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The Influence of Visual Elements of Packaging on Purchase
Decisions for Ready-to-Drink Honey Lemon Products under the

Happy Honey Brand among Consumers in Samut Prakan Province
Abstract

The objective of this research is to (1) examine the influence of five visual
packaging elements—color, graphics, logo, typography, and layout—on the purchase
decision of ready-to-drink honey lemon products under the Happy Honey brand among
consumers in Samut Prakan Province, and (2) analyze the mediating role of brand
perception experience between the visual packaging elements and the purchase decision
of these products. A questionnaire was employed as the data collection instrument. The
sample consisted of 400 residents of Samut Prakan Province who had either seen the
actual product, purchased it, or seen images of the Happy Honey ready-to-drink honey
lemon products. Data were analyzed using descriptive statistics and multiple linear
regression analysis.

The results revealed that: (1) among the visual packaging elements, typography
and layout had a direct and significant influence on consumer purchase decisions for the
Happy Honey ready-to-drink honey lemon products. These elements effectively attracted
consumer attention and evoked positive feelings toward the product. (2) Brand perception
experience played a significant mediating role, linking the visual packaging elements to
purchase decisions. Packaging designs that effectively conveyed the brand image
enhanced brand recall, strengthened consumer trust, and encouraged repeat purchase
intentions.

The findings of this study can serve as a guideline for systematically developing
and designing packaging that creates a strong, credible, and appealing brand image for

Happy Honey, aligning with the preferences of the target market.

Keywords: Visual packaging elements, Brand perception experience, Purchase decision,

Happy Honey
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