authenticity: PEI._LEIEELE that feels genume and true to 1ts roots of
heritage.
2. Differentiation: Packagmg that stands out and 15 distinct from other
brands.
3. Supenor Quaklty: Packagmg that conveys a sense of high-end,
premnim quality.
o Encourage them to explam thewr chowces, focusme on elements like color, font,
logo, and dlustraticns.
4. Chips Packaging: Group Discussion (7 minutes):

o Dhiscuss overlappmg or contlicting opmions zbout the categorization.
= Probe further imto why certain designs were chosen for specific categories.

3. Chaps Packaging: R:ml-..mg'[:lsl..[l[l' mmutes}
o Askparticipants to rank the 8 designs from most to least premmm, conswdermg
celor, font, loge, and dlustrations.
o FPacithitate a brief discussion where they compare and explam thewr rankmps.
6. Chips Packaging: Wrap-Up (5 mimmutes):
o oummartze kev msights from the chips packagme zession.

Part 1: Packaged Indian Sweets Packaging (45 minutes)

1.

!'.J

Laa

LA

Introduction to Sweets Packaging Designs (3 minutes):
o Present the § packagad Indian sweets designs.
o Allow parbicipants a2 few mmutes to visually mspect the designs,
Sweets Packaging: Categorization Iask (10 mmutes):
o omilar to the clups task, ask participants to categorize the 8 swests designs
mto:
1. Authenticity
2. Differentiation
3. Supertor Quakity
o Focus on how cultural elements might play 2 role m thewr categorization,
particulatly m the context of Indian sweets.
Sweets Packaging: Group Discussion (7 minuates):
o IMscuss the categonizattons and the reasonmg behmd them.
o Explore whether the perception of premmm quality differs betwesn the chips
and sweets categories.
Sweets Packaging: Ranking Iask (10 minutes).
o Askparticipants to rank the § sweets designs from most to least premmm.
focuzme on brand elements hike gelor, font, loge, and dlustrations.
o Facilitate 2 brief discussion on the rankmes and the cultural significance of
cettam design elements.
Sweets P:lr:li:lg;lng Wrap-Up and Overall Summary (5 minutes):
o Summarize the key msights from both the chips and swests packaging
38331015,
o Open the floor for any fmal thoughts or observations.
o lhank parbcipants for thewr time and mput.

Key Considerations

Ensure time management 15 strict to cover both categortes withm the S)-mmute
2833100,

Encourage open discussion but keep the focus on brand elements like gplor, font,
lego, and dlustrations.




Appendix C: Brands displayed for focus group settings

- product category (chips)

PRINGLES

MASALA TADKA

'CREATIVE VISUALIZATION
No Artificial Colours

n HAMKEEN

Figure 5: Seven other sample brands along with “Kettle

studio”
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Appendix C: Brands displayed for focus group settings

- product category (sweets)
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Seven other sample brands along with “Berfila”

Figure 6



Appendix C: Snapshots of focus group tasks & results

T1 Minimal design T2

SEBIMS Too much shades of - 2 |
- ; bl (00 PR going on on More 3 Ve It elp il Color
Authentic to be a bad cok o color and |
clums et i Authentic scheme
rip off y package simplicity -

Different

Figure 7: Tasks given to focus group 1.

Minimal design Frame 9

Authentic
Frame 1 Frame 8

LOW premium perceprion RIgN premium perception

Low premium perception » High premium perception

Minimal design

- Vi LOW Red 18
LOMMa : nice
colours effort colour

I A 't‘

N

different

Figure 8: Task results from focus group 2 Product cat 1 (Left) cat 2 (Right).
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Appendix C: Snapshots of focus group tasks & results

T1 Minimal Frame 8 . . F
Frame 1 Minimal design Al

(A
e

Authentic |
Authentic

s

Different

T
B
!I.F*' i
!

Figure 9: Task results from focus group 3 Product cat 1 (Left) cat 2 (Right).

