\VQAJﬁML\-\OJJJLQ\OJM Lﬁ'i")&@l“ﬁjf}'lp

O (S A (IIE Y guao yig 99 33 (G At gl (o y 9

a5 gl dedames Ui 5 ali g st Il

DRl Gplis dely (Sl 1T sl (e mls 5 pke 05 8 (5 553 g gmmtils )
At e bl DL ks GRS (o 5 0 Rlay -
Agia (M mlo 5 psle ah sy A e (ISl go (Sl 8 a3y 05 S skl Y
QA/SVIN o pdy Gl QA0 /YE 223l s 7 )0)

o S~

355508 oL s b s des g I alaly 5 o S game 51 65 Sl B edls el O al ol 5 alolid oS G jme 55 bl Anl 3 b
il s gty gl jmelil o 5B rasn ol 5o Lpd atld byl ol IS SE el b QBIS G yuae Sk, s skt 4
1 O g Gl olsgmn U 0 slse sy i i 5 K b b 4 31 DL s il edd sy ol Slge s
Gy ey 45 30 DL s 3L e LB 5 s 8 (Sl it 5 5 sl A) sl ik e i e Sl S A asie s
Wi G 5w gl ats glacs Sl oal C,"::A.g@l.';" ol sl uls e S ol Soap olBl e alde Slaes sl 5 vl.(;.;wll{j\_él.é,.i
Gt..o L;Laa:)ﬂ}.é()lf_us_@jsA.:a.k.JW;A.,@l:JA.:u_-jSL..:ﬁ 3,8 Gy b sl eslaial 5 gy ates o310 2 “Cf]a“&) TK;.;WJ‘J,;;_-
IS Glis (G ats 0350 Hslie oz 5o b s diled (g dien Glas Gy b s 1y 10 laes sl 5 OIS i oS 550 s o s A6
Loty am Ol niie ey plSonial b sy 4 2y Soed 5525 b e duled Sl OF (55 2 1) sy ey J513 s 3l el
S ol iy s S (52,08 Gk Sl eslial oS ol S5 w5V adl sl e (s wtn ) @ Ao S oS Ly oo ) i plSl

,_x.ib_j;}auibéu,:ilylﬁ&llé«:l}ak_;@wﬁjﬁéalaomuﬁ&jk@u.::;da.?wj.?

e L;Laao:)ﬂjé USRS U F-R tere 20851 ads

ma.hesarinejad@rifst.ac.ir, ma.hesarinejad@gmail.com o J s’

YV



Lol oS sV Sl Olkeyl 4 sy oKy
IV] XS0 S e o300 ol (5 5 o (St
S Cdl G OlE e oy aes Gl IS sk
Wil b il S Al sl anils 1y L5 slaadl
Ll bl CldS 5 S B3l g IS 5 Lai
Sl By edd sy i VS [A] o L3l s Slils
33 355 pe 4t Lol Ol o b 5T Wil Sl 5 &S
M%:W;Jﬁuﬁg)joli&jﬁlij&asjbﬁy&
Q}dh%ﬂagbm)\)\)éﬂu\iﬁw‘j_b)@
S gk 4 A8 s g s Y S ol
5 oBTsmb Wil i 5 e 53 VIS O b oSl Os
Sop el SKas Stz b s e |y O S s
Gl s l ) S gdn w5 S LS i

LAl il g cnl 51650 s A L s e 55
A RPN s e BU s skl Sl Sas
éa\jﬁ LY Sl 0l Wt u,:..hj}i U'-’-\ BEEE LSS gﬁ'-'-\'\'; b]jﬂ
‘gi'a) ‘f\)la ‘Jg...i w)'\_L"\ LLS-\..\.' Al [)b}.: stﬂ)ls Aole
53wy G slge p e (S Ay S35 el
Ao 0Ll L e (3 (331 3 il e oS O

..3).:4 43;-\)}.1 c.\...fal;.

U}u’é_g)_g:»‘y—\'

SR (P sk dhe V=Y
iz e le JE Jalse eon b s 00! 02
alabe el Ol Jad Maxd Olie (Jal Cuns
@l Lile atdly belge 5 J&S8 cod sl sluas Sl
(208 Sy b 5l eslinal (gt iz (JSE SS5 b
LI TE e G PN LUV NP
Sy ary 2HE Jpame G JIS Ol 5 alSCiie S50 ool
Glosysl b a3 il Ku Lol byl 5 eds

2313 e g hsay Dy o 4l

AR}

dsdas —)

5 pld oS U jae 5L O b oS el gl LIk
Sl 458 4 5ol bl 5 et XS o Lol 1) 5L ol e
Ly, 5 Gl s Solo, € ) o R S w
Ao 2 05l 30 g bl b b des s 5 el
39 L) 5l xS ol pl p S A SO gl gl )
S i 3| 6 b e DBk L3 Ll S gl 058 @ kel s
ook a V] sl s s Gl 4 s
Sl o 8 Slosdsa SIS OBAS O el i
Lol cpl S8 86 Lol 3,8 13 oy 5 anllan 5 40
Jelss Sl Ll o IS S5k 4 DS b jae iy Sl
Jolse pl o diS O pma L3, Ol S Lo .::ﬁ;‘l:.aéa_\m
bl Jelse 5 e se Jolse (olazrl Jalge anas av 1)
Y] el oo gy i

