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The objectives of the current research were to: 1) study the effects of package
picture on consumer decision making process, 2) study the effects of brand familiarity
on consumer decision making process, and 3) examine the interaction effects of
package picture and brand familiarity on consumer decision making process in low
involvement products. Two by two factorial-designed experiment was conducted with
Chulalongkorn University's undergraduate students during April 2004,

The findings showed that packages with product picture were more effective
than packages without product picture on brand belief, brand attitude, attitude toward
package, and purchase intention. Likewise, high familiar brands were more effective
than low familiar brands regarding the aforementioned dependent factors. However, no
interaction effect was significantly found between package picture and brand familiarity.
Further results indicated a significant effect of package picture and iow familiar brand

on improving consumer decision making process.