1 Authentic Frame 8 Frame 1 Authentic Frame 9

Minimal design
Minimal design

Different

Different

Figure 10: Task results from focus group 4 Product cat 1 (Left) cat 2 (Right).
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Appendix D: Snapshots of initial grouping of codes from focus groups.

Ovierall- IndiviciLial General - Other
design i i oy proparfies factors

Figure 11: Initial grouping of the codes obtained from the 14
transcripts of the focus groups.



Appendix D: Initial layout of guidelines from focus group insights.

PREMIUM PERCEPTION

Invoking a sense of added value by using the following cues:

LOGO

Original, Real, Trustworthy

e Logo unique to its brand, and small in size to give a niche look.

o Putting in effort to design the elements to be subtle, deep and tell a story.

ILLUSTRATIONS e Display of bold claims and labels to catch the eye of a consumer.
Unigue, Noticeable, Stands
apart
FONT
Serious, Authentic e uUsing bold and unique fonts to stand apart from competition.

COLOR

o Usage of innovative colors for a more differentiated and authentic look.
Superior quality, Contrasting

o Usage of matt finish colors for a premium feel.

Figure 13: First layout and formation of guidelines
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Appendix D: Initial layout of guidelines from focus group insights.

PREMIUM PERCEPTION

Invoking a sense of added value by combining & using the following guidelines:

Authenticity

Differentiation

Superior quality

1. Color 2. Logo 3. lllustrations
e Matt finish colors are Logos that are minimal e Custom illustrations
more authentic & and small are confident ike sketches give out

premium. and authentic.

e Logo contrasting from

e Innovative colors give .

the background catch
the attention and is
differentiated from
competition.

the product a unique
appeal to the
consumer.

e Pastel colors are seen
as luxury and fine
quality by consumers.

and has a theme
instead of regular logo
IS Seen as expensive
and higher quality

Figure 14: Second iteration of guidelines

e Logo which is crafty .

an authentic look.

lllustrations of
different labels make
them different from
their rivals.

lllustrations which
tell story as seen as
higher quality as they
are perceived to be
high effort.

4. Font

e Serious font (Upper
case) Is more trustable
and genuine.

e Bold font along with
uppercase Is classic
and different.

e Font in line with the
theme of the package
IS Seen as more
expensive and
superior quality.

10



Appendix D: Final layout of guidelines from focus group insights.
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Premium elements

Use matt finish colors as they
are more authentic than glossy
finish.

Authenticity

Use unconventional colors for
instant differentiation.

Differentiation +

Use pastel shade colors.

Superior Quality +

Authenticity

Differentiation +

Superior Quality +

Brand elements

Show the logo in reasonable size
and noticeable location.

Make the branding pop out from
the rest of the elements with the
means of color/font/illustrations.

Alter the logo/branding to the
desired theme.

Differentiation + Authenticity

Superior Quality +

lllustrations

Make custom illustrations and
graphics unique to the brand..

Make use of abstract imagery/
illustrations/graphics.

Use illustrations as a medium of
telling a story.

PREMIUM PERCEPTION GUIDELINES

Use uppercase font as much as
possible.

Authenticity

Use fonts which are not used by
your competitors.

Differentiation +

Customize the font to the
desired theme.

Superior Quality +

Figure 15: Final iteration of guidelines from literature review and focus groups
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Appendix E: Four different redesigns for between-subjects survey.
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Figure 16: Snapshot of brands shown for survey group 1 Figure 17: Snapshot of brands shown for survey group 2
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Figure 18: Snapshot of brands shown for survey group 3 Figure 19: Snapshot of brands shown for survey group 4



Appendix E: Snhapshots of survey questions.

Kettle Studio Package:
Rank the six packages

| | Assign numbers |1 to 6 to the
according to your premium

packaging images above, with

perception below, based only | being the most premium, and

on these six packaging iImages 6 the least premium. Assign the

you see here: numbers according to your
personal perception.