L 5 e 5l o Ol g a4 i ates SLLIL Slsl s
S S Ok ol o s opd s S B
fodaled o e 5 b s ol el Ol
aadiie S Olse ) s s (a5 el e Olss
gl Gy a2 Sl 5 Opdsl o [Y] s e Jsamme
o [ ol o Gme Jsas ) e S Olgs
Lok amside SOt pn (Gl aten S Sl Jre ol
Ailped Sop Jpame S i SO S Sl J e
[e]

S5 e JLs alises il glaes, sl 5 5 WY guvazas 3
b 08U else 658 51V codl b O o tage o5
Gy Bl s sl sl (sl wps diay ST i
Al ot 3550 i Skutien 53 45T Wl e
Hb S el Llg OBSG me ol YIS ghn ane
FESIPA < 03 S et 4 35l 0L e Ol s ol
[ s o 0L 1 555 el Sl DI Al o st
5ol glassls « olos b o DLl & cls <35 Wb
S5 ol Rl oSS 5 S A a5 S0 (oS

L;\JJ.\)uij)é)ac.?bfh\jj&é_x;{wf\jb)sc}»\y



\VQAJﬁJ‘@“‘:’ AR 692 LQ\O)LO-\:I

@‘4\5 GL«ﬁjr}-L"

bl LIBl o b waliin s 5SB! 3555 3 e
Gl 4 by bl s el SPSS version 16.0
il bl anslr w5l esle skl s 4 45 OB Rs
Jeos s am sose DBl e a s, 5 S Sl ey Ll el

Llas S 503

Weals J.:l:ﬁ BN LSJJT@'? ‘JJ‘BJJ—Y—Y
o 55 00wl iy Gosb 51 SleMbl (5 & Ol
40 Oluabl U ((gslay oy 4) aisel sldad 5 Col VYAV
il (1 dads) ol 33 SleSbl L s YY) s

Laosls Jolowi agsomd 205 5 62,08 — Sl Godd ) g 58

Table 1 The distribution of respondents in the study (in percent)

Gender Marital status Age Income (Toman) Dependents Education Employment status
Male 639 Single 367 Young 642 <2 millions 9.2 1 person 27 <Diploma 9.7 Student
Female 36.1 Marmied 63.6 M;ggée‘ 334  2-4millions 26.1 2people 173  Diploma  34.8 eﬁglvc;;ie
Oold 24 4-6milions 49.1 3people 23.5 Ass.Degree 162 Pﬁvatgse“or
>6 millions 156 4 people 14 Bachelor 32.1 Retired
Speople 6.2 Master 4 Self-employed
>5 people 4.8 Ph.D. 32 housewife
Unemployed
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Table 2 Results Summary of One-Sample t-Test for the variable factors

One-Sample Statistics

Standard Std. Error Hypothesis

Hypothesis N Mean deviation Mean status
There is a tendency to packaging 371 3.1280 0.71408 0.03707  Accepted
Applied food packaging has an impact on increasing its sales 371 29636 092963 0.05828  Rejected
The size of food packaging has an effect on increasing its sales 371 3.1712 053763 0.02791  Accepted
The shape of food packaging has an effect on increasing its sales 369 3.1870 0.83177 0.04330  Accepted
The design of food packaging has an effect on increasing its sales 370 33568 0.71266 0.03705  Accepted
The color of food packaging has an effect on increasing its sales 366 34057 0.63784 0.03334  Accepted
Food packaging material has an effect on increasing its sales 367 35713 0.61502 0.03210  Accepted
Transparent packaging of food products has an effect on increasing its sales 360 4.1220 0.76323  0.04023  Accepted
The tightness of the packaging has the effect of increasing its sales 360 34333 059571 0.03140  Accepted
Insert ingredients of food product on the packaging has the effect of 360 40176 056875 003027  Accepted

increasing its sales
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Table 3 Descriptive Statistics

Attribute N Mean Stal.]dz.wd

deviation
Application 355  2.9718 0.91861
Size 355 3.1915 0.50118
Shape 355 3.1930 0.80786
Design 355 33634 0.68401
Color 355 3.4000 0.60879
Material 355 3.5822 0.59862
Transparency 355  4.1282 0.76176
Tightness 355 34324 0.59749
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During the marketing process, the consumer's needs are identified and the way to supply it is determined
in order to obtain his satisfaction from the product and a durable, mutually beneficial relationship with
him. In order to investigate the behavior of consumers, factors affecting these behaviors should be
identified. In this research, the effect of some packaging parameters on increasing food marketing has
been investigated. The results showed that the form, design, color and material of food packaging had a
significant effect on its sales growth. It was also found that the priority of the package is for glass, plastic,
metal, cardboard and paper, respectively. The results showed that transparent and firmly packed
packaging had a significant effect on sales growth. In these results, the packaging priorities were
transparency, material, strength, color, design, shape, and size of packaging. According to the results, it is
recommended that manufacturers of food products should pack food products in transparent containers or,
if they cannot be transported transparently, to print a clear form of foods on the package. It should be
noted that the use of applicable packages for food packaging is not recommended. In general, the results
showed that food packaging was effective in increasing food marketing.

Keywords: Packaging; Marketing; Food products.
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