Wilde

"

SWEET CHILLI

| VS LIME & BAEIL

Kettle Studio

1..

Kerala Banana Chips

Doritos How low/mid/high is the price
of this Kettle Studio packaging
Binge according to you?

Figure 20: Snapshot of Survey

How low/mid/high is the price of this Kettle Studio packaging

according to you? HOw premium are the elements In the above kettle studio

packaging?

. . | | | () i) () () ()

DO you think this Kettle Studio packaging Is: _, s e - :
C O O O O
O O O O O

) h [ h [ B i
| /:. I | | | |
\_ '-.___ s y,
i o Y .

| i
l.l_‘- .|I {.. — | { = ._._.r { .r 1.,'.. __a-l-l

) h [ B i B i
| /:. i | | | |
N '-.___ s V,

Figure 21: Snapshot of Survey
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Appendix F: SPSS outputs for within subject effects.

Tests of Within-Subjects Effects Tests of Within-Subjects Effects

Measure: MEASURE._1 MRASLIG: Framium
Type Il Sum Partial Eta Type lll Sum | Partial Ela
Source of Squares df Mean Square F Sig. Squared Source 0f Squares i Mean Square i olg Squareg
Premiumness_ranking Sphericity Assumed 101.933 : 20.387 5.987 000 194 ranking Sphericity Assumed 116.466 3 23.293 8.340 000 229
Greenhouse-Geisser 101.933 4.410 23.116 6.987 000 194 Greenhouse-Geisser 116.466 4.713 24.714 8.340 000 229
Huynh-Feldt 101.933  5.000 20.387 5.987 000 194 Huynh-F eldt 116.466 5.000 23.293 8.340 000 229
Lower-bound 101.933  1.000 101.933 5.987 013 194 Lower-bound 116.466 1.000 116.466 8.340 007 22
Error Sphericity Assumed 423.067 145 2.918 Error(ranking)  Sphericity Assumed 391.034 140 2.793
Fremiumness_ranking)  Greenhouse-Geisser 423.067  127.880 3.308 Rinahbalea Balanat 201 034 131 952 5 963
e il ol L il e Huynh-Feldt 391.034  140.000 2.793
Lower-bound 423067  29.000 14.589 e =i e

Figure 22: Snapshot of within subject effect of design 1 Figure 23: Snapshot of within subject effect of design 2

Tests of Within-Subjects Effects Tests of Within-Subjects Effects
Measure: MEASURE_1 Measure: MEASURE_1
Type lll Sum Fartial Eta Type lll Sum Parial Eta

Source of Squares df Mean Square F Sig. squared Sauree of Squares df Mean Square F Sig. squared
Premiumness_ranking Sphericity Assumed 1435.867 5 29173 11.157 .000 278 Premiumness_ranking Sphericity Assumed 171.178 3 34.236 15.735 000 352

Greenhouse-Geisser 145867 4311 33.832 11.157 000 278 Broanhouss-Baissas 171 178 1 895 44 767 15 735 000 357

Huynh-Feldt 145.867 5.000 29173 11457 .000 278 g Huynh-F eldt 171.178 4.478 38.226  15.735 000 352

Lower-bound 145867 1.000 145.867 11.157 002 .2/8 Lower-bound 171.178 1.000 171.178 15.735 000 352
Error | | sphericity Assumed 379.133 145 2.615 Error Sphericity Assumed 315 489 145 2176
Fremiumness_ranking)  greenhouse-Geisser 379133 125.033 3.032 (Fremiumness_ranking) & o cnhouse-Geisser 315489  110.912 2.844

Huynh-Feldt 379133 145.000 2.615 Huynh-Feldt 315489  129.864 2.424

Lower-bound 379.133 29.000 13.074 L owar-hound 115 489 29000 10.878

Figure 24: Snapshot of within subject effect of design 3
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Figure 25: Snapshot of within subject effect of design 4

Estimated Marginal Means of MEASURE_1

Estimated Marginal Means

2.00

4.50

4.00

3.50

3.00

250

Estimated Marginal Means of MEASURE_1

3

4

1 2 3 - 9 6 1 2 3 B 2 6

Premiumness_ranking Premiumness_ranking

ranking Premiumness_ranking

Figure 26: Snapshot of rankings of design 1,2,3,4. 20



Appendix F: SPSS outputs for mean differences.

M f Authenticity
Diff
\\

Figure 27: Snapshot of mean differences of authenticity, differentiation, superior quality of design 1,2,3,4.

Means Plots

of PP_LOGO

an of PP_ILLUSTRATIONS

Mean

Me

nnnnnnnn

of FONT

Mean

1 2 3 4
GROUP_NO

Figure 28: Snapshot of mean differences of brand elements Color, Logo, lllustrations, Font in designs 1,2,3,4.
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Appendix F: SPSS outputs: correlations tables.

Correlations
Superior_qua
Price_range @ Differentiation ity Authenticity
Price_range Pearson Correlation 1 385 431 436
S1g. (2-talled) 000 000 000
g 121 121 121 121
Differentiation Pearson Correlation 385 1 384 389
al1g. (2-talled) 000 000 Q00
N 121 121 121 121
Superior_quality Pearson Correlation 431 384 1 479
a10. (2-talled) Qoo 000 000
g 121 121 121 121
Authenticity Pearson Correlation 436 389 479 1
S10. (2-1alled) Qoo 000 000
g 121 121 121 121

* Correlation is significant at the 0.01 level (2-tailed).

Figure 29: Correlation between price range and premium elements.

Correlations

ILLUSTRATIO
FONT LOGO NS COLOR  PRICE
FONT Pearson Correlation 1 392 354 550 72
Sig. (2-tailed) 000 000 ooo 000
N 122 122 122 122 121
LOGO Pearson Correlation 392 1 507 443 421
Sig. (2-tailed) 000 000 000 000
N 122 122 122 122 12
ILLUSTRATIONS  Pearson Correlation 354 507 1 491 337
Sig. (2-tailed) 000 000 000 000
N 122 122 122 122 12
COLOR Pearson Correlation 559 443 491 1 468
Sig. (2-tailed) 000 000 000 000
N 122 122 122 122 121
PRICE Pearson Correlation 372 421 337 468 1
Sig. (2-tailed) 000 000 000 000
N 121 121 121 121 121

. Correlation is significant atthe 0.01 level (2-talled).

Figure 30: Correlation between price range and brand elements in the project.
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Appendix F: SPSS outputs: regression tables.

Model Summiar;yIJ

Change Statistics

Adjusted K Std. Error of K Square oig. F
Model F R Square Square the Estimate Change F Change ar dr2 Change
1 489° 239 233 1.062 239 37.129 1 118 000

a. Predictors: (Constant), Authenticity
b. Dependent Variahle: PRICE

ANOVA®
sum of
Model squares df Mean Square F Siq.
1 Regrassion 41883 1 41 883 37.129 000"
Residual 133.108 118 1.128
Total 174.992 119

a. Dependent Variable: PRICE
b. Predictors: (Constant), Authenticity

Figure 31: Regression of premium elements (Authenticity) and its influence on price perception.

Model Summary"

Change statstics

Adjusted R Std. Error of R Square Sig. F
Model - R Square Square the Estimate Change F Change df df2 Change
1 376" 141 134 1.146 141 19.603 1 118 000

a. Predictors: (Constant) Differant
b. Dependent Variahle: PRICE

ANOVA®
sum of
Modeal squares df Mean Square F a1g.
1 Regression 25.740 1 25.740 19.603 000"
Residual 156.260 119 1.313
Total 182.000 120
a. DependentVariable: PRICE
b. Predictors: (Constant). Different 2 3

Figure 32: Regression of premium elements (Differentiation) and its influence on price perception.



Appendix F: SPSS outputs: regression tables.

Model Summ;ar;\'IJ

Change Statistics

Adjusted K Std. Error of ~ Square 3ig.
Madel & =~ Square square the Estimate Change F Change df df2 Lhange
1 511 261 255 1.063 261 42.074 1 119 000

a. Predictors: (Constant), Supernior_quality
b. Dependent Variable: PRICE

ANOVA®
sum of
Maodeal Squares df Mean Square F Siqg.
1 Regression 47.540 1 | 47.540 42074 000"
Residual 134 460 118 1.130
otal 182.000 120

a. Dependent Variable: PRICE

b. Predictors: (Constant), Superior quality

Figure 33: Regression of premium elements(superior quality) and its influence on price perception.
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Appendix F: SPSS outputs: regression tables.

Model Summary”

Change Statistics

Adjusted K Std. Error of K Square Sig. F
Maodel e K Sguare square the Estimate Change F Change ar dr2 Lhange
1 468° 219 213 1.093 219 33.451 1 119 000

a. Predictors: (Constant), COLOR
b. Dependent Variable: PRICE

ANOVA®
sum of
Maodel squares df Mean Square F S14.
| 1 Regression 39.935 1 39.935 33.451 000"
Residual 142 065 119 1.194
Total 182.000 120

a. Dependent Variable: PRICE
b. Predictors: (Constant), COLOR

Figure 34: Regression of brand elements(Color) and its influence on price perception.

Model Eummaryh

Change Statistics

Adjusted R otd. Error of R Square oig. F
Madeal R R Square Square the Estimate Change F Change dr dr Lhange
1 421° AT7T A70 1122 A77 25.653 1 1149 000
a. Predictors: (Constant), LOGO
b. Dependent Variable: PRICE
ANOVA®
Sum of
Maodel sguares df Mean Square F Sig
-1 Regression . 32.276 | 1 J2.276 | 25.653 000"
Residual 1489.724 118 1.258
Total 182.000 120

a. Dependent Variable: PRICE
b. Predictors: (Constant), LOGO

Figure 35: Regression of brand elements(Logo) and its influence on price perception.
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Appendix F: SPSS outputs: regression tables.

Model Eummqary|J

Change Statistics

Adjusted R Std. Error of R Square Sig. F
Model R R Square square the Estimate Change F Change df df2 Change
1 337° 113 106 1.164 113 15.217 ; 118 000

a. Predictors: (Constant), ILLUSTRATIONS
b. Dependent Variable: PRICE

ANOVA®
sum of
Madel Squares df Mean Square F S1g.
1 Regression 20634 1 20.634 15,217 000"
Residual 161.366 119 1.356
Total 182.000 120

a. Dependent Variahle: PRICE
b. Predictors: (Constant), ILLUSTRATIONS

Figure 36: Regression of brand elements(lllustrations) and its influence on price perception.

Model Summaryh

Change Statistics

Adjusted R Std. Error of R Square Sig. F
Model R < Square square the Estimate Change F Change df df2 Change
1 372° 138 131 1.148 138 19.096 1 1149 i1l
| a. Predictors: (Constant), FONT
b. Dependent Variable: PRICE
ANOVA®
sum of
Maodel Squares dif Mean Square F Sig
1 Regression 25167 1 25167  19.096 000"
Residual 156.833 119 1.318
Total 182.000 120

a. Dependent Variable: PRICE
b. Predictors: (Constant), FONT

Figure 37: Regression of brand elements(Font) and its influence on price perception.
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Appendix F: SPSS outputs: Standard deviations.

Case Processing Summary

* Means

Case Processing Summary

Cases Cases
included Excluded Total Included Excluded Total
i Percent g Percent § Percent N Darcent " Parcant N Parcant
~color * Group_no 121 100.0% 0 | 00% 121 100.0% Logo * Group no 121 100.0% 0 0.0% 121 100.0%
Report Report
color Logo
Group_no e e Ria. Cevaian Group_nao Mean M Std. Deviation
ariginal_design 2.67 30 1.322 original_design 3.60 | 30 | 1.476
redeisgn_1 3.90 30 2.040 redeisgn_1 4.03 30 1.790
redesign_2 4 34 32 1.7889 redesign 2 4 34 29 1.428
redesign_3 4.55 29 985 redesign 3 183 2 1071
Total 387 121 1.737 Total 3.96 121 1.474
Figure 38: Standard deviation of color(left) and logo(right).
* Means * Means
Case Processing Summary Case Processing Summary
Cases Cases
Included Excluded Total Included Excluded Total
¥ Fercent N Percent M Percent I Percent N Percent M Percent
lllustrations * Group_no 121 | 100.0% 0 | 0.0% | 121 100.0% Fl:l_r_"!t_ *Group_no 121 100.0% | 0 0.0% 121 100.0%
Report Report
lllustrations Font
Group _no Mean | Std. Deviation Group no Mean M Std. Deviation
original_design 3.23 30 1.135 | original_design 367 30 1.269
redeisgn_1 3.70 30 1.878 redeisgn_1 4.23 30 1.736
redesign_2 4.44 32 1.501 redesign_2 4.31 32 1.749
redesign_3 410 29 1.291 redesign_3 4.10 29 1.047
Total 3.88 121 1.931 Total 4.08 121 1.492

Figure 39: Standard deviation of lllustrations (left) and font (right).
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Appendix F: SPSS outputs: Standard deviations.

Descriptive Statistics MEﬂ ns
[ Minimum Maximum Mean =id. Deviation
Group_no 121 1.0000 40000 2495868 11114852
average_of_premium_el 121 10000 50000 3837466 7783122 Case Processing Summary
ements
valid N (listwise) 121 ases
Included Excluded Total
MEANS TABLES=average of premium elements BY Group no
/CELLS=MEAN COUNT STDDEV. N Percent B Fercent ) Percent
Kettle_studio * Group_no 121 100.0% 0 0.0% 121 100.0%
Means - 1
Case Processing Summary
Cases Hepn rt
Included Excluded Total
I Percent M Percent N Percent F@ﬁle Etl_llji'l:l
average_of_premium_el 121 100.0% 0 0.0% 121 100.0% _ |
ements * Group_no Group nao Mean [') Std. Deviation
original _design 4.0333 30 1.54213
Report
=181 ~
average_of_premium_elements redeisgn_1 4.0000 30 1.61352
Ol j 0 '1'.‘-5” ” :_-t-j. D":’Jt'l‘ 1 .
[}r_|_r|;j_n_ y | o L Vidallf IEI:'ESIQFI_E 43125 32 14':]132
original_design = 3.422222 30 8967089
redeisgn_1 3.766667 30 8847365 redesign 3 4.49310 24 1.36096
redesign_2 3.906250 32 5502321
= 5709 2
redesign_3 4 264368 29 4828759 L 4"':“:'" ; 1 "1 : 1 5[]458

Total 3.837466 121 4783122

Figure 40: Standard deviation of average of three premium elements across designs (left) and within subjects ranking (right).

% Means
Case Processing Summary
ases
Included Excluded Total
I Percent I\ FPercent N Percent
Price_perception * 120 99.2% 1 0.8% 121 100.0%
Group no

Report
Price_perception
Group_no Mean ) std. Deviation
original_design 2.9667 30 1.21721
redeisgn_1 3.6333 30 1.24522
redesign_. 3.7/188 32 88843
redesign_3 41071 28 1.06595

Total 3.6000 120 1.16964

28

Figure 41: Standard deviation of price perception.



